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Banco Santander, S.A. ("Santander") cautions that this presentation contains forward-looking statements. These forward-looking statements are found in various places throughout this
presentation and include, without limitation, statements concerning our future business development and economic performance. While these forward-looking statements represent our
judgment and future expectations concerning the development of our business, a number of risks, uncertainties and other important factors could cause actual developments and results
to differ materially from our expectations. These factors include, but are not limited to: (1) general market, macro-economic, governmental and regulatory trends; (2) movements in local
and international securities markets, currency exchange rates and interest rates; (3) competitive pressures; (4) technological developments; and (5) changes in the financial position or
credit worthiness of our customers, obligors and counterparties. The risk factors that we have indicated in our past and future filings and reports, including those with the Securities and
Exchange Commission of the United States of America (the “SEC”) could adversely affect our business and financial performance. Other unknown or unpredictable factors could cause
actual results to differ materially from those in the forward-looking statements.

Forward-looking statements speak only as of the date on which they are made and are based on the knowledge, information available and views taken on the date on which they are
made; such knowledge, information and views may change at any time. Santander does not undertake any obligation to update or revise any forward-looking statement, whether as a
result of new information, future events or otherwise.

The information contained in this presentation is subject to, and must be read in conjunction with, all other publicly available information, including, where relevant any fuller disclosure
document published by Santander. Any person at any time acquiring securities must do so only on the basis of such person's own judgment as to the merits or the suitability of the
securities for its purpose and only on such information as is contained in such public information having taken all such professional or other advice as it considers necessary or
appropriate in the circumstances and not in reliance on the information contained in the presentation. In making this presentation available, Santander gives no advice and makes no
recommendation to buy, sell or otherwise deal in shares in Santander or in any other securities or investments whatsoever.

Neither this presentation nor any of the information contained therein constitutes an offer to sell or the solicitation of an offer to buy any securities. No offering of securities shall be
made in the United States except pursuant to registration under the U.S. Securities Act of 1933, as amended, or an exemption therefrom. Nothing contained in this presentation is
intended to constitute an invitation or inducement to engage in investment activity for the purposes of the prohibition on financial promotion in the U.K. Financial Services and Markets
Act 2000.

Note: Statements as to historical performance, share price or financial accretion are not intended to mean that future performance, share price or future earnings (including earnings per
share) for any period will necessarily match or exceed those of any prior year. Nothing in this presentation should be construed as a profit forecast.

Note: The businesses included in each of the geographical segments and the accounting principles under which their results are presented by Grupo Santander may differ from the
business included in the public subsidiaries in such geographies and the accounting principles applied locally. Accordingly, the results of operations and trends shown by Grupo Santander
for its geographical segments may differ materially from those disclosed locally by such subsidiaries.
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Macro environment: a return to growth

...backed by the adjustments and

Spanish economy on the path to recovery... the structural reforms undertaken

GDP (annual growth, %) Competitiveness (unit labour cost)
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Financial sector back to growth but with additional challenges
[EHZHE0 E0E [TEEat e vl ...but lending will start to grow...

remain low in the short term...
Non financial Corporate loans
(annual change, %)
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Interest rate! (%)
3.4 4.0 4.5

1.1

1.25
° 3.1
0.7 . 11 2.0

0.56 33 0.14 0.25 e~
\ - g - '0.5

2013 2014 2015(e) 2016(e) 2017(e) 2018(e)

-13.3
13 14 15(e) 16(e) 17(e) 18(e)

Mortgages production3
(annual change, %)

Inflation (annual acc., %)

1 0 1.5
0.8 - -°
- -
1.4 p 13 14 15(e) 16(e) 17(e) 18(e)
T \ ,I T T 1
0.2 -0.7
2013 2014 2015(e) 2016(e) 2017(e) 2018(e)
13 14 15(e) 16(e) 17(e) 18(e)
(1) EURIBOR 12 months (2) Private sector. Source: IMF, Banco Santander Service of Economic Studies (3) Mortgages to retail customers
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We have a strong starting point

‘ Strong brand awareness and recognition The leading bank for new customers!.”Flight to Quality”

Market leaders in Affluent (17%?2), Private Banking (21%2)
Top bank in high value segments and Corporates (18%2). Working with all top Spanish
corporates

NPL ratio below system average and positive recovery rates.

Strong risk profile Advanced risk management

Creation of Santander Spain Board of Directors, same

Reinforced governance model e
governance model as other subsidiaries

Leverages the value of the Santander Group, Corporate
Centre and culture: Simple | Personal | Fair

& Part of Santander Group

(1) Top bank, with 27%, for customers interested in dealing with a new bank (FRS Survey for Financial Behavior of mass market customers in 2014)
(2) Market share figures

cnmm— — T
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With solid market share in all dimensions

Market share! vs
’ 0, 1
YoY (%) Market share branch market share

Amounts in €EMM

Gross loans? 161,357 0% 13.4%
Deposits? 181,716 3% 13.8%
Mutual Funds 45,471 17% 16.1%
Total savings 227,187 6% 14.2%
Branches 3400 3% 1wo%

(1) Loans, Deposits and Funds market share data as of May 2015 with data from Bank of Spain statistical bulletin (chapters 4, 8 and 19) (2) Without repos
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During the consolidation process, we grew thanks to “flight to quality”

...while we grew due to

Consolidation of the banking system allowed
“flight to quality” effect

top players to increase market share...

Growth of deposits market share 2011-2014

- Assets > €200bn

27 entities . &

14 entities!

51 entities

Peer 1
Peer 2
Starting point ' 1st consolidation wave 5'2nd consolidation wave!
' | ' Peer 3
2009 2011 2014
Share Top 5 Peer4 -0.1%
i D D
+12 P-P M Organic growth M Acquisitions

Note: Figures at 31/12/2014 (1) Financial entities supervised by ECB
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We have a great opportunity to increase our number of loyal and primary customers

... both in retail...

 11%

Opportunity to increase customer loyalty...

# customers! by level of loyalty

6.6 MM 5%
43% Primary c/a Branch market
market share? share
... and in SMEs and Corporates
ﬁ% .
60%
21%
# of active P”mary Loyal
customers with a primary With a primary
account account and
another product Loyal customer Customer
(1) Customers considering only active customers. Figures at June 2015 (2) Primary c/a = Salary paid monthly into current account working with us
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Strategic priorities — a transformation based on five pillars

Build deep, long lasting relationships with our customers

Be the "bank of choice” in Spain for SMEs and Corporates

3 ‘ Excellence in customer service

Fair
4 ‘ Advanced Risk Management
5 ‘ Sustainable profitability

Helping people and businesses prosper :
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Strategic priorities — a transformation based on five pillars

Culture

Simple
Personal
Fair

4—:’// 13 Simple | Personal | Fair H\IXYEEB(%E




1| Mass Market

In mass market we have a big opportunity to grow transactionality

Other products

Transactional products:

Current account + credit/ debit card + direct debits

Individuals market share by product
(last available data 2014)
%
Branch
--- market share
11.0%

Pension

Credit card iy Fund
spend ortgages unds Plans

Primary Pension?
c/al

(1) Primary c/a or Pension = Salary/Retirement pension paid monthly into current account (2) Data from Bank of Spain 2014 report
Note: 1,064MM salaries paid into c/a to 12.5milllion employees in Spain excluding sole traders and freelance, 841k pension funds. Public government data. Figures May 2015
' INVESTOR
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1| Mass Market

We are in process to transform our commercial model

To: Customer strategy,

From: free banking and
based on “pay for value”

campaigns commercial model

O€ Fees - Plan Ahorra R Campaings
e wbane  mFEmr LEL =l & Cuenta1/2/3
R ,:)"__.J S Jm LS Up to 3% interest payable on your entire balance up
i WE B to €15,000
Diferent loyalty Customer up-front Mortgage Campaign
programs campaign I 1%, 2% and 3% cashback on your regular direct debits
_ - "___7__;1” a;:::;::::m:::;s Si, has leido bien
2 e EURIBOR +1,69% 1 Banco Santander share, the first of many with
r‘_ﬂ T.A.E. variable: Primer Afo: 1 | 2 I 3 World
L o & g‘ 3,237% 2,45%
* Large amount of customers without fees  Reward customer loyalty
e Complex commercial offer * More focused commercial network
* Multiple campaigns with up-front cost e Monthly fees

Helping people and businesses prosper = —_— 15 Simple | Personal | Fair H\IXYESZ.B(%E




New strategy with sound economic fundamentals

1| Mass Market

1 I Lower customer churn

. 2 I Reduced customer acquisition costs

& Cuenta| 2%"@

Key access to Q‘ '“;w. 3 I
1|2]3 World

Enhanced customer profitability due to loyalty

i I From customers to advocates

5 I Increased focus of the commercial network

Helping people and businesses prosper :
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1| Mass Market

Our new strategy will create a deeper customer relationship

11213 World is not a product, it is a new customer strategy

A new relationship model... ...core of 1|2|3 World... ...to increase customer loyalty

Ocuental213 P 1 I P I 3 World 2015 to 2018
N Targets
A new concept that rewards x
transactionality increases our
relationship with our 4 A Q Loyal customers
customers, by giving one SAN Credit Card
T 1]2|3 1]2|3
Funds o Mortgages Transactional base:
From customer... 1|2]3 ﬁ 112]3 WS primary customers
Pension Plans UPLs
itel Customer(+ Shareholder
INVESTOR
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1| Mass Market

So far, we have opened 500,000 new 11213 accounts

This strategy delivers positive returns vs. our previous strategy:

customers churn was, by far, more expensive than 1|2|3

<500,000>

New 11213 accounts (#)

In four months we have achieved...

More than 135,000 “switchers” bringing
their payroll to Santander

~250,000 new debit and credit cards

7 direct debits per account

I I

26-May-2015 20-Sep-2015
< ~4 months >

| ——— — e
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1| Mass Market

Initial results of the 11213 account

11213 account strategy will allow to grow loyal customers

Better customer profile

Payroll average 32% higher and pension 36% higher than other
customers

Higher income

Greater value 1 out of 4 affluent and private customers, 4X market

Larger
: 67% higher card expenditure

Multichannel
behaviour ‘ 70% more customers with multichannel behavior

More loyal 2.4x products and services, with high growth potential

— e ————
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1| Mass Market

Our target 11213 account for 2018

4,000,000

1]|2|3 accounts in 2018

— —— 20 Simple | Personal | Fair H\IXYESZB(%E
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Affluent and

We are market leaders in affluent and private banking, 1 private
with a uniqgue growth value proposition

Solid affluent base Leadership in the Market

Maximum quality of service with the proximity of
our branch network

With personal relationship managers for
every single customer

([ J
488K Aftuen customer * 21% maret o & Santander
PRIVATE BANKING
® Total assets under management €65bn e 80k private banking customers
® Total funds volume €12bn ® Total assets under management €89bn
( * Integral advice
® Growth in transactionality e - ® Personal offer
_ Specialised Branch
* Increase lending product needs service model e network * Compliance
® With a stronger multichannel behavior * Strong local

. 1]2|3 World | oresence
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Strategic priorities — a transformation based on five pillars

Culture

Simple
Personal
Fair
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) I SMEs and
Corporate

We have a big opportunity to build our position in SMEs and

Corporate through greater customer loyalty
60% of the potential market We need more loyal customers
has already an account with us to become the leader of the market

3 specialised segments with specific plans and objectives

From...

Corporate &
Commercial Corporate Banking

100%

Banking

Global Corporate Bankmg

Loyal SME customer (#) Loyal Corporate customer (#)

Loyal Business customer (#)

i
21%
Total Work with Loyal
market Santander customers +195k . +9 400 . +1 100 .
2018(e)

2018(e) 2015(e)

Segments: SMEs and Corporate
2015(e) 2018(e) 2015(e)

Simple | Personal | Fair H\IXYESZB(%E
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2| SMEs

In SMEs we want to be the bank of choice in Spain,
increasing loyal customers

Integrated Customer Management lationshi . bank
Customer vision as a key factor for the rest of the strategy Relations IP as primary ban
(€2-50M revenues)

Focus in Assets 259
Lending as a vehicle for SMEs transactionality

Specialised Commercial Branches
More flexible pricing and simpler processes

Improvement in high value offer
Structural improvement of value-added products for our customers

New Multichannel strategy 2014 2015 2018
- Process improvements with digital focus
Source: FRS Report December 2014. First Bank Customer Relationship
— 24  Simple Personal | Fair B\IXYESZB(%E
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2| Corporate

In Corporate we will continue to be leaders in Spain
We have a relationship with 80% of the corporate
market, and are the first-choice bank for 1/3 of them Key elements of the strategy

Evolution of the commercial model based on
specialisation and differentiation ...

Corporate customers

Assets market share
...and high value-added products and services...

18% 17%

...to offer differential coverage for our TOP

customers

2018 targets

From 23% to 35% high value-added products and

& Peer 1 Peer 2 Peer 3 Peer 4 Peer 5 o
services
e Share of Risk: from 24% to 31% in Top Tier 1 groups
Source: Top Peer Corporate Annual Accounts
T —_— . . INVESTOR
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Global Corporate Banking: continue leading while improving

our capital efficiency

Maintain our leadership with

Global Corporate Banking customers

Global
Corporate B.

2|

Increase high value added products with

Retail and Commercial Banking customers

* |Increase transactional banking share from 27% to 30%

* Implement capital optimisation initiatives

 Develop the required infrastructure to satisfy new .

regulatory context

Global relationship
A model (GRM)

Markets
Large
Corps )
Credit
Institutions ”
Midcorps & SMEs Co_rporate
Finance

Private Banking
Global Transaction
Banking

Individuals

* Increase penetration of:
* Credit (originate and distribute)
* Capital Markets & M&A

and Structured Trade products

e Boost FX, Equity and Structured Products

Global relationship

model (GRM) Markets
Institutions Credit
Midcorps & SMEs Corporate
Finance

Private Banking

Global Transaction

Helping people and businesses prosper
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Strategic priorities — a transformation based on five pillars

Build deep, long lasting relationships with our customers

Be the "bank of choice” in Spain for SMEs and Corporates

B\ /4

Culture

3 ‘ Excellence in customer service Simple
\ / Personal
Fair
4 ‘ Advanced Risk Management J

A

4
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I Operational
excellence

Our operational excellence plan is making a strong impact at all levels

=
D L

e Grow our digital customer base N

[ J

Digitalisation i
gitalisatio Guarantee the best customer experience

Digital Customers

Data driven e Use Big Data to improve customer and operational £

focus experience €J$

* End-to-end key processes review (~120) o A
Processes * Reducing time to market (Mortgage processes, = = |
risk credit approval...) ’

Improve .
customer

experience e Upgraded ATMs with new functionalities

across .
channels

New branch concept adapted to digital strategy

Focus on digital channels, primarily on mobile:
new web, mobile apps, etc.

(1) SLAs— Service Level Agreements

— e INVESTOR
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Digital will be at the core of everything we do,
building on the 1|2|3 World

Customers can open a 1|2|3 account in four steps on digital channels
— both on web and mobile?

1

& Santander ©

POSICION GLOBAL TRANSFERENCIAS SABIA QUi

Cambiate a la

& Cuenta 11213
y descubre todas sus ventajas.
Consulta condiciones —_—

Cuentas X A~

ICIJENI'..AAHDRRO } 2994 € >

CTA AH(IJHRO VISITA SDER. 12,68 € >

covisTA 87,52€ >

PRESTAMO INSTANTANEQ‘

r 7
L(ONSIGUELOALAVELO(ID&D D(LAI.UZ_‘

L A

¢Has calculado cuanto puedes ganar?

& Cuenta1/2(3

Abrir Cuenta 1]2|3

de interés
nominal anua
por tu dinero

indefinidamente,
por saldos diarios de
mds de 3.000 € hasta

15.000€

o

Cambiar a Cuenta 1]2|3

Comenzamos el cambio a la Cuenta 1|2|3.
Estos son los pasos a seguir:

SELECCIONA
A CUENTA

Derecho de Desistimiento
Informacion Precontractual

Selecciona la cuenta que vas a
cambiar a la Cuenta 1/2|3.

CUENTA

ES61 0030 1539 150010308272

CUENTA

ES90 0049 5119 15 2595209097

CUENTA

ES81 0030 1017 88 0002666271

Sélo quedan dos pasos para finalizar el
cambio de tu cuenta a la Cuenta 1|2|3.

Para poder ponernos en contacto contigo e
informarte en relacion al desarrollo de este
contrato, necesitamos que nos dejes tus
datos de contacto.

Numero de teléfono

666666666

Correo electrénico

prueba@prueba.com

NG
SEGUIR

(1) Applicable to Santander existing customers (2)Opened every weekday minute on digital channels

3]

Operational
excellence

1 account per

1 minute on
digital channels:>

"é\' PRIVATE WEB

D MOBILE

@ CONTACT CENTRE

Helping people and businesses prosper
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I Operational
excellence

Multichannel agenda 2015-2018 | Digital channels

New Supernet Mobile and New Digitalisation for N line Brok
APPs: mobile and watch Business and Corporates YW ONTING BIOKET

New look & feel and usability New web functionalities for
Business and corporates

e Biometric authentication (voice)

* Improvement of digital sales * Commercial lending

functionalities e Valued added products integration:
Confirming, factoring, leasing,
renting

* NFC payment

Contact Centre

e 1%t Bank call centre by customer
it experience

e End-to-end sales in the channel
= T e e Service to sale
| e Speech & Text analytics

Santander P 2L h
Watch =

— e ————
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Strategic priorities — a transformation based on five pillars

Culture

Simple
Personal
Fair

a4
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4| ARM

The Advanced Risk Management (ARM) program will further
strengthen our risk culture

ARM'’s strategic priorities

* Risk appetite development and cascading-down into portfolios
Risk management model  Customer risk limits enhancement
e Customer management based on risk adjusted return

. e Improved risk models and stress test
Forward looking approach

Robust governance model

* New scenarios and analysis tools

Reinforce lines of defense

* Ensure all employees understand and act accord to the

Risk culture implementation
P Advanced Risk Management culture

e Cost of Credit from 0.84% in 1H’15 to <0.5% in 2018

Reduction plan for NPL and « One to one NPL management

cost of credit , , , o
* Exceptional portfolio sales evaluating return and strategic fit

Helping people and businesses prosper — _t: | 32 Simple | Personal | Fair H\IXYESZB(%E




Strategic priorities — a transformation based on five pillars

Culture

3 ‘ Excellence in customer service Simple

\ / Personal

-
=

Fair
4 ‘ Advanced Risk Management J
5 ‘ Sustainable profitability J \

Helping people and businesses prosper % i 4':’// 33 Simple | Personal | Fair H\IXYEEB(%E
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5| Profitability

Our strategy will deliver increased profitability and a more efficient

capital model

Our strategy is focused on improving the underlying business

ROoTE in 2018: ~14%

Increased margin per customer More stable profit through More efficient capital model
by increasing loyalty increased fees moving beyond lending
+3 p.p. transactional market

+25% fees in the period
? P share in Global Corporate Banking
and fees increase

v

-i -i
2015(e) 2018(e)

X2 loyal customers with x4
margin versus active customers

2015(e) 2018(e) 2015(e) 2018(e)
-“""'“ —; :‘ . 34 Simple | Personal | Fair B\IXYESZB(%E
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2018 Spain targets

Best bank to work 1st st

Individual career plans 13,120 15,400
Evaluation 1809 for commercial positions - 7,000
Total loyal customers (MM)lO ____________________ 25
11213 accounts (k) 290 4,000
Customers Digital customers (MM) 1.9 4.2
Best in class banks in customer satisfaction 5th 1t
Fee income CAGR -8% 5-10%
NPL ratio 6.9% <4.5%
RoTE 11.5% c.14%
C/1 ratio 52% c.50%

Communities Number of scholarships 2016-2018 (k) 39.2

Note: Group criteria (1) 1H’14-1H’15 (2) 2015-2018

— —_— - INVESTOR

Helping people and businesses prosper = ————————— 3 Simple[Personal [Fair 5ay5015




Transparent performance metrics for 2016

1H’15 2016 Improvement

Key metric

11213 accounts

(k)

Customer
satisfaction
(position)

Cost of
credit

SMEs
market share

—— _ 37 Simple | Personal | Fair H\IXYESZB(%E
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Key takeaways

& Santander starts from a leading position
& Bank of choice for SMEs and corporates with segment-based strategy
& Digital, mobile and Big Data at the core of our strategy
& Embed the corporate culture: Simple | Personal | Fair
' —— INVESTOR
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