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The Italian Retail Market Counts over 30 million Customers
with Different Volumes According to their Segment
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Total €1,504.8bn €482.6bn

Source: Banca Intesa analysis, Prometeia — Data as at March 2004
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The Italian Retail Banking Income Development
is Aligned to EU but still far from USA

Retail Banking Income/GNP (%)
12+

11.2

USA
1996

O 1996
B 2002

USA EU UK Germany France Italy Spain

Source: Global Insight 2004, McKinsey analysis
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The Growth Opportunities Are in the Low
Penetration Business

® Current accounts Current account/ ‘@ ‘@ .@
inhabitant

® Cards Cards/inhabitant
® Securities Stock/GNP (%) @
® Asset under Stock/GNP (%) 28.8 .‘@ .@

management . :
B Life insurance Stock/GNP (%)
u Mortgages Stock/GNP (%) (11.3)
® Consumer Finance Stock/GNP (%)

Source: Banca d’ltalia, Assofin, Assogestioni, Prometeia, ISVAP, Bloomberg, McKinsey Analysis
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Customer Profile is Changing

Customers

m CAGR mpact on the banking business

|
B Private banking growth thanks to

GNP/person higher richness concentration
000 € @ More focused on service quality
B Higher pressure on margins caused by
multibanking customer level
Over 50
(% population)
B More focused on service quality
Churn rate . .
Higher pressure on margins caused by
less loyal (% customer high offer competition and “word of

banking system) mouth”

Higher importance of physical branches

Interesting growth of insurance
products, retirement products, ...

Tailor-made offers dedicated to

n
Household segments in order to retain and acquire
!“ore debt/GNP cugtomers K
indebted (%) =

High estimated growth of consumer
finance products

Immigrants/ Higher importance of immigrant
more_ Population segment P °
multicultural (%)

Source: Global Insight 2004, McKinsey analysis, Datamonitor, Celent, Prometeia
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New Competitors Are Taking away Market
Share from the Traditional Banks

Deposits and securities mid € (%) CAGR 2000-2003 (%)

100%= 2,825 100%= 3,375
100% - et - 02
6.3 7.0 B On Line Banks
5.4 51 \ [0 Postbank
O Financial Advisor Network
80% - @ O Cooperative Banks
O Traditional Banks
60% -
0% €D
20%
0% -

2000 2003E

Source: McKinsey analysis, Banca d’ltalia, Assoreti, Assogestioni, ICCREA, Poste Italiane, Press
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Banca Intesa: a “lean & mean”
Customer-Oriented Organisational Model

Chief Executive
Officer

Head Office
Departments

Service
Companies

. . Foreign Subsidia
Retail Corporate Italian Banks 9 y
. . . . . . . Banks
Division Division Division . .
Division
accounting for 51% Product
of the Group’s Total Companies
Income
[
|
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The Retail Division

6.3 Million
Clients

Households, Affluent,

Private, Small Offices
and Home Offices, SMEs,
Local Public
Administrations and
Non-profit Entities

Channels of distribution On-line services
. . . . Int t ~2,600 ATM
Private Banking Retail Enterprise Inte_sa ;‘h?,:'ee ~120,000 POS
centres branches centres online SMS + Wap

~60 ~2,000 ~100

Current accounts, overdrafts,
mortgages, consumer credit,
utility bill payment, acceptance
of trading instructions, ...

Bancaintesa

nnn

=)

. Wealth Private :
Bancassurance Pension funds management banking Credit cards
I I P CAI PRIVATE BANKING ITALIA e o
i IntesaVvITA [intesa [, Nextra - | Setefi

BANCA INTESA PRIVATE BANKING
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Banca Intesa Market Shares

Retail Total
Division | Group

Consumer Credit(! 6% 7%

Branches 7% 10%

Loans 9% 12%
MEWCAN Deposits 10% 14%
Shares

Bancassurance 14% 19%

Mortgages(? 1% 13%

Mutual Funds 10% 15%

(1) Excluding Agos Itafinco
(2) To Individuals and SOHO
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The Current Account is the Pivot

of Cross-Selling
6.3 million
customers
holding at
least one
“B—ﬁ product
M——— {5 /
',
4.7 million
customers
holding at
least one
current
account
Bancalntesa
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Number of
products
held by
customers
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Specific Value Proposition for each Target

m Customers Business Drivers Value Proposition

¥ Private 22,000
m SMEs 65,000
B Local Public Administrations 5,000 \,@

R
¥ Non-profit Entities 20,000 ~|\?~®

W Little Enterprises 150,000

B Small Businesses 270,000

m Affluent 570,000 "

® Households 3,600,000 § < Reward
3. Cross selling loyalty
4,
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The Product Catalogue of the Bank Has Been
Completely Reviewed

Number of products in catalogue

1,333
891
462 328 250
Jan-03 Apr-03 Jan-04 Jun-04 Target
/

Conto Intesa

m 2003: m 2004:
48 current accounts 3 current accounts < Conto Intesa Personal

Conto Intesa Business
\_
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Pricing Models

¥ Rebalance the situation in order
to find a pricing model which:

] rewards the most important
customers of the bank

] is clear and transparent

L] is linked to segment
value drivers

Lack of correlation between
profit drivers and pricing model

Different behaviour of

the branches in managing
the conditions applied to
customers

(18,000 special prices)

¥ Find a system in order to help the
Account Manager use the pricing
model correctly

\/\/
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Cross-Selling is the Key Driver of
Household Segment Profitability

Household current accounts
Number of products Total revenues per account

5+
4 o+
3 4

2
3
2

1
1
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Example: Pricing Conto Intesa

No. of products

target:
push cross-selling and

favour re-pricing

held by MOty
the account holders
0 €10
1 €9
2 €8
3 €6
4 € 4
5 € 2
6 free

i.e. repricing of “old” accounts
with a 20% increase in fees from
switched accounts
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Retail Division
Management Team

Retai

| Division

Massimo Arrighetti

Planning & Control

Marco Hahn

Human Resources
& Organisation

Salvatore Poloni

Marketing
Retail

Stefano

Calderano

[

Marketing
SMEs

Private
Banking

Fabio
Bolognini

Paolo
Molesini

Regions
Lombardy 1

Franco
Ceruti

Operations

Systems
&
Technologies

Maurizio

Manzotti

Mario
Giordani

Internet
Banking

Telephone
Banking

a.i. Gennaro
De Simone

Gennaro
De Simone

Bancalntesa

Lombardy 2
Franco

Dall’Armellina

North East
Antonio
Gezzele

North West
Rino
Centre
Claudio
Zazzeri

South
Vincenzo
D’Alessio




Focus on Marketing Retail (1/2)

I 1
Marketing
Retail

Stefano
Calderano

| I —l |

HouseholdsI Affluent I SOHO I

Current
+— Accounts
and Cards

| Wealth
Management

Consumer
I Credit &
Mortgages

Financial
~  Products

Bancalntesa



Focus on Marketing Retail (2/2)

Marketing
Retail
Stefano
Calderano

Affluent

Segment

Regional

T 6 REGIONS
6

Affluent N
Segment
Area

Managers

5 37 AREAS

Affluent
Account
Managers

1,916 1,867 BRANCHES
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Intesa On-Line

Internet Banking

Telephone Banking

Mobile Banking

i Banca lntesa

g Corporate
Individuals

Traders

—
IVR
VOX NAUTA

_ Operator
~—

SMS - MMS
PDA

N~

Tailored platform to
meet customers’
variously complex
needs / behaviour
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Salesforce IT Platform

Advice Tools

Data Mining & Campaign Management

Tailored to meet customers’
variously complex needs

ISSV

INVESTI CON'NOI

ASSET ALLOCATOR

FINANTICS

i Banca lntesa




Salesforce IT Platform
ISSV

nnn

Branch

salesperson
phone-calls

Call

center

MEETINGS
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Credit Decision Support Systems

—
1% NO Rejected

15% ? Answerin 48 hours

74% OK Same Day

LIFTEE
ENNERPRISES
EIITERPRISES TOMmorrow marks
the first-year
SVES Anniversary

Bancalntesa (25)



Management Systems

Budgeting

Performance /
Potential
Evaluation

Sales
Monitoring

Individual and
Team Incentive
Schemes

| Banca Intesa
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Training

40 Product Specialists

»
Sale Effectiveness }

200 Segment Area Managers

“Progetto Arcobaleno”
(the Rainbow project)

Branch account managers

Enterprise-centre account managers

Cashiers

| Banca Intesa




“Arcobaleno” Roll-Out Has Involved More Than

20,000 Employees

“Commercial Migration”

» ~150 new branches every 15 days

74 teachers and 111 instructors
involved full time

 Consistency with other activities
being rolled out within the network
(e.g. Comit Migration, other
courses, branch closing, etc.)

| Banca Intesa

Key characteristics

Vs

About 12,000 people attending training courses

More than 20,000 people involved on the whole

\\

Vs

37 training centres concurrently active in
comfortable hotels all over Italy (1 for each Area)

\\

p
Programme structured according to 15 training
groups for an aggregate duration of over 9
months

S

Ve

Each branch enrols its employees in a two-week
course, on a rotation basis, within the group it
belongs to

Vs

Two weeks of on-the-job training follow
classroom instructions
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Advertising Campaigns

April 2004 May 2004 September 2004

New current account New personal loan New current account
for Households for SOHO

Conto Intesa Prestintesa Conto Intesa Business

L'unico conto Il prestito personale facile e trasparente Il contto che ti aiuta a far crescere |a tua attivita,
con canone bloccato che ti migliora la vita
che diminuisce se hai

altri prodotti Banca Intesa.

— MILA EURO.

=" ORE PER AVERLI. |

Vogliamo meritare di essere la tua banca. Vogliamo meritare di essere la tua banca. Wogliarm | evsere la tua banca.

[i"Bancalntesa

Banca Intesa [l Bancalntesa
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Retail Division & Wealth Management
New Households Products Launched in 4Q03: Conto Intesa

T T T

Conto Intesa No. Accounts Opened Daily

New Current Account

New current account with

2,000

O
decreasing fees in relation " 1,000 ,g\00 §
to cross selling L

Before April 19th -
April 19th 2004  June 30th 2004

Cs

® Advertising campaign launched on April 19t, 2004

W Over 170,000 accounts opened in 1H04: ~40% are new accounts

¥ Products held by customers who switched to Conto Intesa: +27%

® Fees from switched current accounts: +20%

® New Current Accounts for SOHO and Affluent launched in July.
Advertising campaign for SOHO launched at mid September

Bancalntesa (33)



Retail Division & Wealth Management
Other New Households Products Launched in 4Q03

New Personal Loan

New personal loan available
within 48 hours.

Max. amount: 30,000 euro

(date of launch: October 2003).
Advertising campaign launched
on May 16th 2004

New Mortgage

New “Capped” floating rate
mortgage (date of launch:
November 2003)

New Debit Card

The only debit card in Italy with
online checking of payments
(date of launch: beginning of
November 2003)

Bancalntesa

Prestintesa
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ROSSI PANTO
123456TBF123456

‘ﬁMmata

Total Personal Loans
Granted in the Period

(€m) 701

344 &'

1HO3 1H04

Totall Residential Mortgages
Granted in the Period

(€m) 3557 o 3,029
e

1HO3 1H04

No. Cards Sold a Day

2,590 ,90% 3,105

Nov-Dec 1Q04 2Q04
2003




Retail Division & Wealth Management
2004 First Half at a Glance

Total Income Operating Costs Cost / Income Ratio

(€ m) 2,490 (€ m) 1,634 % 1,569 (%) 69.9

6.9
P.p. 63.0
\F)’

1HO3 1HO4 1HO3 1HO4 1HO3 1HO04

Ordinary Income
796

(€ m)

Pretax ROE()

Operating Margin
(€ m) Aol 921
702 V

(%) 42.7

30.0 ,,‘\7_‘1/"‘9"

olo
546 ’W

1HO3 1HO04 1HO3 1HO04 1HO3 1HO04

® 1H04 €340m EVA® (vs €192m in 1H03)

Note: Includes Individuals (Households, Affluent, Private), SOHO (turnover <€2.5m), SMEs (turnover between €2.5m and €50m), Local Public Administration, Non-Profit
Entities and Wealth Management

Figures may not add up due to rounding differences

(1) Ordinary Income (before Extraordinary Items and Income Taxes) / Allocated Capital; annualised

| BancaIntesa (35)




The Best is Yet to Come !
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Today

Re-launching

Knowledge
Building

Strategy Execution

Knowledge
Building

Strategy Execution

Knowledge
Building

Strategy Execution

Knowledge
Building

Knowledge
Strategy Bu‘i’;’dingg

Knowledge
Building

Strategy Execution
Execution

Strategy Execution



