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Outline

� Environment & Asset Quality

� Service Profit Chain - Strategic Focus

� Performance
– Home Lending

– Investments - Retail Inflows

– Planner Performance

� Wrap Up & Q&A
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Competitive Environment - Australia
Outlook

� Continuing subdued economy in first half on 2001/02 with 
subsequent improvement in business conditions anticipated

� Domestic demand likely to be strong during 2001/02.  

� Key risk remains deteriorating global economy

� Official Interest rates remain on hold for some time although 
rising interest rate environment possible in 2nd half of 2001/02

� Margins Holding 

� Threat of re-regulation of aspects of financial services industry
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Competitive Environment
Asset Quality Management

� Observations
– Some general deterioration in asset quality

– Expect increased pressure on watch and sub-standard loans 

� However nothing we didn’t expect and plan for

� National continues to proactively manage its credit risk
– With heightened vigilance at this stage of the business cycle
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Staff satisfaction

Customer
Satisfaction

Community
Satisfaction

Shareholder Satisfaction

Community
Satisfaction

Staff satisfaction

Shareholder Satisfaction

Customer
Satisfaction

The Power of the Service Profit Chain
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Strategic Focus

� Staff Satisfaction
– Our staff

– eTransformation

� Customer Satisfaction
– Distribution (including Product Innovation)
– Customer Advantage Program (Privacy)
– Customer Relationship Management 

� Community Satisfaction
– Partnering with our Community
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Staff Satisfaction - Our staff

� 2.7% general staff pay increase

� 97.8% middle management
signed individual contracts

� Strong acceptance of staff offer 
– “Employee Solutions Package” AdvantEdge

Pay & Benefits

Development

Family

Health

Ownership

Time

Recognition
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Staff Satisfaction - eTransformation

� The Foundations are being put in place
– IP installed to ~780 sites; >2,000 new desk-tops deployed.

– Deploying in excess of 500 machines per week

– Over 8,000 desk-tops by end November

� eConsumer Lending
– ACAPS in operation

– Multi-channel consumer loan origination on target for Nov. release
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Customer Satisfaction
Enhancing Distribution Options

� Transforming the Network

� Australia Post Alliance

� Broader ATM Network

� Strong Online Banking Adoption

� Enhanced Website
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Customer Satisfaction
Packaging Solutions for Customers

� Choice Package - expanded to include wealth management
– Online/phone share trading and funds management

– Preferential rates for National Margin Lending

Benefits to customers
•Dedicated relationship manager –
ie. consistent point of contact

•Consolidation and simplicity -
deal with one provider

•Products and services services
at preferred pricing

Benefits to the National
•Customer satisfaction: meet more
of the customer’s financial needs

•Grow presence in high value
premium market across range
of products and services

•Realise National’s wealth
management strategy
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Customer Advantage Program - Privacy

� Commitment to being a trustworthy custodian of customer 
information

� National acknowledged as a leader in privacy strategy

� We will fully comply with legislative changes

� Integrated Customer Satisfaction Unit
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Customer Satisfaction Measurement 
Process

� Measure all customer touch points

� Increased frequency of measurement

� Significant improvement in customer satisfaction ratings

� Customer satisfaction linked to CRM capability
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Customer Satisfaction
Pre-eminent Customer Management

“There are only two banks in the world who are truly 
pushing the frontiers of customer understanding - one is 
..Lloyds TSB and the other is National Australia Group.”

Source: The Business Banking Board Washington DC - September 1999.

"NAB is the clear CRM leader among the Big Five 
Financials with particular strength in customer 

segmentation, behavioural modelling and lead generation.”

Source: Goldman Sachs May 2001
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Building on our Existing World Class
Leads Distribution Capability

National Leads 
(Campaign Management Engine)

Global Data Warehouse
(incl. Predictive Marketing Engine)

Source
Systems

Web
siteeMail

Customer
Response

Centre

Personal
Banker MMM

Planner/
PCS

Adviser

Internet
Banking ATM

Plan

Siebel Desktop

Enhanced Contact,
Referral and

Campaign Performance
Management

Future
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Your Financial Journey Web Page
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Customer Relationship Management
Leads to Wealth Management - PCS Advisers

� Campaign targeted at attractive retail customers with low 
existing product penetration

� Aims to increase profitability by deepening relationship

� Lead referred to Wealth Management Call Centre for 
appointment

� Appointments actioned by mobile Personal Client Service 
(PCS) Adviser or Mobile Mortgage Manager (MMM) as 
appropriate

� 25 times improvement in appointment and conversion rate
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Community Satisfaction - Partnering with 
our Community

� Developed strong links with Community Groups
– Community Consultation Forum 
– National Concession Card Account
– National CommunityLink linked to Volunteerism

� Initiated two focused sponsorships this year

� Community Ambassadors

– Andrew Gaze and Raelene Boyle
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Housing Credit - Market Share 
Owner Occupied Housing + Investment Housing

� National’s home lending growing annually at 1.5 times system 
(as at June 2001) National 20% versus system 13.3%
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Performance
Investments - Retail Inflows

Net Retail Inflows for June quarter 2001
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Sustainable Growth by combined 
capabilities - AFS & Wealth Management

� World class multi-channel CRM capability

� Large planner force 

� Combined product range between National & MLC

� Manage the manager strategy

� Customer base with low wealth management penetration

� Introduction of PCS Advisers

Unparalleled growth opportunity
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Performance
Financial Planners

•National MFP’s are highly productive by industry standards
•Productivity has exceeded expectations during a strong recruitment period
•Future growth to leverage our internal “Adviser University”
•MFP’s contribute only 1/3 sales in National’s multi pronged distribution strategy

* includes internal and 
external retail funds 
and bank products

Ave. Sales pa. by National Managers Financial Planning
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Brand Performance

� CRM capability allows low advertising spend

� Implementation of National brand palette

� High consumer & business recognition of Tailored Financial 
Solutions positioning

� National recognised by consumers & businesses as a full 
financial services provider



24

Summary

� Challenging environment

� Asset quality vigilance

� Superior home lending and investment performance

� eTransformation well progressed

� Strong focus on employee & community relations

� Continuing to broaden the income base

� Continued CRM superiority to leverage Wealth Management 
growth 
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Staff satisfaction

Customer
Satisfaction

Community
Satisfaction

Shareholder Satisfaction

Community
Satisfaction

Staff satisfaction

Shareholder Satisfaction

Customer
Satisfaction

The Power of the Service Profit Chain
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