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2005/6 
1974 
Founded as 
Pertanian 
Baring 
Sanwa 
Multinational 
Bhd.  (PBS) 

1986 
PBS 
renamed  
CIMB 

1987 
Acquired 
securities 
house, 
CIMB 
Securities 

2001 
Acquired 
CIMB 
discount 
House 

2002 
Launched 
Private 
Banking 

2003 
• Listing of 
CIMB 
Berhad 

• Launche
d CIMB 
Islamic 

2004 
Acquired 
BCHB’s 
stake  in 
CAFM 

1924 
Bian Chiang 
Bank 
established in 
Kuching 

1935 
Ban Hin Lee 
Bank (BHLB) 
founded in 
Penang 

1965 
• SBB 

founded as 
Southern 
Banking Ltd. 

• Bank 
Bumiputra 
Malaysia 
Bhd (BBMB) 
incorporated 

1972 
United Asian 
Bank Bhd. 
(UAB) 
established 

1979 
Bian Chang 
Bank 
renamed 
Bank of 
Commerce 
Bhd. (BOC) 

1991 
BOC & UAB 
merged, 
holding co. 
renamed 
Commerce 
Asset Holding 
Bhd. (CAHB) 

1999 
Biggest 
merger in 
Malaysia 
(BBMB & 
BOC), 
renamed 
Bumiputra-
Commerce 
Bank (BCB) 

2000 
SBB acquired 
BHLB and 
other finance 
co.’s 

STRUCTURED PRODUCTS 
DEBT HOUSE 

EQUITY AND IPO HOUSE 

ASSET MANAGEMENT 

PRIVATE BANKING 

CIMB ISLAMIC 
WHOLESALE FUNDS 

CONSUMER BANKING 

 

Consumer 
Banking 

 

 
Securities / 
Investment 

Banking 

 

U
niversal B

ank 

Transformatio
n to a 
Universal 
Bank 

Looking Back : Our Origins 



Acquired GK Goh 
Securities in 
Singapore, the 
second largest 
broking house in 
Singapore to become 
the biggest 
investment bank in 
South East Asia 

Entered into an asset 
management joint-venture 
with the Principal 
Financial Group 

Acquired Southern Bank 
Berhad (“SBB”) to strengthen 
our consumer banking 
capabilities. The transaction was 
the largest takeover of a financial 
institution in Malaysia 

Bank Niaga was 
transferred from BCHB 
to CIMB Group as part of 
the group’s internal re-
organisation 

Signed SPA to acquire 
20% stake in Bank of 
Yingkou, China  

Completed Indonesian 
merger between Bank 
Lippo and Bank Niaga  
 

Feb June 

June 

Jan March November 

Completed 
acquisition of 42.13% 
in BankThai, and 
subsequently 
increase stake to 
93% due to tender 
offer and rights issue 

Evolved into the first fully 
integrated universal bank in 
Malaysia with the 
acquisition of Bumiputra-
Commerce Bank Berhad 
(“BCB”), the second largest 
commercial bank in Malaysia 

2005 2006 2007 2008 2009 
June 

2010 

Strengthened partnership with the 
launch of CIMB-Principal Islamic 
Asset Management 

July 

April September 

The launch of CIMB Bank 
Singapore completes 
customer segment coverage 
across the key markets in 
the ASEAN region 

With the launch of CIMB 
Cambodia, the Group is now 
present in 8 out of 10 ASEAN 
nations 

November 

1 2 

3 

4A 

4B 

5 

6 8 

7 

Modern “CIMB” – our more recent history 



1 January 2005 

31 May 2011 

UOB         
2011: 24.6b  
2005: 13.0b 

+136% 

OCBC         
2011: 25.7b  
2005: 10.9b 

+88% 

Siam Comm 
2011: 12.9b  
2005: 2.1b 

+514% 

BRI     
2011: 18.3b  
2005: 3.7b 

+394% 

 

Public      
2011: 15.5b  
2005: 6.3b 

+369% 

Maybank       
2011: 22.1b  
2005: 11.3b 

+96% 

 

DBS       
2011: 27.6b  
2005: 14.7b 

+89% 

 

 

+425% 

BCA         
2011: 20.5b  
2005: 3.9b 

+527% 

CIMB          
2011: 20.7b  
2005: 3.3b 

+146% 

 

 

Mandiri     
2011: 19.7b  
2005: 4.2b 

Notes: All figures in USD 

BCG ranked CIMB the 2nd most high 
performing mid-cap bank globally  

Fastest Growing Bank in ASEAN 
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Malaysia 
28 million people 

Indonesia 
230 million people 

Thailand 
68 million people 

Singapore 
5 million people 

Cambodia 
15 million people 

We believe that ASEAN will truly prosper when it embraces diversity and leverages cross 
border synergies 

• ASEAN is poised for robust economic growth 

• CIMB Group reaches at least 81% of the ASEAN population, representing 89% of the region’s GDP 

• Through our comprehensive regional network and local expertise, we are able to offer seamless 
banking services and privileges to our customers, so they are able to do business, shop and dine 
with ease all over ASEAN  

ASEAN: Scale, Network, Synergies 



Singapore 
2 branches 

6 ATMs 
1,172 staff 

225 k customers 

Malaysia 
325 branches 
2,066 ATMs 
19,705 staff 

6.2 mil customers Indonesia 
615 branches 
1,304 ATMs 
12,551 staff 

3.5 mil customers 

CIB Yes Yes Yes Yes 

Treasury Yes Yes Yes Yes 

Retail Banking Yes Yes Yes Yes 

Credit Cards Yes Yes Yes WIP 

Commercial 
Banking Yes Yes Yes Yes 

Islamic Banking Yes Yes Ltd No 

Private Banking Yes Yes WIP Yes 

Stock Broking Yes Yes Yes Yes 

Most comprehensive UB platform 
in ASEAN 

Note: Data as at 31 December 2010, Includes one branch in Cambodia 

Thailand 
149 branches 

502 ATMs 
3,860 staff 

2.0 mil customers 

38,000 staff serving 11 
mil customers via 1,092 

branches 

We commenced our comprehensive ASEAN universal bank journey  
since 2005 



“From our hugely diverse personal and 
institutional backgrounds, we have 

come together as one ASEAN company, 
with the conviction that our scale, 

networks and synergies strengthen 
our ability to deliver for our customers. 
No one has more precisely designed 

their business model around ASEAN as 
we have – no one is as  

integrated across ASEAN as we are.”  
 

Dato’ Sri Nazir Razak,  
Group CEO 

CIMB Group - “ASEAN For You”  



Customer Need What  our vision is enabling for Customers Customer Need 

 
My turf has grown. It spans 
ASEAN. 

 

Cross border seamlessness 
• Operate Bank Accounts 
• Manage investments 
• Issue and accept payments  
• Financing 
 

Consistent experience across borders 
 
Pricing, rates and  service levels based on 
aggregate ASEAN customer relationship 
 

 
Does CIMB know what I am worth as a 
customer? 

 
I need a one-stop shop. 

 
• Single View of CIMB Bank across ASEAN 
• Innovative products, available across the 

footprint 
• Financing based on regional collateral and 

limits 
• Solutions to meet needs from effective 

product bundles 
• Tailor products to in-country conditions and 

customer needs 
 

 
I need flexibility. 
 

CIMB as ASEAN’s Universal Bank  

http://www.google.com.my/imgres?imgurl=http://static.bigstockphoto.com/thumbs/4/8/5/large/5844161.jpg&imgrefurl=http://www.bigstockphoto.com/photo/view/5844161&usg=__m4UB459egnHhq70gLRRQagI2EJg=&h=370&w=370&sz=22&hl=en&start=33&zoom=1&um=1&itbs=1&tbnid=KoqSjinC0WJBpM:&tbnh=122&tbnw=122&prev=/images?q=one+stop+shop&start=20&tbnid=0cvI-z2G3A35uM:&tbnh=0&tbnw=0&um=1&hl=en&sa=N&rls=com.microsoft:en-us:IE-SearchBox&rlz=1I7ADFA_en&imgtype=i_similar&ndsp=20&tbs=isch:1
http://www.google.com.my/imgres?imgurl=http://i144.photobucket.com/albums/r200/seidelmx/logos/investigador1_380w.jpg&imgrefurl=http://expertforum.info/wordpress/index.php?s=pto&usg=__qGPLxBYcMvRAyB4ppxqOBOOzaTg=&h=300&w=380&sz=8&hl=en&start=4&zoom=1&um=1&itbs=1&tbnid=bC8sitX-SBLcSM:&tbnh=97&tbnw=123&prev=/images?q=one+stop+shop&tbnid=3wubX5ZDO7LopM:&tbnh=0&tbnw=0&um=1&hl=en&sa=X&rls=com.microsoft:en-us:IE-SearchBox&rlz=1I7ADFA_en&ndsp=20&imgtype=i_similar&tbs=isch:1
http://www.google.com.my/imgres?imgurl=http://teoretic.com/wp-content/uploads/2009/06/www-teoretic-com-stiati-ca7.jpg&imgrefurl=http://teoretic.com/2009/08/31/stiati-ca-%E2%80%93-part9/&usg=__rXj4U4_lm8CD_oZwfg5-aXPINiY=&h=400&w=300&sz=31&hl=en&start=3&zoom=1&um=1&itbs=1&tbnid=5K-jQi6zd4If3M:&tbnh=124&tbnw=93&prev=/images?q=one+stop+shop&tbnid=sttfeQeNegSRKM:&tbnh=0&tbnw=0&um=1&hl=en&sa=X&rls=com.microsoft:en-us:IE-SearchBox&rlz=1I7ADFA_en&ndsp=20&imgtype=i_similar&tbs=isch:1
http://www.google.com.my/imgres?imgurl=http://www.chankelwin.com/wp-content/images/2007/11/50-ringgit.jpg&imgrefurl=http://www.chankelwin.com/2007/11/13/what-kind-of-people-keep-stacks-of-rm50-in-their-pocket/&usg=__FBpjkQeqkVkEaaZ0lRQCRqeFm3c=&h=258&w=234&sz=17&hl=en&start=20&zoom=1&um=1&itbs=1&tbnid=JWtUoBGi2wK6aM:&tbnh=112&tbnw=102&prev=/images?q=malaysian+ringgit+notes&um=1&hl=en&rls=com.microsoft:en-us:IE-SearchBox&rlz=1I7ADFA_en&tbs=isch:1
http://www.google.com.my/imgres?imgurl=http://ronnyfr.com/wp-content/uploads/2008/02/316828-indonesian-rupiah.jpg&imgrefurl=http://www.lingkarloa.com/&usg=__YMg2OtM4A7kS9_k1IYA78G3jniw=&h=204&w=300&sz=36&hl=en&start=26&zoom=1&um=1&itbs=1&tbnid=muhqHuuGzgTUdM:&tbnh=79&tbnw=116&prev=/images?q=indonesian+rupiah&start=20&um=1&hl=en&sa=N&rls=com.microsoft:en-us:IE-SearchBox&rlz=1I7ADFA_en&ndsp=20&tbs=isch:1
http://www.google.com.my/imgres?imgurl=http://www.reisebilder.ch/bilder/th10v.jpg&imgrefurl=http://mcoyle.blogspot.com/2007/02/speeding-through-cambodia-and-vietnam.html&usg=__TH8fpzTV1SKl0ZfAmaTf505nLc8=&h=200&w=390&sz=33&hl=en&start=17&zoom=1&um=1&itbs=1&tbnid=EjKqX_C0GNNRCM:&tbnh=63&tbnw=123&prev=/images?q=thai+baht&um=1&hl=en&sa=N&rls=com.microsoft:en-us:IE-SearchBox&rlz=1I7ADFA_en&tbs=isch:1
http://www.google.com.my/imgres?imgurl=http://images.clipartof.com/thumbnails/15525-Orange-Person-Gesturing-In-Uncertainty-And-Asking-What-They-Should-Do-To-Solve-A-Problem-Clipart-Illustration-Image.jpg&imgrefurl=http://www.clipartof.com/gallery/clipart/orange_person_4.html&usg=__kZx8waVTb41qpyk01111we8W8KM=&h=150&w=150&sz=9&hl=en&start=6&zoom=1&um=1&itbs=1&tbnid=DC2f0tfsfYQ4lM:&tbnh=96&tbnw=96&prev=/images?q=person+asking&tbnid=Bygya_NR1UwSXM:&tbnh=0&tbnw=0&um=1&hl=en&rls=com.microsoft:en-us:IE-SearchBox&rlz=1I7ADFA_en&tbs=isch:1
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Banking Transformation is Complex  

Business 
 Model 

Operations  
Process 

Technology 
Platform 

Application 

Data 

Business 
 Model 

Operations  
Process 

Technology 
Platform 

Application 

Data 

BU  
ACQUIRED 
ENTITY 

BU  
ACQUIRED 
ENTITY 

INCIDENTAL, ACCIDENTAL ENTERPRISE ARCHITECTURE 
 
•Highly heterogeneous 
•Silo-ed 
•Redundancies 
•Cost sub-optimal 
•Pockets of obsolescence 
•High time to market for enterprise standard products 
•Challenges with enterprise consolidated information 



1
4 

Start State (2008) 
• Each country had different systems, 
standards,  governance models, scope of 
services and processes 

End State (2015)  
• Shared / standardised operations and systems, 
governance and quality management mechanisms 

 

 

 

 

 

 

 

 

 

 

• New, regional, technology-enabled business and 
operations capabilities to strengthen our ASEAN 
universal bank proposition 

Systems 

Standards 

Governance 

Scope 

Governance 

Scope Standards 

Systems 

Governance 

Standards Scope 
Systems 

Governance 

Standards Scope 

Systems 

Optimus – A technology-based, phased, incremental transformation 

Governance 

Standards Scope 

Systems 

Systems 

Governance 

Scope 

Systems 

Governance 

Scope 

Systems 

Governance 

Scope 

Systems 

Governance 

Scope 

 

Our Banking Transformation Roadmap is based on following 4 Pillars 



The Optimus Transformation Programme comprises 6 major elements, geared towards growth agendas of 
customer centricity, differentiated capabilities, flexibility, speed-to-market, regionalization, and renewal of internal 
IT capabilities. 

A: New 
Capabilities 

B: Upgrades/ 
Replacements 

C: Regional 
Banking 
Platform 

A1: Sales 
Transformation & 
Effectiveness 

A2: Service 
Transformation & 
Excellence 

A3: Customer-Centric 
Architecture/  Product 
Bundling 

C1: Core Banking 
System Replacement 
Program 

B1: Product systems 
upgrade/replacement 

B2: Corporate services 
systems 
upgrades/ replacement 

D: IT Capability 

E: Regulatory-
driven 

F: Business-as-
usual 

D1: IT Transformation 
Program 

F1: 2008 Releases F2: 2009 Releases F3: 2010 Releases 

E1: Basel II Program E2: IFRS Program 

 Examples of Strategic Imperatives 

Grow Organically ahead of 
Market  

Support Organic and Inorganic 
growth 

Support migration to a Regional 
Operating Model 

Strengthen IT Capability 

Implement systems that are 
mandatory from a regulatory 
perspective 

Support BAU initiatives 

Our Roadmap is not static. Each year we revisit and re-
prioritise versus market trends and business demands 

15 

CRM  
Multi-Channel 

Regional Transaction Banking 
Regional Payment 

Core Banking – 1P 

SOA-ESB 



In order to strategize and execute such huge transformation 
programs CIMB Transformation Office (TO) has evolved with 
the following functions …. 

Project Management 
Centre Of Excellence 

Transformation 
Programme Delivery 

Demand Management & 
Benefits Tracking 

Innovation ‘Inno Labs’ Enterprise Architecture 
and Solutioning 

People Change 
Management 

Ensuring CIMB Group has 
access to skilled project 
resources with the appropriate 
methods and deployment of the 
appropriate standard 
documentation and tools  

Managing the CIMB Group’s 
critical change programmed to 
quality, budget and schedule 
and delivering the anticipated 
business benefits 

Provide process and standards 
regionally and across the group 
to enable effective prioritization 
of resources. Also provide on 
going benefits tracking for three 
years from delivery of the 
project  

Work closely with business, 
vendors, CoP to identify, pilot and 
implement the innovative  projects 
across the group in quest to stay 
ahead of the competition 

Maintain the Regional business 
capability model, provide optimal 
solutioning and technical 
architecture, develop regional 
enterprise architecture standards 

Develop and provide people 
change management capability to 
manage user training and change 
due to large scale transformation 
and ensure user adoption 
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Phone  
Banking Internet Banking 

Branch 

CROSS  
PRODUCTS 360° 

 Customer  
View 

Customer  
Analytics 

Fees &  
Billing 

Loyalty 

Credit &  
Limits 

AGGREGATION 

 
Social Network 

 

ATM / SST 

CUSTOMER 
TOUCHPOINTS 

Our “Face” to the World 

Core  
Banking 

(Deposit & Lending) 

Credit Cards 

Finance 

HR 

Capital &  
Financial  
Markets 

Insurance 

OUR FIRMS CORE 

Manufacturing  

& ERP 

 
Mobile  

Banking 

• SIMPLE 
• STANDARDISED 
• PROCESS EFFICIENT 

ENTERPRISE 
INTEGRATION  
& REUSE 

• DIFFERENTIATED 
• REGIONALLY  
CONSISTENT + LOCALISED 
• CUSTOMER CENTRIC + 
ANYTIME ANYWHERE  
ACCESS 

…and  supported by a clear End State Architecture 
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Online banking is a necessity across Asia Pacific, with mobile 
banking increasingly so in developing Asia-Pacific 

0%

10%

20%

30%

40%

50%

60%

70%

80%

Access to my bank through social 
media (e.g. Twitter, Facebook)

Mobile banking Online banking

Developing countries in Asia Pacific Developed countries in Asia Pacific Overall Asia Pacific
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How important are the following to you in financial services?

Source: Datamonitor, FSCI 
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The Indonesian market is diversified macro-economically, but 
boasts a fairly mature mobile environment 

 60% of Indonesia’s population is 
situated in the Java island where 
most banks have their networks 

 Only about half of the population 
is urban, making mobile a 
platform with much wider reach 
than traditional channels 

 Domestic migrants are present 
throughout Indonesia, but are 
concentrated in the areas of 
Jakarta, Java Barat and Riau 
which account for 37% of 
domestic migrants    

 

 

Macro-economic landscape 

 CIMB Niaga’s banking network is 
largely focussed in the urban 
areas which makes them highly 
inaccessible to the rural 
population 

 Provinces with a specially low 
branch and ATM density and yet 
significant population include 
Sumatera Barat and Sumatera 
Utara    

 About half of the population is 
unbanked 

 About a half of people save at 
banks with a third of people not 
saving at all 

 Time and costs are the main 
deterrents for rural households to 
access bank services 

Banking landscape 

 The Indonesian mobile telecoms 
market is fairly fragmented and 
yet has a single dominant 
operator Telkomsel 

 The market is largely prepaid with 
high churn, with a penetration of 
58% 

 Telkomsel also has the widest 
support of mobile devices 
(smartphones) and platforms 
(USSD)   

 Engaging at least one of the key 
mobile operators will be key to 
securing access to a sizable 
mobile population 

Telecoms landscape 

Developing services for the rural 
population is difficult because of 

their geographical dispersion  

A significant proportion of the 
population remains unbanked and 
cannot be served with traditional 

channels 

The mobile telecoms environment 
is fairly mature, with Telkomsel 

holding clear lead in market share 
and device or platform support 



Indonesia’s Mobile Market Demographics 
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• Indonesia is 3rd largest mobile 
market in Asia 

• Mobile ownership is high in 
Indonesia with penetration rate 
of 56.8% (internet is only 
10.8%)  

• The mobile market is more 
fragmented in Indonesia 
compared to other countries 
like Singapore, Malaysia, 
posing a challenge to any 
bank to cover whole market 
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54.1%

2.5%

18.1%

19.5%

5.0% 0.9%

Telkomsel
Indosat
XL
Hutch
Mobile-8
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Axis

Source: Merrill Lynch, CIMB 

• 180 mn mobile subscribers 
growing at ``30-40% over last 
few years 

• Handsets in use tend to be less 
advanced in Indonesia 

• > 1mn are BlackBerry users 



Indonesia is taking lead in Mobile Banking in ASEAN 
• Mobile Channels 
 BlackBerry 
 iPhone 
 J2ME 
 SMS 
 USSD 

 

• Banked Segment 
 Secure Registration for existing Banked 
 Customer (Multi Channel Registration) 
 Account Management (Balance, History etc) 
 Fund transfer (intra/inter-bank) 
 Bill payment 
 Mobile Reload 
 Actionable Alerts 
 ATM/Branch Locator 

 

• Unbanked Segment 
 Stored Value Wallet for Unbanked 
 Secure KYC flow for Unbanked 
 Bill payment 
 Mobile Reload 
 Fund transfer (to any) 
 Cash-in/Cash-out 
 Merchant payment 

  



CROSS  
PRODUCTS 360° 

 Customer  
View 

Customer  
Analytics 

Fees &  
Billing 

Loyalty 

Credit &  
Limits 

AGGREGATION 

Core  
Banking 

(Deposit & Lending) 

Credit Cards 

Finance 

HR 

Capital &  
Financial  
Markets 

Insurance 

OUR FIRMS CORE 

Manufacturing  

& ERP 
4. Differentiated and seamless at 
touch points :  
Give ASEAN stronger reasons to 
bank with CIMB 
Ride the upturns faster than 
competition 

 

2. Simplified & Cost 
Optimised at the Core :  
Withstand and react 
quickly to economic 
volatility 

 

1. Continuous Improvement : 
Maturing execution in every 
sphere of the Bank 

 

3. Phased Investments : 
Matching and Tweaking Spend 
to Business Results to ensure 
ROI 

 

Conclusion 

No ‘one size fits all’ 
solution – the mobile 
banking offerings will 
have to be tailored to 

each market and 
customer segments 



 

T H A N K  Y O U 
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