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Significant Growth
 •  BankAtlantic Opens 13 New Stores in 2006

 •  BankAtlantic Announces 24 New Stores for 2007

 • BankAtlantic Announces Retail Expansion into Central Florida

 •  BankAtlantic Opens 270,000 New Core Deposit Accounts,  
a 19 Percent Increase Over 2005



Tampa Bay Area

Miami-Dade

Broward

Palm Beach

Martin

St. Lucie

Orlando Area

BankAtlantic Corporate Center

Existing “Legacy” BankAtlantic Stores (75)

2006 New BankAtlantic Stores (13)

2007 Proposed BankAtlantic Stores (24)
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Florida’s Bank
At BankAtlantic, we believe in delivering unparalleled convenience to our customers while expanding our presence throughout 

the state of Florida. In 2007, we will celebrate 55 years of service in Florida. We’re leveraging this considerable hometown advan-

tage to drive the growth of our Company and to strengthen our position as Florida’s Bank. We fully understand our region’s 

dynamics and recognize the opportunities for growth in Florida. 

With 18 million residents, Florida represents one of the strongest growth markets in the nation. Florida is the fourth largest state 

in population and total deposits, as well as the national leader in both job creation and international commerce, and a top tourist 

destination. It’s also one of the fastest growing areas, with a projected population of nearly 29 million by 2030. These demographics 

have attracted almost every national and regional bank in the country to the Florida market—a market we know extremely well. 

We’ve become highly skilled in growing our franchise in Florida, with a proven ability to select top sites; seamlessly manage 

building requirements; hire and train qualified associates; and execute successful first-year operations. Our success is reflected 

in the performance of our stores, particularly our new stores, which have exceeded both the average growth rates of banks 

across the nation and our own internal targets. 

In 2006, we successfully added 13 locations, and at year-end, we had a total of 88 stores, all of which are open seven days a 

week, 360 days a year, including nine stores open until midnight. With an eye toward the future, we’re laying the groundwork to 

add more than 50 stores to our network over the next two years and to expand our reach into the burgeoning Central Florida market. 

What’s more, our store network is complemented by two ’round-the-clock customer call centers, more than 250 Automatic Teller 

Machines, and Commercial Lending Offices in South Florida, Jacksonville, Orlando and Tampa.



Abraham Lincoln commented on the nature of true progress 

when he said, “I am a slow walker, but I never walk backwards.” 

These words resonate with me as I reflect on BankAtlantic’s 

steady progress in 2006 and our deep commitment to build-

ing our franchise for the long term. 

Some may wonder at this statement, given that we do not 

appear to be “slow walkers.” Indeed, we have a history of 

“WOW!”ing our shareholders with record results and double-

digit new deposit growth rates. In 2006, we continued to gain 

market share, opening 270,000 core deposit accounts, a  

19 percent increase compared with 2005. However, at the 

same time, external forces—including higher interest rates, a 

slower housing market and increased competition—resulted 

in a decrease in the average amount of money consumers 

nationwide maintained in their bank accounts, and even 

prompted some to close their accounts. These factors ham-

pered the performance of banks across the industry and 

slowed BankAtlantic’s net growth. 

In an attempt to support their quarterly earnings, many banks 

curtailed their expansion plans. BankAtlantic was a notable 

exception. Recognizing that our growth initiatives are at the  

heart of our Company’s success, we actually intensified our 

efforts to build our franchise, opening a record 13 new stores, 

laying the groundwork to add more than 50 locations in the 

next two years, and unveiling plans to expand our reach into 

Central Florida. Some may question these actions, citing a 

concern for the impact on our near-term results. Our answer 

is simple: We never walk backwards. For the past five years, 

BankAtlantic has designed a growth-centered business model 

that has produced solid results. We are committed to continu-

ing to employ this model as we move forward, even if market 

forces result in a slower pace of net growth in the short term. 

Staying in the Race
While the slower pace of net growth hasn’t changed our 

expansion plans, it has prompted us to scale back some of 

our marketing activities. As we accelerated our expansion in 

2006, we also dramatically increased our marketing efforts in 

an attempt to offset industry pressures and drive account 

growth. While we were successful in generating 19 percent 

core deposit account growth in 2006, we have determined 

that our marketing expenditures were simply too aggressive 

in the current environment and that the growth attributable to 

the increase in expenses did not justify the cost. As a result, 

in the first quarter of 2007, we elected to reduce our marketing 

expenditures, while still continuing to reinforce our service 

initiatives, build our sales organization and execute our 

growth plan. 

To Our Shareholders,  
Customers and Friends:

“In 2006, we intensified our efforts to 
build our franchise, opening a record  
13 new stores, laying the groundwork  
to add more than 50 locations in the 
next two years, and unveiling plans to 
expand our reach into Central Florida.” 
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Alan B. Levan
Chairman and Chief Executive Officer, 
BankAtlantic Bancorp
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I often quote a poem called “The Race,” which underscores 

the fact that success doesn’t always come from flawless per-

formance. Rather, it is often the result of getting up each time 

you fall. In hindsight, we recognize that BankAtlantic stumbled 

in 2006 by overemphasizing our marketing programs. The 

market took note, and our stock price declined. But falling  

is not failing. We’ve brushed ourselves off and moved on, 

refocusing on our core goals, our past investments in our 

brand and the success of our new stores.

Moreover, we are accelerating our efforts to reevaluate our 

processes, systems and technology platforms. We are taking 

steps to consolidate disparate technology platforms, identify-

ing new processes, and leveraging technology to deliver 

highly efficient customer service. Our goal is to ensure that 

we take every action possible and use every tool available to 

support superior customer service while building an efficient 

platform for the future.

We remain confident that our focus will ultimately generate 

precisely what our shareholders want—sustainable, long-term 

value. Specifically, we believe our current initiatives will drive 

the continued growth of core deposits, build customer loyalty, 

and establish BankAtlantic as a banking standard in one of 

the nation’s fastest growing banking markets. If successful in 

our efforts, BankAtlantic will be a larger, stronger organization 

that is well prepared to capitalize on new opportunities and 

solidly positioned for the future. 

Focused on Florida
Our steady growth efforts enabled us to end 2006 with a net-

work of 88 stores, all in our home market of Florida. With one 

of the fastest growing populations of any state in the nation, 

Florida is an extremely attractive market for banking. Moreover, 

it is a market where BankAtlantic has a true hometown advan-

tage. We are Floridians, and we know this market intimately, 

enabling us to excel in crucial development activities, while 

still maintaining the exceptional levels of service our cus-

tomers expect. Our powerful brand name recognition and  

strong customer loyalty give us distinct advantages as we 

open new stores. 

Clear evidence of our advantage lies in the performance of 

our stores. Our legacy stores are solid performers that have 

the ability to deliver sustainable growth, even while the 

national industry is declining on average. We’re using our 

legacy store model as the basis for our new store program, 

while drawing on our growing skills in site selection, construc-

tion and store operations. The results are exceeding our 

expectations: On average, our new stores are becoming prof-

itable within the first 12-18 months of operation and producing 

$7-8 million in core deposit balances within the first year.

In 2006, we announced plans to enter the Central Florida 

market, which has a vibrant, ’round-the-clock tourism industry 

and a burgeoning population. We have already opened a new 

call center in Orlando to support our expansion, and we  

are laying the groundwork to add 20 new stores in the area  

over the next several years. We are very excited about this 

expansion, which will leverage our powerful brand and proven 

organic growth capabilities to execute the BankAtlantic strat-

egy in one of the strongest banking markets in Florida. 

Delivering Superior Convenience
BankAtlantic’s formula for success is an old-fashioned one—

find out exactly what your customers want and surpass  

their expectations. Over the years, we have perfected this art,  

regularly introducing new ideas that have made the 

customer experience in our stores convenient, 

friendly and unique.

“Florida is an extremely attractive 
market for banking. Moreover, it is a 
market where BankAtlantic has a true 

hometown advantage. We are Floridians, 
and we know this market intimately, 

enabling us to excel in crucial develop-
ment activities, while still maintaining 

the exceptional levels of service  
our customers expect.” 



During the past two years, we 

have broken new ground in the bank-

ing industry by transforming BankAtlantic 

into a “banking-retailer.” We are keenly aware that 

our customers have a choice of where to bank, the same 

way they have a choice of where to shop. In order to make 

that choice an easier one, our goal is to actively compete for 

business much like the world’s great retailers. This approach 

has influenced every aspect of our operations, motivating us 

to offer extended hours, enthusiastic service and a range of 

convenient services, including Totally Free Checking, Totally 

Free Online Banking & Bill Pay, and Totally Free Change 

Exchange coin counters. Our Totally Free Change Exchange 

coin counters are a fun and convenient amenity that brings a 

steady stream of both customers and potential customers into 

our stores. In 2006, these counters proved their appeal, pro-

cessing a total of 489,000 transactions, a 40 percent increase 

compared with the prior year.

We also meet our customers’ needs by offering seven-day 

banking, holiday hours and extended weekday hours in all  

of our stores, including midnight hours in nine stores. Our 

extended hours mean that every BankAtlantic store is open 

for at least 80 hours every week, seven days a week, 360 days 

a year. We complement our extended hours by offering a wide 

range of in-store activities that translate to what we believe is 

an unparalleled customer experience. For example, every 

Friday is “Red Friday” at BankAtlantic, and we celebrate our 

passion for customer service by giving gifts to customers 

who enter our stores dressed in our corporate color. In 2006, 

we distributed nearly 1.7 million Red Friday gifts. We also pro-

vide dog treats for our customers’ canine friends, and in fact, 

we have distributed 50,000 dog bones since we started this 

program in 2004. We also continued our Kid Power® program, 

which teaches local students about money and banking. In 

2006, our associates conducted 500 Kid Power® classes in 

area schools, teaching approximately 12,000 children.

The driving force behind delivering this “WOW!” experience 

is BankAtlantic’s team of approximately 3,000 associates. We 

believe our team is the finest and most devoted in the banking 

industry. We are extremely selective when screening potential 

new hires, focusing on individuals who share our passion for 

customer service. We dedicate substantial resources to culti-

vating the “WOW!” attitude, including offering our associates 

at every level an extensive range of courses at BankAtlantic 

University in such areas as customer service, business acu-

men, managerial skills and technical capabilities. BAU also 

trains every new associate about BankAtlantic’s culture, a 
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program we call “WOW!” Boot Camp. In 2006, we continued 

to expand our BAU course offerings and capacity, preparing 

us for future growth.

Walking Forward
BankAtlantic walks forward with great confidence and bound-

less energy. We are fully committed to our business model 

and sharply focused on building our franchise. In early 2007, 

we underscored this by naming Jarett Levan, BankAtlantic’s 

President, to the additional positions of Chief Executive Officer 

of BankAtlantic and President of BankAtlantic Bancorp.  

 

In these new roles, Jarett will continue to work with our execu-

tive team with the goal of moving BankAtlantic forward as 

Florida’s Most Convenient Bank.

As we work toward this goal, we are deeply grateful for the 

support and loyalty of our associates, customers and share-

holders. You can be assured that our primary objective remains 

to reward your trust in us with the sustainable, long-term value 

that is a BankAtlantic hallmark. 

Sincerely, 

Alan B. Levan

Chairman and Chief Executive Officer,

BankAtlantic Bancorp
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In January 2007, we announced an agree-
ment to sell Ryan Beck Holdings, Inc., our retail 
brokerage subsidiary, to Stifel Financial Corp. 
(NYSE: SF) in exchange for a combination of 
cash, Stifel stock and warrants. This trans-
action gives us the opportunity to combine 
Ryan Beck with a large and successful public 
company that can fuel its growth, while pro-
viding BankAtlantic Bancorp with additional 
capital to support BankAtlantic’s growth and to 
fund our ongoing stock repurchase program. As 
a result of this transaction, BankAtlantic is now 
BankAtlantic Bancorp’s only operating subsidiary.
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In an industry where most providers are “look-alikes,” BankAtlantic has a 

notable distinction: the superior service we provide our customers. Every cus-

tomer should have a memorable experience when they visit BankAtlantic—an 

experience that can only be described as “WOW!” We achieve this goal by 

emphasizing “WOW!” in everything we do: greet every customer like an old 

friend, provide speedy service with an emphasis on personal attention, and 

offer an exciting range of promotions, gifts, events and perks. In fact, our com-

mitment to delivering exceptional, personalized service characterizes every 

interaction with every customer, every day.

Delivering “WOW!” Service



BankAtlantic’s passion for service starts at the executive level and reaches 

every one of our nearly 3,000 associates. We recognize the only way to “WOW!” 

our customers is to inspire our associates to provide the highest standard of 

service. With this in mind, we reward associates who demonstrate teamwork, 

creativity and a passion to exemplify outstanding customer service. These 

efforts have enabled BankAtlantic to build one of the strongest and most 

energetic teams in the banking industry—one that regularly “WOW!”s with 

boundless enthusiasm for exceeding customer expectations.
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We view each and every customer interaction 
as an opportunity for BankAtlantic to set  

a new standard of service that will bring our 
customers—and their friends—into our 

stores again and again. 

We’re open when our customers want to bank— 
80 hours every week, seven days a week,  

360 days a year, from 7:30 a.m.–8:00 p.m.  
Monday through Saturday, 11:00 a.m.–4:00 p.m. 
Sunday, and until midnight in some locations.
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Every Friday is “Red Friday,” when we reward 
our guests’ loyalty by giving free gifts to 
everyone dressed in our corporate color. 

Each of our stores has a Totally Free Change 
Exchange coin counter in its lobby for use by 

customers and non-customers alike.

We’ve gone the extra mile to create an inviting 
store environment that is uniquely BankAtlantic, 
complete with warm colors, comfortable seating 

areas and attractive artwork.

Our stores are open more hours each week 
than any other bank in the nation,  

giving our customers the greatest degree  
of banking convenience available.



We have worked long and hard to make the BankAtlantic 

brand synonymous with “Florida’s Most Convenient Bank.” 

We have achieved this goal through an aggressive, multime-

dia promotional effort that highlights our outstanding service 

initiatives, extended hours and enthusiastic, customer-driven 

approach. The centerpiece of our promotional effort is our 

“Yeah, We’re Open” advertising campaign, which emphasizes 

our commitment to being available whenever our customers 

need us. We employ this award-winning campaign across a 

wide range of media, including print, radio and television. We 

also integrate it into our marketing materials, including those 

we use throughout our stores, ensuring that customers and 

prospects know where they can come for seven-day banking 

and midnight hours.

In 2006, we also promoted our unique services and sought to 

attract new customers through our Switch-A-Thon campaigns. 

First introduced in 2005, BankAtlantic’s Switch-A-Thon is a 

limited-time promotional offer, during which we provide a 

package of exciting welcome gifts to new retail and business 

customers, as well as to those who refer them. We advertise 

the Switch-A-Thon in our stores, as well as through media 

campaigns, ensuring maximum consumer awareness of the 

promotion. Customers who “switch” to BankAtlantic during  

a Switch-A-Thon not only get access to our wide range of 

traditional banking products and services, they also receive 

an assortment of cash rebates, free checks and gifts. Our  

Switch-A-Thon continues to be a highly successful way of 

gaining market share, contributing growth of 270,000 new 

core deposit accounts in 2006.

Whenever we open a new location, we think it’s cause for 

celebration, and in 2006 we had more grand opening celebra-

tions than ever before. For each grand opening, we conducted 

major advertising campaigns and welcomed thousands of 

new customers to the BankAtlantic family.
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Investing in Our Brand



Spreading the Word
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An exciting aspect of BankAtlantic’s promotional activities is 

our partnership with the Florida Panthers. We are the “official 

bank” of this great organization, helping us to extend our 

presence and build consumer awareness of our brand. In 

2005, we forged a sponsorship arrangement for the 20,000-

seat sports arena that is home to the Florida Panthers. Now 

named the BankAtlantic Center, this venue hosts more than 

200 events each year, welcoming approximately two million 

guests annually. In 2006, it featured a number of high-profile 

events, including Barbra Streisand, Billy Joel and Rolling 

Stones concerts to name a few. As an added plus, the adver-

tisements for each event, which ran in countless local TV, 

radio and newspaper placements, prominently featured the 

BankAtlantic name. 

We also highlight our BankAtlantic brand on more than 250 

BankAtlantic ATMs, which extend the concept of convenience 

to our customers in a wide range of places—from the 

BankAtlantic Center, to shopping malls and cruise ships. In 

1995, we pioneered the concept of linking satellite communi-

cations technology with ATMs in a shipboard environment, 

and since then, we have continuously expanded our network 

of ATMs on cruise vessels. In 2006, we extended our relation-

ship with Royal Caribbean International to provide ATMs on 

the world’s largest cruise ship, the Freedom of the Seas. 

Our brand-building efforts have paid off. Our recent marketing 

survey found that the majority of South Florida and Tampa 

residents polled recognize BankAtlantic as “Florida’s Most 

Convenient Bank.” In fact, BankAtlantic has become a house-

hold name in the Florida markets we serve, with area residents 

associating our brand with unprecedented convenience and 

superior service.

“BankAtlantic has become a household 
name in the Florida markets we serve, 

with area residents associating  
our brand with unprecedented conve-

nience and superior service.” 



Winning Customer Praise
At BankAtlantic, we believe in “WOW!”ing our customers during every interaction every single day. Our 

associates are passionate about customer service and treat every customer as their best customer. Our 

reward for consistently providing this level of service is something money simply cannot buy: a steady 

stream of praise directly from our customers.
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“I have done business with several banks in my life, and 
am so pleased to be with BankAtlantic where they always 
know me, remember me, respect me and appreciate me 
being their customer.” 
—Grace Barella, Fort Lauderdale

“BankAtlantic is setting the 
precedent, hopefully for other 
banks to follow. It is about time 
that a bank really sees the 
customer’s needs, especially  
the hours. I always prefer to  
go inside, it is more fun.” 
— Christine Gibson, Clearwater

“For over 20 years, I have been part of the BankAtlantic family. 
When the bank opened seven days a week—that was the icing on 
the cake. I can run to the bank anytime. BankAtlantic is not only 
Florida’s Most Convenient Bank, but the most caring.” 
—JoAnn Calabrese, Plantation

“BankAtlantic’s approach to 
customer service appears to  
be far more aggressive and 
intensive in terms of provid-
ing quality customer service.” 
—Wilson Howard, Clearwater
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“A BankAtlantic store has a wonderful atmosphere and all 
sorts of incentives: free checking, coffee, lollipops, gifts, 
late hours, Red Fridays, online banking and coin machines. 
Your employees and customer service are unbeatable.” 
— Riesa Lewis, Coral Gables

“I am so glad I switched to BankAtlantic because your 
hours really make a big difference for a businessperson. 
They are convenient and locations are easy to get to  
and your staff is extremely helpful and friendly.”
— Lori Krieger, West Palm Beach

“I am a business broker, and at the closing for a business, the buyer brought a 
cashier’s check for the wrong amount. It was six o’clock on a Friday night, and  
of course, I realized that the deal would have to wait until Monday to complete.

Time is the killer of deals, and I saw this was a huge obstacle. However, the buyer 
said, “No problem, I bank at BankAtlantic.” We found the nearest branch, which was 
nearby. He made the transaction and returned to the closing table in under an hour. 
By 7:30 that night, the deal was closed and I was tremendously relieved.

Your extended hours were truly a deal saver. You really understand the needs of the 
small business owner who can’t fit into a 9 to 5 mold.” 
—Peter Berg, CBI, Managing Director, Transworld Business Brokers, LLC

“I am very impressed with 
BankAtlantic. I am very 
happy with the service and 
products I receive from 
BankAtlantic and hope to 
be a longtime customer.” 
—James Moore, Tampa

“I have been a BankAtlantic 
customer for several years. Your 
customer service (including free  
coin counting and shredding),  
hours of operation and locations 
place your bank ahead of others.”
— Fred Butler, Stuart



Earning Industry Recognition
As “Florida’s Most Convenient Bank,” BankAtlantic has repeatedly earned 

the reputation as a highly innovative service leader. Every year, a wealth 

of media articles highlight our business model, our deep commitment to 

growth and our passion for outstanding service.
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Reprinted with permission from First Monday.

Copyright 2006, The Palm Beach Post

Look out. Here comes another bank making 

its way into the Orlando market. Beginning in 

January, Fort Lauderdale-based BankAtlantic 

is opening four “stores” in the area, with 

plans to open more than 20 during the next 

several years.  

Earlier this year, BankAtlantic opened a sales 

and customer service center and a training 

center in Orlando. Julie Dunn Story, formerly 

of SunTrust and Huntington banks, takes  

the reins as BankAtlantic’s Central Florida 

President. 

Reprinted with permission from The Orlando Sun-Sentinel.
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The bank, which has maintained a com-

mercial lending presence here for the past 

four years, is pinning its hopes for success 

on convenience, dubbing itself “Florida’s 

Most Convenient Bank.” Among its offer-

ings are seven-day lobby and drive-up bank-

ing service plus extended hours, including 

midnight closings at some locations. Just 

think: If other banks follow suit, this could 

mean the end of those late-afternoon 

dashes to make deposits.

By adopting a convenience-store schedule, 

BankAtlantic President Jarett Levan aims 

to obliterate the concept of bankers’ hours, 

along with the idea that depositors would 

rather bank online. “There are consumers 

who still like to come to the store,” Levan 

said. “There are customers who like to come 

in at midnight.”

Tuesday’s announcement culminates a busy year 

in Orlando for BankAtlantic, which earlier this 

summer opened a customer-service call center 

and a training center in Maitland.  It also has had 

a commercial loan office in Orlando for the past 

three years. Together, those operations are 

expected to employ more than 150 people by 

year’s end.
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Five new BankAtlantic branches will open in the Tampa Bay area in 2006, as the bank launches an aggressive expansion campaign. The bank, which currently has 10 offices in the Bay area, already has begun construc-tion on four of the new sites, including  its first locations in St. Petersburg, and in Pasco County.

Today, I would say it’s not only about service and convenience to the customer, but it’s also about market share. Market share is important because the larger you get, the more people become knowledgeable of the brand. And that drives additional business. So we have figured out over the past 10 years how to give extraordinary cus-tomer service and convenience and at the same time grow at an above average rate. 
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Reprinted with permission from The Miami Herald.

The $6.4 billion-asset company decided to pick up the 
pace of its branch expansion after analyzing its most recent 
openings, said Jarett S. Levan, the president of its bank, 
in a press release. “We have been very pleased with the 
progress of the eight new stores we have opened in the 
last 16 months,” said Mr. Levan.

Seven-day banking. The BankAtlantic Center. These initiatives, and many others, are aimed at making BankAtlantic the state’s best-known financial institution. Along the way, the bank and chairman and CEO, Alan Levan have garnered  a reputation for being mavericks in an industry dominated by large, out-of-state banks. 
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To BankAtlantic, Florida is more that just an attractive, high-

growth market. It is our home, and as such, Florida represents 

both our roots and our future. As proud Floridians, we’re 

deeply committed to giving back to the communities where 

we live and work. 

Our primary vehicle for community involvement is the 

BankAtlantic Foundation. Since 1994, BankAtlantic and the 

BankAtlantic Foundation have contributed more than $10 mil-

lion to a vast range of charitable organizations, supporting 

hundreds of worthy causes throughout Florida. We are proud 

that our efforts have touched the lives of thousands of area 

individuals through a rich combination of grants, donations 

and volunteer work in the arts, human services, education, and 

community and economic development. 

The generous spirit of our associates fuels the efforts of the 

BankAtlantic Foundation. Philanthropy is an integral part of 

our corporate culture, which our associates embrace and 

uphold though their involvement in a wide range of initiatives. 

Together, our associates donate their time, money, talent and 

caring to educate, assist, inspire and guide those in need, 

and to help build the communities where they live and work. 

Serving the Community
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2100 West Cypress Creek Road
Fort Lauderdale, FL 33309
Telephone: 954-940-5300

BankAtlantic Bancorp  
Investor Relations
Visit the Investor Relations section of 
BankAtlantic Bancorp’s website for stock 
information, financial news releases and 
other shareholder related information 
directly at: www.BankAtlanticBancorp.com

Shareholders, analysts, portfolio managers 
and other investors seeking additional infor-
mation about the company should contact:

Leo Hinkley
Senior Vice President,  
Investor Relations Officer
Telephone: 954-940-5300
investorrelations@bankatlanticbancorp.com

Donna Rouzeau
Assistant Vice President,
Investor Relations &  
Corporate Communications
Telephone: 954-940-5300 
corpcomm@bankatlanticbancorp.com

Registrar—Transfer Agent
For shareholder inquiries concerning stock 
transfer requirements, lost certificates, divi-
dends, address changes and other shareholder 
matters, please contact:

American Stock Transfer & Trust Company
Shareholder Services
59 Maiden Lane 
New York, NY 10038
Telephone: 1-800-937-5449  
www.amstock.com

Electronic News Access
Corporate news releases are issued through 
Business Wire (www.businesswire.com)  
and can be accessed through the Internet  
and other sources, including Dow Jones News 
Retrieval, Bloomberg, Dialog, Lexis/Nexis, 
CompuServe and America Online, as well  
as via BankAtlantic Bancorp’s website at:  
www.BankAtlanticBancorp.com

Stock Listing
BankAtlantic Bancorp’s common stock is  
listed on the New York Stock Exchange under 
symbol BBX. BankAtlantic Bancorp’s Chief 
Executive Officer has submitted a certificate  
to the NYSE certifying that he is not aware of 
any violations by BankAtlantic Bancorp of the 
NYSE corporate governance listing standards.

BankAtlantic
For assistance with BankAtlantic products and 
services, please call 1-888-7-Day-Bank, or 
visit: www.BankAtlantic.com
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This Summary Report is intended to provide an overview of the Company and its business in 2006. It is not, and is not intended as a substitute for, our Annual Report on Form 10-K for the 
year ended December 31, 2006 (“2006 Annual Report on Form 10-K”). Our 2006 Annual Report on Form 10-K, which constitutes our 2006 Annual Report to Shareholders, contains informa-
tion not included in this Summary Report and should be used as the source of financial information about our Company. It may be obtained by accessing the investor relations section of 
our website at www.bankatlanticbancorp.com/investor/filings/, or by going to the SEC’s website at www.sec.gov., or by sending a request for a free copy to our Investor Relations Department 
at its address set forth above. Included as Exhibits to our 2006 Annual Report on Form 10-K are the certifications of the Chief Executive Officer and Chief Financial Officer certifying the 
quality of BankAtlantic Bancorp’s public disclosure.

This Summary Report contains forward-looking statements, such as projections, targets and business plans. Actual results could differ materially from those contemplated, expressed or 
implied, by such forward-looking statements, due to risks and factors that include, among others: The impact of economic and competitive factors affecting the Company; the Company’s 
growth initiatives not producing results consistent with historic growth rates or that justify their costs; the impact of regulatory or accounting issues, including the impact of and compliance 
with the USA Patriot Act, Bank Secrecy Act and Anti-Money Laundering laws; that required regulatory approvals for new branches may not be timely obtained, if at all; and that our business 
plans may otherwise not be successful or not produce results that justify their costs. In addition to the foregoing risks and factors, reference is made to those risks and factors detailed in 
the Company’s 2006 Annual Report on Form 10-K.
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