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Case studies

1.	 Safe, caring communities

The unique, nationwide partnership between ASB and 
The Order of St John in New Zealand has already led 
to the launch of many community initiatives. 

In June 2008, ASB became a principal community 
partner for St John in New Zealand. Through a range 
of initiatives using a combination of financial and 
organisational resources, ASB is helping St John work 
towards their mission – to save lives in New Zealand 
communities. 

These initiatives support St John’s extensive range of 
emergency and non-emergency services. The first year 
of this community partnership has focused on:

	 >	 Increasing awareness of St John and their services 
amongst ASB customers and the community

	 >	 Working with ASB colleagues, customers and the 
community to increase St John donations and 
volunteer numbers 

	 >	 Improving New Zealand’s capability to deliver CPR 
and first aid in emergency situations by providing 
free St John CPR training courses to New 
Zealanders.

The benefits to the community are already tangible. In 
the last year:

	 >	 Over 11,000 New Zealanders booked in for free St 
John CPR training fully funded by ASB 

	 >	 We commenced a programme of rolling out St 
John defibrillators to key sites. Defibrillators 
were installed in three high-traffic shopping 
malls, two tennis centres and the University of 
Auckland Business School. This crucial life-saving 
equipment is now on hand at these sites if required

	 >	 Despite the current challenging economic 
environment, donations to St John increased by 
30% spurred on by ASB’s branch and community 
fundraising support

	 >	 Local communities benefited through ASB branch 
people working together with local St John 
representatives to make a difference in their own 
communities. For example, providing free first aid 
training, governance support, fundraising initiatives 
and volunteers.

Big plans are in place to build this already strong 
partnership. ASB is proud to be supporting St John to 
do what it does best – save lives.
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2.	 Manurewa Intermediate School

Manurewa Intermediate is a decile one school in South Auckland with 
around 740 students in Years 7 and 8. Iain Taylor recently took over 
as principal, returning to a school he attended as a child. He brought 
with him a five-year plan to turn Manurewa Intermediate around.

When Iain arrived the outdated computer lab housed standalone 
computers with no network and little opportunity to develop the 
students’ computer literacy skills. The lack of modern technology 
was something tangible that ASB could help with to make a real 
difference for the school. The first steps have involved ASB:

	 >	 Providing 60 workstations and three printers to replace aging 
equipment in two existing computer labs and creating a new and 
modern 30 machine lab 

	 >	 Providing a server rack to house the servers and networking 
equipment that the school will use once all of the classrooms are 
cabled 

	 >	 Installing a ‘build server’ to enable imaging of workstations 
instead of the school needing to build each machine manually. 
The build server has ensured all workstations are standardised, 
which saves considerable time loading up software.

In addition to donating the equipment, ASB supports Manurewa 
Intermediate by providing technology advice and support. ASB technologists visit the school bi-monthly and in 
between provide phone and email based support. We are now well on the way to helping Manurewa Intermediate 
achieve its goal of providing ‘a modern and focused environment’ for the students. The next steps include: 

	 >	 The provision of networking switches to enable the creation of an internal school network 

	 >	 Addressing the school’s requirement to centrally store and share data 

	 >	 Ensuring appropriate information security. 

Matthew Williams is responsible for e-learning at Manurewa Intermediate and ensuring that the school is focused on 
the future. He is working hard to help Iain Taylor make Manurewa Intermediate a world-class multicultural low decile 
school. ASB is proud to be part of this journey. 

“Through the continued help and support of ASB, we have been able to move our IT forward a lot quicker than 
anticipated; putting us in a much stronger position than the school has ever been in. Prior to Iain’s arrival and our 
contact with ASB, the school’s IT had been left behind the times, resulting in IT being one of our children’s least 
favourite subjects. IT is now a subject the children really enjoy and with working computers that can run at a much 
quicker speed, the opportunities for our children are much greater. We look forward to working with ASB to continue 
to move our school’s IT in the right direction.”

Matthew Williams, DP e-Learning and Future Focus

3.	 Supporting Financial Literacy

A generation comfortable with high levels of debt, a global 
economic downturn, and low levels of financial literacy 
encouraged ASB to reinvigorate its focus on financial literacy. 

‘Your Money Explained’ and ‘Track My Spending’ were 
developed for the ASB website, providing simple information 
and tools to help people understand their finances, manage their 
spend and work towards achieving their financial goals.

ASB is particularly focused on improving the financial literacy 
of New Zealand children. ASB’s school banking programme 
has been reinvigorated, ASB’s ‘What Next?’ financial literacy 
programme assists school leavers to understand the financial 
decisions they will face, then in November 2009 we announced the launch of a new world class financial literacy 
programme for primary schools - GetWise. 

Starting in 2010, GetWise will be delivered by a team of independent facilitators to primary schools across New 
Zealand. The GetWise workshop content is designed in collaboration with leading experts in primary education, 
financial literacy and cognitive development.

Working to improve the financial literacy of New Zealander’s will continue to be a key focus for ASB.
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Major ASB community partners 



22 23

Governance and management
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Governance and management

The ASB Board places great importance on governance. 

ASB’s sound and well established governance structure 

has ensured resilience during the global financial crisis. 

In December 2008 Hugh Burrett retired as CEO of ASB 

after more than 40 years in the business, and Charles 

Pink took over the helm in January 2009. During the 

2009 calendar year, the ASB business and organisational 

structure has been realigned, ensuring we are well 

positioned to deliver on our vision to be world class for 

our customers, colleagues and community. 

Performance and compliance are both essential for good 

governance. Reviews of Board performance and policies 

and practices are carried out annually. These reviews 

identify where improvements can be made, and also 

assess the quality and effectiveness of the industry and 

company information made available to Directors.

We have made a number of changes over the last 12 

months as a result of our review of governance and 

management practices. Our risk and control functions 

have been brought together under one executive leader 

and a single, end to end view of risk and control is well 

underway. We have also changed the reporting structure 

for our Internal Audit team, with the Chief Internal 

Auditor now reporting direct to the Board Audit & Risk 

Committee, thereby promoting greater independence.

Committees of the Board 

The Board has delegated specific powers and 
responsibilities to Board and management committees. 
The decisions made by all board committees are advised 
to the full Board, with key decisions being recommended 
to the Board for approval. There are two permanent 
Board committees – a Board Audit & Risk Committee 
and a People & Remuneration Committee. Other 
committees are formed to carry out specific delegated 
tasks when required. An independent Director chairs 
each committee.

The Board Audit & Risk Committee (the “BARC”) assists 
the Board in carrying out its governance responsibilities 
concerning financial reporting and control, monitoring of 
compliance with legal requirements and the identification 
and prudent management of risk.

The People & Remuneration Committee make 
recommendations to the Board on key people 
and remuneration policy and the appointment and 
remuneration of the Chief Executive and positions 
reporting to the Chief Executive.

Sustainability governance

>	 The ASB Board provides oversight of the Bank’s 
sustainability strategy and performance outcomes 

>	 ASB has a dedicated Sustainable Business 
Manager within the Community Partnership team 

>	 The ASB Sustainability Forum brings together 
key executives from across the business who are 
responsible for achieving the agreed sustainability 
targets

>	 All Executive members take leadership for the 
implementation of sustainability policies and 
achievement of targets within their business 

>	 A network of sustainability champions support the 
implementation and day-to-day management of 
sustainability initiatives. 

Governance and management
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Engagement
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Engagement

Stakeholder engagement is critical to the success of any 

business. It ensures focus on the things that really matter 

– what we believe is a key concern or opportunity is not 

always the same as what our stakeholders think. So we 

need to ask the questions, listen to the responses and 

ensure that we encourage debate and critical thinking 

across all our stakeholder groups. This communication 

needs to be continuous and it needs to take a number 

of forms. This helps to ensure that our decisions are well 

informed, balanced and in line with what our stakeholders 

expect from a responsible financial organisation. 

Customers
Engaging with our customers, across all segments ensures 

that the products and services we offer and deliver meet 

their needs. In 2008/09 we engaged with our customers in 

a number of ways. 

We conducted traditional customer research via phone 

based interviews and focus groups. In addition, we 

undertook in-depth user-based design (UBD) workshops 

and one-on-one customer interviews on topics identified 

as being of importance to our customers. Key response 

themes included a need for improved customer financial 

information and tools, the importance of transparency and 

the need for improved cash management tools for small 

businesses. 

ASB also conducts ongoing customer engagement 

surveys (CE11) – phone based surveys with randomly 

selected customers. This survey measures the extent to 

which customers feel emotionally engaged with ASB. It 

also includes questions to support the development of 

action plans to improve our service. This surveys show 

that what is most important to our customers is that we 

take ownership, follow up and do what we say we will. 

Other strong themes include a need to help customers 

understand their banking products (how they work, how 

fees are charged) and a need to focus on our processes 

for updating customer details across the business. We are 

continuing to work on systems improvements to ensure 

this happens.

As a result of engaging with our customers and listening 

to their feedback, we introduced a number of new 

products and services, including Visa Debit and Visa 

Platinum cards, PIE cash and term deposit funds, a 

specialised Financial Help Team (backed up by a Code 

of Commitments for customers facing financial difficulty), 

the $1b Job Creation Loan Scheme, succession planning 

and cash management support for businesses, text alerts 

and financial literacy tools for our personal customers. 

Stakeholder engagement
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Perhaps more importantly, we also enhanced our service 

model. TOFU (Take Ownership, Follow Up) is central to 

the way we do business and encourages all ASB staff to 

take greater ownership of issues and to always follow up 

to resolve them. 

Colleagues
We recognise that engaged staff deliver great service and 

encourage more engaged customers.

ASB has therefore utilised the Gallup Staff Engagement 

model since 1991. A confidential survey is conducted 

annually asking our people 12 questions on the issues 

Gallup has identified matter to staff. 

Our 2009 Staff Engagement (Gallup Q12) results once 

again confirm ASB as one of the world’s best places 

to work. With a 95% response rate, our overall score 

was 4.46. This result places us in the 85th percentile of 

Gallup’s worldwide database, and well above the World’s 

Best Practice (75th percentile). We encourage every 

ASB team to set action plans for the next year to further 

improve the workplace for them. 

This year, over 2,500 staff were involved in refreshing 

our organisational vision, values and purpose. Our vision 

and values research told us that the thing that makes us 

different is the people who work for ASB and the way we 

treat others. Our focus over the next year will now be on 

ensuring our vision and values are highly visible and fully 

embedded in everything we do.

During the 2008/09 financial year, almost 1,500 ideas 

were submitted to ASB’s staff ideas programme (‘i2i’), 

both responding to highlighted topics and introducing 

independent ideas. Strong themes that came through 

included ideas around improving financial literacy, process 

improvements and environmental / social responsibility. 

From these, 61 ideas were approved for implementation.

We also revised our internal colleague communications 

– increasing the communication with ASB people and 

establishing a feedback loop direct to the CEO. The 

positive response from our people and their willingness 

to engage directly on issues relevant to them has been 

overwhelming.

ASB colleagues can also provide feedback via our internal 

sustainability website. In 2009/10 we will be further 

enhancing our engagement with staff with the introduction 

of surveys on specific environmental or social issues.

Community
ASB has representation on numerous community 

boards and advisory groups. We also maintain a direct 

understanding of the issues facing schools by encouraging 

ASB staff to be members of local school boards and 

through participation in low decile school programmes 

such as Ed & Co and school principal leadership forums 

like Springboard Trust. 

In October 2008 we commissioned the ASB SmartStart 

survey, in conjunction with the Young Enterprise Trust, to 

better understand the savings knowledge and needs of 

New Zealand school children. 

ASB actively engages with the Government and regulators 

on public policy. We participated in the Job Summit in 

March 2009 and the Finance Summit on credit practices 

and made submissions across a range of issues including 

consumer protection, employment and anti-money 

laundering legislation.

In 2009/10 we will be expanding our communication 

channels to make sure it is as easy as possible for local 

community groups to engage with us on what’s important 

to them.
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Case study

Engagement with stakeholder groups is not 

undertaken in isolation. Strong themes often come 

through more than one engagement channel – 

highlighting the importance of the issue. Financial 

literacy was one example of this in 2008/09.

Engaging our colleagues

i2i is ASB’s staff ideas programme, encouraging our 

people to be a part of developing and delivering a 

better experience for our staff and our customers 

by submitting ideas on either specific topics or 

independently. 

Rachel Callander, the Manager of ASB’s Information 

Centre, submitted an idea recommending a website 

to explain in simple terms where to go for financial 

help, how to manage your finances and what 

options may be available to you. Her inspiration 

came from friends and others impacted by the 

recession. Some had lost their jobs, which resulted 

in financial pressures, and Rachel was surprised 

to find that they weren’t aware of how to seek 

assistance to cope with their unexpected financial 

situation. 

Engaging our customers

Customer responses to the customer engagement 

survey (CE11) and in-depth user based design 

sessions also clearly indicated that our customers 

wanted access to simple financial information and 

tools to help them understand and make the most 

of their money. 

Your Money Explained
As a result of Rachel’s i2i idea and the consistent 

feedback through customer surveys and 

engagement channels, ASB developed ‘Your Money 

Explained’ for the ASB website. It provides simple 

information and tools to help customers understand 

their finances and work towards their goals. There 

is access to guides, tools and calculators to help 

assess financial situations as well as information 

on setting a budget, managing your mortgage, 

consolidating your debt, investment basics, 

redundancy assistance, steps to safeguard your 

business and much more. 

1.	 Stakeholder engagement leads to new financial literacy help tool

+

=

People like you?

Ryan & Ema
Have a young family and a mortgage. 

Ryan has been made redundant.

Cliff
Is a widower, his retirement income has 

halved and he is struggling to pay the bills.

Xuan & Karen
Want to go travelling but need to get on 

top of their debt.

Hine
Is single and has a mortgage. She 

worries what would happen if she lost 

her job or fell ill.
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Our goals
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Our goals

At ASB, we aim to be world class – for our 
customers, colleagues and community.  
Our sustainability goals are synonymous 
with good business practices and in 2010 
we will continue to do the basics well 
and further embed sustainability into our 
everyday business and culture.  

First and foremost, our focus will remain on providing the best 

possible service as and when our customers require.  We will 

continue to provide support to our colleagues through these 

challenging times and ultimately make ASB an even better place 

to work.  In the community our focus will be to deliver even 

greater value – ensuring our support aligns with community 

needs. We will provide more opportunities for our colleagues 

to volunteer their time to support a range of activities in their 

local communities. We will continue our education and literacy 

programmes, helping to improve the literacy of New Zealand 

children. ASB will make a positive difference in our New 

Zealand communities.

Our goals for 2010 

2Based on independent research conducted by AC Nielsen (Retail – Consumer Finance Monitor) and TNS-Conversa (Business Finance Monitor))

Customers

	 >	 Become number one in overall customer satisfaction across all customer segments2 through providing world class service.

	 >	 Deliver new budgeting and financial help tools to meet customers’ financial management education and needs. 

	 >	 Help preserve or create jobs for New Zealanders through the ASB Job Creation Loan scheme.

Community

	 >	 Broaden ASB’s community involvement programme.

	 >	 Establish world class targets for ASB community investment and involvement. 

	 >	 Provide opportunities for all colleagues to learn more about sustainable business practices.

	 >	 Achieve a 20% reduction in total ASB Greenhouse Gas emissions by December 2012 (base year 2008).

	 >	 Improve the sustainability of our supply chain by reviewing our procurement policy.

	 >	 Increase the financial literacy of New Zealand children through GetWise, a new financial literacy programme for primary 
schools.

Colleagues

	 >	 Increase diversity in our team.

	 >	 Improve the sustainability and capability of our workforce through ensuring succession planning coverage for all senior 
and key roles.

	 > 	 Improve the ratio of ASB management positions filled by internal candidates.

	 >	 Nurture our culture by maintaining our employee engagement score.
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Financial1 June 2009 June 2008 June 2007

Net profit after tax ($m) 425 515 532

Total Assets ($m) 65,230 59,350 52,893 

Total operating Expenses as % of Total Operating Income 41.8% 43.1% 40.7%

Customers2 June 2009 June 2008 June 2007

Number of customers 1,173,258 1,136,776 1,078,945

Number of branches 142 139 129

Number of ATMs 449 442 423

Retail customer satisfaction3 73% 72% 74%

Customer engagement4 4.2 4.24 N/A

Ranking versus other major banks for complaints to Banking 
Ombudsman per % of Main bank Share5

No. 1 No. 2 No. 2

Colleagues6 June 2009 June 2008 June 2007

Number of FTE 4,568 4,712 4,361

Number of Employees 5,015 5,191 4,746

Staff turnover (%) 11.1% 16.6% 17.0%

Absenteeism 2.6% 2.3% 2.3%

Claims resulting in lost hours 33 29 28

Employee engagement7 4.48 4.45 4.41

Women in the workforce:

% of total

% of executives

% of senior managers

57%
17%
20%

59%
17%
16%

59%
9%

19%

Workforce Mix (%):

Fulltime

Part-time

Temporary

81%
14%
5%

82%
13%
5%

83%
13%
4%

Workforce by age (%)

<25

25-34

35-44

45-54

>55

12%
32%
32%
18%
6%

11%
33%
32%
18%
7%

8%
34%
32%
19%
7%

ASB key indicators
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ASB key indicators

Notes
1 	ASB Annual General Disclosure Statements						   
2 	ASB Internal Reporting						    
3 	Based on a customer rating of either 4 (very good) or 5 (excellent) on a scale of 1-5 according to AC Nielsen CFM 	
4 	Gallup CE11 survey (measure of 1 to 5)						    
5 	Based on case statistics provided in the Banking Ombudsman Annual Reports 08/09 and 07/08 and AC Nielsen Main bank share data for June 2009, 

September 2008 (June not available) and June 2007
6 	All People Indicators are derived from Internal ASB reporting, unless otherwise disclosed		
7 	Gallup Worldwide Database (Q12) (measure of 1 to 5)						    
8 	LBG Group Australia and NZ, Annual Benchmarking Company Report 2009. Note: ASB 2009 results include direct spend only	
9 	ASB 2008 Greenhouse Gas Inventory Report, for the period January to December 2008, by ‘Scope’ as defined by GHG Protocol

Community8 June 2009

Community contribution as % of pre-tax profit 1.73%

Community contribution per FTE A$ 1,293

Environment9 Dec 2008

2008 Greenhouse Gas (GHG) Emissions (tonnes CO2-e)

Direct Emissions Scope 1 299

Indirect Emissions Scope 2 (Electricity supplied to ASB facilities) 6,615

Indirect Emissions Scope 3

Air travel 

Transmission & distribution 

Fuel consumed in third party vehicles 

Waste to landfill 

Other (Taxi, Courier, Postage Services, Rental cars)

846
696

2,859
334
483

Total GHG emissions (tonnes of CO2-e) 12,133
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Recognition
>	 17th on Top 50 List of Safest Banks: Global Finance 

magazine Annual Survey 2009 (28th in 2008 and 
34th in 2007)

>	 Awarded the Gallup Great Workplace Award in 2008 
and 2009 (for surveys conducted in 2007 and 2008)

>	 Best Bank in New Zealand 2002, 2003, 2004, 2005, 
2006, 2007, 2008: Banker Magazine

>	 ASB Group Investments is one of six KiwiSaver 
default providers selected by the NZ Government

>	 1st major bank in Customer Satisfaction Retail 
Banking 1998, 1999, 2000, 2001, 2002, 2003, 2005, 
2007 (no surveys were conducted in 2004, 2006 
and since 2007): University of Auckland 

>	 Best Financial Website 2002, 2003, 2006, 2007, 
2008 NetGuide

Further Information
>	 The following documents are available on the ASB 

website, www.asb.co.nz:

	 ✓	 ASB Code of Commitments 

	 ✓	 ASB Group Investments Responsible Investment 
Policy

	 ✓	 ASB’s General Disclosure Statements 

	 ✓	 ASB Environment Policy

>	 As at June 2009, the following credit ratings were 
assigned to ASB:

	 ✓	 Standard & Poor’s Credit Rating of AA and 
Moody’s Rating of Aa2. The outlook from both 
agencies is Stable.

 

Assurance
We have not sought a formal assurance statement for 
this report. Deloitte has, however, performed a limited 
assurance review of ASB’s 2008 greenhouse gas inventory 
in accordance with ISAE NZ 3000. Nothing was found 
to suggest that this inventory did not fairly present the 
emissions profile of ASB (including Jacques Martin, Aegis 
and ASB Group Investments) for the year ended   
31 December 2008.

Contacts
Linley Wood
Chief Community Partnership Officer
ASB Bank Centre
135 Albert St, Auckland 1140 
Ph +64 337 4283
linley.wood@asb.co.nz

Tanya Stocks
Sustainable Business Manager
ASB Bank Centre
135 Albert St, Auckland 1140
Ph +64 9 337 4708
tanya.stocks@asb.co.nz
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