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Editorial
Towards the beginning of the second 
quarter of 2011, we continue to firmly 
implement our global strategy of 
repositioning.

We are becoming an efficient and 
concentrated organization, which 
bets on a sustained growth and in the 
improvement of services provided to 
customers.

Our bet is to continue growing and 
optimize revenues in selected market 
segments through the creation, 
maintenance and expansion of 
profitable distribution channels.

It is in this context that, early in the 
first quarter of this year, we launched 
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successfully the  “Skip payment” and 
“Fixed Deposit” campaigns, of which 
this last one has just ended.

The success of the “Fixed Deposit” 
campaign encouraged us to launch 
in April, once again, with the same 
characteristics, always in the spirit to 
offer our customers the best products 
and best market rates.

Corporate Social responsibility is another 
structuring area of our achievement. In 
this context, we launched the “Leave 
your Legacy”  campaign, which will end 
with the replanting of coconut trees in 
AV. Marginal, on the 5th of June, World 
Environment Day.

We invite our employees and customers 
to contribute to the preservation of our 
environment.

www.barclays.co.mz    •    April 2011
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Claudia Conceição - HEAD OF BARCLAYS CORPORATE AND INVESTMENT

What is Barclays Corporate & 
Investment?

This is the bank division that deals 
with medium and large size companies 
and with investors, keeping a close 
relationship with with these, with 
regards to bank services delivery, sales 
of products and financial services and 
offering the financial solutions to meet 
their needs. For example, if a company 
has a certain project, it is our job to 
be proactive, to go to the customer 
with a proposal of financial solutions a 
specialized financing.

The Head of Barclays Corporate assume the challenges:  to have a competitive internet banking, to improve/diversify the 
quality of products and services and retain costumers. Claudia Conceição says that this is the base to have a more efficient 
Corporate, present in the main points of national development, within 6 and 7 years.

How is it structured?

The Corporate and Investment division 
is structured in client segments, regions 
and products, through the following 
departments: 

Comercial sector: Medium and large 
companies, Government and Non-
profit organizations;

Specialized financing sector: for 
example, Agribusiness, Bancassurance, 
Project Finance, Trade Finance, 
Corporate Finance, Comercial Property 

Finance, etc.

Three usiness centers (Maputo, Beira 
and Nampula)

How are customers divided?

Large companies, medium companies, 
government institutions and non-profit 
institutions, such as embassies and 
NGOs.

“One of the Biggest Challenges at the 
moment is to have a competitive offering 
of Internet Banking”
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Large companies          Medium companies 	        Institutional customers

Region 	   	 T1 	     T2 	       BBT1       BBT2           BBT3        NPO       Gov T1       Gov T2            Total 

South 	    	 305 	     215 	       96 	          211 	   398 	       111 	       1068           1293 	              3697 

Centre 	   	  0 	     11 	       28 	          58 	    5 	        -  	         -  	                -                        102 

North 	     	 2 	     19 	       26 	          31 	    34 	        -  	         -  	                -                        112 

Total 	    	 307 	     245 	       150          300 	    437 	       111 	       1068            1293 	               3911 

How many customers Barclays Corporate have?  

In total we have about 4,500 customers.

What is the importance of treating customers with honesty and transparency?

The secret of business is in the relationship with clients and the mutual trust that is established between the bank manager 
(on behalf of the bank) and the curstomer. Due to aggressive competition, both nationally and internationally, this is a critical 
factor to ensure loyalty of the customer, since there is no big difference in terms of services and products offered by other 
banks. The difference is precisely on the mutual trust we established with our customers, and in the quality of services we 
provide. Customers must feel that we are the bank that supports them in their business on a mutual benefit basis. Hence 
the importance of being honest, not making impossible promisses or feeding customers with exagerated expectations and 
just be fully transparent about our internal processes. I usually say that to customers is better  a “no” early that a “Yes”  later.

From 0 to 10 How would you rate the level of service offered by Barclays Corporate to its customers?

This question is interesting! And to give a full answer I would have to respond in detail, but, in general, I give 5.5-7. This is 
because there is still a lot to improve. The staff both in the comercial sector (corporate, treasury  and retai) as well as at the 
back office level there is a fantastic effort being made towards providing the best service possible within the circunstances in 
which we are at the moment. But there is still a lot to improve in terms of diversity of products and services we offer and also 
with regards to our internal eficiencies.

INTERVIEW: HEAD OF BARCLAYS CORPORATE AND INVESTMENT
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I can not give 9 or 10 because, despite 
all the effort, we still have much work. 
But the trend is to improve each day.

What are the main challenges for this 
year?

For this year, the immediate challenge 
is to have our Internet Banking 
competitive. The good news is that we 
are working on it and, until late May or 
early June, we will have this service in 
full. We are also working to be able to 
give an answer about the approval or 
decline of credit requests in acceptable 
timeframe. We are competing in a 
market where some other banks can 
approve a credit of a significante 
dimension in less than a week (because 
the  rules they set are less demanding 
and because the capital allows, giving 
more decision making autonomy at 
local level). 

Finally and perhaps most importantly 
and the moment, is the challenge of 
retaining customers. Looking to the 
past, the Barclays Group bought a bank 
that was big, but focused on Retail.  
The Corporate was created with its 
own dynamics and the objective at 
the time was to capture the largest 
number of customers in the market. 
And it did capture. To have a portfolio 
of 4,000 customers in two years is not 
easy. But this increase of customers 
was not followed by the same speed 
with increased internal efficiency. There 
was great expectation when Barclays 
arrived. Customers waited for new 
services. So if you ask me whether what 
I want is to grow the portfolio, I would 
say that is not the most important at 
this stage. Our goal is to keep what is 
there and increasing quality. 

How do you view Barclays Corporat 
over the next five years?

I would say that the goal, in the next 
five years, is to have a Corporate 5 times 
bigger in terms of business turnover; 
a  more efficient Corporate, more 
comprehensive and with presence in 
all development points and national 
growth. For example, I spoke of the 
presence of Corporate in Maputo, 
Beira, Nampula. We will also have to 
have  Corporate in Moatize, Nacala, 
mocimboa da Praia and Moma. Our 
vision for the next five years is not to 
be the largest bank, but the best: being 

the bank of choice of all serious actors 
of the national economy.

In your opinion in which way 
can Barclays Corporate  make a 
difference in the financial market of 
Mozambique?

The difference that Barclays brings 
is that it is the only global bank in 
Mozambique that bellongs to a global/
worldwide group with large and 
recognized experience. 

What is the message that you leave 
for your customers and employees?

To empooyees, I would like to remind 
that the Barclays brand conveys 
responsibility and my plea is that we 
all live its values at all time: Integrity, 
respect to your peers and team work is 
essential.  Our motivation has to come 
from the opportunity of being involved 
in this project of tranforming the bank, 
so that in the two or three years time 
we can be proud of the institution we 
belong to. 

INTERVIEW: HEAD OF BARCLAYS CORPORATE AND INVESTMENT
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We want to have the quality of any 
barclays in the world

The Manager of 25 de 
Setembro branch is confident: 
the new technology platform of 
Barclays Bank Mozambique will 
provide a qualitative leap in the 
services offered to customers. 
This is also the conviction of 
Ivone Mauritius and Lucia 
Mandlhate, Managers of 
Prestige/Premier, for whom the 
growth of national economy is 
an opportunity for their branch.

25 DE SETEMBRO BRANCH  
(STANDARD)

 The standard Branch is targeted at 
customers with monthly incomes 

below 50 thousand Meticais. When a 
client reaches or exceeds this income is 
transferred to Prestige.

 “Prestige exists because standard 
came to existence first. We have 
created the conditions for someone 
to bypass to Prestige, “says Formosa 
Macamo, Manager of the Branch at 25 
de Setembro (Standard)

25 de Setembro Branch is one of the 
most active branch in the country, with 
approximately 13 thousand clients and 
more than 3 thousand transactions per 
month.

In recognition to this performance, 
Formosa Macamo received several 
prizes. “I am one of those honored by 
having a performance award from the 
Board of Directors. I managed to win two 
thousand signatures from Matalane 

BARCLAYS 25 DE SETEMBRO

Formosa Macamo - MANAGER OF 25  DE SETEMBRO BRANCH

Center. I had other achievements in 
terms of business. Here at Barclays 
is like that. Good performance is 
recognized, “she emphasizes.

Formosa Macamo leaves a message 
to the customers: “there’s a lot of 
misinformation. At the moment, we 
are shutting down some branches 
and because of that, there are people 
who think that Barclays is bankrupt. 
We are creating conditions to improve 
our services. There will be a lot of 
processing. We want to be like any 
Barclays around the world “. She 
concludes.
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PRESTIGE/PREMIER BRANCH	

The Prestige/Premier Branch is intended to high-income clients, with the aim of 
providing services in the shortest possible time.

To qualify as a Prestige Client, one must have an income over USD 2000.00 
(two thousand US dollars) or equivalent.

“The Prestige customer has the right to a manager who can interact, via email 
or phone, which is not the case with the standard client,” says Ivone Maurício, 
Manager of Prestige/Premier of 25 de Setembro branch.

Customers with an income exceeding USD 5000.00 (five thousand US dollars) 
will go to Premier.

As a challenge for 2011, the 25 de Setembro Prestige/Premier branch wants to 
grow more in terms of portfolio, looking to improve what already exists.

“The market is growing. There is 
more investment, more companies 
and, consequently, more people with 
the potential to be Prestige/Premier 
customers. We invite everyone to come 
and try our service”, Lucia Mandlhate, 
Customer Manager.

Work Place Banking No 

ano Last year the package solutions 
of work  place banking  was introdu-
ced, an initiative of the Directorate of 
Retail Banking.

Offering a solution of products and 
services to partner companies, in 
addition to the preferred interest 
rates, we currently have 9 Banking 
at the workplace agreements with 
KPMG, Mcel, Frelimo, LAM, Sanana 
School, Novo Parco Oasis, SGL, BAT, 
OXFAM, AON, and Global Alliance.

•	 Placement of posters of A2 size 
raising awareness of workers 
who can benefit from preferred 
interest rates since the company 
have signed an agreement with 
Barclays Bank Moçambique;

•	 Placement of ballot boxes and 
flyers with products and services 
of Barclays in some strategic places 
(corridors, cafeterias) in companies 
where employees can express the 
intention to adhere to Barclays pro-
ducts and services; 

•	 Send all news, promotions, and 
campaigns on products and servi-
ces of Barclays Bank Moçambique 
to all email addresses of the con-
tacts gathered during the visits,

These and more sales activities will 
definitely be implemented as a way of 
increasing sales and provide better ser-
vice to our customers.

Opening accounts at UEM
In the week of the 14th to 18th of February some LG ‘s - direct sel-
lers and the Manager of the Fernão Magalhães Branch – Mécia 
Dimande, were at UEM and opened 120 savings accounts for 
scholarship students of the oldest institution of higher education 
in the country.

 This action takes place at the beginning of every academic year. 
The scholarship students are from various faculties at UEM.

BANKING
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Products and Customer 
Service Department

Skip Payment Campaign

The Skip Payment Campaign was 
implemented on the 14th of January and 
will run until the 15th of April 2011.

The objective of this innovative 
campaign is to increase our number of 
personal loans by giving the customers 
a never before seen offer.

With its attractive message (“Spend 
Today and Pay Later”), this is a 1st time 
offer in our Banking market, which 
takes the grace period concept, and 
adapts it to our customers. 

The basic idea of the campaign is: all 
customers that apply for a personal 
loan during this period, have the option 
of choosing our Skip Payment product, 
where they are granted a loan, and 
have the benefit of skipping 2 months 
worth of installments. 

Not only are our customers being 
granted with an incentive for applying 
for a personal loan, but our staff is also 
being rewarded in this campaign. If 
the campaign targets are met, prizes 
are going to be awarded to top selling 
branches, LG’s and regions.

We aim to reach with this campaign 
MZN 131,800.00 in Flexi Credits and 
Barclayloans.

SERVICES AND PRODUCTS
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Fixed Deposit Awareness 
Campaign

In order to create attractiveness to 
customers, as well as respond to the 
growing offer of Fixed Deposits in 
the market, we have reviewed our 
interest rate offer for Fixed Deposit 
products. The result of this review was 
an increase in all of our Fixed Deposit 
rates, with our highest offer being 
15.15%. In order to create awareness 
in the market, awareness posters were 
placed in national newspapers. 

Plant a Tree Initiative

This year BBM is supporting the 
global community through giving a 
helping hand to the environment and 
celebrating the World Environment Day 
on the 5th of June 2011. 

To mark this date, we are enhancing 
Maputo City’s beauty. Our 
breakthrough idea is to raise MZN 
500,000.00 to buy and plant all missing 
coconut trees along all the Marginal 
area in the Maputo beach front. This 
initiative is the first in Mozambique, 

and is a bankwide activity that will 
involve not only employees, as well as 
non employees, and has full support 
from the Maputo City municipality.

Further to contributing by buying 
trees, individuals and companies can 
contribute for an entire tree, valued at 
MZN 2,500.00, which gives them the 
right to plant and have their names 
displayed in a plaque in front of it. To 
add more spice to this initiative, we are 
including a pool of prizes worth MZN 
30,000 to the BBM employees and 
departments.


