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Addressing customer needs in the current turbulent enviro nment 
is about ‘getting the basics right’, particularly tec hnology

• Reliable delivery of products and services

• Consistent experience across channels and platforms

• Easy and simple to do business with

• Single and insightful view of information

• Flexible and responsive to requests

Typical Customer Service Needs
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Westpac has articulated a ‘customer centric’ strategy t o focus our 
effort on directly fulfilling customer needs

Strategy delivered by two complementary initiatives

Most recommended 
financial services 

company

Driving 
Principles

To be the leading financial services company in Aus tralia and New Zealand

Meet most customer 
needs

Reorganisation & Transformation

• Transform operations around the 
customer to enhance relationships

• Focus on total customer relationship, 
particularly deposits

• Drive locally empowered businesses

• Maintain investment in growth 
sectors, wealth and business banking

• Embed sustainability across the 
organisation

Most skilled and 
engaged people

Global leader in 
sustainability

Highest returns in 
sector

Operating as ‘One Team’

Focus on core markets Strong local businesses Common valuesEasy to do business with

Key 
Programs

Reach

St. George Merger

• Enhances strategic options

• Broader brand/distribution reach

• Excellent customer franchise with 
additional growth opportunities

• Drive for a sub 40% cost to income 
ratio

• Brings leading position in South 
Australia through BankSA

Best Practice

Productivity

Westpac’s Customer Oriented Strategy

Source: WBC Investor Discussion Pack May 2009
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Vision

Assessed 
by
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Becoming ‘customer centric’ requires a significant shif t of 
mindset for traditional banks

Being customer centric is about putting the custome r first by organising PEOPLE, 
PROCESSES and PRODUCTS around the fundamental needs  of the customer

Different service levels based on relationshipOne service level

Customisable / local frameworksUniversal frameworks (e.g. credit, pricing)

Customer based capability developmentProduct based capability development

Tailored, segment specific leadsGeneric leads generation

Customer based offers (e.g. First Home Owner)‘Siloed’ product offers (e.g. Mortgage, Credit Card)

Product

Customer based metrics (e.g. Net Promoter Score)Product based metrics (e.g. volume, margin)

Agile systems for rapid new product development
Inflexible legacy systems leading to slow, 

expensive new product development

Multi-channel processes with a single customer viewEnd-to-end product based systems and processes

Processes 
and 

Platforms

Customer based structures / operating modelProduct based structures / operating model

Local market plansTop down planning

Local decision makingCentralised decision making

People

‘Traditional Product Focus’ ‘Customer Centric Focus’
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There are several key target technology capabilities im plied by a 
‘customer centric’ focus

Infrastructure

Product

Distribution (Sales & Service)

• Proactive lead generation tools

• Single view of the customer

• Integrated multi-channel origination and servicing

• User friendly assisted and self service platforms

• Single source of truth for customer data

• Digitised documents

• Reliable and robust systems

• Secure perimeter

• Effective email and 
collaboration platforms

Operations

Customer 
Information

• Straight through processing

• Automated workflow, 
decisioning and document 
management

• Flexible and modular systems

• Customer based product 
solutions

• Dynamic pricing capability
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Customer Master System

• Single customer view / source of truth

• Rapid capability development

• Easier to build new services

• Consistent customer experience

Customer Information Transformation

From

• Multiple underlying systems and data sources

• Different business units have different customer 
information (e.g. postal addresses)

• Customers and staff are not able to see all holdings

• Complex and costly to add capabilities (e.g. rewiring 
to multiple touch points)

• Inconsistent customer experience across channels

Enterprise Service Bus (ESB)

Enterprise Service Bus (ESB)

Inconsistent Data In Multiple Sources Simplified Arc hitecture

To
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Westpac has established a unique operating model to shift our 
mindset and deliver on our ‘customer centric’ strategy

Technology

Core/support

St George 
Distribution

Westpac
Distribution

Wealth Institutional NZ
Product and Operations

 

 

Westpac’s Customer Oriented Operating Model

Source: WBC Investor Discussion Pack May 2009
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Six technology issues are important to consider to e nable a 
‘customer centric’ organisation

Develop a clear technology strategy aligned to the business

Streamline customer fulfilment processes to be easy  to do business with

Ensure reliable and robust technology services are provided

Manage performance by measurable metrics

Implement a robust operating model and project deli very function

Systematically identify, prioritise and implement o pportunities to ‘delight’

1

2

3

4

5

6
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Develop a clear technology strategy aligned to the bu siness1

Westpac’s IT Strategy

Source: WBC Investor Discussion Pack May 2009

Customer Sales & Service Enterprise SupportProduct Administration

• Move to common teller platform

• Migrate Westpac and 
St.George to new online 
banking platform

• New integrated sales and 
service desktop providing 
access to all functions

• One general ledger upgrading 
current Westpac platform and 
migrating over St George

• Consolidated infrastructure 
such as data centres

• Consolidate transactions and 
savings systems to single multi 
brand core banking system

• Migrate all financial markets 
systems onto Westpac 
platforms

Customer Service SimplicityProductivity
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Streamline customer fulfilment processes to be easy  to do business with2

Frontline staff: “What I want”

• Reliable systems

• Access to customer information

• Able to complete processes on the spot

• Simple and integrated branch systems

Customer Sign-up

• Easy account opening

• Simple application 
forms

• Automated credit 
decisions

Customer Information

• See all of a customer’s 
products on one screen

• View account history

• See application status 
initiated through another 
channel

Account Servicing

• In branch

• Customer self-service

Contact Centres

• Closed loop feedback 
and agent level NPS for 
improved training

• Integrated platform with 
same functionality and 
look & feel as branches
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Ensure reliable and robust technology services are prov ided3

BAU

Hardware

Software Application Instability

Hardware Old And 
Unreliable

Power Problems

Drivers Of Service Outages

Outage

Change

Process Not Followed

Process Inadequate

Volume Overflow

Single Points Of 
Failure

Downstream 
Problems
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Manage performance by measurable metrics4

• Service delivery applications meeting service level agreements

• Project status – green, amber, red

• Number of ‘Severity 1’ incidents and mean time to restore service 

• Programme health for end user, network, desktop applications, online

• Outages and number of customers impacted for Online, ATM, call centre

• IT net promoter score

• Number of help desk calls

Some technology metrics that can be used to measure performance include
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Implement a robust operating model and project deliver y function5

�Govern projects

�Co-ordinate initiatives

�Develop execution 
plans 

�Administer resource 
pools

�Monitor and track 
projects

�Manage projects

�Deliver to agreed objectives and 
capabilities

�Use and develop a common 
resource pool

�Develop / implement 
communication plans 

�Collate and answer 
staff feedback

�Analyse 
opportunities 

�Provide insight

�Suggest new ideas

�Engage the 
business

�Lead strategic 
planning

Portfolio 1
Program

Management
Office

Internal
Communication

Strategy Portfolio 2 Portfolio 3

To focus on building and optimising end to end chan ge capabilities…
… and driving execution excellence

Idea Generation Governance Change and Delivery 
Management

Communication

Project Initiation And Delivery Operating Model
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Systematically identify, prioritise and implement o pportunities to ‘delight’6

Looks like this will 
need a full 12 months 

study on it !

Guys we just 
need to do it !

Continuous Improvement Process

• One employee feedback tool 

• For use by all staff - frontline & back office
Concept

• Suggestions stored & managed centrally

• Monthly steering committee prioritises ideas

• Set scoring system

• Validation by subject matter experts (if required)

Method

• Ongoing communication with the person who 
suggested the ideaCommunication

• Implementation cost (<$250k)

• Implementation time (<12 months)

• Impact on customer, employee, quality, efficiency, 
revenue and cost

Criteria

• Product or process ideas that improve the 
customer and or staff experienceKey Focus
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Lessons learned – Technology in a ‘customer centric’ org anisation

• Ensure commitment from all the senior leadership te am to drive change

• Communicate a consistent message across all stakeho lders

• Develop a program of work that will support a ‘cust omer centric’ focus

• Instil strong disciplines to focus on the highest v alue activities

• Uplift workforce capabilities to support the change


