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Classification: Public

Purpose

Helping 
Britain

Executing on our priorities; clear plans for future delivery

• Leading Consumer franchise, supported by significant scale, 
breadth and strong customer engagement across all channels

• Delivering on our purpose, supporting customers through 
uncertain environment

• Well positioned to manage near-term competitive dynamics; 
investing for growth across strategic initiatives

• On track to deliver targeted Consumer outcomes, supporting 
material contribution to Group revenue and cost targets
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Clear strategy for the Group delivering higher, more 
sustainable value

Our priorities Higher, more sustainable valueOur vision

Higher, more sustainable, returns
c.13% RoTE in 2024
>15% RoTE in 2026

UK customer-focused 
digital leader and 
integrated financial 
services provider, 
capitalising on new 
opportunities, at scale

Drive revenue 
growth and 
diversificationGrow

Strengthen cost 
and capital 
efficiencyFocus

Maximise the 
potential of people, 
technology and dataChange

Strong capital generation
c.175bps capital generation in 2024
>200bps capital generation in 2026
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Consumer business in context

1 – Total Retail division contribution.  2 – Net income.  3 – Loans and advances

Significant 
scale and 

reach

Key 
contributor 

to Group1

A trusted 
brand 

portfolio

Largest UK bank

Active customers

Key income lever

H1 23 income contribution2

Digital leader

Digitally active customers

Largest profit contributor

H1 23 PBT contribution

Extensive physical offering

Largest distribution network

Balance sheet scale

H1 23 L&A contribution3
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Deepen and innovate in Consumer 

Deepen and Innovate in Consumer

Deepen and innovate in 
Consumer

Create a new mass affluent 
offering

Digitise and diversify our 
SME business

Target our Corporate & 
Institutional offering

Reporting 
division Retail

Product

Mortgages

Motor finance

Credit cards

Personal loans

Embedded finance

PCAs

Savings

Home insurance

Protection

Pension savings

Investments

Retirement

Business units

Consumer
Relationships

Consumer
Lending

Insurance
Pensions & 

Investments

Delivering a connected model to meet all consumer financial needs

Consumer 
Relationships

Consumer
Lending

Investment in 
growth c.30% of 2022-2024 investment spend1

1

2

3

4

1 – Does not include Consumer’s contribution to ‘Enabler’ initiatives or Tusker acquisition costs. 6
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Confident in financial outlook

Deepen and Innovate in Consumer

Effectively managing competitive 
dynamics across core markets

Contributing c.30% towards £1.5bn 
additional revenues by 2026

£0.2bn by 2024, £0.5bn by 2026

Contributing c.40% towards £1.2bn 
gross cost savings by 2024

£0.5bn by 2024

Maintaining strong risk appetite

Additional revenues from Consumer strategic initiatives, 20261

Total additional 
revenues

Homes Cards/Loans/
Embedded Finance

Transport

c.£0.5bn
by 2026

c.£0.2bn
by 2024

Increasing depth of relationship to drive higher revenue

Deposits

1 – Chart not to scale.

Example initiatives:
• Personalisation

Example initiatives:
• Relationship share 

growth
• Ecosystem
• Improved 

retention

Example initiatives:
• Balance growth
• Spend share 

growth

Example initiatives:
• EV/PHEV financing 

and leasing
• D2C leasing
• Manufacturer 

partnerships
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Jayne Opperman
CEO, Consumer Relationships

Business updates
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Consumer Relationships overview

Presentation focus areas 

Targeted deposit strategy

Revitalising customer value 
propositions

Enabling mobile-first distribution

Growing depth of relationship

Consumer deposits (as at H1 2023)

Digitally active customers; largest UK 
digital bank

Largest physical footprint in the UK

All-channel NPS; leading customer 
engagement across trusted brands 

Outstanding franchise
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Strong deposit franchise supporting broader relationships

1 – Source: LBG analysis of data from BoE and CACI Ltd’s Current Account and Savings Database as at July 2023.  2 – LBG customers where PCA is first product held compared to alternative products.

Broad deposit offering Deposits are a core anchor product

Deposit strategy

Savings balances

Market shares1

Total consumer 
deposit balances

Personal Current 
Account (PCA) 
balances

Customer value propositions Mobile-first distribution Depth of relationship

Foundation for broader relationships
c.9m customers hold both PCA and Savings products

PCA-led relationships twice as likely to take out at least one additional 
product with same brand2

Unique data asset
>5bn mobile app annual logons

34m daily customer transactions

Structural hedge enabler
Supports structural hedge profile, building sustainable earnings
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Clear deposit strategy delivering in changing environment 

Focused on retention and relationship building, actively balancing value and liquidity dynamicsApproach

Continued investment in broad and varied deposit offering

Focused on proposition developments, including lifestyle rewards and targeted benefits

Channel and brand strength provides pricing optionality

Investing in data to improve analytics and increase agility

Differentiators

Recaptured PCA balance outflows through savings inflows

c.2pp lower deposit outflows across Consumer balances in H1 versus peers

Launched new limited-withdrawal product, attracting c.£10bn balances in under 1 year 

Doubled size of fixed rate book in 2023

Contacted >15m savings customers YTD

Responding to 
the changing 
environment 

Deposit strategy Customer value propositions Mobile-first distribution Depth of relationship
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Targeting our offering to grow in valuable segments

1 – Compared to other segments.  2 - Fresco © CACI Limited 2007 - 2022 and Ipsos. All rights reserved.  3 - Current Account and Savings Database, Adult Savings balances as at July 2023. © CACI Limited. Share of total 
market balances across LBG and non-LBG customers. 

Deposit strategy Customer value propositions Mobile-first distribution Depth of relationship

Targeting valuable segments across key customer life stages

Learners Future higher-value relationships

Independent 
earners c.60% of new to bank PCAs are under-30

Families & 
households

c.10 financial needs across multiple providers, 
c.30% above UK average2

Later 
life Hold c.60% of UK savings3

Deepening and growing relationships in valuable segments, with increasing other income opportunitiesOpportunity

Building new ecosystems
Example customer needs

Transport

Homes

Help me buy my home

Help me retrofit my home

Travel

Help me pay for my holiday

Help me book a flight

Help me buy a car

Help me arrange insurance

Vision Customer-led, holistic, end-to-end 
offerings focused on key life stages Opportunity c.2pp lower market share in 

valuable segments1
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Case study: Families & Households 

A valuable segment Delivering a more targeted offering that meets the needs of customers

Proportion of financial 
needs met by other 
providers

Higher personal income 
than other segments

Higher combined deposit 
and mortgage balances 
than other segments

Clear growth potential

Deposit strategy Customer value propositions Mobile-first distribution Depth of relationship

Simplifying  
household 

finances

Rolling out new tools to simplify managing joint and household 
finances e.g. bill splitting, simple payments journeys

Enabling progress towards household financial goals

Helping children understand money and build good habits 
through extension of Smart Start

Rewarding 
everyday 

banking

Developing new signature reward proposition

Building exciting portfolio of lifestyle rewards e.g. Disney+ 

Meeting more needs for homeowners, e.g. retrofitting, 
extending beyond financial services

Developing attractive, personalised insurance offering
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Mobile leader, with opportunity to transform engagement
Deposit strategy Customer value propositions Mobile-first distribution Depth of relationship

1 - Mobile App NPS based on Internal NPS survey January to June 2023 (72,000 surveys of customers using the App).  2 – Apple App Store rating.  3 – Finalta, eBenchmarkers

Digitally active customers Mobile app users

Largest UK 
digital bank

Rapidly expanding user base with c.10% digitally 
active customer CAGR since 2021

Mobile app NPS1 Mobile app user rating2

High trust and 
satisfaction

Highly engaged customers, supporting deeper 
relationships

Broadest product range 
via digital channels

Customers registered for 
personalised marketing

Broad offering, 
personalised

insights
Leading digital sales capability across European 
banks, recognised by industry benchmarks3

Growth in mobile app 
product openings YoY

Reduction in calls from 
digital users since 2021

Delivering
value

Increasing income contribution with more 
cost-efficient servicing
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Enhanced mobile app to launch in 2024
Deposit strategy Customer value propositions Mobile-first distribution Depth of relationship

Simplified navigation with transformed onboarding
Improved customer journeys to reduce friction points

Enhanced design with customisable experiences
Strengthening customer engagement with improved relevance

Increased personalisation and prompts
Meeting more customer needs with greater efficiency

Connected, conversational insights and tools
Improving customers’ financial awareness

Comprehensive product offering
Serving all needs in one place, including insurance and investments

Combining unique user experiences with broadest offering to transform engagement 
and deepen relationships Opportunity

15



Classification: Public

Extending use of alternative formats with 
>80% lower cost-to-serve3Opportunity

Adapting our physical footprint

Physical presence retains value

Evolving customer behaviours

Trialling new branch formats to maximise efficiency and engagement

Kiosks – Trial expected to launch in 2024
Reducing set-up and closure costs, providing flexibility to meet demand

Investing in meeting more complex needs e.g. mortgages, protection

Community Banker – Launched in October 2022
Providing targeted support to communities with reduced presence

Minimal cost impact given utilisation of existing branch colleagues

Deposit strategy Customer value propositions Mobile-first distribution Depth of relationship

c.50% Customers who used a 
branch in last 12 months1

c.10% Customers who only use 
branches

c.30% Digital only customers2

+30% YTD increase in digitally 
originated needs met 

Branch co-servicing – Launched in 2021
Increasing customer access through co-servicing e.g. Post Office Hubs 

Scope to extend to own brand sites

c.25% of branch network shares same location

161 – Primary active customers.  2 – Last 12 months. c.50% over last 3 
months.  3 – Compared to average full-service branch
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Deepening consumer relationships
Deposit strategy Customer value propositions Mobile-first distribution Depth of relationship

…supporting increasing depth of relationship

c.7

2.4

Total across all providers
(Avg. UK consumer)

2024 targeted outcome
(Avg. LBG customer)

2021
(Avg. LBG customer)

Customer financial needs met1

>5% increase

Clear priorities…

Maintaining strong deposit franchise as 
foundation for Group relationships 

Meeting lifecycle customer needs across 
high-value, targeted segments

Building on digital strengths to transform 
experience and personalisation

1 – Customer financial needs defined by average product holdings. 17
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Jas Singh
CEO, Consumer Lending

Business updates
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Consumer Lending overview

1 – Stock average across mortgages, credit cards, personal loans and transport (Black Horse only).  2 – Green mortgage lending and EV/PHEV financing and leasing.

Presentation focus areas

Broadening our Homes offering

Transforming affordability and building 
engagement in loans and cards

Building presence in embedded finance

Expanding our transport offering

Consumer loans (as at H1 2023)

Average market share1

UK provider of mortgages, credit cards, 
personal loans, vehicle financing and leasing

Green consumer lending since end-20212

Outstanding franchise
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Resilient mortgage business, with long-term strategy
Homes Affordability, loans and cards Embedded finance Transport

Adopt long-term view, focused on delivering accretive returns and supporting customersApproach

Broad proposition, growing in high-value segments

Deepening relationships and integrating products

Improving retention through broader Homes ecosystem

Optimising broker channels; market leading NPS of 89

Enhancing sustainability offering

Differentiators

Sharp increase in rates; arrears broadly stable across our book

Carefully managing value and volume trade-off

Focus on retention of customers given reduced new business 

Margin delta from high-yield maturities reduces over time

Delivering attractive returns and market leadership with high-quality, diversified book

Responding to 
the changing 
environment 
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Mobile-first mortgage onboarding journey

Delivering valueSeamless customer journey, improving experience and engagement

Digitally-led user experience….
Digital journey from the point of confirming intent

Intuitive and simple journey

…seamless transition to mortgage advisor…
Mortgage advisor interview arranged through app

Improved platform enhances conversation with advisor

…integrates related products & proposition
Early introduction to protection products

Insurance calculators to aid budget planning

Homes Affordability, loans and cards Embedded finance Transport

Increase in relationship 
mortgage share1

Increase in protection
take-up rate

Daily users of digital tools

1 – Source: UK Finance. Represents mortgages originated through Direct (non-intermediary) channels. 

Differentiating proposition to capture flows through relationship channel 
and increase connectivity with wider Group offeringOpportunity
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Richer proposition through our Homes ecosystem

1 – Residential; since launch.

Personalised and comprehensive mobile-first hub

…driving improved engagement and retention…
Personalised content and tools with best-in-class experience

Comprehensive, mobile-first housing ecosystemA market leading one-stop-shop…
Includes mortgages, protection and additional finance

Integrates partnerships such as home retrofitting to meet 
broader set of customer needs

Incremental refinancing 
balances retained1

Delivering value

…with scope for continued development
Continuous evolution, adding functionality and partnerships

Expectation for continued increase in active user base 

Residential refinancing 
through Homes ecosystem

Unique visits to the Homes 
ecosystem per month

Homes Affordability, loans and cards Embedded finance Transport

Building engagement with both relationship and intermediary customers,
 supporting retention and unlocking other income opportunitiesOpportunity
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Transforming affordability to deepen relationships

1 – Increase in loans conversion following sharing of income and expenditure data. 

Improving engagement and enhancing risk decisioning, within existing appetite

Primary engagement tool for credit worthiness

Enhanced data allows for better understanding of customers

8m registered customers since launch

Helped >500k customers improve their credit score

Your
Credit Score

Providing earlier and improved certainty for consumers

Customers only offered products in-line with eligibility

Providing greater transparency for LBG and consumers

Delivering frictionless buying experience

Pre-approval

Homes Affordability, loans and cards Embedded finance Transport

Delivering value
Customers login 
regularly; 
industry-leading 
engagement

Increase in loans 
conversion rate1

Incremental 
needs met p.a.

Delivering value
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Growing demand across loans and cards
Homes Affordability, loans and cards Embedded finance Transport

1 – Pre-extended roll-out of pre-approval capability.  2 – Source: Experian. Compared to 2021 baseline.  3 – Source: UK Finance. Compared to 2021 baseline. 

Improving pipeline Driving growth

Unsecured personal loans

Launched open market unsecured loans, now 
19% share of new business

Leveraging enhanced data capability to 
personalise customer experience

Credit cards

Customer incentives to increase front of 
wallet presence

Range of affluent propositions and more 
personalised products

Increase in market share2

Growth in balances YTD

Increase in spend share3

YoY growth in card spend

c.10%
Loan demand generated through 
Your Credit Score

>80%
Franchise pre-approval in 3rd party 
channels (from c.20%1)

Broadening and deepening propositions to grow share and balancesOpportunity
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Significant opportunity in embedded finance

1 – Examples of market solutions, not exhaustive.

What is embedded finance? Broad range of solutions exist across the market

Enables access to financial 
products at point-of-need in 
non-financial journeys

Full span of financial services, 
most commonly payments, 
lending and insurance

Potential to become 
significant UK revenue pool

Embedded 
finance 

solutions1

e-commerce In-store Travel

Commerce

Homes Affordability, loans and cards Embedded finance Transport

Forecast growth of >20% CAGR, 
taking an increasing share of 
consumer credit market

Lending Payroll Invoicing

Business

Transport

FinancingDealershipsInsurance

Home

Retro-fit Protection
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Building our embedded finance e-commerce proposition

Instalment solution for customers and merchants

Innovative technology, seamless proposition…
Instalment lending at point-of-sale

Sign-up once and use across ecosystem of retailers

Technology partnership with dual lending solution

…utilising our extensive merchant network…
Offered to LBG commercial merchants

Includes self-service portal and tech support

Best in class proposition

Unique dual lending technology, 
ensuring unchanged risk appetite

Third-party partner will finance 
near-prime lending

High customer coverage expected, 
with LBG lending only to prime 
customers 

Customer registration builds data 
asset and improves decisioning

…launching in 2024, with significant growth potential
Opportunity to learn, evolve and scale

Homes Affordability, loans and cards Embedded finance Transport

Future-proofing our consumer credit business and accessing new revenue poolsOpportunity
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Leading, profitable and growing motor franchise

1 – Ultra low emission vehicles.  2 – Source: FLA, SMMT. Flow shares. Tusker represents share of salary sacrifice market.  3 – Compared to 2018 baseline.  4 – Source: SMMT

Significant scale Comprehensive, complementary offering with broad coverage

Well positioned to support net zero transition opportunity

Clear climate targets
Targeted reduction in emission 

intensity of LBG financed & leased 
vehicles by 20303

Growing demand
Increase in UK ULEV new car 

registrations YTD4

Targeted growth
LBG financing and leasing for 

EV/PHEV by 2024

Personal vehicle financing 
through network of dealers

c.14% market share2

Salary sacrifice car 
schemes for ULEVs1

c.20% market share2

UK vehicle financing and 
leasing provider

Vehicles currently 
financed or leased

Manufacturer 
partnerships with strong 
brands

Low emission vehicles 
registered financed or 
leased through LBG

Homes Affordability, loans and cards Embedded Finance Transport

c.18% market share2

Vehicle leasing for 
businesses and consumers, 
including new D2C offering
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…with compelling case for ongoing success A strong and growing business…

Tusker is well positioned for growth

Fleet size (up c.55% YoY)32k

Employees served by 1.6k business 
customers (up c.45% YoY)1.6m

Contract renewal rate (up c.20% YoY)c.70%

Proportion of order book that is ULEVc.90%

Preferred provider for 9 of 10 most prominent 
employee benefit providers

Meeting customer needs for simplicity with 
comprehensive, all-inclusive subscription

Growing eligibility for salary sacrifice schemes; 
c.14m employees in serviceable market

Homes Affordability, loans and cards Embedded Finance Transport

Highly complementary acquisition, with strong return on investment and 
adding to wider transport business growth potentialOpportunity

Benefitting from LBG scale and synergies and 
helping commercial clients transition to net zero
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Summary
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Purpose

Helping 
Britain

Executing on our priorities; clear plans for future delivery

• Leading Consumer franchise, supported by significant scale, 
breadth and strong customer engagement across all channels

• Delivering on our purpose, supporting customers through 
uncertain environment

• Well positioned to manage near-term competitive dynamics; 
investing for growth across strategic initiatives

• On track to deliver targeted Consumer outcomes, supporting 
material contribution to Group revenue and cost targets
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Disclaimer 
Important notice
The information, statements, views and opinions contained in this document and accompanying discussion (“this Presentation”) are for informational and reference purposes only. This Presentation has been 
provided by the Group (defined below).
This Presentation does not purport to be comprehensive nor render any form or type of advice (“Advice”). No responsibility, liability or obligation (whether in tort, contract or otherwise) is accepted by the Group or 
any of its  directors, officers, employees, agents or advisers (each an “Identified Person”) as to or in relation to this Presentation (including the fairness, accuracy, completeness or sufficiency thereof) or any other 
written or oral information made available (“Supplementary Information”) or any errors contained therein or omissions therefrom, and any such liability is expressly excluded to the extent permitted by law. 
No representations or warranties, express or implied, are given by any Identified Person as to, and no reliance should be placed on, the accuracy or completeness of any information contained in this Presentation 
and/or any Supplementary Information. For the avoidance of any doubt, this Presentation and/or Supplementary Information is not intended to, nor does it, constitute or form part of any Advice or promotional 
material for services offered by any Group entity.
No Identified Person undertakes, or is under any obligation, to provide any additional information, update, revise or supplement this Presentation and/or Supplementary Information or to remedy any inaccuracies 
in or omissions from this Presentation and/or Supplementary Information.

Forward looking statements
This document contains certain forward-looking statements within the meaning of Section 21E of the US Securities Exchange Act of 1934, as amended, and section 27A of the US Securities Act of 1933, as amended, 
with respect to the business, strategy, plans and/or results of Lloyds Banking Group plc together with its subsidiaries (the Group) and its current goals and expectations. Statements that are not historical or current 
facts, including statements about the Group's or its directors' and/or management's beliefs and expectations, are forward looking statements. Words such as, without limitation, ‘believes’, ‘achieves’, ‘anticipates’, 
‘estimates’, ‘expects’, ‘targets’, ‘should’, ‘intends’, ‘aims’, ‘projects’, ‘plans’, ‘potential’, ‘will’, ‘would’, ‘could’, ‘considered’, ‘likely’, ‘may’, ‘seek’, ‘estimate’, ‘probability’, ‘goal’, ‘objective’, ‘deliver’, ‘endeavour’, ‘prospects’, 
‘optimistic’ and similar expressions or variations on these expressions are intended to identify forward looking statements. These statements concern or may affect future matters, including but not limited to: 
projections or expectations of the Group’s future financial position, including profit attributable to shareholders, provisions, economic profit, dividends, capital structure, portfolios, net interest margin, capital ratios, 
liquidity, risk-weighted assets (RWAs), expenditures or any other financial items or ratios; litigation, regulatory and governmental investigations; the Group’s future financial performance; the level and extent of 
future impairments and write-downs; the Group’s ESG targets and/or commitments; statements of plans, objectives or goals of the Group or its management and other statements that are not historical fact; 
expectations about the impact of COVID-19; and statements of assumptions underlying such statements. By their nature, forward looking statements involve risk and uncertainty because they relate to events and 
depend upon circumstances that will or may occur in the future. Factors that could cause actual business, strategy, plans and/or results (including but not limited to the payment of dividends) to differ materially 
from forward looking statements include, but are not limited to: general economic and business conditions in the UK and internationally; political instability including as a result of any UK general election and any 
further possible referendum on Scottish independence; acts of hostility or terrorism and responses to those acts, or other such events; geopolitical unpredictability; the war between Russia and Ukraine; the 
tensions between China and Taiwan; market related risks, trends and developments; exposure to counterparty risk; instability in the global financial markets, including within the Eurozone, and as a result of the exit 
by the UK from the European Union (EU) and the effects of the EU-UK Trade and Cooperation Agreement; the ability to access sufficient sources of capital, liquidity and funding when required; changes to the 
Group’s credit ratings; fluctuations in interest rates, inflation, exchange rates, stock markets and currencies; volatility in credit markets; volatility in the price of the Group's securities; tightening of monetary policy in 
jurisdictions in which the Group operates; natural pandemic (including but not limited to the COVID-19 pandemic) and other disasters; risks concerning borrower and counterparty credit quality; risks affecting 
insurance business and defined benefit pension schemes; risks related to the uncertainty surrounding the integrity and continued existence of reference rates; changes in laws, regulations, practices and 
accounting standards or taxation; changes to regulatory capital or liquidity requirements and similar contingencies; the policies and actions of governmental or regulatory authorities or courts together with any 
resulting impact on the future structure of the Group; risks associated with the Group’s compliance with a wide range of laws and regulations; assessment related to resolution planning requirements; risks related 
to regulatory actions which may be taken in the event of a bank or Group failure; exposure to legal, regulatory or competition proceedings, investigations or complaints; failure to comply with anti-money 
laundering, counter terrorist financing, anti-bribery and sanctions regulations; failure to prevent or detect any illegal or improper activities; operational risks; conduct risk; technological changes and risks to the 
security of IT and operational infrastructure, systems, data and information resulting from increased threat of cyber and other attacks; technological failure; inadequate or failed internal or external processes or 
systems; risks relating to ESG matters, such as climate change (and achieving climate change ambitions), including the Group’s ability along with the government and other stakeholders to measure, manage and 
mitigate the impacts of climate change effectively, and human rights issues; the impact of competitive conditions; failure to attract, retain and develop high calibre talent; the ability to achieve strategic 
objectives; the ability to derive cost savings and other benefits including, but without limitation, as a result of any acquisitions, disposals and other strategic transactions; inability to capture accurately the 
expected value from acquisitions; assumptions and estimates that form the basis of the Group's financial statements; and potential changes in dividend policy. A number of these influences and factors are 
beyond the Group’s control. Please refer to the latest Annual Report on Form 20-F filed by Lloyds Banking Group plc with the US Securities and Exchange Commission (the SEC), which is available on the SEC’s 
website at www.sec.gov, for a discussion of certain factors and risks. Lloyds Banking Group plc may also make or disclose written and/or oral forward-looking statements in other written materials and in oral 
statements made by the directors, officers or employees of Lloyds Banking Group plc to third parties, including financial analysts. Except as required by any applicable law or regulation, the forward-looking 
statements contained in this document are made as of today's date, and the Group expressly disclaims any obligation or undertaking to release publicly any updates or revisions to any forward looking statements 
contained in this document whether as a result of new information, future events or otherwise. The information, statements and opinions contained in this document do not constitute a public offer under any 
applicable law or an offer to sell any securities or financial instruments or any advice or recommendation with respect to such securities or financial instruments.
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