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KEY PERFORMANCE DRIVERS 
 
 
As part of the planning process for the future of our business we asked  
ourselves one question - where are we going and how are we going to get there? 
The first requirement therefore was to set a goal and we established for  
ourselves the goal to be "the pre-eminent financial services company" in the 
region. 
 
In evaluating the next steps in our planning process, we concluded that the  
best interests of four key constituencies must be at the forefront of our  
future direction i.e. 
 
-  Our Customers 
-  Our Employees 
-  Our Shareholders 
_  The Communities where we do business. 
 
To achieve our goal we must achieve a position of pre-eminence in the minds of  
these four constituencies. 
 
CUSTOMERS 
"Winning customer loyalty through service excellence". 
 
Loyalty is built on the trust, confidence and respect we earn from our  
customers.  We do this by accurately identifying and anticipating their changing 
financial needs and delivering quality products and solutions. 
 
Through service excellence, we strengthen our relationships with customers and  



win and retain more of their business. 
 
EMPLOYEES 
"Becoming the Employer of Choice" 
 
Our employees are key to winning customer loyalty and enhancing our reputation.  
We want to be the employer of choice by ensuring that CIBC is a rewarding and 
productive place to work.  Our objective is to develop a partnership with our 
people where we provide the environment, guidance and tools they need to take 
charge of their customer relationships and their own careers. 
 
SHAREHOLDERS 
"Delivering the best shareholder returns of the region's financial institutions" 
 
We operate our businesses to build value for our shareholders.  To build this  
value, we strive to provide consistently superior returns on the capital  
investment of our shareholders.  This is our most fundamental objective. 
 
COMMUNITIES 
"Contributing to the social, cultural and economic growth of our regional  
communities" 
 
Strong businesses and strong communities are closely linked.  As a major  
regional financial group of companies, we have the ability, reponsibility and  
desire to play a leadership role in the social, cultural and economic  
development of the communities in which we operate. 
 
PERFORMANCE DRIVERS 
To achieve our goal and pre-eminence, we have identified five fundamental  
areas - (Key performance Drivers) in which we need to excel and outperform our  
competitors i.e. 
-  Operational Capability 
-  People Management 
-  Customer Satisfaction 
-  Sales Effectiveness 
-  Risk Management 
 
OPERATIONAL CAPABILITY 



 
GOAL: To meet customer expectations for responsive and dependable delivery of  
products and services in the most cost effective manner. 
 
There are many ways to describe operational capability.  Whether it is the  
processes and procedures of our business or the means to do for our customers,  
the purpose of this Key Performance Driver is clear.  The technology, the  
systems and the process are all there to help us do our job of meeting customer  
expectations dependably and efficiently. 
 
CIBC is undergoing a cultural revolution.  We are evaluating our attitudes, 
organizational methods and systems in pursuit of service excellence.  we are no 
longer satisfied with the existing standards of performance.  We are dedicated  
to constant improvement.  We will monitor and measure customers satisfaction and 
use the information to help determine performance ratings.  All this is  
important because we want to achieve our goals as soon as possible. 
 
In the realm of banking operations, this Key Performance Driver comes down to a  
simple question.  How can we help to satisfy our customers? Once we decide on 
a business objective, it is the job of our technology group to ask: how can we  
use technology to build simple, effective and well-supported processes and  
systems to help them attain their goal? The result is that our employees are  
more effective and our customers are more satisfied. 
 
The reality for CIBC is that we have to make up ground in the application of  
information technology and systems.  For the past three years we've worked to  
stabilize our basic systems and procedures.  Now we're in a building phase;  
we're in the first year of a five year delivery program  that includes a range of  
delivery projects.  
 
Plans and schedules for many of these projects are already in place.  Very  
soon we will have more information about the timing of these projects in  
different parts of the region.  When all of them are completed and new or  
redefined systems are in place, we at CIBC will be ready for the demands of the  
21st century. 
 
PEOPLE MANAGEMENT 
 



GOAL:  To develop a satisfied and productive work force that is committed to  
CIBC's vision; that is, having the right people (capabilities) in the right jobs 
(well-organized work) doing the right things (focus). 
 
These are more than just nice words.  It is a long term commitment.  We believe 
that serving our employees well is the first step on the path to excellent  
customer service.  We cannot ask staff to make a commitment to service  
excellence unless we are equally committed to supporting their efforts. 
 
Achieving our goal of industry leadership will involve working together in a  
new kind of partnership.  At CIBC, the roles of employees and managers, and  
indeed of the human resources function itself, are changing to reflect this new 
approach. 
 
Employees are being asked to participate in this partnership by taking on  
greater responsibility for the quality of service that we deliver to our  
customers.  Employees will also be taking a more active role in their own  
skills development. 
 
Managers on the other hand, are becoming more focused on helping their 
employees take on this new role and in removing the barriers that get in the  
way of customer service. 
 
As for the human resource function, it is also evolving - away from a hands-on- 
people management role to one centered on providing managers and employees with 
the tools they need to work together effectively. 
 
At CIBC we are delivering these tools to managers and employees in three key  
areas. 
 
First, we are providing better opportunities for our employees to enhance and  
develop their skills and knowledge.  To do this, we are continuing in-house 
training with new courses for managers, supervisors and general staff in both 
technical and non-technical areas.  Some managers have also had the benefit of  
attending CIBC Canada's Leadership Development Center in Toronto. 
 
We have introduced our Open Staffing program which will be important in creating 
a positive work environment and ensuring that we make the best use of employee 



skills and abilities.  The program allows employees access to all job vacancies  
within the CIBC West Indies group, and will help ensure that managers get a wide 
candidate pool for each open position. 
 
Similarly, our Employment Continuity program provides support to employees whose 
jobs may be eliminated through our restructuring.  The program helps employees  
who have demonstrated satisfactory performance and who are willing to develop 
their capabilities, with the support needed to find new employment within the 
CIBC West Indies group should their jobs become redundant.  These are some of  
the initiatives we are developing or have in place to enhance our support of  
employee efforts to provide the highest level of customer service. 
 
When all CIBC employees have opportunities to learn, equitable access to the jobs 
they want and a positive work environment - when they feel good about themselves 
their work and their organization - the benefits take on a ripple effect. 
 
Not only is it positive for employees, but there is a tangible and direct  
benefit to the customer.  Our customers enjoy a higher level of service and in  
return, we win their loyalty.  This is the thrust of our people management  
strategy. 
 
CUSTOMER SATISFACTION 
 
GOAL:  To meet or exceed the expectations of our customers, both internal and  
external, on the basis of the value (quality/price) of our products and services 
and the manner in which these are delivered. 
 
Our objective under this Key Performance Driver is to become truly customer  
focused.  We want to attract and retain customers where the relationship is  
beneficial to both of us.  We will do this by meeting and surpassing their needs. 
If we can do that, these customers will give us an ever-growing share of their   
business.  If we don't, they will go to our competition. 
 
As we strive to meet and exceed customer satisfaction we realize that there are 
some gaps which currently need to be filled.  This intensifies our drive for  
customer satisfaction. 
 
To meet these challenges, we already have in place some of the ways and means to 



do it.  We have PRIDE, the fundamental principles of service/quality- Physical  
factors, Responsiveness, Informed staff, Dependability and Empathy. 
 
Along with the PRIDE principles, we have adopted five steps to ensure customer 
satisfaction. 
 
The first of these is "having the best information on current and potential  
customers and making it accessible to employees who need it".  Information about 
a customer's past, present and likely future business must be available in a 
user-friendly customer information file.  Everyone from customer service  
representatives to account managers must be able to get at this information 
quickly and easily and use it to offer customers choices that fit their  
individual needs. 
 
We haven't reached this ideal yet, but we are working to provide customized  
information to help employees better understand and meet customers' needs. 
The second step is "involving customers in product and service design".  Apart 
from doing surveys, we will be asking customers in different market segments  
what they need.  
Third, we want to have "customers experience CIBC in ways through which they  
perceive that we know them and understand their needs".   
 
This is what we mean by a genuine relationship.  The interaction between staff  
and customer is a well-informed, ongoing business relationship. 
 
The fourth point about customer satisfaction is the need to "engage all  
employees in customer focused continuous improvement".  Our "We Value Your 
Opinion" surveys and focus groups are two methods we use to find out what  
services, processes and products we need to satisfy customer expectations. 
 
Solving customer problems quickly and with the least inconvenience to customers 
represents a tremendous opportunity to gain their loyalty.  Things do go wrong, 
and if we see these situations as opportunities rather than problems, we may 
very well end up with a customer feeling more positive about CIBC and closer 
to us than before.  Fast effective service delivered with empathy and  
understanding can do wonders to increase customer business. 
 
Finally, there's a need to include customer satisfaction ratings in the  



determination of every employee's performance.  If we're using the key  
performance drivers to win our customers' loyalty and business, we have to  
measure our effectiveness.  This measurement will give us feedback on how we  
can improve our effectiveness.  It will also provide important input into our  
performance assessments. 
 
Everything we do to increase customer satisfaction is aimed at one thing: to  
become "the Pre-eminent Financial Services Company".  We do not expect to attain  
our goal immediately.  What we have today, however, is a winning attitude that  
says "We will work with the tools and information we have right now to get the  
job done".  That's the key to Customer Satisfaction and the first step toward  
realizing CIBC's vision. 
 
SALES EFFECTIVENESS 
 
GOAL:  To attract, build and maintain profitable customer relationships. 
 
The landscape of financial services has changed over the years and the role of 
front-line employees throughout CIBC has also changed.  Traditional line bankers- 
whether in branches or regional head offices-have become, or are becoming, 
relationship managers.  They identify, understand and meet customer needs for  
banking products and services. 
 
Anyone who works in front-line customer service in CIBC is in sales.  They are  
the force behind the Sales Effectiveness Key Performance Driver. 
 
At CIBC we believe that strong customer relationships drive our ability to sell 
products and services.  Whether customers are companies or individuals, we will 
be able to give them a high level of service if we take time to understand  
their needs. 
 
That is why our sales effectiveness goal is to attract, build and maintain  
profitable customer relationships. 
 
It can be called relationship management, relationship banking or relationship 
selling.  Whatever the name, it means identifying and understanding our  
customers' needs and dreams.  And it means providing them with the financial  
products and services to help them realize their goals. 



 
Of course not all of our customers want or need a personal relationship with us. 
The challenge is to identify those who need more specialized or personalized 
service and then organize ourselves to deliver it. 
 
The next step is to identify and meet as many of our customers's financial  
service needs as possible. 
 
One way we are doing this is by ensuring that sales people are trained in the 
sales approach best suited to their customer segment.  
For the average CIBC customer - about 75% of our retail client base -  
responsive selling is the main service approach.  Customer Service  
Representatives (CSR's) are also trained to identify business referral  
opportunities to account managers and Personal Banking Representatives (PBR's).   
In this way, they deliver quality service to most retail customers and are a  
vital link to our Sales Effectiveness approach.  The more complex needs of  
customers cannot effectively be met over the counter by a busy CSR. 
 
Customers in our high potential segments have sophisticated needs and tend to 
deal with several institutions.  Our aim is to meet their financial needs by  
providing unsurpassed levels of service.  To do this we are training our sales  
people in proactive and relationship selling methods and hiring salespeople 
with these skills. 
 
Teamwork and the ability to deliver unified, seamless customer service will 
set us apart from our competitors.  We will reach our Sales Effectiveness goal 
on the strength of our ability to bring the full range of financial services 
to our customers.  This kind of sales support, market segmentation and a focus  
on customer relationship building all point to an important cultural change at  
CIBC.  Not only are we bankers, we are sales people.  We generate sales by  
understanding and responding to our customers' financial needs. 
 
Through this focus on customer service, we will grow our business, win our  
customers' loyalty and move toward our goal of becoming the regions' preeminent  
financial services company. 
 
RISK MANAGEMENT 
 



GOAL:  To have the ability to understand, measure and monitor risk; and the  
discipline to adhere to CIBC's quality, concentration and pricing policies, 
avoiding risks that are not consistent with a prudently run  
financial institution. 
 
CIBC's ability to handle financial risk will determine our financial strength, 
stability and ultimately our ability to serve our customers. In this way, good 
risk management also increases shareholder value which we have defined as our 
overall measure of success. 
 
But being successful risk managers require more than good intentions. It  
requires good policies and most important, the discipline to follow the blue-  
print we create - in good times and in bad. 
 
Maintaining the balance between revenue generation and effective risk management 
is central to CIBC'S success.  As such, it involves not just risk management  
experts but front-line people throughout the organization. 
 
We have developed a three-part plan to ensure CIBC's risk management approach  
that supports the day-to-day efforts to make CIBC the pre-eminent financial  
institution.  This plan includes three main types of risk to which CIBC is  
exposed: credit, market and operational risk. 
 
The first part of the plan deals with credit risk.  We  are reviewing CIBC's 
policies to ensure that they are consistent with both overall risk management 
goal and with the specific targets we must meet to reach our goal. 
 
Market risk is another key element of our risk management approach.  We are  
exposed to market risk when we hold and trade various products such as  
foreign exchange.  Some degree of market risk is required to produce profit - 
making opportunities.  The challenge is to properly measure, manage and control 
these risks. 
 
Finally our policies on operational risk, which is the risk of any breakdown or 
failure in our delivery  channels or support systems, are another important  
element in our ability to understand, measure and monitor total risk exposure. 
 
Operational risk could, for example, include a breakdown in our settlement or 



accounting systems. 
 
This brings us to the second element of our approach to the risk management  
capability of our employees. 
 
Our goal here is to create a culture in which all decision makers - loan 
officers, account managers and senior executives- instinctively: 
- seek to understand the risks in every decision, 
  whether it involves a corporate loan or setting a VISA limit for a new card 
  customer; 
- assess (and quantify, if possible) the degree of risk, including consistency  
  with policies, guidelines, procedures and delegated authority; and 
- decide if the benefits are adequate in relation to the risk, if the degree of  
  risk is acceptable. 
 
Increasing risk knowledge and awareness in the field, in turn, feeds into the  
third element of our risk management strategy: developing a consistently  
disciplined management of risk which incorporates the unique and shared  
accountabilities of lenders, other front-line risk takers and the risk  
management function. 
 
In short, we want to achieve that delicate balance between risk management and 
revenue generation that allows us to transact good quality business. Achieving  
this balance requires risk experts who understand the importance of sales and service  
to this organization and business managers who consider the risk implications in  
all their business decisions. 
 
Through this, we ensure that revenue generated in sales and service areas is not 
lost to poor credit decisions. We ensure that we make decisions that are  
understandable to our customers because they are consistent and based on the  
soundness of the business proposal rather than unduly influenced by current  
economic trends. 
 
BARBADOS' FIRST DUAL-CURRENCY CREDIT CARD  
 
 
CIBC Caribbean Limited created history in December 1994 when it became the first bank 
in Barbados to issue a dual currency credit card with both the Visa International 



Classic and Gold cards. 
 
The decision to create a dual currency card was made primarily as an attempt to  
meet the convenience needs of our customers while enhancing our product line to  
be more competitive.  This decision was further supported when investigations  
revealed other distinct advantages over the separate local and international  
cards then being issued by our competitors. 
 
The marketing objective for CIBC Caribbean was initially directed at our  
existing customer base of more than 30,000 accounts spread across Barbados and  
the EC islands.  The first approach in marketing to this segment was the  
identification of names who had excellent potential for a credit card.  Using  
this strategy which is designed to address the varying needs of our client base, 
we were able to identify a significant number of customers for a pre-approved  
mailing. 
 
As customer demand increases for convenience banking, there is an urgency for  
financial institutions to fill this need.  With the introduction of our credit 
card, we offer our cardholders a safe and reliable method of payment for goods 
and services. Our dual currency credit card delivers a high quality, easy to 
use, convenient product.  Our initial research had shown a need for this type 
of product, and customer enthusiasm has been overwhelming. 
 
In keeping with our strategy to offer our service to all our customers  
throughout the region, the VISA card has also been launched in the OECS. The 
response has been very positive as both staff and customers greeted the launch 
with enthusiasm. 
 
Having been a pioneer in Barbados and the OECS of dual currency credit cards, we are 
committed to offering our clients innovative products which utilize state-of- 
the-art technology. The addition of the VISA card to our product line takes us 
one step closer toward our vision of "Winning Customer Loyalty through Service 
Excellence". 
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