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ANZ today

» 6th largest company in Australia, largest in New Zealand

» 33,000 staff, 6 million customers

» Market Capitalisation A$57b

» 30 countries, focus on Australia, New Zealand, Asia, Pacific

» Asia, customer focus, and our engaged culture are key points
of difference




We have consistently delivered for shareholders

Share Price & Dividends Total Shareholder Return¥*
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..and we continued that performance in the first half

Mar 07 v Mar 06

Profit after tax 16.1%
Cash™ profit after tax 11.8%
Revenue Growth 7+ 9.1% (10.4%%)

Cash* profit before provisions &+ 12.1%

Cash™ EPS + 10.9%
Dividend &+ 10.7%

Cost-income ratio improved 1.5%
Provisions rising to more normal levels, offset by large recovery

*adjusts headline numbers significant items & inc integration costs & fakr value hedge gains/fossas
# FX adjusted




Environment has been supportive, but slowing a little

Housing credit has been strong for
an extended period, but siowing
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Where you play: we've had a consistent and clear strategy
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Asian expansion

Partnerships

» China/Malaysia/Indonesia/Vietnam/Philippines
» Seeking other expansion opportunities

» Focus on delivering value from investments

Institutional network
» Leading Australian bank franchise
» Present in all major markets in region

Domestic advancement

Personal

» ANZ now best-regarded major retail bank
» Opening 40 branches in 2007

» “More convenient banking” positioning

» Strong record of execution

Institutional

» Continued to reposition
* De-emphasising non-core tax structured business
« Diversifying from reliance on asset income

» Regained #1 lead bank position
» Substantial growth in Asia

New Zealand

» Dual-brand strategy working effectively
» Good outcome on customer retention

» Increased focus on efficiency gains

» Now seeing improved financial results

Wealth

» Improved performance from INGA

» Current bid for E*Trade

» Seeking opportunities, timing difficult
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The big picture - the world economy is shifting...
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‘Advanced’ economies comprise the US, Western Europe, Japan, Canada, Australia, New Zealand,
Korea, Taiwan, Hong Kong, Singapore and Israel.
Sources: IMF, World Fconomic Outiook; Economics@ANZ.



...and as one of the leading banks in Asia with a
presence in 14 markets, we are well placed to capitalise
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Growth rates in Asia will be sustainably higher, and
more than compensate for the risk

Core Elements Prospective Growth
We are entering markets with moucl
igher growth prospects  Ilustrative
Tl
i
4 Beyond system growth
?;:E through partnering with
P ANZ
#
o
4
£ ~ Greater growth from
g . increased banking penetration
e and sophistication
£
%
& Higher economic growth rate

Targeted Asian Australian & NZ
Markets Markets

*focus on Consumer & SME Banking
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What about Wealth Management? An attractive segment,
but need to take a balanced view

Growth rates have been strong,

markets exceptionally supportive
NPAT Growth (%)

Supported by superannuation laws

30 - 1HO7 v 1HO6 » But, late cycle in one of strongest bull
| — markets in history, which is delivering
25
average WM revenue growth across
20 1 sector of 14-15% pa, not significantly
15 - greater than traditional retail banking
10 - » Medium term FUM growth around 12%
out to 2015*. Some margin decline
5 7 expected
0 ' ' ' » Total revenue likely to be less than half
ANZ  Peer1 Peer2 Peer3 of expected 20%-30%+ for Asia retall
ANZ has a smaller position in banking
WM than peers
30 - Share of cash earnings (%)
25 - » Prepared to acquire at a sensible price,
but no sensible opportunities at the
20 7 moment in the Australian market
13 *» Now seeing much healthier returns from
10 1 INGA Joint Venture, growing at or above
5 peer average
0 . 1

ANZ Peer1 Peer?2 Peer3

Sowrces: ABS, RBA, Economics@ANSL




How you play - culture a key differentiator

Change in ANZ’s values, as perceived by staff
2000 2002 2004/5 2006 2007
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A strong customer focus is helping drive revenue growth

Highest Customer Satisfaction Continue to close on #2 market position

of the majors incl. St George

{share of Traditional Banking products**})
(Main Financial Institution™) Market Share Gap
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To wrap up - four key priorities

Target 7-10% over the medium term
Position in growth segments
Superior service execution

Expand footprint in Australia
Consolidate leading position in NZ
Make Asia substantive and diversified

Target CTI below 40%
Annual positive revenue-expense jaws
Multifaceted group-wide productivity initiative

Leading position with all stakeholders
Build leadership and execution capability
Global banking cultural leadership
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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.

For further information visit

wWww.anz.com

or contact

Stephen Higgins
Head of Investor Relations

ph: (613) 9273 4185 fax: (613) 9273 4091 e-mail: higgins@anz.com




