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We always overestimate
the change that will occur
in the next two years and
underestimate the change
that will occur in the next
ten.
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LA REDDITIVITA E’ SEMPRE PIU SOTTO
PRESSIONE

Operating income per customer
(European sample, weighted average in EUR)
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LA REDDITIVITA E SEMPRE PIU SOTTO PRESSIONE

Operating costs per customer (European sample, weighted average in EUR)
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Retail Banking Monitor 2021
Strategy&

HSBC — 35,000 jobs cut by
2022 with $4.5bn cost
savings
(BBC, August 2020)

Commerzbank to cut
10,000 jobs
(Bloomberg, January 2021)

6,000 job cuts and
450 branches to be closed

at UniCredit
(Reuters, February 2020)

KBC with ~2000 jobs cut
and $0.3bn in digital
investments to reduce CIR
below 54%
(Reuters, September 2019)

Outlook (exemplary)

Santander with ~4,000 job
cuts and more than $20bn
in digital investments to

reduce CIR below 45%
(Reuters, November 2020)

Societe Genérale closing
600 bank branches in
profitability push —
expected ~€450mn cost

saves in 2025
(Reuters News, December 2020)

18,000 jobs cut and
up to $17bn cost savings

by 2022 at Deutsche Bank
(Bloomberg, October 2019)

Phasing of investments to
control spending, reduction
of CIR below 60% at
Barclays
(Annual results, 2020)

Source: Strategy& Retail banking monitor 2021, BBC, Bloomberg, Financial News, Reuters, press releases



PER MOLTI (MA NON PER TUTTI)

The Best Banks Already Operate Far More Efficiently
Than the Industry as a Whole

Retail bank with 4 million customers

Cost base ($millions), indexed Full-time equivalents, indexed

100 — -53%

100 — -39%

Front office
. Branches

E le differenze ! B Contact centers
sono a livello . | M:l:

di sistema ma Onne e
anche di

singolo player

. Sales, channel, and
product management

Back office
. Operations

B

- Support functions*

Typical bank Efficient banks? Typical bank Efficient banks?

Source: BCG's Retail Banking Excellence COVID-19 Pulse 2020.
Note: Based on our analysis of a group of leading global banks. ATM = automated teller machine.
YIncludes risk, compliance, and legal functions.

The average for the top 25% of banks in the sample



NEL COMMERCIAL BANKING SE SI PARLA DI COSTI SI PARLA DI
DISTRIBUZIONE

Il processo di «dematerializazione» delle relazioni con la clientela
continua ad accelerare

Number of branches (European sample, in thousands)

__Gg;/n\__ Announced plans
— materializing (30-
60% cut)

71.3

69.6

67.3

(-40%)

2016 2017 2018 2019 2020 2023e

Strategy& Source: Strategy& Retail Banking Monitor 2021



ANCHE SE NON SI TRATTA SOLO DI TAGLIARE MA ANCHE DI
RIPENSARE

Banks Should Organize Solution Delivery Around Value Streams

Value stream example: Joining the bank

Relevant initiatives to
improve key elements of
the value stream...

La digitalizzazione - Oigital selfservice

Digital channels Call routing in interactive voice response
deve avere come
obiettivo non solo
I'efficientamento
dei processi ma 5 Product and service upgrades . fCUOHTg:;Zm multiple

Remediation initiatives

F joint
Soprattutto Ia e B pz:;::en a join
I 1 Check order simplification Beiel
CreaZIone d I Sestations Business process design and reengineering ’ b:::l:::r:?nr;z:

valore per il cliente

...are implemented through
cross-functional value
stream teams

Digital fee reversal

Checking account facilitation

Masketing Intuitive payments

1)

Debit card improvements
Products 3 :
Checking account fee design

Platform upgrades

Technology
Digitization of core

Source: BCG analysis



ANCHE SE NON SI TRATTA SOLO DI TAGLIARE MA ANCHE DI

RIPENSARE

Liberando
spazio dalle
transazioni e
veicolando i
contatti in
modo da
favorirne la
conversione
in relazioni
commerciali

Future sales model

FROM INBOUND...

Wfld customers '§\
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Retail Banking Monitor 2021
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SEMPRE GUARDANDO ALLE DIFFERENZE TRA BUSINESS

La conversione
da informazione
(digitale) ad
acquisto reale
non & affatto
scontata

Figure 2
Prepurchase research vs. actual purchase channels by product across all countries
(2021)

Contact center %

Physical channels
(Bank branch; E E
2]

independent advisor)

100% 100% 100% 100% 100% 100% 100% 100%

Digital channels ==

(Online banking/mobile 60%

app: online banking/ 52% 54% 53% 50% 53%
mobile app with 7% 408

assistance; price

comparison websites;

other (social media, ..)

Pre  Actual Pre  Actual Pre Actual Pre  Actual
Digital

@ Physical

® Callcenter @ gs z lﬁ

Note: Percentages may not resolve due to rounding.

Mortgages Consumer finance Savings Transactional

Source: Kearney analysis



...E TRA PAESI

Figure 1
Actual purchase by channel across all banking products
(2020-2021)

100% 100% 100% 100% 100% 100% 100% 100% 100% 100%

Contact center

Physical channels

(Bank branch;
independent advisor)

Digital channels

(Online banking/mobile
app; online banking/
mobile app with
assistance; price
comparison websites;
other (social media, ..)

Digital
@ Physical
@ Callcenter

Note: Percentages may not resolve due to rounding.
Source: Kearney analysis



COSA CAMBIA «FUORI DALLA BANCA»




UNA SOCIETA SOSTENIBILE
(E DIGITALE)




CAMBIA IL SENTIMENT DELLE PERSONE

Emergono nuovi valori ed orientamenti

Figure 2
On average 44% of banking customers rate environmental and social issues as very important compared to
10% who think it not at allimportant

Environmental and social issues’ importance for banking customers

Denmark 42

Switzerland a8 :

Austria a

United Kingdom a
Netherlands 35

Scandinavia 34
France 46
Italy
Spain 46

Czech Republic 33
Romania

Poland 36

44% 10%

Very important @ Moderately important Not at all important

Notes: Scandinavia includes Sweden and Denmark. Percentages may not resolve due to rounding.
Source: Kearney analysis



E QUESTI INDIRIZZANO LA RELAZIONE CON LA BANCA

Figure 3
Nearly 1 out of 4 customers declare itis likely they would switch banks due to environmental and social issues

Customers’ likelihood to switch banks due to environmental and social issues

Denmark 27 BT . ¢

Switzerland 29 s 19
Austra 5 L a0
United Kingdom 22 15— | : 33
Netherlands 20 o
Scandinavia 23 - 23
France 27 .5 16
ialy 2 : 7
Spain 30 N A S
Czech Republic 19 : 28
Romania 25 s 18
Poland 2 I I $ S
A A
24% 24%
Very likely © Moderately likely Not at all likely

Notes: Scandinavia includes Sweden and Denmark. Percentages may not resolve due to rounding.
Source: Kearney analysis



UNA SOCIETA DIGITALE (E
SOSTENIBILE)




LO STATO DELL" «ARTEN

LA TOTAL DIGITAL AUDIENCE NEL 2022

5 O g

MOBILE
TOTAL DI:?;IJ’:"L“;UDIEHCE (2+ anni) (18 - 74 anni)
74,8+, 47,2y, e
NEL MESE “ 4,,‘,".,0 popolazione 2“7".,18 2 p?pgﬁ»
VAR % +0,4+% +0,5%
NEL GIORNO 36 62,6 1 20,3 1 793
MEDIO “ m‘\a popolazione mi’? popokanone 3“?‘1 popo';uone
VAR % +0,4

Fonte: Audiweb Database, Media 2022 e confronto con MEDIA 2021 - Audiweb powered by Nielsen
BASE: Total digital audience e PC = Individui dai 2 anni in su. Smartphone e Tablet audience = Individui di 18-74 anni W
= ** Nielsen
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LO STATO DELL" «ARTEN

IL TEMPO TRASCORSO ONLINE NEL 2022
GIORNO MEDIO

® ol L 0

TOTAL DIGITAL AUDIENCE MOBILE ‘
(2+ anni) (2+ anni) (18 - 74 anni)
GIORNO MEDIO
Media 2022 2h 35m 1h 09m 2h 23m
MESE 65h 45m 14h 57m 63h 14m
Media 2022

Fonte: Total Digital Audiuence - tempo speso per persona MEDIA 2022, datl Glorno Medio - Audiweb powered by Nielsen

L]
Base: Individui 2+ anni per TDA e Computer; individul 18-74 anni per MOBILE.(Smartphone e/o Tablet) M((mb
st 2> Nielsen
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LO STATO DELL" «ARTEN

CHI ACCEDE A INTERNET - GIORNO MEDIO DICEMBRE 2022

o Y
vowni Y
oonne [ R Oltre 64%
1828 anni
2534 anni 55-64 anni
35-44 anni 88,7
45-54 anni
55-64 anni 82,6
Oltre 64... 36,1

Valoriin %

Fonle: Total Digital Audience DICEMBRE 2022, dali Giorno Medio - Audiweb powered by Nielsen
Base: Individui 2+ anni per TDA e Compuler; individui 18-74 anni per MOBILE (Smartphone elo Tablet)

18-24 anni

25-34 anni

35-44 anni

aud web
st o> Nielsen
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LE RISORSE A DISPOSIZIONE

2021 ends with record volume

Total global investment activity (VC, PE and M&A) in fintech Global venture activity in fintech
8—2021" 2018—2021*
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s Dosi vaiue (3B) o |)oai count s Dosi vaive (3B) o )os count

Global M&A activity in fintech

Global PE growth activity in fintech
2018—2021*

2018—2021*
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. b s
704 800
$150 i - 150
536 600 - 108 112
$100 ) 100
400 ‘L
% ;
$50 - $4 . 50
$2 P
»
$0 0 $0 0
2018 2019 2021* 2019 2020 2021*
N Daai vatue :'f,jl ) oa count B Dcoiovaive (3B) )y ol count
Source: Pulse of Fintech H2'21, Global Analysis of Investment In Fintech, KPMG International (data proviged by PRSNBOOK), "3« ¢ 31 Dawa muws 202

Fonte: Kpmg global insights
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LE RISORSE A DISPOSIZIONE

Venture valuations soar to a new high

Global median pre-money valuations ($M) by stage in fintech Global cross-border M&A activity in fintech
2018—2021" 2018—2021"

$80 300
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-~ w 200
_,/
-
/ $40 150
.’/ ‘OG
-
r______.-——v———'—"""w_m $42.5 $20
$17.5 3230 50
$0 0
o 2010 2020
2018 2019 2020 2021* Ll _ i .
_Angm & saad —_— arly-stage VC | ato-stage VC Mo vaiue lS:j:’ e oai count
Global VC activity in fintech with corporate participation Global median M&A size ($M) in fintech
2018—2021" 2018—2021"
1,37 $60 et
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$50 $50
$40 1,000 $40
$30 $30
$20 500 $20
1 $10
$0 0 ,
2018 2019 021° $0 , . )
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Source: Puise of Fintech H2'21, Global Anaiysis of Investment In Fintech, KPMG International (data provided by PRENBOOK), "3, wr 31 Dave mie. 2021

Fonte: Kpmg global insights 97



LE RISORSE A DISPOSIZIONE

Financing volume maintains consistent, record-breaking pace

Total global investment activity (VC, PE and M&A) in fintech Global M&A activity in fintech
2018—2021* 2018—2021*
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Source: Pulse of Fintech H2'21, Global Analysis of Investment In Fintech, KPMG International (data provided by PRohBook), "3. =+ 31 Duvw mua. 2027
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ANCHE SE....

State of Payments | Global Trends | Investment Trends

Payments funding falls 43%, the largest QoQ decline in recent years

35% 13%
Q1 Q2 Q3
2018
&2 CBINSIGHTS

104%

-38%

-17%

Q2

2019

Q3

Q4

Q1

-24%

Q2

2020

27%

Q3

-36%

178%

Q1

38%

Q2

2021

-16%

Q3

19%
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ORO O PIRITE (L'ORO DEGLI SCIOCCHI)?

Il tema chiave € quello

della reddittivita attuale o amazon
prospettica. e
Naturalmente le start ups

assorbono cassa; ma

hanno il potenziale per

generarla?

La cronaca e ricca di casi

In cui in modo piu 0 meno

«casuale» alcune grandi

promesse sono finite in

una bolla di sapone theranes




CLIENTI O REDDITTIVITA?

Valuation
(USD bn,
2020)

Customer
Base (mn)

WeBank (2014)

Valuation

Customer

—— Americas (USD bn,
2020) Base (mn)

Judo Bank* (2016) ™ - '

*Judo Bank customers are actual numbers and not in millions

Valuation'yf ., omer NuBank (2013) O 25 34
(USDbn, % 5-co (mn)

2020)
Robinhood (2013) 20 13
Klarna (2015) 31 87 —
6.3 133 Chime (2014) 22 e 14.5 12

~ L 2018,
Revolut (2015) 5 5.5 L 2020 |l Koho (2014) u e 035

Starling Bank (2014 8 2
tarling Bank (2014) L I Unprofitable [ Close to Breakeven | Profitable

Fonte: CapGemini Financial Services Analysis 2021 3



LA VULNERABILITA" DEL FINTECH

Platform downtime 1% Liquidity risk 17%
Operational External risk

Agent/partner performance indicators S5

downtime 5% (% change, (% change, Cybersecurity risk 17%

YoY H1 2020 YoY H1 2020
Number of unsuccessful 7% ) )

transactions

Foreign currency
exposure risk 12%

Capital reserve 51%

Onboarding 8% A EcLLEL Financial

SXpENIe (./C?Sts implications | current valuation 41%
ta st % GRS, (% of respondents,

ot 1% YoY H1 2020) negative impact)

expenditure Future fundraising 34%

outlook

Sources: Capgemini Financial Services Analysis, 2021; World Economic Forum.




COSA CERCANO GLI INVESTITORI?

Is the
product portfolio diverse?

How varied is the
business model?

Does the FinTech comply with
and follow ethical practices?

_ |

Source: Capgemini Financial Services Analysis, 2021.

Unbundling to re-bundling

B2C to B2B (vice-versa) propositions
such as capabilities-as-a-service

Comprehensive risk and
compliance framework

33



LA STRADA PER LA REDDITTIVITA

Build/join open ecosystems Increase customer lifetime value

Build and retain
customer base

Scale beyond

core market

Profitability

Source: Capgemini Financial Services Analysis, 2021.
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DIVERSIFICARE PER COSTRUIRE UNA SOLIDA BASE
CLIENTI

First 1-2 years: Next 2-5 years:
Strengthen core products Diversify business lines

5+ years:
Evolve as marketplace

Aim to become
primary financial service provider
with Focus on lifestyle offerings

Emerge as a banking alternative

Disrupt specific component
of banking value chain

Build up customer zone loyalty

Focus area m Customers

Increase Multiple Value-
revenue per  offerings sensitive
customer to across

drive diversified
sustainable business
growth lines

Engaged customer zone

Banking
Focus area Sarvicos Customers

One-stop Partner Loyal and
shop for  integrations brand

High-fly customer zone

Banking
Focus area Sorvicos Customers

Product Free or Price-
testing and low-cost sensitive

growthat personalized customers’ with evangelists
all costs core FS needs banking
products offerings

o g -

feemmeemssmeemeseeem—e————

g

—

&’ &fﬁ ...............................................................................................
Time

Source: Capgemini Financial Services Analysis, 2021.
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RAGGIUNGERE LA SCALA ATTRAVERSO
L'ECOSISTEMA

Habito: Quickbooks:
Mortgage Accounting
brokerage for businesses

SOSUIE . 9 Wealthify:

RS 0 Investment
o
iZettle: A
Payment .. Flux:
and . I ' Loyalty
transfer —_— Ecosystem by

other new-age
players

Bud

Starling

Ecosystem

Starling Bank collaborates with
different players to provide multiple
services through its marketplace

Sources: Capgemini Financial Services Analysis, 2021; Starling Bank; Wealthify; Finextra.
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BANCHE E FINTECH: COMPETERE 0O
COOPERARE?




LE FINTECH E INSURETECH ITALIANE

Regtech _Money Management and Money Transfer
6% ’ ‘ 6%
Capital Market & Trading _ _Neo Banks
7% 2%
Crowdfunding 9 Wealth and Asset Management
1% L, Rk
Insurtech
1% Tech
15%
Payments
13% l _Lending
13%

Figura 3.1 | segmenti di business analizzati.

CeTIF FinTech Lighthouse Report 2021
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LE FINTECH E INSURETECH ITALIANE

564

REALTA
INNOVATIVE

FONDI COMPLESSIVI
RACCOLTI

SUDDIVISIONE GEOGRAFICA PER PRINCIPALE SEDE OPERATIVA

0P &

NORD ITALIA CENTRO ITALIA SUD ITALIA ESTERO
L 6% L 4% L10% o 7%
58% 1% 2% 39%
. REALTA INNOVATIVE FONDI RACCOLTI

Q=== | Om
39



LE FINTECH E INSURETECH ITALIANE:
TECNOLOGIE UTILIZZATE

POLITECNICO osservatori.ic!
MILANO 1863 digital innovation
~rripe e



TECH F INCI]

| 2019

I8 202072021

| E FIN

44%

37,5%

12,5%

0%

B2B

B2B2C

Modello di business

B2C

Percentuale di FinTech
n
o
ES

0%

B2B

B2B2C

B2C

Tipologia di modello di business
Figura 3.16 Distribuzione di FinTech per modello di business

] FinTech

25%
Distribuzione per tipologia di societa

= InsurTech

50%

B RegTech

14%

75%

14%

100%

Figura 3.18 Distribuzione di FinTech suddivise in tipologie e per
modello di business (relativi al 100% di ogni Modello di Business)

RETE

U ITALIANE

Online Platforms

Data Analytics

Process Automnation

Artificial Intellingence/Machine learning
Mobile and UX/UI

Big Data

Open Banking/Open Finance
Strong Authentication
RoboAdvisor

ChatBot

Internet Of Things (loT)
Blockchain - Crypto
Algoritmi Underwriting

Tecnologie utilizzate

0% 45% 9% 13,6% 18%
Percentuale di FinTech

Figura 4.1 Distribuzione delle tecnologie utilizzate
W B2C |" B2B W B2B2C

Online Platforms

Data Analytics

Al/ML

Mobile and UX/UI
Process Automation
Big Data

Open Banking/Open Finance |
Strong Authentication
ChatBot

RoboAdvisor

Internet Of Things (loT)
Altro

Tecnologie utilizzate

Blockchain - Crypto
Algoritmi Underwriting

0% 25% 50% 75% 100%:
Distribuzione per Modello di Business

Figura 4.2 Distribuzione delle tecnologie utilizzate per Modello di Business (riferiti al

100% di ogni tecnologia utilizzata)
Report 2021

Prevale il modello B2B (eB2B2C). Come mai?
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IL PERCORSO DI SVILUPPO (E SOPRAVVIVENZA)

La spiegazione, forse, risiede nel
fatto che proprio per le caratteristiche
di forte focalizzazione su uno
specifico business, difficilmente una
fintech puo raggiungere la scala e la
diversificazione che la mette in grado
di restare indipendente e di
raggiungere e superare il punto di
pareggio.

In generale le fintech appaiono dei
laboratori di sperimentazione
destinati ad essere assorbiti dagli
incumbents

42



COOPERAZIONE E SVILUPPO

Greenfield

Bluefield

Brownfield

A new entity (from scratch)undera A new entity and brand name using a mix A subsidiary using existing
new brand name using a completely of existing or acquired infrastructure infrastructure and capabilities
new IT infrastructure and newly acquired capabilities built in-house
New Full set of new Existing or Newly acquired Existing Capabilities
infrastructure capabilities newly acquired capabilities infrastructure built in-house

BBl + ° ."‘. ®
L -,

infrastructure +

sz
&

ﬁd’.

+
i 1
ey N

Source: Capgemini Financial Services Analysis, 2021.
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COOPERAZIONE E SVILUPPO: ALCUNI
PROBLEMI

Non-strategic
cannibalization

Lack of support
( from parent entity m a7%
( Cultural Friction D

e @)
( Weskpropaiton E

Source: Capgemini Financial Services Analysis, 2021; World FinTech Report 2021 Executive survey, N=122.

Question: What, according to you, are the challenges of a traditional bank (parent entity) when launching/expanding a digital-only
bank? Please rate on a scale of 1 to 7, with 1 = not a challenge, 7 = very challenging.
Figure 17 reflects responses from executives who scored 5 or above.

55%
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COME COOPERANQ BANCHE E
FINTECH IN ITALIA

INVESTIMENTI DEI PRIMI 20 INTERMEDIARI
(valori percentuali)

Fig_;ura 1

1.1 Gli investimenti

La spesa per investimenti in tecnologie innovative ¢ stata pari a 456 milioni di euro
nel biennio 2019-2020; ammonta a 530 milioni di euro per il biennio 2021-2022 e a 280
a partire dal 2023. I1 57 per cento della spesa ¢ attribuibile a 253 progetti totalmente nuovi
e non segnalati nella precedente indagine; la parte rimanente deriva da 76 progetti censiti
nella precedente rilevazione, che continuano ad essere sviluppati e a generare flussi di cassa.

Fonte: Banca d’ltalia — Indagine fintech nel sistema finanziario italiano 45



COME COOPERANQ BANCHE E
FINTECH IN ITALIA

Modalita di realizzazione dei progetti in %

altro

Incubatori

Distretti

Consorzio con societa di consulenza

Consorzio

Centriricerca

Consorzio con societa fintech

Societa fintech con societa di consulenza

Socleta di consulenza

In house

Societa fintech

-~

\l

-

w

10,0

15,0

20,0

30,0

35,0

40,0

Fonte: Banca d’ltalia — Indagine fintech nel sistema finanziario italiano



COME COOPERANQ BANCHE E
FINTECH IN ITALIA

Attivita collaborazioni

Lending

Credit scoring marketplace

Mobile wallets | pagamenti_airo

Trade

Mobile banks finance

alue transfer
networks

Peer to
red lt\_ end ng peer

transfers Digital
currencies

Operational
Business support Compliance risk

support Riciclaggio e [“1SUI Marka
finanziamento | Sk | ™
del terronsmo

Back office

Fonte: Banca d’ltalia — Indagine fintech nel sistema finanziario italiano
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COME COOPERANQ BANCHE E
FINTECH IN ITALIA

® Nuovi canali distributivi W Innovazione processi ® Semplificazione processi ® Nuovi prodotti e servizi = Maggiore soddisfazione clientela

ulthJ

crediti governance insurance investment operation pagamenti

70,0

60,0

50,0

40,0

30,

o

20,

(=]

10,

©

0,0

Fonte: Banca d’ltalia — Indagine fintech nel sistema finanziario italiano



COME COOPERANQO BANCHE E
FINTECH IN ITALIA

PROGETTI PER AREA DI BUSINESS PRIMARIA
(unita di euro)

Crediti, depositi, raccolta di capitale 118 403.404.661 3.994.106 480.000
Pagamenti 59 711.219.625 14.817.076 227.000
Servizi di investimento 19 32.597.227 2.037.327 596.126
Servizi assicurativi 6 26.282.103 4.380.351 313.500
Governance 43 36.094.294 925.495 300.000
Business operations 84 58.702.408 793.276 137.000
Totale 329 1.268.300.318 4.465.846 246.000

Fonte: Banca d’ltalia — Indagine fintech nel sistema finanziario italiano
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COME COOPERANQ BANCHE E
FINTECH IN ITALIA

FLUSSI DI CASSA GENERATI DAI PROGETTI DI OPEN BANKING

(euro)
600.00C
entrate - uscite

— cnitrate
»U0 X

- 5CItE
400.,000.000
lt |~U.J‘
200.00C

000.0(
100.000.000
2019 2020 2021 2022 2023

Fonte: Banca d’ltalia — Indagine fintech nel sistema finanziario italiano 50



George Clooney

UP IN THE AIR g

V" 'and?® I|-rr ':: amoking

The story of a man ready to make a connection.

ARRIVING S00M

https: //youtu.be /UCmBK9cGYO4




