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Corporate Division — Business Unit overview

CORPORATE BANKING

Business Profile

e Segment: turnover between $10-
$150M

« Traditional relationship banking to
sophisticated financial solutions

e 16 Corporate Regions; approx
3,000 customers

* Product, Risk & Solutions
Specialists co-located

e Approx 45% of total customer profit§

in other business units’ NPAT
e Annual NPAT —$128m™

Key Priorities

* Maintain profit momentum

* Increased focus on winning new
customers and execution of ‘Wall
St’ strategy

e Improving people strength in key
front-line roles

= Keeping a strong focus on risk
management & compliance

BUSINESS BANKING

Business Profile

e Segment: $50K business FUM to
$10M turnover

» Traditional relationship
management

e 23 Business Districts; approx
38,000 customers

e Manage end-to-end for customer

e Approx 20% of customer profit in
other business units’ NPAT

e Annual NPAT —$184m™

Key Priorities

= Maintaining a balance between
growth and effective risk
management

e Meeting requirements of the new
regulatory framework

= ldentifying and phasing new
investments in the business

* Increase the focus on cross-
selling a wider suite of products
(leasing, FX, FP, risk, etc)

SMALL BUSINESS BANKING

Business Profile

e Segment: customers with
business product FUM <$50K

= Customers have a strong reliance
on the Branch network

e Business structure includes small
business specialists located in
branches working with centralised
customer management teams

e Approx 170,000 customers

e Annual NPAT —$52m™*

Key Priorities

- Effective integration of strategy
into branch activities and
priorities

e Locate local business specialists
into branches

e Focus product/marketing efforts
« Develop centralised platform

« Simplify processes and risk
management to suit segment
needs

*1HO5 annualised



Business Banking — a good track record of financial
performance and balance sheet growth...

$m Strong NPAT growth $b Solid Lending & Deposit growth
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...while maintaining strong credit quality

Portfolio is well secured

Behavioural risk profiles remain low
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Simple growth strategy in Business Banking - key is execution

Business Banking has followed a structured and sustainable approach to achieving organic growth. Its
core components are outlined in the stylised model shown below:

Geographic ‘footprint’ expansion has been a key plank in overall growth

A strong customer proposition is important for both driving new customer acquisition and high
retention

Product mix and share of wallet (SOW) are key factors in profitability and investment decisions

Set ‘leverage’ (cust. per RM set) is a key to maintaining our customer proposition and positioning
for growth

Specialist business strategies have proven very effective in winning new customers
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People strategies drive longer-term success

Talent pipeline

« ldentification of key roles within
the business & establishment of
high quality candidate lists

e Established Junior Mgt Board

Learning & development

e Curriculum established for front
line roles with current focus on
Sales Leadership and Origination

Operational Excellence

« Well managed, strong risk
capability, focus on business
execution

OQur culture

e Progressing from surveying staff
satisfaction to staff engagement

e Building culture of business
ownership

Significant investment in
frontline capabilities
(frontline FTE)

200 ~ 10% CAGR
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500 +
400 +
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A dramatic change in staff satisfaction,
Improving our execution capability*
88%

83%
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A service proposition based on understanding customer needs

Service
Pyramid

A

Exceed
Expectations

Feeling
Valued

Reliability

What Customers Want

e Proactive
e Innovative & tailored solutions
e Trusted advisor

e Personal touch

e Professional service

e Understand client & their business
= Regular contact

e Needs based solutions

e Eager to do business

Competent & motivated staff
Consistent performance
Sound systems

Deliver service as promised
Prompt issue resolution

Initiatives

Outbound contact calling
Development Capital
Start up guide

“Your Team” / structured call program
Annual customer survey

Industry Specialisation

Esanda & FM specialists

Invoice Finance

Product Partner Survey

Refining service proposition
Dorcas St. Business Centre

4 hour project

Training

Graduate recruitment
Development Sets for new staff

P 6



Meeting customer needs drives higher customer satisfaction

Our Business Banking relationship
proposition focuses on customer needs...
(drivers of satisfaction)
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Increased satisfaction with frontline

supports our relationship proposition

e ANZ Bank 1
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Market indicators support continued growth

Robust Business Credit Growth Forecast*
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Source - *ANZ Economics, #NAB Survey

Corporate Debt Service Ratios at

historically low levels*
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Demographic trends highlight
continued growth opportunities™

Turnover of privgte A$158b A$577b
companies h -

Average age of family
business CEOs 56 years
52 years
% of CEOs considering
retirement in 10 yrs 68%
55%
1997 2003

NATO, Australian Family and private business survey, 1997, 2003



Market trends and challenges — medium/long term

Some trends emerging which could provide significant threats or opportunities:

Emergence of New Players

Commoditisation of Credit Product

Squeeze on ‘Full Service’ R/ship Model

Threat to ‘security based’ SME Lending
Model

Business Ownership (generational) change

Customer Management Tools

Possible Responses

Maintain and develop market
leading relationship staff

Disciplined use of customer
segmentation

Greater use of industry
specialisation and specialist
customer solutions

Innovative product offers to offset
power of single product providers

Investment in best in class
platforms or channels
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The material in this presentation is general background information about the Bank’s activities
current at the date of the presentation. It is information given in summary form and does not
purport to be complete. It is not intended to be relied upon as advice to investors or potential
investors and does not take into account the investment objectives, financial situation or
needs of any particular investor. These should be considered, with or without professional
advice when deciding if an investment is appropriate.

For further information visit

www.anz.com

or contact

Stephen Higgins
Head of Investor Relations

ph: (613) 9273 4185 fax: (613) 9273 4091 e-mail: higgins@anz.com
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