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Mediolanum Product Line Integration

Life
INSHIance
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personalized solutions




Mediolanum Mission
Yo provide families
with advice
to eNHance
their JInancial resources

and Sdt/gf y

Lhelr InSurance, pension,
savings, banking

and investment NECAS -




Mediolanum Business Model
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Mediolanum Business Model
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Mediolanum Business Model
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all financial needs from

one Source, one professional




Mediolanum Assets under Administration
Consolidated Euro millions

85 86 87 88 89 90 91 92 932 94 95 96 97 93 99 00




Definition of "Distribution’

The process of gtting products
Jrom Jac t‘ory to consumer”

the Consumer? the [talian Howsehold
I

/
20 milhion HIH

of whom 70% have money to invest
|

/
2.500 brillion Euro




Multi-channel' Integrated Bank Model

Exclusive
Advisors

ITelephone

Tele-text Sotcies

« iIntegrates all points of contact’
c optimises added-value & convenience




Multi-Channell Integrated Bank Features

s Same password jor all channels

s aff c/ragme/,s are acceggfb{e Lo the cystomer
according Yo needs & desires

s marketing promores the use of the advisor

»customer 18 gquided to the lower-cost and
more value-added channel Lhrough
Sophisticated pricing

sone statement 1temizes all transactions
made on all channels




The Virtuous Triangle

Iele-text

internet

Customer,
Service |

esktop .
GComputer




Mediolanum Business Model
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» more solid client relationship
» Increased client loyalty




Channel Management

each chamnel 1s run as a busmess line

the manager champlons the
cause of the unit

7L,
» participates in creation of PrICING moaels
> Lakes ownership of the tecﬁ/fo/ogy
> manages all investments




Pistribution Network

No. of Agents
SiUBIlZ 31.03.01 GHange

» Licensed
Financial Advisors

» Non-licensed
Financial Advisors

Banca Mediolanum®
* o/w Financial Executives

Partner Time

JOTALNETUVIRR




Distribution Network: our. ‘backbone’

among licensed advisors
00 SUPEIVISOIS are responsible for

|
/

SAIrIng, Eraiming & coaching rew recruits
Yo become licensed advisors

s High gualIty of service
 attainment of COMPany 0Ljectives




Distribution Network: our 'support tools

Lhe network s heavily supported
by vechnology

|
/

- laptop COMPUTErS wpdated daily with
customer base injformation

s access to INEIanet for all company injo
needed for advising process

sencrypted COrporate 1V network




Priorities to Increase Distribution

ncrease the number of advisors

our network capacity serves Oﬂ/y 4% of

[Calian 111 thus the recrurtment of FAs /s
a never-ending efjort

s new program Lo communicate the highlights of the

PrOJeSSION-LRIOUGH Campus presenrartions, imterviews
& adverts

> additional inventives for supervisors to compensate
Jor extra recrurtment & traiming effort




Priorities to Increase Distribution

ncrease the number of 1t per advisor

> help advisors to organise work = /a,; top planning
alds

s provide alternative means of client communication
2y over 8O0 FA with personal internet sites

> Integrate personal commmunications L, direct
mailings sent to customers from head office

v electronic Lransmission of orders




Priorities to Increase Distribution

Open up WI&%{W Foints”

Sno cost for the company
S corporate identity” design

S customer can meet with an advisors and/or use
channels of access Yo the bank &y telephone,

teletext & imternet

© full avarlability of informative material




Direct Channels

Pf/’/mry Junction
is to ENAbIe the customers to do

low valye-added operarions

directly by themselves




Direct Channels: Telephone & Teletext

Call Center | le 000 contacts/day

|:> 40% of max. capacity

Operators | — 200




Direct Channels Contacts
as at December 51 2007

Automated SI!IS
System 3%
25%

Gall Center

Operators Teletext
21% 8%

Internet
43%




Direct: Channels: Internet

Pageviews | _» 400,000/ day

W) 30,000/ day

Transactions | 6,000 / day




Direct Channels

as a great majority of Italian retarl
INVeStors are advice seekers’ . the

Key role

of the direct channels remans one of
aelivering service

- ncrease guality of service
- 1crease cost-efficiency




Optimizing Distribution - 1

Promorte the use of the Internet

/

economies of scale
Lo

quicKly reach Internet channel
break-even point




Optimizing Distribution - 2

Keep P /Z‘/}fy on Internet transactions
[ower than via Lelephone

3&#/'3}? all t%ﬁf(‘d/ customer NOCAS

/
JUStifies mvestment in technology

reduces load on Lelephone channel




Direct Channels

additional role:

Lo integrate our advertising messages
within our direct channels

&

to make application form available
I

/
window shopping




New Projects Distribution

Lyselopruent offfintzractivy oi
oir 12l222% % Caannel

~ Customers can receive personalised”
Le. reminder to

MESEagES.
reguest new checkbooks




New Projects Distribution

L X pais104 O/Z;z/ﬁ I

- reserved for & accessible to
WON-CNSLomers




~ remote banking while watching TV




