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Disclaimer 

ǐNedbank Group has acted in good faith and has made every reasonable effort to ensure the 
accuracy and completeness of the information contained in this document, including all information 
that may be defined as 'forward-looking statements' within the meaning of United States securities 
legislation 

ǐForward-looking statements may be identified by words such as 'believe', 'anticipate', 'expect', 'plan', 
'estimate', 'intend', 'project', 'target', 'predict' and 'hope' 

ǐForward-looking statements are not statements of fact, but statements by the management of 
Nedbank Group based on its current estimates, projections, expectations, beliefs and assumptions 
regarding the group's future performance   

ǐNo assurance can be given that forward-looking statements will prove to be correct and undue 
reliance should not be placed on such statements 

ǐThe risks and uncertainties inherent in the forward-looking statements contained in this document 
include, but are not limited to: changes to IFRS and the interpretations, applications and practices 
subject thereto as they apply to past, present and future periods; domestic and international business 
and market conditions such as exchange rate and interest rate movements; changes in the domestic 
and international regulatory and legislative environments; changes to domestic and international 
operational, social, economic and political risks; and the effects of both current and future litigation 

ǐNedbank Group does not undertake to update any forward-looking statements contained in this 
document and does not assume responsibility for any loss or damage whatsoever and howsoever 
arising as a result of the reliance by any party thereon, including, but not limited to, loss of earnings, 
profits, or consequential loss or damage 
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Context for Investor Day 

ǐRetail & Business Banking are important contributors to the Nedbank Group 

ǐFollowing a thorough strategic review of the retail business, an Investor Day was held in January 

2011 to outline the charting of a new path to sustainable, profitable growth.  At the time we undertook 

to provide an update in a yearôs time. 

ǐTodayôs Investor Day will focus on providing an update on: 

progress made in executing on Retail's strategic intent 

Business Bankingôs strategic progress, as our previous Investor Day was held in 

September 2009 

ǐAs Nedbank Group is in a closed period until 29th February, the presentation & discussions will 

be on strategy & related progress, based only  on information already in the public domain and 

specifically no H2 2011 or full year 2011 financial information will be disclosed or discussed 
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Client-centred approach 

Nedbank Retail and BBôs strategic imperatives are set within the context of 
Nedbank Groupôs key strategic focus areas and importance of sustainability 

Sustainability embedded in group strategy 

 
Building Africaôs  
most admired bank 
 
Long-term growth opportunity 
4 tier strategy to selectively 
expand into Africa 

 
Portfolio tilt and maximise EP 
 
Active portfolio management: optimise 
resources ï capital, liquidity and costs 
 
Focus on EP growth 
Deposits a key priority 

 
Grow NIR 
 
Provides high returns,  
low capital and  
liquidity consumption  
and reduces earnings at risk profile 

 
Reposition Nedbank Retail  
 
Client-centred focus  
underpinned by strong risk management  
 
Grow primary clients & cross-sell  
for sustainable ROE 
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Retail and Business Banking are important contributors to the Nedbank 
Group 

Revenue 

Percent 

Capital 

Percent 

39 

61 58 
42 

  Headline earnings 

Percent 

54 
46 

100%= R 13 030m (Group) 

Retail and Business Banking as a share of Nedbank Group 

H1, 2011 

  Liabilities 

Percent 

66 

34 

100%= R 2 772m (Group) 100%= R 49 728m (Group) 

100%= R 493 974m (Group) 

Rest of Nedbank 

Retail and Business Banking 

  Total advances 

Percent 

49 51 

100%= R 471 918m (Group) 

  Employees 

Percent 

35 

65 

100%= 28 210 (Group) 
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ǐBusiness Banking targets 

companies with turnover 

R7.5-400 million 

ǐTypically established 

businesses spread 

geographically across SA; 

often family-owned  

ǐIndividual and business 

activities intertwined  

ǐClient service teams (CSTôs) (incorporating 

sales, credit and service)  supported by 

product specialists in business offices 

across SA, operating within clear frameworks 

ǐDedicated relationship banker orchestrating 

CSTs and specialists to holistically service  

all client needs 

ǐServicing owner and household and their 

business and employees on a holistic basis 

Target market & coverage model for Retail and Business Banking 

Business 

Banking 

Retail 

ǐRetail Relationship 

Banking targets 

households requiring an ñI 

know youò client 

experience, and 

small/micro businesses 

with turnover  <R 7.5 

million 

ǐRelationship-based (lower to higher touch) 

supported by centralised functional team or 

regionalised product specialists (shared with 

BB) 

ǐRRB clients served through ñrelationship 

centresò within branch or co-location of 

personal bankers with BB  

Retail 

Relationship 

Banking 

Retail 

Consumer 

Banking 

Corporate; 

Capital 

Nedbank 

Wealth 

Individual Businesses 

Business 

Banking 

Retail 

Relationship 

Banking 

Retail 

Consumer 

Banking 

Corporate; 

Capital 

Nedbank 

Wealth 

Individual Businesses 

Business 

Banking 

Target clients Service model 

ǐRetail Consumer Banking 

targets households  

requiring  an ñI know 

about youò client 

experience 

 

 

 

ǐServed across 1000 staffed outlets, contact 

centre and digital channels (ATMôs, Point of 

Sale, Online, Mobile) 

ǐFront-line sales and servicing deliver distinctive 

client-centred banking experiences  through 

synthesis of client insight led offerings, strong 

product lines, relevant channels and systems. 
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Nedbank Retail and Business Banking are uniquely positioned to generate 
shareholder value in a lower growth, lower interest rate environment 

A distinctive position leveraging key trends 

Committed to building high quality businesses for 

sustainable performance 

2 

3 

A skilled leadership team with a track record of delivery 1 

Todayôs key messages 
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Nedbank Retail and Business Banking are uniquely positioned to generate 
shareholder value in a lower growth, lower interest rate environment 

A distinctive position leveraging key trends 

Committed to building high quality businesses for 

sustainable performance 

2 

3 

A skilled leadership team with a track record of delivery 
Á Vision-led, values-driven leadership, driving delivery against a clear 

strategic direction 

Á 6 years into the transformation, Business Banking has delivered 

consistently across people, client and financial dimensions 

Á 1 year since formulating its comprehensive strategic review, Retail is on an 

accelerated path with excellent initial progress 

1 
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Introducing the Retail and BB leadership team (1/2) 

Sarel Rudd (56) 

Managing Executive:  

Nedbank Personal Loans 

Á 8 years service 

Á 25 years banking experience  

Á BCom (Acc), BCompt (Hons), 

CA (SA) 

Ciko Thomas (42) 

Managing Executive:  

Consumer Banking 

Á 2 years of service 

Á 3 years banking experience  

Á B.Sc (UCT), MBA (University of 

Witwatersrand) 

Brian Duguid (50) 

Managing Executive:  

Nedbank Integrated 

Channels 

Á 29 years service 

Á 29 years banking experience  

Á CAIB (SA), FIBSA, AMP (Insead) 

Anton de Wet (45) 

Managing Executive:  

Client Engagement 

Á 13 years service 

Á 25 years banking experience  

Á BCom, MBA, AMP (Insead Business 

School) 

Millicent Lechaba (44) 

Executive Head:  Human 

Resources 

Á 5 years service  

Á 5 years banking experience  

Á BA Hons (U Durban), MDP (U 

Pretoria), SAP HR Certificate, EDP 

(GIBS) , Business Strategy for HR 

Leaders (Insead Business School) 

Keith Hutchinson (53) 

Managing Executive:  

Secured Lending 

Á 21 years service 

Á 27 years banking experience  

Á BCom, BCompt (Hons), IEP 

(Insead), ABS (Harvard) 

Sydney Gericke (53) 

Managing Executive:  

Nedbank Card 

Á 23 years service 

Á 24 years banking experience  

Á BCom (Acc), BCom (Hons), MCom, 

CPA, SEP (Insead Business School) 

Sibongiseni Ngundze (42) 

Managing Executive:   

Retail Relationship 

Banking 

Á 8 years service 

Á 22 years banking experience  

Á BCom, SMDP, Credit Diploma, 

Global Executive Dev Prog (GIBS) 

Gavin Payne (49) 

Executive Head: Risk 

Retail & Business 

Banking 

Á 27 years service 

Á 27 years banking experience  

Á CAIB (SA), Global EDP (GIBS), 

Strategic Mgmt in Banking (Insead) 

Ingrid Johnson (45) 

Group Managing 

Executive: Retail and 

Business Banking 

Á 18 years service 

Á 18 years banking experience  

Á BCom, BAcc, CA(SA), AMP 

(Harvard Business School) 

Ashley Sutton-Pryce (58) 

Executive Head:   

Human Resources & 

communications, Nedbank 

Retail & Business Banking 

Á 38 years service 

Á 38 years banking experience  

Á BA, Business Strategy for HR 

Leaders (Insead Business School) 

David Crewe-Brown (43) 

Executive Head:  Finance, 

Projects and Strategy 

Á 16 years service 

Á 17 years banking experience  

Á CAIB (SA), BCom, BAcc, CA (SA) 

AS AT JANUARY 2012 

Name and position Experience and qualification Name and position Experience and qualification 
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Introducing the Retail and BB leadership team (2/2) 

Ingrid Johnson (45) 

Group Managing Executive: 

Retail and Business 

Banking 

Á 18 years service 

Á 18 years banking experience  

Á BCom, BAcc, CA(SA), AMP 

(Harvard Business School) 

Sandile Shabalala (44) 

Managing Executive: 

Business Banking  

Á 16 years service 

Á 21 years banking experience 

Á BAdmin, National Higher Diploma: 

Management Practise, CAIB (SA), MBL, 

Strategic Management in Banking (Insead) 

Douglas Lines (40) 

Divisional Executive: 

Business Banking Gauteng 

Goolam Kader (45) 

Divisional Executive: 

Business Banking Cape 

Craig Evans (45) 

Divisional Executive: 

Business Banking Coastal 

& Inland 

Herman de Kock (38) 

Divisional Executive: 

Business Banking Northern 

Kandis Swanepoel (45) 

Divisional Executive: 

Business Banking & Retail 

Relationship Banking 

Strategic Business Unit 

Bedresh Dhanjee (41) 

Executive Head: 

Business Banking Credit & 

Credit Risk 

Ayn Brown (45) 

Executive Head: 

Business Banking Human 

Resources 

Jan Bosch (39) 

Executive Head: Business 

Banking & Retail 

Relationship Banking 

Specialist Services 

Chico Naidu (55) 

Executive Head: 

Innovation, Process and 

Project Integration 

Annette Francke (37) 

Executive Head: 

Strategy; Group Innovation; 

BB Marketing & 

Communications: Business 

Banking and Retail 

Á 16 years service 

Á 16 years banking experience  

Á BAcc, Dip Acc CA(SA) 

Á 12 years service 

Á 25 years banking experience  

Á BCom , CAIB (SA) , GEDP 

(GIBS), Strategic Management  

in Banking (Insead) 

Á 17 years service 

Á 21 years banking experience  

Á BSc Agriculture Economics, 

CAIB (SA), AMP (Insead) 

Á 9 years service 

Á 9 years banking experience  

Á MA, MBA, IEP (Insead) 

Á 15 years service  

Á 15 years banking experience  

Á BCom, BAcc, CA(SA), MBA 

(Univ of Wales), AMP (Insead) 

Á 21 years service 

Á 22 years banking experience  

Á Bcompt, EDP (GIBS) 

Á 19 years service 

Á 23 years banking experience  

Á BA(Soc Sc), MDP (Stellenbosch) 

Á 13 years service 

Á 13 years banking experience  

Á BCom Hons, CA(SA), IEP (Insead) 

Á 33 years service 

Á 33 years banking experience  

Á Business Management (Univ of 

Stellenbosch) , CAIB (SA), SMP 

(Insead) 

Á 5 years service 

Á 5 years banking experience  

Á BSc Hons, MBA (Insead) 

Name and position Experience and qualification Experience and qualification Name and position 

AS AT JANUARY 2012 
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Balanced accountabilities in the client-centred organisation design which 
aligns with strategic intent, whilst ensuring product growth momentum 

Relationship Banking  

Sibongiseni Ngundze 

Advances: R20,52bn; Liabilities :R27,16bn  

Earnings: R8mn; People: 931 

 

 

Card  

Sydney Gericke 

Advances: R7,79bn 

Earnings: R288mn; People: 995 

Secured Lending 

Keith Hutchinson 

Advances: R137,83bn 

Earnings: R254mn; People: 2,205 

ǐMandate to build client-centred, branch-based offering 

leveraging Business Banking's capabilities 

ǐServing the entrepreneur and their business on an 

integrated client-centred basis 

 

ǐBrief to ensure that the card acquiring relationship and sales 

activity works closer with the wholesale businesses  

ǐFocus on optimising product / payments innovation and 

offerings for the retail market 

ǐBrief to embed economics & risk management in HLôs 

ǐLeverage the effective integration of MFC for benefit of 

Nedbank channels and clients 

ǐAddress diverse range of issues (risk, direct sales, process) 

C
li

e
n

t 
S

tro
n

g
 fu

n
c
tio

n
a

l lin
e
s

  

Note: Financial information per June 2011, includes 

Actual advances & liabilities 

Business Banking 

Sandile Shabalala 

Advances: R59.74bn; Liabilities R80.73bn  

Earnings: R456mn; People: 2,409 

ǐStable, skilled leadership team 

ǐMandate to accelerate growth in the business segment 

(including personal and employee needs), collaborating 

with other clusters e.g. Retail, Corporate 

ǐLeveraging business model strengths for growth 

Consumer  

Banking  

Ciko Thomas 

 

Advances: R13,85bn 

Liabilities :R 57,58bn 

Earnings: R272mn 

People: 11,732 

 

Personal Loans 

Sarel Rudd 

Client Engagement 

Anton de Wet 

Integrated Channels  

Brian Duguid 

ǐStrong team with complementary skills  

ǐMandate to significantly grow middle market, entry-level 

banking and youth 

ǐBrief to create choice of client centred banking 

experiences through effective synthesis of product, 

channel and client insights, including emphasis on digital 

ǐIncludes Retail-wide marketing and business 

intelligence 
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Imperatives for Retail Banking

ÅChoice of distinctive client centred banking experiences

ÅRelationship banking (households & small business)

ÅFix economics of secured lending & leverage MFC

ÅFurther inculcate deep risk culture in retail 

Common imperatives

ÅArea growth nodes & optimise distribution

ÅHolistic business transactional offering including card acquiring

ÅNIR led innovation ïeasy to do business; win in virtual & mobile

ÅOptimise virtuous circle of business, owner & employees

ÅTalent management & coaching for growth

Imperatives for Business Banking

ÅComplete deep cultural transformation

ÅGrowth (ASCENT, smaller businesses, primary clients)

ÅSustain quality risk management practices

While Nedbank Retail and Business Banking each have clear strategies 
they are progressing against, they are collaborating on common imperatives 

Å BB identified as a key strategic thrust in 2006. 

Fundamental cultural transformation is in its 7th year, 

through the ASCENT strategy roadmap 

Å Achieved step change improvements - client & 

employee metrics at all time year highs, generated 

R3.1bn cumulative EP (2005-10) at high ROEôs 24%-

32% & CLR better than 60-801 bp target range, in a 

challenging lower growth / interest rate economy 

Å BBôs source of distinctiveness: Holistic relationship 

banked offering through localised CSTôs & decentralised 

accountable business model with clear frameworks; 

Strong client-centred risk culture; Highest scores globally 

for CMAT2 

Å High IRR sensitivity (R900m lower NII off ó08 peaks) & 

largely fixed costs (inflation linked) limit short term 

growth prospects, yet high ROEôs retained 

Å Following a thorough strategic review of the Retail 

business & landscape in 2010, Nedbank Retail is 

charting a new path to sustainable profitable growth.  

This follows five years cumulative economic losses of 

R3.0bn (2005-2010) 

Å Cohesive strategy leveraging existing product / 

people strengths and wholesale client base to capture 

fair share of an attractive, large and growing EP pool 

Å The retail turnaround is being carefully orchestrated to 

maintain growth momentum of product niches, 

whilst evolving the business to be more integrated & 

client centred. Mis-priced, poor risk quality back-

book will continue to drain future returns 

Å Excellent progress with early measurable benefits; 

commitment to deliver ROE above cost of equity 

within 3 to 4 years 

1 For 2011 onwards, refined to 55-75 bp    2 The Customer Management Assessment Tool (CMAT) is 

the Worldôs leading CRM diagnostic, assessment and   benchmarking approach.  CMAT has a 

thirteen year track record and has been by undertaken by 900 companies across the world in a range 

of industries, including in other Nedbank Group clusters. 

Businesses at different stages of their transformationsé. 

éand collaborating on common imperatives 

SOURCE: Analysts presentation 2011 
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Nedbank Retail and Business Banking are uniquely positioned to generate 
shareholder value in a lower growth, lower interest rate environment 

A distinctive position leveraging key trends 

Committed to building high quality businesses for 

sustainable performance 

2 

3 

A skilled leadership team with a track record of delivery 
Á Vision-led, values-driven leadership, driving delivery against a clear 

strategic direction 

Á 6 years into the transformation, Business Banking has delivered 

consistently across people, client and financial dimensions 

Á 1 year since formulating its comprehensive strategic review, Retail is on an 

accelerated path with excellent initial progress 

1 
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Business Bankingôs vision and ASCENT strategy roadmap set in 2005 
continues to guide BBôs direction 

Source: Analystsô presentation 2011 
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Business Banking has made good progress relative to its aspirational vision:  
PEOPLE dimension 

BB Culture 

(Barrett Survey) 

Entropy of current 

culture 

BB Staff 

Satisfaction 

(NSS) 

Overall mean on 

all dimensions, % 

10
14

16
13

18
22

26

Ideal 

future 

<10 

2011 2010 2009 2008 2007 2006 20051 

7578777572
64

56

Ideal 

future 

>75 

2011 2010 2009 2008 2007 2006 20051 

1 Representative results for Business Banking (part of Corporate in 2005) 

2 2005-7 restated for internal transfers, and 2008, 2010-11 includes 133 IBL 

staff 

3 Change of methodology end of 2007, numbers not restated before. Staff as of 

    June of the given year 

ǐBB has also strongly embraced diversity and economic 

empowerment.  The share of black generic employees has risen from 

16% in 2004 to over 50% H1 2011 
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    Customer 

loyalty 

BMI tech, 

Percent of client 

base rating BB 

the market 

leader 

1 For NPS, note that methodology changed in 2011, but figures used are on 

old methodology for consistency 

2 Highest overall score given to any company in a CMAT assessment 

6869

49
5557

40

Ideal 

Future 

>80 

11 10 09 08 07 2006 

Customer 

management 

capabilities, 

CMAT 

assessment 

score 

(first ever in 

2010) 

76 

59 
47 

36 

59 

BB Avg 

score 

Top 

decile 

entry 

Highest 

B2B 

score 

Highest 

score 

ever2 

ǐ5th highest score 

globally 

ǐ Best ever B2B score 

  Customer 

loyalty 

Net promoter 

score1 (Loyalty 

to Business 

manager) 

Detractors 

Promoters 

n= 4 760 6 980 2 927 5 859 6 456 5 403 4 961 3 378 

BB has made good progress relative to its aspirational vision:  
CLIENT dimensioné 

49.7
48.1

44.7
47.547.3

44.1
45.945.5

25.827.125.7
27.8

2008 

23.6 

2007 

23.7 

2006 2005 2004 2011 

20.2 

2010 

22.4 

2009 

17.7 20.2 17.0 23.6 23.9 19.0 25.7 29.6 

xx Net  

Promoter  

Score 
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16
1818

 10

 15

 20

 25

 30

 35

 40

 45

15 

21 

20 

2011 2010 2009 2008 2007 2006 2005 2004 2003 2002 2001 2000 1999 1998 

20 

21 
16 

20 

éincreasing market share from 16% in 2007 to 20% in 2010 

BMI-T Market Share survey 

n = 500, R20m-2b, urban based 

Bank A 

Bank B 

Bank C 

Nedbank 
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Headline 

Earnings, Rm 

ROE, % 

Client assets, 

Rb 

CLR2, bp 

(Target: 60-

80bps3) 

ECAP, Rb 

BB has made good progress relative to its aspirational vision:  
FINANCIAL dimension 

36.2 44.7 

3.0 3.5 3.8 4.3 4.2 

24,2 26,4 26,6 31,5 29,6 25,0 20,3 

456

824877
618

2011 H1 2010 2009 

1,121 

2008 

1,359 

2007 

1,117 

2006 2005 

R3.1bn1 in cumulative EP on 

average of R3.7bn allocated capital 

63 36 29 58 55 

53.0 56.7 51.3 

3.1 

40 

52.0 

3.8 

61.3 

39 

1 2005 to H1 2011 

2 Actual advances 

3  Risk appetite has been reduced further to 55 to 75 basis points 

since 2010 
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Gross Operating 

Income, Rm 

Costs, 

Rm 

Prime, % 

GDP growth, % 

Headcount 

Business Banking anticipated a more challenging environment by optimising 
costs and pursuing tight risk management ahead of the downturn 

5.3 5.6 5.5 3.6 -1.5 2.9 3.2 

1,288 

119 
2,339 

210 

2,120 

284 

2,055 

330 

2,033 

152 

1,799 

162 

1,705 

227 

Income Exc Endowment 

Endowment Income 

760
949

911

2011 H1 

2,078 

1,649 

429 

2010 

3,771 

2,860 

2009 

4,018 

2,731 

1,287 

2008 

4,350 

2,542 

1,808 

2007 

3,828 

2,472 

1,356 

2006 

3,272 

2,323 

2005 

2,846 

2,086 

Change 

2008-2010, 

R m 

+318 

+284 

-897 

-120 
Operating Impairments 

2,4112 2,3922 2,231 2,281 2,342 2,1841 2,0281 

11.1 13.1 10.6 15.1 11.9 9.9 9.0 

1 Restated for internal transfers 

2 Includes 133 IBL staff 

+39 
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Over the past 6 years, Business Banking has gone through multiple iterations 
to embed the ASCENT strategy and build a high quality business 

Business model People Systems,  Product and Process 

ÅRoll out of Frontline Roles & 

Responsibilities leading to creation of 

óclient service teamsô as a differentiated 

value proposition (developed in ó05). 

2006 

2007 

2008 

2009 ÅSegmentation project to optimise CSTs 

vs client revenue potential vs customer 

satisfaction objectives vs current 

volumes 

ÅAdding acquisition BMôs to existing CST 

complement (no extra support) 

ÅLeveraging Public Sector model 

ÅEstablishment of Enterprise 

Development to support black SMEs 

ÅCreation of Investment structure within 

BB by combining corporate saver and BB 

liability teams 

ÅNetbank Business  

ÅInitial Sales tool (Saleskit) 

ÅRedesigned over 100 client and 

products processes 

ÅCash handling solution 

ÅCredit MIS 

ÅImaging 

ÅAutomation of fee collection 

ÅActive tracking of performance 

through ñClock is Tickingò  

ÅRigorous management of SôProject 

ÅMIS system (BI Portal) with EP 

measures at client/BM; integrated 

view of tools for BMs 

ÅRevamped pricing tools with CVM 

overlay; strict tracking of exceptions 

ÅLeveraging model to mitigate risk for 

Nedbank (ENC indicators) 

 

ÅSegmentation project, evaluating number of people required given 

GOI, volumes, processes and technology; surplus capacity identified 

and people placed in redeployment pool where retrained & placed on 

special projects while finding new positions 

ÅCapital optimisation training 

ÅQuarterly performance reviews with active exiting of non-performers 

ÅFollow-up Pause, Reflect with entire BB staff lead by BBExco 

ÅArea Management intervention to emphasise leadership and role 

accountability 

ÅLeading for Deep Green cascaded to OPCOs and ROPCOs 

ÅClient Value Management accreditation 

ÅBBExco review of performance bonuses for key people & roles 

ÅLFDG for BB Exco; 3 new Exco members 

ÅHBS Professor John Kotter presented to over 400 people on 

leadership, management & change 

ÅRBHs interacting to know every person in their business 

ÅIJ ñPause, Reflect.. Stepò change road-show    Å CST Intervention 

ÅCSAS sales accreditation 

ÅCo-creating vision, ideal future, current reality & ASCENT roadmap 

with people in BB 

ÅArea Management Sales & Personal Mastery conference 

Step-change for growth  

in quality revenue using process & 

technology enhancements as key enablers 

ÅBasel systems (ACLM / ACA) 

ÅRebuilding BI system to be scalable 

and robust 

ÅSimplified performance scorecard 

aligned to strategy / role priorities 

ÅClarifying ROPCO roles, construct and 

communication accountability 

ÅRural business model defined with SBS 

ÅIntroducing end to end business with 

clear accountability through redefining 

business model and introducing Regional 

Business Heads. 

ÅCreated sense of urgency through highlighting the burning platform 

ÅRedefining roles and expectations of top 30  roles in BB & introducing 

diversity 

ÅBattle SAF to focus externally on client acquisition 

2005 

Momentum in 

business to achieve 

ASCENT is 

accelerating 
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Business Banking completed a rigorous journey to integrate its client view 
into a single front-end, functionality rich platform 

Multiple systems 

Improving  

customer data and 

sales process 

Client centred: a 

common language 

Sales force 

automation and 

client fulfillment 

ñNo single view of 

client informationò 

ñLeveraging new 

technologies and 

Establishing 

Frameworksò  

ñAll information 

and solutions 

ported to a new 

platform (BI Portal)ò 

ñBI portal as the  

single front end to 

drive automated 

process fulfilmentò 

ÅInformation stored on 

individual product 

systems, inconsistent 

with customer 

database 

ÅNo structured approach 

to measure sales 

activity 

ÅSignificant delays, 

increased friction 

among Sales and 

Credit staff 

ÅImplementation of 

simplified CRM 

solution 

ÅPortal usage limited 

to the Relationship 

Manager (RM) with 

possibility to see 

client value and 

potential 

ÅSeparate credit 

rating solution   

ÅConsolidation of solutions 

into one view; pricing, 

rating models, financial 

information, enhanced 

CRM capability and 

various client flags added 

ÅAdoption by 

Transactional banker, 

sales teams and 

support areas 

ÅFull view of customer: 

Sales, credit and 

operations 

ÅMake it easy to do 

business;  linking the 

entire customer life 

cycle (Lead to on 

boarding) on one platform 

ÅEnhance the sales force 

effectiveness and credit 

process automation 

ÅFull customer/product 

profitability view 

ÅLinking into Netbank 

Business in future  

2005 

2007 
2010 
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This platform integrates customer, product, credit, credit risk and multiple 
other views into one full customer management and sales tool 

BI Portal and 

Analytical engine 

Product and 

customer 

Credit and 

credit risk Other source 

systems 

Customer 

product 

holdings 

Relation-

ship 

grouping 

Customer 

audited 

financials 

Sales 

interaction 

& pipeline 

Rating, 

pricing & 

risk 

Key features 

 

Á Full customer relationship management 

ÁCustomer profile 

ÁCustomer history 

Á Interactions and pipeline 

ÁLeads and service management 

Á Pricing and fee collection tool 

ÁPricing done at holistic customer view 

ÁRisk based pricing 

ÁCustomer profitability engine 

Á Rating tool 

ÁSeveral rating models  

ÁDirectly linked into financials 

ÁHistorical and behavioral rating 

ÁSupports credit processes 

Á Automated application process 

ÁSales force automation 

ÁPre-population of documents 

ÁCredit process automation 

ÁDocument management 
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Business Banking has invested in a suite of worldclass products increasing 
the ease of doing business 

CashVault Debtor Mgt NedFleet NetBank Business 

Corporate Saver Investments Global 
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Security features 

ǐTwo tier security with 

Token/Certificate and 

password 

ǐAccess anytime, 

anywhere (works on 

multiple PCs) 

CPS 

ǐHost to host payments 

and collections solution 

ǐDeployment of a 

collections utility to help 

improve client collection 

rates 

Focus on service 

ǐSecure remote servicing 

capability 

ǐ50% of all client 

enablement calls are being 

addressed remotely 

In particular, NetBank Business has evolved into a single secured client platform, 
with value added services to make banking simple with great support 
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Business Banking has achieved continual digital innovation, improving the 
client feedback on functionality and flexibility 

Channel convergence strategy continued for Nedbank to rationalise our 

processing engines and front end applications enabling efficiencies, and 

through our framework we can now deploy more functionality more often  

And clients noticed clear 

increased functionality 

and flexibility 

7875

97100

Flexibility Functionality 

2011 

2008 % of satisfied or 

very satisfied 

Leveraging new structure  

to drive base and revenue  

growth  ï 2011  - 2012 

Å Desktop electronic  
solutions 

Å Legacy systems  
( NedExec/NedInform ) with  
limited ability to grow base  
and innovate or  even  
enhance 

Å Extensive client research to  
determine requirements 

Å Strong focus on a web based,  
secure and convenient solution 

Å Worked closely with a client  
pilot group to refine prior to  
launch 

Å Decommissioned  NedExec 
legacy systems 

Å Closed market gaps 

Å Continued rating for  
highest in terms of security  
standards 

Å On - going design approach  
with clients 

Å Corporate Payment  
System added to cater for  
host to host solutions to  
manage bulk payments of  
larger companies 

Å Manual roll - out Å R108 investment 

Å 24% of clients migrated 
Å R225 mill investment 

Å 81% of clients migrated 
Å ~ Contunued Investment  

Å 100% of clients on platform 

Underinvestment into  

electronic channels  

Prior to 2005 

Client driven development  

of new digital platform  ï 

Netbank Business 

2005 - 2007 

Continuous  

improvement 

2007 - 2010 
Å Single access to all functionality  

(global, trade, cash management,  
dealing, banknotes, wholesale  
investment and custodial services) 

Å Service focus  - Deployed secure  
remote service capability  ñ Bomgar ò 
(reduced average calls from ~1h to  
8mn ) 

Å Secure Mobile solutions being  
developed to support platform and  
increase convenience 

Å Simplification of the  onboarding 
process 

Å Other innovation in the  pipleline 
such as  EBPP (electronic bill  
presentment and payment) and  
integrated value added services 
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Diligently driving towards achieving the aspirational vision to be the leader in 
BB for South Africa 

 

ǐBusiness Banking started its ASCENT transformation in 2006, 

and has delivered R3.1bn in cumulative economic profit (2005-

H1 2011) 

 

ǐSignificant progress on all dimensions of BBôs aspirational vision 

ï high-performing culture, and strong, stable leadership team 

ï top decile customer management practices globally 

ï Increased primary banked clients 

ï Upper quartile returns 

 

 

ǐThrough delivering on the ASCENT strategy roadmap, BB has a 

distinctive client centred business model and strong capabilities, 

including: 

ï The BI Portal which is a front-end, functionality rich system 

which enables BB staff to seamlessly serve clients 

ï A world-class suite of products to offer clients, including 

Netbank Business 

ï Strong regional teams exercising wisdom and agility in 

proactively delivering for clients 
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Nedbank Retail and Business Banking are uniquely positioned to generate 
shareholder value in a lower growth, lower interest rate environment 

A distinctive position leveraging key trends 

An enduring commitment to building high quality 

businesses for sustainable performance 

2 

3 

A skilled leadership team with a track record of delivery 
Á Vision-led, values-driven leadership driving delivery on Retail and 

Business Banking 

Á 6 years into the transformation, Business Banking has delivered 

consistently across people, client and financial dimensions 

Á 1 year since formulating its comprehensive strategic review, Retail is on an 

accelerated path with excellent initial progress 

1 
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4
16 November, 2011

é as most elements of society enjoy increasing income levels, leading to further 
improvements in LSM profile despite consumer indebtedness remaining elevated

Real per capita income growth (SA) %
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Consumer indebtedness 

remains elevated but easing
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Pg 66

Customer needs & preferences 

(eg ñday in the lifeò, 

moments of truth) 

Market forces & trends 

Market insights Nedbank Retailôs 

current reality (eg Client segments, 

economic profit pools) 

(eg demographics, 

technology) 

Nedbank embarked on a strategic journey in 2010 to sustainably  
turnaround the retail business 

SOURCE: Team, Retail Investor Day Presentation 

January 2011  
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The Retail transformationôs strategic intent is to deliver a choice of distinctive 
banking experiences through 12 step change initiatives 

Strengthen 

the Heart 

Rise 

Deep enduring 
banking 
relationships 

Capture SBS & 
individual 
synergies / 
entrepreneur 
opportunity 

3 Feed the heart 
from the rising 
demographics 

4 Reposition Home 

Loans 

5 Align products to 

strategic intent; a 

leader in digital 

Collaborate 

7 Align roles & 

responsibilities & 

decision rights to 

strategic intent 

6 Leverage brand & 

wholesale clients  

9 Simplify / share / 

align IT & process 

8 Capture cost 

efficiencies 

Support / Enable 

10 Upgrade risk 

capabilities & 

practices 

11 Align channels & 

distribution to 

strategic intent 

12 Empower people 

within 

frameworks 

ǐ Choice of distinctive client centred banking 

experiences (embracing full household)2 

ǐ Sound risk management  

ǐ Efficient cost structure 

1 

2 

Retailôs strategic intent to deliver a choice of  

distinctive client-centred banking experiences é 
Translated into 12 step change strategic  

Initiatives delivering Return on Equity greater  

than Cost of Equity in 3-4 years1 

Relative to Nedbankôs past efforts to sustainably turnaround Retail, the cohesive strategy and 

three fundamental imperatives of effective risk management practices; consistent 

investment in clients through their life stages; and strong alignment of product, channel 

and consumer insights to deliver a choice of distinctive, client-centred experiences 

should, with consistent delivery towards our true north, deliver the desired results over time. 

 

Strategy implementation is being carefully orchestrated to maintain the growth momentum of 

the product niches whilst evolving Retail to be more integrated and client centred 

1  Based on current economic outlook 
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Retail Culture 

(Barrett Survey) 

Entropy of current 

culture 

Retail Staff 

Satisfaction 

(NSS) 

Overall mean on 

all dimensions, % 

10
131314

16

21

Ideal 

future 

<10 

2011 2010 2009 2008 2007 2006 

787879767165

Ideal 

future 

>75 

2011 2010 2009 2008 2007 2006 

Retail is sustaining improvements along the people dimension 

ǐRetail has also strongly embraced diversity and economic 

empowerment.  The share of black generic employees has risen from 

19% in 2004 to over 50% H1 2011 
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33.828.430.1

2009 

  

Retail has added 800 000 clients (2009-2011 H1), while in parallel improving 
client management capabilities and client satisfaction  

Retail Net 

Promoter Score 

(NPS) 

Total number of 

clients1 
5,015 

2010 2011 H1 

670 
270 

4,369 

2008 

4,166 
4,832 

2009 

3,699 

3,944 

2005 

3,180 3,531 

2006 2007 

Nedbank 

Industry avg 

Industry 

leader 

  Retail Customer 

Management 

Capabilites 

CMAT 

assessment 

score 

45.2
34.640.9

2010 

57 57 61 69

1  670 000 dormant accounts were closed in 2008 (310 000 personal 

loans; 360 000 Mzansi accounts) 

MFC 

acquisition 

43 48 50 55

33 34 34 38
44 47 49 54

Intention Reality Effect Overall score 

2008 11 10 09 2008 11 10 09 2008 11 10 09 2008 11 10 09 

Dormant 

clients 

removed 

from books 
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1 Adult is 15+.  Primary is based on who clients perceive as their primary bank to be. Exact question is ñ Who is your primary 

bank?ò.  Sample size of 25000 collected every 6 months 

2 Personal and Business Banking 

 Source: eighty20 AMPS data; published bank reports (2010-2011) 

Nedbankôs primary client growth (14% p.a.) is over treble the nearest big 4 
competitor, and total client growth is accelerating relative to big 4 competitors 

542
100% =    

2010 

21.0 

35% 

23% 

22% 
9% 

6 

2009 

19.6 

34% 

24% 

24% 
9% 

6 

2008 

20.1 

37% 

23% 

25% 
7% 6 

Adult Primary1 banking customers 

Millions 
Annual client  
growth % 

Nedbank 

14% 

-1% 

2% 

4% 

4.4

7.38.0

Bank C Bank B 

N/A 

Bank A2 Nedbank  

retail 

ǐNedbank grew 

primary clients at 

14% per annum ï 

3x as fast as 

nearest big-4 

competitor 

ǐPrimary clients 

represent higher 

NIR per client than 

other clients 

ǐNedbank grew total 

clients at 8% 

(2010-11), ahead of 

big 4 competitors 

Total client growth per annum 

Percent (June 2010 to June 2011) 
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Headline 

Earnings, Rm 

ROE, % 

Client assets, 

Rb 

CLR, bp 

Target:150-

220bps 

ECAP, Rb 

Retail earnings have been volatile through the cycle, with recent strategic 
initiatives repositioning the business to deliver sustainable returns in the future 

71.8 88 

4.8 5.9 7.7 8.6 8.9 

9.94.6

-7.0

6.0
19.021.017.2

826760

-156

817 -2031 

2011 H1 2010 2009 2008 

1,002 

2007 

1,875 

2006 

1,463 

2005 

114 115 135 270 340 

109 128 137 

16.6 

267 

1841 

16.9 

180 

222 

R3.0bn2 in cumulative EP losses on 
average of R10.2bn allocated capital 

1 Includes MFC acquisition 

2 2005 to H1 2011 
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Gross 

Operating 

Income, Rm 

Costs, 

Rm 

Prime, % 

GDP growth, % 

Headcount 

11.1 13.1 

5.3 

10.6 

5.6 5.5 3.6 -1.5 2.9 

15.1 11.9 9.9 

3.2 

9.0 

887

2011 H1 

4,696 
2,081 

10 

8,770 
5,110 

09 

7,536 

4,843 

08 

7,127 

3,600 

07 

6,646 

1,512 

06 

5,906 

1,040 

2005 

5,644 

Income Exc Endowment 

Endowment Income 

8,741 

2,860 

2008 

12,156 

9,827 

2,329 

2007 

10,418 

7,776 

2,642 

2006 

8,847 

7,024 

1,823 

2005 

7,997 

6,438 

1,559 

2011 H1 

8,091 

6,976 

1,115 

2010 

15,192 

12,773 

2,419 

2009 

11,601 

Change in 

2007-2009 

+965 

+890 

+218 

+3332 

Operating Impairments 

15,913 15,473 15,140 14,612 13,597 13,442 12,127 +1543 

Retailôs headline earnings decline during 2007-9 was driven by a sharp rise 
in impairments in this period  
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451606

-117-188-46-56

826760

-637

548
1 4401 238

Total Retail  
including MFC1, 2 

  MFC2 

  HL3 

-170

-991
-392

518591

-1,167 

- 

- 

= 

1 Including MFC ALCO charges for middle and long-term respectively.  MFC 

acquired in 2010, and included in figures after 2010. 

2 MFC being the Imperial/MFC and Nedbank VAF combined 

3 HL backbook, including private banking and SBS books 

Headline Earnings, Rm 

Excluding HL and MFC, Retailôs ROEôs were less resilient through the cycle 
due to fewer transactional clients and inconsistent risk practices 

21.0 

Xx RoE, % 

18.7 6.4 -7.2 4.6 9.8 

21.9 22.0 -13.4 -41.8 -42.5 -9.0 

-10.5 -7.0 -31.9 -19.3 10.2 16.4 

545647
968

703
1,128 1,145 

2007 2006 2010 2008 2009 2011 H1 

Total excl. HL3 and 
MFC2 

26.5 20.7 22.2 11.8 13.8 14.4 
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Strengthen 

the Heart 

Rise 

Deep enduring 
banking 
relationships 

Capture SBS & 
individual 
synergies / 
entrepreneur 
opportunity 

3 Feed the heart 
from the rising 
demographics 

4 Reposition Home 

Loans 

5 Align products to 

strategic intent; a 

leader in digital 

Collaborate 

7 Align roles & 

responsibilities & 

decision rights to 

strategic intent 

6 Leverage brand & 

wholesale clients  

9 Simplify / share / 

align IT & process 

8 Capture cost 

efficiencies 

Support / Enable 

10 Upgrade risk 

capabilities & 

practices 

11 Align channels & 

distribution to 

strategic intent 

12 Empower people 

within frameworks 

ǐChoice of distinctive client centred banking experiences 

(embracing full household)2 

ǐSound risk management  

ǐEfficient cost structure 

ǐPeople centred organisation and collaboration 

1 This guides the direction and content of the balance of divisional activities and 

performance scorecard deliverables 

2 Including influencers, dependants and natural groupings 

1 

2 

The repositioning of Retail is being driven through 12 step-change initiatives, 
fully aligned with the strategic wheel1... 
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1 Guided by HBS Professor John Kotterôs leading change principles  

Corresponding step  

change initiative 
x 

ǐ Strong growth in youth (e.g., 

segment offering, school presence) 

and entry-level (e.g., mobile space, 

personal loans) CVPs 

3 ǐ Reposition home loans (e.g., establish 
buyer advocacy, improve collections, test 
specialist sales force, EP the measure of 
success) 

ǐ Implement cost-efficiencies (e.g., reduce 
duplications, improve procurement) 

ǐ Refine SBS value proposition, leveraging 
Business Banking systems & processes 

4 

8 

2 

ǐ Implement refined client value 
proposition (e.g., youth, seniors, 
middle income customers) 

1 

6 

3 

ǐ Risk as first line of defense strongly 
entrenched ï impactful, proactive risk 
management; functional alignment 

10 

11 

9 

10 

ǐ Cohesion in Retail organisation & 
client centred integrated culture (e.g., 
strong segments, client data analytics 
drives cross-sell, simple client driven 
processes) 

ǐ Train (front-line) for client centred 
selling and service (e.g., listening skills, 
implementing skills, increase cross-
selling skills); Siyakha a strong enabler 

ǐ Align distribution network (e.g., CSC 
network with entry level needs, increase 
RM presence in branch network) 

7 

12 

11 

ǐ Step change in enabling 

technology 
9 

Sustainable 

earnings 

growth 

Lay strong 

foundation 

Lead the 

change1 

ǐEmpowering broad-based action 

ǐCelebrate short term wins 

ǐAlign Retail leaders, teams & culture 

ǐCommunicate vision widely 

ǐConsolidate gains and produce 

more change 

ǐEmbed as cultural norm 

Effective customer analytics to 

build deep, enduring relationships 

Basics of good client 
banking experience 

Drive internal cohesion & quality 

client growth Positive EP generator 

Enhanced, consistent client 
banking experiences 

Significant progress made 

Immediate next steps 

ǐ Reinforce/fix the Retail-wide basic 
processes (e.g., account opening, 
complaints management) aided by Lean, 
Siyakha and increased sales-force 
effectiveness 

ǐ Implement interim IT solutions (e.g., 
middle-ware), and start long-term 
solutions (e.g., single data repository) 

ǐ Ensure robust risk practices/ implement 
overall risk portfolio and credit 
granting covenants 

ǐ Align products to strategic intent (e.g., 
mobile, simple product shelf, bundles) 

éand we are well into implementation on both phase 1 and phase 2 of  
our journey 

5 
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We use deep client insight to drive our client value propositions, and align our 
organisation to deliver a choice of distinctive client-centred banking experiences 

Develop distinctive value proposition for 

each customer segment ï satisfying 

jobs-to-be-done at a given price 

Detailed segment-level 

client insights based on ña 

day in the lifeò 

Cohesively integrate with customer 

value proposition to deliver essence 

of companyôs competitive advantage 

Style 

Structure 

Staff 

Strategy 

Systems 

Skills 

Shared  

values Competitive 

Pricing 

Client 

insights 

Economic 

Profit 

Formula 

Marketing  

that  

connects 

Great 

products  

and offers 

Relevant  

Distribution 

SOURCE: Seizing the White Space ï Mark W. Johnson 

Pre-requisites (as per 7S model) Segment-specific value proposition Deep client insight 

1 
2 

3 


