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Strong commercial capacity, with a leading 
omnichannel management approach

1 out of 432,242 13.8
banking customers use CaixaBank  

as their go-to institution

A team of

Market shares

professionals 
committed to 
the quality of 
the service 

* Includes CaixaBank Consumer Finance data.
** Latest available data (September 2015).
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+4.7%
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206,437
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+1.7%
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344,255
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allows it to consolidate its  
leadership and increase its  

market shares 
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with a robust balance sheet

Sustained ability to generate 
earnings and streamline costs 

Ample liquidity and  
solid capital

A pro�table and 
recognised value

Liquidity

million �
54,090

Solvency

Common Equity Tier 1 
(CET1), fully loaded

11.55%

Net interest income

million �
4,353 +4.8%

Chg. 2014-15

Share price

Shareholder remuneration

Dividend yield

Presence on sustainability 
indices

as per the 
closing share 

price

5%

3.214 €
closing share price 

(31/12/2015)

euros per 
share

0.16 Quarterly payout: 
two in cash and 
two through the 
Optional Scrip 

Dividend

Net fees and commissions

million �
2,013 +10.3%

Chg. 2014-15

Cost-to-income ratio 
(stripping out non-recurring costs) 

52.6% -1.8pp

Chg. 2014-15

ROTE

4.3% +0.9pp

Chg. 2014-15

Pro�t attributable to the Group

million �
814 +31.4%

Chg. 2014-15

Pre-impairment income, stripping 
out non-recurring costs1

Improved credit quality

Risk management

High coverage ratios

Reduction in NPLs (pro-forma 
December 2014 with Barclays 

Bank, SAU)

NPLs

of foreclosed property 
assets available for sale

56%

58%

million �
-5,242

1 Does not include the costs stemming from the integration 
of Barclays Bank, SAU or the labour agreement.
2 Pro-forma, factoring in the recurring expenses of 
Barclays Bank, SAU in 2014.

Recurring operating 
expenses1

+15.7% 
Chg. 2014-15

-1.2%
Chg. 2014-15
(like-for-like basis2)
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Last year, CaixaBank approved its 2015-2018 Strategic Plan, 
continuing to pursue a model of sustainable and socially responsible 
banking, based on the quality of service to our customers and social 
commitment. The measures set out in the Plan will enable CaixaBank 
to grow its pro�tability continuously over time, despite the economic 
backdrop of low interest rates. Our leadership in digital banking will be 
a valuable competitive asset in meeting our objectives for the coming 
years. This leadership is no accident. It comes from anticipating events 
and taking a global overview of our business, enabling us to offer our 
customers innovative products and services.

In 2015, 25% of the Spanish public had their salaries paid by direct 
debit into CaixaBank accounts, 28.3% received at least one service from 
us, and we were the main bank for 24%. These �gures underscore our 
commercial approach, which we pursue intensively through the largest 
branch network in the country and through new digital channels. This 
combination of traditional ways of doing business and cutting edge 
banking developments has also made us the leaders for pension plans, 
savings insurance and mutual funds. And we are continuing to expand 
our already considerable market share in each of these segments. 
Millions of people entrust the management of their assets and the future 
welfare of their families to us: this tells us that CaixaBank has earned the 
trust of its customers. And we will continue working over the coming 
years to ensure that the intangible asset that is our reputation continues 
to make a decisive contribution to CaixaBank�s growth.

2015 also saw the integration of Barclays Bank, SAU. The way in 
which we handled this process set an example for the whole �nancial 
sector, and the resulting synergies started to contribute immediately to 
CaixaBank�s consolidated results. Following the acquisition, we have 
continued generating capital organically. Our solvency and liquidity 
are now in an unbeatable position to take on the future challenges in 
our Strategic Plan. At year end, our highest quality capital (Common 
Equity Tier 1) ratio stood at 12.9%. In 2015, CaixaBank had the 
largest capital buffer over European Central Bank�s requirements of 
any listed-Spanish bank.

CaixaBank also makes a signi�cant contribution to the activities of the 
�la Caixa� Banking Foundation, based on the deeply ingrained values 
developed over its 111-year history. Our welfare projects will once again 
have a budget of �500 million, through dividends generated by the 
bank. This makes our Foundation the largest in continental Europe, and 
one of the largest in the world. Every year, its social action programmes 
help to ameliorate the effects of the economic crisis and improve the 
lives of hundreds of thousands of people at risk of social exclusion. 

And to conclude, I would like to thank everyone who has put their trust 
in CaixaBank. Once again, our customers, shareholders, employees 
and �la Caixa� Foundation Welfare Project volunteers have enabled 
CaixaBank to retain its position as the largest �nancial institution in 
Spain, setting a benchmark for quality, trust and social commitment. 

LETTER FROM THE CHAIRMAN

�We offer a sustainable 
and socially responsible 
banking model, based on 
the quality of service to 
our customers and social 
commitment�

Isidro FainØ Casas
Chairman
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Whilst the backdrop for the �nancial sector continues to be 
challenging, with very low interest rates and higher than expected 
deleveraging, CaixaBank�s performance in 2015 was excellent. We 
increased our commercial leadership, whilst simultaneously enhancing 
our �nancial results and the robustness of our balance sheet.

CaixaBank�s business model sets it apart from its competitors, with 
its unique reach, intensive use of technology and highly trained 
team increasing its proximity to its customers, offering them an 
extensive range of innovative and high quality products. Our scale 
and commitment to appropriate technology enables us to specialise 
our resources to focus on helping speci�c segments ef�ciently, with 
maximum personalisation of our value proposition as we advise our 
very extensive customer base.

In 2015, we reached 13.8 million customers, increasing the funds 
managed by 9.1%, to �296,599 million, and our loan portfolio by 
4.7%, to �206,437 million, beating the sector trends (0.7% and 
�4.8%, respectively) by more than 8 points in both cases. 

Core operating income from the banking business (net interest income 
and fees) increased by 6.5%, whilst pre-impairment income, excluding 
non-recurring costs, grew by 15.7%, to �3,663 million. The factors 
explaining this improvement include the integration of the business 
of Barclays Bank, SAU and, above all, our intensive commercial efforts 

and strict cost control. Attributed pro�t was �814 million, up 31.4% 
on the previous year.

The strength of our balance sheet continues to set the bar for the 
sector. 2015 saw a signi�cant reduction in non-performing loans, 
down �5,242 million, resulting in a 2-point improvement in the NPL 
ratio. Meanwhile, we had the largest capital buffer of any listed bank, 
with a regulatory CET1 ratio of 12.9% at year end and excellent 
liquidity, exceeding �54,000 million.

We have also made notable progress in our digital transformation: 
our active customer base of online and mobile banking customers 
increased by 4.8 million and 2.8 million, respectively. In 2015, 20% 
of funds and 13% of pension plans were contracted online. In this 
regard, the recent launch of imaginBank � a bank designed exclusively 
for mobile phones � is a decisive step forward in CaixaBank�s digital 
strategy.

CaixaBank has emerged from the crisis as the leading Spanish bank. 
With our new 2015-2018 Strategic Plan, we will further enhance 
customer loyalty and burnish our corporate reputation, fostering 
sustainable pro�tability and providing our shareholders with adequate 
and attractive returns.

LETTER FROM THE CEO

�We have increased our 
commercial leadership, 
whilst simultaneously  
enhancing our �nancial 
results and the robustness 
of our balance sheet�

Gonzalo GortÆzar Rotaeche
Chief Executive Of�cer
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Its free �oat is held 
by more than 704,000 
shareholders

First Foundation in 
Spain in investments 
and third worldwide  
in terms of volume 
of assets

SHAREHOLDER STRUCTURE 

With a 56.76% interest in CaixaBank�s capital, CriteriaCaixa, a holding company solely owned 
by the �la Caixa� Banking Foundation, is the bank�s core shareholder. CaixaBank free �oat 
capital is held by over 704,000 shareholders, with more than half in the hands of institutional 
investors.

Shareholder structure
As a percentage

�la Caixa� Banking Foundation

The �la Caixa� Banking Foundation was founded in 1904 as a savings bank and transformed 
into a banking foundation in 2014, reaf�rming its inherent commitment to the socio-economic 
development of people and the areas in which it operates. In line with this commitment, 
the Foundation manages the Welfare Projects that have characterised �la Caixa� for over a 
century, managing the shareholdings in strategic service sectors and in CaixaBank, through 
CriteriaCaixa.  

�la Caixa� Foundation 

The main lines of action seek to meet the major social challenges facing our world today: the 
struggle against poverty and exclusion, fostering employment, access to housing, assistance 
for the elderly and sick, support for quality education, the advancement of research, and the 
sharing of culture and knowledge as the drivers of personal development.

58,8%

Criteria 
CaixaHolding,
autocartera 
y Consejo

53.0
Institutional 

investors

Retail

47.058.7
CriteriaCaixa
and board

41.3
Free �oat

�la Caixa� Foundation: distribution of budget by programme
In million �

500
56
Scienti�c and 
environmental

336
Social 

67
Culture

41
Education 

and research
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Launch of the new mobile portal 

Social network presence through Twitter

2

1

 
4

3

5

6

2,753,000 e-mails sent

2.7 million SMS information alerts

191,932 visits to the Shareholder Services  
section of the corporate website

2 meetings of the CaixaBank Shareholder Advisory Committee

28 corporate and cultural events

759 shareholders in attendance

743 shareholder enquiries dealt with

1,283 e-mails answered 

37 visits to the Shareholder Of�ce in Barcelona and Roadshow

1.8 million online shareholder newsletters

330,000 copies of Shareholders magazine

16 training courses in markets and economics

1,306 shareholders in attendance

Information

Participation

Personalised 
service

Communication  
materials

Aula training

New 
initiatives

Faithful to our values of information,  
transparency and proximity to shareholders  
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The bank�s management and control is the responsibility of the Annual General Meeting, the 
Board of Directors and its Committees. The Chief Executive Of�cer is tasked with the bank�s 
day-to-day management and ordinary decisions, and is ultimately accountable to the Board 
and the Executive Committee. 

Business ethics

Everyone that forms part of CaixaBank must act according to the Code of Business Conduct 
and Ethics, the Anti-Corruption Policy and other internal rules of conduct regarding speci�c 
areas.

There is a whistle-blowing channel to facilitate compliance with such rules. In the case of 
customers or other stakeholders, such matters will be handled through the normal customer 
service channels. CaixaBank also adheres to international corporate responsibility standards, 
such as the United Nations Global Compact.

One share, one vote.

Separation of duties between 
Chairman and Chief Executive 
Of�cer.

Protection for minority 
shareholders and incentives to 
encourage them to get involved 
with CaixaBank, such as through the 
Shareholder Advisory Committee.

Female representation on the 
Board is in the upper range of the 
Ibex 35.

BEST GOVERNANCE  
PRACTICES

CORPORATE GOVERNANCE

Good governance and transparency are essential for CaixaBank to 
safeguard the interests and retain the trust of all stakeholders. One of 
CaixaBank�s priorities, as set out in its 2015-2018 Strategic Plan, is to be a 
benchmark in good corporate governance.

CaixaBank control and management structure

Annual General Meeting

Board of Directors

Executive
Committee 

 Audit and
Control Committee

Risk
Committee

Appointments
Committee

Remuneration
Committee



 INTEGRATED CORPORATE REPORT [2015] 

8

Salvador Gabarró Serra 
Proprietary

María Amparo 
Moraleda Martínez

Independent

Juan Franco Pueyo 
Representative of the 
Caja Navarra Banking 

Foundation
Proprietary

Isidro FainØ Casas
Chairman 
Proprietary

 Antonio Massanell Lavilla
Deputy Chairman

Executive 

 Gonzalo GortÆzar Rotaeche
Chief Executive Of�cer

Executive 

Eva Aurín Pardo 
Proprietary

Maria Teresa Bassons 
Boncompte 
Proprietary

Antonio SÆinz de Vicuæa 
y Barroso

Independent

Juan Rosell Lastortras 
Independent 

John S. Reed 
Independent

BOARD OF DIRECTORS
Directors at 31 December 2015*

* On 25 February 2016, the Board of Directors approved the co-optation appointment of María Verónica 	
	 Fisas VergØs as an independent director until the 2016 Annual General Meeting.
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Alejandro García-Bragado Dalmau
Secretary 

(non-director)

Adolfo Feijóo Rey
Second Deputy  

Secretary 
(non-director)

Óscar Calderón de Oya
First Deputy Secretary

(non-director)

Guillermo Sierra Molina  
Representative of the Cajasol 

Foundation
Proprietary

Javier Ibarz Alegría 
Proprietary

Xavier Vives Torrents
 Independent

Juan-JosØ López Burniol 
Proprietary

Maria Dolors Llobet Maria
Proprietary

Alain Minc 
Independent
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Best good governance practices

CaixaBank complies with good governance regulations applicable to credit institutions and 
listed companies and, voluntarily, with the majority of the recommendations laid out under the 
Good Governance Code approved on 18 February 2015. The bank thus remains committed 
to being a standard-bearer of corporate governance and being transparent on all matters in 
which such recommendations have not been fully met. 

Of these 64 recommendations, CaixaBank fully complies with 56 and partially complies with 
4 of them, namely: 

�	Recommendation 10, given that the rules for voting on a possible draft resolution at the 
Annual General Meeting (AGM) submitted by shareholders are not the same as for proposals 
submitted by the Board. 

�	Recommendation 27, because proxies for voting at Board meetings, when applicable, are 
granted without speci�c instructions as it is considered best practice. 

�	Recommendation 31, because CaixaBank does not differentiate between Board members 
when establishing requirements to include a new proposal on the agenda for its meetings.

�	Recommendation 36, given that the self-assessment of the Board does not individually 
evaluate the performance of each director.

In addition, two other recommendations are explained: Recommendation 13, because the 
Board has a larger number of members than suggested, given its history and particular 
characteristics as well as the regulations applicable thereto; and Recommendation 62, because 
the shares delivered to executive directors as part of their annual bonus are subject to a 
12-month lock-up period, but no further requirements after this period. Lastly, two of the 
recommendations are not applicable, given that in the CaixaBank Group only the bank itself 
has listed shares and there is no Lead Director at CaixaBank.

76.5
men

23.5
women

23.5
(6-9 years)

29.4
(0-3 years)

35.3
(3-6 years)

11.8
(+9 years)

33.0
(0-2 years)

17.0
(2-5 years)

17.0
(5-7 years)

33.0
(+8 years)

For more information 
on the level of 
compliance with good 
corporate governance 
recommendations, please 
consult CaixaBank�s 
Annual Corporate 
Governance Report, 
available on the 
company�s website

Diversity on the Board  
of Directors

Term of of�ce*

Term of of�ce for independent 
directors*

Pro�le of CaixaBank�s directors
As a percentage

* Uninterrupted, and at 2015 year end.
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Pablo Forero Calderón
Chief Risks Of�cer

Xavier Coll Escursell
Chief Human Resources and 

Organisation Of�cer

Gonzalo GortÆzar Rotaeche
Chief Executive Of�cer

TomÆs Muniesa Arantegui
Chief Insurance and Asset  

Management Of�cer

Juan Antonio Alcaraz García 
Chief Business Of�cer

General Managers

Joaquín Vilar Barrabeig
Head of Audit

Deputy General Managers

Javier Pano Riera
Head of Finance

Jorge MondØjar López
Head of Financial  

Accounting, Control  
and Capital

María Victoria  
Matía Agell

Head of International Banking

Oscar Calderón de Oya
General Secretary

Jordi Fontanals Curiel
Head of Resources

Executive Managers

MANAGEMENT COMMITTEE
At 31 December 2015*

* Starting in 2016, the Corporate Manager of Communication, Institutional Relations, Brand and CSR, Maria Lluïsa Martínez Gistau, attends as a guest. 
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One in every four 
Spanish banking  
customers has  
placed its trust  
in CaixaBank

BUSINESS MODEL

CaixaBank is the leading bank in Spain thanks to a universal banking 
model predicated on the provision of high quality, friendly and specialised 
service, with a wide range of products and services that are adapted to 
customers� various needs and an extensive multi-channel distribution 
network. The Bank has also formed strategic alliances with investee banks 
and has shareholdings in companies in the service sector.

A LEADING GROUP

Market shares and ranking (December 2015)
As a percentage

1st

POS turnover

Insurance savings

Card turnover*

Pensions

Direct deposit of salaries

Pension plans

Consumer credit

SNCE (National electronic settlement system)

Mortgage loans**

Mutual funds

Loans to other resident sectors

Demand deposits + term deposits

Factoring and reserve factoring***  3 rd

20.2

27.3 

22.6   

22.8

21.5 

16.8 

16.4

17.5 

17.9 

16.4 

15.3

19.8 

24.9  

Individuals
> 18 years

Companies

28.3%

34.9%

Market share of customers

* September 2015.
** November 2015.
*** The scope of the total market has changed with respect to the �gures for 2014.
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SPECIALISED MANAGEMENT

For individuals For companies and institutions

Private Banking
professionals
dedicated solely to this area,  
with a team that specialises in 
high-net-worth customers 

485

38 exclusive centres
nationwide

Premier Banking

branch managers 
with business portfolios

4,900

specialist managers
dedicated solely to this area

1,500

Business Banking
specialised
professionals 

1,260
specialised  
business centres
in �nancing, services,  
cash management  
and foreign trade and 
support teams

105

Corporate & 
Institutional Banking

specialised
professionals 

230
specialised 
centres
for business and related 
products

4

Specialised teams with 
extensive training and 
experience

Specialised of�ces in the 
branch network for those 
groups that need it

Comprehensive product 
catalogue of �nancial and 
non-�nancial solutions

Universal banking model

We offer convenient, high quality service, underpinned  
by a value proposition tailored to the needs of each customer

Ranges in � million

Individual and Business* Banking

�	The largest customer base and the bedrock of all other value propositions

�	The most extensive branch network in Spain

Assets managed Invoicing

20.1

2000.5

* Retail establishments, self-employed and freelance professionals, micro-companies and agribusinesses
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Individual and Business Banking 

With a high-quality multi-channel approach, this value proposition offers easy and 
convenient solutions through a unique and clear-cut offer. 

In 2015, the focus with regard to Individual Banking was on:

�	Bringing in salary direct deposits, with 782,000 new salaries directly deposited, thanks to the 
commercial effort in an environment where the employment market is recovering. 

�	Stronger customer loyalty through the launch of new products and services (such as 
mortgages with �xed and mixed interest rates; long-term systematic savings products and 
tax advantages; multi-year car insurance and the protection map), the ease of obtaining 
consumer loans and new developments in payment methods with CaixaBank Pay.

�	The launch of HolaBank, a value proposition designed for foreign customers who reside  
in Spain for part of the year; it has a unique branch network, multilingual employees and 
specialised products.

The value proposition CaixaNegocios, launched in 2014, was consolidated and is aimed at 
self-employed professionals and small enterprises that bill less than �2 million.

�	More than 1,600 managers are dedicated solely to this area and provided with mobile 
devices that allow them to bring the branch to the customer. In 2015 the Business Wall was 
launched, a new channel for exclusive communication between customers and managers. 

�	308,800 new businesses were captured (up 23% on 2014) and the product portfolio was 
completed with new developments such as the multiSeguros pack, with discounts depending 
on the level of protection and how long you have had the pack, the POS tablet and other 
sector-speci�c solutions for the hospitality, tourism, pharmacy, of�ce and food industries.

2015 was the �rst full year for the AgroBank line of business, which is aimed at agrarian 
customers and has 576 specialised of�ces.

�	The business reached 330,000 customers (+47,000 new customers vs. 2014) and its turnover 
increased by 5% to �15,118 million. 

�	 Innovative products were launched, such as AgroCon�rming, and the actions driving 
the sector, such as agreements, seminars, participation in trade fairs and awards, were 
strengthened.  

Individual
customers
million

Business
customers
million

Investment
million �

Funds under  
management
million �

11.77

1.39

111,210

84,474

VidaCaixa (100% CaixaBank): 
No. 1 in life insurance 
No. 1 in pension plans

SegurCaixa Adeslas
(49.9% CaixaBank):
No. 1 in health insurance
No. 2 in homeowners insurance
No. 5 in multi-risk insurance

INSURANCE AND PENSION 
PLANS COMPLEMENT THE 
BANKING BUSINESS
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Best Private Banking 
Services in Spain 2015

Customer funds  
and securities under  
management
million �

Customers

104,480

888,000

Premier Banking

A new value proposition for consolidating our leadership in �nancial advisory 
services, thanks to our own �nancial planning model, professionals with certi�ed 
training and exclusive conditions for customers. 

Launch of CaixaBank�s new brand: Premier Banking. 

Our leadership position in the premier banking segment was consolidated following the 
integration of Barclays Bank, SAU.

The bank continues to build on the skills of its team through the post-graduate degree 
programme in Financial Advising of the Universidad Pompeu Fabra (UPF) and the international 
certi�cate programme of the Chartered Institute for Securities & Investment (CISI).

The bank will continue to strengthen its advisory services in 2016 in order to increase the 
diversi�cation of its savings, investment and retirement portfolios. Another goal, as a result of 
its commitment to excellence and quality service, includes renewing its AENOR certi�cate in 
�nancial advisory services. 

Private Banking

This value proposition focuses on the customers� goals, making a team of professionals, 
along with the network of branches, available to assist customers in taking decisions 
regarding their assets using a unique methodology.
 
Recognition such as the �Best Private Banking Services in Spain� and the �Best entity in 
philanthropic and investment services in Spain� according to Euromoney. 

The Value Groups and Philanthropy Department was created, which entered into over 80 
agreements with strategic groups for private banking customers and prepared a speci�c social 
value proposition.

The integration of the managers from Barclays Bank, SAU consolidated Private Banking as one 
of the largest teams in the country, with 485 quali�ed professionals with an average of 15 
years of experience. 

In 2016 the bank will continue with its commitment to the ongoing training of its professionals 
and to investing in technology to ful�l customers� needs. 

58,050 Customer funds  
and securities under  
management
million �

Personal Asset 
Advisory Services
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Investment
million �

Funds under  
management
million �

33,707

18,186

Business Banking

The purpose of this specialised line of business is to establish a long-term relationship 
with companies, underpinning their growth and day-to-day management. To do this, 
we have a simple and clear value proposition with a quality service that has been 
certi�ed externally. 

The �rst and only European bank to obtain the AENOR Conform quality certi�cation for 
corporate banking advisory services, which guarantees an optimal level of management and 
customer service.

In 2015 seven new business centres were opened in Barcelona (three), Bilbao, Valencia, the 
Balearic Islands and Girona. 

14 real estate business centres were also created to lead the recovery of the transformed 
developer business and to become a �nancial benchmark in the sector.  

The Investment Stimulus Plan (ISP) continues to respond to companies� demand for loans to be 
able to grow and expand internationally. 

Corporate & Institutional Banking

Wholesale banking offers personalised service for more than 500 commercial groups 
of customers for the purpose of becoming a benchmark entity and anticipating their 
needs. Personalised value propositions have therefore been designed and customers 
operating abroad are able to take advantage of CaixaBank�s international business.

The Corporate & Institutional Banking (CIB) division was created in 2015, which integrates 
Corporate Banking, Institutional Banking and other areas that provide service to customers, 
such as Treasury and Capital Markets. The division also supports the bank�s other value 
propositions.

Throughout the year, and despite the sharp increase in competition both in Spain and abroad, 
the bank reached its investment and ordinary income targets. In addition, its risk-adjusted 
returns improved and its capital consumption was adjusted.

In 2016 the bank will continue to work towards obtaining a greater share of and weight in the 
market through risk-adjusted growth that is gradual, sustainable and pro�table.

Investment
million �

Funds under  
management
million �

29,739

22,885
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Casablanca
Cairo

Santiago de Chile

Bogotá

São Paulo** Johannesburg**

Tangier
Algiers**

Paris

Hong Kong / ChinaWarsaw

Beijing

Central and Eastern EuropeFrankfurt
London

Mexico

New York Portugal Milan

Dubai

Istanbul

New Delhi

Singapore

Shanghai

Revenue diversi�cation
CaixaBank holds equity interests in two leading 
companies in their respective sectors, which 
offer growth and value stories as well as a strong 
international presence.

(5.01%)  

Operational branches
Offer �nancing and �nancial services 
to Spanish companies with interests 
and activities in these countries, as 
well as to local businesses.

Representative of�ces
Advisory services for European 
multinationals with subsidiaries in 
Spain, and for Spanish companies 
doing business abroad. Coming soon: 
Algiers, Sªo Paulo and Johannesburg.

Banking stakes
Strategic alliances with four major 
banking groups* offering preferential 
access to new business opportunities 
in emerging regions, and that help 
CaixaBank customers carry out their 
business abroad.  

CaixaBank rounds out its own 
service with a network of over 2,900 
correspondent banks.

A DIVERSIFIED BUSINESS
CaixaBank�s international presence

*	 In June, CaixaBank sold its 20.5% shareholding in Boursorama for �219 
million and in December it reached an agreement with CriteriaCaixa 
to exchange its shareholding in GFI and BEA for �2,009 million in 
CaixaBank shares (9.9%) and �642 million in cash (the regulatory 
authorisations have yet to be obtained).

**	Coming soon.

(12. 14%)

44. 10%

17. 24% 

9. 92% 

9.01% 



18

KEY STRATEGIES
CaixaBank is rolling out the 2015-2018 Strategic Plan with the objective 
of being a leading �nancing group in Spain with a global outlook, 
recognised for its social responsibility, quality service, �nancial soundness 
and innovative capacity. Signi�cant progress was made during the �rst 
year of the Plan towards reaching its strategic objectives.

Banking Union and regulatory pressure

� A more integrated European competitive environment
� Complex structures fare worse
� Favours solvency and liquidity
� Higher cost of compliance 

The gradual recovery of the Spanish economy was con�rmed in 2015, 
with the highest growth rate for economic activity (3.2%) since 2007. 
However, the deleveraging process continued, albeit at a more modest 
rate. In Europe, the European Central Bank�s expansive policy has kept 
interest rates at historically low levels, while the deployment of the 
banking union is rede�ning the competitive and regulatory framework. 

Although the reputation of Spanish and European banks has improved, 
the �gures are still relatively low. Against this backdrop, banks must 
obtain suf�cient return to allow them to cover the cost of capital, 
while also anticipating the impact of innovative developments and new 
technologies in relations with customers.

Gradual economic recovery

� Reduced growth in business volumes
� Low interest rates
� Normalisation of cost of risk
� Competitive pressure

Global leader in digital banking,  
with a complete product offer

Customer-focused, long-term  
relationships, a franchise of quality

Simple retail banking, with 
solid �nancial backing

CaixaBank�s competitive strategy based on the Group�s strengths

ECONOMIC AND BANKING LANDSCAPE

Digital revolution

� Higher value of information
� Customer empowerment
� Greater economies of scale and range

Customers� changing demands

� Recover trust
� Greater need for advisory services
� Con�dentiality and security



 INTEGRATED CORPORATE REPORT [2015] 

19

STRATEGIC PLAN 2015-18 �PREPARED TO LEAD THE SECTOR IN TRUST AND 
PROFITABILITY�

For the 2015-2018 period, CaixaBank de�ned �ve strategic lines after analysing the bank�s 
starting point and the opportunities and threats of the current economic environment. In order 
to ensure the organisation is in line with its strategic guidelines, the Group is implementing 
various transversal projects and improving key processes with a signi�cant impact on achieving 
its targets. In addition, both internal and external communication mechanisms have been rolled 
out to promote the transparency and understanding of the Plan, such as the presentation to 
the investment community at Investor Day held in March 2015. 

2 
Attain recurring  
returns above  
the cost of capital

After preserving its 
signi�cant �nancial 
strength during the 
recession, CaixaBank is 
committed to obtaining 
returns that enable it 
to pay its shareholders 
a substantial dividend 
over time. The gradual 
recovery of the Spanish 
economy and the 
growth in turnover 
will contribute to an 
improvement in results.   

3 
Actively  
manage capital

A consistently high 
level of solvency must 
be supplemented by 
an optimal use of 
capital that allows for a 
decrease in consumption 
by real estate and 
investee businesses 
in relation to banking 
activity. 

4
Lead the  
digitalisation of the 
banking industry

Thanks to the 
opportunities presented 
by the digital revolution, 
the bank is working 
towards extending 
its leadership in 
multi-channel and 
mobile banking. The 
development of Big Data 
should also strengthen 
the operational 
ef�ciency and 
commercial effectiveness 
of the organisation 
through a greater use of 
available information.

5 
Have the best  
prepared and most 
dynamic team  
possible

The profound changes 
in the banking sector 
and in customers� 
demands require having 
the best prepared and 
most dynamic team 
possible, which gives 
rise to the need to 
shore up training in 
key professional skills, 
strengthen the culture 
of performance-based 
advancement and 
diversity, and consolidate 
a decentralised 
management model, 
which strengthens 
the empowerment of 
people.

1
Customer focus:  
be the best bank in 
terms of both quality 
and reputation

Against the backdrop of 
a loss of trust in �nancial 
institutions, CaixaBank 
intends to set itself 
apart as the paradigm 
of a responsible bank 
committed to its 
customers and society. 
The bank must also be 
a benchmark for good 
corporate governance, 
from retail investor 
services to a culture 
of control across all 
processes. 
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STRATEGIC OBJECTIVES

�	To stand out among all �nancial institutions for superior customer satisfaction.

�	To consolidate CaixaBank�s reputation as the standard-bearer for responsible and socially-
committed banking.

�	To be a benchmark for corporate governance.  

2015 MILESTONES

In order to set ourselves apart as the bank with the highest customer satisfaction, CaixaBank is 
creating global experience maps to give it deep insights into the needs and expectations of its 
customers. It is using this analysis to foster initiatives to enhance the customer experience and 
their emotional loyalty to the bank.

2015 saw very positive developments in internal and external indicators of quality perception. 
For example, the Net Promoter Score (NPS) improved by more than six points, consolidating the 
upward trend in customer recommendations for the bank. CaixaBank also achieved the �rst 
AENOR certi�cation in Europe for quality of service in business banking. 

In terms of its reputation, the Group renewed its presence in the World and Europe Dow Jones 
Sustainability Indexes (DJSI). This bolsters its position as one of the leading banks for corporate 
responsibility. The bank continued to foster �nancial inclusion through the most extensive 
branch network in Spain, the granting of microcredits and the launch of �nancial education 
programmes.

During the year, CaixaBank ceased to apply the vast majority of �oor clauses in its mortgage 
loan portfolio for individuals. Most of these contracts stemmed from entities integrated into 
CaixaBank over recent years.

The initiatives launched to buttress corporate governance � another pillar of the Plan � resulted 
in improved external perception compared to other international companies and banks. These 
include, for example, the DJSI and the Institutional Shareholder Services (ISS) scores in this �eld.

CUSTOMER FOCUS: BE THE BEST 
BANK IN TERMS OF BOTH QUALITY 
AND REPUTATION

Key strategies /

1
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434.4
588.0

2,200

21.4

28.1 27.0

8.44

8.62
8.70

2014 2015  Target 
2018

2014 2015  Target 
2018

2014 2015  Target 

between 
2015 and 2018

Volume of microcredits granted
In million �

STRATEGIC PRIORITIES 2016

�	To deepen knowledge of customers through global experience maps. 
�	To develop and implement new quality metrics. 
�	To achieve further certi�cation of quality and internal processes.
�	To continue adopting best practices for social responsibility and corporate governance. 

Internal Net Promoter Score (NPS)*
As a percentage

Internal Customer Satisfaction Index
Scale of 1 to 10

* Difference between the percentage of customers 	
who would recommend the entity compared to 
detractors.

Key monitoring metrics
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1

1,380

917

637

443

250

199

153

188

87

258

122

20764

70

157

6

26

47

THE CUSTOMER, IN THE CENTRE 

The essence of CaixaBank is to serve people and drive economic and social 
development in the regions in which it has a presence. We are therefore 
working to be a leading bank in terms of quality of service, trust among 
customers, social commitment and long-term vision.

CONVENIENT BANKING

The bank is committed to being accessible and close to its customers through its extensive 
branch network and the other channels available to them. CaixaBank professionals also show 
empathy and actively listen to customers to become aware of and try to resolve any of their 
concerns. 

The bank has the largest number of of�ces in Spain and the most extensive ATM network, and 
is a leader in online and mobile banking, with the largest number of active digital customers 
in the country. 

It has a specialised advisory model and a large sales team of specialised professionals and a 
growing number of mobile terminals that provide service to customers outside of the branches.

The bank is committed to transparent and �uid communication both internally and with 
customers, shareholders and other stakeholders. 

It facilitates access to its products and services for as many people as possible: The most extensive branch network in Spain

Branches in Spain

Advisory specialists

Employees with 
mobile equipment

Presence in cities 
with more than 
25,000 residents

5,211

14,500

10,200

100%

�	A broad product offering, differentiated according to each type of market segment.
�	Driving �nancial inclusion through MicroBank, the Group�s social banking arm 

specialised in micro�nance.
�	Eliminating physical and sensory-based barriers:

� 85% of the branches are accessible and we are working to install access 	
	 ramps and eliminate any steps.
� Ensure that ATMs are accessible for use by everyone.
� Follow the Web Accessibility Initiative�s AA level guidelines.
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2014
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8.57
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EXCELLENT SERVICE

Quality of service, both in customer relations and its internal processes, is one of the bank�s 
values and its primary strategic goal as well as one of its competitive levers.

CaixaBank follows extremely demanding quality guidelines that are based on trust, proximity, 
ef�ciency and continual improvements. To that end, the bank is committed to providing 
personalised attention, focusing on specialisation and offering a wide range of products and 
services.

1
CaixaBank adopted the EFQM (European Foundation for Quality Management) model in 
order to continuously improve its business management.

�	Progress during the year in applying the model and preparing to renew the seal in 2016 and consolidate the 
600-point level obtained in the last renewal.

�	The only Spanish �nancial institution to be a �nalist in the EFQM Good Practice Competition 2015: MicroBank 
obtained second place in the �eld of job creation through microcredits.

EFQM EUROPEAN SEAL OF EXCELLENCE FOR ITS MANAGEMENT MODEL

Customer Satisfaction Index (CSI) by business 
Scale of 1 to 10

We listen to our customers

CaixaBank promotes an active dialogue and direct contact with 
customers and professionals. Among other initiatives, the bank regularly 
consults the level of customer satisfaction and their recommendations 
on the service received. 

With the information obtained from customer surveys (focus groups, 
interviews and questionnaires), two strategic indices were prepared for 
each of CaixaBank�s businesses. 

�	The Customer Satisfaction Index (CSI), an internal service quality 
indicator.

�	The Net Promoter Score (NPS), which measures the percentage of 
customer recommendations for CaixaBank. 

Based on this feedback, improvement plans are designed to step up 
excellence in the service in question.
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1
Quality, a shared challenge

CUSTOMER SERVICE 

Claim management is a key element in custom-
er relations. By actively listening to customers, 
their latent needs can be analysed and trans-
formed into opportunities for improving the 
bank�s business processes.

At CaixaBank, queries, complaints and claims 
are managed through the channels available 
and responses are given quickly on a case-by-
case basis in order to �avoid, resolve and im-
prove�.

Customer Satisfaction Index (CSI)Internal Quality Index (IQI)

Internal quality  

Measured based on a dual perspective: customer service 
(perception, service level agreements, complaints, incidents, 
etc.) and the internal management of each corporate area.

Target: obtain qualitative and quantitative information for 
use in its decision-making processes.

Customer experience

Customer focus: listen to what they need and adapt to 
their needs.

Better understanding of customers: transform negative 
experiences and reinforce positive ones to surprise and 
create unique and memorable moments for customers.

Diagnostics, measurement and follow-up

Ongoing improvement plans

The communication channels at our customers� disposal are:

�	The bank�s branches and centres, which manage each incident on a case-by-case basis.
�	The Customer Service Of�ce (letters, toll-free customer service line and contact form on 

the website), as a customer-oriented service. 
�	The twitter account @CABK_Responde. 
�	The Mortgage Customer Advisory Service (SACH) is a unique service in the Spanish 

�nancial sector, which specialises in assisting customers, through a toll-free customer 
service line, with any dealings initiated regarding their primary residence.

�	Customer Service and the Customer Ombudsman, as a step prior to the Bank of Spain 
and the Spanish securities market regulator (CNMV).
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A TRUSTWORTHY BANK

CaixaBank has inherited a 100-year-long tradition of social commitment and contribution to 
the socio-economic development of the country and aspires to be perceived as a responsible 
bank.

Ethics and good governance are essential for the bank. CaixaBank has internal codes of 
conduct and forms part of international alliances for the collective advancement of sustainable 
practices. Highlights in 2015 include the publication of the Corporate Social Responsibility 
Policy and the bank�s adhesion to the Code of Best Tax Practices and the Green Bond Principles. 

Main actions in 2015

Promote retirement planning, long-term savings and �nancial education

�	CaixaBank manages 22.6% of Spaniards� savings insurance and 21.5%of their 
pension plans.

�	VidaCaixa, the Group�s pension plan manager, has the highest number of direct pensions 
deposits after the Social Security system.

�	180 Caixafu[tu]ro events organised, to assist customers in planning for their 
retirement with almost 18,000 attendees. 

�	1,642 attendees at 100 �nancial training workshops aimed at vulnerable groups.
�	16 training courses in economics and markets for 1,306 shareholders.

Collaborate with the �la Caixa� Foundation to disseminate and roll out its programmes 

�	23,626 job opportunities for people who were at risk of exclusion generated through 
Incorpora.

�	2.5 million children vaccinated since 2009 through collaboration with Gavi, the Vaccine 
Alliance.

�	33,084 rental �ats available at below-market prices.
�	7,677 participants in the Corporate Volunteering Programme, with 221,795 

bene�ciaries.

Participate in the �ght against climate change 

�	�5.7 million granted in ecoLoans in 2015.
�	3,247 MW in installed capacity in the 19 renewable energy projects �nanced during 

the year. 
�	World leader, with the highest rating in the CDP index, which assesses the transparency 

and actions of companies with regard to climate change. 

Over 465,000 
assistance measures 
for families with 
mortgage loans 
and undergoing 
�nancial dif�culties 
since 2009

1

 

CLIMATE

 

2015
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STRATEGIC OBJECTIVES

�	Achieve returns (ROTE � return on tangible equity) of between 12% and 14% from 2017, 
enhancing our leadership in the Spanish market and fostering the international business.

�	Distribute high and stable dividends to shareholders.  

2015 MILESTONES

Against a backdrop of very low interest rates, squeezing the income statement, CaixaBank has 
increased its pro�tability by increasing its banking revenues and reducing the cost of risk. The 
integration of Barclays Bank, SAU at the start of the year also enhanced our pro�tability and 
growth. The Group also maintains robust solvency and liquidity levels. 

CaixaBank is continuing to develop and consolidate various value propositions for different 
customer types � such as CaixaNegocios, AgroBank, HolaBank and Banca Premier � to increase 
customer loyalty and bolster our commercial leadership. Our share of direct deposit of salaries 
� a powerful indicator of customer loyalty � increased signi�cantly in 2015, to around 25%.

Our strategic focus on �nancial planning for customers, through the CaixaFuturo programme, 
has fostered a signi�cant increase in our market share for mutual funds, pension plans and 
savings insurance. We have also set up CaixaBank Consumer Finance to foster consumer 
credit, one of the priority areas for growth in the Plan. 

We are maintaining our focus on the companies sector. We have set up the Corporate & 
Institutional Banking (CIB) unit, a transformational project to develop a market leading banking 
model at the national level for major companies and institutions. 

ATTAIN RECURRING RETURNS ABOVE 
THE COST OF CAPITAL

Key strategies /2
24.1 24.9

+1.8

2014* 2015  Target

19.0 20.2

+2.0

2014* 2015 Target 

in 2018

in 2018

Market share of salaries directly 
deposited
As a percentage

Market share of funds, plans and 
savings insurance
As a percentage

* Includes the pro-forma impact of Barclays Bank, SAU.

Key monitoring metrics
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STRATEGIC PRIORITIES 2016

�	To continue fostering customer loyalty through value propositions based on 
segmentation and �nancial advice.

�	To develop the services we offer, our international support and our personalised value 
propositions through our corporate and institutional banking project. 

�	To stabilise the cost base in line with recent years, against a backdrop of continuing 
pressure on margins.

56.8 52.6 < 45

2014* 2015  Target

3.4
4.3

12-14

2014 2015 Target

9.9
7.9 < 4.0

2014* 2015  Target 

27.6
29.0

32.0

2014* 2015  Target 

in 2018

in 2018

from 2017

in 2018

Recurring cost-to-income ratio
As a percentage

ROTE
As a percentage

Non-performing loans ratio
As a percentage

Lending to non‑developer companies 
Percentage of total lending

* Includes the pro-forma impact of Barclays Bank, SAU.

Key monitoring metrics
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2
Gross income
In million �

2014 2015

6,940
7,726

+11.3%

FINANCIAL REPORTING AND RESULTS

2015 was marked by a recovery in pro�tability, based on our commercial 
strength, specialisation and lower risk costs, and managing ef�ciency as 
a strategic approach.  

RESULTS

Pro�t attributable to the Group in 2015 stood at �814 million (up 31.4% on 2014), driven by 
growth in revenues, streamlined costs and lower insolvency allowances.

The inclusion of the results of Barclays Bank, SAU impacted different headings of the year-on-
year income statement comparison.

Strong revenue-generating capacity

�	Net interest income stands at �4,353 million (+4.8% vs. 2014). This performance was 
marked by a decrease in the �nance cost of retail savings and the contracting of interest 
income, mainly as a result of the drop in market rates and the reduced volume of institutional 
activity (�xed income).

�	Fee income increased by 10.3%, reaching �2,013 million, mainly as a result of the increase 
in assets under management in off-balance sheet products.

�	Earnings on the investee portfolio amounted to �578 million, up 17.7%.

�	Net trading income and exchange differences amounted to �867 million, resulting mainly 
from latent gains on available-for-sale �nancial assets.

�	�Other operating income and expenses� includes, among other items, higher income from 
life-risk insurance (+44.2%) and contributions to the Deposit Guarantee Fund and the 
National Resolution Fund.

net interest 
income
vs. 2014

fees and  
commissions
vs. 2014

+4.8%

+10.3%
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Ef�ciency management as a strategic approach

�	Recurrent costs on a like-for-like basis1 were down 1.2%, as a result of our cost containment 
and streamlining efforts. Factoring in the integration of Barclays Bank, SAU, recurring 
operating expenses were up 7.7%.

�	Furthermore, non-recurring costs of �259 million stemming from the integration of Barclays 
Bank, SAU and �284 million from the labour agreement2 were reported during the year.

�	Recurring pre-impairment income increased by 15.7%. If we factor in non-recurring costs, 
pre-impairment income stood at �3,120 million (�1.5%).

�	The recurring cost-to-income ratio improved by 1.8 percentage points, to 52.6%.

Gradual improvement in credit quality and other impacts

�	 Impairment losses on �nancial assets and others assets were down 2.4% due to the 
signi�cant reduction in the volume of insolvency allowances (�23.6%) and the increase in 
other allowances, which include coverage for future contingencies and impairment losses 
on other assets.

�	�Gains (losses) on disposal of assets and other� essentially includes the pro�t or loss 
from one-off transactions carried out (including negative goodwill of �602 million on the 
consolidation of Barclays Bank, SAU), and the gains or losses on sales and write-downs of 
real-estate assets.

1. Pro-forma, factoring in the recurring expenses of Barclays Bank, SAU in 2014. 
2. Labour agreement for voluntary termination of 700 contracts in areas with excess headcounts.

Pre-impairment income, stripping 
out non-recurring costs
In million �

2

Cost-to-income ratio, 
stripping out non 
recurring costs
�1.8 percentage points

52.6%

2014 2015

3,167
3,663

+15.7%

Cost of risk
�27 basis points

0.7%
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2
Income statement
In million � January - December Change 

2015 2014

Financial income 8,372 8,791 (4.8%)
Financial expenses (4,019) (4,636) (13.3%)
Net interest income 4,353 4,155 4.8%

Dividends 203 185 9.4%
Share of pro�t/(loss) of entities accounted for using the equity method 375 306 22.7%
Net fees and commissions 2,013 1,825 10.3%
Gains/(losses) on �nancial assets and liabilities and exchange differences 867 640 35.5%
Other operating income and expense (85) (171) (50.4%)
Gross income 7,726 6,940 11.3% 

Recurring operating expenses (4,063) (3,773) 7.7%
Non-recurring operating expenses (543)
Pre-impairment income/(loss) 3,120 3,167 (1.5%)
Pre-impairment income, stripping out non-recurring costs 3,663 3,167 15.7%

Impairment losses on �nancial and other assets (2,516) (2,579) (2.4%)
Gains/(losses) on disposal of assets and others 34 (386)
Pro�t/(loss) before tax 638 202 215.6%

Income tax 181 418 
Consolidated pro�t for the period 819 620 31.7%

Pro�t attributable to non-controlling interests and other 5 0

Pro�t attributable to the Group 814 620 31.4%
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ACTIVITY

Leadership in banking in Spain, with high market shares across the main 
retail products and services.

Total assets amounted to �344,255 million (up 1.7% on 2014).

Customer funds 

Customer funds amounted to �296,599 million (up 9.1% in 2015), following the integration 
of Barclays Bank, SAU and the strong commercial efforts.

Trends in balance sheet funds were impacted by customers channelling funds from saving 
products to off-balance sheet products and by the increase in liabilities under insurance 
contracts (of 6.7% in 2015) following the success of our marketing campaigns. 

Assets under management (mutual funds and pension plans) amounted to �74,500 million 
(up 29.7% on 2014). Net fund subscriptions in 2015 amounted to �7,012 million, 28% of 
the sector total. 

Market leadership for assets under management and the number of mutual funds participants, 
and pension plan assets under management.

2

Customer funds 
In million � 

271,758 

207,309 
On - balance sheet funds

57,423
Assets under management

7,026 
Other accounts

296,599

216,832
On - balance sheet funds

74,500 
Assets under management

5,267
Other accounts

2014 2015

Savings insurance,  
mutual funds and  
pension plans
million � 

108,000



 INTEGRATED CORPORATE REPORT [2015] 

32

Risk management

Signi�cant improvement in asset quality 

The year saw a �5,242 million drop in non-performing loans, stripping out the impact of 
integrating Barclays Bank, SAU. 

This brought the NPL ratio at 31 December 2015 to 7.9%, down 1.8 percentage points on 
year-end 2014. Stripping out the real estate development sector, the NPL ratio stands at 6.2%.

The main risk segment � lending to individuals for house purchases � features a very diversi�ed 
portfolio, with good collateral and a low NPL ratio (4.0%).

Conservative risk coverage policies

The coverage ratio stood at 56%, with provisions of �9,512 million.

2Loans and advances to customers

Gross customer loans and advances stood at �206,437 million (up 4.7% in 2015) following 
the integration of Barclays Bank, SAU, the containment of the deleveraging process and the 
reduced exposure to the real estate development sector.

There was a 48% increase in the production of new consumer lending following our marketing 
activities in the year. 

In 2015, we increased lending to non-real estate businesses. The success of the CaixaNegocios 
and AgroBank marketing strategies enabled us to identify solid business opportunities and 
respond to the �nancing needs of customers in these segments. 

Diversi�cation is one of the key strengths of CaixaBank�s portfolio, 73% of which is dedicated 
to retail �nancing (individuals and SMEs).

Loan portfolio diversi�cation 
Percentage of gross loans and absolute  
value of �nancing in � million

7% 13,559

 206,437

 197,1852014

2015

Public sector

7% 14,069

14% 28,198
SMEs

57% 111,350
Individuals

7% 13,805   
Public sector

5%  9,825   

Real estate
developers

Real estate
developers

59% 120,994

Individuals

14% 28,221
SMEs

15% 33,592

Large companies

15% 30,009
Large companies
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FINANCIAL STRENGTHS

Excellent liquidity level and solid �nancing structure

At 31 December 2015, banking liquidity stood at �54,090 million, all of which was immediately 
available (15.7% of Group assets). 

The loan-to-deposits ratio stood at 106.1%, re�ecting solid retail �nancing.

One of the Group�s top priorities is to ensure that capital is fully optimised

At 31 December 2015, CaixaBank�s Common Equity Tier 1 (CET1) fully loaded ratio stood at 
11.55%, applying the criteria planned for the end of the phase-in period. In 2015, with a 22 
basis point change in capital generation and a 78 basis point decrease due to the integration 
of Barclays Bank, SAU, the fully loaded leverage ratio stands at 5.2%.

Under the progressive application criteria applicable this year, CaixaBank achieved a regulatory 
CET1 ratio of 12.9% and a leverage ratio of 5.7%. 

Risk weighted assets totalled �143,312 million. This was mainly due to the incorporation of the 
risk weighted assets of Barclays Bank, SAU, offset in part by deleveraging of the loan portfolio.

The ECB�s publication of its minimum regulatory capital requirements reinforced our capital 
buffer and capacity to pay dividends. Our solvency resulted in a CET1 buffer of: ~205 fully-
loaded basis points  and ~360 regulatory basis points.

When the stake swap agreement with CriteriaCaixa3 is made, CaixaBank will meet its Strategic 
Plan objective of reducing capital consumption by the investee portfolio to less than 10%.

Rating at 31 December 2015

CET 1  
fully loaded 

CET 1

11.55%

12.9%

Loan-to-deposits 
ratio

Liquidity  
Coverage Ratio   

106.1%

172%

3. Planned swap transferring holdings in Grupo Financiero Inbursa and The Bank of East Asia to CriteriaCaixa in exchange for 
	 treasury stock and cash (the regulatory authorisations have yet to be obtained).

Agency Non-current Current Outlook

Standard& Poor�s BBB A-2 Stable

Fitch BBB F2 Positive

Moody�s Baa2 P-2 Stable

DBRS A (low) R-1 (low) Positive

2
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STRATEGIC OBJECTIVES

�	Actively manage capital and optimise its use.

�	Signi�cantly reduce the proportion of capital allocated to the investees and real estate 
businesses. 

�	 Improve the quality of management information. 

2015 MILESTONES

In December 2015,  CaixaBank announced the sale of its holdings in Grupo Financiero Inbursa 
and the Bank of East Asia (BEA) to CriteriaCaixa. When this transaction is executed, the 
Entity will achieve its strategic objective of reducing capital consumption by investees to less 
than 10% (reducing it to around 8%) ahead of schedule. This will enable us to maintain our 
strategic alliances with both banking partners, whilst focussing capital investment in our core 
market, the eurozone. CaixaBank also sold its 20.5% holding in Boursorama and 49% of Self 
Trade Bank in the year. 

In line with the strategic objective of decreasing the share of capital consumed by the real 
estate business, lending to developers decreased organically by 34% in the year, falling to 5% 
of total lending. 

Meanwhile, NPL for real estate developers fell by 47% compared to December 2014 (including 
the pro-forma impact of Barclays Bank, SAU). Intense commercial efforts (sale and leasing 
of real estate assets) enabled us to contain the growth in our portfolio of available-for-sale 
foreclosed assets.  

ACTIVELY MANAGE CAPITAL
Key strategies /3
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* Includes the pro-forma impact of Barclays Bank, SAU.
** Pro-forma post-transaction �gures.

2014* 2015  Target

11.33
11.55

11-12
from 2015

17,964
14,562

< 10,000
in 2018

2014* 2015  Target

2014* 2015** Target

 15.7

 �8,0 

< 10
in 2016

STRATEGIC PRIORITIES 2016

�	To promote joint business projects with international banking partners.
�	To actively manage the volume of new foreclosed assets.
�	To promote marketing strategies for foreclosed assets, depending on the channel  

and their quality.

Real estate developer NPL and  
foreclosed assets
In million �

Capital consumption by investees
Percentage of total consumption Basel III fully 
loaded

CET1 Ratio fully loaded
As a percentage

Key monitoring metrics
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ACTIVE CAPITAL MANAGEMENT 

ASSET QUALITY

On-going reduction in lending to developers

�	Exposure to the real estate development sector fell by 30.2% in 2015 (�33.6% organically, 
not including the balances held by Barclays Bank, SAU). The weight of �nancing for the 
development sector fell by 237 basis points to 5% of the total loan portfolio.

�	Finished homes account for 66.5% of the portfolio.

�	Speci�c coverage for problem assets (non-performing and substandard) in this segment 
stands at 48.8%.

3
Change in lending to real estate developers 
In million � 

14,069 9,825

7,679 Doubtful

5,784 Perfoming
portfolio

606 Substandard

4,337 Doubtful

4,960 Perfoming
portfolio

528 Substandard

2014 2015

Organic reduction  
in lending to  
developers

�33.6%



37

 

37

3Containment of growth in the portfolio of foreclosed assets with intensive 
commercial efforts

�	The underlying principle guiding CaixaBank�s management of problematic assets is to help 
borrowers meet their obligations. When it no longer appears reasonable that the borrower 
will be able to ful�l these obligations, foreclosure proceedings are initiated. 

�	The net carrying amount of available-for-sale foreclosed assets stands at �7,259 million 
(�6,719 million in 2014), with coverage of 57.6%, including initial write-downs and 
subsequent accounting provisions reported after taking possession of the real estate assets 
(+2.6 percentage points on 2014). 

�	 In addition, real estate assets held for lease stood at �2,966 million, net of provisions. The 
occupation rate for this portfolio is 93%.

�	Total properties sold or rented amounted to �2,077 million in 2015. The composition of the 
portfolio of available-for-sale foreclosed real estate assets, 56% of which are �nished homes, 
is a unique factor aiding in the sale of these properties on the market. 

Properties sold or rented
In million �  

Breakdown of net real estate assets 
available for sale
In million � 

817
Other

377

Buildings under 
construction

1,966
Land

4,099

Completed 
buildings

 7,2592015  2,0772015

1,312
Sales

765
Rentals
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STRATEGIC OBJECTIVES

�	Further extend our leadership in multi-channel and mobile banking.

�	Capitalise on the opportunities presented by the digital revolution to provide an enhanced 
service and strengthen management capacity across all areas of the organisation. 

2015 MILESTONES

CaixaBank is continuously working to maintain its leadership in digitalisation, which remains 
a priority in this Strategic Plan. In 2015, our penetration of online banking (web and mobile) 
among customers increased to 40%, with increased digital contracting, particularly for mutual 
funds, pension plans and consumer credit.

We are continuously innovating in our customer relationships, through new devices and 
functionality. Highlights include the roll-out of Wall (our Línea Abierta communication 
mechanism for customers and their managers), our new CaixaBank Pay mobile payment 
service and the �Mis �nanzas� smart manager, and the launch of imaginBank in January 2016.

Transactions are continuing to migrate to electronic channels: at year end, Línea Abierta 
accounted for 81% of transactions, including cash withdrawals and transfers. This allows 
branches to concentrate more of their time on providing advice, adding greater value.

Mobility is another pillar of our digitalisation strategy. At year end, half of our commercial staff 
were using mobile terminals (Smart PCs), enabling them to contract products with customers 
outside the branch using a digital signature. 

As part of the project to incorporate Big Data as a commercial and management tool, we are 
running projects to enhance quality and security, increasing sales through a more thorough 
understanding of our customers, reducing costs and optimising processes. 

These efforts are continuing to reap recognition and awards worldwide. CaixaBank was rated 
the top mobile bank in the world by Forrester Research, and the most innovative bank for 
mobile payments in the Retail Banker International awards.

LEAD THE DIGITALISATION OF THE 
BANKING INDUSTRY

Key strategies /

4
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17

49

100

2014 2015 Target
2018

36.5
39.8

51.5

Target
2018

2014 2015

STRATEGIC PRIORITIES 2016

�	To increase leadership of internet (�xed and mobile) banking penetration with customers.
�	To increase absorption of transactions and sales through digital channels.
�	To increase the number of branches with new technological architecture. 
�	To continue developing Big Data tools and expert models.

Commercial employees with  
Smart PCs (digital signature)
As a percentage

Internet active customers*
As a percentage

Key monitoring metrics

* Percentage of customers (individuals between  
	 20 and 74 years old) that used the service over the 
	 last two months.






































