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as of December. 31, 2000 |

Total Customers

AUM with
BM per
Customer

Increase 1998 => 2000
{'o)

Mo, of

Customers AUM

MNo. of

Customers AUM

Mo. of

Customers AUM

{Euro)

[High Net worth™

= 1,000,000

000} (%) [Eurobln) (%)

0,3 0.1 1.1 72

(000Y (%) [Eurobln} (%

02 00 0,3 28

|Afﬂuer'|t Upper ::

= 1,000,000
>= 350,000

2,7 0.4 14 4.2

1.7 03 08 5.1

LIEMT Lovwer

< 350,000
== 100,000

244 30 40

174 35 29

T
]

‘Upper Mass

< 100,000
== S0 000

34 64 2,7

302 61 2,1

Mass

>

= 40,000

8525 847 58

4456 400 4,2

Total

8182 10010 16,0

4851 1000 10,3

AUM per
Customer
{Euro)

24,259

20.709




as of December. 3, '2000 |

|High Net Worth

Bank Customers

ALM with
EM per
Customer

Increase 1999 => 2000

(o}

MNo. of
Customers

AUM

Mo, of

Customers il

MNo. of
Customers

AUM

(Euro)

1.~

|A1‘I'Iuent Upper :;
Upper Kass >

= 1,000,000

Qoo (%)
03 0z

(Euro bim)
1,1

(o)
103

[00a] (%)
02 01

(BEuro bin)
0.3

(%]
4.3

=000, 000
== 350,000

-

1.3

12,5

15 10 0,7

= 350 000
== 100,000

206 97

3.5

33,7

1356 G5 23

< 100 00
== Sl 00

273 130

1.9

1

185

191 136 13

Mass

Hh‘-a_
T

< 2l 000

1597 753

25

24,7

106,5 756 1.7

Total

2103 1000

10,3

100,10

1408 1000 63

AUM per
Customer

48.6820

44 636
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7/ & Customer retention continues to be very good




‘l- - . . @g_
"Average'Seniorityll_ > 5.9 years

> A MThesefigures are relatively lowlinicomparison with those
of other networks




as of [Pember, 31’_." 2000 |

Total Customers

AUM with December 2000

BM per - :
Mo. of
customer ALUM Age Zenio rrlfy as ELI?II'I ¢85
Med client Lines

Customers Products

[Eura) ooy %) [Euroblny o (%) YEENS years . e,
|High Met Worth > = 1000000 03 0,1 1,1 [ a0 a4 25

amuentupperscais>| < 100000 | 27 04 14 92 || sre 74 2.7

< 350 000
Affuent Lower seals>{ <2000 | (244 39 40 209 || w2 74 26

= Q0 oo
' 394 27
= 50000 ; £, : 18,1 51,7 73 24

< 20,000 85256 Bo2 58 28,6 : The 1.5

Total 6192 1000 15,0 1000 , 54 1.6

AUM per
customer 24.2890
{euro)




/A Reiﬂsl Iﬂln‘ Is!for this limited share are: %

k.

> Lower Age of our customers

> Significant amount of investments.in fnsta!mﬁﬁf Plans
> Fewer advisors'with retail bank front-office experience (FE.)

But this segment is rapidly growing!
MGFOWEh FateOFthiSSegmentsI— > +42%

b

7 S vs. +25% of total customer base

Y




*ﬂswéﬂff"'ﬂ“tf > 154%

Share of New EFfﬁE"JEQ% 21 -

A Srhetcontribution made by Financial Executives appears to
be.a determining factor in terms of the guality of the
customer base




as of Dﬁcember 31, 2000

Share fHNW/Afquent segments
*a'm*é

lH‘Biﬂnk Costomersil—,

‘\.,!'.-"'

7/ AR This Eorifirms the importance of theicurrent account -
together with the security deposit - in fostering asset gathering




Z/83 Cans;demgthe dilution effect created by.the mﬂux of the

new cus'r-ﬂmers (+5 2/} who generally join withia fau?ér average

AUM reﬂéct:ng the [fact'that the Financial Executives show higher
penetration in the HNW / Affluent segments
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7/ s With reference to business lines penetranon inttneYcustomer

segments:

> the penetration of Life insurance is greater than that of our
Cﬂmpﬁfﬂf’s ﬂﬂd"

> however; the managed accounts have.a limited presence, and
we are currently working to increase their numbeyr substantially




as of Dﬂcember 3]’_ 2000

Financial Executive's Customers

AUM with
BM per
Customer

Increase 1999 == 2000 _

(%o

MNo. of
Customers

AUM

MNo. of
Customers

AUM

MNo. of
Customers

AUM

{Eura)

|High Net Wurth>

= 1,000,000

(00D} [%a)
01 03

(Eura bin)

06

(%)
265

(000] (%)

o0 03

(Euro biln)
0,1

()
120

‘Afﬂuent Upper E

= 1,000,000
== 250 000

e 14

03

14,3

02 14

0,1

129

< 350,000
== LI UL

35 a4

06

274

14 42

0,2

47

T

‘Upper Mass e

< 100,000
== 20,000

40 495

03

12,5

18 111

0,1

Mass

,,-‘f

= 0,000

335 803

04

19,3

115 750

0,1

Total

41,7 1000

22

1000

14,7 1000

0,7

AUM per
Customer

{(ELro)

52.874

46 165




as of [Prember, 31_:”' 2000 |

Total Customers

ALK with
BM per
customer

Cecember 2000

M- of
Customer

AUM

Securities
& Accounts

Life
Insurance

Discret.
Accts

{Eura)

{'000] (%)

tEuro blmy (%)

(%)

()

[%)

High Net Waorth >

= 1,000,000

03 01

1.1

1

f2

67,2

12,0

g,0

Affluent Upper 5-::39\&/»

< 1,000,000
>— 350 000

27 04

14

8.2

palls

29,8

= 250,000
== 100 000

244 379

40

200

29,1

= 100,000
== 50,000

34 64

2,7

202

33.3

= 50,000

8b26 842

6,2

16,3

50,3

Total

6192 1000

15,0

224

36

AUM per
customer
{eura)

24.269,0




as of December 31’ 2000

A“era!lﬂ Nn of [:ustn
e P Advlsnr E> 113

\

—.No..of Customer,
LicensedAdvisor > 4

. P g o8 G

No..of Customer 28
per Non-Licensed Advisor™

:J The number of customer per.advisor varies with seniority
and 'growth'at an average rate of 30 customers per year per
advisor




as of chmer 31, 2000

w-en.?.'r.‘i‘;ﬁé"i",?;fr: > 4,700 Eurd peea

e

> Also ‘the AUM per. customer varies with seniority

> The fasterﬁgmwth of AUM per customer with seniority < 3 ys
Is"likely due to the significant impact made by the Bank and
the Financial Executive project

Average Growth Rate K.
— per ustnmer 2,300 Elll‘l] f-"e"’ ye,.«.-;;r -

\




Avg AUM (Euro)

70.000

60.000

50.000

40.000
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fE—

=
Y=2,540.6x+4,841.5

Y=4,708.9x+19,189

8 10 12 14
Customer Seniority (years)




; e . ' I}ﬁ: b
0) Mediolanum’ has been tracking customer: satisfaction
for almost 10" years }wg
o i i ‘ﬁ,

0) Tihe Survey is carried out by an ou t_sfde%“marke_t
research dagency - 'Unicab’ - specializedgin guality,
measurements '

0 In 1999 the' research was based on 9, 000%telephone

- -

nterviews

Ot m'

measures the leveliof satisfaction of active
customers related to. their: financial advisor and to
theXcompany




1999 Figures

CustomersgDissatisfied:
— —with'the Advisors

Customers ‘Dissatisfied’
- “with'the Company

B

fustonersiSatsiicinr—> 82.5%W

Eugtnmers'igﬂtiSfiEd' 11.2%

| '-* I i [ _ |
—==with'the’'Company Y
el 4




1999 Figures

#F

g-"-—h e Companyi—> 71.2% ) o
’, B Contacted hy:ﬂ:&"ﬂ:&"]@ 96.6%
nntal:tml 1%'.}.'; eqfdﬁn;::g:.:> 33 “%

> The level of satisfaction withithe Company increases d:recﬂy
as rhat‘requenfy of contacts with the Financial Advisor
increa Ses 40 g

> The sae .happens for tthellevel of sensejof security for the
INVestments

> This confirms how imporitant the role of ithe advisors is with
respect to the relationship with the customer




tﬂgether thffcunmbunon made by existing adwsurs and ™ b
their. customers:to that of the new advisors (whowill be %

) We have ::;ssumed (on an yearly basis):

> a customer retention rate.of 97%
> a new advisor growth, net of turnover, of 1’5/ (last’s ys avg)
>a growth of customer no. per advisor of 30

%r vthjof.customer AUM of 2,300 Euro for the advisors
w;t ?Cu:ggﬂrﬂy S 3 ys.of .seniority

rowth of customer: AUM of 3,500 Euro for the advisors
w;t currently < 3'ys of semonty or for the new recruits of
the next 5 ys




& The conclusions'of. the study indicate that.in
Mediolanum’ should have at least:

QE:VE ars time

Total AUM|(Euro'million) ‘:> 51,“6 +3[|7%

This is the fnheg_ﬁ'gt ialgsgrowth that does not include any performance
improvementsiinproductivity, turnover; retention, avg no. of
customerstper advisor, higher AUM's per customer; higher
penetration in the upper segments.




