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Introduction 

[Slide 2]  Good morning.  Before I begin, I’d like to draw your attention to this first 

slide, a caution regarding forward-looking statements that may be made during my 

presentation and responses to questions. 

[Slide 3]  Jamie suggested that I keep my remarks to about 15 minutes so I am going 

to focus on three of our top priorities for 2005, which are to:  

1) Successfully implement our “Client First Initiative” announced in September; 

2) Improve the returns from our U.S. banking operations and grow the overall 

contribution from our U.S. and International consumer businesses; and   

3) Achieve our financial objectives. 

1st Priority 

[Slide 4]  Starting with the implementation of the “Client First Initiative”...  

[Slide 5]  We took strong action in the fourth quarter of 2004 to better align our 

company around client groups geographically in order to accelerate revenue growth 

and achieve better efficiency.  We took business realignment charges in the fourth 

quarter as part of this initiative, and also recognized a goodwill impairment charge at 

RBC Mortgage, both of which affected our results last year but better positioned us 

for the future.  

[Slide 6] The significant work leading up to the September 2004 announcement 

focused on both client-oriented activities and the efficiency of our functional units and 

our technology and operations areas.  By combining our retail businesses in Canada 

as well as combining our U.S. and international consumer businesses, we expect to 

generate incremental synergies and growth opportunities.  We also expect cost 

reductions through the restructuring of our functional units, the consolidation of our 

Technology and Operations groups, and through better procurement practices.  We 

have identified numerous cost and revenue initiatives with specific targets for which 

we are accountable and which have been built into our business plans. 
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I’ll spend a few minutes on each of the 3 new segments which will form the basis of 

our financial reporting in the first quarter.   

Canadian personal & business segment 

[Slide 7]  Starting with our Canadian personal and business segment, we have 

brought our domestic banking, investments and insurance businesses together to 

provide our Canadian clients with more consistent and better integrated services and 

products.  Our priorities for this segment are to provide integrated client solutions, 

focus on the strength and management of our distribution channels, deliver a 

superior client experience and accelerate revenue growth.  For our clients, this 

means a focus on products and services that meet their unique needs by leveraging 

the best of our traditional transaction, lending, wealth management and insurance 

expertise.   

We plan to build on our existing distribution strengths that include proprietary and 

non-proprietary networks such as the Internet, branches, mobile sales forces and 

third-party distributors to reach as many clients as possible through the channel that 

fits them best.  We are in the process of streamlining our distribution support and 

sales management functions.  And we plan to grow and enhance a number of our 

distribution channels, particularly our mobile sales forces such as mortgage reps and 

Investment Retirement Planners, as well as third-party distributors, including 

independent insurance brokers and financial planners.  

Our focus on delivering a superior client experience will include simplifying internal 

structures and streamlining operations, all aimed at making it easier for the client to 

do business with us.  We also plan to increase our frontline capacity and place a 

greater emphasis on “local” market ownership so that clients can get the service and 

products they need when and where they need them most. 

We have a number of specific initiatives built into our planning process that relate to 

the acceleration of revenue growth.  
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[Slide 8]  In fact, let me remind you of some recent successful product launches on 

Slide 8, and [Slide 9] last year’s strong volume growth as outlined on Slide 9.  

[Slide 10]  Slide 10 highlights market share increases achieved last year.  We will 

continue to target strong market shares through product innovation and customer 

service, while maintaining pricing discipline.  We are aggressively growing high 

margin products (such as mutual funds, credit cards and insurance), and our market 

shares in these businesses continue to grow. 

One of our objectives with the Client First Initiative is to enhance the client 

experience.  Client loyalty is a key driver of business performance.  On this front, we 

have been making some progress and will continue to focus on differentiating 

ourselves with our personal and business clients. 

[Slide 11]  We were recently rated as the top brand in Canada and last year were 

ranked as Canada’s most respected corporation in a survey conducted by Ipsos-

Reid.  We have every intention of maintaining our leadership position in the Canadian 

marketplace.  

US & International segment 

[Slide 12]  I’ll now move on to the next segment – U.S. and International consumer 

businesses, which includes RBC Centura, RBC Mortgage, RBC Dain Rauscher, 

Global Private Banking and our Caribbean retail banking operations.  We’ve brought 

these businesses together as one segment in recognition of the fact that each of 

these businesses is quite distinct from our operations in Canada.  Our new structure 

will increase accountability and we will be managing these businesses more 

dynamically, investing only in those activities that are core to our future growth and 

can meet our hurdle rates.   

Furthermore, consolidating the management of our U.S. and International consumer 

businesses will make it easier to leverage each other’s product and distribution 

strengths where appropriate.  
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[Slide 13]  Our top priority for our U.S. and International consumer businesses is to 

enhance performance in the U.S. personal and commercial banking businesses, and 

I will provide examples of what we are doing later in my remarks.  

But I would like to emphasize that while U.S. Banking receives significant attention, 

we have other U.S. and International consumer businesses (brokerage, global private 

banking and our Caribbean operations) as well as U.S. and international wholesale 

businesses that performed well in 2004 and have good growth potential.   

We intend to build our U.S brokerage presence through RBC Dain Rauscher and 

through the acceleration of a full balance sheet product portfolio for wealth 

management clients, including investments, deposits, credit and insurance.  

We also intend to continue growing our private banking business. GPB has more 

than 25,000 clients with assets under care of over $1 million with GPB.  We have 

restructured our relationship management model where each High Net Worth client is 

allocated a senior professional responsible for their business right across RBC.  We 

have also implemented a globally consistent set of client management practices (for 

example, client discovery process, sales management process, and strategic client 

review process).   

This will ensure better cross sell potential, premium service quality, and a consistent 

client experience. In addition, it will allow for a single investment in common 

technology.  Global private banking is a business in which we believe we have a 

competitive advantage, the industry is very fragmented, and we will continue to focus 

on its growth. 

Our Caribbean retail banking business is often overlooked.  We have a 100 year 

history with local market knowledge and a well known and respected brand.  We 

generate consistent, healthy cash flows and a high ROE.  We expect to see solid 

organic growth from the Caribbean. 
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Global capital markets segment 

[Slide 14]  Turning to our Global Capital Markets segment, you can see that U.S., 

European and Asian operations have become an increasingly important part of the 

segment’s revenues.  

[Slide 15]  Our four priorities for this segment are to remain the leading Canadian 

investment bank, expand our mid-market U.S. business, deliver higher margin value-

added solutions and expand specialized global businesses. 

Let’s start with the first priority of retaining our position as Canada’s leading 

investment bank.  We lead more significant businesses than any other dealer and 

have leading market shares across most activities.  In 2004, we rallied behind the 

imperative of recovering our market share in equity underwriting, and we expect to be 

first in Canadian equities underwriting. 

As part of our business realignment, approximately 300 large commercial banking 

relationship accounts moved into RBC Capital Markets.  This segment is an area 

where our investment banking penetration had traditionally been less focused and we 

believe this restructuring will enable us to further grow our revenue in the mid-market.   

We are also evolving as the most international of the Canadian investment banks, 

and our objective is to take many more of our clients to international markets. 

Turning to our U.S. mid-market strategy in equities and advisory, we are focused on 

building relationships with clients and significantly growing our market share.  In 

2004, we lead-managed 27 equity issues in the U.S. and ranked 12th in the U.S. 

equity league tables.  We also have a significant presence in the U.S. fixed income 

market and, as an example, in 2004 we raised over US$13 billion for U.S. 

municipalities which ranked RBC #8 in that sector.  In addition, we are continuing to 

grow our mid-market U.S. fixed income business, leveraging synergies and 

integration between RBC Dain Rauscher and RBC Capital Markets’ fixed income 

operations. 
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The segment’s third priority focuses on delivering a total solution to our issuing and 

investing client base.  We will take advantage of our ability to deliver internally 

manufactured product on a competitive basis through the bank’s proprietary 

distribution system.  We have built a very large structuring business and this area 

continues to be a priority for incremental investment. 

The final priority for this segment is the expansion of successful specialized global 

businesses.  Our global equity derivatives group has established operations in 

Japan, further expanded in Europe and added new trading strategies.  Our hedge 

fund structuring business is a market leader and we are aggressively pursuing 

expansion in the hedge fund index and hedge fund advisory businesses.  

Global technology and operations 

[Slide 16]  Before moving on to RBC’s second priority, I would like to take a moment 

to reiterate the purpose of combining our global technology and operations areas.  

Integrating all our operating and systems capabilities will allow us to more effectively 

develop technology solutions and process client and business services more 

efficiently.  This group will look to optimize economies of scale, IT platforms and best 

practices through the establishment of centres of expertise to align common activities 

across RBC.   

2nd Priority 

[Slide 17]  Turning now to RBC’s 2nd priority, which is to improve U.S. Banking 

returns and grow the overall contribution from our U.S. and International consumer 

businesses.  

[Slide 18]  By looking at the drop in U.S. earnings that was attributable primarily to 

our banking operations, you can see why re-profiling this business and enhancing its 

returns is one of our most important objectives for 2005.  Including the goodwill write-

down, the swing in U.S. Banking earnings between 2003 and 2004 was $324 million. 
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There were several factors largely responsible for this $324 million decline.  The 

largest component was RBC Mortgage, which in addition to the goodwill impairment 

charge, faced lower origination volumes and margins. We also recorded lower 

returns from RBC Centura’s investment portfolio and it too took business realignment 

charges. 

[Slide 19]  At RBC Mortgage, we are taking a number of actions to improve 

performance.  We took a $15 million charge for consolidating the Chicago 

headquarters into our Houston office, and for closing 38 of its less profitable 

branches. At this point, 9 more branches are expected to close later in 2005. These 

steps will not only generate cost savings, but will improve operational controls.    

We have also taken steps to reduce earnings volatility by migrating sales of 

adjustable rate mortgages to a flow basis from bulk delivery, meaning that the loans 

are sold as they close, and the hedging risk is transferred to the investor.  And we 

have completed the rollout of Sterling’s loan origination technology, which will lead to 

better control and management of loan pricing.   

[Slide 20]  RBC Centura has also set the stage for improvement.  We took a $13 

million charge in the fourth quarter for planned staff reductions in 2005.  We began 

the process of closing 10 low-return branches from the network of 275 branches, and 

we have slowed the pace of branch openings until we achieve stronger financial 

performance.   

As for the investment portfolio, we are continuing to increase the proportion of 

investment grade mortgage-related instruments to enhance yield and help mitigate 

any increase in funding costs. And we have plans to enhance loan and deposit 

volumes and mix.   

Our new U.S. Banking management is focused on revenue growth initiatives and cost 

management to improve profitability, and we believe that all the steps we are taking 

will lead to improved financial results in 2005. 
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Scott Custer, RBC Centura’s CEO, is participating in a panel discussion at lunch 

today and you will hear more about our U.S. Banking business from him. But I would 

point out that we are continuing to generate good growth in RBC Centura’s core 

products. 

[Slide 21] Turning now to our final priority – Achieve financial objectives. 

[Slide 22]  The efficiencies and revenue growth opportunities that we expect from our 

Client First Initiative prompted us to set more aggressive financial objectives for 2005 

in the areas of revenue growth, cost control, earnings growth and ROE. 

[Slide 23]  We are targeting revenue growth 300 to 500 basis points higher than 

expense growth in 2005.  Our objective for revenue growth this year is 6 to 8%.  Bear 

in mind that had it not been for the significant strengthening of the Canadian dollar 

relative to the U.S. dollar, revenues would have been up 5% in 2004.   We expect 

significantly better results from U.S. banking operations, the full year impact of the 

acquisition of the Canadian operations of Provident Life and Accident Insurance 

Company, moderately higher economic growth and capital markets activity, as well 

as some benefit from the Client First realignment initiatives.  

[Slide 24]  On the cost front, last year’s 8% growth largely reflected Rabobank 

settlement costs, higher pension and post-retirement benefit costs, and increased 

variable compensation expenses.  We expect better cost performance this year and 

have an objective of less than 3% NIE growth.  We have eliminated a number of 

executive and senior management positions, commenced streamlining resources and 

have taken actions to close redundant premises.  We expect over 1600 position 

eliminations in 2005, largely in head office and support roles made redundant by the 

realignment of our 5 business segments into 3 and by the ongoing consolidation of 

our operations and technology platforms. 
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In addition to savings from our functional groups and from the combination of IT and 

operations, we are looking for benefits from our procurement activities.  We expect 

overall savings to further increase in 2006 and 2007.   

[Slide 25]  I’d like to spend the last minute on our capital position. As you know, our 

Tier 1 and Total capital ratios are currently above our objectives for 2005 and our 

medium-term goals.  These, in turn, are well above regulatory requirements. 

[Slide 26]  In addition, our common equity to risk-adjusted assets ratio is well in line 

with other Canadian banks.  

[Slide 27]  That said, our ratios did decline in 2004 primarily as a result of asset 

growth, realignment charges, and an accounting change that deducted about $300 

million from shareholders equity due to RBC shares held by employee compensation 

vehicles, most of which we expect will be reversed over time.  In addition, the $324 

million decline in our U.S. banking earnings from 2003 to 2004 reduced our Tier 1 

ratio by 17 basis points.  Our balance sheet and capital have been impacted by the 

significant assets and corresponding capital in our U.S. banking business that has 

not generated sufficient returns.  As we improve returns, our capital ratios should 

strengthen. 

[Slide 28]  Having said that, our objective is not to build up excess capital but rather 

balance the use of capital in growing our businesses and making investments with 

distributions to our shareholders.  We announced a 5.8% common share dividend 

increase effective the first quarter of this year.  Our current intention is to maintain a 

payout ratio in the 40 to 50% range. 
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Conclusion 

I’d like to end by saying that one of the objectives of all these actions is to restore our 

share valuation.  I’d like to remind you too that in 2004, four of our five business 

segments had higher earnings.  Jamie Keating has also pointed out in his research 

reports that we benefited far less from a decline in the provision for credit losses and 

from securities gains than some other banks did last year. [Slide 29]  Having said 

that, our challenges in 2004, particularly as they related to U.S. Banking, impacted 

our operating performance but even more so our relative share price performance.  

Relat ive to the Canadian bank average, we have gone from a premium valuation in 

2002 and 2003 to discounted valuation today, so on a comparative basis our shares 

have underperformed relative to our fundamentals.  Achieving our financial objectives 

should help reverse this valuation trend. 

Thank you for your attention, and now, I’d be glad to take your questions. 
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Caution regarding forward-looking statementsCaution regarding forward-looking statements

From time to time, we make written and oral forward-looking statements within the meaning of certain securities laws, included in 
this presentation, in other filings with Canadian regulators or the United States Securities and Exchange Commission, in reports
to shareholders and in other communications. These forward-looking statements include, among others, statements with respect 
to our objectives for 2005, our medium- and long-term goals, and our strategies to achieve those objectives and goals, as well as 
statements with respect to our beliefs, plans, objectives, expectations, anticipations, estimates and intentions. The words “may,”
“could,” “should,” “would,” “suspect,” “outlook,” “believe,” “plan,” “anticipate,” “estimate,” “expect,” “intend,” and words and 
expressions of similar import are intended to identify forward-looking statements.

By their very nature, forward-looking statements involve inherent risks and uncertainties, both general and specific, and risks 
exist that predictions, forecasts, projections and other forward-looking statements will not be achieved. We caution readers not 
to place undue reliance on these statements as a number of important factors could cause our actual results to differ materially
from the beliefs, plans, objectives, expectations, anticipations, estimates and intentions expressed in such forward-looking 
statements. These factors include, but are not limited to, the strength of the Canadian and United States economies and 
economies of other countries in which we conduct business; the impact of the movement of the Canadian dollar relative to other 
currencies, particularly the U.S. dollar; the effects of changes in monetary policy, including changes in interest rate policies of the 
Bank of Canada and the Board of Governors of the Federal Reserve System in the United States; the effects of competition in 
the markets in which we operate; the impact of changes in the laws and regulations regulating financial services and the 
enforcement thereof (including banking, insurance and securities); judicial or regulatory judgments and legal proceedings; our 
ability to obtain accurate and complete information from or on behalf of our customers and counterparties; our ability to 
successfully realign our organizational structure, resources and processes; our ability to complete strategic acquisitions and to 
integrate our acquisitions successfully; the changes in accounting policies and methods we use to report our financial condition, 
including uncertainties associated with critical accounting assumptions and estimates; operational and infrastructure risks; and
other factors that may affect future results including changes in trade policies, timely development and introduction of new 
products and services, changes in tax laws, technological changes, unexpected changes in consumer spending and saving 
habits, the possible impact on our businesses of international conflicts and other developments including those relating to the 
war on terrorism, and our anticipation of and success in managing the foregoing risks.

We caution that the foregoing list of important factors that may affect future results is not exhaustive. When relying on our 
forward-looking statements to make decisions with respect to the bank, investors and others should carefully consider the 
foregoing factors and other uncertainties and potential events. We do not undertake to update any forward-looking statement, 
whether written or oral, that may be made from time to time by us or on our behalf.

3

Top priorities for 2005Top priorities for 2005Top priorities for 2005

Successfully implement Client First 
Initiative

Improve U.S. Banking returns and 
grow U.S. & International consumer 
businesses

Achieve financial objectives 

1.

2.

3.
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Top priorities for 2005Top priorities for 2005Top priorities for 2005

Successfully implement 
Client First Initiative

Improve U.S. Banking 
returns and grow U.S. 
and International 
consumer businesses

Achieve financial 
objectives 

1.

2.

3.
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Well-positioned for 2005WellWell--positioned for 2005positioned for 2005

� Took strong action in Q4 to deliver long-
term value to shareholders & clients

RBC Priority 1 of 3

Launched 
Client First 

Initiative

Realignment 
charges of 

$192 million

Goodwill 
impairment 

charge of $130 
million at RBC 

Mortgage
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Purpose: More responsive to client 
needs, better revenue growth & efficiency

Business realignment to grow 
revenues and reduce costs
Business realignment to grow Business realignment to grow 
revenues and reduce costsrevenues and reduce costs
RBC Priority 1 of 3

Cdn personal & 
business *
US and 
international
Global capital 
markets

Realigned to

Global Technology and Operations
combined

Banking
Investments
Insurance
Capital Markets
Global Services

Functional units streamlined

* Canadian personal & business segment includes 
global insurance operations

7

A) Canadian personal and business 
segment

A) Canadian personal and business A) Canadian personal and business 
segmentsegment

1. Provide integrated client solutions
Integrated, consistent product offerings for all life stages 
through a variety of distribution channels

2. Focus on distribution channels
Enhance/grow distribution channels (e.g., mobile sales forces)
Streamline distribution support

3. Deliver a superior client experience
Simplify structures and operations and increase frontline capacity

4. Accelerate revenue growth
Number of initiatives built into planning process

Priorities
RBC Priority 1 of 3
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Custom mortgage solutions

RBC Self-employed Mortgage
RBC No Down Payment Mortgage

RBC Vacation Home Mortgage
RBC Homeline plan
Cashback Mortgage

RBC Rewards Visa Classic 
(no fee)

RBC Mike Weir Visa Card

Foundational Life
Enhanced Living Benefits

New Travel Insurance Choices

New card products

New/enhanced insurance products

Successful retail product launches in 
Canada
Successful retail product launches in Successful retail product launches in 
CanadaCanada
RBC Priority 1 of 3

9

* Average balances except for mutual funds and brokerage assets under administration (AUA), 
which are spot balances as at October 31, 2004

**  Canadian full-service brokerage AUA
Note: Residential mortgages, personal lending, credit cards & personal deposits balances are for 

RBC Banking – Canada

Res. Mortgages $80,300 ↑ 11%

Personal lending $27,000 ↑ 12%

Credit cards $7,900 ↑ 14%

Personal deposits $87,700 ↑ 5%

Mutual funds $45,100 ↑ 14%

Brokerage AUA** $111,400 ↑ 8%

2004 vs. 2003
Growth in balance

2004
Balances*C$ millions

Strong volume growth in Canadian 
consumer products
Strong volume growth in Canadian Strong volume growth in Canadian 
consumer productsconsumer products
RBC Priority 1 of 3
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13.63%14.00%� 37 bp#2Personal loans & credit cards

n/a34%-#1Travel Insurance

20.09%

14.88%

15.01%
12.67%

Sept-03vs. ‘03

� 42bp

� 27 bp

� 6 bp
� 1 bp
� 9 bp

Sept ‘04 Market share

12.58%#1Total deposits**:
15.02%Personal deposits

9.43%9.49%Mutual funds

#1

#1

Rank*

20.51%Total business deposits*** ^

15.15%

Sept-04

Residential mortgages

*    Market share rank among all financial institutions in Canada, as of September 2004
^    Market share rank among all Banks in Canada, as of September 2004
**   Consists of personal deposits and mutual funds. Combined includes other mutual fund companies
*** Includes business deposits/business loans across RBC. Business include acceptances

n/a27%-#1Creditor Insurance
n/a--#1Individual Living Benefits

Maintaining leading market shares in 
Canadian consumer and business products
Maintaining leading market shares in Maintaining leading market shares in 
Canadian consumer and business productsCanadian consumer and business products
RBC Priority 1 of 3
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Royal Bank of Canada topped the list of most 
valuable brands in Canada, in a study* 
sponsored by Canadian Business magazine

Roughly one-third of Canadian households 
deal with Royal Bank of Canada**

• RBC is the leading financial institution in Canada 
in terms of household penetration

* Source:  “Measuring and Valuing Brand Equity” report produced by Brand Finance plc, in 
collaboration with the Institute of Communications and Advertising in November 2004.

** Source:  Canadian Financial Monitor survey

Most valuable Canadian brandMost valuable Canadian brandMost valuable Canadian brand
RBC Priority 1 of 3
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� Includes:  - RBC Centura
- RBC Mortgage 
- RBC Dain Rauscher
- Global Private Banking (GPB)
- Caribbean retail banking 

� New segment recognizes U.S. operations different 
from Canada

� Structure will:
� Increase accountability
� Allow managing businesses dynamically
� Permit businesses to work better together 

B) U.S. & International segmentB) U.S. & International segmentB) U.S. & International segment
RBC Priority 1 of 3
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Priorities

1. Enhance performance in U.S. Banking
• Top priority for segment and RBC

2. Build out U.S. & International wealth management
RBC Dain Rauscher

• investments, deposits, credit and insurance
GPB

• Relationship managers for high net worth clients

B) U.S. & International segmentB) U.S. & International segmentB) U.S. & International segment

3. Maintain solid Caribbean results
• 100 year history, strong brand
• Healthy cash flows, high ROE

RBC Priority 1 of 3
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Growing Revenues outside Canada

USA

37%

22%
41%

Other 
International Canada

2004

19%

63%18%

Canada

USA

Other 
International

2000

C) Global capital markets segment (RBC CM)C) Global capital markets segment (RBC CM)C) Global capital markets segment (RBC CM)
RBC Priority 1 of 3

Note: This information is based on our prior RBC Capital Markets segment
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C) Global capital markets segment (RBC CM)C) Global capital markets segment (RBC CM)C) Global capital markets segment (RBC CM)

Priorities
1. Remain leading Canadian investment bank

• Maintain lead position in league tables
• Focus on large commercial clients

2.  Expand our mid-market U.S. business
• More active in fixed income

4. Expand specialized global businesses
• Global equity derivatives, and hedge fund structuring, 

hedge fund index and hedge fund advisory businesses

3. Deliver higher margin value-added solutions
• Deliver manufactured product to our distribution system

RBC Priority 1 of 3
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� Combines IT and Operations capabilities

� Should allow us to:

� Develop technology solutions better
� Optimize economies of scale
� Be quicker
� Lower cost to deliver

Global technology & operations groupGlobal technology & operations groupGlobal technology & operations group
RBC Priority 1 of 3
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Successfully implement 
Client First Initiative

Improve U.S. Banking 
returns and grow U.S. and 
International consumer 
businesses

Achieve financial 
objectives

2.

Top priorities for 2005Top priorities for 2005Top priorities for 2005

3.

1.
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)

2002

(1)88118RBC Investments

)

**

) *

813RBC Insurance

210
(3)
9

(36)

35

206

363
(3
7

122

141
2003

RBC Banking (183

8
RBC Global 

Services
(12Other

86
RBC Capital 
Markets

30Total U.S. 

Net income

2004

US GAAP

C$ millions

*  Includes RBC Mortgage goodwill impairment charge of $130 million and the 
business realignment charge of $28 million ($19 million after-tax).

** Includes Rabobank settlement costs in Q1/04

U.S. earnings in 2004 affected by weak 
Banking performance
U.S. earnings in 2004 affected by weak U.S. earnings in 2004 affected by weak 
Banking performanceBanking performance
RBC Priority 2 of 3
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Managing earnings 
volatility

Reducing overhead costs

Re-positioning 
branch network

Implementing Sterling 
model

Migrated adjustable rate mortgages to 
flow basis from bulk basis (investor 
now assumes interest rate risk) 

Took C$15 million business 
realignment charge

Consolidating Chicago headquarters 
into Houston office

Currently closing 38 less profitable 
branches (9 more expected in 2005)

Adopted better technology, loan 
pricing, focus on new purchase 
business

Improving RBC Mortgage operationsImproving RBC Mortgage operationsImproving RBC Mortgage operations
RBC Priority 2 of 3
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Driving volume 
improvements

Re-positioning branch 
network

Reducing overhead 
costs

Re-positioning 
investment portfolio

Looking to enhance loan and 
deposit volumes and mix

Planning to consolidate 10 low-
return RBC Centura branches in 
2005
Intending to slow down pace of 
new branch openings

Took C$13 million charge in Q4/04 
for planned staff reductions in 
2005, mainly in support areas

Changing portfolio composition 
for higher yields

Enhancing RBC Centura returnsEnhancing RBC Enhancing RBC Centura Centura returnsreturns
RBC Priority 2 of 3
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Successfully implement 
Client First Initiative

Improve U.S. Banking 
returns and grow U.S. 
and International 
consumer businesses

Achieve financial 
objectives 

1.

2.

3.

Top priorities for 2005Top priorities for 2005Top priorities for 2005
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N/A.35-.45%
Specific PCL /avg. loans,     

acceptances & reverse repos 

40-50%

capital ratios

maintain strong

N/A

< revenue growth
5-8%

10-15%
17-19%

11-12%Total capital

40-50%

8-8.5%

.35-.45%

< 3%
6-8%
20%+

18-20%
EPS growth - diluted

Non-interest expense control

Dividend payout ratio

Tier 1 capital

Specific PCL/avg. loans and

acceptances 

Revenue growth

Profitability measures

Capital ratios (OSFI)

ROE

US GAAP

2004
Objectives

2005
Objectives

More aggressive 2005 objectivesMore aggressive 2005 objectivesMore aggressive 2005 objectives
RBC Priority 3 of 3
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2005
..2004.. Objectives

Revenue growth: 2% 6-8%

Non-interest expense
growth: 8% < 3%

Revenue growth less
expense growth: (6)% 3-5%

Targeting better revenue growth 
and operating leverage
Targeting better revenue growth Targeting better revenue growth 
and operating leverageand operating leverage
RBC Priority 3 of 3

*

*  Revenue growth in 2004 was 5% excluding the impact of the strengthening Canadian 
dollar as shown in the reconcilliation of non-GAAP revenues to GAAP revenues in the 
Appendix on slide 34.

Note: Please refer to the discussion of the use of Non-GAAP financial  information  in 
the Appendix on slide 40.
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� 2004 NIE growth of 8% largely reflected 
Rabobank settlement costs, higher 
benefit costs and variable 
compensation expenses

Targeting better cost controlTargeting better cost controlTargeting better cost control
RBC Priority 3 of 3

2004 2005

8%

<3%

� Targeting < 3% NIE growth in 2005
� reflects expected benefits of Client First Initiative
� eliminating positions, closing redundant premises
� ~1600 position eliminations in 2005

� head office and support roles
� Consolidation of IT & Operations

� targeting procurement benefits

NIE Growth
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Capital ratios (using OSFI guidelines)

2005 objective*     Q4/04

Tier 1 ratio: 8-8.5% 8.9%

Total capital ratio: 11-12% 12.4%

CDN GAAP

October 31, 2004

*  Also medium-term goal

Capital ratios in excess of our 
objectives
Capital ratios in excess of our Capital ratios in excess of our 
objectivesobjectives
RBC Priority 3 of 3
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BMO CIBC National RBC BNS TD

8.8% 9.0% 9.4% 9.5% 9.8%
12.6%

Relatively strong common equity ratioRelatively strong common equity ratioRelatively strong common equity ratio
RBC Priority 3 of 3

Common equity to risk-adjusted assets
October 31, 2004
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2004 capital ratios pressured by…2004 capital ratios pressured by…2004 capital ratios pressured by…
RBC Priority 3 of 3

U.S. earnings decline of $324mm from ’03 to 
’04 reduced ’04 Tier 1 capital ratio by 17 bps

Asset growth

Realignment charges

Accounting change
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0.36
0.38 0.38

0.40 0.40
0.43 0.43

0.46 0.46

0.52 0.52 0.52
0.55

Q1/02 Q2/02 Q3/02 Q4/02 Q1/03 Q2/03 Q3/03 Q4/03 Q1/04 Q2/04 Q3/04 Q4/04 Q1/05

C$ per share

US GAAP

2004 payout 47%

$1.52 $1.72 $2.02

Dividend payout target: 40-50%

Six common share dividend 
increases since Q1/02
Six common share dividend Six common share dividend 
increases since Q1/02increases since Q1/02
RBC Priority 3 of 3
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9
9.5
10

10.5
11

11.5
12

12.5
13

13.5
14

2002 2003 2004 2005

Source: First Call as at January 14, 2005

RBC 5 other Canadian banks average

RBC Rank         1st 3rd 4th   3rd
31st Oct                                31st Oct                                31st Oct                             14th Jan

Achievement of financial targets should help 
restore our share valuation leadership
Achievement of financial targets should help Achievement of financial targets should help 
restore our share valuation leadershiprestore our share valuation leadership
Conclusion



AppendixAppendixAppendix

31

Total revenues 
$17,350 MM
• up $403 MM or 2%*

Non-interest expense 
(NIE) $11,020 MM
• up $784MM or 8%*

Provision for credit 
losses (PCL) $347 MM
• down $368MM or 51%*

2004 performance influenced by 
realignment actions
2004 performance influenced by 2004 performance influenced by 
realignment actionsrealignment actions

US GAAP*  Change vs. 2003

Net income $2,839 MM
• down $197MM or 6%*

Diluted earnings per 
share (EPS) $4.25
• down $0.17 or 4%*

Return on equity 15.9%
• down 110 bps* from 17.0%

Impact of business 
realignment charges

↓↓↓↓ $192 MM 
($125 MM after-tax)

↓↓↓↓ $0.19

↓↓↓↓ 70 bps

Impact of goodwill impairment 
charge in RBC Mortgage

↓↓↓↓ $130 MM
(both before & after-tax)

↓↓↓↓ $0.20

↓↓↓↓ 73 bps

Appreciation of CAD relative to USD
↓↓↓↓ $500 MM

Costs related to 
Rabobank settlement

Specific provision
↓↓↓↓ $193 MM

Decline 
reflects 
business 
realignment 
and goodwill 
impairment 
charges

Portfolio quality 
remains strong

Addressing NIE 
growth through 
realignment actions

Revenue growth 
negatively impacted 
by strong CAD

Increase in employee-
related expenses

Reversal of general 
allowance
$175 MM
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C$ millions

*  Change vs. 2003
Note: ROE and average allocated common equity for the segments are discussed on chart 63

Solid earnings growth in four of five 
segments
Solid earnings growth in four of five Solid earnings growth in four of five 
segmentssegments

%$

)

)

)

(197

(264

46

167

43

78

(267

18.419490RBC Investments 

25.319271RBC Insurance 

)

%15.9)%(62,839$Total

(3.6))(153(91Other

35.326224RBC Global Services

18.734658RBC Capital Markets 

%18.4)%(171,287$RBC Banking 

ROENet income growth*2004

Net income
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Canadian & other international 
earnings were strong in 2004
Canadian & other international Canadian & other international 
earnings were strong in 2004earnings were strong in 2004

C$ millions
2004 vs. 2003

)

)

%

)

)

(6

11

(92

3

%

(197

63

(333

73

$

$  2,839

648

30

$  2,161

2004

Net income*

Other int’l

Total

Canada 

U.S.

* 2004 net income includes:

Canada – business realignment charges of $142 million ($92 million after-tax)

U.S. – a goodwill impairment charge of $130 million (both before and after-tax), Rabobank
settlement costs, and business realignment charges of $44 million ($29 million after-tax)

Other int’l – business realignment charges of $6 million ($4 million after-tax)

US GAAP
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Revenue growth despite 
strengthening of CAD relative to USD
Revenue growth despite 
strengthening of CAD relative to USD

US GAAP

C$ millions

5%

2%

)

903

(500

403

244

(95

149

73

(80

(7

$

$

2003
2004 vs.

))

)

6%

4%

Q4/04 vs.

$2%$

Change in total revenues 

(excluding CAD/USD impact)

$

Q3/04

0%
Due to impact of               
CAD vs. USD*

$

Q4/03

Change in total revenues

*   Translating USD denominated results using Q4/04 and 2004 CAD/USD exchange rates compared to the 
exchange rate for Q3/04, Q4/03 and 2003.

**  Non-GAAP financial measure.  Please refer to the discussion of the use of Non-GAAP financial  
information in the Appendix on slide 40.
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Net interest margins up 
for second consecutive quarter
Net interest margins up 
for second consecutive quarter

US GAAP

1.55% 1.51%
1.43% 1.48% 1.51%

Q4/03 Q1/04 Q2/04 Q3/04 Q4/04

Q4/04 vs. Q4/03 ���� 4 bp:
Margin decreased due to:
• spread compression on mortgages and 

deposits in Canada resulting from the low 
interest rate environment and competitive 
pricing pressures

• lower returns from RBC Centura’s
investment portfolio

Q4/04 vs. Q3/04 ���� 3 bp:
Margin increased largely due to:
• Increase in short-term interest rate

* Net interest income as a percentage of average assets
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Non-interest income growth in 2004Non-interest income growth in 2004

US GAAP

2003

$10,369

$222

$177

$96

Insurance 
premiums, 
investment 

& fee 
income

Mutual
fund 

revenues

Securities 
brokerage

commissions

Under-
writing & 

other 
advisory

Other*

$(396)

$135

2004

$10,666

���� $297

* Other includes increases in: Securities gains, Investment management & custodial, 
FX revenues other than trading, Securitization, Card service revenues, and declines 
in: Credit fees, Deposit & payment service charges, Mortgage banking revenues

Trading 
revenues

C$ millions

2004 vs. 2003
$63
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504 437 366 359 372 333 335

1,851

1,379 1,437 1,266
1,089 924

1,961

1.37% 1.28%

0.98% 0.95%
0.83% 0.71% 0.64%

2001 2002 2003 Q1/04 Q2/04 Q3/04 Q4/04

Consumer Business NAL Ratio

* Nonaccrual loans (before deducting allowance for credit losses) as a percentage of loans and 
acceptances

Nonaccrual loans continue to declineNonaccrual loans continue to decline

C$ millions

US GAAP

2,465
2,288

1,745 1,796 1,638
1,422 1,259
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95 92 116 97 91

28 31
37

3042

0.25%
0.27%

0.21%
0.20%

0.22%

Q4/03 Q1/04 Q2/04 Q3/04 Q4/04

Consumer Business PCL Ratio

* Allocated specific provision for credit losses as a percentage of average loans and 
acceptances and reverse repurchase agreements

Specific PCL declined and exceeded 
objectives…
Specific PCL declined and exceeded 
objectives…

C$ millions

US GAAP

122
137

122
153

125

(2004 objective)
0.35%

0.45%

2004 Specific PCL 
ratio .22%
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Refined medium-term goals for top-
quartile valuation
Refined mediumRefined medium--term goals for topterm goals for top--
quartile valuationquartile valuation

US GAAP

N/A.35-.45%
Specific PCL /avg. loans,     

acceptances & reverse repos 

40-50%

11-12%

8-8.5%

N/A

N/A

8-10%
10-15%
20%+

11-12%Total capital

40-50%

8-8.5%

.40-.50%

No more than half      
of revenue growth

8-10%
15%+
20%+

EPS growth - diluted

Non-interest expense control

Dividend payout ratio

Tier 1 capital

Specific PCL/avg. loans and

acceptances 

Revenue growth

Profitability measures

Capital ratios (OSFI)

ROE

Old New
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Note to usersNote to usersNote to users

We use a variety of financial measures to evaluate our performance.  In 
addition to GAAP-prescribed measures, we use certain non-GAAP 
measures we believe provide useful information to investors regarding our 
financial condition and results of operations.  Readers are cautioned that 
non-GAAP financial measures, such as revenues, excluding the impact of 
the Canadian dollar appreciation relative to the U.S. dollar, or average 
common equity, do not have any standardized meaning prescribed by US or 
Canadian GAAP, and therefore, are unlikely to be comparable to similar 
measures presented by other companies.

Reconciliation of non-GAAP measures to GAAP measures can be found 
throughout this presentation.


