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bir faaliyet raporunuz
olmali?

Bir iletisim araci olarak

faaliyet raporu
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Faaliyet
raporu
sirketinizin
kartvizitidir.
Sirketinizi tim
faaliyet alanlanyla,
kurumsal yapiniz, is
modelinizi ve yonetim

yaklagiminizi en
dogru ve kamitlarla
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[yi hazirlanmis bir faaliyet
raporu kurum itibariniza
katk: saglar.

Nasil bir insan i¢in
giyim-kusam son
derece 6nemliyse ve
iyi gérunmek icin iyi
glyinmek zorundaysak,
iyi hazirlanmis, hem
icerik hem de grafik
tasarim olarak iyi
tasarlanmis bir faaliyet
raporu sirketlerin de
daha itibarli gérunmeli
katk: sunar.
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Faaliyet raporu,
en prestijli
kurumsal

iletisim aracidir.

Bir faaliyet raporu,
sadece bir faaliyet
raporu degdildir. Temsil
ettigi kurumun tim
paydaslar ile kurdugu
acik iletisimin en itibarh
ve inandiric1 aracidir
ayni zamanda.
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bir faaliyet raporunuz
olmali?

Faaliyet raporunuzun basarisini etkileyecek
10 faktor
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Nasail bir taaliyet raporunuz olmali?

I

[cerik tasarimi ve
akisi iyi olmali

Raporunuz eger, vermek istediginiz
ana mesaja uygun bir akisa

sahip degilse bir cok sey okurun
gdziinden kacacaktir. Iyi cekilmis
ama kot kurgulanmas bir iilm gibi,
okumasi da zor olacaktir.

CITiipras
FAALIYET RAPORU 2016
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Nasail bir taaliyet raporunuz olmali?

2

[lk sayfalar cok iyi
degerlendirilmeli.

Ko HoLpjyg
AANUAL RepoRy 757

[lk sayfalar cok degerli. Onlari

iyi degerlendirmek, sirketiniz

ve yil hakkinda kisa bir ézeti bu
saytalara dogru ve cekici bir sekilde
yerlestirmek, raporunuzun basarisini
etkileyecektir.

b
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Nasail bir taaliyet raporunuz olmali?

3

Basit ve
Ozl olmali.

Rapor, laf1 uzatmadan soylemeli.
Uzun ve sike1 metinler yerine kisa ve
carpici metinler kullanilmali. Sirketin
nereden gelip nereye gittigini, bu
yolculugundaki temel is ve yonetim
stratejilerini, bulundugu pazar

ve pazardaki konumunu, buytume
potansiyelini ve nakit akisini basit ve
ozlt bir sekilde yansitmali.

Ozak GYO
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Nasail bir taaliyet raporunuz olmali?

4

Dengeli bir
anlatima
sahip olmall.

Durust ve acik bir sekilde, sirketin
basarilar, iyi yonleri ve yil icinde
karsilastigi zorluklar ortaya konulmali.
Ortada bir basarisizlik varsa tista
ortilmemeli. Acikea, nedenleri
anlatilmali. Okuru, kendimizden daha
fazla dnemsemeliyiz. Suna emin olun,
samimi misiniz dedil misiniz hemen
anlagilir.
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Nasail bir taaliyet raporunuz olmali?

>

Ambalaji cekici
olmall.

Nasil bir sipermarket rafinda,
ambalajini begenmedigimiz bir Grtnu
almiyorsak, elimiz ona gitmiyorsa,
raporumuzun kapadi ya da kutusu
yeterince cekici ve guizel olmazsa
kimse yuzune bile bakmayacaktir.
Onca emek harcayarak ortaya
cikardiginiz faaliyet raporunuz,
uzaktan sessizce gecen bir gemi gibi,
kimse farkina varmadan depoda
miyadini dolduracaktir.

FINAR
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2016 FAALIYET RAPORU

e TR

44 YILLIK DENEYIM
36 DLKE
100 MILYON MOSTERI

sigortacisi
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Nasail bir taaliyet raporunuz olmali?

0

Grahk tasarimai

iyi ve dogru olmali. I e—

Entegre jfetjsjm
h"zmé"ffef‘fm'n

TURKCEL|
[yi ve dogru tasarlanmis bir faaliyet ‘
raporunun okunurlugu yuksek k
olacaktir. Raporda kullanilan bashk ‘ o A5G abones
duizeni, spotlar, fotograflarin yeri ve s
buyukligu, ana mesajlarin acik ve u
Mabi| - TORKjyg

anlasilir sekilde takip ediliyor olmas:
son derece dnemlidir.
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Nasail bir taaliyet raporunuz olmali?

/

Bir hikayesi olmali.

Hikayeler her zaman akilda kalir.
Hikayeler her zaman calisir.

Eger yillik raporunuza herkesi
ilgilendirebilecek bir hikaye
ekleyebilirseniz, onu sirketinizin
tim unsurlarinin sahiplenecegi

bir yillik etkinlige dontstirmeyi
basarabilirsiniz. Bir de bu hikayeyi
raporun ana mesajina dogru entegre
edebilirseniz, emin olun, okunurluk
katsayisini epeyce artirisiniz.

FINAR

PASHA
Bank

N
“\_THREE COUNTRIES, ONE Focus/
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Nasail bir taaliyet raporunuz olmali?

3

Raporunuz yaratici
ve cesur olmali.

Raporun ana mesajini acik,

yalin, kanitlarla desteklenmis,
yaraticl ve cesur bir sekilde ortaya
koyabilirseniz okurun dikkatini
cekebilirsiniz. Raporun entelektiiel
inandiriciligini artirmanin yani sira
bu inanci pekistirecek mesajlar

da en etkili ve cesur sekilde okurla
bulusturmak durumundasiniz.

FINAR
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Nasail bir faaliyet raporunuz olmali?

J

Online cihazlarla
entegre olmali

$+Garanti | Emeklilik

BOVAGnbu 10t Fsver assom

Gunumuz bilgi ve iletisim cadn.
Yayinlandiginda bile eski bilgilere
sahip bir dokumani mutlaka
online erisime acik tutmalisiniz.
Mumbkinse Paydaslariniza, mobil
cihazlardan ve bilgisayarlardan
etkilesimli bir okuma deneyimi
sunmalisiniz.
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Nasail bir taaliyet raporunuz olmali?

1O

Dagitimi ve tanitimi
iyi yapilmali

Onca emek vererek orataya
cikardiginmiz faaliyet raporunuzu
dogru ellere gondermedikce,
dogru kisiler taralindan
gorulmesini saglamadikea
etkisini gbremezsiniz.
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Neler oluyor?
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FTSE - NYSE - BIST neler oluyor?

Bat1 cephesinde dedisen bir sey yok

Bankof America %%

LLOYDS
BANKING L
GROUP

..¢Ok wUzun zaman Once, W
" wzak - olmayan . bir  yexde,
* Tdrkiye'de . bir  banka kuruldua.

Adint halktan alan’ bu banks,
halka destek - olarak  stxex\
bidyddi. Bugiin  dunyanwnm  eq
bdyidk bankalari arasinda yenm
alan Halkbank, hayatta Yep
mutiu sahneler olsun dwnye
binlerce’ kahraman ‘' calwsanwy\a
gelecege dogru vol ' alwox.

HELPING

BRITAIN
PROSPER

Lloyds Banking Group
Annual Report and Accounts

2016

M/ HALKBANK

2016 FAALIYET RAPORU

Bank of America Corporation 2016 Annual Report
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FINAR

Reporting

Just as we operate in an integrated way, we aim to report in an
integrated way. We have taken further steps towards this goal
this year. As well as reporting our financial results, we also
report on our approach to operating responsibly and take
into account relevant economic, political, social, regulatory
and environmental factors.

osper Plan
ansibly

p results
| summary
Divis ts

Otherfinancial infermation

Governance

Letter from the Chairman

Board of Directors

Group Executive Committee

Corporate governance report

Directors' report

Directors’ remuneration report

Risk management

The Group's approach ta risk

Emerging risks

Capital stress testing

How risk is managed

Risk governance

Full analysis of risk drivers

Financial statements

Independent auditors' report

Consolidated financial statements

Parent company financial statements

The 2014 Annual Report and Accounts incorporates the strategic report and
the consolidated financial statements, both of which have been spproved by

Other information the Board of Directors.

Shareholder information

Forward locking statements

Abbreviations

PN el

Alternative performance measures

On behalf of the Board
Glossary B 1

Subsidiaries and related undertakings Chairman

Lloyds Banking Group
21 February 2017

This Annuzl Report znd Accounts contains forward looking statements with respect to certsin of the Group's plans and its current goals and
expectations relating to its future financial condition, performance, results, strategic initiatives and objectives. For further details, reference
should be made to the forward locking statements on page 288,

Please turn over

Lleyds Banking Groeup Annual Report and Accounts 2016

ABOUT Us

We are the leading provider of financial services to individual
and business customers in the UK.

Our main business activities are retail and commercial banking,
general insurance, and long-term savings, protection and investment.
We provide our services under a number of well recognised brands
including Lloyds Bank, Halifax, Bank of Scotland and Scottish Widows
and through a range of distribution channels including the largest
branch network and digital bank in the UK.

We are creating a simpler, more
responsive, customer focused business.

Doing the right thing for our customers
by meeting their financial needs, helping
them succeed, improving our service
proposition and creating value for them,
is key to the long-term sustainable
success of our business.

OUR PURPOSE

Helping Britain prosper

@ Read more on page 18

OUR STRATEGIC PRIORITIES

> Creating the best customer experience

OUR AIM

To become the best bank for customers
whilst delivering superior and sustainable
returns for shareholders

’ Becoming simpler and more efficient

> Delivering sustainable growth

OUR BUSINESS MODEL Supported by our colleagues

Simple, low risk, UK focused,
retail and commercial bank

@ Read more on page 12

» Building the best team

@ Read more on page 14
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Strategic report

Our competitive strengths

Our strengths and capabilities provide significant
advantage and differentiation, driving value creation

UK focus

Operating primarily in the UK means we are focused
on a single developed market that we truly understand
while avoiding the complexities and costs of multi-
jurisdictional operations.

Simple, low cost
operating model

Our simpler operating model and focus on operational
efficiency provides a cost advantage which benefits
both customers and shareholders.

BEST BANK FOR
CUSTOMERS

Operating responsibly
A sustainable and responsible approach to doing business
is integral to everything we do.

Multi-channel approach

Operating in an integrated way through a range

of distribution channels, including the largest branch
network and digital bank in the UK, ensures our customers
can interact with us when and how they want.

HELPING
BRITAIN PROSPER

Financial strength

Our balance sheet and funding position have both been
transformed in recent years and they are now amongst
the strongest in the banking sector worldwide.

Low risk business

Being a low risk bank is fundamental to our business model.
Our low risk appetite is reflected through the low level of
non-performing loans and non-core assets and our credit
default swap spread, which is amongst the best in the banking
sector worldwide.

COMPETIT]
CQRENGTHE

ﬂ
M eranp e

0 ©
SKILLED P

Multi-brand proposition

Offering our services through a number of recognised
brands enables us to address the needs of different customer
segments more effectively.

Skilled and
engaged people

Our colleagues provide real advantage. We invest in skills
and training while ensuring alignment to our customer
focused strategy and commitment to build the best team.

@ Read more on page 12

Group highlights

ANOTHER YEAR
OF GOOD PROGRESS

Underlying profit of

£79bn

Strong capital generation

c.190 bps

pre dividend

Annual Report and Accounts 2016

Strong balance sheet position with pro forma
CET1 ratio (post dividend) of

13.8%

Statutory profit before tax more than doubled to

£4.2bn

Progressive and sustainable ordinary dividend

2.55p pershare

with an additional special dividend of
0.5p per share

Acquisition of

MBNA

credit card business, announced in December

@ Read mare on pages 33 to 36

or visit www.lloydsbankinggroup.com

Raporlama | Markalama | Dijital | Yatinmoci iletisimi

Cost:income ratio of

48.7%

Our market leading cost:income ratio reduced
further, reflecting our operational efficiency

Asset quality ratio of

1S bps

Asset quality remains strong with no
deterioration in the underlying portfolio
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Strategic report
Divisional highlights
We operate across four business areas

to execute our strategy and drive value
for all our stakeholders

Read more on pages 40 to 47
or visit www.lleydsbankinggroup.com

RETAIL

Our Retail division is a leading provider of current accounts,
savings and mortgages to personal and small business
custemers in the UK.

UNDERLYING PROFIT

£3,003m (0%
24% £11.7bn

market share of current  of lending to
account switchers first-time buyers

Active online users

201 I
2015
204

Business start-ups supported

201 I
2015
2014

1 Proportion o Group underlying profit excluding run-off and central tarms

04

COMMERCIAL BANKING

Our Commercial Banking division has a rich heritage of
supporting UK businesses from SMEs to large corporates
and financial institutions.

UNDERLYING PROFIT

£2.468m .

3% 17%

growth in SME share of mid-market
lending banking
relationships

Return on risk-weighted assets

201 I
205
2014

Funding for UK manufacturers

201 I
2015
2014

Lloyds Banking Group

CONSUMER FINANCE

Annual Report and Accounts 2016

INSURANCE

Our Consumer Finance division provides motor
finance solutions, consumer loans and credit cards
to consumer and commercial customers.

UNDERLYING PROFIT

£1.283m .

15% 9%

growth in UK
consumer finance
assets

share of credit
card balances

Motor finance UK balances

201 I
205
2014

Credit card balance growth

201 I
2015
04

1 Proportion of Group underlying profit sxcluding run-off and central framms
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Our Insurance division provides customers with
long-term savings, investment and protection
products and general insurance.

UNDERLYING PROFIT

£837m
é6m 14%

life, pensions and share of the home
investments customers  insurance market

Corporate pension, planning
and retirement funds
201 I

2015
2014

Annualised payments to annuity
customers in retirement
201; I

2015
2014
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Strategic report

Group Chief Executive's review

'We have delivered strong financial performance in 2016 as we
continue to make good progress against our strategic priorities.
Underlying profit was £7.2 billion and statutory profit has more than
doubled to £4.2 billion. We continue to improve our customers”
experience, simplifying the business whilst growing in targeted
areas and in December announced the acquisition of MBNA's prime
UK credit card business. Strong capital generation, which is a
consequence of our business model, has enabled us to fully cover
the expected capital impact of the MBNA acquisition, increase our
ordinary dividend by 13 per cent and pay a special dividend. As

a simple, low risk, UK focused bank we are committed and well
positioned to help Britain prosper and become the best bank for
customers and shareholders.

Operating environment

Given our UK focus, our performance is inextricably linked to the
health of the UK economy which has been more resilient than the
market expected post referendum, with GDP growth of 2 per cent
in 2016. The UK's decision to leave the European Union means the
exact nature of our relationship with Europe going forward remains
unclear and the economic outlook is uncertain. However, the
recovery in recent years with low unemployment, reduced levels

of household and corporate indebtedness and increased house
prices means the UK is well positioned.

The regulatory environment also continues to evolve and there are
anumber of areas on which we await further clarity but, given the
strength of our balance sheet and the capital generative nature of
our business medel, we are well placed to meet these regulatory
requirements and the economic uncertainty. Following the
de-risking of the balance sheet in recent years our PRA Buffer has
been reduced but, in light of expected future regulatory capital
developments, the Group will continue to target a CET1 ratio of
around 13 per cent.

Financial performance

The Group has delivered strong financial performance in the year.
Underlying profit was £7.9 billion with an underlying return on
required equity of 13.2 per cent (return on tangible equity of

14.1 per cent). Income was slightly lower which was more than offset
by lower operating costs, resulting in an improved costincome
ratio of 48.7 per cent. Impairment increased, primarily due to lower
releases and write-backs, but asset quality remains strong with no
signs of deterioration in the portfolio. The difference between
underlying profit and statutory profit reduced significantly in 2016,
as statutory profit before tax more than doubled to £4.2 billion,
largely due to lower PPl provisions, and this enabled the Group to
generate approximately 190 basis points of CET1 capital during
the year.

08

We have delivered strong
financial performance in 2016

as we continue to make good
progress against our strategic
priorities. We are well positioned
for future success.

Anténio Horta-Osério
Group Chief Executive

QOur balance sheet remains strong with a pro forma CET1 ratio of
13.8 per cent, a total capital ratio of 21.4 per cent and a pro forma
leverage ratio of 5.0 per cent. In line with our progressive and
sustainable ordinary dividend policy, the Board has recommended
a final ordinary dividend of 1.7 pence per share, taking the total
ordinary dividend for the year to 2.55 pence per share, an increase
of 13 per cent on 2015. The Group has held back ¢.80 basis points of
CET1 capital to cover the estimated capital impact of the MBNA
acquisition; however, given our strong capital generation in the year,
the Board has also recommended a special dividend of 0.5 pence
per share.

Strategic progress

‘We have continued to make good progress on our strategic
priorities in 2016.

Creating the best customer experience

'We are committed to meeting our customers’ evolving needs and
preferences through our multi-brand and multi-channel approach.
'We operate the UK's largest branch network and the largest digital
bank with over 12.5 million active online users. We have more than
8 million mobile banking users and for the second consecutive year,
the Lloyds Bank app has been rated the best banking app of all the
UK major banks for functionality.

Customer migration to digital channels continues at pace with more
than 60 per cent of our simple customer needs now met online and
digital is now the number one channel for new loans and credit
cards. We continue to invest in our custormner propositions to
improve processes and the way our custorners interact with us.

In Commercial Banking we have continued to improve the online
banking platform and in Retail Business Banking we are now able
to open new customer accounts in 5-6 days, down from 21 days
previously, with a best-in-class automated digital ID and verification
process. In Consumer Finance, Black Horse has reduced processing
times for new loans, while increasing security and protection for
customers. In Insurance we have introduced online tools which will
allow customers to consolidate their workplace pension assets and
employers to process employee monthly pension contributions on
the same day, down from 22 days in 2014.

This progress has been reflected in further reductions in the level of
customer complaints and cur net promoter score, which continued
to improve in 2016 and is now nearly 50 per cent higher than at

the end of 2011. Our latest ‘Building the Best Team’ survey results
show that colleague engagement is at an all-time high and in line
with top performing UK corporates. Our strong performance in

2016 reflects the hard work undertaken by colleagues across the
Group and | would like to thank everyone for their significant efforts
and commitment.

Uoyds Banking Group

Becoming simpler and more efficient

Qur cost leadership is a significant source of competitive advantage
and cost management remains a strategic priority. In response to
the lower rate environment we have accelerated the delivery of
our cost initiatives, and announced at the half year an increase to
the Simplification run-rate savings target and a reduction in our
non-branch property portfolio. We remain on track to deliver both,
having already achieved £0.9 billion of the increased £1.4 billion
Simplification run-rate target. As a result of the continued focus

on costs, our market-leading cost:income ratio has improved and
we continue to target further reductions.

Delivering sustainable growth

The Group aims to deliver sustainable growth in line with its low
risk business model. We have continued to make good progress

in growing market share in areas where we are underrepresented,
and have grown lending to SME and Mid Markets clients by around
£2 billion in the year. In Consumer Finance we have continued to
grow our motor finance and credit card portfolios organically and
the agreement to acquire MBNA's prime UK credit card business
will give us the opportunity to create a best-in-class credit card
operation. In Insurance, we will continue to invest in developing
the brand and the business, including our financial planning and
retirement capabilities, and have also completed four bulk annuity
deals. In addition, we are committed to supporting first-time home
buyers and remain the largest lender to this customer group.

Helping Britain prosper

We remain committed to supporting the people, businesses and
communities in the UK through our Helping Britain Prosper Plan.
Notably, we have provided £1.2 billion of new funding to
manufacturing businesses, supported 121,000 start-ups and helped
10,000 clients to start exparting in 2016. Our economic contribution
to Britain extends beyond the products and services we offer and
the funding we provide to our customers and clients. Since we
launched our Apprenticeship Scheme we have created more than
4,000 roles, including 1,000 in 2016 and we have committed to
creating 8,000 by 2020. We have also exceeded our target to create
20,000 digital champions, a year earlier than expected. Furthermore,
we are the highest payer of UK tax in the most recent PwC Total Tax
Contribution Survey for the 100 Group, having paid £1.8 billion in
2015. Our tax payment in 2016 was £2.3 billion.

The combination of the progress we have made towards our
strategic priorities and our strong financial performance has
enabled the UK government to further reduce its stake in the Group
to less than 5 per cent, at a profit, returning over £18.5 billion to the
UK taxpayer since 2009,

Outlook

Our financial targets reflect our confidence in the future prospects
of the Group. In 2017 we expect the net interest margin to be
greater than 2.70 per cent and the asset quality ratio to increase

to around 25 basis points (before MBNA). We continue to targeta
costincome ratio of around 45 per cent exiting 2019, with reductions
every year. We now expect a return on required equity of between
12.0 and 13.5 per cent and a return on tangible equity of between
13.5 and 15.0 per cent in 2019. Going forward, the Group expects
to generate between 170 and 200 basis points of CET1 capital

per annum, pre dividend

Summary

Following the simplification and transformation of our business

in recent years, the Group is now focused on delivering the best
customer experience and on continuing to develop our digital
capabilities. Our cost leadership and lower risk positioning provide
competitive advantage which enables us to deliver superior returns
to shareholders. We continue to believe that our simple, low risk
business model is the right one, and our strategic progress and
strong financial performance position us well for future success.

Mw’:—w Ihh Dl‘f:-“

Anténio Horta-Osdrio
Group Chief Executive
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KEY EVENTS IN THE YEAR

There have been a number of notable events and
achievements for the Group in 2016, both within the Group
and more widely across the UK. Read our timeline for some

key events of the past 12 months.

JANUARY
Ambassador

programme launch

Our senior leaders represent
the Group, build strategic
relationships and promote
our ambition to halp

Britain prosper across

the regions

MAY

Help to Grow scheme

We ware the firstbank

to take part in a scheme
designed to boost lending
to fast growing businesses,
committing £30 million

of growth loans

FEBRUARY

Full year 2015 results

Total ordinary dividend
declared for 2015 of 2.25 pence
per ordinary share aswell as a
special dividend of 0.5 pence
per share

APRIL

Top 50 employer

The Group was named in
The Times 2016 Top 50
Employers for Women for
tha fifth consecutive year

JuLy

Euromoney awards

We won Best Bank in the
UK for the fourth year
running and World's Best
Bank for Adapting to the
Regulatory Environment
Cost guidance updated
in half year results
announcement
Run-rate savings target
increased from £1 billion
to £14 billion per annum

JUNE

EU referendum
The UK voted to leave
the European Union

SEPTEMBER

Commitment to

helping Britain prosper
We announced our aim
to provide over £60 billion
of lending in the next

12 months

AUGUST

Intarest rate cut

The Bank of England's
Meonetary Palicy
Committee cut UK
interest rates to a

record low of 0.25 per cent

DECEMBER
MBNA acquisition

The Group announced
itis to buy the credit card
business, MBNA, from
Bank of America, subject
to competition and
regulatory approval

OCTOBER

Top 10 employer

The Group was named
as one of the UK’s

Top 10 Employers
forWorking Families
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Strategic report

Our business model

As a UK focused bank we are well placed to
help Britain prosper, delivering for customers,
shareholders and wider society. Our
differentiated business model gives us
competitive advantage, enabling us to
continue to deliver for our customers

COMPETITIVE
STRENGTHs

in a challenging environment

EXTERNAL
ENVIRONMENT

EXTERNAL ENVIRONMENT

Our business model is influenced by external
factors which continue to evolve.

'We are adapting to changing customer
behaviour such as the increased adoption
of digital products.

Our focus on the UK means our future is
inextricably linked to the UK economic and
political environment, so we need to be
agile to adapt to the uncertainty following
the vote to leave the European Union

The level of regulation remains high,
although we are now seeing more clarity
around competition, conduct, capital and
ring-fencing and resclution.

In a very competitive market, we continue
to differentiate ourselves (see panel below
for more information).

As a bank that supports millions of people,
businesses and communities, we believe we
are in a unique position to help tackle some
of the biggest social and economic issues
facing the UK today.

BUSINESS AREAS

Our business areas are structured according
to the products and services we provide to
best serve our customers' financial needs.

‘We currently have four business areas:
Retail

Insurance

Consumer Finance

Commercial Banking
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PRODUCTS

Qur product range is driven by the needs of
our retail and commercial customers and
informed through comprehensive customer
analysis and insight.

Lending

mortgages, credit cards, personal

and business loans

Deposit taking

current accounts, savings accounts
Insurance

home insurance, motor insurance, protection

Investment
pensions and investment products

Commercial financing

term lending, debt capital markets,
private equity

Risk management

interest rate hedging, currency, liquidity

STRATEGIC
PRIORITIES

STRATEGIC PRIORITIES

We are adapting to the changes brought about
by technology, changing customer behaviour
and regulation in a competitive market
environment. To achieve this, we are focusing
on three strategic priorities whilst building the
best team

Creating the best customer experience

Becoming simpler and more efficie

Delivering sustainable growth

Supported by our colleagues

Building the best team

@@ Read more on pages 14 to 15 0r
wvisit www.lloydsbankinggroup.com

CREATING VALUE

CREATING VALUE

Qutcomes for our stakeholders:

Best bank for customers

Doing the right thing for our customers by meeting their financial needs, helping them
succeed, improving our service proposition and creating value for them, is fundamental
to our business model and the long-term sustainability of the business.

Superior and sustainable returns

The successful delivery of our business model and strategy should enable delivery
of superior and sustainable returns for our shareholders.

Helping Britain Prosper Plan

QOur response to some of the social and economic issues facing the UK is our

Helping Britain Prosper Plan which sets out clear targets to address issues where

we can make a measurable and meaningful contribution. These include the shortage
of affordable homes; supporting small businesses and the UK's manufacturing base;
helping people and organisations acquire the digital skills and capabilities they need;
and tackling disadvantage in local communities

OUR COMPETITIVE STRENGTHS
UK focus

Low risk business

Multi-brand proposition

Skilled and engaged people

Operating primarily in the UK means we are focused on a single
developed market that we truly understand while avoiding the
complexities and costs of multi-jurisdictional operations.

Simple, low cost operating model

Our simpler operating model and focus on operational efficiency
provides a cost advantage which benefits both customers and
shareholders.

FINAR

Being a low risk bank is fundamental to our business model.

Our low risk appetite is reflected through the low level of non-
performing loans and non-core assets and our credit default swap
spread, which is amengst the best in the banking sector worldwide.

Financial strength

Our balance sheet and funding position have both been
transformed in recent years and they are now amongst the
strongest in the banking sector worldwide.

Offering our services through a number of recognised brands
enables us to address the needs of different customers segments
more effectively.

Multi-channel approach

Operating in an integrated way through a range of distribution
channels, including the largest branch network digital bank

in the UK, ensures our customers can interact with us when and
how they want.

Raporlama

Our colleagues provide real advantage. We invest in skills and
training while ensuring alignment to our customer focused
strategy and commitment to build the best team.

Operating responsibly
A sustainable and responsible approach to doing business
is integral to everything we do.
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FINAR

Strategic report

Our strategic priorities

In order to help Britain prosper and to achieve our aim of
becoming the best bank for customers, we are focusing
on three strategic priorities. These are supported by our

commitment to building the best team

AREAS OF FOCUS

. W i h A

CREATING THE BEST
ENCE

npler,
while

Progress in 2016

21%

digital market

21 days

5-6 days

to open a business
share account, down from

BECOMING SIMPLER
AND MORE EFFICIENT

— Creating operational capability which is simpler and
more efficient through further system enhancement
and integration

— Becoming more responsive to changing customer
expectations while maintaining our cost leadership
amongst UK high street banks

Progress in 2016

48.7%

continued reduction
in costiincome ratio

£0.9bn

Simplification run-rate
savings on track

>60%

of simple customer
needs met via online
and mobile

62.7 Pts

customer sati
is increasing, up
3.4 points in the year

ction

- Largest UK digital bank and enhanced digital offering
- 12.5 million active online users including 8 million mobile users
with more than 2 billion logons in 2016
- Increasing market share
- Number 1 rated UK banking app for functionality
- Faster and easier banking
- Introduction of 'selfie’ verification for account applications
- Video meetings and live webchat support for mertgage
and remortgage applicants
- Instant mortgage lending decisions through our online
Agreement in Principle
—Further investment in UK's largest branch network
- Branches reformatted to reflect changing customer needs
with the number of mobile banking vans increased
—Net promoter score of 2.7 points, an increase of nearly
50 per cent since the end of 2011
—Total customer complaints have been on a downward
trend since 2012

c.50%

reduction in time
taken to open a
savings account

55%

of approved mortgage
applications to offer in
less than 14 days

—Cost leadership with continued reductions in costiincome ratio
to 487 percent
— Actively responding to lower interest rates through accelerated
cost delivery and targeting further efficiency savings
—On track to deliver £1.4 billion of Simplification run-rate savings:
£09 billion achieved to date
—Transforming our key customer journeys, making it simpler, faster
and more convenient to meet our customers' financial needs
- Time taken to open savings account in branch down from
45 minutes to 15-30 minutes
- 55 per cent of approved mortgage applications proceed
to offer in less than 14 calendar days, up from 37 per cent
- Introduced a flexible online home insurance offering with new
functionality and mare choice for customers
- Launched a new digital service for employers, significantly
reducing processing times for monthly corporate pension
scheme management
- Simplification of SME on-boarding process from 15 paper
application forms to 1 digital form

Lloyds Banking Group

DELIVERING
SUSTAINABLE GROWTH

Progress in 2016

3%

SME lending growth,
ahead of the market

£2.8bn

Consumer Finance UK
customer asset growth

Annual Report and Accounts 2016

SUPPORTED BY

BUILDING THE
BEST TEAM

Progress in 2016

/1pts

employee
engagement at an
all-time high

32.4%

of senior roles
held by women

121,000 75,000

new business start-ups  first-time buyers
supported supported

—Growth intargeted areas
- SME lending growth of 3 per cent, ahead of the market
- Consumer Finance UK customer asset growth of £2.8 billion
- Black Horse motor finance growth of 20 per cent
- Completion of four bulk annuity transactions, taking external
deal size to more than £1.85 billion since our entry into the
market in 2015
- Announced the acquisition of MBNA, a prime UK credit card
business, in line with strategic goal to grow in consumer finance
—Maintain market leadership in key retail business lines
- Market leadership retained in current accounts and deposits
- Focus on protecting margin in current competitive low growth
mortgage market. £39 billion of gross new mortgage lending
in 2016 and remain largest lender to first-time buyers

Raporlama

No.1

private sector
employer for
LGBT people

6 days

formal training
per colleague on
average per year

—Employee engagement at 71 peints, equalling our
highest ever score

—Line Manager Index at 85 points, our highest score ever

— Our Line Manager Academy, launched in 2015, won the
‘Most effective cultural transformation initiative’ award
at the London Institute of Banking & Finance's Financial
Innovation Awards 2016

— Average of é days formal training per colleague per year

— 324 per cent of senior roles now held by women

—Number 1 private sector employer in the Stonewall Top 100

— Launch of Families Matter, a network for parents and carers

—40,000 colleagues on boarded to HIVE, a new collaboration
platform; 59 per cent are active users against industry
benchmarks of 20-24 per cent

- Provided new opportunities for colleagues to become
shareholders; over 80 per cent now have an ownership interest

SoUBLIBAOD) synsal [zRueuly

wawsbBeusw ysiy

SJUSWSIE]S [BIDUEUIY

UcIEULICI JBYIO

Markalama | Dijital | Yatinnmei iletisimi



Contents A letter from Chairman
and CEO Brian Moynihan

2-5

Working together to
reinvent the future of work
6-7

Delivering for a global
networking giant
8-9

Bonds for a
better planet
9

Focusing on client goals
10

Redefining the client
experience
10-1

How a bank and Yoobi
make school more fun
12-13

From dollars to yuan:
Helping clients manage
global payments

13

Growing within
our Risk Framework
14

A Q&A with Lead
Independent Director
Jack Bovender

15

Financial Highlights
16

Our purpo
financial liv
the power o e o

T e s e
P L M T
S AT REER BRR

- = S

-k _~n
i} 2
P
7 B e
i P
: R
y | _ N 'j
g ERES S
e gm0
-.--i"ﬁ~ .
Lok

11 -

Raporlama Markalama‘ Dijital ‘ Yatinimc iletisimi




A Letter from Chairman and
CEQO Brian Moynihan

Our strategy of responsible growth delivered in 2016, as we earned
nearly $18 billion, up 13 percent from a year ago. To put this into
perspective, this was the second-most profitable year in our company’s
history, exceeded only by the $21 billion we earned in 2006, prior to

the economic and financial crisis.

Our strong performance allowed us to return
$6.6 billion in capital to shareholders through a

higher dividend, and by repurchasing common shares.

The latter helped offset significant shareholder
dilution that occurred during the financial crisis,
which | discuss in more detail below. These results
reflect years of work to simplify the company, rebuild
and strengthen the balance sheet, and focus on
serving our core customers.

In a dynamic operating environment characterized
by unexpected events around the world, we saw the
benefits of remaining nimble, adapting to change

in the near term, while adhering to our long-term
strategy to support our customers and clients and
deliver for our shareholders.

Through our responsible growth strategy, we

grew revenue, reduced expenses, managed risks
and continued to invest in our workforce and our
capabilities. We also made steady progress relative
to our long-term financial goals (return on tangible
common equity of 12 percent and a return on assets
of 1 percent). Our return on tangible common equity
increased to 9.5 percent, while our return on assets
improved to 0.82 percent. The efficiency ratio
improved from 70 percent to 66 percent. Tangible
book value per share, which measures the value we
are creating for you, increased 9 percent in 2016

to $16.95. In 2017, we will continue to drive this
company further toward our goals.

We drove these results in part through operational
excellence, working hard to manage expenses and
reinvest in our capabilities. We reduced expenses
by 53 billion last year, and while we have more work
to do, expenses are down $22 billion, or nearly

30 percent, from their peak of $77 billion in 2011.

It’s important to note that we did this while growing
the business. This created the operating leverage we
need to invest for the future. We also accomplished
this in a slow-growth U.S. and global economy.
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However, as U.S. interest rates begin to rise, | am
encouraged by what this signifies: an improving

U.S. economy marked by low unemployment and
increasing consumer and business confidence. It's
our job to nurture this growth and help drive the real
economy in the U.S. and around the world.

Committed to Capital Returns

| want to focus on what our results mean for long-
term shareholder value, but a little background

is necessary. In 2006, we earned the most in our
history (521 billion). We had 4.6 billion shares
outstanding, meaning our diluted earnings per
share was $4.58. We also paid a common stock
dividend of $2.12 per share, or 46 percent of our
earnings. Now, compare this to our 2016 results:
earnings were 518 billion, but because we had
more than twice as many shares outstanding, our
EPS was $1.50 per diluted share, and our common
stock dividend was $0.25 per share, or 17 percent
of earnings.

The biggest difference between the two periods

is the increase in common shares and a reduction
in the dividend. Both were necessary to stabilize
the company after the worst economic crisis since
the Great Depression, and now that our company
is stronger, we are focused on reducing the dilution
and increasing the dividend.

Our shares outstanding, on a fully diluted basis,
peaked at 11.6 billion. We issued more than

7 billion common shares during the crisis. We
funded acquisitions, strengthened our balance
sheet to meet higher capital requirements, and
repaid the government’s TARP investment within
13 months. We are working the share count down;
at year end, we were at 11 billion shares. The
market value of our company remains strong. As
| write this letter, our market capitalization on a
fully diluted basis is at an all-time high of more
than $280 billion.

Chairman and CEO Brian Moynihan
(Charlotte, N.C.)

3
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We are also focused on increasing the dividend. Last June, we
increased the quarterly common stock dividend by 50 percent,
made possible by all the work we've done to simplify the company,
strengthen the balance sheet and rebuild capital.

What are the lessons we learned from this?

First, we must grow organically. Acquisitions are not part of our
strategy so we don't have to issue shares.

Second, our businesses generate more than sufficient capital to
fund their growth. We have shed non-core businesses and we
have everything we need to serve our clients, so we can focus on
building stronger relationships with them and optimizing returns.

Third, we need to continue to reduce the number of shares
outstanding. This is essential if we want our stock price to exceed
the record highs we have achieved in our market capitalization
and in our tangible book value per share. And, because our stock
is trading at a price that is close to our book value, repurchasing
shares now creates long-term value for remaining shareholders
when we buy from the selling shareholders at this level.

Finally, by staying focused on these things, and executing our
strategy of responsible growth, we can deliver the returns that
you expect from us and continue to return excess capital to you
through dividends and common stock repurchases.

Responsible Growth Is Working

We will remain on the path that led us to near-record earnings in
2016. Responsible growth means remaining steadfast in delivering
on our purpose to help our customers and clients live their
financial lives by connecting them to all of our capabilities.

This strategy has four tenets:

» Grow and win in the market, no excuses.

« Grow with our customer-focused strategy.

« Grow within our Risk Framewark.

» Grow in a sustainable manner.

To put it more simply: Not every dollar is a good dollar, unless it
comes from activities that satisfy a customer need and fit our risk
parameters. We are here to serve our customers and clients and
to nurture those relationships and drive growth with the leading

capabilities we have across our company. Ours is a relationship
business, and in this report, you will read about the relationships
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we've built with several client companies and how we've helped
them achieve their financial goals.

Advancing the Goals of People, Companies, and
Institutional Investors

I'll begin with the people we serve. We serve 46 million
households, and every week, we interact with customers more
than 130 million times. In the time it takes you to read this letter,
we will have had mare than 100,000 contacts with customers.

Last year, our Consumer and Wealth Management segments
grew deposits by $57 billion, or 7 percent, and increased loans by
529 billion, or 8 percent. We originated $79 billion in residential
mortgages, up 13 percent, helping more than 260,000 families
buy or refinance a home.

We continue to see strong enrollment in our preferred rewards
program, up more than 40 percent from 2015, and we're seeing

a 99 percent retention rate in this program. We have maore than
33 million online customers, and nearly 22 million mobile banking
users. You can learn more about how we are redefining the

retail financial services experience in the comments from Dean
Athanasia and Thong Nguyen, the co-heads of our Consumer
Banking business, on pages 10-11.

In Merrill Lynch and U.S. Trust, we have two of the best brands
in the wealth management business, as well as the No. 1 market
position across assets, deposits and loans. As Merrill Lynch
Private Wealth Advisor Raj Sharma explains on page 10, these
businesses continue to integrate the broad capabilities of our
company to meet client needs.

Turning to the companies we serve, our Global Banking business
works with virtually every one of the S&P 500 firms. In addition to
a range of lending and other solutions, we have one of the world’s
top-tier investment banks, ranked MNo. 3 globally in investment
banking fees last year. We also are one of the largest lenders to
mid-sized companies and to small businesses. As you will see
from the stories of our great clients Cisco, WeWork, and Yoobi

in this report, we bring the broadest array of capabilities to our
clients—cash management, trade financing, lending in local
currencies, and more—to support businesses that are driving the
real economy here in the U.S. and around the world.

Finally, through our Global Markets business, we serve many of

the world’s largest institutional investors, who are managing
savings and investments through pension and retirement funds.
This is a balanced business, narrower in its scope of activities than
before the financial crisis, and focused on clients needing to raise
capital and investors seeking the best opportunities to put their
capital to work.

Because of our balanced approach, Global Markets can weather
market volatility and make money in a wide range of economic
scenarios. Our sales and trading business was profitable on

all but three days last year, despite the volatility caused by
macroeconomic events, including the United Kingdom vote to
leave the European Union and the U.S. elections.

A differentiator for us is our Global Research team. For the

sixth year in a row, our team was ranked No. 1 in the world by
Institutional Investor magazine. Our research capabilities help drive
our entire company, providing valuable insights to our markets
business, corporate banking, and our wealth management clients.

Managing Risk Well Is Central to Everything We Do

In addition to keeping a clear focus on customers and clients,

our responsible growth strategy includes growing within a clear
Risk Framework so that we can maintain our balanced, stable and
financially strong platform. This means understanding the risk and
reward in everything we do and empowering our teammates to
share their opinions and ideas so we make better decisions.

In the last quarter of 2016, we had the lowest charge-off ratio in
our company’s history. For all of 2016, we grew core loan balances
by 6 percent, yet charge-offs declined by 12 percent, which
demonstrates our focus on growing the right way. In this report,
Chief Risk Officer Geoff Greener discusses how we continue to
strengthen our risk management so that every employee
understands his or her role.

Ensuring Our Growth |s Sustainable

The final tenet of responsible growth is that we must grow

in a sustainable manner. That means we must adhere to
rigorous standards of corporate governance; we must invest in
our communities; and we must strive to be the best place to
work by helping our 200,000 teammates achieve their goals
and aspirations.

QOur environmental, social, and governance (ESG) practices are cen-
tral to growing in a sustainable manner. A special ESG supplement
enclosed in our Annual Report mailing this year provides additional
details. There is also an extended discussion of our ESG practices
in the proxy statement. Let me highlight a few key elements.

We are committed to best practices in corporate governance,
including a strong, independent Board of Directors and other
measures. The Board oversees our responsible growth strategy to
deliver long-term value for you, our shareholders. Also, the Board
has empowered a lead independent director whose duties and
respaonsibilities meet or exceed corporate best practices. You can
learn more about how the Board discharges its responsibilities in
the Q&A with Lead Independent Director Jack Bovender in this
report, and in the 2017 proxy statement. We also view the nearly
$200 million in philanthropic investments we make in communi-
ties around the world, and the nearly 2 million volunteer hours our
teammates commit to the causes they care about, as critical to
creating the conditions for long-term, sustainable growth.

Also critical to fostering sustainable growth is the way we invest in
our workforce and create an environment where they can thrive. As
of early 2017/, we've increased our minimum wage so that all employ-
ees earn more than $15 an hour. We will continue to adjust that, as
we have regularly for several years now. In 2016, we also increased
our fully paid parental leave from 12 to 16 weeks for all new parents.
We create sustainable results through our Simplify and Improve
(SIM) program, as well. Driven by thousands of ideas generated by
our own teammates, SIM is our ongoing process of simplifying our
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company, eliminating or streamlining our internal and external pro-
cesses, and reducing costs so we can reinvest in future growth.

It's the hard work of our team that makes everything we are
sharing with you on these pages possible. And, it’s our duty to
create an environment that reflects and honors the diversity they
represent, promotes inclusiveness and the sharing of different
viewpoints, and provides benefits and career development
opportunities so they can continue to grow and thrive.

Helping to Drive the Economy

To continue the strong performance we saw in 2016, we remain
focused on executing our responsible growth strategy. There

will be external impacts from changes in the markets, driven by
political and economic factors that we cannot predict. We may see
changes to banking laws, or to how regulations are implemented,
in the United States and in other jurisdictions where we operate.
Reasonable regulation is important for the safety and soundness
of our financial system, and we support a review by policymakers
and elected officials to ensure they strike the right balance to
drive responsible economic growth.

As always, we must be agile and adaptive, but what will not change
are the principles upon which we run our company. In both the
near term and for the long term, given the current regulatory
environment and because of the way we rebuilt our balance sheet
and how we are executing our responsible growth strategy, we
will have excess capital to put to work driving the economy. We
are lending, and we will continue returning capital to shareholders
through dividends and stock repurchases. There is a discussion

in some quarters about perceived trade-offs between those
important objectives, but we can do both while growing the
company. We will continue investing in our business, our people,
and our communities because we understand that when our
customers, communities and employees succeed, we all succeed.

Thank you for investing in Bank of America.

Brian Moynihan
March 3, 2017
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Working together to
reinvent the future of work

When co-founders Adam Neumann and Miguel McKelvey started WeWork, they
spent nearly six months trying to find the right name for the business. They wanted
something that spoke to what they thought the mission of business should be: to
create a world where people work to make a life, not just a living.

WeWork's first step for achieving its mission can be seen in its custom-designed
office spaces, which are intended to allow colleagues, creators and collaborators
to share a stimulating environment, explore new ideas, and ignite the creative
spark that’s vital for any successful new business today.

Today, six years after the company launched, the vision for WeWork goes beyond
anew way of working. WeWork is now being approached by some of the world’s
largest companies— Bank of America included —to create spaces that allow for
creative thinking and positive social engagement. And WeLive, the company’s
new community-based living offering, saw a high-profile launch in 2016.

Connecting with Bank of America

WeWork’s founders knew that delivering a new kind of work experience required
partners who shared their vision. Bank of America not only had the foresight

to grasp the potential in WeWork’s concept, but also the ability to work across
various business lines to support them as they grew and evolved.

The relationship between WeWork and Bank of America began with an
innovative joint initiative. Building on our position as a leader in providing credit
and digital solutions to small businesses, we stationed small business officers in
several WeWork locations in the U.S. Bringing the bank to the customer in this
way provided WeWork members access to an array of products and services,

from business checking and credit cards to lines of credit and cash management.

QOver time, the relationship progressed to other financing and capital markets
services. Bank of America Merrill Lynch’s Cross Asset Solutions and Strategies
Group, started by Karen Fang, was able to bring together solutions and expertise
from every corner of the organization. The team also recognized the importance

of providing a relatively young company the right kind of services at the right time,

consistent with our responsible growth principles. For example, we are providing a
creative real estate financing solution that will enable WeWork to create a flagship
location in New York City combining both its workspace and WeLive concept.

Since launching its first shared workspace in New York City’s SoHo neighborhood
in 2010, WeWork has grown to over 100,000 members who collaborate in person
at more than 130 locations across 10 countries. In 2016 alone, the company
doubled its number of buildings, cities, countries and members, as well as revenue
run rate, and tripled gross profit in locations open longer than 18 months.

The efforts of the Cross Asset Solutions and Strategies Group were vital to the
success of the WeWork relationship. “The bank empowered a team that could
focus on the ‘big picture’ strategic needs of clients, and was well-versed in
what we could provide across our platform so we were able to deliver solutions
across small business banking, investment banking, capital markets, and global
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markets sales and trading,” said Fang,
who continues to support WeWork as
head of Americas Fixed Income, Currency
and Commaodities Sales. “This approach
differentiated Bank of America from the
competition and was viewed by WeWork
as thoughtful and strategic.”

“Call me old fashioned but | still believe in
relationship banking. Tom Montag, Karen
Fang and the team at Bank of America
understand this and know that these
things take time and commitment. They

took our business and our vision seriously,

made the introductions to people
across the bank that we need to flourish
and helped us along our journey.” said
WeWork CEO Adam Neumann.

“As our business has
grown, and our needs
have grown, we've been
able to call on different
areas of the bank,”

continued Neumann. “Best of all, from
our point of view, the bank is a believer
in the WeWork mission and has seen the
value that WeWork can create through its
thoughtful approach to design and the
creative and collaborative communities
that it generates.”

The way we have built and grown our
relationship with WeWork is an excellent
example of how the bank has gone to
great lengths to make our global resources
available to clients in an integrated
manner. As innovative companies reinvent
the way people and companies work, Bank
of America is changing the way they bank.

Adam Neumann, WeWork CEQ
(New York City, N.Y.} - z
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Chuck Robbins, Cisco CEQ
(5an Jose, Calif.)

Delivering
for a global
networking giant

Cisco Systems, the world’s largest networking
solutions company, knows a thing or two about
the power of connections. Cisco helps customers

embrace the opportunities of our increasingly

connected world by providing highly secure,
automated, and intelligent solutions that connect
nearly everything that can be digitally connected.

Serving the financial needs of a
global networking giant requires
an equally pioneering provider with
vast global resources, a role the
team at Bank of America Merrill
Lynch (BofAML) has played for
nearly 20 years.

With our help, Cisco is forging ahead in the rapidly
evolving technology industry with an innovation
strategy that integrates its ability to build, buy,
partner, invest, and codevelop to create the next
generation of industry-changing solutions.

Few financial companies can assemble the
range of leading products and solutions that
we can provide around the world. For example,
Cisco relies on our Global Transaction Services
team to seamlessly transact and move money
around the globe, while our leading foreign

exchange capabilities allow Cisco to book

global revenue more confidently and with less
earnings volatility by managing the risk that
comes from conducting business in multiple
currencies. Whether our teammates are working
in Singapore, Switzerland or San Jose, Cisco
knows the transactions will follow our high
standards for customer service, while delivering
the local knowledge required to competently
execute transactions.

“Because we've worked with Cisco for so long,
our relationship and understanding of where
they're going is so deep; we're their trusted
adviser,” said Gary Kirkham, senior investment
banker at BofAML. "And because we can execute
24 hours a day, seven days a week, we deliver
the full capabilities of Bank of America to the
Cisco team.”

“‘Bank of America Merrill
Lynch is a trusted and
valued one-stop shop,” said
Cisco CEO Chuck Robbins.

“Their 360-degree offering, whether helping
employees through their retail capabilities,
advising on strategic mergers and acquisitions,
or providing treasury services, drives efficiencies
and productivity globally.”

Our long-term support of Cisco includes helping
the company access credit markets to fund its
innovation and growth strategy. We have been a
bookrunner for Cisco in all eight debt issuances
in the company’s history, totaling in excess of
$45 billion, with the most recent transaction
exceeding 56 billion in September 2016. We also
have advised Cisco on numerous acquisitions
through the years as Cisco seeks to enhance its
capabilities, with such notable acquisitions as
Meraki, Sourcefire and Acano.

Robbins added, “BofAML understands Cisco’s
strategic objectives. Their full suite of
institutional offerings, including advisory servic
and corporate and investment banking, has
consistently provided best-in-class solutions to
help Cisco attain its goals. In addition, BofAML
is a consistent leader in deploying innovative
new technology to enable its business. This
forward-leaning posture help co evaluate
new technology areas and consistently improve
our innavation in core businesses.”
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Bonds for a better planet

Members of the BofAML Green Bonds underwriting team
Left: Natalie Mordi-Hillaert, Jeff Tannenbaum and Suzanne Buchta (Loendon)
Right: Rebecca Burns and Ariana Meinz (New York City)

The ultimate win-win in global banking may be the green bond, an
innovative financial product that allows investors to support the
growth of eco-friendly projects, such as clean energy, while receiving
market returns.

Bank of America played a pivotal role in developing the green bond
market, both as an issuer and as an underwriter. To date, we've issued
a total of $2.1 billion in three separate offerings, including a 51 billion
offering in November 2016. Through these offerings, we are advancing
renewable energy generation by financing new projects, such as a
multi-state residential solar portfolio and a utility scale wind farm

in Oklahoma.

“Our responsible growth strategy includes the
belief that we have an important role to play in
funding the future of clean energy and using our
expertise in global banking to help clients fund
their organization’s environmental and sustainable
initiatives,” said Vice Chairman Anne Finucane.

In addition to issuing our own bonds, Bank of America Merrill Lynch
(BofAML) was the top underwriter of green bonds in 2014, 2015 and
2016! In 2016 alone, we underwrote mare than $25 billion in green
bonds on behalf of 27 unique clients, and led offerings for clients
including the Chinese automobile company Zhejiang Geely Holdings
(5400 million), the New York Metropolitan Transportation Authority
(5588 million), Banco Nacional de Costa Rica (5500 million) and the
European Investment Bank (five bonds in 2016 totalling $3.6 billion).
Proceeds from these bonds are helping to finance various emissions-
reducing projects.

“The global green bond market has seen rapid growth driven by a
growing number of environmentally conscious clients, investors and
shareholders,” said Suzanne Buchta, managing director, Green Bonds,
at BofAML. “In driving the growth of the green bond market, our
teams at Bank of America have helped clients access capital, diversify
their funding opportunities, create jobs through new investments
and advance alternative energy sources, while delivering returns for
our shareholders.”

'Bloomberg New Energy Finance
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A conversation with
Merrill Lynch Private Wealth
Advisor Raj Sharma

Focusing on
client goals

: How do you feel you help clients make their financial
lives better?

: We live in a world of infinite information, filled with constant change.
Understandably, clients are seeking clarity and peace of mind. They want
to be sure someone is looking out for them. Our job is to distill all of that
information and help our clients pursue their goals.

To do that, we start by focusing on what they want to accomplish. So,

whether it is saving for college, retirement, supporting philanthropy or

ensuring their legacy, we help our clients clarify their objectives and goals.
Often, our clients ask
their children to join these
discussions because they
want them to look at their
inheritance as something
to preserve, enhance and
use to do great things in
the world.

Through these conver-
sations, we construct an
investment strategy and
create a personalized
portfolio. The process recognizes the need for review and, sometimes,
rebalancing. Markets can be volatile. While we strive to remain calm and
steadfast, we also understand the importance of managing change.

Raj Sharma . «<rif

: What does responsible growth mean to you and
your practice?

: Responsible growth means never compromising our standards of service.
It means accepting responsibility to ensure systems and processes are
in place to monitor what we do, and help to deliver what our clients need
and expect. Put simply, we work to serve. Our goal is to gain our clients’
confidence so they will entrust us with their wealth and refer new clients.
That's how we pursue responsible growth. The key, just as Charlie Merrill
said more than 100 years ago, is always putting the clients’ interests first.

: How does being part of Bank of America help your
business succeed?

: When | came to Merrill Lynch, | thought we had good capabilities. What
| see today, thanks to the broader Bank of America platform, is far more
than that. We have the intellectual capital and experience to provide
access to compelling solutions to meet virtually any challenge —in estate
planning services, alternative investments, and lending from Bank of
America, N.A. | believe our capabilities are unmatched —and I'm excited
to see this great company uniting around Brian’s vision to make our
clients’ lives better, one connection at a time.

10

Redefining
the client
experience

Dean Athanasia and Thong Nguyen,
co-heads of Consumer Banking, on the
future of banking

Technology is transforming
financial services, fundamen-
tally changing the relationship
people have with their bank
by delivering the best of high
tech and high touch. Mobility,
in particular, is dramatically
improving access to financial
services, regardless of income,
geography or technological
familiarity.

While our more than 65 million consumer and
small business clients have many different
needs, they generally agree on three things:
they want everyday banking to be easy
enough that they don’'t have to think about

it; they want us to be there when they really
need us; and they want us to help them reach
their financial goals.

We're turning more of our financial centers into
destination centers, where clients can speak to a
representative face to face and get advice.

That's why we've made changes in how we work with clients
across every channel: when they come into a financial center,
when they use their computer or mobile device, and when
they call us on the phone. Each of these avenues has been
revolutionized by technology.

For example, more than five years ago, two-thirds of depaosits
were made at financial centers; today, that proportion has been
cut in half. At the time, we had just over 9 million mobile banking
users; now, that number is close to 22 million, and mabile logins
have increased 1,000 percent.

Mobile banking goes far beyond checking balances and
transferring money. Today, clients can deposit checks, manage
their investments, and get an auto or home loan. Nearly nine in
10 clients also use mobile banking alerts, helping them reduce
fees, track their finances, manage spending and budgeting, and
improve decision-making. They can also choose to navigate our
mobile banking app in either English or Spanish.

But this is just the beginning of the mobile revolution, especially

as maobile payments begin to transform how people pay each other

and buy goods. In 2017, we're making it easier for clients to send,
receive and request money, allowing them to use the existing
contacts on their mobile device to securely transfer money to

(or request money from) almost anyone, regardless of where they
bank. They'll be able to split expenses among multiple contacts or
friends— such as a group dinner check—and they can even add
a personal note along with the payment transfer or reguest.

Innovation is also changing the way we help our clients pursue
their life priorities, such as saving for a home, for their children’s
education and for retirement. We recently introduced Merrill Edge
Guided Investing, which delivers the simplicity of online investing,

backed by an investment strategy designed by experts from Global

Wealth and Investment Management's Chief Investment Office.
By giving our clients the freedom to choose how, when and where
they invest— independently, with an advisor or a combination of
both—weTre integrating advice with technology to create deeper
relationships with our clients.

Number of Mobile Banking
Active Users (in millions)

216

187
16.5
14.4

12.0

2012 2013 2014 2015 2016
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Still, when it comes to making

big financial decisions, there is no
substitute for meeting face to face
with the people we serve.

That's why we're investing heavily in improving our financial
centers, making them destinations for our clients when they
need expert help and advice. Over the next few years, we plan to
open nearly 300 new centers, including some in new markets,
while upgrading mare than 1,500 others to a more modern and
client-friendly format, staffing the centers with professionals

to provide solutions and guidance to clients. We also recently
introduced the first community-focused financial center, with

25 more planned for 2017. These centers are designed to help us
better serve our clients in low- to moderate-income communities
by providing the services and connections they need most, such
as increased access to financial coaching and education that will
help them stay financially on track. Also, we have deployed even
more Digital Ambassadors to help them get the most out of our
latest technology.

Smart use of innovation to deliver the best of high tech and high
touch is the key to building stronger connections with our clients
and communities, and improving financial lives to make a positive
and lasting impact on the overall economy. It's a better way to
accomplish what has always been our purpose and mission.

n




A Q&A with Lead Independent
Director Jack Bovender

Growing within
. A conversation about managing risk with
OU r R IS k Fra meWO rk Bank of America’s Chief Risk Officer Geoff Greener

Q: What is responsible growth?

A: Responsible growth means being true to our purpose
and values, growing with our core customers and
always being there to help them achieve their financial
goals. It means we proactively and thoroughly assess
risk and reward so we can stand tall through economic
cycles and provide sustainable returns for our share-
holders over time. No matter where we work in the
organization, managing risk well is foundational to
delivering responsible growth. Our success depends on
the intellectual curiosity and sound judgment of every
employee across the company.

Q: How do you know you make the
right decisions?

A: At the end of the day, our job is to understand the
risk and reward in what we do. We work hard to create
an environment where our teams can challenge
conventional wisdom and think outside the box to
identify the risks we face, regardless of the likelihood
of them occurring at a given point in time. We also
believe that the more our teammates feel empowered
to speak up and share their views, and the more we
listen carefully to one another, the better informed our
decisions will be.

FINAR

Annual Net Charge-Offs (SB)

5149

579
I 54.4 543 38

2012 2013 2014 2015 2016

Q: How do you measure success?

A: The most direct signs of success can be found in our financial

results and in key risk metrics. In 2016, net charge-offs,
delinquencies and nonperforming assets all improved, and we
had positive trading revenue on all but three trading days. Just as
important, throughout the company, teammates are identifying
areas for greater effectiveness and efficiency and driving change
one step at a time. To me, this shows a culture of humility and a
hunger to keep improving.

Finally, we measure success in how
we live our purpose — helping our
customers and clients live better

financial lives and by having a positive
impact on the communities we serve.

We've built a strong balance sheet and transformed the way we
manage risk to be more proactive, foster debate and challenge,
with strong independent oversight and governance. These efforts
have positioned us to grow responsibly and be there to serve our
customers and clients through good times and bad.

: Tell us how the Board addresses the responsibility to

represent the interests of shareholders.

: Our shareholders are represented by an experienced, independent

Board of Directors with diverse perspectives. The only non-
independent director is our CEO, Brian Moynihan. In 2016, we
added two directors: a seasoned financial services executive
and a leader in consumer business and technology. We focus
on maintaining the right balance between new and longer-
seated directors. The average director tenure is about five
and a half years, significantly below the S&P 500 average of
over eight years.

: What is the Board’s role in helping set the company’s

strategy? How do you and the other directors balance
near-term issues with long-term goals?

: It starts with the Board's regular engagement with the company’s

management about the issues we face and the environment in
which we operate. These meetings extend well into the company,
including business leaders, risk and audit executives, and

others. The independent directors also meet privately after all
Board meetings.

We focus on the long term through our year-round strategic
assessment and planning process, during which we review with
management the company’s multi-year responsible growth
strategy. The process begins over several days each fall, when
we conduct a detailed assessment of the company’s progress,
highlight areas of focus and adjustment to management, and
reaffirm the strategy. As we proceed through the year, we receive
regular updates from management to evaluate our company’s
performance against the plan. We temper and shape our long-term
view though ongoing discussions with management regarding
industry trends and other macro and geopolitical developments
that may impact our strategy, including input from investors.

: How do you stay connected with shareholders and

key stakeholders?

: The directors and management engage stockholders and solicit

their views and input on matters including the company’s
performance, governance practices, environmental, social, and
governance (ESG) priorities, executive compensation, and how we
maximize the potential of our greatest asset—our employees.

In 2016, we contacted our 100 largest shareholders representing
nearly half of our outstanding shares, discussed regular updates
regarding developments at the company, and invited them to
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Jack Bovender

meet with our directors. In addition to stockholders,
| maintain a regular dialogue with our company’s
regulators. We often include regulators in our
in-person Board meetings, too. Hearing directly
from shareholders and from regulators provides the
independent Board members important perspective.
We will continue this engagement in 2017.

Key Statistics Regarding Our Board

Average tenure—
below the 8.3-year
S&P 500 average ~ y rS

have CEO experience 6 40/0
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78 yildir musterilerimizin mutlulugu icin calisiyoruz.
Bizim igin ureten Turkiye'yi desteklemek, musterilerimizin
ihtiyag ve beklentilerini karsilamak, hayatlarini kolaylastiracak
veya islerini buyutecek yeni drun ve hizmetler gelistirmek, her
biri mutluluklarla dolu guzel hikayeler yazmak ayni zamanda.

Bu yiizden “Halk ister, Halkbank yapar” diyoruz.
Miisterilerimizin mutlulugu icin her seyi yapiyoruz.
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Diinyaya acilacak
tiim yollar kapaliyd..

Sirketini daha da biiyiitmek isteyen Egemen Bey'in tek caresi
ihracat yapmakti. Boylelikle diinyaya acilacal,
iiretim kapasitesini ve karlihgini artirabilecekti.

Ama iistiin bir giic kesfetmeliydi.

———t *

| HASAN MERTCAN

EN BEY, DUNYAYA AGHMAK ICiN HALKBANK'LA T

Ki GUCU ORTAYA (;IK&E. KOBi IHRACAT KREDISIYLE

NDEKi TUM ENGELLERI ASTI, SATISLARI UCURDU.
BOYLECE SiRKETiNiN KAHRAMANI OLDU.
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4 HALKBANK 2016 FAALIYET RAPORU

KURUMSAL PROFIL

1938 yilinda esnaf ve sanatkarlari desteklemek ve kalici ekonomik
kalkinmayi hizlandirmak amaciyla kurulan Halkbank’in ana is

stratejisi 78 yildir hi¢ degismemistir.

KOBI'lerin kara giin dostu:

Dost Hesap!

st g b 1T e DALY ums A,

Franame ot par 8w ble S sido o s o,

AaRbSAAACC- tam Y | DR 227 0 400 KOW! Dlecg. “HALKBANK

B REEL SEKTGRE DESTEK

Turkiye'de refah ve zenginligin artisinin, tretim
alanindaki aktdrlerin sayisinin ¢ogalmasi
sayesinde gerceklesecegine inaniyor,
kuruldugumuz giinden bu yana reel sektorii
desteklemeye devam ediyoruz.

FINAR

Halkbank yapar.

P

) HALKBANK

I TOPLUMSAL REFAHA DESTEK

Musterilerimizi reel ekonominin en 6nemli
oyunculari olarak goriiyor, son yillarda
yakalanan blyume grafiginin, calismalanimiza
artan milli gelir ve toplumsal refahin
arkasindaki temel gliciin onlar oldugunun
bilinciyle yon veriyoruz.

I KURUMSAL PROFIL YONETIM FAALIYETLER

KOBi KREDILERINE

KHAEI(%IIBJ'I(I'IZL
b 2 .

PP HALKBANK

B misTERILERE DESTEK

Faaliyetlerimizi, her yerde ve her zaman
misterilerimizin yaninda olma ve destegimizi
kesintisiz strdiirme ilkesiyle planliyoruz.

Bu anlayisin en somut gostergesi, kriz
zamanlarinda bile artan kredi hacmimiz ve
actigimiz yeni subelerdir.
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KURUMSAL YONETIM FINANSAL BILGILER

KOBIi ister
Halkbank yapar:

KO i b ity caredin yi lindl icibrmmeh ixin
T gicaemuaie gy,

her Paman yanlarde cimakisn

gerur dupsyarer

$d HALKBANK

B KoBi'LERE DESTEK

Tlrkiye'de KOBI'ler Halkbank destegiyle Uretiyor,
biyiyor ve gelecege umutla bakiyor. Onlarin
basarisi, bizim basarimizdir... Halkbank'in
basarisi, bilyiiyen ve gelisen Tirkiye'nin
basarisidir.
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BASLICA GOSTERGELER VE
ORANLAR

Halkbank 2016 yilinda toplam aktiflerini 231,4 milyar TL'ye
ylikseltmistir. Toplam mevduati 150,3 milyar TL'ye ulasan Banka’nin,
kredileri 158,4 milyar TL'ye, net Rari ise 2 milyar 558 milyon TL'ye

ylikselmistir.

I HALKBANK’'IN SEKTOREL KONUMU

PAY ORANI (%)
Toplam Aktifler
Nakdi Krediler
Menkul Degerler
Mevduat
Ozkaynaklar

Kar

TOPLAM AKTIF PAZAR PAYI (%) NAKDI KREDILER PAZAR PAYI (%)

8,5 8,9
8,0 8,4
8,0

L i i - ] §

* Rapor'da yer alan 31.12.2016 tarihli sektor verileri, BDDK'nin 30.01.2017 tarihinde agikladigi verilerdir.

FINAR

8,0
8,4
7,8
9,2
7.4
8,9

MEVDUAT PAZAR PAYI (%)

9,7
92 92

[l KURUMSAL PROFIL YONETIM

FINANSAL GOSTERGELER (MiLYON TL)
Toplam Aktifler

Likit Aktifler

Nakdi Krediler

Menkul Kiymetler

Toplam Mevduat
Ozkaynaklar

Net Faiz Geliri

Net Ucret ve Komisyon Geliri
Briit Kar

Net Kar

BASLICA ORANLAR (%)
Faiz Getirili Aktifler/Aktif Toplami
Nakdi Krediler/Aktif Toplami

Vadesiz Mevduat/Toplam Mevduat
Kredi/Mevduat

Ortalama Aktif Karlilig

Ortalama Ozkaynak Karliig
Sermaye Yeterlilik Rasyosu

TOPLAM AKTIFLER (MILYAR TL)

231,4
187,7
155,4
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Takipteki Krediler/Toplam Nakdi Krediler (Briit)

FAALIYETLER KURUMSAL YONETIM

2015
187.729
25.838
126.745
27.908
122.146
19.424
5.663
1194
2.856
2315

NAKDI KREDILER (MILYAR TL)

158,4
126,7

101,8

FINANSAL BILGILER

2016 DEGiSiM (%)
231441 233
31.660 22,5
158354 24,9
33216 19,0
150.263 23,0
21317 9,7
6.957 22,8
1375 15,2
3352 17,4
2558 10,5

TOPLAM MEVDUAT (MILYAR TL)

150,3
122,1

103,7




Emine, 6zgiir ruhlu ama HAlgb(NiﬁNK
sorumluluk sahibi genc bir anneydi

EMINE SENGUZ BAHADIR AKSU

Iki cocuk sahibi olan Emine hanim, kizinin ii¢iincii yas giiniinii kutlamak BIR GIRISIVG KADINIVIZ K0Bi MIUSTERITEMSILGS

icin bir mekan aradi ancak isteklerini karsilayacak saglikli ve keyifli bir yer
bulamadi. Ama harika bir is fikri buldu.

Fakat 6nemli bir sorunu vardiu...

Biv Givisimei
Yy maleras

Emine

EMINE HANIM KOBI'LERIN BANKASI HALKBANK'A GELDI. ORGANIK
URUNLER URETEN PASTANE FiKRIiNi ANLATTI. NE DENLi GEREKLi VE
IYi BiR GIRISIM OLDUGU KONUSUNDA HEMFIKIR KALDIK. OZEL KOBI
KREDISI'NDEN YARARLANAN EMINE HANIM BUGUNLERDE PASTANESININ
IIKINCi SUBESINiI ACMANIN PLANLARINI YAPIYOR...
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YONETIM KURULU BASKANI'NIN
DEGERLENDIRMES]

Guclu sermaye tabani ve etRin risk yonetimi anlayisiyla sadece
Turkiye'nin degil bolgemizin onde gelen finansal kuruluslari

arasinda yer alan Halkbank, gtcunu 2016 yilinda yasadigimiz zorlu
surecte bir kez daha gostermistir.

Degerli Paydaslanmiz,

Finans piyasalari basta olmak
lzere, kiresel ekonomide yasanan
belirsizliklerin yatirimcilar
izerindeki olumsuz etkisi, dinya
ticaret hacmini daraltirken hem
Ulkelerin hem de &zel sirketlerin
kiiresel borg seviyelerinin artmasina
neden oldu. Parasal genisleme
politikalarinin son buldugu 2016
yilinda bdlgesel catigmalar ve
glven bunalimi devam ederken,
uluslararasi iliskilerdeki givensizlik
ortami gelismekte olan ulkelerden
sermaye cIKISInIn yasanmasina,
multeci sorunlannin derinlesmesi
gibi konularmn &n plana ¢ikmasina
yol actl.

FINAR

ABD Merkez Bankasi'nin (Fed), 2015
yilsonu itibariyla 9 yilin ardindan
ilk kez faizleri artirmasinin etkisiyle,
finansal piyasalar 2016'ya negatif
baslarken fiyatlandirmalar yil
icinde & kez faiz artirimi olacagl
dngorusiyle gerceklesti. ABD
ekonomisindeki toparlanma
sinyallerine ragmen, yasanan

secim giindemi ve basta Brexit
referandumu olmak Uzere kiresel
piyasalardaki dalgalanmalar
nedeniyle Fed, piyasalarda
fiyatlandirmasi yapilan artirimlari
gerceklestiremedi. IMF ve OECD

gibi uluslararasi kuruluslarn
kiresel ekonomiye iliskin buyume
tahminlerini disdrddgu itk yanda,
Cin ekonomisinin 2009 yilindan bu
yana en zayif buylime performansini
ortaya koymast da dnemli gindem
konularindan birt oldu.

Bu donemde Tlrkiye ise ilk
yarisinda yakaladigl %4,5 buyume
oraniyla Avrupa ekonomileri
arasinda Ust siralara yerlesirken,
yilin ikinci yarisinda yasanan ic ve
dig midahaleler nedeniyle Orta
Vadeli Program’da (OVP) birtakim
revizyon gereklilikleri olustu.

15 Temmuz'da milletine vefasl,
(lkesine baglilig) olmayan birtakim
gruplann curet ettigi kalkisma, Turk
ekonomisinin yonetmesi gereken
konulara yenilerini ekledi. Ancak
guclu altyapisiyla her tarlu i¢ ve dis
mudahale girisimini bertaraf eden
(lkemiz, istikrarini her anlamda
korumayi basardl. Gecis strecinde
herhangi bir likidite sikintisi
yasanmadigl gibi, piyasalar cok kisa
surede normallesti. Cok sUkUr ki,
tedbirler sayesinde yonetilemeyacek
kadar ciddi bir finansal dalgalanma
yasanmadi ve ekonomik istikrar
yoninde ne kadar kararli oldugumuz
bir kez daha ispatlandi.

KURUMSAL PROFIL [ YONETIM

@

DUNYA TiCARET
HACMINDE DARALMA

Finans piyasalan basta olmak
uzere, kiresel ekonomide
yasanan belirsizliklerin
yatinmcilar dzerindeki olumsuz
etkisi, dinya ticaret hacminde
daralmaya yol acmistir.
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FAALIYETLER

KURUMSAL YONETIM

FINANSAL BILGILER

R. SULEYMAN OZDiL
Yonetim Kurulu Baskani

i

TURKIYE, BUYUME
ivMESIiNi SURDURDU...

Turkiye, 2016'nin ilk yansinda
yakaladigl %4,5 buyume oranwyla
Avrupa ekonomileri arasinda

ust siralara yerlesirken, yilin
ikinci yarisinda yasanan ic ve

dis midahaleler nedeniyle Orta
Vadeli Program’da (OVP) birtakim
revizyon gereklilikleri olustu.

KURESEL PIYASALARDA
DALGALANMALAR

ABD ekonomisindeki toparlanma
sinyallerine ragmen, yasanan
secim gindemi ve basta Brexit
referandumu olmak Gzere kiiresel
piyasalardaki dalgalanmalar
nedeniyle Fed, piyasalarda
fiyatlandirmasi yapilan artirimlari
gerceklestiremedi.
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MEHMET SARIKAYA VE ERDAL KARAHASAN HALKBANK’A GELDILER.
Fakat biiyiik bir sorunla karsi karsiyaydilar, HAZIRLADIKLARI 'FgUqul_a TARLALARI’UPRC_)]E_SiNiN KURULUM MALIYETINI,
yeterince paralan yoktu. URETIM POTANSIYELINi VE CEVRE DEGERINi UZUN UZUN ANLATTILAR.
PROJEYi DEGERLENDIRMEYE ALAN HALKBANK PROJE FINANSMAN EKiBi
PROJENIN DESTEK KREDISINi KISA SUREDE ONAYLADI. GiRISIMCILER COK
Umutlan tiikenmek iizereyken Halkbank’la karsilagtilar YAKINDA ‘RUZGAR TARLALARI’ SANTRALININ ACILISINI YAPACAKLAR.
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Yatirimeca iliskilerinin gelecegi
Gelecek, cok hizli gelecek.
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Bu adamin sizce
isi nedir?

Bir taaliyet raporu
100 bin basiliyor.
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FTSE’de bir taaliyet raporu 100 bin basiliyor.

1980’ler

by Ty

Raporlama Markalama‘ Dijital ‘ Yatinimc iletisimi



IR web siteleri, mobil uygulamalar, webinar, webcast’ler,
sosyal medya ve daha fazlasi ile yatirnme: ile stirekli

temas kuruluyor...

GRKoc

Kog¢ Holding
Yatirimci iligkileri

Uygulamasi e
Apple App Store \'

llllll

Why we care about corporate social responsibility

FINARAPPIR

BIST: 11, FTSE: 28, NYSE 8
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Su anki internet hizlarimiz 10’a, 100’e katlanacak.
Video icerikler internetin tim iceriginin %90’ 1nin
kaplayacak (2019).

Daha tazla video icerik
lreteceksiniz.

g
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Yarin. ve 2020’lar

Sosyal medyanin hayatimiza etkisi olagan tstl aratacak.
Yatirime: sunumlarinizi dilediginiz yerde yapacaksiniz.

Explore News Support Contact Howto

' vIime
] b / ”
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Al is ve 6zel hayatimizin ayrilmaz bir parcasi olacak.

Chatbot’lar yatirimer iligkilerine gelen sorular
yanitlayabilecek.
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