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http://www.flags.net/VIET.htm
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We have rolled out a refreshed brand across our markets

Old Brand
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Our new Chinese name signifies our continued
commitment to Greater China

The name ‘Ao Sheng Yin Hang’ will represent
ANZ in all the Chinese markets we operate

‘Ao’ is an abbreviation for Australia. It also means
a deep and wide bay. Water is an auspicious
symbol of wealth in traditional Chinese and many
Asian cultures

‘Sheng’ represents flourishing riches and
prosperity
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Taiwanese press stories on the launch of the Chinese brand
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...and we launched the Chinese expression of "We live
in your world” to be closer to our customers

The Chinese tagline 'zhi xin, suo yi
chuang xin’ translates in English to
‘Understanding you, we can create
new possibilities’. It expresses the
essence of our global tagline, ‘We live
in your world".
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Our Chinese name Our Chinese tagline
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Our hislcor(@f and plans

one of Australia and New Zealand's
strongest businesses through 175 years of
experience. Our coverage extends across
Australia, New Zealand, Asia Pacific,
America and Europe with offices in 32
countries. We are known for ou strength
and stability and are recognised as one of
the safest banks in the world.

With over 40 years experience in Asia, ANZ
has established strong networks and local

Our brand promise

for future growth

ANZ originated in Australia and has become

insights to develop optimum solutions for
our customers. We continue to expand in
Greater China and we are committed to
become one of the four largest foreign
banks in China.

As a super regional bank, our global
connections allow our customers to cross
boundaries and enjoy a unified banking
experience in multiple markets

ANZ aims to deliver a people-focused, simple, and uncomplicated banking
experience. We use our comprehensive, cross-regional networks to find the most
suitable solutions to meet our customers' financial needs. We listen carefully to
fully understand our customers'needs and develop individualised banking

services for them. We cross borders and
3 i &

cultures to provide our customers with

gl with the ri to build tailored
solutions in Asia Pacific and across the globe.

As we grow across Greater Chin tis
Important that we work towards presenting
ourselves in a consistent way that wil

The Chinese tagline zhi xin, suo yi chuang
i translates in English to “Understanding
you, we can create new possibiies” The

h

Through « P
h nce of . We live in
and staff, we have developed our new your world®
Chinese name. Our name is “Au Sheng Yin
Hang, ANZin Greater
China and the key C stive to bett

the region. This brings us  step closer to
achieving our super regional ambition.

The name"Au Sheng" represents depth and
history."Au" s an abbreviation for Austraka,
and represents the banks origins inthe

aspects of your hfe and various needs to
providea better and seamless banking
experience.

The new Chinese brand name and tagline is
initially being rolled out in Taiwan. It will
across

country. k t
with water s a symbol of money and wealth
in traditional Chinese and Asian culture.
*Sheng'represents flourshing ich
recognised symbglaberes
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A systematic brand building is underway across Asia
built around the RBS acquisition

Sequentially delivering the key elements of our customer proposition

In a perfect world,
stability and strength
would be universal.

Unfortunately it isn't. So talk to the bank that’s
rated one of the safest in the world™.

A symbol of our
commitment to Hong Kong.
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In a perfect world,
you'd always be
perfectly understood.

Often you aren't. So talk to the bank that listens.

ane 0
We live in your world IIN-\ (4

In a perfect world,
your bank would

offer you connections,
not just products.

With offices in 32 countries, talk to the bank
that connects you to people who know people.

‘Commitment’ === ‘Stability & Strength’ === ‘Listening and === ‘Connectivity across

Understanding’

32

the region’

‘N, 0

rinh A X4




... through carefully selected media to target institutional
/ commercial / HNW / affluent clients

Bloomberg Website Bloomberg TV Airports

: - The bank that keeps
Bloomberg.com St - L = % d across Asia Pacific.

In a perfect world,
your bank would offer you connections,

We live in your world A"z
not just products.
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In a perfect world,

your bank would ; &t oy Ina perfect world,

offer you connections, W@ tonew heights & your bank would

not just products. (T e S offer you connections,
. - not just products.

Financial Times Wall Street Journal 33
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We are leveraging our sponsorships to drive brand &
business engagement

Australian Open Tennis Hong Kong Rugby Sevens
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Our Platinum Sponsorship of the Australian Pavilion at Shanghai
Expo 2010 will raise our profile as a super regional bank

e 7 million are expected to attend the
Australian pavilion

e Introduction to ANZ video with 3D
will be played outside the ANZ
Theatre

e ANZ gifts for the first 1,000 visitors
daily

ERtHE S, BFEET
Be our guest at Expo 2010
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AUSTRALIA
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We live in your world 47 RN e
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Thursday Investor Tour Dinner
10 June

Monday Agriculture - Emerging trends and
ANZ Theatre

B RAT RIBT

23 August insights from paddock to factory.
Global trends in protein

Tuesday Corporate Responsibility Seminar
21
September
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And is being supported by a regional & local campaign
creating further brand awareness

Bloomberg TV

Platinum Sponsor of the Australian Pavilion,
Shanghai World Expo 2010.

In a perfect world,
eyt ANZ i‘;;g; wingurcs ANZ your bank would
offer you connections,
- - - T not just products.

E ‘.-:P‘:;:A 3 R 18 U R E In a perfect world,

your bank would offer you cannections,
not just products.

With offices in 32 countries, talk to the bank that
will connect you to people who know people.

ANZ
We live in your world /8 1% sl

Bloomberg

ANZ. ANZ. ANZ. ANZ. ANZ.

The bank that The bank that The bank that The bank that Platinum Sponsor
keeps you keeps you keeps you keeps you of the Australian
connected connected across connected across Pavilion, Shanghai

Asia Pacific. Asia Pacific. I World Expo 2010. Pustraka and New Zealand Banking Group Limiied AN 1

Singapore, Hong Kong & Shanghai Airports
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We have grown our brand significantly in Indonesia...

e 1449 growth in retail customers pengambian bagasi 7

@ paggage claim

e 34,000 affluent customers today from 2,100 in
2008

e 60% growth in institutional business
e 27 Branches across 10 cities

e Access to 20,000 ATMs through ATM Bersama
network

e 700,000 ANZ Credit Cards in market & growing
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And in Vietham

e 40% growth in retail customers

e 12% growth in institutional business

e 9 branches across Vietnam

e Country offices in Hanoi & Ho Chi Minh City
e 100 ANZ branded ATM’s

e 9,000 ANZ Credit Cards in market & growing




We’'ve launched ANZ Signature Priority Banking, a
differentiated experience for customers across the region

e The Signature Priority Banking experience reflects
the personality and individuality of our customers

e Branches are contemporary and sophisticated with
clean lines and white space

e New ANZ global wardrobe has a modern, elegant
look




ANZ Private Bank delivers a dynamic & elegant presence

Private bank’s new image is built on the following

elements
e Positive
e Dynamic

e Motivational

AN O o0

BANK

BLJ | |d | ﬂl"] d Qver the past years, AMZ has expanded to become
) h one of the largest companies in Australia and
SU pe -red |I.:Jr'|r3|| l::lrE“;_ﬂ—:'["l g Wew Fealard, and one of the leading financial
B services groups in Asia Pacific.

AMNZ combines global scale with local expertise in
27 key markets across Asia Pacific. This extensive
nietwork combined with deep lecal knowledge
makes AMZ the bank of choice for companies and
indiwiduals deing business in Asia Pacific and

the warld,

We are creating new opportunities for our clients
by accessing global products and services as we
wiork to achieve our goal of becoming a super
regional bank across Asia Pacific.



ANZ brand is synonymous with Corporate Responsibility

ANZ
has been assessed the
leading bank globally

N \/\e live in E DO(\),{,] thﬁes
i yourworld g Sustainability Index
¥ for the

past four years

Dow Jones
(. Sustainability Indexes

China - Post-Earthquake Philippines - Cheque Presentation to ~ Fiji - Mamanuca Pacific - Financial Education
Sichuan School Rebuild Bahay Tuluyan - suElportlng at least  Environmental Society — Reef
50,000 children through a new Protection and Education

‘community’ centre for
education, research & advocacy o
A N,
rah A X4
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The material in this presentation is general background information about the Bank’s activities current at the
date of the presentation. It is information given in summary form and does not purport to be complete. It is
not intended to be relied upon as advice to investors or potential investors and does not take into account the
investment objectives, financial situation or needs of any particular investor. These should be considered,
with or without professional advice when deciding if an investment is appropriate

This presentation may contain forward-looking statements including statements regarding our intent, belief
or current expectations with respect to ANZ’s business and operations, market conditions, results of
operations and financial condition, capital adequacy, specific provisions and risk management practices.
When used in this presentation, the words “estimate”, “project”, “intend”, “anticipate”, “believe”, “expect”,
“should” and similar expressions, as they relate to ANZ and its management, are intended to identify
forward-looking statements. Readers are cautioned not to place undue reliance on these forward-looking
statements, which speak only as of the date hereof. Such statements constitute “forward-looking statements”
for the purposes of the United States Private Securities Litigation Reform Act of 1995. ANZ does not
undertake any obligation to publicly release the result of any revisions to these forward-looking statements to
reflect events or circumstances after the date hereof to reflect the occurrence of unanticipated events.

For further information visit

WWW.anz.com

or contact

Jill Craig
Group General Manager, Investor Relations

ph: (613) 8654 7749 e-mail: jill.craig@anz.com
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