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COVER STORY

Growing business
sustainably

Willie Smith’s Organic Apples and
Cider is a family-run business in
Huonville, Tasmania. The family
started apple farming in 1888 and
the business has since evolved into a
premium supplier of organic apples,
cider and spirits.

Over the years they have faced many challenges, including
bushfires and the collapse of Tasmania’s apple export industry in

1973 (the result of Britain joining the European Common Market). In
response, lan Smith, a third-generation orchardist, built controlled-

atmosphere cool stores and began exporting to Asia in the 1980s.

More recently his son Andrew has converted the orchard into an
organic farm, in the belief that growing food without the need
for chemical fertilisers and pesticides is better for their land, their
customers and the Tasmanian environment.

Willie Smith's has had a banking relationship with ANZ for more
than 100 years. In June this year members of our Board and
Executive visited the cider production facilities and packing shed,

meeting with the workers and learning about what matters to
them and their local community.

‘I have worked hard to evolve Willie Smith's into a vertically
integrated agribusiness in the last 20 years. The key ingredients
have been innovation, hard work and good relationships. | feel
confident and comfortable in our working relationship with ANZ/
said Andrew.

Supporting the agricultural sector is an important part of ANZ's
history, and banking customers like Willie Smith’s aligns with our
focus on helping our customers grow their business sustainably.

Image: Andrew Smith
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Our 2019
reporting suite

2019 Annual Report
anz.com/annualreport

2019 ESG Supplement
anz.com/cs

About this Environment, Social and
Governance (ESG) Supplement

This provides stakeholders with more detailed information on
the Australia and New Zealand Banking Group Limited's' ESG
performance and challenges.

[tis structured in three sections. The first outlines our purpose and
values; our approach to ESG governance and risk management;
our approach to the identification and prioritisation of material
issues; our stakeholder engagement and our 2020 ESG targets.

The second section our management of materially significant issues
aligning with our priority areas of fair and responsible banking,
environmental sustainability, housing and financial wellbeing.

The third section contains our comparative performance data.

This report has been prepared in accordance with the
GRI Standards: Comprehensive option. A complete GRI Index is
available on anz.com/cs.

KPMG has provided limited assurance in respect of this ESG
Supplement, including considering whether the appropriate
indicators have been reported in accordance with GRI
Sustainability Reporting Standards Comprehensive level of
disclosure. KPMG has also provided limited assurance over ESG
content? within our Annual Report, Annual Review and our 2019
Climate-related Financial Disclosures report. A copy of KPMG's
independent limited assurance report is on pages 83-84.

This report covers all ANZ operations worldwide over which,
unless otherwise stated, we have control for the financial year
commencing on 1 October 2018 and ending 30 September 2019.
Monetary amounts in this document are reported in Australian
dollars, unless otherwise stated.

2019 Climate-related Financial Disclosures

2019 Corporate Governance Statement

anz.com/annualreport anz.com/corporategovernance

Reporting suite

We produce a suite of reports to meet the needs and requirements of a
wide range of stakeholders, including investors, customers, employees,
regulators, non-government organisations and the community.

This ESG Supplement complements our 2019 Annual Report
available on anz.com/annualreport. In preparing pages 1 to 65 of
the Annual Report we applied aspects of the International Integrated
Reporting Framewaork to describe how our business model, strategy,
governance and risk management processes are addressing risks and
opportunities in our operating environment and delivering value for
our stakeholders.

Our 2019 Corporate Governance Statement discloses how we have
complied with the ASX Corporate Governance Council’s‘Corporate
Governance Principles and Recommendations - 3rd edition’available
on anz.com/corporategovernance.

Our 2019 Climate-related Financial Disclosures are contained in a
separate document available on anz.com/annualreport.

Additional disclosures are available on anz.com/shareholder/centre.

We are continually seeking to improve our reporting suite and
welcome feedback on this report. Please address any questions,
comments or suggestions to corporate.sustainability@anz.com.

Political donations

ANZ policy is that we will make an annual donation to each of
the major parties. On 6 October 2017, ANZ made donations of
$150,000 to the Federal Liberal and Labor parties. The payments
were incorrectly treated as having been reported for the
2016-17 financial year and were not reported in 2017-18.

ANZ filed an amended Australian Electoral Commission return
for the 2017-18 year in February 2019 on discovery of the error.

- Group: Australia and New Zealand Banking Group Limited (the Company) and the entities it controlled at the year end and from time to time during the financial year (together, the Group).

2 ESG content includes the following sections of the 2019 Annual Report and 2019 Annual Review: 2019 Performance Snapshot, What Matters Most, Working with our stakeholders, Becoming a
fairer and more responsible bank, Our Customers, Our People, Our Community, Risk Management: Our approach to climate change and ESG metrics on page 65.

3 The 2019 Annual Review is comprised of pages 1 to 65 and 229 to 230 of the 2019 Annual Report and a Remuneration Overview.
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2019 ESG
performance
snapshot
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representation of women
in leadership roles?

42.4%

of employees
volunteered

Sao i\

reduction in scope 1 and 2
greenhouse gas emissions
against a 2015 baseline

- Figure includes forgone revenue of $109 million, being the cost of providing low or fee
free accounts to a range of customers such as government benefit recipients, not-for-
profit organisations and students.

Measures representation at the Senior Manager, Executive and Senior Executive levels.
Includes all employees regardless of leave status but not contractors (who are included

in FTE).

MoneyMinded, MoneyBusiness and Saver Plus since 2002, employment and community
programs and targeted banking products and services for small business and retail customers.
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employee engagement

Almost

1 million

people reached
through our financial
wellbeing programs?
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people recruited from
under-represented
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$142.2m

in community investment!’
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$191b

funded and facilitated in
environmentally sustainable
solutions since 2015
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Ranked

ATH

Australia® and
New Zealand® retail
Net Promoter Score

groups*

4 Including Aboriginal and Torres Strait Islander peoples, people with disability and
refugees since 2016.

> Roy Morgan Research Single Source, Australian population aged 14+, Main Financial
Institution, six-month rolling average to Sep'19. Ranking based on the four major
Australian banks.

6 Retail Market Monitor, Camorra Research, six-month rolling average to Sep'19. Ranking
based on the five major New Zealand banks.



COMMUNITY STORY

Reshma and her daughter Asmaa completed MoneyMinded through the
Brotherhood of St Laurence’s ‘Stepping Stones’ program.

Reshma arrived in Australia from Dubai seven years ago with her
husband and three children. Reshma and her husband were born
and grew up in the southern region of India however moved to
Dubai when her husband found work. In Dubai, life was a financial
struggle. The family were planning to move back to India, but an
opportunity arose to move to Australia.

Prior to MoneyMinded, the family manually recorded all their
expenses but it did not change their behaviour or attitude towards
money. MoneyMinded impressed upon Reshma the importance of
having savings goals and differentiating between needs and wants. It
gave purpose to the practice of tracking their spending.

Reshma’s daughter Asmaa had always been a good saver, she had
a casual job and always made sure she had money for a rainy day.
Asmaa focused so much on saving that she felt guilty spending
money or using money to enjoy life.

‘| learned from MoneyMinded, that it's not about completely not
spending it or completely spending it. It's about having a goal to

work towards and having a budget for each thing. It doesn‘t mean
that if you want to save, that you cut out on your fun time or any of
your entertainment expenses,’ she said.

The rest of the family have also been influenced by MoneyMinded.
Reshma and Asmaa encourage them to distinguish between their
needs and wants, to search for better prices, and save towards
their goals.

The family are delighted about how much fun it is at home
discussing money, doing the research and saving up for their goals.
They are currently saving for a holiday to Dubai; this was not the
case before MoneyMinded.

“We have confidence now that we will save, so we made a decision
that we'll go,” said Reshma.

As a family they have joined together to improve their financial
wellbeing, using the tools they learned in MoneyMinded.

Image: MoneyMinded participant Reshma and her daughers, Asmaa (also a
participant) and Faridah.



About our business

We provide banking and financial products and services to around eight million
individual and business customers, and operate in and across 33 markets.

Our culture and values

Our values are the foundation of how we work and are supported by our Code of Conduct. All employees and contractors must comply
with the Code, which contains guiding principles and sets the standards for the way we do business at ANZ.

We care about:

Integrity Collaboration

Our purpose

Our purpose is to help shape a world in
which people and communities thrive.
That means striving to create a balanced,
sustainable society in which everyone can
take part and build a better life.

One of the ways we are bringing our purpose to life is through
helping to act on complex issues that matter to society and are core
to our business strategy. We are focusing our efforts on:

- financial wellbeing — improving the financial wellbeing of our
customers, employees and the community by helping them
make the most of their money throughout their lives;

= environmental sustainability — supporting household,
business and financial practices that improve environmental
sustainability; and

« housing — improving the availability of suitable and affordable
housing options for all Australians and New Zealanders.

We are contributing to these challenges by: developing innovative
and responsible financial products and services; participating

in relevant policy development and research; strengthening
stakeholder partnerships; and harnessing the skills of our people.
Fundamental to our approach is a commitment to fair and
responsible banking — keeping pace with the expectations of

our customers, employees and the community, behaving fairly
and responsibly and maintaining high standards of conduct.

Throughout this report we illustrate how we are embedding
purpose into our business strategy, including through our ESG
targets and performance objectives.
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Accountability
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Respect Excellence

The United Nations Sustainable Development Goals (SDGs)
seek to respond to the world’s most pressing challenges.
Business has an important role to play in helping achieve

the SDGs. Recognising this, we have continued to map our
material issues and ESG targets to relevant SDGs. In addition,
throughout this report we have sought to identify the relevant
SDG targets to which we are making a contribution.

Across our 2020 target suite we
are supporting 11 of the 17 SDGs.
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This year we became a founding signatory to the UN Principles
for Responsible Banking. Under the Principles we are required
to set at least two targets that address our most significant
(potential) positive and negative impacts, aligned with the
SDGs and the Paris Climate Agreement. From 2020, we will
report on our progress with respect to the Principles in our
annual reporting suite.



ESG governance and
risk management

Our governance framework provides the structure for
effective and responsible decision-making within the organisation.

The Board is responsible for the oversight of the bank and its sound
and prudent management, with specific duties as set out in its
charter available on anz.com/corporategovernance.

There are six principal Board Committees — the Audit Committee,
the Ethics, Environment, Social and Governance (EESG) Committee,
the Risk Committee, the Human Resources Committee, the Digital
Business and Technology Committee and the Nomination and Board
Operations Committee. Each Committee has its own charter setting
out its roles and responsibilities.

At management level, the Group Executive Committee comprises
ANZ's most senior executives. There is a delegations of authority
framework that clearly outlines those matters delegated to the CEO
and other members of senior management. In addition, there are a
number of formally established management committees that deal
with particular sets of ongoing issues.

Our ESG governance processes have been strengthened over the
past two years by increased Board and management oversight
through our Board EESG Committee and management Ethics and
Responsible Business Committee. This was communicated at our
annual ESG market briefing and is set out in detail at
anz.com/shareholder/centre/reporting/sustainability.

These bodies focus is also supported by a Royal Commission

and APRA Self-Assessment Oversight Group (refer to page 11 for
further detail), our Customer Fairness Officer, Colin Neave, who
reports directly to the CEO and our Customer Advocate in Australia,
who reports directly to the Group Executive, Australia Retail and
Commercial Banking (refer to page 25 for further detail).

Our most material ESG issues (refer to pages 6-8) are captured
and managed within the Group's Key Material Risks (for further
information on risk management refer to pages 44-47 of our 2019
Annual Report available on anz.com/annualreport).

For further detail on our governance framework see
our 2019 Corporate Governance Statement available on
anz.com/corporategovernance.

Ethics, Environment, Social and
Governance (EESG) committee

The EESG Board Committee, led by ANZ's Chairman, is
responsible for oversight, review and/or approval of matters
relating to our ESG priorities, including performance against
targets. The Committee also oversees the ethical and ESG
risks and opportunities relevant to the bank'’s ability to
advance our purpose and operate as a fair, responsible and
sustainable business.

The EESG committee meets quarterly and each meeting
opens with an overview of the ESG operating environment,
covering current and emerging issues, including regulatory
and parliamentary inquiries, community sentiment,
competitor activity, relevant international developments and
our stakeholder engagement activities.

Further information on oversight activities and issues
discussed by the Committee during this year are outlined
in our 2019 Annual Report on pages 36-37 available on
anz.com/annualreport.

Ethics and Responsible Business
Committee (ERBC)

The ERBC, chaired by the CEQ, is comprised of senior
executives from business divisions and Group functions.
Independent ethics adviser, Dr Simon Longstaff, also
participates as an observer.

The Committee is a leadership and decision-making body
that exists to advance ANZ's purpose. It oversees ‘who

we bank’and ‘how we bank; seeking to align our lending
decisions and products, services and processes with our
purpose. It considers and decides on current and emerging
ethical and ESG risks and opportunities, particularly those that
have the potential to impact the bank’s reputation. It also sets
the bank’s ESG targets and monitors performance against
them quarterly.

Issues discussed during 2019 included: external perspectives
on community standards and expectations; product
suitability; customer due diligence in emerging economies;
supporting our customers in the transition to a low carbon
economy; ‘lessons learnt’from the Royal Commission;
implementation of the 2019 Banking Code of Conduct
requirements; and our approach to live animal exports.
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What
matters
most

A focus on fair and responsible banking

Through our annual materiality assessment we engage with
internal and external stakeholders to inform our identification
of ESG risks and opportunities. We seek to identify those issues
that have the most potential to impact our ability to operate
successfully and create value for our stakeholders.

These issues may change over time, reflecting changes

in our business and external operating environment and

the expectations of stakeholders. We use the results of the
assessment to inform our strategy and our priority areas of
financial wellbeing, environmental sustainability, housing and
fair and responsible banking; reporting and targets; and to guide
the content of this report and the applicable GRI Standards.

A complete GRI content index is available on anz.com/cs.

This year, we focused our assessment solely on fairness and
ethical conduct, which has been ranked as our most material
issue for the last three years. Specifically, we sought external
stakeholder views on the actions we are taking following

the Royal Commission into Misconduct in the Banking,
Superannuation and Financial Services Industry (the Royal
Commission). Views were sought from institutional investors,
retail shareholders, consumer advocates, financial counsellors
and analysts. One-on-one interviews were conducted with
the stakeholders by an external consultant who specialises in
stakeholder engagement and governance, particularly in the
financial services sector.

Stakeholders provided us with
three key observations:

1 There was surprise at the extent of the sector’s failings,
with many expressing the belief that unethical (not
just illegal) behaviour will erode shareholder value.
They expect us to focus on long-term value creation,
not short-term profit maximisation;

2 While the actions we have taken to date in response
to the Royal Commission are considered good and
necessary, they want us to do more. In particular,
they expect Board and management to demonstrate
customer-centric actions in line with the letter and the
‘spirit’ of the Royal Commission’s findings; and

3 They see a broader role for the Board in overseeing
conduct and culture and an expectation that real
and lasting change happens as a result of the
Royal Commission. They also expect transparent
disclosure on progress against our Royal Commission
commitments to improve customer outcomes (refer to
pages 11 and 18-25).
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These observations were presented to the Board Ethics,
Environment, Social and Governance Committee, the management
Ethics and Responsible Business Committee and the management
Royal Commission and Self-Assessment Oversight Group, and are
informing our continuing work on improving customer outcomes.

Our most material issues

While we focused on fairness and ethical conduct this year, we also
undertook some additional steps to identify any changes in risks
and opportunities that should be reflected in our full list of material
issues (as published in our 2018 Sustainability Review on page 11
available on anz.com/cs). We considered the following:

» our key material risks (refer to pages 46-47 of our
2019 Annual Report available on anz.com/annualreport);

« our strategy (refer to page 9 of our 2019 Annual Report available
on anz.com/annualreport);

» amedia scan;
« annual employee engagement survey results ;
* peerreview;

« industry trends, including the United States Sustainability
Accounting Standards Board Materiality Map and the 2019 Global
Risks Report by the World Economic Forum; and

« the United Nations Sustainable Development Goals (SDGs).

We concluded that the only change required to our list of material
issues was the addition of housing as an issue. We added housing
because it is a key priority within our strategy and a focus area within
the SDGs.

This year, we focused our
materiality assessment solely

on fairness and ethical conduct,
ranked as our most material issue
for the last three years.
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Our material issues
(stakeholder ranking)

Our material
issues and
ranking

Description of issue

Relevant United
Nations Sustainable
Development Goals

Location of
disclosures

Fairness and
ethical conduct

A strong corporate culture, known for ethics, values,
fairness and transparency. Simple and understandable
products and communications (ie. product disclosure,
including bank fees and charges) and appropriate
hardship/collections policies.

2019 Annual Report,
page 16, available on
anz.com/annualreport

2019 ESG Supplement,
pages 11, 14-15 and 18-25

Fraud and
data security

Policies and processes in place to prevent fraud and
protect customer data and privacy. Includes customer
access to personal data.

2019 Annual Report,
page 20, available on
anz.com/annualreport

2019 ESG Supplement,

pages 28-31
Customer Delivering value and improved customer experience 2019 Annual Report,
EXPDELICTICE through appropriate financial products and services for pages 17-20, available on
all customers, small business and personal. anz.com/annualreport
2019 ESG Supplement,
pages 18-27
Corporate Appropriate governance frameworks in place (ie. 2019 Annual Report,
governance processes and policies, including those relating pages 32-47, available on
to risk management, executive remuneration and anz.com/annualreport
accountability) to ensure ANZ is managed in the long-
. y) 9 9 2019 Corporate Governance
term interests of stakeholders. )
Statement available on
anz.com/corporategovernance
2019 ESG Supplement, page 5
Digital _ Keeping pace with digital innovation to ensure we are 2019 Annual Report, g -
innovation offering our customers competitive and convenient page 20, available on &

products and services in a rapidly changing market.

anz.com/annualreport

2019 ESG Supplement,
pages 26-27
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Our material Description of issue Location of Relevant United

issues and disclosures Nations Sustainable
ranking Development Goals
Responsible Social and environmental impacts that may result from our 2019 ESG Supplement,

business lending business lending, particularly our lending to large business  pages 32-33 and 35-36
customers (eg. lending to sensitive sectors such as mining,
military etc.). Includes our due diligence processes in
relation to our customers’human rights obligations.

Financial Promoting and enabling access to safe and affordable 2019 Annual Report,

wellbeing products and services, particularly for lower-income and ~ pages 28-31, available on
vulnerable consumers. Work with cross-sector partnersto  anz.com/annualreport
help customers, employees and the broader community

; ) 2019 ESG S lement,
meet current financial commitments and needs, and uep

improve their financial resilience. pages 47-63
Financial system Financial system stability and regulation of the banking 2019 Annual Report, pages 4-5,
stability and sector, including government policy relating to accessto 16 and 21-23, available on
regulation markets and bank licences. anz.com/annualreport
2019 ESG Supplement,
page 11
Anti-money Compliance with international sanctions, anti-money 2019 ESG Supplement,
laundering laundering and terrorism financing requirements. pages 30-31
and terrorism
financing
Diverse and Attracting and retaining an engaged, diverse and 2019 Annual Report,
inclusive inclusive workforce to help us serve our customers page 26, available on
workforce better and drive strong business performance across the ~ anz.com/annualreport
markets in which we operate. 2019 ESG Supplement,

pages 16-17 and 53-59

Climate change = Managing the business risks and opportunities associated 2019 Climate-related Financial ~ [oFe

with climate change. Includes the role we play in Disclosures available on L
supporting our customers to transition to a low anz.com/annualreport
carbon economy. 2019 Annual Report,

pages 48-49, available on
anz.com/annualreport

2019 ESG Supplement,

pages 37-43

Labour rights Fair and equitable wages, freedom of association, safe 2019 ESG Supplement,
and en:nployee working conditions (including effective policies to maintain pages 14-17 and 53-59
wellbeing physical and mental health and wellbeing), fair hours, no

discrimination, regular work and whistleblower policies.
Investing in Supporting the communities in which we operate 2019 Annual Report,
the community  through workplace giving and volunteering; and page 28-31, available on

recovery from natural disasters. anz.com/annualreport

2019 ESG Supplement,
pages 43, 46, 52 and 60-63

Sustainable Social and environmental impacts of our procurement 2019 ESG Supplement e
supply chain practices (ie. identifying and managing the risks and pages 32-34 G-.-?
opportunities associated with our supply chain).
Housing' Improving the availability of suitable and affordable 2019 Annual Report, ] - 1 e
housing options for all Australians and New Zealanders. pages 18 and 28-31, available & E r B
on anz.com/annualreport Ao

2019 ESG Supplement,
pages 44-46

- Position in list not reflective of ranking. This issue was not ranked by stakeholders in 2018 as we only added it in this year. Stakeholders will be asked to rank this issue in our
2020 materiality assessment.

ANZ 2019 ESG SUPPLEMENT
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Stakeholder engagement

Stakeholder relationships are essential to our success and our ability to

create long term value.

Transparent and responsive stakeholder engagement is one of the most important ways we can demonstrate trustworthiness and
rebuild community confidence. Stakeholder engagement is embedded in our policies, processes and operations. Outlined below are
the key issues raised by our stakeholders throughout the year and how we responded.

CUSTOMERS

SHAREHOLDERS

EMPLOYEES

ANZ's online customer research
community

Online and face to face, forums,
surveys, focus groups,

co-creation sessions and individual
in-depth interviews

‘Voice of Customer’ platform
capturing feedback on customers’
experience with ANZ

Conversations with our Customer
Advocate and Customer Fairness
Adviser

Complaints Resolution Centre
Social media

Conduct and culture, financial advice
and treatment of customers in
financial difficulty

Product suitability
Customer service
Fees and charges

Dissatisfaction relating to
digital products

Our response to the issues raised
by customers can be found on
pages 11, 14-15 and 18-27.

Results briefings

Strategy briefings, Environment,
Social and Governance (ESG)
briefings and other market updates
Annual General Meeting

Disclosure documents, including
results announcements, investor
presentations, external reporting
suite and other ASX lodgements

Dedicated ANZ shareholder website

Opportunities and challenges
associated with the current
operating environment

ANZ's strategic focus and business
priorities, including the execution
of our strategy

Financial performance, composition
and sustainability of earnings

Capital and balance sheet
management, including quantum
of capital held, impact of current
regulatory proposals and efficient
use of capital

Balance sheet quality and liquidity
and funding positions

Dividend, franking and dividend policy

ESG approach, commitment
and progress

‘My Voice' survey of employee
engagement

Regular interactive webcasts with
CEO and Executive Committee
members

Direct communication and formal
twice-yearly performance appraisals
with line managers

Internal communications channels,
including intranet and Yammer
Meetings with unions representing
ANZ employees

We seek to provide shareholders

with quality information in a timely
fashion through ANZ's reporting suite,
announcements and briefings to the
market, half-yearly shareholder letters
and our dedicated shareholder site at

Royal Commission — hearings,
impacts and implications

Strategic focus and business
priorities, including purpose
and values

Growth and development, including
‘New Ways of Leading’

‘Speak up’including raising ideas,
issues and concerns without fear of
negative consequences

Employee health, safety and
wellbeing

Engaging on key priority areas
under ANZ's purpose (eg. financial
wellbeing)

Diversity and inclusion

Flexible working arrangements
Organisational restructuring
Performance management

Remuneration and reward

Our response to the issues raised
by employees can be found on
pages 14-17 and 53-59.

anz.com/shareholder.

In 2019, in addition to interim and
full-year results briefings, we held
our second ESG briefing providing
an update on our approach to ESG,
including our purpose and priorities
and our governance structure.
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Stakeholder engagement continued

GOVERNMENT AND
REGULATORS

NON-GOVERNMENT
ORGANISATIONS (NGOs)

INDUSTRY
ASSOCIATIONS

Appearance before, and written
submissions to, the Royal
Commission into Misconduct in
the Banking, Superannuation and
Financial Services Industry

Regular meetings with political
stakeholders, officials and regulators

Submissions to parliamentary
committee inquiries and other
government and regulatory
consultations

Customer detriment caused by
poor conduct and governance
failures in the banking industry

Implementation of Royal Commission
recommendations, related
government and industry reforms

Consultations on remuneration,
responsible lending, consumer
data right, auditing, and trade and
the economy

Public policy development on issues,
research and programs related to our
mutual interest in financial wellbeing
and capability

Co-investment in financial capability
program Saver Plus

Conduct and culture

Regulatory issues including bank
capital, retirement savings, financial
advice, responsible consumer
lending and farm debt mediation

Public policy development on

issues including financial inclusion,
housing, open banking, the future of
cash and freshwater management

ANZ seeks to listen and engage
constructively with the Royal
Commission, regulators, government
and policy makers. In addition to
participating in the Royal Commission,
we have participated in a wide range
of government consultations and
parliamentary inquiries. An overview
of the work underway in response to
issues raised is outlined on pages

11, 14-15 and 18-27.
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A regular program of CEO and senior
executive meetings with civil society
leaders to exchange ideas and
discuss material social, economic
and environmental issues of mutual
interest

Direct engagement with NGOs
and academics

Regular engagement with peak
bodies for professional community
services, such as financial
counselling

Regular meetings with our
community partners

Conduct and culture

Remediation and compensation
schemes

Responsible gambling initiatives
and policies

Vulnerable customers, hardship
programs and consumer protection

Support for customers and
communities impacted by

drought and other natural disasters
in Australia

Climate change, carbon risk
management and the role of banks
in supporting an orderly and just
transition to a low carbon economy

Strategies to tackle unemployment
and build social and economic
participation

Building financial wellbeing in the
community across ANZ’s operations
in Australia, New Zealand, Asia and
the Pacific in partnership with the
community sector

Opportunities and challenges

associated with homelessness
in Australia

Our response to the issues raised by
NGOs can be found on pages 11,
14-15, 22-23, 32-39 and 44-63.
Our 2019 Climate-related Financial
Disclosures are contained in a
separate document available at
anz.com/annualreport.

ANZ is a member of a number of
industry associations. The most
significant of these memberships
are the Australian Banking
Association (ABA), the Business
Council of Australia, the Financial
Services Council, the Association of
Superannuation Funds of Australia,
Insurance Council of Australia, the
New Zealand Bankers’ Association, and
Business New Zealand.

Via these memberships we

participated in:

« the development and
implementation of the industry
consumer protection reform
program in Australia

discussions about industry-wide
issues and strategy

providing input into industry
association responses to
parliamentary inquiries and
government consultations

Conduct and culture

Remuneration, particularly retail
sales commissions and product-
based payments and commissions

Comprehensive credit reporting
and open banking

Climate change policies and
alignment, including advocacy

We engaged with key industry
associations, including the ABA,

(we assumed the role of Chair Bank),
and the Financial Services Council
to develop strategic responses to
reputational issues.

Together with other Australian banks
we continued to implement the
industry reform program. As part of
this work, the Australian Securities
and Investments Commission (ASIC)
approved a new Banking Code of
Practice that came into effect in

July 2019. Refer to the Improving
Customer Outcomes section on
pages 18-19 for more detail.
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Becoming a fairer and

more responsible bank

During this year we have continued to make changes to our culture,
governance and accountability mechanisms to help improve customer

outcomes and restore community trust.

Our response to the Royal Commission

The Royal Commission into Misconduct in the Banking,
Superannuation and Financial Services Industry (the Royal
Commission) has had a profound impact on our organisation.

The Commission’s report led us to further examine how we serve
our customers. We identified eight lessons from our misconduct
and failures to meet community standards and expectations. These
lessons have informed our response to the ‘spirit and letter’ of the
Royal Commission. We are now identifying measures that will allow
us to be confident that these lessons have been acted on.

Our first step was to identify which Commission recommendations
we could quickly act on. This led to 16 initiatives to improve the
treatment of our retail customers, small businesses and farmers in
Australia. Some of the key commitments we have delivered on are:

« removing overdrawn and dishonour fees on our Pensioner
Advantage account (available to eligible recipients of Centrelink
or Veterans' Affairs pensions);

» improving our service to Indigenous customers in remote
communities by setting up a dedicated phone service and
giving them easier options to prove their identity;

» publishing principles to help family farming customers in
financial distress;

= publishing principles on acting as a model litigant in disputes
with our customers; and

« implementing pay reforms that replace individual-based bonuses
for most of our employees with an incentive based on the overall
performance of the Group.

In addition to progressing these 16 initiatives, Colin Neave,
former Commonwealth Ombudsman and our first Customer
Fairness Adviser (appointed in 2016), reviewed individual ANZ
cases highlighted at the Royal Commission, taking action where
appropriate to resolve matters.

The Royal Commission represented a critical moment for our
industry. As an organisation we are committed to doing the right
thing by our customers, and making the necessary changes to
improve our governance, accountability, culture, products and
practices. We are determined to learn from our failures and build a
bank that is worthy of the trust and respect of our customers and
the community.

APRA Self-Assessment

In late 2018, the Australian Prudential Regulation Authority (APRA)
asked a range of financial services companies, including ANZ, to
examine through a Self-Assessment Report their behaviours and
operations in the wake of highly publicised misconduct in the sector.

We submitted our Self-Assessment Report to APRA in November
2018, and have since developed a‘roadmap’to act on the themes
raised in that report.

We identified five focus areas in which to concentrate our efforts to
deliver better outcomes. These areas were identified both through
the self-assessment as well as issues that were examined by the
Royal Commission.

 Focus areas

Simplification of our business, products

and processes

Culture including the way we reward

and recognise our people

Governance including how we are held to

and account, and how we manage

accountability and execute change

Remediation including expansion of
our specialist customer
remediation team

Management of
operational risk

review and improvement of
our operational risk framework

Executive Committee members have been assigned ‘ownership’
of each focus area and they are responsible for monitoring
performance.

We have established a Royal Commission and Self-Assessment
Oversight Group to oversee an integrated response to the Royal
Commission and Self-Assessment.

Further detail of our self-assessment can be found on
bluenotes.anz.com.

n
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ESG targets

Each year we set public ESG targets, many of which are aligned with

the United Nations Sustainable Development Goals, that reflect our

ESG priorities, support the delivery of our business strategy and respond
to our most material issues.

Progress against our targets is reviewed by the Ethics and
Responsible Business Committee quarterly and twice a year by the
Board Ethics, Environment, Social and Governance Committee.

2019 ESG targets performance

This year we have achieved or made good progress against the
majority of our targets. Detailed performance information is
available throughout this supplement.

@ 21% Achieved

@ 74% Partially achieved or in progress

@ 5% Not achieved

2020 ESG targets

Fair and responsible banking

Keeping pace with the expectations of our customers, employees and the community,
behaving fairly and responsibly, and maintaining high standards of conduct

RepTrak® community sentiment indicator — lead and improve relative to peers.

Complete a review of ANZ's customer complaints policies and standards by end 2020 to validate the improvement in our internal
dispute resolution processes with respect to:

« recording, management and escalation of complaints; and

« systemic issue identification and management (Australia).

Develop and implement a gambling self-exclusion capability for consumer credit card accounts by end 2020 (Australia).

Continue to allocate dedicated resources to customer remediation to improve our processes and ensure that by 2020 we have:
= decreased the time taken to reimburse customers; and

« delivered an education program to employees to share ‘lessons learnt’from customer remediation and to prevent future remediation
from occurring (Australia).

ANZ 2019 ESG SUPPLEMENT



TARGETS RELEVANT UNITED
NATIONS SDGS

Supporting household, business and financial practices that improve environmental sustainability

Fund and facilitate at least $50 billion by 2025 towards sustainable solutions for our customers, including ==
initiatives that help improve environmental sustainability and increase access to affordable housing and FE«

promote financial wellbeing. pEm
slo

Encourage and support 100 of our largest customers in the energy, transport, buildings and food, v
beverage and agricultural sectors to establish, and where appropriate, strengthen existing low carbon co

transition plans, by 2021.

Reduce the direct impact of our business activities on the environment by E E
« reducing scope 1 and 2 emissions by 24% by 2025 and by 35% by 2030 (against a 2015 baseline); o
» increasing renewable energy use in our Australian operations by 13% by 2020 (against a 2017 baseline);

« reducing paper consumption in Australia and New Zealand (office and customer paper use only) by 40%
by 2020 (against 2015 baseline);

« increasing recycling rates in our Australian commercial offices (>20,000m?) by 12% by 2020
(against a 2017 baseline); and

» reducing water consumption in our Australian commercial offices (>10,000m?) by 15% by 2020
(against a 2015 baseline).

Improving the availability of suitable and affordable housing options for all Australians and New Zealanders

Fund and facilitate $1 billion of investment by 2023 to deliver ~3,200 more affordable, secure and E E

sustainable homes to buy and rent (Australia).

Provide NZ$100 million of interest-free loans to insulate homes for ANZ mortgage holders (New Zealand). E
Expand the availability of financial coaching support to ANZ first home buyers (Australia and New Zealand).

Financial wellbeing

Improving the financial wellbeing of our people, customers and communities by helping them make the most
of their money throughout their lives

Help enable social and economic participation of 1 million people by 2020 through our initiatives to

support financial wellbeing, including our financial inclusion, employment and community programs,

and targeted banking products and services for small business and retail customers.

Build a diverse and inclusive workforce by: E E
« increasing the representation of Women in Leadership to 34.1% by 2020 @'

« recruiting >1,000 people from under-represented groups including Indigenous Australians,
people with a disability and refugees, by 2020.

- These targets expire on 30 June 2020. We have already publicly announced a new target to achieve 100% renewable energy for ANZ's global operations by 2025 (endorsed by the EESG in
September 2019). Additional new targets will be developed for Committee approval in Q2 FY20.
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Fair and responsible banking

Improving conduct and culture

We are developing the culture, capabilities and behaviours we need to
live our purpose and values and deliver our strategy.

Our desired culture is underpinned by our purpose, values
and Code of Conduct (Code), as well as being focused on
delivering great customer outcomes, making things simpler
and always learning.

We have continued to make changes to our culture, governance
and accountability mechanisms to help improve customer
outcomes and restore community trust. Highlights during the
year include: implementing our strengthened Accountability
and Consequence Framework; evolving our approach to
measurement and governance of culture initiatives; and
redesigning and launching changes to how we manage and
reward our people.

Accountability and Consequence Framework

TARGET

Implement strengthened Consequence Management
Framework, applicable to employees in breach of our Code of
Conduct, by 2019.

PERFORMANCE

We have strengthened the principles and guidance that
underpin our Accountability and Consequence Framework,
including the development of:

» Consequence Management Principles that guide a more
consistent approach to consequence management across
the bank, including impacts on remuneration;

« Accountability Principles that define the various categories
of accountability (eg. direct, indirect, collective); and

» Accountability Review Guidance to guide people leaders on
when and how to undertake accountability reviews.

The program of work has been implemented within FY19

as planned. The focus for FY20 and beyond will be to ensure
ongoing effectiveness through the oversight of our Consequence
Review Group, chaired by the Chief Executive Officer.

New Accountability and Consequence Principles set out when
and how an accountability review will be conducted following

a material risk or audit event, define the various categories of
accountability and provide guidelines for the relevant Group
Executive to consider in determining appropriate consequences.

The Consequence Review Group (CRG), chaired by the CEQ,
oversees the implementation and ongoing effectiveness of the

Culture

For further information on how we are transforming our
culture refer to the '‘Our People’section of our 2019 Annual
Report, available on anz.com/annualreport

Accountability and Consequence Framework, being cognisant of

its impact on the culture of ANZ. The CRG reviews material risk and
audit events and associated accountability and consequences. Refer
to our Remuneration Report on pages 66 to 98 of our 2019 Annual
Report for further detail available on anz.com/annualreport.

In 2019, there were 784 breaches of our Code by employees across
our operations that resulted in a formal consequence or resignation,
down from 1,114 in 2018. Breaches ranged from compliance/
procedural breaches through to email/systems misuse, fraud,
bullying and harassment. Outcomes following investigations of
breaches this year included 117 resignations, 151 terminations and
516 warnings.

Code of Conduct (Code)

Our Code describes how we work at ANZ. It sets the expected
standards of behaviour and guides us in applying our values. Our
Code explicitly requires all employees and contractors to be ethical
and professional, act with integrity, treat everyone with dignity

and respect, manage conflicts of interest, protect privacy and
confidentiality, and also call out unacceptable behaviour and stand
up for what is right. Our Code requires all employees and contractors
to comply with the law as well as all of our policies and procedures.

The Code is supported by a suite of policies that are reviewed
regularly to ensure they reflect any legislative changes and
otherwise remain fit for purpose.' We expect our banking partners
(such as suppliers, service providers and other relevant third parties)
to adopt and maintain similar conduct and ethics principles to those
outlined in the Code and supporting policies.

All employees and contractors are required to complete training
courses within two months of commencing with ANZ and then on an
annual basis. The courses include training on ‘Living the Code, ‘Equal
Opportunity Essentials' (including in relation to sexual harassment),
and ‘Compliance Essentials' (including in relation to Anti-Money
Laundering and Operational Risk Essentials). The Living the Code
course reinforces the importance of our values and Code, and seeks a
declaration of compliance with the Code. By completing the course,
participants are confirming they understand the Code’s principles and
have complied with them over the last 12 months.

In 2019, 99.5% of our employees and contractors completed the
training. From 2019, individuals who fail to complete this training, or
other mandatory learning requirements, within 30 days of the due
date are (in the absence of genuinely exceptional circumstances)
ineligible for any salary increase or incentive as part of our annual
remuneration review.

Our Performance Assessment Guide, revised in 2018, continues to
be available to all employees on our intranet. It clearly articulates the
impact to overall performance outcomes and remuneration in our
annual performance and remuneration review when an employee’s
behaviour does not meet expectations.

- A copy of our Code of Conduct and the full list of policies is available on anz.com/corporategovernance.

ANZ 2019 ESG SUPPLEMENT
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Whistleblower policy

We seek to support a strong ‘speak up’culture and ensure managers
recognise exemplary risk and audit behaviours. We are incorporating
culture into leader-led team activities to facilitate open, purposeful
conversations about our culture and practices and create a
psychologically safe environment for employees to speak up.

Whistleblowing is one of the more high-profile channels for
speaking up and our global Whistleblower Policy (Policy) ensures
that all current and former employees, officers, associates, goods
and service providers (and their employees and subcontractors) and
relatives or family members of anyone in these categories can do so
without fear of repercussion.

\ly The number of Whistleblower
reports made during 2019
increased to 156 disclosures,
up from 137 in 2018.

During the year we extensively redrafted our Policy to capture

the new Australian legal regime offering greater protections for
whistleblowers, which came into force on 1 July. The new legislation
recognises not only the protections needed for whistleblowers but
the value they deliver to organisations and the wider communities
in which they operate. Among other significant changes, the

new Policy uses plain English to outline the expanded categories
of individuals who may make a whistleblower disclosure; the
broadened subject matter of reportable disclosures; and the
investigative process and protection from detriment afforded
under the Policy and our Whistleblower Program.

Compliance training has been designed and rolled out to specific
individuals who have a designated role as an eligible recipient
under the new legislation. The training provides information on
our obligations under the new laws as well as the obligations

of the individual in relation to handling reports and protecting
whistleblowers, including maintaining the confidentiality of
whistleblowers'identities. In 2019, over 400 eligible recipients
were identified across the Group and provided with the training,
including the Executive Committee, the Board of Directors,
Company Secretary, internal auditors and others.

We continue to raise employee awareness of the various ways that
they can‘speak up;, and this year held our inaugural Whistleblower
Awareness Week. Our Group Integrity team delivered 177
awareness sessions throughout the year (up from 65 sessions in
2018) to various business units across our operations. The number
of Whistleblower reports made during 2019 increased to 156
disclosures, up from 137 in 2018.

HIGHLIGHT

The importance of speaking up

In August 2019 we held our inaugural
Whistleblower Awareness Week - an
interactive campaign to promote our updated
Whistleblower Policy and highlight the
continued importance of speaking up and
raise awareness of whistleblowing channels
at ANZ.

In Australia, employees learnt how the Whistleblower Program
works, including the process of making a report and the role

of Whistleblower Protection Officers. Elsewhere, awareness
raising events were held by Group Integrity in conjunction with
local business units, including in Auckland, Wellington, Sydney,
Adelaide, Brisbane, India and the Pacific.

During the week we hosted an interactive panel discussion
between external experts including: Warren Day, Executive
Director and Regional Commissioner at ASIC, who leads ASIC's
Office of the Whistleblower; high-profile whistleblower Dennis
Gentilin; A J Brown, Professor of Public Policy and Law at Griffith
University; and Rachel Nicolson, Partner at law firm Allens. The
session was broadcast across our sites and provided insight into
the challenges associated with speaking up, the importance

of whistleblowing and, more specifically, how the new laws
impact our employees and whistleblowers.

“You can have internal controls, you can have internal

audits, you can have all sorts of systems for making sure that
wrongdoing comes to light or that problems are dealt with,"
said Professor Brown. “But all the research shows that nothing
is as good as the human factor — people who are prepared to
simply say‘hang on a minute, | don't think that’s right"’

- Dennis Gentilin, now a director in Deloitte’s Risk Advisory practice, was one of the whistleblowers in one of the largest foreign exchange trading scandals in Australian corporate history.
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Fair and responsible banking

Employee engagement,
development and wellbeing

We are creating an environment where our people can learn and grow
every day, helping us to build organisational agility and capability to

remain competitive.

Engagement

This year employee engagement increased to 77% (from 73%
in 2018). Over 30,000 employees participated in our annual
engagement survey providing feedback on various aspects of
our purpose, values, culture and conduct.

Over 30,000 employees
participated in our annual
engagement survey

The increase in engagement score is encouraging given the
findings of the Royal Commission, ongoing organisational
change, increasing regulatory pressure and community
expectations. In addition, we saw increases in scores relating
to’'speaking up'and raising issues, leadership and growth and
development, indicating that our continued focus on these areas
is having a positive impact.

Development

We are building the capabilities critical to delivering our strategy,
including investing in data and engineering talent with new roles
and development opportunities in data analysis and science.

In 2019 we collaborated with Melbourne Business School to
develop and deliver the ‘Data for Decision-Makers'training
program. The program develops the data capabilities of our
business leaders, building a data analytics mindset and enabling
program participants to improve their decision-making
capabilities through the use of data. To date, almost 400 business
leaders across ANZ have completed the program.

In our Technology Division, our six-month intensive ‘Accelerator
Program’ fast-tracks the development of skills needed for
engineering roles within our business through classroom theory
and practical assignments. The program builds technical coding
and programming skills and equips participants with additional
skills such as customer research, design thinking and ‘lean start-
up'techniques.

We are developing an‘Always Learning’culture, encouraging all
employees to create and action annual individual development
plans as part of our performance management framework. These
plans focus on developing the skills necessary to support the
employee in performing their role as well as their career aspirations.

ANZ 2019 ESG SUPPLEMENT

During 2019 we continued to embed our New Ways of Leading

— focusing on five behaviours relevant for all employees and
imperative for people leaders: be curious, create shared clarity,
empower people, connect with empathy and grow people
selflessly. We also launched Our Way of Learning (OWL) — a new
social learning platform offering employees free access to internal
subject matter experts at ANZ and external content providers and
user-generated content.

Our people

Refer to the Our People section on pages 24-26 of our
2019 Annual Report, available on anz.com/annualreport for
further detail.

Wellbeing

We continue to make progress in supporting our people’s safety
and wellbeing. Our Health and Safety Policy and associated
programs outline our commitment to provide an environment
that enables employees to participate fully in the workplace and
perform at their best.

This year we launched our Wellbeing ‘channel’ - providing access
to resources and training on mental, physical, social and financial
wellbeing for all employees via our new social learning platform (OWL).

We completed the rollout of our facilitated mental health awareness
training to frontline managers in our retail environment in Australia
and New Zealand. We also released two online training programs
focused on mental health awareness, one for employees and one for
people leaders, available in all our geographies.

Our Employee Assistance Program (EAP) is available to all employees
and their immediate family members. The EAP provides confidential,
free counselling and guidance for work and personal problems, and
includes online resources covering topics such as managing stress,
mindfulness, and relaxation. In addition to this, proactive mental
health support is provided to employees in high-risk areas of the
business, for example frontline staff and employees involved in
regulatory matters.
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HIGHLIGHT

Starting a conversation
about mental wellbeing

In 2019, we established our Mental Health and
Wellbeing Network with the aim of creating

a positive workplace culture to ensure those
who experience mental health difficulties, and
those who support them, do not feel alone
and receive the support they need.

What started as one employee sharing her experience of living
with a mental health condition with her team in Australia,

the network has now grown to over 1,300 members globally.
Members share stories of struggles, encouragement and
triumph that, coupled with mental health awareness training,
help to break the stigma of mental illness.

The Network promotes
events such as ‘RU OK Day’
and World Mental Health Day

The Network promotes events such as‘RU OK Day’and World
Mental Health Day and provides information on the support
and resources available to all our employees. It highlights how
being curious, connecting with empathy and empowering
people is aligned with the bank’s purpose.

Health and safety risks vary across our business and our wellbeing
and safety plans include risk controls to account for these
differences. A key focus this year has been improving our risk
controls for employees who visit non-ANZ locations and those
who drive for work. We have developed an interactive awareness
program that is available in all locations. The program provides
information on issues such as planning for trips; avoiding driver
fatigue; different risks to be aware of outside of ANZ locations and
what to do in dangerous or uncomfortable situations.

We encourage early reporting of incidents/illness and hazards, in
order to effectively support the wellbeing of our employees. This
also allows us to identify any trends so we can implement relevant
prevention programs to minimise injuries and enable employees to
remain at work, or return to work as soon as possible.

Data relating to our health and safety performance in 2019 is
available on page 77.This year we have seen a decrease in‘lost

time injuries, with no new identifiable trends. The majority of these
injuries continue to be related to slips, trips, ergonomics and injuries
caused by bumping into stationary objects.

We also support the social and financial wellbeing of our employees
through a number of programs and initiatives that are discussed in
further detail on pages 47-59 of this report.

We are developing an

‘Always Learning’ culture,
encouraging all employees

to create and action annual
individual development plans.
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Fair and responsible banking

Delivering improved
customer outcomes

We seek to treat our customers fairly and responsibly, providing them with suitable

and appropriate products and services, supported by strong data protection.

Customer remediation

Fair, responsible and efficient customer remediation is a focus for the
bank with significant investment being made across our Australia,
Wealth and New Zealand Divisions.

Our Australia Retail and Commercial Responsible Banking team has
increased the number of dedicated remediation resources working
on large scale customer remediation matters from around 150 to
around 275. More than 500 people throughout the Australia Retail
and Commercial business are also working on a number of smaller
customer remediations, fixes and investigations.

Similarly, the team within Wealth has expanded from around 120 to
around 170 over the last 12 months and our team in New Zealand
has almost 60 dedicated remediation resources. These additional
resources, together with an increase in infrastructure and capability,
are enabling us to refund impacted customers in a scalable and
repeatable way.

Continue to allocate dedicated resources to customer remediation
to improve our processes and ensure that by 2020 we have:

« decreased the time taken to reimburse customers; and

« delivered an education program to employees to share ‘lessons
learnt’from customer remediation and to prevent future
remediation from occurring (Australia).

@ « At the end of September 2019, our Australia Retail and
Commercial Responsible Banking team has remediated over
one million customer accounts' and issued refunds of around
$62 million.

« We are delivering an ongoing education program to share ‘lessons
learnt’and to highlight the impacts on customers when we fail
to get it right. In creating a collective understanding of the root
causes of our existing remediations, we continue to build a shared
accountability for the prevention of future issues.

Our Wealth team has remediated nearly 26,000 cases in total and
made payments of $95.2 million as at 30 September 2019.

For further information on our customer remediation, refer to page
19 of our 2019 Annual Report, available on anz.com/annualreport.

™ In certain instances we make:

Shining a light on mortgage pricing

Home buyers in Australia have been
experiencing record low interest rates for
some time and competition between lenders
has been intense.

At the same time, there have been calls for greater
transparency about mortgage pricing.

We regularly review interest rates, considering factors such as
competition and market conditions, the cost of funding, our
business performance and impacts on our customers.

This year we have passed on 57 basis points of the 75 basis
points of the Reserve Bank of Australia (RBA) official cash
rate cuts to our variable rate home loan customers. More
than 90% of our customers have chosen to use the rate cuts
to pay down their debt faster (ie. keeping their payments
the same and paying off principal). However, lower home
loan rates mean that depositors receive less, and balancing
the interests of borrowers, depositors and shareholders is a
continuing challenge.

Since July 2019 we have been reporting to regulators on the
average level of discounting for new and existing mortgage
customers. We believe publishing this data as an industry
average will help customers negotiate with mortgage
providers and deliver improved transparency.

We welcome the Australian Competition and Consumer
Commission (ACCC) inquiry into mortgage pricing in Australia.
The review provides an opportunity to ‘shine a light'on how
mortgage pricing works. The ACCC is expected to deliver its
interim report by 30 March 2020 and a final report by

30 September 2020.

-a community service payment in lieu of a payment to a customer account. In 2019 charity payments were made for ~111,000 accounts totalling ~$355,000.
- the customer payment via cheque. In 2019 cheques were issued for ~178,000 accounts totalling ~$11,088,000. A proportion of these cheques remain unrepresented.

ANZ 2019 ESG SUPPLEMENT
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Product suitability

Communicate with more than 700,000 of our retail and
commercial customers by 2019 to help them get more value
from our products and services and establish positive financial
behaviours, such as improved savings habits (Australia).

PERFORMANCE

We have contacted more than one million of our retail and
commercial customers, including customers who:

are in receipt of eligible Centrelink or Veterans' Affairs benefits
to offer to help them move to a low-cost, basic bank account.
Since June 2019, we have contacted 128,624 customers (via
email or letters);

are experiencing persistent credit card debt;

have Interest Only home loans set to expire within six months,
reminding them of the expiry period and notifying them of the
options available at the end of the period;

have opened an ANZ Access Advantage account within the last
13-16 days, reminding them to credit their account with regular
salary payments; and

« have Progress Saver periodical payment or direct debit due to
expire in the next month to remind them an automated credit
can help them receive bonus interest on their account.

CUSTOMER STORY

Helping customers to get
on top of credit card debt

We have been contacting credit card
customers who are carrying persistent debt' on
their card to help them pay their debt faster.

Customers have been offered financial education, and the
opportunity to close their card and repay the remaining debt
at a lower interest rate. We have contacted 9,500 customers as
at 30 September 2019.

Earlier this year we contacted John*, a long-term customer
who has held a credit card facility with ANZ since 1976. John
had a balance of $9,500 (on a $10,000 limit) and the entirety of
the balance was on a cash advance interest rate of 21.74% per
annum. John had not transacted on the card since 2016 and
had been making payments only slightly above the minimum
monthly repayment amount.

Continuing his current repayment behaviour, John would
have taken more than 9 years to pay off the debt — assuming
there was no further spending on the card - accruing at least
$12,000 in interest over that time.

After contacting John and explaining his options, John agreed
to an instalment plan with an interest rate of 7% per annum.
This will enable him to pay off the debt in five years or less,
saving more than $10,000 in interest charges.

This program has been welcomed by many customers,
including John who said, “l wish this had happened a long time
ago ... it's such a relief”

- Where for at least the last 12 months a credit card has over 80% of the credit utilised

and the customer has been paying 2-3% of the outstanding balance on average
each month.

Customer name has been changed.
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Customer experience

Consistently delivering a positive customer experience enables Improve (or where ranked #1, maintain) our Net Promoter
us to create value for all of our stakeholders and is critical to our Score ranking relative to peers in our Retail, Commercial and
long-term success. Institutional businesses.

One way in which we measure the experience of our customers PERFORMANCE

is through Net Promoter Score. Net Promoter Score is measured
by asking customers how likely they are to recommend ANZ (on
a 0-10 scale) and is calculated by subtracting the percentage of
detractors (those who give a score of 0-6) from the percentage Australia

of promoters (those who give a 9 or 10). « Retail: ranked 4th (down from 3rd at end of 2018)'

@I

« Commercial: ranked equal 3rd (no change from 2018)?
« Institutional: ranked 1stin 2019 (no change from 2018)*

New Zealand

« Retail: ranked 4th (no change from 2018)*

» Commercial & Agricultural: ranked 5th (no change from 2018)°
« Institutional: ranked 1st in 2019 (no change from 2018)°

- Roy Morgan Research Single Source, Australian population aged 14+, Main Financial Institution, six-month rolling average to Sep'19. Ranking based on the four major Australian banks.
DBM Business Financial Services Monitor. Base: Commercial Banking (<$100 million annual turnover) Main Financial Institution customers. Six-month average to Sep’19. Ranking based
on the four major Australian banks.

3 Peter Lee Associates, 2019 Large Corporate and Institutional Relationship Banking surveys, Australia.
4 Retail Market Monitor, Camorra Research, six-month rolling average to Sep'19. Ranking based on the five major New Zealand banks.

Business Finance Monitor, TNS Kantar Research. Base: Commercial (63 million — $150 million annual turnover) and Agricultural (>$500,000 annual turnover) customers. Four-quarter
rolling average to Q3'19. Ranking based on the five major New Zealand commercial/agricultural banks.

6 Peter Lee Associates, 2019 Large Corporate and Institutional Relationship Banking surveys, New Zealand.
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With respect to our Australian and New Zealand retail and
commercial customers we failed to meet our target to improve
our Net Promoter Score relative to peers.

Although we are currently ranked fourth among the majors in the
Australian retail market, our Net Promoter Score has been improving
since mid-2019. Our reputation was severely impacted by the Royal
Commission. Perceptions of service were also impacted by this time
but have since been recovering.

We are ranked fourth among the majors in the New Zealand retail
market. We noted a decline in our New Zealand Net Promoter
Scores following the departure of CEO David Hisco and we
recognise the impact this has had on our reputation.

While we will continue to report publicly on our Net Promoter Score
results, next year we will also disclose our performance against

a reputation assessment. Conducted quarterly by Reputation
Institute, RepTrak® community sentiment indicator measures

the top 60 companies in Australia (by revenue) asking survey
respondents to “Rate your level of trust/admiration/good feeling/
esteem for [COMPANYT"

Banking Code benefiting customers

We are changing our practices in line with the new Banking Code
of Practice to benefit all customers, particularly those experiencing
vulnerability.

In order to comply with the Code we made changes to our policies,
processes, systems and product offerings, training more than 8,000
frontline employees in the new requirements.

Throughout the year we gathered more
than 400,000 pieces of feedback from our
customers in Australia. This feedback is
integral to helping us understand how our
customers experience our products and
services - whether positively or negatively
= and informs our efforts to improve
customer satisfaction.

Key customer improvements
implemented to meet our 2019
Banking Code of Practice commitments

Being inclusive and accessible

« employees trained to better respond to the needs of
customers experiencing vulnerability

« active promotion of affordable banking products and a
dedicated telephone service to assist Aboriginal and Torres
Strait Islander peoples with their banking needs (refer to
page 57 for further information)

A responsible approach to lending

+ anew process for bankers to ensure co-borrowers
understand the risks associated with entering into a loan

« in exercising the care and skill of a diligent and prudent
banker, improved assessment of a small business’ability to
repay based on financial position or account conduct

« ceased the sale of credit card insurance and personal loan
protection insurance

Small business

« clearer direction provided on information required for a small
business loan application

« simpler and fairer small business loan contracts, accompanied
by a Key Terms Sheet

« atleast three months'advance notice of facility expiry date to
enable customers to repay or refinance in an orderly manner

Helping customers in need
» new correspondence notifying customers when listed with a
credit reporting bureau or when debt is sold to a third party

« use of data analytics to improve identification of customers
who may be at risk of experiencing financial difficulty and direct
customer contact before they default on their payments

Guaranteeing a loan
« three-day signing period to provide guarantors the necessary
time to consider the borrower documentation

« guarantor notifications if a borrower gets into financial
difficulty or enters into a repayment arrangement

Account management
« clearly disclosed account acquisition fees for deposit and
lending products and a clear record of agreement

« credit card process changes such as: not retrospectively
charging interest; online facility for card holders to cancel or
reduce limits; and notification of expiring introductory credit
card balance transfer offers
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Supporting customers potentially
vulnerable to financial difficulty

Financial wellbeing contributes significantly to overall social and

economic participation.

Our research'identifies that 13% of Australian adults fall into

the lowest category of financial wellbeing and struggle to meet
day-to-day commitments, have little or no savings, often borrow
to meet every-day expenses, and have low confidence in their
money management and ability to control their financial future.

We know that these people are more likely to be experiencing
vulnerability and are at risk of financial difficulty. We also know
that there are people, who because of their life circumstances
are at risk of vulnerability.

The revised Banking Code of Practice (the Code) includes new
provisions requiring banks to ‘take extra care’ with customers
who may be vulnerable.

This year we have focused on ensuring compliance with
the Code and acting on related issues examined by the
Royal Commission.

A number of initiatives have been delivered, including:

implementation of mandatory training on customer
vulnerability for frontline and operational employees,
providing them with the skills and confidence to support
customers encountering difficult life circumstances;

©

developing vulnerable customer reference documents
for use by frontline employees to assist them to identify
potentially vulnerable customers; and

©

centralised management of customers in financial
hardship who have been affected by family and
domestic violence to ensure their situations are
handled with care by a specialist team trained with the
assistance of Financial Counselling Australia.

©

When a customer is experiencing vulnerability and at risk of
financial hardship, they may need to engage with multiple
service providers — from their bank to their telecommunications,
energy and water service providers. We see the value of working
with other organisations to take collective action to minimise
the impact on the customer. Our membership of the Thriving
Communities Partnership provides an avenue to develop
cross-industry initiatives to improve support for customers
experiencing vulnerability or hardship.

HIGHLIGHT

Seeking to reduce harm caused
by problem gambling

We have introduced a restriction on the use
of credit cards for gambling.

Gambling transactions are blocked when the customer’s card
has been utilised beyond 85% of its limit. The purpose is to
reduce harm to potentially vulnerable customers who are using
credit cards for gambling, while minimising consequences for
the general population of card users. We consulted with industry
and community groups before implementing this measure.

As at 30 September more than 149,000 credit cards have
had over 473,000 transactions (to the value of $44.9 million)
declined as a result of these restrictions.

In response to stakeholder concerns about the accrual of credit
card debt by problem gamblers we are developing a tool which
will enable our credit card holders to elect to block gambling
transactions. As part of our ongoing engagement with the
Australian Securities and Investments Commission following
their credit cards industry Report (Report 580 Credit card lending
in Australia), we have committed to implement this capability

in 2020.

These initiatives operate alongside our responsible lending
policies which are aimed at ensuring credit is provided only
to those who can afford it.

Customer hardship

There are times when our customers may be unable to meet their
financial commitments. Some customers may struggle to meet
their loan repayment obligations for a period of time, but may

get back on track if they are given the time and flexibility to deal
with their situation. Events such as job loss, unexpected medical
needs or a relationship breakdown can lead to these difficulties.
Whatever the reason, we work with customers who are in hardship
and experiencing financial difficulty, and seek to assist them fairly,
respectfully and with dignity.

We have changed the way we report customer requests for hardship
assistance — we now measure applications for hardship assistance, as
opposed to the number of accounts flagged as receiving hardship
assistance. This effectively means that if a customer applies for
hardship assistance and has both a personal loan and a credit card,
this will be counted as one application, whereas in previous years

it would have been counted as two. In 2019 we received 21,979
applications for hardship assistance in Australia®.

- 2017 Survey of Adult Financial Wellbeing, available on https://www.anz.com.au/about-us/sustainability-framework/financial-wellbeing.

2 Number is not comparable to previous years' due to the change in methodology.
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Assistance offered to our hardship customers includes payment
moratoriums, temporarily reducing payments, debt waiver, long-
term payment arrangements, referral to a financial counsellor and
information in relation to budgeting and financial literacy. Customers
have access to a financial counsellor hotline managed by Customer
Connect, our dedicated customer hardship team, and supported by
an independent financial counsellor liaison officer. Each Customer
Connect team member receives specialised training enabling them
to deal effectively and empathetically with customers experiencing
hardship. We continue to refer customers requiring holistic support
and not just financial counselling services to CareRing.

This year we facilitated a Hardship Awareness training program for
employees in the Australian Branch Network in Western Australia
targeted at supporting customers impacted by the mining
downturn and related decline in property prices. This training will
be rolled out to the rest of our branch network in the coming year.

The Australian Banking Association supported initiative "Way
Forward Debt Solutions' (Way Forward) has now been in operation
for a year. Funded initially by donations from Australia’s four major
banks, Way Forward is a registered charity providing free debt
management services to support people in financial difficulty to
return to financial stability.

Debt solutions are provided through two key services:

» advocating on the client’s behalf to establish affordable
arrangements with their creditors; and

« management of debt repayments though one regular payment
by the client to Way Forward, which is subsequently distributed
to creditors.

As at 30 September, we had referred 32 customers to Way Forward,
representing close to $709,000 of debt. For further information on
Way Forward refer to wayforward.org.au.

Kildonan CareRing

We understand that customers experiencing financial hardship may
also be struggling with unemployment, a family situation, health
concern or other bills. In recognition of the need for a more holistic
approach, ANZ and Uniting (Kildonan) launched CareRing for our
customers in hardship in 2015.

Customers requiring more than financial counselling assistance

are referred to CareRing, a centralised, single point of contact
connecting customers to a coordinated range of support services
including housing support, social worker counselling, drug and
alcohol services, home energy assessments and employment
services. Clients of the CareRing program can also be referred to our
MoneyMinded program to develop their basic budgeting skills.

This year we have extended our financial support of CareRing to
deliver a pilot program for those who have experienced domestic
violence. The program provides triage support to customers

who require immediate financial assistance as a result of leaving

a domestic violence situation. Assistance offered includes family
support, drug and alcohol support, mental health support, housing
assistance and referrals to other services.

CASE STUDY

Rosie, the primary carer for her three young
children, was referred by us to CareRing due
to ongoing debts in excess of $30,000 and
her difficult personal circumstances.

Having experienced domestic violence and suffering from
several serious health issues, Rosie was finding it hard to deal
with her finances, manage daily life and provide a stable
home for her children. Rosie was also facing eviction from her
rental property as she was several months in arrears.

A CareRing Case Worker referred Rosie to the Tenancy

Assistance and Advocacy Program (TAAP). The TAAP assisted
by negotiating with Rosie’s property provider and paying the
outstanding rent with funds provided by a CareRing partner.

With the support of her CareRing Case Worker, Rosie was able
to manage her anxiety sufficiently to take the necessary steps
towards stability and apply for the Disability Support Pension
from Centrelink.

Rosie also engaged with a CareRing Financial Counsellor
over the phone, disclosing the nature of her debts that
included a personal loan taken out to purchase a car for her
former partner, still in his possession. The Financial Counsellor
negotiated with Rosie’s creditors who, after receiving
evidence of Rosie’'s medical issues, income, expenses and
successful pension application, waived the outstanding
debts. Rosie was also provided with financial literacy support
to help her to manage her money so that she does not fall
back into debt.

Now debt free, Rosie has maintained her rental payments
and will soon sign a longer term lease, providing further
stability for herself and her children.
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Managing customer complaints

Listening to our customers and responding to their complaints in a timely,
transparent and fair way is key to maintaining their confidence and trust in us.

Retail and small business complaint volumes increased this
year. At the same time, the performance of our complaints
handling declined. We are taking too long to respond to and
resolve customer complaints. Our Customer Fairness Advisor
is advising on our work to improve our complaints handling
processes and procedures.

Both the Australian Financial Complaints Authority (AFCA) and
the Australian Securities and Investments Commission (ASIC)
raised the need for significant improvements.

We have established a detailed action plan which sets out our

commitment to improve how we manage complaints, including:

« faster and better complaint resolution through investment in
resourcing, training, process and technology enhancements
and expert support and advice;

« implementing a public complaint management policy that is
accessible, easy to understand and clear on our intent to meet
complaint management standards;

« improving complaint recording, management and analysis,
including those complaints which are resolved at the first
point of contact; and

« establishing a systemic issues management capability to
identify, investigate and manage potential systemic issues
arising from complaints.

We have also set a target to complete a review of our customer
complaints policies and standards in Australia by the end

of 2020 to assess the performance of our internal dispute
resolution (IDR) processes.

ANZ 2019 ESG SUPPLEMENT

Dispute resolution principles

TARGET

Implement new Dispute Resolution Principles by 2019 (Australia).

PERFORMANCE

New Dispute Resolution Principles, incorporating model litigant
guidelines, have been released. The principles apply to our
people and our representatives when managing individual
retail and small business customer complaints, disputes and
litigation in Australia.

In April 2019 we released our dispute resolution principles to ensure
customer complaints and legal matters are handled fairly and meet
community expectations. The principles provide a template for
employees and external lawyers involved in any disputes, complaints
or legal matters with individual retail and small business customers to
act fairly and as model litigants.

The principles have been written in plain English to make them easily
accessible and understandable to all parties involved in a relevant
dispute resolution process. They will continue to evolve with experience
and input from interested parties such as community groups.

Complaints management

We encourage our frontline employees to resolve complaints on

first contact. If this is not possible the complaint can be escalated

to the relevant IDR team. Alternatively, our customers can complain
directly to the IDR team. A dedicated specialist will then investigate
the complaint and seek to resolve it with the customer. If a customer
is not satisfied with the proposed resolution of their complaint, they
may escalate their complaint to our Customer Advocate or AFCA in
Australia, or the Banking Ombudsman Scheme (BOS) in New Zealand.

Data relating to complaints is available on pages 79-80.

Australia - retail and commercial customers

Retail and commercial complaint volumes increased 12% from 2018.
Issues generating the most complaints included product interest rates
and fees, service quality, activist complaints (eg. fossil fuel funding and
live animal export trading) and dissatisfaction with our decision to
cease offering banking services within Australia Post outlets.

The percentage of complaints resolved within the first day of
receipt decreased to 36% (39% in 2018); however, the percentage of
complaints resolved within five and 21 days of receipt increased to
65% (61% in 2018) and 87% (84% in 2018) respectively.

As a result of the sale of our OnePath pensions and investment
business to IOOF Holdings Limited, and the sale of our life
insurance business to Zurich Financial Services Australia, we have
transitioned the management of complaints relating to lenders
mortgage insurance, share investing, general insurance distribution
and our financial planning businesses to our Australia Retail and
Commercial business.



In 2019 we received 2,832 complaints relating to the continuing
operations of Wealth, a decrease of 55% from 2018. This decrease is
largely attributable to the resolution of technical issues experienced
by customers when we changed our online share trading platform
in September 2018, resulting in a spike in complaints that month.

Excluding the complaints about our share investing business,
complaints associated with lenders mortgage insurance, general
insurance distribution and our financial planning businesses
increased from 943 in 2018 to 1,484 in 2019. This increase has
been driven primarily by complaints relating to disputed sales and
incorrect processing or information provision at point of sale.

Complaints relating to our divested Wealth Australia businesses
decreased by 6% from 2018. Key complaint drivers included the Royal
Commission’s examination of the “fee for no service'issue, repricing of
insurance products and the sale of our Wealth businesses.

New Zealand - retail, business banking
and wealth customers

Complaint volumes increased 26% from 2018. Complaints relating

to a range of customer service issues accounted for nearly 43% of
total complaints received, with account fees being the single most
complained about issue. Credit and debit cards, transaction accounts
and home loans were the most complained about products. We

also observed a high number of transaction disputes and fraud
complaints attributed to online scam activity, the use of remote-
access software and fraudulent international money transfers.

The percentage of complaints resolved within the first day of
receipt increased to 79% (78% in 2018); however the percentage of
complaints resolved within five and 21 days of receipt decreased to
92% (93% in 2018) and 94% (consistent with 2018) respectively.

We resolved 92% of customer
complaints in New Zealand
within five days of receipt.

ANZ Customer Advocate

The Customer Advocate works with customers and ANZ to facilitate
fair complaint outcomes.

Retail and small business customers in Australia can ask AFCA or the
Customer Advocate to review their complaint if they are not satisfied
with the outcome of our dispute resolution process.

The volume of reviews completed by the Customer Advocate in
2019 increased 22% from 2018, with the majority of reviews relating
to disputes about general banking products (eg. home loans, savings
accounts and credit cards), with a much smaller number relating to
insurance, financial advice and investments. Data regarding volumes
and outcomes is included on page 80.

CASE STUDY

In 2010, Mr and Mrs Adams* obtained a loan
of $352,200 over a 30-year term, with the
primary purpose of refinancing an existing
loan and renovating their home.

The customers were reliant on a government pension and
planned to sell the newly renovated property quickly and
downsize, as they would not be in position to afford the
repayments in the longer term.

Mrand Mrs Adams unsuccessfully marketed their property
over a four-year period, during which time their loan fell
into arrears. We agreed to their request for a three-month
repayment moratorium. While the property sold during

this period, they believed a higher price would have been
achieved had they been given further time to sell and raised
this concern with the Customer Advocate.

The Customer Advocate's review concluded that, given the
Adams'efforts to sell the property over the previous four
years, the customers obtained the best possible price at the
time. The Customer Advocate was unable to identify any
breach of duty or obligation by us in refusing further time for
the customers to sell their property.

The Customer Advocate did, however, observe that the
customers were reliant on a pension income and, as part of
the review, considered whether we had complied with our
responsible lending obligations.

It was found that we should have made further enquiries to
clarify Mr Adams’income given the declared income included
the full government pension and a salary of $2,193 per
month. If these enquiries were made, it is likely that we would
have become aware that Mr Adams was only receiving th