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Plaintiff BanxCorp, d/b/a BanxQuote (“BanxQuote,” “BanxQuote.com” or 

Plaintiff), by its attorneys, Balestriere Lanza PLLC, for its Third Amended Complaint 

against Defendant Bankrate, Inc., d/b/a Bankrate.com (“Bankrate,” “Bankrate.com” 

“Bankrate-dot-com” or “Defendant”), respectfully alleges as follows, including the 

attached Appendix, upon information and belief, except as to allegations concerning 

Plaintiff or its counsel, which are made upon personal knowledge, and except as 

otherwise indicated herein: 
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GLOSSARY 

 
BANK RATE WEBSITES: The relevant product market for purposes of this Complaint 

is the market for fee-based aggregated bank rate table listings with interactive 

functionalities on the Internet. It is often referred to as the “Internet-based consumer 

banking marketplace” or, simply, bank rate websites (“Bank Rate Websites”). 

 

CPC – COST-PER-CLICK: Cost-Per-Click is a fee paid by customers to list their rates 

on a Bank Rate Website.  CPC transactions are consummated and charged every time an 

end user clicks on a hyperlinked rate listing at a Bank Rate Website. 

 

CUSTOMERS OR PURCHASERS: The customers of a Bank Rate Website, also 

referred to as “purchasers,” are financial service providers (banks, mortgage brokers, 

and lenders), who purchase hyperlinked rate listings for banking and lending products 

(money market accounts, CDs, mortgage loans, home equity loans, and automobile 

loans), in order to connect interactively with “in-market” consumers. Ultimately the 

financial service providers sell the banking and lending products to these “in-market” 

consumers who clicked on the CPC rate listings. 

 

END USERS: The end users of Bank Rate Websites are “in-market” consumers that 

shop and click for banking and lending rates and products. 

 

HYPERLINK:  A hyperlink is a short amount of text, or in this case a bank rate, which is 

highlighted so that when clicked, the Web browser automatically displays another 
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page, or in this case the Web page from a financial service provider. The highlighted 

element is known as a hyperlink.  

 

HYPERLINK CPC: Hyperlink CPC refers to hyperlinked rate listings for banking and 

lending products purchased by financial service providers, the customers of Bank Rate 

Websites, also referred to as “purchasers.” 

 

MIRROR SITES: Co-branded websites, also referred to in the industry as mirror sites, 

are replicas or a reflection of another website, in this case Bankrate-dot-com’s organic 

website (except that they are customized with both Bankrate’s and the respective 

partner’s logo and navigation). By definition Mirror Sites are on the same horizontal 

level of market structure as the website being mirrored, namely Bankrate-dot-com. 
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PRELIMINARY STATEMENT 

1. Bankrate has engaged in a plan of misconduct for years, including price 

fixing and profit sharing agreements with competitors.  Bankrate’s actions have 

destroyed Plaintiff and others by engaging in predatory and monopolistic behavior.  

However, Defendant’s actions have not just hurt its competitors.  Defendant has 

adversely affected over 72 million American consumers online, as well as  thousands of 

banks, mortgage brokers, and lenders, by depriving them of the benefits of an open and 

competitive free market system (and more competitive interest rates and prices), with 

potentially catastrophic consequences for the mortgage, credit, and banking markets.    

2. This is an action for equitable and monetary relief under the Sherman Act 

15 U.S.C. §§ 1 and 2, Section 7 of the Clayton Act 15 U.S.C. § 18, including treble 

damages under Section 4 of the Clayton Act, 15 U.S.C. § 15, and under equivalent state 

statutes, including the New Jersey Antitrust Act, N.J. Stat. Ann. § 56:9-1 et seq., for injury 

that Plaintiff BanxQuote has suffered resulting from conduct by Defendant Bankrate. 

PARTIES 

3. Plaintiff BanxQuote is a corporation organized and existing under the 

laws of Delaware with its office located at 153 South Morris Lane, Scarsdale, New York.  

BanxQuote owns and operates BanxQuote.com, a Bank Rate Website.   

4. From its inception in 1984 until the present, Plaintiff has done business 

under the trade name and registered trademark “BanxQuote.” 

5. BanxQuote also licenses its current and historical bank rate averages and 

benchmark indices to third parties.   
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6. Defendant Bankrate, Inc. is a corporation organized and existing under 

the laws of Florida, with its principal executive offices located at 11760 U.S. Highway 1, 

Suite 200, North Palm Beach, Florida.  It also transacts substantial business in the State 

of New Jersey.  Bankrate owns and operates Bankrate.com, a Bank Rate Website.   

7. Bankrate started operating in 1982 as the Bank Rate Monitor and was 

incorporated in 1993.   

8. Bankrate also licenses its current and historical bank rate averages and 

benchmark indices to third parties. 

JURISDICTION AND VENUE 

9. The Court has subject matter jurisdiction under 28 U.S.C. § 1337 

(commerce and antitrust regulation) and 28 U.S.C. § 1331 (federal question) as this 

action arises under Sections 1 and 2 of the Sherman Act, 15 U.S.C. §§ 1 and 2, and 

Section 7 of the Clayton Act, 15 U.S.C. § 18, and Plaintiff is seeking treble damages 

under Section 4 of the Clayton Act, 15 U.S.C. § 15(a), and injunctive relief under Section 

16 of the Clayton Act, 15 U.S.C. § 26.  The Court has supplemental subject matter 

jurisdiction of the pendent law claim under 28 U.S.C. § 1367.   

10.  Venue is proper in this District because Bankrate resides and is found in 

this District within the contemplation of 28 U.S.C. § 1391 (b) and as provided in §§ 4 and 

12 of the Clayton Action, 15 U.S.C. §§ 15 and 22.   

11. Venue is also proper in this District because Defendant is found or does 

business in this District.  Specifically, Defendant operates an Internet-based consumer 

banking marketplace within this District.    
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12. Venue is proper in this District under 28 U.S.C. § 1391(b)(2) because a 

substantial part of the events or omissions giving rise to the claims occurred in this 

District, or a substantial part of the property that is the subject of this action is situated 

in this District.  

13.  Specifically, Defendant operates Internet-based consumer banking 

marketplaces used by thousands of New Jersey-based consumers.  It has co-branding 

partnership agreements with major website operators located in or operated from New 

Jersey, including Dow Jones/WSJ.com and others; and its customers include numerous 

banking institutions and mortgage brokers located in New Jersey, including MetLife 

Bank and others, producing a substantial volume of daily interstate transactions and 

commerce between hundreds of financial service providers and thousands of 

consumers, with deposits and loans flowing in and out of New Jersey.   

NATURE OF ACTION 

14. Plaintiff brings this action under the laws of the United States and the 

State of New Jersey which were established to prevent the emergence of monopolies or 

agreements in restraint of trade which interfere with the salutary operation of the free 

market.  In contravention of those laws, by intentional decision and actions directed to 

the improper seizing of the benefits of Internet access, Bankrate has achieved an 

unregulated, impermissible, and illegal concentration of control over the market for 

Bank Rate Websites.   

15. The centerpiece of this action is a massive predatory pricing and price-

fixing conspiracy between Bankrate and 100 of America’s leading websites. More 

specifically, Bankrate has engaged in predatory pricing and price-fixing agreements 
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with competitors, entered into a market division agreement, and engaged in mergers 

and acquisitions with other competitors that have helped create and enhance its 

monopoly power in the relevant market. 

16. Beginning in 2004, Bankrate’s conduct became particularly egregious.  The 

stage was set by the deregulation of the banking industry and interest rates in the 

United States during the 1980s and 1990s.  Government increasingly accepted academic 

theory that it was possible to restore a competitive market in these areas and that such 

market would achieve greater efficiency than the regulatory system set up as its proxy.   

17. For many years, the expectations for deregulation were fulfilled.  

However, in the wake of deregulation as the Internet penetrated the Nation’s homes 

and consumers became used to the ease and speed of online searching, Defendant 

realized that through the actions described below, it could use its approximately 100 

major co-branding website partners and its own Bankrate.com mushrooming organic 

website traffic to concentrate and monopolize the market for Bank Rate Websites. 

Furthermore, Bankrate’s network of 500 newspapers that publish its rate tables and its 

multi-media platform also provide significant brand value, publicity and promotional 

support for its Bank Rate Websites.  The entire purpose of the deregulation which took 

place in the 1980s and 1990s was to foster a free market.  But, Bankrate’s 

monopolization has eviscerated the free market and set the industry back at least 20 

years.   

18. Bankrate did not obtain a monopoly in the market for Bank Rate Websites 

as a result of a superior product.  Rather, it created its monopoly through blatant 
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anticompetitive conduct including predatory pricing, price fixing, illegal profit sharing, 

and exclusive dealings as described below. 

19.  Specifically, Bankrate engaged in the following conduct: 

a. Bankrate conspired, colluded, and entered into horizontal Cost-Per-

Click (herein “CPC”) price-fixing and profit-sharing agreements by 

organizing and becoming the ringleader of an illegal cartel with 

approximately 100 co-branding partners (the “Price-Fixing Cartel”) 

which also are Bankrate.com’s competitors;1 

b. Bankrate acquired MMIS/Interest.com, its nearest Bank Rate Websites 

competitor, on December 1, 2005, so as to expand its exclusionary 

distribution network by adding 65 co-branded websites and 500 

newspapers, substantially lessening competition; 

c. Bankrate entered into an exclusive dealing and price-fixing 

agreement with The Wall Street Journal’s WSJ.com website affiliate, 

suppressing and precluding competition; 

d. Bankrate combined, conspired to form a cartel, and entered into an 

illegal antitrust agreement with LendingTree, a rival with a dominant 

position in the mortgage lead generation and aggregation (“Mortgage 

                                                 
1 The competitors include Bankaholic.com, AOL and CNNMoney.com (both 

owned by Time Warner), MSNBC.com (a joint venture of Microsoft and NBC 
Universal), MSN (owned by Microsoft), Yahoo!, The Wall Street Journal’s WSJ.com and 
MarketWatch.com (both owned by Dow Jones & Co.) and FOXNews (all three owned 
by News Corporation), The New York Times Online, USA Today Online (owned by 
Gannet), CNBC.com (owned by General Electric), Move.com and REALTOR.com 
(owned by Move Inc.), and LendingTree.com (a former subsidiary of 
IAC/INTERACTIVE spun off as Tree.com on August 21, 2008).  
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Lead Aggregation”) market.  Defendant and Lending Tree agreed to 

divide and allocate the high yield savings sub-segment of the Bank 

Rate Websites market, and the Mortgage Lead Aggregation markets, 

accounts, and products;  

e. In order to create a monopoly, Defendant’s hyperlinked rate listings 

for banking and lending products (“Hyperlink CPC”) prices were 

initially priced lower than the average variable cost.  Then, 

immediately after Defendant found itself secure in its monopoly, 

Defendant started to ratchet up its prices;2 

f. In fact, through its predatory pricing practices, Bankrate more than 

doubled its Hyperlink CPC prices within three years in order to 

recoup its prior losses, including $53 million in cumulative losses by 

2001, when its entire market value was only $9 million;  

g. Bankrate engaged in a predatory campaign to cut off BanxQuote’s 

and other competitors’ air supply by giving away free rate listings to 

financial service providers—and commingling free rate listings with 

                                                 
2 In its August 2, 2006, Q2 2006 Earnings Call, Bankrate’s President and CEO, 

Thomas R.  Evans, acknowledged the following: 

Our hyperlink business model changed dramatically as of October 
1, when we migrated to a cost-per-click pricing model on our rate 
tables.  This shift has worked out well for us by dramatically 
increasing revenue. Our rate tables are very granular by product 
and location, so the CPC model provides us with a platform to 
optimize pricing over time, both by specific product and location.... 
So there is ample juice to be squeezed out of this lemon at the CPC 
level. 
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paid rate listings - at significant expense to Bankrate in order to gain a 

monopoly; and   

h. After first entering into a co-branding, price-fixing and profit sharing 

agreement with Bankrate.com’s direct competitor Bankaholic.com in 

July 2008, Bankrate acquired Bankaholic on September 23, 2008. 

THE RELEVANT MARKET 

A. Relevant Product and Geographic Market  
20. The relevant product market for purposes of this Complaint is the market 

for fee-based aggregated bank rate table listings with interactive functionalities on the 

Internet. It is often referred to as the “Internet-based consumer banking marketplace,” 

or, simply, bank rate websites (“Bank Rate Websites”). 

21. The relevant geographic market for Bank Rate Websites is the whole of the 

United States. 

B. Peculiar Characteristics and Functional Attributes of Bank Rate Websites 
22. Customers or Purchasers.  The customers of Bank Rate Websites, also 

referred to as “purchasers,” are financial service providers (banks, mortgage brokers 

and lenders), who purchase hyperlinked rate listings for banking and lending products 

(money market accounts, CDs, mortgage loans, home equity loans, and automobile 

loans), in order to connect interactively with “in-market” consumers. Ultimately the 

financial service providers sell the banking and lending products to these “in-market” 

consumers who clicked on the CPC rate listings.3 

                                                 
3 See further below a description and diagrams of the Levels of Market Structure. 

Case 2:07-cv-03398-SDW-MCA     Document 84      Filed 10/19/2009     Page 12 of 187







 

 

Figure 1: Diagram of Bank Rate Websites Typical Transaction Cycle 

 
STEP 1: 

Banks 
purchase 

rate listings 

STEP 3: 
Consumers 
shop and 
click on 

rates 

STEP 4: 
Consumers 
buy banking 

products 

STEP 2: 
Bank Rate 
Websites 
list rates 

 

 

 

 

 

 

 

 

28. Commercial Realities of Bank Rate Websites.  Bank Rate Websites 

indeed offer a unique one-stop-shopping and selling experience. This one-stop-

shopping and selling experience allows financial service providers to interactively 

connect with “in-market” consumers that wish to easily compare and shop from a wide 

variety of clustered consumer banking and lending products (money market accounts, 

CDs, mortgage loans, home equity loans, and automobile loans) from multiple financial 

service providers. 5 

                                                 
5 Without Bank Rate Websites, no individual consumer can reasonably be 

expected to quickly and reliably shop on his or her own, and instantly find the most 
competitive deposit and loan rates locally or nationally, considering that according to 
the U.S. Census Bureau 2005 Statistics of U.S. Businesses, there were 6,933 commercial 
banks, 1,366 savings institutions, 8,080 credit unions, 20,686 mortgage and non-
mortgage loan brokerage firms, 10,670 mortgage banks and 4,779 consumer lenders. 

 
 

10 
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29. One-Stop-Shopping and Selling Experience. The one-stop-shopping and 

selling experience is conceptually similar to one-stop-shopping supermarkets, office 

superstores and department stores. Financial service providers and consumers do not 

sell or buy a Bank Rate Website, just as vendors and shoppers do not sell or buy a 

supermarket, office superstore, or department store; instead, financial service providers 

and consumers can only sell or buy the products offered within a Bank Rate Website. 

30. For example, Defendant’s own 2003 Corporate Profile states as follows: 
 

Bankrate facilitates transactions between buyers and sellers by 
listing current rates, and telephone numbers for financial 
institutions -- some of which are hyperlinked through an 
advertising arrangement.6 

 
31. Defendant’s Corporate Profile further states that the independent research 

firm Forrester Research points to Bankrate.com as “an example of a marketplace site that 

has used the Internet to improve and transform the consumer shopping experience.” 

32. Distinct Functional Attributes. Bank Rate Websites are characterized by 

the following prototypical functional attributes: 

a. Internet-based presence through a website location.7 

b. Hyperlink CPC rate listings sold to third-party financial service 

providers.8 

c. One-stop-shopping and selling experience. 

                                                 
6 See attached Exhibit A at page 4. 
7 Rate tables published in traditional media are NOT included in this relevant 

market. 
8 Individual stand-alone bank websites listing their own in-house rate table are 

NOT included in this relevant market. 
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d. Aggregated rate tables9 with side by side 24x7 real-time rate quotes for 

banking and lending products from multiple third-party financial 

service providers.   

e. Interactive functionality allows “in-market” consumers to click on 

rates and be instantly connected to a financial service provider. 

f. Product variety: Rate listings for money market accounts, CDs, 

mortgages, home equity, and auto loans. 

g. Depth and breadth of inventory. 

h. Dynamic sorting and selection ability. 

i. State by state segmentation and comparison to national, regional and 

local average benchmarks. 

j. Ease and speed of use. 

k. E-commerce technology and high-speed communications. 

l. Online database with computerized input and output. 

m. Additional Features: Analytical tools such as charts and editorial 

market reports. 

33. For example, the Bank Rate Websites of Plaintiff, Defendant, and each of 

Bankrate.com’s 100 Mirror Sites have the following unique functional attributes in 

common: 

                                                 
9 Bank Rate Websites display rate tables for the same reason as stock or 

commodity prices are displayed in tabular form at an electronic stock or commodities 
exchange: to indicate the prevailing rates or prices in the respective marketplace at any 
given time. 
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35. The selected sample screenshots below illustrate the distinct look and feel 

and functional attributes that Bank Rate Websites have in common, as follows.  

a. Figure 2: BanxQuote.com. 

b. Figure 3: Bankrate.com organic website. 

c. Figure 4: Bankaholic.com, a Bankrate.com Mirror Site.10 

d. Figure 5: RateCatcher.com, a Bankrate.com Mirror Site.11 

e. Figure 6: BankCD.com, a Bankrate.com Mirror Site.12 

Figure 2 - BanxQuote.com Website  

 
                                                 

10 Bankaholic.com, a previously independent Bank Rate Website competitor, 
became a Bankrate Mirror Site and was subsequently acquired by Bankrate on 
September 23, 2008. For more details see the Appendix at X. 

11 RateCatcher.com, a previously independent Bank Rate Website competitor 
since 2004, recently became a Bankrate Mirror Site. See attached Exhibit E for full 
screenshots. 

 
 

14 

12 BankCD.com, also known as Bank-CD Rate Scanner, a previously independent 
Bank Rate Website competitor since 1994, recently became a Bankrate Mirror Site. See 
attached Exhibit F for full screenshots and testimonials. 
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Figure 3 - Bankrate.com Organic Website 

 
Figure 4 - Bankaholic.com Mirror Site (Acquired by Bankrate) 
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Figure 5 - RateCatcher.com Mirror Site Powered by Bankrate  

 
Figure 6 - BankCD.com a.k.a BANK-CD RATE SCANNER 

Mirror Site Powered by Bankrate 

 
 

16 
 

Case 2:07-cv-03398-SDW-MCA     Document 84      Filed 10/19/2009     Page 21 of 187



 
 

17 

C. Defendant’s Own Recognition of Bank Rate Websites as a Distinct Market 
36. Defendant’s own periodic declarations, press releases, sales materials, 

investor presentations, and S.E.C. filings, as well as independent media, stock 

underwriters, analysts, industry experts, and individual and institutional investors, best 

and most reliably confirm and recognize the market for Bank Rate Websites as a distinct 

market. 13 

37. For example, Bankrate’s S.E.C. Form 10-K Annual Reports filed between 

2001 and 2007 until the original complaint in this action was filed, state as follows: 

Bankrate, Inc. owns and operates Bankrate.com, an Internet-based 
consumer banking marketplace. 14 
 

38. Similarly, Bankrate’s Registration Statement on Form S-3 filed with the 

S.E.C. on April 25, 2006, involving a common stock Offering Prospectus, underwritten 

by Credit Suisse Securities (USA) LLC, Citigroup Global Markets Inc. Jefferies & 

Company, Inc., Canaccord Adams Inc., Needham & Company, LLC and ThinkEquity 

Partners LLC, has the same statement on top of page S-1.15 

39. Defendant’s own 2003 Corporate Profile states at the very top under 

Business Overview, as follows: 

Bankrate’s business model has enabled it to become the Internet’s 
leading consumer banking marketplace . ...16 

 
40. Defendant’s Corporate Profile further states that the independent research 

company Forrester Research points to Bankrate.com as “an example of a marketplace site 

                                                 
13 See attached Exhibit C. 
14 See attached Exhibit C, at BX000131-BX000139. 
15 See attached Exhibit C, at BX000394. 
16 See attached Exhibit A, at page 1. 
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that has used the Internet to improve and transform the consumer shopping 

experience.” 

41. As a further example, in their respective March 12, 2007 partnership 

announcements concerning their “new marketplace dedicated to connecting consumers 

to high-yield savings accounts,” both LendingTree and Bankrate also described the 

business of Bankrate as follows: 

Bankrate, Inc. (NASDAQ: RATE) (“Bankrate”) owns and operates 
Bankrate.com, a leading Internet consumer banking marketplace. 17 

D. Outer Boundaries of the Relevant Market 
42. The outer boundaries of the relevant market in this case are determined by 

the limited and rapidly declining interchangeability of use and cross-elasticity of 

demand between Bank Rate Websites and substitutes for it, as discussed in greater 

detail further below. 

43. Bank Rate Website customers enjoy a greater efficiency and less waste in 

reaching and converting clients in comparison to other websites, including personal 

finance related sites, search or other sites and traditional media, such as direct mail, 

print or broadcast media.  This fact has been recognized by Defendant itself in its 

Investor Relations website: 

Because Bankrate visitors are “in-market” or “ready-to-buy” 
consumers, our advertisers enjoy a greater efficiency (less waste) in 
reaching and converting clients as compared to other advertising 
sites and mediums. Other Web sites and advertising mediums, such as 
direct mail or broadcast media, must serve exponentially more 
advertising impressions to get anywhere near the conversion yields 
experienced by Bankrate advertisers. 

 

                                                 
17 See attached Exhibit C. 
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http://phx.corporate-ir.net/phoenix.zhtml?c=61502&p=irol-homeProfile (last viewed 
on September 16, 2009) 
 

44. The absence of viable, equivalent alternative substitutes for Bank Rate 

Websites has been expressly acknowledged by Defendant in its periodic S.E.C. filings, 

as follows: 

It is our belief that many of these products and services are not well 
explained, and viable, equivalent alternatives typically are not presented 
when marketed to consumers through traditional media. As the 
marketing of many of these products and services moves to the 
Internet, consumers seek new sources of independent objective 
information such as Bankrate.com to facilitate and support their 
buying decisions. The interactive nature of the Internet allows us to 
display extensive research on financial products and services 
previously unavailable to consumers. 18 

 
45. As further attested by Bankrate’s Chief Financial Officer Ed DiMaria in its 

Q-4 2008 Earnings Call, the Bankrate Print19 business has steadily declined: 

As most of you are aware, the print business has been on a 
downward trajectory in terms of sales for 2008 and most of 2007. 
Although we continue to realize great benefits from this business as 
a feeder of online traffic, the margins are slim as a standalone 
business, and no longer support the carrying value of the print 
intangible assets on our books. 
 

46. As readers and advertisers continue to migrate to the Web, newspapers, 

for example, have started to contract by reducing their size and jettisoning mainstays 

such as financial tables. Some of the nation’s top dailies have already trimmed their size 

and transferred content to the Web, or plan to do so in the near future. According to The 

                                                 
18  See Bankrate’s S.E.C. Form 10-K for 2008, under Part I, Item 1. Business (at 7), 

Our Opportunity. 
19 According to Bankrate’s S.E.C. Form 10-K for 2006, Bankrate Print produces 

newspaper-based advertising and editorial products in approximately 500 U.S. 
metropolitan newspapers with combined single day circulation in excess of 40 million 
copies. 
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New Yorker, “[f]ew believe that newspapers in their current printed form will survive. 

Newspaper companies are losing advertisers, readers, market value, and, in some cases, 

their sense of mission at a pace that would have been barely imaginable just four years 

ago.”20 

47. The decline of traditional media has been so widely and frequently 

reported around the world, that a website at http://dialect.ca/traditional-publishing-

rip/archive has made available a collection of headlines during the past year entitled 

Traditional Media, REST IN PEACE, documenting the demise.21 

48. Empirical evidence during the past decade has shown that Bank Rate 

Websites have been able to take away significant amounts of business at a growing pace 

from these other products, sites and media.  

49. A research study released by HSBC Direct on March 12, 2009, showed that 

62 percent of people ages 21 to 34 conduct the majority of their banking via the Internet, 

and approximately 40 percent of Americans ages 45 to 69 are now doing most or all of 

their banking online too. The findings from HSBC Direct align with projections about 

the future for online banking from Forrester Research that indicates 92 million or 76 

percent of American households are expected to be banking online by 2011. 

50. In fact, for years advertisers have been willing to pay premium rates to 

Bank Rate Websites in order to reach “in-market” consumers at the expense of other 

                                                 
20 See, e.g., The Death and Life of the American Newspaper, by Eric Alterman, The 

New Yorker, March 31, 2008. 
21 See attached Exhibit B. For more details, see also Widespread Decline of 

Traditional Media in the attached Appendix. 
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sites and media, as acknowledged for example by Defendant in its 2003 Corporate 

Profile: 

Bankrate.com has a demonstrated ability to monetize its users. 
Advertisers are keenly aware that Bankrate, as the Web’s only 
objective banking marketplace, is the place to reach consumers who 
are in the midst of making serious financial decisions. Therefore, 
advertisers are willing to pay premium rates to compete for the 
Bankrate “in-market” audience. The vast majority — over 90% — of 
Bankrate’s advertising base are traditional companies, not dot-
coms. 
 

51. According to Defendant, comparing Bank Rate Websites such as Bankrate 

to web search engines such as Google is like comparing “apples to oranges.” In other 

words, they are not comparable or reasonably interchangeable. In its November 2, 2007, 

Third Quarter 2007 Earnings Call, Bankrate’s President and CEO, Thomas R.  Evans 

(“Evans”), stated as follows, in response to a question about the differential in pricing 

between Bankrate versus comparable consumer clicks generated through Google: 

Somebody types in mortgage rates on Google and clicks, and the 
top guy is willing to spend 12, 13 bucks or whatever it happens to 
be, and it bounces around a lot depending upon who is in their 
bidding. 
 
Compare that person who just clicked on mortgage rates to a 
person who has come to Bankrate, who has gone onto our 
mortgage channel, who is logged in, 30-year fixed, $300,000 or 
whatever the number happens to be, Arizona, Phoenix, goes down 
and looks at the 37 lenders on that table and clicks on ABC 
Mortgage of Phoenix. I mean, it is a very different person, who is a 
very different sort of way down the funnel. I just think it works 
different than Google does.  
 
Again, not comparing Bankrate to Google, but if you are talking 
about pricing, I think it really is apples and oranges.  
 

52. As mentioned below in the attached Appendix (see V. Predatory Pricing 

Strategy), the prices for Google.com keywords such as “best CD rate,” “money market 
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account,” “best mortgage rate,” and “best home equity loan rate,” ranged from $7.22 

per click to $19.35 per click, which is more than double the CPC price that Bankrate 

charged for its Bank Rate Website CPC rate listings. 

53. According to Defendant, Bank Rate Websites are “10 times better” than 

other sites, and are therefore not reasonably interchangeable with other types of 

websites. For example, in Bankrate's Q3-07 Earnings Call, Evans made the following 

statement: 

I'll be honest with you. When we go out, Bankrate is premium-
priced to other sites. There is a reason for that. If we generate a 
higher click-through rate, if we generate a higher conversion rate, it 
is going to cost more money. 
 
If we are 10 times better click-through and conversion than a site 
that is selling for $7 CPMs, we should be selling for $70. There is 
also an ability of advertisers to know that they are going to get a 
consistent number of clicks, and that the demography, if you will, 
of those consumers is going to be relatively consistent as well. 
 

54. During Bankrate’s Q2-2008 Earnings Call, Evans further acknowledged 

the distinction, pricing power, and inelasticity of Bank Rate Website CPC rate listings.  

In a statement which emphasizes the market differences between ‘Bank Rate Websites’ 

vis-à-vis 'display advertising' (which is not part of the relevant market) Evans states as 

follows: 

 I know that the analysts and the industry tend to break out display 
  advertising and CPC as two very different pieces. 
  * * * 
  [T]he big news for the quarter was that display advertising has 
  softened to a level that it’s finally impacted our business. 
  * * * 
  [T]he display advertising business in Q1 was weak and was finally 
  impacted by all the trouble that financial advertisers have 
  experienced the last several quarters. 
  * * * 
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  CPC, however, is an area that we continue to see high consumer 
  interest, continue to see strong advertiser demand and where we 
  have continued to experience pricing power. 

E. Virtually No Demand for Substitute Products in Response to Significant 
Consecutive Price Changes 
55. No other substitute products or markets have constrained Bank Rate 

Website CPC price increases.  For example when Defendant raises its CPC prices, 

purchasers are not finding alternatives and have nowhere else to go because of 

defendant’s monopoly position.  

56. Indeed, Defendant’s Bank Rate Websites’ revenues grew at a rapid pace, 

particularly from 2005 to 2008—despite six or more consecutive, significant, and non-

transitory increases in CPC price—each time by 10 to 25 percent, clearly proving that 

cross-elasticity of demand is now either non-existent or extremely low.  For example, at 

Bankrate’s Q3-2007 Earnings Call, Evans acknowledged the following:  

As I said, I was looking at this e-mail from one of our lenders who 
said if—his last line is, if lenders aren’t making money off Bankrate, 
then they are doing something wrong.  
 
And some people have better business models and obviously better 
at converting than others, but because of that, we are pretty confident 
about our ability to push rates. And again, nobody calls us and goes, 
hey, thanks for the rate increase, can I have another?  
 
But the fact is that they don’t vote with their feet. They don’t leave. They 
are not canceling. They are not finding alternatives. We think we are a 
fair value. We think we are in some cases under priced relative to 
the value. And we think that that -- we will try to reconcile that and 
rectify that over time.  
 
(Emphasis added.) 
 

Case 2:07-cv-03398-SDW-MCA     Document 84      Filed 10/19/2009     Page 28 of 187



 
 

24 

57. Thus, Defendant’s own repeated public admissions, as outlined below, 

best describe the current inelasticity of demand and insensitivity to price increases of 

Bank Rate Websites.  

F. Defendant’s Own Admissions of Predatory Pricing, Recoupment and 
Inelasticity of Demand (Before and after Original Complaint Was Filed)  

 
58. Within a year of introducing its CPC pricing structure on October 1, 2005, 

after destroying or seriously damaging the competition and recognizing that it clearly 

had achieved an undisputable monopoly and dominant position in the market for Bank 

Rate Websites, Bankrate started recouping monopoly profits by pushing through three 

rate increases across the board to all of its CPC advertisers on all channels, including a 

20% rate increase on October 1, 2006.  Despite these rate increases, Bankrate experienced 

no decline in the number of advertisers wanting to participate.  22 

59. In fact, because Bankrate’s CPC was priced so low to begin with, the 

number of financial service providers listing rates on a CPC basis on Defendant’s Bank 

Rate Website has increased by more than 80% since it launched CPC in the fourth 

quarter of 2005, as stated in Bankrate’s Shareholders Letter accompanying its 2006 

Annual Report. 

60. Evans summarized the first year’s results of Bankrate’s CPC strategy and 

price increases during its Q3 2006 Earnings Call, as follows: 

I probably don’t need to tell you that the hyperlink business has 
been a home run for us and continues to go very well; up 58% in 
this quarter versus a year ago.  Last October 1, a year ago, we 

                                                 
22 Subsequent CPC price increases, each time by 15% or more, were implemented 

by Bankrate between 2006 and the present.  See the attached Appendix for more details 
on Bankrate’s predatory pricing practices. 
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launched cost per click pricing from the old flat model.  I could 
spend a lot of time on this but I think its success could be summed 
up in three statistics: 
 
Number One:  We have more lenders today on our rate tables then 
we did a year ago when we launched cost per click. 
 
Number Two:  44% of the revenue from our CPC tables in Q3 came 
from the deposits channel, and that compares to 21% a year ago 
and just 12% two years ago in the same quarter. 
 
Number Three: On October 1st we pushed through a 20% rate 
increase across the board to all of our CPC advertisers on all 
channels and saw no decline in the number of advertisers wanting 
to participate. 
 
One last interesting statistic on CPC; while mortgage revenue 
declined as a percent of revenue on our rate tables in Q3 from 66% 
in 2005 to 46% in this year, actual dollars from mortgage clicks 
were up 20% versus last year.  So CPC is humming and working 
extremely well for us. 

 
61. On February 6, 2007, during the Bankrate Q4 2006 Earnings Call, Evans 

reported three rate increases throughout the year, in January, July and October: 

We continue to be pleased with the consumer and advertiser 
interest in our rate tables and continue to see the strength from 
both the mortgage and deposit business with the number of 
advertisers on our tables continuing to grow.  Cost-per-click 
revenue was up 62% for the quarter and 68% for the year.  
Interestingly, in the fourth quarter, both mortgage and deposit click 
volume increased from the prior year and that growth combined 
with our rate increase had an obvious positive impact on CPC 
revenue.  During the year our Hyperlink business showed amazing 
strength in both volume levels and in pricing power throughout the 
year, exhibited by rate increases in January, July and October.  

  
62. On June 11, 2007, Bankrate unilaterally announced a 15% price increase 

across the board on its CPC Program Pricing, effective as of July 1, 2007.   

63. On August 2, 2007, Second Quarter 2007 Earnings Call, Evans, 

acknowledged the following:  
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While we don’t want to be either arrogant or naive, the fact is we 
really haven't seen any exodus of advertisers. In fact, it's been just the 
opposite. We continue to grow our rate table-advertising base and 
have more lenders on the table than we did last quarter, and more 
than we had last year. 

Hyperlink revenue for the quarter, as Ed said, was up 31%, while 
the number of advertisers on our rate tables continue to grow for the 
seventh straight quarter as more and more advertisers are finding the 
Bankrate tables the go-to place for reaching end market consumers who 
click and convert.  

As of yesterday, August 1, we had 811 advertisers on our rate 
tables. Given that strength, given that demand, you are aware that 
we previously announced a 15% price increase for mortgage and 
home equity hyperlink clicks effective July 1. As Ed said, there's 
more news on the pricing front. This last week we announced to 
deposit advertisers a price increase effective August 15 of 25% per 
CD click, and 20% per money market click.  

Again, the increases are driven by advertiser demand and our belief that 
Bankrate provides a unique environment that advertisers find very 
valuable. And you should know that neither increase has resulted in a 
decline in the number of advertisers.”  

64. Three months later, at its November 2, 2007, Third Quarter 2007 Earnings 

Call, Evans, again acknowledged the following:  

On July 1st, we implemented a 15% CPC price increase for 
mortgage, home equity and other debt-related products. On 
August 15th, we implemented a 25% CPC price increase for CDs 
and a 20% price increase for money market accounts. The level of 
demand for these products continues to be very high. We now have 
over 800 CPC advertisers on the tables with demand continuing to 
grow every day. 

 
65. As already noted, Evans further stated: 

Some people have better business models and are obviously better 
at converting than others, but because of that, we are pretty confident 
about our ability to continue to push rates. And again, nobody calls us 
and goes, hey, thanks for the rate increase, can I have another? But the fact 
is that they don't vote with their feet. They don't leave. They are not 
canceling. They are not finding alternatives. 
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66. Three months later, at its February 5, 2008, Fourth Quarter 2007 Earnings 

Call, Bankrate’s Senior Vice President and CFO, Edward DiMaria, again acknowledged 

the following:  

We opened our 2008 CPC rate search business with a 20% increase 
for deposit clicks effective January 1st, 2008. Cost per click or CPC 
rate search revenue came in at $10.3 million in Q4 2007, compared 
to $7.4 million in Q4 2006, representing an increase of 39%. The 
increase was achieved through more CPC clicks, as well as higher 
CPC rates. As I mentioned, CPC proved to be solid all year long, 
with CPC revenues for the full fiscal year coming in at $36.9 
million, a $10.2 million, or at 38% increase over the $26.7 million we 
posted for fiscal 2006.   

 
67. During that same February 5, 2008 Earnings Call, Evans added the 

following, which provides further evidence of the relevant market’s current inelasticity 

of demand and insensitivity to price increases: 

I can tell you, in fact, that January of 2008, is the best month we’ve 
had in the history of the company. We've had the highest unique 
visitors, the highest page views, the highest CPC revenue, the 
highest display revenue and the best month we've ever had for 
Bankrate Select, and I'm talking about apples-to-apples, just 
Bankrate, not including any of the revenue from NCS, the credit 
card lead-gen company or Savingforcollege, both of which we 
acquired in December. I’m speaking of just Bankrate. 

And just to give you a sense, January traffic was more than 50% 
above the best month we've ever had, and 70% above last January. 
CPC revenue for January was more than 50% above November, the 
best CPC month we've ever had, and more than doubled last 
January CPC revenue.   

68. On May 3, 2008, during Bankrate’s Q1 2008 Earnings Call, when asked 

about the number of CPC advertisers on the site in the first quarter of 2008, Evans 

further acknowledged the following: 

We had well over a thousand CPC advertisers and I know the last 
year’s number was 60 to 75 Display advertisers, end of quarter. 
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69. Most recently, on August 4, 2008, during Bankrate’s Q2 2008 Earnings 

Call, yet another 20% CPC price increase was announced. DiMaria stated as follows: 

The hyperlink business increased by 30% from $8.2 million in Q2 
2007 to $10.7 million in Q2 2008 …. The increase in revenue this 
quarter was driven by an increase in volume and higher CPC 
prices. Also, please note that we further increased our money 
market CPC rates by 15% and our CD CPC rates by 20% effective 
July 1st.  

 
70. During this same Q2 2008 Earnings Call, Evans added the following 

comments: 

As I mentioned, July’s traffic was strong. We’ve seen even greater 
interest in deposits. You’ll remember that as Ed mentioned, we 
increased CPC prices for CDs by 20% and MMAs by 15% effective 
July 1st, so that’s had a positive impact. In fact, as a result CPC 
revenue for July was up over 60% above July of 2007.  

 
71. Evans then reiterated the following: 

I talk to our sales guys all the time. We talk to our managers. We go 
out and see customers. Nobody said to us guys, we’re not using you 
because we got a great deal from somebody, or we’re not using you guys, 
we’re not running what we can because you guys are priced too high.  

So we really don’t feel like we are losing to other sites. We really don’t feel 
like we are getting pressure on price.   

72. Then, in response to a question about how well the Bankrate rate tables 

were populated, Evans answered: 

In deposits, it’s rocking. I mean, it’s -- the demand is very, very 
high. The consumer interest is high and we pushed through, as I said, a 
20% price increase without a peep. I mean, really without any push-back 
at all from our customers. 

73. Finally, Bankrate’s CEO’s own statements at its Q4-2008 Earnings Call, 

best describe the inelasticity of demand for Bank Rate Websites in the midst of the worst 
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economic crisis faced by banks, mortgage brokers and lenders, its financial community 

customers: 

As for traffic, page views at 164 million were up 26% for the quarter 
and at 687 million were up 24% for the year. While unique visitors 
at 19 million for the quarter was up 26% and we generated 72 
million unique visitors for the year.  
 
I think there's an important point we don’t want to gloss over. In 
the worst economic environment for the financial community, our 
traffic and visitor base, both grew in excess of 20%. 
 

74. Of course, it should not be surprising that regardless of Bankrate’s 

frequent price increases, customer demand for other sites and media is inelastic, “they 

are not canceling …. They are not finding alternatives,” and traffic to its Bank Rate 

Websites keeps growing at an annual growth rate in excess of 20% to over 72 million 

visitors, since in its Q-1 2007 Earnings Call, Bankrate’s CEO publicly admitted that:  

One of the things that is a tremendous gating item for us, we 
believe is in terms of competition, and barriers for competition, is 
how does anybody else break into this, if we have tied up all the 
best newspaper relations, the best co-brand relationships and we’ve 
got a dynamic organic traffic website.  
 
How does anybody else get into this business and compete with 
Bankrate? I look at it as both an offensive marketing opportunity, 
as well as a defensive opportunity.  

 
75. Then in its subsequent Q-2 2007 Earnings Call, Bankrate’s CEO publicly 

admitted that its competitors are also its partners.  

76. Hence, while there may have been other interchangeable products in the 

past, by entering into a price-fixing conspiracy among Bankrate and 100 of the country’s 

largest media outlets, 23 tying up all the best newspaper relations which promote its 

                                                 
23 See attached Exhibit D for an updated list of Bankrate’s Co-Branding Partners.  
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Bankrate.com website, including 8 of the top 10  newspapers in the country, The New 

York Times, The Wall Street Journal, USA Today, and the 500 largest metropolitan 

newspapers; broadcast media partners such as CNN, CNBC, CBS Interactive, 

FOXNews, MSNBC, etc.; and the best co-branding relationships, including Yahoo.com, 

AOL.com, MSN.com, AT&T Worldnet, Bloomberg.com, Reuters.com, Nasdaq.com, US 

News & World Report, etc., including more recently its direct competitors BankCD.com 

and RateCatcher.com, it is no wonder that demand for Bank Rate Websites in the 

United States is virtually inelastic.  

RELEVANT MARKET STRUCTURE 

G. Relevant Market Structure before Monopolization 
77. Before Bankrate’s monopolization the relevant market structure featured 

the following characteristics:  

a. Fragmented Market: Approximately 100 independent Bank Rate 

Websites competed for traffic, customers and revenues.24 

b. Market Share Fairly Divided: Prior to 2002, no single Bank Rate Website 

had a total market share greater than 25%. 

c. Competitive Prices: Participating financial service providers were 

charged competitive flat monthly fees to list their rates on a Bank Rate 

Website. 

                                                 
24 Examples of Bank Rate Websites before monopolization, included among 

many others, the following: Bankrate.com, BanxQuote.com, Interest.com (owned by 
MMIS), Rategram.com (owned by Informa Research), BankCD.com (owned by Bank-CD 
Rate Scanner, a.k.a., BCRS Data corp.), Quicken.com (owned by Intel), YahooFinance.com, 
MSN.com, WSJ.com, MortgageQuotes.com (first owned by Microsurf, subsequently by 
TMP Worldwide, then by Move Inc.), Realtor.com and Move.com (owned by Move Inc.), 
etc.  

Case 2:07-cv-03398-SDW-MCA     Document 84      Filed 10/19/2009     Page 35 of 187



 
 

31 

d. Free and Open Market: To speed up and facilitate their new entry into 

the market, certain website operators such as WSJ, CNN, MSN, etc., 

preferred to pay data licensing fees for back-end rate aggregation 

services to companies already active in the market such as Bankrate, 

BanxQuote, Informa, Interest.com, MortgageQuotes.com or others. 

However, these website operators ran their own Bank Rate Websites, 

independently competing with each other in an open market, on the 

basis of traffic and price. 

H. Relevant Market Structure after Monopolization 
78. After Bankrate’s monopolization the market structure of relevant features 

the following characteristics:  

a. Market Concentration: Bankrate controls over 95% of the relevant 

market share.  

b. Price-Fixing Cartel: 100 competing Mirror Sites joined Bankrate’s Price-

Fixing Cartel.  

c. Lack of Competitive Pricing: Prices charged to customers became 

inelastic.  

d. Independent Competitors Pushed Out or Acquired: Independent Bank Rate 

Websites were forced to join Bankrate’s Price-Fixing Cartel or exit the 

market, or were bought out by Bankrate, as in the case of 

MMIS/Interest.com and more recently Bankaholic.   
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82. This is a classic example of a per se violation of §1 involving an agreement 

to fix prices between competitors. At its core, Defendant’s 100 Mirror Sites compete with 

each other and with Bankrate.com around the clock for online consumer traffic and CPC 

revenue, at the same level of market structure.   As stated in Bankrate’s Form 10-K for 2007: 

Competition in the online publishing segment is generally directed 
at growing users and revenue, using marketing and promotion to 
increase traffic to websites. 
 

83. Scenario A: If a consumer visits the Bankrate-dot-com website directly and 

clicks on a listed financial service provider’s CPC Hyperlink, then Defendant earns 

100% of the CPC revenue, while the 100 competing Mirror Sites earn nothing.  

84. Scenario B: On the other hand, if a consumer visits a Mirror Site, for 

example Bankaholic.com or CNNMoney.com or WSJ.com, then Defendant earns only 

50% of the revenue, while the specific Bank Rate Website partner/competitor where the 

consumer clicked, earns the 50% revenue balance. The other 89 competing Mirror Sites 

still earn nothing.  

85. The figure below provides a simplified illustration of Defendant’s organic 

website Bankrate-dot-com and the 100 competing Mirror Sites operating at the same 

horizontal level of market structure as Plaintiff’s organic website BanxQuote.com. 
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86. Considering that “ninety percent of Bankrate’s online revenue is generated from 

what it calls “organic” traffic, visitors who go to Bankrate.com directly,” as alleged by 

Defendant in its Motion to Dismiss the First Amended Complaint dated September 30, 

2008 (at  5), and that Bankrate-dot-com and the 100 Mirror Sites operated by its 

competitors list CPC hyperlinks on their respective websites, where “in-market” 

consumers and financial service providers converge around the clock to conduct 

transactions, price fixing and other antitrust violations are of particular concern in this 

case. 

87. Furthermore, once these co-branding partners agreed to join Bankrate’s 

Price-Fixing Cartel because Defendant turned what was a cost into a revenue source 

and offered back-end rate aggregation services for free, these other websites operators 

no longer had any incentive or need to handle the redundant back-end services on their 

own. 

SHERMAN ACT AND CLAYTON ACT VIOLATIONS 

88. Defendant consciously decided to engage in a series of acts, as described 

below, which transformed the market for Bank Rate Websites into a prohibited 

monopoly.  

WSJ 
.COM 

YAHOO 
.COM 

MSNBC 
.COM 

Bankrate
.com 

AOL 
.COM 

NYTIMES
.COM 

Bankaholic 
.com 

BanxQuote 
.com
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89. Bankrate has established a de-facto upstream and downstream vendor 

lock-in and a secretive system of discriminatory geographic pricing and incentives 

triggered by purchases of products and services, with the practical and intended effect 

of denying financial service providers the freedom to place any significant volume of 

purchase orders from BanxQuote or any other competitor in the market.   

90. Specifically, on December 1, 2005, Bankrate expanded its vast network of 

media partners and Price-Fixing Cartel through the acquisition of MMIS/Interest.com, 

its largest competitor with an approximate market share of 5.66%, whose contracts then 

accreted to Bankrate—a merger just under the antitrust radar of the Hart-Scott-Rodino 

Act. 

91. Then, it secured CPC rate listing contracts with hundreds of financial 

service providers, most of them listing their rates exclusively on Bankrate.com and its 

network of Mirror Sites, by offering them predatory prices and free rate listings. It 

retained their loyalty and de-facto exclusivity by switching from a flat fee to a CPC 

system, and continued to price below its average variable cost—and at a significantly 

lower price than what any remaining competitor could afford to charge, because the 

volume of traffic on Bankrate-dot-com and its Mirror Sites was large enough that it 

generated significant long-term profits, allowing Defendant to quickly start recouping 

its earlier losses in excess of $53 million. 

92. As a result, financial service providers have abandoned Plaintiff 

BanxQuote and other competing Bank Rate Websites, and have been effectively locked 

in by Bankrate, being forced to pay still rising monopoly prices.  Proof of this is that the 

number of financial service providers listing rates on a CPC basis on Defendant’s Bank 
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Rate Websites since the fourth quarter of 2005 has increased by more than 80%, even 

though Bankrate has massively raised its prices numerous times since then. 

93. Finally, during the first quarter of 2007, Bankrate colluded with 

LendingTree, a competitor of Bankrate’s FastFind subsidiary in the Mortgage Lead 

Aggregation business, to form a cartel and divide markets, accounts, customers, and 

products by allocating Bank Rate Website CPC revenues from deposit rate tables to 

Bankrate in exchange for allocating mortgage lead revenues to LendingTree, including 

exclusionary contracts in restraint of trade. 

94. Bankrate has abused its market power with the central purpose of unfairly 

and artificially handicapping the market share of BanxQuote and other competitors in 

the marketplace, and constrained them from expanding to reach the minimum efficient 

levels of scale necessary to compete with Bankrate.   

95. With BanxQuote’s and other competitors’ opportunity to compete thus 

constrained, the cycle continues, and Bankrate’s monopoly profits continue to flow. 

96. Defendant Bankrate has achieved a total relevant market share of 

approximately 95%, possessing unmistakable and undeniable market power as a result 

of its antitrust violations.   

97. There does not appear to be a single economically viable independent 

competitor still functioning as a Bank Rate Website with a market share over 5%.  

98. Furthermore, considering these factors and the fact that Bankrate’s 

installed infrastructure could be extremely expensive to build from scratch, it is unlikely 

that a new entrant will be able to realistically compete and penetrate this market while 

the Bankrate monopoly remains in effect. 
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99. Based on its current growth rate and overall market trends Bankrate is 

expected to achieve a 99-100% total market share in the market for Bank Rate Websites 

in 2010.  

INJURY TO PLAINTIFF AS INCIDENT OF ANTITRUST INJURY 

100.  Bankrate’s exclusionary conduct has effectively boxed BanxQuote and 

other competitors out of the market for Bank Rate Websites.  The few remaining 

competitors in the relevant market at the moment are weak and increasingly starved of 

opportunities to attract meaningful traffic, transaction volume, and revenues.   

101. As a result of Bankrate’s conscious plans and actions, Defendant’s market 

share and profits have tremendously grown at the expense of BanxQuote and other 

diminishing independents.  These acts included the acquisition of direct competitors 

such as MMIS/Interest.com and Bankaholic, introduction of a predatory pricing 

structure, organization of a profit-sharing Price-Fixing Cartel with horizontal 

competitors, collusion, market allocation, and exclusive dealings in restraint of trade 

with its competitor LendingTree. 

102. A key to the development of its alleged monopoly was Bankrate’s 

predatory pricing scheme.  In order to survive, Plaintiff BanxQuote and any other 

remaining struggling competitors were left with only two undesirable options: either 

charge the same CPC as Bankrate—below any reasonably expected average variable or 

other measure of cost—while having less traffic to offer to potential advertisers, or 

charge a lower CPC than Bankrate and lose even more money on each transaction.   

103. Before and After Analysis: In June 2000, prior to Bankrate achieving a 

monopoly in the relevant market, the independent investment bank PaineWebber 
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equated the fair market value of BanxQuote to 50% of Bankrate’s market value. At the 

time, the market value of Bankrate was approximately $15.7 million.  

104. In contrast, as of June 2007, prior to the filing of Plaintiff’s original 

Complaint against Defendant, the market value of Bankrate exceeded $900 million, 

representing the discounted present value of its future cash flows—a critical “but for” 

and “ex-ante” measure and event study analysis to be used as a yardstick in the 

calculation of Plaintiff’s lost profits and damages.  Due to Defendant’s anticompetitive 

actions, BanxQuote has been reduced to a shadow of its former self, resulting in the 

nearly total destruction of its market share, going concern and fair market values. 

105. But for Bankrate’s acts, BanxQuote and others would be able to compete 

in Bank Rate Websites on competitive merit, bringing lower prices to financial service 

providers, enhanced technological innovation and greater freedom of choice to both 

financial service providers and consumers. 

106. Bankrate’s anticompetitive acts have a direct, substantial, and reasonably 

negative foreseeable effect on trade and commerce.  In maintaining its monopoly by 

unlawfully denying rivals a competitive opportunity to achieve minimum levels of 

efficient scale, Bankrate must necessarily exclude them from the relevant product 

market.   

107. The most significant harm to Plaintiff, consumers, financial service 

providers, and competition are summarized below:  

a. Independently operated and marketed Bank Rate Websites were 

previously competing with Bankrate primarily on the basis of price, but as 
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a result of the Price-Fixing Cartel conspiracy, financial service providers 

lost their principal bargaining tool. 

b. Defendant’s ongoing CPC price increases, charged to over a thousand 

participating financial service providers, directly affect and raise each 

bank’s acquisition cost per account and non-interest expense. 

c. Banks are inevitably forced to pass on these higher expenses to over 72 

million consumers who visit Bankrate’s Price-Fixing Cartel Bank Rate 

Websites, by offering them less favorable interest rates, above or below 

the rates that likely would prevail in the absence of such Price-Fixing 

Cartel, as a result of this umbrella effect.  

d. Bankrate and its co-branding partners have made it impossible for 

competing Bank Rate Websites to remain in business or become newly 

established.  

e. By being designed to be overly large, Defendant’s network of Mirror Sites   

makes competition with it uneconomical, if not impossible. In fact, no 

such competing and economically viable Bank Rate Websites network of a 

meaningful or comparable scale has ever been able to be launched or 

established in the United States. 

f. Defendant’s Price-Fixing Cartel and exclusionary conduct successfully 

foreclosed and forecloses future entry, prevents or limits rivals from 

gaining competitive access to potential co-branding partners or customers, 

and excludes rivals from a significant part of the relevant market. 

Case 2:07-cv-03398-SDW-MCA     Document 84      Filed 10/19/2009     Page 44 of 187



 
 

40 

g. Too much sharing of instantly available information by these 

collaborating horizontal competitors make it very easy for them to engage 

in price fixing and market manipulation through subtle or not so subtle 

coordination mechanisms, to the detriment of consumers, financial service 

providers and competitors everywhere.25 

h. Defendant’s Price-Fixing Cartel reduces the participants’ ability or 

incentive to compete independently, limits independent decision making, 

and combines the control of or financial interests in production, key 

assets, or decisions regarding price, input, output, or other competitively 

sensitive variables.26 

i. Defendant’s Price-Fixing Cartel increased the ability for Bankrate to raise 

its CPC prices across its entire network of Mirror Sites more than six 

consecutive times, each time by 10% to 25%, since October 1, 2005. 

j. The ability or incentive to reduce or increase input, output, quality, 

service, or technological innovation above or below what likely would 

prevail in the absence of such Price-Fixing Cartel, can cause detriment to 

consumers, financial service providers and competitors everywhere. 

k. The collaboration between competitors who are members of Defendant’s 

Price-Fixing Cartel facilitates explicit or tacit collusion through practices 

                                                 
25 See details of Bankrate’s recent acquisition of former competitor and Price-

Fixing Cartel partner Bankaholic at the end of the attached Appendix. 
26 Id. 
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such as the exchange or disclosure of competitively sensitive information 

or through increased market concentration. 27 

l. Such collusion involved the relevant markets in which the Price-Fixing 

Cartel currently operates—the market for Bank Rate Websites—and other 

markets in which the participants in the collaboration are actual or 

potential competitors. 

m. Defendant’s Price-Fixing Cartel precludes rivals from obtaining the 

necessary scale needed for efficient or viable levels of operation, raises 

rivals’ operating and marketing costs, inhibits competition and potentially 

induces and has induced competitors’ exit.28 

n. The net anticompetitive effect of Bankrate’s manipulative free rate listings 

or product dumping is to discourage financial service providers from 

paying other Bank Rate Websites competitors including BanxQuote for 

listing their rates and drive competitors out of the market. 

o. The net effect of Bankrate’s predatory campaign is to “cut off BanxQuote’s 

and other competitors' air supply” by arbitrarily and selectively giving 

away free rate listings to financial service providers, and commingling 

free rate listings with paid rate listings. 

p. Bankrate’s exclusionary practices, combined with its monopoly power, 

have been used by Defendant as leverage to gain market share, foreclose 

                                                 
27 See details of Bankrate’s recent acquisition of former competitor and Price-

Fixing Cartel partner Bankaholic at the end of the attached Appendix. 
28 Id. 
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a. Loss of Market Share and Revenues: BanxQuote’s market share and 

consequential revenues have declined at a rate of approximately 25% 

annually, year after year, for at least four years. 

b. Higher Operating and Marketing Expenses. 

c. Lost Profits. 

d. Increased Costs of Capital and No Access to Capital Markets. 

e. Severely Contracted Operating Scale, required for BanxQuote to 

maintain a viable level of operation. Except for a skeleton staff and 

BanxQuote’s two top management employees, who were forced to forgo 

their own salaries since 2003, all other employees were laid off. 

f. No Longer Viable as a Going Concern, unless BanxQuote’s owner 

Norbert Mehl continues to finance its unprofitable operations through his 

personal funds. 

109. Without intervention, BanxQuote will inevitably disappear from the 

landscape in the near future.  Similarly, Bankrate’s conduct is dealing a fatal blow to its 

other competitors, which will leave Bankrate in total control of the relevant market. 

110. The negative consequences of the disappearance of BanxQuote as a 

competitor to Bankrate are substantial, not only to BanxQuote itself, but to all 

marketplace participants, consumers and financial service providers as a whole. 

111.  Effectively, competition provides greater benefits to consumers and 

financial service providers, and limits Bankrate’s increasingly dangerous concentration 

and abuse of power, thereby enhancing consumer and public welfare.   
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112. If the operation of the whole United States Bank Rate Websites is 

exclusively controlled by a single unregulated entity such as Bankrate, the opportunities 

for market manipulation and abuse of market power increase tremendously, with 

potentially catastrophic consequences for the entire United States consumer banking, 

mortgage and credit markets, and any other related markets, as well as the Nation’s 

economy. 

113. The adverse anticompetitive effects of Defendant’s actions are particularly 

ominous and potentially catastrophic in light of the recent turmoil in the mortgage, 

credit, and banking markets. 

ANTITRUST STANDING 

114. BanxQuote is a proper party to seek redress under Sections 4 and 16 of the 

Clayton Act, 15 U.S.C. §§ 15 and 26, because it is a competitor in the relevant market, 

which has been restrained and monopolized, and BanxQuote has suffered direct 

antitrust injury.  There is no potential for duplicative recovery or an apportionment of 

damages, nor a more direct victim of the challenged conduct that is likely to seek 

redress for the violations.  There is a direct, causal relationship between the challenged 

conduct and BanxQuote’s injuries, and those injuries are neither tenuous nor 

speculative.  Absent Defendant’s anticompetitive scheme to restrain trade and 

monopolize the market for Bank Rate Websites, BanxQuote could have increased its 

size, profitability, market share and market value instead of being driven to imminent 

demise. 
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EFFECT ON INTERSTATE COMMERCE 

115. Defendant’s anticompetitive conduct as alleged herein has taken place in 

interstate commerce among the States and in the market for Bank Rate Websites, and 

will continue to do so in the future.   

FIRST CLAIM FOR RELIEF 

(SHERMAN ACT, SECT. 1, 15 U.S.C. § 1) 

CONTRACT, COMBINATION OR CONSPIRACY IN RESTRAINT OF TRADE 

116. BanxQuote repeats the allegations contained in paragraphs 1 through 114 

and the allegations set forth in the attached Appendix, as if fully set forth herein. 

117. Bankrate has illegally restrained trade in the market for Bank Rate 

Websites in violation of Section 1 of the Sherman Act by (a) engaging in predatory 

pricing and exclusive dealings, and forming a profit-sharing and Price-Fixing Cartel 

with approximately 100 co-branded Mirror Sites in the market for Bank Rate Websites, 

in which Bankrate enjoys monopoly power, and (b) by colluding and entering into 

exclusive contracts with LendingTree to form a profit-sharing and Price-Fixing Cartel 

and divide markets, accounts, customers and products, and by allocating Bank Rate 

Website clicks and other products and revenues to Bankrate in exchange for its 

allocating Mortgage Lead Aggregation revenues obtained through its BankrateSelect 

subsidiary formerly known as FastFind, to LendingTree.   

118. Defendant’s anticompetitive conduct has had a significant adverse effect 

on competition in the market for Bank Rate Websites, causing direct and proximate 

harm to the financial service providers – the customers, and to consumers – the end 

users.  In particular, as a result of Defendant’s conduct, both financial service providers 
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(the customers) and consumers are denied freedom of choice with respect to Bank Rate 

Websites: Financial service providers have no effective economic choice but to list their 

rates with Defendant and consumers have virtually no alternative Bank Rate Website 

sources other than Defendant’s, through its captive Price-Fixing Cartel.  Thus, 

consumers and financial service providers become almost exclusively dependent on 

Bankrate for access to Bank Rate Websites.  

119. Moreover, no single Bank Rate Website, such as Bankrate itself, can 

instantaneously and reliably offer the absolute best bank rates nationwide, or update 

and make available for comparison the entire universe of consumer deposit and loan 

rates offered around the clock or at any given time throughout the United States. 

120. The resulting denial of choice for consumers and financial service 

providers to respectively buy or sell products through alternative Bank Rate Websites 

causes harm to both.   

121. The anticompetitive actions of Defendant have directly injured BanxQuote 

in its business and property.   

SECOND CLAIM FOR RELIEF 

(SHERMAN ACT, SECT. 2, 15 U.S.C. § 2) 
MONOPOLIZATION 

122. BanxQuote repeats the allegations contained in paragraphs 1 through 120 

and the allegations set forth in the attached Appendix with the same force and effect as 

if set forth herein. 

123. Bankrate has monopoly power in the market for Bank Rate Websites, 

having since 2003 captured and maintained a market share of approximately 95%. 
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124. Bankrate is maintaining and extending its monopoly power through the 

predatory and exclusionary conduct described above, in violation of Section 2 of the 

Sherman Act, 15 U.S.C. §  2. 

125. Substantial barriers to entry exist in the relevant market. 

126. There is no legitimate business justification for Bankrate’s monopolization 

conduct. 

127. Defendant’s anticompetitive conduct has had a significant adverse effect 

on competition in the market for Bank Rate Websites, causing direct and proximate 

harm to financial service providers—the customers—and to consumers—the end users.  

128. The anticompetitive actions of Defendant have directly injured BanxQuote 

in its business and property and its injuries and damages are ongoing. 

THIRD CLAIM FOR RELIEF 

(SHERMAN ACT, SECT. 2, 15 U.S.C. § 2) 
ATTEMPTED MONOPOLIZATION 

129. BanxQuote repeats the allegations contained in paragraphs 1 through 127 

and the allegations set forth in the attached Appendix with the same force and effect as 

if set forth herein. 

130. Through the actions described above, Defendant has engaged in anti-

competitive and exclusionary conduct in an attempt to monopolize the market for Bank 

Rate Websites, in violation of Section 2 of the Sherman Act, 15 U.S.C. § 2, 

131. Defendant has engaged in the anticompetitive and exclusionary acts 

described above with the specific intent to monopolize the relevant market, and there is 

a dangerous probability that Bankrate would succeed in its attempt to do so by virtue of 

its market power, barriers to entry and other factors described above. 
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132. Defendant’s anticompetitive and exclusionary conduct has had and will 

continue to have a significant adverse effect on competition in the market for Bank Rate 

Websites, causing direct and proximate harm to financial service providers—the 

customers—and consumers—the end users. 

133. The anticompetitive actions of Defendant have directly injured BanxQuote 

in its business and property and its injuries and damages are ongoing. 

 FOURTH CLAIM FOR RELIEF 

(CLAYTON ACT, SECT. 7, 15 U.S.C. § 15) 
PROHIBITED MERGERS AND ACQUISITIONS 

134. BanxQuote repeats the allegations contained in paragraphs 1 through 132 

and the allegations set forth in the attached Appendix with the same force and effect as 

if set forth herein. 

135.  Bankrate’s acquisition of MMIS/Interest.com and Bankaholic involved two 

of the largest remaining independent Bank Rate Websites in the relevant market. 

136. The acquisitions substantially lessened competition or tended to create a 

monopoly in the relevant market, in violation of Section 7 of the Clayton Act. 

137. The effect of the acquisitions was to decrease competition in the market 

for Bank Rate Websites, while also causing both direct and proximate short-run and 

long-run injury to financial service providers—the customers—and consumers—the 

end users. 

138. The anticompetitive merger between Bankrate and MMIS/Interest.com, 

and Bankrate’s acquisition of Bankaholic, has directly injured BanxQuote in its business 

and property and its injuries and damages are ongoing. 
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FIFTH CLAIM FOR RELIEF 

(NEW JERSEY ANTITRUST ACT, N.J STAT. ANN. § 56:9-1 ET SEQ.) 
RESTRAINT OF TRADE, MONOPOLIZATION, PROHIBITED MERGERS AND 

ACQUISITIONS 

139. BanxQuote repeats the allegations contained in paragraphs 1 through 137 

and the allegations set forth in the attached Appendix with the same force and effect as 

if set forth herein. 

140. Section 56:98-3 of the New Jersey Antitrust Act renders every contract, 

combination in the form of trust or otherwise, or conspiracy in restraint of trade 

unlawful. 

141. Bankrate has illegally restrained trade in the market for Bank Rate 

Websites in violation of Section 56:98-3 by (a) engaging in predatory pricing and 

exclusive dealings, and forming a profit-sharing and Price-Fixing Cartel with 

approximately 100 co-branded Mirror Sites in the market for Bank Rate Websites, in 

which Bankrate enjoys monopoly power and (b) by colluding and entering into 

exclusive contracts with LendingTree to form a profit-sharing and Price-Fixing Cartel 

and divide markets, accounts, customers and products, and by allocating Bank Rate 

Websites’ clicks and other products and revenues to Bankrate in exchange for its 

allocating Mortgage Lead Aggregation revenues obtained through its BankrateSelect 

subsidiary formerly known as FastFind, to LendingTree. 

142. Section 56:9-4 of the New Jersey Antitrust Act makes it unlawful for any 

person to monopolize, attempt to monopolize or combine or conspire to monopolize 

trade or commerce in any relevant market within the state. 
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143. Bankrate has attempted to monopolize, and is maintaining and extending 

its monopoly power in, the relevant market through the predatory and exclusionary 

conduct described above, in violation of Section 56:9-4. 

144. Section 56:9-4 of the New Jersey Antitrust Act prohibits corporate stock or 

share capital acquisitions where the effect may be substantially to lessen competition 

within New Jersey between the two corporations concerned, to restrain commerce in 

any section or community of the state, or to tend to create a monopoly of any line of 

commerce in the state. 

145. Bankrate’s acquisition of MMIS/Interest.com and Bankaholic substantially 

lessened competition or tended to create a monopoly in the relevant market in New 

Jersey, in violation of Section 56:9-4. 

146. Defendant’s anticompetitive conduct has had a significant adverse effect 

on competition in the market for Bank Rate Websites, causing direct and proximate 

harm to financial service providers—the customers, and to consumers—the end users.  

In particular, as a result of Defendant’s conduct, both financial service providers and 

consumers are denied freedom of choice with respect to Bank Rate Websites: Financial 

service providers (the customers) have no effective economic choice but to list their 

rates with Defendant and consumers have virtually no alternative Bank Rate Website 

sources other than Defendant, through its captive Price-Fixing Cartel.  Thus, consumers 

and financial service providers become almost exclusively dependent on Bankrate for 

access to a Bank Rate Website.   

147. Moreover, no single Bank Rate Website, such as Bankrate itself, can 

instantly and reliably offer the absolute best bank rates nationwide, or update and make 
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available for comparison the entire universe of consumer deposit and loan rates offered 

around the clock.  

148. The resulting denial of choice for consumers and financial service 

providers, to respectively buy or sell products through alternative Bank Rate Websites, 

causes harm to both.   

149. The anticompetitive actions of Defendant have directly injured BanxQuote 

in its business and property, as more fully described above and its injuries and damages 

are ongoing. 

PRAYER FOR RELIEF 

WHEREFORE, on all the above facts and allegations and for the reasons set forth 

above, Plaintiff BanxQuote respectfully requests that this Court: 

a. Issue a declaratory judgment that Defendant has violated Sections 1 

and 2 of the Sherman Act, Section 18 of the Clayton Act and the New 

Jersey Antitrust Act, N.J. Stat. Ann. § 56:9-1 et seq;. 

b. Grant injunctive relief, pursuant to Section 16 of the Clayton Act, 15 

U.S.C. § 26, and Section 56:9-10 of the New Jersey Antitrust Act 

(providing “to any person” the right to sue for injunctive relief), 

prohibiting Bankrate and all persons, firms, and corporations acting on 

its behalf, or under its direction or control, from engaging in any 

further conduct unlawful under Sections 1 and 2 of the Sherman Act, 

and Section 7 of the Clayton Act, and under the New Jersey Antitrust 

Act;. 
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APPENDIX - STATEMENT OF FACTS  

I. INDUSTRY BACKGROUND 

A. Evolution of the Banking Industry and the Market for Bank Rat e Websites 

150. Because of a historic national concern about concentration of power, the 

U.S. banking industry always had more independent banking institutions than most 

other countries.  Regulatory intervention in creased during the Great Depression, but the 

zeal for government oversight began eroding in the 1980s and 1990s, on the grounds 

that market discipline could achieve the same efficiency ends as regulation, without 

inhibiting technological innovation. 

151. Consequently, Congress passed the Depository Institution Deregulation 

and Monetary Control Act of 1980 which ph ased out Federal Reserve Regulation Q 

deposit interest rate ceilings, raised FDIC deposit insurance coverage to $100,000, 

authorized savings and loans to make consumer loans, pre-empted state usury laws 

limiting rates that lenders could charge on re sidential mortgage loans, and authorized 

state chartered banks to offer the same loan rates as national banks.   

152. The Garn-St Germain Depository Instit utions Act of 1982 deregulated the 

Savings and Loan industry. 

153. Moreover, during those two decades the banking industry changed from 

having extensive geographic limitations to being characterized by interstate banking 

and branching.  As a result of the Interstate Banking and Branching Efficiency Act of 

1994, the deregulation of intrastate and interstate banking and branching activities 

played a major role in the changing structure of the U.S. banking industry. 
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154. Starting in the mid-1990s, the Internet emerged as an extremely powerful 

and popular medium, enabling a growing nu mber of consumers to access financial 

information and execute banking and financial transactions online. 

155. By 2007, online banking became the most powerful retail banking channel 

ever deployed.  According to the research firm TowerGroup, online banking is 

increasing in use at an annual rate of 27%, outpacing everything from ATMs to call 

centers.  With ATMs and financial servic e provider branches showing signs of 

flattening transaction volume, TowerGroup believes that the Internet presents the 

future of bank delivery. 

156. After Congress deregulated interest rates and the banking industry in the 

early 1980s, a number of companies, including Plaintiff and Defendant, began 

aggregating and publishing bank rate tables for deposit and lending products, enabling 

consumers to shop and compare interest rates for various products and markets 

throughout the United States. 

B. Specialized Vendors  

157. Specialized vendors such as Defendant,  Plaintiff, and many others, 

generally known as bank rate aggregators (“Aggregators”), have developed unique 

production facilities, computerized platform s and applications to efficiently operate 

Bank Rate Websites.  

158. Aggregators started compiling rates from financial service providers on a 

daily, weekly or monthly rotating schedul e, inputting the rates into computers 

programmed to order, array, update and disp lay the information in the form of 

searchable bank rate tables.   
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159. Before the widespread adoption of the Internet, Aggregators initially 

generated revenues by selling newsletter subscriptions and by charging data licensing 

fees to newspapers and magazines which published the licensed rate tables in their 

print editions.  

C. Plaintiff’s Early Market Leadership , Adoption of New Technologies, 
Development of Industry Benchmarks, and Notable Achievements 

160. Defendant and Plaintiff, business riva ls for decades, both anticipated the 

potential growth and significance of Bank Ra te Websites, and each initially took similar 

steps to succeed in that market.   

161. Indeed, in most instances, Plaintiff has consistently been several steps 

ahead of the competition technologically, as well as in terms of inventiveness, 

reputation and trustworthiness.  For example:  

a. In 1985, a decade before the Internet became widely accepted, Plaintiff 

started publishing online aggregated bank rates for comparison 

shopping through a proprietary computerized bulletin board system 

under the BanxQuote trademark. 

b. Plaintiff was the first to start pub lishing online aggregated bank rates 

for comparison shopping worldwid e by providing intra-day data-

feeds via hundreds of thousands of institutional trading monitors 

through distribution arrangements wi th Reuters, Dow Jones Telerate, 

Bloomberg and Knight-Ridder MoneyCenter. 

c. Plaintiff’s BanxQuote.com website was launched at a BanxQuote 

National Banking & Media Conference held at the Salomon Brothers 
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headquarters building in downtown Manhattan, on April 7, 1995. The 

conference and multi-media event organized by Plaintiff featured a 

series of forward-thinking roundtab le discussions moderated by senior 

executives and editors of Bloomberg, Business Week, Dow Jones, 

Fortune Magazine, Reuters and others media, with the participation of 

banking regulatory officials and top financial industry executives from 

across the country. 

d. Plaintiff was among the first Bank Rate Websites that started 

publishing state by state, regional and national rates for various 

banking products on the Internet.   

e. Plaintiff was among the first Bank Rate Websites to produce co-

branded websites in partnership with third-party website operators, 

starting with The Wall Str eet Journal's WSJ.com.  

f. Plaintiff was among the first Bank Rate Websites to provide dynamic 

real-time quotes, allowing listing ba nks to remotely update their rates 

24x7 anytime, anywhere, by accessing Plaintiff's secure server with a 

user name and password.  

g. Plaintiff’s BanxQuote.com website was periodically redesigned with a 

fresh look and feel, and was widely considered—by financial service 

providers and consumers—among the most user-friendly and easy to 

navigate Bank Rate Websites in the industry.  

h. The BanxQuote Money Market Index is recognized by the Dow Jones 

Barron's Dictionary of Banking Terms as an “Index of rates paid by 
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investors on negotiable certificates of deposit and high yield savings 

accounts, compiled weekly by BanxCorp.” 

i. The BanxQuote Jumbo-Conforming Mortgage Index is typically used 

by government agencies and economists to analyze the historical 

spread between national average conforming and jumbo mortgage 

rates. It is used as an independent performance benchmark of the U.S. 

mortgage markets, while at the same time it is used by Freddie Mac as 

a proxy for the interest rate savings passed through to conforming 

mortgage borrowers, as shown in a chart on its website at 

www.freddiemac.com/corporate/about/policy/faq_stability.html. 

j. The BanxQuote indices have been consistently used by some of the 

leading and most prestigious financial services companies and brands 

in the United States.  

k. More recently, the 2008 Economic Report of the President issued by the 

White House contained a BanxQuote mortgage chart (Chapter 2 at 

page 60, chart 2-2 www.whitehouse.gov/cea/pubs.html), illustrating 

the onset of the mortgage and credit market crisis. 

D. The Internet’s Transformation of the Market for Bank Rate Websites 

162. In 1995, Plaintiff and other independ ent aggregators started competing 

and operating Bank Rate Websites.  Defendant followed into the Internet market in 

1996.   
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163. Until the Internet became widely ad opted by consumer households, there 

was no compelling and economically viable medium or incentive for a Bank Rate 

Website to try to corner the market by engaging in action in restraint of trade. 

164. Prior to Bankrate’s actions in restraint of trade and concerted efforts to 

create an illegal monopoly in the market for Bank Rate Websites, there were no 

historical accidents, extraordinary barriers to  entry or circumstances uniquely requisite 

that would give rise naturally to a monopoly in this market. 

165. Moreover, no single Bank Rate Website, such as Bankrate.com itself, can 

instantaneously and reliably offer the absolute  best bank rates nationwide, or update 

and make available for comparison the entire universe of consumer deposit and loan 

rates offered around the clock or at any given time throughout the United States, 

considering that:  

a. Participation and listing of financial service providers and their 

products in Bank Rate Websites is not mandatory, but discretionary;  

b. Financial service providers pay to list their rates;  

c. Bank Rate Websites are not regulated by any government agency, 

private-sector regulator, trade gr oup or securities exchange; and  

d. According to the U.S. Census Bureau 2005 Statistics of U.S. Businesses, 

there were 6,933 commercial banks, 1,366 savings institutions, 8,080 

credit unions, 20,686 mortgage and non-mortgage loan brokerage 

firms, 10,670 mortgage banks and 4,779 consumer lenders. 

166.  Bankrate typically gives priority in its Bank Rate Website listings to 

financial service providers that pay, one way or another, for the privilege of being 
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listed, and commingles these paid rate listings with favored free rate listings within the 

same pages, at its discretion and without specifically disclosing the logic of its selection 

criteria.  

167. Instead, deep inside its Annual Reports, Bankrate acknowledges the 

conflict of interest resulting from commingling paid and free rate listings, ostensibly to 

provide objectivity and independence, as follows: 

We are aware of the potential conflict of interest resulting from the 
sale of advertising to financial institutions while providing 
independent and objective research. 
 

168. Therefore, having a fair and competitive landscape with multiple 

independent Bank Rate Website providers and sources throughout the United States 

served and serves a consumer welfare purpose—by increasing the universe of 

accessible and comparable products enabling consumers to more efficiently and 

objectively select financial service providers with which to do business. 

169. The Internet provided a platform which removed the previous constraints 

of time and place, enabling financial service providers to sell products to consumers 

more efficiently through a Bank Rate Website.  Consumers who visit such Bank Rate 

Websites are typically ready to make a financial decision, which means they are “in-

market” for a product or service.   

170. As the percentage of United States adults online began to explode, with 

79% of adults and 95% of college graduates online according to a 2007 Harris Poll, Bank 

Rate Websites had an opportunity to prosper legitimately by growing the traffic and 

demand for their products and services. 
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E. Widespread Decline of Traditional Media 

171. Decline in Advertising Demand for Traditional Media:  While in 2009 

general advertising on the Internet is expected to go up 9.2%, to $23.8 billion, according 

to estimates by Veronis Suhler Stevenson which has published the annual VSS 

Communications Industry Forecast since 1986, the segments where advertising will 

decline most rapidly in 2009, are newspapers (down 18.7%, to $35.5 billion); consumer 

magazines (down 14.8%, to $11 billion); radio (down 11.7%, to $15.8 billion); and 

broadcast television (down 10.1%, to $43.0 billion). 29 

172. Decline in Audience for Traditional Media:  There has been a rise of 

advertising on the Internet at the expense of traditional media, is due to the 

uninterrupted decline of traditional me dia readership. The chart below clearly 

illustrates the steady decline of newspaper readership, as well as the decline of radio 

and network TV news audiences, as the Internet use and online readership continues to 

grow unimpeded. 

Figure 9 - Pew Research Center for the People & the Press 

 

                                                 
29 See http://www.nytimes.com/2009/08/04/business/media/04adco.html, last 

viewed October 6, 2009. 
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173. According to a 2008 survey by the Pew Research Center for the People & 

the Press, the audiences for most traditional media have steadily declined for more than 

a decade, as the number of people using online media has surged. In fact, according to a 

2007 Harris Poll, the percentage of United States adults online exploded to 79% of the 

adult population and 95% of college graduates. 

F. Bankrate’s Earlier Losses and Its Attempts to Acquire Plaintiff 

174. In the early 1990s, as a result of mounting competition from BanxQuote 

and others, Defendant Bankrate became insolvent, and was acquired and recapitalized 

in 1993 by Peter Morse, who became its chairman and controlling shareholder. 

175. Bankrate’s successive CEOs between 1996 and 2000, including Bill Ryan, 

Bill Anderson, and its chairman Peter Morse, held on and off merger discussions in 

person with BanxQuote’s CEO Norbert Mehl, including meetings at the Plaza Hotel in 

New York City (1996), at Bankrate’s headquarters in North Palm Beach, Florida (1998), 

and at the family office of Jeremiah Milbank III (Bankrate’s host) at Milbank Winthrop 

& Co. in New York City (1998).  

176. In 2000, Plaintiff and Defendant engaged in more serious merger 

discussions.  On June 27, 2000, a meeting to discuss a possible merger and respective 

company valuations was held between BanxQuote’s CEO, Norbert Mehl, and 

Bankrate’s CEO at the time, Elisabeth DeMarse, at the offices of Plaintiff’s investment 

banker PaineWebber (currently known as UBS).  

177. Correspondence including a valuation matrix prepared by PaineWebber 

investment bankers Halle Benett and Sonny Badiga, was exchanged between the 

various parties subsequent to the June 27 meeting.  
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178. The market value of BanxQuote was determined by PaineWebber to be 

the equivalent of approximately 50% of Bankrate’s total market value, or the equivalent 

of 7 million Bankrate shares at the time. As a reference, the June 26, 2000 stock market 

price of Bankrate was $1.125/share and there were 13,960,937 shares outstanding as of 

June 30, 2000 (as reported by Bankrate in its 10-Q Form filed with the S.E.C. for the 

period ended June 30, 2000).  The communication channels were left open, but neither 

party pursued the merger discussions. 

179. Notwithstanding, as a result of its mounting losses and unrelenting 

predatory practices, Bankrate suffered its second major liquidity crisis by the end of the 

year 2000.  On January 29, 2001, as its assets fell below the minimum required, Bankrate 

was de-listed from NASDAQ. 

180. By the end of 2001 Bankrate had accrued net cumulative total losses in 

excess of $53 million. It first became profitable in fiscal year 2002.   

181. According to Edward J. Dimaria, Chief Financial Officer and Senior Vice 

President to Defendant, Defendant had accumulated a net operating loss carry forward 

and did not pay federal income taxes until 2007.  (Bankrate Q1 2007 Earnings Call; 

December 31, 2006, 10-K at page 30).   

II. PRICE-FIXING AND EXCLUSIONARY  AGREEMENTS WITH THE WALL 
STREET JOURNAL 

A. Early Stages of Bankrate’s Price-Fixing Cartel  

182. In an attempt to establish a monopoly in the market for Bank Rate 

Websites, Bankrate systematically and unlawfully pursued independent Bank Rate 

Websites to join its Price-Fixing Cartel by breaking up existing licensing agreements 
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between competing Bank Rate Website licensors, including Plaintiff, and their licensees, 

in and of themselves Bankrate.com’s horizontal market competitors, by subsidizing, 

under-pricing, underselling and giving away  its bundled or unbundled products not 

just for free, but even through profit-shari ng, exclusive contracts, tie-in arrangements, 

price fixings and related practices. 

B. Bankrate Signed Price-Fixing, Prof it-Sharing, and Ex clusive Dealing 
Agreements with The Wall Street Journal, Cementing Foundation of a Price-
Fixing Cartel 

183. One prominent example of Defendant’s predatory and exclusionary 

conduct was interference by Bankrate with a contractual data licensing relationship 

between BanxQuote and The Wall Street Journal (WSJ).  Plaintiff had regularly 

provided its BanxQuote rate tables to WSJ -- first in print and later also online -- for 17 

consecutive years, in consideration for approximately $46,000 in annual license fees, 

representing in excess of approximately $750,000 in fees paid by WSJ to BanxQuote 

during the life of the contract.  

184. During the summer of 2002, Bankrate offered WSJ to enter into a revenue-

sharing agreement, waiving the annual lic ense fees that WSJ had been paying 

BanxQuote, in order to break up and take over the WSJ-BanxQuote contracts, by 

persuading WSJ to join Defendant’s Price-Fixing Cartel.  Defendant’s conduct did not 

make any economic sense but for the harm it caused to Plaintiff and other competitors.  

185. Furthermore, WSJ.com agreed to enter into a revenue-sharing Bank Rate 

Website co-branding partnership on the condit ion that Defendant agreed to license its 

rate tables for free to the WSJ printed newspaper edition. 
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186. On September 3, 2002, BanxQuote’s CEO, Norbert Mehl, received a call 

from Alan Anspaugh and Pete Frein of The Wall Street Journal’s print edition, 

indicating that WSJ had received an offer from Defendant Bankrate to replace the 

BanxQuote Money Markets rate table being provid ed by Plaintiff to the print edition of 

WSJ, and that Bankrate would waive the data licensing fee being paid by WSJ to 

BanxQuote at the time.  Plaintiff’s offer during  the call to waive its data licensing fees 

going forward made no difference because the WSJ executives indicated that their 

hands were tied since Bankrate’s offer was also predicated upon its affiliate WSJ.com 

replacing BanxQuote with Bankrate. 

187. On September 27, 2002, BanxQuote received a written notice of 

termination from WSJ, signed by Alan Anspaugh, Director of Corporate Market Data, 

The Wall Street Journal, Dow Jones & Company, for its print newspaper edition. 

188. Subsequently, on September 30, 2002, BanxQuote received a separate 90-

day written notice of termination from WS J.com, signed by Gail Griffin, Director, 

Product Development, The Wall Street Journal Online. 

189. Thereupon, Defendant started providing its rate tables to WSJ in print and 

the co-branded Bank Rate Website to WSJ.com, enabling Defendant’s Central Sales 

Force to control and subsequently fix the CPC prices charged to financial service 

providers, in parallel with its Pr ice-Fixing Cartel and Mirror Sites.  

190. Bankrate’s modus operandi in interfer ing with BanxQuote’s contract with 

the Wall Street Journal has characterized its business dealings for the past four years 

and beyond. 
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191. Bankrate’s price-fixing, profit-sharing , and exclusive dealing agreements 

with WSJ were subsequently renewed between 2004 and the present. 

III.  DEFENDANT’S 95% MARKET SHARE AND MONOPOLY POWER  

192. As a result of its anticompetitiv e conduct prior to 2004, and conduct 

further detailed below covering the period  2004 to present, Bankrate has achieved a 

total relevant market share greater than 95%. 

193. This market share assessment is based on a number of metrics, including 

figures provided by Bankrate in its periodic S.E.C. filings, earnings calls, press releases 

and its own website such as the following: 

a. Market Capitalization: As of June 2007, prior to the filing of Plaintiff’s 

original Complaint against De fendant, Bankrate’s market 

capitalization was in excess of $900 million, compared to a $15.7 

million market value as of June 30, 2000. 

b. Annual Revenue and Growth Rate:  $95.6 million in 2007, a 61% 

increase in revenue over the $79.6 million reported in 2006.   

c. Semi-Annual Revenue and Growth Rate: Total revenue for the six 

months ended June 30, 2008 increased by 82% to $82.7 million over the 

$45.5 million reported in the first half of 2007 (as reported by Bankrate 

on August 4, 2008). 

d. Quarterly Revenue and Growth Rate:  Total revenue for the second 

quarter of 2008 increased by 73% to $40.2 million over the $23.3 million 

reported in the second quarter of 2007 (as reported by Bankrate on 

August 4, 2008).  
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e. 2008 Revenue Guidance and Projected 5-Year Growth: As reported 

by Bankrate on August 4, 2008, it expects 2008 annual revenue to be 

between $164 and $169 million and Adjusted EBITDA30 to be between 

$54 and $58 million. Bankrate’s mid-range guidance represents a 74% 

increase in revenue and a 36% increase in Adjusted EBITDA over 2007. 

Based on this 74% mid-range annual revenue growth guidance for 

2008, Bankrate’s projected mid-range annual revenue within the next 

five years can be reasonably expected to be in excess of $2.6 billion, as 

follows: 

Bankrate’s Projected Revenues (in thousands) 
Assuming 74% Mid-Range Annual Growth 

2009 2010 2011 2012 2013 
$289,710 $540,095 $877,126 $1,526,199 $2,655,586 

 

f. Best Month in the History Of Bankrate:  January 2008, with the 

highest number of unique visitors, highest page views, and highest 

CPC revenue.  

�x Traffic for January 2008 was more than 50% above Bankrate’s prior 

best month, and 70% above January 2007.  

�x CPC revenue for January 2008 was more than 50% above 

November 2007, the best CPC month Bankrate ever had, and more 

than double the CPC revenue of January 2007. 

g. Number of Financial Service Providers Covered:  Over 4,800. 

                                                 
30 EBITDA refers to earnings before the deduction of interest, tax and 

amortization expenses.   
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h. Number of Cost Per Click (C PC) Hyperlink Advertisers: 800 to 1,000. 

i. Hyperlink CPC Revenue:  $10.3 million in Q4 2007, compared to $7.4 

million in Q4 2006, representing an increase of 39%. CPC revenues for 

the full fiscal year 2007 were $36.9 million, a $10.2 million, or at 38% 

increase over the $26.7 million posted for fiscal 2006. 

j. Number of Products Offered and Market Penetration:  More than 300 

financial products in approximately 575 markets. 

k. Number of Dynamically Generated Rate Tables:  170,000 (as reported 

by Bankrate at is Q3 2007 Earnings Call) 

l. Number of Co-Branded Partner Mirror Sites: Nearly 100 by 2009. 

m. Number of Unique Online Visitors:  72 million in 2008. 

n. Number of Web Pages Viewed By Consumers:  687 million in 2008. 

o. Bankrate Targeting Network Total Reach:  Above 90% of Internet 

audience in the United States, as per Bankrate’s online media kit.  

p. Incoming Links:  90% of incoming Internet keyword links.   

194. Bankrate openly admits to being the dominant player in its market as 

stated in its Form 10-K filed with the S.E.C. for the Fiscal Year Ended December 31, 

2006: 

We are continuing our strong push  to remain the dominant player 
in our market.  We believe that we are the leader in our market 
based on a number of metrics, including revenue, the number of 
financial institutions surveyed, the number of pages viewed by 
consumers and the number of unique visitors each month.  

 
195. According to Bankrate’s Form 10-K filed with the S.E.C. for the Fiscal Year 

Ended December 31, 2007, annual unique visitors and page views have grown from 
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approximately 40 million and 237 million in  2001, to almost 60 million and 554 million 

in 2007, respectively. According to Bankrate’s Form 10-Q Quarterly Report filed with 

the S.E.C. on August 11, 2008, page views for the quarter ended June 30, 2008 were 147.9 

million compared to 136.1 million for the same period in 2007; and were 362.3 million 

for the six months ended June 30, 2008 compared to 279.3 million for the same period in 

2007.  

A. Defendant’s Bank Rate Websites Monopoly  

196. As openly acknowledged by its own CEO, Bankrate has created 

practically insurmountable barriers to entry by monopolizing and concentrating access 

to the nation’s Bank Rate Websites.   

197. Bankrate’s Print Media Network and Broadcast Network serve a dual 

strategic purpose: they create both a revenue stream and they generate a significant 

amount of visibility, free publicity and brand recognition.  

198. Thus, according to Bankrate’s 2007 Annual Report: 

In 2007, Bankrate experts were quoted or referenced in over 1,000 
media exposures.  Its spokespersons were featured in 127 television 
interviews, including The Today Show, CBS’ The Early Show, The Fox 
Cable Network, MSNBC, CNBC and CNN; 703 print articles, 
including The New York Times, The Wall Street Journal and USA 
Today; and about 250 interviews on numerous talk radio 
broadcasts. Finally, it produces “The Bankrate.com Personal Finance 
Minute” which is distributed to XM  radio and selected terrestrial 
radio stations throughout the U.S. 
 

199. According to Bankrate’s 2007 S.E.C. filing and Earnings Calls, key metrics 

supporting its own contention of being the do minant player in its market include the 

following: 
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a. Its website had approximately 53 millio n unique visitors in 2006, up by 

15% from 46 million unique visitors in 2005. 

b. Its Internet consumer traffic grew to  487 million page views in 2006, up by 

13% from 430 million page views in 2005. 

c. Over 1,000 financial service providers pay a CPC fee to list their 

hyperlinked rates on Defendant’s Bank Rate Websites. These rate links 

enable consumers to be connected directly to the financial service 

providers’ websites, application page , or customer service department, 

allowing the financial service providers to directly reach “in-market” 

consumers visiting Bankrate’s Bank Rate Websites.   

200. Furthermore, Defendant currently has approximately 90% of the incoming 

links, in the relevant market, as follows: 

a. On Google.com :   Bankrate.com has 1.75 million links, followed by its sister 

site Interest.com with 272,000 links, totaling over 2 million links.  All other 

Bank Rate Website competitors combined have less than 10% of 

Bankrate’s total number of incoming links. 

b. On Yahoo.com:  Bankrate.com has 1.9 million links, followed by its sister 

site Interest.com with 1 million links, totali ng 2.9 million links (Source: 

www.marketverticalpartners.com/tools).  All other Bank Rate Website 

competitors combined have less than 10% of Bankrate’s total number of 

incoming links.  
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B. Bankrate Online Network of Horizontal Mirror Site s 

201.  In addition to its own organic traffic website Bankrate.com, Defendant has 

assembled an Online Network of approximately 100 horizontal Mirror Sites created 

pursuant to partnership agreements with competing website operators.  

202. The agreements relating to co-branded sites provide for Bankrate.com to 

host the co-branded web pages, sign up financial service providers to list their rates, fix 

CPC prices and collect CPC revenues, which are shared with the members of the Price-

Fixing Cartel on a 50-50 basis.  

203. The table below shows a list of Mirror Sites, based on Bankrate’s website 

and press releases. For an updated list of Mirror Sites see 

http://www.bankrate.com/pdfs/onlinepartners.pdf. 
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Table 2: Bankrate.com’s Mirror Sites (list current as of 2007)  

1. America Online 
2. America Online – Canada 
3. AT&T Worldnet 
4. Autosite 
Belo Interactive Media 

5. Dallas Morning News 
6. KGW 
7. King5 
8. KMOV 
9. KVUE.com 
10. NWCN 
11. Projo.com 
12. WFAA.com 
13. WHAS11 

14. Bloomberg 
15. BobBrinker.com 
16. Boston Herald 
17. Boston.com 
18. BrinkAdvisor.com 
19. Broker Agent News 
20. Car Soup 
21. CardRatings.com 
22. Carlist 
23. Cars.com 
24. Cleveland.com 
25. CNBC 
26. CNNMoney 
27. Colorado Springs Gazette 
28. Columbus Dispatch 
29. CompuServe 
30. Credit Info Corp 
31. Cycal 
32. Dealernet 
33. Denton Chronicle 
34. Denver Post 
35. Digital Cities 
36. Dollar Stretcher 
Dow Jones & Company 

37. MarketWatch 
38. RealEstateJournal.com 
39. Wall Street Journal 

40. EarthLink 
41. Forbes.com 
42. Fort Myers News Press 
43. FOX News 
44. Homegain 
45. Houston Chronicle 

IAC/InterActiveCorp 
46. Excite 
47. Iwon 
48. LendingTree 

49. Intellichoice 
50. Internet Broadcasting Systems 
51. Investor's Business Daily 
52. Kiplinger 
53. La Palma 
54. Latimes.com 
55. Miami Herald 
56. Military.com 
57. Militaryfn.com 
58. Money Talks 
59. Money Track 
60. Motley Fool 
Move Inc. 

61. Move.com 
62. Moving 
63. MortgageQuotes 
64. REALTOR.com 

65. MSN.com 
66. MSNBC.com 
67. NASDAQ 
68. New Homes, Inc. 
69. New York Magazine 
70. New York Newsday 
71. New York Times 
72. Newport News 
73. Newsday 
74. North Jersey Media Group 
75. Palm Beach Post 
76. PeoplePC 
77. Press Enterprise 
78. Road Runner 
79. San Antonio Express 
80. Smart Money Magazine 
81. Star Tribune 
82. The News Press 
83. ThirdAge 
84. US News & World Report 
85. USA Today 
86. Ventura County Star 
87. WPBF 
88. Yahoo 
89. Yellowpages.com 
90. Zillow.com 
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Figure 10 – The New York Times Mirror Site 31 

 

                                                 
31 Bankrate deceptively displays only two or three marginal mortgage rates with 

CPC hyperlinks (the nominal free listings lower down are not linked). Instead, traffic is 
steered toward LendingTree through a more prominent BankrateSelect banner ad on top. 
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Figure 11 - Bankrate.com Organic Traffic Website 
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Figure 12 - WSJ.com Mirror Site 

 

204. Bankrate markets to financial service providers targeting a specific 

audience in a city or state and also to national advertisers targeting the entire country.  

The key drivers to its Bank Rate Websites business are demand for Hyperlink CPC rate 

listings by financial service providers, and consumer traffic.   

C. Defendant’s Newspaper Network – Bankrate Print 

205. According to Bankr ate’s periodic 10-K S.E.C. filings, Defendant’s rate 

tables run in 80% of the nation’s top 10 newspapers, three national magazines, and 

approximately 500 U.S. metropolitan newspapers with combined circulation in excess 

of 40 million copies – representing a total estimated readership in excess of 90 million, 

based on readership reports by the Newspaper Association of America.   
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206. Bankrate has locked up the largest and most important newspapers for 

print distribution of its rate tables, consis ting of 500+ newspapers nationwide, which 

are linked through credit captions to its website Bankrate.com, thus providing significant 

brand value, publicity and promotional support for its Bank Rate Website. 

207. The following is a geographic breakdown of newspapers in which 

Defendant’s rate tables are published on an exclusive basis: 

A National Market:  
Sample National Papers and Magazines 

a. The Wall Street Journal 
b. The New York Times 
c. USA Today 
d. Smart Money 

B Northeast Region: Total of 244 Newspapers  
Sample Papers in Northeast Region 

a. Newsday 
b. North Jersey Media Group  
c. CNC 
d. Baltimore Sun  
e. New York Times  

C Southeast Region: Total of 28 Newspapers  
Sample Papers in Southeast Region 

a. Miami Herald  
b. The Times-Picayune  
c. Sun Sentinel  
d. The Tennessean  
e. Orlando Sentinel  

D Midwest Region: Total of 147 Newspapers  
Sample Papers in Midwest Region 

a. Chicago Tribune  
b. Detroit Free Press  
c. Star Tribune  
d. Chicago Sun Times  
e. St.  Louis Post Dispatch  

E Western Region: Total of 47 Newspapers  
Sample Papers in Western Region 

a. Los Angeles Times  
b. Denver Post/Rocky Mountain News  
c. Orange County Register  

F Southwest Region: Total of 13 Newspapers  
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Sample Papers in Southwest Region 
a. Las Vegas Review Journal  
b. Dallas Morning News  
c. Harte Hanks Newspapers 

G California Region: Total of 35 Newspapers  
Sample Papers in California Region 

a. Los Angeles Times  
b. Orange County Register  
c. Sacramento Bee  
d. LANG Newspaper Group  
e. San Diego Union Tribune  

H Chicago Region: Total of 73 Newspapers  
Sample Papers in Chicago Region 

a. Chicago Tribune  
b. Chicago Sun Times  
c. Daily Herald  
d. Pioneer Press  
e. Peoria Journal  

I Florida Region: Total of 18 Newspapers  
Sample Papers in Florida Region 

a. Miami Herald  
b. Sun Sentinel  
c. Tampa Tribune  
d. Florida Times-Union  
e. Palm Beach Post  

J New Jersey Region: Total of 97 Newspapers  
Sample Papers in New Jersey Region 

a. North Jersey Media Group  
b. Gannet 
c. Greater Media  
d. New Jersey Newspapers  

K New York Region: Total of 11 Newspapers  
Samples Papers in New York Region 

a. Newsday 
b. New York Post  
c. The New York Times 
 

IV.  PRICE-FIXING CARTEL CONSPIRACY 

A. Defendant’s Collusive Price-Fixing and Profit-Sharing with Competitors 

208. There is enough factual matter, as more fully described below, to prove 

that Defendant Bankrate and approximately 100 horizontal competitors and partners in 
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its Bank Rate Website Price-Fixing Cartel—including some of the largest media 

conglomerates in the United States—possessing market power in the relevant market 

with an approximately 95% market share, (i) have fixed and are fixing prices in the 

relevant market 32, (ii) in parallel, by agreement and concerted action rather than 

independent action, (iii) are acting in a un iform manner, (iv) have severely limited and 

impeded competition in the market for Bank Rate Websites, (v) have injured and 

adversely affected Plaintiff, competition, co nsumers, and financial service providers as 

a proximate result of the concerted action, (vi) while carrying out a conspiracy with 

Bankrate as its ringleader, by:  

a. Participating in meetings, conver sations and communications with 

competitors to discuss the CPC prices to be charged to financial service 

providers for listing their rates on a Bank Rate Website;   

b. Agreeing with competitors at the sa me level of market structure to 

charge Bank Rate Website Hyperlink CPC prices at certain levels to be 

sold to certain financial service providers; 

c. Issuing CPC price quotations in accordance with the agreements 

reached;  

d. Agreeing to let Bankrate sell Bank Rate Website Hyperlinks on behalf 

of each partner in the Price-Fixing Cartel at CPC prices they knew to be 

fixed pursuant to the conspiracy described above;  

                                                 
32 Plaintiff alleges that Defendant perpetrated a horizontal price fixing cartel 

between companies operating at the same level of market structure, which is a per se 
violation of the Sherman Act. However, ev en if the price-fixing agreements were 
deemed to be vertical restraints, they would still be in violation of the Sherman Act 
under the rule of reason. Furthermore, neither of these two levels is mutually exclusive. 
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e. Concealing the existence of the conspiracy from consumers and other 

market participants to allow the co ntinuation of the conspiracy; and  

f. Exchanging information on sales and revenue of Bank Rate Website 

Hyperlinks to certain financial service providers, for the purpose of 

reporting and monitoring adherenc e to the agreed-upon CPC prices 

and 50-50 revenue shares. 

209. For example, Defendant’s Memorandum of Law in Support of Its Motion 

to Dismiss dated October 19, 2007  (at  27), notes the following: 

Thus, the Complaint makes clear that plaintiff and competitors 
such as Informa were wedded to an antiquated business model 
where they charged websites, such as CNNMoney.com, a fee for 
providing rate tables.  
 
Bankrate developed a better business model whereby it did not 
charge these websites a fee for such rate tables; instead Bankrate 
and the web-sites jointly charged financial institutions for each 
instance where a consumer clicks on a hyperlink for a financial 
institution listed in a rate table. Simply stated, Bankrate’s business 
model turned what was a cost for partnership websites into a 
revenue source. 
 

210.  Defendant provided a partial list of competitors, but specifically 

concealed “Rate listing web sites, such as Realtor.com/Move.com,” (Motion to Dismiss 

the Complaint filed October 17. 2007 at 9) two of its Price-Fixing Cartel partners (whose 

names are actually disclosed in its Form 10-K), by replacing them with an ellipsis, as 

follows :  

In its Form 10-K for 2006 (which was filed with the Securities and 
Exchange Commission long before BanxQuote filed its Complaint), 
Bankrate disclosed the risks its business faces. Among those 
disclosures was the following: 
 
Our Markets Are Highly Competitive 
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We compete for Internet advertising revenues with the personal 
finance sections of general interest sites such as Yahoo!Finance, 
AOL Money & Finance, and MSN Money; personal finance 
destination sites such as The Motley Fool, MarketWatch, 
SmartMoney.com, Kiplinger.com and CNNMoney.com; e-
commerce oriented sites that include banking and credit products 
such as LendingTree; lead aggregators such as LowerMyBills . . . 
print mortgage table sellers like National Finance News Service; 
and key word cost per click advertising sites/networks such as 
Google, Yahoo Search Marketing, and Ask.com. In addition, new 
competitors may enter this market  as there are few barriers to 
entry. 
 

211. In reality, this is what  actually happened:   

a. The Wall Street Journal, WSJ.com, The New York Times Online, 

CNNMoney, Move.com, Realtor.com, Fool.com and many of 

Defendant’s other Price-Fixing Cartel partners were previously 

operating and marketing their own Bank Rate Websites with the 

support of back-end data feed services provided  by companies such as 

BanxQuote and Informa Research Services (“Informa”), in 

consideration for license fees, as admitted by Defendant above.  For 

example, the now inactive Bank Rate Websites as previously provided 

by BanxQuote to WSJ.com and NYTimes.com were still found on the 

web (as viewed on August 5, 2008) at 

http://online.wsj.com/public/res ources/M oneyInvesting/reference/

banx.htm and http://www.nytimes.com/partners/banking/ . 

b. Many of these independent website operators’ Bank Rate Websites 

were previously competing with Bankrate at the same level of market 

structure primarily on the basis of price, while other such website 
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operators were potential rivals or new entrants into the market for 

Bank Rate Websites, such as Bankaholic. 

c. However, once Bankrate persuaded these competing Bank Rate 

Websites and website operators to join its Price-Fixing Cartel, financial 

service providers lost their principal bargaining tool. 

d. In order to suppress and foreclose competition from independent 

Bank Rate Websites and website operators, such as Bankaholic, 

WSJ.com, CNNMoney, Move.com, Realtor.com, Fool.com, and other 

rivals and potential rivals. Defend ant approached these horizontal 

competitors at the same level of market structure one by one with a 

tempting offer to: 

�x avoid competition and become Bankrate’s co-branding partner; 

�x join Bankrate’s Price-Fixing Cartel; 

�x let Bankrate’s Central Sales Force handle the CPC pricing, sales and 

marketing on behalf of each of the Price-Fixing Cartel members; 

�x stop paying license fees for Bank Rate Website data feeds; 

�x jointly charge financial institutio ns fixed-price CPC Hyperlinks by 

controlling, fixing, maintaining and stabilizing prices; 

�x share and exchange sensitive sales information, consumer traffic, 

and behavioral information of buye rs and sellers in the co-branded 

Bank Rate Websites, through monthly click-through, revenue 

allocation and other reports; and 
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�x share the CPC profits on a 50-50 basis, as explicitly acknowledged 

by Evans during its Q2 2006 and Q4 2006 Earnings Calls Question-

and-Answer Sessions, respectively, as follows: 

Bankrate Q2 2006 Earnings Call (August 2, 2006): 

Gary Schnierow - JP Morgan:   

Okay and what's the traffic you get from your partners? 
How does the revenue split on that work?  
 
Thomas R. Evans:  

Yes, generally it goes to those co-brands and we split the 
revenues 50-50.  

 
Bankrate Q4 2006 Earnings Call (February 6, 2007): 

Thomas R. Evans:  

Well, most of you know when we talk about our partner 
traffic, I mean the traffic costs us nothing, but we do rev 
share with our partners basically 50-50. 

B. Defendant’s Price-Fixing Cartel, Collaboration with Competitors and 
Horizontal Restraint 

212. Prior to becoming Bankrate’s partners, independently m arketed Bank Rate 

Websites such as those offered by Bankaholic, WSJ.com, NYTimes.com, 

CNNMoney.com, Yahoo.com, Move.com, Realtor.com, Fool.com, and others, were 

Bankrate’s direct competitors. Others were potential Bank Rate Website competitors 

and new entrants into the market. 

213. Furthermore, in practically all its qu arterly and annual reports filed with 

the S.E.C., Defendants lists as its competitors its own Bank Rate Website co-branding 

partners, including AOL, CNNMoney.com, Yahoo!, MSN, WSJ.com - The Wall Street 

Journal, MarketWatch.com, The Motley Fool, FOXNews, The New York Times Online, 
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USA Today Online, CNBC.com, Move.com, REALTOR.com, LendingTree.com, and 

others. 

C. Defendant Publicly Admits That Its Partners Are Also Competitors 

214. In its August 2, 2007, Second Quarter 2007 Earnings Call, Evans, 

acknowledged the following:    

“Some of the guys that are our partners, they're also competitors.” 

215. Since the intent or predominant effect of the restraint was to prevent 

competition with Defendant’s Bankrate.com own organic traffic Bank Rate Website at the 

same level of market structure, the restraint is horizontal in nature and effect.  

D. Defendant Trumpets its Market Power and Foreclosure of Competition  

216. Defendant’s own words, S.E.C. filings, press releases and periodic 

earnings calls with institutional investors, be st and most reliably describe its conduct, in 

violation of federal and state antitrust law prohibitions.   

217. In a May 2, 2007 Bankrate First Quarter 2007 Earnings Call, Evans stated 

as follows:  

One of the things that is a tremendous gating item for us, we 
believe is in terms of competition, and  barriers for competition, is 
how does anybody else break into this, if we have tied up all the 
best newspaper relations, the best co-brand relationships and we’ve 
got a dynamic organic traffic website.  
 
How does anybody else get into this business and compete with 
Bankrate? I look at it as both an offensive marketing opportunity, 
as well as a defensive opportunity.  
 

218. Thus did Bankrate itself pose and answer its rhetorical question of how it 

has suppressed competition and created sales and price controls, insurmountable 
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restraints and barriers to entry -- by tying up and locking-in the most important Bank 

Rate Website outlets.   

219. Furthermore, these practices have neither promoted technological 

innovation, enhanced efficiency, nor benefited consumers, and were intended to 

foreclose and have had the effect of foreclosing competition with Bankrate by 

BanxQuote and other independent suppliers, distributors and competitors in the 

relevant market. 

E. Anticompetitive Effects of the Price-Fixing Cartel Conspiracy 

220. The purpose of the price fixing conspiracy between Bankrate.com and the 

approximately 100 members of Defendant’s Price-Fixing Cartel, was to coordinate 

pricing for the mutual benefit of said Pric e-Fixing Cartel, at the expense of other 

competitors or potential competitors, buyers and sellers, and other market participants.  

221. Some of the anticompetitive effects of the Price-Fixing Cartel’s conspiracy 

in this case can be summarized as follows: 

a. Several independent pricing voices became a single monopoly pricing 

voice. 

b. Defendant’s Central Sales Force is responsible for coordinating pricing, 

sales, collections and disbursement of respective revenue shares, for 

the mutual benefit of each member of the Price-Fixing Cartel. 

c. There is a common target price, the CPC. 

d. All sales adhere to a price list or rate card. 

e. Price differentials between different types, sizes, locations, or 

quantities of products are maintained uniformly. 
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f. Payment and credit terms are standardized. 

g. Allowances, discounts and markups are uniformly established. 

h. Free or bundled services are offered or discontinued at Defendant’s 

sole discretion, to whomever and whenever they choose to. 

i. Input or output can be purposefully  reduced or expanded in order to 

affect prices. 

j. The price list is not publicly availa ble, another tell-tale sign of price 

fixing, discrimination and manipulation. 

F. Defendant’s Price-Fixing Cartel, Collaboration with Competitors and 
Horizontal Restraint Caused Harm to Consumers, Financial Serv ice Providers 
and Competition.   

222. The Price-Fixing Cartel organized by Bankrate through collusion and 

collaboration with approximately 100 independent Bank Rate Website competitors has 

no significant benefits, but causes horizontal restraint of trade and harms consumers, 

financial service providers and competition in the Bank Rate Website, as follows: 

a. Independently operated and mark eted Bank Rate Websites were 

previously competing with Bankrate primarily on the basis of price, 

but as a result of the Price-Fixing Cartel conspiracy, financial service 

providers lost their principal bargaining tool. 

b. Defendant’s Price-Fixing Cartel increased the ability or incentive for 

Bankrate to raise its predatory CPC prices more than six consecutive 

times by 10% to 25% since October 1, 2005. 

c. Defendant’s ongoing CPC price increases charged to over a thousand 

participating financial service providers, directly affect and raise each 
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bank’s acquisition cost per account and non-interest expense – a 

separate and specific line item that all banks are required to submit in 

their quarterly Call Reports of Condition and Income under Schedule 

RI-E, Item 2.b, “Advertising and marketing expenses,” as provided by 

the FDIC under the provision of Section 1817(a)(1) of the Federal 

Deposit Insurance Act, as follows: 

�x http://www.fdic.gov/regulations/resources/call/  

�x http://www.fdic.gov/regulations/resources/call/crinst/2008-

06/608RI-E063008.pdf 

d. Banks are inevitably forced to pass on said higher expenses to over 72 

million co nsumers who visit Bankrate’s Price-Fixing Cartel Bank Rate 

Websites, by offering them less favorable deposit and loan rates, above 

or below the more competitive rates that likely would prevail in the 

absence of such Price-Fixing Cartel, as a result of this umbrella effect.  

e. With the largest companies in the market for Bank Rate Websites—

Bankrate and its co-branding partners—coming together in the form of 

a profit-sharing Price-Fixing Cartel, it has made it impossible for 

competing Bank Rate Websites to remain in business or become newly 

established.  

f. By being designed to be overly large, Defendant’s Price-Fixing Cartel 

makes competition with it uneconomical, if not impossible. In fact, no 

such competing and economically vi able Bank Rate Website network 
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of a meaningful or comparable scale has ever been able to be launched 

or established in the United States. 

g. Defendant’s Price-Fixing Cartel exclusionary conduct successfully 

foreclosed and forecloses future entry, prevents or limits rivals from 

gaining competitive access to potential buyers and sellers in the 

market for Bank Rate Websites, and excludes rivals from a significant 

part of the relevant market . 

h. Too much sharing of instantaneously available information by these 

collaborating horizontal competitors make it very easy for them to 

engage in price fixing and market manipulation through subtle or not 

so subtle coordination mechanisms, to the detriment of consumers, 

financial service providers and competitors everywhere.  

i. Defendant’s Price-Fixing Cartel reduces the participants’ ability or 

incentive to compete independentl y, limits independent decision 

making, and combines the control of or financial interests in 

production, key assets, or decisions regarding price, input, output, or 

other competitively sensitive variables. 

j. The ability or incentive to reduce or increase input, output, quality, 

service, or technological innovation above or below what likely would 

prevail in the absence of such Price-Fixing Cartel can cause detriment 

to consumers, financial service providers and competitors everywhere.  

k. The collaboration between competitors who are members of 

Defendant’s Price-Fixing Cartel facilitates explicit or tacit collusion 
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through practices such as the exchange or disclosure of competitively 

sensitive information or through increased market concentration.  

l. Such collusion involved the relevant  market in which the Price-Fixing 

Cartel collaboration currently ope rates—the market for Bank Rate 

Websites—and other markets in which the participants in the 

collaboration are actual or potential competitors.  

m. Defendant’s Price-Fixing Cartel pr ecludes rivals from obtaining the 

necessary scale needed for efficient or viable levels of operation, raises 

rivals’ operating and marketing costs, inhibits competition  and 

potentially induces competitors’ exit. 

n. In sum, Defendant’s Price-Fixing Cartel stifles innovation, deprives 

over 72 million American consumers and over a thousand financial 

service providers of the benefit of competitive rates and prices, leads to 

higher prices, less favorable consumer interest rates, less technological 

innovation, less choice and less service. 

V. PREDATORY PRICING STRATEGY 

A. Bankrate Introduces Pricing Below Average Variable Cost on October 1, 2005 

223. On October 1, 2005, Bankrate introduced a predatory pricing structure on 

its website Bankrate.com and its Online Network of revenu e-sharing partner sites, thus 

further taking unfair advantage of its domina nt position in the market for Bank Rate 

Websites and suppressing competition.   

224. Participating financial service providers now pay Bankrate each time a 

consumer clicks on its Bank Rate Websites’ rate listings or telephone number icons.  
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Some financial service providers spend over $1 million per year in click fees and 

advertising on Bankrate. 

225. Previously, Bankrate as well as Plaintiff and other Bank Rate Websites 

charged financial service providers a flat monthly fee to list their rates. 

226. Bankrate’s CPC Pricing Program is set up in a tiered pricing model that 

varies by both product and location. 

227.  According to Bankrate’s press release dated October 3, 2005 

(http://investor.bankrate.com/re leasedetail.cfm?ReleaseID=236165): 

The Bankrate cost-per-click pricing is organized in tiers. Pricing in 
the Bankrate mortgage interest rate tables ranged from $1.75 to 
$5.25 per click. The CPC pricing for other financial products 
categories ranged from $1.75 to $6.00 per click.  
 

228. No specific CPC price list or qualific ation criteria were made public.  

229. As expressly acknowledged by Bankrate in its 2006 Annual Report, certain 

costs increase proportionately with gains in traffic to its Online Network.  Other costs of 

Bankrate’s CPC Pricing Program include operating expenses, fixed costs, labor costs, 

costs of capital and fundraising costs, variable costs, traffic acquisition costs, sales and 

marketing expenses, product development costs, distribution costs, general and 

administrative costs, legal and miscellaneous costs, allocated overhead, depreciation 

and amortization.  In view of these costs and expenses, as well as the structure of the 

market for Bank Rate Websites and other related cost factors, Bankrate’s CPC price 

starting on October 1, 2005 was set below its average variable cost.   

230. Bankrate acknowledges in its 2006 and 2007 Annual Reports that its 

“primary marketing expenditures are fo r keyword CPC advertising campaigns on 
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Internet search engines” and its higher keyword campaign costs are designed to drive 

more traffic.  Nevertheless, for illustratio n purposes, the average CPC price estimates 

for keywords such as “best CD rate,” “money market account,” “best mortgage rate,” 

and “best home equity loan rate” on the top-ranked search engine Google.com, range 

from $7.22 per click to $19.35 per click, which is more than double the CPC price that 

Bankrate charged in turn for its own Bank Rate Website rate listings.   

231. According to Bankrate’s 2006 Annual Report, it generated $26,714,691 in 

Hyperlink CPC sales revenues, of which approximately $2 million -- 7.49% - was 

attributable to its newly acquired subsidiary Interest.com, and the balance of $24,714,691 

was attributable to Bankrate.com. 

232.  Furthermore, Bankrate has already locked-in all of the most important 

gateways to the market for Bank Rate Websites, consisting of a network of 

approximately 100 major Mirror Sites, plus its own website’s massive organic traffic 

and pre-emptive search engine marketing efforts, designed to saturate or corner the 

market until it reaches a point of diminishing returns through a vertical price squeeze in 

conjunction with over a thousand participating financial service providers that list their 

rates, enabling it to generate 10 million clicks per year or more. 

233.  At the same time, the overall supply and demand for clicks in the market 

for Bank Rate Websites is reaching a point of saturation as a result of Bankrate’s illegal 

conduct. 

234. In response to Bankrate’s action in restraint of trade, its competitors, 

including Plaintiff, were forced to switch fr om a flat fee structure to an unreasonably 
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low and unsustainable CPC pricing structure, nibbling and scrambling for whatever 

few clicks remain available in the market, to be able to match Bankrate’s pricing. 

235. As a result, it is not feasible for any competitor, including Plaintiff, to 

generate an economically viable and significant number of clicks in their own Bank Rate 

Website to enable it to operate at a minimally critical scale and break even, much less to 

be profitable. 

236. Since Plaintiff’s and other independent competitors’ website traffic has 

shrunk faster and faster as a result of Bankrate’s anticompetitive actions, their ability to 

continue functioning in the market for Bank  Rate Websites has been either severely 

limited or fatally disrupted. 

237. In order to recoup its prior losses, Defendant began ratcheting up the CPC 

prices at an alarming rate.  Facts about Defendant’s constant massive CPC price 

increases from 2005 to the present are detailed above.   

B. Bankrate Launches Paid Search Engine Marketing in Concert With CPC; 
Saturates Relevant Market Un til Point of Diminishing Returns 

238. Not satisfied with having obtained some  90% of incoming Internet links in 

the market for Bank Rate Websites by September 2006, Bankrate embarked on a new 

Paid Search marketing and keyword search engine advertising campaign, with the 

purpose of erecting ever higher barriers to entry by saturating the market for Bank Rate 

Websites and spending its money in concert with ad sales demand until it reached a 

point of diminishing returns.   

239. In other words, Bankrate embarked on a deliberate anticompetitive 

campaign, by bidding up the price for paid search engine keywords -- such as “best CD 
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rate,” “best money market,” “best mortgage rates,” “bank rates,” etc. -- at the major 

Internet search engines, such as Google, Yahoo, Ask.com, etc.; buying the preferred 

result positions for search engine keywords related to the relevant market; and thereby 

forcing a diminishing rate of retu rn in traffic until the relevant market reaches a point of 

saturation.   The result is that no firm that intends to compete independently with 

Bankrate can buy any more traffic through the major search engines at a sustainable 

cost.   

240.  This plan was summarized by Evans, during its Q3 2006 Earnings Call, as 

follows: 

Our plan is to grow our paid search budget in a methodical and 
thoughtful way so that the money is  spent in concert with ad sales 
demand so as to generate high rates of return.  We expect to grow 
that spending, quarter by quarter, until we reach the point where 
we see returns diminishing below a t argeted level.  The benefits of 
doing so are pretty obvious.  It drives additional traffic to the site 
that we are working concurrently to monetize.  As we grow this 
capability, it should increase both our traffic and our revenue. 
 

241. Bankrate’s Form 10-K filed with the S.E.C. for the Fiscal Year Ended 

December 31, 2007, confirmed the following: 

Marketing expenses for the year ended December 31, 2007 
increased $3,639,000, or 75%, over the comparable period in 2006 
due to $1,866,000 higher keyword campaign costs to drive more 
traffic to our Online Network.  
 

C. Vertical Price Squeeze 

242. Thus, true to its promise, it becomes evident how Bankrate keeps pushing 

up the variable cost per click for Bank Rate Websites overall, forcing a diminishing rate 

of return in traffic and pr ofitability, and bringing overall traffic in the relevant 

market closer to its point of saturation. 
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243.  According to the law of diminishing returns, also known as diminishing 

marginal returns , in a production system with fixe d and variable inputs, beyond some 

point, each additional unit of variable in put yields less and less additional output.  

Conversely, producing one more unit of output costs more and more in variable inputs.  

This concept is known as the law of diminishin g returns, law of increasing relative cost, 

or law of increasing opportunity cost and in  this case it has the direct effect of 

increasing the average variable CPC cost.  In other words, with each incremental click, 

Bankrate’s average variable cost goes up, as corroborated by Bankrate itself in its Third 

Quarter 2006 Earnings Call. 

244.  Furthermore, in buying up incoming traffic through paid search engine 

marketing, Bankrate is not only driving up it own average variable cost per click but 

also is increasing the incremental average variable cost per click for all of its 

competitors.   

245.  Thus, by implementing its CPC pred atory pricing strategy starting in 

October 1, 2005, in concert with the Paid Search marketing campaign until it reaches a 

point of diminishing returns, Bankrate effectively has suppressed and precluded 

competition in the market for Bank Rate Websites, creating a vertical price squeeze in 

violation of antitrust laws.  In this way,  diminishing marginal returns under these 

market conditions serve as a competitive barrier to entry. 

246. In a vertical price squeeze as in the case here, a monopolist, Bankrate, has 

control of an essential input in  the relevant market, traffic and clicks.  Through its Paid 

Search marketing campaign, the price of that input is raised to a level above the 

monopoly price—in Bankrate’s words, “unt il we reach the point where we see returns 
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diminishing below a targeted level.”  This forecloses Plaintiff and other firms from 

using or acquiring that good as an input—the incoming links and traffic to its Bank Rate 

Websites—and thus also forecloses them from the output market, i.e., the clicks on its 

Bank Rate Websites that enable financial service providers—the customers—to be 

connected with “in market” consumers. 

VI.  ANTICOMPETITIVE ACQUISITION OF MMIS/INTEREST.COM 

247. On December 1, 2005, Bankrate completed the acquisition of its nearest 

competitor, Mortgage Market Inf ormation Services, Inc. (“MMIS”), and MMIS’ affiliate 

Interest.com, Inc., (“Interest.com”), for $30 million in cash. 

248. MMIS operated a Bank Rate Website under the name Interest.com, and 

operated a network of 65 Mirror Sites.  

249. MMIS also marketed mortgage rate table listings in over 300 newspapers, 

including The Chicago Tribune, The Chicago Sun Times, The Los Angeles Times, The 

Miami Herald, The Orlando Sentinel, The Indianapolis Star and The Dallas Morning 

News.  

250. At the time of the transaction the approximate market value of Bankrate 

was $530 million (based on 15,809,250 Bankrate shares outstanding at the time, trading 

at an approximate price of $33.50 per share, as per public historical share price 

information on record).   

251. Based on these figures and Bankrate’s own announcements, Defendant’s 

nearest competitor in the market for Bank Rate Websites, Interest.com, was only 5.66% of 

its size. 
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252. Interest.com was the second largest Bank Rate Website in the United States 

in the mortgage market sub-segment, with a total market share of approximately 5% or 

less.  

253. The competitive significance to Bankrate and the effect of the acquisition 

was recognized by Evans, who announced in a November 21, 2005 press release and 

conference call for institutional investors: 

By acquiring MMIS/Interest.com we will be increasing our graphic 
advertising inventory, broadening our cost-per-click platform, 
increasing our lead aggregation potential and tripling our 
newspaper footprint [.  .  .]  We believe it will be a great complement 
to our business and fits perfectly into our strategic objectives. 
 

254. Bankrate’s 2005 Annual Report stated the following in its Shareholder’s 

Letter: 

The MMIS/Interest.com acquisition allowed us to absorb our 
nearest competitor and to create integration efficiencies and selling 
opportunities.  We have combined the MMIS print operation with 
our own Consumer Mortgage Guides into a single unit named 
Bankrate Print.  The integration of  the two entities has allowed us 
to save on costs and increase our footprint to over 450 newspapers 
across the country.  Similarly, we have integrated the Interest.com 
sales operation into the Bankrate.com ad sales group.  And, in April 
2006, we placed the Bankrate cost-per-click rate tables on the 
Interest.com website.  
 

255. Because the market for Bank Rate Websites is a crucial springboard into 

other important but emerging areas of commerce, the effect of the acquisition is 

monopolistic pricing, lessened technological innovation and more limited choices for 

buyers and sellers in the market for Bank Rate Websites.   

256. Taking advantage of its stronger dominant position after the 

MMIS/ Interest.com acquisition, and as more advertisers started spending a greater 
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portion of their ad budgets on the Intern et, Bankrate has been able to immediately 

introduce its predatory CPC and Price-Fixing Cartel strategy.   

257. Accordingly, the acquisition substantially lessened competition and 

furthered Bankrate’s monopoly in th e market for Bank Rate Websites. 

VII.  EXCLUSIVE DEALING AND PRIC E-FIXING AGREEMENTS WITH 
LENDINGTREE; ALLOCATION OF ACCOUNTS AND MARKE TS 

258. During the first quarter of 2007, Bankrate colluded and conspired with its 

FastFind.com33 rival LendingTree, LLC (“LendingTr ee or “Tree.com”), the number one 

company in the Mortgage Lead Aggregatio n market in terms of market share.   

259. LendingTree, a former subsidiary of IAC/InteractiveCorp, was spun off as 

a separate company known as Tree.com on August 21, 2008.34 

260. Bankrate and LendingTree colluded and entered into confidential quid pro 

quo contracts, including exclusivity and pr ice-fixing, through a combination and 

conspiracy in restraint of trade, whereby they agreed to wind down Bankrate’s FastFind 

Mortgage Lead Aggregation subsidiary and form a joint venture or cartel 

(“LendingTree Joint Venture”) that erected b arriers to entry into the market for Bank 

Rate Websites, in order to suppress and preclude competition with Bankrate’s 

                                                 
33 Bankrate had acquired FastFind.com, a mortgage lead aggregator, for $10.1 

million on December 1, 2005, in tandem with its MMIS/ Interest.com acquisition.  
FastFind takes online applications from consumers and matches those consumers with 
up to four lenders who compet e to provide that consumer wi th a loan.  The acquisition 
of FastFind allowed Bankrate to make a rapid entry into the lead aggregation business.  
After the acquisition, Bankrate integrated FastFind into Bankrate.com, Interest.com and 
many of its Mirror Sites.    

 

34 The LendingTree spinoff date coincided wi th the date in which Plaintiff’s First 
Amended Complaint was due to be filed. 
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monopoly in that market while simultaneously suppressing and precluding 

competition in the Mortgage Lead A ggregation oligopoly market, in which 

LendingTree has a dominant market position. 

261. The transaction was consummated without a filing under the Hart-Scott-

Rodino Act, thus avoiding the scrutin y of government regulatory agencies. 

262. To further this illicit scheme, Bankrate and LendingTree signed an 

agreement or set of agreements to share, allocate and divide markets, products, 

customers and anticompetitive information, to  share revenues and to fix CPC prices on 

their co-branded Bank Rate Website Mirror Site in parallel with Ba nkrate’s Price-Fixing 

Cartel and own organic website Bankrate.com, as described below. 

A. Per Se Illeg al Collaboration and Agreement/s between Competitors to Share or 
Divide Markets by Allocating Customers or Lines of Commerce 

263. This is what LendingTree gave to Bankrate: 

�x Savings Accounts Were Allocated and Passed to Bankrate : A 

new LendingTree High-Yield Savings sub-segment of Bank Rate 

Websites, made accessible at www.lendingtree.com/savings, and 

delivered by Bankrate, was set up specifically for the mutual 

benefit of the two LendingTree Joint Venture members.  All 

traffic and clicks for money market accounts and certificates of 

deposit on LendingTree.com’s Bank Rate Website—one of the 

“House Accounts” —were passed exclusively to the other 

LendingTree Joint Venture member, Bankrate, as illustrated by 

the website screenshots below. 
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Figure 13 – LendingTree’s Savings Marketplace Allocation to Bankrate  
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Figure 14 – Screenshot of LendingTree’s Mirror Site Powered by Bankrate 
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264. This is what Bankrate gave to LendingTree in return: 

�x Mortgage Lead Accounts Were Allocated and Passed to 

LendingTree : A new website under the name BankrateSelect.com 

was set up specifically for the mutual benefit of the two 

LendingTree Joint Venture members.  All mortgage leads 

generated on BankrateSelect.com—another one of the “House 

Accounts”—are passed exclusively to LendingTree, as 

illustrated by the website screenshot below. 

Figure 15 –Bankrate’s Allocation of  Mortgage Leads to LendingTree 

 

 
265. The LendingTree Joint Venture constitutes a competitor collaboration 

comprising a set of one or more agreements, other than merger agreements, between 

actual and potential competitors to divide or share markets, which is per se illegal.   
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266. In a monopolistic market such as the market for Bank Rate Websites or an 

oligopolistic market such as the Mortga ge Lead Aggregation market, with a few 

dominant integrated companies and a small and diminishing group of independents, 

the prevention of increased concentration is important.   

B. Misleading Omissions of Material Facts 

267. Instead of making full and timely disclos ures of critical material facts as 

required by law, Bankrate attempted to hide its quid pro quo contracts with LendingTree 

by making separate, incomplete and deceptive announcements. 

268. On February 6, 2007, during a Bankrate Fourth Quarter 2006 Earnings 

Call, Evans announced a ‘new solution’ for its FastFind.com website—a “partnership” 

with LendingTree’s Mortgage Lead Aggreg ation business—but failed to mention the 

Savings Accounts Bank Rate Website CPC revenue that Bankrate would be receiving 

from LendingTree in exchange: 

“I am happy to announce that we believe we have solved that 
problem by partnering with LendingTree to tap into the LendingTree 
lender network.  We believe that by doing so we will have access to an 
important and well established lender network that we will be able to fully 
monetize the leads we generate. 

Additionally, in our desire to have  this business get off to a fresh 
start, we are changing the name from our platform, from FastFind 
to BankrateSelect.  We think that a better user experience warrants 
a new name.  We believe that consumers will value and trust the 
Bankrate brand and we expect that click and conversion rates will 
be higher as a result of that trust. 

It had always been our intention to use the Bankrate brand and to 
surf off that credibility when we or iginally bought FastFind.  We 
believe with a re-launch of this effort later this month that now is a 
good time to do so. 
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The terms of our contract, I can't discuss the specifics of the agreement 
with LendingTree.  However, we are excited about the opportunity 
to make BankrateSelect our lead generating business, a meaningful 
contributor to our business going forward.  We are excited to be 
working with LendingTree and are conf ident that this is going to be 
successful for both our companies. 

We have plans for a Phase II to be implemented in the future, 
where we get further down the goal  -- further towards the goal of 
enabling our consumer to apply and be approved for a loan online 
with a single session.” 
 
[Emphasis added.] 

269. On March 12, 2007, in a separate press release under the headline 

“Bankrate Powers the New LendingTree High Yield Savings Marketplace,” Defendant made a 

deceptive partial announcement, deliberately failing to disclose that in exchange for 

setting up the Savings Accounts Bank Rate Website on LendingTree.com, Bankrate would 

wind down its FastFind subsidiary  and set up instead a new website BankrateSelect.com, 

to start allocating its mortgage leads to LendingTree.  Thus, Defendant stated as 

follows: 

NEW YORK, March 12 /PRNewswire-FirstCall/ -- Bankrate, Inc. 
(Nasdaq: RATE) today announced a partnership with LendingTree, 
LLC, which will connect consumers to high-yield savings accounts.  
Bankrate will provide listings of financial deposit products to the 
new LendingTree High-Yield Savings Account Marketplace, which 
is located at www.lendingtree.com/savings. 

“Our new arrangement with LendingTree extends our long-time history 
in providing consumers with deposit rate listings through an additional 
distribution channel," said Thomas R.  Evans, President and CEO of 
Bankrate, Inc.  “We are leveraging our core competency in aggregating 
rate information by aligning our interests with LendingTree, a very 
prominent brand,” Mr.  Evans added.  

(Emphasis added.) 

* * * 
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About Bankrate, Inc. 
Bankrate, Inc. (Nasdaq: RATE) (“Bankrate”) owns and operates 
Bankrate.com, a leading Internet consumer banking marketplace. 
 

270. Within days, on March 16, 2007, Bankrate again made the following 

deceptive partial disclosure, deeply buried within its 2006 Annual Report filed with the 

S.E.C. under Form 10-K, which failed to mention the co-branded Savings Accounts 

Bank Rate Website that Bankrate would be setting up on LendingTree.com in exchange:  

In early 2007 we will re-launch the FastFind lead generation 
business as BankrateSelect through a partnership with Lending Tree.  
We will gain access to a well established lender network, which we believe 
will better and more fully monetize the leads we generate.  We believe 
visitors to our Online Network va lue and trust the Bankrate brand 
and we expect that the click and conversion rates should improve 
with the implementation of  BankrateSelect.  
 
(Emphasis added.) 
 

C. Harm to Consumers, Financial Service Providers and Competition Caused by 
the Bankrate and LendingTree Agreements 

271. As more fully described below, the LendingTree Joint Venture partnership 

between competitors Bankrate and LendingTree to fix prices, share and divide markets 

by allocating customers or lines of commerce, including exclusive dealings, has no 

significant benefits, but harms consumers, financial service providers and competition 

in the market for Bank Rate Website, as follows: 

a. With the two largest companies in th e markets for Bank Rate Websites 

and Mortgage Lead Aggregatio n – Bankrate and LendingTree, 

respectively - coming together to start a joint sales and cross-marketing 

venture such as the LendingTree Joint Venture, it has made it impossible 

for a competing such venture to become established. By being designed to 
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be overly large, the LendingTree Joint Venture made competition with it 

uneconomical, if not impossible. In fact, no such competing and 

economically viable venture of a meaningful scale has been able to be 

launched or established in the United States since March 2007. 

b. The LendingTree Joint Venture exclusionary conduct successfully 

foreclosed and forecloses future entry, prevents or limits rivals from 

gaining competitive access to potential buyers and sellers in the market 

for Bank Rate Websites, and excludes rivals from a significant part of the 

relevant market . 

c. Too much sharing of instantaneously available information by these two 

collaborating competitors make it very easy for them to engage in price 

fixing and market manipulation through subtle or not so subtle 

coordination mechanisms, to the detriment of consumers, financial service 

providers and competitors everywhere.  

d. The LendingTree Joint Venture reduced the participants’ ability or 

incentive to compete independently, limits independent decision making, 

and combines the control of or financial interests in production, key 

assets, or decisions regarding price, input, output, or other competitively 

sensitive variables. 

e. The LendingTree Joint Venture increased the ability or incentive for 

Bankrate to raise its CPC prices across its entire network of Mirror Sites 

several times by 10% to 25% since March 2007. 
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f. The ability or incentive to increase or reduce input, output, quality, 

service, or technological innovation  above or below what likely would 

prevail in the absence of the relevant LendingTree Joint Venture 

agreement caused detriment to consumers, financial service providers and 

competitors everywhere.  

g. The LendingTree Joint Venture collaboration between competitors 

facilitated explicit or tacit collusion through practices such as the exchange 

or disclosure of competitively sensitive information or through increased 

market concentration.  

h. Such collusion involved the relevant markets in which the LendingTree 

Joint Venture collaboration operated—the market for Bank Rate 

Websites—and another market in which the participants in the 

collaboration are actual or potential competitors—the Mortgage Lead 

Aggregation market.  

i. The LendingTree Joint Venture precluded rivals from obtaining the 

necessary scale needed for efficient or viable levels of operation, raises 

rivals’ operating and marketing costs, inhibits competition  and potentially 

induces competitors’ exit.  

j. In sum, the LendingTree Joint Venture threatens our free market system, 

stifles innovation, deprives 72 million American consumers and over a 

thousand financial service providers of the benefit of competitive rates 

and prices, leads to higher prices, less favorable consumer interest rates, 

less technological innovation, less choice and less service. 
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VIII.  RECENT EXPANSION OF CART EL AND EXCLUSIVE DEALI NGS 

A. CNN, Move.com and Realtor.com Join Bankrate’s Price-Fixing Cartel 

272. On March 17, 2006, a few months after introducing its CPC pricing and 

after acquiring MMIS/ Interest.com, Bankrate broke up an ongoing licensing agreement 

between its competitor Informa and CNNMoney , which had been paying a licensing fee 

to Informa for many years.  Instead, Bankrate replaced Informa and entered into a 

revenue-sharing co-branded partnership agreement with CNNMoney, thereby 

expanding its ever-growing Price-Fixing Cartel in collaboration with horizontal 

competitors at the same level of market structure.  Bankrate’s March 17, 2006 press 

release stated: 

The hyperlink listing advertisements on the 
CNNMoney.com/ Bankrate.com co-branded pages are being sold as 
part of the Bankrate cost-per-click network.  
 
Previously, rate information on CNNMoney.com was provided by 
another company.  
 

273. Then again, on September 6, 2007, implementing the same illegal antitrust 

scheme as described above, Bankrate broke up a licensing agreement between Informa 

and Move, Inc., a leading online network of web sites for real estate search, finance, and 

moving, including Move.com (http://www. move.com), a leading destination for 

information on new homes and rental listi ngs, moving, home and garden and home 

finance; REALTOR.com (http://www.realtor.com),  the official website of the National 

Association of REALTORS; and others.  

274. Bankrate persuaded Move, Inc. to join its Price-Fixing Cartel entering into 

a revenue-sharing co-branded partnership agreement, as evidenced by Defendant’s 

Case 2:07-cv-03398-SDW-MCA     Document 84      Filed 10/19/2009     Page 110 of 187



 
 

106 

press release issued on September 6, 2007 (See 

http://investor.bankrate.com/releasedetail.cfm?releaseid=262916): 

275. Defendant’s illegal takeover of Inform a’s licensing agreements with Move 

Inc., and the centralized sales structure of Bankrate’s Price-Fixing Cartel, are illustrated 

by Evans during a Bankrate Q3 2007 Earnings Call, as follows: 

First, during the quarter, we contin ued to expand our partner base 
by launching a new co-brand with  move.com. On September 1st, 
we launched our rate tables on Move, taking over the mortgage 
and finance areas of that site. A week later, we did the same on 
Realtor.com.  

B. CNBC Joins Bankrate’s Price-Fixing Cartel  

276. On August 16, 2007 Bankrate announced that it has signed a co-brand deal 

with CNBC. Under the agreement, CNBC.com made available a Bankrate Mirror Site to 

CNBC’s website visitors, joining De fendant’s Price-Fixing Cartel.   

“CNBC is a trusted source for financial news," said Thomas R. 
Evans, Bankrate President and CEO.  

“The collaboration between Bankrate, CNBC and CNBC.com 
allows both organizations to offer consumers more of the tools and 
information they need to make smarter financial decisions,” Mr. 
Evans added.   

(http://investor.bankrate.com/re leasedetail.cfm?ReleaseID=260166) 

C. Bankrate Renews Partnership With Competitor Yahoo!; Expands Price-Fixing 
Cartel 

277. During Bankrate’s Q3 2007 Earnings Call, Evans also reported certain 

details of Defendant’s renewal of its partnership agreement and expanded product 

bundle with Yahoo!, a horizontal Bank Rate Website competitor at the same level of 

market structure, as follows: 
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I am also happy to report that ou r Yahoo! Finance relationship has 
been renewed and that we’re scheduled to launch the full Bankrate 
rate tables, making available all of our markets, later this month. 
 
In addition to the full range of mortgage and home equity 
products, we’ll be adding CDs an d money markets and auto loans 
on Yahoo! as well. 

D. MSNBC.com, A Joint Venture Of Mi crosoft And NBC Universal With 
37 Million Unique Visitors, Joins Bankrate’s Price-Fixing Cartel 

278. On August 8, 2008, MSNBC.com and Bankrate announced a co-branding 

partnership agreement for the launch of a Bank Rate Website Mirror Site. According to 

their joint press release: 

Millions of consumers now have access to search and compare the 
most competitive interest rates on mortgages, home equity lines, 
car loans and more through msnbc.com's new partnership with 
Bankrate.com. 
… 
By going to Bankrate.com, consumers will find a co-branded page 
with information on the latest rates for the selected products. 
… 
Based in Redmond, WA, msnbc.com is a joint venture of Microsoft 
(NasdaqGS:MSFT - News) and NBC Universal (NYSE:GE - News). 
The MSNBC Digital Network (msnbc.com) was the number one 
Current Events and Global News site with more than 37 million 
unique visitors in June, 2008. Source: Nielsen Online. 
 

279. The announcement was also featured on msnbc.com on August 8, 2008, at 

http://www.msnbc.msn.com/id/25628738/. 
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IX. EXCLUSIVE DEALING  

A.  Establishment of Exclusive Dealings Contracts 

280. Bankrate has established de-facto exclusive dealing partnerships with 

approximately 100 co-branded Mirror Sites, thus  foreclosing competition in the relevant 

market.35   

281. As stated in Defendant’s Original Mo tion to Dismiss filed October 17, 2009 

at 26:  

Here, the partnership websites would never carry the rates 
of multiple companies -- nor do plaintiffs allege that they 
would. Instead, these websites each choose one company to 
provide their users with rates for various financial 
institutions. 
 

282. On multiple occasions during 2005 and 2006, BanxQuote approached 

several major online website operators with o ffers to provide an outsourced Bank Rate 

Website.  For example, AOL, Yahoo, as well as former BanxQuote online licensees such 

as WSJ.com, Bloomberg.com, USAToday.com and NewYorkTimes.com, said that they 

had “an exclusive deal with Bankrate” and were not interested in any other source.  

B.  Harm Caused by Bankrate’s Exclusive Dealings  

283. Exclusive dealings by Bankrate have foreclosed competition in the 

relevant market.  

284. The net effect of Bankrate’s predatory campaign is to “cut off BanxQuote’s 

and other competitors’ air supply,” by arbitrarily and selectively giving away free rate 

listings on its Bank Rate Websites to financial service providers, and commingling free 

                                                 
35 See also Defendant’s publicly announced exclusive contracts with Fool.com 

and FoxNews, as described below. 
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listings with paid listings, for the primary  purpose of hurting BanxQuote and other 

competitors regardless of the expense. 36 

E. Exclusive Dealing Contracts With Fool.com and FOXNEWS  

285. According to a November 26, 2006 press release and 8-K filing with the 

S.E.C., Motley Fool and Fox News joined Bankrate’s Price-Fixing Cartel and entered 

into exclusive co-brand partnership agreements, as follows: 

[Bankrate] signed two new co-brand agreements with Motley Fool 
and Fox News. Bankrate will be the exclusive consumer rate 
provider for Fool.com and FOXNews.com. 
 

286. A November 21, 2006 press release from Bankrate acknowledges the 

following (http://investor.bankrate.com/rele asedetail.cfm?ReleaseID=236076):  

Bankrate, Inc. (Nasdaq: RATE) announced today that the company 
has signed a co-brand deal with The Motley Fool to be the exclusive 
interest rate provider for the company's Web site, Fool.com. … 
Rates were previously offered on the Fool.com Web site by another 
provider. 

287. These two additional partnership agreements follow the same illegal 

scheme as the above-described partnership agreements with CNN and Move, Inc., with 

the primary purpose of harming compet itors and foreclosing competition. 

X. ACQUISITION OF COM PETITOR BANKAHOLIC 

288. On September 23, 2008, Bankrate announced the acquisition of Bankaholic, 

a former independent competitor and current  Mirror Site. Bankrate paid $12.4 million 

for Bankaholic, with up to an additional $2.5 million earn-out payment. 

                                                 
36 For additional details regarding the harm caused to consumers, financial 

service providers and competition as a result of Bankrate’s exclusive dealings, see above 
Injury to Plaintiff as Incident of Antitrust Injury.   
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289. According to Bankrate’s September 23, 2008 press release, Evans stated as 

follows:  

We have been working with Bankaholic in a co-brand relationship since 
July and have seen first-hand the volume and quality of its traffic. 
[Emphasis added.] 
 

290. Nearly six months prior to joining Bankrate’s Price-Fixing Cartel in July 

2008, Bankaholic had announced the launch of its own improved web application for 

comparing certificate of deposit rates from over 50 national banks and credit unions, as 

follows: 

San Marino, CA January 18, 2008—Bankaholic, a leading online 
portal for online consumer banking,  announces the official launch 
of a new certificate of deposit rate comparison engine that allows 
readers to compare interest rates and customer reviews of over 50 
national banks and credit unions.  
  
The table can be sorted by interest rate, length of term, minimum 
deposit and bank rating. Consumers can add their own ratings of 
banks, which are shared with other readers. Banks are rated on a 
scale of 1 to 5 stars.  
  
“I am really excited to launch th is new rate table,” said Johns Wu, 
founder of Bankaholic. “The AJAX  interface that our talented 
coders implemented is really slick and user-friendly! Our coders 
did a phenomenal job. I love the robust bank review system, and I 
anticipate that customer generated reviews will really add value to 
the site.” 
  
“I am a big fan of AJAXified web applications,” said Tian Do, lead 
developer at Bankaholic. “They provide a good user-experience, 
and in our preliminary beta tests, [were] shown to lift user-
engagement metrics by over 63%.” 
  
In addition, an improved money market and high interest savings 
account engine is slated to launch late January, with a similar user-
interface. The rate table will list interest rates of liquid money 
market and high interest savings accounts from over 50 national 
banks and credit unions.  
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291. At a Conference Call Webcast held by Bankrate on the afternoon of the 

Bankaholic acquisition announcement on September 23, 2008, Evans stated the 

following: 

We are buying these things at very attractive multiples. Quite 
frankly, nobody can monetize it like Bankrate can. We have an 
advantage walking in and being able to work with entrepreneurs 
like Johns and Raphael.  
 
I think there is a bit of a recognition, realization or capitulation on the part 
of entrepreneurs that it's a tough environment out there, and stand-alones 
are in a vulnerable position, even if they are doing as well as these 
two companies.  
 
[Emphasis added.] 

 
292. As stated above under Injury to Plaintiff as Incident of Antitrust Injury, 

aside from less choice, less technological innovation, and numerous other injuries, some 

of the most significant harms to Plaintiff,  consumers, financial service providers and 

competition resulting from Bankrate’s anticomp etitive practices such as its acquisition 

of Bankaholic following their initial partnership, are as follows: 

a. The collaboration between competitors who are members of 

Defendant’s Price-Fixing Cartel facilitates explicit or tacit collusion 

through practices such as the exchange or disclosure of 

competitively sensitive information or through increased market 

concentration.  

b. Too much sharing of instantaneously available information by 

these collaborating horizontal comp etitors make it very easy for 

them to engage in price fixing and market manipulation through 

subtle or not so subtle coordination mechanisms, to the detriment 
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of consumers, financial service providers and competitors 

everywhere. 

c. Defendant’s Price-Fixing Cartel reduces the participants’ ability or 

incentive to compete independently, limits independent decision 

making, and combines the control of or financial interests in 

production, key assets, or decisions regarding price, input, output, 

or other competitively sensitive variables.  

d. Defendant’s Price-Fixing Cartel pr ecludes rivals from obtaining the 

necessary scale needed for efficient or viable levels of operation, 

raises rivals’ operating and marketing costs, inhibits competition 

and potentially induces and has induced competitors’ exit.  

Case 2:07-cv-03398-SDW-MCA     Document 84      Filed 10/19/2009     Page 117 of 187



EXHIBIT A 

Case 2:07-cv-03398-SDW-MCA     Document 84      Filed 10/19/2009     Page 118 of 187



 

CORPORATE PROFILE 

BUSINESS OVERVIEW 

 

 

 

 

Stock Compared to Nasdaq  12/16/02       Stock Compared    

Stock Comparison with Nasdaq  06/24/2003        
  

 
 
Large advertisers include American Express, Providian, E-LOAN and Capital One, while banks such as 
Citibank, PNC, Wells Fargo and First Union are regular advertisers.  With connections to more than 80 
online partners, including Yahoo!, America Online, MSN, The Wall Street Journal Online and The New 
York Times Online, Bankrate.com has become the preferred channel of distribution for consumer banks 
on the Internet.  Partners contribute 30% of the Bankrate’s total traffic. Once a partner is introduced, the 
Company puts significant resources behind the maintenance of the partnership to help promote what can 
be a profitable relationship for both parties. 
 

 
Market Data  (06/26/03)  

NASDAQ RATE

Recent Price               $11.37

P/E Ratio                              26

Price/Sales   6.09

52-Week High $11.37

52-Week Low $1.01

Debt/Equity Ratio 0.00

Market Capitalization  $161 mil

Shares Outstanding  14.2 mil

Insider Ownership 60%

Year-End Results   
(In millions except EPS) 

2002   2001  

Revenue $    26.6 $    18.3

Net Income

EPS Diluted

$     6.7 

$     0.46 

$    (0.9)

$    (0.07)

Bankrate’s business model has enabled it to become the 
Internet’s leading consumer banking marketplace and a 
company that has a very sound financial foundation. 
Bankrate, Inc. operates Bankrate.com, the leader in its 
field, connecting more than 4,800 financial institutions to 
more than 4 million individuals each month who are 
seeking objective information that will enable them to 
make critical personal finance decisions.   

Tracking more than 190 financial products in over 180
markets throughout the United States, Bankrate provides 
in-depth information on mortgages, credit cards, new and 
used auto loans, money market accounts and CDs, 
checking and ATM fees, home equity loans and online 
banking fees. comScore Media Metrix ranks 
Bankrate.com as the Number 1 site in the Financial 
Information and Advice category.   As one of the most 
visited destinations on the Web, Bankrate’s site is 
currently attracting more than one million page views per 
day.  
 
Revenue is generated through online publishing, 
hyperlinks (advertisements which facilitate transactions 
between buyers and sellers), print publishing and 
licensing. More than 450 financial institutions advertise 
on Bankrate.com. The majority of advertisers are 
traditional banking institutions that recognize the value 
that Bankrate offers in reaching new customers via the 
Internet. 
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The Company’s information is also distributed through more than 100 newspapers, including eight of the 
nation’s top 10.  Customers include The Wall Street Journal, The New York Times, USA Today, and 
numerous other national and regional publications.  In addition, Bankrate information is featured on the 
half-hour on CNN Headline News.  Bankrate also mails two weekly newsletters to approximately 1,000 
paid subscribers. During the third quarter of 2002, Bankrate signed significant new distribution 
agreements with the The Wall Street Journal, the The New York Times and the The New York Post.  In 
addition, the Company renewed its partnership agreement with America Online, a relationship that dates 
back to 1997.     

 
TRAFFIC CONCENTRATION 

 

 

 

 

 

 

 

 

 

RECENT FINANCIAL PERFORMANCE 
 
Bankrate generated revenue growth and an impressive earnings turnaround for the year ended December 
31, 2002. Total revenue for the year increased 46% to $26.6 million from $18.3 million in 2001.  The 
Company reported its first profitable year with net income of $6.7 million, or $0.46 per share on a diluted 
basis, compared to a net loss of $936,000, or $0.07 per share on a diluted basis, reported for 2001.  
Excluding the non-cash gain on early extinguishment of debt of $2.0 million, or $0.14 per share, in the 
quarter ended March 31, 2002, the Company would have reported net income of $4.7 million, or $0.32 
per share on a diluted basis, for 2002.  
 
For the seventh consecutive quarter, the Company generated cash from operations. Cash increased to 
$11.0 million at December 31, 2002 from $9.8 million at December 31, 2001. During the year, the 
Company paid off its $4.35 million subordinated debt for $3.4 million (in February 2002) with available 
cash, leaving the Company virtually debt-free, while generating over $4.6 million in cash flow for the 
year. 
 
Bankrate’s strong balance sheet and cash flow have placed it in the enviable position of being able to take 
advantage of opportunities that may present themselves to extend its product lines either through internal 
growth or by acquisition.  

REVENUE 
 
 
 
  

“Other” includes visits to the home page, calculator pages, tax and advice 
Source:  Bankrate.com  internal page views by channel logs – 2002 
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NET INCOME 

 
 
 
 
 
 
 
 
 
 
 
 
 
Revenue per Page vs. Industry      Revenue per Full Time Employee 
Source: Online Publishers Association, six-month average   
revenue per page, OPA Benchmarking Study 

  
COMPETITIVE STRENGTHS 
 
comScore Media Metrix ranks Bankrate.com as the Number 1 site in the Financial Information and 
Advice category, and Forrester Research points to the site as an example of a marketplace site that has 
used the Internet to improve and transform the consumer shopping experience.  Through Bankrate.com, 
more than 4,800 US banks and other financial institutions are able to efficiently reach a large, active 
audience of consumers who are selecting which lender to use for their mortgage, auto loan or home equity 
loan, and/or for many other consumer banking products. Led by the online brokerage segment, the 
financial services industry was one of the early adopters of the Internet.  According to industry analysts, 
including Cyber Dialogue, the banking and credit segment is poised to undergo explosive growth similar 
to the online brokerage segment.  Bankrate is squarely positioned in the heart of this segment and should 
reap tremendous benefits through its growth. 
 
An essential key to the Company’s success is that partners and advertisers know that the Bankrate user is 
ready to make a decision. Consumers view Bankrate.com as a trusted brand, a site where they can educate 
themselves about all aspects of a banking transaction, and where they can privately comparison shop to 
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find the products to best meet their individual needs.  The value and trust identified with the Bankrate 
brand reflect the Company’s vital competitive strengths, notably: 
 

�x High Quality Editorial and Data -- The Company is respected as the authoritative 
online, print and broadcast source for objective rates and editorial content on banking and 
credit.  No competitor provides this breadth of coverage.  Unlike other rate table 
providers, advertisers cannot “pay for placement.”  Bankrate is the data source of record 
for the Associated Press, Bloomberg Financial Markets, the New York Times, the Wall 
Street Journal, and the Federal Reserve, as well as over 100 print publications.  

 
�x A Free and Neutral Marketplace – Bankrate’s rate information and rankings are 

completely objective.  Rate data is normalized so the consumer can easily make “apples-
to-apples” comparisons. All US banks, credit unions and other financial institutions are 
able to be included regardless of whether they advertise or not.  This neutrality supports 
both the education of consumers and their ultimate decision making.   

 
�x Ease of Use for Decision Making – Bankrate facilitates transactions between buyers and 

sellers by listing current rates, and telephone numbers for financial institutions -- some of 
which are hyperlinked through an advertising arrangement. Consequently, consumers, 
who are generally not willing to make some of their largest spends like mortgages 
completely online, are able to connect with ease and speed with the specific banks that 
meet their individual needs. 

 
�x Value for Advertisers – In 2002, Bankrate was able to grow its advertising base in the 

worst environment since the Great Depression.  Advertising, hyperlinks, and print 
publication sales are the three primary sources of revenue.  Bankrate.com has a 
demonstrated ability to monetize its users. Advertisers are keenly aware that Bankrate, as 
the Web’s only objective banking marketplace,  is the place to reach consumers who are 
in the midst of making serious financial decisions.  Therefore, advertisers are willing to 
pay premium rates to compete for the Bankrate “in-market” audience. The vast majority 
— over 90% — of Bankrate’s advertising base are traditional companies, not dot-coms.  

 
�x A Network with Reach -- Bankrate was one of the early adopters of both the Internet 

and the co-brand distribution model.  The Company currently has more than 100 partners 
that contribute 30% of the Bankrate’s total traffic.  These partners have been very stable 
with turnover of less than 5% per year, and include some of the top tier Web sites 
including AOL, Yahoo!, MSN, Bloomberg, USA Today, Motley Fool, and NASDAQ.  
Top Websites like these recognize that they need to provide their audience with the most 
in-depth and timely information and advice possible about consumer banking that is only 
available through Bankrate.  Furthermore, the revenue potential available to partners 
makes it relatively easy for Bankrate to sign new partners.  

 
�x Financial Strength – The Company’s strong financial foundation and cash flow have 

enabled it to fund initiatives taken in 2002 to make its site faster for the user and more 
efficient to operate.  Site speed is increasingly important as the site continues to grow 
traffic and attract more advertisers, and as existing advertisers expand their commitments. 
Bankrate’s financial strength gives it the wherewithal to develop new products and also 
to grow through acquisitions, which must meet strict accretive criteria.   
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�x Barriers to Entry – As a category leader and a trusted source, Bankrate has built 

enormous brand equity and a very strong franchise.  These elements and the Company’s 
technological infrastructure could be extremely expensive to build from scratch.    

 
ECONOMIC TRENDS 
 
Bankrate continues to experience unprecedented strength in all categories, in contrast to historically 
somewhat weaker traffic patterns from the third and fourth quarters. The Company believes its products 
are sufficiently diversified to withstand changes in economic trends. With mortgage rates the lowest they 
have been in 30 years, the ratio of re-financings to new purchases is now at about 60/40, which is 
practically the reverse of the norm.  When a re-financing boom comes to an end, the demand for home 
equity loans typically picks up.  The home purchase market is very stable and predictable. Importantly, 
over the past ten years, new home purchases have grown at an average 8 percent year-over-year. Taking 
this growth into account together with a switch from re-financings to home equity loans, which is what 
typically happens when rates start rising, consumer demand for information about rates is expected to 
continue to be strong. 
 
As rates change, either up or down, consumers need advice about where to get the best rates and other 
important information, all of which Bankrate supplies. 
 
A PROVEN MANAGEMENT TEAM 
 
Management has been sharply focused on increasing operating efficiencies for profitable growth without 
detracting from the excellence that Bankrate.com offers its advertisers, partners and the consumers who 
use the site for their consumer banking needs. 

Members of Bankrate’s senior management team include:  

Elisabeth DeMarse - President and CEO  

Elisabeth DeMarse joined Bankrate, Inc. as President and Chief Executive Officer in May 2000. Ms. 
DeMarse has extensive experience with building and running both financial services and Internet 
businesses. She joined Bankrate, Inc. from Hoover's, Inc., which owns and operates Hoover's, Online, 
where she most recently served as Executive Vice President of International Operations.  

Previously, as a member of the executive management team at Bloomberg L.P., she helped grow the 
company’s revenue to $1.5 billion from $50 million. During her 10 years at Bloomberg, Ms. DeMarse led 
the start-up of eight businesses and founded Bloomberg's e-commerce and i-commerce divisions. She 
orchestrated more than 20 major deals and new business ventures, and redefined Bloomberg’s brand to 
extend beyond professional financial services to a broader range of personal service offerings. Prior to 
Bloomberg, she served for four years in Citibank's Information Business. Ms. DeMarse earned her AB 
cum laude from Wellesley College and an MBA from Harvard University. 
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G. Cotter Cunningham - Senior Vice President and Chief Operating Officer  

Cotter Cunningham joined Bankrate, Inc. in 1999 after serving as Vice President and General Manager of 
VML Interactive, an advertising agency specializing in new media. His VML clients included Applebee's, 
American Century, AMC Theatres, American Express, H&R Block and Northwest Airlines.  

From 1992 to 1997, he was Vice President of Block Financial Corporation, a subsidiary of H&R Block, 
Inc., where he created, launched and directed the CompuServe Visa and WebCard Visa credit card 
programs, which were the first Internet-focused bank cards.  

Mr. Cunningham holds a BA in Economics from the University of Memphis and an MBA from 
Vanderbilt University. 

Robert J. DeFranco - Senior Vice President and Chief Financial Officer  

Robert J. DeFranco was promoted to Senior Vice President and Chief Financial Officer in October 2000 
after having served as Vice President - Finance beginning in March 1999. From 1986 to 1999, he held 
various positions in corporate accounting and finance for companies including Ryder System, Inc., 
Southeast Banking Corporation, SunTrust Banks, Inc. and Ocwen Financial Corporation. His experience 
includes all aspects of corporate accounting and finance, internal and external financial reporting - 
including SEC reporting, mergers and acquisitions (analysis, integration and accounting), corporate re-
engineering, budgeting and forecasting.  

A Certified Public Accountant and a member of the American Institute of Certified Public Accountants, 
Mr. DeFranco was part of the commercial audit division of Arthur Andersen & Co., Miami, FL, from 
1978 to 1986.   

Mr. DeFranco received a BS degree with a major in accounting from Florida State University.  

Ned Newhouse - Senior Vice President and Chief Revenue Officer  

Ned Newhouse joined Bankrate, Inc. in August 2000, bringing over 15 years of media sales and 
management experience to the Company. Prior to joining Bankrate, Inc., he was a founding member and 
Vice President, Director of Sales at 24/7 Media, Inc. where he was responsible for leading advertising 
sales for over 100 Web sites, including America Online, WebCrawler, AT&T Worldnet, Goto.com and 
Juno.com. Earlier, Mr. Newhouse worked with Millennium Media/Katz Media as a founding member of 
the interactive division of the world's largest media rep firm.  

Mr. Newhouse earned a BS from the Rochester Institute of Technology.  
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SUMMARY 
 
The management team has successfully implemented a restructuring strategy and has made the 
infrastructure investments necessary to enable the Company to continue to grow profitability. Covering 
more than 100 products segmented geographically in all 50 states, the Company is sufficiently diversified 
to meet the needs of most Americans in any economic cycle.  The Company’s strong balance sheet and 
cash flow have placed it in the position of being able to take advantage of opportunities that may present 
themselves to extend its product lines either through internal growth or by acquisition.  
 
Bankrate’s business model is based on building a trusted brand by investing in the highest quality 
editorial and data collection, attracting a premium audience to the Bankrate site, and introducing that 
audience directly to banks and financial institutions.  This business model has produced steadily 
increasing advertising revenue. Moreover, the success of the business model has created a significant 
barrier to entry.  Bankrate’s brand equity and infrastructure provide a solid platform for future growth as 
the leading Internet marketplace for financial services.    
 
In addition to increasing sales activity and continued partnership growth, management is now able to 
focus on planned enhancements to Bankrate.  In the year ahead, the Company plans to develop new 
higher priced products based on in-house database resources that are being specially designed for the 
institutional corporate and professional services markets. As the brand leader and online consumer 
banking marketplace, Bankrate, Inc. continues to build extraordinary value for shareholders, consumers, 
advertisers and its partners. 
 
 
 
 
 
 
 
 
 
 
For more information contact:     
Robert J. DeFranco 
Senior Vice President 
Chief Financial Officer 
www.bankrate.com 
bdefranco@bankrate.com 
561.630.1230 
 
This Corporate Profile may contain “forward-looking statements,” including statements about the Company’s beliefs, plans, objectives, goals, 
expectations, estimates, projections and intentions.  These statements are subject to significant risks and uncertainties and are subject to change 
based on various factors, many of which are beyond our control.  For information concerning these factors, see the following sections of the 
Company’s Annual Report on Form 10-K for the year ended December 31, 2002: (a) “Risk Factors ” in Item 1, “Business”, and (b) 
“Introduction” in Item 7, “Management’s Discussion and Analysis of Financial Condition and Results of Operations,” in addition to the other 
information set forth in the Company’s Quarterly Report on Form 10-Q for the quarterly period ended March 31, 2003.    
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Traditional Publishin g,

A mournful elegy for a
wonderful medium.

What’s going on here? 

This site is a collection of headlines
from around the web, documenting the
sad decline of traditional publishing. 

We love traditional media; nothing will
ever rival our enjoyment of books,
newspapers, magazines, radio and even
(sometimes) television. Regardless, this
seems to be the way of the world, and
so we offer this site as an ephemeral
chronicle of traditional media’s decline.

By Dialect.

March 3 

Standard & Poor's cuts Gannett 
to junk - Business Courier  
A week after Moody’s Investors Service lowered 
its credit ratings on Gannett Co. Inc., Standard & 
Poor’s has done the same, citing the continued 
decline in advertising revenue. 

March 3 

Men's monthly magazine Arena 
to cease printing after 22 years 
- guardian.co.uk  
Pioneering men's monthly magazine Arena is set to 
close after 22 years, putting up to 12 jobs at risk. 
Publisher Bauer Media said today it was 
suspending publication of the title and would 
consult with staff over possible job losses. 

March 3 

Dispatch cutting 45 newsroom 
employees - Business First of 
Columbus  
The Columbus Dispatch on Monday said it will cut 
45 workers in its newsroom next month as it copes 
with a steady decline in advertising revenue. 

March 3 

Washington Post profit falls 77 
percent in 4th qtr - San 
Francisco Examiner  
The Washington Post Co.'s reeling newspaper and 
magazine divisions stumbled again in the fourth 
quarter, extending an earnings slump that would 
have been even more disconcerting if not for the 
stability of the company's education and cable TV 
businesses. 

March 3 

Boston Herald to cut 20 more 
jobs - The Boston Globe  
The Boston Herald said today it needs 20 
employees, about 5 percent of its staff, to take buy-
outs as the recession takes a toll on advertising. 

March 3 

Newspaper to outsource 
printing, layoffs possible - 
News 14 
The Wilmington Star News announced Friday that 
i ill i i i h
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it will  stop printing its own newspaper. The Star 
News says it will outsource the printing of the 
newspaper to a company that has not yet been 
named. Nearly 40 full-time workers in the mail 
room and press room could be laid off as a result. 

March 3 

Manitoba Daily Drops Monday, 
Moves Printing - Editor & 
Publisher  
Beginning in May, The Daily Graphic and its 
Saturday weekly, the Herald-Leader, Portage la 
Prairie, Manitoba, will be printed at their Sun 
Media sister paper in Winnipeg... The Graphic also 
will cease publishing a Monday edition, starting 
March 30. 

March 3 

Worth magazine lays off most 
of NY staff - Reuters  
Worth, the luxury magazine that caters to high-
rolling executives and wealthy people, cut its New 
York-based staff by 45 percent because of a sharp 
decline in advertising by financial firms. 

March 3 

American Society of 
Newspaper Editors Cancels 
Convention - NYTimes.com  
The American Society of Newspaper Editors 
canceled its annual convention on Friday in 
deference to the cost-cutting and turmoil in the 
industry, just days after the Magazine Publishers of 
America called off its annual conference for the 
same reasons. 

March 3 

Trinity Mirror scraps final 
dividend after plunge in 
advertising - The Guardian  
Trinity Mirror axed its final dividend yesterday as 
the newspaper group warned that advertising 
revenues had fallen about 30% in the first two 
months of this year. 

February 26 

Fairfax Seeking A$684 Million 
in Share Sale to Pay Down Debt 
- Bloomberg.com  
Fairfax Media Ltd., which this week reported its 
first loss on record, is seeking to raise as much as 
A$684 million ($443 million) by selling stock to 
existing shareholders at a discount to lower its 
debts. 
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February 26 

Newsday will start charging 
readers to view stories online - 
Asbury Park Press  
Cablevision Systems Corp. will start charging 
readers to access the New York daily Newsday 
online, seeking new sources of revenue to make up 
for plunging advertising sales. 

February 26 

NYT Reduces Frequency of T 
Style Mag, Scales Back Key - 
Fitz & Jen  
The New York Times is scaling back T and Key, 
the style and real estate magazines distributed in 
the Sunday paper. 

February 26 

Cosmopolitan UK publisher to 
cut 100 jobs - guardian.co.uk  
National Magazine Company is to make nearly 
100 staff redundant – almost 15% of its workforce 
– as it bids to cut costs after its chief executive 
claimed it was facing the worst business conditions 
during his 20 years with the firm. 

February 26 

Friday last day for Rocky 
Mountain News - The Denver 
Post  
A nearly 150-year publishing run will end Friday 
as the Rocky Mountain News prints its final 
edition. The News becomes the latest casualty in 
an industry stricken by a spiraling decline in 
newspaper economics. 

February 26 

Yorkshire Evening Post 
circulation down 12% - 
guardian.co.uk  
Johnston Press's Yorkshire Evening Post suffered a 
year-on-year headline circulation fall of 12% in the 
second half of 2008, as most leading English 
regional evening papers saw heavy declines. 

February 26 

Torstar falls to $211.2-million 
Q4 loss on media property 
writedowns, CEO exits role - 
The Canadian Press  
Torstar Corp. (TSX:TS.B), the publisher of the 
Toronto Star and other papers, is replacing its 
CEO l hi it di id d d i f f th
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CEO, slashing its dividend and warning of further 
restructuring and job cuts after a huge $211.2-
million quarterly loss. 

February 26 

Liverpool Daily Post sales 
down 17% - guardian.co.uk  
Trinity Mirror's Liverpool Daily Post was the 
biggest circulation faller among the English 
regional daily morning papers in the second half of 
2008, down by 17% year on year. 

February 26 

Gannett Joins Crowd, Slashes 
Dividend 90% - Fitz & Jen  
annett’s unbroken streak of paying out 163 
consecutive quarterly dividends since going public 
in 1967 is still unbroken -- but you've gotta put an 
asterisk on this record.Gannett’s board Wednesday 
slashed the cash dividend from 40 cents a share to 
a nominal 4 cents. What a difference an industry 
and global credit meltdown makes. 

February 26 

Hartford Courant cuts 100 more 
jobs - Newsday.com  
The Hartford Courant, struggling with other 
Tribune Co. newspapers with bankruptcy, massive 
debt and an industrywide decline in advertising, 
says it will eliminate 100 jobs this week, primarily 
through layoffs. 

February 26 

Post Co. Quarterly Earnings 
Fall 77% - washingtonpost.com  
Washington Post Co. earnings fell 77 percent in 
the fourth quarter of last year compared with the 
same period in 2007, as large impairment charges 
drove down net income. 

February 26 

Hearst says cuts needed or S.F. 
Chronicle may close - 
MarketWatch  
The Hearst Corp. said Tuesday that unless the San 
Francisco Chronicle can undertake "critical" cost-
cutting measures including job cuts within weeks, 
the media giant will be forced to sell or close the 
144-year-old newspaper. 

February 26 

Another Wave of Job Cuts at 
Media House - Khaleej Times 
Online  
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One of the UAE’s largest publishing houses has 
announced another wave of job cuts in the face of 
declining advertising. Eight editorial staff were 
laid off from ITP’s consumer division in Garhoud 
on Tuesday as staff are panicked over where the 
axe will fall next. 

February 26 

Moody's Whacks Canwest 
Media Rating - Fitz & Jen  
Moody’s Investors Service warned that Canwest 
Media, Canada’s largest English-language 
newspaper publisher, could soon fall out of 
compliance with its financial covenants. 

February 26 

Up to 116 jobs on the line at 
Northcliffe - guardian.co.uk  
Northcliffe Media has unveiled plans to centralise 
the subbing of newspapers in the east Midlands 
and the north of England and transfer printing of 
the Leicester Mercury away from presses in the 
city, placing up to 116 jobs at risk. 

February 26 

FT says staff offered three-day 
working week - AFP  
The Financial Times, the leading financial 
newspaper, will offer staff the chance to work 
three days a week over the summer as part of its 
drive to cut costs, a company spokesman said 
Monday. 

February 26 

More jobs may go at Fairfax | 
Herald Sun  
Fairfax Media chief executive Brian McCarthy has 
hosed down speculation of an imminent capital 
raising but not ruled out further job cuts at the 
publisher which yesterday posted a $365 million 
first-half net loss. 

February 26 

Philly Newspaper Owner Seeks 
Bankruptcy Protection - 
NYTimes.com  
The owner of The Philadelphia Inquirer and 
Philadelphia Daily News has filed for bankruptcy. 
Philadelphia Newspapers Inc. filed for Chapter 11 
protection Sunday. PNI is owned by Philadelphia 
Media Holdings LLC. It is the second newspaper 
company in two days, and fourth in recent months, 
to seek bankruptcy protection. 

F b  26  
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February  26  

Journal Register files for 
bankruptcy protection - The 
Associated Press  
The Journal Register Co., publisher of the New 
Haven (Conn.) Register and other newspapers, 
filed for Chapter 11 protection Saturday, joining at 
least two other publishers that turned to bankruptcy 
court in recent months amid slumping advertising 
revenue and circulation. 

February 26 

N. Idaho newspapers announce 
staffing cuts - KTRV Fox 12  
The publisher of 2 northern Idaho newspapers says 
10 jobs have been eliminated in an effort to save 
money and survive the sputtering economy. The 
cuts announced Friday involve employees at the 
Lewiston Tribune and the Moscow-Pullman Daily 
News. The newspapers are owned by TPC 
Holdings Inc. 

February 26 

Star Tribune seeks to void 
pressmen's contract - 
StarTribune.com  
The Star Tribune asked a federal bankruptcy judge 
late Thursday to cancel the labor contract for its 
116-member pressmen's union and impose new 
language that would save the debt-laden 
newspaper $3.5 million a year. 

February 26 

Citizen likely to close March 21; 
no buyer stepping up - Tucson 
Citizen  
The deadline for bids on the Tucson Citizen has 
passed - apparently with no offers - which means 
the paper likely will cease publication March 21 
after 138 years in business. 

February 26 

E.W. Scripps posts 4Q loss, will 
cut salaries - Forbes.com  
Media company E.W. Scripps Co. posted a loss for 
the fourth quarter Thursday as it plans to cut 
salaries and benefits amid an industrywide 
advertising downturn. 

February 26 

The Times Company Suspends 
Its Dividend - NYTimes.com  
The New York Times Company suspended 
dividend payments to shareholders on Thursday 
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for the first time in four decades as a publicly 
traded company, another in a series of concessions 
because of sharply lower newspaper revenue. 

February 26 

Register Star, Daily Mail to end 
Sunday editions - 
BizJournals.com  
The Hudson Register Star and The Catskill Daily 
Mail, sister publications in Columbia and Greene 
counties of New York, are dropping their Sunday 
editions. Instead, the newspapers will distribute 
“weekend editions” on Saturdays, begining Feb. 
28. The last Sunday editions will publish Feb. 22. 

February 26 

SSP The Star cuts pay, benefits 
to trim costs - Ventura County 
Star  
The Star announced Wednesday it was cutting 
workers' pay and retirement benefits as part of a 
companywide effort to control costs during bleak 
times. 

February 26 

Magazine Trade Group Loses 
Two More Members to 
Recession - Advertising Age  
The Magazine Publishers of America has lost two 
more members, New York magazine and 
American Media, to tough business conditions. 
The exits by New York, an industry darling that's 
one of the top 50 magazines by revenue, and 
American Media, which publishes 11 titles 
including Star and Shape, compound the surprising 
dropout by Hachette Filipacchi Media U.S., which 
recently decided against paying the membership 
dues despite the company's close ties to the 
magazine association. 

February 26 

Indiana Newspaper Cutting 
Salaries - Inside INdiana 
Business  
Another Indiana newspaper is taking steps to 
weather the declining economy. Our partners at 
Evansville Courier & Press say starting next 
month, salaried employees' pay will drop by 5 
percent and most hourly employees will fall by 3 
percent. Beginning in April, the newspaper 
company will no longer match employee 
contributions to a 401(k) retirement program and 
will freeze pension plans. 

February 26 

Playboy Concedes It's Open to
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Playboy  Concedes  It's  Open to  
Flagship Sale - MediaWeek  
Playboy has accelerated cost reductions in recent 
months, slashing jobs and outsourcing certain 
functions in an effort to rein in costs 

February 26 

Island of Ireland ABCs: titles 
continue to lose circulation - 
Brand Republic  
All daily paid-for papers in the Republic of Ireland 
shed circulation year-on-year between July and 
December, according to the Island of Ireland report 
out today. The largest Republic of Ireland-only 
paper by circulation was Independent News and 
Media-owned Irish Independent, with a circulation 
of 154,610. However, the Irish Independent's 
circulation was down 3.9% year on year, according 
to the average figure for the last six months of 
2008. 

February 26 

Death of newspapers - Salon  
If reporting vanishes, the world will get darker and 
uglier. Subsidizing newspapers may be the only 
answer. 

February 26 

Does A Rate Card Mean 
Anything These Days? - 
followthemedia.com  
With the huge advertising downturn does a rate 
card in a competitive environment mean anything 
these days? Indications are the discounts are now 
huge and increasing 

February 26 

5 Newspapers in Northeast to 
Share Content - NYTimes.com  
Five major newspapers in New Jersey and New 
York announced on Wednesday that they would 
share articles and photographs, adding to a 
growing movement in an industry that is seeking 
new ways to cope with shrinking resources. 

February 26 

Newspaper publishers seek tax 
cut - Seattle Times  
Newspaper publishers want lawmakers to give 
them a temporary break on the state's main 
business tax. Seattle Times publisher Frank 
Blethen and Scott Campbell, publisher of The 
Columbian in Vancouver, say they need help 
during tumultuous times in the industry. 
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February 26 

Condé Nast Pulls the Plug on 
German Edition of "Vanity Fair" 
- Deutsche Welle  
The last issue of the German edition of the US 
glossy, whose circulation had plummeted from a 
half million to less than 200,000 per week, appears 
on Thursday, Feb. 19. 

February 26 

Spokane newspaper to freeze 
wages - Seattle Times  
The Spokesman-Review newspaper will freeze 
wages in 2009, and seek a 5 percent salary cut for 
all managers, non-union employees who earn more 
than $11 an hour, and, with their voluntary 
consent, all union employees. 

February 26 

Printer Transcontinental cuts 
1,500 jobs at N American 
operations, 600 in Canada - The 
Canadian Press  
Commercial printer and newspaper publisher 
Transcontinental Inc. (TSX:TCL.A) is undertaking 
the largest job cut in its 33-year history by 
jettisoning 1,500 positions, or 10 per cent of its 
Canadian, U.S. and Mexican workforce and 
reducing costs to address the deepening recession. 

February 26 

Brown Cutting Workforce 8% - 
Graphic Arts Online  
Publication printing company commences staff 
reduction across all three of its plants. 

February 26 

Tories announce details of 
reworked Canadian magazine 
fund - globeandmail.com  
The Harper government is going ahead with plans 
to create a new $75.5-million Canada Periodical 
Fund that merges the functions of the Publications 
Assistance Program and the Canada Magazine 
Fund, Canadian Heritage Minister James Moore 
announced yesterday. 

February 18 

Playboy Open to Sale Talks - 
FolioMag.com  
Playboy reported a year-end net loss of $156.1 
million in 2008, compared to a net gain of $4.9 
million during 2007. The majority of that loss 
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came during the fourth quarter, which saw a profit 
loss of $145.7 million due, in part, to $157.2 
million in impairment and restructuring charges. 

February 18 

Another Media Business Model 
Broken: Free Newspapers - 
followthemedia.com  
In response to industry-wide financial woes, the 
Kane County Chronicle will cut costs next month 
by switching to a tabloid-size format and no longer 
publishing on Sundays and Mondays while 
continuing to cover news daily on its Web site, the 
suburban paper told its readers Tuesday. 

February 18 

Kane County Chronicle to 
reduce size, frequency - 
Chicago Tribune  
In response to industry-wide financial woes, the 
Kane County Chronicle will cut costs next month 
by switching to a tabloid-size format and no longer 
publishing on Sundays and Mondays while 
continuing to cover news daily on its Web site, the 
suburban paper told its readers Tuesday. 

February 18 

Dallas Morning News parent 
A.H. Belo posts 4th straight 
loss - Dallas Business News  
Dallas-based newspaper company A.H. Belo 
Corporation lost $33.1 million in the fourth 
quarter, the company said Tuesday, its fourth 
consecutive quarterly loss since becoming an 
independent company in early 2008. 

February 17 

Local Paper Cuts Day Out of 
Publication - KPVI NEWS 6  
These tough economic times are forcing one local 
newspaper to cut back on the number of editions 
they publish. Starting March 2nd, The Post 
Register will stop publishing their Monday edition 
of the paper. 

February 17 

Two-paper buyers fold as 
crunch hits - The Australian  
he squeeze on discretionary consumer spending is 
affecting Sunday newspapers, according to Neil 
Breen, editor of News Limited's Sydney masthead 
The Sunday Telegraph. The title's 2.7 per cent 
year-on-year decline in the December quarter 
circulation figures released last week looks 
relatively good next to a 3 9 per cent drop across
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10-K 2006
BANKRATE INC.
Form 10-K - Annual report
Filing Date 2007-03-16
Period of Report 2006-12-31

Overview

Bankrate, Inc. and subsidiaries (the "Company", "Bankrate", "we", "us", "our") own 

and operate an Internet-based consumer banking marketplace. Our flagship web site, 

Bankrate.com, is one of the web's leading aggregators of information on more than 

300 financial products and fees, including mortgages, credit cards, automobile 

loans, money market accounts, certificates of deposit, checking and ATM fees, home 

equity loans and online banking fees. We also own and operate Interest.com, a 

smaller, yet similar site, FastFind.com, an Internet-based lead aggregation firm, 

and Bankrate Print, which produces newspaper-based advertising and editorial 

products. Additionally, we provide financial applications and information to a 

network of distribution partners and national, regional, and local publications. We 

provide the tools and information that can help consumers make better financial 

decisions. We regularly survey more than 4,800 financial institutions in more than 

575 markets in all 50 states in order to provide the most current objective, 

unbiased information. Hundreds of print and online partner publications depend on 

us as their trusted source for financial rates and information. 

. . .

Advertisers  

We market to local advertisers targeting a specific audience in a city or state and 

also to national advertisers targeting the entire country. As of December 31, 2004, 

we had 68 graphic advertisers and 469 hyperlink advertisers, some of which are both 

graphic and hyperlink advertisers. Among our larger advertisers are 

LowerMyBills.com, iHomeowners, Inc., ING Direct, E-Loan, Inc., Bank of America, 

Citibank, Capital One Services, Inc., Countrywide, and GetSmart (acquired by 

Lending Tree, Inc.)/Providian Financial Corporation. We had one online customer, 

GetSmart/Providian Financial Corporation, who accounted for approximately 3%, 9% 

and 11%, respectively, of total revenue for the years ended December 31, 2004, 2003 

and 2002. Sales to no other customer exceeded 10% of total revenue for the periods 

presented. No material revenues were generated outside of the United States.
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10-K 2006
Competition 

We compete for advertising revenues across the broad category of personal finance 

information, both in traditional media such as newspapers, magazines, radio, and 

television, and in the developing market for online financial information. There 

are many competitors that have substantially greater resources than we do.  Our 

online and print competition includes the following:  

·   Personal finance sections of general interest web sites such as Yahoo! Finance, 

AOL Money & Finance and MSN Money;  

·   Personal finance destination sites such as The Motley Fool, MarketWatch, 

SmartMoney.com, Kiplinger.com and CNNMoney.com; 

·   E-commerce oriented sites that include banking and credit products such as 

LendingTree;  

·   Lead aggregators such as LowerMyBills, iHomeowners and NexTag; 

·   Print mortgage table sellers like National Financial News Service;  

·   Rate listing web sites, such as Realtor.com/Move.com, Informa Research Services 

and Loans.com/CarsDirect; and  

·   Key word CPC advertising sites/networks such as Google, Yahoo! Search 

Marketing, and Ask.com. 

Competition in the online publishing segment is generally directed at growing users 

and revenue using marketing and promotion to increase traffic to web sites. We 

believe that our original content, focus and objective product information 

differentiate us from our competitors. We believe that the market for our print 

publishing and licensing segment is highly concentrated, and following our 

acquisition of MMIS, we believe that we are the dominant player in this market.
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10-K 2005
BANKRATE INC.
Form 10-K - Annual report
Filing Date 2006-03-16
Period of Report 2005-12-31

Overview

Bankrate, Inc. owns and operates an Internet-based consumer banking marketplace, 

Bankrate.com, a smaller, yet similar site, Interest.com, an Internet-based lead 

aggregation firm, FastFind.com, and finally, Bankrate Print which produces 

newspaper-based advertising and editorial products. Our flagship Web site, 

Bankrate.com, is one of the Internet’s leading aggregator of information on more 

than 300 financial products, including mortgages, credit cards, automobile loans, 

money market accounts, certificates of deposit, checking and ATM fees and home 

equity loans. Additionally, we provide financial applications and information to a 

network of distribution partners. Bankrate.com provides the tools and information 

that can help consumers make better financial decisions. We regularly survey more 

than 4,800 financial institutions in all 50 states in order to provide the most 

current objective, unbiased rates. Over 550 print and online partner publications 

depend on Bankrate.com as their source for financial rates and information. 

. . .

Advertisers  

We market to local advertisers targeting a specific audience in a city or state and 

also to national advertisers targeting the entire country. As of December 31, 2004, 

we had 68 graphic advertisers and 469 hyperlink advertisers, some of which are both 

graphic and hyperlink advertisers. Among our larger advertisers are 

LowerMyBills.com, iHomeowners, Inc., ING Direct, E-Loan, Inc., Bank of America, 

Citibank, Capital One Services, Inc., Countrywide, and GetSmart (acquired by 

Lending Tree, Inc.)/Providian Financial Corporation. We had one online customer, 

GetSmart/Providian Financial Corporation, who accounted for approximately 3%, 9% 

and 11%, respectively, of total revenue for the years ended December 31, 2004, 2003 

and 2002. Sales to no other customer exceeded 10% of total revenue for the periods 

presented. No material revenues were generated outside of the United States.

Competition 

We compete for advertising revenues across the broad category of personal finance 
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10-K 2005
information, both in traditional media such as newspapers, magazines, radio, and 

television, and in the developing market for online financial information. There 

are many competitors that have substantially greater resources than we do.  Our 

online and print competition includes the following: 

· Personal finance sections of general interest sites such as Yahoo! Finance, AOL 

Personal Finance and MSN Money; 

· Personal finance destination sites such as The Motley Fool, CBS MarketWatch, 

SmartMoney.com, Kiplinger.com and CNNMoney.com;

· E-commerce oriented sites that include banking and credit products such as 

LendingTree; 

· Lead aggregators such as LowerMyBills, iHomeowners/LoanWeb and NexTag;

· Print mortgage table sellers like Infotrack and National Financial News Service; 

· Rate listing sites, such as MonsterMoving, Move.com, Informa Research Services 

and Checkinterestrates.com/CarsDirect; and 

· Key word CPC sites/networks such as Google, Yahoo! Search Marketing and MIVA.

Competition in the online segment is generally directed at growing users and 

revenue using marketing and promotion to increase traffic to Web sites. We believe 

that our original content, focus and objective product information differentiate us 

from our competitors. 
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10-K 2004
BANKRATE INC.
Form 10-K - Annual report
Filing Date 2005-03-16
Period of Report 2004-12-31

Overview

Bankrate, Inc. owns and operates an Internet-based consumer banking marketplace. Our
flagship site, Bankrate.com, is the Internet’s leading aggregator of information on 
more than 300 financial products, including mortgages, credit cards, new and used 
automobile loans, money market accounts, certificates of deposit, checking and ATM 
fees and home equity loans. Additionally, we provide financial applications and 
information to a network of distribution partners and also through national and 
state publications. Bankrate.com provides the tools and information that can help 
consumers make better financial decisions. We regularly survey more than 4,800 
financial institutions in all 50 states in order to provide the most current 
objective, unbiased rates. Hundreds of print and online partner publications depend 
on Bankrate.com as the trusted source for financial rates and information. 

. . .

Advertisers  

We market to local advertisers targeting a specific audience in a city or state and 
also to national advertisers targeting the entire country. As of December 31, 2004, 
we had 68 graphic advertisers and 469 hyperlink advertisers, some of which are both 
graphic and hyperlink advertisers. Among our larger advertisers are 
LowerMyBills.com, iHomeowners, Inc., ING Direct, E-Loan, Inc., Bank of America, 
Citibank, Capital One Services, Inc., Countrywide, and GetSmart (acquired by Lending
Tree, Inc.)/Providian Financial Corporation. We had one online customer, 
GetSmart/Providian Financial Corporation, who accounted for approximately 3%, 9% and
11%, respectively, of total revenue for the years ended December 31, 2004, 2003 and 
2002. Sales to no other customer exceeded 10% of total revenue for the periods 
presented. No material revenues were generated outside of the United States.

Competition 

We compete for advertising revenues across the broad category of personal finance 
information, both in traditional media such as newspapers, magazines, radio, and 
television, and in the developing market for online financial information. There are
many competitors that have substantially greater resources than we do.  Our online 
competition includes the following: 

· Personal finance sections of general interest sites such as Yahoo! Finance, AOL 
Personal Finance and MSN Money; 

· Personal finance destination sites such as The Motley Fool, CBS MarketWatch, 
SmartMoney.com, Kiplinger.com and CNNMoney.com;

· E-commerce oriented sites that include banking and credit products such as 
LendingTree and Pricegrabber; 

· Lead aggregators such as LowerMyBills, iHomeowners and NexTag;

· Print mortgage table sellers like MMIS and National Financial News Service; 

· Rate listing sites, such as MonsterMoving, Realtor.com, Informa Research Services,
Checkinterestrates.com/CarsDirect and Interest.com; and 

· Key word cost-per-click sites/networks such as Google, Overture, Ask Jeeves and 
FindWhat.
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10-K 2004
Competition in the online segment is generally directed at growing users and revenue
using marketing and promotion to increase traffic to Web sites. We believe that our 
original content, focus and objective product information differentiate us from our 
competitors. 
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10-K 2003
BANKRATE INC.
Form 10-K - Annual report
Filing Date 2004-03-15
Period of Report 2003-12-31

Overview 

Bankrate, Inc. owns and operates an Internet-based consumer banking marketplace. Our
flagship site, Bankrate.com, is the Internet’s leading aggregator of information on 
more than 250 financial products, including mortgages, credit cards, new and used 
automobile loans, money market accounts, certificates of deposit, checking and ATM 
fees and home equity loans. Additionally, we provide financial applications and 
information to a network of distribution partners and also through national and 
state publications. 

. . .

Advertisers 

We market to local advertisers targeting a specific audience in a city or state and 
also to national advertisers targeting the entire country. As of December 31, 2003, 
we had 69 graphic advertisers and 533 hyperlink advertisers, some of which are both 
graphic and hyperlink advertisers. Among our larger advertisers are GetSmart 
(recently acquired by Lending Tree, Inc.)/Providian Financial Corporation, Mortgage 
Expo/Cyber Financial Network, iHomeowners, Inc., E-Loan, Inc., PeopleFirst Finance, 
LLC, Lending Tree, Inc., E*Trade Bank, A-1 at Homebound Mortgage, WeRLoans.com, ING 
Direct, Washington Mutual and Bank of America. We had one online customer, 
GetSmart/Providian Financial Corporation, who accounted for approximately 9%, 11% 
and 4%, respectively, of total revenue for the years ended December 31, 2003, 2002 
and 2001. Sales to no other customer exceeded 10% of total revenue for the periods 
presented. No revenues were generated outside of the United States. 

Competition 

We compete for advertising revenues across the broad category of personal finance 
information, both in traditional media such as newspapers, magazines, radio, and 
television, and in the developing market for online financial information. There are
many competitors that have substantially greater resources than we do. Our online 
competition includes the following: 

  • Personal finance sections of general interest sites such as MSN Money and 
Excite;  

  • Personal finance destination sites such as Forbes.com, The Motley Fool, 
SmartMoney.com, Kiplinger.com and CNNMoney.com;  

  • E-commerce sites that provide banking and credit products and information such 
as E-LOAN and LendingTree;  

  • Rate listing sites, such as MonsterMoving; and  

  • Key word search engine sites such as Ask Jeeves and FindWhat.  

Competition in the online segment is generally directed at growing users and revenue
using marketing and promotion to increase traffic to Web sites. We believe that our 
original content, focus and objective product information differentiate us from our 
competitors. 
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10-K 2002
BANKRATE INC.
Form 10-K - Annual report
Filing Date 2003-03-31
Period of Report 2002-12-31

Overview

Bankrate, Inc. owns and operates an Internet-based consumer banking marketplace. Our
flagship site, Bankrate.com, is the Internet’s leading aggregator of information on 
more than 200 financial products, including mortgages, credit cards, new and used 
automobile loans, money market accounts, certificates of deposit, checking and ATM 
fees, home equity loans and online banking fees. Additionally, we provide financial 
applications and information to a network of distribution partners and also through 
national and state publications.

. . .

Advertisers 

We market to local advertisers targeting a specific audience in a city or state and 
also to national advertisers targeting the entire country. As of December 31, 2002, 
we had 56 graphic advertisers and 532 hyperlink advertisers, some of which are both 
graphic and hyperlink advertisers. Among our larger advertisers are 
GetSmart/Providian Financial Corporation, Mortgage Expo/Cyber Financial Network, 
iHomeowners, Inc., E-Loan, Inc., PeopleFirst Finance, LLC, Net Bank, Inc., Lending 
Tree, Inc., American Express, A-1 at Homebound Mortgage, Greenpoint Mortgage 
Funding, Inc., ING Direct, Wells Fargo Bank, Washington Mutual and Bank of America. 
We had one online customer, GetSmart/Providian Financial Corporation, who accounted 
for approximately 11%, 4% and 8%, respectively, of total revenue for the years ended
December 31, 2002, 2001 and 2000. Sales to no other customer exceeded 10% of total 
revenue for the periods presented. No revenues were generated outside of the United 
States.

Competition 

We compete for advertising revenues across the broad category of personal finance 
information provided in traditional media such as newspapers, magazines, radio, and 
television, and in the developing market for online financial publications. There 
are many competitors that have substantially greater resources than we do. Our 
online competition includes the following: 

•         Personal finance sections of general interest sites such as Yahoo! and 
America Online; 

•         Personal finance destination sites such as Forbes, Motley Fool, Smart 
Money, Kiplinger’s and CNNMoney.com;

•         E-commerce sites that provide banking and credit products and information 
such as E-LOAN and LendingTree; and 

•         Rate listing sites, such as MonsterMoving. 

Competition in the online segment is generally directed at growing users and revenue
using marketing and promotion to increase traffic to Web sites. We believe that our 
original content, focus and objective product information differentiate us from our 
competitors. 
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10-K 2001
BANKRATE INC.
Form 10-K - Annual report
Filing Date 2002-03-29
Period of Report 2001-12-31

Overview

     Bankrate, Inc. owns and operates an Internet-based consumer banking
marketplace. Our flagship site, Bankrate.com, is the Web's leading aggregator of
information on over 100 financial products, including mortgages, credit cards,
new and used automobile loans, money market accounts, certificates of deposit,
checking and ATM fees, home equity loans and online banking fees. Additionally,
we provide financial applications and information to a network of distribution
partners and also through national and state publications.
. . .

Advertisers

     We market to local advertisers targeting a specific audience in a city or
state and also to national advertisers targeting the entire country. No
advertiser accounts for more than 10% of our revenues. As of December 31, 2001,
we had approximately 50 graphic advertisers and 350 hyperlink advertisers. Our
larger advertisers included Capital One Bank, Downey Savings & Loan, E-Loan /
Car Finance, iHomeowner, Inc., Mortgage Expo, PeopleFirst Finance, Providian
Bank, Washington Mutual and Wells Fargo Bank.

Competition

     We compete for advertising revenues across the broad category of personal
finance information provided in traditional media such as newspapers, magazines,
radio, and television and in the developing market for online financial
publications. There are many competitors that have substantially greater
resources than we do. Our online competition includes the following:

     .    Personal finance sections of general interest sites such as Yahoo! and
          America Online

     .    Personal finance destination sites such as MoneyCentral, Forbes,
          Business Week, Fortune, Smart Money, Kiplinger's and Money.com

     .    E-commerce sites that provide bank and credit products and information
          such as E-LOAN and GetSmart; and

     .    Rate listing sites, such as MonsterMoving

     Competition in the online segment is generally directed at growing users
and revenue using marketing and promotion to increase traffic to Web sites. We
believe that our original content, focus and objective product information
differentiate us from our competitors.
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The information in this preliminary prospectus supplement is not complete and may be changed.  This preliminary prospectus
supplement and the accompanying prospectus are not an offer to sell these securities and we are not soliciting offers to buy these
securities in any jurisdiction where the offer or sale is not permitted. 

SUBJECT TO COMPLETION, MAY 3, 2006 

PROSPECTUS SUPPLEMENT 
(To Prospectus dated                 , 2006) 

 

2,345,893 Shares 

Common Stock 
______________ 

We are offering 2,000,000 shares of our common stock. Selling stockholders are offering 345,893 shares of our common 
stock. We will not receive any of the proceeds from the sale of the shares by the selling stockholders. 

Our common stock is listed on the Nasdaq National Market under the symbol “RATE”. On May 1, 2006, the last reported 
sale price of our common stock on the Nasdaq National Market was $48.41 per share. 

Our principal executive offices are located at 11760 U.S. Highway One, Suite 500, North Palm Beach, Florida 33408, 
telephone (561) 630-2400. 

See “Risk Factors” on page S-4 of this prospectus supplement to read about factors you should consider before 
buying shares of our common stock. 

Neither the Securities and Exchange Commission nor any state securities commission has approved or disapproved 
of these securities or determined if this prospectus supplement is truthful or complete. Any representation to the 
contrary is a criminal offense. 

To the extent that the underwriters sell more than 2,345,893 shares of common stock, the underwriters have the option to 
purchase up to an additional 351,883 shares from us and the selling stockholders at the public offering price less the 
underwriting discounts and commissions. 

The underwriters expect to deliver the shares against payment in New York, New York on                     , 2006. 

Sole Book-Running Manager 

 

Price
to 

Public  

Underwriting 
Discount and 
Commissions  

Proceeds 
to 

Bankrate  

Proceeds to
Selling 

Stockholders  
             

Per Share $        $                             $           $      
Total $        $         $         $       

Credit Suisse Citigroup  
______________ 

Jefferies Broadview   

 Canaccord Adams   

  Needham & Company, LLC 
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ThinkEquity Partners LLC  

______________ 
Prospectus Supplement dated                    , 2006 
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TABLE OF CONTENTS  

______________ 

No dealer, salesperson or other person is authorized to give any information or to represent anything not contained 
or incorporated by reference in this prospectus supplement or the accompanying prospectus. You must not rely on any 
unauthorized information or representations. This prospectus supplement and the accompanying prospectus is an offer 
to sell only the shares offered hereby, but only under circumstances and in jurisdictions where it is lawful to do so. If 
information in this prospectus supplement is inconsistent with the accompanying prospectus, you should rely on this 
prospectus supplement. You should not assume that the information provided by this prospectus supplement and in the 
accompanying prospectus or the documents incorporated by reference in this prospectus supplement and in the 
accompanying prospectus is accurate as of any date other than their respective dates. 
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ABOUT THIS PROSPECTUS SUPPLEMENT 

This prospectus supplement is a supplement to the accompanying prospectus that is also a part of this document. This 
prospectus supplement and the accompanying prospectus are part of a registration statement that we filed with the SEC that 
utilizes a shelf registration process. Under the shelf registration process, we may sell our common stock, up to a total of 
2,000,000 shares of our common stock and the selling stockholders may sell up to an aggregate of 345,893 shares of our 
common stock, of which this offering is a part. In this prospectus supplement, we provide you with specific information about 
the terms of this offering and certain other information. Both this prospectus supplement and the accompanying prospectus 
include important information about us and the selling stockholders, our common stock being offered hereby and other 
information you should know before investing in our common stock. 

In this prospectus supplement, the terms “we,” “us,” “our” and “ours” refer to Bankrate, Inc., a Florida corporation, and its 
consolidated subsidiaries. The term “our common stock” means the common stock, par value $0.01 per share, of Bankrate, 
Inc. The term “selling stockholders” refers to those stockholders listed on page S-41 of this prospectus supplement. 

You should read both this prospectus supplement and the accompanying prospectus, as well as the additional information 
described under the section entitled “Where You Can Find More Information” on page 1 of the accompanying prospectus, 
before investing in our common stock. This prospectus supplement adds to, updates and changes information contained in the 
accompanying prospectus and previously filed information incorporated by reference. To the extent that any statement that we 
make in this prospectus supplement is inconsistent with the statements made in the accompanying prospectus or the previously 
filed information incorporated by reference, the statements made in the accompanying prospectus or the previously filed 
information incorporated by reference are deemed modified or superseded by the statements made in this prospectus 
supplement. 

We have not taken any action to permit a public offering of the shares of securities outside the United States. Persons 
outside the United States who come into possession of this prospectus supplement must inform themselves about and observe 
any restrictions relating to the offering of the shares of our common stock and the distribution of this prospectus supplement 
outside the United States. 

 
 
 

ii 
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PROSPECTUS SUPPLEMENT SUMMARY 

The Company 

Bankrate, Inc. owns and operates: 

�x�� Bankrate.com, an Internet-based consumer banking marketplace; 

�x�� Interest.com, a smaller, yet similar site; 

�x�� FastFind.com, an Internet-based lead aggregation firm; and 

�x�� Bankrate Print, which produces newspaper-based advertising and editorial products. 

Our flagship Web site, Bankrate.com, is one of the Internet’s leading aggregator of information on more than 300 
financial products, including mortgages, credit cards, automobile loans, money market accounts, certificates of deposit, 
checking and ATM fees and home equity loans. Additionally, we provide financial applications and information to a network 
of distribution partners. Bankrate.com provides the tools and information that can help consumers make better financial 
decisions. We regularly survey more than 4,800 financial institutions in all 50 states in order to provide the most current 
objective, unbiased rates. Over 550 print and online partner publications depend on Bankrate.com as a source for financial 
rates and information. 

Thirty years ago, we began as a print publisher of the newsletter Bank Rate Monitor. Our rate tables provide, at no cost to 
the consumer, a detailed list of lenders by market and include relevant details to help consumers compare loan products. We 
continue to enhance our offerings in order to provide Bankrate.com users with the most complete experience. Features such as 
financial calculators and e-mail newsletters allow users to interact with our site. Our Rate Trend Index is a weekly poll of 
industry insiders designed to help consumers forecast interest rate trends. 

We were founded in 1976. Our principal executive offices are located at 11760 U.S. Highway One, Suite 500, North Palm 
Beach, Florida  33408, and our telephone number at that location is (561) 630-2400. Our website is Bankrate.com. The 
information on our website is not incorporated by reference into this prospectus supplement and should not be considered to be 
a part of this prospectus supplement. We have included our website address as an inactive textual reference only. 

Recent Developments 

On April 25, 2006, we reported our earnings for the quarter ended March 31, 2006. Highlights included: 

�x�� Total revenue was $19.8 million for the quarter ended March 31, 2006, an increase of $9.4 million, or 90%, over the 
$10.4 million reported in the quarter ended March 31, 2005.   

�x�� Earnings per diluted share, excluding stock compensation expense, were $0.21. 

�x�� Earnings Before Interest, Taxes, Depreciation and Amortization (EBITDA), excluding stock compensation expense 
for the quarter ended March 31, 2006, were $6.6 million, an increase of $3.7 million, or 128%, over the $2.9 million 
reported for the quarter ended March 31, 2005.   

�x�� Income before taxes of $4.3 million in the quarter ended March 31, 2006, including $1.8 million in non-cash stock 
compensation expense during the quarter due to the adoption of Financial Accounting Standards Board Statement No. 
123, Share-Based Payment (FAS 123R), increased by $1.2 million, or 40%, over the quarter ended March 31, 2005.   

�x�� Net income for the quarter ended March 31, 2006 was $2.3 million, or $0.14 per diluted share including the non-cash 
stock compensation charge of ($0.07) per diluted share after tax, compared to $1.9 million, or $0.12 per diluted share, 
in the quarter ended March 31, 2005 with no stock compensation expense. 
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Bankrate, Inc. Files Registration Stat ement for Proposed Public Offering 

NEW YORK, April 25 /PRNewswire-FirstCall/ -- Bankrate, Inc. (Nasdaq: RATE), announced today that the 
Company filed a registration statement with the Securi ties and Exchange Commission for a proposed public 
offering of 2,345,893 shares of the Company's common stoc k, of which 2,000,000 shares are to be offered by 
the Company and 345,893 shares are to be offered by certain of the Company's existing stockholders. The 
Company has granted the underwriters an option to purcha se up to an aggregate of 351,883 additional shares  
of common stock from the Company and the selling shar eholders solely to cover over-allotments, if any. 

(Logo: http://www.newscom.com/cg i-bin/prnh/20040122/FLTHLOGO ) 

The Company intends to use the net proceeds of the offe ring for general corporate purposes, including to fund  
future acquisitions, if any. The Company expects to complete the offering in early May 2006. 

Credit Suisse Securities (USA) LLC will serve as the so le book-running manager for the offering, with Citigroup  
serving as co-lead manager and Jefferies & Company,  Inc., Canaccord Adams Inc., Needham & Company, 
LLC, and Think Equity Partners LLC serving as co-man agers. Copies of the preliminary prospectus for the 
offering, when available, may be obta ined from Credit Suisse Securities  (USA) LLC, Prospectus Department, 
One Madison Avenue, New York, NY 10010. 

A registration statement relating to these securities  has been filed with the Securities and Exchange 
Commission, but has not yet become effective. These securities may not be sold nor may offers to buy be 
accepted prior to the time the registration statement becomes effective. 

About Bankrate, Inc. 

Bankrate, Inc. (Nasdaq: RATE) ("Bankrate") owns and operates Bankrate.com, a leading Internet consumer 
banking marketplace. Bankrate.com is a destination si te of personal finance ch annels, including banking, 
investing, taxes, debt management and college finance. Bankrate is the leading aggregator of more than 300 
financial products, including mortgages, credit cards,  new and used auto loans, money market accounts and 
CDs, checking and ATM fees, home equity loans and on line banking fees. Bankrate reviews more than 4,800 
financial institutions in 575 markets in 50 states. In 2005, Bankrate.com had over 46 million unique visitors. 
Bankrate provides financial applications and informat ion to a network of more than 75 partners, including 
Yahoo! (Nasdaq: YHOO), America Online (NYSE: TWX), The Wall Street Journal (NYSE: DJ) and The New York 
Times (NYSE: NYT). Bankrate's information is also di stributed through more than 400 national and state 
publications. In addition to Bankrate.com, Bankrate also owns and operates FastFind, an internet lead 
aggregator and Mortgage Market Information Services, Inc. and Interest.com, Inc., each of which publishes 
mortgage guides and financial rates and information. 

"Safe Harbor" Statement under the Private Securities Litigation Reform Act of 1995: Certain matters included 
in the discussion above may be considered to be "f orward-looking statements" within the meaning of the 
Securities Act of 1933 and the Securities Exchange Act of 1934, as amended by the Private Securities 
Litigation Reform Act of 1995. Those statements include statements regarding the intent, belief or current 
expectations of the Company and members of our ma nagement team. Such forward-looking statements 
include, without limitation, statements made with resp ect to potential acquisitions, raising capital, future 
revenue, revenue growth, market acceptance of our pr oducts, and profitability. Investors and prospective 
investors are cautioned that any such forward-looking statements are not guarantees of future performance 
and involve risks and uncertainties, and that actual resu lts may differ materially from those contemplated by 
such forward-looking statements. Important factors currently known to management that could cause actual 

 Print  page     Email page     Download PDF     
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results to differ materially from those in forward-look ing statements include the following: the willingness of 
our advertisers to advertise on our Web sites; interest rate volatility; our ability to establish and maintain 
distribution arrangements; our ability to integrate the business and operations of companies that we have 
acquired, and those we may acquire in the future; our need  and our ability to incur additional debt or equity 
financing; the effect of unexpected liabilities we assume  from our acquisitions; the impact of resolution of 
lawsuits to which we are a party; the willingness of consumers to accept the Internet as a medium for 
obtaining financial product information; increased co mpetition and its effect on our Web site traffic, 
advertising rates, margins, and market share; our ab ility to manage traffic on our Web sites and service 
interruptions; our ability to protect our intellectual prop erty; the effects of facing liability for content on our 
Web sites; legislative or regulatory changes; the concentration of ownership of our common stock; the 
fluctuations of our results of operations from period to  period; the strength of the United States economy in 
general; the accuracy of our financial statement estima tes and assumptions; effect of changes in the stock 
market and other capital markets; technological changes; changes in monetary and fiscal policies of the U.S. 
Government; changes in consumer spending and saving  habits; changes in accounting principles, policies, 
practices or guidelines; other risks described from time to  time in our filings with the Securities and Exchange 
Commission; and our ability to manage the risks involved  in the foregoing. These and additional important 
factors to be considered are set forth in the Introductory 

Note and under Item 1A Risk Factors and in the other sections of our Annual Report on Form 10-K for the year
ended December 31, 2005, and in our other filings with  the Securities and Exchange Commission ("SEC") and 
available at the SEC's internet site (http://www.sec.go v). We undertake no obligation to update or revise 
forward-looking statements to reflect changed assump tions, the occurrence of unanticipated events or 
changes to future operating results or expectations. 

For more information contact: 
Bruce J. Zanca 
Senior Vice President, 
Chief Communications/Marketing Officer 
bzanca@bankrate.com 
(917) 368-8648 

SOURCE Bankrate, Inc.  
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UNITED STATES  

SECURITIES AND EXCHANGE COMMISSION  
Washington, D.C. 20549  

   
FORM 8-K  

   
CURRENT REPORT  

   
Pursuant to Section 13 or 15(d) of the  

Securities Exchange Act of 1934  
   

Date of Report (Date of earliest event reported): May 10, 2006  
   

  
(Exact name of registrant as specified in its charter)  

   

Registrant’s telephone number, including area code:   (561) 630-2400  
   

Not Applicable  
(Former name or former address, if changed since last report)  

   
Check the appropriate box below if the Form 8-K filing is intended to simultaneously satisfy the filing obligation of the
Registrant under any of the following provisions:  
   
�…��   Written communications pursuant to Rule 425 under the Securities Act (17 CFR 230.425)  
�…��   Soliciting material pursuant to Rule 14a-12 under the Exchange Act (17 CFR 240.14a-12)  
�…��   Pre-commencement communications pursuant to Rule 14d-2(b) under the Exchange Act (17 CFR 240.14d-2(b))  
�…��   Pre-commencement communications pursuant to Rule 13e-4(c) under the Exchange Act (17 CFR 240.13e-4(c))  
   

Florida  0-25681 65-0423422 
(State or other jurisdiction  (Commission (IRS Employer 

of Incorporation)  File Number) Identification No.) 
11760 U.S. Highway One  

Suite 500  
North Palm Beach, Florida  

(Address of principal executive offices) 
33408  

(Zip Code)  
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Section 8 - Other Events  
 
Item 8.01 Other Events.  
 

On Wednesday, May 10, 2006, Bankrate, Inc. (the “Company”) announced via press release that the Company 
closed the offering of 2,697,776 shares of its common stock, of which 2,005,991 shares were offered by the Company and
691,785 shares were offered by certain of the Company's existing stockholders. The total number of shares includes 5,991
shares of common stock from the Company and 345,892 shares of common stock from the selling stockholders purchased
through the underwriters’ full exercise of their over-allotment option. The offering price of the shares was $48.25 per share.
The Company intends to use the net proceeds of the offering for general corporate purposes, including to fund future
acquisitions, if any.  
 
Section 9 - Financial Statements and Exhibits  
   
Item 9.01 Financial Statements and Exhibits.  
   

   

   

   

   

   

   
 

   
SIGNATURES  

   
Pursuant to the requirements of the Securities Exchange Act of 1934, the registrant has duly caused this report to be signed
on its behalf by the undersigned hereunto duly authorized.  
   

   
 

 

(a)   Financial statements of businesses acquired. 

(1)   None.  

(b)   Pro forma financial information . 

(1)   None.  

(d)   Exhibits .  

99.1 Text of press release of Bankrate, Inc. dated May 10, 2006. 

    
  BANKRATE, INC. 
   
  

 
 

 
 

Date: May 12, 2006 By:   /s/ Edward J. DiMaria 
  

Edward J. DiMaria 
  Senior Vice President 
  Chief Financial Officer 
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Exhibit 99.1 

   

    
 
   
FOR IMMEDIATE RELEASE  
   
 
   

BANKRATE, INC. CLOSES OFFERING OF COMMON STOCK  
   
NEW YORK, May 10, 2006 - Bankrate, Inc. (Nasdaq: RATE) (the “Company”), today announced the closing of its public 
offering of a total of 2,697,776 of shares of common stock at $48.25 per share. The total includes 351,883 shares of common
stock sold as a result of the underwriters’ exercise of their over-allotment option to purchase additional shares of common 
stock, comprising 5,991 additional shares of common stock from the Company and 345,892 additional shares of common
stock from the selling stockholders.  
   
The public offering resulted in net proceeds to the Company of approximately $91.2 million, after deducting underwriting
discounts and commissions and estimated expenses of the offering and applying reimbursements.  
   
Credit Suisse Securities (USA) LLC acted as the sole book-running manager for the offering, with Citigroup served as co-
lead manager and Jefferies Broadview, Canaccord Adams Inc., Needham & Company, LLC, and ThinkEquity Partners LLC
served as co-managers. Copies of the prospectus supplement for the offering may be obtained from Credit Suisse Securities
(USA) LLC, Prospectus Department, One Madison Avenue, New York, NY 10010.  
   
A registration statement relating to these securities was declared effective by the Securities and Exchange Commission on
May 4, 2006. This announcement shall not constitute an offer to sell or the solicitation of an offer to buy, nor shall there be
any sale of these securities in any state in which such offer, solicitation or sale would be unlawful prior to registration or
qualification under the securities laws of any such state.  
 
 
About Bankrate, Inc.  
 
Bankrate, Inc. (Nasdaq: RATE) owns and operates Bankrate.com, a leading Internet consumer banking marketplace.
Bankrate.com is a destination site of personal finance channels, including banking, investing, taxes, debt management and
college finance. It is the leading aggregator of more than 300 financial products, including mortgages, credit cards, new and
used auto loans, money market accounts and CDs, checking and ATM fees, home equity loans and online banking fees.
Bankrate.com reviews more than 4,800 financial institutions in 575 markets in 50 states. In 2005, Bankrate.com had over 46
million unique visitors. Bankrate.com provides financial applications and information to a network of more than 75 partners,
including Yahoo! (Nasdaq: YHOO), America Online (NYSE: TWX), The Wall Street Journal (NYSE: DJ) and The New
York Times (NYSE: NYT). Bankrate.com’s information is also distributed through more than 400 national and state
publications. In addition to Bankrate.com, Bankrate, Inc. also owns and operates FastFind, an internet lead aggregator and
MMIS/Interest.com, which publishes mortgage guides and financial rates and information.  
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“Safe Harbor” Statement under the Private Securities Litigation Reform Act of 1995: Certain matters included in the
discussion above may be considered to be “forward-looking statements” within the meaning of the Securities Act of 1933 and 
the Securities Exchange Act of 1934, as amended by the Private Securities Litigation Reform Act of 1995. Those statements
include statements regarding the intent, belief or current expectations of the Company and members of our management
team. Such forward-looking statements include, without limitation, statements made with respect to potential acquisitions,
raising capital, future revenue, revenue growth, market acceptance of our products, and profitability. Investors and
prospective investors are cautioned that any such forward-looking statements are not guarantees of future performance and
involve risks and uncertainties, and that actual results may differ materially from those contemplated by such forward-
looking statements. Important factors currently known to management that could cause actual results to differ materially from
those in forward-looking statements include the following: the willingness of our advertisers to advertise on our Web sites;
interest rate volatility; our ability to establish and maintain distribution arrangements; our ability to integrate the business and
operations of companies that we have acquired, and those we may acquire in the future; our need and our ability to incur
additional debt or equity financing; the effect of unexpected liabilities we assume from our acquisitions; the impact of
resolution of lawsuits to which we are a party; the willingness of consumers to accept the Internet as a medium for obtaining
financial product information; increased competition and its effect on our Web site traffic, advertising rates, margins, and
market share; our ability to manage traffic on our Web sites and service interruptions; our ability to protect our intellectual
property; the effects of facing liability for content on our Web sites; legislative or regulatory changes; the concentration of
ownership of our common stock; the fluctuations of our results of operations from period to period; the strength of the United
States economy in general; the accuracy of our financial statement estimates and assumptions; effect of changes in the stock
market and other capital markets; technological changes; changes in monetary and fiscal policies of the U.S. Government;
changes in consumer spending and saving habits; changes in accounting principles, policies, practices or guidelines; other
risks described from time to time in our filings with the Securities and Exchange Commission; and our ability to manage the
risks involved in the foregoing. These and additional important factors to be considered are set forth in the Introductory Note
and under Item 1A Risk Factors and in the other sections of our Annual Report on Form 10-K for the year ended December
31, 2005, and in our other filings with the Securities and Exchange Commission (“SEC”) and available at the SEC’s internet 
site (http://www.sec.gov). We undertake no obligation to update or revise forward-looking statements to reflect changed 
assumptions, the occurrence of unanticipated events or changes to future operating results or expectations.  
 

###  
 
 
For more information contact:  
Bruce J. Zanca  
SVP, Chief Marketing and Communications Officer  
bzanca@bankrate.com  
(917) 368-8648  
SOURCE Bankrate, Inc.  
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Bankrate, Inc. Will Begin Trading on the Nasdaq SmallCap Market Today 

Business Wire ,  Jan 9, 2003  

NORTH PALM BEACH, Fla.--(BUSINESS WIRE)--Jan. 9, 2003 

Bankrate, Inc. (Nasdaq:RATE), the Internet's leading consumer banking marketplace, today reported that 
its stock will begin trading today on the Nasdaq SmallCap Market under its existing stock symbol RATE. 
Bankrate provides a free and neutral marketplace through Bankrate.com for consumers seeking a trusted 
source for data and education for their specific consumer banking needs. 

Commenting on today's announcement, Bankrate's President and CEO Elisabeth DeMarse said: "The 
move to Nasdaq reflects our success over the past two years in strengthening our business model to 
attract a growing base of brick and mortar advertisers and on-line partners. Most importantly, we are 
continuing on a course of profitable growth backed by a virtually debt-free balance sheet. We are 
committed to increasing value for our shareholders and believe the move to Nasdaq will provide higher 
visibility for our performance." 

About Bankrate, Inc. 

Bankrate Inc. (Nasdaq:RATE) owns and operates Bankrate.com, the Internet's leading consumer banking 
marketplace. Averaging over 4 million unique visitors per month, comScore Media Metrix ranked 
Bankrate.com first in unique visitors in the "Financial Information and Advice" category. Bankrate.com 
reviews more than 4,800 financial institutions in 173 markets in 50 states. Bankrate.com is a destination 
site of personal finance channels, including banking, investing, taxes and small business finance. It is the 
leading aggregator of over 100 financial products, including mortgages, credit cards, new and used auto 
loans, money market accounts and CDs, checking and ATM fees, home equity loans and online banking 
fees. Bankrate.com provides financial applications and information to a network of more than 80 partners, 
including MSN (Nasdaq:MSFT), Yahoo! (Nasdaq:YHOO), America Online (NYSE:AOL), CNN and Smart 
Money. Bankrate.com's information is also distributed through more than 100 national and state 
publications. 

Certain matters discussed in this press release are or may be considered to be "forward-looking 
statements" within the meaning of the Securities Act of 1933 and the Securities Exchange Act of 1934, as 
amended by the Private Securities Litigation Reform Act of 1995. Those statements include statements 
regarding the intent, belief or current expectations of the Company and members of our management 
team. Such forward-looking statements include without limitation statements made with respect to future 
revenue, revenue growth, market acceptance of our products, and profitability. Investors and prospective 
investors are cautioned that any such forward-looking statements are not guarantees of future 
performance and involve risks and uncertainties, and that actual results may differ materially from those 
contemplated by such forward-looking statements. Important factors currently known to management that 
could cause actual results to differ materially from those in forward-looking statements include the 
following: we have a history of losses and could run out of cash; we use barter transactions that do not 
generate cash; our success depends on Internet advertising revenue, interest rate volatility, establishing 
and maintaining distribution arrangements, and increasing brand awareness of our Web site; our markets 
are highly competitive; our Web site may encounter technical problems and service interruptions; we rely 
on the protection of our intellectual property; we may face liability for information on our Web site; future 
government regulation of the Internet is uncertain and subject to change; our ownership is heavily 
concentrated; our success may depend on management and key employees; we may encounter 
difficulties with future acquisitions; our results of operation may fluctuate significantly; and our stock price 
may be volatile in the future. These and additional important factors to be considered are set forth under 
"Item 1. Business - Risk Factors,'' "Item 7. Management's Discussion and Analysis of Financial Condition 
and Results of Operations'' and in the other sections of our Annual Report on Form 10-K for the year 
ended December 31, 2001, and in our other filings with the Securities and Exchange Commission. We 
undertake no obligation to update or revise forward-looking statements to reflect changed assumptions, 
the occurrence of unanticipated events or changes to future operating results or expectations. 

COPYRIGHT 2003 Business Wire  
COPYRIGHT 2008 Gale, Cengage Learning  
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Bankrate Launches Cost -Per-Click Pricing on Interest Rate Tables  

Reaching Internet Consumers Is More Cost-Effective for Most Banks and Mortgage Providers 

NEW YORK, Oct. 3 /PRNewswire-FirstCall/ -- Bankrate, Inc. (Nasdaq: RATE) announced today that it has launched a new pay-
for-performance pricing structure for its interest rate table advertising business. The new pricing structure is a cost-per-click 
(CPC) model, which was implemented on October 1, 2005. Financial marketers will now pay Bankrate each time an Internet 
consumer clicks on a rate table listing. Previously, Bankrate charged financial institutions a flat monthly fee to list their rates 
and receive a hyperlink to their Internet site. Financial marketers such as mortgage brokers, banks, thrifts and savings & loan 
institutions use Bankrate as a channel to reach Internet consumers who are researching and purchasing financial products 
such as mortgages or certificates of deposit. There is no change to the consumer experience on Bankrate rate tables; 
consumers will still be able to compare rates on over 300 financial products from more than 4,800 institutions, for free. 

The Bankrate cost-per-click pricing is organized in tiers. Pricing in the Bankrate mortgage interest rate tables range from $1.75 
to $5.25 per click. The CPC pricing for other financial products categories varies from $1.75 to $6.00 per click. Advertisers and 
ad agencies can find additional information about the new pricing structure at http://www.bankrate.com/cpcmediakit .

"The new pricing structure is more equitable for our advertisers, while the consumer continues to enjoy access to our 
comprehensive, objective and free rate tables for which Bankrate is well known," said Thomas R. Evans, President and CEO of 
Bankrate, Inc.

Additional information on Bankrate's CPC pricing:

* Bankrate's CPC prices are not auction-based, but a fixed-price by tier. Rate tables are populated on a random basis and 
consumers can sort by brand name, interest rate or APR.

* Advertisers pay only when a consumer clicks on their links or phone number icon. There are no start-up costs. 

* Bankrate's CPC price structure is based on a methodology that considers prevailing Internet market conditions, real estate 
prices, home values, third party data, Bankrate's historical data and several other factors.

About Bankrate, Inc.

Bankrate, Inc. (Nasdaq: RATE) owns and operates Bankrate.com, the Internet's leading consumer banking marketplace. 
Bankrate.com is a destination site of personal finance channels, including banking, investing, taxes, debt management and 
college finance. It is the leading aggregator of more than 300 financial products, including mortgages, credit cards, new and 
used auto loans, money market accounts and CDs, checking and ATM fees, home equity loans and online banking fees. 
Bankrate.com reviews more than 4,800 financial institutions in 575 markets in 50 states. In 2004, Bankrate.com had over 38 
million unique visitors. Bankrate.com provides financial applications and information to a network of more than 75 partners, 
including Yahoo! (Nasdaq: YHOO), America Online (NYSE: TWX), The Wall Street Journal (NYSE: DJ) and The New York Times 
(NYSE: NYT). Bankrate.com's information is also distributed through more than 100 national and state publications.

For more information contact:
Bruce J. Zanca
SVP, Chief Marketing and Communications Officer
bzanca@bankrate.com
(917) 368-8648  

SOURCE Bankrate, Inc.
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Bankrate Powers the New LendingTree High Yield Savings Marketplace

NEW YORK, March 12 /PRNewswire-FirstCall/ -- Bankrate, Inc. (Nasdaq: RATE) today announced a partnership with 
LendingTree, LLC, which will connect consumers to high-yield savings accounts. Bankrate will provide listings of financial 
deposit products to the new LendingTree High-Yield Savings Account Marketplace, which is located at 
www.lendingtree.com/savings.

(Logo: http://www.newscom.com/cgi-bin/prnh/20040122/FLTHLOGO ) 

"Our new arrangement with LendingTree extends our long-time history in providing consumers with deposit rate listings through 
an additional distribution channel," said Thomas R. Evans, President and CEO of Bankrate, Inc. "We are leveraging our core 
competency in aggregating rate information by aligning our interests with LendingTree, a very prominent brand," Mr. Evans 
added.

About Bankrate, Inc.

Bankrate, Inc. (Nasdaq: RATE) ("Bankrate") owns and operates Bankrate.com, a leading Internet consumer banking 
marketplace. Bankrate.com is a destination site of personal finance channels, including banking, investing, taxes, debt 
management and college finance. Bankrate is the leading aggregator of more than 300 financial products, including 
mortgages, credit cards, new and used auto loans, money market accounts and CDs, checking and ATM fees, home equity 
loans and online banking fees. Bankrate reviews more than 4,800 financial institutions in 575 markets in 50 states. In 2006, 
Bankrate.com had nearly 53 million unique visitors. Bankrate provides financial applications and information to a network of 
more than 75 partners, including Yahoo! (Nasdaq: YHOO), America Online (NYSE: TWX), The Wall Street Journal (NYSE: DJ) 
and The New York Times (NYSE: NYT). Bankrate's information is also distributed through more than 400 national and state 
publications. In addition to Bankrate.com, Bankrate also owns and operates FastFind, an internet lead aggregator and 
Mortgage Market Information Services, Inc. and Interest.com, Inc., each of which publishes mortgage guides and financial rates 
and information.

About LendingTree, LLC

LendingTree, LLC is the nation's number one online lending exchange, providing a marketplace that connects consumers with 
multiple lenders that compete for their business. Since inception, LendingTree has facilitated more than 20 million loan 
requests and $152 billion in closed loan transactions. LendingTree provides access to mortgages and refinance loans, home 
equity loans/lines of credit, auto loans, personal loans, credit cards and high-yield savings accounts via www.lendingtree.com 
and 800-555-TREE. 

Launched in 1998 with headquarters in Charlotte, North Carolina, LendingTree, LLC is part of IAC Financial Services and Real 
Estate, an operating company of IAC (Nasdaq: IACI), which also owns or operates LendingTree Loans(sm), LendingTree 
Settlement Services, LLC, GetSmart&reg;, RealEstate.com(sm), Domania&reg;, and iNest Realty, Inc.

    For more information contact:
    Kayleen J. Keneally
    Director, Corporate Communications
    kkeneally@bankrate.com
    (917) 368 - 8677  

SOURCE  Bankrate, Inc.
    - 0-                              03/12/2007  
    /CONTACT:  Kayleen J. Keneally, Director, Corporate Communications of
Bankrate, Inc., +1 - 917 - 368 - 8677, kkeneally@bankrate.com/  
    /Photo:  NewsCom:  http://www.newscom.com/cgi - bin/prnh/20040122/FLTHLOGO  
              AP Archive:  http://photoarchive.ap.org
              PRN Photo Desk, photodesk@prnewswire.com/
    /Web site:  http://www.bankrate.com
                http://www.lendingtree.com/savings /
    (RATE IACI)
CO:  Bankrate, Inc.; LendingTree, LLC
ST:  New York
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Company Empowers Consumers to Find Higher Rates of Return for Savings Accounts  

CHARLOTTE, N.C., March 12, 2007  – LendingTree, LLC today announced it has expanded its lending exchange 
business to include a new marketplace dedicated to connecting consumers to high-yield savings accounts. The 
savings account interest rate data is powered through a partnership with Bankrate.com (NASDAQ: RATE). 

High-yield savings accounts, which are increasingly offered to customers through the Internet and often provide 
higher interest rates than the traditional savings accounts available through most banks, have risen in popularity in 
the past two years. The new LendingTree High-Yield Savings Marketplace, located at www.lendingtree.com/savings, 
delivers choice, price transparency and convenience to the growing ranks of consumers who are interested in these 
higher-yield accounts. 

“Our entry into the high-yield savings arena is a logical evolution and an exciting opportunity for LendingTree,” said 
LendingTree CEO Tom Reddin. “Just as we redefined the lending marketplace in 1998 with the launch of 
LendingTree.com, now we are empowering a whole new segment of customers in their quest to achieve higher rates 
of return on their savings portfolios.” 

“At LendingTree, our goal is to help consumers become smart savers as well as smart borrowers,” said LendingTree 
Chief Marketing Officer Bob Harris. “There’s more than $1 trillion in low-yield savings accounts today, and we believe 
there’s a smarter way to save. We’re excited to offer a convenient, fast and easy way for consumers to find the high-
yield savings account that is right for them.” 

The LendingTree High-Yield Savings Marketplace makes it easy for consumers to research and find the nation’s best 
high-yield savings rates for both certificates of deposit (CDs) and money market deposit accounts. At 
www.lendingtree.com/savings, consumers will see dozens, if not hundreds, of high-yield savings account products 
supplied by Bankrate, Inc. in one central and easy-to-use location, which means comparison shopping is a snap. 
And, since online high-yield savings accounts are becoming more prevalent, the site also provides helpful articles 
and advice on how to use them. From there, opening a new high-yield savings account is only one click away. 
Bankrate.com has been providing high-yield savings account listings, online, since 1996. 

About LendingTree, LLC  

LendingTree, LLC is the nation’s number one online lending exchange, providing a marketplace that connects 
consumers with multiple lenders that compete for their business. Since inception, LendingTree has facilitated more 
than 20 million loan requests and $152 billion in closed loan transactions. LendingTree provides access to 
mortgages and refinance loans, home equity loans/lines of credit, auto loans, personal loans, credit cards and high-
yield savings accounts via www.lendingtree.com and 800-555-TREE. 

Launched in 1998 with headquarters in Charlotte, North Carolina, LendingTree, LLC is part of IAC Financial Services 
and Real Estate, an operating company of IAC (NASDAQ: IACI), which also owns or operates LendingTree Loans 
sm, LendingTree Settlement Services, LLC, GetSmart®, RealEstate.comsm, Domania®, and iNest Realty, Inc. 

About Bankrate, Inc.  

Bankrate, Inc. (Nasdaq: RATE) ("Bankrate") owns and operates Bankrate.com, a leading Internet consumer banking 
marketplace. Bankrate.com is a destination site of personal finance channels, including banking, investing, taxes, 
debt management and college finance. Bankrate is the leading aggregator of more than 300 financial products, 
including mortgages, credit cards, new and used auto loans, money market accounts and CDs, checking and ATM 
fees, home equity loans and online banking fees. Bankrate reviews more than 4,800 financial institutions in 575 
markets in 50 states. In 2006, Bankrate.com had nearly 53 million unique visitors. Bankrate provides financial 
applications and information to a network of more than 75 partners, including Yahoo! (Nasdaq: YHOO), America 
Online (NYSE: TWX), The Wall Street Journal (NYSE: DJ) and The New York Times (NYSE: NYT). Bankrate's 
information is also distributed through more than 400 national and state publications. In addition to Bankrate.com, 
Bankrate also owns and operates FastFind, an internet lead aggregator and Mortgage Market Information Services, 
Inc. and Interest.com, Inc., each of which publishes mortgage guides and financial rates and information. 
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www.prnewswire.com/cgi-bin/stories.pl?ACCT... - Cached - Similar

May 1, 2009 ... Bankrate , which is a leading Internet consumer banking marketplace , has 
released an interview with Christopher Cox, chairman of the SEC that ... 
www.webcpa.com/search/index.html?zkDo=search... - Cached - Similar

Bankrate , Inc. owns and operates Bankrate .com, the Internet's leading consumer banking
marketplace . Bankrate .com is a destination site of personal finance ... 
www.redorbit.com/.../bankrate _signs_cobrand_agreement_with_autobytel/ - Cached - Similar

Bankrate , Inc. (Nasdaq: RATE) ("Bankrate ") owns and operates Bankrate.com, a leading
Internet consumer banking marketplace . Bankrate .com is a destination ... 
www.marlinandassociates.com/press.../br_feb_5th.html - Cached - Similar

Bankrate , Inc. (NASDAQ:RATE) ("Bankrate ") owns and operates Bankrate.com, a leading 
Internet consumer banking marketplace . Bankrate .com is a destination ... 
seniorjournal.com/NEWS/.../2007/7-04-23-AlmostFour.htm - Cached - Similar

Jun 15, 2009 ... leading Internet consumer banking marketplace . Bankrate .com is a 
destination site of personal finance channels, including banking , ... 
groups.yahoo.com/group/ACESjobs/message/2744 - Cached - Similar

Bankrate , Inc. owns and operates an Internet -based consumer banking  and personal ... 
leading  online lending exchange, providing a marketplace  that connects ... 
www.zoominfo.com/Industries/bank /banking /auto-loans.htm - Cached - Similar

Previous  1 2 3 4 5 6 7 8 9 101112131415 Next

Bankrate.com, a leading Internet consumer banking marketplace Search

Google
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Net Revenue - Selected Articles

Giovale Library - Financial Planning: Web sites - Westminster ...

AEE: Financial and Consumer  Literacy

Tech stocks directory at Investorideas.com and Techsectorstocks ...

10-Q/A: BANKRATE  INC - MarketWatch

Investment Guru Ron Baron and Company Insiders Selling Bankrate  ...

Camelot Venture Group

InfoQuest! Internet  Business Resources

RATE: Bankrate  Inc - Stock Quote

[PDF] **Investor Tax Strategies** Kay Bell, Bankrate .com

 

  

Search within results - Language Tools - Search Help - Dissatisfied? Help us improve - Try Google Experimental 

Google Home - Advertising Programs - Business Solutions - Privacy - About Google 

 Bankrate.com, a leading Internet consumer banking marketplace Search Advanced Search

Web Show options...  Results 61 - 70 of about 3,890 for Bankrate. com , a leading  Internet  consumer  banking  marketplace . (0.24 seconds) 

Sponsored Links 

 

Bankrate ® - Best Rates 
Search 100s of Bank  Rates, CDs, 
Mortgages, more! Plus tips, advice 
www.Bankrate .com 

 
 

6, 2002 -- Bankrate , Inc. (OTCBB:RATE - News), the Internet's leading consumer banking 
marketplace , today reported that it expects total revenue of more ... 
www.asterpix.com/money/net%20revenue/ - Cached - Similar

... Inc. (the "Company") is an Internet consume r finance marketplace  that owns and ... Our 
flagship site, Bankrate .com, is the Web's leading  aggregator of information on ... checking 
and ATM fees, home equity loans and online banking  fees." ... National Foundation for 
Consumer  Credit The web site for the National ... 
www.westminstercollege.edu/library/course.../fin_www.cfm - Cached - Similar

The Department of Banking  supervises banking  processes in the state and provides ..... 
Bankrate .com is an Internet consumer  finance marketplace  that owns and ... is the world's 
leading  and most technologically advanced equities market. ... 
consume rissues.cas.psu.edu/FinancialEduLinks.html - Cached - Similar

Jump to Internet  Community (Social Networking) Stocks : BOOMj.com, is the leading  niche 
portal and social networking site for Baby Boomers and Generation Jones. .... Bankrate.com, 
a leading Internet consumer banking marketplace . ... 
investorideas.com/TSS/Stock_List.asp - Cached - Similar

Aug 17, 2009 ... Bankrate .com, our flagship Web site, is one of the leading  web sites for ... 
Maintain an open marketplace  to break down complicated vendor fees ... Our entire Internet -
based consumer banking  and personal finance network ... 
www.marketwatch.com/story/10-qa-bankrate -inc-2009-08-17 - Cached - Similar

Sep 10, 2009 ... Bankrate  Inc. owns and operates Bankrate .com the Internet's leading 
consumer banking marketplace  with an average of 4 million unique ... 
www.gurufocus.com/forum/read.php?1,69372 - Cached - Similar

Bankrate , Inc. (Nasdaq: RATE - News) owns and operates Bankrate.com, a leading Internet 
consumer banking marketplace . Bankrate .com is a destination site of ... 
www.camelotventures.com/news-05-bankrate .html - Cached - Similar

May 23, 2002 ... Bank Rate  Monitor surveys more than 2500 institutions in 177 markets .... IRI 
is a leading consumer  market research firm that collects data from ... and analysis of 
marketplace  dynamics, consumer  attitudes and behavior, ... 
www.tbchad.com/business.html - Cached - Similar

Bankrate , Inc. owns and operates Bankrate .com, the Internet's leading consumer banking
marketplace , with an average of 4 million unique visitors per month ... 
www.zacks.com/stock/quote/RATE - Cached - Similar

File Format: PDF/Adobe Acrobat - View 
(Full Disclosure: Bill Martin is a Director of Bankrate , Inc.). Bankrate  is the Internet 's leading 
consumer banking marketplace , and is focused on providing ... 
www.findprofit.com/experttax.pdf - Similar
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FinancialContent.com - Stock Quotes and Business News

Bankrate  Schedules First Quarter 2006 Earnings Conference Call for ...

[PDF] May 2004

LawFuel - The Law News Network

AGGREGATOR AGREEMENT - Consulting Services Agreement - Free Search.

NetBanker

Bankrate  Names Dana Berger Vice President, Online Sales At ...

MediaPost Publications Full Text Edition

IntoMobile - Mobile Phone News, Information, and Analysis

Library Buzz » 2005» December

 

  

Search within results - Language Tools - Search Help - Dissatisfied? Help us improve - Try Google Experimental 

Google Home - Advertising Programs - Business Solutions - Privacy - About Google 

 Bankrate.com, a leading Internet consumer banking marketplace Search Advanced Search

Web Show options...  Results 71 - 80 of about 3,890 for Bankrate. com , a leading  Internet  consumer  banking  marketplace . (0.15 seconds) 

Bankrate , Inc. RATE owns and operates Bankrate.com, a leading Internet consumer 
banking marketplace . Bankrate .com is a destination site of personal finance ... 
finance.paidcontent.org/V/?GUID=4279367&Page...DJ - Cached - Similar

The call will be led by Bankrate's  President and Chief Executive Officer, ... and operates 
Bankrate.com, a leading Internet consumer banking marketplace . ... 
www.prnewswire.co.nz/cgi-bin/stories.pl?ACCT... - Cached - Similar

File Format: PDF/Adobe Acrobat - View 
Bankrate  owns and operates an Internet -based, consumer banking marketplace , licenses 
data, and editorial content to publishers and institutions, ... 
www.krallco.com/.../Online%20Mortgage,%20Real%20Estate%20and%20Insurance%
20Exchanges.pdf - Similar

Bankrate.com, a leading Internet consume r banking marketplace . Bankrate .com is a 
destination site of personal finance channels, including banking , ... 
www.lawfuel.com/show-release.asp?ID=17501 - Cached - Similar

B. Bankrate  owns and operates http://www.bankrate .com , the Internet's leading consumer 
banking marketplace . C. Bankrate  and iHomeowners desire to create ... 
agreements.realdealdocs.com/.../AGGREGATOR-AGREEMENT-68761/ - Cached - Similar

P.S. Online Banking  Report subscribers save even more on tickets to all our events PLUS .... 
online/Internet banking  is now the most common banking  method among U.S. ... Experian 
Consumer  Direct; Fast Company Magazine; Federal Reserve Bank  ... PostFinance, Swiss 
Post; Prosper Marketplace ; PSCU Financial Services ... 
www.netbank er.com/ - Cached - Similar

Bankrate , Inc. ("Bankrate ") owns and operates Bankrate.com, a leading Internet consumer 
banking marketplace . Bankrate .com is a destination site of personal ... 
news.corporate.findlaw.com/.../24mar20080927.html - Cached - Similar

Sep 16, 2003 ... MUSICMATCH was the top-ranked non-commercial Internet  Broadcaster, ... 
Bankrate .com, the consumer banking marketplace , has recently begun a ... 
www.mediapost.com/publications/?fa=Articles... - Cached - Similar

Bankrate , Inc. RATE ("Bankrate ") owns and operates Bankrate.com, a leading Internet 
consumer banking marketplace . Bankrate .com is a destination site of ... 
finance.intomobile.com/intomobile/?GUID=4342212... - Cached - Similar

Dec 13, 2005 ... So I took some vacation time following Internet  Librarian 2005 and toured 
around California. ... BAI is a leading  professional organization devoted exclusively to 
improving ... Consumer  Organizations with a Special Interest in Banking  ... Terms 
( http://www.bankrate .com/brm/green/define/glossary.asp ... 
dmcbee.weblts.com/?m=200512 - Cached - Similar
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Bankrate.com, a leading Internet consumer banking marketplace Search

Google

Page 1 of 1Bankrate.com, a leading Internet consumer banking marketplace - Google Search
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BANKRATE CO-BRANDING PROGRAM 

Bankrate.com’s Online Partners: 
 

AdChemy, Inc. 
America Online 
America Online – Canada 
Amerisave.com (Mortgage Management Solutions, Inc.) 
AT&T Worldnet 
BankCD.com (BCRS Data Corp) 
Bargaineering.com 
Belo Interactive Media 
 Dallas Morning News 
 KGW  
 King5 
 KMOV  
 KVUE.com  
 NWCN  
 Projo.com 
 Texas Cable News 
 WFAA.com 
 WHAS11  
Bloomberg  
BobBrinker.com  
Boston Herald 
Boston.com 
BrinkAdvisor.com 
BzzAgent, Inc. 
CardRatings.com  
Cars.com 
CBS Interactive, Inc. (MoneyWatch.com) 
Classified Ventures 
 Cars.com 
 Homescape.com 
 Newcars.com 
Cleveland.com 
CNBC 
CNNMoney  
Colorado Springs Gazette 
Columbus Dispatch  
CompuServe  
Consumer Affairs 
Consumer Source Holdings (www.americanhomeguides.com) 
Credit Info Corp  
Credit Karma 
Credit Loan, LLC (CreditLoan.com) 
Cyberhomes 
Cycal  
Dealernet  
Denton Chronicle  
Denver Post 
Digital Cities  
DirectoryM 
Dollar Stretcher  
Dow Jones Online  
 MarketWatch 
 RealEstateJournal.com 
 Wall Street Journal  

EarthLink 
e-wisdom.com, Inc. 
Fidelity (FRM Corp) 
FOX News 
FrontDoor.com 
Homes.com 
Houston Chronicle 
Intellichoice 
Internet Broadcasting Systems, Inc. 
Investopedia ULC 
Killer Aces Media, LLC (Wisebread.com) 
Kiplinger 
La Palma 
Latimes.com 
LearnVest, Inc 
LivingChoices.com 
LoanBright.com 
Mail.com 
Military.com 
Money Talks 
Money Track 
Motley Fool 
Movoto, LLC 
MSI 
 Move.com 
 Moving 
 MortgageQuotes 
 REALTOR 
MSN 
MSNBC 
NASDAQ 
New Homes, Inc. 
New York Daily News 
New York Magazine 
New York Times 
North Jersey Media Group 
Palm Beach Post 
PeoplePC 
RateCatcher.com 
Reply! Inc 
Retirement Calculator, Inc 
Reuters America, LLC (Reuters.com) 
Road Runner 
San Antonio Express 
SMARTPages.com 
ThirdAge 
Trulia, Inc 
US News & World Report 
USA Today 
Ventura County Star 
Vibrant Media 
WPBF 
Yahoo 
Zacks Investment Research (Zacks.com) 
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Home  Money Market Rates  Bank Deals  Credit Cards  Contact Us   

Best Money Market Accounts and Money Market Rates 
Compare the highest money market rates and the best online money market accounts  with the 
features you need. When you sign up  for our newsletter, we'll keep you informed of the high yield money 
market rates, high interest savings rates, and bank bonuses. With an online money market account , banks 
can pay a much higher money market rates  because of lower overhead.  

Money Market Account  Comparison Chart (All accounts listed are FDIC Insured) 

  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Sponsors:   

Learn how to earn 
up to 5.25% APY - 

Just Enter Your 
Email. . 

Name: 

Email:

Sign Up!

 

  
 

 
 

RateCatcher is 
Hiring a New 
Financial Writer!  
Please email us for the details: 
support@ratecatcher.com 

Minimum deposit: Sort by:

up to $10K MMA Default Go

Rate Search Results Click here for column definitions

Institutions  Date  APY  
Minimum 
Deposit  

Avoid Fees  
Monthly 
Service 

Fee  

Flagstar 
Direct  

  

Troy, MI 

10/09/09 1.81 $1 0.00 0.00

Ally Bank  

  

Midvale, UT 
10/09/09 1.80 $0 0.00 0.00

Ally Bank  

  

Midvale, UT 
10/09/09 1.70 $0 0.00 0.00

WTDirect  

  

Wilmington, DE 
10/09/09 1.66 $10,000 0.00 0.00

E-LOAN  

  

Pleasanton, CA 
10/09/09 1.55 $5,000 0.00 0.00

HSBC Direct  

  

New York, NY 
10/09/09 1.35 $1 0.00 0.00

UnivestDirect
  

Souderton, PA 
10/09/09 1.25 $1 0.00 0.00

Discover 
Bank  

  

New Castle, DE 

10/09/09 1.20 $2,500 2500.00 0.00

MetLife Bank  

  

Bridgewater, NJ 
10/09/09 1.00 $5,000 0.00 0.00

UFBDirect.com 

 

Irvine, CA 
10/09/09 1.80 $500 0.00 0.00

Bank of Internet USA 

 

San Diego, CA 
10/09/09 1.75 $100 0.00 0.00

Home 

Money Market Funds 

Money Market Accounts 

ING Savings Account 

Traditional IRAs 

Advertising 

About Us 

Privacy Policy 

Contact Us 

Sitemap 
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Download Jordan Roy-Byrne's 
Recession Busting Guide  
 
Get a $25 bonus for Opening 
an ING Direct Savings (must 
open with a $250 deposit)   
 
Get 100 Free Trades at 
E*Trade for Opening an IRA 
(no minimums, no fees)   

  
 

Zacks Opens it's 27%+ 

Per Year Stock Picking 

System to Public    

 

Free Trial Credit Report 

 

 

Intervest National Bank

 

New York, NY 
10/09/09 1.70 $500 0.00 0.00

Bank of Internet USA 

 

San Diego, CA 
10/09/09 1.70 $100 0.00 0.00

Heartland Bank Direct 

 

St. Louis, MO 
10/09/09 1.65 $500 0.00 0.00

Intervest National Bank

 

New York, NY 
10/09/09 1.62 $2,500 2500.00 0.00

Goldwater Bank 

 

Scottsdale, AZ 
10/09/09 1.61 $1,500 1500.00 5.00

AIG Bank 

 

Wilmington, DE 
10/09/09 1.61 $10,000 0.00 0.00

giantbank.com 

 

Ft. Lauderdale, FL 
10/09/09 1.56 $1,000 0.00 0.00

iGObanking.com 

 

Lake Success, NY 
10/09/09 1.56 $1 0.00 0.00

EverBank 

 

Jacksonville, FL 
10/09/09 1.51 $1,500 5000.00 8.95

FNBO Direct 

 

Omaha, NE 
10/09/09 1.50 $1 0.00 0.00

Beverly National Bank 

Online 

 

Beverly, MA 

10/09/09 1.50 $5,000 5000.00 15.00

Stonebridge Bank 

 

Exton, PA 
10/09/09 1.40 $1,000 1000.00 10.00

UmbrellaBank.com 

 

Birmingham, AL 
10/09/09 1.35 $1,000 1000.00 0.00

UmbrellaBank.com 

 

Birmingham, AL 
10/09/09 1.35 $100 100.00 0.00

California First National 

Bank 

 

Irvine, CA 

10/09/09 1.30 $5,000 5000.00 20.00

First Internet Bank of 

Indiana 

 

10/09/09 1.25 $100 4000.00 5.00

banking with 
Business Direct 
from HSBC. Apply 
Now!  
us.hsbc.com/BusinessDir
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Indianapolis, IN 

Heritage Bank 

 

Willmar, MN 
10/09/09 1.25 $1,000 1000.00 10.00

Fultdirect.com 

 

Herndon, VA 
10/09/09 1.25 $10,000 10000.00 10.00

State Farm Bank 

 

Bloomington, IL 
10/09/09 1.11 $1,000 500.00 0.00

VirtualBank 

 

Palm Beach Gardens, 

FL 

10/09/09 1.01 $1,000 0.00 0.00

First Internet Bank of 

Indiana 

 

Indianapolis, IN 

10/09/09 1.00 $100 1000.00 2.00

Ascencia, a div. of PBI 

Bank 

 

Louisville, KY 

10/09/09 1.00 $50 0.00 0.00

AmtrustDirect.com 

 

Cleveland, OH 
10/09/09 1.00 $500 0.00 0.00

Amegy Bank of Texas 

 

Houston, TX 
10/09/09 1.00 $1,000 1000.00 12.00

Nexity Bank 

 

Birmingham, AL 
10/09/09 1.00 $1,000 1000.00 0.00

American Bank 

 

Allentown, PA 
10/09/09 0.90 $100 1000.00 5.00

Lone Star Bank 

 

Houston, TX 
10/09/09 0.90 $2,500 2500.00 0.00

VirtualBank 

 

Palm Beach Gardens, 

FL 

10/09/09 0.80 $100 0.00 0.00

NOVA Bank 

 

Philadelphia, PA 
10/09/09 0.75 $1,000 1000.00 10.00

OneWest Bank, FSB 

 

Pasadena, CA 

NR

10/09/09 0.75 $1,000 1000.00 7.00

Nexity Bank 

 
10/09/09 0.75 $50 0.00 0.00

Spend less time 
travelling to the 
bank. Apply now!  
us.hsbc.com/BusinessDir

2.00% APY / 12-
Month CD
Earn more on the 
money you save 
Great rate, FDIC-
Insured, Apply 
Now  
www.DiscoverBank.com

Retirement 
Advice
For Smart 
Retirement Advice 
- Visit A 
Commonwealth 
Financial Planner! 
www.CommBank.com.au

Savings Rate 
Calculator
The Most Rates on 
Savings Accounts. 
Quick and Easy - 
Calculate Today!  
www.BankingMyWay.com
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Birmingham, AL 

Ascencia, a div. of PBI 

Bank 

 

Louisville, KY 

10/09/09 0.50 $1,000 1000.00 5.00

NOVA Bank 

 

Philadelphia, PA 
10/09/09 0.50 $1 500.00 5.00

AmtrustDirect.com 

 

Cleveland, OH 
10/09/09 0.50 $500 0.00 0.00

Excel National Bank 

 

Beverly Hills, CA 
10/09/09 0.50 $1,000 1000.00 0.00

Waterfield Bank 

 

Bethesda, MD 
10/09/09 0.40 $1,000 0.00 0.00

First NB of Baldwin 

County 

 

Foley, AL 

10/09/09 0.25 $1,000 2500.00 10.00

First NB of Baldwin 

County 

 

Foley, AL 

10/09/09 0.25 $100 100.00 2.00

American Bank 

 

Allentown, PA 
10/09/09 0.20 $100 0.00 0.00

BankDirect 

 

Dallas, TX 
10/09/09 0.10 $100 0.00 0.00

Advanta Bank Corp. 

 

Draper, UT 
10/09/09 0.10 $2,500 100.00 15.00

Dollar Savings Direct 

 

New York, NY 
10/05/09 1.70 $1,000 0.00 0.00

Dollar Savings Direct 

 

New York, NY 
10/05/09 1.70 $1,000 0.00 0.00

Citizens Trust Bank 

 

Atlanta, GA 
10/05/09 0.50 $1,000 0.00 0.00

Citizens Trust Bank 

 

Atlanta, GA 
10/05/09 0.40 $200 0.00 0.00

Ultima Bank Minnesota

 

Fosston, MN 
10/02/09 1.50 $1,000 1000.00 0.00
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The Latest in Banking  

�z September 02, 2009 - Money Market Rates start at 1.61% APY, tops at 3.81% APY with Collin Bank  
 
Collin Bank still offers their competitive money market rates through their regular and preferred 
money market programs. The top rate goes for 3.81% APY while the bottom tier gives out 1.61% 
APY.  
 
Here is the structure of their money market deals:  
 
Regular Money Market  
 
$2,500 to $10K          1.61%APY  
$10K to $25K             1.76% APY  
$25K to $50K             2.07% APY  
$50K and Up              2.27% APY  
  
 
Preferred Money Market  
 
$10K to $50K              2.02% APY  
$50K to $250K              2.32% APY  
$250K to $500K            2.78% APT  
$500K to $1 M              3.04% APY  
$1 M to $2 M                3.35% APY  
$2 M and Up                 3.81% APY  
  
 
A bank visit may be required since the bank does not detail the application process on their website. 
The bank is just North of Dallas in Frisco, Texas.  
 
Collin Bank is still a very young institution established in 2008. Bankrate.com and BauerFinancial still 
do not have sufficient basis for a review of  its safety, performance, and soundness.  
 
The bank has certificate number 58610 with the FDIC.  

�z August 18, 2009  - Amegy Bank with Money Market Rates for online account at 1.35% APY  
 
Amegy Bank invites consumers to take advantage of their best money market rates through their 
online money market account which gives 1.35% APY for all tiers. These money market rates may 
vary any time so be wise and check out the bank’s website prior to signing up.  
 
This money market offer is national. People from any state can start enjoying the current money 
market rates by initially depositing $1000. This amount is also the safe line to avoid the $12 service 
fee. All earnings of the account are compounded and credited every month.  
 
Applications can be started online. The bank is extra careful with the process and asks for more 
pertinent information like employment details, net worth, and sources of income.  
 
Following federal law, the bank limits withdrawal s and transfers up to six times per month. Any 
exceeding transaction above this cap will be charged $20.  
 
Some other fees include $5 for each transaction exceeding the monthly limit of 3 for telephone 
funds transfer and $3 for with drawal over the counter.  
 
You can also opt for electronic statements over paper monthly account statement. Aside from being 
greener, you will also be able to avoid the $10 fee the bank charges for delivering these paper 
statements to your door step.  
 
If you need to make an outgoing transfer, you need to deal with a $2.50 fee per transaction. 
Incoming funds transfers from your other accounts and banks are, on the other hand, free.  
 
Amegy Bank has over 90 branches spread across Texas. The bank is insured with the FDIC.  

�z August 4, 2009  - Current Interest Rates with Mutual Bank for their Money Market Account at 
1.37% APY  
 
Mutual Bank continues to offer competitive money market rates despite the drop of interest rates for 
money in the bank deal in the past few months. Th e best interest rate applies through all tiers of 
their Premium Money Market at 1.37% APY.  
 
Interest individuals can take advantage of the deal by opening an account with an initial balance of 
$5000. This amount is also the minimum monthly re quirement to avoid the service charge of $25.  
 

  

Contacting Institutions   
If you believe that you have received an inaccurate quote or are otherwise not satisfied with the services provided to 

you. Please click here

For an explanation of savings terms, click here. These rates are updated weekly. For criteria used in surveys of rates 
above, click here. These quotes are from banks, thrifts, and credit unions, some of whom have paid for a link to their 
own Web site, where you can find additional information. Bank and thrift deposits are insured by the Federal Deposit 
Insurance Corp. Credit union deposits are insured by the National Credit Union Administration. Bankrate.com rates 
banks, thrifts and credit unions through proprietary Safe & Sound star rating system. Rates are subject to change 

without notice and may vary from branch to branch.

Powered by: BankRate.com
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BankCD.com 

Guaranteed best CD rates (Certificate of Deposit). Highest 
bank Savings Account, Checking Account, Money Market 
Account and IRA rates. Top FDIC-insured bank account rates. 
Updated daily. 

Discover what thousands of successful investors have been 
doing for years... shopping nationwide for the best rates. Are 
you aware that a 0.5% rate improvement can increase your 
returns by 23.0%? (Details available in the Questions section 
below). 
   

Top Rates Guaranteed! 

BANK-CD RATE SCANNER 
America's No 1 Banking Resource 

Highest FDIC-Insured Rates Since 1987

List of Best CD Rates & Savings 

TODAY'S TOP FDIC-INSURED RATES: 
Money Market Account: 1.82% APY 

Checking Account: 4.51% APY 
Savings Account: 1.80% APY 

CD & IRA: 4.00% APY 
Currency Combination CD & IRA: 2.52% APY  

? Questions: about compounding interest, safety, 
insuring more than $100,000, etc. 

   

This website has been reviewed and recommended by: 
• The Wall Street Journal's Barron's magazine. © January, 2005. 
"Bank-CD (http://www.bankcd.com/) has been around for many 
years, and garnered good press along the way. It claims the 
highest rates available, and for many entries, that was the case." 
• Forbes.com Best of The Web magazine. © Spring, 2004. 
"One click gets you a list of top rates, along with the respective 
minimum deposit and any relevant footnotes. It is effective..." 
• Bloomberg Personal Finance magazine. © October, 2001. 
"Survey the nation every day for the choicest deals." 
• BusinessWeek magazine. © May 28, 2001. 
"Research CDs by rate, maturity." 
• Hispanic magazine. © May, 2001. 
"Go to www.bankcd.com...to look for the best CD rates throughout 
the United States." 
• The Four Elements of Financial Alchemy book by J. Vallee, 

CD Rates: Try Ally Bank
Ally Bank High Interest Online CDs. 
Earn Up to 3.40% APY, Member 
FDIC.  
www.Ally.com/Bank

Today's Top CD Rates
Search 100s of Best CD Bank Rates 
Plus Calcs,News,Tips & More.  
www.Bankrate.com

View Today's CD Rates
Find High CD Rates in Your Area. 
Plus News, Tips, Advice and More!  
CDRates.Interest.com
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Ph.D. © 2000. 
"One site provides a daily scan of CD rates in the US. It can be 
found at http://bankcd.com." 
• USA Today's USA Weekend magazine. © Sep 15-17, 2000. 
"To find the best CD rates nationwide, consult the Bank-CD Rate 
Scanner for rate comparisons from thousands of FDIC-insured 
U.S. banks." 
• Smart Computing's PC Novice Guide to the Web magazine. © 
1999. 
"If you are planning on purchasing a certificate of deposit (CD), 
visit the Bank-CD Rate Scanner site." 
• Investing Online for Dummies book by K. Sindell, Ph.D. © 
1998. 
"To find the banks that offer competitive rates on CDs, check out 
Bank-CD Rate Scanner." 
• Personal Finance on the Web book by J. Michaels. © 1997. 
"Limiting your CD shopping to banks in your geographical area is 
like only buying stock in local companies. Supporting your local 
bank is an admirable ambition but it won't always get you the best 
rates." 
• Wall Street City: Your Guide to Investing on the Webbook by 
D. Brown/K. Bentley. © 1997. 
"Bank-CD Rate Scanner, with its access to over 2,200 US banks, is 
a good place to start." 
• The Wall Street Journal's Smart Money magazine. © May, 
1996. 
"Check out the Bank-CD Rate Scanner."  

  
• Federal Deposit Insurance Corporation:Is it safe 
to send your money to an unknown bank? Yes, as 
long as it's FDIC-insured. You can verify the 
FDIC status of any bank in the USA (or phone the 
FDIC at 877-275-3342).

• Board of Governors of the Federal Reserve: 
Learn what the purposes and functions of the 
Federal Reserve are and how they affect interest 
rates.

Customer Service: please let us know if you found any problems/errors or if you have advertising inquiries at rates@bankcd.com. 
For Bank Officers: no charge to publish your bank's rates on this site. 
© 1994-2009 Bank-CD Rate Scanner. All rights reserved. Privacy statement.
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Today's Highest FDIC-insured Rates 

High Interest Money Market and Savings Rates 
up to $10K MMA & all SavA  

Column and star definitions 

BankCD.com Bank CD Rate List

Minimum deposit: Sort by:

up to $10K MMA & all SavA Default  Go

Institutions Acct 
Type Date APY Minimum 

Deposit 
Avoid 
Fees 

Monthly 
Service 

Fee 

Flagstar Direct 

  
Troy, MI 

MMA 10/09/09 1.81 $1 0.00 0.00

Ally Bank  

  
Midvale, UT 

SavA 10/09/09 1.80 $0 0.00 0.00

Ally Bank  

  
Midvale, UT 

MMA 10/09/09 1.70 $0 0.00 0.00

WTDirect  

  
Wilmington, DE 

SavA 10/09/09 1.66 $10,000 0.00 0.00

E-LOAN  

  
Pleasanton, CA 

MMA 10/09/09 1.55 $5,000 0.00 0.00

HSBC Direct 

  
New York, NY 

MMA 10/09/09 1.35 $1 0.00 0.00

UnivestDirect 

  
Souderton, PA 

SavA 10/09/09 1.25 $1 0.00 0.00

Discover Bank 

  
New Castle, DE 

MMA 10/09/09 1.20 $2,500 2500.00 0.00

Ally Bank High CD Rates
High Yield CDs, No Minimums or 
Fees Open a CD & Maximize Your 
Earnings.  
www.Ally.com/Bank

Savings Accounts - 3.25%
Earn 3.25% APY or more. Compare 
rates - quick and easy - start now!  
www.SavingsAccounts.com

12% APR 90 day CD
14% one year - 18% three years 
Free Guide High Yield Pawn 
Banking  
www.HighYieldMexico.com
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MetLife Bank  

  
Bridgewater, NJ 

MMA 10/09/09 1.00 $5,000 0.00 0.00

UFBDirect.com 
 
Irvine, CA 

SavA 10/09/09 1.80 $500 0.00 0.00

Bank of Internet 
USA 
 
San Diego, CA 

SavA 10/09/09 1.75 $100 0.00 0.00

Intervest National 
Bank 
 
New York, NY 

SavA 10/09/09 1.70 $500 0.00 0.00

Bank of Internet 
USA 
 
San Diego, CA 

MMA 10/09/09 1.70 $100 0.00 0.00

Heartland Bank 
Direct 
 
St. Louis, MO 

SavA 10/09/09 1.65 $500 0.00 0.00

Intervest National 
Bank 
 
New York, NY 

MMA 10/09/09 1.62 $2,500 2500.00 0.00

Goldwater Bank 
 
Scottsdale, AZ 

SavA 10/09/09 1.61 $1,500 1500.00 5.00

AIG Bank 
 
Wilmington, DE 

MMA 10/09/09 1.61 $10,000 0.00 0.00

giantbank.com 
 
Ft. Lauderdale, FL 

MMA 10/09/09 1.56 $1,000 0.00 0.00

iGObanking.com 
 
Lake Success, NY 

SavA 10/09/09 1.56 $1 0.00 0.00

EverBank 
 
Jacksonville, FL 

MMA 10/09/09 1.51 $1,500 5000.00 8.95

FNBO Direct 
 
Omaha, NE 

SavA 10/09/09 1.50 $1 0.00 0.00

Beverly National 
Bank Online 
 
Beverly, MA 

SavA 10/09/09 1.50 $5,000 5000.00 15.00

Stonebridge Bank 

12% APR 90 day CD
14% one year - 18% 
three years Free Guide
High Yield Pawn 
Banking  
www.HighYieldMexico.com

Bank of America ®
Find a Banking Center 
In Your Area. Get 
Great Benefits w/o the  
Fees.  
www.BankofAmerica.com

Today's Top CD 
Rates
Search 100s of Best 
CD Bank Rates Plus 
Calcs,News,Tips & 
More.  
www.Bankrate.com

Best Savings 
Accounts
Top 25 High Yield 
Savin gs Accounts Sort 
by APY, Bank Ratings, 
Interest  
SavingsAccounts.Bankaholic. c

HSBC Business 
Banking
Dedicated to helping 
your business grow 
during challenging 
times.  
us.hsbc.com/BusinessBankin g
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Exton, PA MMA 10/09/09 1.40 $1,000 1000.00 10.00

UmbrellaBank.com 
 
Birmingham, AL 

MMA 10/09/09 1.35 $1,000 1000.00 0.00

UmbrellaBank.com 
 
Birmingham, AL 

SavA 10/09/09 1.35 $100 100.00 0.00

California First 
National Bank 
 
Irvine, CA 

MMA 10/09/09 1.30 $5,000 5000.00 20.00

First Internet Bank 
of Indiana 
 
Indianapolis, IN 

MMA 10/09/09 1.25 $100 4000.00 5.00

Heritage Bank 
 
Willmar, MN 

SavA 10/09/09 1.25 $1,000 1000.00 10.00

Fultdirect.com 
 
Herndon, VA 

MMA 10/09/09 1.25 $10,000 10000.00 10.00

State Farm Bank 
 
Bloomington, IL 

MMA 10/09/09 1.11 $1,000 500.00 0.00

VirtualBank 
 
Palm Beach 
Gardens, FL 

SavA 10/09/09 1.01 $1,000 0.00 0.00

First Internet Bank 
of Indiana 
 
Indianapolis, IN 

SavA 10/09/09 1.00 $100 1000.00 2.00

Ascencia, a div. of 
PBI Bank 
 
Louisville, KY 

SavA 10/09/09 1.00 $50 0.00 0.00

AmtrustDirect.com 
 
Cleveland, OH 

SavA 10/09/09 1.00 $500 0.00 0.00

Amegy Bank of 
Texas 
 
Houston, TX 

MMA 10/09/09 1.00 $1,000 1000.00 12.00

Nexity Bank 
 
Birmingham, AL 

MMA 10/09/09 1.00 $1,000 1000.00 0.00

American Bank 
 

MMA 10/09/09 0.90 $100 1000.00 5.00
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Allentown, PA 

Lone Star Bank 
 
Houston, TX 

MMA 10/09/09 0.90 $2,500 2500.00 0.00

VirtualBank 
 
Palm Beach 
Gardens, FL 

MMA 10/09/09 0.80 $100 0.00 0.00

NOVA Bank 
 
Philadelphia, PA 

MMA 10/09/09 0.75 $1,000 1000.00 10.00

OneWest Bank, 
FSB 
 
Pasadena, CA 
NR

MMA 10/09/09 0.75 $1,000 1000.00 7.00

Nexity Bank 
 
Birmingham, AL 

SavA 10/09/09 0.75 $50 0.00 0.00

Ascencia, a div. of 
PBI Bank 
 
Louisville, KY 

MMA 10/09/09 0.50 $1,000 1000.00 5.00

NOVA Bank 
 
Philadelphia, PA 

SavA 10/09/09 0.50 $1 500.00 5.00

AmtrustDirect.com 
 
Cleveland, OH 

MMA 10/09/09 0.50 $500 0.00 0.00

Excel National 
Bank 
 
Beverly Hills, CA 

MMA 10/09/09 0.50 $1,000 1000.00 0.00

Waterfield Bank 
 
Bethesda, MD 

MMA 10/09/09 0.40 $1,000 0.00 0.00

First NB of 
Baldwin County 
 
Foley, AL 

MMA 10/09/09 0.25 $1,000 2500.00 10.00

First NB of 
Baldwin County 
 
Foley, AL 

SavA 10/09/09 0.25 $100 100.00 2.00

American Bank 
 
Allentown, PA 

SavA 10/09/09 0.20 $100 0.00 0.00

BankDirect 
 
Dallas, TX 

SavA 10/09/09 0.10 $100 0.00 0.00
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More rates from BankCD.com 

Advanta Bank 
Corp. 
 
Draper, UT 

MMA 10/09/09 0.10 $2,500 100.00 15.00

Dollar Savings 
Direct 
 
New York, NY 

MMA 10/05/09 1.70 $1,000 0.00 0.00

Dollar Savings 
Direct 
 
New York, NY 

SavA 10/05/09 1.70 $1,000 0.00 0.00

Citizens Trust 
Bank 
 
Atlanta, GA 

MMA 10/05/09 0.50 $1,000 0.00 0.00

Citizens Trust 
Bank 
 
Atlanta, GA 

SavA 10/05/09 0.40 $200 0.00 0.00

Ultima Bank 
Minnesota 
 
Fosston, MN 

SavA 10/02/09 1.50 $1,000 1000.00 0.00

Powered by: Bankrate.com 

Contacting Institutions
If you believe that you have received an inaccurate quote or are otherwise not 
satisfied with the services provided to you. Please click here

For an explanation of savings terms, click here. These rates are updated weekly. 
For criteria used in surveys of rates above, click here. These quotes are from 
banks, thrifts, and credit unions, some of whom have paid for a link to their own 
Web site, where you can find additional information. Bank and thrift deposits are 
insured by the Federal Deposit Insurance Corp. Credit union deposits are insured 
by the National Credit Union Administration. Bankrate.com rates banks, thrifts 
and credit unions through proprietary Safe & Sound star rating system. Rates are 
subject to change without notice and may vary from branch to branch.

Checking Account = ChA 

Savings Account = SavA 

Term APY Notes* Minimum Bank

ChA 4.51 m3,p,r11 $50 Bk of the Sierra
ChA 4.30 m3,p,r1 $100 Royal Banks of MO
ChA 4.15 m3,n,p,r16 $1 Connexus CU
ChA 4.02 m4,p,r1 $100 Heartland Comm Bk
ChA 4.01 m3,p,r1 $1 First Banking Center
ChA 4.01 m3,p,r1 $50 Phelps County Bk
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ChA 4.01 m3,p,r15 $100 Charter Bk
ChA 4.01 m3,p,r16 $100 Liberty Bk
ChA 4.00 m1,p,r6 $1 AmericaNet Bk
ChA 4.00 m1,p,r6 $1 Evantage Bk
ChA 3.28 m3,p,r1 $100 City Nat Bk
ChA 2.51 m7,p,r1 $100 State Bk of Toledo
ChA 2.51 e,p $1,500 Everbank
ChA 2.50 m6,p,r1 $50 NewportFed
ChA 2.25 p,r6,m3 $100 Champion Bk
ChA 1.55 p $100,000 ING Bk
ChA 1.51 p $100,000 Everbank
ChA 1.50 p $50,000 ING Bk
ChA 1.25 m1,p $100 American Bk
ChA 1.15 p $500 Bk of Internet
ChA 1.15 a50,e,p $10,000 American Bk
ChA 1.11 p $10,000 Quantum Nat Bk
ChA 1.01 p $2,500 Grand Yield Direct
ChA 1.00 m3,p,r2 $1,500 Presidential Bk
ChA 1.00 p $50,000 American Chartered

*Notes: Example, "b,i,p" means that the account can be opened as a 
Business account, or an IRA, or a regular Personal account. 

a21: Maximum age is 21. 
a23: Maximum age is 23.  
a40: Minimum age is 40. 
a50: Minimum age is 50. 
a55: Minimum age is 55. 
b: Business account. 
c0: Callable; can be redeemed by the bank after 6 months. 
c1: Callable; can be redeemed by the bank after 1 year. 
e: Rate guaranteed until specific date. 
f:  Variable rate. 
g3: Not available in CA. 
i: IRA. 
k:  Brokered; issued by an FDIC-insured bank and sold by a brokerage. 
l:  Limited availability. Often stop accepting funds. 
m0: Maximum $1,000.  
m1: Maximum $10,000. 
m3: Maximum $25,000. 
m4: Maximum $30,000. 
m5: Maximum $35,000. 
m6: Maximum $50,000. 
m7: Maximum $70,000. 
m8: Maximum $100/month deposit, $0 initial deposit. Up to 5 
accounts/customer. 
n: NCUA insured. Anybody can join (unless Note "o" is indicated). 
o: Military and their family only. 
p: Personal account. 
r0:  Requires $1 checking account. 
r1: Requires one monthly direct deposit or ACH auto debit and 10 debit card 
transactions. 
r2:  Requires $200/month direct deposit. 
r3:  Requires $100 checking account. 
r4:  Requires $50 checking account. 
r5:  Requires $25 checking account. 
r6:  Requires 10 monthly debit card transactions. 
r7:  Requires $1 savings account. 
r8:  Requires $25 checking account with one monthly direct deposit and debit 
card transaction. 
r9:  Requires $25 savings account. 
r10: Never had mortgage. One monthly direct deposit. Others (please check 
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with institution). 
r11: Requires one monthly direct deposit or ACH auto debit, one online bill 
payment and 12 debit card transactions. 
r12: Requires one monthly direct deposit or bill payment. 
r13: Requires $100/month deposit. 
r14: Requires $5,000 checking account ($50 and one direct deposit/month if 
over 50 years old also available). 
r15: Requires one monthly direct deposit or ACH auto debit and 13 debit card 
transactions. 
r16: Requires one monthly automatic deposit, one online bill payment and 15 
debit card purchases. 
r17: Requires $1,000 savings account. 

Information subject to change; deemed reliable but not guaranteed. Please 
verify with the financial institution before depositing and notify us of 
discrepancies immediately. 

Customer Service: please let us know if you found any higher rates, problems/errors or if you have advertising inquiries at 
rates@bankcd.com. 
© 1994-2009 Bank-CD Rate Scanner. All rights reserved. Privacy statement.
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