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Retail leadership team

Name and position

Ingrid Johnson (47)
Group Managing
Executive: Retail and
Business Banking*

Sibongiseni Ngundze (43)
Managing Executive:
Retail Relationship Banking

Keith Hutchinson (55)
Managing Executive:
Secured Lending

Sydney Gericke (55)
Managing Executive:
Nedbank Card

David Crewe-Brown (45)
Executive Head: Finance,
Projects and Strategy

Gavin Payne (50)
Executive Head: Risk
Retail & Business Banking

Hendus Venter (42)
Executive Head: Retail and
Wealth Technology

Experience and qualification

= 20 years service

= 20 years banking experience

= BCom, BAcc, CA(SA), AMP
(Harvard)

= 8years service

= 23 years banking experience

= BCom, SMDP, Credit Diploma,
Global Executive Dev Prog (GIBS),
AMP Duke

= 26 years service

= 32 years banking experience

= BCom, BCompt Hons, IEP (Insead),
ABS (Harvard)

= 25 years service

= 28 years banking experience

= BCom (Acc), BCom Hons, MCom,
CPA, SEP (Insead)

= 18 years service
= 18 years banking experience
= CAIB (SA), BCom, BAcc, CA (SA)

= 29 years service

= 29 years banking experience

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

=  AMP Duke

= 12 years service (Nedbank)

= 21 years banking and information
technology experience

= BCom Hons (Economics, Law),
Global EDP (GIBS), AMP (Insead)

Name and position

' Ciko Thomas (44)
Managing Executive:
Consumer Banking*

§ Brian Duguid (52)
Managing Executive:
Nedbank Integrated
Channels

=9 Anton de Wet (47)
| Managing Executive:
Client Engagement

| Sarel Rudd (58)
Managing Executive:
1 Nedbank Personal Loans

Millicent Lechaba (45)
Executive Head: Human
Resources

Ashley Sutton-Pryce (59)
Executive Head: R&BB
Human Resources,

Annette Francke (39)
Executive Head: R&BB

Group Innovation; BB
Marketing

Communications & Projects

Strategy; Communications

Experience and qualification

= 3years of service
= 5 years banking experience
= BSc, MBA (U Witwatersrand)

= 31 years service
= 31 years banking experience
= CAIB (SA), FIBSA, AMP (Insead)

= 15 years service
= 27 years banking experience
= BCom, MBA, AMP (Insead),

Strategic Marketing Programme

= 10 years service
= 27 years banking experience
= BCom (Acc), BCompt Hons,

CA (SA)

= 7 years service
= 7 years banking experience
= BA Hons, MDP (U Pretoria), SAP

HR Certificate, EDP (GIBS) ,
Business Strategy for HR Leaders
(Insead)

39 years service
39 years banking experience
BA, Business Strategy for HR
Leaders (Insead)

= 8 years service
= 8 years banking experience
= BSc Hons, MBA (Insead)

*Group Exco member
As at Sep 2013
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Retail & Business Banking contributions to Nedbank Group e

Retail and Business Banking as a share of Nedbank Group

H1 2013, %

Operating Income Headline Earnings

100% = R16,519m (Group)

100% = R3,914m (Group)

. g

Rest of Nedbank

100% = R59,817m (Group)

57

100% = R557,349m (Group)

54

1. Operating income — NIl plus NIR less impairments

100% = R578,807m (Group)

67

100% = 28,889 (Group)

2. Cluster allocation as a percentage of ECAP to Total Group Equity

- Retail & Business Banking
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Target market & service model for Retail and Business Banking moven | nEDBANK

Target clients Service model
* Retail Relationship * Relationship-based (lower to higher touch)
Corporate; Banking targets higher supported by centralised value delivery
Wealth Capital complexity households system/functional teams and regionalised
o requiring an “l know you” product specialists (shared with BB or based in
L—o Business  client experience, and contact centre)

Banking small/micro businesses
with turnover <R10 million

* RRB clients served seamlessly across branch,
contact centre & digital channels as well as or
co-location of personal bankers with BB

* Retail Consumer Banking = Served across 1000 staffed outlets, contact
targets households of lower centre and digital channels (ATM’s, Point of
complexity requiring an “I Sale, Online, Mobile)

- : know_ about you” client = Skilled bankers delivering a choice of offerings
Individual 3, Businesses experience through distinctive CVP’s for Youth, ELB,
Middle Market and Seniors

Retail Retail
Consumer | Relationship
Banking Banking

Corporate; * Business Banking targets * Client service teams (CST’s) (incorporating

Wealth Capital companies with turnover sales, credit and service) supported by product
R10-700 million & more specialists in business offices across SA,
—e Business  complex needs operating within clear frameworks
_Banking Typically established * Dedicated relationship banker orchestrating
_ businesses spread CSTs and specialists to holistically service

BUS'UeSS geographically across SA, all client needs leveraging knowledge of local
Banking often family-owned conditions; complemented with servicing

. Retail o IRt(_ataul " « Individual and business thrroggh integrated channels including self-

onsumer elationsnip activities intertwined service

Banking Banking

Individual v Businesses = Servicing owner and household and their

business and employees on a holistic basis

* Client centred decision making across all needs

CVP - Client value proposition
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1. In Nedbank Retail’s eventful history, we did not invest in sustainably building our client franchise and organisation for the long
term, with a consistent cohesive strategy in keeping with market demographic trends and credit risk dynamics. At the turn of the
credit cycle and following the slow down in the economy, Retail's earnings reversed dramatically in 2009 to a headline loss of
R27m excluding Bancassurance (R156m including Bancassurance), leading to a cumulative R1.8bn erosion of EP over 4 years to
December 2009 on R4bn of capital. Market share for main banked clients was low relative to strength in deposits and advances.

2. In Oct 2009, following a complete leadership change, Nedbank Retail set out to chart a new path to sustainable profitable growth,
by developing a deep understanding of market dynamics, client demographics as well as own areas of weakness and strengths to
identify sources of competitive distinctiveness and define our ‘“True North’: “Delivering a choice of distinctive client-centred
banking experiences that build many deep, enduring relationships with all in South Africa, underpinned by effective risk
management”.

This fundamental strategic positioning was initially shared with stakeholders in Aug 2010 and further detailed in Jan 2011 and
required consistent implementation of 3 fundamental imperatives by a highly skilled, values based leadership team —
1. Rebuilding the client franchise as a bank for all by investing in the life cycle of clients with distinctive client value
propositions (CVPs) & aligned value delivery system (VDS)
2. Embedding effective risk management & culture
3. Evolving the organisation to be more client centred and integrated, while maintaining the growth momentum of the
product lines
The aim was to remove the extreme credit loss ratio volatility through cycles, sustainably strengthen NIR, optimise costs for
investing in the franchise and transform client perceptions of Retail, ideally achieving an ROE above CoE by 2014.

3. Since then, Retail has made significant progress, not only in embedding a strong foundation, but also in sustainably generating
profitability. This was achieved while facing some of the toughest macro conditions including interest rates at 40 year lows,
increasing consumer indebtedness and banks fiercely competing for customer growth, especially in the middle and ELB market.
Key metrics of client, people, financials as well as trends in client market share and brand perception have all significantly
improved, while lower asset market share is a consequence of selective origination to protect against downside credit risk in
expectation of a worsening credit cycle. Overall, up to Dec 2012, this has led to a strong restoration of HE (R2,6bn growth since
2009) off a very disadvantaged position, driven by growing clients and deepening cross-sell, strongly growing NIR (R2.8bn
cumulative since 2009 at a 15% CAGR), investing in distinctive CVPs (including step change in distribution spend of R1.3bn in
capex) and optimising costs (R775m in 46 months) while also materially strengthening balance sheet impairments by R2.3bn.
Although the strategy to rebuild the client franchise will take time, Retail has contributed meaningfully to the Group’s performance
since 2009 and its re-rating in the eyes of investors. The competitive positioning relative to peers is also transformed to now being
able to compete with increasing differentiation.
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4. The profound shifts achieved to-date are testimony to the quality of strategic choices, speed of execution and careful orchestration
of a multiplicity of initiatives across the 3 fundamental imperatives to ensure a sustainable turnaround:

1. Rebuilding the client franchise as a bank for all
« Demographic insights drive creation of compelling CVPs for key market segments
* Improved cross sell effectiveness by leveraging product line & wholesale strengths (notably card, deposits, PL's & N@QW)
« Competing on overall client experience while ensuring CVP elements (product, price, integrated channels & positioning) are
competitive
* Investing significantly in sources of distinctiveness — CVP’s, integrated channels, client centred innovation

2. Embedding effective risk management and culture
» Protecting franchise from downside risk of challenging credit cycles by fundamentally overhauling Retail’s risk operating
model to

— Ensure adequate balance sheet impairments throughout cycles

— Adopt selective origination strategies to optimise risk vs return of asset portfolio and quality of advances portfolio

+ Fundamentally redesign business models to mitigate risk while increasing source of distinctiveness — examples include:

- Repositioning Home Loans — early action to address poor 06-08 vintages through effective collections and pro-active
impairment methodologies; creating a compelling alternative to mortgage originators by restoring Nedbank as primary
client interface across all channels to improve client experience and underlying risk / returns;

- Fundamentally changing Personal Loans business model to align with Retail’s strategy and the deep concerns that
high industry growth rates were masking the deteriorating consumer credit health. Early actions include selective
origination to markedly slow advances growth and improve risk quality; adopting more conservative provisioning
methodologies; reassessing risk based pricing & effectiveness of credit life as a risk mitigant; integrating sales force fully
with branch network

3. Evolving the organisation from being product focused to be more client centred & integrated
+ Substantial organisational change embedded to deliver on the strategic intent and enable the distinctive CVPs, including
successfully integrating Imperial Bank
+ Organisational culture strengthened through investment in people & transformation
» Unlock significant cost savings to accelerate investments in sustainable foundations
+ Step change in customer management practices across 11 dimensions — measured consistently by CMAT

The dramatic transformation of Retail confirms Albert Einstein's insight that “No problem can be solved from the same level of
consciousness that created it*. This step change was possible due to embracing second order change processes and leadership
which are complex to deliver simultaneously, yet highly impactful.
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5. We are acutely aware that we are midway through a large scale organisational transformation, which requires consistency and
strength in leadership and strategic direction to embed the early gains. At the same time, it is important to evolve our strategic
choices in the context of our overall position and the 5 key trends shaping the industry.

As we continue our journey towards our compelling ‘True North’ vision, emphasis is on key initiatives within 3 main imperatives
through which we will capture the significant growth prospects and opportunities available to us, specifically:

1. Grow the client franchise
« Strong client growth momentum in all segments as transactional banked share lower relative to strengths in
advances and deposit market share - more clients, deeper cross-sell, less attrition across more micro-markets
+ Continue investment in key enablers including marketing, reformatting of distribution, front-line effectiveness,
mobile / self-service channels, competitive pricing
+ Develop compelling CVP for unbanked segment (relevant for Rest of Africa subs)

2. Collaborate & innovate for growth
* Leverage wholesale client relationships and micro-market approach for increased cross-sell and to accelerate
capturing the virtuous circle of banking the business owner and household as well as business and employees
* Invest in people & organisational effectiveness - optimising processes, increasing span of control, removing
duplication to extract cost efficiencies and enhance the overall client experience — significant change management reqd
» Accelerate client usage of existing innovation through optimal design of holistic client experience, while further
enhancing capabilities in digital, payments & deposits

3. Manage risk effectively
» Continue focus on collections and client rehabilitations to reduce non performing loans
» Sustain selective origination at enhanced pricing for better risk portfolio to minimise downside risk of worsening credit
cycle
* Quality proactive risk management and processes protecting for downside risk should interest rates rise / consumer
risk deteriorate further (given quality asset portfolios & prudent pro-active provisioning methodologies)

Continuing on our path of consistent, diligent execution, building on our strong foundations and remaining true to our
commitment of building sustainable businesses and increasing our source of distinctiveness relative to peers, we are
confident that we will deliver sustainable growth momentum at improved ROE’s and contribute to the group achieving its
medium-to- long-term targets
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In Nedbank’s eventful history, we did not invest in building our client

franchise for the long term, with a consistent cohesive strategy in
keeping with market demographic trends and risk dynamics
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Creation of retail
division

1988-1993

= Corporate and Business
Banking activities
removed from branches

= Merger of Nedbank,
Perm and Nedfin -
operated separately

= Combined Nedbank /
Perm Home Loans with
strong market share

= Perm makes aggressive
move into township
markets

= Perm offers desktop
banking services in
Estate Agents branches

= Strong urban ATM
footprint

Positions for
the wealthy

1994-1998

Nedbank positions itself as
a bank for wealthier clients
and businesses, with strong
urban focus

Peoples Bank separated
from Retail

All but ~50 Perm branches
closed and repositioned as
Permanent Bank

Nedbank “forcibly”
moves perceived lower
value clients into Peoples
Bank

Multi-brand strategy
duplicates infrastructure /
weakens Nedbank brand

2m clients dislocated &
700k client accounts
closed

Nedbank branches
rationalized

Nedfin incorporated into
Nedbank Commercial

Nedbank introduces
Nedcredit to avoid using
dealers and go directly to
clients

Rise of the back
office

1999-2000

Nedbank fails in bid for
Standard Bank

Nedbank continues multi-
brand strategy (Cape of
Good Hope, Permanent
Bank, Nedbank, Syfrets,
Peoples Bank)

Nedbank duplicates
infrastructure and weakens
brand

Branch back office
operations outsourced to
T&O

Retail staff
psychometrically profiled to
become part of either
branch sales or operations

Focus on
commercialization of T&O
leads to underinvestment
in core Retail systems

= |nvestment in credit

automation, client centric
scoring models developed
& then abandoned

Acquisitions
distract from
core business

2001-2004

Pursues other acquisitions
without specific Retail strategy
as underpin

Forms alliances with PnP,
Imperial Bank, Capital One &
JD Group

Permanent Bank integrated
with Nedbank

NBS/PEP/Cashbank
integrated into Peoples Bank
Ltd

Branch sales and ops moved
into one structure

Nedbank withdraws from
serving Mortgage Originators

2003 Retail Market shares:
— Card: 20%
— HL: 20%
— VAF: 8%

Total of 3m Nedbank clients
and 700k primary clients

Sweating of technology
platforms/ATMs continues

Moved small business clients
to contact centre delivery

Re-organizes

to stem product
market share
losses

2005-2009

Creation of monolines to
address “broken” retail
franchise

Nedbank chooses a single
brand strategy

Focus on increasing
advances & market share to
address losses - 2006 Retail
Market shares:

— Card Issuing Debit: 9%

— HL: 17%

— VAF: 7%
Focus on increasing total
clients after almost no
change since 2004. Big
Mzansi focus of low
transactional quality. Total
clients 4.2m, primary clients
1.5m by end 2009

Significant investment in
distribution to replace aging
ATMs and expand footprint

Acquisition of Imperial Bank
minorities benefitting
regulatory capital, liquidity
and auto market share
Very material Home Loans
impairment challenges

Source: 2011 Retail Investor Day presentation with small refinements
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At the turn of the credit cycle and slow down in global economy,
challenges in Retail were revealed, necessitating a fundamental
strategic review

HAPPEN NEDBANK

Retail Banking! - headline earnings, Rm Price : tangible book — ';‘i‘::t?::g Group
4.0 5 = Barclays Africa Group (ABSA)
ROE 176 231 221 108 -16 — Standard Bank Group
% 3.5 -
1876 30
1463

2.5 -
2.0 -
ECAP 58 5.9 5.9 5.6 5.6 b
” 2005 2006 2007 2008 2009 1.0 | | | |
Jan 05 Jan 06 Jan 07 Jan 08 Jan 09
Rest of Nedbank - headline earnings, Rm Share price relative
;OE 148 170 211 204 200 200 .

4763 ]
4 045 4 433 150

2972

2271
100
2 50 T T T T
2005 2006 2007 2008 2009 Jan05  Jan06  Jan07  Jan08  Jan 09

1Wealth related income is included in Retail

22009 subsequently restated for changes to allocated capital and exclusion of Wealth from Retail numbers

Note: Core Tier 1 equity 2007: 7.2%, 2009: 9.9% or Prime interest rate 2005: 10.6%, 2008: 15.1%

Source: Dec 2012 HSBC conference with small refinements 12



In 2009, Retail was lagging far behind peers in client numbers, with e

THINGS

significantly fewer considering Nedbank as their main bank? HAPPEN | NEDBANK

Total client base by income segment Main Banked Client base by income segment

(as of December 2009)! (as of December 2009)

# million # million

11.7

Seniors 0.7

Middle 1.7 9.0

to Upper 0.4

1.2 6.7

Entry 88 gg

Level 7.3 ' 4.2 0.9 4.2 4.1

Banking 5.9 0.2 0.2

4.2 8: 06 0.6
3.7 1 5
2.6 2.7 2.6 0.1
Youth n_M_-.xl L0 oW ) i
Competitor 1 Competitor 2 Competitor 3 .NEDBANK Competitor 1 Competitor 2 Competitor 3 .NEDBANK
Share of Main as %
. 62 66 63 61 of total 51 47 61 37
ELB clients :
client base

Mzansi as
% of client 9 10 7 29
base

1 Cannot add the client numbers to get the market as clients are multi-banked
Source: AMPS data and Retail analytics
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In 2009, Nedbank embarked on a strategic journey to sustainably wace

THINGS

turn around the retail business

NEDBANK

Market forces and trends . Started by new Retail team in October 2009

= Large unbanked segment
with financial needs
* Rise of a middle class

Market insights
Client segments

Initial strategy strawman shared with
Board in July 2010 and Investors in

Market maturing
Basel Il
Entrepreneurs
Technology

Economic profit pools
Lifecycle value

Macro levers for growth (client
acquisition, SoW, by segment,
main vs. second bank...)

August 2010

Detailed strategic initiatives included in
2011-2013 plan and approved by Board
in October 2010

Customer insights
= Needs and

Defining Nedbank's Retail strategy

= Strengths, weaknesses vs.
competition on client key
success factors
Other banks strategic
thrusts

1 7S includes: Structure, Style, System, Shared Values, Staff, Skills, Strategy
Source: 2011 Retail Investor Day presentation

and decision
rights

preferences by = |dentify value skews and white

segment (for deep spaces Long term

bkg. relationship) = Define source of distinctiveness and Target Implementation goals and short

Segment journey customer value props per target organisation roadmap term milestones

and moments of segment

truth = |nspiration from other B2C industries = Align retail = Set realistic = Monitoring

Key success = Brainstorm/ creative ideas business model timelines delivery

factors for on an holistic = |dentify key building = Balanced

acquisition, Cross- basis using 7S* blocks and scorecards

sell, retention el Faie) sireng s pr?nciples sequencing _ . Test strategic
and weaknesses = Align roles_,_ _ Manage execution impact

accountabilities risk

14



Three strategic imperatives stemmed from the deep understanding

of external trends and from Nedbank's internal context
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External context

Growing banked population (+4.9m
by 2020)

Changing demographics: large youth
and entry level market (+2m); growing
middle market consumers (+2m) and
seniors remain important(+1.4m)

Growing small business segment
employing ~45% of the SA workforce

Increasing consumer preference for
choice of channels, self-servicing and
low cost banking

Tightening regulation and pricing
pressures (especially deposits and
NIR)

Technological and process innovation
for simplicity and ease of banking

Increased competition including niche
players

Retall is an attractive, large,

growing but increasingly
competitive segment...

* Excluding bancassurance income.
Source: 2011 Retail Investor Day presentation - more detailed version

Three imperatives

1. Rebuilding the client
franchise as a bank for all

2. Embedding effective risk
management and culture

3. Evolving the organisation
to be more client centred
& integrated

Internal context

Strongly independent product-
focused businesses with high and
increasing use of capital and
liquidity

Expanded to all clients,
emphasising Mzansi albeit 2/3
inactive

Product and price led marketing

Behind competitors in client
experience and infrastructure

Weak client propositions (reduced
bonding in affluent, lower share of
primary clients)

Misread credit cycle and inadequate
risk management in secured lending

Weaker functional lines relative to
monolines

Cumulative Economic Losses of
R1.8bn* over four years to
December 2009 on R4bn of capital

... Nedbank can build on product,

people and wholesale strengths

5



Nedbank Retail will build banking relationships with all in SA, leveraging &S

THINGS

distinctive strengths, underpinned by strong risk management T

STRATEGIC INTENT

Delivering a choice of distinctive
client-centred banking
experiences that build many

deep, enduring relationships
with Nedbank

Delivering growth and
sustainable shareholder returns
through effective allocation of

Scarce resources

Source: 2010 Retail Strategy Board presentation



To build “distinctive client centred banking experiences”, all

elements of organisational design need to be aligned to CVP

THINGS
NEDBANK

Hi-level customer
segmentation

HNW?

Universe of
prospective clients

Segment-specific value
proposition (“VP”)

Great
products

Client
insights

ompetitive
Pricing

Relevant
distributio

Economic
Profit
Formula

Organisational alignment
(as per 7S model)

~_

+ Client segments derived
from life-stage analysis
and deep client insights
based on “a day-in-the-
life of...”

* Distinctive VP for each client

segment vs next best
alternative / trade offs

» Jobs-to-be-done at a given
price

* Integrate Value Delivery
System / 7S with client VP

* Deliver unique competitive
advantage

1 Out of scope — Nedbank Wealth providing the offering
Source: Seizing the White Space, Mark W. Johnson, 2010; McKinsey 7S Framework
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Nedbank embarks on a strategic journey to sustainably turnaround the retail business

Johannesburg, 16 February 2011 — Following an in-depth strategic review, Nedbank is charting a new path to sustainable, profitable growth for its retail business.
“Having reflected on our past strategic choices and resultant consequences as well as Nedbank’s strengths and opportunities in an ever changing world, our
chosen direction harnesses Nedbank’s unique attributes to deliver a choice of distinctive client-centred banking experiences as a bank for all in South Africa,
whilst also seeking to deliver growth and a shareholder return above the cost of capital in the medium term,” says Ingrid Johnson, Nedbank Group Managing
Executive of Retail and Business Banking.

The new strategic path is a significant shift away from the previous product focus to a client-centred and integrated business with offerings to distinctive markets.
In particular, Nedbank Retail will focus on extending its presence within attractive growth segments, namely youth, entry level banking and small business, whilst
rebuilding its historic strength in the middle market. The strong wholesale franchise will be harnessed to access employees of companies through a differentiated
Nedbank@Work offering.

Johnson notes that retail is a growing market with another 5 million new entrants likely to enter the formal banking market in the next 10 years and a strongly
rising middle class. The senior market remains attractive with another 1.4m people entering this segment in the next 10 years.

“We believe this client-centred approach, underpinned by world class risk management practices, will afford us an opportunity to provide positive first interactions
with Nedbank on which to build deep and enduring client relationships that embrace key “moments of truth” through their life stages,” says Johnson.

“Our distinctive offerings such as Nedbank Savvy, M-PESA and Personal Loans will attract our fair share of new clients as is already evidenced by Nedbank’s
strong 10 year presence in Personal Loans where we hold the number 2 market share amongst the big 4 banks as well as our strong term deposit franchise
(number 2 in market).

“I| believe Nedbank is now well positioned to entrench itself as a highly aspirational brand within the growing South African banking consumer market,” Johnson
says. “Perceptions of Nedbank's brand positioning have shifted remarkably from elitist to aspirational and this resonates with South Africans who all have
aspirations to realise their full potential and financial goals.

“By harnessing our distinctive culture and by listening to and understanding our clients needs we will make things happen through our 20 000 staff across
South Africa who bring our vision to life in their daily interactions with our clients. Communication of our new client-centred vision is vital and to date 2,700 staff
members have recently attended roadshows to gain understanding of our exciting future and the important role each will play,” says Johnson. “We have also
assembled a strong collaborative leadership team, aligned the accountabilities and enhanced collaboration across Retail and Business Banking to lead the
delivery of this new strategic path.

Johnson reflects that “relative to Nedbank’s past efforts to sustainably turnaround Retail, the cohesive strategy and three fundamental imperatives of world class
risk management practices; consistent investment in clients through their life stages; and strong alignment of product, channel and customer insights to deliver
a choice of distinctive, client centered experiences should deliver the desired results over time.

“Importantly, rebuilding the client franchise and fundamentally transforming Retail into a client-centred and integrated business is a medium to long term journey.
However, given the difference we can make to our clients and communities we serve, while unlocking our fair share of an attractive economic profit pool for our
stakeholders, is a goal worth striving for,” Johnson concludes.
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Strongly repositioning retail while maintaining wholesale strengths [ERs

THINGS

in a toug h CyC|e HAPPEN NEDBANK
Retail Banking! - headline earnings, Rm Price : tangible book - Eif:t?::g Group
ROE 0.2 4.6 10.8 12.1 10.0 3.0 — Barclays Africa Group (ABSA)
% = Standard Bank Group
2001 2222 o5 |

1 054

2.0 -
(27) —

2009 2010 2011 2012  H1 15 - /
2013

ECAP 91 8.7 10.3 10.9 10.7 1.0 : : : .
% Jan 09 Jan 10 Jan 11 Jan 12 Jan 13
Rest of Nedbank - headline earnings, Rm Share price relative

230 -
ROE 534 166 157 167 176 210
%

190

170

4931
4 304 4139 4 093 150

2 860 130
110

90

70

50 .
Jan 09 Jan 10 Jan 11 Jan 12 Jan 13

2009 2010 2011 2012 H1
2013

1 Wealth related income in rest of Nedbank

Common equity Tier 1 2009: 9.9%, 2012: 11.4%
Note: Prime interest rate 2009: 11.9%, 2012: 8.8%;
Source: Dec 2012 HSBC conference with refinements



Sustainable growth has been achieved across all income statement [JERs

THINGS

levers and lines of business between 2009 & 2012 HAPPEN | NEDBANK

Strong growth across all financial drivers...

...and integrated lines of business...

Cumulative growth 2009-2012 (Rbn) 2009-2012  / Cumulative growth 2009-2012
CAGR ,/ inoperating income (Rm) 1 849

_ 1 467
Operating o

2,2 1,7 6,7
Income

Income from
Lending 2,2 1,7 3.9

Activities NIl Impair-
ments

Non Interest 28

Revenue 15,8% | . .
E Cumulative growth 2009-2012 expenses, Rm:

i Distribution 536 :

! L

Expenses 2.9 L Other initiatives 273 :
. Efficiencies (633)

i Inflation and Other 2,748
RoE % s .

1 Other initiatives include CVP’s (Ke Yona, Savvy, Relationship Banking), product and channel innovation, including digital
Source: 2012 international investor roadshow booklet
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Significant strengthening of transactional revenues e

12,8% CAGR
excluding

personal loans
+R1.76bn

14,6% CAGR

Total NIR
Rm
2 440
Trans-
actional
Card
Personal 936
Loans
\ 219
Secured ~ 160
H1
2009

+402
4 203
3 801
3412
1851
2 844 1796
1 540
1 303
1 405
e e
1014
391 522 612
294
233 368 306 335
H1 H1 H1 H1
2010 2011 2012 2013

1 Reflects volume related drivers
2 Reflects all pricing uplifts. Net average annual fees increase equates to 4,35%
3 Taking into account lower transactional activity & change in mix of transactions

Drivers of 10.6% NIR growth
H1 2012 vs H1 2013, Rm

Transactionalt

Card?

Personal Loans!?

Fee increases?

Bundle benefits
for clients3

Secured Lending !

Other

Total NIR growth

+402




Building more enduring client relationships with all in SA

HAPPEN NEDBANK

Accelerating momentum in client gains...

Client growth YOY
(‘000)

Middle/
RRB3

ELB

Youth

A WODNPE

2010

ciens D D D D
Y 4,350 J 5,008 "

628
27013 285 201
88
182
358
95 384
202 299
39 161

105

102 104 99

58

H1 H1 H1 H1

2011 20122 20134

12.1%

CAGR

2011 includes 270K clients acquired as part of MFC

Acquired approximately 49k customers from Ackerman’s base (Jan’12)
The majority of MFC clients fall in the middle market, increasing the base of clients with a single product holding
Client base restated, affecting client numbers in 2013 by ~ -20k

...doing more with Nedbank

Clients with 2+ Products (‘000)
15,8%

@ 1 554
1 386
1197
1041 858
Middle/ 792
RRB? i 720
552
ELB 349 381 466
vouth  mmecem EEomm HOCH VRN
HL  H1  H1 H1
2010 2011 2012 2013
% of total
client base @ @ @ @

40,7% including
Bancassurance

products
23



Making Nedbank more accessible across SA as a bank for all
through step change investment in distribution

MAKE
THINGS

HAPPEN

Over R1.3bn investment in distribution since

2009

Branches & Outlets 40%
(#) increase!
758 762
Alternate 543 190 190
outlets?
Branches
2009 2012 H1
2013
72%
ATMSs increasel!
3048 3182
(#)
1853 1412 2009
< 5yrs old 679
2009 2012 H1
2013

Footprint optimised in line with micro-market

opportunity - 128% growth in non-urban

762
144
el
+188%
543
P P 91
Rural 50 +7204
Semi- 53
urban

D

Urban

2009

H1
2013

1 Excludes Personal Loans kiosks (2009:250, 2012: 313 & H1 2013: 279). Growth is from 2009 year end levels.

Source: 2012 results presentation with small refinements

NEDBANK
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Embedding effective risk culture with adequate impairments - CLR mAKe

THINGS

Impacted by advances mix, methodology changes & credit cycle HAPPEN | NEDBANK
Retail CLR Extreme volatility
(%)
Comparable CLR? 3,27
Other
B Personal Loans 2.70 272
Homeloans _ _ _ _ /4t s &Iy

2005 2006 2007 ' 2008 2009 2010° 2011 2012 H1
2013

/S5 (Rm) 887 1,040 1512, 3,559 5,644 4,959, 3,729 3,927 2,542
NPLs?2 (%) 46 40 49 , 88 101 891 75 63 62

Specific 41 41 37 1 29 30 36 ! 41 45 48
coverage 4 (%)

4 2005 to 2008 numbers exclude MFC

1 Actual CLR re-calculated assuming June 2013 asset mix
5 Income statement impairments

2 Percentage defaulted advances including legal and non legal
3 Sensitive to advances mix, Upper Range adjusted using 2013 mix vs 2009



Proactively reduced defaulted loans while materially strengthening

balance sheet impairments since 2009

MAKE
THINGS

NEDBANK

HAPPEN

Defaulted advances & specific impairments
Rbn

I Defaulted advances
Specific impairments

3.5 4.0 o1
14 puml.6 2.2
mm I

188 177
14.4
8 124 124
X 5.2 6.2 I5.9 I5.6 I6.o

2005 2006 2007 2008 2009 2010 2011 2012  H1 2013
Specific
e verage (%) 41 41 37 29 36 41 45
Portfolio impairments 2.4
Rbn 2.3
Other L3 1.7
Bl Personal Loans 0.9 '
Home Loans 0.5 0.9 ' 0.7 m m
8 % 0.3 05  mgeem KR
[ I:I- O 1 0 3 T : T 0.5 T 0 6 T T 1
2005 2006 2007 2008 2009 2010 2011 2012 H1 2013
Performing
book (%) 01 01 0,4 0,6 0,8 1,0 12 Q3D

2005 to 2009 numbers exclude MFC
Source: 2013 interim results presentation
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Retail is steadily narrowing gap to peers in its drive to sustainably

generate a ROE > COE

THINGS
HAPPEN

Peer comparison indicates Retail is steadily closing the gap

and relative to peers, is best positioned in terms of coverage

Retail & BB NIR : Expenses

= = = Nedbank Retail & BB

= = = |ndustry Retail & BB (excl Nedbank)
Nedbank Retail
Industry Retail (excl SBK)

84.7% 85.9%
79.8%
o ~— 78.0% e r e cccca--
e s 73.4%
. 0
68.5%
63.7% ST L Ll 0
—o-=""" 6.0 67.7% 69.2%
- . (]
62.3%
2009 2010 2011 2012

Retail specific impairment coverage on defaulted loans

%
49
45

Dec-09 Dec-10 Dec-11
W Standard PBB m ABSA Retail

Dec-12 Jun-13
FNB Retail m Nedbank Retail

ROE peer comparisons are difficult given differences in
capital allocation methods

NEDBANK

Actual 2013 _

H1 results for 2013 H1 results applying

Retail peer range of ECAP rates
Retail

15.1
ROE
%
10.0

Retail
ROE excl HL
%

11% ECAP 9% ECAP 6% ECAP
Allocated
Rbn
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Guided by selective origination strategies, Retail’s holistic market

THINGS

positioning relative to 2009 and in relation to peers has improved uarpen | NEDBANK

Clients

Products

Channels

Relative position at June 2013
P Newer Market

#1 #2 #3 2009 Base Player
Number of clients 9.1m 9.9m 7.5m’
| 336% 7s% 101 [l BRSO v
Motor Finance 35.1% 19.2%
Personal Loans 30.7% 14.1% 12.6% 18.0%
Retail Deposits 25.5% 21.2% 21.0% 3.0%
Card (acquiring)? N/A N/A N7 e O Crect NI
Card (issuing receivables) 32.5% 28.4%
Branches 864 7747
Alternate Outlets 279 269
ATMs? 9,630 7,416
Internet® 1.2m* 0.8m
Mobile® N/A N/A
mtriset share information as at Aug 2013 3 Includes Nedbank App users 7 FNB figures Dec 2012.
1 Includes retail outlets (190) 4 FNB Internet figures Jun 2012 Branches include 163 EasyPlan branches
? Cashback cnabled POS devices 5999 & Newer market player. Capiec fgures AUG 2013 porcentage of main banked cents (AMPS cata)

(3,969 enabled, 796 active) figures Jun 2013 Internet & mobile info as at Feb 2013



Turnaround plan recognised that re-building the main banked client [
franchise takes time - consistent execution of strategic intent reqd

HAPPEN NEDBANK

Adult! Primary? banking customers Annual client
- —= 6
rowth® %
Millions +3.5% p.a.3 g 0
100% =° 18.8 19.7 20.3 21.1 21.64
& sarmee 3.8% 4.9% 7.1% 9.7% 11.6% 37%

@ Standard Bank 23.7%

22.8%

e 2359 23.3% i
= 23.7% 23.4% 3%

2009 2010 2011 2012 H1 2013

1 Adult is 15+

2. Percentage market share based AMPS variable “main bank for all banking transactions”

3 Annual growth in South Africa’s primary banking customer base based on Nedbank Total Primary Market Calculations averaged over 2010 - 2013
4. 2013 AMPS number as per release 2013A and includes Jul2012 — Jun2013

5. Total Primary Market Calculated using Nedbank Primary Customer Base / Nedbank AMPS Market Share

6. Annual Growth calculated using average of 2010 — 2013 growth

Source: AMPS 2008B, 2009B, 2010B, 2011B,2012A, 2012B, 2013A ; Nedbank analytics
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An enabler to strengthening the transactional franchise is growing
total clients in all segments - source of future main banked clients

Total client base by income segment
(as of December 2009)3

Total client base by income segment
(as of June 2013)!

MAKE
THINGS

HAPPEN

NEDBANK

# million # million
Clientgains — 1 g +0.1 +0.8 +2.0 +3.4
since 2009
11.7
Sgniors 9.9
l\m?Jdle 17 00 Seniors 06 9.1
© CPper ' Middle 05
1.4
to Upper 1.3 7.5
1.2 c o
6.7 et 1'4 6.2
ntry ;
Entry 0.9 Level 0:5 5.0
Level 7.3 Banki 1.0 8.2
; 4.2 anking :
Banking 59 6.5 5.6 :
0.7 45
4.2 16 3.7 3.3
2.6 01.018
n IH m . Youth
Youth e
Competitor 1 Competitor 2 Competitor 3 NEDBANK  Competitor 4 Competitor 1 Competitor 2 Competitor 3 NEDBANK  Competitor 4
Share of Share of
ELB 56 58 67 47 69 ELB 66 61 60 61 65
clients, % clients, %

1 Cannot add the client numbers to get the market as clients are multi-banked
Source: AMPS data and Retail analytics




Nedbank’s overall achievements are acknowledged in the market ke

with Retail contributing meaningfully to this change in sentiment

THINGS

NEDBANK

Industry acknowledgements & accolades received to date...

Best Top 10
Consumer Innovative
Android App African Banks
2013 MTN Awards Terrapin Future
Bank

Most 2013 Socially

transformed Responsible csl award
company on the Bank of the Sunday Times

top 100 JSE- Top 100

listed A\:e_ar AV Companies

) \ rican Banker
companies - Awards
J \\\

Skills@Work Award
in the Large
Company category

Nedbank & Ecobank
Alliance 2010 Most
Innovative Bank of

the Year for good practice in
_ African Banker Awards SkLI:]sedbee:/r?liiC)npgmaenn(:;[ n
) microfinance sectors
Runner up Most Bronze Award BANKSETA.
Innovative Ke Yona Team
Bank of the year campaign
20183; ﬁli';fa” received a Three Silver
2013 Loeries .~ Communicator
2013 Transformation-.._ " Awards forits

Champion of the
Year and the
Corporate Social
Investment Black
Business Quarterly
(BBQ) awards

'Know How is

Power' programme
International Academy
of Visual Arts

...shifting market sentiment and perception

Nedbank to move towards the sector average ROE of
c.20.5% by 2015E, driven mostly by anticipated

continued success in the retail banking turnaround as
well as opportunity in Africa.

ABSA Capital, Aug 2013

Lower base and sharpened focus/investment to drive growth

We think that Nedbank has the correct suite of products and targeted strategy to
be successful in the lower-income market. We also think that this will support
growth, especially as the bank is coming off a lower base relative to the peer
group. Investments, products and client acquisition seem to be proving successful
to date. Nedbank's target market is very similar to Capitec’s, with Riaan Stassen
commenting to the market in a recent presentation that he actually views
Nedbank as the most serious competitor.

Merril Lynch, May 2012

Nedbank

Nedbank fares well across many
categories, and is possibly a surprise
runner-up in the overall satisfaction
rankings against the likes of Absa and
Standard Bank that are perceived to have
a broader and stronger base.

Ingrid Johnson, who heads Nedbank'’s
retail and business banking, has pulled
off a seeming miracle by placing the bank
firmly back on track after something of a
malaise following its acquisition of BoE
a decade ago. This should give business
customers who have been reluctant to
consider the bank as a viable alternative
the confidence to relook at this contender.

Intellidex Top Business Banks
Survey, Aug 2013




Repositioning Retail — presentation topics

* Executive Summary
= What we set out to do in 2010

" Progress to date

= How we achieved it

= Future trends & prospects

MAKE
THINGS

HAPPEN

NEDBANK
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How we achieved it - 3 fundamental imperatives to sustainably turn e

around Retall

THINGS
HAPPEN NEDBANK

Rebuilding the
client franchise
as a bank for all

Embedding
effective risk
management &
culture

Evolving the
organisation to
be more client
centred and
integrated

Demographic insights drive creation of compelling CVPs for key market segments

Improved cross sell effectiveness by leveraging product line & wholesale strengths
(notably card, deposits, PL’'s and Nedbank@Work)

Competing on overall client experience while ensuring CVP elements (product, price,
integrated channels & positioning) are competitive

Investing significantly in sources of distinctiveness — CVP’s, integrated channels,
client centred innovation

Protecting franchise from downside risk of challenging credit cycles by
fundamentally overhauling Retail’s risk operating model to

— Ensure adequate balance sheet impairments throughout cycles

— Adopt selective origination strategies to optimise risk vs return of asset portfolio
and quality of advances portfolio

— Fundamentally redesign business models to mitigate risk while increasing source
of distinctiveness — examples include home loans and personal loans

Substantial organisational change embedded to deliver on the strategic intent and
enable the distinctive CVPs, including successfully integrating Imperial Bank

Organisational culture strengthened through investment in people & transformation

Unlock significant cost savings to accelerate investments in sustainable
foundations

Step change in customer management practices across 11 dimensions — measured
consistently by CMAT
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Importance of being a ‘bank for all’ given SA market demographic

shifts

MAKE
THINGS

HAPPEN

Demographic shifts by banking segment of population

# millions

Unbanked

,________
\
\

Seniors— 1.0

Middle 25
& Upper

13.7
ELB 12.1

Youth

2009 2013

1 Other includes SBS and NRNI segments

0.8%

0
>
()
0

Source: BIS, AMPS 2009B, 2013A, Segment - StatsSA

Nedbank total client base

NEDBANK

# millions
CAGR
62
]
P 1.123
Other? 418
Seniors 361
Middle 707
& Upper
PP 3.144
ELB 2.174

2009

2013
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All client segments contributing to NIR growth with middle market
the strongest, reflecting benefits of investing in the client life cycle

MAKE
THINGS

HAPPEN NEDBANK

All segments are contributing to NIR growth

NIR growth (2009 to 2012)
Rm

137

Youth

ELB

Middle 1,717

Seniors 31

Upper

Middle 195

Total 2 827

CAGR

18.4%

15.8%

Driven by volume gains and increased cross-sell

Client Growth (2009 to 2012)
#000s

20

160

On average ~200k
clients migrate from
ELB and Youth each

year

1,710

Increase in clients with 2+
products (2009 to 2012)
#000s

180

130

65% of new
clients open a
Transactional
15 Account as their
first product

470

Note: SBS and NRNI segments not shown, but included in Total
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Improvements in client quality demonstrated in the increased

THINGS
levels of cross-sell of transactional products HAPPEN | NEDBANK
Total clients CAGR Number of product line clients
as at Jun-13 Dec-09 to with Transactional products
# 000 Jun-13 # ‘000 CAGR
771
Investments @ @
Card
Personal
Loans
MFC

TP

*Including MFC acquisition

Note: Client numbers include RRB and Upper Middle (Retail view)

Number of Transactional clients
with product line

1347
886

o

Dec-09 Jun-13
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Youth: Nedbank4me enables financial education of kids and teens

In aresponsible (yet cool) manner

New Funded Accounts

Momentum in client quality & cross-sell...
#000's
182 195 200

239 230 239

2010 2010 2011 2011 2012 2012 2013

Acquisition

Clients with 2+ Products

#000’s of Total Youth Clients % of Youth Client Base

©
¢
0
”
o
S
@)

2010 2011 2012

2013
Gsew) (s (aw)  (ew
Avg. NIR per Youth client per month

—(G6.2%— '

Improved quality

2010

2011

2012 2013

MAKE
THINGS
HAPPEN

NEDBANK

..as CVP resonates and changes perception

Nedbank4Me CVP launched in late 2011 —
4spending, 4saving, 4growing, 4good

Market days:

» Markets Days are aimed at Kids and Teens
to equip them with entrepreneurial skills from
ayoung age.

* In 2012 we reached 40 000 learners and in
2013 we reached 300 schools and over
190,000 learners and teachers

Rockin’ Future:

* Rockin’ Future is a school-based activation
for grade 11 and 12, with a focus on post-
matric education and alternative career
options at this life stage.

» For the first time we have been successfully
present at 288 schools and have reached 40
000 Matrics and 284 Teachers.

O-Week:

* A Student based activation during
registration week on tertiary campuses.

» O-week activations occurred at 120 tertiary
sites in 2013.

» For the first time this year we were present
at 8 UNISA campuses.

My Money Map:
» As of October 2013 we have 1740 registered
users of the My Money Map

;
A4 .
R “.“0'.\'
wBANK

MaMONEaMAY
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ELB: Nedbank Ke Yona for ELB is accessible through all stores, at
same price & the only offering to embed R2,000 funeral cover

Momentum in client quality & cross-sell...

Acquisition

©
¢
0
”
o
S
©)

Improved quality

New Funded Accounts
#000’s

485 495

556 600 i 594

2010 2010 2011 2011 2012 2012 2013

Clients with 2+ Products

#000'’s of Total ELB Clients O % of ELB Client Base

2010 2011 2012 2013

Avg. NIR per ELB client per month
(-0.6%)

Nt

v

2010 2013

2011

2012

..as CVP resonates and changes perception

Nedbank Ke Yona launched in July 2011
encouraging clients to “start building a better life”
with Nedbank — relevant mix of products integrated
(transact, save, pay, borrow, insure)

» Positioning ATL strongly promotes financial
fitness and not to take on expensive debt

 Ke Yona R5 transactional account with R2000
embedded funeral benefit for minimum
transacting levels

* Robust “Portfolio Management” to cross sell to
existing base. Cross-sell ratio has improved by
13% since 2012.

* Increased accessibility through step change in
relevant distribution - Branches, In-Retailer
kiosks and ATMs

* Bi-annual “Above-The-Line” marketing through
the Nedbank Cup, Ke Yona Team Search & Ke
Yona campaigns. Ad spend half to third of
peers and this is being stepped up in 2013 and
beyond. Positive trend in bonding

HAPPEN

MAKE
THINGS

THIS BOUKIET WILL

MAKE iT

NEDBANK

NEDBANK Big-3 average  Capitec
Change
2009 2013 change 2013 change 2013 (ys *10)

Bonding * * @ ‘ 6
Advantage . . @ . Q
Performance - - @ -
Relevance - - @ - @
Presence - - @ -
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Middle: Nedbank Savvy enables the lifestyles of aspirant adult
individuals through ‘the whole enchilada’ hassle free

Momentum in client quality & cross-sell...

New Funded Accounts

#000'’s

. 346

2 243

(% 119 127 - 146 l

> 43

§ I__I I- ] - ] -I ] 1
H1 H2 H1 H2 H1 H2 H1
2010 2010 2011 2011 2012 2012 2013

Clients with 2+ Products

#000’s of Total Middle Clients % of Middle Client Base

G
@
7
=
O
2010 2011 2012 2013
Avg. NIR per Middle client per month

_(F14.2% 7

Improved quality

2010

2011

2012

2013

...as CVP resonates and changes perception

Nedbank Savvy CVP launched in mid 2010
and consistently built on over past 4 years.
Client insight led integrating all relevant
products

* Focus on Savvy as a concept \ lifestyle
showcasing all the things you can do to
be more Savvy, especially things banks
do not speak about e.g. no funds alert,
best saving rate in HL

* More bundled offerings e.g. Savvy
Bundle encouraging ease of cross-sell

» Savvy integrates multiple product
including card, transactional, lending and

Greenbacks loyalty rewards. Active social _

media engagement

« First to market innovations such as
Nedbank App Suite, Approve-It , My
Financial Life for Financial Fitness, and
Online Home Loan applications

» 2013 Savvy campaign impactfully 2

addressing inadequate share of voice
(AdSpend half of peers in 2012)

(W) NEDBANK

2009 2013 change
Bonding ' * 0
Advantage - - L +134
Performance - - @
Relevance - - @
Presence - - @

MAKE
THINGS
HAPPEN

NEDBANK

MAKE o
YOUR SAVVY LIFE

HAPPEN

b

Big-3 average
2013 change

000680

1 MFC acquisition being primarily middle market
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Significant building blocks required to effectively compete in the
middle market — 2013 finally ready for step change

MAKE
THINGS

HAPPEN NEDBANK

Enhanced client value propositions (e.g.)

Product

Channel

Marketing

Price

More bundled offerings include
transactional, card, saving, loans &
insurance

24% lift in accounts linked to Greenbacks
Rewards by including in Savvy

Innovative alerts delay debit orders when
there are insufficient funds

First-to-market innovations such as
Pockets, Approve-it and award winning
AppSuite

Online Home Loans Applications with
credit approval within hours

Strengthened branch distribution and
active social media client engagements

New campaign distinctively positions “Be
more Savvy with your money” and “Make
Your Savvy Life Happen”

Marketing spend in 2013 increased by
over 40% YoY

Savvy Plus & Savvy Bundle offer
competitive fixed pricing options
Encouraging clients to elect best-fit
product

Progress on simplifying messaging using
Behavioural Economics

Systems

Structure

Skills

Staff

Integrated banking system designed to
enable improved cross-selling

Streamlined account opening process (14
pieces of paper reduced to 4, including
T&Cs)

Improved client onboarding process and
our “Hassle Free” solution, two years in
the making

Formalized collaboration across divisions
to facilitate improved new client
acquisition and cross sell across product,
segments, channels and regions

Integrated and collaborative approach to
distribution strategy

Cross-skilling of front-line staff to deliver
across "l know you" and "l know about
you“ value propositions

Continuous investment in frontline staff
to increase productivity and sales
effectiveness (“lean” thinking)

Aligned all front-line staff under NIC for
optimal client interaction / sales

Stronger value delivery system (e.g.)
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Embedding Greenbacks loyalty and reward programme within ©)

Savvy has accelerated middle market cross-sell and penetration

THIKES

NEDBAMNEK

Greenbacks at a glance Programme differentiators

Increased penetration of
greenbacks programme:

* Integration of GB’s
bundled in Savvy
offering key driver for
lift in rewards linked to
credit/cheque a/c’s

Key Performance Drivers
* Cross-sell lift across

primary banked & GB

clients to 2+ products

GB programme
enhancements:

* Enhancement of the
online store &
increased sales linked
to online visits

* Enhanced offering
catering for a wider
range of customer
needs, including
business

+ Pace of GB growth
keeping up with pace of
middle market clients

Greenback linked account growth (as
result of Savvy bundling)
# of consumer accounts

397

302

242 247

Jan 10 Jan 11 Jan 12 Jan 13

Greenback penetration
% of middle market client base, Q2 2013

26%
24%
22%

20%

Jan 10 Jan 11

Jan 12

Jan 13

Rewarding you for being savvy with
your money
* Clients are rewarded in a
transparent, easy to understand
manner through simplicity and
access to real value
* Regular behaviour leads to
compensation for high value
redemption (e.g. bank fees,
investments)

Embedded value in everyday banking
+ Earning GB’s is not an afterthought,
but a savvy way of everyday
banking
» Creating GB touch points into all
retail banking interactions and
ensuring consistency of message

Make Savvy rewards the “hero”

» Bringing GB’s to the fore in client
communications and product
commercialisation

* Showing real value & telling stories
& sharing testimonials of how real
people have been rewarded

“‘Now that’s Savvy”
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Seniors: Optimum assists seniors to sustain their lifestyle through
deposit innovation for enhanced rates & discounted fees

Momentum in client quality & cross-sell...

Acquisition

©
¢
)
”
o
S
@)

Improved quality

New Funded Accounts
#000's

204 258 203
17 198

r—III IIi iii III III III -
H1 H2 H1l H2 H1 H2 H1

2010 2010 2011 2011 2012 2012 2013

Clients with 2+ Products

#000'’s of Total Senior Clients O % of Senior Client Base

221

2010

2011

42.6%

Avg. NIR per Senior client per month

2012

2013

43.4%

2010

2011

2012 2013

...as CVP resonates and changes perception

Since 2009, Nedbank has placed a greater
emphasis on gaining insights into this
segment to develop enhanced Senior
Client Value Propositions.

This resulted in “deepening our
relationships” with our Senior clients by:

» Positioning Nedbank as the “best place
to save and invest”

» Appreciating and rewarding our clients
for loyalty through offering them free
and discounted transactional fees and
preferential interest rates on
investments

» Focusing on the financial wellbeing of
our clients through various initiatives
such as financial fithess workshops and
appreciation events

MAKE
THINGS

HAPPEN

NEDBANK

...........
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Upper Middle and Small Business: fundamentally transforming
RRB to service higher complexity clients holistically

MAKE
THINGS

HAPPEN NEDBANK

Reinvention of Retail Relationship
Banking

Building the ‘Il know you experience’ in
branch & distinctive CVP for households
and professionals

* Extended presence in branch

= Strong self-service capabilities, including
apply online & needs analysis

* Single point of contact (lower to higher touch
relationship banker) selling existing CVP’s

* BB capability being leveraged including
simplified forms, pre-population, electronic
signature & automated workflow to minimise
paperwork

* Value adding, flexible solutions

Personal Relationship Banking - Brand health scores

2009 2013 change

¥ ¥ O

Bonding
Advantage

Performance

Nedbank

Relevance

Presence

Bonding
Advantage
Performance

Relevance

Big 3 average

Presence

Evolving the Business Banking
model to capture the virtuous circle

Leveraging wholesale relationships to
bank business owners and their
employee

BB Delivery model
(evolved to capture the opportunity
around the business owner & employees)

Ny
A, Y
2% REHOLDEN o
R DEPEND®

A,
&p )
S \\}

b acocNAL BANKE::c}\a\"".'S

€55 to wealth S!

Similar offering in RRB yet with a more
centralised delivery system to cater for
volume which also does not require
decentralised client visits for decision
making

Leveraging influencers to unlock
client gains & cross-sell

Unlocking client growth through N@W

Banking delivered conveniently at
NEDBANK g Y

your workplace, with emphasis on

@WORK financial education
N@W account sales, YTD Sep
15.604 50,857
34,001
2012 2013 2012 2013
RRB BB

Cross-sell of card products

Turnover through card acquiring devices
sold to BB clients since 2011, Rm

1600 -

1200

800 -

400 -

Jan-12 Jan-13

Jan-11
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Card innovation of value proposition and value delivery systems mae

THINGS

will position us well to leverage the momentum of collaboration HAPPEN | NEDBANK

Client Value Proposition

Value Delivery System

Strong market share in merchant acquiring
focused around distribution and sales
traditionally delivered through card acquiring
sales force who managed the merchant
relationship end-to-end

Limitation:

Smaller merchants restricted to using
traditional acquiring solutions, often at higher
cost that what their business model justified

The traditional distribution model meant only
customers with card revenues of more than
R30,000 per month could profitably be
served, excluding a large base of smaller
and start-up businesses

2013 Innovations

Client Value Proposition

PoSin a box PocketPoS™ iStore

Value Delivery System

New client value propositions specifically aimed at servicing small
businesses, supported by unique value delivery systems were introduced

PoS in a Box — Enables the relationship manager to supply a merchant
with a traditional PoS device for self/remote installation via the help desk

PocketPOS — First in market EMV certified mobile point of sale enabling
targeting of lower volume merchants with a secure device enabling card
acceptance through their smartphone or tablet

Relationships with Retailers — PocketPOS launch with iStore provides
a unigue value proposition, making card acquiring available off the shelf
at any iStore for a walk-in customer

Card acquiring innovation at both CVP and VDS level has enabled secure
card acceptance for merchants with turnover of less than R30,000p.m. at
attractive pricing for lower volume while maintaining cost efficiencies
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Nedbank Retail has chosen to compete on overall client MAKE

THINGS

experience, only partially tackled by competition HAPPEN | NEDBANK

Nedbank’s source of distinctiveness lies in the combination of all

Deep understanding of client CVP elements

needs & related economics for
delivering a choice of
distinctive client-centred
banking experiences

* While we are not competing on price, it is vital that pricing
is competitive at all times, relative to perceived value &
affordability by clients and competitor activity. Current
pricing positions us 2" or 3’4 most affordable in each
segment.

Great
products and
offers

« R1.3bn investment in distribution since 2009, increasing
0 0
Relevant Branches by 40% and ATMs by 72%

ey ° Integrated channel approach, including the branch of the
future design and enhancements to digital channels, makes
distribution network even more accessible, relevant and
easy to use

Marketing
that
connects

Competitive Client
Pricing insights

* Innovative solutions and value adds emphasising
Great financial fitness and responsible use of financial services
product & towards achievement of personal goals and growth

GETS  Client-centred innovation driven by deep client insights

Relevant
distribution

(. Distinctive VP for each client . : . : , :
segment vs next best _ « Connecting with our clients in their language and using
Marketing personas that people can resonate with

alternative / trade offs that _ _
» Consistency so clients know what your brand stands for

» Jobs-to-be-done at a given
price « Authenticity and transparency

connects
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Nedbank Retall is continuously ensuring pricing is simple, ke

THINGS

affordable and competitive in line with clients needs HAPPEN | NEDBANK

Average Monthly Bank Charges
PAYU Current Account (including monthly maintenance fees and internet banking subscription)
R per month Recent price

reductions by
competitors bringing

= Nedbank them back in line with
130 7 — Competitor 1 the market
120 1 — Competitor 2
110 1 — Competitor 3
100
90
80
70
60
50
40
30
20
0+—0
0 T T T T T T |
2005 2006 2007 2008 2009 2010 2011 2012
Nedbank changed Only in 2012 did
non-cash transactions competitors change
from ad-valorem to flat from ad-valorem to flat,
in 2006, saving clients contributing to large
R150m in fees drop in their average

annually monthly fees
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Heightened competitive forces for new transactional clients is MAKE

THINGS

benefitting consumers & lowering the cost of banking wAPPEN | NEDBANK

True cost of banking in South Africa taking into account average industry profiles and segmentation-
Genesis analysis

Senior

L

R 136,55 {  R29.72
140 7 R131L,71 b e e
Student
120 - RIZ8S pissa 40 -
{  R19.43
100 [ | | e e e e
o0 - ELB
R 62,09 e L ERE LR T
60 - (_ R1558
40 - R 31,94
R 29,57 R 24,17 R 23,40
R 16,21 R 16,08 R 15,73 R 1557
20 1 R 12,65 R 14,32
= IEE[E
0 .
e = = X = © = * XX = T X 0 X © * * O Q©
§2 22 €3 €6 ¢ 5L €5 2 82125 5 §¢ §2 £9idg £4 £ 2L B[E
22 £8 €z qdu = ouw g 82 §& £¢< T3 83 262 80 831823 88 85 £8 20
< 5 > Q(f) III-D % <'D mn_ QS %O S Q35 <(/) o — m.E < c mo Q > o o —
M n 3 - @ = 5 3 = s 25 - 88 TS 8 o< 2o T
© o Z g = S 88 Z o e Zc © o &< F & Z 2 ©
= =) - WL S T ® S o = el = T = o =
o c g < =1 < K= O ¢ c c L O
S ¢ g 2 5 32 E © 2 3 & e g
ke & O W > "3 7 £ o @ 2 @
[} o = 5 @) - n
o e L o
O 7]
e
8 - N SO
- ABSA FNB - Nedbank - Standard bank - Capitec ( 3 Average industry cost

'~ e

* Capitec Global One Account — PAYT option excluding benefits of interest accrued
** Assumption made is that 70% of transactions on the profile will be conducted in Easyplan branches, thereby incurring the lower fees

Source: TP pricing team: Genesis Analvtics team 2012



Translating smaller scale to a strength through integrated channels s
& micro markets focus

THINGS

HAPPEN NEDBANK

Welcome to Nedbank Contact

where great
conversations ___

Nedbank Integrated Channels Strategy

Clients move easily &
seamlessly between
their choice of
channels

Effective & hassle free
service within each
channel, leveraging
digital

Convenient access to
relevant channels, while
optimising cost
(relevant mix of format &
functionality per

location)

Expand / optimise in
micro-markets to
capture the full potential

Source: Dec 2012 HSBC conference with refinements

(@)

Implementation progress

Social media listening centre
actively engaged with clients

Integrated Banking System
simplifying front-line fulfilment of
CVP’s for over 6,000 staff

Cash recycling within areas
doubled to ~R1.5bn per month

Breakeven for branch now halved
to ~17 months

Expansion in 30 geographic
growth nodes to capture “white
space” opportunities

Area Collaboration unlocking
lead flow within micro-markets

Branch of the Future formats
integrating client experience &
technology (Smart Queue, Video
Bankers, Teller Cash Recyclers,
3'd party cash accepting ATMs)
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Nedbank’s distribution network transformation is informed by wace

THINGS

shifts in market dynamics and SA-specific client needs HAPPEN | NEDBANK

Branches per million inhabitants

VIDEO BANK

teller and back

office service ...
T,

O e bry So
.s\(\,\ \0\\\\-\ ’c?/) /'@
S L
4 2010 2015
§ With reduction of 30 - 40% in
« some countries
Branch of
the future Average FTEs per branch
-
%
%
2 oy
5,5,
O/'/)) (0)
U
2010 2015
Examples * Fewer FTEs needed as low value activities migrate
* Branches as ‘store-like’ outlets to remote channels
* Open spaces * In addition mix of staff must be changed and skills
* Tablets available for customers enhanced, with Service Champions catering for SA-

specific client education needs
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Rate of client centred innovation is accelerating uarren | NEDBANK

MAKE
THINGS

innovation.work

Innovations

Focused on digital & payments, >

n . ”h ; / 1 Ti
integrated channels, enhancing o A MyeBills™
client value propositions,

simplifying internal processes SimplyBiz.co.za «

drive your business success

A

i
ONl;:)N! BANK CAN
TRULY CALL ITSELF THE
GREEN BANKG

Iz - e—

@ GET AN ANSWER
24""% #  WITHIN HOURS

IO s smserommronme ‘
[ ] —. Microsoft*

e" small /l’f

business

7

,,,,,,, MaMEneaMAP
otk -
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Commercialisation and market penetration of innovative solutions

THINGS

are accelerating, despite initial readiness of market to adopt uAPPEN | NEDBANK

PocketPOS transaction volumes

Nedbank PocketPOS™

Feb Mar Apr May Jun Jul Aug Sep Oct
13 13 13 13 13 13 13 13 13

App suite downloads

‘000
350 -

300 -
250 -
200 -
150 -
100 -
50 -

0 -

Aug Sep Oct NovDec Jan Feb Mar Apr May Jun Jul Aug Sep Oct
12 12 12 12 12 13 13 13 13 13 13 13 13 13 13

MyFinancialLife registrations
‘000

35 ~
30

Nedbank launches

MyFinancialLife™

25 A

A highly secure, easy to use online
personal | financial | management tool

20 -
15 A

Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep Oct
12 12 12 12 13 13 13 13 13 13 13 13 13 13

Secure Approve-it transactions

# mill

40 +
35
30 -
25
20 -
15 -
10 -

Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep Oct
12 12 12 12 12 13 13 13 13 13 13 13 13 13 13
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Important learning’s from recently launched innovations are we |

THIKES

Incorporated in developing future market solutions

Client Experience

4
UNDER

CONSTRUCTION|
Business Development

Launcw)

Risk and Compliance

Ideal client experience and end-to-end process
is not properly defined upfront, resulting in:

« Suboptimal customer experience and
subsequent re-work & cumbersome work-
arounds for staff

» High customer sign up, but low usage

Lengthy project timelines limiting ability to
penetrate market rapidly, driven by too many
projects consuming capacity

Too many people involved, with part time
capacity — too few dedicated resources with
clear ownership to navigate complexities

Commercialisation strategy not always fully in
place from outset

Development of product & business readiness
(training, marketing, channels) not always in
synch

Time to embed innovations underestimated,
resulting in critical resources removed too soon

Internal processes & compliance interpreted
more stringently than industry requirements

Onerous FICA & other compliance increase
client information required (often with limited re-
use), making the on-boarding process
cumbersome and repetitive

...will inform future approaches and ‘go-to-

market’ strategies

 Start innovation with the ideal customer
experience in mind

* More regular staff & client testing at key
milestones in the development process

* Deeper understanding of changing demographic
e.g. product, pricing & rewards for unbanked

» Streamlined portfolio of projects, optimally
sequenced and maximising re-use

* Senior ownership coordinating end-to-end
development

* Follow agile process to promote test & learn

* Clear accountability & processes for aligning
tech, process and business readiness

* Resources allocated on ‘value stream’ rather
than project basis will ensure consistency and
continuation

* Compliance requirements to be met through
client-first design principles

* GNG6 provides an improvement for FICA on-
boarding requirements

* Solve for unbanked & entry level market needs
as a benchmark for minimal requirements
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Brand increasingly resonating with our clients as seen from

customer feedback...

MAKE
THINGS

HAPPEN NEDBANK

Brand image attribute scores (% of respondents endorsing a particular attribute for the period in question)

Is a bank for all South Africans

53 53

48

45
43

40

HL H2 HL H2 H1 H2 HL H2

56

H1

2009 2009 2010 2010 2011 2011 2012 2012 2013

Offers a full range of banking services

H1 H2 H1

H2 H1

H2 H1 H2 H1

2009 2009 2010 2010 2011 2011 2012 2012 2013

Nedbank’s focus as a bank for all and innovative client value propositions has significantly improved its retail brand

positioning
&) NEDBANK

Bonding

Jan-Jun
2013

Advantage 19%

VSIS Performance 90%
Jan-Jun

2009
Relevance 99%

iased Presence 83%

Source: Millward Brown, Brand dynamics

+8.0

+7.0

+7.0

+2.0

Competitor
Average

+4.0

+3.0

+3.0

+1.0

New Market
Player
”
25%
44
80% 55
98% 56
73% 7
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...and active engagements on social media building Nedbank’s

brand relevance and accessibility...

HAPPEN NEDBANK

Brand Score — Sentiment?

37 279 2.82

1.5 -

0.5 -

N
o - N ol
I I I

2.34
2.14 I 2.09

Nedbank Bank 2 Bank 3 Bank 4

No of clients engaged on social media
platforms (from O base in 2011)

79,000

85,676

BOED
0000

8+

Bank 5

Examples of customer sentiments

) 38 Thulani Mbele 25 Oc!
e Nedbank MyFinancialLife, best financial tool to keep track of you
spending behaviour. #MyFinanciallife

xpano

Nedbank « Nedbank .
@10_shoez “takes a bow" happy to hear you love it as much as we
do. :) Got a feature that stands out for you?

® Hide conversation 4 Reply t3 Retweet ¥ Favorite e+ More

v
L. eugene khoza -
eugenekhoza

“@smikstar: So I joined Nedbank just cos of
the @eugenekhoza ads."awkward!"” ( thank
you )

4~Reply £ Retwest W Favorite eee More

Stha A~ W Follow Sylvester Chauke
| @SthandiweGumbi sylvesterchauke

I love my bank @Nedbank. Everyone

deserves a savvy cheque account. OldMutualSA

4~ Reply T3 Retweet W Favorite eee More

e BB '
RETWEE RETWEET

4~ FReply T3 Retweet Wy Favorite ®e® More

L~ ¥ Follow

You can either talk talk OR do do!! Let's go!!!
GrowSmallBiz @ DNABrandSA @Nedbank

Nsindzisa
On a roll ne? RT "@CJWza: Great news! RT

dawn_ngwenya

Sunday Times Top Companies CS| Award!™
Collapse

P

‘Esibeko_thulani: #nedbank NEDBANK has just won the 2013

4+ Reply 13 Retweeted ¥ Favorite *=*= Mo

1 Brand score is measured through sentiment and social reach of the contributors (Clout) about the brand. Any score above 2,3 (out of 5) means general

positive sentiment of the brand.
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...leading to strong client growth momentum relative to the market

across all tiers of client segments

)

# Total Nedbank client numbers
<> Market (AMPS) CAGR: 2010-2013
@ Nedbank CAGR: 2010-2013

30.48m 31.38m

NEDBANK

—

)
= = Matured & Primers @ Emerging @ Upwardly Mobile
@ 2010: YEPY P 153%)  2010:  2013:  2020(92%)  2010:  2013: (17.0%)
© 284,703 436,110 767,942 342,920 446,910 720,393 20,821 33,362 64,159
= SONGIACEI N RSN 25+ years old, R60,000 — R100,000 = 19-24 years old, R100,000 — R550,000
QJ ~—
- ) .
c Retired Students Early Starters @
g N 2010: 2013: 2020:GE 2013: 2020: 2010: 2013: 2020
L 97,013 123,305 179,202 189,495 423,712 91,016 251,692 546,555
g = 65+ years old, R100,000 — R550,000 19-24 years old, RO — R60,000 19-24 years old, R30,000 — R100,000
K Foundation & Tradltlonal Survivalists @
ad 2010: 2013: 2020: 2010: 2013: 2020: @

1,871,516 2,653,549 4,269,148 202,694 203,889 250,276

™ 25+ years old, RO — R60,000 19-24 years old, RO - R30,000

-

)

= Kids & Teens @

2010: 2013:  2020:
182,289 254,975 440,742 Unbanked
0-18 years old, No Income
— 2010:  2013:  2020:

23.0m

Source: Nedbank client growth analytics refined to include the insights introduced by SBG Securities: Voyt Krzychylkiewicz in his article “Drawing the

Retail Banking battle lines”
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Rebuilding the client franchise will take time with significant e

THINGS

opportunity for clients to choose Nedbank as their main bank wAPPEN | NEDBANK
Total client base by income segment Main Banked Client base by income segment
(as of June 2013)! (as of June 2013)
# million # million
Clentgains 18 +01  +0.8 +2.0 +3.4 +0.1  +0.7  +1.0  +05 = +1.8
since 2009
9.9
Seniors 0.6 9.1
Middle 14 0.5
to Upper 1.3 7.5
0.4 6.2
1.4 0'5 0.1
Entry ' 5.0 0.4 4.9 5.1
Level 1.0 82 0.8 o 0.3
6.5 ; : '
Banking = 0.7 0.9
4.5
3.7 3.3 4.0 0 25
3.0 3.1 8.§ 8.2
112 1.6
vourt Bl B e
Competitor 1 Competitor 2 Competitor 3 NEDBANK Competitor 4 Competitor 1 Competitor 2 Competitor 3 NEDBANK Competitor 4
Share of Primary as
ELB 66 61 60 61 65 % of total 62 54 68 32 50
clients, % client base

1 Cannot add the client numbers to get the market as clients are multi-banked
2 Absa numbers could be overstated
Source: AMPS data; Nedbank analytics



How we achieved it - 3 fundamental imperatives to sustainably turn e

around Retall

THINGS

HAPPEN NEDBANK

Rebuilding the
client franchise
as a bank for all

Embedding
effective risk
management &
culture

Evolving the
organisation to
be more client
centred and
integrated

Demographic insights drive creation of compelling CVPs for key market segments

Improved cross sell effectiveness by leveraging product line & wholesale strengths
(notably card, deposits, PL’'s and Nedbank@Work)

Competing on overall client experience while ensuring CVP elements (product, price,
integrated channels & positioning) are competitive

Investing significantly in sources of distinctiveness — CVP’s, integrated channels,
client centred innovation

Protecting franchise from downside risk of challenging credit cycles by
fundamentally overhauling Retail’s risk operating model to

Ensure adequate balance sheet impairments throughout cycles

Adopt selective origination strategies to optimise risk vs return of asset portfolio
and quality of advances portfolio

Fundamentally redesign business models to mitigate risk while increasing source
of distinctiveness — examples include home loans and personal loans

Substantial organisational change embedded to deliver on the strategic intent and
the distinctive CVPs, including successfully integrating Imperial Bank

Organisational culture strengthened through investment in people & transformation

Unlock significant cost savings to accelerate investments in sustainable
foundations

Step change customer management practices across 11 dimensions — measured
consistently by CMAT
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Impairments are the most volatile driver of industry earnings - wake

THINGS

excellent risk management required to protect downside risk HAPPEN | NEDBANK

Impairment line has been the most volatile driver of

Nedbank Retail impairments more volatile than

SA banks (excl Nedbank) earnings over past 6 years

Income statement lines indexed to 2006 (pre-crisis)
600 -
500 -
400 -
355 Impairments
300 -
191 NIl
200 175 Expenses
162 NIR
100 -
0 . . ; , : , .
Inolustry2006 2007 2008 2009 2010 2011 2012
Bank (26.7) (259) (192) (1.9) () (163) (169

industry & Nedbank Group, impacting ROE

Impairment line indexed to 2006 (pre-crisis)

600 - 20 higher Retail
impairment index
: = 1% lower ROE
500 - Retail
400 -
375
351
300 - 291
200 - Wholesale
100 -
0

2006 2007 2008 2009 2010 2011 2012

romse @ @D @) (22 (G0) @9 @D




Ensuring adequate balance sheet impairments throughout credit mAKe

cycle removes extreme earnings volatility

THINGS

HAPPEN NEDBANK

Balance sheet impairments

Rbn

Total 8,4

2,4

0,3

6,1
Portfolio m
0,7

Int in Suspense

Specific

2009 H1 2013

Total Advances
Rbn

Defaulted Loans

Rbn 18.8

1 Adoption of defaulted approach in preference to recency-based approach

Breakdown of additional provisions raised
Rbn

Total Increase 0.8

Integration of MFC -O.lI 0.6

Risk Bucket moves 0.8 m

Lower Defaults -1.1 IO.2
N I
: Personal Loans ! 0.2 I 0.3 :
I i |
1 |
I Secured Lending 2 0.2 I 0.2 |
: | .
1 |
! Emergence Period !0-3 :
1 1

R1.1bn of proactive methodology
changes implemented to build
sustainable businesses that are
resilient through cycles

2 Includes changes for restructured accounts as well as R185m of provisions raised in home loans in 2010 for methodology changes
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Asset mix change to higher yielding assets with better risk profile

HAPPEN NEDBANK

Retail assets mix NIl vs Impairments
Total R171bn R200bn R5,084m
Card, RRB &
CE 1 19% 18%
Personal 4% 119 Total R4,066m 1648
Loans 0
MFC 22%
Card, 1RRB 1766
29%, & CE R2,778m R2 542m
670 364
MFC 867 635 =
Home Loans 55%
° 49% Personal 738 350 159 15878
Loans
Home Loans 695 1 1232
. , . °99 . 258 .
H1 2009 H1 2013 NII Impairments NII Impairments
ROE
Actual ‘
Margin 4.78% 5.82% Personal including
Loans Wealth
Actual Home Loans
CLR )
H1 2009 H1 2013

1 CE - Client Engagement; RRB — Retail Relationship Banking
2 Home Loans impairments high in 2009 prior to management intervention
3 Personal Loans impairments above expected levels given the H1 2013 Macro Economic conditions & changes to more prudent provisioning methodology 6o



Changes to credit policy and origination strategies are reflected in
lower disbursements rates, despite increasing demand

MAKE
THINGS

HAPPEN NEDBANK

Ave Monthly approval volumes
disbursement rates by product

9.2
7.2
57
10 11 12
2009 2012 2013 H1

Personal Loans

(#000 of apps) and

line
MFC
95.8 106.8
72.4
. 12.0 12.9 13.3
2009 2012 2013 H1

127.0 1233 42.3
92.8 35.9
26.6
27.2 41.5 24 8 12.0 15.3 12.5
2009 2012 2013 H1 2009 2012 2013 H1

[ | Applications

[ ] Disbursements () Disbursement rate

Judicious origination by implementing
insightful application model changes

By factoring early warning indicators into models
and tightening credit criteria, lower disbursement
rates at better risk quality have been achieved e.g.

Maximum Total Debt Servicing Ratio
(TDSR)* introduced

Alignment of and an increase in the
affordability buffer across all portfolios

MFC: Introduced improved risk segmentation
and size of balloon payments reduced

Home Loans: Improved consideration of
asset quality, geography and better risk
differentiation when allocating LTV’s. New
applicants with more than 3 personal loans
declined for a HL, irrespective of their
affordability; PL's not allowed as deposit for HL
(can’t control post pay-out but then early risk
indicator)

Personal Loans: maximum loans exposure
per client reduced (# of multiple PL’s are an
indicator); tracking subsequent borrowing; 5
higher risk grades excluded

Credit Cards: 3 higher risk grades excluded

*TDSR =customer’s total monthly debt repayment commitments divided
by monthly gross income; maximum varies by product/client risk
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Fundamental redesign of business model required to address prior
underperformance on risk & sources of distinctiveness: examples

MAKE
THINGS

NEDBANK

HAPPEN

External
environment &
industry dynamics

Home Loans

Personal Loans

Strongly growing property market in 2002-2007 enabling clients to
more easily cure by selling property

Relatively low geared consumer pre 2007 with ability to take on more
debt at low interest rates

Industry competing on same dimension of turnaround and price, fuelled
by Mortgage Originators, leading to commoditisation and mispricing
of inherently high risk, capital intensive product of long duration

Caused actual loss data & vintages to be very benign until shocked
by low property growth, job losses & strongly rising interest rates

Concerning industry dynamics (e.g. many new entrants, mixed
affordability calculations, extending loans amounts & tenor) fuel
strong industry loan growth & ease of credit availability

40 year low interest rates and wage increases create opportunity
to increase debt for similar or lower monthly instalments

Caused actual vintages to be more benign as clients could
easily access credit to stem any default masking true risk of default

As consumer indebtedness elevates and industry credit
availability tightens, industry defaults accelerate

Strategic
choices

Restore Nedbank as the primary client interface and advocate for
the buyer as Nedbank carries the higher risk should the buyer default

Selective Growth — appropriately priced for risk, capital and liquidity
(lower market share, but higher EP)

Emphasis on Nedbank own channels as better quality risk and cross-
sell (materially reduce dependency on mortgage originators)

Swift collections efforts with diverse strategies & adequate coverage

Significantly reduce risk appetite with strict affordability criteria
aligned across retail products; imp methodology change to defaulted

Selective origination enabling clients’ financial fitness & growing
transactional clients (Max loan size & tenor unchanged since '09)

Integrate and align PL’s fully within overall retail organisation

Rebalance effective client pricing to increase NIl & reduce credit
life premiums (at higher benefits)

Selective
origination

Leveraged strong client relationships, especially in wholesale to
bank the owner and key individuals of Nedbank banked businesses

Embedded HLs in relevant CVPs

Streamlined in-store & online process with same day approval (own
channel origination pay-outs at > 85% with 55% through relationship
businesses. 10% of intake is now sourced through digital channels

Focus on cross-sell into HL only client base

ATL marketing of Home Loan apply online channel and buyer
advocacy, integrated with CVPs

Credit policy tightened to halve new business volumes with better
risk and higher effective pricing. Disbursal rate of 20.3% in June
2013 vs 35% in June 2012

Cessation of certain high risk bands and reduction in average
loan size across the different risk categories between 5 and 15%

Enhanced margin & reduced credit life premium with improved
benefits - overall margin gains for better risk to ~14.9% above
prime from 10.9% in 2009. (Credit life not an effective risk mitigant)

Tracking subsequent borrowing behaviour guided by TDSR

Proactive risk
management

Origination advances portfolio covenants to align mix of risk written with
overall risk appetite

Pricing models updated to price appropriately for risk including risk
based capital, geography, LTV and unsecured lending

Restructured clients take 36 months to behave as if never defaulted so
high conservatism in any b/s impairments release

Impairment methodology changes from June 2012 in anticipation of
true underlying risk emerging — trigger default event already
occurred (Additional R498m raised; R306m in performing portfolio)
Coverage levels on defaulted loans up to 63.5% as at June 2013.

Elevated CLR of 14.3% likely to reduce in H2 2013 as defaults
peak after 12-18 months

Collections

At peak, collection staff increased by 40%

Innovative initiatives - first to market Payment Solutions website,
Nedbank Assisted Sales & Dealmaker; over R750m of savings to date
Restructure of R11.4bn of homeloans protecting 22,628 households
while retaining b/s impairments of R150m

Collection staff increased by 35%

Diverse collection strategies on segmented populations with
different risk drivers

Strong focus on post write-off recoveries (accounted for only when
cash received) 62



Since 2008, Nedbank has improved the risk quality of new Home

THINGS

Loan business written HAPPEN | NEDBANK

Market Share impacted by conscious risk reduction Nedbank in line with 3 peers regarding risk written

% of new business written by risk category?

% - Strategic decision t Rbn . . .
18.0 shrr?nig[;(r:opiﬂfllon - - 800 Low risk (higher Delphi score) —— Nedbank
concentration risk Competitors
+ Prefer CPF over HL 70% ~
17.5 L 700
17.0 - 60% A /\/\/\f\/\/
- 600
16.5 \\/\ 4
- 500 50% - =~/
16.0 - v
- 400
155 | 0% o 0 0 0 ed oug 40% ! ! ! ! ! ' ' '
o ornal ohannals ve, 60% in ‘03 200 2005 2006 2007 2008 2009 2010 2011 2012 2013
) O e a el 1a ed
14.5 - S — - 200 High risk (low Delphi score)

04 05 06 O7r 08 09 10 11 12 13

0 -
Danger- reduce market share 15%
Neutral- caution, consider tightening/loosening
Safe - lend
10% ~

e==sNedbank Market share (LHS)

e==|ndustry HL balances (RHS) \/\/\/
/

o4

HL balance Dec 05 - Dec 09 - 5%

growth (CAGR) Dec 09 Jun 13

Industry excl Ned [16.5% 3.8% 0%

Nedbank 19.1% -0.8% 0 ' ' ' ' ' ' ' '
2005 2006 2007 2008 2009 2010 2011 2012 2013

1 Risk categories determined by Experian credit (Delphi) scores
Source: Lightstone - September 2013 ; Nedbank Group wide origination view of residential Home Loans
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The poorer risk, under-priced ‘06-’08 HL vintages will drain future
earnings, while front-book returns remain below COE

Industry dynamics led to mispricing of an inherently high risk
product in the buoyant part of the economic cycle (06-08). Over

50% of future impairments driven by backbook, negative effects
will continue to be felt in future years.

HE, Home Loans back book, Rm

Lending margin 2 and CLR comparison

32 10
L —
392 208
-859
-1,169
08 09 10 11 12 H1 13
-14.5 -46.8 -36.7 6.4 12 0.8 ROE %
1
2.7 25 2E als 2.8 25 ECaP
Rb
Advs
2
88 81 76 67 57 52 X!

Using current pricing for

risk, pricing of 06 and -

i Margin —— 7 CLR ‘08 vintages should be
2,81 27 300 bps higher
1 154 1,52 1,47 161 1,51 1,54
1,49 —
i 0,64 0,73
2008 2009 2010 2011 2012 2013
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Front book HE positive (although below COE) due to higher quality
business originated largely through internal channels at improved
margins for better risk. Competitive forces constrain economics,
yet important product to protect transactional banking franchise

HE, Home Loans front book, Rm

121
66
n/a 0 14
-45
08 09 10 11 12 H1 13
n/a 0 -8.6 1.2 7.9 9.4 ROE %
1
nla 0.4 0.5 1.2 15 15 Ecap
Rb
n/a 12 24 29 31 g Advs
Rb
Lending margin 2and CLR comparison
i Margin === == CLR 1,84 1,85
1,68
1,48 1'4i’//
1,59
{10 0,63
1,10 101 ’ 0,48 0,44
2008 2009 2010 2011 2012 2013

1 HL capital allocation increased 63% in ‘11 due to higher LGD of 15% vs ~7.6% originally in models (using benign data that would not recur post 2007).

2 Margin includes endowment on ECAP
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Early actions taken since mid 2009 to resolve 2006-2008 vintages
with adequate coverage, while judiciously growing new business

MAKE
THINGS
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NEDBANK

Average advances (Rbn)!

Lending margin (%)?

LTV Distribution* (%) Jun “13

>100 Hl 50-90
2010 FY ~300bps higher 90-100 0-80
M 2011 FY 62 margin required3 0
2012 FY 55 6 14
2013 H1 47 o1
43 1 61,6 55
1515
. 932 1,41,4 12131212 12 13 53
16
1412 10 9 42
21 31
N
Pre-06 06-08 09-13H1 Pre-06 06-08 09-13H1 Pre-06 06-08 09-13H1
Defaulted Loans (%)?! Credit Loss Ratio (%)* Headline Earnings (Rm)?!
2012 first reported profit since 2007
14,7 05 2,5 48 32 2166
13’2 , r T T 1
72 (111) (189) (22)
6,76’2 6.1 08 1,0
3,5 0,7% 0,6
3,4 3,1 3,0 0,20,3 0,50,4
(748)
Pre-06 06-08 09-13H1 Pre-06 06-08 09-13H1 Pre-06 06-08 09-13H1
Vintages Vintages Vintages

1 Retail Home loan book excluding Retail Relationship Banking & Business Banking
2 Based on Nedbank MMFTP, Liquidity & Balance Sheet Management charges, excluding endowment on ECAP
3 Margin required for 06-08 profile to be EP neutral in 2010, assuming no drop-off due to higher price

4 LTV based on original loan amount and valuation at point of registration
Source: 2013 interim results international investor roadshow booklet



Given personal loans industry concerns Nedbank slowed growth
and improved risk quality well ahead of industry

THINGS

HAPPEN NEDBANK

Personal Loans Total Book Y-0-y Book
Aug 13, Rbn growth % growth Monthly movement, Rm 1600
132 85 43 41 138
Absa 17,245 @ @ -_869 I
-1 556
684 503 870
o s @ H = B amB
-19
729
. 301 > CICT—" 284
Capitec 32,626 R7,96bn 201 113
1129
278
FNB 22,841 18.6% 272 160 150 130
-144 -
0 126
Nedbank .21 150 @ @ -_91 - - - - - .
’ -114 -116
-167 -159 178
-246
SBSA -25,540 R5,48bn @ . . . -
51 144
Other Ie,oso @ @ —. 92 _185
-998
2351 2743
Market R26,56bn 1731 1885 1482 g5 ks
1 SARB, BA900s -15 -1045

2 NBPL figure has been adjusted with correct book size and not SARB data , total

Market figures are therefore different to SARB data

Jan-13 Feb-13 Mar-13

Apr-13 May-13 Jun-13 Jul-13  Aug-13
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Preparing for next cycle of consumer credit stress - personal loans ERe

THINGS

an early indicator aarpen | NEDBANK

Defaults over time
Default % of total advances per category

20% -
15% -
10% - \1\
5% - /\/
0% | ! | | | | | |
2005 2006 2007 2008 2009 2010 2011 2012 2013
——Home Loans Personal Loans —VAF
—MFC Card —— Retalil Total
—=— HL Back —a— HL Front Prime

Rising PLs defaults ahead of other asset classes - early indicator of future credit distress

Source: 2013 interim results presentation
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How we achieved it - 3 fundamental imperatives to sustainably turn e

THINGS

aroun d Retal | HAPPEN NEDBANK

« Demographic insights drive creation of compelling CVPs for key market segments
» Improved cross sell effectiveness by leveraging product line & wholesale strengths

R(_ebuilding the (notably card, deposits, PL's and Nedbank@Work)
client franchise « Competing on overall client experience while ensuring CVP elements (product, price,
as a bank for all integrated channels & positioning) are competitive

* Investing significantly in sources of distinctiveness — CVP’s, integrated channels,
client centred innovation

» Protecting franchise from downside risk of challenging credit cycles by
fundamentally overhauling Retail’s risk operating model to

— Ensure adequate balance sheet impairments throughout cycles

— Adopt selective origination strategies to optimise risk vs return of asset portfolio
and quality of advances portfolio

— Fundamentally redesign business models to mitigate risk while increasing source
of distinctiveness — examples include home loans and personal loans

Embedding
effective risk
management &
culture

Substantial organisational change embedded to deliver on the strategic intent and
Evolving the enable the distinctive CVPs, including successfully integrating Imperial Bank

organisation to Organisational culture strengthened through investment in people & transformation
be more client Unlock significant cost savings to accelerate investments in sustainable

centred and foundations

integrated Step change customer management practices across 11 dimensions — measured
consistently by CMAT




Accelerating delivery by orchestrating strongly aligned leaders

THINGS

behind a common vision and clear strategy uarpen | NEDBANK

Key steps in leading substantial organisational
change in Retail

* Clear, cohesive strategy

« Executive leadership changes - 70% of Retail
Exco new within a year

» Aligned senior leadership and mindsets

« Sharing strategy widely (17,000 people in 4
months) and celebrating early wins

* Constant drive in common direction

* No retrenchments despite affecting >3,000 people
— proactive redeployment through organisational
talent pool process

» Equally emphasising the importance of 5 lenses in
delivering for clients & staff: client insights; product;
channel; geography; functional

* Re-aligning roles & accountabilities to remove
duplication, strengthen capabilities for all to
leverage

* As trust builds, more effective collaboration is
unleashed

« Personal mastery and team effectiveness
processes
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Since 2010, Retail has significantly transformed its entire mae
organisation to achieve the sustainable turnaround...

THINGS

HAPPEN

2013

2012

2011

2010

2009

Step-change for growth
in quality revenue using process &

technology enhancements as key enablers

Momentum in
business

Business model

+ Area (cross-divisional) collaboration well
entrenched

Accelerating momentum in aligning PL’s
risk profile & culture to rest of Retail
Area alignment (NIC & RRB)

* Integrated Channels accountable to
incorporate entire Nedbank (retail &
business client) requirements

PL'’s strategic intent clearly defined &
aligned to greater Retall strategy;
implementation progress improved
through H2

» Major drive to cross-sell transactional off
product niches

Extended branch banking hours for full
service branches

Redefining RRB Value Proposition (VP)
& Value Delivery System (VDS)

» Re-alignment of org structure to new
retail strategy — building a more client
centred & integrated business while
maintaining product strength &
momentum; functional lines strengthened
Addressing HL’s burning platform with
intensive focus on collections, increasing
coverage & redefining strategy (own
channels, risk appetite, price, part of
CVP)

+ (Re)energising people to achieve our vision

+ Driving delivery through Area Collaboration Forums

* Further embedding of matrix mgnt

* NIC/RRB area alignment 230people affected, 136 placed (no
retrenchments)

Sizing area collaboration

17,000 employees participated in strategy conversations within 4
months, led by line managers

Matrix management philosophy adopted with mixed reaction
Diversity workshops of all Retail (12 & ‘13)

LFDG Leadership alignment (BB & Retail EXCO)

Extended hours across branch network required introduction of
flexible work practices for branch staff

>1000 RRB staff affected without retrenchments

* Retail Exco LFDG for personal mastery & team effectiveness(Nov)

* New Savvy CVP

* Surplus people capacity managed without retrenchments

* Integrating (MFC), helping to cure suboptimal VAF business.

» 70% of Retail Exco changed within 14 months, multiple divco
members changed

Systems, Product and Process

» Seamless front-end with “tick-box”
cross-sell — further releases

Switch replacement, which will enable
agile innovation of mobile applications ,
greater ATM functionality and payment
alternatives such as NFC

Home loans online channel
Nedbank App Suite™ with over 100
000 users to date;
MyFinancialLife™ as a free online
financial management

Social Media Listening Centre
integrated into formal client
engagement processes

« Client analytics and insight function
significantly strengthened — generating
2m leads per month

Rollout of first phase of Siyakha
simplifying inbranch fulfilment to 8000
staff

« Initial rewiring to deliver Savvy promise
delayed launch by 3 months

Simplified frontend functionality on the
‘Siyakha’ branch platform in pilot;
project changed to include sales &
service aligned to CVP’s

« Client centred collection process

.
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...while doing so in a people centred way that led to significantly
Improved culture and increasing levels of staff satisfaction
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Nedbank Barrett survey - Culture

Entropy score

<10% considered a
high performing
organisation

16%
0
13% 14%
0
10% 90 9%
I T T T T T 1
2008 2009 2010 2011 2012 2013
Top 10 current organisation and value matches
Value matches to ideal culture
2008 2009 2010 2011 2012 2013
Client-driven |Accountability]Accountability|]Accountability|]Accountability|Accountability
IAccountability|Client-driven |Client Client-driven |Client Client
satisfaction satisfaction |satisfaction
Client Client Client-driven |Client Client-driven |Client-driven
satisfaction |satisfaction satisfaction
Teamwork Teamwork Teamwork Achievement [Teamwork Brand
reputation
Achievement |Achievement |Commitment |Teamwork Brand mployee
reputation recognition
Commitment |Cost- IAchievement [Commitment [Employee eamwork
consciousness recognition
being the best [Community Being the best |Brand People-centred [Commitment
involvement reputation
Community Being the best |Brand Being the best |[Environmental [People-centred
involvement reputation awareness
Performance [Commitment [Productivity Making a Making a Productivity
driven difference difference
Productivity Productivity Cost- Productivity Performance |Performance
consciousness driven driven

Nedbank Staff Survey — staff satisfaction

Overall score

79.0
77.8 [ R X
76.2
75.2
2008 2009 2010 2011 2012 ' 2012 2013
restated

Transformation

+ Steady improvement in transformation across all categories

« Strong talent pipeline of EE staff, especially in middle and
junior segments

* Increased cross-cluster talent mobility enhances
retention efforts (400 people moved cross-cluster in last 3
years vs minimal moves prior — 80% black; 60% female)

Investment of ~R650m in skills development since 2009:
* Retail at DTI level 2 (up from level 5 in 2009)
+ > 13,000 people per annum on skills training

Building a culture of diversity accelerated by 14,200 staff
attending the Botho Pele Program since 2009 (3,500 in 2013)

Strategy conversations in 2012 - 17,000 people touched in 4
months

NEDBANK
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Overall, R775m! in cost savings were achieved within 30 months t0 RS

June 2013...
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Cost savings realised
Cost saving themes Rm, Dec 2009 - Jun 2013

Content / description

Lean processes 216

Branch reformat, closure and redesign

Card operational efficiencies

Other

Personal Loans distribution efficiencies

Organisational re-alignment

Secured Lending

Branch headcount efficiencies

Reduce duplications

Procurement benefits

Shared Services

1 Cost savings at Dec 2012 of R633m

Includes savings on card encoding, paper and

Includes branch organisational redesign,
branch back office optimisation

Includes point-of-sale value stream
optimisation

Includes Call Center optimisation, marketing
savings and other smaller initiatives

Includes some volume related savings

Various smaller initiatives

Rates & taxes, external valuations, integration
efficiencies

Teller optimisation and channel migration

Cash recycling and ATM efficiencies

Guarding cost and ATM operating cost savings

Lean processes & collaboration
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...While simultaneously investing sustainably in building sound

THINGS

foundations for future growth anpren | NEDBANK

Dec 2009 - Jun 2013 2010-2012 Dec
Investment pre-tax opex, Rm Capex, Rm Content / description

Branches * 52 Branches
Outlets * 120 Ouitlets
ATM's 217 659 * 1020 ATM’s
Other distribution * 68 Personal loans kiosks
Mk """""""""""""""""""""""""""""""""""""""""""""""""" * Includes ELB; Sawy; Youth;
arketing Liabilities & Digital campaigns
Didital * Spend on new business (such as
Igita MFL, App suite)
E-notes * Cost of sending SMS E-Notes

* Includes capex and marketing
spend

Nedlife

Total R 847m @

Home Loan Digital channel

* |nsurance cover on Ke Yona
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Retail CMAT results reflect significant shifts from 2010 arising from
carefully orchestrated turnaround plan

Overall CMAT scores

Best practice = 66*

49
44 47

38
30

58
54

2006 2007 2008 2009 2010

2011 2012

Intention, Reality and Effect scores

MAKE
THINGS

HAPPEN NEDBANK

71

69

60

Intention

42 48 50

43 43
37 38

Reality 33 34 34

30
Effect 25

2006 2007 2008 2009 2010 | 2011 2012

“...this real ‘shifting up a gear’ shows the power of a clear, stable strategy, focussed execution & effective

socialisation, resulting in a genuine widespread ‘will to succeed’. Retail now has truly world class intentions.”
Peter Lavers, REAP Consulting

*Retail Banking Best practice benchmark (a composite of best scores in sections = realistically achievable stretch target)
Source: CMAT Assessments, REAP Consulting
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CMAT scores across all 11 customer management categories have
Improved significantly, with some close to world class
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Strategy and

leadership

Working the 100

wider context

Measuring
the impact

Customer value

enhancement
Day-to-day
experience
Customer Customer
channels propositions

Source: CMAT Assessments, REAP Consulting

-=-2009
-=-2012
o-Fin Serv Benchmark

People and —e—Best Ever Company

organisation

Customer
information

Understanding
customers

Planning the
activity



Successfully integrating Imperial Bank while maintaining growth wake

THINGS

momentum of MFC HAPPEN | NEDBANK

Integration complete while sustaining Well positioned for upward interest rate cycle
MFC’s competitive advantage

New & used vehicle distribution relative to prime rate
« 1 590 staff affected, 126 re-deployed & 260 vs. Prime rate (%) New % (LHS)
.. .. ) . . i —Used % (LHS) _
positions eliminated ach!eved with no 100% — Prime Rate % (RHS) 2°%
retrenchments and full union support

- : : 80% - - 16%
« Minimal market disruption
« Successful integration of IT back end 60% - F 12%
systems — Finalised in April 2013 200 .

» Realisation of scale, synergy and
diversification benefits in line with original 20% - 4%
business case:

o R224m revenue and cost synergies
realised
o R218m once-off integration costs MFC sales mix

incurred Asset payouts
o Early settlement benefit of R86m NPV Rbn YTD @

0% 0%
Jun-02 Jun-04 Jun-06 Jun-08 Jun-10 Jun-12

» Heightened competitive forces and shift to
new car sales (good correlation to interest New 35% 38% 37%
rates) impact market share since 2009 —
now ~27%
- . 65% 0 63%
« Well positioned for growth as interest rates Used ° 62% 0

rise and sales mix changes to used cars

June-11  June-12 June-13
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Second order change processes and leadership enabled mae
accelerated delivery of the complex retail transformation HAPPEN | NEDBANK

THINGS

First order change Second order change

Change or improvement within an
existing system e.g. IT process
improvements

Changes or redesign of the overall
system and the parameters within which
things work, eg TRC for peaceful
transition to democratic SA

Requires thinking within existing
paradigms: logic of the problem is at the
same level as the logic of the solution

Requires innovation and creation of new
paradigms: logic of the solution is at a
higher level than the logic of the
problem

Change management to deal with
temporary adjustment

Emergent change management to deal
with continual adjustment

Source: Dr Strumpfer, Karin Osler - Centre for Conscious Leadership
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In summary, Retail has made excellent progress in charting a new
path to sustainable profitable growth, quicker than 2010 plan PN | NEDBANK

Resilient performance since 2009, in

challenging times...

O
O

 Strong earnings momentum with improved
ROE through to H1 2013

HE cumulative growth of R2,6bn

NIR FY cumulative growth of R2,8bn
(16% CAGR); H1 2013 R1,8bn (15%)
Pro-actively strengthened balance
sheet impairments with increased
prudency - R1.1bn further i/s charge
ROE strengthened to 10% in H1 2013,
showing resilience as credit cycle turns
High allocated capital (CAR 11% vs
5.5% in 2009)

 Additional 2m clients choosing to bank with
Nedbank - total clients of 6.2m

* Investment in the franchise
o Capex of R1,3bn in 72% more ATMs (3
182) and 40% more branches (762)
o Costs optimised of R775m to invest
R847m

...with strong foundations and a growing client

franchise in line with 2010 commitments

Compelling CVP’s resonating with target markets

Greenbacks loyalty integrated into Savvy CVP —

membership accelerating

Materially improving client management practices as

measured by CMAT scores

Effective pro-active risk management embedded -

o HL & PL business models fundamentally changed

o Higher quality higher margin front book with better
risk profile

o Methodology changes driven by insights on data,
market dynamics, client behaviour & wisdom

Micro-markets strategy & area collaboration for optimal

distribution mix, Branch of Future design & client growth /

cross-sell to unlock the virtuous circle of client

Organisational design transformed & aligned to strategy

Highly skilled values based leadership team

Energised staff committed to succeed

Achieved in highly competitive market and under toughest macro-economic conditions

(lowest interest rates in 40 years, low GDP growth, high consumer indebtedness)
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Repositioning Retail — presentation topics

Executive Summary
What we set out to do in 2010

= How we achieved it

Future trends & prospects

Progress to date

MAKE
THINGS

HAPPEN

NEDBANK
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“To win the game’ R&BB have a distinctive & differentiated position &g
leveraging key trends & core strengths/competencies HAPPEN | NEDBANK

Trends

= Consumer preference for choice,
simplicity, increased transparency and
lower cost banking

= Rising demographics and 6% p.a. small
business growth represent tomorrow’s
valued, aspirational clients

= Technological innovation (e.g. digital
channels) offering opportunity for lower
cost distribution and process simplicity

= Higher cost of capital and liquidity from
Basel regulations put risk management
and liabilities at a premium

= Collaborative cultures increasingly
recognised as central to organizations
effectiveness and innovation

SOURCE: 2012 Investor Day Presentation; United Nations; IFC; Financial Inclusion Expert Group;

World bank — doing business; team analysis

Core differentiators

A choice of distinctive client
centred banking experiences,
delighting in moments of truth

@ rigorous approach to capturing
virtuous circle of household &
business

Integrated channels strategy
leveraging digital, high potential
micro-markets & optimising cost

Robust risk management for
guality asset portfolios &

Deposit innovation sustaining
historical strength

Collaborative people culture
with a client-centred,
relationship-oriented DNA
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Rising demographics re-confirms Nedbank’s strategic choice as a mAKE

THINGS

bank for all, growing tomorrow’s valued, aspirational clients HAPPEN | NEDBANK

SA Population by banking segment

Imperatives as a bank for all in SA

millions
579 = Investin growing Youth & Entry
Level Banking :

Total 53.0 / = Nedbank under represented in

Middle incl. 4.2 10.9 ELB (only 8% share in 2009)

seniors = ELB & Youth are foundation for
future middle market growth

Entry level (50% of SA population aged 25

: 13.7
banking 14.6 or below)

= Restore strength in Middle to

Youth Upper, including seniors:
= Accounts for greater than 60% of
Banked industry EP pool for banked

population population
9(;3:’(‘;"23 tmhzr:e = Grow small businesses
Unbanked previously = Benefits of virtuous circle,
31.4 anticipated employs ~45% of SA workforce
28 . . .
- = Future Business Banking clients
remains a large » Unbanked
market with 0 .
potential if served = Low cost banking solution,
cost-effectively leveraging mobile & pre-paid
2013 2020

Note: Affluent: > R550,000; Middle: R100,000 to 550,000; Entry level: < R100,000; Youth: Youth aged 16-24
SOURCE: AMPS; Nedbank analysis



Nedbank now well positioned for small business growth following wace

THINGS

fundamental business model changes wmeren | NEDBANK

Market share has dropped...

Small business market share
Businesses with <R7.5m annual turnover, %

B Nedbank

34 33 33
30
.30 29
25 28

25

oI
— 17
m @ H

~4
T—2—— 2

2008 2009 2010 2011 2012 2013

21

« Small Business now represented in all
branches (from less than 38% in 2009)

» Upper middle clients serviced by all branches
(previously only 16 private banking suites)

* NIC cohesively drives front line team through

one aligned area management structure (>200

people affected for 90 positions), leveraging BB

+ Strengthened marketing presence & offering

...but small business segment now well positioned for growth

How the banks are positioned in the minds of small business owners
2013 survey, no of respondents*

B Nedbank
34 34
] > 3 28 og 31 52
25 26
19 18 22 21
I i ﬁ ] H } H }
Bank for small Offer a Show an Knowledgeable Provide value
businesses and comprehenive understanding and added services
understands range of of my business professional
their needs products and relationship
services managers
31 31 32 30
29 28 29 27 26 27
29 — 1 24 — I 23 — I 23 — I 23
14 12 13 14 14

SN (AN SN AENE

Innovative in  Offer value for Best bank for Supports Looks after my

their approach money start ups entrepreneurs personal and
to small banking needs
businesses

*Question: Excluding your primary business bank, which other ONE bank do you associate with these statements?
Source: KPI Research & strategy, Nedbank small business tracking study
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Retail has created a seamless professional offering to restore

THINGS

middle market strength, leveraging Business Banking capability TS

“l KNOW ABOUT YOU” “l KNOW YOU”
CLIENT EXPERIENCE CLIENT EXPERIENCE
Student (Generic) Professional Qual. Professional Qual. Professional ~ Entrepreneur Entrepreneur
Honours Graduate (RRB) (NPW) (Small business) (Business Banking)
“Savvy about money”  “Be more savvy  “Seamless convenience “Opportunities p . ”
stage
d with your money”  with relevant value adds” beyond the obvious” Partnering for growth for a greater SA
Client “| want it and | want “I'm aspirational “Highly demanding “Serious about “My_business and “Apprecia.te my business
Tl it now” and tech savvy” and demanded of’ creating wealth” family are one” — show wisdom”
cVp Dezign Savvy Plus Savvy Bundle NPW Bundle Emerald Business banking
Student Loan
* Dezign Student = Platinum cheque = Platinum cheque = Tailored suite of = Comprehensive suite of financial services
account and credit cards and credit cards wealth for business, owner and employees
ST Il = Student loan * MyFinancialLife * MyFinancialLife management * Value added tools and services
* Cheque/debit = Digital channels = Secured lending solutions = Client centered service model with access
cards * Domestic airport * Value added life- to specialists N
........................................................................................................ lounge access . .. style benefits ~  *® Leveragingcardacquiring . .
* Simple, affordable and transparent = Bundled pricing with *= Bundled pricing = Simple, product  * Client-centered pricing
Price pricing to show our clients ways to save lifestyle benefits with tailored level pricing recognizing full client
on their bank fees (card choice) wealth solutions value
* Average fee: R92 = Average fee: R219 = Average fee: R264 * Average fee: R233 * Average fee: R2,651
Underpinned by compelling loyalty & rewards programme, acknowledging clients’ building of financial fitness
* Digital and physical = Digital, branch, * Personal relationship® Private banker * Relationship * Relationship banker
near good contact center banker (lower to with high touch banker in * Innovative digital apps
Place government & private (focus on mobile) higher touch) and mobility branch
schools (FB Page) * Branch, digital, * Innovative
= Universities; FETs etc contact centre digital apps

Delivering seamlessly through client choice of channels

o) PRIVAT
® SEXLTH
NEDBANK

Posi-
tioning

troducing the t t
bank Private Wealth

BECOME A CLIENT
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There are ~8.9 million unbanked people in SA considered
bankable, mostly unemployed but with distinctive financial needs

MAKE
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Needs to be met through innovative solutions & distribution models

SA Current Unbanked Population? Important financial needs... Zanele is a 22 year old lady who lives on
millions income she receives from her older
_ - % of unbanked brothers working in the cities
1Total unbanked population classified as clients agreeing or
youth < 15, seniors > 65 and unbanked strongly agreeing 7 Financial Needs
adults (15-65) Client needs with statement usmurmmsosamcone © REMIttance (local — largely
receivers)
0.65 ) i
Adults >65|| |“I need a stepping Eﬁfﬁmﬁe ” * Ability to transact securely
3}";&2;‘&? the cycle = Ability to access banking
R —— services close to where they
stay
“| need a better Way R4TU ] Ab|||ty to save money
to save to make it
through the month” | B == )
Youth <15 - .
21.85 Millicent is a 36 year old self-employed
| need betters ways | | pata not mother of two who lives alone in Diepsloot
to reach financial ilabl
4 services” avaiable
Financial Needs
:L)\;\;aerl];ftl%r%r()te(:t MONTHLY PERSONAL INCOME i Access to mlcro Ioans
emergencies’ * Remittance capabilities (local
— R900 and cross-border)
tL:}nbanked client insights show that For eek-employrent Entrepreneurial and financial
ey: .
8.9 Unbanked || * Are worried about the current and education
future prospects of the job market e ——— = Funeral cover
= Aspire to provide good education for = Store of money
. . their children o RS800 = Access to seed capital
2013 Value tru_s_tworthmess within their = Access to jobs
communities

Source: Frog research 2012, AMPS 2012B, AIRS weekly/monthly magazines and daily/weekly newspapers
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Continued investment in Branch of the Future roll-out to unlock

THINGS

sales focus while enhancing client experience & leveraging digital HAPPEN | NEDBANK

Our future bank looks different from what
we have today...

# of PoPs
(excl kiosks)

% of small
branches

% sales staff

% teller
transactions

2013 2016

...with tech a significant

component of overall
investment...

Physical capex
% tech vs building

M Building
Tech

39%

41%

2014 2015

2016

... and means that we
expose 76% of our clients to
new formats by 2016

Roll-out plan caters for 77% of our
branches to be reformatted by end
2016 and 100% by end 2018

Clients exposed to new
formats
#

76%

4.0m

24%

( 1.28m \

2016 2018
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Orchestrating investment in mobile to increase sales & value add wAKe

THINGS

capabilities as part of the integrated channels strategy

NEDBANK

Percentage of primary customer
base that is digitally active

Analysis
Methodology

Customers were
filtered by bank
they identified
as their “main
bank for all their
banking
transactions”

Responses to
guestions on
mobile banking
and digital
banking usage
were
subsequently
tabulated

1 Precise AMPS question "Which of these do you use to access your account?" Options shown "Cellphone" and Internet"

Source: AMPS

Mobilel

Internet

& e

@ Standard Bank

o ABSA

& copirec

& e

@ Standard Bank

o ABSA

CAPITEC

BANK

%

10.2

10.2

16.3
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We have used the opportunity of the card switch replacement to ke

THINGS

create a flexible, innovative platform for new products in 2014 HAPPEN | NEDBANK

Platforms enable once-off development and cater for re-use of capabilities over multiple channels to multiple clients

Status
Core Switch The implementation of the switch allows both the client and bank to ‘/
Replacement benefit from system redundancy, scalability and reliability as well as speed Delvered
of transaction and product implementation to market
* This capability at ATMs and PoS enables the innovation of
Cardless cash the future to integrate into the cash economy ‘/
withdrawals Delivered
\,
- . » A store of value for any currency, e.g. Rands, reward points,
Wallet MPesa‘s_ - .
» By locating the wallet within the switch enables easy exposure Built, in pilot
\, of the store of value to payments channels e.g. ATMs and PoS

Contactless

Additional tokens

Payment capabilities

for low value, high speed transactions such as transport and v
fast food Built, in pilot

* Innovative access mechanisms such as QR codes and )
biometrics seek to enhance both security and speed of

} » Contactless provides an opportunity to disintermediate cash
\} transaction Proof of concept
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Consistent execution of chosen strategy continues with MAKE

THINGS

accelerated momentum, given strong foundations laid HAPPEN | NEDBANK

3 imperatives for growth Initiatives to unlock

« Strong client growth momentum in all segments as transactional banked
share lower relative to strengths in advances and deposit market share - more

Grow » clients, deeper cross-sell, less attrition across more micro-markets

the client p

: « Continue investment in key enablers including marketing, reformatting of
franchise

distribution, front-line effectiveness, mobile / self-service channels,
competitive pricing

» Develop compelling CVP for unbanked segment (relevant for Rest of Africa subs)

» Leverage wholesale client relationships and micro-market approach for
increased cross-sell

Collaborate & ; . * Invest in people & organisational effectiveness - optimising processes,
&innovate AP, VN increasing span of control, removing duplication to extract cost efficiencies and
for growth Way enhance the overall client experience — significant change management reqd

» Accelerate client usage of existing innovation through optimal design of holistic
client experience, while further enhancing capabilities in digital, payments &
deposits

* Continue focus on collections and client rehabilitations to reduce non

performing loans

\EQETe[S . . . _ : ,
g » Sustain selective origination at enhanced pricing for better risk portfolio

risk
effectively * Quality risk processes protecting for downside risk should interest rates rise /
consumer risk deteriorate further given quality asset portfolios & prudent pro-
active provisioning methodologies
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Remaining true to our commitment to build sustainable businesses e

THINGS

& increase our source of distinctiveness relative to peers uAPPEN | NEDBANK

Distinctive strategies

Nedbank Retail will build banking relationships with all in South Africa,
leveraging distinctive strengths, underpinned by strong risk management

STRATEGIC INTENT
Delivering a choice of dlstlncﬂ\;e
client-centred banking
experiences that build many
deep, enduring relationships
with Nedbank

Delivering growth and
sustainable shareholder returns
through effective allocation of -

Scarceresources

“To be the leader in business banking for SA”
through our deep client relationships,

decentralised accountable business service model |

& excellent risk management practices

STRATEGIC INTENT

By understanding our clients’
business we provide seamless
client centred banking experiences
forour clients’ business, employees
& household through our localised
client service teams delivering
innovative solutions

Achieving consistently strong ROE's
& CLR's by carefully balancing
levers of risk vs growth & leveraging
our diverse, talented, collaborative #
teams across South Africa \

Uniquely positioned for
macro economy & trends

A skilled leadership team

with a track record of
delivery

Core differentiators

leveraging key trends

Committed to building

high quality businesses

for sustainable
performance

Diligence in execution
of imperatives

Grow
the client
franchise

Collaborate
and innovate
for growth

Manage
risk effectively
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MAKE (::’

THINGS

NEDBANK
GROUP

HAPPEN

—

Thank you

“What lies before us

QU eStI on & and what lies behind us
are small matters
A N Swers compared to what lies within us.

And when we bring what is within
out into the world,

miracles happen.”

Henry David Thoreau



MAKE
THINGS

Contact us | e

Nedbank Group Nedbank Investor Relations
www.nedbankgrogp..co.za Head of Investor Relations
Nedbank Group Limited Alfred Visagie

Tel: +27 (0) 11a 294 4444
Physical address
135 Rivonia Road

Direct tel: +27 (0) 11 295 6249
Cell: +27 (0) 82 855 4692

Sandown Email: AlfredV@nedbank.co.za
2196
South Africa Investor Relations Consultant

Penny Him Lok
Direct tel: +27 (0)11 295 6549
Email: PennyH@nedbank.co.za

Download the Nedbank Investor Centre App from the
Nedbank App Suite:

Investor Relations Analyst
Caron Askew

Direct tel: +27 (0) 11 294 0752
Email: CaronA@Nedbank.co.za

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 n limited to, loss of earnings, profits, or consequential loss or damage.
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