Pursuing the greater good

How we create value -
our business model

Our business model seeks to
create value for stakeholders
in a sustainable way.

Our strategy is clear and simple. It defines the businesses that we will do and will not do. We use our resources to build competitive advantages.
We have put in place a governance framework to ensure effective execution and risk management. Further, we have a balanced scorecard to
measure our performance and align compensation to desired behaviours.

Read more about how we use our resources on pages 68 to 69.

Our resources How we create value Our stakeholders

Our strategy Differentiating ourselves

Our strategy
Our strategy is predicated on Asia’'s megatrends,

Brand including the rising middle class, growing intra-
regional trade, urbanisation, and the rapid adoption
of technology that is fuelling new innovations.

We seek to intermediate trade and capital flows as well
as support wealth creation in Asia. Our established

Customer

and growing presence in Greater China, South Asia
and Southeast Asia makes us a compelling Asian
bank of choice.

relationships

In Singapore, we serve all customer segments.
Outside Singapore, we traditionally serve corporates
and mass affluent segments. We have begun to
engage individuals and SMEs through digital and
ecosystem strategies to extend our reach in

growth markets.

Intellectual
capital

Making Banking Joyful

We seek to “Make Banking Joyful” by leveraging digital
Employees technologies and embedding ourselves seamlessly

into our customers' lives to deliver simple, fast and

contextual banking solutions offering differentiated

with a view to enrich lives, transform businesses and

drive sustainable outcomes.
Financial
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To achieve this, we are building six key capabillities:

leveraging digital for customer acquisition; eliminating

paper and driving automation to deliver instant

fulfilment; engaging customers digitally; building

ecosystem partnerships; becoming a data-driven
?hYSiCN company and incorporating sustainable principles
infrastructure into our financial products and corporate practices.

Read more about our strategy on pages 8, 18 to 41.

We periodically review our strategy, taking into
account emerging megatrends, the operating
environment and what our stakeholders are telling
us. These are material matters that can impact our
ability to create value.

Natural
resources

Read more about our material matters and stakeholder
engagement on pages 71 to 75.

Societal

A ) Our businesses
relationships

We have three core business segments:

* Institutional Banking
* Consumer Banking/ Wealth Management
* Treasury Markets

Read more about our businesses on pages 38, 40 and 180.
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customer experiences. We are here for the long term,

Banking the Asian Way

We marry the professionalism of a best-in-
class bank with an understanding of Asia’s
cultural nuances.

Asian relationships

We recognise that relationships have swings
and roundabouts and stay by our clients
through down cycles.

Asian service
Our service ethos is to be Respectful, Easy to
deal with and Dependable.

Asian insights
We know Asia better; we provide unique Asian
insights and create bespoke Asian products.

Asian innovation

We constantly innovate new ways of banking
as we strive to make banking faster and
simpler, while delivering contextualised and
relevant Asian products and services.

Asian connectivity

We work in a collaborative manner across
geographies and businesses, supporting our
customers as they expand across Asia.

Technology and infrastructure

Over the years, we have invested in our
people and skills, and rearchitected our
technological backbone to be digital to the
core (i.e. microservices, cloud-native, resilient
and scalable).

To further think and behave like big
technology companies where we can
respond to rapidly changing consumer
demands with agility and scale, we have
re-engineered our business and technology
towards a platform operating model where
business and technology work together with
shared KPIs in an agile manner.

In addition, we have embraced design
thinking to deliver customer-centric front-end
applications.

Nimbleness and agility

We are of a “goldilocks” size - big enough to
have meaningful scale yet nimble enough to
quickly act on opportunities. We are re-wiring
the organisation to create a startup culture.
This allows us to embed customer centricity
and drive internal collaboration by embracing
experimentation, entrepreneurship

and innovation.

Governing ourselves Measuring ourselves

Competent leadership Balanced scorecard

A strong, well-informed and fully engaged board We use a balanced scorecard approach to assess our

provides strategic direction to management. performance, track the progress we have made in . Shareholders
Management executes on strategy and drives executing our strategy and determine remuneration.

performance and organisational synergies. A matrix
reporting structure drives joint ownership between
regional function heads and local country heads.

The scorecard is divided into three parts and is
balanced in the following ways:

e Between financial and non-financial performance
indicators. Almost one-quarter of the total

Read more about our leaders on pages 4 to 7.

. Customers

Our PRIDE! values weighting is focused on control and compliance
Our PRIDE! values of Purpose-driven, Relationship- metrics. We have key performance indicators
led, Innovative, Decisive and Everything Fun! define (KPIs) to track progress made on our digital
what we stand for, and anchor how we do business transformation agenda and the value created
and work with one another. from digitalisation
. ' Employees
' e Across multiple stakeholders
We have translated these values into a set of « Between current-vear tareets and long-term
12 behaviours. These behaviours guide how we do , Y & &
. . . . strategic outcomes

business and how we interact with the community.
Read more about our PRIDE! values on page 32. The scorecard is updated yearly and approved

by the Board before being cascaded throughout
Effective internal controls the organisation, ensuring that the goals of every ' Society
Our internal controls framework covers financial, business, country and support function are aligned
operational, compliance and information technology to those of the Group. Performance is assessed
controls, as well as risk management policies against the scorecard to determine remuneration,
and systems. providing a clear line of sight between employee goals

and organisational imperatives. We have achieved
a well-established rhythm towards performance
monitoring and our rewards are closely linked to
scorecard outcomes.

Three lines of defence guard our operational
excellence: identification and management of risks

by units, independent oversight exercised by control
functions, and independent assurance by Group Audit.

. Regulators and
policy makers

. Read more about our balanced scorecard on pages 26 to 33.
Read more about our internal controls on pages 56 to 59. . .
Read more about our remuneration policy on pages 61 to 65.

Building a sustainable franchise

We aim to build a company that is here for the long
term. To do this, we believe in building a culture that
is mindful of our risk, compliance, environmental and
social responsibilities.

Rooted in our DNA is a role beyond short-term profit
maximisation, with a purpose to create social value
in innovative ways and playing a part to drive our
sustainability agenda.

Read more about our sustainability efforts on pages 100 to 101.

We leveraged technology and data to strengthen

and augment our risk management processes

and systems. We further created our own data
governance framework, implementing clear
regulatory, legal and ethical boundaries to ensure that
we use data in a respectful and responsible manner.

Read more about our governance efforts on pages 34 to 35.

How we create value - our business model 67



Pursuing the greater good

How we develop and
use our resources

Resources

X

Brand

A strong brand is an
important business
driver and allows us to
compete not just locally,
but also regionally.

=

Customer relationships

Putting customers at

the heart of what we

do helps differentiate
ourselves in an industry
as commoditised as
banking, enabling us to
build lasting relationships
and deepen wallet share.

Intellectual capital

One key type of
intellectual capital
pertains to how

we digitalise our
business. Our digital
transformation
encompasses
technology, customer
journey thinking and
a startup culture.

Employees

An agile and engaged
workforce enables us
to be nimble and react
quickly to opportunities.

Brand value according to
“Brand Finance Banking
500" report

Customers

- Institutional Banking

- Consumer Banking/
Wealth Management

Customer engagement

measures’

(1T=worst, 5=best)

- Wealth Management

- Consumer Banking

- SME Banking

- Large corporates
market penetration
ranking (Only Asian
bank in top 5)

Number of data and
analytics experts

Number of software
engineers

Number of external APIs

Digital connectivity

- Digital customers®
(consumer and
SME businesses) in
Singapore and
Hong Kong

- Digibank customers
in India and
Indonesia
(since launch)

- Channel share of
wealth customers
acquired digitally

Employees
Employee
engagement score

Voluntary
attrition rate

Training hours
per employee
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USD 8.5 bn USD 9.0 bn
as of as at
Feb 2020 Feb 2019
> 240,000 > 200,000
>10.8 m >10.0 m
4.25 4.29
4.23 4.21
430 4.27
4th 4th
> 700 > 500
> 5,900 > 4,700
> 500 > 350
3.3m 29m
3.25m 270 m
52% 38%
28,526 26,857
83% 82%
13% 15%
38.7 36.6

We utilise or enhance our resources to differentiate
ourselves and maximise value creation for our stakeholders
in the long run. Read more about how we distribute the
value created to our stakeholders on page 70.

DBS became the first bank to concurrently hold three global best
bank awards, comprising “World's Best Bank” by Euromoney, “Best
Bank in the World" by Global Finance and "Bank of the Year - Global"
by The Banker.

In 2019, Harvard Business Review also featured DBS among the top
10 most successful business transformations of the decade, with the
likes of Netflix, Amazon, Microsoft and Alibaba.

We remained ASEAN's most valuable bank brand in 2019, based on
Brand Finance's Banking 500 2020 annual global ranking.

Read more about this on pages 38 to 43.

In 2019, we grew our institutional banking base in our key markets,
including Singapore and India. For consumer banking, we grew our
base with digibank in India and Indonesia, and onboarded partners
to enhance our customer value proposition and accelerate
business growth.

We maintained strong customer engagement scores across
segments, and remain committed to improving customer journeys.

Read more about this on pages 38 to 43.

We developed and launched DBS MAX;, a seamless and instant
payment collection solution for our merchants across Singapore,
Hong Kong and India. In addition, we developed DBS IDEAL RAPID
to integrate real-time processing and facilitate business transactions
within customers' ecosystems.

Digital connectivity increased the customers base in Singapore and
Hong Kong and enabled us to expand in India and Indonesia.

Read more about this on page 22 and pages 29 to 31.

We continued to place employee development as our key priority
through heavy investment in upskilling and reskilling of every employee.

In 2019, we launched “Be My Guest” where an employee can sign up
to join another department’s offsite, townhall, meeting, or cross-
shadow a senior leader to understand a day in the life of someone.

We strengthened the bank's culture through refreshed PRIDE!
behaviours. A dual-rating system was introduced to emphasise the
“how”, in addition to the “what” in employees’ performance reviews.

“Anytime Feedback” was also launched to drive a culture of openness
and continuous improvement in every employee.

Read more about “Talent management and retention” in the
Sustainability Report.

Resources

O

Financial

Our strong capital base
and diversified funding
sources allow us to
support our customers
through good and bad
times, and enable us
to provide banking
solutions competitively.

Physical Infrastructure

Our best-in-class
technology and physical
infrastructure allow us to
be nimble and resilient.

W24

s

Natural Resources

We impact the natural
environment directly in
our operations, as well
as indirectly through
our customers and
suppliers.

W,
Societal relationships

We recognise that not
all returns can be found
in financial statements
and our licence to
operate comes from
society at large.

Shareholders’ funds
Customer deposits

Wholesale funding

Cumulative expenditure in
technology - rolling four
years

- Building for digital®

Electricity generated from
installed solar panels
(MWh)

Volume of renewable
energy certificates (RECs)
purchased (MWh)

Value of green loans,
renewable and clean
energy-related loans

Customers under Social
Enterprise Package

Value of social
enterprise grants
awarded

Number of social
enterprises nurtured

Number of Social Impact
Prize awarded

Employee volunteering
hours

SGD 51 bn SGD 49 bn
SGD 404 bn SGD 394 bn
SGD 57 bn SGD 46 bn
SGD 4.4 bn SGD 4.3 bn
SGD 1.9 bn SGD 1.8 bn
582 462
14,000 13,574
SGD 3.8 bn SGD 2.5 bn
597 534
SGD 1.30 m SGD 1.25 m
> 100 > 40

8 N.A
88,000 65,000

Our shareholders' funds continued to grow from retained earnings.
We also grew our customer deposits and diversified wholesale
funding sources.

Read more about this on page 20.

Over the past years, we invested in our technology platforms to
become digital to the core.

Read more about this on pages 14 to 15.

This year, we installed new solar arrays with capacity of more than
57 kWp on branches in Indonesia and Taiwan.

We provided green loans, renewable and clean energy-related
loans to our customers and supported them to improve
environmental performance.

Read more about “Responsible financing” and “Managing our
environmental footprint” in the Sustainability Report.

We were named the inaugural winner of the “Social Enterprise
Champion of the Year (Corporation)’ award at the President’s Challenge
Social Enterprise Awards 2019 in Singapore.

Through the DBS Foundation, we continued to advocate, nurture and
integrate social enterprises into the operations and culture of the bank.
We helped address their business challenges and grow their creative
ventures into innovative and sustainable businesses.

Our inaugural Social Impact Prize was awarded to innovative business
plans/ startups/ early-stage ventures that address pertinent social
challenges.

We continued to focus employees' volunteering efforts on key areas of
elderly, education and environment.

Read more about “Social entrepreneurship” and “Employee
volunteerism” in the Sustainability Report.

Through the enhancement of our resources, value is created.
We distribute this value to our stakeholders in several ways.

Read more on page 70.

(1) Scale: 1=worst and 5 = best. Source: Based on Customer Satisfaction Survey conducted by Scorpio Partnership, Ipsos and Qualtrics for Wealth Management, Ipsos
and Qualtrics for Consumer Banking, Aon Hewitt for SME banking and Greenwich Associates for large corporates market penetration ranking

(2)  Adigital customer has either (within the past 12 months); (i) made a product purchase or segment upgrade via a digital channel; (ii) done more than 50% of financial
transactions via digital channels; or (iii) done more than 50% of non-financial transactions via digital channels

(3) This relates to technology spend on specific IT initiatives and enhancements, depreciation and new licence costs

How we develop and use our resources 69



Pursuing the greater good

How we distribute

value created
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46%

Shareholders

Dividends paid to ordinary
and preference shareholders
and holders of perpetual
capital securities

46%

2019

29% 10%

Retained earnings Employees

business growth

SGD 8.56 bn

Distributable
financial value

to employees through
variable cash bonus and
long-term incentives

29%

10%

15%

Society
Retained for Discretionary bonus paid Contributions to society

through direct and indirect taxes,
and community investments
including donations, in-kind
contributions and associated
management costs

We distribute value to our stakeholders in several ways. Some manifest themselves
in financial value while others bring about intangible benefits.

We define distributable financial value

as net profit before discretionary bonus,
taxes (direct and indirect) and community
investments. In 2019, the distributable
financial value amounted to SGD 8.56 billion
(2018: SGD 7.52 billion).

In addition, we distribute non-financial value
to our stakeholders in the following ways.
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Customers

Delivering suitable products in an innovative,
easily accessible and responsible way.

Read more about this on pages 38 to 43.

Employees

Training, enhanced learning experiences
as well as health and other benefits for our
employees.

Read more about “Talent management and
retention” in the Sustainability Report.

Society

Supporting social enterprises, promoting
financial inclusion, investing in and
implementing environmentally-friendly
practices.

Read more about “Social entrepreneurship”
in the Sustainability Report.

Regulators

Active engagement with local and global
regulators and policy makers on reforms
and new initiatives that help to maintain the
integrity of the banking industry.

Read more about this on page 74.

Material
matters

Identify

We identify matters that may
impact the execution of our
strategy. This is a group-wide
effort taking into account input
from all business and support
units, and incorporating
feedback from stakeholders.

Read more about our stakeholder
engagement on pages 74 to 75.

Integrate

Those matters that are material
to value creation are integrated
into our balanced scorecard,
which is used to set objectives,
drive behaviours, measure
performance and determine the
remuneration of our people.

Read more about our balanced
scorecard on page 26.

Material matters have the mostimpact on our ability
to create long-termvalue. These matters influence how
the Board and senior management steer the bank.

We review material matters annually for relevance and prioritisation.

This year, we elevated the materiality for “Climate change”, “Responsible financing”,
“Preventing financial crime”, “Talent management and retention”, “Data governance”
and “Cyber security”. The elevation reflected increased attention from stakeholders,
as well as our expanded efforts to create value in these same matters.

Read more about material ESG matters in the Sustainability Report.

Materiality matrix

Importance to stakeholders

Importance in DBS’ value creation

Material matters 71





