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Economic outlook

Source: Citi Handlowy, GUS, NBP, Eurostat

Recovery in foreign trade to begin in 2010

Poland likely to outperform other CE countries

Nominal interest rates going up

The biggest economy in the CE region, resilient to the crisis
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Solid foundations
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STRONG CAPITAL BASE

SOLID DEPOSIT FUNDING BASE

Source: Citi Handlowy, banks’ FS, own calculations Source: Citigroup, banks’ FS, own calculations

Capital structure of the biggest banks 
in Poland 3Q 2009

Capital strength of the parent companies 
of the biggest banks in Poland 3Q 2009

Citi Handlowy: Net Loans / Deposits Citigroup: Net Loans / Deposits
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Citi Handlowy at a new opening

Client segmentation

Based on behavior patterns and scope 
of cooperation with bank.

Business model
Increasing the scope of cooperation with client and 
expansion of banking service network including remote 
channels. Tailoring the offer to clients’ expectations and 
preferences.

Quality
The highest clients’ satisfaction 
on the market. Quality standards for 
particular client groups. Quality 
parameters in employees motivation. 
systems.

Efficiency

Innovations
Innovations leader in banking.
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Annual revenue per retail client

More cross-sell drivers higher EBIT per client but also higher total revenue

Annual revenue per corporate client
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Client segmentation based on cross-sell and behavior patterns

DEEP BLUE

GOLD 

GOLD SELECT

BLUE 

GOLD 

PLATINUM

Active cross-sell to improve efficiency and 
profitability of cooperation

> PLN 12 M inflow on current account or 
> PLN 200 M of assets deposited in the bank

> PLN 1.5 MM of assets deposited in the Bank Turnover of a company > PLN 1.5  B

Turnover of a company > PLN 300 MM

Consumer banking Corporate banking

66% 51%
Share of client number in the segment

Clients with one product, 
selected regardless 

of the 
above criteria

> PLN 2.5 M net salary or 
PLN 4 M for household Turnover of a company > PLN 20 MM

2 products

3 products

Clients with one product, 
selected regardless 
of the 
above criteria

3 main products

2 main products

> 3 main products > 3 products

WHITE WHITE 
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Business model 

At Citi Handlowy clients receive what they need and what they like

The way of 
providing services 
tailored to clients’ 

preferences

Building of service 
network tailored to 
the clients lifestyle

A new way of 
educating and 

motivating customer 
relationship 

managers promoting 
development of long 

lasting and wide 
relationship through 

increase of the 
scope of cooperation
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Expansion of banking service network

Banking service network will increase 10 times 
and will be integrated with remote channels
• branches
• stands
• multifunctional ATMs
• partnership points of service

~300 ~3,000

Smooth, speedy and clients friendly access to the Bank
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2009 2012

Development of remote channels

Double number 
of Citibank Online users

557 ths.

1,030 ths.

Mobile banking

Over a half million more calls with 
CitiPhone annually

2009 2012

2,220 ths.

2,724 ths.Integration of traditional 

banking with phone and 

internet banking

50% shorter average 

waiting time for CitiPhone 

consultant
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The highest quality of customer service

Strong relationship with client 

Procedures
clients 
friendly

Engaged and 
experienced
employees

Optimal
processes

The best 
products on
the market

Increase in RM’s working time for exploring clients’ needs 

Bonus depends on client’s satisfaction 

Change of bonus 
system for 

relationship managers

Consumer banking

NPS for branch

NPS for CitiPhone

34%

2012

Corporate banking

NPS total 35%

2009

Net promoter score

Promoters net (NPS) = %promoters - %detractors

27%

NPS total 35%

20122009
24%

80%
Clients will 
assess the 
quality of 

service better
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Innovations – new solutions

Investment in innovative solutions and products

Citi Handlowy Employees
10% gross profit 
from innovations

Citi Handlowy Clients

Think tanks Citi best practices

1997

24h phone 
service

Cash Pool

First Direct 
debit

1998

2000

Internet 
banking for 

corporations

1998

Mass 
payments 
service

2007

Micropayments

Online 
statement

2003

First 
international 
credit card

1997

2003

System for 
payments 

service in >100 
currencies

First prepaid Visa 
card in CEEMEA 

region 

2002

First FX internet 
platform

2005

FX

First mobile 
payment from 

account

2008

Mobile 
banking

2010

2010

First mobile 
direct debit

First medical 
package to 

account

2009

2001

First SMS 
notices

http://www.citibank.com/transactionservices/home/sa/flash/2009/worldlink/index.htm?KeepThis=true&TB_iframe=true&height=600&width=800
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

 
focus on the products sale



 
focus on clients acquisition 



 
product excellence



 
increasing the scope of cooperation 
with the existing clients



 
full client relationship based on trust



 
innovations and service quality



 
teamwork, One Citi 

Citi Handlowy – directions of changes

Citi Handlowy todayCiti Handlowy todayCiti Handlowy yesterdayCiti Handlowy yesterday



 
silo structure
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Significant improvement of efficiency

1-3Q 2009 2012

ROE 8.0% >20%

ROA 1.0% >2.5%

Cost / Income 57% <50%

Higher efficiency on solid foundations

Citi Handlowy 
tomorrow

Citi Handlowy 
yesterday



 

average efficiency 

 

market leader in efficiency

Market 
1-3Q 2009

8.8%

0.8%

56%
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Significant improvement of efficiency

InnovationsGrowth directionsEfficiency improvement

• Revenue: double digit 
average growth for 
2010-2012

• Expenses: single digit 
average growth for 
2010-2012

• Positive operating 
leverage for 2010-2012

• 10% increase of gross 
profit generated from 
innovations

• Implementation of 
mobile banking for 
individual customers

• Start-up of debit and credit 
cards issuing directly in 
branch

• Blue and Gold Segments as 
revenue increase drivers of 
Corporate and Consumer 
Banking

• Loans (CAGR ’10-’12):
- corporate: 9%

- individuals:14%

• Current deposits corporate 
(CAGR ’10-’12: 30%) and 
factoring (CAGR ’10-’12: 31%)
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Share price performance and dividend policy

December 31 2009 : PLN 70.0 per share

40% increase in 2009

Share price in 2009

Apart from the special dividend paid out of the previous years profits, dividend payout 
ratio for 2004 amounts 100% and dividend per share 3.17 PLN

Excess capital will be recommended 
by Management Board for payout
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