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(Slide 1) Good afternoon everyone. Thank you Kevin for inviting us to this
Financial Summit.

Today, I would like to update you on our 3-year plan and what will be our
strategic direction for 2005.

(Slide 2) These are the 3-year objectives we had set for ourselves in order
to restore the Bank’s growth, profitability, and enable it to build all of its
operations on solid foundations.  These might look like modest objectives
when compared to returns generated by the other Canadian banks, and
indeed they are.  But the Bank, in the past, has grown through acquisitions
and has not invested sufficiently to enable it to grow organically and build a
strong franchise.  Consequently, our operating performance is not expected
to return to historic levels until the repositioning has been successfully
completed. But in the meantime, we are planting the seeds for the future,
and are committed to creating value for our shareholders.

(Slide 3) Firstly, our three-year business plan is well underway.  Our first
nine months results are on track with our first year financial objectives and
demonstrate the progress we have made to date.

(Slide 4)  Our 3-year plan is all about repositioning the Bank with a more
focused approach and a determination to ensure sustainable growth.  Some
of these decisions were very strategic in nature and will shape the future of
the Bank and bring lasting solutions.  The book value of our stock has
increased by almost two dollars since we published our 3-year plan.

In 2003, we significantly downsized our management team and announced
a three-year repositioning plan to refocus on our Quebec franchise.  Our
first step was to divest 57 branches outside Quebec that were unable to
compete effectively in those markets due to lack of scale.
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Despite the sale of our branches, we still maintain 35% of our loans in the
rest of Canada which are supported by a multi-channel network.  We
continue to offer retail banking services to the rest of Canada through
agency banking, point-of-sale consumer financing, as well as through B2B
Trust, with mutual fund loans, lines of credit, and self-directed products.
Also, several initiatives were taken in 2004 to reduce our cost level such as:
the privatization of B2B Trust, the sale of our debit and VISA merchant
terminals, the redemption and issuance at lower cost of new preferred
shares and the redemption of our debentures series 7.

(Slide 5) Another example of long term value creation has been the notable
improvement in credit quality as a result of initiatives we undertook at the
end of 2002 to improve the performance of our commercial lending portfolio.
Although our level of provision for credit losses remained stable, for the first
time since 1999, our loan losses provisions exceeded gross impaired loans
by $5.6 million compared to a shortfall of $22 million at the end of last year.

(Slide 6) We have also maintained strong capital ratios during this
repositioning stage which have allowed us to better position ourselves for
future growth and maintain our common share dividend. At the end of 2003,
we raised our dividend payout ratio from a range of 35% to 40% to a range
of 40% to 50%.  For the first nine months, we paid out 75% of earnings in
dividends, which is far above our target range. However, we have indicated
previously that our goal is to have an average of 40% to 50% over a four-
year period starting in 2003.

(Slide 7) While we were improving the Bank’s book value, we were also
putting in place several initiatives to create revenue growth. We knew
growth would lag as the initiatives we were implementing would only show
results later.  But revenue growth has been slower than anticipated in two
out of four business lines. If there is one thing I have underestimated, it was
the period of time and effort required to get the Bank firing on all cylinders.
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As depicted on this slide, Retail Financial Services is on target to meet its
2004 revenue growth objectives.  But despite a prolonged period of low
interest rates, which has fuelled demand for retail loans, our retail sector
has not realized the same degree of loan growth as its competitors. All
Canadian banks have been targeting this business, thus intensifying
competition.

Commercial Financial Services revenue growth has been impeded by a
shrinking loan book.  This lack of organic growth is the reflection of our
decision, since the end of 2002, to slow the growth of our corporate lending
operations, but is also due to the lack of commercial loan demand.
Fortunately, the improvement in the credit quality of this portfolio has
compensated for the earnings shortfall.

B2B planned revenue growth relied a lot on personal lines of credit which
has not gone beyond the pilot stage because of higher than anticipated loan
losses.

Finally, Wealth Management and Brokerage performed very well and
exceeded their growth objectives.

(Slide 8) 2003 and 2004 were years of repositioning and streamlining of
operations.  All of these decisions were made to restore the Bank’s long
term profitability and build a solid foundation.  The years to come will now
leverage on these measures while leaning on a strategy that will permit us
to differentiate ourselves from our competitors.

(Slide 9)  But firstly, let me remind everyone of what Laurentian Bank is. We
are Canada’s seventh largest Schedule I Chartered Bank, with
approximately $17 billion in balance sheet assets and $15 billion of assets
under administration. We have 1.1 million customers and more than
3 thousand employees.  We operate in Quebec, Ontario and the Western
provinces through various distribution channels.
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One of the reasons we refocused our direct operations in Quebec, is our
strong market presence in this province. We rank third in terms of number
of full-service branches in our home market.

In terms of market share, Desjardins is the major player in the Quebec
market followed by National Bank.  To grow, we need to increase our
presence in the growing municipalities.  Apart from the purchase of 43
branches from Scotia Bank in 2001, we did not expand our network since
1996 and we are present only in 3 of the growing municipalities in Quebec.

(Slide 10) So what will be our strategy going forward?  Considering the
success we had with the entrepreneurship deployment in our retail
branches, we will extend the entrepreneurial spirit to the whole Bank and
become the banker whose service is recognized for its quality, flexibility,
simplicity and proximity.

In fact, this entrepreneurial spirit is already spreading everywhere in the
Bank.  Back Office services have created their own slogan:  “And if the
client was you!”, with posters being plastered everywhere.

Commercial account managers are encouraged to arrange visits at their
clients’ site with the Bank’s senior management, including myself.  This
year, I have visited more than 20 commercial clients.

We have also encouraged our management committee to visit our branches
so they understand the challenges facing the retail network.  There is a
strong bond between members of our management committee which has
eliminated silo management. We are becoming a team.

We strongly believe there is room in Quebec for the Laurentian Bank if it
can provide “community type” personalized service.

Furthermore, we need to become more “First to mind” for potential clients
and much more sales driven.  We will achieve this by growing our visibility
in Quebec, and to a lesser extent, in the rest of Canada. We will let clients
know that Laurentian Bank is first and foremost a “Peoples Bank”.
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But before we discuss in detail how we intend to achieve this objective, let
me update you on where each line of business stands, with respect to its 3-
year plan, after nine months.

(Slide 11) With respect to Retail Financial Services (RFS), I am pleased to
report that it has so far strongly executed on its plan.  Although branch
openings have been slower than anticipated, the majority of the planned
initiatives have been implemented. I am quite enthusiastic with its
performance, but we now need to translate these actions into greater
revenue growth going forward.

Part of the plan was the design of a New Laurentian Bank Signature
including new standards for the design of our branches.  As indicated in our
plan, in order to enhance our network, we have put in place an expansion
committee to evaluate existing and potential branch locations and assess
the profitability and potential of each branch. We already announced that
we had plans to open 20 branches by 2006 but this exercise has also
allowed us to identify markets where the Bank should reinforce its presence
by renovating, relocating or merging several of its existing branches.  More
than 50% of our branches will be impacted over the next 3 years.  For 2004,
12% of our branches are expected to go through a major overhaul.

We have also focused on enhancing the Bank’s visibility in its markets. In
the last years, the Bank’s notoriety had started to fall as we were not
present publicly.  We are now back on the radar screen. We have launched
a new ad campaign, in collaboration with Marketel. We are on television, on
radio and in the papers. We are positioning ourselves as a challenger and
as an alternative to the other financial institutions. These ads have been the
“talk of the town” since our campaign started in January.  Moreover, the
positive impact of our new “teaser” — DARE — is being felt throughout the
Bank.
In 2003, our newly developed data warehouse has permitted us to identify
clients who would benefit from using additional products and services.  To
date, we have had great success in implementing direct marketing
initiatives.  Our objective is to increase the number of products and services
held per client from 3.7 to 4.3 products.
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(Slide 12) Our strength is unquestionably our quality of service.  And
although this has been the dominant theme among Canadian banks as they
are trying to reap market share, Laurentian Bank is truly number one in
Quebec as evidenced by a recent study.  The survey produced by
Professor Bergeron from the University of Quebec in Montreal was
performed with ten banks covering more than 1,000 clients in Quebec, and
confirmed that LBC ranked first in relationship banking. Of the 63
perceptions that were rated, we scored the highest for 25 of those and were
at par for 35. Furthermore, the survey revealed that service was considered
more important than rates with LBC being the only institution that
distinguished itself from the others on this criteria.

(Slide 13) Our plan for 2005 will remain essentially the same as published
at the end of 2003.  We expect significant organic growth in 2005 as we
start seeing the benefit of the branch openings and the impact from our
direct marketing initiatives and recent advertising campaigns.
We will continue to build around our client model by expanding our
distribution network through builders, mortgage brokers, merchants, road
reps and new branch openings.  Furthermore, we do not discard the
possibility of acquiring new branches from other financial institutions.

Considering the significant success we had with our direct marketing efforts,
we will continue the development of direct marketing offers as well as
telemarketing initiatives.

Finally, the tremendous attention drawn from the media and our clients with
our new community bank concept “The Espresso project”, is proof that we
must become more of a community-type bank if we want to differentiate
ourselves from our competitors.  The Espresso project is the first of its kind
in Canada.  Our existing branch located in the Outremont borough of
Montreal was completely redesigned and now operates in conjunction with
a café-bistrot specialist known as Café bistro Van Houtte, which is the
equivalent in Quebec of Starbucks.
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(Slide 14) With respect to our Commercial Financial Services, despite lower
volumes in our loan book, after nine months, this sector contributed 43% of
the Bank’s earnings.

One of the reasons our loan book shrank was our decision two years ago to
improve the risk profile of our portfolio, and particularly our corporate book.
For the first nine months of this year, our corporate lending exposure
decreased from $433 million to $318 million.  Accordingly, our loan losses
have improved by 28% and are now more aligned with the industry.  But
growth in some of our core activities has also been slower than anticipated
due to slower demand for commercial credit.

(Slide 15) Within the framework of the Bank’s three-year business plan,
Commercial Financial Services is committed to grow significantly its loan
and deposit portfolios.

Considering that our real estate portfolio has been a main driver of
Commercial Financial Services, we intend to grow this business in Canada.
One of the challenges we have had in the past is that we were not
competitive in the term lending segment of that market, and thus, we
emphasized short term construction lending.  As more than 50% of our
portfolio is constituted of construction loans, which tend to roll-over quickly,
we need to decrease our reliance on such loans, especially if construction
starts to slow down.  Our objective in 2005 is to review our pricing strategy
for term lending and select niches where we know we can compete.  Our
Real Estate team is extremely experienced with an average tenor of 27
years and is recognized as such in this market. Thus, we will continue
targeting clients who are willing to pay for quality of service and expertise.

With respect to commercial mid-market, it has been identified as a core
activity and we intend to significantly increase the volume of quality
commercial loans in this segment.  We have two distinct strategies:

In Ontario, we plan to become a niche player, catering to mid-size
companies and distinguishing ourselves with a trademark of high-quality
customer care.  As we no longer have a branch network in Ontario, we are



SCOTIA CAPITAL  -  FINANCIAL SUMMIT 2004  –  SEPTEMBER 15, 2004
PRESENTATION BY RAYMOND MCMANUS

8

considering opening a few commercial branches with high visibility at the
street level to provide better services to our clients.  We will soon start a
pilot project in Kitchener.

In Quebec, we will cover a broader spectrum, ranging from micro-
businesses to small businesses and mid-size companies.  Already, we have
put in operation four new regional centers to offer these entrepreneurs and
business clients all the convenience of our retail, credit and lending
facilities.

With respect to our agricultural loan portfolio in Quebec, we intend to grow
this portfolio. This market is dominated by Desjardins and National Bank.
As these clients tend to do all of their business (commercial and personal)
with the same branch, we are using our existing retail branch network to
service these clients.  We have added 4 agricultural lenders to our team for
a total now of 14, and as volume grows, we will continue adding to the
team.

(Slide 16) With respect to our recently privatized B2B Trust, 2003 and the
beginning of 2004 were challenging as results were negatively impacted by
the weak capital markets which affected the mutual funds industry. But in
the last two quarters, our mutual fund loan portfolio has grown.
One of our objectives this year, was to initiate a process by which mutual
fund loans would be made available to clients of full service brokers, who
are members of the IDA.  As planned, we are now piloting a mutual fund
loan program with Berkshire Group, an IDA member firm.  If conclusive,
such lending program could be offered to other IDA members.

(Slide 17) On the investment lending side, which contributes to a large
extent to B2B’s earnings, the good margin and low credit losses have
recently brought new participants.  We must therefore broaden our market
reach with IDA dealerships.
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With respect to our self-directed line of products, the Mutual Fund Dealers
Association has encouraged dealerships to manage their self-directed plans
in-house, thus reducing potential business growth for B2B.

B2B and the Bank are the biggest participants in agent deposits with a
combined market share of 17%, 30% of which comes from full-service
brokers.  We will therefore continue our strong marketing efforts towards
this clientele.

(Slide 18) BLC-Edmond de Rothschild Asset Management continued to
generate organic growth in mutual funds, as well as in portfolio
management.  The company saw assets under management increase to
$1.7 billion for the first nine months compared to $ 1.6 billion last year.

Our institutional fixed income brokerage and origination franchise has a
large market share relative to our size and is a good complement to the
majors. In fact, many provincial and corporate debt issuers look on
Laurentian Bank Securities’ ability to execute very favourably.
With regards to our retail brokerage operations, we have introduced a
dedicated internet platform to support discount brokerage transactions.
Although we have been late introducing such platform, it is considered one
of the best in the market.

(Slide 19) With respect to our treasury operations, our balance sheet is
better managed today than in the past, reflecting the various additions that
we have made and an objective to manage interest-rate risk more
effectively.  As a consequence, we will expect to see in 2005 a natural
improvement in our net interest margin.  Furthermore, margins should
benefit slightly from a rising rate environment.

On the investment side, our treasury revenues represent a strong 19% of
our total revenues.  However, in the last quarter, treasury did not contribute
as much as a result of reduced capital market activities pursuant to a run up
in rates that occurred in the previous quarter.  This run up had been well
anticipated with profits taken in our bond portfolios in the second quarter.
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Going forward however, our ability to generate ever improving other
revenues through capital markets activities will be affected by operating
constraints placed on us by the new AcG13 accounting standards.
Considering that our capital markets activities are more conservative than at
most other Canadian banks, as we have no private equity investments and
relatively low trading risk, we will therefore need to look at new initiatives to
achieve better returns from our secondary liquidity portfolios.

On the retail brokerage side, we will continue to expand referral activities
internally, through our lines of business, and via our internet platform.  We
presently have capacity to develop our discount brokerage operations ten-
fold.  With respect to our full-service activities, we expect to continue to add
financial advisors.

On the fixed income institutional side, we intend to increase our market
penetration by 15% and develop our fixed-income platform to service
smaller brokers and portfolio managers.

(Slide 20) As we have all learned, too much emphasis on short-term results
can lead to disappointment.  Our management team is committed to
creating value for our shareholders for the long term.
We will therefore continue to maintain a highly focused strategy while
assuring we still have strong employee commitment and support from our
shareholders.

(Slide 21) Thank you very much. I welcome any questions you may have.


