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Strategy 2010

“Strategy 2010”
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Two-Pronged Strategy

New customer acquisition
through our innovative bank model

Management of our customers’ assets
through our original & wining method

Focus is on Larger Scale

Strategy based on 2 drivers
capitalising on our 2 main competitive advantages

33



Banking

Freedom in Banking

People seek freedom 
in the full use of banking services

There is a fermenting dissatisfaction 
towards traditional structure of branches

tied to time & place

Mediolanum Bank Model 
revolutionises this structure

invalidating the concept of proximity
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Technology as a Tidal Wave

Exponential build up 
in the consumers’ use of Technology

The global scenario is in a state of 
perpetual motion

In 5 years 
the world will be very different from today 
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Banking

You Have to Read the Signs!

Vision
Direction

Speed
Courage

Major lifestyle changes 
can take place in just a few months

You need to have:

66

ExclusiveExclusive
AdvisorsAdvisors

InternetInternet
Telephone               Telephone               

TeleTele--texttext

BankBank

Life
Insurance

Life
Insurance

Asset
Mgmt
Asset
Mgmt

Our Bank Model 
1st Killer Application 

Incorporates the human touch with technology
& puts it at the hands of the customers

77



Banking

High-tech  High-touch

Customer

Customer
Contact Center Advisor

Telephone

Tele-text

Internet

Customer
Service

Laptop &
Desktop
Computer

Branches with
agreements

Low-added value
transactions

High-added
value
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Bank Strategy
Aggressive pricing

Extremely efficient model

Competitors not following us
due to their prohibitive costs & risks

We are able to pass our cost advantages 
onto our customers
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Banking

“4 Freedoms”
No. of bank accounts opened 

Mar-June 2005 6,770*

4,366

* 54% are Riflex accounts  
48% are opened by new customers

Monthly Avg.

Jan-June 2004

Jan-Feb 2005

3,503

+55%

+93%
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“4 Freedoms”
No. of new bank customers  

6,047

3,735

+106%
2,936

+62%

Monthly Avg.

Mar-June 2005

Jan-June 2004

Jan-Feb 2005
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Banking

“4 Freedoms”
Activation* of bank accounts  

* defined as 12 non-automatic transactions/operation quarterly

69% within 90 days

within 60 days

between 60-90 days

43%

26%
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Direct Channels Growth

Mar-June
2005 638,500

Monthly Avg.

Mar-June
2004 552,500

+16%

Mar-June
2005 101,400

Mar-June
2004 77,600

+31%

Accesses

Transactions
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Banking

“4 Freedoms” Project*

New competitive product: 
Riflex account & Riflex card

Clear promise: simplicity, full transparency & 
great convenience at no cost. No asterisks

Memorable & convincing Advertising 
Campaign, run on all media

Thousands of Collective Sales Efforts

Promotional Events at a grass-root level held in 
towns all over Italy

Objective: significantly increase bank 
customers via opening of bank accounts
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Avg. AUA Cross-Selling*

Non-bank customers €13,150 1.40
Bank customers 46,550 3.84 
Bank customers/active users 59,580 5.84

Bank customers/active users over age 55 154,270 6.08

* Out of 12 Products; Bank Account, Credit Cards, Stock Portfolio, Mutual Funds, Managed Accounts, Index-linked
Policies, Pension Plan, Other Life Products, Non-life Products, Home Mortgages, Direct Channels (0-2)

Non-bank customers over age 55 19,840 1.36

“4 Freedoms” Rationale

Bank customers who use our bank account
as their primary account eventually give us 

5 times more assets 
than non-bank customers
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Management

of A
sse

ts

‘5D’ Investment Strategy
2nd Killer Application

‘Time Horizon’ diversification11
‘Securities’ diversification22

‘Geographic/Sector’ diversification33
‘Growth Potential’ diversification44

‘Financial Instruments’ diversification55

Clients are advised to invest 
following a series of diversification criteria
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Our advisors are advocates of our strategy
& follow the strategy

Logical vs. emotional investing

They are not tempted to guess the right 
time, stock, country, sector

Advisors guide customers in managing their 
emotions (e.g. buying high & selling low)

Avoid modifications of asset allocation 

‘PAC’ instalment plans with automatic payments
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Management
of Assets

“Investment return 
is far more dependent upon

investor behaviour
than on fund performance”

Dalbar: Quantitative Analysis
of Investor Behaviour1818

“The average investor 
obtains a far inferior performance

compared to the performance
of the funds held”

Dalbar: Quantitative Analysis
of Investor Behaviour (2)1919



Management

of A
sse

ts

S&P 500 Index 12.1% 13.2%

US equity fund investor avg. 6.2% 3.7%       

Source: Dalbar, Inc.
The Quantitative Analysis of Investor Behavior Study 2005 
Equity & Fixed Income funds

Dalbar: Quantitative Analysis
of Investor Behaviour (3)

Annualised return
10 year 20 year

1995-2004 1985-2004

2020

“ ‘Stars’ are worthless without
advice ”2121



Management
of Assets

5 year 10 year

RICRE

Ranking 4th of 50 4th of 21

Risparmio Italia Crescita (Ricre)
Ranking

2000-2004 1995-2004

2222

1995-2004 € 100,000

MIBTEL 8.7% € 230,000

RICRE technical performance 11.1% € 286,000

RICRE fund investor avg. 14.6% € 390,000

Initial
investment

Annualised
return

Dalbar method applied
‘Ricre’ Fund2323



Management

of A
sse

ts

“The most important role
of the financial advisor is to protect the clients

from behaviour that can erode 
their investments and savings”

Dalbar: Quantitative Analysis
of Investor Behaviour (4)2424
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Stra
tegy 2010

484 535 595
707 745

1,283

1,588*

1,917*
1,972*

2,166*

2,503* 

94 95 96 97 98 99 00 01 02 03 04

Value of in-force
business
Adjusted
shareholders equity

99 - 04 94 - 04

Embedded Value Trend
5 & 10-year comparison*
€ mn

* before excluding residual New Ventures Goodwill

+417%+95%
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The next 5 years

Strengthen the capacity of the network in Italy:

Reach 1 million bank accounts in Italy

Continue to export our model abroad
adding 2 more markets to Spain & Germany

Defend our Growth Strategy at all costs
with rigor & loyalty

Improve the recruiting techniques

Change the image of the FA profession,
rendering it independent from market trends
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Disclaimer

This document has been prepared by Mediolanum S.p.A. for the sole purpose of  providing 
information and presenting the Group’s strategies. 

The information, opinions, valuations and forecasts it contains have not been audited by any 
independent body; they may be altered at any time without notice.

No guarantee, express or implicit, is given by Mediolanum S.p.A. or by any of the Mediolanum 
Group companies as to the reliability, completeness or accuracy of the information or opinions in 
the present document. 

Publication, communication to others, and reproduction of all or any of this document’s contents 
are forbidden, except with the express written consent of Mediolanum S.p.A.

Neither Mediolanum S.p.A., nor the companies belonging to the Mediolanum Group, nor their 
representatives, managers or employees accept liability for any losses directly or indirectly 
resulting in any manner whatsoever from use of the present document or of information in any 
way attributable thereto.

Forecasts in this document has been prepared with the greatest care, but is nevertheless based 
on assumptions which could prove wrong because of risk factors outside the control of 
Mediolanum S.p.A. and the Mediolanum Group companies. There is no guarantee that present 
forecasts will match future performance. 

This document is not a recommendation to invest in any financial instrument, nor an invitation to 
subscribe or purchase shares, nor is any part thereof intended to serve as a basis or reference 
source for any contract or undertaking whatsoever on the part of Mediolanum S.p.A. or any of the 
companies belonging to the Mediolanum Group.

Receipt of this document implies acceptance of its limitations as described above.
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Investor Relations Contacts

Alessandra Lanzone
tel.: +39-02-9049-2039
e-mail: investor.relations@mediolanum.it

Maurizio Belò
tel.: +39-02-9049-2663
e-mail: investor.relations@mediolanum.it

Lisa Maxon
tel.: +39-02-9049-2997
e-mail: investor.relations@mediolanum.it

Nicoletta Russo
tel.: +39-02-9049-2337
e-mail: investor.relations@mediolanum.it
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