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Banco Santander, S.A. ("Santander") cautions that this presentation contains forward-looking statements. These forward-looking statements are found in various places throughout this
presentation and include, without limitation, statements concerning our future business development and economic performance. While these forward-looking statements represent our
judgment and future expectations concerning the development of our business, a number of risks, uncertainties and other important factors could cause actual developments and results
to differ materially from our expectations. These factors include, but are not limited to: (1) general market, macro-economic, governmental and regulatory trends; (2) movements in local
and international securities markets, currency exchange rates and interest rates; (3) competitive pressures; (4) technological developments; and (5) changes in the financial position or
credit worthiness of our customers, obligors and counterparties. The risk factors that we have indicated in our past and future filings and reports, including those with the Securities and
Exchange Commission of the United States of America (the “SEC”) could adversely affect our business and financial performance. Other unknown or unpredictable factors could cause
actual results to differ materially from those in the forward-looking statements.

Forward-looking statements speak only as of the date on which they are made and are based on the knowledge, information available and views taken on the date on which they are
made; such knowledge, information and views may change at any time. Santander does not undertake any obligation to update or revise any forward-looking statement, whether as a
result of new information, future events or otherwise.

The information contained in this presentation is subject to, and must be read in conjunction with, all other publicly available information, including, where relevant any fuller disclosure
document published by Santander. Any person at any time acquiring securities must do so only on the basis of such person's own judgment as to the merits or the suitability of the
securities for its purpose and only on such information as is contained in such public information having taken all such professional or other advice as it considers necessary or
appropriate in the circumstances and not in reliance on the information contained in the presentation. In making this presentation available, Santander gives no advice and makes no
recommendation to buy, sell or otherwise deal in shares in Santander or in any other securities or investments whatsoever.

Neither this presentation nor any of the information contained therein constitutes an offer to sell or the solicitation of an offer to buy any securities. No offering of securities shall be
made in the United States except pursuant to registration under the U.S. Securities Act of 1933, as amended, or an exemption therefrom. Nothing contained in this presentation is
intended to constitute an invitation or inducement to engage in investment activity for the purposes of the prohibition on financial promotion in the U.K. Financial Services and Markets
Act 2000.

Note: Statements as to historical performance, share price or financial accretion are not intended to mean that future performance, share price or future earnings (including earnings per
share) for any period will necessarily match or exceed those of any prior year. Nothing in this presentation should be construed as a profit forecast.

Note: The businesses included in each of our geographical segments and the accounting principles under which their results are presented here may differ from the businesses included
in our public subsidiaries in such geographies and the accounting principles applied locally. Accordingly, the results of operations and trends shown for our geographical segments may
differ materially from those disclosed locally by such subsidiaries.
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Since 2011 we have been running to stand still: revenues and capital under
pressure by macro cycle, interest rates and regulation...

Data in € BN 2011 2014 CAGR
Revenues 44 43 -1,3% ..
It is time to reverse the
trend and upgrade the model:
Costs 20 20 0,2%
Provisions 11 11 0,0%
i
PBT 11 10 -3,5%
A INCREASE ROTE to support...
Loans 750 735 -0,7%
i
RWAs 566 585 1,1%
m e BUSINESS GROWTH
CET1 6% 10% « DIVIDEND GROWTH
ROTE 16% %D yrote Y g J | e CAPITAL ACCUMULATION
v .
(1) FL criteria applied(e) (2) BIS Ill and after capital increase
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Our priority is revenue growth while keeping focus on traditional “discipline”
measures (cost, risk and capital)

REVERSE REVENUE
TREND

OFFENSIVE LEVERS
TRANSFORM THE

COMMERCIAL MODEL

... WITH THE SUPPORT OF
OUR CORPORATE CENTRE

WITH LOWER COSTS
AND BETTER SERVICE

LLI
-
o
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>
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o
o
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A LESS CAPITAL
INTENSIVE MODEL

DEFENSIVE LEVERS

COST OF RISK NEEDS TO
BE STRUCTURALLY LOWER

——

Improve profitability while growing revenues will set winners apart from the rest...
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Transforming our commercial model:

Our revenue levers
E. . REVENUE

Higher fee
GROWTH

business

W D. Focus on

Customer highly

customers banking satisfaction profitable
J\ segments }

with a

CAPITAL LIGHT
MODEL

A.

[ F.

More loyal Digital

Gain

market share
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Our commercial model has served us well through crisis but looking forward
we need to transform and adapt it to the new environment

We need to change the way of doing banking

FROM:

Typical mass market approach A more customer friendly model

e Complex e Simpler
e Expensive

Cheaper and efficient
e Capital-intensive

Helping people and businesses prosper :
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More loyal
customers

o Our biggest upside is to gain the loyalty of existing customers

A large potential to convert customers ) )
g pinto loyal customers * A loyal customer is much more profitable

. °

X4 Rretail

]

| (Dec’14)
Y
117
| X4 svies
X5 Corporates
 Making customer loyal is cheaper than
getting new ones
Total Retail & Active
customers’ Commercial customers®’ customers? * Earning the loyalty of our customers is our
top priority and the core of our strategy

customers

(1) Retail & Commercial + SGCB +SCF
(2) Customers that have a minimum level of activity with the bank, which we defined as a minimum credit or deposit balance or a

minimum number of monetary transactions in the last 3 months. The threshold depend on the segments

(3) Customers that have a primary relationship with the bank. The requirements for a customer to be considered loyal include a
minimum product holding and a minimum number of monetary transactions per month. The threshold depend on the segments
— " _~ 6 Simple | Personal | Fair H\IXYESZB(%E
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More loyal

@ We need more loyal customers: increase transactionality __ customers

Churning customers is a To make a customer loyal we need to
losing proposition increase our transactional relationships ’

We have launched indicatives transactional customers

Example: !L—__” MM_,‘ 11.5MM | Example:

Mexico 2014 Mexico i i
Dep.+ funds Consumer i Payroll ! Credit Card
New Customer Customer churn I i
e The first step to add new customer is not to
lose existing profitable customers ~ i
Example: D N . ] .
: 3 14% I
e Itish Brazil 8% . — —
is DX cheaper to engage a customer than to - BA
capture a new one Dep.+ funds Consumer i Payroll i Mortgages

— e INVESTOR
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http://opcionis.com/blog/como-domiciliar-una-nomina-en-el-banco-santander/domiciliar-una-nomina-en-el-banco-santander/

More loyal
customers

-

@ Our goal for 2018 is to have 18.5 million loyal customers

Retail Loyal Customers
17

(MM)
13 14
Total loyal customers .
n(I\/IIVI) I [
A/) '15(e) '16(e) '18(e)

15 SMEs, Corporates & Institutions Loyal
13 14 I

Customers
14 '15(e) '16(e) '18(e) J I I
'16(e) '18(e)

'"15(e)
Helping people and businesses prosper =
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could grow

c. + €3bn

(|V||V|)
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Our aim is to become the best retail
bank in Spain

More loyal
customers

Challenger bank with fundamentals
in place for profitable growth

Retail Retail (V)
Build long-lasting Grow active and loyal 4.0
customer relationships 2.0 customer base _ 2.7
» Become the primary bank of 0.8 * Lead the sector
our customers / consolidate transformation in Brazil / the
leadership in affluent segments ' challenger bank
1H'15 18(e) 1H'15 18(e)
SMEs & corporates SMEs & corporates
Be the reference bank Grow selectively to maintain
for SMEs & corporate 0.5 strength in risk performance 0.5
2 0.3
* Consolidate leadership in large 0 . -
ies/ SME * Reinforce specialised models for
companies/ grow > SMEs / foreign trade business
1H'15 18(e) 1H'15 18(e)
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@ Digitalisation is a 2X1 enabler for banks that integrate it well into | Pisital banking
their business model

O + (1 >

Opportunity to increase Opportunity to reduce costs and . .
. . . . Digital customers are valuable
contact with customers improve processes efficiency
° Mobile customers  Optimise branch network — More revenues and
contact the bank :
. : 5y more profitable
e Reengineering of

12X per month -

processes = Lower cost to serve

VS

Better customer

4X ordinary customers knowledge

Enhanced customer
experience

e Digitalisation enhances
customer experience
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Q What we want to do in our digital / multichannel proposition: i bt
~ effective digital solutions

Leverage on the strength
and solvency that
Santander offers

. | Offering the best
Tﬁk = customer experience
- through all channels

R o Digital is not just another

o Move along with our
customers

0 A targeted multichannel
proposal

...we aim to lead the mobile

proposition in each country channel ... thinking digital

also in processes, marketing,
operations ...

DORFINENEIS Helping people and businesses prosper — —%E:”::* — 11 Simple | Personal | Fair H\IXYESZB(%E




Q Digitalisation gives us a huge opportunity to engage customers

FROM... 15Mm =
digital customers*
]

Digital banking

&2 TO..30MMm =

D digital customers*

5.5mm - 1emm
Mobile users | \ Mobile users

15% >30%
\ Sales of the Group done

Sales of the Group done
in digital channels

in digital channels

(*) Customers connect with the bank over internet or via smartphones

Helping people and businesses prosper
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@ Digitalisation of processes have a direct impact on service: | Digital banking
An effective digital proposition for everyday needs

Examples of Customer’s Onboarding process improvement /simplification

E Current account opening process EIE Current account opening process
M—
PREVIOUS... TODAY PREVIOUS... TODAY
e Account: D+8 : ...to leaving the office
From taking up to 6 days 8

 Cards: D+16 D+1* v e sllerelhe e o with the account
* Channels: D+22 apccour:lt P activated and operating
* Access code: D+28 the contracting day

Current account opening process @I SME credit

PREVIOUS... TODAY PREVIOUS... TODAY
Asking a customer to sign
6/8 pages of an account
opening contract (paper
based process)...

...only 2 signatures . ...to a tablet based digital
(tablet based digital ) B2 U LA process: 48hrs from

process... s
process) application to cash

(*) D+1 = 24h

— e —— INVESTOR
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@ Examples of digital initiatives

R A Driving customer loyalty by delivering

ki value-added digital solutions

e +50% increase in mobile
banking users

e 1 out of every 3 new account

opened via our digital channels

r A new way to 2

A pay is here N

* Focus on mobile propositions: _ ,
& Santander [ Pay

Apple Pay / Spendlytics / Cardlytics

Digital customers

Digital customers? (%)

Digital banking

Digital innovation oriented at

increasing mobile customers

e Mobile cash loan in 60 seconds
e Mobile deposit app

* Mobile pay application /cash
from ATMs

Digital customers? (%)

Digital customers
(MM)

(MM)
o
il 58% LEXE
(1]
22% . 1.8 2.5 .
1H'15 18(e) 15(e) 18(e) 1H'15 18(e)
(1) Digital customers as a percentage of active customers
- — o ————
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Customer
satisfaction

-

@ |mprove customer satisfaction across the board as part of our

operational excellence targets

Example: Santander customer surveys

We continuously conduct customer surveys to
monitor how we can better serve our customers
so(y of very satisfied customers have more
O than 4 classes of products

93% want to continue banking with us

88% recommend our services

e A satisfied customer transacts more

e ...is more loyal

94(y of very satisfied customers have more
O than 3 classes of products

99% want to continue banking with us

e ... profitable

* and recommends our services to
potential customers

92% recommend our services

—_— “ 15 Simple | Personal | Fair H\IXYESZB(%E
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Customer

@ Our goalis to become top three in customer satisfaction across  satisfaction

geographies

3 main drivers for customer
experience o Continuous improvement in
/N channels and products

Satisfaction

__________________________________________________________ Main
g \\‘
I - , :
Ml Product / Price | | Image : actions
1
i 1
: Price/quality * Operating e Strength /solvency
. ) 1
I balance incidents * Innovation ! Customer experience
: Pricing vs * Speed/Agility « Global/ I .
] " - . e ! transformation
: competition * Digital banking / international : -
i ATMs i
1 1
\ ’

Customer satisfaction: We measure it, we follow it and we make it a big part of top
management incentive programme

— ——_-"""""—”‘": _— 16 Simple | Personal | Fair B\IXYESZB(%E




Customer

Q_ A greater focus on high growth and profitable segments satisfaction

(with significant fee opportunity)

Affluent / Private Banking SMEs & corporates Network banking

Total world trade flows: USS18trn

* Global value proposal for high-income

customers M / 091,'\- 23% of trade flows
& \ within Santander
Santander | seLecT

regions?
& Santander

“ @o Santander
PRIVATE BANKING market share
@ e Advantage of a local bank within an

* Focus on AM: Santander AM + sarancer [ international network
Pioneer?

* New products for HNWI

* Local competitors cannot provide
similar international service

High potential growth High fee generation

(1) Deal is pending on regulatory approvals (2) Santander footprint. In the case of the US: considering all states where Santander Bank operates

m—— — e T
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High profitable

@ We are working to be the main bank on the key commercial _ segments
corridors within the group: Significant upside to capture trade flows

We aim to be the dominant

player in corridors with
presence on both sides

Corridor

& & [ Example: Spain - UK

SAN Spain sends €14bn to UK

SAN UK receives <2%... ¢.98% go to other banks

HOW?

* Improve technological and operational capabilities:
focus in connectivity

* Specific trade corridor initiatives @

SAMNTANDER

e Customer support to internationalisation PASSPORT
SAN TARGETS
: : CAGR 12%
2014 2018 vs
| Trade growth CAGR 4%
~ €1.5bn €2-2.5bn . -

International Business is a lever to acquire customers,
increase engagement and market share

Helping people and businesses prosper

INVESTOR
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High profitable

@ We are a global leader in consumer finance (a state of the art | segments
- consumer finance monoliner model)

Santander Consumer is in a unique position to deliver high yielding assets in
a low interest rate world

& Santander Example:

* Leader in captive and non captive auto lending SCB Germany is the consumer
& * TOP 3 positions in all key European countries finance leader in Germany
Santander
——— * TOP5inUS * #1 Consumer finance player (14% m.s.)
* Strong positions in Brazil, Chile, Peru...  #1 in Durables financing (>40% m.s.)
& Santander e  #2 in Auto financing (15% m.s.)
FaNAENTOS R Y e gl i
e SCfinances agreements with retailers POS  #3 in Credit Cards (4%)
Total loans
| > €100bn * An advanced platform for converting indirect
. customers into direct ones
RoRWAs > 2% * TOP 3in all core European markets

. _ — i . — INVESTOR
DREREREISE Helping people and businesses prosper — —————————— !¢ Simple Personal [Fair pay2015




@ As aresult of upgrading our commercial model we expect to grow | Feebusinesses

our fee businesses...

Fee generating businesses are key in a low rate and high capital demand world

Fee model of each country shows Fees as % of revenues | More loyal customers
different level of maturity Jun’15 | 0

SAN! Peer #12 A greater focus on high growth & profitable
) (o Argentina 33% 36% segments
High 0
§ Portugal 29% 24%
@ Poland 24% 29% Network banking
& spain 25% 23%
Medium @ Mexico 259% 29% ‘s Group: Fees as % of revenues
& Brazil 27% 36% c. 10% CAGR of fee
income 2015-2018
& Cchile 14% 18% e —--e
ANk 0/ - - = =
Low & uk 17% 29% -
£ ys 21% 32% - - - - -
1H'15 15(e) 16(e) 17(e) 18(e)

(1) Local criteria
(2) Best banks in fee: Banco Galicia, Millennium, Barclays, M&T, Pekao, Itau, Banamex and Banco de Chile (3) Santander US Bank

Helping people and businesses prosper """ —————__— 20 Simple | Personal | Fair H\IXYESZ.B(%E




Market share %

@ and we expect to gain profitable market share: We are focused

Gain market
share

on the profitable segments in each market

Large market shares deliver higher RoTEs

Comparison between local banks (1)

In a low growth world where rates are low,

scale is paramount

25 . Higher market
Direct correlation #1 # share deliver * We already have critical mass in our core geographies
between market % ‘53' higher
- share and profitability profitability e We want to gain profitable market share in all of our
markets
#_1 \ #1 e Special focus on
s om ®
4 S - & e Corporates, SMEs / Midcorps
#6 e Ty . .
10 | ) £ | | e Affluent / WM / Private banking
® w #3
* Insurance / AM
#6 #3 & /
Lower market ) * International business / trade finance / Network
share deliver #6 banking
lower @ N
0 profitability - # | Market position e Greater mass market scale in UK / Spain / Brazil /
0 5 10 15 20 25 Mexico
RoTE % —




Gain market

@ Each country targets different segments for profitable market share
share gain
Example: We are already gaining market share in all our
P : : markets over the last year
“ N e+ Primary c/a, credit card
s June 2015
e SMEs Strong Loans market share Deposits market share
Position? growth yoy bp growth yoy bp
e Private banking and Select .
# @ +30 +100
:hi * Current account #3 @ ‘5 ‘9
e SMEs, WM and insurance
#3 +47 +84
- el +88 +89
* Agro segment P
# w + 150 + 110
e Acquirer business / Cards (agreement with Elavon)
e SMEs / Midcorps #4 & + 60 =
_ #1 O + 44 +26

(f,) * Payroll accounts
#3 +23 +30

Demand deposits and term deposits

(1) Brazil: Only private banks; Argentina: Private banks; Portugal: Only private domestic banks; UK: UK banking (2) SMEs - @ -

Helping people and businesses prosper = — ;_ 22 Simple | Personal | Fair B\IXYE'%B(‘}E




In short, focus on EXECUTION on the revenue side

Improve profitability while growing revenues will set winners apart from the rest...

) | Higher |
‘ OFFENSIVE LEVERS fee business
€ REVERSE REVENUE

Digitalisation / » TREND «” Focus on highly —_
mobile banking | TRANSFORM THE profitable segments |

COMMERCIAL MODEL

Increase
market share

Customer satisfaction

J

Helping people and businesses prosper E— —_— ——_~ 2 Simple | Personal | Fair H\IXYESZB(%E




Our defensive levers

D.
...with the support

A less capital
. . of our corporate
intensive model
centre

C

A. N B.
Cost of risk

Lower cost & better

service structurally lower

—— - 24 Simple | Personal | Fair I[I)\IXYESZB(%E
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@ Operational excellence: delivering a better service at a lower
cost, adding value to our customers

Control cost

Efficiency plan target (EMM)

Cost frugality is a need in the industry

 We aim at a C/I ratio below 45%

One year ahead * More efficient
.. 1) .
e Positive jaws of schedule 3,000 IT&O/ factories

model

 Digital, infrastructure and regulatory 2,000 e >2 ,000  Corporate centres

investments financed by BAU savings L
1,188 Distribution model

1,000
e Saving in distribution network Local cost
J initiatives
e Corporate centres / factories / IT

2014 2016(e) 2014  1H'15 2015(e) 2018(e)

e Aim: Costs at around inflation Original plan Savings achieved New Target
(1) €3bn by 2018 vs. 2013
. . — —_— : .. INVESTOR
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@ Ourgoalis a cost to income ratio of less than 45% by 2018

low growth environment

[ Cost control is ever more important due to current J ¢/l % (2018)

@ Spain c.50%
< ® Portugal <45%
| & UK <50%
2
2 SCF c.42%
8 © 6
(V] —
g % USA c.37%
>
< | o Cost @ Poland <40%
| management —/ Investment to meet _
p| 2s profitability regulatory i @ Brazil 37%
. lever i —
E | ) requirements 7
‘ " (2) Mexico <37%
Below inflation Below revenue growth ‘ Chile <42%
Cost growth (real terms)
(. Argentina 50%
POSITIVE JAWS S Group <45%

— e INVESTOR
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@ Our Advanced Risk Management model will enhance our | Risk |
~ low-to-medium risk profile

In a low-rate environment cost of risk has to be We will expect to improve our
managed as any other cost risk quality over the next years
5.2%
4
NPL 4.5%
) S-Q;A//\\“s-_

FROM a solid risk management model...

———

* Forward looking approach:

TO ADVANCED RISK risk adjusted pricing
| - Dynamic risk approach

 Holistic approach to risk Cost of risk 2.4%

\ o 1.6% 1.7% . Bt
| 1.4% 1305 | |
--—--_--‘

ARM aims to a lower cost of risk across the cycle

incorporating new sources of risk

O Average 2015, 2016, 2017 and 2018

Helping people and businesses prosper ""{-__—__— _&—-—-w*;ﬂ 27 Simple | Personal | Fair H\IXYESZ.B(%E




o We have a simple, low risk and highly diversified model that is
well capitalised

RWA / Total assets (%)

AQR impact on CET1 (b.p.)

Lower minimum capita

ratio requirement...

SAN: Conservative RWAs calculation

C1
C2
C3
c4
C5
Ccé6
C7
C8

o

C9

C10
Cl11
C12

122%

|

| 25%

| 27%

1 28%

1 30%

31%

|

1 36%

| 42%

46%

46%

46%

| 47%

|

| 51%

|

SAN: Lowest adjustment among peers

o

DB

BNP

C. Agricole
Unicredit
BBVA
SocGen
Intesa

ING

Commerzbank

4

Intesa
&
BBVA
ING
Unicredit
SocGen
BNP
DB
Lloyds

Barclays

HSBC

Capital
Efficiency

...and lower G-SIBS
surcharge than peers

=

Wells Fargo
BBVA

RBS

BoFA
Barclays

DB

BNP

HSBC

JPM

1.0%

| 1.0%
| 1.0%
| 1.5%
| 1.5%
| 2.0%
1 2.0%

| 2.0%

| 250

| 2.5%

Helping people and businesses prosper
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. . . —
@ Capital needs to be allocated more efficiently than pre-crisis:
focus on a capital light model | |

Capital invested in most
profitable segments

Target (middle single digit RWA growth)

Asset growth > RWA growth

Loan growth > RWA growth

Our capital golden rule Profit growth > RWA growth

We are transforming our “capital model” so as to ensure that we accumulate capital,
grow our dividend and support our business growth

Helping people and businesses prosper g __i—:’::ﬂ. 29 Simple | Personal | Fair H\IXYESZB(%E




@ Our countries are focused on improving RORWAs
- iciency

| 2015(e) vs 2018(e) RORWAS |

18%
Higher COE requires

16% ) @ higher RORWASs

14%
2 | |
‘5 12% 1 ) ‘§’
\_ - y w
2 10% | ,
(72}
o
O i

8%

6%

4% :

0.5% 1.0% 1.5% 2.0% 2.5% 3.0% 3.5% 4.0%

RoRWASs —

Helping people and businesses prosper = ———————— 30 Simple | Personal | Fair H\IXYESZ.B(%E
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Finally, a leaner corporate centre structure to improve accountability
and transparency: Focus on adding value to our subsidiaries

The value of our corporate centre

Our adding value corporate centre

leverages the group’s 47% C/I ratio

2 = & B
= 9
By
)
%
-

_ Subsidiaries

S (T
& = )

...The group is worth more than |
just the sum of its parts

COSTS
Strong global brand

Global economies of scale
Best cost practices
Global factories and IT&O

Group-wide digital transformation

REVENUES
Strong global brand

Best commercial practices
Global connectivity

Best talent & international team
Global commercial initiatives

Group-wide digital transformation

Corporate
centre

GOVERNANCE

Global control framework

e Risk, Capital, Liquidity,
Compliance, Auditing...

Central control / monitoring
Strategic decision-making
Shared corporate infrastructure

Corporate culture

Helping people and businesses prosper
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@ The corporate centre adds value in multiple ways

The value of our
corporate centre

“ -

= ¢

/ COSTS

e A centralised purchasing platform
e €4.5bn purchases centrally managed

e Average cost saving of c.10% per year

Global scale economics
e Negotiation with big brands
* e.g.payments
* e.gsuppliers
* Global factories & IT systems

e Cheaper systems

e Cheaper digitalisation costs

\

/ REVENUES \

Corporate centre’s divisions generate
business to our subsidiaries

* Global Corporate Banking network

e Commercial Banking division /
connectivity

International Desk

BREA@:THROUGH

 Aninternal cyber security reference
model

Best practices

e NeoCRM in Chile, Select in Spain,

\_ /) \_SMEs in UK, 11213 world )
Helping people and businesses prosper ,,_...":I : —_— e m Simple | Personal | Fair H\IXYESZB(%E




As a result of these initiatives we have a set of Commercial targets

2018 Target

Total loyal customers

33 Simple Personal | Fair H\IXYESZB(%E

(1) Spain, Portugal, UK, Poland, Brazil, Mexico, Chile and Argentina. The U.S.:approaching peers
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Macro environment / Financial targets

A dual macro- financial environment

Developed markets recovery is established

DMs
G ) <p. °© Europe periphery recovers fast
W * Cost of risk coming down across the board

W& » Cost of risk 1.3% 1.2%()
=

Emerging markets are facing some cyclical
adjustment

e Though keeping structural L-T growth e ROTE 11.5% c.13%

e Currencies are a source of P&Lvolatility = R oo

m 2018 Target

e C/IRatio 47% <45%

Global macro e FLCET1 9.8% >11%

* Global growth continues to be below pre crisis

EMs
@ level (and below potential?)
O e Cash Dividend Payout  30% 30%-40%

e ..and as aresult interest rates might stay lower

™ forlonger W e
O ‘*’ In summary, short-term market uncertainty * Increasing EPS, reaching double digit growth
with long-term potential by 2018

(1) Average for 2015 - 2018

— —_— - INVESTOR

Helping people and businesses prosper = ————————— 3 Simple[Personal [Fair jay5015




Closing Remarks

Helping people and businesses prosper
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Our business model has worked well but needs adapting to the new environment

to reach our 2018 targets

OUR PRIORITY IS REVENUE GROWTH: We are upgrading our commercial model

o REVERSE REVENUE TREND IMPROVE PROFITABILITY

* More loyal customers
e Digital banking
e Customer satisfaction

+ * Focus on highly profitable segments
i
* Higher fee business

e @Gain market share

e COST: Lower costs & better service
* RISK: A cost of risk structurally lower

* CAPITAL: A less capital intensive model

o MAINTAINDING DISCIPLINE Cash dividend pay-out

RoTE FL CET1

Increasing EPS JCLlt1 (R0 [T:4]:
growth by
2018

Helping people and businesses prosper

”:’“_— - 36 Simple | Personal | Fair I[I)\IXYESZB(%E




Our 2018 targets

= Top 3 bank to work for in the majority " 17MM retail Loyal Customers
of our geographies = 1.6MM loyal SMEs and Corporates

= Customer loans growth above peers
= All geographies top 3 in customer service*

= 30MM digital
customers (x2)

“To be the best retail and * ¢.10% CAGR of fee
commercial bank, earning the income 2015-2018
lasting loyalty of our people,

" People supported in our customers, shareholders and = C/1<45%
communities: 4.5MM 2016-18 communities” = 2015-2018 average cost of
" ¢.130k scholarships 2016-18 Shareholders risk 1.2%

" ROTEc.13%

= Increasing EPS, reaching double digit
growth by 2018

=  30%-40% cash dividend pay-out
" FLCET1>11%

™

* Except for the US — approaching peers

— e —— INVESTOR
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The transformation of our commercial model and a diversified and growth
portfolio should allow us to grow our business and TBV more than peers and in

a more sustainable way
EPS growth, capital accumulation [ Growth ‘ Utility Emerging
and dividend growth bank Bank Bank

RWA n
5-6% 1-2% 10%

growth

Sustainable growth

and dividend growth .
Dividend 4-5% 5% 39,

EMs

Growth but
more volatile

TBV

Retained

Capital +3% 3% 2%

DMs
Dividend Yield

[ TBV growth l TBV growth l TBV growth
Years +8-9% | +4-5% ) +12% )
Banking sector will have an interest rate dividend . . . .

when rates go up Sustainable profit and dividend growth
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Key takeaways of our Investor Day

Revenue growth is our priority: We are updating our commercial model around customer loyalty
(Revenue growth sets winners apart from the rest in a low growth environment)

We cannot forget traditional cost, risk and capital discipline: This is a necessary condition
to compete

Emerging Markets have a L-T structural advantage... despite volatility on the way

We feel confident that beyond S-T uncertainties, we can deliver on the
targets

Helping people and businesses prosper :

I 39 Simple Personal | Fair INVESTOR
__.-———_——__—_—_‘-I-.\ e ——

DAY 2015




Simple | Personal | Fair



	Número de diapositiva 1
	Número de diapositiva 2
	Since 2011 we have been running to stand still: revenues and capital under pressure by macro cycle, interest rates and regulation…
	Número de diapositiva 4
	Número de diapositiva 5
	Número de diapositiva 6
	Número de diapositiva 7
	We need more loyal customers: increase transactionality�
	Número de diapositiva 9
	Número de diapositiva 10
	Número de diapositiva 11
	What we want to do in our digital / multichannel proposition: effective digital solutions
	Número de diapositiva 13
	Número de diapositiva 14
	Número de diapositiva 15
	Número de diapositiva 16
	Número de diapositiva 17
	Número de diapositiva 18
	Número de diapositiva 19
	Número de diapositiva 20
	As a result of upgrading our commercial model we expect to grow our fee businesses…
	Número de diapositiva 22
	Número de diapositiva 23
	Número de diapositiva 24
	Número de diapositiva 25
	Número de diapositiva 26
	Cost control is ever more important due to current �low growth environment
	Número de diapositiva 28
	Número de diapositiva 29
	Número de diapositiva 30
	Número de diapositiva 31
	Número de diapositiva 32
	Número de diapositiva 33
	Número de diapositiva 34
	Número de diapositiva 35
	Número de diapositiva 36
	Número de diapositiva 37
	Número de diapositiva 38
	Número de diapositiva 39
	Número de diapositiva 40
	Número de diapositiva 41

