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2  Building outstanding professional capabilities to boost
long term development

3  The «Road to 2019». Next steps for 24 months ahead




Six statements to describe the fundamentals of Be ecosystem :[k

Leading «Business Consulting & ICT Services» Group for Financial
Institutions. Growing global consultancy & ICT Expenditure in Financial
Industry

Growing share of wallet among the top 20 Banks in Europe. Banks ICT
budget growth expected up to 2019. Reducing portfolio concentration on
Top5 clients from 74% to 54% in only 2 years

6 years to establish from scratch a recognized professional network in 9
european countries (42% of non domestic revenues in 2017). More than
1,600 professionals involved of which more than 1,100 are permanent

Full interests’ alignment among shareholders and an experienced
management team

Healthy Balance Sheet and cash generation allow efficient capital
allocation. M&A radar on 4 different countries (Italy, Spain, Germany and
UK)

3 Year Plan forecasts in 2019 an EBITDA >28 €/mIn with M&A and >21
€/mlIn on a stand alone basis, with constant Dividends flow




Business & Geographies

ICT Consulting &
Solutions

24%

Business
Consulting
76%

Other
2.4%

UK
10.4%

DACH (%)
28.9%

Italy
58.3%
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(*) DACH = Germany, Austria & Switzerland

In 2017 we enforced non domestic value generation: 42%of revenues is
generated abroad (Germany & UK mainly)

Client Portfolio

=

ABI

AGID

Barclays

Banco Popolare
Banco Popular
Bundesbank

Cassa Depositi e Prestiti
Commerzbank

Coop Bank UK

CNP

First Data

Gruppo BNP

Gruppo Crédit Agricole
Gruppo IntesaSanPaolo
Gruppo Poste Italiane
Gruppo UBI

Gruppo Unicredit
HSBC

ICCREA

Mastercard
Mediobanca

Payment Council
Postbank

PZU

Royal Mail

Societé Generale
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In only three years we nearly doubled revenues portfolio on clients not A
included in the top ranking &

Customer base composition 2015-2017

ffffffffffffffffffff <« 100%

» Reduction of dependence on
the 1st European customer
to avoid significant impacts 54%
from its current changing Top 5
spending cycle

74% "M%

Clients

* Focus on the main European
Financial Institutions (+ 20%
revenue YoY increase on the
2nd customer, +24%
revenue YoY increase on the
other customers’ portfolio)

Other
Clients

Total production

value

(€/min)




Our next challenge is in creating a real professional European network.
The current business perimeter has a growth capacity of 10-15% per year &

10 s

e Qver 40 €/miIn in the DACH Announcement of
Region with excellences in the Dusiness Targets

. 2017-2019
world of payments, solutions
for commercial banking and
. Start up of Be TSE Ro L
services for stock exchanges / (Romania), focused on (] Acquisition of }
Multichannel Software *  FIMAS (DE) specailized N
markets Development and in services for Stock

Exchanges
PAYSTRAT (E) focused —
on payments strategy —
consultancy

Nearshoring I I
Start up of Be

Poland specialized
in Capital Markets

and Nearshorin
Acquisition of 2C g h

specialized in
Advanced Analytics a

Acquisition of
+  R&L (DE) leader in [ |
Europe on SWIFT
L‘ « 1QUII (IT) specialized in I I
Mobile developments

Anti-Fraud and Big LOC (UK) specialized in  sxpzz

Data I I

Marketing and Digital =
- '—' Acquisition of Targit

Acquisition of (DE/AT) and 0SS

Praxis Calcolo and (CH) specialized in

Universo Servizi Capital Markets
Tamburi Investment I I
Partners and Rocco | — n
Sabelli acquire Data
Service SpA Acquisition of * Presence and access to the

BlueRock (UK)

il specialized in Supplier Lists of the major
4 Loyalty, Maketing European banking groups for

and Electronic

Payments Y= the offer of advisory and highly
The Group specialized ICT services
Business takes the new
Consulting name Be

cone  International agreements with

N | i market leaders in the world of
finance and payments, Europe
wide




Our first Non Financial Statement is going to be published in March 2018.
People Care, Diversity, major attention on Training are our areas of
excellence

First consolidated non financial
information statement published for
2017 to provide more transparency to
Be stakeholders on Corporate Social
Responsibility (CSR)

Main recipients: /nvestors and

shareholders, Clients, Local

communities, Suppliers, Universities

and research centres

Contents:

- Group profile and evolution

- Economic performance and direct
economic value generated and
distributed

- Employees and related labor
practices (e.g. diversity, training,
ethics and integrity, etc.)

- Be Group impacts on environment

- CSR Risks management

Assured for conformity to Italian
Legislative Decree 254/2016 by an
external auditor
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Total employees
1.114 HC (+3% vs 2016), all covered by formal
contracts

Average employees age

~ 20% under 30 years
~ 80% under 50 years

Diversity and equal opportunity

40% of employees composed by Women

Gender Pay Gap

Remuneration for Women and Men of
professional staff of domestic companies (~ 70%
of total employees) substantially equal

15.174 hours (+20% vs 2016)
13 hours avg per employee (vs 11 hours in 2016)

Paper consumptions

13.548 Kg (-28% vs 2016)

Be
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The Payment Service Directive can really push towards new competitive
scenarios by redesigning the roles of an entire industry & 5

\ 10" “V\‘\\
Systemic Banks : Over the Top
—~ CapitalOny | amazon
citibank =~ 3
BBVA [ Distinctive features ]
m Leader i ¢ ) = Leader in other industries GO gle
= Leader in payment services

= Technology infrastructure

Offer for all customer segments

. . = CRM and Data analytics are relevant
&1}% UBS = Relationship of the customer based
o ) ) parts of the core business UBER
not only on digital relationship
= Purchase experience
2 UniCredit

= High innovation ability
consumers n

_____________________________ @ ‘_:_‘ S S ——

firms

= Vertical offering

(6 fICJOI’ Retail oriented
BANK

Time to market

= Time to market
= Customer Experience SOFORT

= Business scalability through

partnership ﬁ8°

Customer Experience

Distinctive communication

Value added services

monzo

MOonizo Pa;:ipa[ " moneyhub & Klarna

New Players/ ‘ charm ‘ Third Parties/

Metabanks F ) | Fintech




Large Retailers & FAGMA (Facebook, Apple, Google, Microsoft & & \
Amazon) are seriously going to compete with Financial Institutions . Q
API Catalogue Who can use (and pay) APIs?

Login

PSD2

compliance Account Balance

Grow through
partnership

Third Parties

Transaction List

Advanced e2e services
Payment

Services

Act as TPP

e}

Service

Small banks oytsourcing

PSD2
Compliant

API Gateway

Other
Financial
Services

Revenue model - Corporate
= Subscription o 4 ERP
= Pay-per-call integration

= Free

Corporate

Industry

API platform can be _
Services

implemented both
internally and
leveraging external
players API
technology




Be, as a group, is gaining ground constantly in its proposition of
consultancy services and advanced analitic capabilities towards large
institutional clients

NETWORK ANALYSIS
SOCIO DEMO DATA :

Caratteristiche socio

GEOREFERENZIAZIONE

Area geografica di acquisto del
«*" liente: stanziale,

demografiche del cliente (eta
sesso, cliente dal...)

MODALITA DI INGAGGIO DEL
CLIENTE

Come viene a conoscenzadel ==

MODALITA DI ATTIVAZIONE
Quale canale viene utilizzato /
per se o per altri

servizio e su quali canali ra

info sul propdotto/ servizi

GIACENZA MEDIA
Rapporto tra ricarica e
comportamento di spesa

NET PROMOTING SCORE

Quanto raccomanderebbe il
servizio ad altri

CANALI DI RICARICA
Canale di ricarica (per se/ altri)

SPESE RELAZIONALE E
RESIDENZIALI

Analisi del comportamento

e

~
CANALI DI SPESA
Canale di spesa (in store / on
d’acquisto del cliente, “tipologia line)
di acquisto

D Macro-Area A

. Macro-Area D

Clienti che utilizzano i prodotti BP
pere

Clienti altamente digitalizzati e molto
operativi che utilizzano la maggior parte
degli strumenti digital, incluse le App.

D Macro-Area B

Clienti a media operativita che
utilizzano principalmente il Pos fisico

anche per importi piccoli. prediligono I'utilizzo del cash.

D Macro-Area E

Clienti con bassi livelli di operativita che

] Macro-Areac

B Macro-areaF

Clienti con saldo superiore alla media
che operano prevalentemente su canali
fisici, con alto cross-selling.

Clienti che operano prevalentemente su
canali fisici, molto connessi e radicati in
Poste ltaliane.

CHIEIL
CLIENTE

QUAL E IL
RAPPORTO
LA BANCA

QUAL E LA
MATURITA
DIGITALE

DOVE/QUANDO
LO CONTATTO
REAL TIME DECISION
KETING

RECURRING MARKETING

CROSS-SELLING /
UPSELLING PIATTAFORME

ROADMAP
PRODOTTI/SERVIZI

KNOWLEDGE CONTINUATIVO

MONITORAGGIO DELLA
CLIENTELA

« VW L
PROFILORELAZIONALE
GEOREFERENZIATO
INDICATORE CATEGORIE
PREFERENZIALI DI SPESA

B W N v /i 7/ 8
INDICATORE TOP OF MIND (LIVELLO
CONFIDENZAUTILIZZO CARTAPER

SMALL TKT)
HUBNESS (RETE INTERLOCUTORI IN
ENTRATA/USCITA)
. Y7 o
— N ’/
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- FINGERPRINTING UTILIZZO CANALI

() DIGITALI
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= DEFINIZIONE TEMPI E LUOGHI DI

CONTATTO «ALL CHANNELS»
INDICATORI EVOLUTI

SUPPORTO ALLA MACCHINA DEL CAMPAIGN PER OTTIMIZZARE LE AZIONI DI
MARKETING in base al comportamento dei clienti IN TEMPO REALE.

RECURRING CRM CAMPAIGNS DATA DRIVEN guidate da analisi dei
comportamenti della clientela e dei potenziali trend individuati sulla base del
comportamento pregresso di cluster affini (Pure Communications, Next Best
Product)

INIVIDUAZIONE DI CONCRETE AZIONI DI UP E CROSS-SELLING sulla base
dei comportamenti affini o per elementi differenziali in grado di individuare
possibili attivazioni tra le diverse piattaforme

PROIEZIONE DEI COMPORTAMENTO DEI CLIENTI NEL TEMPO alfine di
individuare trend futuri e determinare anche la possibile roadmap di
prodotto/servizio

SUPPORTATO DA SOCIAL MEDIA ANALYSIS AND LISTENING DELLA TARGET
AUDIENCE per gestire la relazione con il (potenziale) cliente, creare contenuti,
interagire con lui: LEARNING BY DOING

KPI DI MONITORAGGIO SULLE AZIONI DI MKTG, non solo su redemption alla
singola campagna, ma anche su efficacia movimentazione da un cluster
all'altro, network analysis)
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First 2018 results show a continuous growth on all the business
dimensions

Value of Production

Gross Operating Margin (EBITDA)

33.5
32.2 31.2
| e
PR B
2016-Q1 2017-Q1 2018-Q1
Operating Profit (EBIT)
3.6
29
27 0
1% o
o1
2016-Q1 2017-Q1 2018-Q1
EBIT margin 9% 9% 11%

Figures in €/min

4.8
44
4.2
+7%
____________ ---@
-1
2016-Q1 2017-Q1 2018-Q1
EBITDA margin 13% 14% 14%
Profit before Tax (EBIT)
31
21 o
Y/ 2% e
. -
2016-Q1 2017-Q1 2018-Q1
EBT margin 6% 7% 9%




The business targets for 2017-2019, a significant step in the growth of an ~
increasingly international Group :Ek

e

s e | Assumptions

Organic growth + M/A Organic growth only

» Organic growth up to about 162
€/min at the end of the period in

200 + addition to 38 €/mln of

162 + expansion arising from M&A
pale of 1297 2 + 75% of expected EBITDA
o1 ---® ®-- _35%_ 1 --@ deriving from the Consulting
industry and 25% from ICT
2017 2019 2017 2019 perimeters
 [taly remains the Group's
engine, but, at the end of the
plan, about 50% of revenue will
28 + come from non-domestic
21+ .
17.2 17.2 perimeters
T o - t3nt--e o 122% | e « Eastern European markets are
being developed. Poland is the
2017 2019 2017 2019 country with the highest growth

potential

* Uninterrupted flow of dividends
during 3Y Plan

Figures in €/min




