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Winning with a customer focus

New segments

Agenda

Proven track record
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Strong Customer Base

Mexico
1,642M

Peru
1,080M

El Salvador
377M

English
Caribbean
1,589M

Spanish
C&CA
311M

Chile
151M

5.2 million customers
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<18 19-29 30-39 40-49 50-59 60+

1433M 
(27%)

1072M 
(21%)

670M 
(13%)

707M 
(14%)

1039M 
(20%)

251M 
(5%)

5.2 Million Customers

Acquire, Deepen and Retain
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Results

Value Proposition
• Providing service that is convenient and accessible

• One-stop shopping 

Mid Market Segment:

Leveraging Sales & Service Model

Create
Capacity
Create

Capacity
Sales
Tools
Sales
Tools

Training &
Coaching

Training &
Coaching

Sales
Discipline

Sales
Discipline

Product
Solutions
Product

Solutions
Right

Metrics
Right

Metrics
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Creating Capacity…
Weekly Averages

% of Time Spent Selling / Sales Officer

25%

37%

2004 2007

48%

Appointments / Sales Officer

7

17

2004 2007

143%

Unit Sales / Sales Officer

4

16

2004 2007

300%

Total Sales / Sales Officer 
(C$ Thousand)

$140

$64

2004 2007

119%
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…to Grow 

7

14

2004 2007

Retail Lending
C$ Billion Average Balance

100%

3

5.2

2004 2007

Customers
(Million)

73%

2004 2007

Retail Deposits 
C$ Billion Average Balance

50%

10

15

2004 2007

Credit Cards 
C$ Million Average Balance

462

1,343
191%
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Big Cross-Sell Opportunity Remains

% Penetration of Customers
5.2 million customers

14%

38%

24%

69%



10

Committed to a Superior Customer Experience

Customer Satisfaction and Loyalty

67%

2007

36 Month Target
+10 points

2010F

Scotiabank 
difference
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Winning with a customer focus

New segments

Agenda

Proven track record
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Entering New Market Segments

NewTraditional

Commercial  

Corporate 

Mid Market

Business Personal

Affluent

Mid Market

Consumer
Finance

Commercial  

Corporate

Small
Business    

Business Personal

Access to millions of new prospective customers
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Banking Needs and Perceptions

Looking for full service and strong, 
solid investment advice 

Likely to be loyal

Value privacy and confidentiality

Juan and Maria Rodriguez, Mexico

Affluent Segment

Fact:  Over 1 million target households in our markets with assets greater than $250M

Value Proposition
Work with the client to provide advice, global expertise and 
tailored solutions, while developing a strong, professional 

relationship.
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Consumer Finance Segment

Alfredo & Hazel Cruz, Peru Banking Needs and Perceptions

Quick and easy access to small loans 
for consumer purchases

Prefer mini-branches in large retail 
chains (ABM/POS networks)

Need a payment they can afford

Value Proposition
Credit offer that meets personal needs which is fast, 

easy and within your means, and is delivered by courteous
and friendly staff in convenient locations.

Fact:  Over 50 million potential customers in Mexico alone
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Small Business Segment

Banking Needs and Perceptions

Need creative financial solutions to 
help grow my business

Appreciate having someone at the 
bank who understands small 
business banking needs

Rate is important but secondary

Value Proposition
Work with the customer to drive growth in their

business, by providing professional advice and a range
of relevant, simplified, financial solutions

to meet their unique needs.

Fact:  2 million prospects in Latin America and the Caribbean

Carly Telpner, Bahamas
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Winning with a customer focus

New segments

Agenda

Proven track record
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Five Keys to Supporting a Customer Focus

Delivery / Channels11

Product Solutions22

Advertising & Brand33

Operational Support44

Organization55

Value Proposition

Specific to
each

segment
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Key #1:  Delivery / Channels
Growing Segment Specific Touchpoints

Affluent

Consumer
Finance

Small
Business

Mid Market

Branches
& Offices

Non-branch 
Sales Force

In-store 
Kiosk

Contact 
Centres 

Internet &
Electronic

Direct
Mail

Total 1,100+ 3,000+ 700 3MM 32MM 
Calls

31 Countries
2,300+ ABMs
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19

Affluent

Consumer
Finance

Small
Business

Mid Market

Key #2:  Product Solutions
Traditional Product Offering

Deposits Loans Credit
Cards

Mutual
Funds

Private
BankingInsurance Offshore Retail

Brokerage
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20

Affluent

Consumer
Finance

Small
Business

Mid Market

Key #3:  Advertising & Brand
Strong Core Brand

Life. Money. Balance Both Vida y Dinero en Equilibrio Por Ti. Para Ti

Utilizing segment specific sub-brands
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…to action our 5.2 million customers

Contact management
Measurement

Affluent

Consumer
Finance

Small
Business

Mid Market

Key #4:  Operational Support
Leveraging Data…

Data warehouse
Analytics, modelling & mining
Campaign management

Marketing Analytical Tools

Originations Performance
Management

Analytics Engine Sound Risk Policies 
and Strategies

Enabling Technology Platform

Collections

Credit Risk Management

People
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Counselor: Rollout to Small Business 
& Wealth specialists

Internet Banking: New global platform

Quick App & expansion of auto loan, 
credit card processing centres

Interactive application processing: 
Automated adjudication

MIS: Customer level profitability

ScotiaPro core banking platform

Key #4:  Operational Support
Investing in Technology

1. Improve process

2. Reduce costs

3. Control risk

4. Enable growth

Major Goals Examples of Initiatives



23

Key #5:  Organization & People
Value from the Entire Network

From hub and spoke to network approach

Strong governance and oversight

Commitment to empowerment and innovation

Lateral teams

Sharing best practices



24

A Winning Formula

Powerful model 
for growth

Segment 
Focus

Affluent

Mid Market

Consumer
Finance

Commercial  

Corporate /
Wholesale

Small
Business    

Business Personal

Value
Proposition

Delivery / Channels11

Product Solutions22

Advertising & Brand33

Operational Support44

Organization55

Customer

=
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