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Introduction
Established in Sydney in 1817 the Bank of New South Wales (BNSW) was the first bank in Australia. Edward Smith Hall was the first cashier and secretary, During the 19th and early 20th century, the Bank opened branches first throughout Australia and Oceania. At Moreton Bay (Brisbane) in 1850. BNSW open in Victoria in 1851. About 10 year later BNSW open in New Zealand in 1861. 
Westpac is Formed 
In 1982 BNSW merged with the Commercial Bank of Australia and changed their name to Westpac Banking Corporation, with the mission to become a significant Western Pacific bank from which Westpac is derived. The brand name incorporated the "W" which had been the logo of the Bank of New South Wales (popularly known as "the Wales"). In 1984 The original agreement between BNSW and the government in the Gilbert and Ellice Islands expired and WBC and the government of Kiribati formed Bank of Kiribati as a 51–49% joint venture. Bank of Kiribati also fulfilled the functions of a reserve or central bank. In 1988 the firm acquired the European Pacific Banking Corporation in the Cook Islands and a HSBC subsidiary, the Solomon Islands Banking Corporation, which HSBC had established as a branch in 1973. WBC also acquired HSBC's operations in Fiji and the New Hebrides, and established a branch in Niue that is the only bank in that country. (HSBC had established its branch in Fiji only some 18 months earlier). In 1990 the  Bank of New Zealand sold half its shares in Bank of Tonga to WBC and half to Bank of Hawaii, giving each of them 30%. WBC bought Banque Indosuez's operations in New Caledonia and Tahiti. (Banque de l’Indochine, which later merged into Banque Indosuez, had established itself in New Caledonia in 1888 and in Papeete, Tahiti in 1905. In both places l'Indochine functioned as the bank of issue until 1966-7.)
· Westpac plan of the business for 2020
· Westpac investors want to see a plan and vision for business. 
· With growth, the plan offers the of the vision to new leaders.
The economic outlook for Australia remains challenging, in part reflecting a softer global environment. Annualised growth in the June quarter of 2019 was only 1.4%, which is lower than population growth of 1.6%. The dynamics of global trade, weak real wages growth, a softer housing market, low interest rates and subdued economic activity have all dampened consumer confidence. Business confidence relatively weak, credit growth has been slow. Overall credit growth for the Australian financial system slowed to 2.7% in the year to September 2019, down from 4.5% a year ago. That included a decline in housing credit growth from 5.4% to 3.1%; business from 3.8% to 3.3% and personal credit contracting by 4.4% after declining by 1% a year earlier. 
· Westpac Summary 
· Westpac Overview 
· Business Description 
· Market Analysis 
· Operating Plan 
· Marketing and Plan 
· Financial Plan 
Executive Summary
The economic outlook for Australia remains challenging, in part reflecting a softer global environment. Annualised growth in the June quarter of 2019 was only 1.4%, which is lower than population growth of 1.6%. The dynamics of global trade, weak real wages growth, a softer housing market, low interest rates and subdued economic activity have all dampened consumer confidence. That said, overall GDP growth remains positive and the economy continues to benefit from a strong resources sector, a lower Australian dollar, large infrastructure investments, and targeted income tax cuts. A slowdown in residential construction over the last year, combined with lower interest rates, should see a continued recovery in house prices building on the momentum we have seen in the September quarter, particularly in Sydney and Melbourne. However, GDP growth is likely to remain below longer-term averages (which is 2.75%) at 2.3% for calendar 2019 and 2.4% for calendar 2020. With consumer and business confidence relatively weak, credit growth has been slow. Overall credit growth for the Australian financial system slowed to 2.7% in the year to September 2019, down from 4.5% a year ago. That included a decline in housing credit growth from 5.4% to 3.1%; business from 3.8% to 3.3% and personal credit contracting by 4.4% after declining by 1% a year earlier. We expect credit growth to lift slightly in 2020 to 3% overall, with housing credit growth increasing to 3.5%. Business credit growth is also expected to grow by around 3%, while other personal credit is expected to contract by around 2%. Interest rates are expected to remain very low. The RBA reduced the cash rate from 1.5% to 0.75% over the year, and we expect a further rate cut to 0.5% in early 2020. With rates at this level, there are limited options for the RBA to cut further if the economy turns down; however, the Commonwealth Budget is set to return to surplus in 2019/20 and the Commonwealth government has the scope for additional stimulus if required. Economic conditions in New Zealand have also softened, with sluggish consumer spending and weak business confidence. We expect a small improvement in 2020 supported by lower interest rates; some fiscal stimulus; and the competitive (lower) New Zealand dollar. For banks, the environment remains challenging. Interest rates at these low levels put significant pressure on margins, as many deposits are essentially at a ‘floor’ beyond which they can’t be repriced down. In addition, earnings on invested capital and liquidity are progressively lower as the portfolio rolls-over to much lower interest rates. Regulatory actions – flowing from the Royal Commission and other industry reviews and investigations – will continue to require significant investment and management attention. Regulators have substantially stepped up their resources and enforcement activity, leading to a dramatic increase in our own costs as we respond to the various enquiries, make improvements in our non-financial risk and control environment, and deal with the consequences – including fines and other legal fees – related to any adverse findings. In addition, regulators in Australia and New Zealand have a number of reviews underway, in many areas including home loan pricing, remuneration, and capital/risk weighted asset methodologies across the sector. Further clarity on these reviews is expected in the year ahead.
Westpac Challenges  
the challenges for Westpac is electronic payment system, payment continue to be one of the most disruptive and dynamic banking businesses. Innovations spanning the spectrum from incumbents to techs alike are reshaping the payments landscape, boosting customer expectations, and intensifying competition globally. With friction endemic in almost every legacy payment system, the search for frictionless digital payment experiences continues. PayPal, for instance, crossed 250 million active users worldwide. Westpac is not accepting Apple Pay yet but we are working with Apply Pay to be connect soon it will coming in 2020, but Apply Pay and Amazon Go are brining in new users rapidly. Similarly, in China, Tencent and Alipay are setting new records for digital payment transaction. In fact, contactless in-store payments are expected to total $2 trillion globally by 2020. Driving volume-based fee growth in payment is expected to become increasingly challenging for issuers in 2019. Cheaper digital solutions from nontraditional players and expensive reward programs may make it difficult for card issuers to increase fee income. This is among challenges facing banks in 2019. They’ll have to become faster, more efficient and cheaper for the customers and enterprises. 
Westpac come up with a Solution (have not been sign off yet) easy payment options increase the frequency of transaction and extend Westpac audience internationally. Mobile technology in financial services is the best way to hold and satisfy the customer. With advanced security authentication and new customer needs, the payment system is improving mobile services and online products by leveraging AI, big data, IoT, and blockchain. Remember, today over 70% of payments are fulfilled via mobile devices. Sixty-seven percent of millennials don’t have a credit card. These days, smartphones are often the only way people shop, entertain, do business, or do anything digital. Contactless cards are seen as the new normal. The experts claim that the appearance of digital-only banking is a first step in the evolution of the whole Banking industry. However, it is still too early to talk about the feasibility of these financial structures. 
Customer Service
Westpac value is “We are people always helping people”. Customer friendly service is a must have for every Westpac branch. Mobile applications, online Westpac services have to save customers time. However, it also has to save Westpac money. While lots of workers and managers lead to increasing costs. Anther challenge that has to be solved is to find a faster way to communicate with customers Email, Phone, and texting are not efficient anymore. 
Westpac Solution 
Westpac solution is Red is a chatbots in banking that keep on learning. Westpac proved that they can help to create a more positive experience. What is chatbot in banking and how can it solve any issue? Chatbot technologies offer an automated, easy to use, launch and maintain system that potentially help change customers. Integrating chatbot into the customer service systems are to increase client’s loyalty, reduce the processing time and cut administrative costs. the bot helps to find transactions send and receive money, look and unlock debit card and much more. Besides issues already described above, experts call other problems in finance that impede the development of Westpac. One of the main problems is the complex adaptation of new technologies in the Westpac Group. It is the difficulties with the introduction of the latest technologies and solutions that experts call the main challenges for the financial services industry. Despite proven effectiveness in other financial sectors, Westpac are in no hurry to actively apply artificial intelligence, blockchain or cloud computing. Meanwhile, recent studies show that customers expect to receive service from Westpac with minimal participation of consultants. For the modern consumer, the autonomy and reliability of Westpac services are important. That is how some bank trends are getting formed. New technologies offer revolutionary solutions for Westpac. So, for example, AI chatbots, which became a breakthrough last year, discovering new banking opportunities, can become even better. Voice control and “communication” with gadgets are already in use around the world. Voice banking is a matter of time. The use of this technology will significantly increase the rating of Westpac users. Blockchain all the time on hearing and mainly discussions concern cryptocurrency. However, blockchain may be the answer to one of the problems of the banking industry – data and transaction security. The distribution of information over the network ensures its safety, and cryptographic codes provide maximum protection against hacking. It is predicted that the introduction of such solutions into the work of the banking system will increase confidence in banks several times. Another security challenge solution is cloud computing. Reliable data storage and the ability to access it are also of great importance both for the speed of the entire system and for interaction with the client. Cloud services offer convenient storage conditions and guarantee protection that not every bank can provide. One more noteworthy issue is investment bank challenges. In general, investments banks operate as intermediaries between parties which need capital and parties which have money to invest. Economic and financial challenges have impacted investment banking performance. Westpac investment banks, division or full-serviced are now under strict regulations and substantial operational costs. Traditional Westpac models in the current market cannot achieve success. There is a critical need for re-balancing of priorities, goals, and future resources. For example, banks can reduce headcount and manage talent through effective technology incorporation, like AI Robo-advisors. Specialization is a key and desirable trend among investors and capital seekers. Westpac investment banking should focus on core business and collaboration with third parties. The widespread development of technology is both an opportunity and a challenge for Westpac investment banking. Product and service packages should include AI, blockchain, robotics, and security technology. This will help uncover new sources of income. Westpac has only begun to scratch the surface with regard to the potential of AI, machine learning, chatbots, and advanced technology. At the foundation of all of these advances is the ability to collect insights and apply advanced analytics to benefit the consumer and solve challenges facing banks in 2019. Unfortunately, not every institution is ready to place new technology in the finance industry high on the priority list of investments, however, the potential of the technologies should not be ignored. 

[bookmark: _Toc18231629]Westpac OVERVIEW
Westpac has a long and proud history as Australia's first and oldest bank. It was established in 1817 as the Bank of New South Wales under a charter of incorporation provided by Governor Lachlan Macquarie. In October 1982 it changed its name to Westpac Banking Corporation following the acquisition of the Commercial Bank of Australia. When we opened our doors for business the first employee was Joseph Hyde Potts. As a porter and servant, he received a weekly ration from the King's stores and an annual salary of 25 pounds.

Our strategy seeks to deliver on this vision by building deep and enduring customer relationships, being a leader in the community, being a place where the best people want to work and, in so doing, delivering superior returns for shareholders.
We focused on our core markets of Australia and New Zealand, where we provide a comprehensive range of financial products and services that assist us in meeting the financial services needs of customers. With our strong position in these markets, and over 13 million customers, our focus is on organic growth, growing customer numbers in our chosen segments and building stronger and deeper relationships.
key element of this approach is our portfolio of financial services brands, which enables us to appeal to a broader range of customers and provides us with the strategic flexibility to offer solutions that better meet individual customer needs.
delivering our strategy, we have five strategic priorities that help guide our activities.
1. strategic priorities
Service leadership. Delivering superior personalised service for customers genuinely focusing on their needs and exceeding their expectations – and in so doing deepening relationships. Using digital technologies to help put customers in control of their finances
Through data, better understand and anticipate customer needs. Grow the customer base utilising our portfolio of brands and a simple digital experience.
Digital transformation. Materially reduce the Group’s cost of operations by using digital technologies to simplify processes, consolidate systems and transforming the customer experience. Create a more seamless digital experience for customers.
Performance discipline. Be the region’s best performing bank. Manage the business in a balanced way across strength, growth, return and productivity. Maintain strong levels of capital, to meet the needs of all our stakeholders including regulators. Maintain a high quality portfolio of assets, coupled with appropriate provisioning
Growth highways. Focus on stronger growth in small to medium enterprises, mortgages and wealth. Within all divisions target specific higher growth segments
Workforce revolution. Continue to build a workplace where the best people want to work. With a focus on service, continue strengthen the skills of our people to better serve customers and meet their complete financial needs. Empower our people to drive innovation, deliver new and improved ways of working and be responsive to change. Continue to enhance the diversity and inclusiveness of our workforce.
Our company’s values. Supporting our customer focused strategy is a strong set of company-wide values, which are well embedded in our culture. These are: Integrity - we earn trust by demonstrating the highest standards of honesty and ethical behavior. Service - we are here to help and delight our customers. One Team - we collaborate to deliver the best outcomes for our customers and the company overall. Courage - we challenge the status quo and find a way to make things better. Achievement - we strive for excellence and deliver results. 
Market Analysis
The Market Analysis provides the reader with an understanding of how well the business knows and understands its market and if it is big enough to support the business objectives. This section provides an overview of the industry that the business will participate in. As this section is narrowed down to the ideal customer based on the business strategy, the plan will define the target market. A detailed description and sizing of the target market will help the reader understand the market value the business is pursuing (the number of potential customers multiplied by the average revenue for the product or service). 
In defining the target market, the plan will identify key elements such as geographic location, demographics, buyer characteristics, the target market's needs, and how market needs are currently being met. If there are any direct competitors, explain how the company’s service compares to the competitors in terms of solving the consumers’ problems. 
This section may also include a Strengths, Weaknesses, Opportunities, and Threats (SWOT) Analysis as necessary, to better assess the business’ position against the competition. 
Depending on the type of business, the following sections may or may not be necessary. Only include what is need and remove everything else.
Industry type: Begin with the broader descriptions of the market opportunity. For instance, if the intended business is a home-based travel agency, the industry type would be service industry. In this particular market, the global revenues are projected to exceed $183 billion, but the local agency will have a much smaller market. Identify the potential clientele in the company’s local geography that might fit into the target demographic group. This section will also identify any industry regulations and evaluate trends in market growth and stability.
Market segmentation: This section defines the main market segments and those the business is targeting now. A market segment is a group of people (or other businesses) within the industry, identify smaller segments, such as luxury travel or exotic cruisers. The market can also be segmented by criteria such as quality, price, range of products, geography, demographics, and others. A few other elements to consider answer questions such as: Is the segment growing, shrinking, or will it be flat for the next few years? What percentage of the market will be reachable? What share of the market is anticipated within the next 2-3 years? Graphics are best used in a section like this to either show growth (line graph) or percentages of markets or groups (pie chart).
Competition: All businesses compete in one way or another. It may be with specific, direct competitors or it may be with the way customers have been doing things for a long time. When identifying the competition, identify who else is providing services to solve the same problem the business seeks to address. What are the business’ advantages over these competitors? How will the company’s voice be heard over the noise of competitors? Sometimes a business plan includes a matrix of features and compares how each business offers or does not offer those features. This section reflects how the company’s solution is different and better suited for the identified target market compared to the competition.
[bookmark: _Hlk31059061][bookmark: _Hlk31059129]SWOT analysis: A SWOT analysis may be included by completing the boxes below to assess the business’ current environment’s strengths and weaknesses (internal) and opportunities and threats (external). This is a good exercise to go through on an annual basis. After completing the analysis, provide thoughts on: how the business’ strengths can help maximize opportunities and minimize threats; how its weaknesses can slow the company’s ability to capitalize on the opportunities; and how the business’ weaknesses could expose it to threats.

	STRENGTHS
Advantage
Capabilities
Assets, people
Experience
Financial reserves
Value proposition
Price, value, quality
	
	WEAKNESSES
Disadvantages
Gap in capabilities
Cash Flow
Suppliers
Experience
Areas to improve
Causes of lose sales

	OPPORTUNITIES
Areas to improve
New segments
Industry trends
New products
New innovations
Key partnership
	
	THREATS
Economy movement
Obstacles faced
Competitor actions
Political impacts
Environmental effects
Loss of key staff
Market demand



Operating Plan
Additionally, it is necessary to outline how the company currently and will continue to develop and maintain a loyal customer base. This section includes management responsibilities with dates and budgets and making sure results can be tracked. What are the envisioned phases for future growth and the capabilities that need to be in place to realize growth?
The operating plan describes how the business works. Depending on the type of the business, important elements of this plan should include how the company will bring services to market and how it will support customers. It is the logistics, technology, and basic blocking and tackling of the business.
Depending on the type of business, the following sections may or may not be necessary. Only include what is needed and remove everything else. Remember: try to keep the business plan as short as possible. Excessive detail in this section could easily make the plan too long.
Order fulfillment: Describe the company’s procedures for delivering services to its customers. As a service company, determine how to keep track of the customer base, form of communications, and how best to manage sales and data.
Payment: Describe the standard payment terms and the payment methods accepted. Describe the pricing plans (one-time service fees, hourly-based fees, markups, and any other fees) and any impact on cash flow.
[bookmark: _Hlk31059197]Technology: If technology is critical to the business, whether it is part of the service offering or is fundamental to delivering a service, describe the key technologies used that are proprietary. If the business data (company or customer) is at risk, describe the data security plan in place, as well as any backup or recovery in the case of a disaster or outage.
[bookmark: _Hlk31059215]Key customers: Identify any customers that are important to the success of the business due to a partnership, volume, or pathway to a new market. Also identify any customers who bring in more than 10% of the company’s revenues.
[bookmark: _Hlk31059236]Key employees and organization: Describe unique skills or experiences that are required of the current team. If necessary, describe any proprietary recruiting or training processes in place. List key employees that are necessary for success. Include an organization chart to support this section.
[bookmark: _Hlk31059254][bookmark: _Hlk31059278]Facilities: As a home-based business, be educated on legalities and tax filings for such business types.
Marketing and Sales Plan
Promoting the business, whether through generating leads or traffic to a website or store, is one of the most important functions of any business. In this section of the plan, provide details of intended marketing of the business. Describe the key messages and channels used for generating leads and promoting the business. This section should also describe any sales strategy. Depending on the type of business, the following sections may or may not be necessary. Only include what is needed and remove everything else.
Key messages: Describe the key messages that will elevate services in the target customers’ eyes. If there is sample collateral or graphical images of some messages, include them.
[bookmark: _Hlk31059383]Marketing activities: Which of the following promotion options provide the company the best chance of product recognition, qualified leads, store traffic, or appointments?
o	Media advertising (newspaper, magazine, television, radio)
o	Direct mail
o	Telephone solicitation
o	Seminars or business conferences
o	Joint advertising with other companies
o	Word of mouth or fixed signage
o	Digital marketing such as social media, email marketing, or SEO

Sales strategy: If needed, what will be the sales approach? Will there be full-time commissioned sales people, contract sales, or another approach?
Financial Plan
Creating a financial plan is where all of the business planning comes together. Up to this point, the target market, target customers, and pricing have all been identified. These items, along with assumptions, will help estimate the company’s sales forecast. The other side of the business will be what expenses are expected. This is important on an ongoing basis to see when the business is profitable. It is also important to know what expenses will need to be funded before customer sales, or the cash they generate, is received.
At a minimum, this section should include estimated start-up costs and projected profit and loss, along with a summary of the assumptions being made with these projections. Assumptions should include initial and ongoing sales, along with the timing of these inflows.
Projected start-up costs: The table below shows a sample of ongoing and one-time cost items that the business might need in order to open. Many businesses are paid on credit over time and do not have cash coming in immediately. It is necessary to make assumptions about how many months of recurring items, in addition to one-time expenses, to estimate when cash will begin to flow into the company. To begin with, the company will have to fund out of savings or an initial investment. There is a blank table in the Appendix to complete potential start-up cost projections.

7 Sustainability 
Sustainability is part of our strategy of seeking to anticipate and shape the most pressing emerging social issues where we have the skills and experience to make a meaningful difference and drive business value. Our approach makes sustainability part of the way we do business, embedded in our strategy, values, culture and processes.
In November 2017 we announced our 2018-2020 Sustainability Strategy which builds on extensive consultation and analysis of the current and emerging issues that matter most to our stakeholders. The strategy is centred around three priority areas.
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