
1 August 2002

David Clarke
Group Executive

Business and Consumer 
Banking



30

W
estpac Investor U

pdate 2002
Scale in customers 
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Building on existing momentum

Australian personal and business customers
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Deepening relationships
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* Priority customers are those with whom we have significant,
typically multi-product, relationships.

20% growth between
June 2001 – June 2002
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Strategic themes

• Continue to deepen relationships by 
revolutionising the customer experience:
Ø building human capability
Ø understanding needs
Ø appropriate offerings
Ø simpler processes
Ø optimising footprint
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Focus and measures of success

• Consumer: 
Øgrow mass affluent

(wealth creation)
Øhold mass market

• Business:
ØSME
Øwealth 

management

Key Segment Focus

• Share of wallet 

• Customer satisfaction

• Market share

• Employee commitment

• Cost to income

• Economic profit

• Brand image:
(dynamism, customer focus
community, trust)

Key Success Measures
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Mass affluent opportunity
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= Rothschild value added

Wealth management opportunity

• Leverage 
7.4m 
customer 
base

• Apply CRM 
capability

• Penetrate  
customers 
outside 
Westpac

• Grow planner 
numbers

• Segment 
planner force

• Access 
independent 
planners

• Enhance 
sales & 
service 
platform

• Corporate 
super 

• Enhance 
wrap/master 
trust 
capability

• Enhance  
product range

• Development & 
execution 
excellence

• Structured 
investments

• Scale 

• Solid 
performance

• Rated funds 

• International 
alliances

Back
Office

Investment
Management

Product
Manufacture

Bundling
Platform

DistributionCustomers

• Increase 
leverage

• Improve 
efficiency
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SME: The strategic opportunity
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Business: market share gains
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SME: focused on the customer

• We are focused on building on our 
position by:
Ø Helping them successfully manager their 

businesses
Ø Understanding how they want to interact with 

us:
– On-line
– Focus on the branch

Ø Getting smart about what we know
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Helping manage their business

“ It’s great to hear 
financial reports in a 
language that I can 
understand. Thankyou. ”

“ A hands on approach 
works well for most 
people and I was no 
exception. Within the first 
hour, it was as though 
someone had turned the 
lights on. ”
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Understanding how they want to 
interact with us...
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Business online success

• Registrations increased by 20%

• 32% of business customers active online 
users

• Value transactions doubled in 12 months 
to $1.1bn in June 2002

• Our online business customers are the 
most satisfied in the market (91.6%)
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Business capability in branches

• Importance of intellectual footprint

• Improving business capability in 
branches

• Kicking off with 110 branches; 250 
trained staff

• Great results: doubling of referrals and 
accounts opened
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Getting smart about what we know
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Growing relationships
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Lead relationships 
as % of customers 73 74 68 69

% satisfied or very 
satisfied 53 57 43 49

% at risk 15 12 22 14
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