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e Strategic priorities — Personal Customers

The bank we have decided to be

Focussed, on Personal,
our markets with
and growth configurable
segments offering &
engagement

model

Digital,
via a mobile
front door &

seamless
flows

Holistic, with
advisory and
a broad view
of customer
needs

Proactive,
around life
events &
supported by
data



e Strategic priorities — Personal Customers

Created through clear choices & a structured methodology

Key decisions

Where: Market approach

Who: Growth segments

What: Needs to meet

How: Engagement model

When: Execution plan

Q3 2022

Define new

segmentation
engine &
understand
customer needs
and preferences

Design future VP
for segments
across markets
within Retail &
Private Banking

Q2 2023

Define needed
capability uplift
with clear link to
value drivers &
200+ digital
capabilities, and
ensure execution
feasibility



e Strategic priorities — Personal Customers

We are sharpening our focus across markets building on our strengths

Strategy

an
Uy

.

Cement position as the bank of choice for majority of
customer segments in society

Maintain position serving needs across a broad set of
segments, focusing on customers with advanced needs,
primarily in urban areas

Become the premium Retail and Private Bank for business
owners and customers with advanced needs based on broad
relationships

Strategic decision to cease our Retail and Private Bank
business, continued commitment to Business Customers and
LC&l

Sharpened focus

Narrow a Broad

Narrower Private Banking focus

Narrow .q

Narrower Retail focus

Narrow m



e Strategic priorities — Personal Customers

New ways of engaging

Digital
convenience is a
must for almost
everyone

Type & intensity
of advice needed
differs
significantly over
time

Majority of
larger financial
decisions go
beyond an
individual

Needs
increasingly go
beyond
conventional
products

W

e::

Personalised is
the opposite of
“one size fits all”



e Strategic priorities — Personal Customers

New need-based segmentation guiding growth and targeted value propositions

New need-based customer segmentation Key life-events Needs to address
NI ]
| | Wealthy familes @ Children moving out XYy Daily banking with guidance
: : Tailored advice &
| | planning tools . )
I I Easy refinancing
- | | Career peak
5 |1 |
o |1 |
o |! ' " . Planning for retirement
o lr o _____ I Families pursuing life- .
g : : goals Divorce
Q Easy banking &  on- )
I I
21 | el niiae o ‘Q Caring for my parents
o | |
N I Eljé Inheritance N
: ________ : &:ﬂ Giving kids a good start
Young adults !)
peace of mind

A\ 4

Life-stage & family composition

E ] Growth segments




e Strategic priorities — Personal Customers

Proactive & adaptable engagement model joined with a broad yet personalised offering

Proactive engagement model

Broad & configurable offering

i,

Example life events (per year?)
Proactivity based on

financial @ ~2mn @ 300k

opportunities Job changes [ Home purchases

Y
Digital front door — £ 0

. %
always available by i\@
your side

Holistic advice Full self-service
with 360 ~ Supportenabled =~ Human-led

when and‘how insights & digital by humans & Al holistic advise
you need it advise

Denmark, Sweden and Finland

Modular base offering with targeted add-ons

® ©

Daily needs Home @ Health & Life planning
ownership safety
Green Retrofitting Security Career
mobility Energy Prevention planning
Convenience efficiency Insurance Philanthropy

home EF LEXLY
Danmark




e Strategic priorities — Personal Customers

Clear cross-country synergies from building on the same platform

Building on the same shared platform Investing in digital and non-digital capabilities

FR FE . . .

p 'I- p Digital and tech investments
I I * Digitization of offering

* Data, analytics & Al

* Engagement model & value proposition

Common capabilities

Compe- :
 tencies ﬁ‘ Offering Platforms

0N .
i Advisory €7 Engagement Commercial excellence investments
* Digital marketing & commercial capabilities
e
= Data (37 Cloud/Al <% APIs « Advisory expertise

* Partnership capabilities



e Strategic priorities — Personal Customers

We will focus on three selected growth and profitability levers

30%

€ Make relationships more efficient

N Proactive adaptable engagement model with digital self-service and continuous digital advice

N Increase number of meetings and meetings per advisors

9 Broaden existing relationships 509

N Increase share of primary customers

N Further capture share of needs with broader and more targeted offering

© Develop new relationships 20%

N New value proposition targeting life-events and specific micro-segments

S Leverage own feeder channels and partners

SHARE OF PROFIT UPLIFT

()
% FROM INITIATIVES

C/| below 50%

il

1
ROAC of ~“29%



Accelerating Danske Bank’s journey in
Personal Customers

Building a new way of banking, across
the Nordics
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Disclaimer

Important Notice
This presentation does not constitute or form part of and should not be construed as, an offer to sell or issue or the solicitation of an offer to buy or acquire securities of Danske Bank

A/S in any jurisdiction, including the United States, or an inducement to enter into investment activity. No part of this presentation, nor the fact of its distribution, should form the
basis of, or be relied on in connection with, any contract or commitment or investment decision whatsoever. The securities referred to herein have not been, and will not be, registered
under the Securities Act of 1933, as amended (“Securities Act”), and may not be offered or sold in the United States absent registration or an applicable exemption from the
registration requirements of the Securities Act.

This presentation contains forward-looking statements that reflect management’s current views with respect to certain future events and potential financial performance. Although
Danske Bank believes that the expectations reflected in such forward-looking statements are reasonable, no assurance can be given that such expectations will prove to have been
correct. Accordingly, results could differ materially from those set out in the forward-looking statements as a result of various factors many of which are beyond Danske Bank’s control.

This presentation does not imply that Danske Bank has undertaken to revise these forward-looking statements, beyond what is required by applicable law or applicable stock exchange
regulations if and when circumstances arise that will lead to changes compared to the date when these statements were provided.
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