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Our StrAtegic DirectiOn

A Challenging Time
This update to ATB’s three-year business plan comes at a time when Alberta’s economy has experienced considerable 

turmoil and uncertainty. Many of our customers have been affected by a dramatic downturn in the economy and, 

at the time of preparing this business plan update, uncertainty continues, although there are some hopeful signs 

that the worst of the downturn may be behind us. 

ATB is setting a clear direction with this year’s update to our three-year business plan. Instead of hunkering down 

and hoping the storm will pass, ATB is taking a proactive approach—sticking by our customers and staying open 

for business, managing our risks, making strategic investments that will pay dividends in years to come, and raising 

our profile across the province.

Our Strategic Priorities
Our three strategic priorities will continue to guide all aspects of ATB’s business. 

 1.  Making ATB a great place to work. The strength of ATB lies in having talented and engaged associates who 

connect our products and services to the customers we serve. Leadership is critical to achieving this objective 

and will be a key focus for this business plan.

 2.  Creating solutions and value for our customers. To be profitable and sustainable, we have to create value for 

our customers. We are intent on understanding more and more about what brings value to our customers and 

translating that into innovative products and services that drive customer satisfaction and loyalty.

 3.   Building an effective, financially sound organization. The price of admission to run a strategy that differentiates 

ATB on the basis of people and customer loyalty is having efficient controls, processes, and systems in place. 

Our Time to Shine
Meeting our strategic priorities will not be easy. But with ATB’s history and tradition plus our mandate to serve 

Albertans, we are confident that this is a time for ATB to shine. We will do that by continuing to grow our business 

– keeping loyal customers and attracting new ones, managing our expenses, investing in a new banking system, 

and carefully balancing risks with opportunities. 

MeSSAge frOM the 
chAir / PreSiDent & ceO

These are challenging times for Alberta’s economy and 
the uncertainty of the past year continues to have an 
impact on many of ATB’s customers. It is a time for a 
steady hand and strong leadership. For ATB, that means 
sticking to our mandate of serving Albertans through 
the inevitable ups and downs of Alberta’s economy. 

Looking ahead, we see an unprecedented opportunity 
for ATB to use its knowledge and skills to support 
Albertans and their businesses. We are Albertan through 
and through and that puts us in a unique position to 
understand the challenges our customers are facing. 
With an experienced and seasoned board and executive 
plus 5,000 associates committed to the success of both 
ATB and our customers, we will be in a strong position to 
not only see our way through these challenging times, 
but to enhance both our position in the marketplace 
and our value to Albertans.
At ATB, we are confident that we can and will weather 
the current economic challenges. In fact, the directions 
set in this business plan, combined with our investments 
in transforming our entire banking system and our 
continuing commitment to our people and our 
customers, will position ATB to emerge in a stronger 
position than ever.

Dave Mowat 
President and CEO
 

Robert A. Splane
Chairman of the Board
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Our lineS Of buSineSS

Retail Financial Services (RFS)
RFS provides services to Albertans through 164 

branches and 133 agencies with approximately 3,500 

associates across the province. RFS aims to be number 

one in Alberta in retail banking and card services, and 

we know that our success comes from providing 

outstanding services to our customers.

 

In the next three years, our top priorities will include: 

ensuring a relentless focus on customers, acquiring new 

customers and retaining our loyal customer base, 

managing risks while still remaining open to business, 

centralizing some services where appropriate, using 

data and analytics to drive sales and carefully target 

markets, and being proactive in pursuing new 

customers and new business opportunities.

Our strategy focuses on four key areas:

	 •	 Enhancing	leadership	and	training

	 •	 Engaging	our	employees

	 •	 Improving	the	client	experience

	 •	 	Transforming	RFS	 through	an	 integrated	channel	

strategy, new products and services for our 

customers, and a leading edge retail banking 

system

Business and Agriculture Financial Services 
(B&AFS)
ATB Financial has always been in the business of 

providing financial services to independent businesses, 

farmers and ranchers, and the agriculture industry. 

We’re determined to leverage that experience and 

become the go-to place for financial services for these 

businesses.

Owner-managed businesses will be facing difficult 

decisions over the next few years. Over the next three 

years, B&AFS will work with owner-managed business 

customers and maintain our focus on two key strategies: 

building stronger relationships with customers and 

helping customers achieve their business goals. We will 

continue to build on successful programs and tools like 

our Farmland Financing program which provide the 

kind of flexible approach many of our customers need. 

Amanpreet
ATB Corporate Office 
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Our SuPPOrting buSineSS unitS

Our strategic support services are key to building an effective, financially sound organization, attracting and 

retaining outstanding associates, managing risk, and positioning ATB as a leading financial institution, committed 

to Alberta and to communities across the province. 

People and Marketing
ATB puts people first, period. That includes our own 

associates, current and future customers, and 

communities across the province. 

In 2008-09, ATB was recognized as one of the 50 best 

employers in Canada, one of the top 40 companies to 

work for in Alberta and one of the top 75 companies to 

work for in Canada. Engagement scores climbed to 

78%.  The challenge for this business plan update is to 

continue that outstanding record of achievement.

With this business plan, ATB is embarking on a 

deliberate strategy to leverage our current human 

resources, marketing, communications, and community 

service initiatives to raise ATB’s profile across the 

province. 

Key strategies include:

	 •	 Relentlessly	focusing	on	leadership

	 •	 	Creating	recognition	and	rewards	that	provide	the	

right incentives

	 •	 Building	the	brand

	 •	 Maintaining	the	confidence	of	our	stakeholders

	 •	 Building	service	excellence

	 •	 Gaining	market	share

Alberta Intelligence and Innovation (AI)
Imagine understanding more about our customers and 

Albertans than our competition… and then taking the 

next step to transform that knowledge into innovative, 

leading-edge ways of serving our customers. That’s the 

power AI can unleash.

In the next year, AI will tackle the most important 

questions generated by the lines of business leaders 

and seek insightful answers from teams of research 

professionals. A small core of outstanding experts is 

being co-located with a much larger team of AI people 

from virtually every line of business or department in 

ATB. This unique approach has the potential to unlock 

innovation and create a sustainable competitive 

advantage for ATB.

Information Technology and Service 
Delivery (ITSD)
ITSD is determined to bring outstanding services to its 

“customers” across the organization. It’s a proactive 

approach to deliver high-performance services and 

capabilities that match ATB’s business needs—and to do 

it in a cost-effective way. ITSD will also play a vital role in 

making sure everyone and everything at ATB is prepared 

with the necessary technology infrastructure to ensure 

a smooth implementation of Core in 2010.

Corporate Financial Services (CFS)
The next three years are filled with opportunities at 

CFS—opportunities to strengthen existing business 

relationships and attract some of Alberta’s best 

companies. As part of this business plan, CFS will 

continue to define itself as the industry player that 

consistently serves the needs of Alberta businesses.

Over the term of this business plan, CFS will need to stay 

even closer to our customers and constantly be aware of 

market risks. Intimately understanding our customers 

and their business, providing the right guidance, and 

offering responsive relationships will put CFS in a 

unique position to grow this line of business. That’s why 

our key priorities for the next three years focus on:

	 •	 Attracting	and	retaining	the	best	people

	 •	 	Employing	 a	 team	 that	 attracts	 and	 retains	 the	

best customers in Alberta

	 •	 	Developing	world-class	technology,	products	and	

capabilities 

 

Investor Services (ATBIS)
2008 may well go down in the books as the most 

challenging year in history for the investment business. 

Investors around the world and here in Alberta saw their 

investments and pension funds shrink amid a severe 

drop of the equity markets. The good news is that, 

compared with other investment companies, ATBIS 

experienced less of a decline than the industry, attracted 

thousands of new customers, and retained a very high 

percentage of existing customers. 

Against that challenging backdrop, ATBIS is poised to 

buck the trends. We have rapidly acquired market share, 

achieved industry-leading associate engagement 

scores, and received top customer-satisfaction ratings. 

We plan to continue to ramp up the number of financial 

advisors across the province while other investment 

companies stand still or scale back. With this business 

plan, our goal is to become the market leader in Alberta 

by:

	 •	 	Increasing	 the	 number	 of	 advisors	 and	 building	

the best team in Alberta

	 •	 	Using	 innovative	 approaches	 and	 technology	 to	

benefit Albertans across all market segments

	 •	 	Providing	 world-class	 advice	 and	 solutions	 and	

adding depth to our team

	 •	 Providing	efficient	and	scalable	infrastructure
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Core Transformation Initiative (Core)
ATB Financial is in the midst of a major new initiative to 

transform our processes and core business tools, many 

of which were designed in the 1970s and installed in the 

1980s. What might seem like an isolated information 

technology project will, in fact, be ATB’s biggest and 

most tangible effort to date to put leading-edge tools 

and processes in place. The Core business transformation 

will provide functionality and agility and therefore 

increase employee satisfaction, enhance the customer 

experience, and improve both our efficiency and 

effectiveness. In other words, it will radically transform 

the way ATB does business. 

 

If Core was like building a new house, we could safely 

say that the blueprints are now complete and the 

foundation has been poured. We know what the house 

will look like, where the wiring fits, and how the various 

rooms will fit together. And now it’s time to bring in the 

construction crew. It’s been an amazing effort so far, 

with associates pulled from all parts of the organization 

to contribute their knowledge and skills to the Core 

team. 

Successfully implementing Core is the top priority for 

ATB’s business plan, and it will take a significant portion 

of the talent and resources across the organization to 

make sure we do this right. With the technical build and 

design activities well underway, communications and 

training will be a key priority. Extensive testing will 

occur before we “flip the switch” on our new banking 

system in 2010.

Risk Management
Given	 the	 uncertainties	 in	 the	 marketplace	 and	 the	

downturn in Alberta’s economy and economies around 

the world, a renewed focus on risk across the 

organization is more important than ever. Establishing a 

comprehensive enterprise risk management approach, 

and cultivating greater risk awareness and a disciplined 

approach to risk management throughout ATB, will be a 

top priority in this business plan. 

  The Risk Management team will focus on five strategic 

objectives:

	 •	 	Promoting	a	clear	understanding	of	risk	and	ATB’s	

tolerance toward risk

	 •	 	Creating	clear	direction	on	risk	management	

responsibility and accountability

	 •	 Providing	adequate	and	effective	risk	training

	 •	 	Providing	timely	and	effective	risk-related	

information and tools

	 •	 	Creating	dynamic	compliance	and	assurance	

policies and practices

Finance and Administration 

Much of the work of Finance and Administration goes 

on behind the scenes, but it is vitally important to the 

overall success of ATB. As part of this business plan, 

Finance and Administration will focus on five strategic 

priorities:

	 •	 Optimizing	the	Core	transformation	initiative

	 •	 Improving	financial	performance	at	ATB	

	 •	 Re-engineering	our	Treasury	functions

	 •	 Protecting	the	interests	of	all	stakeholders

	 •	 	Providing	excellent	facilities	for	associates	and	

customers, now and for the future Troy
ATB Lethbridge
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Fiscal Year Actual - 2008 2009 2010 2011 2012

Customer Satisfaction 85 88 86 87 88 

Employee Engagement    72 78 75-77 75-77 75-77

Return on Average Assets (%) 1.29 0.93 0.39 0.46 0.68

Our cOntributiOn tO the 
cOMMunitY

Our PerfOrMAnce tArgetS

At ATB Financial, we are committed to the communities where we live and work. Both corporately and with our 

associates, we put this commitment into action with both our time and our money. Every year, associates give back 

by actively volunteering in community-based fundraising projects. We will continue to do so over the next three 

years. Here’s where we gave of our time and money in 2008-09:

Corporate Fundraising
Alberta’s	United	Way	associations

Stollery Children’s Hospital Foundation and Alberta 

Children’s Hospital Foundation through the “Teddy for a 

Toonie” provincial initiative

STARS Air Ambulance

Habitat for Humanity – Calgary and Edmonton

Edmonton Christmas Bureau

Calgary Health Trust

Centre for Family Literacy

Awards and Conferences
4H conference

Partners for Tomorrow seminars 

Alberta Export Awards

Small Business Week

Junior Achievement – Calgary and Edmonton

Top	40	Under	40

Festivals and Events
Red Deer Street Performers Festival

Grande	Prairie	Street	Performers	Festival

Ponoka Stampede

Lethbridge Dragonboat Festival

Hair Massacure

Edmonton Street Performers Festival

Sports
Edmonton Oilers

ATB Financial Classic 

ATB	Financial	Golf	Day	in	Alberta

Telus Open

Calgary Edge School and Hockey Alberta
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Our buSineSS highlightS

History

•	 Established	September	29,	1938

•	 Independent	board	of	directors	established	in	1996

•	 Provincial	Crown	Corporation	since	October	8,	1997

Quick Facts

•	 5,300	associates

•	 670,000	customers	in	243	Alberta	communities

•	 164	branches,	133	agencies,	and	a	Customer	Contact	Centre	

•	 $26.5	billion	in	assets

•	 $21.6	billion	in	loans

•	 $23.9	billion	in	retail	and	business	deposits

•	 $3.87	billion	in	investments	managed	through	ATB	Investor	Services

•	 	Named	one	of	50	best	employers	in	Canada,	one	of	the	top	40	companies	

to work for in Alberta, and one of the top 75 great places to work in Canada

•	 	Provided	over	$589,500	in	charitable	donations,	$3.5	million	in	corporate		

sponsorships,	almost	$1.3	million	in	fundraising	for	charitable	causes,	over		

$416,000	in	support	for	local	community	initiatives,	and	6,758	volunteer		

hours in 2008

Mary
ATB Olds
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