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A relationship bank for a

digital world
Data underpins our
strategic priorities and Our Purpose
We champion potential, helping
our purpose people, families and businesses

to thrive

Providing personalised
digital insights to drive
customer primacy
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) Supporting customers at l
[==. every stage of their lives

Creating simpler digital LT E i s contribution to society white baloncing
journeys and protecting =5 ThEDSACs o onlr conaimers: crllaagues
customers from fraud (' simpleto deot wie s | Eecis ieaag

) ) @ Sharpened capital @o 'L/T:;
Integrating analytics to S allocation ""
support capital and carbon
optimisation We have clear financial targets which we are delivering against:
Leveraging partnerships to Incomel,z Comfortably above £11bn in 2022
2iplere ey ipsilelog] e 13 Strong cost reduction: ~3% in both 2022 and 2023

Costs g

CET1 ratio of 13-14% by 2023, ~14% by end 2022

Capital

1. Go-forward group excludes Ulster Bank ROI.
2.Income excluding notable items.

3. Other operating expenses defined as total expenses less ROTE Comertably above 10% for the Group in 2023

litigation and conduct.



Supporting customers at every
stage of their lives

Operating at scale across
our One Bank model

We are a leading UK bank
with 19 million customers
giving us a large and
differentiated data set

Supporting multiple
franchises and leveraging
analytics at scale

In 2021 we processed 1 in 4
UK payments

1. All customer number stats on slide are as at end of FY’21.

2. Based on unique customer identification number.

3. Based on number of Private Banking Client Connections,
excluding PCAIS clients which transferred to Private Banking on 1
January 2020. A single connection may represent multiple
individuals (e.g. a family).
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We are a leading UK bank serving 19 million customers!

AR of Scotland

NatWest NatWest

Wealth Commercial &
Private Institutional
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& “ Y Royal Bank €w
Criteria: >£1m lending, AR of Scotland NatWest
investments OR deposits NatWest Markets
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c.17.4 million ] [ c.0.4 million

customers customers?

}[ c.57k customers3 ][ c.1.4 million customers ]

_______ Scale Data Points

750m
financial
transactions

per month

100k
unique customer
data points

onboarded daily from 200 data sources



Supporting customers at every
stage of their lives

We are investing in our
people and data
capabilities

Continuing to successfully
invest our multi-year ~£3bn
programme

We have invested in people,
data capabilities and
analytics and we are
leveraging this at scale
across the bank

1. Denotes cash investment spend, the related income
statement expense is included in other operating
expenses.

2. Mandatory remediation and resilience spend.

3. Control / resilience / enablers.

4. 80% of the data that is collected and held centrally for
analytics use, fed from existing IT application estate.

Investment spend!
FY’21 - FY’23

~£3bn

c.80% (~£2.4bn) relates to
Digital and Technology
programmes

~£3bn

Il Growth ¥ Mandatory?
I Productivity Other3

Investing in people Investing in data Investing in infrastructure

700 colleagues

30k real-time

Cloud

recruited events per Migration
into Data & Analytics in 2021, . .
including 255 data engineers and Second with 0-80%4°f enterprise data
scientists published for customer processes warehouse* migrated to cloud

as at May 2022, versus hundreds

in Q1 2021



Supporting customers at every
stage of their lives

We are driving better
quality engagement with
our customers

Using data smartly,
personalising insights to
support and retain existing
customers whilst attracting
new ones

Better targeted and more
supportive messaging
resulting in higher
engagement with
customers

Main Bank NPS3 of +13 in
2021 was up 6 points
versus 2020

1. For existing Business Banking/SME customers in May
2022 versus March 2022

2. Available for Retail, Premier, Business & Commercial
customers.

3. Strategic NPS benchmarking study

2.3m personalised 5x improvement
Improving prompts in initial click-
engagement acted upon through rates
by customers in 2022 to date for personalised lending
versus 1.4m in whole of 2021 campaign!
Increasingly Over 30% of 70 insights
i messaging is on saving or
supportive supportive budgeting
pr'ompts or educational insights via apps or online, scaled from 5
versus 7% in 2020 insights at beginning of 20212

Better targeted messages, reducing volume

Ensurin . :
9 whilst improving engagement

customers get the

I"Ig ht messqge at & G5 eeliaten i eur el c.75% reduction in our credit cards
0 . ) direct mail and email outbound
the right time

traffic between February and
March 2022

loans direct mail and email
outbound traffic (Q1°22 vs Q1°21)



Supporting customers at every
stage of their lives

Retail Banking Wealth

We are using data to
predict individual needs

Current CLV campaiqgns Initial CLV use in recent campaigns

CLV-driven financial

2x increase in

over the next 5 yedars, Engaging and Encourage . . . prioritised referrals . Sl GIEE DBLED

O 0 . . Anticipate potential . increased flows (3x)
maximising Customer nurturing high customers to start h buvi to wealth investment o our digital

. . value graduates saving ome-buying and mortgage : tment |gtf

Llfetlme Volue (CLV) specialists in 20221 inves rir:,e;o;z? orms
Data enables us to Integrating diverse data sources into one single customer view
understand and serve our
customers more effectively, Credit Reference Data Customer information

& climate data

meeting more of their needs
across their lives

Credit score Education

Products

Carbon
Loan EEEEEE—— Risk score ————
agreements

Leveraging capabilities built agreements | s
in Retail across Wealth and
Business Banking and SME

Intensity

Mortgage Transactions Attitudinal Strategic
agreements Savings account segment segment

Loan Transaction Switcher
applications classification campaigns

Transactions Customer
Credit card Value

Transactions
MTA

Account
balances

1. Versus a control group.

Transactions Customer engagement 5



Supporting customers at every
stage of their lives

NatWest improving against industry

e  ¢.90% reduction in account opening fraud
since 2019

Data is helping us to fight annual fraud costs
financial crime, reduce

° More than 5 million customers have turned

fraud costs and keep on debit card transaction push alerts,
helping detect fraud sooner (up from 766k at

customers safe . 5o May 2021)
We use groph technologies e  Customers opting for push alerts lose 16%
and natural language ”~ less on averoge
processing to better i e  Personalised payment limits reduce
understond the customer Q2'19 Q321 customers’ exposure to fraud

B NatWest share of Industry Fraud Others

Behavioural scientists Financial crime hub Tackling fraud & scams

improve the impact of fraud

Streamlined hub Victim propensity

prevention messaging __~ operating mode N
Automation of q CORA qssistane/ \
Machine learning models ——— customer profile & prompts In-app

security

G centre

Final consequence messaging

change detection

\ Dynamic risk scoring

of transaction @
\ monitoring

Shift to cloud for
improved data
usage and insights

drive propensity scoring
and detection




Powered by innovation and
partnerships

Data is supporting our
purpose

New products and insights
are delivered at pace to our
customers

The financial sector is a key
enabler in the drive towards
net-zero emissions

We collaborated with CoGo
for a new data-driven
product to help our
customers understand and
reduce their carbon
footprint

First bank

to introduce a carbon-tracking feature
in our mobile banking app

250k retail
customers

have accessed their carbon footprint so
far this year, with 34% engaging with
proposed reduction actions in the app.

In an initial pilot, the average reduction

from actions taken was 11kg of CO2
emissions per month

Small business
customer pilot

in progress

CONNECTING GOOD

Current account @
GBP 6,412 54
Savings ©)
GBP 8,000.00
+ @Grocer
[y SRR 164kg CO2

£206.75

Eating a 100% plant-based diet
You could save 55kg a month

>



Supporting customers at every
stage of their lives
income growth target
Better use of data is helping -
2 [}
us to meet more of our +13 M?olz? RB??!S NPS Improvements in
customer needs and drive 202 (Ranked 31 customer primacy in

new business . . .
+6 pOIntS versus 2020 Retqll Bdnklng

Primary customers have a

higher lifetime value
Data driven digital messaging

on customer ‘Next Best Actions’ is influencing sales volumes?

Further revenue opportunity
as we develop capabilities
across the bank, supporting ~80%

our income target of ~60% ~20% of credit card,

comfortably above £11bn in .
20221 Y of total retail of mortgages loans and
savings

1. Go-forward group income excluding notable items.
2. Strategic NPS benchmarking study
3. Sales volumes in 2021.



Simple to deal with

Simplifying the digital
- . (o= _ : :
experience drives SR +46 Retail Banmg
efficiencies and customer N mobile NPS2
sotisfclction ) | (_/‘ _-::: at March 2022 versus
S +28 online NPS2 and
Digital insights and e +13 branch NFS
improved journeys give ~
customers control « A —— = 157k customers
- _ & successfully updated their
ustomer journeys account -
for around one third of our | oo motte oot o qddre.ss. themselv.es :
e ey igitally since go-live in November 2021, improving
cost base efficiency and experience
G ]| ==
igital simplification is a key Pr— . . .
driver of our cost reduction - Operatlonal efﬂCIency
target of ~3% per annum in W O / improvements
2022 and 20231 e.g. 55% efficiency gains in a Financial Crime team
Digital self-service by using machine learning to process alerts

for customers’ data

1. Go-forward group other operating expenses.
2. Strategic NPS benchmarking study



Sharpened capital allocation

Single view of the customer

Better strategic
capital resource

Data capabilities are
sharpening capital
allocation and improving

Validates

Drives One Bank

] connectivity - commitments made I ion /
returns in C&I through Commercial, RBSI at the deal approval cllzeeilE
and NWM stage performance

delivery of a singe view
of the customer

management

Shows best practice
- highlights case
for capital

optimisation

Gives insight -
shows where we
could do more with
customers

One bank connectivity and
single view of the customer
will drive better capital

decisions and help improve

returns

Understanding

Optimising RWAs - Supporting the
C&l density review of the cus:::gplse?lter and
reduced 4% in 2021 credible transition

better alignment
across C&I

vs. 2020 plan assessments




Key messages

Data underpins our
strategic priorities and

O O O

will help to deliver our W Enhanced quqbility

financial targets

Supporting our customers
with personalised

conversations to improve % Multi-year investment programme

engagement

Powering our offering
through innovation and

s e ‘D/DH Scaling up for growth, with more to come

Simplifying customer

journeys, improving cost . .
efficiency and sharpening Dellverlng on Our Purpose

capital allocation

11



Spotlight on Youth

Simon Watson - Head of Youth for Retail Banking



Supporting customers at every
stage of their lives

Youth Segment in the UK: c.4.7 million?
We are growing our
primary customer base in
key segments such as
Youth & Students, with a
higher future value

Participants Up to 1m of our Retail

Banking customers either have
an unmet need, or bank their
children with another provider

Increased competition from
Fintechs / challengers,
acquiring customers earlier

Youth are adopting
technology at a younger age,
with financial habits formed as

early as 7 years old?

50% of our student base
joined the Bank as a child,
generating more future value

Data driven Customer
Lifetime Value analysis
shows that the earlier we Demographics
engage with a customer, the
longer, deeper and more
valuable the relationship will
be

Products were for existing
customers?, with the age for
onboarding in line with
incumbents (+11 years olds)

Fast growing segment, with
c.25% more 18 year olds
projected by 20303

Parents of youth customers:
« carry more CLV;

* hold more products; and
* churn less

i

[
+40%

1.5x

1. Youth Segment as at end 2021 - addressable size of

youth market (CACI total market & equivalent % of 7-11 . Child-to-adult More Parent More Parent

year olds - ONS). Needs Met

2. Money Advisory Service (link). Value Value

3. Office for National Statistics (as at end 2021). 13

4. Pre-Rooster Money.


https://www.moneyhelper.org.uk/en/family-and-care/talk-money/how-to-talk-to-your-children-about-money-age-7-8

Supporting customers at every

stage of their lives

We are focused on
engaging customers
earlier in the life cycle to
build customer primacy

Data helps gain a deeper
understanding of our
customer needs, views and
ambitions

Enabling us to improve our
proposition to better meet
customer needs, whilst
increasing primacy and
retention

As a result we’ve increased
our flow of youth and
student customers

1. Youth Stock - total stock of youth accounts (i.e. NW Rooster
Money cards + Youth MTAs). 2. Youth Stock accounts prior to
Rooster inclusion. 3. Money transmission account.

4. CACI - flow share of 11-17.

5. CACI 6 months avg. May - Oct flow (peak student season).

Youth Strategy: Be the easiest and most useful bank for parents, and

be persistently engaging and relevant for young people.

A

Simplified our

Customer Journeys

* Improved
onboarding
journeys, increasing
digital account
opening to 90%

* Automated youth
to adult migration
journeys, increasing
primacy by 9%

Improved our Core
Product Features

* Lowered age for our
leading Digital
Regular Saver to 16
years old

* Added effortless
payments - e.g. split
bill, contactless cards
& standing orders /
direct debits

v

Closed our Key

Proposition Gap

* Gap identified in the
pocket money space -
acquisition of Rooster
Money fills the gap

* Combination of NatWest
Rooster Money and a
youth to adult products
provides a unique
proposition

Youth Segment Results

Combined Youth Stock
(7-17 years old):

Youth MTAS? Flow Share
(11-17 years old)*:

Student MTA
Flow Share>

14



Supporting customers at every

stage of their lives Acquired

Rooster Money — Oct-21
NatWest Rooster Money
provides us with a

unique youth and family s
proposition

Easy ‘on-ramp’ for
parents/guardians -
onboarding <5 minutes

Rebranded as NatWest
Safe and flexible parental Rooster Money - May'22
controls, which can be
personalised per child

\Q.e

Real-time notifications on

[l —————|

Free to NWG Customers for 12months vs
1.99 per month for non-NWG customers

.

spending; ability to set
flexible spending limits

Engagement powered by

<

Introducing NatWest
Rooster Money
Get the Rooster Money
pocket money app and card
free for 12 months

data, helping children build
positive money habits

.

O

Data-led prompts aimed
at parents and families

Connected NatWest Rooster Money to
NWG Mobile App via Open Banking APIs

Whole of market -
existing & new to
bank customers

Ulster
Bank

eMoney pre-paid
card - aligned to
NWG standards

NatWest Rooster Money
Pocket Money Data

Qy

Rich data / insights
into parents and
young people...

2 @
) s

Resulting in better engagement

>

Unmet needs
Spending patterns
Emerging trends

15






Cautionary and Forward-looking statements

The guidance, targets, expectations and trends discussed in this presentation represent NatWest Group management'’s, current expectations and are subject to change, including as a result of the factors described in the “Risk Factors” on pages 406-426 of the NatWest Group plc 2021
Annual Report and Accounts, pages 136-157 of NatWest Group plc's 2021 Form 20-F, as well as the Risk Factors on pages 179-200 of the NWM 2021 Annual Report and Accounts, respectively.

Cautionary statement regarding forward-looking statements

Certain sections in this document contain ‘forward-looking statements’ as that term is defined in the United States Private Securities Litigation Reform Act of 1995, such as statements that include the words ‘expect’, ‘estimate’, ‘project’, ‘anticipate’, ‘commit’, ‘believe’, ‘should’,
‘intend’, ‘will’, ‘plan’, ‘could’, ‘probability’, ‘risk’, ‘Value-at-Risk (VaR)’, ‘target’, ‘goal’, ‘objective’, ‘may’, ‘endeavour’, ‘outlook’, ‘optimistic’, ‘prospects’ and similar expressions or variations on these expressions. In particular, this document includes forward-looking targets and
guidance relating to financial performance measures, such as income growth, operating expense, cost reductions, RoTE, ROE, discretionary capital distribution targets, impairment loss rates, balance sheet reduction, including the reduction of RWAs, CET1 ratio (and key drivers of the
CET1 ratio including timing, impact and details), Pillar 2 and other requlatory buffer requirements and MREL and non-financial performance measures, such as NatWest Group’s initial areas of focus, climate and ESG-related performance ambitions, targets and metrics, including in
relation to initiatives to transition to a net zero economy, Climate and Sustainable Funding and Financing (CSFF) and financed emissions. In addition, this document includes forward-looking statements relating, but not limited to: the Covid-19 pandemic and its impact on NatWest Group;
planned cost reductions, disposal losses and strategic costs; implementation of NatWest Group's purpose-led strategy and other strategic priorities (including in relation to: its phased withdrawal from ROI, the NWM Refocusing and investment programmes relating to digital
transformation of its operations and services and inorganic opportunities); the timing and outcome of litigation and government and requlatory investigations; direct and on-market buy-backs; funding plans and credit risk profile; managing its capital position; liquidity ratio; portfolios; net
interest margin and drivers related thereto; lending and income growth, product share and growth in target segments; impairments and write-downs, including with respect to goodwill; restructuring and remediation costs and charges; NatWest Group’s exposure to political risk, economic
assumptions and risk, climate, environmental and sustainability risk, operational risk, conduct risk, financial crime risk, cyber, data and IT risk and credit rating risk and to various types of market risk, including interest rate risk, foreign exchange rate risk and commodity and equity price
risk; customer experience, including our Net Promotor Score (NPS); employee engagement and gender balance in leadership positions.

Limitations inherent to forward-looking statements

These statements are based on current plans, expectations, estimates, targets and projections, and are subject to significant inherent risks, uncertainties and other factors, both external and relating to NatWest Group's strategy or operations, which may result in NatWest Group being
unable to achieve the current plans, expectations, estimates, targets, projections and other anticipated outcomes expressed or implied by such forward-looking statements. In addition, certain of these disclosures are dependent on choices relying on key model characteristics and
assumptions and are subject to various limitations, including assumptions and estimates made by management. By their nature, certain of these disclosures are only estimates and, as a result, actual future results, gains or losses could differ materially from those that have been estimated.
Accordingly, undue reliance should not be placed on these statements. The forward-looking statements contained in this document speak only as of the date we make them and we expressly disclaim any obligation or undertaking to update or revise any forward-looking statements
contained herein, whether to reflect any change in our expectations with regard thereto, any change in events, conditions or circumstances on which any such statement is based, or otherwise, except to the extent legally required.

Important factors that could affect the actual outcome of the forward-looking statements

We caution you that a large number of important factors could adversely affect our results or our ability to implement our strategy, cause us to fail to meet our targets, predictions, expectations and other anticipated outcomes or affect the accuracy of forward-looking statements
described in this document. These factors include, but are not limited to, those set forth in the risk factors and the other uncertainties described in NatWest Group plc’s Annual Report on Form 20-F and its other filings with the US Securities and Exchange Commission. The principal risks
and uncertainties that could adversely NatWest Group’s future results, its financial condition and prospects and cause them to be materially different from what is forecast or expected, include, but are not limited to: economic and political risk (including in respect of: the impact of the
COVID-19 pandemic on NatWest Group and its customers; political and economic risks and uncertainty in the UK and global markets; uncertainty regarding the effects of Brexit; changes in interest rates and foreign currency exchange rates; and HM Treasury’s ownership of NatWest
Group plc); strategic risk (including in respect of the implementation of NatWest Group's purpose-led strategy; refocusing of its NWM franchise; and the effect of the COVID-19 pandemic on NatWest Group's strategic objectives and targets); financial resilience risk (including in respect of:
NatWest Group's ability to meet targets and to make discretionary capital distributions; the competitive environment; impact of the COVID-19 pandemic on the credit quality of NatWest Group’s counterparties; counterparty and borrower risk; prudential requlatory requirements for capital
and MREL; the adequacy of NatWest Group's resolution plans; liquidity and funding risks; changes in the credit ratings; the requirements of requlatory stress tests; goodwill impairment; model risk; sensitivity to accounting policies, judgments, assumptions and estimates; changes in
applicable accounting standards; the value or effectiveness of credit protection; and the application of UK statutory stabilisation or resolution powers); climate and sustainability risk (including in respect of: risks relating to climate change and the transitioning to a net zero economy; the
implementation of NatWest Group's climate change strategy and climate change resilient systems, controls and procedures; climate-related data and model risk; the failure to adapt to emerging climate, environmental and sustainability risks and opportunities; changes in ESG ratings;
increasing levels of climate, environmental and sustainability related regulation and oversight; and climate, environmental and sustainability-related litigation, enforcement proceedings and investigations); operational and IT resilience risk (including in respect of: operational risks
(including reliance on third party suppliers); cyberattacks; the accuracy and effective use of data; complex IT systems (including those that enable remote working); attracting, retaining and developing senior management and skilled personnel; NatWest Group’s risk management
framework; and reputational risk); and legal, regulatory and conduct risk (including in respect of: the impact of substantial regulation and oversight; compliance with regulatory requirements; the outcome of legal, regulatory and governmental actions and investigations; the transition of
LIBOR other IBOR rates to alternative risk-free rates; and changes in tox legislation or failure to generate future taxable profits).

The information, statements and opinions contained in this document do not constitute a public offer under any applicable legislation or an offer to sell or a solicitation of an offer to buy any securities or financial instruments or any advice or recommendation with respect to such
securities or other financial instruments.
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