SIAM COMMERCIAL BANK

WITH YOU EVERY STEP OF THE WAY
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Executive Summary Consulting

The Siam Commercial Bank (sunmslnemsiass)

1) objective How can SCB penetrate the SSME market and retail segment at Platinum

\E

lssues Strong established Ga%betweegssscl\lié Lackdof understanfding
competitors (K-Bank) products an and awareness for
needs SCB’s existing products

Build relationships with SSME’s

CREATE CAPTURE CONNECT
SCB ONE app:

Online
frictionless
marketplace
platform

Integrated
advisory,
accounting,
inventory
management

Marketing and
tiered loyalty
programs for
acquisition and
retention

Numberof ™~ SSME Retail
vendors using SCB 9 conversions into etall customers
Impact @ ONE by 2022 15% primary bank 600k on SCBONE

Strategy
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SSME market analysis Consulting

SCB must quickly capitalise on the growing SSME market

The SSME Market contributes 40% to GDP ... with fashion and toys experiencingthe biggest growth
g\u“u” — Grawilh Rate: SSME Segment % Change in Revenue 2016-2021
\\°«h 118 Mg Rt 0, T . 0.2% Electronics & Media +10%
Toys, Hobbies & DIY +21%
GDP 2557 w | 5-8m SME's Fumiture & Appliance| +17%
| Fashion +27%
= —— —
Food & Personal Care|~ +17%
Employment

80%

Large SSME growth potential, especially within fashion segment

New Government SME Tax Scheme - one bank account

@ 40% of Thailand's 2.6 SMEs have enteredthis scheme
*  Adopt one single bank account to track and pay
taxes

“Some people thinkit’s fine to take a risk because
they believe they can negotiate with officials, but
they don’t knowwe have an upgradedIT
programme to reduce human interaction in tax

calculation and collection” Fail to registersingle financial bank account
— Revenue Department * Heightenedtax scrutiny, evasion, auditing

penalties

SCB must act now to be the selectedbank for SSME's

White Paper on Small and Medium Enterprises of
Thailand 'in 2015, HKTDC Research, Bangkok Post

ANALYSIS CREATE CAPTURE CONNECT IMPACT 3
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SCB company analysis Consulting

SCB has lacked strong uptake of its products in the SSME market

SCB offers a a variety of products for the SSME market ... however, has little uptake by vendors

60

Ce )
e L)

S -exs| VIRTUAL Card
XX XXXX XXXX

30
OI-._ I

EASY MPOS BNET GUDE CARD LINX OR

Reasons for lack of uptake include...

60
() I'malready
with KASIKORN bank
which I'm currently 30
happywith... I don’t
feel the need to try -
new products
0 I

Other Bank Unaware Unnecessary Looks Difficult Doesn't Work

SCB’s late entry into this market makes it difficult to increase customer adoption as their needsare being met

EVA Market Research — 70 interviewees in 3
locations

ANALYSIS CREATE CAPTURE CONNECT IMPACT 4
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Competitor analysis Consulting

KASIKORN bank has positioned itself as specialists in SME banking

Kasikorn bank is a leader in the SME market... ... which is evidentin theirhigh SSME marketshare

SUIASNENSINg BANGKOK BANK
FH R 17 KASIKORNBANK @ CRUNG THAI BANK

SME Bank of the Year .‘ )} SIAM COMMERCIAL BANK
+ Kbank’s business operations
« KPLUS application (strong ul) @ KASIKORN BANK

A + Strong data and analytics

Their tailored products meet a wide range of needs

K-Cyber
Financial Services K-Cyber Banking
offers 4 services in one place.

K-Cyber Banking K-Cyber Trade  K-Cyber Invest
CORPORATE K-Expert MyPort

SCB must find an unmet needs gap to penetrate the SSME market

EVA Market Research, KASIKORN Report

ANALYSIS CREATE CAPTURE CONNECT IMPACT 5



Platinum mall insights

EVA

Consulting
There are unique insights and trends in this micro-market that SCB must focus on...
Platinum mall is extremely popular for low priced fashion Most vendors own an e-commerce store to increase revenue
100% o
No. of stores Clothing Customers 1 3 A)
80% Notinterestedin e-commerce
Tourists
2,800 90% oo 15%
I Locals 40% Considering opening e-commerce
20% 72%
Own an e-commerce site
0%

Vendors are extremely accommodating to their customers...

They open multiple bank accounts for payments... ... and

Vendors with E-Commerce

also accept many forms of payment

4 accounts 100

1 account
Reduced fees
3 accounts Reduced
transfer time

2 accounts

50

o

Accepted Payment Types

B Cash ® QR H Credit ® Cheque M Bank Transfer

Vendors are very focused on growing their businesses evident in theiradaption to customer needs

EVA Market Research, eCommercelQ

ANALYSIS CREATE CAPTURE

CONNECT IMPACT 6



: : | DAY\
Vendor issue analysis Consulting

... that create opportunities to support and grow SSME's businesses

4 Summary of unmet needs

|
|
1
|
|
1
|
|
1
|
|
1
|
v

Lack of awareness for
banking products

N

Lack of financial literacy

+  Easybookkeeping

*  Inventory management

«  Relevantfinancial advice

*  Awareness for banking
products

Interbank fees I Friction in multiple
I payments platforms

\
|
|
|
|
|
|
|

| Easy book keeping I

Relevant financial advice

\ Inventory management /

. Long admin process

. News on trends o
Loan/credit approvals
—

Impact

‘ Part of community
‘ Optimising payment cycles Ease Of payments
*  Friction with multiple payments
Networking opportunities p|atfo rms
Value for employees ° Tracking of online payments
Size of bubble = Number of vendors Feasibility
>

To build a relationship with these SSME's, SCB must focus on meeting their unmetneeds

EVA Market Research

ANALYSIS CREATE CAPTURE CONNECT IMPACT 7
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Strategy summary Consulting

Our scalable strategies will enable SCB to successfully penetrate the SSME market in the long-term

GOAL QUESTIONS RECOMMENDATIONS IMPACT

How can SCB
reduce friction in CREATE .) 1576 vendors
multiple payment 1 platform, 1 bank - using SCB
platforms and SCB ONE ONE by 2022

tracking ? Marketplace
ONE *

How can SCB

How can SCB A—
gg’,:;g:faertk}; improve SSME's CAP TU RE —_‘"/ 15% SSME
) financial literacy Integrated & tailored — conversions
and retail and awareness of accounting, ‘—J into primary
segment at banking inventory and w bank

Platinum Mall products? financial advice l..

How to acquire

and retain SSME CONNECT “ 600k retail

d retail Omni-channel marketing customers on
and retal 5 Loyalty programs SCB ONE
customers ¢ — MYSSME & UP2ME

ANALYSIS CREATE CAPTURE CONNECT IMPACT
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Strategy rationale Consulting

There are high levels of friction and inconvenience due to the number of payment platforms

There are are numerous payment types vendors accept ... this reflects their customer preferences

80

70

60

50

40

30

20

10
Multiple accounts to decrease transfer fees

» Customers are very price sensitive
* Increase customer experience (ease)

Accepted Payment Types
P y yp * Vendors do not want to lose a sale

B Cash ® QR W Credit B Cheque M Bank Transfer

Opportunity to streamline payments for vendors

Source: EVA Market Research

ANALYSIS CREATE CAPTURE CONNECT IMPACT 10
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Strategy rationale Consulting

Additionally many e-commerce owners face issues when managing their site

The majority of vendors own an e-commerce site ... however owners face a few pain points in management
100%
13% - not interested Not interested vendors
0% _ _ _ - ) * Want to incentivize customersto feel material
- S 'Ofﬂme\ + Content with current operations
’80% 15% - considering \ ‘ .
/ Opening e-commerce \
: 70% |
[ Considering e-commerce vendors
I 60% 72% - own e-commerce I + Perception that it is high effort
: | * Unsure of the process
: 50% I * Not digitally competent
1
| 40% | Online& !
I Offline !
30% | E-commerce vendors
: | * High marketing effortfor multiple
: 20% | platforms and channels
: | + Difficultto keeptrack of all payments and
| 10% I bank transfers
\ I * Hard to manage all communication —
\ 0% / messaging and stages of delivery
S e Vendors with E-Commerce P ’
e e e s S S S S e e e S S S o . -

There is an untapped market that provides an opportunity for SCB to connectwith SSME'’s

Source: Market Research

ANALYSIS CREATE CAPTURE CONNECT IMPACT 11



Introducing: SCB ONE

SCB ONE is the integration of Platinum Mall into an online multi vendor marketplace

EVA

Consulting

Provides
accessibility and
convenience for

SSME's

ANALYSIS

CREATE

0 set-up feesfor
vendors in
Platinum Mall

CAPTURE

Network effectas
more SSME
vendors join

Source: Fatbit Technologies

CONNECT IMPACT 12



Step 1: Setting-up

EVA

Consulting

Set-up of a vendor’s page is simple with the aid of an SCB sales team member

Location

Will allow vendors

to mark on a map

where exactly they
are in the mall

Ratings

Allows vendors to
gauge their
performance with
customers and read
their reviews

(it

Location

12:53 pm

Anong Atitarn

Account

1R800

4.2 from 37 reviews

ANALYSIS

CREATE

CAPTURE

Customise

This page can be
customized and
can have
additional
information added

Account

Vendors input their
SCB details into the
app for streamlined
payment and to
interact with other
SCB applications

CONNECT IMPACT

13




Step 2: Stock input

Interface has been designed for easy inventory management

Review

Vendors can click
onto any item to
review basic
information such as
price and quantity

remaining Utilises

technology
from
Merchant
mPOS such as
stock
management

12:53 pm

Inventory

Add

Vendors can
take photos of
new products
and add them
onto the
platform

Restock

Instantly process
orders per previous
purchase history to

suppliers for ease

of stock
management

ANALYSIS CREATE

CAPTURE

CONNECT IMPACT

EVA

Consulting

14



Step 2: Stock input

Vendors can easily add new stock to the marketplace themselves

Photo

Vendors will
upload a photo
of the item they
wish to sell for

display

purposes

Description

An optional paragraph
to help consumers
understand the goods
they are purchasing,
and if there are any

e

00000 EE

-

’ New Stock

Quantity

In the format
XS/S/M/L

Description

Additional Information

©

C/C/0/E]

\

12:53 pm 31% W}

v

EVA

Consulting

Price

Can be altered
at the Vendor's
discretion

Quantity

Quantity of each size
inputted so that they
can be tracked
throughout

damages to the |- 7N transactions
product \ 0 /
ANALYSIS CREATE CAPTURE CONNECT

IMPACT 15
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Step 4: View My Store Consulting

These steps will enable the SSME vendor to generate increased sales

Creates a new revenue stream for SSME's via
an online platform

My Store

Streamlines all E-commerce payments to go
through SCB with O fees charged for SCB to
SCB transfers

Provides free marketing to all SSME'son the
platform, creating a network effectforall
vendors on the platform

Introduces SSMEsto the SCB ecosystem of
products and to build relationships with the
bank itself

ANALYSIS CREATE CAPTURE CONNECT IMPACT 16
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Strategy rationale Consulting

There is a lack of financial literacy within SSME’s that is not being met

There are strong positive benefits to financial literacy ... however SSME'sin Platinum Mall lack this acumen

80.00%
66 My knowledge of accountingis

limited...

70.00%

60.00% ‘ (1
...would love a bank’s help...
50.00%
40.00% 66 | want things tobe as simple as
possible
30.00%
% 87%
20.00% m Direct Application 9 5 O O
o B Improved Decision Making
10.00% m Changes in structure Do not want Complex Would be open to
m Better credit history bank products improved accounting
0.00%

system if shown benefits
Pakistan Pilot Training Program

SME's are receptive to improving their

financial literacy and accounting skills

Improving the financial literacy of these SSME's provides an opportunity for SCB to form long-term relationships

ANALYSIS CREATE CAPTURE CONNECT IMPACT 18



EVA
Feature 1: Simple, integrated, automated accounting Consulting

SCB ONE's accounting feature will easily track revenues and expenses

o

_E Orts ®0000 EE T 12:53 pm Man ual
Book-Keeping
Basic reports can l\/Ianua.IIy add
675493 Bht offline

be generated via :
transactions to

LT[R “) this platform

m Short Dresses = Long Dresses

= Skirts = Shirts
Recent Transactions Autom atiC
Transactions Sale of Skirt 175 Bht —
Supplier payment 25,000 Bht i
Month |y revenue Sale of long dress 350 Bht Online payments

automatically
recorded onto
system

displayed on chart
as well as recent
transactions

ANALYSIS CREATE CAPTURE CONNECT IMPACT 19



EVA

Feature 2: Co-browsing to enable independent learning Consulting

Seamless co-browsing application will also be included to guide the user

Advice

Provides basic

advice on how to

utilise SCB One
better

®0000 EE T

12:53 pm

Add more
transactions
here

® Skirts

Recent Transactions

= Short Dresses » Long Dresses

® Shirts

~

Book-Keeping

675,493 Bht

You look
low on
cash,

may we
suggest a
loan?

Insights

Insights generated
through the
leverage of SCB
Abacus to analyze
clientdata

Sale of Skirt 175 Bht
Supplier payment 25,000 Bht
Sale of long dress 350 Bht
ANALYSIS CREATE CAPTURE CONNECT IMPACT 20
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Feature 3: Timely, relevant and insightful financial advisory Consulting

Advisory will leverage data from user inputs to provide tailored insights

e

Tailored

Obtain a working capital
General

All advice
provided is
powered by SCB a loan
Abacus using Al
Technology e Grow your business

Provides tailored

o Change Suppliers goa| planning and
budgeting services
via application

General

Goal Planning Budgeting

Communication

Communication

Online representative Go to a branch

Communicate with SCB
directly for the top 3
advice areas identified

for you

CONNECT IMPACT

CAPTURE

ANALYSIS CREATE
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Additional features: Goal planning Consulting

The goal planning feature will allow vendors to set goals, which will be reflected in budgeting

—

0000 EE T 12:53 pm 31% 2

Ordered

«  Goal Planning

Customisable

Order your goals Exoand
: . (1] pand verseas Set your own
in order of priority ~ y
16% personal goals with
Reduce dependency on KPls you WOU|d |Ike
e loans to reach

67%
e Become own supplier

55% )

e Saving money for ReCOI’dS

education of children

Advice Records an

SSME owner's

Goals considered in the

progress
towards a goal

Al system and
considered in all advice \

provided

ANALYSIS CREATE CAPTURE CONNECT IMPACT 22
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Strategy summary Consulting

Create and Capture will be able to achieve 1576 vendors on SCB ONE

Next Steps
b Disjointed E- SME'sface a lack of
@ Assign project to Transformation team § commerce support from banks
- experience
@ Train SCB representativesin on-boarding SSME'’s
SCB Create & SCB Capture
Recruitand train dedicated SSME Branch
representatives
3 Create an E- Provide advisory
g commerce services via
b= Marketplace for mobile
SSME's application
Impact
Increased lStr.ongI‘e].r More
awareness of re ?EO;SSA/;ES information on § :
SCB products W'(Ewners SSME's g 1576 vendors using SCB ONE by 2022

ANALYSIS CREATE CAPTURE CONNECT IMPACT 23
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Connect: Acquisition and retention strategy Consulting
SCB must focus on connecting SCB ONE to the SSMEs

Phase 1: SSME Vendors

Phase 2: Retail Customers

Acquisition Retention Acquisition Retention

How does SCB attract What does SCB need to

customers onto the

How can SCBintegrate
vendors within the greater
ecosystem?

How can SCB increase the
awareness of SCB One to
vendors?

do for customer to stay on

latform? latform?
p P

ANALYSIS CREATE CAPTURE CONNECT IMPACT



EVA

Connect: Acquisition and retention strategy Consulting
SCB must focus on connecting SCB ONE to the SSMEs

Phase 1: SSME Vendors Phase 2: Retail Customers

Acquisition Retention Acquisition Retention

e B . Ly
A =

What does SCB need to
do for customer to stay on
platform?

How does SCB attract
customers onto the
platform?

How can SCBintegrate
vendors within the greater
ecosystem?

How can SCB increase the
awareness of SCB One to
vendors?

ANALYSIS CREATE CAPTURE CONNECT IMPACT
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Phase 1: Marketing to SSME vendors Consulting

Vendor attraction should be executed through offline and more direct marketing

Building strong, on-the-ground relationships with vendors through offline marketing initiatives

SCB Branches Sales Representatives Out of Homes (OOHs)

Leverage the walk-in traffic Create personalised
of branches experience

Promote in nearby shopping
malls and micro markets

scEOr= @, .

SCB One |
“1 Platform, 1 Bank”

E Lt 7 ——— 7" s

Flyer Distribution Directly interact with vendors Place in Platinum Mall

Update digital display Onboard themifpossible (Si mPNfarb)r/wl\/I\ljgsK diarg
Staff recommendations Refer for more information K ggzuée) -

Allows SCB to connect directly to the vendors, informing them of the SCB ONE benefits

ANALYSIS CREATE CAPTURE CONNECT IMPACT 27
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Phase 1: Vendor loyalty Consulting

There is a lack of current loyalty offerings for SSME merchants

Current portfolio of loyalty products

2) (LB UP2VE
‘,,,,,,,?,,)» ®
55 iores e

W—) ) FAMILY .
MYTravel BEYOND PLATINUM PLUS UP2ME
Travel Program Spend at Spend at Specific Family Program Personal Loyalty
Department Stores Stores

e
7

Lack of loyalty program that targets SSME Merchants

A

Integrated within
SCB Current
Rewards

Tiered Loyalty
Program

SCB Rewards

ANALYSIS CREATE CAPTURE CONNECT IMPACT 28
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Phase 1: SCB MySSME Consulting

SCB MySSME Loyalty program dedicated to the SSME segment of SCB Customers

Value for SCB

SCB
MySSME

Hel-ps bUIId (.:Us.tomer Loyaltyprogram Tailored benefits from SCB
relationship within SSME built for SSMEs rewards for SSMEs

markets

Potential access to extensive

Increases awareness to SCB wealth management services

products to SSME and retail Product for th from SCB
customers roquctrorthe Access to loyalty points in
untapped order to trade for
OppOfTUﬂiStiC goods/services
PSR eXIStIr_]g loyalty SSME market Able to leverage online
partners to retain SSME business gaining traction to
vendors larger community

Case Analysis

ANALYSIS CREATE CAPTURE CONNECT IMPACT
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Phase 1: SCB MySSME Consulting

Tiered Loyalty System allows for greater retention of customers

Premium: 50,000
Points

Earn 10X point on
departmentstores,
especially clothing and all
other micro-markets

Advanced: 25,000

Points Free Annual Full
Basic: 10,000 Points Consultation on Wealth
All Business Rewards (e.g. and Cash Management
Free On Boarding Costs 10% off spare parts) Services
Reduce Interest on credit Discounts: Exclusive
Loans Accessto Hotel & Airline
Eam 5X points only at Earn 5X point on
Platinum Mall departmentstores and
Platinum Mall

BENEFITS

Skip lines when
attendingbranches
(Prioritizeservices)

POINTS ACCURED FORDOLLARS SPENT ON SERVICES

Total: 1246

CUSTOMERS 65.7% 21.2% 13.1%
IN LOYALTY

PROGRAM by 2022 (819) (264) (163)

The tiered system allows SCB to capture the SSME market and promote its current financial services

Case Analysis

ANALYSIS CREATE CAPTURE CONNECT IMPACT
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Phase 2: Marketing to retail customers Consulting
SCB also needs to gain attraction of the retail customers
Target Customer Profiles
b
Bua Minnie
Retail customer Tourist
. e R Further transparency of
Trustworthiness AP/ tofrustthe Reliability information and
verification
. Ability to execute and Abili " h
Convenience verify purchasesina Convenience llitytoutiliseother
N p
timely manner e-payment methods
Central Conduct transactions Central Ability totrack order
Platform onasingular platform Platform and see shipping costs
EVA Analysis
ANALYSIS CREATE CAPTURE CONNECT IMPACT 31



| EVA
Phase 2: Current customer journey Consulting

Visiting the shop

Browse Inquire Get Confirm ship &

Bua

Limited marketing from SSMEs
Visit shop due to innate need/interest

No Real Verification System of Vendors

ANALYSIS CREATE CAPTURE CONNECT IMPACT 32
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Phase 2: Current customer journey Consulting

Inconvenience when browsing products

Inquire Get . Ship &

.. Browse Confirm

Visit Shop Products about Payment Payment Track
Products Methods Order

Does not offer an efficient customizable search option for
the product itself

Time Consuming Process

ANALYSIS CREATE CAPTURE CONNECT IMPACT 33
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Phase 2: Current customer journey Consulting

Hard to verify vendor when inquiring about products

Inquire Get . Ship &

.. Browse Confirm

Visit Shop Products about Payment Payment Track
Products Methods Order

Has to switch to a messenger platform in order to contact the vendor directly
(e.g. Add vendor on LINE)

ANALYSIS CREATE CAPTURE CONNECT IMPACT 34
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Phase 2: Current customer journey Consulting

Limited payment methods with the vendors

Inquire Get . Ship &

.. Browse Confirm

Visit Shop Products about Payment Payment Track
Products Methods Order

Payment Methods are Limited

* Most through Bank Transfers
* Incurs interbank transaction fees
 Lack of e-payment systems for tourists

ANALYSIS CREATE CAPTURE CONNECT IMPACT 35
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Phase 2: Current customer journey Consulting

Payment Confirmation is an extremely manual process at the moment

Inquire Get . Ship &

.. Browse Confirm

Visit Shop Products about Payment ey Track
Products Methods Order

Bua has to take photo of the receipt and send photo to Vendor

* Very Manual Process
* Inconvenient

ANALYSIS CREATE CAPTURE CONNECT IMPACT 36
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Phase 2: Current customer journey Consulting
Ship & track order is inefficient

Inquire Get
about Payment
Products Methods

Confirm
Payment

Browse

Vel Sher Products

Vendor manually sends back a photo of the post
office tracking number for the customer

ANALYSIS CREATE CAPTURE CONNECT IMPACT 37



Inquire
about
Products

Browse
Products

Visit Shop

Limited marketing from
SSMEs

Does not offer an
efficient
customizable search
option for the
product itself

Has to switch to a
messenger platform
in order to contact
the vendor directly

Visit shop due to innate
need/interest

No Real Verification

Time Consuming
System of Vendors

Process

Inquire
about
Products

Browse

Wil Snep Products

Phase 2: Customer Journey with SCB One

The new journey embodies many shortcuts in the previous transaction process

Get
Payment
Methods

Confirm
Payment

Bua has to take

Payment
Methods are photo of the
Limited receipt andsend

photo to Vendor

Get
Payment
Methods

Confirm
Payment

EVA

Consulting

Sends back a
photo of the
post office
tracking
number for the
customer

Customizable Contact the
search barwhere vendor directly Reviews of the
storesareona on the SCB One vendors
centralized platform Application
ANALYSIS CREATE CAPTURE

Payment can be
sent via the SCB

ONE platform No photo of
0% transaction verification of
fees payment
Other e- Scanning QR/
payments and Technology is
interbankfees  implemented inthe
will still exist App
(e.g Wechat and
Alipay)
CONNECT IMPACT

Vendor will
directly send the
verification

Tracking
number to
customer on the
SCB ONE
platform

38



Creates an efficient platform for vendors and customers to

experience online shopping
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Phase 2: Introducing: “SCB One"” Campaign Consulting

Aggressive marketing campaign targeting Platinum Mall retail customers

_—

- 1 platform

1 bank

1 place for all your online shopping needs
me ¥ =

ANALYSIS CREATE CAPTURE CONNECT IMPACT 40
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Phase 2: Marketing campaign and loyalty integration Consulting

"SCB One” integrates online and offline marketing channels to attract customers for loyalty purposes

Online (Facebook, LINE, Weibo, Instagram) Offline

Notification

» Generic
Awareness Posts

» When user posts
about SCB ONE
after product
bought from App

Post video/photo

» #SCBONE

» Earn loyalty points
from purchase

e.g. Instagram

Great Avenue for Mass
Marketing

General Awareness of the

User Interaction

» Generate hype
and Social
commentary with
SCB ONE
Earn 10X points
on UP2ME Card
or existing SCB
Rewards Points

SCB needs to focus on interaction rather than awarenesson
social media

ONE *

Secure and Convenient

Integration allows SCB to increase awareness and consumer engagement with their loyal programs

SCB Rewards, SCB Up2ME

ANALYSIS CREATE CAPTURE CONNECT IMPACT 41
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Phase 2: Launch event at the Platinum Mall Consulting
Launch Event will allow SCB to build upon hype and dedication

» Location: Platinum Mall and Surrounding Areas
(e.g. Siam Paragon, MBK, Siam Square, SIAM BTS

STATION)

» Target Capacity: 10,000

Promotion of Launch Event

@ Launch Social Media
Campaign tointegrate with

offline services

@ Offline: Place billboards in Platinum Malland
SurroundingAreas(e.g. Siam BTS, Paragon)

@ Offline: Establish a SCB tent for signups— writing
down email and signups as you go.

Consumer engagement and hype around

product

Creating additional touchpointwith customers

@ Branches @ Sales Representatives

Al

Place SCB ONE Appsflyers Directly inform both
instore to generate interest Customersand
as well hang stickerson Vendors of the App

ATMs surrounding areas

Number of App Downloads: 468

ANALYSIS CREATE

CAPTURE CONNECT IMPACT 42
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Strategy summary Consulting
Connect will allow SCB to increase its SSME presence and retail customers on SCB ONE

Next Steps
(ey micro markets in Bangkok @ Lack of Integration of retail
; = : o § understanding of customers into SCB
Ji e o = SCB Services Ecosystem
sove . Products: Fresh food Chad;ak ;ket
Products: clo‘t es and : Produc::“va:riﬂet?:s
other accessories | i
\—%*7\”"\5 . Y e SCB Connect
< e : i resh
= ‘7 g R Products: Fresh food
3 Loyalty Program Marketing
2 targeted towards Campaign
5 SSMEs targeted towards
n :
Retail Customers
@ Scale into potential other markets
MBK Center Due to similar products and
Siam Square customer profiles
: : Incremental SSMEs :
@ Integrate Alipay and Wepay for tourists o Number of retail
3 il [SOEITeSICLE customers: 677,000
= ONE: 1,261 ' ‘
@ Build partnership for delivery services on

marketplace

ANALYSIS CREATE CAPTURE CONNECT IMPACT 43






. . . . EVA
5 Year implementation timeline Consulting

2017 2018 2019 2020 2021

Develop On-board Continual development and improvement of the SCB
Create marketplace app vendors One App
Impl t
Optimise marketing through success rates

Leverage Abacus to develop Al S
Capture technology as part of application J#f§ Impreve U DX el epplieien
Create loyalty Continually update loyalty programs
Connect packages Market loyalty package with new offerings

Seek out partners for
loyalty program

Platinum market
vendors

AY

Execute pending
prior success

' Execute strategy ‘,‘»

Check-pointto i
evaluate success H

ANALYSIS STRATEGY 1 STRATEGY 2 IMPACT 45



Risk and mitigation

Key risks and mitigation actions have been identified

Risk Matrix

Probability of occurrence

»

ANALYSIS

Likelihoodofharm

CREATE

EVA

Consulting

Risks & Mitigation

CAPTURE

Lack of traction in onboarding
vendors to the marketplace

Provide further incentives for vendors
to onboard the application

Low uptake of advisory services
Program updates via application to
increase frequency of pop-ups

Failure of vendors to regularly
update website

Identify problem vendors and
provide personalised advice over
how to manage the platform

Lack of uptake by retail consumers
Create more incentive programs
following launch in forms of
discounts or cash backs

CONNECT IMPACT 46



Impact generated
Our strategies will allow SCB to build relationships with SMEs

SCB Marketplace

.

Uptake of vendors on the SCB
marketplace platforms

Additional revenue stream for vendors

Financial advisory and loyalty services

@

Advisory services provided to
SMEs

Business planning services

Personalised relationship management

ANALYSIS CREATE

)

CAPTURE

Impact: Increased SME users

EVA

Consulting

(‘

Impact: Build relationships with SMEs

SCB marketplace drives an
initial traction into the SCB
ecosystem

'\

(‘

-

SME clients will have personal
needs addressed by SCB,
building customer loyalty

CONNECT IMPACT

'\

J
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Impact achieved in the Platinum Mall market

EVA

Consulting

Create and capture will drive an increase in number of SMEs using SCB services

Number of vendors using SCB One

Commentary

80% 2000
60% 1500
40% 1000
20% 500
0% 0
2018 2019 2020 2021 2022
I Penetration Stores using SCB One

Increased use of financial advisory services

72% surveyed vendors already using e-
commerce platforms

65% of vendors assumed to use SCB
marketplace by 2022

Commentary

350
300

250
200
150
100

1
0

2018 2019 2020 2021 2022

o

ANALYSIS CREATE CAPTURE

327 Platinum market vendors expected

to use financial advisory services by
2022

Assumption of 15% vendors using
marketplace feature using financial
advisory, increasing to 25% by 2022

CONNECT IMPACT



EVA
Cost breakdown Consulting

Our strategies are expected to cost a total of 328m THB

Create Connect
In million (THB) Total Cost = 185m THB Total Cost=107m THB
350
300
250
200
150
100
4.2
50 s
-
App Website ~ Maintenance Wages cost Physical Digital Loyalty Total Cost
development development costs marketing marketing program

ANALYSIS CREATE CAPTURE CONNECT IMPACT 49
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Executive Summary Consulting

The Siam Commercial Bank (sunmslnemsiass)

1) objective How can SCB penetrate the SSME market and retail segment at Platinum

\E

lssues Strong established Ga%betweegssscl\lié Lackdof understanfding
competitors (K-Bank) products an and awareness for
needs SCB’s existing products

Build relationships with SSME’s

CREATE CAPTURE CONNECT
SCB ONE app:

Online
frictionless
marketplace
platform

Integrated
advisory,
accounting,
inventory
management

Marketing and
tiered loyalty
programs for
acquisition and
retention

Numberof ™~ SSME Retail
vendors using SCB 9 conversions into etall customers
Impact @ ONE by 2022 15% primary bank 600k on SCBONE

Strategy

50



Appendix Network

or W™

= 20 N

12.
13
14.
15.
16.
17.
18.
19.
20.
21.
22.
2
24.
25y
26.
el
28.

Title
Executive Summary

customers 52.
29. Phase 2: Current customer journey 53.
30. Phase 2: Current customer journey 54.
31. Phase 2: Current customer journey 55.

32.
SSME market analysis 33.
SCB must quickly capitalise on the
growing SSME market 34.
SCB company analysis 35.
Competitor analysis
EVA Market Research 36.
Vendor issue analysis
Strategy summary Sl
38.
39.
Strategyrationale
Strategyrationale 40.
Introducing SCB One
Step 1: Setting up
Step 2: Stock Input 41.
View my store
Strategyrationale 42.
Feature 1 43.
Feature 2 44.
Feature 3 45.
Goal planning 46.
Strategy summary 47.

Connect: Acquisition and retention

Connect: Acquisition and retention48.

Phase 1: Marketing to vendors

Phase 1: Loyalty for vendors 49.
Phase 1: SCB MySSME 50.
Phase 2: Marketing to retail 51

Phase 2: Current Customer Journey  56.
Inconvenience when Browsing 57.
Products 58.
Phase 2: Current Customer Journey  59.

60.
Phase 2: Current Customer Journey  61.
Limited Payment Methods with the 62.
vendors 63.
Phase 2: Current Customer Journey  64.
Phase 2: Current Customer Journey  65.
Phase 2: Customer Journey with SCB  66.
One 67.
Aggressive marketing campaign 68.
targeting Platinum Mall retail 69.
customers 70.
Phase 2: Marketing Campaign and 748
Loyalty Integration 12}
SCB Rewards, SCB Up2ME 78
Strategy Summary 74.
5 Year implementation timeline 75.
Riskand mitigation 76.
Impact generated %
Our strategies will allow SCB to build 78.
relationships with SMEs 75k
Impact achieved inthe Platinum Mall  80.

market

Cost breakdown
Executive summary
Appendix Network

Create financials
Capturefinancials
Costs

Connect financials
Case study loyalty
Current portfolio loyalty
Feature

Marketing

Impact

Impact

Impact scale
Merchant mPOS
Abacus

Location design
Application generated
Case studies vendor
Survey data

Survey

Survey

Survey

Survey

Survey

Example survey

Ali pay we chat
Issue prioritisation
Roll out'plan
Management team
Management team
Management team




Create financials

Create - Marketplace

Population of Thailand

Number of SMEs in Thailand

Number of SSMEs in Thailand
Contribution of SMEs to GDP in Thailand

Platinum market number of SSMEs
% not online

Number of offline only shops

% online

Number of online shops

Penetration
Stores using SCB One

Number using advisory services
Number using services

Units
m

3 3 3

2017
68.9
3

7.5
1200

2800
13%
375
87%
2425

2018
69.1
3

7.5
1200

2800
13%
375
87%
2425

45%
1091

109
10%

2019
69.3
3

7.5
1200

2800
13%
375
87%
2425

50%
1212

145
12%

2020
69.5
3

7.5
1200

2800
13%
375
87%
2425

55%
1334

192
14%

2021
69.7
3

7.5
1200

2800
13%
375
87%
2425

60%
1455

251
17%

2022
69.9
3

7.5
1200

2800
13%
375
87%
2425

65%
1576

327
21%

EVA

Consulting




| , EVA
Capture - Financials Consulting

Capture - Providing financial literacy services

All figures in THB m Commentary

2017 2018 2019 2020 2021 2022
Number of stores using SCB One 1091 1212 1334 1455 1576
SSME market size in Thailand 7.5 7.5 7.5 7.5 7.5 7.5
SCB as of SSME market penetration 8% 10% 10% 10% 10% 10%
Platinum market number of SSMEs 2800 2800 2800 2800 2800 2800
Number of stores adopting SCB One app 1091 1212 1334 1455 1576
Percentage converted to long term customer 15% 15% 15% 15% 15%

163.67 181.86 200.05 218.23 236.42

Scalability of SCB Application

% of market post strategies 11% 12% 13% 15% 16%
Number of SSMEs Targeted by SCB 0.6 0.8 0.8 0.8 0.8 0.8
Uptake of SCB One application 20% 22% 24% 27% 29%
Number of SSMEs using SCB One application 0.0 0.2 0.2 0.2 0.2 0.2




, EVA
Key cost assumptions Consulting

Cost breakdown

Website development and maintenance 15 2 2 2 2 2
Capture
Mobile Application
Cost of app development 40 Source: CBA, Standard Chartered Bank
App maintenance 2.4 2.4 24 2.4 2.4 2.4
Salaries
Relationship managers 30 32 33 35 36 38
Average wage cost 0.366 0.288 0.288 0.288 0.288 0.288 Source: Average wage in Thailand
Marketing 15 10 10 10 10 10
Capture Total Costs 69 22 22 23 23 24
Connect
Offline Marketing
Television costs 75 125 125 125 125 125
Cost of 30 second TV advertisement 0.05 0.05 0.05 0.05 0.05 0.05
Number of ads 2500 2500 2500 2500 2500 2500
Cost of flyers and billboards 24.5 24.5 24.5 24.5 24.5 24.5
Cost per billboard 35 35 35 35 35 35
Number of billboards 0.7 0.7 0.7 0.7 0.7 0.7
Total Costs 99.5 149.5 149.5 149.5 149.5 149.5

Online Marketing

Cost per click 0% 0% 0% 0% 0% 0%
Reach 300000 300000 300000 300000 300000 300000
Total cost 5.7 5.7 5.7 5.7 5.7 5.7




Connect - Financials

Shoppers at Platinum market per year
Percentage foreign visitors
Number of foreign visitors

SSMEs using loyalty from Platinum mall
% in Tier 1
% in Tier 2
% in Tier 3

SSMEs using loyalty overall
Market penetration of SCB app
Incremental SSMEs Targeted

Number of retail customers
SCB App market share
Number of customers using SCB One loyalty program

2017 2018
10950000 11169000
30% 30%
3285000 3350700

873
100%
5%

7.5
0.02%
1500

7665000.0 7818300.0
0.0
312732

2019 2020 2021 2022
11392380 11620228 11852632 12089685
30% 30% 30% 30%
3417714 3486068 3555790 3626905
970 1067 1164 1261
86% 79% 72% 65%

9% 13% 17% 21%

5% 8% 11% 14%

7.5 7.5 7.5 7.5
0.02% 0.03% 0.03% 0.04%
1800 2160 2592 3110.4

7974666.0 8134159.3 8296842.5 8462779.4
0.1 0.1 0.1 0.1
398733 488050 580779 677022

EVA

Consulting




EVA
Case Study on Loyalty for SMEs Consulting

Loyalty programs have previously been successfully implemented for SMEs

Case Study: KrungSri Bank

Krungsri Yellow Points system allows for SMEs to

krungsrl trade points in for gifts or cash

NSVAS
 Points accumulated by spending on an O/D
account
X o 0 oI o
E * Led to an increase in loans by Baht 3.3 billion in
g just three months
Features
S - —
h i ls | L/ V=
Easy Rewards
Standard Easy Ways to Earn Points Redemption Hassle-Free Spending
C h d rte red The more services you You can choose to Spend with your Standard
B k access, the more rewards redeem points for Chartered UnionPay ATM
an you will enjoy. mileage, merchandise or Card in Hong Kong and
cash. Via our online China, you can enjoy
"360° Rewards maximum shopping and
Catalogue". payment convenience and

earn 360° Rewards Points
for extra rewards and
privileges.

%]

Krungsri Bank Annual Report 2016 6




EVA
Current portfolio of loyalty products Consulting

ranvosod ()
‘S‘”x)))
e
MYTravel BEYOND PLATINUM Fﬁ\m”S_Y UP2ME SSME?
s _ . X5 pointson Earn X5 points
Card highlights Every 15Bht =  Get X7 points , : Getup to 1% off  No annualfee ;
1 AirAsia BIG in department store, daily spending. e\,eryFt)ime you bl g
POINT fashion, watch and 149 discount spend
jewelery on spare parts
Privlege 10% off hotel Every 0% up to. All SCB LIFE tuition Earnx3 points
’ EACR e DEUE™ 10mombhsfor andfeesare Inselected
% Special Rate Swap Car park reservation participatinq R _available spend
c atleading roducts and for Call for Dee :
‘é department store. services. Jung. categories.
<
Terms and Fees «Minimum income 20 years - 70 years . .
50,000 Baht / month Minimumincome
for SCB MY TRAVEL Minimum income 70,000 7O,OOEEantéB
Baht / month for SCB rSnontC o(rj
BEYOND Card ME Car

Card Promotion
Voucher worth 5,000
Baht when spending over
90,000 Baht*

Promotion Card Only




EVA
Loyalty Program MySSME Consulting

Loyalty programs have previously been successfully implemented for SMEs

Case Study: KrungSri Bank

Features
- .QL m
i Oun Wi
’ Easy Rewards
g Easy Ways to Earn Points Redemption Hassle-Free Spending
The more services you You can choose to Spend with your Standard
access, the more rewards redeem points for Chartered UnionPay ATM
you will enjoy. mileage, merchandise or Card in Hong Kong and
cash. Via our online China, you can enjoy
"360° Rewards maximum shopping and
Catalogue”. payment convenience and

earn 360° Rewards Points
for extra rewards and
privileges.

%]

Krungsri Bank Annual Report 2016




EVA
Future Consideration for Scalability Consulting
ACOMMERCE SHIPPING PLATFORM ALLOWS SAME DAY DELIVERY IN MULTIPLE CITIES

The platform updated to
offer a wider range of
shipping services such as
Package No: ' _ shipping from multiple

' ' locations offering different
service levels at each city.

Partner:

Order ID :

VM Weight :

Actual Weight :

COD Amount:
Partner Name:

Channel Name:
aCom Shipping 1D:

Scan ID:

Tracking ID:

Payment Type: Shipping Type:
Shipping Address:

Shipping Addressee:

DONE & PRINI

aCommerce shipping platform is able to handle up to a million of packages each day and applicable to
various fulfillment models including:

- first mile pickups

- counter and locker package drop off

- The technology can also choose the most cost-effective 3PL for clients through its auto-selector.
Through 25 APl Integrations with carriers in Thailand, Indonesia, Singapore and the Philippines, the
technology allows tracking and shipping status updates from the carriers to be processed in real-time.
These updates are shared with end customers and clients via API, reports or

on tracking.acommerce.asia.

%]
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Offline and online integrated marketing campaigns Consulting

myCalvin Campaign

» Why: Debuted to promote underwear and expansion into the denim market

» Online: influencers on Instagram using social celebrities (e.g. Justin bieber) -> 3.6m additional followers on Social
media Channel #mycalvin)

» Offline: Billboards with social celebrities

Starbucks Rewards Program

» Offline: Introduce the “red cup”to match consumer emotions with seasonal drinks.

* Runs contests to post a new poster or ad. Integrating website and social media addresses in print marketing,
encourages consumers to interact online continually.

» Online: Twitter (follows followers back),

« Tweet-A-Coffee program: Connecting Starbucks gift cards with Twitter account, tweet gift card to someone

Subtitle

EVA

f'3 Follow me Kidrauhl ¥ 2 Follow

BiebsPiecelNeed

tinyurl.com/Ixffsym Seen on Fahlo: In case
you're driving in LA...
mycalvins

»n
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Impact of SCB Loyalty program

Drivers of retail customers

EVA

Consulting

Key assumptions

800000
700000

600000

500000
400000
300000
200000
100000

2018 2019 2020 2021 2022

(@)

The loyalty program is expected to drive increase in SSME adoption

Assumed 30,000 visitors to Platinum Market
per day

SCB app achieves market share of 8% by 2019
(Based on current SCB easy app)



EVA
Impact of scaling services on SCB’s NPLs and SME Loans Consulting

Increase in SME loans and reduction in non-performing loans

400 8.00%
7.00%
390
6.00% o
D [
£ 380 S
2 5.00%
é =
@ 370 4.00% E
S O
S b
X 0 3.00% O
o S 360 c
0] w O
8 2.00% Z
< 350
1.00%
340 0.00%
2016 3Q16 4Q16 1Q17 2Q17 3Q17 4Q17 1Q18 2Q18 3Q18 4Q18 1Q19 2Q19 3Q19 4Q19
Key assumptions

« SCB can also scale services to other micromarkets over 5 year period
* Reduction in NPLs driven by increased financial literacy and increase loyalty programs

()}




EVA
Merchant mPQOS Consulting

SCB's latest application for Businesses

* Houses general management, product
management, and sales report features

* Monitors inventory levels and optimises the
best selling products at the store

« Payment through PromptPay for security

REVIEWS
7 ——
4 *4 0
) *3 0

KAk hk
2 12 total * 1 -

Google Play Store

)]




EVA
SCB Abacus Consulting

* Goal to pioneer Al to leverage data in
order to advance SCB’s core product
offerings

O Q

Uses Big Data and Conducts research into Allows businesses to
Machine learning in order new and exitingtools in access data driven
to power actionable order to improve services decision making at all
business insights of SCB and its partners levels of a business
SCB Abacus 6



Location Design on application

Customers

Allows physical
consumers to also
find your store

Platinum Mall

T

000 EE T 12:53 pm

Anong Atitarn

Q

Location

yyyyyyyyyyyyy

w10 e || 07 werd 1o
wow W@ woe
Camden 1

:
GaTia v P et fouTea Toe T T e W At [

I - -

00K

EVA

Consulting

Location

Using a drop menu,
a vendor can set the
location of their
store



. EVA
How reports of Application are generated Consulting

12:53 pm

Income
Statement Data

Revenue

Online sales 256,729 Revenue and
Physical sales 429,929 . expenses data
Total Sales 686 658 integrated into data

analytics machine

Expenses

Net Income Inventory cost 492,196

Rent 100,000
Total Expenses 592,196

Shows netincome of

business on a
weekly, monthly of
yearly scale

Netlncome 94,462

()}



EVA
Case studies into successful multi-vendor market places Consuting

Case Study: Ebay

* Foundedin 1995 and has been profitable ever since in every individual
quarter

+  Allows vendors to list items at a very low cost, which made themunique
amongst e-commerce marketplaces

«  Achievednet profits of $2,156 m USD in 2016

Case Study: Alibaba

Appendix

*  Mainly provides online servicesto small enterprises and individuals

- » Allows a larger variety of goods to be made available to a wide audience
AI i ba ba G rou p «  Platform in 2014 had a total of $340m USD in transaction value

Case Study: Shopee

« Startedin 2015 in the Philippines
ﬁ S h O p e e * Anonline marketplace that operates through a mobile application

* Has achieved a Gross Merchandise Volume of $3billion USD and more than
40 million downloads

Forbes 2014 6




EVA
Survey Data Consulting

72 SSME owners interviewed

50 from Platinum 12 from MBK 10 from Siam
\EY Square

()}




EVA
Survey Data Consulting

What payment type do customers use? What QR payment code do you use most?

100.00%

90.00%

80.00%

70.00%

60.00%

50.00%

40.00%

s

©
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30.00%
20.00%

10.00%

0.00% — . — —

Payment strategies
Hm Cash EQR
M Credit B Cheque

M Bank Transfer

)]




EVA

Survey Data Consulting
Do you have an online presence? What cash alternative system do you have?
100%
Hate 60
90% online, 12.5
Open to
80% online,
15.28
70%
60% 30
= 50%
C
ol
<1:O_ 40% Online,
72.22 .
30% 0 —
EASY MPOS BNET GUDE CARD LINX  OR
20%
10%
0%

Opinion of Online



EVA
Survey Data Consulting

What bank do you use? Do you want any complex loan products?

BANGKOK BANi¢

@ KRUNG THAI BANK

O SIAM COMMERCIAL
BANK

s
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EVA
Survey Data Consulting

Would you use a newaccounting systemif offered?

s

©
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o
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EVA
Example Survey Consulting

Do you have an
online store?

| have both a physical and online store.

Would you want a Yes if | could clearly see the benefits of using this product. | don’t
customised really understand much of this new technology so | would like it to be
accounting system? simple to use and customisable.

What banks do you

have accounts with? | have an account with both Kbank and SCB

How do consumers They usually pay by cash, but sometimes if they don’t have the cash
pay? they pay via QR code

What bank do you | use Kbank the most because it's the easiest for my consumers to pay
use the most? through the QR code.

Do you use loans or No | do not use either. | don’t need loans because | am a small
any wealth business and that is also why | don’t want wealth management right
management? now. It would be too expensive




EVA
AliPay and WeChat partnerships Consulting

‘ More Social.
. § Fun.
Alibaba Group g More Fun

s free for smaller users but as 2.9% plus 30 cents on all credit card
X . . .
T monthly transactions increase so transactions and 1% plus 30 cents for
E% does the price charged. every bank payment

Both of these companies offer a payment system that is widely used by Chinese people

*

: Additional fees can be
: : Provides WePay and
Chinese Tourism on the : : levered by them on
. ) AliPay a fertile consumer
rise in Platinum Mall hub consumers even when
they are overseas

Forbes




Issue Prioritization Table Consulting

Unmet Needs N (n=72) Feasibility  Impact Weight
Tracking of online payments 51 2 3
Lack of awareness for 37 2 3
banking products
Financial impact 25%
Interbank fees 65 1 3
Friction in multiple 70 2 3 Non- Financial 259
payments platforms impact
. Easy book keeping 57 2 2
3
e Relevantfinancial advice 66 3 2 Feasibility 50%
<
Inventory management 36 3 3
: Relevance to SCB
Long admin process 15 3 1
News on trends 16 2 1 Amount of Risk
Loan/credit approvals 29 1 1
Ability for
Part of community 19 3 1 execution
Optimising paymentcycles 20 3 1 C“St‘.’m?r 5%
Sensitivity
Networking opportunities
9 opp 22 2 1 Relevance to 5
Platinum Mall e
Value for employees 12 2 1 atinum Ma
EVA Analysis ;




EVA
Roll Out Plan — Next Steps for SCB Consulting

Pilot: Penetrate Platinum
\WE

Extend: Nearby Micro

Markets

Adopt: Micromarkets in

Utilising the SCB ONE Utilising Platimum I AN

app, we have built mall as the poster

both a vendor and child we look to

consumer interface InCrease presence in
micromarkets

Look to adapt and

, adopt the model into
Pen”etrated Platimum . MBK Bangkok and beyond
Ma wit the help of
Transformation team at
SCB

- Siam Square

Reasons for Success”
Similar customers

and Businesses Scalable idea for SCB



EVA
Management Team Consulting

EXCOM J— Audit Committee

President & CEO

Chief Chief Chief Chief Chief Chief Chief
Technology Rigk [} Strategy 8 Marketing B Transformation Legal & Control [} Financial
Officer Officer Officer Officer Officer Officer Officer
.| Operating Model
Magoe Projects.
BUsiness Systeses. Compliance Financial Panning Workforce Momt &
i leﬂt SML Portiolo | L s Analyss || Performance Mgmt
Management
Technology Credit Rk Stratoge Customes Service Bursness Fioancal Growp. Poople Center
|| Development Analytics || Management L] Conter || nteligence || e || Trewsuy || of xpertise
X
Technology Growp Rk Customer Process nvestor Imployee Dxperencs
_g || Operations Strategy _| insights. || Teansteenmation || Relations || Conter ®
[}
Q Technology Secunty, Operation Risk Omployee Relations.
é:)— | Archutecture & Rk || Management || & Dxsciphnary Momt
Sourdng & Vendor Retad and Smoll
Management & ST Credt || e pere
Yechnology ) Segment ) Product Channel ) Support
Testing & QA Retad 188%™ [ Beanch Operations.
|1 Segment l | Network l
Data (ngesering & sa Commercal Ouptad | Facikty
Dexcraon Suppoct || Segment || Banking Solutions. Ll Banking* | Management ’
Systesrs.
e |
Wealth Retad Corpocate
Communication
Mult-Corporate et
| Segment 1| Payments
Corporate Wealth
|| Segment 1| Products
International Moxtgage
Banking L Products
Speoal
|| Business

[fectave Date : 1 August 2017

SCB Annual report 2016
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Consulting

Management Team

Dr Vichit Mr. Arthid Nanthawithaya Mrs. Wallaya Kaewrungruang Mr. Anucha Laokwansatit Mr. Jens Lottner
Suraphongchai ) Senior Senior Executive Vice President,
President & CEO, Senior Executive Vice President, Executive Chief Transformation Officer
Chairman of the Memberofthe Executive Chief Legal and Control Officer Vice
Executive Committee, President
Committee and Memberof the Chief Riskl
Corporate Social Officer

Responsibility Committee

Phanpom Kongyingyong

Mrs. Pimolpa

Mr. Colin Richard Mrs. Kittiya Todhanakasem Mr. Sarunthorn Chutima i . . ) ]
Dinn Senior Executive Vice President, Senior Executive Vice President Suntichok sen |orCEhx'e?LFJ)t|ve ?/u:gﬁfresudent,
Senior Executive Chief Financial Officer Head of Special Business ’ SenlolgrEexSeigg;c]ll/e Vice ief People Officer
Vice President, o
. Head of Commercial
Chief Technology Banking Solut
Officer anking Solutions
7
8

SCB Annualreport 2016
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Consulting
Mrs. Pikun Srimahunt ~Mr. Narong S!’ichukrir) Mrs. Apiphan Charoenanusom Mr. Arak Sutivong
Senior Executive Vice President, Senior Executive Vice President, Senior Executive Vice President, Senior Executive Vice President,
Head of SME Segmentand Head of Wealth Segment, Wealth Products, Head of Operations Chief Strategy Officer
Small SME Segment Retail Banking & sSME Solutions
SCB
Tnawncuse
,‘- Major SCB Group Companies
. Mr. Was.in Sgiyawan . Mr. Sarut Ruttanaporn
Senior Executive Vice President,  Senior Executive Vice Preside! SCB . —-1 Lrens2CB .
Head of Multi-Corporate Segment Head of Retail Segment 2
and Corporate Segment and Branch Network
100% of Ownership 100% of Ownership 99.17% of Ownership
7

SCB Annual report 2016



