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Strategic Thrust ( Vision )

We are the trusted partner, for
company operating units, In

delivering value added,
responsive and cost effective
support services to help

achieve company goals.
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Company
VISION & STRATEGIC PRIORITIES

STRATEGIC THRUST

Intended Competitive Position
to be the trusted patner

Sector of the Financial Industry
of general support services

Prime Prospect(s)
for ABC ( X ) Operating units

Geography (if different from KSA)
in Gulf area

Value Proposition
by providing operational excellent, value added, responsive and cost-effective
services to help in achieving the ABC goals

STRATEGIC PRIORITIES —

« The Service Strategic priority: Provide our partners with a reliable,
cost effective and efficient service. (excel in operational excellence)

« The Relationship Strategic priority: Build a trustworthy relatlonshlp
with our partners. Bl
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Geodraphic: (& sal a5l

National/regional difference in taste and product usage.

Demographics: (sl a5 i)

(Age, Lifecycle, Education, Sex, Family composition)

Can differences be distinguished between groups in each of these
categories that reflect differences in propensity to purchase, or in product
usage?

Socio-economic and income: 8l Jaag sladay) daidyl

Are consumption or media exposure related to social grade or income
level?

Geodemographics: (S & aall a5l

Does where we live condition how we live, and consequently relate to what
we buy?

Benefits sought: crAY! (s b shiall adlial)

Are there differences in the benefits sought by different people from the
same product?
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6- Usage rate and brand loyalty: 4sdall £¥ gl g aladiay) dpud

Are those who consume a lot of the product different from those who
consume a little? Can highly brand-loyal individuals be distinguished?

7- Attitudes: gl
Can groups holding distinctive attitudes about the product be isolated?
8- Lifestyle: sball cglud
Is consumption better considered in the context of ‘lifestyle’ groups?
9- Situation: aésall
Does the situation in which consumption or purchase takes place vary? If
so, can individuals be grouped according to these situations?
10-Responsiveness to marketing instruments: (gl <l gy Jadll 3
Do people respond differently to aspects of marketing activity?

Are some more responsive to advertising or price? Do they use different
distribution channels?
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The Internal-Business-Process Value-Chain

Perspective
Innovation Operation
Customer Customer
Need Design ; Develop;, ) Make  Market ; ) Service ) Need
Identified Satisfied
< > | < >
Time-to-Market Supply Chain
Business Processes
Innovation Process Operation Process
*Product Design *Manufacturing

*Product Development  Marketing
Postal Service

Resource: The Balance Scorecard
sl aaallae
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Financial ROCE
Customer Customer
Loyalty
On-time
Delivery
T
: | ‘
Internal/Business Process Process Process
Quality Cycle Time
4 | 4
Learning and Growth Employee
( People) Skills

Resource Business Intelligence 1997
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The XXX Balanced Scorecard -

" Operation .
N ="~3ection Il - Strategy
c :
| = u
A : u
L = :
8 _ . Cl-Satisfied
v : - Customers
T C3-Operational 1
o : reliability :
M = .
E « .
R Z .
o lnresesresesressfrersssresenrasasnesiesnsnsess GQL8 GADIRELENCE. ...

l14-Communicate &
Manage
Relationship

13- First rate
maintenance and
support process

[1-Planning & Mgt
Process

Effective,
motivated & high
performance

People

mrovOmTD

P8s
Custome
r Focus

P4-Project
Mgt./Analytical Skills

P1- Motivated/High performance

Solution

Map:-::...

" F2- Support -
» Business partners’ -
n Revenue Targets .

C 2-Timely Delivery a

of Effective
Solutions &

Ca A
RErvices

C4-Value
Added

petencellllll I:IIIIIIIIIIIIIIIIIIIIII IIIIIIIIIIIIIIIE=

I5-Effective Solution
Delivery Process

|2-Create Flexible

Infrastructure

P6-Retain High
Performance People

P5-
Technical
Skills

i Gadlae
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)

© Balance
‘O Efficient Use Of Capital Value To Cost
2 | Scorecard P
©
=
LL
Satisfied Partner
-
(¢B) C1
o
(72) Effective Cost Timely Delivery Effective Team Working With Partner -
) Communication
@ c3 c2
C4
— Supply Chain Management Process
S T : 1
-
m - - - H
= Adequate Working Align Policies and Adherence to Quality Solution Development and
= Environment Procedures Delivery Process
15 14 13 12
bab) Effective Satisfied Staff
Q.
o
D Skills Training and Coaching Customer Oriented Performance Management
L P2 P3 P4 (bl dadllae




Balance Scorecard

Measures Definition of Key Success Factors: Financial

% of CAPX actual
to Planned cost

The outcome from actual expense spent on each CAPX project to
planned studied estimated budget approved. Targets are % of based
final negotiated price in the previous year.

% of actual to
budget

The deviation from planned approved budget (+/-) to actual cost
spent. Targets are % deviation from operation cost for this year.
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Definition of Key Success Factors - Financial

F1 Profitability has to increase across selected segments. Profitability will improve as
Segment a result of increasing volumes, improvement in penetration rates, efficiency and
Profitability fee collection enhancements.
2 The number of customers need to increase in priority segments and show a
Number of o .
reduction in de-emphasized segments.
Customers
F3 All internal and external transactions with customers and other XXX divisions must
Optimal be priced in relation to value received. Activity with limited value must be targeted

Transaction Cost

for removal or improvement.

hlaal) vadllae



F1

F2

F3

Retail Banking
Key Success Factors: Financial

Measures

% Change in NIB, IS and Personal Finance

income per customer within targeted
segments

% Change in total income per customer

% Delinquency
(30-179 Days)

% Non-performing loans

Segment growth index

Revenue to expense ratio

% of transactions performed in Alternative
Distribution

2001

Base

1,862

2,427

2.0%

1.1%

100%

2.85

8%

2002
Target Plan

(SBP)

15.0% 21.0%
7.9% 15.3%
2.4% 2.1%
2.4% 2.0%
100% 87%

3.17 3.37
9% 9%

Targe

2003
t Plan

(SBP)

14.0% 18.0%

9.9%

2.5%

3.1%

87%

3.34

15%

15.1%

2.5%

2.0%

87%

3.34

15%

2004 2005
Target Target
(SBP)  (SBP)

18.0% 20.0%

14.4% 15.5%

2.7% 2.9%

3.5% 3.5%

89% 91%

3.63 3.81

17% 19%

el vadllae



Retail Banking
Key Success Factors: Financial

2003
Measures
Q1 Q2 Q3
% Change in NIB, IS and Personal Finance income 21.0% 20.0% 19.0%
per customer within targeted segments 70 70 7R
% Change in total income per customer 15.2% 15.2% 15.2%
F1
% Delinquency
2.2% 2.3% 2.4%
(30-179 Days) ° ° °
% Non-performing loans 2.0% 2.0% 2.0%
F2 Segment growth index 87% 87% 87%
Revenue to expense ratio 3.36 3.35 3.34
= % of t ti f d in Alternati
o of transactions performed in Alternative o o o
Distribution 10% 12% 13.5%

Q4
18.0%
15.1%

2.5%

2.0%
87%
3.34

15%

hlaal) vadllae



Description

loss through Asset Protection safety and security.

To comply with the Business policies , procedures & specifications / best practices to establish safe
and secured working environment. To manage the insurance contracts in order to reduce XXX risk

Measures &
Targets

Lag Measure Lead Measure

Target 2001

Target 2003

improve quality Audit rating

27?

# of insurance claims

minimum # of
claims

Risk Loss

0

Number of people trained
for the using of security
equipment

??? branches

Page
Refer in each transactioTinpersocess to business guide Unit heads
Monitor insurance policy terms and conditions Unit head
Action Plans | - Coordinate with maintenance contractor for training ||t head
schedule 14, Operating plan
Protect Bank Assets of SR 2b worth through proper
insurance cover Unit head 17, Operating plan_

Accountability

SBP Link-Sec &
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Perspective Key Success Factor

Description

Measure 2000 | 2001 | 2002 2003 2004
Ql | Q2 | Q3 | Q4

Action Plan Target Accountabil
ity
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ALl xdl gl

Financial Drivers

Revenue growth and
miX
Cost reduction &

productivity
Improvement

Asset utilization/
Investment strategy
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Strategy

VISION »  FUTURE
VALUES »  CULTURE
Vision’s STRATEGIC OBJECTIVES|Business
Claft'f];ying Organizational Chart ~ |~TOCess Derformance
Pratiorm PLANS
ACHIEVMENTS — Results
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Strategy

VISION »  FUTURE
VALUES »  CULTURE
Vision’s STRATEGIC OBJECTIVES|Business
Claft'f];ying Organizational Chart ~ |~TOCess Derformance
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ACHIEVMENTS — Results
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