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Important Notice 

This document contains or incorporates by reference “forward-looking statements” regarding the belief or current expectations of Standard Chartered PLC (the “Company”), the board 

of the Company (the “Directors”) and other members of its senior management about the strategy, businesses and performance of the Company and its subsidiaries (the “Group”) and 

the other matters described in this document. Generally, words such as ‘‘may’’, ‘‘could’’, ‘‘will’’, ‘‘expect’’, ‘‘intend’’, ‘‘estimate’’, ‘‘anticipate’’, ‘‘believe’’, ‘‘plan’’, ‘‘seek’’, ‘‘continue’’ or 

similar expressions are intended to identify forward-looking statements.  

Forward-looking statements involve inherent risks and uncertainties. They are not guarantees of future performance and actual results could differ materially from those contained in 

the forward-looking statements. Recipients should not place reliance on, and are cautioned about relying on, any forward-looking statements. Forward-looking statements are based on 

current views, estimates and assumptions and involve known and unknown risks, uncertainties and other factors, many of which are outside the control of the Group and are difficult to 

predict. Such risks, factors and uncertainties may cause actual results to differ materially from any future results or developments expressed or implied from the forward-looking 

statements. Such risks, factors and uncertainties include but are not limited to: changes in the credit quality and the recoverability of loans and amounts due from counterparties; 

changes in the Group’s financial models incorporating assumptions, judgments and estimates which may change over time; risks relating to capital, capital management and liquidity; 

risks associated with implementation of Basel III and uncertainty over the timing and scope of regulatory changes in various jurisdictions in which the Group operates; risks arising out 

of legal and regulatory matters, investigations and proceedings; operational risks inherent in the Group’s business; risks arising out of the Group’s holding company structure; risks 

associated with the recruitment, retention and development of senior management and other skilled personnel; risks associated with business expansion and engaging in acquisitions; 

reputational risk; pension risk; global macroeconomic risks; risks arising out of the dispersion of the Group’s operations, the locations of its businesses and the legal, political and 

economic environment in such jurisdictions; competition; risks associated with the UK Banking Act 2009 and other similar legislation or regulations; changes in the credit ratings or 

outlook for the Group; market, interest rate, commodity prices, equity price and other market risk; foreign exchange risk; financial market volatility; systemic risk in the banking industry 

and among other financial institutions or corporate borrowers; cross-border country risk; risks arising from operating in markets with less developed judicial and dispute resolution 

systems; risks arising out of regional hostilities, terrorist attacks, social unrest or natural disasters; the implications of the results of the 23 June 2016 referendum in the United Kingdom 

and the disruption that may result in the United Kingdom and globally from the withdrawal of the United Kingdom from the European Union; and failure to generate sufficient level of 

profits and cash flows to pay future dividends. 

Any forward-looking statement contained in this document is based on past or current trends and/or activities of the Company and should not be taken as a representation that such 

trends or activities will continue in the future. No statement in this document is intended to be a profit forecast or to imply that the earnings of the Company and/or the Group for the 

current year or future years will necessarily match or exceed the historical or published earnings of the Company and/or the Group. Each forward-looking statement speaks only as of 

the date of the particular statement. Except as required by any applicable law or regulations, the Company expressly disclaims any obligation or undertaking to release publicly or 

make any updates or revisions to any forward-looking statement contained herein whether as a result of new information, future events or otherwise. 

Nothing in this document shall constitute, in any jurisdiction, an offer or solicitation to sell or purchase any securities or other financial instruments, nor shall it constitute a 

recommendation or advice in respect of any securities or other financial instruments or any other matter. 
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Strategy • Vision: Become best bank for affluent, emerging affluent & business clients  

• Full relationship approach, end-to-end digital with a human touch 

• Focus on ~60 core cities across 24 countries  

Progress • Commenced digital transformation journey end-to-end 

• Investing in payments capabilities: Wallets and Contactless 

• ~60% of New-to-Bank clients from Employee Banking and Alliances 

• Premium Banking being launched 

Priorities • Execute the Retail transformation 

• Drive return on investments through both income and cost lines 

• Reinvigorate our brand, upgrading our product and service offering 

• Launching Premium and accelerating Personal 

• Broaden digital sales 

Key messages 
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Full service Retail Bank with 9 million customers in 32 countries 

• ~1,000 branches and ~30,000 staff in 32 countries  

• Focused in ~60 core cities across 24 countries 

• Significant net liquidity provider 

• Over 9 million individual and business clients  

Retail Banking H1’17 financial performance 

$m H1’17 H1’16 YoY 

% of 

Group 

Operating income 2,396 2,316 3% 33% 

Operating expenses (1,723) (1,643) (5)% 

Pre-provision operating profit 673 673 - 27% 

Total impairment (172) (242) 29% 

Underlying profit 501 431 16% 26% 

Customer loans and advances ($bn) 98 95 3% 37% 

Customer deposits ($bn) 124 115 7% 31% 

RWA ($bn) 43 44 (3)% 16% 

Income impacted by business exits 
Income ex-divestments ($bn) 

Strong Wealth Management & Priority momentum 
Income growth ($bn) 

Wealth Management  Priority 

7% 

24% 

20% 
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Client needs 

Digital with a 

human touch 

Fewer, more 

productive 

people and 

branches 

Growth across 

segments with 

winning 

products 

High quality 

customer leads 

Stronger 

automated 

functions 

Best 

proposition 

 Branch 

productivity 

 Collections 

 Operational risk 

 Customer Due 

Diligence  

 Financial Crime 

Compliance 

Ability to do 

things myself 

Great, timely 

sales advice 

Instant 

processing 

 

Great service 

 

No mistakes 

 City strategy 

 Branch 

numbers and 

formats 

 SC Mobile / 

Online 

 ATMs/ Cash 

Deposit machines 

 Priority and 

Business 

Banking 

 Premium 

Banking 

 World class 

products  

 Marketing 

 3rd party digital 

aggregators  

 

 WeServe 

 Digital sales 

teams 

 

 Sales force skills 

and  discipline 

 Third Party Sales 

 Client targeting and credit approval rate 

 Alliances and  

Employee 

Banking 

  Workbench 

 Customer Due 

Diligence 

 Risk decisioning 

 Operations 

 Wealth 

Management 

platform 

 Automation 

 Remote servicing 

 Leads management solution  

 Client activation and attrition 

 Analytics 

Im
p
e
ra

ti
v
e
s
 

Driving Retail returns and improving cost-to-income ratio 
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Priority performance is robust fueled by winning products 

Priority now 44% of Retail Banking income 
Acquired over 50,000 NTB Priority clients in H1 17 

28% 
35% 39% 44% 

2014 2015 2016 H1 17 

• Large market opportunity 

• A steady pipeline of clients to Priority 

• Launched in four markets 

• Seven more markets planned: KE, TW, PK, 

NG, MY, SG & CN 

Premium expanding across key markets 
Targeting clients with higher revenue potential 

73% 

27% 

 1  Channel Mix 

Digital Wealth Management: initial success 
China online mutual funds (OMF) H1 17 

Pre- 
launch 

Post-  
Launch 

Fund sales volume1 

Online 

Branch 

No. of Fund Transactions 

Continue to invest in payment capabilities 

Contact

less 

Apple 

Pay 

Samsung 

Pay 

Android 

Pay 

Singapore     

Hong Kong     

Korea   

Taiwan     

India   

Malaysia   

UAE  

 launched to date 

53% 
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High quality customer leads driving growth 

Employee Banking New-to-Bank growing 
~1.5x average revenue of personal client 

Successful alliances 
Over 20% of New-to-Bank client acquisition 

 174  
 193  

H1 16 H1 17 

No. of Clients (‘000) 

Analytics for real-time, personalised offers Increased proportion of online sourcing 

 

16% 
20% 

2015 H1 17 

11% 
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Digital with a human touch 

City strategy 

Paper based on-boarding 

90% 10% 

6 days 15 minutes 

Future Past 

Turnaround time 

Global Wealth Management platform               
   

Performance 

Reporting 

Suitability, 

Advisory & 

Order Mgmt 

Personalised 

Investment 

Ideas (PII) 

Consolidated 

view of portfolio 

Straight through 

order capturing 

(funds and bonds) 

Tailored to client 

risk profiles and 

investment holdings 

Remotely servicing our clients 
 

Update of client information via mobile 

Data Locker launch in UAE            
  

Faster, simpler and better 
Digital automation to reduce paper and turnaround time 

  

Chat  

Banking 

Video  

Banking 

Voice 

Authentication 

Singapore   2017/18 

Hong Kong   

Kenya   

Taiwan   

India    

Malaysia   2017/18 

UAE    

China   

 launched to date 

Pre- 
launch 

Post-  
Launch 

Personal Data Updates 

(monthly average) 

Manual 

Data  

Locker 

No. of Personal Data 

Updates 

3X 

57% 

43% 

Processing Mix 
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Strategy • Vision: Become best bank for affluent, emerging affluent & business clients  

• Full relationship approach, end-to-end digital with a human touch 

• Focus on ~60 Core Cities across 24 countries  

Progress • Commenced digital transformation journey end-to-end 

• Investing in payments capabilities: Wallets and Contactless 

• ~60% of New-to-Bank clients from Employee Banking and Alliances 

• Premium Banking being launched 

Priorities • Execute the Retail transformation 

• Drive return on investments through both income and cost lines 

• Reinvigorate our brand, upgrading our product and service offering 

• Launching Premium and accelerating Personal 

• Broaden digital sales 

Key messages 
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Q&A 


