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Disclaimer

The financial information on Crédit Agricole S.A. and Crédit Agricole Group for the third quarter and first nine months of 2020 comprises this
presentation and the attached appendices and press release which are available on the website: https://www.credit-
agricole.com/finance/finance/publications-financieres.

This presentation may include prospective information on the Group, supplied as information on trends. This data does not represent forecasts
within the meaning of EU delegated regulation 2019/980 of 14 March 2019 (chapter 1, article 1, d).

This information was developed from scenarios based on a number of economic assumptions for a given competitive and regulatory environment.
Therefore, these assumptions are by nature subject to random factors that could cause actual results to differ from projections. Likewise, the
financial statements are based on estimates, particularly in calculating market value and asset impairment.

Readers must take all these risk factors and uncertainties into consideration before making their own judgement.

The figures presented for the nine-month period ending 30 September 2020 have been prepared in accordance with IFRS as adopted in the
European Union and applicable at that date, and with prudential regulations currently in force. This financial information does not constitute a set of
financial statements for an interim period as defined by IAS 34 “Interim Financial Reporting” and has not been audited.

Note: the scopes of consolidation of the Crédit Agricole S.A. and Crédit Agricole Groups have not changed materially since the Crédit Agricole S.A.
2019 Universal Registration Document and its 2019 A.01 update (including all regulatory information about the Crédit Agricole Group) were filed with
the AMF (the French Financial Markets Authority).

The sum of values contained in the tables and analyses may differ slightly from the total reported due to rounding.
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NOTE

The Crédit Agricole
Group scope
of consolidation

comprises:

the Regional Banks, the Local
Banks, Crédit Agricole S.A. and
their subsidiaries. This is the
scope of consolidation that has
been selected by the competent
authorities to assess the
Group’s position, notably in the
2016 and 2018 stress test
exercises.

Crédit Agricole S.A.

is the listed entity,

which notably owns

the subsidiaries of its business
lines (Asset gathering, French
retail banking,

International retail banking,
Specialised financial services
and Large customers)

GROUPE CREDIT AGRICOLE
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INTRODUCTION
Specialised Financial Services

A key business in the Universal Customer-focused Banking model

On average 12.8%! of Crédit Agricole SA
Net Income Group Share

~———
Large
customers
29%
Asset
gathering
41%
Consumer
Spec. fin. serv. finance

11%

(133=]
13% o

Retail Banking
17%

Contribution to the 9M-2020 net income Group share®

Nearly 25% of the additional synergies expected
between 2018 and 2022

\/

+3.5% CAGR? 2018-22

.

0.3 0.1 0.1 10.0
0.8
I
57 .
2018 Assurances? Consumer Finance / Asset CIB and 2022

Leasing & Factoring? management 2 others

Cumulated growth of revenue synergies, in €bn

1 - Average calculated over the period 2014 to September 2020, excluding Corporate Center 2- Revenus including fees received by the retail banking
3 - CAGR: Compound annual growth rate 4- Capital allocation : 9.5% of weighted assets 5- Excluding Corporate Center
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CA CONSUMER FINANCE

Resilient
profitability

\/

13.9%

Average SFS

RONE* since
2016
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INTRODUCTION
CA Consumer Finance;

A profitable business fostering growth for Crédit Agricole Group

ooo

oo

ooo

—]

Support for
Credit Agricole Group
Retail banks

Prod. for the CRCAs & LCL (€bn)

~__+10% p.a.
9.6 9.9

2014 2018 2019 S1 2020

14.6% 14.8%

Market share (on
B crea [ LcL utstandings) CRCA

(o]
+LCL
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[u]

0,0
ity
A stepping-stone and
synergies for other

Crédit Agricole Group

activities
\/

CAA:

Sales of insurance products
€ 579 m€ of premiums in
2019

CA Payments & Services
Development of payment
activities

~ one million bank cards
granted

Interactions with other
business units: CACIB,
Amundi,...

&>

Excellence in
customer relations
& innovation

\/

100% digital customer
journeys
(e.g. DigiConso 3.0)

Innovative ecosystems:
cooperation with Group
solutions (excl. Linxo)

Enhancing data skills and
tools, sharing of new use-
cases for data (in particular
scoring)

CA CONSUMER FINANCE

17.7%

RONE 2019
(13.7%

in Q3-2020

underlying)

79%
Share of CACF
within SFS
business line
earnings (2019)

9%
Share of CACF
within CA Group’s
NIGS (2019)

~15%

CA CF contrib.

to 2018-2022
increase in
synergies
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Summary

Stephane Priami

Deputy Chief Executive Officer of Crédit
Agricole S.A. in charge of Specialised
Financial Services,

Chief Executive Officer of CA Consumer
Finance

Valérie Wanquet

Deputy Chief Executive Officer —
Finance, Credit, Legal and central
secretariat

Jerdome Hombourger
Deputy Chief Executive Officer —
Group Development & Strategy

Richard Bouligny

Head of International Automotive
Partnerships
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European leader

Diversified and
profitable activities

Robust during the
COVID-19 crisis

Growth is the priority

3 year financial
targets

Conclusion

Appendices
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Summary

€A CREDIT AGRICOLE SA.

CONSUMER FINANCE WORKSHOP

European leader

3 year financial
targets

Diversified and
profitable activities

Conclusion

Robust during the
COVID-19 crisis

Appendices

Growth is the
priority
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EUROPEAN LEADER

A leader in the key European consumer credit markets

€89.2 bn

gross loan
managed! as of
2020/09/30

Sofinco

€32.2 bn outstandings
100% CA CF

~15m

customers

Top 3

consumer . .
Iberian peninsula

€2.4 bn outstandings
Credibom: 100% CA CF
SoYou: 51% CA CF- 49% Bankia

finance
in Europe

Total market
outstandings, 2020
(€bn)

1. Including 32.9M€ consolidated (12.4 M€ consolidated in
France) and €1.8 bn of outstandings managed by CA CF NL
(pending withdrawal)

¥ CREDIT AGRICOLE S.A. 7 CONSUMER FINANCE WORKSHOP

CreditPlus
€4.4 bn outstandings

iyg <

100% CA CF

Agos

€13.9 bn outstandings
61% CA CF — 39% Banco BPM
Renewed in 2018 for 15 years

FCA Bank countries

of operation Sept. 2020

XX Gross loan managed,

2 Automotive JVs

CA CONSUMER FINANCE

7

FCA Bank (Europe)

€25.3 bn outstandings
50% CA CF — 50% FCA.
Renewed in 2019 for 5 years
In 19 countries

N\

GAC-Sofinco (China)
€5.8 bn outstandings

50% CA CF — 50% Guangzhou Auto Corporation.

Wafasalaf (Morocco)
€3.4 bn outstandings
49% CA CF — 51% Attijariwafa Bank

Crédit Agricole Bank Polska (Poland)
~€1.5 bn outstandings
100% CAsa (IRB)

[ GROUPE CREDIT AGRICOLE



EUROPEAN LEADER

Snapshot of the entities of CA CF

CA CONSUMER FINANCE

i1 11 = i £
Sefinco AgCs CreditPlus Credib®m S¢G #FCABANK <D LIuCEn . j
9” dlwl dg
e Wafasalaf
Leader In France Leader in Italy?; Gateway to Leader in car Recent Financial Joint Financial Joint Leader in
with an an expertise on developing financing in partnership Venture with the Venture consumer
omnichannel long channel and Germany Portugal launched in 2020 automobile Financiére with finance in
model cross-selling Group the automobile Morocco
Fiat Chrysler manufacturer
Guangzhou
0 0 0 0, 342%
Market share 12.9% 10.5% 2.5% 15.1% 45.3% 21.3% 1.8 ppt
09/2020 +0.7 ppt +0.5 ppt +0.6 ppt +4.5 ppt (2019 penetration (2019 penetration \
Var vs 2019 ; rate) rate) (APSF)
(ASF) (ASSOFIN) (Bundesbank) (ASSFAC)
Net
promoter #2 #2 #1 #1 - -
score
Production Production Production Production Outstandin Outstandin Production
2019 Long channel Long channel Long channel Long channel Retail & Rental Retail Long channel
business 66% 54% 53% 82% Long channel 74% 82% 63%
split Short channel Short channel Short channel Short channel Dealers Dealers Short channel
34% 46% 47% 18% 26% 18% 37%

C CREDIT AGRICOLE S.A

1. 1st Consumer finance player in Italy (Agos and FCA Bank), source (Assofin)

8 CONSUMER FINANCE WORKSHOP
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EUROPEAN LEADER

A presence in Europe, a lower risk profile market

Revolving share Credit card share Automotive share
In % of In % of 2019 In % of AONKS)
outstandings| vs. 2015 outstandings| vs. 2015 outstandings| vs. 2015
o ~89 +1ppt 38%3 +3ppt®
European P PP
Union?

N L
N

United Kingdom

~24% +2ppt

United States

1. Countries included: France, Germany, Italy, Spain 2. Data for 2018 3. Data for 2017, share of automotive in production
4. Weighted average of cost of risk for each country's outstandings
Note: Breakdown of non-cumulative outstandings

2019 data, source: EBA, Banque de France, Bank of England, FED, Euromonitor, Astéres: “Le crédit a la consommation en Europe”, S&P Global Ratings

¥ CREDIT AGRICOLE S.A. 9 CONSUMER FINANCE WORKSHOP

CA CONSUMER FINANCE

. Structurally risky

. Structurally low risk

Cost of risk

~19%?%

~2%

~3%

[ GROUPE CREDIT AGRICOLE



EUROPEAN LEADER

CA CONSUMER FINANCE

CA CF, a comprehensive, omnichannel and efficient model, geared towards growth

A comprehensive offer

Amortisable loans : Revolving
: loans

or
lo o E0

Debt repurchase : | ease-to-purchase -
i Long-term lease

T

Insurance . Savings

C_A’ CREDIT AGRICOLE S.A 10 CONSUMER FINANCE WORKSHOP

An omnichannel

distribution model

A recognised edge in the

digital, marketing and data
sectors

Short channel

TER
Direct sales oo &D\
Points of sale and online
Long channel T —

and Partnerships
Points of sale and online
with cross-selling targets

15

+200 active cases
digital marketing uses, thanks to our
DMP?

1st financial player
in Europe to be Google Measurement
Protocol certified

Service Providing
Banks of the Group
and Institutional Banks

=R

63%

share of digitised production
(in number of files?)

1- Data Management Platform
2- As reported by our competitors

l GROUPE CREDIT AGRICOLE




Summary

€A CREDIT AGRICOLE SA.

11

CONSUMER FINANCE WORKSHOP

European leader

3 year financial
targets

Diversified and
profitable activities

Conclusion

Robust during the
COVID-19 crisis

Appendices

Growth is the priority
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DIVERSIFIED AND PROFITABLE ACTIVITIES

Five dynamics, pillars of the profitability and leadership of CA CF

* &k

A solid
customer base

with high

levels of

customer

acquisition

o : . . .
}‘ﬁ Commitment of the teams Committed teams, serving customers and society

Improved profitability driven by cost/income ratio management, risk
control and the JVs’ performance

/"I Financial Performance

2014-2019

N

Numerous and
diversified
partnerships to
support our
growth

C_A’ CREDIT AGRICOLE SA 12 CONSUMER FINANCE WORKSHOP

i

Differentiating
digital
expertise and

innovative
approach

A high-
performance
automotive JV
model

CA CONSUMER FINANCE

A highly value-
creating
Insurance and
services
activity

l GROUPE CREDIT AGRICOLE



CA CONSUMER FINANCE

DIVERSIFIED AND PROFITABLE ACTIVITIES

L8 & ¢

A solid customer base with high levels of customer acquisition

2019 DATA 2019 DATA
Direct individual customer Long channel customer
acquisition acquisition

Sefinco 20K 715K
AgZs 26K 436K 15 m
customers

Credib®m 6K 43K

CreditPlus 49K 127K

cross-sold clients from long channel to direct channel
over the 2016 to 2019 period in France and in Italy.

CH CREDIT AGRICOLE S AL 13 CONSUMER FINANCE WORKSHOP [ GROUPE CREDIT AGRICOLE



CA CONSUMER FINANCE

DIVERSIFIED AND PROFITABLE ACTIVITIES

'%\\‘ Numerous and diversified partnerships to support our growth

Direct o . . SG o
e (¢ AgCs ] G = D
Distribution Sefinco 9 CreditElus Credibem yeu Wafaale
JORT . ’ ) . . .
Credit Agricole ce D¢ CREDITAGRICOLE  CAE msatiives TBANK
Group Retail banks T
4 \T; @ RRRRRRRR = 7 ST
: #FCABANK Xl ° ) Jeep —— g} == 54 Jm HARLEFAMSON
& Partnerships Y — 77
onerparnersics Il S & D &) Trumen  PHISTE rarivor EETGEE
Distributors of La Redoute castoram PRINTEMPS waterair
consumer goods FNAC DARTY | DECATHLON | Ty J 4 ligne roset’
o unieuro
§» Br= =~
gﬁ LA MONDIALE g m fc S'l't CHECKgﬂ

€44 bn of outstandings with our long channel partners

(excluding services to Retail Banks and Fl Partners)
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Enrico Martinez
CEO FNAC - Darty
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DIVERSIFIED AND PROFITABLE ACTIVITIES

Differentiating digital expertise and an innovative approach (1/ 2)

|

Digital customer journeys

*  Subscription tools 100% online and mobile
first, including simulation and signature.

Electronic signatures
implemented through short channel
in all our entities

90%

«  Applications and processes enabling
extensive work from home, including in
sales functions

Work from home
implemented

C_A’ CREDIT AGRICOLE S.A 16 CONSUMER FINANCE WORKSHOP

Data skills around “cold”

and “hot” data

“Cold” Data : analytical and predictive
tools built within a Datalake and managed
by CA CF data scientists teams

aika i

Goagle Analytics

+  “Hot” Data : DMPs at the heart of
anticipating customer needs:
« Targeting and retargeting modules
*  50% of the production carried out
online via the DMP

F\\ Adobe numberly

1comercis group

|
DMP : Data Management Platform

CA CONSUMER FINANCE

Innovative ecosystems

« Ainnovation community and a start-up
contest

. Agos [k M
Sofincolds” ol oy VILILAGQE A TECH ™ STARTE PULSE

« Collaboration with innovative partners

Go g|e n ?JCONTENTSQUARE ‘D Linxo YU“

« Collaboration with universities

L ]
('f., PARIS @
S 9 gACLAY
e eanis CentraleSupélec Communauté d'agalomération

l GROUPE CREDIT AGRICOLE



DIVERSIFIED AND PROFITABLE ACTIVITIES

I

CA CONSUMER FINANCE

Differentiating digital expertise and innovative approach (2/2)

Leading digital customer journeys in France*

Average grades given on the 4 dimensions of
pre-subscription, subscription and use of the digital customer

Average :
2,0

journeys
Usability Fluidity Efficiency Support
S¢finco
Panel
G Below standards Standards level Q Above standards

*Source: Benchmark Conclusion carried out by independant consultants — October 2020

¥ CREDIT AGRICOLE S.A. 17 CONSUMER FINANCE WORKSHOP

|

Peer 1

2.7
2.4
...................... 19..19..20 20 mu .
1.7 I I I I

Peer2 Peer3 Peer4 Peer5 Peer6 Peer7 S¢finco

[ GROUPE CREDIT AGRICOLE



DIVERSIFIED AND PROFITABLE ACTIVITIES

@ A high-performance automotive JV model (1/2)

CH CREDIT AGRICOLE SA

Strong growth in automotive outstandings,

including automotive JVs

Automotive outstandings (€bn)

2014

+62%

38% % of gross managed loans

2019

46%

Automotive JV outstandings (€bn)

18

2014

18.0 +85%

(68%)

CONSUMER FINANCE WORKSHOP

2019

33.2
(78%)

Contribution
of the
automotive
JVs

+18% p.a.
CAGR! net
income,
2014-2019

CA CONSUMER FINANCE

#FCABANK

\/"‘\ N TRSCEREE

GAC-SOFINCO AUTO FINANCE

2 automotive JVs

A model with solid &
healthy fundamentals?

Revenues/outstanding

Cost/income ratio

CoR/outstanding

Pre-tax results /
outstanding

0000

1. Compound Annual Growth Rate
2. FCA Bank + GAC-Sofinco — 2019 Data

l GROUPE CREDIT AGRICOLE



CA CONSUMER FINANCE

DIVERSIFIED AND PROFITABLE ACTIVITIES

A high-performance automotive JV model (2/2)
Leasys, a gem within FCA Bank group

A wide range of innovative offers that respond An important contribution to FCA Banks’ growth
to the two major trends in mobility over the past few years

. Two key trends in the mobility market _
« Increase in the share of electric & hybrid vehicles Outstandings, 2014-2019 (€bn)
« New customer behaviours (rental solutions, car-sharing,...)

2014-2019 CAGR
7 275

Leasys is ideally positioned via its portfolio of products +12% p.a.
o -

Long-term leases and fleet management in B2C and B2B 15.3
Short and medium term leasing

q:
s Dedicated offer for electrification (e.g. My Dream Garage)

Mobility services (e.g. car sharing)

2014 2019
Leasys, a European entity, open to multi-branding, from

renting for a few hours to entire life B Leasys I ~cAB others
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Giacomo Carelli
CEO FCA Bank
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CA CONSUMER FINANCE

DIVERSIFIED AND PROFITABLE ACTIVITIES

A

A highly value-creating insurance and services activity

A diversified range of insurance - Strong momentum in

products to A S|gn|fC:cantb|ncrde<';1jse in premiums ST I e e T Eee
) istributed by CA CF around a more balanced
meet customers' needs 7o Ui i
— Borrower's insurance, which Insurance premiums
Protection m provides coverage in the - A business model based

event of death, disability

and/or loss of employment. on a revenue structure

combining fee and
+5% p.a. commission income and

_ Total Insurance profit sharing
Warranty eXtenSIOI‘\S, premiums CAGR

assistance guarantees in 2014-19
the event of vehicle
breakdown or insurance
included in a “service

of financing

Protection
of property

- A potential for
development through

package”. innovation in services
Details in Appendix 4
06,2 To cover the protection €1 2 bn
Protecti @m@ needs of our customers in Insurgnce
rotection the event of an accident, or premiums

of persons

@ Weight in total premiums

¥ CREDIT AGRICOLE S.A 21 CONSUMER FINANCE WORKSHOP [ GROUPE CREDIT AGRICOLE
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DIVERSIFIED AND PROFITABLE ACTIVITIES

\ XM Commitment of the teams(1/2
2% (1/2)

s

Committed to serving customers and society

CA Consumer Finance's ERI* outperforms the benchmark

CA CF Vs previous vs norm?
studies
(J
Pride of belonging 91 +5 +8
* Rk
[ J
:.0- Customer focus 79 +8 +4
@ Trust in leaders 82 + 10 + 13
o
4 .z Organisation efficiency 69 + 10 + 22
Q Understanding of the strategy 87 +9 + 18

1 - ERI : Engagement and Recommandation Index

2- Financial institutions in France

C_A’ CREDIT AGRICOLE SA 22 CONSUMER FINANCE WORKSHOP

CA CONSUMER FINANCE

81%
ERI?

+ 7 pts vs 2019
+ 8 pts vs norm?

l GROUPE CREDIT AGRICOLE



CA CONSUMER FINANCE

DIVERSIFIED AND PROFITABLE ACTIVITIES

Commitment of the teams(2/2)
A societal project meeting society’s challenges and fostering staffs’
commitment

3 dimensions Achievements

Be an inclusive bank

-15%
e« Widen the access to credit to all customers e Decrease in over-indebtedness files Over-indebtedness
« Close support to vulnerable clients « Budget education workshops carried out in 4 files for CACF in

« Provide budget education countries France!

Commit to society

e Support the actions of our staff « Roll-out of of skills sponsorship for staff in France
- Share our expertise, notably on digital skills, to the benefit of - Donations to health services during the Covid-19
projects for the society crisis (in France and in Italy notably)

« Foster an ESG approach for our suppliers and partners

Foster energy transition >€1,5m

- Soft mobility offer (LCL, Décathlon...) DS 1 ey
« Bealongside our clients in their own energy transition « Solar energy offer (Sofinco, Ikea and Voltalia in France SEIVICES
(mobility, housing) ; Agos and Engie in Italy)
« Act for acircular economy « Measurement of our carbon emissions (direct and
 Reduce our carbon emissions indirect)

1 According to the last studies, issued on February 6th by the Banque de France, the total number of over-indebtedness files in France decreased by -12% in 2019
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DIVERSIFIED AND PROFITABLE ACTIVITIES

Financial Performance (1/3)

CA CONSUMER FINANCE

Improved profitability driven by cost/income ratio management, risk control and the JVs’

performance

2019 DATA
(Var 2014-2019)

Gross managed loan

Production

Contribution of Equity
accounted entities?

Net income group share

Cost/ income ratio (excl. SRF)

Cost of risk/outstandings

RONE?

€92,027 m

+6.0% p.a.

AN

€44,963 m

+9.0% p.a.

-

€295 m

+18% p.a.

€644 m

+28% p.a.

49.3%

stable

128bps
-1.6 ppt

17.7%
+10.2 ppt

1- Equity method: Equity-accounted (FCA Bank, GAC-Sofinco, Wafasalaf, SoYou)

2- Capital allocation : 9.5 % of weighted assets

¥ CREDIT AGRICOLE S.A. 24 CONSUMER FINANCE WORKSHOP

- A development of our activity carried by automotive
JVs and insurance

+18% p.a.

CAGR net income

17%

share of insurance

auto. JVs in revenues (2019)

2014-19

- A well-managed cost/income ratio, in a context of
digital transformation, and despite a drop in interest
rates

- A proactive approach to optimise the risk profile,
with a normalisation of the cost of risk of Agos (-2.6
ppt from 2014 to 2019).

Detailed production and outstandings by entity in Appendix 1.
Production and oustandings evolution over the period 2014 to 2019 in
Appendix 2

[ GROUPE CREDIT AGRICOLE



DIVERSIFIED AND PROFITABLE ACTIVITIES

Peeg FInancial Performance (2/3)
.||I A structural improvement in the cost of risk

Cost of risk/outstandings, NPL ratio
2012-2019 2012-2019
-310 bps—— ~>-2ppt—
13.5%
720
bps 10.0% 95 %
7.8% v
410bps 6.1%
370 bps 4.8%
240 bps v
100 bpkL0 bps
]
2012 2014 2019 2012 2014 2019

- Group CA Consumer Finance (incl. JV integration)

Agos

Note: 2012 and 2014: norm IAS 39, 2019: norm IFRS 9

C_A’ CREDIT AGRICOLE S.A 25 CONSUMER FINANCE WORKSHOP

CA CONSUMER FINANCE

Structural optimisation of the cost of risk
following the crisis (2012-2019)

\/

Efficient treatment of Agos risk
Tightening of scoring systems
Investments in anti-fraud tools
Optimisation of recovery

- Close support for the most vulnerable customers
- Implementing collection agencies

- Receivables assignment policy
A more balanced product mix profile

Breakdown of consolidated outstandings, 2014-2019

20%

e e

= e

2014
. Amortizing

Revolving

2019

. Others

l GROUPE CREDIT AGRICOLE



CA CONSUMER FINANCE

DIVERSIFIED AND PROFITABLE ACTIVITIES

/i Financial Performance (3/3)
I

Solid performance

Revenues/Outstandings,

Cost/income ratio, Sept-2020 Cost of risk/outstandings, = The integration of
Sept-2020

Sept-2020 the contribution of
equity-accounted JVs
shows a similar

49.3% stated positioning of CACF to

5 19 stated I that of Peer 1

170 state 50.2% Details in Appendix 3

L\ﬁ 44.5% 42.4% P

1.9% stated @ - A gap with Peer 2
on cost of risk which

5.6% 0-0%

4.7%
- be explained by th
1.6% can be explained by the
1.0% automotive
predominance within
this player.

B <« cionecricors [ Peert Peer 2
(1) 9 month annualized

Note: Financial indicators calculated after line-by-line integration of the 4 JVs for CA Consumer Finance (FCA Bank, GAC-Sofinco, Wafasalaf, SoYou);
stated data calculated under the equity accounting method. CASA cost to income ratio excluding SRF
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Summary

€A CREDIT AGRICOLE SA.

27

CONSUMER FINANCE WORKSHOP

European leader

3 year financial
targets

Diversified and
profitable activities

Conclusion

Robust during the
COVID-19 crisis

Appendices

Growth is the priority
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CA CONSUMER FINANCE

Strong mobilisation of CA Consumer Finance for customers and employee safety during the crisis

ROBUST DURING THE COVID-19 CRISIS

Increased customer

Leveraging on our Internal reallocation of : : Sl reelllEeilen
innovative tools resources selsiEeion e i o
lockdown the teams
Innovative and digital Very rapid adaptation * Acloserelationship, A strong sense of
tools offering remote of communication appreciated by our belonging among CA
production capabilities channels and human customers through Consumer Finance
for direct customers and resources to the moratorium and deferrals employees, reinforced
employees working from benefit of our clients, granted to professionals and during the crisis with an
home notably in France and individual customers ERI that outperformed
Italy - A positive impact reflected the benchmark

in strategic NPS results on
our markets

~380,000

moratoria

Remote-work rate in April _
from the very first s 31%in provided since the crisis #1 Germany, Portugal +7 ppt in 2020 vs. 2019
days, including February #2 France, Italy

sales functions

1. NPS : Net promoter score
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Cédric Postel-Vinay Etienne Epitalon
Human Resources Human Resources
CACF Groupe CACF France

CO¢ CREDIT AGRICOLE SA. 29 CONSUMER FINANCE WORKSHOP
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ROBUST DURING THE COVID-19 CRISIS
Proven capacity to rebound

Monthly production,
2020 (€bn)

Pre-crisis level

3.8 3.9

Jan. Feb Mar Apr May:June Jul Aug Sept Oct.

CO¢ CREDIT AGRICOLE SA. 30 CONSUMER FINANCE WORKSHOP

Quarterly production, Q3 2020 vs. Q3 2019

CA CONSUMER FINANCE

CA Consumer
Finance France

Incl. Sofinco
Incl CRCA-LCL

Agos -13%

JV auto.
FCAB
GAC-S

Other internal entities?

+32%

CrediBom

CreditPlus +23%

SoYou

Wafa.

CA Consumer
Finance Group?

1. Including CA Consumer Finance NL (pending withdrawal)

A milder 2"d wave in France

1st wave — April 2020

-65% vs. April 2019

2nd wave — Nov. 2020

~ -10% vs. Nov. 2019
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CA CONSUMER FINANCE

Massive support for our customers with
>€1.5 bn D of moratoria granted thanks to
the mobilisation of the recovery teams.

ROBUST DURING THE COVID-19 CRISIS
Moderate impact on cost of risk

A significant increase in cost of risk during H1-2020, Efficient management of these deferred
including a strong increase in performing loans provisioning payments enabling to low recurrence of
deferral.
—— SS~—~—
Approved

Moratoria repaid

| rzoral\t/lori? at maturity
(in mS_epta;rc to (in €m - at end-Sept.)

x 1.5 188 bps 76% *

increase in the CoR/ Stage 3

cost of risk outstandings isi Professional
_ provision rate
(cumulative to (9 months 2020 09/2020

09/2020) annualized)

Payment resumption®
(at end-Sept.)

Individuals

~98%

Changes in quarterly cost of risk 2019-2020 in Appendix 5.

* Provision rate= provisions on performing and non performing loans / non performing loans outstandings.

Decrease in Stage 3 provision rate (-15ppt as compared to 06/2020) linked to the implementation of the new definition of default (1) Amount of deferred maturities

(2) Payment resumption on expired moratoria

C_A’ CREDIT AGRICOLE S.A 31 CONSUMER FINANCE WORKSHOP [ GROUPE CREDIT AGRICOLE



CA CONSUMER FINANCE

ROBUST DURING THE COVID-19 CRISIS
Refinancing: a high level of self-financing, ensuring autonomy

Savings inflows

Auto-financing Securitisation

~— ~— S~ ~—

Diversification of refinancing sources No. 1 European player in the consumer Dynamic savings deposits activity
finance securitisation market (number of supported by digital tools

transactions).

Total outstandings / to refinance ®

Savings deposits, 2013—-2020 (€bn)

2014-2019 (€bn) L .
920 Securitisation of consumer credit vs.
: 89.2
peers, 2019 (€bn)
68.8 L] I
]

8,0

59.0 71.5 745

9.3

+33% p.a. 9.0 83 bit

6.3
/ 49 52 0
4.0 L6

2014 2019 2020 T3

CA Consumer Finance self-financing, ok
2014-2019 ;

m

+29ppt—¢
88 3 4 4 2 2 Dec- Dec- Dec- Dec- Dec- Dec- Dec- Mar- Jun- Sep-
0 84% 13 14 15 16 17 18 19 20 20 20
0 1 - -
59% & CREDVEAGRIGEEE  # transactions Total ] FcABank | CreditPlus institutionnel
Source: JP Morgan International ABS & CB, . CreditPlus retail . CACF SA

Public securitisations placed and denominated in
euros in number of transactions (2nd in amount).

2014 2019 2020T3 (1) Outstandings to refinance: outstandings carried by group entities+ liquidity reserves

l GROUPE CREDIT AGRICOLE
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CA CONSUMER FINANCE

GROWTH IS THE PRIORITY

2022 Ambition :
Four growth drivers supported by digitisation

C Implementing the results of recent investments in digitisation and innovation
T Digitisation , - :
— in all the entites of CA CF, in order to serve our customers

= = | =2
 ——
Partnerships : . : :
P Automobile Servicing Green financing
& cross-selling

Develop partnerships Take our stake in the Roll out our established Become the consumer
leveraging on digital chaning world of mobility, expertise in all of the finance leader on green
technology and leveraging on our countries we operate in financing
strengthening cross- automobile expertise
selling +10 new banking

+€500 m / year

additional auto production
(excl. JV) in 2022

partners
by 2022

X2

+1 ppt €1 bn per year
Market share for Retail production generated by

Banks of the Group in France green financing in 2022
versus 2018

+4.5 Bn€

Outstanding in Auto Jvs by
2022 vs 2018

cross-selling rate
in 2022 in France
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CA CONSUMER FINANCE

GROWTH IS THE PRIORITY

Digitisation
Implementing the results of recent investments in digital and innovation for
the benefit of customers

Pursue the digitisation Simplify and automate Enhance customer
of customer journeys our internal processes satisfaction digitised production from
end 2021, vs. 63% in
2019

- Share our best practices Review and automate Optimise our post-sales
with all our partners (e.g. customer on-boarding and interactions .
Ikea, Tesla, sofinco.fr, loan-granting processes to « Automation of our n <15 "mm
DigiConso, Pisca Pisca) reduce “time to yes” marketing campaigns Tclhmzfnfer(e; onne ;K/”g
- Pursue the rollout of » Extension of customer Germany) from end 2021
Mobile First and the relationship management
omnichannel customer
journeys combining <48 hr
branchés channel and auto from

end 2021 (France, Italy,
Germany)

Reduced Time To Yes

Customer #1
satisfaction in term of Net promoter
KPIs tracked score in all our markets

monthly by (vs. #2 in 2020)
ComEx

Rolled out in all
Best our entities by
practices the end of 2021

Long channel Short channel
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GROWTH IS THE PRIORITY
Digitisation

CA CONSUMER FINANCE

Example in France: Leveraging on the “Human Project” to simplify car-motorbike-leisure loan granting

A lengthy loan-granting process
and under-optimisation of resources

~N

an

30% EE
Y+1, Y+2

@@ @ e

Customer Dealer ASP@ SISl ASPAdvisor

provider
files / Time
year to Yes

® Lack of autonomy of advisors
® Red tape in processes
@ Saturated production capacity

¥ CREDIT AGRICOLE S.A. 36 CONSUMER FINANCE WORKSHOP

A new process co-constructed by
employees on a bottom up basis

Target 10%

VR
——E—=

ASP or Service ASP Advisor
provider |

number of Reallocated Time
files on sales to Yes

@ Advisers accountability
® Reinforcing delegation
® Change process

Customer Dealer
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GROWTH IS THE PRIORITY

Partnerships & cross-selling
Develop partnerships leveraging on digital technology and strengthen

cross-selling

CA CONSUMER FINANCE

Foster the acquisition of new Making better use of customers

partners acquired through partners

\/ \/

Strengthen our pan-European approach Modernise our marketing, through
» Continue to support our partners abroad meta-scoring and leveraging data

» Gain new pan-European partners

« Set up a CACF level DataLab and
Further digitalize our services to foster online data governance X 2
growth

« Implement a management tool to
Accelerate the development of our payment improve cross-selling performance
offers, with a special focus on fractioned payment
for our partners

on the cross-
selling rate
in 2022 in France

Accelerate on the new Home Equipment trends :
rental, subscription
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CA CONSUMER FINANCE

GROWTH IS THE PRIORITY
Partnerships & cross-selling

New in-house management tool to improve cross-selling performance

A dynamic and flexible analytical tool to monitor by entity, by XSell Rate 2019
| . > 676,4k 5277k 5,5k 1 04%
partner and by period of time 9a%
Variation of Clients by Country/Dealer Variation of Clients by month between 2018 vs 2019
| I l B w T iz 055 2820¢ e ok S g1 454k 5340 24 :l;%:""':_’i’,_,_%iiig:ﬁ.l
A monitoring of the evolution of the client portfolio 5 =3 l l. . - "' e e T '
Repartition of Cross Sell Customer in Long Channel product in 2019 Repartition of Cross Sell Customer in Short Channel product in 2019
Indicators to spot potential for cross-sell (by product, partner,
transformation period) '
A cross-sell management tool rolled out by our Data Team for all our Bl — _ I I
entities enabling us to : o g
* Share our best practices
.. . « N .
* Implement targeted and efficient actions - — : | |

 Reach our ambitions
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GROWTH IS THE PRIORITY
Automobile |

Take our stake in the changing world of mobility, leveraging on our

automotive expertise

Boost our range of products and
services

~———
Adaptating to mobility trends
« From ownership to use-based : extension of our long-
term lease (LTL) product range => Creation of CA
Rent

« Increase financing and services for electric & hybrid
vehicles

Accelerating on the second-hand market, notably via “on
line business” (e.g. “Pisca Pisca” market place —
Credibom)

Developing the range of services
« Related to financing, property, and persons

CONSUMER FINANCE WORKSHOP

Amplify the development of our
“captive” model

~———
Supporting our manufacturer partners
 Digital customer journey thanks to our
innovative tools (e.g. Tesla)
« Pan-European tool for distribution
networks’ financing (e.g. Mazda France)

Accompanying our distribution partners
« Satisfaction and customer loyalty vector
(customer centric culture)

« Transformation of the automotive
customer journey (dematerialisation,
electronic signature, etc.).

CA CONSUMER FINANCE
——

+€500 m

year

automotive
production (excl.
JV)
in 2022 vs. 20191

+€4.5 bn

additional

outstanding by
auto. JVs., 2022
vs. 2018

1 - automotive production excluding joint-ventures
was €3.6 billion

[ GROUPE CREDIT AGRICOLE



¥ CREDIT AGRICOLE S.A. 40

GROWTH IS THE PRIORITY
Servicing |

Roll out our expertise in all the countries we operate in

Recognised expertise of CACF

\/

Positioned as a major consumer finance player
in Europe

Expertise across the entire value chain,
enabling us to propose targeted offers
« e.g. marketing and loan-granting skills based
on the management of a large customer base
in Europe, recovery know-how

Over 15 years' experience in supporting Retail
banks in Europe: LCL and Regional Banks, CA

Italia
5% 1%
CA ltalia Crédit du Maroc

31% 63%

LCL Regional Banks

Managed outstandings
on behalf of the banks of the
Crédit Agricole Group
at end-2019

CONSUMER FINANCE WORKSHOP

Development of our servicing activities

\/

Achieve new targets directly or with the
support of Crédit Agricole Group

Develop new  offerings through
innovation on credit and insurance
products

Optimise customer equipment for our
banking partners

CA CONSUMER FINANCE
/-,\

+10

new banking partners
by 2022

+ 1ppt
of market share of
the Retail banks of
CA Group in France
vs 2018
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GROWTH IS THE PRIORITY
Green Finance |

Become the consumer finance leader in green financing

Sharp increase in green finance in the
global economy in recent years

\/

Volume of green loans and bonds
worldwide, 2017-2019 ($bn)?*

+26% p.a. 258

—
162 171

2017 2018 2019

CACF well positioned to capture the
growth of green finance

\/

CACF positioned in key sectors of the
green economy:

- financing of electric vehicles

- home isolation/ green power

Within the framework of the “Charte Faire”
signed with the French public authorities in
2020, development by CACF of an attractive
financing offering for energy renovation

Financing of electric or low CO?2
consumption vehicles (<95g CO2/ km) of our
partners (e.g., GAC new Energy), partnerships
with pure players.

CA CONSUMER FINANCE

€1 bn | year

production
generated by green
finance in 2022

Sept-20
~€0.5 bn*
(9 months)

* Automotive financing: electric vehicles or
vehicles emitting <95g CO2/km

1. Source: the Climate Bonds Initiative — 2019 report

¥ CREDIT AGRICOLE S.A. a1 CONSUMER FINANCE WORKSHOP [ GROUPE CREDIT AGRICOLE



GROWTH IS THE PRIORITY

2022 ambition borne by all CACF entities

Organic growth:

» Increase synergies within
Crédit Agricole Group
- Generalisation of
“DigiConso”
- Strengthening insurance
activity

» Improve processes and
optimise expenses to
reduce cost/income ratio

« Prioritise partnerships (in
particular auto), leveraging
on them for direct channel
by optimising cross-
selling rate, broadening
offerings and services

CA’ CREDIT AGRICOLE S A 42 CONSUMER FINANCE WORKSHOP

Organic growth, both in short

2 key priorities:

CA CONSUMER FINANCE

Activity growth on the Iberian

channel (Internet channel) « develop servicing, Peninsula o
and long channel (servicing, « expand the product range * Maintaining leadership in the car
leasing and financing of pre- (e.g. introduce of a market in Portugal -
owned vehicles), develop revolving credit product) « Diversifying the business
insurance and services through partnerships, particularly
in the banking sector
@
Enhance the value of this

.......................................................................... strategic partnership, in the s Deelon new

LFCABANK context of consolidation and <) EQZEE%EE offerings
,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,, develop Leasys on new forms of (e.g. leasing)
. mobility, T
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Belgin Rudack
CEO Creditplus Bank
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3 YEAR FINANCIAL TARGETS

Despite the sanitary crisis, CACF has shown its resilience and ability to
allowing for ambitious three-year financial targets

2018
Gross managed 38
loans (€bn)
Cost/income ratio (excl.
SRF) stated 48.9%
Cost of risk/
outstandings 1L gy
18.5%

2019

92

49.3%

128 bp

17.7%

(1) Targets and trajectory restated from CA Consumer Finance NL (€ 2 Bn)
(2) Including losses non provisionned. Cost of risk on outstanding corresponds to the annualized 9 month cost of risk divided by the average of the outstanding recorded beginning of Q1 2020, Q2 2020 and Q3 2020

(3) Capital allocation : 9.5% of weighted assets

C_A= CREDIT AGRICOLE S.A 45 CONSUMER FINANCE WORKSHOP

MTP 2022
(pre-COVID targets)

108
(+207)

<46%

<160 bp

~15%

Sept 2020

89

49.3%

188 bp@

13.7%

CA CONSUMER FINANCE

rebound,

3 year targets

108

46%

<160 bp

15%
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3 YEAR FINANCIAL TARGETS

Net margin over outstandings |

Evolution of revenue over outstandings net
of cost of risk
2014- 09/2020

CA CONSUMER FINANCE

Optimized and robust credit quality in the context of decreasing rates and Covid crisis

Restated of

5,51%

2014 2015 2016 2017

0 5,08%
4,74% 4 639% 4.98% 4 2606
3,31% 345% I

*  From 2015, normalisation of Agos portfolio
»  Structural improvement in the cost of risk

B Consolidated scope *
Scope integrating JVs *
* Excluding sold entities : Credicom, Credium, Forso

¥ CREDIT AGRICOLE S.A. 46 CONSUMER FINANCE WORKSHOP

Covid impacts
and new
definition of
default®

5,51% 5,40%

iSOs%

4,97% 4,96% 4.67% 4,76%
' === 4500

3,94%

2017 2018 2019 09/20

* Resilience of the model despite the rates
headwinds

Evolution of the 10y OAT

(1) Restatement of 76 bp on the stated consolidated scope and 56 bps on the
scope integrating the JVs. Impact related to the Covid-crisis related cost of
risk recorded in H1-20 and to the impact of the new definition of default.
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CA CONSUMER FINANCE

3 YEAR FINANCIAL TARGETS

Operating expenses |
Cross-functional cost optimization program, to improve the cost/income

Objective: converge towards a cost/income ratio 46% for CACF

Transversal optimisation priorities as _ :
(i.e. 42% once JV integrated)

identified in the BEST operational

excellence program framework... Of which:
— » Sofinco : Cost/ income <50% within three years vs. 54% in 2019
* Renegotiation of procurement contracts > Automotive JVs : Cost /income still low (<30%)
and rationalisation of suppliers (e.g. IS)
- Centralisation of certain processes Cost/income ratio®
« Transversal data management & tool Restated scope integrating JVs
pooling 2014- 09/2020
> e.g. automation of marketing Restated scope®®
Cérﬁpaigns 49,1% incl. equity-accounted entities
> Reduction of the “Time to Yes” 47 4% 0 MT6% (x%) Consolidation scope
through targeted actions 46.9% 3 year target
» Optimisation of loan granting controls 45.1%

44,5%
42%

...complemented by a proactive . .
approach to cost-reduction, country by (49.3%) (49.3%) (52.2%) (50.4%) (48.9%) (49.3%) (49.3%) (25%)

country,
1 - Hors FRU 2014 2015 2016 2017 2018 2019 09/20

2 - Consolidated scope excluding divested entities: Credicom, Credium, Forso
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3 YEAR FINANCIAL TARGETS

Cost of risk | Improvement of processes and tools to guarantee good customer selectivity,
maintain cost of risk on outstandings low and reduce the cost of fraud

Improving customer

knowledge Modernising our Optimising of

_ scoring tools recovery
- Adequate offering

- Implementation of automatic Change in our loan-granting Acceleration of commercial
control tools (e.g. identity, contact scores via open banking & collection & improvement of
details, financial solvency) tool redesigning by Machine litigation thanks to better

- Fraud reduction Learning customer segmentation
\/
\/
savings in savings in
France! France

2022 vs. 2019 2022 vs. 2019

(appendix 6)

1. Improvement in the cost of risk, net of the increase in expenses required to set up tools
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CA CONSUMER FINANCE

Conclusion

s 2
A leading company on the key consumer finance markets in Europe, committed and
= proud, mobilized to serve its customers and society

%‘ €90 Bn of managed loans with a state-of-the art comprehensive offer proposal,
— omnichannel and digital

@ Excellent profitability end 2019, and proven resilience during the sanitary crisis, with a
strong reactivity and rebound capacity, alongside our customers and our partners

@ % High _grovv_th ambitions_, with 4 main drivers, supported by the rolling-out of digital
solutions in all our entites

Partnerships & cross Se”ing
Automotive and mobility sofutions

Servici ng +10 new banking partners by 2022
Green financing

€ 1 Bn per year production generated by green financing in 2022

@ Ambitious 3 year financial targets. A growth driver for CA Group, with a RONE target at
15%.
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APPENDIX 1

CA CF : a group that manages €89.2 bn in outstandings, of which €32.9 bn consolidated.

CA CONSUMER FINANCE
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< < Renewed in Bankia Automobile Attijariwafa Bank
o O 2019 for
15 2019 for 5 years Group Co. Ltd
yparq
e}
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o8 Sad 32.2 13.9 25.3 4.4 2.3 0.1 5.8 3.4 1.8
— o w m
O cg2=¢
1S
g2
C 5 0~
S eccO
58ag 12.4 13.8 - 4.4 2.3 - - - -
2 0 Y
83
c
ERl=EN
53538 & 15.7 6.9 13.7 1.8 0.8 - 4.0 1.6 0.5
o<
o (04
S
Cj CREDIT AGRICOLE S.A 52 CONSUMER FINANCE WORKSHOP [ GROUPE CREDIT AGRICOLE



APPENDIX 2

CA CONSUMER FINANCE

Evolution of the production and outstanding between 2014 to 2019

-

29,3

2014

"

CA CF Production

45,0
43,2
40,8
38,5
33'6 I

2015 2016 2017 2018 2019

~

/

CN CREDIT AGRICOLE SA.

53

CONSUMER FINANCE WORKSHOP

/ Gross loan managed of CA CF \

68.8
33,2 I

B Gross loan managed Consolidated outstanding

K 2014 2015 2016 2017 2018 2019
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CA CONSUMER FINANCE

APPENDIX 3

Determination of the restated results integrating equity-accounted entities?

CA Consumer Finance restated | Pro forma @ Pro forma
€m 2019 9M-2020 €m 2019 9M-2020 €m 2019 9M-2020
(12 months) (12 months) (12 months)
Revenues 2,143.9 1,490.8 Revenues 671.0 496.2 Revenues 2,814.9 1,987.0
Revenues/Average outstandings 6.3% 6.1% Revenues/Average outstandings 4.4% 4.4% Revenues/Average outstandings 5.7% 5.6%
NBI excl. Insurance / outstanding 5.2% 5.1% NBI excl. Insurance / GAO 3.7% 3.8% NBI excl. Insurance / GAO 4.8% 4.7%
Operating expenses -1,068.1 -744.7 Operating expenses -213.0 -148.33 Operating expenses -1,281.1 -893.0
Gross operating income 10758 7461 | Gross operating income it 2479 Orossoperatingincome 15338 10840
Costlincome ratio excl SRF 493% | 49.3% Costlincome ratio 31.7% 29.9% || Costlincome ratio excl SRF | . 451%  44.5%
Cost of risk -450.7 -508.5 Cost of risk 51.7 71.4 Cost of risk -502.4 -579.8
CoR/outstandings? -1.3% -1.9% CoR/ outstandings -0.3% -0.6% CoR/ outstandings -1.0% -1.6%
Other -0.2 2.6 Other Other 0.2 26
Income tax charge -171.9 22 Income tax charge -113.3 721 Income tax charge -285.2 -69.8
Net income 7485 | 44638 Net income 293.0 204_4 ‘Netincome 7485 4468
Non-controlling interests 1042 | 720 || Non-controlling interests 2.0 18 | Noncontrolling interests | - 1042 720
Net income Group share RIS \etincomeGroupshare | 2010 | 2027 MRS E 6443 3747

(1) The following equity-accounted entities have been restated: FCA Bank, GAC-Sofinco, Wafasalaf, SoYou.
(2) Including losses non provisionned. Cost of risk on outstanding of CACF corresponds to the annualized 9 month cost of risk divided by the average of the outstanding recorded beginning of Q1 2020, Q2 2020 and Q3 2020.
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CA CONSUMER FINANCE

APPENDIX 4
Insurance: product range by entity
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APPENDIX 5

Cost of risk | Development of the quarterly cost of risk 2019-2020

96

-9

T1-19

118

136

e

= CDR S3*
T2-19

121

CA-C

115
123 127
-3 -8
® CDR S1&S2
T3-19 T4-19

F

164

m Autres
T1-20

218

CDR total
T2-20

T3-20

CA CONSUMER FINANCE

Data 03-2020

Cost of risk: -42% Q3/Q2
CoR/outstandings: 188 bp* over
9 months annualized

NPL ratio: 7.3%

Coverage ratio: 76%

® Including non provisioned losses; CoR on outstandings is calculated on the basis of the cost of risk recorded over the annualised nine months to which the average outstandings at the beginning of the period for the first three

quarters are added.
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APPENDIX 6

Cost of risk | Improving and automating the fight against fraud with new innovative tools

Source controls Real-time risk detection Identity verification
 Automatic verification of the « Analysis of financial solvency « Verification of identity
correspondence between First & thanks to bank data documents and facial
Last Name with the bank account « Device identification (IP, time zone, recognition
details by checking with the bank. recent detection), blacklist query,
« Telephone, postal and email recent credit applications
address verification

€6 m in France

fraud avoided?! (2022 vs. 2019)

1. Improvement in the cost of risk, net of the increase in expenses required to set up tools
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This presentation is available at:
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