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‘I’ Critical strategic plan analysis and recommendations

Executive summary

This report presents a comprehensive analysis of Westpac Banking Corporation's high-level strategic
plan, encompassing key elements such as background information, the purpose and strategy of Westpac,
macro and micro-level analyses, a review of its competitiveness and resources, and based on this anal-
ysis, some plausible strategic issues that are identified, further down in the document you will find
enhancement propositions, and strategic recommendations. With a focus on the modern banking land-
scape, this document aims to provide stakeholders, with valuable insights into Westpac's positioning,
potential challenges, and strategic initiatives, ultimately contributing to informed decision-making for
sustained growth and success. The report concludes with a summary of findings and includes appen-
dices containing supporting artifacts for a more thorough understanding of the analysis. It is worth
mentioning here that this report is prepared for academic purposes and thus contains the application of
various frameworks and theories in the context of strategic planning.

Background

Westpac Banking Corporation is among the top five banks in the Australasia region with a customer
base of more than 13 million (appendix 1.1) within Australia, New Zealand, Fiji & Papua New Guinea,
it is listed as the first largest in NZX and sixth largest in ASX considering its market capitalization of
collective worth of more than 183 billion NZD (appendix 1.2). The business has been offering its ser-
vices for more than 200 years and has managed to sustain and thrive at various stages during this pe-
riod (appendix 1.3). In a nutshell entire banking business can be grouped into four divisions i.e. Con-
sumer banking, Business banking, Agribusiness, and Institutional banking which are backed by a work-
force of more than 36,000 skilled people. Due to the nature of the industry, the business is highly regu-
lated and is governed by guidelines of regulatory bodies that are applicable, Reserve Bank of New
Zealand (RBNZ), Reserve Bank of Australia (RBA) and Australian Prudential Regulation Authority
(APRA) are key players in this context while the bank is also vulnerable to geopolitical and economic
circumstances of the geographies of its operations.

The vision of the organisation and its strategy plays a key role in keeping it relevant and distinct from
other players in the industry, in the eyes of its consumers and other key stakeholders.

Purpose & Strategy of Westpac

At the heart of the banking business, it’s the purpose and strategy (appendix 1.4) that make it different
from others, According to which business must strive to seek ways to incorporate a better future for
Australasian people involving each stakeholder via its business strengths and capabilities, the core pillar
of their strategy includes their customers being in the centre of all attention, ensuring convenient ap-
proaches for their customers and people working for them, leveraging the strength of expertise and past
experiences and strong advocacy for community wellbeing. To ensure impactful deliverance of organ-
isational strategies, deep-rooted company values play a pivotal role which consist of HELPS i.e. being
helpful and ethical at every level, leading positive change via exceptional, accountable, and recognised
performance and delivering simplicity of carrying out the business. The success of the organisation’s
business strategy is measured and managed every quarter with needful alignments of business opera-
tions to prevent the organisation from unnecessary strategic drifts.

Although the bank’s strategy is carefully designed by expert hands and has proven its efficacy via per-
forming outcomes, as evident in business recent successes, however in the later stages of this document,
we will carry out a re-examination of significant factors via utilising various frameworks to determine
any plausible issues in existing organisation’s strategy using the lens of strategic planning.
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Macro level analysis

Many segments of the global industry are operating at its maturity stage (appendix 2.10); therefore, it
is facing a dynamic and challenging external environment, with various macro factors influencing its
performance and strategy. According to ESTEMPLE analysis (appendix 2.1) carried out for Westpac
Banking Group, the following are the key highlights of the findings,

Economic: After the COVID pandemic era economy of the Australasian region is recovering slowly
with steady growth (appendix 2.2), inflation in the region is also downward (appendix 2.5) & interest
rates in New Zealand are expected to decrease (appendix 2.3) which makes the ground fertile with some
good opportunities, also lower unemployment rate & increase in the housing market makes the eco-
nomic circumstances more suitable for banking business however increasing cost of living (appendix
2.7) & rising exchange rates (appendix 2.4) imposes challenges which require due attention at the same
time.

Social: Due to rising numbers of immigrants resulting in population growth (appendix 2.9) & social
attitude of the masses towards banking (more people are keen towards banking as compared to the past)
is favouring the business however, there is a hazard of the aging population (appendix 2.8) specific to
this region, due to lack of income after retirement, their potential of being a perpetual customer and
paying off their debts is reduced which can be alarming.

Technology: This factor plays a significant role in modern-day banking, there are millions of devices
available with continuous rise, that are acting as a medium between banking business and customers
instead of conventional branch-based banking, customers here have an urge for ease of doing their
transactions and interactions, however, banks are striving to reduce human intervention in these process
to achieve a higher level of efficiency and accuracy, which altogether serve plenty of opportunities for
the business. The use of advancements in Artificial Intelligence in recent days can play a good part here.
However, at the same time, there is a rising threat of cybercrime present, also two worth mentioning
areas here including cryptocurrency (block-chain based systems) which are attracting youngsters and
massive amounts of capital vested in them, regularisation of such initiatives can certainly impose chal-
lenges that need due attention of the bank, rise in Fintech organisations can also be considered as threat
here e.g. conventionally people were transferring remittances via SWIFT transfer however in present
days a major volume of such customers are already taken by such organisations.

Ethical: Rising numbers of customers require more attention for securing and managing customers'
data, where any negligence can’t easily be tolerated due to regulatory requirements.

Media: The presence of massively penetrated social media can play an important role in promoting a
positive image of the bank along with its offering in innovative ways, however, due to the same fact it
is becoming more challenging to maintain a solid brand position due to tougher competition and segre-
gated audiences, monitoring of all such platforms to prevent business from unjust propaganda is also
challenging in this context.

Politics: The region is blessed with a higher degree of political stability & there is a promising potential
available here to capitalise on any current and future international trade agreement in the interest of
business, however, changes in government financial policies can pose challenges towards the industry
therefore they needed a consistent watch.

Legal: Due to the nature of business, it is essential for the bank to ensure the availability of legal pro-
fessionals to counter any current and future challenges & to ensure the compliance of the business in
alignment with the regulatory requirements.
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Environment: Westpac is an advocate of an environment-friendly future, which makes it different from
others, however in the same arena there are emerging regulatory requirements for ESG reporting in the
forthcoming global financial industry which need some attention also due to an increase in banking
operations and utilisation of massive data processing machinery there is a possible rise in overall busi-
ness carbon emission which require some adequate management.

Therefore, the business needs to adopt a proactive and adaptive strategy that can leverage the opportu-
nities and mitigate the threats in the external environment. This can be achieved by investing in tech-
nology, innovation, and globalization, as well as in regulation, consumer protection, and ESG reporting.
The industry also needs to monitor the changes and trends in the macro factors and adjust its strategy
accordingly. By doing so, the banking corporation can ensure its long-term sustainability and success
in the global market.

Micro level analysis

The banking industry is a complex and dynamic one, with many segments and sub-segments that may
be in different stages of the lifecycle. E.g., traditional retail banking may be in the maturity or decline
stage, as it faces challenges from low-interest rates, regulatory pressures, and digital disruption. On the
other hand, online banking, mobile banking, and fintech may be in the growth or shakeout stage, as they
offer new and innovative products and services, but also face intense competition and uncertainty.
Therefore, it is not easy to answer which stage the banking industry currently lies within the industry
lifecycle, as it depends on which segment or sub-segment of the industry we are looking at.

Based on classical Porter’s Five Forces Analysis (appendix 3.1), we can infer that the threat of new
entrants is relatively low due to high barriers to entry and exit, which leads towards a certain type of
oligopolistic competition within the region, due to the same reason bargaining power of customers is
also relatively low to medium to influence the business. On the other hand, the bargaining power of
suppliers can be considered as medium due to the variety of alternative options for suppliers, threat of
substitution can also be considered as medium due to low barriers to entry for non-banking financial
institutions and fintech organizations, who can offer their competitive services at higher convenience,
and finally, the highest of all is competitive rivalry among the top banks within the region which com-
pete intensely on price, product, service, quality, innovation and on their brand reputation.

When it comes to the global competitiveness, of the business as referred to in Porter’s diamond (appen-
dix 3.2), we can notice that factor and demand conditions are highly favourable for the business, for
example, availability of highly skilled workers, availability of modern physical and digital infrastruc-
ture, performing economy to meet the demands of people who are after banking services also there is
plenty of resource present from supporting industries which can act as a catalyst to foster valuable
delivery for the end customers. However, government and regulatory bodies have a key role here to
play in enhancing or impacting such conditions via their policies. Although there is fierce price and
service-based competition is present there is a higher chance of achieving the strategic objectives if
these conditions are exploited adequately.
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Competitive Position

According to Porter’s classic Generic strategic matrix (appendix 4.1), the revenue of an organisation
can either be lifted via cost competitiveness or differentiation, Westpac is very much stuck in the middle
and it is very challenging for it to reduce the cost due to its scale and size of the organisation however
positioning the business using differentiation approach, via utilising its strong attributes and improving
the weaker areas can lift it higher in the competition, some key attributes can be found in following
radar diagram for competitor’s comparison (appendix 4.2), where we can see that bank holds a strong
position when it comes to community support however it need some attention to improvements in gain-
ing more consumer’s trust by bringing in some sort of innovation in its business. Business is so far in a
reasonable competitive position, though some strategic tweaks can lift it to the next level.

Resources & competencies

Due to its scale and growth over the past decades, this business has all the core components that are
needed to claim its uniqueness in the eyes of its customers (appendix 5.1), however, the alignment of
these resources is needed to be ensured, in conjunction with business core ambitions, McKinsey’s 7-S
framework can be utilized here as a reference to validate this alignment (appendix 5.2). It is also very
essential to identify the core competencies or competitive advantages of the organisation so that can be
leveraged within the strategy of the organisation. According to VRIO analysis (appendix 5.3), it can
easily be noticed that Westpac is competitive, when it comes to purpose, community commitments and
efficiency of capital structure however it is very important to note that, these advantages are determined
based on the present conditions which may deviate with the future emerging situations, therefore, it is
important to periodically review this VRIO matrix. A strong positive culture within the Westpac eco-
system is another strong element of Westpac competency that is very essential to ensure the success of
any business strategy.

Plausible strategic Issues

It is a fact beyond doubt that the banking business is operating in a highly volatile, uncertain, complex,
and ambiguous (VUCA) environment where strategy can play a pivotal role in ensuring a winning
position however emergent conditions over time can introduce strategic drifts which needed careful
remediation for the pursuance of better realised strategy. In the light of so far discussed analysis, there
are a few missing elements and gaps that can impose potential hurdles in Westpac’s journey towards a
better future and are outlined as follows,

Digitisation of economy

Economic digitisation, increases competition and innovation in the banking industry, resulting in threats
of new entrants, such as fintech companies, Neobanks, and big tech firms, that offer more convenient,
cheaper, and personalised financial services to customers. Resolution of this issue requires them to in-
vest heavily in technology, cybersecurity, and data analytics, to enhance its digital capabilities and cus-
tomer experience, however, this key aspect was somewhat not prominently reflected in the existing
strategy. This adversity is also a blessing in disguise as it comes along with some interesting opportu-
nities. Attack!

Vision definition

According to the existing Westpac group’s strategy, their purpose is to create a better future together,
however, the vision of a ‘better future’ is not well defined which makes their strategy a little ambiguous
this could be a future place where people are highly financially stable via strong backing of their bank,
or it could be a modern eco-friendly sustainable society where each individual is contributing towards
the financial wellbeing of society or maybe something else, Improve!
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Countering lower interest rates

The low-interest rate environment reduces the bank’s net interest margin and profitability. In the past
central banks of Australia and New Zealand have cut their official cash rates to historic lows, and have
implemented unconventional monetary policies, such as quantitative easing and negative interest rates,
to stimulate the economy. This puts pressure on the bank’s lending and deposit rates and limits its rev-
enue growth. The existing strategy is somewhat lacking in countermeasures to tackle such inevitable
circumstances. Avoid!

Mechanism to counter economic lockdown.

Due to the impact of the COVID-19 pandemic on the economy, the customers, and the bank’s opera-
tions. The pandemic has caused disruptions, uncertainties, and losses for many individuals and busi-
nesses, affecting their ability to repay loans and access financial services. The bank has also incurred
higher costs and provisions to support its customers and staff during the crisis. The existing strategy is
somewhat lacking a mechanism to counter such unprecedented circumstances. Defend!

Customer vulnerabilities & natural disaster:

The customer vulnerability and rebuilding after natural disasters, require the bank to provide more sup-
port and assistance to its customers and communities. The bank needs to address the needs and expec-
tations of its customers, who may face financial hardship, stress, or trauma, due to the pandemic, natural
disasters, or other personal circumstances. The bank also needs to contribute to the recovery and resili-
ence of the communities, where it operates, by providing relief, funding, and volunteering. The bank
being a champion of social responsibility should have some mechanism to support this initiative in its
strategy. Defend!

Strategy Enhancement Proposition

To overcome the plausible challenges, a holistic approach can play a pivotal role which would include
consideration of various strategic frameworks and tools to re-imagine the shape of the company’s strat-
egy, a summary of a few applicable frameworks’ adoption is illustrated below,

Blue Ocean strategy

Due to fierce competition in the industry, the market is very much acting like a red ocean where the
blue ocean strategy (appendix 6.1) can help the business to eliminate, reduce, raise and create new value
factors, to intensify the value of the whole business, e.g. it can seek the elimination of operational waste,
overheads, and communication barriers, reduce certain factors such as interest rates, service fees and
inefficient resources that are unnecessary, at the same time business must raise its competency beyond
industry standards for certain factors that are critical here, e.g. quality service, new products and data
privacy and finally as the essence of blue ocean, business must create some new factors that will position
the company at a very distinct ground, e.g. introducing new innovative products, or investment in new
modern platform development or even taking business to new segments of customers.

Value co-creation

Conventional banking is very much based on a pipeline-based model where competition and economic
challenges are emerging every day and pushing the industry towards its post-maturity stage, emergence
of a platform-based model in such circumstances can strengthen the prosperity of the organisation here.
where net value is co-created by the producers & consumers of the system end users (appendix 6.2).
E.g. according to a very high-level abstraction of the Westpac value co-creation model (appendix 6.3),
they can invest and develop a platform where industry operant and operands can interact with each other
jointly to produce surplus value while leveraging the power of WBC industry experience & knowledge.
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Investment Prioritisation & Positioning

It is very important to streamline the priorities especially when it comes to investments, Boston group
consultancy matrix (appendix 6.4) can play a crucial role in this regard, according to the analysis we
can see some areas that need adequate investments and some sections that are almost ready for liquida-
tion for detail level analysis use of GE McKinsey Matrix (appendix 6.5) can also assist in decisioning,
For better positioning it is important to revisit the market and product structure of the business as well
a comprehensive ANSOFF analysis can be found in (appendix 6.6) that contains some potential oppor-
tunities areas as well.

SWOT Analysis

Developing and maintaining a higher number of organisational strengths along with the sensation of a
greater volume of opportunities in proportion to its weaknesses and threats can always be in the wider
interest of the organisation, e.g. a company with a higher proportion of strengths and opportunities
against its weaknesses and threats is more likely to succeed as compared to a company with fewer
strengths and opportunities. This higher proportion enables the organization to sense, seize and trans-
form efficiently and rapidly via leveraging its dynamic capabilities (appendix 6.7) and strengthen its
competitiveness in the long run. Based on a comprehensive SWOT analysis of business (appendix 6.9),
we can interpret that Success for Westpac Bank in New Zealand and Australia would depend on how
well it can leverage its strengths, overcome its weaknesses, seize its opportunities, and mitigate its
threats. some possible indicators of success for Westpac could be,

e Increasing its net interest margin (NIM) and return on average assets (ROAA)

e Enhancing its customer satisfaction and loyalty, by improving its customer service, product
quality, and digital experience.

e Expanding its market share and presence in both domestic and international markets, by offer-
ing competitive and innovative financial solutions

e Strengthening its brand reputation and social responsibility, by resolving its legal issues, reduc-
ing its environmental impact, and supporting its community initiatives.

e Managing its risks and challenges, such as the economic downturn, regulatory changes, fintech
competition, cyber security threats, and fraud prevention.

To achieve these objectives the company’s workforce and its relationships with relevant government
and business entities are of high importance.
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Recommendations

In the light of existing analysis, to counter the plausible strategic issues following are a few high-level
recommendations, that can be grouped into three sections,

Mission Re-alighment
Although Westpac is a strong advocate of society with a leading position towards the environment,
however, they are surrounded by challenges that are of higher precedence which must be addressed first
e.g. the economic and global financial challenges without addressing them the wider ambition can’t be
achieved, via considering such factors for the organisation purpose, the ambiguous term ‘Better future’
can be redefined as

A better future that contains,

e Economic and financial superiority for the well-being of society

e Members of the community with easy access to financial services for their wellbeing.
e Plenty of opportunities for value co-creation.

e Very high standards of data protection and privacy

e Sustainable modern technologies are making lives easier.

e Least negative impact of banking on planet earth

In a nutshell a well-informed, connected, and supported future.

Revision of Strategic action
Once the vision is clearly defined with strategic intent, the company must prepare a strategic action plan
based on detailed level analysis, a few components of such action plans could be,

e Enhancing and strengthening the competitive advantages (appendix 4.2) & (Appendix 5.3)
e Managing industry factors efficiently via following the blue ocean approach (Appendix 6.1)
e Establishing a long-term platform-based approach for value co-creation (Appendix 6.3)

e Prioritise strategic investment & divestment using BSG & GE matrix (appendix 6.4)

e Introduce new innovative products and explore new markets (appendix 6.6)

e Stay vigilant to gain the first mover advantage using dynamic capabilities (appendix 6.7)

e Carefully addressing weaknesses & threats and managing them via strengths and opportunities
as illustrated in the SWOT analysis (appendix 6.9)

To guarantee the outcome of a strategic action plan organisation must foster a positive culture in the
true spirit of its vision, that will derive fruitful values in the wider interest (appendix 6.8).

Stakeholder management and Balance check

Throughout the strategy implementation, involvement and management of stakeholders is critical there-
fore they must be managed adequately, Mendelow’s matrix can be used here (appendix 7.1) and lastly
it is very important to consistently monitor the ongoing application of defined strategy, use of balanced
score cards (appendix 7.2) can ensure here the check and balances in this context.
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Conclusion

Based on the comprehensive analysis of Westpac banking group strategy, its macro and micro market
factors, and the revision of its competitiveness in alignment with certain strategic frameworks, we can
conclude that the plausible issues can strategically be handled via adopting the highlighted points in the
recommendation section, which will eventually enable the organization to create better future for Aus-
tralasia. With adequate investments and divestments, the company will be able to generate surplus
profit, which will lead the organisation in a better position to stay resilient in challenging economic
conditions or any unprecedented circumstances such as pandemics or natural disasters.

These investments into new markets, products or platforms will also generate new variants of satisfied
customers who will jointly benefit from the generated enhanced value, also such initiatives will engage
& reward various stakeholders at different levels who will have their role to play in this greater cause
as well. And, with the success of the business strategy, there will be a positive impact on the vicinity of
the business ecosystem which will indirectly be beneficial for our planet as well.

We can also infer that the success of Westpac’s business strategy is closely attached to the triple bottom
line i.e. “Profit, People & Planet” or in other words, the profitability of business will lead to prosperous
people which eventually will lead towards the prosperity of the planet.

And this could potentially be another way of creating a better future together.




% OTAGO

‘I' Critical strategic plan analysis and recommendations

Appendices

Appendix 1.1 — Westpac customer distribution

UMBER OF CUSTOMERS AND ACCOUNTS 2023 2022 2021
Tatal customers (millions)’ 13.0 12.7 13.9
Digitally active customers (millions)? 5.80 548 524
Mumber of debit card accounts (millions)® 6,273 5,678 5,398
Mumber of credit card accounts (millions)* 1,812 1,836 1,929
Number of ATMs 1.412 1,637 1868

Australia® 879 1,071 1.270

New Zealand 413 439 464

Pacific 120 127 134
Mumber of branches 786 T 997

Australia® 644 732 851

New Zealand 12 15 116

Pacific 30 30 30

https://www.westpac.com.au/content/dam/public/wbc/documents/pdf/aw/ic/ Westpac-2023-Sustainability-Index-and-Datasheet.x1sx

Appendix 1.2 — Westpac Position in NZX & ASX

ASX X NZX X
BHP Group Ltd ﬁ Westpac Banking Corp {?
BHP &Hr Asx ‘l' WBC NZX
$45.610 AUD $231.185 billien $26.230 NZD $91.7557 billion
Commonwealth Bank of Australia {:? o ANZ Group Holdings Ltd ﬁ
CBA ASX @ ANZ NZX
/ ANZ .
$116.280 AUD $194.729 billion $30.200 NZD $90.8268 billion
CSL Ltd i} Meridian Energy Ltd T:?
CSL < ~sx .a'; MEL  NZX
-} .
$284.000 AUD $137.198 billion $5.720 NZD $14.796 billion
National Australia Bank Ltd. {} Fisher & Paykel Healthcare Corporatn Ltd ﬁ?
e nab NAB ASK Fobeiroas  FPH NZX
$33.070 AUD $102.861 billion $24.130 NZD $14.091 billion
Fortescue Ltd i:? Auckland International Airport Limited ﬁ
% FMG | ASX A AIA NZX
*  $28.400 AUD $87.4426 billion $8.150 NZD $12.0252 billion
Westpac Banking Corp s} F&C Investment Trust PLC {:?
WEF wec asx E&m FCT NZX
$24.570 AUD $85.9488 billion $20.230 NZD $10.2684 billion
o i\':lzz AGsr;up Holdings Ltd ﬁ?
b 4
ANZ 28420 AUD $85.4735 billi
. K illion

https://app.sharesies.com/

Appendix 1.3 — Westpac History

verview > Our history

OUR HISTORY

As the oldest bank and first company in Australia, we
have more than 200 years of continuous service to the
people of Australia.

As Australia’s first bank and oldest company, the Westpac Group—which started life as the Bank of New South Wales in 1817—represents a central,
unbroken thread that runs through Australian history. It has survived and thrived because it has been guided by the same purpose over the years: to
provide stability, to support customers and communities, and to help grow the economy.

The Bank of New South Wales (Bank of NSW) was established in 1817 under a charter of incorporation signed by Governor Lachlan Macquarie. In October
1982, the Bank of NSW merged with the Commercial Bank of Australia, taking on the new name of Westpac Banking Corporation. Australia’s first company
and oldest bank, Westpac has over 200 years of continuous service.

https://www.westpac.com.au/about-westpac/westpac-group/company-overview/our-history/



https://www.westpac.com.au/content/dam/public/wbc/documents/pdf/aw/ic/Westpac-2023-Sustainability-Index-and-Datasheet.xlsx
https://app.sharesies.com/
https://www.westpac.com.au/about-westpac/westpac-group/company-overview/our-history/
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Appendix 1.4 — Westpac Purpose & Strategy

Our strategy and purpose

Westpac Group's purpose is creating better futures together. It's what we do, who we are and why we
come to work every day. What's mest important to us is understanding what a better future means to
our customers and helping them get there.

Qur strategy seeks to deliver on this purpose by building deep and enduring customer relationships,
being a leader in the community, being a place where the best people want to work and, in so doing,
delivering superior returns for shareholders.

In delivering on our strategy, we are focused on our core markets of Australia and New Zealand,
where we provide a comprehensive range of financial products and services that assist us in meeting
the financial services needs of customers. With our strong position in these markets, and over 13
million customers, our focus is on organic growth, growing customer numbers in our chosen
segments and building stronger and deeper relationships.

A key element of this approach is our portfolio of financial services brands, which enables us to
appeal to a broader range of customers and provides us with the strategic flexibility to offer solutions
that better meet individual customer needs.

Our strategy is framed by four pillars: Customer, Easy, Expert, Advocate.
Our company’s values

Our values are what we believe in at Westpac Group. Our values are based around helping as it’s at
the heart of what we do. They are:

@ Helpful - Passionate about providing a great customer experience
e Ethical - Trusted to do the right thing

e Leading Change - Determined to make it better and be better

@ Performing - Accountable to get it done

@ Simple - Inspired to keep it simple and easy

g WHY we are here Creating Better Futures Together
-]
“
g WHAT we want to be known for Working in partnership to build a fairer and.s'tronger New Zealand for
= Westpac people, customers and communities - Together Greater
m
o o) o\ T\
=< (&) &) )
WHAT makes us different Care for Powering a Fierce Advocates
Customers Sustainable New Zealand for Inclusion
D )
&) & 8
WHAT makes us stronger Strengthen Foundations Modernise the Business Unlock our Culture
N 2\ )
——— () —(@) ¥ )
HOW we behave Helpful Ethical Leading Change Performing Simple
HOW we measure SUCcess Top3 Risks within High Performing Strong Financial
NPS Appetite OHI Performance

https://www.westpac.com.au/about-westpac/westpac-group/company-overview/our-strategy-purpose/
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Appendix 2.1 — ESTEMPLE Analysis

ESTEMPLE Analysis

Trend

Impact on strategy

Opportunity - Growth of economy in both Australia and NZ is expected

:;e

Opportunity — Drop in NZ OCR is expected

Threat — Currency exchange rate expected to continue dropping against USD

Opportunity — Steady decline in inflation is expected

Opportunity — Steady unemployment rate with negligible change expected

Opportunity — Possible growth in housing industry is expected

Threat — Continuous increase in cost of living is expected

Opportunity — Steady growth in general population is expected

Threat — Increase in aging population in both countries is expected

Threat — Minor decline in social attitude towards banking is further expected

Opportunity — Huge growth in digital (mobile) devices is expected

Opportunity — Growth and availability of advance Al based solutions expected

Threat — More people are likely to incline towards Decentralized alternatives

1 Year 3 Years
Driver
PP ] P 1*p
Economic Growth 02102 2 | 0.5 1
Plummeting Interest Rates 0101 1 [05] 0.5
.9 [Plummeting Exchange Rates 0204 3 [05] 1.5
§ Decreasing Inflation 03103 2 |05 1
& [Unemployment 01101 1 |0.1] 0.1
Housing market growth 01101 1 ]03] 03
Cost of living 03106 2 107 14
Population growth 0101 1 [02] 0.2
'§ Aging population growth 0101 1 [02] 0.2
7 Social attitude 02102 1 03] 0.3
Digital devices growth 0306 2 |05 1
g3 |Use of artificial intelligence 02104 2 [045] 0.9
<
% Crypto & Decentralised banking 0303 1 [04] 04
= Fintech organisations 02102 1 (03] 03
Cyber security risk 03109 3 105 L5

Threat — Modern Fintech organisations are likely to increase

QOO © O0O0OO0

Threat — Growth in cyber security risks is probably expected

1

—_—
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1 Year 3 Years

ESTEMPLE Analysis (continued)

Driver

| P I1*P | P I*P Trend Impact on strategy

03103 1 [04] 04 Threat — General public concerns towards their data privacy is likely to increase

Ethical

Concerns towards data privacy

Growth of social media 110404 1 [05] 05 Opportunity — Growth in presence and use of social media is expected

PR Needs for brand recognition [ 1 [ 0.2 (02 ] 1 [ 0.5 | 0.5 Threat — In diverse media presence, brand marketing will become a challenge

Media

Hazard of media trial 1101101 I J02{ 0.2 Threat — Hazards of planted media trial is expected to be higher

Political Instability 1101101 1 |0.1] 0.1 Opportunity — Political stability in both countries is likely to prevail

Changes in Govt Policies 2101102 2 [02] 04 Threat — Moderate changes in govt regulatory policies in sector are expected

Trade agreements 1101f{01f 1T [02] 0.2 Opportunity — Political stability in both countries is likely to prevail

Regulatory & compliance 110101 1T (02] 0.2 Threat — Increase in regulatory & compliance requirements is expected to grow

Legal team readiness needs 1101101} 1 03] 0.3 Opportunity — Needs of legal experts in sector is expected to grow

ESG Obligations Threat — ESG Reporting, and compliance requirements is expected to incur more

Climate change awareness 1101101} 1 03] 03 Opportunity — Climate change awareness is globally rising

Growth in carbon emission

OO © |© © ©O 000 ©

Threat — Growth in carbon emission is expected to grow

—_
[\
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Appendix 2.2 — Australia- New Zealand GDP Growth

GDP Growth
Year | New Zealand | Australia The GDP growth numbers for New Zealand and Australia
2014 | 3.60% 2.60% from 2014 to 2018 as well. based on the data from Stats
2015 | 3.50% 2.50% NZ and Georank.org.
2016 | 4% 2.80%
2017 | 3.10% 230% As you can see, New Zealand had a higher GDP growth
2018 | 3.20% 5 80% rate than Australia in most of the years, except for 2014
' °° : 0° and 2016. Both countries had similar growth rates in 2019,
2019 | 3.10% 2.80% before the COVID-19 pandemic hit.
2020 | -1.40% 0%
2021 | 5.50% 3.40%
2022 | 2.40% -0.60%
2023 | 1.30% -0.30%
Appendix 2.3 — Australia New Zealand Official cash rate (OCR)
OCR Data
Year Australia NewZealand || The annual average of the official cash rate (OCR)
for both countries from 2014 to 2023, based on the
o, (o) ]
2014 2.50% 3.50% data from Trading Economics and CEIC Data’.
2015 2.00% 3.25%
2016 1.50% 2.25% As you can see, Australia has maintained a low and
o o stable interest rate since 2016, while New Zealand
2017 1.50% 1.75% has increased its interest rate significantly since
2018 1.50% 1.75% 2021, reaching 5.5% in 2023. This reflects the differ-
2019 0.75% 1.00% ent monetary policy stances of the two central
banks, as well as the different economic conditions
2020 0.25% 0.25% and inflation pressures in the two countries.
2021 0.25% 5.50%
2022 0.25% 5.50%
2023 0.25% 5.50%
Appendix 2.4 — Australia — New Zealand currency Exchange Rates
Exchange Rates
Year NZD/USD | AUD/USD | | Taple that shows the annual average of the NZD/USD and
2014 0.83 0.9 AUD/USD rates from 2014 to 2023, based on the data
' ' from Trading Economics and CEIC Data’.
2015 0.7 0.75
2016 0.7 0.74 As you can see, the NZD and the AUD have both depreci-
2017 0.71 077 ated against the USD in the last decade, but the NZD has
- - generally been stronger than the AUD. The exchange rates
2018 0.69 0.74 are influenced by many factors, such as the interest rates,
2019 0.66 0.69 the trade balance, the inflation, the political stability, and
2020 065 067 the market sentiment.
2021 0.71 0.73
2022 0.64 0.69
2023 0.61 0.66
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https://www.stats.govt.nz/indicators/gross-domestic-product-gdp
https://www.stats.govt.nz/indicators/gross-domestic-product-gdp
https://georank.org/economy/australia/new-zealand
https://tradingeconomics.com/new-zealand/interest-rate
https://www.ceicdata.com/en/indicator/new-zealand/long-term-interest-rate
https://www.ceicdata.com/en/indicator/new-zealand/long-term-interest-rate
https://www.ceicdata.com/en/indicator/australia/long-term-interest-rate
https://bing.com/search?q=USD+exchange+rates+for+last+10+years+for+NZ+and+Australia
https://bing.com/search?q=USD+exchange+rates+for+last+10+years+for+NZ+and+Australia
https://www.macrotrends.net/2557/new-zealand-us-dollar-exchange-rate-historical-chart
https://www.ofx.com/en-nz/forex-news/historical-exchange-rates/yearly-average-rates/
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Appendix 2.5 — Australia / New Zealand Inflation

Inflation (CPI)
Year New Zealand | Australia | | The annual percentage change in the consumer price index
o o (CPI) for both countries from 2014 to 2023, based on the
2014 1.60% 2.50% data from Stats NZ and MacroTrends.
2015 0.30% 1.60%
2016 0.40% 1.30% A both i _ dal d stabl
S you can see, both countries experienced a low and stable
2017 1.90% 2.00% inflation rate in the first half of the decade, but a sharp in-
2018 1.90% 1.90% crease in the second half, especially in 2022 and 2023. This
2019 160% 1.60% reﬂe.:cts. the impact of _the COVID-19 pandemig, the supply
S S chain disruptions, the rising energy and food prices, and the
2020 1.70% 0.90% monetary policy responses of the central banks.
2021 3.90% 2.90%
2022 7.20% 6.60%
2023 6.70% 6.40%
Appendix 2.6- Australia / New Zealand Un-employment

Un-employment

Year Australia New Zealand

2019 530% |4.10%

S S The annual average of the percentage of the labour force that
2020 6.50% | 4.60% is without work but available for and seeking employment,
2021 5.10% | 3.80% based on the data from MacroTrends and Stats NZ.

2022 3.70% | 3.30%

2023 3.50% |4.00%
ppendix 2.7- Australia / New Zealand Cost of living

>

Cost of living

Item/Service New Zealand 2012 | New Zealand 2022 | Australia 2012 Australia 2022
Meal, Inexpensive Restaurant 15.00 NZ$ 25.00 NZ$ 16.00 A$ 25.00 A$
Monthly Rent, 1 bedroom apartment in city centre 1,200.00 NZ$ | 2,000.00 NZ$ | 1,800.00 A$ | 2,500.00 A$
Gasoling, 1 litre 2.20 NZ$ 3.00 NZ$ 1.50 A$ 2.00 A$

Internet, 60 Mbps or More, Unlimited Data, Cable/ADSL | 60.00 NZ$ 87.06 NZ$ 60.00 A$ 85.45 A$

Cigarettes, 20 Pack (Marlboro) 16.00 NZ$ 38.00 NZ$ 18.00 A% 43.00 A%

The average prices of some common items and services in New Zealand and Australia in 2012 and
2022, based on the data from Numbeo and Stats NZ. The prices are in NZD and AUD, respectively.
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https://www.stats.govt.nz/news/annual-inflation-at-7-3-percent-32-year-high/
https://www.stats.govt.nz/news/annual-inflation-6-7-percent/
https://www.macrotrends.net/countries/NZL/new-zealand/unemployment-rate
https://www.stats.govt.nz/indicators/unemployment-rate
https://www.numbeo.com/cost-of-living/compare_countries_result.jsp?country1=New+Zealand&country2=Australia
https://www.stats.govt.nz/news/increase-in-cost-of-living-reaches-new-high

\I’ Critical strategic plan analysis and recommendations

Appendix 2.8- Australia / New Zealand Aging Population Growth

Growth in aging population

Year New Zealand Australia

The percentage of the population aged 65 years or older
2012 | 14.20% 14.40% || (65+) in both countries from 2012 to 2022, based on the
2013 | 14.50% 14.70% data from Stats NZ and AIHW.

2014 | 14.80% 15.00% As you can see, the proportion of the population aged 65+
2015 | 15.10% 15.30% years has increased in both countries in the last decade, but
2016 | 15.40% 15.60% more so in New Zealand. In 2022, 1 in every 6 people in New
Zealand were in these older age groups, compared to 1 in
2017 | 15.70% 15.90% every 5.7 people in Australia’. This reflects the different de-
2018 | 16.00% 16.20% mographic trends and life expectancies of the two coun-

2019 | 16.40% 16.50% || tries-
2020 | 16.80% 16.80%
2021 | 17.20% 17.10%
2022 | 17.60% 17.40%
ppendix 2.9- Australia / New Zealand General Population Growth

>

Population Growth

Year New Zealand Australia

The annual percentage change in the total population for both
2012 | 0.66% 1.66% countries from 2012 to 2022, based on the data from Macro-
2013 | 0.92% 1.68% Trends and Worldometer.

2014 | 143% 1.55% As you can see, New Zealand had a higher population growth
2015 | 1.69% 1.49% rate than Australia in every year, except for 2012 and 2022.
2016 | 1.69% 1.58% The population growth rate in both countries peaked in 2019,
before the COVID-19 pandemic hit, and declined in 2020 and
2017 | 1.67% 1.63% 2021, as the borders were closed, and the births were re-
2018 | 1.94% 1.58% duced. The population growth rate in both countries is ex-
2019 | 2.49% 151% pected to increase slightly in 2022, as the vaccination rates
improve and the migration resumes.
2020 | 2.06% 1.23%

2021 | 1.36% 0.98%
2022 | 1.08% 0.99%
Appendix 2.10 — Industry life cycle

-
I\INTKODU{TION I GROWTH H MATURITY H DECLINE

INDUSTRY
REVEMNUES |

MONEY

— — — —
_——

i INDUSTRY
;S | PROFITS i e ———— =
H

\
v

— e — — ——

TiMmME

T. Garry - (Industry Life Cycle - Definition, Stages, Consideration (corporatefinanceinstitute.com)
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https://www.stats.govt.nz/topics/older-people
https://www.aihw.gov.au/reports/older-people/older-australians/contents/demographic-profile
https://www.stats.govt.nz/news/one-million-people-aged-65-by-2028
https://www.stats.govt.nz/news/one-million-people-aged-65-by-2028
https://www.stats.govt.nz/news/one-million-people-aged-65-by-2028
https://www.stats.govt.nz/news/one-million-people-aged-65-by-2028
https://www.macrotrends.net/countries/NZL/new-zealand/population-growth-rate
https://www.macrotrends.net/countries/NZL/new-zealand/population-growth-rate
https://www.worldometers.info/world-population/australia-and-new-zealand-population/
mailto:tony.garry@otago.ac.nz
https://corporatefinanceinstitute.com/resources/management/industry-life-cycle/
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Appendix 3.1 — Porter’s Five Forces

PORTER’S FIVE FORCES s

SUPPLIERS

The suppliers of the banking industry are mainly the
sources of funds, such as customer deposits, interbank
loans, capital markets, and central banks. The suppliers
have medium bargaining power because they have some
control over the availability, cost, and quality of the funds.
The suppliers can also affect the banks’ profitability,
liquidity, and risk management. However, the suppliers are
also dependent on the banks for their returns, security, and
convenience, and may not be able to exert too much
pressure on the banks.

Bargaining power of suppliers

(Medium) N

A

Threat from substitution
(Medium)

The banking industry faces competition from non-bank
financial institutions, such as fintech companies, credit
unions, and peer-to-peer lenders. These alternatives offer
lower costs, higher convenience, and more innovation to
customers, especially in the areas of digital banking,
payments, and lending. However, the substitutes are still
limited by their scale, scope, and regulation, and may not
be able to fully replace the core functions and services of
the banks.

Competitive Rivalry

(High)

POTENTIAL NEW ENTRY

The banking industry in Australia and New Zealand is highly concentrated and
regulated, with high barriers to entry and exit. The four major banks, including
Westpac, have a dominant market share and enjoy economies of scale, brand loyalty,
and government support. New entrants would face significant challenges to compete
with the established players and to comply with the regulatory requirements.

Threat from new entrants COMPETITIVE RIVALRY

(Low) The banking industry in Australia and New Zealand is
highly competitive, with four major banks, namely
Westpac, Commonwealth Bank, ANZ, and NAB, accounting
for about 80% of the market share. The banks compete
intensely on price, product, service, quality, innovation, and
reputation. The banks also face competition from smaller
banks, foreign banks, and non-bank financial institutions.
The rivalry among the competitors is further intensified by
the low growth, high regulation, and high customer
expectations in the industry.

Bargaining power of customers
(Low to medium)

BUYERS

The buyers of the banking industry are mainly individuals —

and businesses that need financial services, such as c + M = g

deposits, loans, payments, and investments. The buyers Fierce price and convenience
have low bargaining power because they have high based competition

switching costs, low price sensitivity, and low
differentiation among the products and services offered by
the banks. However, the buyers may have some power to
influence the banks’ pricing, quality, and innovation,
especially with the availability of more information, % OTAGO
choices, and channels in the market. g

The Five Forces - Institute for Strategy And Competitiveness - Harvard Business School (hbs.edu)
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Appendix 3.2 — Porter’s Diamond of Competitiveness in Australasia

Chance

Australasian & Pacific region recovering

from pandemic with economic growth.

Factor Conditions
Skilled workforce
Masses in Urban cities
Good infra structure
Stable government
Commercial activities
Agricultural activities
Sources of funds
Digital infrastructure
Low unemployment
Few competitors

Creating better future for people within Australasian
region sustainably, via leveraging the resources in con-
junction with smart approaches to meet the objectives.

(HELPS)

Ensuring distinct position from others

s

Versus
ANZ, Commonwealth Bank, NAB,
BNZ, Kiwi Bank, HSBC, Bank of
China, ASB, TSB, SBS, Heartland
Bank, Rabobank

Related & Supporting Industries
Insurance companies
Superannuation funds
Consultancy firms (Big4)
Fintech organisations
Technology / Service Providers
Visa, Mastercard, Apple, etc.

Porter Diamond Model: What It Is and How It Works (investopedia.com)

Porter’s Diamond

Demand Conditions
Generic bank account need
Demand of home financing.
Demand of Business loans.
Demand Agri-loans.
Demand of Auto-loan
Demand of fix deposits
Service expectations
Experience expectations
Environment

m Government

APRA, RBNZ, RBA Restricting
the new entrants and regulating
the existing participants.
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Appendix 4.1 — Porter’s Generic Strategy Matrix

Competitive Advantage

Lower cost Differentiation
Cost Leadership Differentiation
Y ’
aofterpaya?

g ING Commonwealth Bank ' Pay p y

=

[~ L]
. E E2 Alipay
4 =
2 3 ANZ © B rayeal
o = WorldRemit
. 2] LI NK
O Xere Kiwi
@ Il | swre
?,i Cost Focus “’ Differentiation Focus
—) )
= |
S H ess oldman
2Z mab &) Bl JJE
= : shs LATITUDE gad‘s Pagtm

8o

= . 2

Z ZhP Sharesies (%)

E b \.;_-

= nz \% :

2 Rabobank Cybef\aggigg Sq.y 'rre’

https://www.ifm.eng.cam.ac.uk/research/dstools/p

orters-generic-competitive-strategies/

Appendix 4.2 — Differential Advantage Spidergram

Competitor Analysis

Security & Trust

=

Service & support.

N\

5 0
O
Communual supporte
@
()
®
'!

Convenience &

accessibility ==e=NAB
==o==\\estpac
== 0= CommBank
ANZ
.Personalization & === BNZ
relevance
e=om== ASB

e=oms Kiwibank

Speed & efficiency
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Appendix 5.1 — What makes a business unique.

9 —_ o % H
— I\z_‘:%

i =

Excellent leadership Brand portfolio Partnerships  —

What makes your business
unique?

& o

t

N

AN
LN § ]
@W
o —
Strong financial Global presence Well-managed Innovative ideas
position processes
T. Garry
Appendix 5.2 — McKinsey 7-S Framework
What structure do we
need to execute the
strategy?
| Structure What business s
| | ystem do we
w?a;iggglguvgﬁ,gs‘; torzgll\(/e?nt?he ] — /\ /\ ¥ need to use or invent to execute
P p : the strategy?
| Strategy /! I Systems |
Original 7-S as published by < oo Which of our principles help us?
framework ‘s authors *. [ s Why do we do what we do in the

Comments and color scheme by way we do it?

BSCDesigner.com

\\.\ / Y :
Skills
Staff

What are the specific skills that What leadership style and
will help us? What skills do we cultural qualities will help us to
need to develop? achieve a strategic objective?

.
How should we help our

managers in their
7-S Framework S

* Original 7-S framework was introduced by Robert H.

Waterman, JR., Thomas J. Peters, and Julien R. Phillips.

in”Structure is not organization”, Business Horizons Legend: U Hard Ss Q Soft Ss
(1980, June). Comments and color scheme by BSC Designer.com .

https://www.mckinsey.com/capabilities/strategy-and-corporate-finance/our-insights/enduring-ideas-
the-7-s-framework
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Appendix 5.3 — WBC Competitive Advantage (VRIO)

‘l’ Westpac Banking Corporation Inference
A% R 1 (0)
luabl Rare Inimitable Organi
Broad portfolio of financial services . X
X X . YES NO Competitive parity
Retail, business, institutional and wealth management
Strong level of capital structure
h Yes Yes Yes Yes Sustainable competitive advantage
Included among top quartile global banks
Strong customer franchise across Australasia . v N = TSR,
emporary competitive aavantage
More than 13 million customers with accounts « . ’ A s
Investments in Digital Future v v » N S PR,
es es es 0
Enhancing its online & Mobile banking platform PR GO NG ENEIIELE
Clear & Purposeful Strategy i .
» . . Yes Yes Yes Yes Sustainable competitive advantage
Creating better future together
Structured & massive Skilled workforce. v v N - e
es es 0 mporar’ m| 10V n
36,000+ Employees across the business MLy GO LNO LARILELE
Strong commitment toward society
X Yes Yes Yes Yes Sustainable competitive advantage
Westpac Helicopter

THE VALUE OF CAPABILITY - VRIO

BUSINESS STRATEGY

INNOVATION STRATEGY
TO GET THIS

TO GET THESE

IS THE RESOURCE OR CAPABILITY...? IS THE COMPANY WELL...?

\V4 R YES YES  SUSTAINED
— —> COMPETITIVE
VALUABLE RARE ORGANIZED, ADVANTAGE
NO
COMPETITIVE COMPETITIVE TEMPORARY S NLISED)
N ROV RGE AR COMPETITIVE COMPETITIVE
ADVANTAGE ADVANTAGE

https://strategicmanagementinsight.com/tools/vrio/
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Appendix 6.1 — Blue Ocean Strategy for WBC

Current Situation

Blue Ocean Strategy

Value Factor

S e s 5 Retain
e=@=»|ndustry Standard ~ e=@ms\\Nestpac Bank ..
—
w
=
g & 5 s 9 ¢ ¢ L 2 g 2 € L2 B
EERENEEEEERERE 00 R
>~ z 2 g « 3 £ 8 2 3 £ T ¢
Z 5 = & g £ ¢ 9 @ w O iy Rai
5 3 :Es g e = S 3z o £
5 5 8 5 2 ¢ ;[ bawsediy. s 5 Raise
S g
COMPETING FACTORS

Appendix 6.2 — Pipeline vs Platform company

FROM PIPELINE ECONOMY (PRODUCT-DRIVEN)...

o >>@>@

PRODUCTION l DISTRIBUTION MARKE‘I’ING' CONSUMER
The company It expects them

produces It puts products on the market to be bought

-.TO PLATFORM COMPANY (ECOSYSTEM ORCHESTRATOR)

Yo

Producers and
consumers interact,
exchanging feedback
through facilities

\9,))
PRODUCERS b CONSUMERS

T. Garry - https://www.linkedin.com/pulse/pipeline-business-vs-platform-telesa-comms-pty-ltd/
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Appendix 6.3 — Westpac financial platform

BC - Industry experience

Asset
management
services

Investment Crowdfunding Lending
services services services

Agricultural Trading
services services

“I have small cash that | would like to invest” “I am interest in borrowing for my first home or business”

“I am running a local forex business and looking for customers” “Iam interested in exchaing 5000 USD for AUD”

“I can manage stock portfolio of investors” “I am looking for low cost stock service provider”

“I'am interested in investing in sheep farm” m “I am a farmer and looking for investments for buying
sheeps”

TG E LT “L have attractive packes for investments” TSN M1 am looking for insurance company to insure car finances”
dealer

Appendix 6.4 — BCG Matrix

Relative market share (cash generation)

E;n High Low

] Stars Question marks

=]

E _n:n . Innc_wahon in t_j|g|tal be_mkmg (maobile, e-bankmg_, dlgltal wallets, etc.) s  Sustainable banking — ESG

ol eE * Business bi?nkmg SEIVICES [SMF‘S & large c_rgamsahons] * International banking (cross border customers)

- = Open banking (consumer banking transaction data exchange) o] et TE

@ o - * Use of Artificial intelligence

5 * Digital financial platform development * 0
E

% Cash cows Dogs

e

_g % *  Retail banking (deposits, cards, insurance, etc ) s Institutional banking (service for govt and other financial institutions)
[12] — L]

p-

s Inefficient investments

Wealth management (superannuation, fund management, etc.) s Consumer Finance (personal loan, credit cards, etc.)
#  Housing Loans (mortgage services) m
o Unutilised infra structure w

o  Forex services

https://www.bcg.com/about/overview/our-history/growth-share-matrix
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Appendix 6.5 — GE McKinsey Matrix

GE McKinsey Matrix with Brief Instructions

Strong Medium Low

Invest to build

Protect position Build selectively

« Invest to grow at maximum
rate possible
« Focus on maintaining strength

« Challenge for leadership » Specialize around limited
» Build selectively on strengths strengths
« Reinforce vulnerable areas « Seeks ways to overcome
weaknesses
« Withdraw if indications of
sustainable growth are lacking

High

7
17
e
Protect position Selectivity/Manage for Expand or Harvest 2
earnings s
g « Invest in most atiractive « Look for ways to expand ©
3 segments « Protect existing program without high risks; otherwise =
>3l * Build up ability to counter « Concentrate investments in minimize investments and <<
competition segments where profitability is rationalize operations >
« Emphasize profitability by good & risks are relatively low ?
increased productivity _g
=
Protect position and Manage for earnings Divest
refocus
= Protect position in most » Sell at time what will maximize
R °© Manage for current eamings profitable segments cash value

« Concentrate on attractive

Upgrade product line
Minimize investment

Cut fixed costs and avoid
investment meanwhile

segments
« Defend strengths

< Strength of Business Unit

https://www.cascade.app/blog/ge-matrix
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Appendix 6.6 — ANSOFF Analysis

UNIVERSITY

OTAGO

Westpac Banking Corporation ANSOFF Analysis
ANSOFF Existing products New Products
Market Penetration Description favorability Market Penetration Description favorability
. . . Enhance and improve the existing digital capability and Financial management a Develop and deliver customised mobile / online apps to strengthen cus-
Optimize online banking | G & digital capability ++ g€l PP P and dell mise / - g +
increase its efficiency and turnaround time. for budgeting tomers with their budgeting skills.
% Increase customer engagement by keeping them in- Al-Powered Financial fore- [use Al to analyse customers transactions and forecast their future posi-
9 Increase engagement . i C “ 5 _ ) . ) o+t
e formed with potential services in their interest. cast tions along with suggestions for their wellbeing
(T
Lucrative housi d Il tions f i .
= . ucrative ousmg anl personalioan OP ons forvarious Innovative insurance prod— Introduce customised insurance products with a fee for various banking
20 Attractive loans segments of society i.e. students, low-income segment, & s _
d ucts services
& teachers, nurses, etc
> . . Attractive rates for term deposits to attract higher . Develop and deliver a saving dashboard for customers to help them to
o Attractive term deposits P & - Savings dashboard €1op and cem : P +
number of customers achieve their saving goals and targets
Enhance Agri finance Customise agricultural loans for different Agri-sectors. + Mobile payments Facilitate buyer and seller to exchange fund via mobile numbers only. +++
) . . . Risk scoring system for online merchants to prevent them from online
Add new card brands  [Introduce Union-Pay cards - Transaction risk scoring A g sy p )
Low risk Medium Risk
Enter into another geography and capture more cus- A complete end to end financial platform to enable value co-
Expansion in Southeast Asialtomers using strong brand name, also attract immi- . ) . creating which will enable investors and borrowers to enter
. ; o , + Digital financial platform : . . ++
& China grants and expats from countries by giving them option market at their own terms. Also, here different participants can
to another account in their parent country. 31so offer their services too.
. Enter into global EFT trading business and give custom- . . Develop an ecosystem of blockchain based banking supportin
Stock Trading s 5 - ++ Blockchain banking i i i = ++
ers option to buy / sell stocks in numerous exchanges. crypto’s and their exchange as well
wv
o A huge number of purchases are taking place on social media
~ -
= . . Provide options to transfer over-sea remittances and . . such as Facebook marketplace however there isn’t any payment
Online remittances o : + Social media payments . : . . i ++t
> capitalise on it. service available now and there is a huge opportunity to capital-
5 ise on here.
= art ine elobal busi P A secure and efficient mobile device that can accept or make
A Q art su ran a usin an ra rs Issuin . . . . . . .
LC & Trade financing SUPPOTINg €10 oness S - Smart banking devices [online payment and offer a wide range of financial service, an +
letter of credit and trade financing. I o
innovative idea
. . \Westpac can also launch their own card brand like visa, Master-
Commodity market trading [Enter into global commodity trading market - New card brand 4 -
157 g . / e card & AMEX and try to attract global customers
Medium Risk High Risk

https://www.ansoffmatrix.com/
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Appendix 6.7 — Dynamic Capabilities

Dynamic Capabilities

v ! :

SENSE SEIZE TRANSFORM
Identify ey |  Design and Refine Realign Structure and
Opportunities Business Model; > Culture
T l Commit Resources l l
Technological Technology Align Existing Invest in
Possibilities Development Capabilities Additional
Capabilities
Anticipate Defend
Competitor Intellectual
Reactions Property
Strategy

https://cmr.berkeley.edu/2016/08/dynamic-capabilities/

Appendix 6.8 — significance of company culture

/ e \
. | STRATEGIC
VALUES i ACTIONS

! /
CULTURE
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Appendix 6.9 — SWOT Analysis

Strengths (Internal enablers) Weaknesses (Internal inhi
I _ u o
3 & i - 2 w i £ g 5
= o 5 I 5 = E n oo =
g g = B 5 H A 2 = B2 . By z w
8 2 E 5 E 8 5 = i E g2 £g = Better future together”
£ 2 : 2 | Iz E | i3 5 55 | gfif 5% B3
g = o g 5z 3 BoE : A @823 EE % =3
w “un L] - ERA o 5 £ 5w EE 'Esz EB;E A28 =
= [ el 5 = K 5 L= = =
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Opportunities (External enhancers) Key strategic components
01: Global expansion
Oppartunitias ta expand itz prasance in other countries, -t - Capitalise on brand power
as it has been given license to apen banks in Chinz, India, ~ .
e, via extending to new
02: Investments in Tech companies markets.
Opportunities to invest in new technelogy businesses, - Enhance product &
such as fintech startups, to enable sccess to emerging service portfolio via
2nd innovative business models leveraging digital
03: Leveraging digital capabilities. < b%’tlg 8%
Opportunities to leversge it digital capabilities, such as CElELIESS
its online 2nd mobile platforms, to enhance its customer 4| advancements in
experience and efficiency tEChI"ICIlOgi es,
04: Emerging economies < - Utilize capital structure in
Opportunities to tap into the growing markets of ] - .
emerging economies, such as Asia-Facific, where thers is Er a0y e el
= rising demand for financial services - Invest appropriately in
05: Advancement in technology Go! I 1 technology sector and
More modern technological eco-system is available as - o: mrove - establish good
ed 1o th i i _ T
compar = Oppoitunitylknocks Opportinity cost relationship with market
leaders.
- Utilize the advancement

and latest technologies to
improve the product and
service guality.

- Partner with Fintech to
increase the market reach
especially in areas of less
presence.

- Strengthen internal
workforce and partner
with external to counter
legal challenges.

- Utilize media and PR team
to improve reputation.

Avoid!

Failed portunity

:
i

Adice o

&
n
8
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Appendix 7.1 — Mendelow’s Matrix
Interest : Stakeholder’s management
High
iy o bapspirensioh A L IR Keep engage!
site =
Minimal Keep -é” » Investors ¢  Customers
eﬁ ort in f ormed ! ¢ Regulators ¢ Employee
| o Suppliers
E.g. local community E.g. full-time employee :a . Media
E
s o ok ST & Keep monitoring! Keep informed!
Keep Key player E * NGO’ o Focus groups.
satis f ied (k eep c lose) & o Competitors ¢  Government
= = i 3 ¢ Social media
8. government imposing tax E.g. CEO ¢
< Low Interest High -

https://blog.oxfordcollegeofmarketing.com/2018/04/23/what-is-mendelows-matrix-and-how-is-it-use-

ful/

Appendix 7.2 — Balanced Score card

(AN WE (ONTINVE
To IMPROVE &
(REATE VALVE?

INNOVATION &
LEARNING PERSPECTIVE

GOALS

INTERNAL BUSINESS

MEASURES

HOW DO
CUSTOMERS
SEE uS?

PERSPECTIVE

GOALS MEASURES

CUSTOMER PERSPECTIVE

I GOALS
\ -

A

N

FINANCIAL PERSPECTIVE

MEASURES

WHAT MUST WE
EXCEL AT?

\ GOALS

MEASURES

https://asq.org/quality-resources/balanced-scorecard

HOW DO WE LOOK TQ
OUR SHAREHOLDERS?
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https://blog.oxfordcollegeofmarketing.com/2018/04/23/what-is-mendelows-matrix-and-how-is-it-useful/
https://asq.org/quality-resources/balanced-scorecard
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