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mBank’s retail business was established in 2000.
Today it serves over 5.6 million customers in 3 countries
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From a specialized corporate bank to a large universal bank

Brief history

Founding of Bank Rozwoju Eksportu (Export
Development Bank) as a joint-stock company

1986

A

/+ Debut on the Warsaw Stock Exchange

An agreement on strategic partnership singed
with German Commerzbank

The Bank launches its Private Banking

Bank starts operations in the retail banking
segment, launching, in just 100 days,
mBank - the first Internet Bank in Poland

Bank launches its second retail arm,
MultiBank, brick-and-mortar bank aimed at
servicing demanding and affluent clients

Market shares as of 30.06.2018
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Leasing Factoring

Foreign expansion of bank’s retail operations,
first outlets in the Czech Republic and Slovakia

The announcement of "One Bank” Strategy
for 2012-2016; the establishment of Euro
Medium Term Note Programme (EMTN)

Launch of New mBank transactional platform;
rebranding of the Group under mBank name

The announcement of new mBank Group’s
strategy (“"mobile Bank”) for 2016-2020

Establishment of mAccelerator - a fund aimed
to invest in FinTech start-ups
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Profit before income tax: PLN 1,528 million in 2017




Disruptive innovation is in our DNA since very beginning

mBank — born digital as a remedy for queues and inefficiencies:
= Very functional digital channels
= 3 products (current account, saving account, debit card)

= Aavailable online 24/7 (accounts, cards, loans, insurances,
mutual funds, brokerage, except mortgage)

= No branch visit needed

Paris Chicago London New York Amsterdam Barcelona Rome

Global prizes for innovations in different
parts of the business model:

= Digital & physical channels
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mBank: the 4th largest bank in Poland in terms of total assets
with Retail business as a main source of revenues

MARKET POSITION BY TOTAL ASSETS
31.12.2017 [PLN B]
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Source: Banks’ consolidated financial statements as of 31.12.2017.
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mBank is the fastest 100% organically growing retail banking business in Poland

REVENUES: mBANK RETAIL VS KEY PLAYERS 2017 VS. 2008 [PLN B]
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mBank - the most successful organic growth story in Poland

NUMBER OF mBANK RETAIL CUSTOMERS IN POLAND :
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... which also translates to the highest cost efficiency on the market

COST-TO-INCOME RATIO: mBANK RETAIL vs PEERS 2017
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Thanks to digital excellence
we are already far ahead of our competitors in direct sales

CLIENT ACQUISITION BY CHANNEL 2016 [%] CHANNEL SALES MIX 2016 [%]
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mBank Retail has a fully-fledged offer for individual and small business
clients leveraged on omnichannel access

B ACCOUNTS

= personal accounts

= foreign currency accounts
FX platform

PLN and FX debit cards
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= Life

= PR&C insurance
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‘mBank

mBank Group Strategy for 2016 - 2020

Specific business actions will be based on three strategy pillars

1 Empathy

= Offer the best customer
experience i.e. give clients what
they need just in time they need

= Make banking easy

= Focused customer acquisition
oriented on development of
active client base, incl.
mBank’s aspiration to acquire
1/3 of the young entering the
banking market

= Broaden the sources of
information about the client
to target our offer more precisely

Be the point of reference in
terms of mobile banking

Offer the best (most convenient,
hassle-free, intuitive and
engaging) mobile application
on the banking market
Enhance ‘mobile first’
distribution approach within
the omnichannel model

Minimize the functionality gap
between mobile and internet

Expand base of active mobile
app users and sales via mobile
channel

3 Efficiency

Grow while keeping the FTE
base at current level

Increase average revenues
per client every year

Enhance assets profitability
through an active management
of balance sheet structure

Strengthen funding
independence through rising
volume of covered bonds and
clients transactional deposits

Simplify, streamline, automate
and digitalise all processes to
be a paperless bank

~To help. Not to annoy. To delight... Anywhere.”
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