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Customer Retention - 2002
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Customer Assets - 2002
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mentation by Assets - 2002

AUM per December 2002 December 2001 Change

Clstome No. of No. of

Mediolanum it AUM Customars AUM Customers 4AUM

(Eura) (000} (%) (bl (%] (000) (%) (bl % %

High Net Worth >}1,DDU,UDD 04 00 1,3 [ 04 01 0,9

<1,000,000
»= 30,000
< 330,000
»= 100,000

<100,000
Upper Mass > = 50,000 440 58 3,0 : 455 G4 31

Affluent Upper scale 97 01 g4 8o 31 04 18

Affluent Lower scale 268 31 43 : 28 38 46

Mass > < 50,000 6884 004 68 , 6381 803 66

Total 7613 100 168 47 100 16,8

AN per 22088 23,490
custormer




C'”S lomer Segmentation by Assets 2002
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Total
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Customer Segmentation by Assets - 2002
Financial Executives' C ustomers

2001 2002

share of Total Customers ﬂ 10.0% @ 10.0%
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Financial Executives' Customers

ntation by Assets - 2002

AUM per
customer in
Mediolanum

December 2002

December 2001

No. of
Customers

AUM

No. of
Customers

AUM

(Euro)

High Net Worth >

> 1,000,000

(um (%)

L VR

(bin} (%]

0.4 12!
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02 0!

(bl

0,3
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11

Affluent Upper m@

< 1,000,000
»= 350,000

0.7 03

0.4 13!

08 11

0.4

Affluent Lower sc@

< 350,000
>= 100,000

30 454

0.9 29,6

49 65

0,3

Upper Mass >

< 100,000
>= 40,000

B3 75

b3y 167

64 B85

0,4

Mass

< 50,000

79,8 081

0.8 254

39,2 029

0,7

Total

92,6 100

2,9 100

.4 100

2.7

AUM per
customer

31.42




The Bank customers have a miuch higher AUM than the
average customer, indicating the strategic importance of a

customer having both a current account & a stock portfolio
particularly in a down market

Average AUM per F'E. Customer
- AT 37,300 ) 31,400

< The customers of the Financial Executives also have a higher
AUM than the average, indicating that the Financial Executives
- are important to the development of the HNW & Affluent

= segments Average AUM decreased due to the market effect.
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Caorrelation Customer Seniority / AUM - 2002

Y=1,810x+6,664




Cross-Selling Rate - 2002

Products per Gustomer ﬁ/ 2.4 out of 12 products

2/ & This number is not comparable to prior years due to the

redefining of the product categories according to the new
Client segmentation method we are developing (see details in

next slide).

With reference to cross-selling in terms of products per
customer:

> the penetration of Life insurance products is greater than
that of our competitors

> managed account customers continue to incredse




Cross-selling Product Categories - 2002

Bank Accounts

Credit Cards

Stock Portfolio

Mutual Funds

Managed Accounts
Index-linked Life Policies
Life Pension Plans
Other Life Products
Non-life Products
Mortgages / Loans
Multi-channel level of use (0-2)
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M per
customer in
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December 2002

Securities &
Accounts
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Advisor's Customer. Portfolio - 2002
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Customer Demagraphics - 2002
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AUM per
customers
in
Mediolanum

December 2002

Mo. of

Customers AL

Age

Seniority as
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High Net Worth >

= 1,000 000

(ooomy - (54 (bl
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0.4 0,0 13
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== 100000
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= 50,000
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Total

7613 100 16,8

6,2

ALUM per
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. Employees: 44.0%

] Self-employed: 31.4%

Retived: 13.3%

Homeworker/students: 11.4%




. North - West: 30%

W nNorth - Est: 29%

Centre: 23%

South & Islands: 17%




Ek“' '::“-,____:Channe! _ontacts - 2002
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Internet 49%

Teletext 7%

SMS 3%

Call Center Operators 14%

Automated System 27%
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istomer Satisfaction Survey - 2002

& Mediolanum has been tracking customer satisfaction
for 10 years

O The survey is carried out by an outside market
research agency - 'Unicab’ - specidlised in quality
measurements

© In 2001 the research was based on 9,000
telephone interviews

& It measures the level of satisfaction of active
customers with respect to their financial advisor
and to the company




Customer Satisfaction Results
2001 Figures |
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Customer Satisfaction Results
2001 Figures
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