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Our Dream

ATB’s dream is to change our world by putting people first and making dreams come true. 

Changing our world speaks to the ability to be bold and think big, to refuse to be constrained by 
conventional wisdom, and to understand that ATB makes a difference to our customers and our 
province. Putting people first simply underlines how we do things at ATB.  Harnessing the power 
of people—whether our associates or our customers—is the root of ATB’s success.  And making 
dreams come true is our understanding that there is a lot more to banking than transactions. It is 
about getting results that create value for customers, associates, and Albertans.
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Message from the President & CEO

The 2013-2017 business plan will see ATB execute our plan to build on our unique strengths in the 
Alberta marketplace. We have excellent tools, strategies, and people. Now it’s time to show that these 
add up to great results. Our strategy is simple: If you really understand your customers, create value 
for them and your associates, and run a good organization, you will create a strong, profitable financial 
institution.  Execution means being selective and smart in what we choose to do, and delivering 
flawlessly on our plans. We’ll capitalize on the benefits our new banking system offers to our company, 
our associates, and most of all, our customers. We will focus on growing our business efficiently through 
continued process improvements and empowerment of our associates.

As we celebrate our 75th anniversary in 2013, we’re proud of what ATB has done over the years – 
and we’re just getting started. We’re committed to staying in touch with Albertans so that we can 
grow with them over the next 75 years. We’ll be there with new technology. We’ll support new 
sectors as they emerge. We’ll finance new companies and new growth, moving with the economy, 
the businesses, and the people of Alberta.

Dave Mowat 
President and CEO 
May 29, 2013
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Our Strategic Direction

ATB Financial is a complex organization. We have four lines of business serving a diverse customer 
base and five strategic service units that operate within some of the most complex combinations 
of regulatory, privacy, and compliance regimes that businesses face, while trying to find efficiency 
and ways to create value for our associates and our customers.

But strategy is not about complexity. It is about simplicity and the ability to fit complex products, 
services, people, and markets into an understandable framework. The framework that fits best 
continues to focus on our four strategic pillars: leadership, innovation, process, and understanding. 
And the approach that is still appreciated by our customers after 75 years can be summed up in this 
paradox: We are surprising in our expertise and sophistication, yet inspiring because our associates 
remain caring and connected to communities all across the province.

Our strategy starts with people. At ATB, we recognize that having the right people is the lynchpin of 
our success. We’re defining the skills we need but, more importantly, the DNA that we believe defines 
great leaders at ATB and enables people to succeed.

With the right people, we can achieve our goal of becoming the place to work. That’s because the 
only way to fully delight customers is to have associates who can and want to do just that. By having 
the right people and leaders in place, offering the best place to work, and maintaining our strong links 
to communities, we can continue to strengthen our reputation with our customers, our potential 
customers, and Alberta businesses. The result is that more Albertans will love and respect ATB. With 
a growing awareness of and reputation for how and what we deliver for our customers and our 
communities, we will increase the number of people and businesses that deal with us, along with the 
depth and breadth of those relationships. And that’s how we’ll become number one in the markets 
we’re in.

After 75 years of serving Albertans, we are closer than ever to realizing our dream of helping our 
customers realize theirs.
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Delivering on Our Strategic Priorities

As we move forward in this exciting chapter for ATB, our goals remain the same. We aim to be:

The place to work

Loved and respected by Albertans

Number one in the markets we are in

 
Our lines of business and strategic service units are focusing their efforts on these strategic pillars:

Leadership

Innovation

Process

Understanding

 
 
The four strategic pillars provide direction to the organization on how to deliver on our strategic 
priorities and produce results. The pillars are about running an efficient organization that converts 
the efforts of our associates and the loyalty of our customers into strong earnings and dependable 
compliance. Every person in the organization can contribute to and be a part of each pillar, allowing 
the strategy to be understood, owned, and executed at every level and in every part of the business. 
We achieve the performance commitments outlined in our five-year plan by delivering against our 
strategic priorities and improving productivity and efficiency throughout all our lines of business and 
strategic service units.
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Strategy Highlights

Within the context of our strategic goals and pillars, this business plan carries a persistent focus on 
execution to achieve results that create value for customers, associates, and Albertans. Our growth 
in earnings is expected to accelerate as we continue to leverage our new banking system and 
improve our productivity.

Our Retail Financial Services and Business and Agriculture lines of business will increase market share 
and improve productivity.

Branch manager leadership will be a priority and a key factor for gains by all four lines of business.

The ATB Investor Services Mastery Strategy, along with improved internal efficiency, will rapidly increase 
assets under management and profitability.

Corporate Financial Services will expand its depth and breadth to capitalize on talent and momentum.

Strategic service units will be reinvigorated and focused squarely on holding down their costs and 
creating value for the lines of business and our customers.

We will fully exploit the potential of our new banking system, decrease the relative cost of IT, and 
increase the efficiency of processes. This includes expanding customers’ access to electronic channels.

A new learning framework for the organization will focus on and document associates’ experiences 
to increase the “equity” our associates have invested in themselves and the organization has invested 
in them, bringing more visibility to internal talent.
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Creating Value for Customers in Our Lines of Business

Retail Financial Services

Three key areas provide the focus for the plan: defining and implementing a new role for branch 
managers, improving productivity throughout all levels of the line of business, and increasing market 
share. Actions will be focused on the following strategies:

•	 Redefining	Branch	Manager	2.0	roles	–	what	true	bankers	and	leaders	should	be.

•	 Establishing	a	culture	of	performance	–	where	we	can	get	things	done	for	our	customers	with	simple	
processes and business tools, and associates who embody a combination of “heart” and “smart.”

•	 Building	a	service	relationship	and	leading	with	trust	in	our	customers.

•	 Expanding	the	scale	of	our	sales	force,	improving	accessibility	and	our	fulfillment	capacity.

•	 Providing	agile	product	solutions	for	customers.

Business and Agriculture

While more Alberta businesses and farmers deal with ATB than any other financial institution in  
the province (a 23.9% market share), there remains tremendous opportunity to grow the depth of 
relationships with those customers as well as attracting new businesses. Our strategies include:

•	 Implementing	our	Professional	Practice	strategy,	which	will	fulfill	our	goal	to	be	the place to work 
in Alberta and significantly improve our productivity.

•	 Continuing	to	review	and	overhaul	our	business	rules	and	processes	to	improve	our	competitiveness,	
as well as improve our internal controls to reduce operational risk. 

•	 Leveraging	the	Business	Centre	of	Expertise	and	Agriculture	Centre	of	Expertise	to	better	support	
our relationship managers. 

•	 Raising	our	profile	across	Alberta	by	uniquely	identifying	ATB	as	experts	that	understand	the	key	
issues that businesses and primary agriculture producers are facing. 

•	 Focusing	on	stronger	partnerships	with	other	lines	of	business.	

•	 Establishing	a	Virtual	Business	Banking	Centre	to	build	stronger	relationships	with	our	
mass-market clients.
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Corporate Financial Services 

CFS will continue to move forward with the four key strategic priorities developed more than two 
years ago as part of our five-year strategic plan:

•	 Leading	change	in	Alberta	by	moving	from	relevance	to	significance,	in	part	through	the	continued	
expansion of our capabilities and by further developing our human capital.

•	 Expanding	the	CFS	presence	by	increasing	our	level	of	visibility	(familiarity	and	consideration)	in	the	
market, while also expanding our existing relationship management team coverage model and 
further leveraging our internal ATB partnerships and our strategic alliance with AltaCorp Capital Inc.

•	 Actively	developing	our	business	by	launching	several	initiatives	aimed	at	improving	productivity,	
client satisfaction, and teammate engagement, and further develop our differentiated service model 
in order to change the way banking is delivered here in Alberta.

•	 Leveraging	technology	in	our	banking	system	by	optimizing	processes	and	developing	new	client	
capabilities, while implementing other systems to further improve our agency and loan syndication 
operations and ATB Financial Markets capabilities.

ATB Investor Services

Four major factors set us apart in the way we add value for our clients and increase market share: 
advisor attributes, mastery, portfolios, and teamwork. Our strategic priorities are to produce more 
and consume less by:

•	 Expanding	the	Mastery	Development	Program	for	all	of	our	advisors.

•	 Using	online	channels	to	allow	our	mass-market	clients	to	fulfill	investment	plans	in	an	efficient	
self-serve model.

•	 Continuing	to	develop	effective	partnership	programs	with	the	other	lines	of	business	to	generate	
referrals and produce more opportunities for our advisors and ATB as a whole.

•	 Piloting	the	optimal	structure	for	advisory	teams	to	reduce	administrative	processes	to	a	minimum.

•	 Investigating	and	testing	electronic	processes	and	tools	that	will	allow	us	to	be	paper-free.
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Strategic Service Units Supporting Our Lines of Business

ATB’s Strategic Service Units work behind the scenes, partnering with and supporting the lines of 
business in delivering on ATB’s promise to our customers, associates, and Albertans by:

Focusing on leadership and providing outstanding services to ATB associates.

Helping to provide a consistent customer and associate experience.

Raising ATB’s profile and enhancing our brand and reputation as an outstanding Alberta company.

Reinforcing our commitment and connection to communities across the province.

Stewarding the integration of strategy across the organization and accelerating multi-line initiatives.

Championing and supporting an innovative culture that creates value for our customers.

Optimizing process efficiencies and economies of scale.

Measuring and monitoring ATB’s key success factors and ensuring the full benefits of our 
investments are achieved.

Ensuring that ATB’s growth comes with sound financial, business, risk management and 
governance practices.

Providing specialized subject-matter expertise, information and advice.
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Measuring How We Make a Difference

ATB will measure our progress in achieving our strategic goals using the following key metrics:

•	 Market	share.	We	will	tangibly	increase	market	share,	year	in,	year	out.	While	our	goal	is	to	be	
number one in the markets we’re in, we see this as a measure of relevance as more Albertans 
choose to become ATB customers—it’s not just about believing that bigger is better.

•	 Associate	engagement.	The	best	associates	drive	the	best	business	and	attract	customers.	We’ve	
shown that ATB is one of the best places to work, not only in Alberta but in all of Canada, and we 
will continue to build on that foundation. Our goal is to more tangibly understand the link 
between engaged associates and increased market share to ensure we convert our engagement 
into results.

•	 Reputation	and	loyalty.	In	an	industry	where	the	trust	of	our	customers,	our	owner,	and	the	
market in general is essential to success, understanding and building our reputation is critical. As 
we celebrate our 75th anniversary in 2013, our goal remains clear: to expand on our roots and build 
a broader and deeper reputation as a successful part of the unique and changing business landscape 
in the west, a financial institution that people want to be part of, and one in which Albertans feel 
real pride.

The common denominator will be a deeper understanding of the causal relationship of these factors 
to our financial results—results that will be reflected in a risk-adjusted return on capital (RAROC) that 
compares favourably with other financial institutions across Canada. The results we achieve on our 
key metrics will drive insights to how we are performing against our strategic goals.

Enterprise Scorecard FY12 FY13 FY14

The place to work

Employee Engagement 69 77 79

Albertans love and respect us

Reputation Index 32 33 35

Customer Advocacy Index 47 48 50

#1 in the markets we’re in

Aggregate Product Market Share 8.7% 9.6% 10.5%

Individual Customer Penetration 13.8% 13.7% 13.7%

Business Customer Penetration 23.9% 23.2% 24.6%

Results

RAROC 8.73% 9.77% 11.45%
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