
May 31, 2005 - [European 
Banker] 

“As new research from VRL 
Publishing* revealed in April, 
the provision of financial ser-
vices is a logical development 
for European post offices seek-
ing to diversify their revenue 
streams. But in Europe's 
smaller regions, some coun-
tries have found it tough going 
Much like their peers in 
Europe's larger countries, post 
offices in the Nordic region, 
Benelux and Central & East-
ern Europe are under intense 
pressure to increase the range 
of financial services they offer. 
Their experiences in this area 
have been decidedly mixed. 
While banks in Central & East-
ern Europe have embraced the 
concept of entering into new 
joint ventures and those in the 
Benelux region have created a 
network of banking relation-
ships, the Nordic experience 
has not always been happy, 
and has resulted in severed 
alliances and sometimes vola-
tile or declining revenues. 

In Finland, for example, 
few post offices now offer 
financial products. The 
largest postal group, Finland 
Post, stopped offering banking 
services in 2000. These were 
offered through Leonia Bank, 
which in October 1999 agreed 
to merge with the insurance 
company Sampo. Discussions 
then took place between 
Finland Post and Leonia Bank 
in an attempt to continue their 
co-operation, but these ended 

without reaching an agree-
ment. As a result, Leonia Bank 
services at post offices were 
discontinued. 

Today, the only postal outlet 
to offer financial services in 
Finland is the regional postal 
operator, the Aland Post. It 
began offering agency bank-
ing services in March 2003 
through its post office in Sund, 
which agreed to take over a 
banking service, consisting of 
cash withdrawals and other 
payment services, for custom-
ers of the Bank of eland. 

Change on the cards at 
Norway Post In Norway, 
the principal postal op-
erator Norway Post cur-
rently offers the priva-
tised postal bank Post-
banken's financial prod-
ucts through its retail out-
lets. However, this ar-
rangement may not con-
tinue for much longer. In 
November 2004, Norway 
Post invited Norwegian 
and international banks 
to co-operate with it in 
offering banking services 
through its network after 
its current agreement 
with Postbanken expires 
in December 2005. The 
postal operator is already 
in negotiations with po-
tential partners and 
should enter into a new 
agreement shortly. 

"Norway Post has Norway's 
most fine-meshed sales net-
work with good (Cont. to p.4)      
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Jun 10, 2005 - [Irish In-
dependent] 

“AN Post has written to 28 
financial institutions in the 
first stage of a process which 
could see the post office net-
work restructured as a fully-
fledged bank by sometime 
next year. 

The postal company is hop-
ing to leverage off its net-
work of 1500 post offices and 
its reputation as a safe and 
reputable company, in order 
to take a slice of the most 
profitable banking market in 
Europe. 

An Post wrote to five indige-
nous and 23 foreign banks 
earlier this week asking them 
to submit initial proposals 
within 10 weeks. Based on 
these submissions, the list of 
possible partners will be re-
duced to less than 10. De-
tailed discussion will then 
take place with the short-
listed banks and the final 
partner is expected to be cho-
sen by the end of the year. 

Irish post offices deal with 
1.7m financial transactions 
every week and handle more 
than &euro13bn in cash every 
year. They already have a 
significant savings business 

with &euro2.2bn invested in 
savings certs and a further 
&euro1.5bn put away in 
bonds. An Post also offers a 
limited number of financial 
services on an agency basis, 
through its One Direct sub-
sidiary. 

But with the traditional busi-
ness falling off as less people 
use traditional postal ser-
vices and more social welfare 
recipients choose to have 
their payments made directly 
into their bank account, the 
future of the post office net-
work is in doubt. 

Derek Kickham, the commer-
cial director of the semi-State 
said: "An Post needs to tap 
into strategically significant 
sustainable revenue streams 
to counter the decline of our 
existing services. 

Financial services naturally 
complement the brand, infra-
structure and retail network 
which An Post already has." 

Irish banks and insurance 
companies made profits of 
&euro3.4bn last year. Were 
An Post to take even 1pc of 
this amount it could have a 
significant effect on the sus-
tainability of the post office 
network. 

An Post is hoping to provide 
only basic services aimed 
mainly at the lower end of 
the market, which is less at-
tractive for traditional 
banks. 

Most banks aim their services 
at the ABC1 socio-
demographic, taking in pro-
fessional and skilled workers. 

An Post, on the other hand, 
has a strong relationship 
with many in the C1D catego-
ries, which includes social 
welfare recipients. 

It is also trusted by the older 
generation, many of whom 
have significant savings - 
another market which might 
be tapped by the new joint 
venture. 

An Post is the traditional 
starting point for children 
beginning to save, and until 
now they have been forced to 
opt for a commercial bank 
once they reach adulthood.” 

Tom McEnaney 
 
All Material Subject to Copy-
right 
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 An Post Reports Profit of €6.5m  

April 28, 2005 -  [Press 
release] 

“An Post has reported an 
after-tax profit of €6.5m for 
2004. The result is a turn-
around of €45m since last 
year and ends three succes-
sive years of escalating losses 
which threatened the future 
of the company.  
 
The annual report and ac-
counts, published today, re-
veals an operating profit of 

€1.8m. Exceptional income of 
€5.3m from property dispos-
als and other items produced 
an outturn which signals the 
success of crisis control 
measures. 
 
Turnover in the year at 
€750.2m was up by €41m – 
an increase of 5.8 per cent on 
2003. Staff and postmasters’ 
costs at €502.4m were mar-
ginally up on the previous 
year while other costs de-
creased. 
The financial turnaround 
was achieved by focused and 

determined management 
action to implement the re-
covery strategy particularly 
by cutting non-pay costs, 
curtailing pay costs through 
stringent control of overtime 
and recruitment, and the 
non-payment of Sustaining 
Progress. 
 
While the result is highly sat-
isfactory in the context of the 
losses of recent years, future 
prospects for the Company 
remain uncertain. Mail vol-
umes declined by 1.3 per cent 
since 2003 - (Cont. to  p.4)      
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(cont. from  p.2) the second 
successive year - despite na-
tional economic growth of 
five per cent a year and an 
additional 80,000 new deliv-
ery points. 
 
The problems for An Post are 
compounded by a continuing 
decline in social welfare 
transactions through the post 
office network – though off-
set slightly by the growth in 
BillPay volumes – and will 
require an urgent strategy to 
ensure a viable scale of busi-
ness.  
 
Despite the success of strict 
cost control measures the An 
Post cost base remains too 
high and substantial cuts are 
essential through headcount 
reductions, efficiencies, work 
practice changes and the 
implementation of the auto-
mation agreement.  

An industrial relations envi-
ronment which is resistant to 
change, regardless of the 
business and financial cir-
cumstances of the Company, 
has been excessively demand-
ing of the focus and energies 
of senior management, the 
report says. 

The resistance to change had 
prevented all efforts to ele-
vate quality levels and intro-
duce efficiencies. As a result, 
progress had been stalled on 
the Company’s price rise ap-
plication which had been 
submitted to ComReg in May 
of last year. 
 
Ms Margaret McGinley, 
chairperson of the Board of 
An Post, described the result 
for the year as “having sig-
nificantly exceeded expecta-
tions.” It had been based on a 
policy of tight financial man-
agement and was encourag-
ing. 
 
“The Company’s finances 
have been stabilised and the 
immediate liquidity prob-
lems, which emerged in 
2003, have been overcome.  

It is now clear that imple-
mentation of the Recovery 
Plan can provide An Post 
with a future in which mod-
est growth and profitability 
can be secured,” she added. 

 
Chief executive Donal Curtin 
said that damaging service 
disruption at local and na-
tional level and the continu-

ing lack of real progress on 
change continued to be a 
source of deep concern. 
 
“Our aim now must be to 
build on the financial stabili-
sation achieved in 2004 by 
concentrating on customer 
orientation and workplace 
flexibility which will allow us 
to survive in the new com-
petitive order that is rapidly 
approaching,” he added.” 
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 NIK: Polish Post Spent Money on Help for Private 
Companies  

Jun 08, 2005 -[Polish 
News Bulletin] 

“According to a critical re-
port on the Polish Post 
(Poczta Polska) compiled by 
the Supreme Board of Inspec-
tion, the company spent con-
siderable resources on sup-
porting Prokom, Cardif and 
other large private capital 
groups.  
 
The report shows that be-
tween 2002 and mid-2004, 

Poczta invested ZL52.8 mil-
lion in six firms and one in-
surance company.  
 
According to the board, this 
was done illegally, as funds 
were mainly used to cover 
the company's losses.  
 
NIK Deputy Chairman 
Krzysztof Szwedowski 
pointed out that it is difficult 
to understand why Poczta 
gave up preferencing its 
Bank Pocztowy shares.  
 
During the inspection period, 

it gave the bank ZL34 mil-
lion.  
 
Poczta Polska spokesman 
Marcin Anaszewicz says the 
Post's current Director Gen-
eral, Tadeusz Bartkowiak, is 
not responsible for a lot of the 
abnormalities and that many 
of the Post's investments 
should bring profits in the 
long term.” 
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Slovakia: No exclusivity from 2007 

 Jun 05, 2005 - [The Slo-
vak Spectator] 

Marta Iurianova                          
Spectator staff   

“Shipping & Transportation - 
Postal service market will 
open up to competition from 
private companies POSTAL 
services in Slovakia should be 
liberalized two years sooner 
than previously planned. 

Alternative postal operators 
could be offering a full range 
of postal services from 2007. 

The Slovak cabinet recently 
approved a postal service 
analysis that recommended 
Slovak Post lose its exclusive 
right to deliver all types of 
consignments in two years 
time. 

The new timetable for grad-
ual liberalization suggests 
that from the end of 2006 
Slovak Postýs exclusive right 
of delivery will be reduced. 

Alternative delivery firms 
would not be allowed to han-
dle consignments weighing 
less than 50 grammes at a 
price less than 2.5 times Slo-
vak Postýs price. 

Currently the weight and 
price limit stands at 100 
grammes and 3 times Slovak 
Postýs price. 

In 2008 Slovak Post would 
have to open access to the 
public postal network. 

While Slovak Post worries 
that it might not be given 
enough time to prepare for 
liberalization, express deliv-
ery firms said that its worries 
were baseless. 

"The process of quicker liber-
alization of the postal ser-
vices market in the current 
situation brings significant 
risks, mainly from the point 

of view of reliability, stability 
and quality of postal service 
that each EU member state is 
obliged to ensure," Bela Li-
sakova, head of external and 
internal communication at 
Slovak Post told The Slovak 
Spectator. 

She pointed out that with the 
speeding up of the liberaliza-
tion process it will be neces-
sary to create an effective 
legislative and regulatory 
framework, including a sys-
tem of granting licenses to 
provide universal postal ser-
vices and legislation provid-
ing access to the public postal 
network. 

According to Slovak Post, it 
will also be necessary to in-
troduce regulations that en-
sure maintenance of afford-
able prices for services. 

Its opinion is that liberaliza-
tion is coming too soon. 

Lisakova added: "It is clear 
that Slovak Post as a pro-
vider of a universal postal 
service in Slovakia will not 
have enough time for carry-
ing out its development pro-
jects, implementing new tech-
nologies and innovation of 
postal services to strengthen 
its competitiveness. 

"Slovak Post dated the ac-
complishment of its develop-
ment projects at the end of 
2007, envisaging a complete 
liberalization of services in 
2008, which is even sooner 
than EU legislation requires 
[January 1, 2009]. 

" Slovak Post emphasized 
that postal operators in the 
pre May 1, 2004, member 
countries (prior to Slovakiaýs 
EU accession) have got a 
significant lead in the grad-
ual decrease of postal exclu-
sivity and compared to new 
EU countries they have a 
time advantage for building 
up their position on the mar-

ket. Additionally, older EU 
members have a better tech-
nological background. 

"In general, liberalization 
has been sharper in the new 
EU countries compared to the 
original members," Lisakova 
of Slovak Post said. 

The Slovak cabinet knows 
about possible risks for Slo-
vak Post but is still convinced 
that pluses from postal ser-
vices liberalization will out-
weigh the minuses. 

Apart from a drop in employ-
ment in Slovak Post the 
analysis mentioned the risk 
of deterioration of postal 
service in remote regions and 
villages. 

The government material 
reads: "Experience from 
countries where the postal 
services market has been 
fully liberalized showed that 
the competition is not able to 
offer postal services on the 
whole territory [of a state] 
and is concentrated only in 
the largest agglomerations, 
which bring profit. 

"In the case of big cities it is 
possible to expect that a com-
plete liberalization will bring 
a higher quality of postal 
service. 

On the other hand, we must 
point out that we do not ex-
pect competition in the rural 
areas and smaller towns and 
here it is possible to expect a 
negative impact from full 
liberalization. 

" However, the cabinet con-
siders the faster liberaliza-
tion as the best option:    
"Due to the need for competi-
tion development the Minis-
try of   Transportation of 
Post Offices and   Telecom-
munications recommends 
accepting  alternative num-
ber 3, proposing      the liber-
alization of  (Cont. to  p.5) 
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(cont. from  p.4) the postal 
business environment with a 
significant     decrease of 
weight and price limit at 50 
grammes    and 2.5 times the 
price from January 1 2006, 
and a complete liberalization, 
e.g.   abolishment of postal 
exclusive right, from January 
1 2007. 

" Some of Slovak Postýs po-
tential competitors - express 
delivery firms - do not think 
that they would be in too 
much of a hurry to try and 
replace Slovak Post once full 
liberalization is introduced. 

The reason is cost. 

"In the future, DHLýs core 
business will still be express 
delivery service and road 
goods shipping. 

The legal amendment will 
thus not impact us. 

Current exclusive postal 
rights concern letter consign-
ments up to 100 grammes 
that other firms cannot de-
liver for a price lower than 3 
times Slovak Postýs price. "It 
is true DHL delivers letter 
consignments up to 100 
grammes but it is only a 
small percentage. 

Additionally, DHL has a 

price much higher than Slo-
vak Post because of real costs 
on the express delivery of 
such consignments," 
Katarina Frcova, marketing 
manager of DHL Express 
told The Slovak Spectator. 

So far, in the EU, only Swe-
den, Finland, and Estonia 
have fully liberalized the 
postal services market. 

Spain and Great Britain have 
minimal exclusive postal 
rights.“ 

All Material Subject to Copy-
righ  
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(cont. from  p.1) accessibility     
throughout the country, fi-
nancial expertise and a large 
customer flow. Competition 
for access to this sales net-
work will ensure the best 
solution," commented Kaare 
Frydenberg, chief executive, 
Norway Post. 

If Norway Post decides to 
move from Postbanken to 
another financial services 
provider it will end a long-
standing relationship that 
has already experienced 
fluctuating fortunes. Post-
banken was created in 1996 
following the merger of sav-
ings bank Norges Postbank 
with Postgiro. Ownership of 
the new entity was trans-
ferred from Norway Post to 
the government. Postbanken 
then merged with the pri-
vately owned Den norske 
Bank, which later became 
DnB NOR after its merger 
with Gjensidige NOR in De-
cember 2003. 

As a result, Postbanken was 
no longer obliged, or had the 
sole right under the Post 
Bank Act, to supply basic 
banking services through 

Norway Post's retail net-
work. However, new legisla-
tion in 2002 required Nor-
way Post to provide basic 
banking services through its 
sales network with a finan-
cial institution partner. 

Norway Post then entered 
into a new agreement with 
DnB NOR to provide basic 
banking services through 
Postbanken until the end of 
2005.  

Under this agreement, Nor-
way Post earns commissions 
on banking transactions and 
product sales. 

However, Norway Post's co-
operation with Postbanken 
contributed a shrinking 
share of its revenues be-
tween 2001 and 2003, as 
banking transaction vol-
umes tumbled and revenues 
from new account sales fluc-
tuated. The decline in bank-
ing transaction volumes con-
tinued into 2004: 22.89 mil-
lion transactions were re-
corded in the first nine 
months of 2004, down 3.3 
percent year-on-year. How-
ever, revenues from sales of 
financial products, such as 
bank and loan accounts, 
grew by 15 percent over the 

same period, driven by 
higher volumes of housing 
loans. 

Svensk Kassaservice strug-
gling to breakeven Sweden's 
experience of financial ser-
vices has also been troubled. 
Swedish postal operator 
Posten is legally obliged 
to provide a nationwide 
cashier service for the 
making and receiving of 
payments at uniform 
prices. This service is 
provided by a fully 
owned subsidiary of 
Posten called Svensk 
Kassaservice. 

However, Svensk Kassaser-
vice has struggled to break-
even in the face of falling 
demand, as more and more 
Swedes pay their bills online. 
The number of transactions 
tumbled from 107 million in 
1998 to only 45 million in 
2003. This decline continued 
into 2004 and volumes fell 
by 17 percent year-on-year 
for the first nine months of 
the year. However, the ser-
vice did manage to post a 
profit for the period, largely 
as a result of a SKR300 mil-
lion (E32.6 million) govern-
ment subsidy for the service. 
This was   (Cont. to p.6)      
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(cont. from  p.5) approved 
by the European Commis-
sion in 2002 on the basis 
that it would not overcom-
pensate Posten for operating 
the service. 

Apart from its mandated 
payment facility, Svensk 
Kassaservice also offers 
agency banking services for 
a number of banks, includ-
ing Nordea (and its subsidi-
ary Postgirot), ForeningsS-
parbanken and its network 
of savings banks, Lansfor-
sakringar Bank and GE 
Capital Bank. These services 
include account deposits and 
withdrawals, account-based 
payments, and money or-
ders and transfers. 

Denmark's experiences 
have been more positive. 
Government legislation en-
abled Danmark Post to enter 
into an exclusive sales agree-
ment with BG Bank, a mem-
ber of the Danske Bank 
Group, in 2001.                   
Today, banking services are 
available for all its custom-
ers and larger post offices 
even incorporate BG Bank 
branches. 

BG Bank's relationship with 
the Danish post office has 
historical antecedents. It 
was formed in 1995 when the 
savings bank Sparekassen 
Bikuben (Beehive Savings 
Bank) merged with Giro-
bank. Girobank itself has its 
roots in Post Office Giro, 
which was transformed into 
an independent unit under 
the Danish Post and Tele-
graph service in 1986. Post 
Office Giro became a state-
owned company two years 
later and was privatised as 
Girobank in 1991. 

La Poste: division of labour 
Moving south to the Benelux 
region, the sale of financial 
services products is carefully 
organised, both internally 

and through joint ventures 
with external providers.  

In Belgium, for example, 
the national supplier La 
Poste, which has over 
1,300 post offices, has 
two units responsible for 
selling financial ser-
vices. These are the retail 
unit, which manages the 
post office network and the 
sales of La Banque de La 
Poste (BPO) and insurance 
products and services, and 
Financial Post, which is re-
sponsible for managing the 
back office activities of BPO, 
managing government ac-
counts and La Poste's tradi-
tional financial services, 
such as money orders and 
postal transfers. 

Financial Post's revenues 
from traditional financial 
services and managing gov-
ernment accounts were 
transferred to the retail busi-
ness unit in 2003. As a re-
sult, revenues for the retail 
business unit jumped from 
E51.9 million in 2002 to 
E130.7 million in 2003, al-
though it reported organic 
growth on existing activities 
of 10.1 percent. 

Demand for traditional pay-
ment products, such as 
money orders, is declining. 
According to statistics from 
the Universal Postal Union, 
there were about 148,000 
domestic money orders and 
323,000 international out-
going money orders in the 
Benelux region in 2003, 
down 38 percent and 41 per-
cent, respectively, on 1999 
levels.  

Unsurprisingly, Financial 
Post's revenues tumbled 
from E150.6 million in 2002 
to E31.3 million in 2003, 
although it reported organic 
growth of 28.9 percent, or 
E7 million, thanks to im-
proved terms for its back 
offices services agreement 
with BPO, following contract 
renegotiation. 

La Banque de La Poste 
BPO was formed as a 
joint venture between La 
Poste and Fortis Bank in 
1995, a move designed to 
provide banking services 
to consumers and busi-
nesses. By the end of 2002, 
it was managing more than 
1.2 million current accounts 
(valued at over E2.1 billion) 
and more than 500,000 sav-
ings accounts (valued at 
over E2 billion). 

The partners signed a new 
agreement in December 
2002 extending their co- 
operation through BPO. This 
new agreement, which took 
effect in January 2003 and 
runs until 2014, provides La 
Poste with additional fund-
ing to invest in new technol-
ogy and to train its staff. 
The postal operator pro-
vides back office func-
tions and customer ser-
vice through its post of-
fice network, while For-
tis Bank develops and 
manages the products. 

BPO's consumer banking 
products and services in-
clude Postcheque and sav-
ings accounts, debit cards, 
MasterCard-branded credit 
cards, investments and per-
sonal loans. It offers Aurore-
branded revolving credit 
cards in association with 
Cetelem. Current and sav-
ings account customers can 
also access their accounts 
via telephones and the inter-
net. 

The relationship between La 
Poste and Fortis Bank con-
tinues to deepen.  In March 
2005, La Poste entered into 
a partnership with Fortis 
Bank and BPO to sell insur-
ance products through its 
post office network.  This 
followed the termination of 
its relationship with insur-
ance giant Axa. The relation-
ship seems to be successful. 
Sales turnover at La Poste's 
banking and insurance joint 
ventures (Cont. to p.7)      
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(cont. from  p.6) reached 
E715 million in 2003.   

TPG: in partnership with 
Postbank and Rabobank 
Joint ventures are also 
the preferred route in 
the Netherlands. Royal 
TPG Post, the country's prin-
cipal provider of public 
postal services, owns Post-
kantoren in conjunction with 
Postbank, a subsidiary of 
ING. Postkantoren operates 
a network of post offices that 
provide a range of financial 
services, including over-the-
counter banking, insurance 
and mortgage services. 

Due to the growing popular-
ity of ATMs and the internet 
for banking and postal ser-
vices, TPG and Postbank 
intend to restructure their 
retail network by reducing 
the number of post offices 
and opening more sales out-
lets. Postkantoren had 2,326 
outlets at the end of 2003, 
down from 2,344 a year ear-
lier. While the number of 
post offices and postal agen-
cies declined by about 9 per-
cent and 24 percent to 349 
and 583, respectively, the 
number of TPG Post Service 
Points increased by almost 
31 percent to 948. TPG plans 
to operate about 800 post 
offices (including agencies) 
and 1,300 TPG Post Service 
Points through Postkantoren 
by the end of 2005.                        
It also plans to operate an-
other 1,000 sales outlets in 
shops by 2005. 

Similarly, Postbank has con-
cluded that its existing 800 
full-service offices should be 
sufficient to serve its custom-
ers. However, it launched a 
new cashier service, Post-
bank Geldservice, in 2002 to 
serve communities with 
fewer than 5,000 inhabi-
tants and at least 500 Post-
bank customers. These out-
lets provide basic cashier 
services, such as cash with-

drawals, for people reluctant 
to use automated or remote 
services. Postbank had 
opened 314 Geldservice out-
lets by the end of 2003 and 
there are plans to have 400 
in operation by the end of 
2005. There were also 1,809 
Postbank Giromaat and ING 
Bank ATMs in service by the 
end of 2003. 

In another development, 
TPG Post signed a letter of 
intent to form a strategic 
partnership with Rabobank 
in June 2004. The partner-
ship is aimed at linking TGP 
Post's Privver electronic let-
ter box, which was launched 
in 2001, with Rabobank's 
internet banking solution, 
enabling online bankers to 
receive bills electronically 
and settle them via their 
internet banking accounts. 
The partners plan to begin 
offering the solution to 
Rabobank customers this 
year and have said that the 
electronic bill presentment 
and payment service will 
eventually be offered to 
other banks. 

Czech Post hopes to 
grow In Central & East-
ern Europe, postal 
groups have always 
been well diversified, 
partly for historical rea-
sons and partly out of 
necessity. In the Czech 
Republic, for example, in 
addition to its core postal 
services, Czech Post provides 
a wide range of agency ser-
vices, such as payment facili-
ties, agency banking and 
insurance services, pension 
payments and the collection 
of cash payments for fees 
and bills. The postal opera-
tor provides these services 
through its network of over 
3,400 post offices. 

Domestic money order ser-
vices have grown strongly in 
recent years and have bene-
fited from the development 
of online connections at post 
offices. Money orders are 

primarily cash-based and 
can be used to transfer 
funds into or out of bank 
accounts. Czech Post has a 
partnership with Western 
Union to offer express in-
ternational money orders. 

Czech Post also has a part-
nership with postal savings 
bank Postovni sporitelna 
(PSB) to provide agency 
banking, insurance and 
funds services. PSB was 
acquired by Ceskoslovensk 
obchodni banka (CSOB), 
which is majority-owned by 
Belgium-based KBC Bank. 

Throughout its history PSB 
has had access to Czech 
Post's retail network, the 
largest retail banking net-
work in the Czech Republic. 
By the end of 2003, PSB 
had over 1 million Postgiro 
and Postkonto (aimed at 
businesses and organisa-
tions) accounts, driven in 
part by strong demand for 
accounts aimed at teenag-
ers and young adults. The 
bank also had over 1.2 mil-
lion clients with savings 
books. PSB joined the Eu-
rogiro payments network 
in July 2001 and started 
offering Eurogiro- based 
cross-border payment ser-
vices in March 2002. 

In 2001 it started selling 
consumer loans and had 
provided 11,000 by the end 
of 2002. Strong growth 
was also reported in 2003. 
Permitted current account 
overdrafts reached almost 
170,000 by the end of 2003, 
up about 40 percent on 
2002. The bank launched 
Kreditka, its first credit 
card not linked to a current 
account, through PSB 
branches in April 2003 and 
through the Czech Post net-
work from February 2004. 

In insurance-related activi-
ties, it began selling travel 
insurance to Postgiro ac-
count holders in March 
2002, while (Cont. to p.8)  
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(cont. from  p.7)  the   Postal 
Insurance  Certificate, a 
long-term savings product 
based on life insurance com-
bined with accident insur-
ance, was launched in Feb-
ruary 2003. 

And it does not stop there. 
PSB has also launched a 
postal investment pro-
gramme offering invest-
ments in SOB/KBC mutual 
funds, initially through PSB 
branches and then later 
through Czech Post offices. 
By the end of June 2004, 
investments amounting to 
CZK486.8 million (E15.96 
million) had been sold. 

Magyar Posta Diversifi-
cation is also the name 
of the game in Hungary. 
Magyar Posta's post of-
fice network offers a 
wide range of payment, 
agency banking and in-
surance services. 

Payment services accounted 
for about 79 percent of Mag-
yar Posta's revenues from 
financial services in 2003. 
Traditionally, it has ac-
counted for a large propor-
tion of cash-based utility bill 
and other regular payments, 
as well as welfare payments, 
such as social security and 
state pensions. 

Magyar Posta also offers 
insurance services. It pro-
vides agency services for 
three insurers (Generali-
Providencia, OTP-Garancia 
and EUB) offering life, non-
life and travel insurance to 
its customers. However, this 
service is still in its infancy 
as insurance services con-
tributed only about 1 percent 
of revenues in 2003. Never-
theless, in 2002 the company 
formed two joint ventures 
with the German insurer 
HDI, modelled on its co-
operation with Deutsche 
Postbank in Germany. These 
are called Magyar Posta 

Insurance and Magyar 
Posta Life Insurance. 

By the end of 2003, Magyar 
Posta Life Insurance had 
secured almost 2 percent of 
the life insurance market 
and had a premium income 
of HUF4.399 billion (E17.3 
million), according to the 
Association of Hungarian 
Insurance Companies. By 
the first quarter of 2004 its 
share of life premiums had 
risen to 4.4 percent and pre-
miums totalled HUF2.495 
billion. 

Elsewhere, Magyar Posta 
and the postal bank Posta-
bank, which was acquired 
from Magyar Posta by Erste 
Bank Hungary in October 
2003, have a long-standing 
relationship that was for-
malised by a ten-year agree-
ment in December 2002. 

Erste Bank Hungary and 
Postabank merged in Sep-
tember 2004 to form Hun-
gary's second-largest retail 
bank. The combined entity, 
known as Erste Bank Hun-
gary (EBH), believes the true 
sales potential of Magyar 
Posta's network has yet to be 
exploited and aims to in-
crease its market share of 
retail loans and deposits to 
between 20 percent and 25 
percent in the medium term. 

In order to achieve this 
growth, EBH concluded that 
it would have to revamp the 
business model used by 
Magyar Posta and Posta-
bank. It set up a joint project 
with the post office in Febru-
ary 2004 to develop this. 
EBH aims to increase its 
mass market presence by 
targeting Magyar Posta cus-
tomers, whom it believes are 
average or below-average 
income earners and often do 
not have a banking relation-
ship. 

As a result, the bank plans to 
renew its product portfolio 
and upgrade paper-based 

transaction products, while 
also investing in new tech-
nology at larger post offices 
and sales training for postal 
staff. 

Agreements have been 
signed to cover bank account 
products (including current 
accounts, savings accounts, 
account transactions, depos-
its, debit cards and over-
drafts) and the sale of invest-
ment funds products. EBH 
expects post office volumes 
to reach 17.5 percent of in-
vestment funds under man-
agement by 2007. Additional 
agreements relating to lend-
ing products are also 
planned. 

Under the new collaboration 
model Magyar Posta will 
also sell private label finan-
cial products. In perhaps the 
most significant change to 
the old business model, the 
partners have agreed to re-
place the existing transac-
tion-based commission sys-
tem with a revenue-sharing 
model. 

Polish Post: nothing if 
not inventive Polish Post 
operated 8,304 post of-
fices by the end of 2003, 
up from 8,242 a year 
earlier, according to Po-
land's Central Statistical 
Office. Post offices in the 
country offer a range of 
financial services, in-
cluding payment ser-
vices, agency banking 
and insurance services. 

Payment services include 
money orders, which may be 
in postal or telegraphic form 
and are mainly used for per-
son-to-person payments.  

A large proportion of Polish 
Post's money order volumes 
are outpayments of state 
pensions and disability al-
lowances. Pension payments 
accounted for 78.6 percent of 
domestic money order vol-
umes in 2003. (Cont. to p.9) 
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(cont. from  p.8)  In terms of 
banking services, Polish Post 
has     agency service agree-
ments with a number of 
banks. These agreements 
enable customers of partici-
pating banks to carry out 
transactions on their bank 
savings or current accounts 
at post offices. Polish Post 
also co-operates with BNP 
Paribas to offer a range of 
branded products and ser-
vices through its post offices, 
including credit cards in 
association with Cetelem 
Polska and branded insur-
ance products alongside 
global personal insurer Car-
dif. 

Polish Post also signed an 
agreement with BNP 
Paribas and Cardif in No-
vember 1998 to jointly de-
velop a pension fund open to 
all Polish employees and 
formed a joint venture to 
manage the fund. The fund 
was then merged with the 
Arka-Invesco pension fund, 

which was owned by the 
investment company Amves-
cap and the Polish episco-
pate (which governs the 
Catholic church in Poland), 
in 2001. 

The resulting pension fund 
(Pocztylion OFE - open pen-
sion fund) is managed by the 
Pocztylion - Arka 
Powszechne Towarzystwo 
Emerytalne (General Com-
pany Pension). Its share-
holders are Polish Post (with 
33.3 percent of the shares), 
Cardif (33.3 percent of the 
shares), Amvescap (29.3 
percent of the shares) and 
the Polish episcopate (4 per-
cent of the shares). The fund 
had PLN937.53 million 
(E224.63 million) in assets 
under management by the 
end of 2003, up 42.38 per-
cent on 2002 levels. 

Polish Post helped to create 
Bank Pocztowy in 1990, in 
conjunction with Prokom 
Investments.  

According to an agree-
ment signed by Polish 
Post and Bank 
Pocztowy, postal bank-
ing customers can use 
post offices for account 
transactions. The postal 
bank offers a range of 
giro and savings ac-
counts as well as loan 
and credit products for 
consumer and business 
customers.” 

* Post Office Financial Ser-
vices - Opportunities and 
Challenges in a Competitive 
Global Market by Anthony 
O'Brien is published by VRL 
Publishing. For more infor-
mation please contact Client 
Relations by telephone on 
+44 (0)20 7563 5687 or by e-
mail to: 
nish.liyanage@vrlpublishing
.com Copyright: 

Copyright 2002. 

According to an 
agreement signed 
by Polish Post and 

Bank Pocztowy, 
postal banking cus-
tomers can use post 
offices for account 

transactions 

Post Office® helps UK travelers avoid insurance pitfalls  

May 2, 2005 -  [Press re-
lease] 

“FSA compliant processes 
rolled out across UK’s larg-
est retail network. Consum-
ers should ‘Read, Under-
stand and Report’ before 
buying. 
 
As the holiday season ap-
proaches, Post Office® 
travel services is urging UK 
travelers to Read, Under-
stand and Report when it 
comes to arranging their 
travel insurance. Post Of-
fice®, who have the largest 
network of branches offering 
travel insurance in the UK, 
wants to help clarify for cus-
tomers the benefits of the 
FSA regulations governing 
travel insurance which were 
introduced earlier this year. 
Post Office® recommends 

customers bear in mind 
three steps when purchasing 
travel insurance to ensure 
that they are sold the right 
policy for their needs: 
 
READ all literature handed 
to you prior to purchasing 
any insurance policy. You 
should be handed two docu-
ments:  

1) Policy Summary/Key 
Facts – A summary of the 
policy details. 

 
2) Initial Disclosure Docu-
ment – Concerning personal 
details, which may affect 
your policy such as pre-
existing medical conditions 
and other exclusions.                                                                                                                                                              
                                                 
UNDERSTAND your rights:  
Sales advisors should pro-
vide all information that 
allows you to make an in-

formed choice when select-
ing travel insurance, which 
you can directly compare 
with other offerings. 
Cooling off period – You 
have 14 days to change your 
mind about your policy.  
REPORT any pre-existing 
medical conditions or pro-
vide any relevant informa-
tion that you believe may 
affect your policy in accor-
dance with the Initial Disclo-
sure Document.  
 
Kevin McAdam, Head of 
Travel and Leisure at the 
Post Office®, said: “As the 
summer draws nearer, 
many people will be looking 
at travel insurance policies 
for their holidays. The FSA 
regulations introduced ear-
lier this year were put in 
place to try and protect the 
consumer against the mis-
selling of insurance. How-
ever, there is (Cont. to p.9)      
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Post Office® helps UK travellers avoid insurance pitfalls  

pulsory insurance exam 
regulating the selling proc-
ess to date. For further infor-
mation regarding FSA regu-
lations consumers should 
refer to the FSA directly at 
www.fsa.gov.uk. 
 
Ends 
 
Notes to Editors: 
 
For further information 
please contact: 
Rebecca Whitehouse, Tel: 
020 7331 5478, email: re-
becca_whitehouse@uk.cohn
wolfe.com 
Lisa Crane, Tel: 020 7331 
5474, email: 
lisa_crane@uk.cohnwolfe.co
m 

Notes to Editors 
 
· Post Office® travel services 
provides great value travel 
insurance, commission-free 
foreign currency, a passport 
application ''check & send'' 
service, passport photos, 
international money trans-
fers, holiday phone cards, 
E111 forms and huge savings 
on car-hire and pre-booked 
holiday extras 
 
About the Post Office® 

· With around 15,000 
branches across the country, 
the Post Office® is the UK’s 
largest retail and financial 
services chain in the UK. Its 
network is larger than all of 
the UK’s banks and building 
societies put together. 
Around 93 per cent of the UK 
population lives within a 
mile of a Post Office® 
branch 
 
· In conjunction with its 
partners, the Post Office® 
offers almost 200 products 
and services including travel 
and financial services 
(including personal loans, 
car and home insurance), 
banking services, bill pay-

ments, lottery products,  
license applications, phone 
cards and mobile phone top-
ups, and postal services.  

It is the largest supplier of 
foreign currency in the UK, 
with 25 per cent market 
share, and is a leading pro-
vider of travel insurance”  

· The Post Office® is also the 
biggest cash handler in the 
country – with more than 
Ј140 billion passing through 
its hands each year. 27p in 
every Ј1 in circulation goes 
through a Post Office® 
branch, and around 400 
million household bills are 
paid at Post Office® 
branches each year – with a 
value of Ј10 billion 
 
· In 2004, the Post Office Ltd 
turnover was Ј1,278 million. 
Post Office Ltd is a separate 
limited company under the 
Royal Mail Group 
· To find out where your 
nearest Post Office® branch 
is call 08457 223344 
 
· The Post Office® and the 
Post Office® symbol are 
registered trademarks of 
Post Office Ltd in the UK and 
other countries. 
 
www.postoffice.co.uk  

(cont. from  p.9)  still some 
confusion amongst consum-
ers about what to look out 
for, particularly as travel 
agents are able to continue 
to provide travel insurance 
without having to adhere to 
FSA regulations.  
 
“We want to make it as easy 
as possible for people to 
make an informed choice 
regarding the purchase of 
their policy. This means 
drawing attention to any 
exclusions and making sure 
customers have all the neces-
sary information to be able 
to compare policies before 
making a decision.  

And importantly, making 
sure customers know that all 
policies have a 14 day 
‘cooling-off’ period if they 
decide the policy purchased 
does not suit their travel 
requirements.” 
 
The Post Office® aims to 
offer the highest service lev-
els to the 29 million custom-
ers that visit its branches 
every week and offers a 
complete travel services 
product range covering not 
just travel insurance but 
commission-free foreign 
currency, passport “check & 
send” and E111s too.  

The Post Office® is commit-
ted to fully adhering to the 
new FSA regulations and 
has implemented a full train-
ing programme across its 
10,000 strong travel insur-
ance branch network. 

 Travel agents have a two-
year exemption from com-
plying with FSA regulation 
governing the sale of travel 
insurance. According to re-
cent ABTA figures just 2,000 
of the 30,000 high street 
travel agents that are ABTA 
members have taken its com-
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May 24, 2005 --  [Press 
release] 
 

”La Poste in a recently re-
leased report explained the 
current situation of the Postal 
financial services.                     

Detailed statistics are found 
in the report regarding cur-
rent activities of the bank: 11 
million checking accounts, 45 
million accounts representing 
all products sold and finan-
cial services representing 
23% of La Poste Group total 

revenues in 2004. 

A detailed product-by-
product analysis is also 
found in the report. Avail-
able in French.” 
[Document - 184kb]   

and made available to the 
consumers a free service, 
fast and easy to reach 
that also adds value and 
makes the traditional 
commerce more dy-
namic.  
                                                          
After three years of live ser-
vice, consumers, retailers 
and our client compa-
nies, which believed from the 
start in this project, still 
show us their satisfac-
tion, and to prove that, we 
have the daily phone calls 

May 25, 2005 --  [Press 
release] 

“Payshop is today a CTT - 
Correios de Portugal com-
pany.  

Just three years ago, we 
launched a new electronic 
collection service in Portugal 
that enables anyone to pay 
their household-bills, top-up 
their mobile phone, buy pub-
lic transports tickets, among 
several other services. 
We've created our own brand 

from retailers wanting to 
join our network because 
they feel it's the best way to 
get more and more clients; 
the client companies that 
grow in number every day 
(130 by now, both national 
and international) and the 
satisfaction of the commu-
nity. 
 
This are the milestones that 
we've achieved and make 
payshop a win win win 
project!” 

La Poste Postal Banking Activities  

A Successful Start-Up! 
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Payshop at POST-EXPO 2005, Paris 

May 25, 2005 - [Press re-
lease] 

“Payshop will attend and be 
part of a series of conferences 
and technology workgroups, 
held at POST-EXPO 2005, in 
Paris, between the 3rd and 
the 5th of October. 
 
POST-EXPO is a renowned 
world postal business forum, 

organised annually in asso-
ciation with the Universal 
Postal Union (UPU). It's the 
largest and most important 
gathering of postal, parcel 
and logistics expertise and 
technology companies. 
 
It will be the second partici-
pation for payshop in this 
forum. At the POST-EXPO 
2004, in Romania, payshop 

was part of a technology 
workgroup regarding retail 
innovation. This year, the 
payshop intervention will 
concern financial solutions 
through an innovative retail 
network.” 

April 16, 2005 - [Press 
release] 

“Payshop has agreed with the 
largest fixed communications 
operator in Portugal, PT 
Comunicações in the elec-
tronic sell of their prepaid 
telephonic vouchers Pt Hello 
and PT Card through pay-
shop system. 

These products are the solu-
tion for all those who need to 

make national or interna-
tional calls through fixed 
network. 
 
The Pt Card voucher allows 
national calls and is targeted 
mainly to the European citi-
zens that are in our country 
as tourists or working.  
 
The Pt Hello voucher is essen-
tially targeted to the Brazil-
ian Community, Eastern 
European Countries, Palops, 

Indian or Pakistan that 
have been having a greater 
importance in Portugal 
throughout the times.  
 
Payshop is the only elec-
tronic distributor of these 
products in Portugal! Main 
advantages of this new ser-
vice to payshop agents: 
There’s no physical card: 
the electronic commerciali-
sation of PT Hello and PT 
Card only implies a numeric 

PT Hello and PT Card through payshop  

Payshop is the only 

electronic distributor 

of these products in 

Portugal!  



(cont. from p. 10)  code, 
which is exclusive to each 
acquirement.  

This code is delivered to the 
consumer through a receipt 
printed from the payshop 
terminal. This way, the re-
tailer doesn’t have to buy 
cards or maintain stocks.  
 
The commission received 
for selling these products 
is more attractive to the 
payshop agent!  

PT Hello and PT Card through payshop  

Postbank confirms forecast                                                   
First Annual General Meeting after going public / focus on the 
German market / leverage platform strengths  

systems business that we 
control, and our market 
proximity sets us apart from 
all our competitors.” 

In fiscal year 2004, Post-
bank reported a 26% in-
crease in profit before tax, 
at EUR 624 million.  

The number of new custom-
ers was up around 16% on 
2003, at 890,000. von 
Schimmelmann confirmed 
the forecast, according to 
which Postbank will gener-
ate return on equity before 
taxes of at least 15% in 
2006, and wants to reduce 
the cost/income ratio in the 
traditional banking business 
to below 65%. “This year, we 
want to make substantial 
progress towards achieving 
this.” 

In addition, von Schimmel-
mann wants to further ex-
pand Postbank through ac-
quisitions.  

“Nevertheless, we are ex-
tremely careful when calcu-
lating the value that a tar-
get holds for us.” Speaking 
on the discussion surround-
ing the planned sale of 
BHW, von Schimmelmann 
stressed that both business 

models could be a good 
match – in terms of both the 
product focus as a provider 
of building loans and the 
strong customer and sales 
base. “However, it is far too 
early to be making any com-
mitments at the present 
time.” 

Handsome profits  
von Schimmelmann was ex-
tremely pleased with the de-
velopment of Postbank’s 
share price. Following the 
IPO on June 23, 2004, the 
share price “has moved in 
only one direction for some 
time: upwards.  

The price of our shares has 
climbed 14% in just over six 
months, the time during 
which we were listed in 2004. 
Since the beginning of this 
year, we have experienced 
another share price hike of 
14.5%. If the dividend pro-
posal of EUR 1.25 per share is 
accepted, there can quite 
rightly be talk of a good in-
vestment,” added von 
Schimmelmann. “ 

  

May 19, 2005 -  [Press 
release] 

“Deutsche Postbank AG 
wants to continue its focus on 
the German banking market 
and, in so doing, leverage the 
strengths of its transaction 
platform. This was high-
lighted by the Chairman of 
the Management Board, 
Prof. Wulf von Schimmel-
mann, in the presence of 
around 2,000 shareholders 
at Postbank’s first official 
Annual General Meeting in 
Cologne.  

“Germany is the largest 
banking market in continen-
tal Europe and – unlike some 
other countries – still offers 
opportunities for further 
growth because the German 
market is still some way from 
achieving the level of finan-
cial product penetration that 
has been seen in some of our 
neighboring countries,” em-
phasized von Schimmel-
mann. 

Von Schimmelmann sees this 
focus as a guarantee of the 
Bank’s success. “We operate 
in a market that we are fa-
miliar with, we operate a 
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We believe that the commer-
cialisation of PT Hello and 
PT Card will become an im-
portant opportunity, bring-
ing even more relevance and 
prestige to the payshop 
agents and contributing to 
their differentiation among 
their competitors.” 



Postbank Launched Active Money Deposit Product                                                        
The Credit Institution Offers Monthly Interest Rate Increase and 
Full Access to Deposits  

The deposit is made on an 
annual basis, the minimum 
amount is BGN 1000 or EUR 
500.  

Interest rates increase on a 
monthly basis, reaching by 
the end of the year up to 7% 
in BGN and 6% in EUR.  

The interest rate is paid off at 
the end of the year.  

In the case of deposit termi-
nation ahead of the schedule, 
the interest rate to be paid is 
for the period during which 
the account has been active.  

Customers will get as a bo-
nus free registration for the 
e-banking service.  

They can also receive a loan 
with one of the most attrac-
tive programs of Postabnk – 
Elastika.” 

  

June 1, 2005 - [Press re-
lease] 

“Postbank launched in the 
market a new deposit prod-
uct – "Active Money".  

It offers up to 7% yearly in-
terest rate on deposits in 
EUR and up to 6% on depos-
its in BGN.  

An extra convenience for 
depositors is the full access to 
their funds any time.   
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First quarter 2005 Financial Figures 

• Net Profit of at least 
€450m. in 2005 

• Annual Revenue 
growth exceeding 
15% 

• Maintain the Cost / 
Income ratio below 
48% at group level 
and below 46% for 
Greek operations 

• Maintain Return on 
Equity (ROE) over 
20% 

• Annual Earnings 
Per Share (EPS) 
growth to exceed 
23% in 2006 

• Annual Dividend 

Per Share (DPS) 

growth of over 15% 

May 16, 2005 -  [Press 
release] 

“The robust organic growth 
and the expansion of Euro-
bank’s role in all market seg-
ments continued unabated 
during the first quarter of 
2005.  

The strong position of the 
Bank in Greece and the con-
tinuous development of its 
operations in the area of SE 
Europe have resulted in a 
superior financial perform-
ance. Specifically, consoli-
dated net profit recorded a 
robust increase of 35.2% in 
the first quarter of 2005, 
reaching €108.5m., from 
€80.3m. in the same quarter 
of 2004. This performance is 
aligned with the Bank’s tar-
get for FY 2005 net profit to 
exceed €450m. 

The growth of operations 
outside Greece was also quite 
dynamic, with SE European 
operations contributing 5.5% 
to the Group profitability. 
The SE Europe operations 
grew faster than their respec-
tive markets and their loan 
portfolios currently account 
for 6% of the Group loans. 
This performance reflects the 

successful transfer and im-
plementation of the Euro-
bank business model in SE 
Europe.  

Specifically in the first quar-
ter of the current year, the 
new IT platform was rolled 
out to all branches in Roma-
nia, while in Bulgaria opera-
tions focused on the success-
ful introduction of new prod-
ucts in both the retail and 
wholesale market. In Serbia, 
four new branches were 
opened, so the network now 
counts 15 branches in total. 
In line with Eurobank strat-
egy to expand in new high 
growth markets, the Bank 
acquired the investment 
group HCIstanbul in Turkey 
in March 2005. 

The financial results of the 
first quarter affirm the dyna-
mism of Eurobank and reflect 
theexpansion of its market 
shares in Greece and the re-
gion.  

The strong growth of opera-
tions and successful strategy 
implementation is mainly 
attributable to the highly 
qualified and trainedperson-
nel. Based on this perform-
ance, the financial targets for 

the years 2005 and 2006 
remainunchanged and can be 
summarised as follows: 

 -  Net Profit of at least 
€450m. in 2005 

-  Annual Revenue growth 
exceeding 15% 

- Maintain the Cost / Income 
ratio below 48% at group 
level and below 46% for 
Greek operations 

- Maintain Return on Equity 
(ROE) over 20% 

- Annual Earnings Per Share 
(EPS) growth to exceed 23% 
in 2006 

- Annual Dividend Per Share 
(DPS) growth of over 15%” 

The Credit  

Institution Offers 

Monthly Interest 

Rate Increase and 

Full Access to 

Deposits  



players in the Banking sector 
in Bulgaria. With over 14 
years of experience in the Bul-
garian market, Postbank has 
an active presence in all areas 
of Banking”, said Mr. Anthony 
Hassiotis. He stressed that the 
significant increase over the 
previous year figures are re-
sult of the Bank’s efforts in 
various directions – branch 
network expansion and the 
organizational restructuring, 
aiming at improving the effi-
ciency of the Bank’s perform-
ance.  

In 2004 Postbank achieved 
recognition in various fields: 
its e-Banking service, 
launched in February, was 
awarded first prize for the “E-
business” category at the In-
ternational Web Festival in 
Albena. The same year “My 
Home” housing loan program 
was honored the special 
award “Financial Product of 
2003” at the International 
“Banks, Investments, Money” 
Fair.  

Postbank was also awarded 
first place for “Best Internal 
Communications in 2003”, 
organized by the Bulgarian 
Public Relations Society. The 
prize was given for the pro-
ject of the successful intro-
duction of the Bank’s new 
corporate identity in 2003. 

Mr. Hassiotis also pointed 
out the long-term, strategic 
commitment to Bulgaria’s 
economic development of 
EFG Eurobank Ergasias: 

 “The investment of our 
mother company - the second 
largest company in Greece by 
market capitalization, is part 
of a wider regional strategy, 
which to date stakes out a 
presence in Roumania, Ser-
bia and recently Turkey as 
well.  

The aim of its activities in 
S.E. Europe is that they ac-
count for 20% of the Group’s 
consolidated net profits by 
2009, up from 4% in 2004” 

Postbank reports a 47% increase of profit for the 
financial year 2004   
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May 17, 2005 -  [Press 
release] 

”Last week Bancpost has 
opened a new Agency in dis-
trict no. 2 and the bank thus 
extended its operational net-
work from Bucharest to 24 
units.   

Situated on the Stefan cel 
Mare Avenue, at no. 52, at 
the ground floor of building 
36 A, the Lizeanu Agency is 
the fifth functional bank unit 
in district no. 2 of the capital. 
The new agency provides the 
public with an entire range of 
banking operations: current 
accounts, bank deposits, 
credits in ROL and foreign 
currency, debit and credit 
cards, currency exchange, 

bill payment, money saving 
instruments, etc. The entire 
agency benefits from ATMs 
and it is equipped with POS 
terminals, accepting all types 
of Visa cards, Maestro cards 
and MasterCard cards with 
electronic reading. 

 The working hours of the new 
unit are Monday to Friday 
between 09:00 and 17:00. 
The opening of the new unit is 
part of the EFG Eurobank pol-
icy of updating the Bancpost 
units by removing the closed 
counters of the tellers, by or-
ganizing the space as a plat-
form system, with space re-
served for officers specializing 
in clients and tellers.  

The Lizeanu Agency is the sec-
ond unit that Bancpost has 
opened, after the one from 

Calea Vitan, which complies 
with the new requirements of 
the majority shareholder and 
is targeted towards facilitat-
ing the access to the bank 
products and services for a 
large number of clients.  

EFG Eurobank is the main 
shareholder of Bancpost with 
a quota of 55.2631 % shares.  
 
Bancpost currently owns 145 
operating units throughout 
the country, out of which 56 
branches, 62 agencies and 26 
work points. In Bucharest, 
Bancpost has 2 days of 24 
operating units, out of which 
a branch, nine subsidiaries, 
five agencies and nine work 
points.” 

 Bancpost has opened a new Agency in Bucharest   

May 16, 2005 -  [Press 
release] 

“According to the Interna-
tional Accounting Standards 
the profit of Postbank for 
2004 exceeds BGN 17 million, 
reported the Chief Executive 
Officer of the financial insti-
tution Mr. Anthony Has-
siotis. The Bank reports its 
best financial results so far 
with profit increase of 
47%, compared to 2003. At 
the same time, the total as-
sets have increased by 30%, 
reaching approximately BGN 
1.2 billion at the end of 2004. 
Postbank’s portfolio has 
grown by 40% compared to 
2003 and the attracted funds 
– by 35% 
The General Meeting of the 
Shareholders that took place 
on May 13th, 2005 decided to 
reinvest the financial profit of 
the Bank. 
   
“During the course of 2004,  
Postbank confirmed its posi-
tion as one of the leading 

The aim of its 

activities in S.E. 

Europe is that they 

account for 20% of 

the Group’s 

consolidated net 

profits by 2009, up 

from 4% in 2004 

Bancpost currently 

owns 145 operating 

units throughout the 

country, out of which 

56 branches, 62 

agencies and 26 work 

points 



May 3, 2005 -  [Press re-
lease]   

“SJSC “Latvijas Pasts” 
has worked out concep-
tual layout of new post 
office. This post office, 
after renovation of for-
mer store “Sakta”, would 
become most modern, 
wider and comfortable 
postal services and infor-
mation centre in Riga. 

After an assessment of the 
real conditions of  its prem-
ises Latvia Post will have to 
undertake  some unplanned 
actions – a new stock-taking 
plan and a draft project plan  
adaptation – that will delay 
post office renovation and 
arrangements.                       

The renovation could only 
start  after a choice of con-
tractor in June this year. 
Reconsidering the action 
plan from its financial as-
pects, the company envisage  
to rebuild and arrange some 
premises for postal services 
and client service in the first 
period of reconstruction. In 
the second period, it will be 
possible to reconstruct and to 
improve the comfort in the 
upper floor, the  employees’ 
premises and in the base-
ment.  

Conceptual plan provides 
that the client attendance hall 
will be arranged with 12 op-
erator's counters. Counters 
with different height will 
insure traditional service and 
attendance for elder people 
and clients with special 
needs. One of the building’s 
entrances  will be designed 
especially  for disabled peo-
ple. Individual attendance for 
those, who will make deposits 
or other money operations, 
will be organized in the hall 
in lower zone where some 
separated cabins will be lo-

cated. In the new post office 
particular attention will be 
devoted to the wide use of 
internet and to philately. Zon-
ing will allow one of the prem-
ises faced to Brivibas boule-
vards to be used as internet 
point and postal and market 
services could be rendered 
there.      

Every client could use internet 
as source of information or for 
communication if there is a 
need. The Internet points 
which will be available on the 
first floor will allow students 
to  perform their studies in 
calm environment. On the first 
floor it is envisaged also to be 
placed the first store and club 
for philatelists, this club could 
become popular and well at-
tended place for professional 
philatelists. It is envisaged  a 
light, pleasant and warm at-
mosphere to be created in the 
building by arranging some 
recreation places where cus-
tomers could drink coffee, 
watch TV and write letters. 

Latvijas Pasts considers the 
possibility to take over the 
rights for using of name 
“Sakta” with regard the  ar-
rangement of the new post 
office, the technical equipment 
and diversity of rendered ser-
vices. In this way a name so 
popular for many years will 
not wane and the association 

with the building will remain 
associating name with this 
particular post office.          

“For Latvia Post it is self 
prove and venture to trans-
form this place to post office. 
This place has strong emo-
tional associations, for many 
people at this crossroad  will 
remain “Sakta” for long time. 
If it will be possible, Latvia 
Post will make effort to re-
tain name “Sakta” and use it 
as added value in labeling 
new, modern  and open to all 
clients post and information 
service centre.  

At the same time the recon-
struction and renovation will 
completely change this build-
ing. Hopefully, it will create 
new associations and Lat-
vijas Pasts will gain one 
more approval for its new 
and dynamic attitude to-
wards client,” confirms SJSC 
Latvijas Pasts director gen-
eral Ģints Škodovs.   

According to the rent con-
tract concluded between Lat-
vijas Pasts and Valsts Ne-
kustamā Īpašuma Aģentūra 
the total area of “Sakta” is 
1839.17 square meters.  

The panned ground floor hall 
could be 401.22 square me-

In place of store “Sakta” will be most modern post office  
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May 3, 2005 -  [Press re-
lease] 

“On March 3rd Latvia 
Post re-opened 100th Post 
Office which was reno-
vated according to new 
visual image and it be-
came comfortable postal 
service and payment 
handling place.  

Since re-opening and lo-
cating closer to the cus-
tomer flow, Post Office 
Nr.58 significantly in-
creased amount of served 
customers and it’s turn-
over. 

Collective of Riga Post Office 
Nr.58 had come with an ini-
tiative of finding the new 
premises in order to locate 
the Post Office closer to the 
customer flow as soon as 
they had learnt about reno-
vation of the existing Post 
Office. Due to their enthusi-
asm the new premises for the 
Post Office were found in 
more suitable and strategi-
cally advantageous place for 
the clients.  

As a result, there was a sig-
nificant increase of turnover 
of the Post Office - monthly 
turnover doubled in compari-
son to same working period 
in previous premises. The 
number of served customers 
and provided services in 
January 2005 was equal to 
the Christmas time which is 
the busiest period in Post 

Offices, and twice as usually 
at the end of summer 2004 
when Post Office was located 
in less suitable area. 

Total area of the new Post 
Office now is 285 square me-
tres contrary to previous 151 
square metres. Riga Post 
Office Nr.58 is one of the 48 
Post Offices which has been 
modernized and renovated 
during the first months of 
year 2005 according to new 
development strategy of Lat-
via Post which should lead to 
increasing of satisfactory 
level of customers and em-
ployees, and should double 
turnover of Latvia Post in 
next 4 years.  

Latvia Post intends to finish 
renovation of other 150 Post 
Offices in year 2005, gradu-
ally implementing conception 
of new visual image of Post 
Offices in Riga and other 
regions of Latvia. Till the end 
of 2008 Latvia Post intends 

to complete modernization 
and renovation of 650 Post 
Offices. 

“Riga Post Office Nr.58 has 
become some kind of stan-
dard – employees themselves 
were initiators of changes 
and successful development. 
The employees are welcome 
to bring initiative, the man-
agement of Latvia Post will 
appreciate it and with feeling 
of pride will support similar 
initiatives to implement all 
kind of organisational sug-
gestions also in other places. 
The fact that it is already 
100th Post Office modernized 
according to new customer 
service principle, is a kind of 
milestone for Latvia Post in 
the list of various projects 
that lay ahead and goals to 
be reached,” considers Gints 
Škodovs, Chairman of the 
Board, Director General of 
SJSC “Latvia Post”. 
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ters wide, but (Cont. to p.16)                               
(cont. from p.15) the hall 
with internet connection 
could be 82.82 square meters 
wide. 

Taking into account that the 
new post office will be located 
near a streets crossroad, 

leading  to the city centre and 
old Riga, the expected flow of 
clients could reach a figure of 
some thousands per day. This 
number has been calculated 
by taking into account the 
present client's flow in a post 
office located on the opposite 
side of the street (700 – 800 

clients per day), and  the av-
erage number of visitors at 
the  post office- 50, in Stacijas 
laukums, where the renova-
tion will be possible after the 
completion and opening of  
the post office “Sakta”.” 

  



May 3, 2005 -  [Press re-
lease] 

“PostFinance will soon 
be testing a mobile pay-
ment solution developed 
by Unisys Schweiz AG. 
The payment amount is 
debited directly from the 
customer's Yellow Ac-
count. The payment 
process is simple: the mo-
bile number is scanned at 
the checkout with a bar-
code. The customer en-
ters his or her PIN that is 
used to check the account 
balance and transaction 
limit of the Yellow Ac-
count. Then, the cus-
tomer receives a 2D bar-
code via SMS that is 
scanned at the checkout 
to complete the transac-
tion. PostFinance will 
conduct the pilot project 
in the city of Berne from 
July to December 2005. 
Partners for the project 
are McDonald’s, Migros, 
Coop, Interdiscount, Mo-
bilezone, SBB and the 
Postshops.  

Mobile phones are turning 
into portable devices that you 
can do anything with. They 
were initially used to make 
phone calls and send text 
messages. Today, they are 
used, among other things, as 
photo and film cameras, cal-
endars and address manag-
ers. And, because people al-
ways have their mobile 
phone with them, it is also 
becoming a portable wallet.  

Today, small payments can 
be made that appear right on 
your telephone bill. These 
types of payment solutions 
are not suitable for large 
amounts. As the number one 
for payments, PostFinance, 
working closely together with 
Unisys Schweiz AG, is 

launching payment by mo-
bile phone which debits the 
customer’s Yellow Account 
directly. This solution is 
suitable for all SMS-
compatible mobile phones 
and for all mobile network 
providers.  

First mobile payment 
solution with direct ac-
count debiting 

PostFinance makes mobile 
payment a reality: anyone 
who buys products in a shop 
can pay for them by mobile 
phone. The mobile number 
is scanned at the checkout 
with a barcode. Then, the 
customer enters his or her 
personal identification num-
ber just as with the Post-
card. This number is used to 
check the account balance of 
the Yellow Account and the 
transaction limit online. 

 A few seconds later, the 
customer receives a text 
message with a barcode. A 
scanner reads the code and 
debits the purchase amount. 
In cooperation with Unisys 
Schweiz AG, PostFinance is 
the first financial institution 
to offer a mobile payment 
solution that can access an 
account online. This solution 
is just as secure and quick as 
paying with the Postcard. 
The PIN identifies the cus-
tomer as a mobile phone 
owner as well as the ac-
count holder.  

Couponing as a new 
way of communicating 

Paying by mobile phone 
becomes particularly attrac-
tive in combination with 
couponing. This is a new 
way for companies to com-
municate with their custom-
ers. Instead of sending their 
customers hardcopies of 
their informational material 
or an electronic newsletter, 
companies send them a text 

message with a barcode. This 
barcode entitles the customer 
to purchase discounted 
goods. This code is read at a 
location in the shop desig-
nated by the merchant and 
the printed coupon is taken 
into account upon payment. 
Couponing is a new and con-
venient distribution channel 
for special offers and cou-
pons that makes it possible to 
reach more customers with 
lower waste circulation. It 
would also be conceivable for 
the customer to send him or 
herself a test message with a 
coupon to be redeemed when 
the respective article is pur-
chased.  

Paying for cheeseburgers 
and Chicken McNuggets 
with your mobile phone 

PostFinance will be conduct-
ing a pilot project in the city 
of Berne from July to Decem-
ber 2005. The goal of the 
project is to demonstrate the 
technical feasibility of the 
technology and test customer 
acceptance. Partners for the 
project include well-known 
companies: McDonald’s, Mi-
gros, Coop, Interdiscount, 
Mobilezone, SBB and the 
Postshops.  

Around 1,000 people from 
the companies involved are 
taking part in the pilot pro-
ject. 2 - 3 checkouts per com-
pany will be equipped with 
the new technology. It will be 
possible to pay by mobile 
phone in around 12 shops in 
the city of Berne. After the 
pilot project has been com-
pleted, the results will be 
analysed and the next steps 
will be defined. The technol-
ogy could be introduced na-
tionwide by the middle of 
2006. 
 
As an innovative company 
with a strong following 
among the younger genera-
tion, (Cont. to p.18)       (Cont. 

New PostFinance service: pay with your mobile phone 
and have the amount debited right from your Yellow 
Account  
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from  p.17)  McDonald's   has 
a clear interest in new solu-
tions for this target group. 
With this new technology, 
McDonald's goal is to make 
its brand even more appeal-
ing to these customers and 
establish its new market posi-
tioning with the slogan "I'm 
lovin' it".  

Couponing is particularly 
suited for McDonald's: spe-
cial offers and campaigns 
can be communicated di-
rectly to all members of the 
target group with no waste 
circulation.  

In the city of Berne, the 
McDonald's restaurants in 
the train station and at the 

Zytglogge are participating 
in the pilot project. 

Unisys: a strong part-
ner 

PostFinance wants to ac-
tively contribute to shaping 
the developments taking 
place in electronic payments 
so that it can reinforce and 
expand its key source of 
revenue.  

PostFinance aims to become 
the leading mobile payment 
supplier and make a name 
for itself with these innova-
tive technologies. To achieve 
this goal, it has joined forces 
with Unisys which will com-
pletely handle all the techni-

cal requirements. These two 
companies have already been 
working together for many 
years.  

Unisys supplies technical 
solutions for the Postomats, 
the IPEC IP platform for yel-
low bill and for EFT/POS. “ 

 Information       

 Alex Josty  
Media Spokesperson 
PostFinance  
031 338 85 28  
jostya@postfinance.ch 

New PostFinance service: pay with your mobile phone 

and have the amount debited right from your Yellow 

Account   
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May 9, 2005 -  [Press re-
lease] 

 “President and CEO Erik 
Olsson comments:   

Quarter one is Posten's sev-
enth consecutive quarter of 
positive operating earnings, 
though figures were slightly 
lower year on year. 

Revenues from message-
forwarding, which is Posten's 
biggest business stream, con-
tinue to decline due to grow-
ing substitution.  

Both companies and public 
agencies are actively replac-
ing conventional mail with 
electronic communications.  

The effort to achieve further 
efficiency improvements and 
cut costs is proceeding. De-
mand is growing for Posten's 
logistics and direct mail ser-
vices. 

The dramatic decline in 
payment transactions con-
tinues. Originally planned 
for June 2005, the Govern-
ment's proposition concern-
ing the future of the pay-
ment transaction business 
has been delayed.  

The resolution of this ques-
tion is of considerable con-
sequence for the company's 
employees, customers and 
business planning activities. 

Posten is a world leader 
when it comes to delivery 
performance.  

Our fantastic infrastructure 
and wealth of employee 
experience and know-how 
are unique strengths. At the 
same time, challenges lie 
ahead.” 

 
Please direct any questions 

Posten's Press Office, tel +46 
(0)8-23 10 10 

Posten Interim Report January - March 2005   
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June 12,  2005 - [Gulf 
News]  

 
”Dubai: Emirates Post Cor-
poration, the country's offi-
cial postal services provider, 
has decided to buy a 60 per 
cent stake in Wall Street Ex-
change Centre's operations in 
the UAE, Hong Kong and 
Britain.  

Wall Street, which has nearly 
10 branches in the UAE has 
another 10 in Hong Kong and 
London together. Gulf News 
was not able to reach officials 
of both EPC as well as Wall-
street for confirmation. 

Sources said a memorandum 
of understanding (MoU) has 
already been signed between 
the two for the deal, the value 
of which would be above $10 
million (Dh36.7 million). The 
deal will be concluded soon, 
according to sources. 

A few months ago, the UAE 
government had announced 

its plan to sell a 40 per cent 
holding in Emirates Post to 
the public through an IPO. 

Market experts said that 
EPC, which has been very 
active in the market for 
some time now, will be able 
to attract more investors to 
its IPO if it broadens its ac-
tivities. 

Recently, Emirates Post, 
which is already into cou-
rier services, tied up with 
Union National Bank (UNB) 
to offer the bank its prem-
ises to carry out retail bank-
ing operations. 

Emirates Post, which is 
capitalised at Dh100 mil-
lion, has announced a re-
cord net profit of Dh123 
million for 2004 an increase 
of 20 per cent over the pre-
vious year. The company 
aims to improve its profit by 
another 12 per cent during 
the current year. 

EPC, which is considered to 

be one of the best managed 
postal services outfits in the 
region, provided Bahrain's 
postal company with an inte-
grated IT system.  

The officials of Emirates Post 
had earlier said there was a 
line-up of postal services 
Egypt, Oman, Syria, etc, 
where Emirates Post has 
plans to help establish state-
of-the-art IT systems. 

EPC has lined up a number of 
new initiatives for 2005 that 
will see the corporation con-
solidating its status on the 
regional and international 
map.  

EPC network now consists of 
77 post offices. Wallstreet 
Exchange Centre has a chain 
of exchange centres spanning 
the Middle East, Asian Sub-
Continent, Europe, Far East 
Asia and America.” 

C. L. Jose  

© Gulf News 2005  

 Non European experience and PFS development practice 

Selected news from Africa, ME and Asia   

Page 19 

Volume 1, Issue  3 

Emirates Post buys Wall Street Exchange Centres- 
moves into  remittances  

Middle East   

Recently,                          

Emirates Post,                         

which is                               

already into                      

courier services,                  

tied up with                      

Union National Bank 

(UNB)                                 

to offer the bank                   

its premises to carry 

out retail banking                

operations 



ICPFSB  

Secretariat  
 

 

Members: 

• Hermina Apostol  

• Elena Popovici 

 

SC Bancpost SA 

  
Communication Division 

 

Phone:   +40 21 308 0901            
Fax:    +40 21 326 8520  

E-mails:                              

hermina.apostol@bancpost.ro 

elena.popovici@bancpost.ro 

Postal address: SC Bancpost SA                             

Sediul Libertăţii 
Bd. Libertăţii nr. 18-20,                           
Bl. 103-104, Sector 5,                    
050706 Bucureşti,                       
România 

SC Bancpost SA - Sediul Central 
Sediul Vitan 
Calea Vitan 6-6A, Sector 3,                          
031296 Bucureşti,                                         
România 

From the Statute of ICPFSB—2005 Brasov’s meeting 

“The ICPFB has the following objectives: 

 - to contribute to the realisation of the strategy of the UPU in the business field;  

 - to collaborate with the UPU to rejoin the common objectives and to improve the relations between the member countries 
and between them, the UPU and the other international organizations; 

 - to represent and support at the UPU and other international organizations the demands of the different members to es-
tablish collaboration relations and development on the business basis; 

-  to facilitate the exchange of experience and the best practice among members;  

-  to take into account needs of the customers and of the markets from the business and marketing field; “ 

INTERNATIONAL COMMISSION FOR POSTAL FINANCIAL SERVICE BUSINESS            

/ICPFSB/ 

ICPFSB—Web site—will be 
available soon 

Postal address:  -  SC Bancpost SA                             

Sediul Libertăţii 

Bd. Libertăţii nr. 18-20,                           

Bl. 103-104, Sector 5,                    

050706 Bucureşti,                       

România 

SC Bancpost SA - Sediul Central 

Sediul Vitan 

Calea Vitan 6-6A, Sector 3,                          

031296 Bucureşti,                                         

România 

 

The coming Agenda:   

  

12 - 13 September, 2005 - Rome 

SAP Postal Executive Event,  

19-20  September, 2005 -  Riga                                 

    International Commission for Postal  
Financial Service Business                             

General Assembly  
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