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Disclaimer

—_

—_

-

-

—_

—_

Nedbank Group has acted in good faith and has made every reasonable effort to ensure the
accuracy and completeness of the information contained in this document, including all information
that may be defined as 'forward-looking statements' within the meaning of United States securities
legislation

Forward-looking statements may be identified by words such as 'believe’, 'anticipate’, 'expect’, 'plan’,
‘estimate’, 'intend’, 'project’, 'target’, '‘predict' and 'hope'

Forward-looking statements are not statements of fact, but statements by the management of
Nedbank Group based on its current estimates, projections, expectations, beliefs and assumptions
regarding the group's future performance

No assurance can be given that forward-looking statements will prove to be correct and undue
reliance should not be placed on such statements

The risks and uncertainties inherent in the forward-looking statements contained in this document
include, but are not limited to: changes to IFRS and the interpretations, applications and practices
subject thereto as they apply to past, present and future periods; domestic and international business
and market conditions such as exchange rate and interest rate movements; changes in the domestic
and international regulatory and legislative environments; changes to domestic and international
operational, social, economic and political risks; and the effects of both current and future litigation

Nedbank Group does not undertake to update any forward-looking statements contained in this
document and does not assume responsibility for any loss or damage whatsoever and howsoever
arising as a result of the reliance by any party thereon, including, but not limited to, loss of earnings,
profits, or consequential loss or damage
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Context for Investor Day

—

-

-

-

Retail & Business Banking are important contributors to the Nedbank Group

Following a thorough strategic review of the retail business, an Investor Day was held in January
2011 to outline the charting of a new path to sustainable, profitable growth. At the time we undertook
to provideanupdatei n a year 6s ti me.

Todayods | nwdlfotusan provalipg an update on:
progress made in executing on Retail's strategic intent

Business Bankingds strategic progress, as g
September 2009

As Nedbank Group is in a closed period until 29th February, the presentation & discussions will
be on strategy & related progress, based only on information already in the public domain and
specifically no H2 2011 or full year 2011 financial information will be disclosed or discussed
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Ret ai |
Groupos

Reposition Nedbank Retail

Client-centred focus
underpinned by strong risk management

Grow primary clients & cross-sell
for sustainable ROE

Portfolio tilt and maximise EP

Active portfolio management: optimise

resources i capital, liquidity and costs

Focus on EP growth
Deposits a key priority

and
k ey

BBOs
strategic

Grow NIR

Provides high returns,

low capital and
liquidity consumption _ _
and reduces earnings at risk profile

Building Africads
most admired bank

Long-term growth opportunity
4 tier strategy to selectively
expand into Africa

Client-centred approach

Sustainability embedded in group strategy

NEDBANK

GROUP

strategil c
f ocu

3
1 February, 2012



Retail and Business Banking are important contributors to the Nedbank
Group

Retail and Business Banking as a share of Nedbank Group B Retail and Business Banking
H1, 2011 Rest of Nedbank
Headline earnings Capital

Percent Percent Percent

100%= R 13 030m (Group) 100%=R 2 772m (Group) 100%= R 49 728m (Group)

54

2

Total advances Liabilities Employees
Percent Percent Percent

100%= R 471 918m (Group) 100%-= R 493 974m (Group) 100%-= 28 210 (Group)

35
49

66
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Target market & coverage model for Retail and Business Banking

Target clients Service model

Retail

Retail

Individual

Consumer
Banking

Ve \
w—

Nedbank Corporate;
Wealth Capital
—!
0 Business
Banking
Business
Banking
Retail Retail
Consumer = Relationship
Banking Banking
Individual , Businesses
Nedbank Corporate;
Wealth Capital
PR
—e Business

Retail

Relationship

Banking

Businesses

~

| Business Bankingtargets 1 Cl i ent ser vi c e(intompaatirsg (

companies with turnover sales, credit and service) supported by
R7.5-400 million product specialists in business offices

T Typically established ) across SA, operating within clear frameworks
businesses spread I Dedicated relationship banker orchestrating
geographically across SA, CSTs and specialists to holistically service
often family-owned all client needs

T Individual and business 1 Servicing owner and household and their
activities intertwined business and employees on a holistic basis

I Retail Relationship 1 Relationship-based (lower to higher touch)
Banking targets supported by centralised functional team or
househol ds 1 e qragionalisedgroduct spéacialists (shared with
knowyouo cl i ent BB)
experience, and v

I RRB clients served throughfir el at i ons
c e nt rwélandbranch or co-location of
personal bankers with BB

small/micro businesses
with turnover <R 7.5
million

| Retail Consumer Banking 1 Served across 1000 staffed outlets, contact

targets households centre and digital channels ( AT Més, P
requi rilkmgw an Sale, Online, Mobile)
aboutyoud cl i ent Y

Front-line sales and servicing deliver distinctive
client-centred banking experiences through
synthesis of client insight led offerings, strong
product lines, relevant channels and systems.

experience

|

h

NEDBANK

5

GROUP 1 February, 2012




Nedbank Retail and Business Banking are uniguely positioned to generate
shareholder value in a lower growth, lower interest rate environment

Todayodos key messages

A skilled leadership team with a track record of delivery

A distinctive position leveraging key trends

Committed to building high quality businesses for
sustainable performance

NEDBANK 6
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Nedbank Retail and Business Banking are uniguely positioned to generate
shareholder value in a lower growth, lower interest rate environment

@A skilled leadership team with a track record of delivery
A Vision-led, values-driven leadership, driving delivery against a clear

strategic direction

A 6 years into the transformation, Business Banking has delivered
consistently across people, client and financial dimensions

A 1 year since formulating its comprehensive strategic review, Retail is on an
accelerated path with excellent initial progress

</
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Name and position

Ingrid Johnson (45)
Group Managing
Executive: Retail and
Business Banking

Sibongiseni Ngundze (42)
Managing Executive:
Retail Relationship
Banking

Keith Hutchinson (53)
Managing Executive:
Secured Lending

Sydney Gericke (53)
Managing Executive:
Nedbank Card

David Crewe-Brown (43)
Executive Head: Finance,
Projects and Strategy

Gavin Payne (49)
Executive Head: Risk
Retail & Business
Banking

Experience and qualification

> > >

> > >

18 years service

18 years banking experience
BCom, BAcc, CA(SA), AMP
(Harvard Business School)

8 years service

22 years banking experience
BCom, SMDP, Credit Diploma,
Global Executive Dev Prog (GIBS)

21 years service

27 years banking experience
BCom, BCompt (Hons), IEP
(Insead), ABS (Harvard)

23 years service

24 years banking experience

BCom (Acc), BCom (Hons), MCom,
CPA, SEP (Insead Business School)

16 years service
17 years banking experience
CAIB (SA), BCom, BAcc, CA (SA)

27 years service

27 years banking experience

CAIB (SA), Global EDP (GIBS),
Strategic Mgmt in Banking (Insead)

Introducing the Retail and BB leadership team (1/2)

Name and position

Ciko Thomas (42)
Managing Executive:
Consumer Banking

Brian Duguid (50)
Managing Executive:
Nedbank Integrated
Channels

Anton de Wet (45)
Managing Executive:
Client Engagement

Sarel Rudd (56)
~ 8 Managing Executive:
Nedbank Personal Loans

Millicent Lechaba (44)
Executive Head: Human
Resources

Ashley Sutton-Pryce (58)
Executive Head:

Human Resources &
communications, Nedbank
Retail & Business Banking

AS AT JANUARY 2012

Experience and qualification

> >

> >

> >

2 years of service

3 years banking experience
B.Sc (UCT), MBA (University of
Witwatersrand)

29 years service
29 years banking experience
CAIB (SA), FIBSA, AMP (Insead)

13 years service

25 years banking experience

BCom, MBA, AMP (Insead Business
School)

8 years service

25 years banking experience
BCom (Acc), BCompt (Hons),
CA (SA)

5 years service

5 years banking experience

BA Hons (U Durban), MDP (U
Pretoria), SAP HR Certificate, EDP
(GIBS) , Business Strategy for HR
Leaders (Insead Business School)

38 years service

38 years banking experience

BA, Business Strategy for HR
Leaders (Insead Business School)
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Introducing the Retail and BB leadership team (2/2) AS AT JANUARY 2012

Name and position Experience and qualification Name and position Experience and qualification
Ingrid Johnson (45) A 18 years service Sandile Shabalala (44) A 16 years service
Group Managing Executive: A 18 years banking experience Managing Executive: A 21 years banking experience
Retail and Business A BCom, BAcc, CA(SA), AMP Business Banking A BAdmin, National Higher Diploma:
Banking (Harvard Business School) Management Practise, CAIB (SA), MBL,
. ... W' ________________Stategic Managementin Banking (Insead)
Douglas Lines (40) A 16 years service Bedresh Dhanjee (41) A 21 years service
Divisional Executive: A 16 years banking experience Executive Head: A 22 years banking experience
Business Banking Gauteng A BAcc, Dip Acc CA(SA) Business Banking Credit & A Bcompt, EDP (GIBS)
Credit Risk
Goolam Kader (45) A 12 years service Ayn Brown (45) A 19 years service
Divisional Executive: A 25 years banking experience Executive Head: A 23 years banking experience
Business Banking Cape A BCom, CAIB (SA), GEDP Business Banking Human A BA(Soc Sc), MDP (Stellenbosch)
(GIBS), Strategic Management Resources
in Banking (Insead)
Craig Evans (45) A 17 years service Jan Bosch (39) A 13 years service
Divisional Executive: A 21 years banking experience Executive Head: Business A 13 years banking experience
Business Banking Coastal A BSc Agriculture Economics, Banking & Retail A BCom Hons, CA(SA), IEP (Insead)
& Inland CAIB (SA), AMP (Insead) Relationship Banking
Specialist Services
Herman de Kock (38) A 9years service Chico Naidu (55) A 33 years service
Divisional Executive: A 9 years banking experience Executive Head: A 33 years banking experience
Business Banking Northern A MA, MBA, IEP (Insead) ! Innovation, Process and A Business Management (Univ of
Project Integration Stellenbosch) , CAIB (SA), SMP
(Insead)
Kandis Swanepoel (45) A 15 years service Annette Francke (37) A 5 years service
Divisional Executive: A 15 years banking experience Executive Head: A 5 years banking experience
Business Banking & Retail A BCom, BAcc, CA(SA), MBA Strategy; Group Innovation;A BSc Hons, MBA (Insead)
Relationship Banking (Univ of Wales), AMP (Insead) BB Marketing &
Strategic Business Unit Communications: Business
Banking and Retail

NEDBANK
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Balanced accountabilities in the client-centred organisation design which
aligns with strategic intent, whilst ensuring product growth momentum

Business Banking Stable, skilled Ieadershipteam_ _
Sandile Shabalala Mandate to accelerate growth in the business segment

Advances: R59.74bn: Liabilities R80.73bn (including personal and employee needs), collaborating

Earnings: R456mn; People: 2,409 with other clusters e.g. Retail, Corporate
Leveraging business model strengths for growth

— -

-

-

Relationship Banking Mandate to build client-centred, branch-based offering

Sibongiseni Ngundze 5 leveraging Business Banking's capabilities

Advances: R20,52bn: Liabilities :R27,16bn I Serving the entrepreneur and their business on an

Earnings: R8mn; People: 931 integrated client-centred basis g

Consumer Client Engagement I Strong team \.Nith. gomplementary skills é
» Banking Anton de Wet I Mandate to significantly grow middle market, entry-level =
S  Ciko Thomas . banking and youth. . . 3
© I Brief tp create choice of cllgnt centred. banking =

Advances: R13,85bn BET= N6 experiences through effective synthesis of product, 2

Liabilities :R 57,58bn channel and client insights, including emphasis on digital —

Earnings: R272mn I Includes Retail-wide marketing and business =

People: 11,732 Brian Duguid intelligence Z

Card 1 Brief to ensure that the card acquiring relationship and sales

Sydney Gericke _activity works closer with the wholesale businesses

Advances: R7,79bn I Focus on optimising product / payments innovation and

Earnings: R288mn; People: 995 offerings for the retail market

Secured Lending Brief to embed economics & risk managementi n HL G s
Keith Hutchinson Leverage the effective integration of MFC for benefit of
Advances: R137,83bn Nedbank channels and clients

Earnings: R254mn; People: 2,205 Address diverse range of issues (risk, direct sales, process)

—C =

-

Note: Financial information per June 2011, includes NEDBANK
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While Nedbank Retail and Business Banking each have clear strategies
they are progressing against, they are collaborating on common imperatives

di

Businesses at fferent stages of their transformationsé.

Following a thorough strategic review of the Retail
business & landscape in 2010, Nedbank Retail is
Nedbank Retail will build banking relationships with all in South Africa, . q q
leveraging distinctive strengths, underpinned by strong risk management Chal’tlng anew path to sustainable profltable grOWth.
e : This follows five years cumulative economic losses of
STRATEGIC INTENT , ch N
i o, R3.0bn (2005-2010)

,,,,,,,,,,,,,,,,,,,,,,,,,,,, &
Delivering a choice of distinctive
et A / Cohesive strategy leveraging existing product /
experiences thatbuild many A .
e : people strengths and wholesale client base to capture
with Nedbank ‘ 3 : fair share of an attractive, large and growing EP pool

susta?::;ee”;iim::mms A » y ¢ The_ retgil turnaround is being carefully orch_estrated to |

througn effective allocationof | .. X > ma_mtam growth momentum of produ_ct niches, Imperatives for Retail Banking _ _
:< “\..lrla/,: . 0 risk manag®™ whilst evolvmg the business to be more mtegrated & (R:’hou.je of @stlnctlye client centred banking experlences

S\l /, client centred. Mis-priced, poor risk quality back- elationship banking (households & small business)

N % i . . Fix economics of secured lending & leverage MFC
{ - book will t tod fut t
wgm@s AWhen | NEDBANK aokwill contintietto drainiuttre returns Further inculcate deep risk culture in retail

eand coll aborating on co

scarce resources

Excellent progress with early measurable benefits; Common imperatives

commitment to deliver ROE above cost of equity . & optimise distribution
within 3to 4 years A Holistic business transactional offering including card acquiring

NIR led innovation i easy to do business; win in virtual & mobile
A BB identified as a key strategic thrust in 2006. A Optimise virtuous circle of business, owner & employees
Fundamental cultural transformation is in its 7" year, Talent management & coaching for growth
through the ASCENT strategy roadmap Imperatives for Business Banking

. . . Complete deep cultural transformation
Achieved step Change Improvements - client & A Growth (ASCENT, smaller businesses, primary clients)

A . employee metrics at all time year highs, generated A Sustain quality risk management practices
| R3.1bn cumulative EP (2005-10)at hi gh RO[E6s 24 %
-801 i
32% & QLR better than 60 '80 bp target range, in a SOURCE: Analysts presentation 2011
challenging lower growth / interest rate economy

Vision: To become the leader in business banking for South Africa

-

Strategic Intent "~ Measures

and retaining our PEOPLE and be regarded as the S Barret? survey.
preferred employer  Diversity profile a

+ Acknowledged as the leading business bank for our
ability to listen, Bnderstand and deliver the products + Customer Sat Survey
andservices to meet our CLIENTS' needs, through + Loyalty rating
our decentralised, empowered, community based
partnering approach to business

+ Rated highest in attracting, developing, motivating * Staff survey S

BB6s source of :doligtid relatianshipv e ne s s

banked offering through | ¢calised CSTbébs & decentr
accountable business model with clear frameworks;
Strong client-centred risk culture; Highest scores globally|
for CMAT?2

A High IRR sensitivity ( R900m | ower NI I off 608 peaks) &
largely fixed costs (inflation linked) limit short term
growth prospects, et hi

1 For 2011 onwards, refined to 55-75 bp 2 The Customer Management Assessment Tool (CMAT) is

t he Wadending ©RM diagnostic, assessment and benchmarking approach. CMAT has a NEDBANK 11

thirteen year track record and has been by undertaken by 900 companies across the world in a range GROUP 1 February, 2012
of industries, including in other Nedbank Group clusters.

+ In the top 2 in assets and liabilities, top quartile

Startrack and BMI surveys
FINANCIAL returns and increased MARKET SHARE in « Peer benchmarks.
primary banked clients

A




Nedbank Retail and Business Banking are uniguely positioned to generate
shareholder value in a lower growth, lower interest rate environment

@A skilled leadership team with a track record of delivery
A Vision-led, values-driven leadership, driving delivery against a clear
strategic direction
6 years into the transformation, Business Banking has delivered

consistently across people, client and financial dimensions
A 1 year since formulating its comprehensive strategic review, Retail is on an
accelerated path with excellent initial progress

NEDBANK
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Busi ness Banki
continues to

Vision: To become the leader in busi;esé-banking for South Africa

“,

.

CQUIRE
: - PRIMARY
\ BANKED
. ; - A CLIENTS
Strategic Intent Measures

ALES FORCE
» Rated highest in attr=<ting, developing, motivating * Staff survey szgggcmm
and retaining our PEOPLE and be regarded as the : Bf"'ret'f survey
preferred employer * Diversity profile

> ROSS SELL
- & CROSS-
* Acknowledged as the leading business bank for our ‘ DIVISIONAL

ability to listen,'t.?nd__grstanr' 2nd deliver the products T

and services to meet oui CLIENTS' needs, through  Loyalty rating D0
our decentralised, empowered, community based i
partnering approach to business

* Customer Sat Survey

« Startrack and BMI surveys ML

* Peer benchmarks PRODUCTS

ALENTED,
SKILLED &
ENERGISED
PEOPLE

* In tha tap 2 in assets and liabilities, ton quartile
FINANCIAL returns and increasec MARKET SHARE :n
primary banked clients

Source: Analystsé presentation 2011 NEDBANK
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Business Banking has made good progress relative to its aspirational vision:
PEOPLE dimension

BB Culture
(Barrett Survey)

Entropy of current
culture

<10

20051 2006 2007 2008 2009 2010 2011 Ideal
future

BB Staff 22 75 77 /8 75 >75
Satisfaction
(NSS)

Overall mean on
all dimensions, %

20051 2006 2007 2008 2009 2010 2011 Ideal
future

1 BB has also strongly embraced diversity and economic

empowerment. The share of black generic employees has risen from
16% in 2004 to over 50% H1 2011 ]

1 Representative results for Business Banking (part of Corporate in 2005)
2 2005-7 restated for internal transfers, and 2008, 2010-11 includes 133 IBL
staff NEDBANK

14
3 Change of methodology end of 2007, numbers not restated before. Staff as of GROUP 1 February, 2012
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BB has made good progress relative to its aspirational vision:

CLI ENT di mensi oneée
v Eth ki
Customer >80 Customer ! glogfll?/eSt Sl
loyalt management
yaity 69 68 bgl't' I Best ever B2B score
BMI tech, 57 55 capabilities, 76 |
Percent of client 49 CMAT 59 59
base rating BB assessment 47 ______
the market score 36
leader (first ever in
2010)
2006 07 08 09 10 11 Ideal HighestHighestTop — Avg BB
score B2B decile score
Future 5
ever’? score entry
ICus'iomel‘ 497 —— Promoters
oyalty 473 475 48.1 '
B . . - — Detractors
Net promoter 455 459 44y 44.7 — | | o
1 B e
score .(Loyalty | @Promoter
manager) i
i 27.8 271 22.4 20.2
25.7 : 25.8
' ' ' 23.7——23.6 ' E—
2004 2005 2006 2007 2008 2009 2010 2011
n= 4760 6980 2 927 5859 6456 5403 4961 3378

1 For NPS, note that methodology changed in 2011, but figures used are on
old methodology for consistency
2 Highest overall score given to any company in a CMAT assessment

NEDBANK
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eéincreasing mar ket share from 16%

BMI-T Market Share survey
n =500, R20m-2b, urban based

45

Bank A 40

35
30
25

Nedbank20

15
Bank C

10

1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011
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BB has made good progress relative to its aspirational vision:
FINANCIAL dimension

Headline

Earnings, Rm 1,359

2005 2006 2007 2008 2009 2010 2011 H1

ECAP, Rb

Client assets,
Rb

CLR?, bp
(Target: 60-
80bps?3)

1 2005 to H1 2011
2 Actual advances NEDBANK .

3 Risk appetite has been reduced further to 55 to 75 basis points GROUP 1 February, 2012
since 2010




Business Banking anticipated a more challenging environment by optimising
costs and pursuing tight risk management ahead of the downturn

Gross Operating Endowment Income Change
Income, Rm B income Exc Endowment 2008'2010,
4 350 Rm
3,828 4018 3771
2845  2l? 1808 1287 911
’ 1,356
760 949 2078

-897

2005 2006 2007 2008 2009 2010 2011 H1

Impairments [l Operating

227 162 152 330 284 210 -120

Rm ‘ ‘ ‘
2,033 2,055 2,120

2,028¢ 2,1841 2,342 2,281 2,231 2,3922 2,4112 @

N o @&« @ @ @ © @
GDP growth, %
e ©® & & © ® D D

NEDBANK

1 Restated for internal transfers GROUP 18
2 Includes 133 IBL staff 1 February, 2012




Over the past 6 years, Business Banking has gone through multiple iterations

to embed the ASCENT strategy and build a high quality business

2009

2008

2007

2006

2005

Step-change for growth
in quality revenue using process &
technology enhancements as key enablers

Momentum in
business to achieve
ASCENT is
accelerating

Business model

A Segmentation project to optimise CSTs
vs client revenue potential vs customer
satisfaction objectives vs current
volumes

AAdding acquisition
complement (no extra support)

A Leveraging Public Sector model

A Establishment of Enterprise
Development to support black SMEs

A Creation of Investment structure within
BB by combining corporate saver and BB
liability teams

A Clarifying ROPCO roles, construct and
communication accountability
ARural business model defined with SBS

ARoll out of Frontline Roles &
Responsibilities leading to creation of
6client service tea
value proposition (

Alntroducing end to end business with
clear accountability through redefining
business model and introducing Regional
Business Heads.

A Segmentation project, evaluating number of people required given
GOl, volumes, processes and technology; surplus capacity identified
and people placed in redeployment pool where retrained & placed on
special projects while finding new positions

B M A Gapital optimisatios ttainimgg CS T

AQuarterly performance reviews with active exiting of non-performers

AFollow-up Pause, Reflect with entire BB staff lead by BBExco

A Area Management intervention to emphasise leadership and role
accountability

A Leading for Deep Green cascaded to OPCOs and ROPCOs

AcClient Value Management accreditation

ABBEXxco review of performance bonuses for key people & roles

ALFDG for BB Exco; 3 new Exco members

AHBS Professor John Kotter presented to over 400 people on
leadership, management & change

ARBHs interacting to know every person in their business

Al APause,

ACSAS sales accreditation

A Co-creating vision, ideal future, current reality & ASCENT roadmap
hs Owitmeopke in®@B f f er ent i at ed

e & Arda Management rBales & Beysonal Mastery conference

ACreated sense of urgency through highlighting the burning platform

A Redefining roles and expectations of top 30 roles in BB & introducing
diversity

ABattle SAF to focus externally on client acquisition

Refl ectshowSt ep o Ctsaln dld

Systems, Product and Process

A cCash handling solution

ACredit MIS

Almaging

A Automation of fee collection

A Active tracking of performance
through AClIock is

ARi gorous manageme

AMIS system (Bl Portal) with EP
measures at client/BM; integrated
view of tools for BMs

ARevamped pricing tools with CVM
overlay; strict tracking of exceptions

A Leveraging model to mitigate risk for
Nedbank (ENC indicators)

ABasel systems (ACLM / ACA)

ARebuilding Bl system to be scalable
and robust

A Simplified performance scorecard
aligned to strategy / role priorities

trecasenti on

ANetbank Business

Alnitial Sales tool (Saleskit)

ARedesigned over 100 client and
products processes

Tickin
ht, of S

NEDBANK
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Business Banking completed a rigorous journey to integrate its client view
Into a single front-end, functionality rich platform

2007 quo
2005 i Sales force
: Improving Client centred: a automation and
customer data and common language client fulfillment

Multiple systems

sales process

iNo single vilewerfagi ngAhkewi nfor matfiBln POrta as
SAEEIMNCc | i ent i nf ortecanologies@nd and solutions S|r_lglefront end to
s Establishing ported to a new drive automated

Frameworksplatform (Bl PodG&gs of ul f1l

s M Ainformation stored on  Aimplementation of ~ AConsolidation of solutions AMake it easy to do

ROSS SELL

B 48 individual product simplified CRM into one view; pricing, business; linking the
ASYT003 systems, inconsistent solution rating models, financial entire customer life
WITH Us with customer APortal usage limited mformatlon,_gnhanced cycIe_(Lead to on
database to the Relationship CRM capability and boarding) on one platform
ANo structured approach  Manager (RM) with ~ Various clientflags added gppance the sales force
to measure sales possibility to see Andoption by effectiveness and credit
Vi, activity client value and Transactional banker, process automation
I LR [Significant delays, potential sales teams and AFull customer/product
increased friction ASeparate credit support areas profitability view
among Sales and rating solution AFull view o_f customer: ALinking into Netbank
Credit staff Sales, credit and

) Business in future
operations

NEDBANK
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This platform integrates customer, product, credit, credit risk and multiple
other views into one full customer management and sales tool

Key features

Product and Cérr:g:: ﬁgg Other source AFull customer relationship management

customer systems A Customer profile
A Customer history
A Interactions and pipeline

ALES FORCE s oA A Leads and service management
v:(::;gcnvm a' R e ket i i ] APrICIng and fee collection tool
E A Pricing done at holistic customer view

scross \ N - A Risk based pricing
COUABORATIGN - : A Customer profitability engine
ASYTO DO :,_I .lj.L E\.‘, — BI Portal and ARating tOOI
WITHUS — : Analytical engine A Several rating models

A Directly linked into financials

A Historical and behavioral rating
A Supports credit processes
AAutomated application process
_ SKILLED & Customer ] A Sales force automation
pescE duct | Relation- ’ .
PEOPLE [pAroEiLie i Customer A Pre-population of documents
holdings grouping audited A Credit process automation

interaction | Rating, -
. . A Document management
& pipeline | Pricing & J

risk

financials

NEDBANK
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Business Banking has invested in a suite of worldclass products increasing
the ease of doing business

CashVault Debtor Mgt NedFleet NetBank Business

i : ) X Electronic banking for business -
i Cash bank.lng solutions to cont.rol < CoReeatn designed for you, by you.
your business cash flow and risk. \ S AN SIS
for your business i —— - >

CQUIRE
PRIMARY
BANKED
CLIENTS

ALES FORCE . g
PRODUCTIVITY
& SIZE

)
-

o W
&' lease your cashflow and watch
\ \-“‘ your business grow.

LY

ROSS SELL
& CROSS-
DIVISIONAL ’
COLLABORATION

} Glole trade solutions to help you control

! movement of your business goods:

payments internatiol
|

BUSINESS
WITH US

Only by combining all the right
elements do you get the best
investment results.

MARKETS &
PRODUCTS

ALENTED,
SKILLED &
ENERGISED
PEOPLE

....... ®cs narsen e e e et e

Corporate Saver Investments Global

NEDBANK
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In particular, NetBank Business has evolved into a single secured client platform,
with value added services to make banking simple with great support

@f‘- [ s nedsecre.co.zm  EEREREENE |2

Fle Edt  Mew Favortss Toos Help

g Favomes | 55 g Home [[Z) Pick n Pay Oniine Shopping - Ho... g | Netbank Interner Banking @ | Nedbank - Logon 3 Windows Live Hotmail ] Google ] MyworkSpace

{8 NetBank Business Bi- B O @ - Paxer shyT Twsr @

’ . |
CQUIRE .
PRIMARY .
WECELIENEE  NedTreasury TradeXchange Nedbank Investor Cash Online Corporate Saver
BANKED
CLENTS Services (NIS)

Why NetBank
Business

ALES FORCE
PRODUCTIVITY
& SIZE r' .
Does your internet banking easily integrate

with your business systems

ROSS SELL
& CROSS-
DIVISIONAL ’
COLLABORATION

and accounting packages?

T
W e
E Certificate download

NetBank Business

' . i . Intermediate certificate
- tailormade electronic banking for business

BUSINESS download

WITH US

&) Please note!

Security features CPS '““ Focus on service
et 1 Two tier security with ~17 Host to host payments =47 Secure remote servicing
N Token/Certificate and | andcollections solution | | capability
password 1 Deployment of a 1 50% of all client
1 Access anytime, collections utility to help enablement calls are being
anywhere (works on improve client collection addressed remotely
multiple PCs) rates

NEDBANK
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Business Banking has achieved continual digital innovation, improving the

client feedback on functionality and flexibility

Channel convergence strategy continued for Nedbank to rationalise our
processing engines and front end applications enabling efficiencies, and
through our framework we can now deploy more functionality more often

Leveraging new structure
to drive base and revenue

_Continuous growth i 2011 - 2012
improvement ASingle access to all functionality
2007-2010 (global, trade, cash management,

dealing, banknotes, wholesale

Client driven development ( ! >
investment and custodial services)

of new digital platform¥
Netbank Business

2005-2007

AExtensive client research to
determine requirements

ADecommissioned NedExec
legacy systems

AClosed market gaps

AcContinued rating for
highest in terms of security
standards

AService focus - Deployed secure
remote service capability fBomgaro
(reduced average calls from ~1h to
8mn)

ASecure Mobile solutions being
developed to support platform and
increase convenience

Asimplification of the onboarding
process

Underinvestment into
electronic channels
Prior to 2005

& CROSS-
DIVISIONAL
COLLABORATIQ

Astrong focus on a web based,

A : n-goin ign roach
secure and convenient solution o going design approac

ADesktop electronic with clients
solutions AWorked closely with a client
pilot group to refine prior to

launch

ACorporate Payment
System added to cater for
host to host solutions to
manage bulk payments of
larger companies

AlLegacy systems
(NedExec/NedInform ) with
limited ability to grow base
and innovate or even
enhance

BUSINESS

WITH US Aother innovation in the pipleline

such as EBPP (electronic bill
presentment and payment) and
integrated value added services

W
MARKETS &
PRODUCTS

A-Contunued Investment
A100% of clients on platform

AR225 mill investment
£81% of clients migrated

FR108 investment
f24% of clients migrated

AManual rolout

And clients noticed clear
increased functionality
and flexibility

ALENTED,
SKILLED &
ENERGISED
PEOPLE

NEDBANK

GROUP

% of satisfied or[_] 2008
very satisfied W 2011

100

97

Functionality Flexibility
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Diligently driving towards achieving the aspirational vision to be the leader in

BB for South Africa

Vision: To become the leader in busi;esé banking for South Africa

Business Banking started its ASCENT transformation in 2006,
and has delivered R3.1bn in cumulative economic profit (2005-
H1 2011)

high-performing culture, and strong, stable leadership team
top decile customer management practices globally
Increased primary banked clients

Upper quatrtile returns

Significant progress on all di
»
i
i
i

Through delivering on the ASCENT strategy roadmap, BB has a
distinctive client centred business model and strong capabilities,
including:
I The BI Portal which is a front-end, functionality rich system
which enables BB staff to seamlessly serve clients
A world-class suite of products to offer clients, including
Netbank Business
Strong regional teams exercising wisdom and agility in
proactively delivering for clients

NEDBANK
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Nedbank Retail and Business Banking are uniguely positioned to generate
shareholder value in a lower growth, lower interest rate environment

@A skilled leadership team with a track record of delivery
A Vision-led, values-driven leadership driving delivery on Retail and
Business Banking
A 6 years into the transformation, Business Banking has delivered
consistently across people, client and financial dimensions
A 1 year since formulating its comprehensive strategic review, Retail is on an

accelerated path with excellent initial progress

NEDBANK
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Nedbank embarked on a strategic journey in 2010 to sustainably
turnaround the retail business

. - 4 € as most elements of society enjoy incr
The turnaround strategy is developed with an understanding of the improvements in LSM profile despite consumer indebtedness remaining elevated

relative attractiveness of the economic profit pools...
Market forces & trends
o O o> -
- SA income per capita to 20% ar % 5%
[ crow e e (eg demographics, reesee e [ B - B
o ]
o 1978. 1998 1608 . 200 2
s | technolo
. & 2004
2 2008
H
H
Consumer indebtedness =
remains elevated but easing 4
H

EP pool attractiveness (Market view)

Profitably in line
with the market

Strategic attractiveness
* /

u ' n Fix economics

‘‘‘‘‘

Financial attractiveness

MAKE THIE)GS HAPPEN NEDBANK

Nedbank Ret ai
current reality

Market insights
(eg Client segments,
economic profit pools)

Our client mission “By understanding your aspirations and financial ...generating a sizeable EP pool for Upper Mass & Middle client segment, an
by =~ ool s i b= area not adequately addressed by Nedbank in the past | mouGH ssTATES

goals, we Make Things Happen with you..."

Customer needs & preferences
(eg Aday 1 n t
moments of truth)

SOURCE: Team, Retail Investor Day Presentation NEDBANK -
January 2011 GROUP 1 February, 2012




The Retail transformationdos strate
banking experiences through 12 step change initiatives

Retail 6s strategic intent] Tramslated into ¥2estep changehstrategie o f
distinctiveclient-cent r ed banki ng ejximtativesalaliveeiisg Réturn on Equity greater
than Cost of Equity in 3-4 years?

_____ i blia esdbaitlo opseeS hanne, Y

-7 : St Scs,
Delivering a choice of distinctive '70/

¢
Choice of distinctive client centred banking
experiences (embracing full household)?

Sound risk management
Efficient cost structure

client-centred banking
experiences that build many

deep, enduring relationships

Strengthen Rise Collaborate Support / Enable
with Nedbank | the Heart
___________________________ ) ' l ) @ Deep enduring © Feed the heart @ Leverage brand & || @ Upgrade risk
Delivering growth and \ : X baInng . Lrom the rlhslmg wholesale clients capabilities &
: ; relationships emograpnics . i
" s ol 2 @ Align roles & DEEHEES
sustainable shareholder returns ~ @ Capture SBS & @ Reposition Home responsibilities & || @ Align channels &
. ; -/ individual Loans decision rights to distribution to
through effective allocation of . ‘ synergies / strategic intent strategic intent
‘ Y entrepreneur X
AT o ol e e == B opportunity @ Align products to || @ Capture cost @® Empower people
strategic intent; a efficiencies within
leader in digital ©® Simplify / share / frameworks
align IT & process

Relative to N e d b a pakt@fforts to sustainably turnaround Retail, the cohesive strategy and
three fundamental imperatives of effective risk management practices; consistent
investment in clients through their life stages; and strong alignment of product, channel
and consumer insights to deliver a choice of distinctive, client-centred experiences
should, with consistent delivery towards our true north, deliver the desired results over time.

Strategy implementation is being carefully orchestrated to maintain the growth momentum of
the product niches whilst evolving Retail to be more integrated and client centred

NEDBANK
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Retail is sustaining improvements along the people dimension

Retail Culture
(Barrett Survey)

Entropy of current
culture

<10
2006 2007 2008 2009 2010 2011 Ideal
future
Retail Staff
Satisfaction >75
(NSS)
Overall mean on
all dimensions, %
2006 2007 2008 2009 2010 2011 Ideal
future

1 Retail has also strongly embraced diversity and economic

empowerment. The share of black generic employees has risen from
19% in 2004 to over 50% H1 2011 ]

NEDBANK -
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Retail has added 800 000 clients (2009-2011 H1), while in parallel improving
client management capabilities and client satisfaction

Retail Net B Nedbank
Promoter Score 30.1 8.4 338 40.9 34.6 452 Industry avg
(NPS) : | . Industry
- leader
2009 2010

Retail Customer [EEIITYa{ile)s Reality Effect Overall score
Management 69

Capabilites 57 57 61 43 48 50 95 a4 47 49 54

CMAT 33 34 34 38
e B B B B

score
2008 09 10 11 2008 09 10 11 2008 09 10 11 2008 09 10 11

Total number of
' . 4369 4,832 5,015 MFC
clients 3,944 4,166 270 acquisition
70 D Dormant

clients
removed
from books

2005 2006 2007 2008 2009 2010 2011 H1

1 670 000 dormant accounts were closed in 2008 (310 000 personal NEDBANK
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Nedbankoés primary c¢client growth (1
competitor, and total client growth is accelerating relative to big 4 competitors

_ : B Nedbank
Adult Primary! banking customers
Millions
Annua;] © lent Nedbank grew

100% = 20.1 19.6 21.0 growth % primary clients at
~70y, —— 9% 6=4 =6 L1496 14% per annum i

25% 24% @ 3x as fast as

nearest big-4

23% 9 i
0 24% 23% 4% competitor

Primary clients
represent higher

2008 2009 2010 NIR per client than
other clients

37% 34%

Total client growth per annum
Percent (June 2010 to June 2011)

Nedbank grew total

8.0 - clients at 8%
(2010-11), ahead of
4.4 big 4 competitors
N/A
Bank A2 Bank B

Ikl':'..}'.‘ NEDBANK

1 Adultis 15+. Primaryisbased on who clients perceive as their primary
bank?o0. Sample size of 25000 collected every 6 months 31
2 Personal and Business Banking 1 February, 2012

Source: eighty20 AMPS data; published bank reports (2010-2011)




Retail earnings have been volatile through the cycle, with recent strategic
Initiatives repositioning the business to deliver sustainable returns in the future

Headline

Earnings, Rm 1,875

-156
2005 2006 2007 2008 2009 2010 2011 H1

-7.0

R3.0bn?in cumulative EP losses on
average of R10.2bn allocated capital

CLR, bp

Target:150-
220bps
1 Includes MFC acquisition

2 2005 to H1 2011 NEDBANK
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Retai |l 60s headl 1 ne e ar-9wasndgvenhy asharp rises
In iImpairments in this period

Gross Endowment Income Change in
Operating B income Exc Endowment 15,192 2007-2009
Income, Rm 12,156 11601 2,419
8 847 10,418 ’
7 997 , 552 8,091 +218

1,823

1,559 1,115

2005 2006 2007 2008 2009 2010 2011 H1

Impairments [l Operating

4,843
1,040 1512 3600 \ 5,110 +3332
SE8l 5 644 Ml 5,906 MM 6,646 M 7,127 Il 7,536 Il 8,770 I/ 5o RA42Y +890
2005 06 07 08 09 10 2011 H1
12127 13,442 13597 14,612 15140 15473 15913 1543

B © @ @« @ ® © ©

GDP growth, %
BN ©o ©¢ © © © © &

NEDBANK
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Excluding HLand MFC,Ret ai | 6 s ROEOs wer e |

es
due to fewer transactional clients and inconsistent risk practices
Headline Earnings, Rm Xx ) ROE, %
203 968 1,128 647 1,145 £45
Total excl. HL® and ___-_-___-_—_
MFC?2 o s s s sy
e 2006 2007 2008 2009 2010 2011 H1
1440
Total Retail 1 235 548 /60 826

including MFCL 2 _________—___

Q HL3

MFC?

105  70)  8ly 193 102) 164

1 Including MFC ALCO charges for middle and long-term respectively. MFC

acquired in 2010, and included in figures after 2010. NEDBANK a4
2 MFC being the Imperial/MFC and Nedbank VAF combined GROUP 1 February, 2012
3 HL backbook, including private banking and SBS books




The repositioning of Retall is being driven through 12 step-change initiatives,
fully aligned with the strategic wheel...

Choice of distinctive client centred banking experiences
(embracing full household)?

Sound risk management

Efficient cost structure

People centred organisation and collaboration

Strengthen ' Collaborate Support / Enable
the Heart
o Deep_enduring Feed the he_art @ Leverage brand & @ Upgrade risk
banking from the rising wholesale clients capabilities &
relationships demographics "
0 Align roles & practices
@ Capture SBS & © Reposition Home responsibilities & (1) Align channels &
individual Loans decision rights to distribution to
synergies / strategic intent .
entrepreneur strategic intent
opportunity @ Align products to @® capture cost iz Empower people
strategic intent; a efficiencies within frameworks

align IT & process

1 This guides the direction and content of the balance of divisional activities and NEDBANK

, 35
performance scorecard deliverables GROUP 1 February, 2012

2 Including influencers, dependants and natural groupings




eand

w avellanto @nplementation on both phase 1 and phase 2 of
our journey

€ Corresponding step
change initiative

Lead the
change!

Lay strong
foundation

Sustainable
earnings
growth

1 Guided

/Basics of good client

banking experience

[] Significant progress made
B Immediate next steps

manced, consistent client

e

Drive internal cohesion & quality
client growth Positive EP generator

banking experiences

1 Align Retail leaders, teams & culture
I Communicate vision widely

@ Reinforce/fix the Retail-wide basic
processes (e.g., account opening,
complaints management) aided by Lean,
Siyakha and increased sales-force
effectiveness

Implement interim IT solutions (e.g.,
middle-ware), and start long-term
solutions (e.g., single data repository)
Ensure robust risk practices/ implement
overall risk portfolio and credit
granting covenants

Align products to strategic intent (e.g.,

mobile, simple product shelf, bundles)

Reposition home loans (e.g., establish
buyer advocacy, improve collections, test
specialist sales force, EP the measure of
success)

Implement cost-efficiencies (e.g., reduce
duplications, improve procurement)
Refine SBS value proposition, leveraging
Business Banking systems & processes

O O 0 &

1 Empowering broad-based action
I Celebrate short term wins

@ Cohesion in Retail organisation &
client centred integrated culture (e.g.,
strong segments, client data analytics
drives cross-sell, simple client driven
processes)

Train (front-line) for client centred
selling and service (e.g., listening skills,
implementing skills, increase cross-
selling skills); Siyakha a strong enabler

®

Align distribution network (e.g., CSC
network with entry level needs, increase
RM presence in branch network)

9 Implement refined client value
proposition (e.g., youth, seniors,
6 middle income customers)

@ Risk as first line of defense strongly
entrenched i impactful, proactive risk
management; functional alignment

1 Consolidate gains and produce

more change
| Embed as cultural norm

@ Step change in enabling
technology

e Strong growth in youth (e.g.,
segment offering, school presence)
and entry-level (e.g., mobile space,

personal loans) CVPs

Effective customer analytics to
build deep, enduring relationships

HBS Professor John

by

NEDBANK
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We use deep client insight to drive our client value propositions, and align our
organisation to deliver a choice of distinctive client-centred banking experiences

& N

Deep client insight Segment-specific value proposition Pre-requisites (as per 7S model)

Great Style
products
and offers
Strategy Skills
Shared
" Client
Competitivejms values
insights
Staff Systems
_Rellevar_]t Structure
Pistributio
Economic
Profit
Formula
Detailed segment-level Develop distinctive value proposition for Cohesively integrate with customer
client insights beacheutontensegimanti satisfying value proposition to deliver essence
day in the | if eod jobs-to-be-doneata given price of companyds competit

NEDBANK

GROUP s7
SOURCE: Seizing the White Space i Mark W. Johnson 1 February, 2012




