
Ourstrategy

1
Focus on the strong Australian 
franchise and manage international 
positions for value.
• Grow our leading position in Business Banking and 

Wealth Management

• Build momentum in Personal Banking business through 
a diff erentiated strategy

• Improve rates of cross-sell across the franchise

2011 HIGHLIGHTS

• Marked two years of delivering against our Fair Value philosophy, with more than 
450,000 new customers since our ‘Break Up’ and ‘Unpopular’ campaigns in 2011 

• Extended our leading market share position in Business Banking1

• Gained market share in Personal Banking1

• MLC & NAB Wealth increased adviser numbers from 1,727 to 1,864

• Tilted our portfolio to high return on equity segments

• Laid the foundations for achieving higher rates of cross-sell through investment 
in Customer-led Innovation Strategy (CIS)

• Increased cash earnings in our international businesses

• NAB customer satisfaction levels at a 15-year high, with improvement above that of 
the other major Australian banks2

FOCUS GOING FORWARD

• Off er help, guidance and advice to customers when they need it, so they can better 
manage their money

• Ensure that customers are aware of the improvements and benefi ts of the full suite 
of our products and services 

• Continue to grow the Australian franchise

• Continue to build our Asian capability to support Australian franchise customers

+5.7%
Group net operating income

BUSINESS BANKING 

Beefcorp, producer of the award-winning 
Sher Wagyu beef, is a NAB client that took 
advantage of the NAB Agribusiness Growth 
Program. The program, aimed at helping 
primary producers strengthen and grow 
their business, is just one initiative NAB has 
introduced as it continues to build the 
Australian banking franchise.

“ The Agribusiness Growth Program was helpful 
because you got away and did some work 
towards looking at your business using some 
formal business management tools. We can 
talk about diff erent things in the industry with 
our NAB manager. It’s an open and informal 
relationship.” Nick Sher, Managing Director, 
Beefcorp

OUR STRATEGIC PRIORITIES

At the beginning of 2009, we set our strategic direction based on four priorities. 
Those strategic priorities remain unchanged as we continue to execute and build on 
the momentum of that strategy:

1. Focus on the strong Australian franchise and manage international positions for value

2. Maintain balance sheet strength

3. Reduce complexity and cost

4. Enhance our reputation

1 APRA Monthly Banking Statistics, August 2011.
2  Roy Morgan Research, September 2011. Australian Main Financial Institutions, population aged 14+, six month moving 

average. Customer satisfaction is based on customers who answered very/fairly satisfi ed. NAB compared with the three 
major banks (ANZ, CBA, WBC).
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15.215.1

13.512.9
10.9

Source: NAB internal

Source: NAB 2011 Full Year Results Announcement
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Maintain balance
sheet strength.
• Ensure the strength and security of our business by improving our 

capital and funding positions

• Diversify our funding sources

• Optimise the deployment of funding and capital across the franchise

2011 HIGHLIGHTS

• Improved the quality of our deposit base

• Strengthened our capital, funding and liquidity positions

• Established the capability to issue covered bonds in Australia and became the fi rst 
bank to issue covered bonds in New Zealand

FOCUS GOING FORWARD

• Ensure the Group is well prepared to meet the more stringent funding and capital 
requirements of Basel III

• Continue to optimise the deployment of funding and capital across the franchise

WHOLESALE BANKING

NAB has taken a leading role in providing fi nance 
for the new Royal Adelaide Hospital Public Private 
Partnership (PPP) project. This project is the 
single largest infrastructure project in South 
Australia’s history, the most technically advanced 
hospital project ever undertaken in Australia 
and the largest PPP completed this year. 

“ We were forming our consortia right at the 
height of the global fi nancial crisis, so fi nance 
was diffi  cult to raise. At the time, our total 
fi nancing target was approaching $3.5 billion 
and the relationship we have with NAB, and the 
leadership of the NAB team, was key to managing 
the group and getting the right solution for the 
deal.” Bevan Brunckhorst, General Manager of 
Leighton Investment & Facility Management

Despite deteriorating global macro and credit market conditions, 
we continue to maintain our focus on improving customer outcomes. 
Our strategy is built around putting our customers at the centre of 
everything we do and helping them realise their potential. This is 
the foundation of our future success. 

Term Funding Raised
$ billions

Mar
2011

Sep
2011

Sep
2010

Mar
2010

16.7
14.9

13.1
15.2

Source: NAB internal
The Group remains committed to exploring opportunities to enhance

and add diversity to its funding sources

Group Funding Indices
%

Sep
2010

Sep
2011

Sep
2009

Sep
2008

20% 20%
19%16%

84%
85%

78%72%

56%
64% 65%

59%

Source: NAB 2011 Full Year Results Announcement

CFI: Customer Funding Index

TFI: Term Funding Index

SFI: Stable Funding Index
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Reduce complexity
and cost.
• Continually improve key areas of customer service

• Converge and simplify processes and ensure disciplined 
expense management

• Upgrade our technology with a multi-year program that will make 
us a more agile, effi  cient and competitive business by simplifying 
banking, fi nance and risk systems, processes and tools

2011 HIGHLIGHTS

• Simplifi ed our product ranges

• Progressed simplifi cation of the mortgage process for our customers and our frontline bankers

• Progressed technology upgrades in infrastructure, network, re-platforming program and 
customer process 

FOCUS GOING FORWARD

• Continue to progress the upgrade of operations and replace ageing infrastructure

• Responsible management of costs within growth

100
Simplifi ed our product ranges and closed 
more than 100 products

MLC & NAB WEALTH

A core priority at MLC & NAB Wealth is to create 
market-leading online capability for fi nancial advisers 
and customers. There are signifi cant benefi ts for 
both our business and our customers in enabling 
more transactions to be completed online, including 
faster turnaround times and improvements to 
customer service, accuracy and effi  ciency.

“ MLC Online Applications are invaluable in 
streamlining accurate business implementation – 
they completely cut out the need to mail 
paperwork, and enable new accounts to be set 
up on MLC’s system instantly, which reduces 
potential errors associated with manual 
administration. Ultimately, this helps advisers 
spend more time actually speaking with clients!” 
Chris Gillis, NAB Financial Planning

Banking cost to income ratio
%

Mar
2009

Sep
2011

Mar
2011

Sep
2010

Mar
2010

Sep
2009

43.4
43.543.9

46.2
45.5

44.5

Source: NAB internal
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Enhance our
reputation.
• Improving our customer outcomes

• Invest in our people – leadership and skill development, diversity 
and volunteering

• Address our broader responsibility in society – education, inclusion 
and environment

2011 HIGHLIGHTS

• Awarded ‘Best Low Fee Bank Account’ for NAB Classic Banking by CHOICE for the 
second consecutive year

• Removed mortgage exit fees and introduced fairer credit card charges

• Awarded ‘Most Satisfi ed Customers’ of the Major Banks by Canstar Blue

• Awarded ‘Best Career Development Program’ for the Academy (NAB’s learning and 
development centre) in the 2011 Australian Banking and Finance Awards

• Contributed over 25,000 volunteer days to the community, worth more than $8 million

• Included in the Dow Jones Sustainability Index (Asia Pacifi c Index top-ten leaders and 
the World Index), and the Carbon Disclosure Project Performance and Disclosure Indices

• Published our third Reconciliation Action Plan, setting out 22 commitments 
for the year ahead

FOCUS GOING FORWARD

• Continue delivering our promise of ‘More Give, Less Take’ to show we stand 
for fairer and better banking

• Achieve our Greenhouse Reduction and Beyond Carbon Neutral targets by 2013

• Create a more diverse workforce through initiatives that help achieve our 
disclosed diversity targets

• Continue to focus on issues of inclusion, hardship and education in our 
wider community

PERSONAL BANKING 

By listening to our customers and maintaining 
our commitment to ‘do the right thing’, we 
have enhanced our reputation and expanded 
the NAB family. Ms Silvester, from Forest Hill in 
Victoria, broke up with Westpac after 30 years.

“ I just got sick of paying this extra money 
each month and I just felt I wasn’t getting 
the personal service.” Ms Silvester, new 
NAB customer

Customer satisfaction
Personal Banking Australia
Very or fairly satisfied (%)

Sep
2009

Mar
2011

Sep
2011

Mar
2010

Sep
2010

Mar
2009

74.1
75.4

77.2
74.8

78.2

74.1

NAB Average of the three majors

69.0
70.8

72.8
74.7 73.8

78.5

Source: Roy Morgan Research, September 2011. Australian Main 
Financial Institutions, population aged 14+, six month moving average. 
Customer satisfaction is based on customers who answered very/fairly 
satisfied. NAB compared with the three major banks (ANZ, CBA, WBC).

“ NAB’s strategy for fair exchange of value has been 
reinforced by a number of Personal Banking initiatives 
including competitively priced products and services, 
leading the industry by abolishing early exit fees.” 
Cameron Clyne, Group CEO



BusinessBanking
RESULTS
A$

Cash earnings $2,445m, up 11.5% 

Operating expenses Increased by 2.9% 

Business lending 
market share2 24.4% 

Business deposits 
market share2 20.5% 

Inspiring businesses to start 
a new relationship
Adelaide Commercial Flooring broke up with Bank SA after NAB was able to provide faster 
and more effi  cient service on a particular transaction. The experience was so positive that 
Adelaide Commercial Flooring moved all of its business and personal banking to NAB. To 
top it off , the company became an advocate for our ‘Break Up’ campaign.

“ We feel like we have got support now – like if something was going to change at our 
business and the way the current climate is, we’ve got the support. We just didn’t have 
it with our other bank at all.” Kylie Richards, Adelaide Commercial Flooring

“ We put the customer at the centre of everything we do, which allows 
us to strengthen our relationships with customers and enhance our 
understanding of their fi nancial needs. This strong relationship 
approach has seen us increase market share and be named Australia’s 
leading business bank for the third consecutive year.”1 Joseph Healy, 
Group Executive, Business Banking

20.5%+11.5% 24.4%

CASH EARNINGS DEPOSITS MARKET SHARE2 LENDING MARKET SHARE2

Business lending growth 
$ billions

Mar
2010

Sep
2011

Mar
2011

Sep
2010

Sep
2009

Mar
2009

+1
0.

8
-3

4.
0

NAB adjusted data

Australian Banking Market ex NAB

Source: APRA Monthly Banking Statistics/NAB. Includes all Australian 
Deposit-taking Institutions (ADIs) reporting to APRA (excludes 

non-banks such as building societies and credit unions)  

Customer satisfaction

Sep
2009

Mar
2011

Sep
2011

Mar
2010

Sep
2010

7.1

7.3 7.3

NAB Average of the three majors

6.8

7.2

7.0

7.2
7.3

7.0
6.9

Source: DBM Business Financial Services Monitor September 2011 – 
Medium Business (Turnover $5–$50m); Overall Satisfaction with main 

financial institution based on a scale from 1–10 (Extremely dissatisfied 
to Extremely satisfied). Based on a six month rolling average. Three 

majors are ANZ, Commonwealth and Westpac
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We are Australia’s leading Business Bank.2 
With a frontline spanning 133 Business Banking 
Centres and covering more than 400 stores 
Australia-wide, our team comprises more 
than 5,300 business and specialist bankers 
nationally. We provide a full range of 
commercial services to our 684,000 customers, 
who range from small businesses through to 
Australia’s largest corporations. Our team 
provides specialist expertise in key sectors, 
including agribusiness, healthcare, property, 
infrastructure, natural resources, education, 
government and professional services. 

Business Banking performed strongly in 2011, 
delivering cash earnings of $2,445 million, up 
11.5% on the previous year, driven by strong 
underlying profi t growth. A continued focus 
on disciplined expense management, while 
maintaining momentum on strategic initiatives 
including an investment in frontline bankers, 
has resulted in a moderate expense growth of 
2.9%. Over the past year, our leading share of 
the business lending market grew from 22.8% 
to 24.4% in a subdued business credit 
environment. 

STRATEGY 

In 2011, we continued to build on our 
strategy, underpinned by a focus on our 
customers and a traditional relationship 
banking approach. 

• World-class relationship banking. Our 
Customer-led Innovation Strategy (CIS) – 
which puts the customer at the centre of 
everything we do – is paramount to the 
way we do business. CIS enables us to 
strengthen our relationships with our 
customers so we can better understand 
their business needs and aspirations. It is 
crucial in leveraging the excellent market 
share gains we have made and is the key 
to more customers.

• Supporting Australian businesses. As 
Australia’s leading Business Bank, our 
role in supporting the Group is based on 
consistent execution of our strategy 
of supporting Australian business. No 
trade-off s are made – we continue to 

grow our business AND manage risk 
AND margins AND costs. 

PERFORMANCE

This year, we continued to build on our track 
record of supporting customers in all market 
conditions. Between November 2008 and 
August 2011, we increased business lending 
by over $9.5 billion, while the rest of the 
Australian banking market decreased its 
lending by $87.0 billion. We have also grown 
market share and maintained our margins in 
a competitive market.

As part of our CIS, our bankers, specialists 
and senior leaders have completed world-class 
sales training, which provides them with the 
tools and resources to understand the full 
range of our customer needs. We have made 
inroads into improving customer satisfaction 
and we strive to improve this further. 

Our strong team of frontline business bankers 
has allowed us to deliver on our commitment 
to provide Australian businesses with the 
support and guidance they need to navigate 
through economic and environmental 
challenges.

Through sound risk and capital management 
practices, we have been able to actively 
address bad and doubtful debts and ensure 
that risk settings refl ect current market 
conditions.

We have maintained a strong position in 
business deposit market share, with average 
business deposits growing by 9.1% over the 
fi nancial year. Our Customer Funding Index 
(CFI) as at 30 September 2011, improved on 
the September 2010 year end by 510 basis 
points to 51.4%, owing to an increase in 
transactional and deposit balances across 
all segments.

Our Small and Emerging Business division 
made signifi cant progress this year. Improving 
our service delivery to this segment remains 
a priority.

We have also strengthened our focus on 
Effi  ciency and Quality Services (EQS) 
initiatives. As well as rationalising our product 

set, we have implemented ‘More Time, 
Quality Time’ initiatives, which are intended 
to free up our bankers’ capacity and allow 
them more contact time with customers. 
This has been a key contributor to our 
cost-to-income ratio falling below 30%.

Recognising the sophisticated needs of some 
of our larger clients, we have worked to 
develop a market-leading advisory business. 
In line with our relationship-based approach, 
the advisory platform aims to facilitate more 
strategic customer engagements. Our focus 
is to understand our customers’ business so 
that we can provide the most appropriate 
strategic and fi nancial solutions for their 
specifi c needs. 

In our support for Indigenous communities, 
a further strategic commitment was included 
in our 2011 Reconciliation Action Plan. NAB 
has signed a memorandum of understanding 
with the Northern Land Council to work in 
partnership to build commercial capacity 
and support sustainable economic and 
social outcomes resulting from native 
title determinations.

OUTLOOK 

Our priorities for 2012 include:

• Building on our relationship-banking 
approach by ensuring continued 
investment in, and embedding of, the 
cultural change being achieved through 
our CIS

• Continuing our business transformation 
journey with the aim of shifting 
administrative tasks from front to middle/
back offi  ces, increasing banker productivity, 
improving operational scale effi  ciency and 
enhancing customer service

• Undertaking portfolio optimisation 
initiatives intended to enhance ROE, 
streamline internal processes, price 
appropriately for risk and strengthen the 
balance sheet for a Basel III environment

• Targeting particular growth segments, 
given the current low-revenue growth 
cycle and ‘two-speed economy’. 
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Joseph Healy
Group Executive, Business Banking

1 CFO Business Bank of the Year, 2009, 2010, 2011.
2 APRA Monthly Banking Statistics, August 2011.


