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Iltem 7.01. Regulation FD.
Customers Bancorp, Inc. (the “Company”) has pogiédts website a slide presentation which is atadhereto as Exhibit 99.1 and incorporated int® itieim 7.01 by reference.

The information in this Current Report on Form 8iGluding Exhibit 99.1 attached hereto and incoaped by reference into this Item 7.01, shall retlbemed “filed” for
purposes of Section 18 of the Securities Exchargi®f1934, as amended, or otherwise subject ttidhaities under that Section. Furthermore, sirdhrmation, including the
exhibit attached hereto, shall not be deemed izatpd by reference into any of the Company’s rispar filings with the SEC, whether made beforafber the date hereof,
except as expressly set forth by specific referémsaich report or filing. The information in tH&urrent Report on Form 8-K, including the exhilsitached hereto, shall not be
deemed an admission as to the materiality of afoyrimation in this report on Form 8-K that is reauairto be disclosed solely to satisfy the requirdgmiehRegulation FD.

Item 9.01. Financial Statements and Exhibits
(d) Exhibits.
Exhibit Description

Exhibit 99.1 Slides
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Forward-Looking Statements Customer5@5ancorp, Inc.

This presentation as well as other written or ocehmunications made from time to time by us, mayta@io certain forward-looking information

within the meaning of the Securities Act of 1938 amnended, and the Securities Exchange Act of 3dmended. These statements relate to future
events or future predictions, including events r@dgrtions relating to our future financial perfante, and are generally identifiable by the use of
forward-looking terminology such as “believes,” fects,” “may,” “will,” “should,” “plan,” “intend,” “target,” or “anticipates” or the negative thereof
or comparable terminology, or by discussion oftetygg or goals that involve risks and uncertaintideese forward-looking statements are only
predictions and estimates regarding future evemdscacumstances and involve known and unknowrsrighcertainties and other factors that may
cause our actual results, levels of activity, penance or achievements to be materially differesfany future results, levels of activity,
performance or achievements expressed or impliesubly forward-looking statements. This informati®based on various assumptions by us that
may not prove to be correcimportant factors to consider and evaluate in $aolard-looking statements include:

” o, ”u ” .

« changes in the external competitive market fadtwais might impact our results of operations;

« changes in laws and regulations, including witHomoitation changes in capital requirements underfederal prompt corrective action regulations;
« changes in our business strategy or an inabiligxerute our strategy due to the occurrence oftigigaited events;

« our ability to identify potential candidates fondaconsummate, acquisition or investment transastio

« the timing of acquisition or investment transacsion

« constraints on our ability to consummate an aftracicquisition or investment transaction becadsegmificant competition for these
opportunities;

« the failure of the Bank to complete any or allleg transactions described herein on the termsriyrreontemplated;

« local, regional and national economic conditiond aments and the impact they may have on us andustomers;

« ability to attract deposits and other sourcesafitlity;

« changes in the financial performance and/or coorlitif our borrowers;

« changes in the level of non-performing and clasgifissets and charge-offs;

e changes in estimates of future loan loss reseiyginements based upon the periodic review theradéurelevant regulatory and accounting
requirements;

« the integration of the Bank'’s recent FDIC-assisteduisitions may present unforeseen challenges;

« inflation, interest rate, securities market and etary fluctuations;

« the timely development and acceptance of new bartiaducts and services and perceived overall v@litizese products and services by users;
« changes in consumer spending, borrowing and sédabdgs;

« technological changes;
« the ability to increase market share and contrpkeses;




Forward-Looking Statements Customers &3 Bancorp, Inc.

continued volatility in the credit and equity matkeand its effect on the general economy;

the effect of changes in accounting policies artiites, as may be adopted by the regulatory aggres well as the Public Company
Accounting Oversight Board, the Financial AccougtBtandards Board and other accounting standamtset

the businesses of the Bank and any acquisitioetsu@ merger partners and subsidiaries not intiegrauccessfully or such integration being
more difficult, time-consuming or costly than exfesk;

material differences in the actual financial resolt merger and acquisition activities comparedhwitpectations, such as with respect to the full
realization of anticipated cost savings and revemieancements within the expected time frame;

revenues following any merger being lower than etgx

deposit attrition, operating costs, customer lggslausiness disruption following the merger, inahgd without limitation, difficulties in
maintaining relationships with employees being tgethan expected.

These forward-looking statements are sultgesignificant uncertainties and contingencies, ynafiwhich are beyond our control. Although we
believe that the expectations reflected in the &dsooking statements are reasonable, we canroagtee future results, levels of activity,
performance or achievements. Accordingly, therelmno assurance that actual results will meetaapens or will not be materially lower
than the results contemplated in this presenta¥on.are cautioned not to place undue reliancénesd forward-looking statements, which
speak only as of the date of this document ohéncase of documents referred to or incorporategteyence, the dates of those documents.
We do not undertake any obligation to release plybdiny revisions to these forward-looking statetaea reflect events or circumstances after
the date of this document or to reflect the ocaweeof unanticipated events, except as may benegtjunder applicable law.

This presentation is for discussion purpas#g, and shall not constitute any offer to seltlw solicitation of an offer to buy any securitgr is it
intended to give rise to any legal relationshipaeetn Customers Bancorp, Inc. (the “Company”) and groany other person, nor is it a
recommendation to buy any securities or enteramptransaction with the Company. The informationtained herein is preliminary and
material changes to such information may be madetime. If any offer of securities is made hiah be made pursuant to a definitive offering
memorandum or prospectus (“Offering Memorandumgpared by or on behalf of the Company, which waaldtain material information not
contained herein and which shall supersede, amashdw@pplement this information in its entirety.

Any decision to invest in the Compasgecurities should be made after reviewing anr@fieMemorandum, conducting such investigationthe
investor deems necessary or appropriate, and dorgstie investor’s own legal, accounting, tax, atiter advisors in order to make an
independent determination of the suitability andsamuences of an investment in such securitiés .offer to purchase securities of the
Company will be made or accepted prior to recejpa investor of an Offering Memorandum and reléwabscription documentation, all of
which must be reviewed together with the Compathes-current financial statements and, with resfetite subscription documentation,
completed and returned to the Company in its egtikénless purchasing in an offering of securitiegistered pursuant to the Securities Act of
1933, as amended, all investors must be “accreditaxbtors” as defined in the securities laws eflthnited States before they can invest in the
Company. 3




Forward-Looking Statements Customers &3 Bancorp, Inc.

This presentation also includes estimated guideegarding our fully diluted earnings per sharetfar years 2014 and 2015, which
we have previously disclosed and is subject tasmptions and qualifications included in thatjoes disclosure. The guidance
consists solely of estimates prepared by manageased on currently available information and aggtions of future performance
of the company and the general economy. Our intbg# registered public accounting firm has nottaddreviewed or performed
any procedures with respect to the guidance amtrdingly, does not express an opinion or any dibren of assurance with respect
to this data. Our actual results may differ frdve guidance, and any such differences could berialatéccordingly, undue reliance
should not be placed on this information. The fextliscussed above should be considered and esdlwéh respect to our
guidance.




Agenda Customers@Bancorp, Inc.

1. Business Strategy
* Banking Industry Overview
* Customers Bancorp, Inc. - It's Strategy
e Customers Bank - High Touch Supported with High Tech for
Businesses
» BankMobile - High Tech with High Touch like features for
Consumers

2. Shareholder Value Creation Model
3. Our Performance over the Past Five Years

4. Risk Management
* Credit Risk Management Process and Results
 CRA, Fair and Responsible Banking Risk Management Update

5. Financial Performance Model

» Strong revenue generation, strong credit, low efficiency ratio and
sustainable profitability in all interest rate environments

* Our financial targets for Q4 2014, 2015 & beyond

Bank Mobile

Questions & Answers

NO




Customers%Bancorp, Inc.

Current Banking Environment and
How We are Positioned




What We See as The Role of CEO and Board ...
Especially in this Environment

Customers@Bancorp, Inc.

1. Absolute clarity of your vision , strategy , goals and tactics ;
there must be absolute alignment between board and
management

2. Become a master of your internal environment

m Our authentic internal assessment of strengths,
weaknesses and opportunities

3. Be a master of your external environment

2 What is happening with customer trends, technology,
competition, economy, regulatory environment, etc. -
How does this impact us?

4. Highest level of integrity and fairness in all we do

5. Passion for continuous improvement




Banking Industry Trends......
How Do We Deal with These Issues

External Forces

Role of traditional bank branches
changing very rapidly

Mobile banking fastest growing channel

Banks of all sizes revisiting their
business strategies, revenue generation
models and cost structures

Technology & customer needs, desires
and style changing rapidly

Business Issues

Slow economic growth

Low good quality consumer and business
loan demand

Pressure continues on margin. Days of
3.5%-4.0% margin are gone. Banks need
to reduce efficiency ratios

Difficult to attract good talent

Very difficult and inconsistent regulatory
environment

Shareholders want 10%+ ROE, consistent
quality growth and strong risk
management infrastructure

Issues facing

Boards &
CEO’s

What is our unique strategy
for revenue and profitable
growth

How do we attract and retain
best talent?

How do we take advantage of
technology?

How do we deal with growing
compliance burden?

How do we manage our risks
better than peers?

How do we lower our
efficiency ratios?

headwinds for consumer credit quality

extremely volatile

and other nuisance fees by CFPB

incentive to see banks grow profitability

Customers@Bancorp, Inc.

Impediments to Growth
Traditional CRE lending very difficult to do

Very little consumer loan growth;

Growth exists only at niche players

Mortgage banking revenues are
Pressure to reduce or eliminate Overdraft

Regulators have no appreciation or

Shareholder Expectations

Start bank and sell at 2 to 3x book no
longer an option - what do shareholders of
small privately held banks do?

Equity markets not available to small
banks

Banks need to earn 10% or more ROE if
they want to remain independent

Consistent ROE of 12% or greater and
ROA of 1% or greater being rewarded well
by market




Our Approach to Developing a Winning Business Model cl,smme,s@&nmrmnc,

. e —————————————————
1.

Must focus on both “Relationship” or “High Touch” banking combined with
“Highly Efficient” or “High Tech”. Strategy should be unique as to not be
copied easily

Attract and retain best high quality talent. Business Bankers / Relationship
Bankers with approximately 15 years+ experience who bring a book of
business with them

Compensate leaders based upon profitability with both cash and equity

Never deviate from following critical success factors

Only focus on very strong credit quality niches

Have very strong risk management culture

Have significantly lower efficiency ratio than peers to deliver sustainable
strong profitability and growth with lower margin and lower risk profile

Always attract and retain top quality talent

Culture of innovation and continuous improvement




Our Model Customers@Bancorp, Inc.

i Customers%Bank
. A business bank with a unique strategy

. Attraction and retention of top quality talent
. Unigue Model

. “Very Branch Lite” business model with “High Touch Supported
with High Tech”

. Highly Efficient

. Focuses only on high quality, growth oriented, although somewhat
lower margin business

. Strong risk management with low efficiency ratio, driving higher
profitability, ROE and growth

2. Unique digital banking, branchless or very branch lite model for consumer
banking

' bﬁnkmq};&i[@ - “High Tech” digital mobile bank with “High Touch” like
features

10




Our Thesis on Current

. . Cust B , Inc.
U.S. Banking Environment - omm% T

Credit Improving - Though Banks Face a Number of Operational Headwinds

= Credit Improving

= Quality Asset Generation Remains A Challenge
»  Banks are starved for interest-earning assets and exploring new asset classes, competing on price and looking into specialty finance business / lending

= NIM Compression
»  Low rate environment for the foreseeable future will continue to compress NIM
»  Many institutions wither betting on rates or otherwise taking excessive interest rate risk
»  Industry NIM continues to decline
»  Down about 100 bps since 1995
»  Low interest rate environment, competitive pressures likely to prevent return to historical levels
= Operational leverage
»  Expense management is top of mind as banks try to improve efficiency in light of revenue pressure and increased regulatory / compliance costs
»  Regulatory pressure expected to stay robust

= New Strategies
»  Yesterdays strategies may not be appropriate tomorrow

Critical to Have a Winning Business Model

Relationship & Innovative

Traditional Banks Fee Income Leaders Frie
*  Heavy branch based delivery - Diversified revenue sources » Innovator / disruptor / not
system «  Cross sell strength branch dependent
. Strong credit quality . Capital efficiency . Differentiated / Unique model
- Core deposits = Higher profitability/ consistant *  Technology sawvy
. Dependent on OD fees earnings = Productdominance
. Expense management Eham é/f_v&f_
& PNC . Capirat v
BB&] - 3 Fiest Repusiine Bane
2 MaT Bank WELILS

FARGO @) TEXAS CAPITAT BANK'

Customers @.Ba nk

CiTy NATIONAL BANK H

e STATE STREET
Source: SNL Financial.
Lincludes data for top 50 U.S. banks by assets.

11




Custom ers@.Ban corp, Inc.

Customers Bank

Executing On Our Unigue High Performing
Banking Model

Top Line Growth in 2013 & 2012

12




Our Competitive Advantage: A Highly Experienced Management Team

Years of Banking

Customers@.Bancorp, Inc.

Name

Jay 5. Sidhu

Richard A. Ehst

Robert E. Wahiman,
CPA

Steve lssa

Gaorge Maroulis

Timothy D. Ramig

Ken Keisar

Christopher McGowan

Giann Hedde

Warren Taylor

James Colling

Themas Jastrem

Robert B. White

Glenn Yeager

Mary Lou Scalese

William Woolworth Il

Title

Chairman & CEQ

President & COO

Chief Financial Officer

EVP, New England Market President,
Regional Chief Lending Officer

EVP, Head of Private & Commercial
Banking - NY

EVP, Regional Chief Lending Officer

EVP, Director CRE and Muli-Family
Hausing Lending

EVP, Managing Director Multi-Family
Lending

EVP, President Banking for Morigage
Companies

EVP, President Community Banking

EVP, Chief Administrative Officer

EVP, Chief Credit Officer

EVP, President Special Assels Group

EVP, General Counsel

SVP, Chief Risk Officer

SVP Chief Auditor

Experiencae

39

47

23

3

i6

28

a5

24

ar

28

37

39

27

Background

Chasrman and CEO of Sovereign Bank & Sovereign Bancorp, Inc.

EVP, Commercial Mddle Market, Regional President and Managing Director of Corporale
Communications at Soversign Bank

CFO of Doral Financial and Merill Lynch Banks, various roles al Bank One, US GAD and KPMG,

EVP, Managing Director of Commercial and Specialty Lending at Flagstar and Soversign Bank.

Group Director and SVP at Signature Bank;, various positions at Cibank and FlestBank of
Amenca's Global Commercial & Investment Bank

SVP and Regonal Executive for Commercial Lending (Berks and Montgomery County), VIST
Financial, SVP at Keystone | M&T Bank

SVP and Market Manager, Md-Atiantic CRE Lending al Sovereign Bank, SVP & Senior Real
Estate Officer, Allirst Bank / M&T Bank

S\VP & Director of Originations for Capital One | Beech Street Capital, Peoples United Bank and
Santander | Soveregn Real Estate Capital

President of Commercial Operations al Popular Warehouse Lending, LLC, vanows pasitions at
GE Capital Mortgage Seniaces and PNC Bank.

Division President al Sovereign Bank, responsible for retail banking in various markets in
southeastern PA and central and southern B

Various posiions at Soversign including Director of Small Business Banking

Various positions at First Linion Bank and First Fidelty Bank

Fresident REW Financial Consulting; various positions at Citizens Bank and GE Capital
Private practice inancial services Bw firm. Seniod Counsel Mendian Bancorp, inc.

Chief fuditor at Sovereign Bank

Variows positions at other financial sendces companies including Chief Risk Officer, Infemal Audit
Director, and Chief Complance Officer

13




Disciplined Model for Increasing Shareholder Value cUsmmm@Banmrp e

Disciplined Model for Superior Shareholder Value Ceation

Strong organic revenue growth + scalable infrastmec=
sustainable double digit EPS growth and increakatetiolder
value

= A very robust risk management driven businessegyat

Build tangible book value per share each quar&earnings

Any book value dilution from any acquisitions mbstovercom
within 1-2 years; otherwise stick with organic gtbwgtrategy

Superior execution through proven management team

14




Current Company Overview Fusham ers@&an cariie

T
~$6.5 bn Business Bank with 19 sales offices w SEehes e e Brosllelon O ik

target market from Boston to Philadelphia

Boston
Operating in key Mid-Atlantic and Northeast
marketS Providence
=  Greater New York City area (Westchester County ®
Manhattan & Long Island)
=  Philadelphia area (Bucks, Berks, Chester, Dela'
and Philadelphia Counties in southeastern e
Pennsylvania and Greater Princeton area in New ARG
Jersey)
=  Greater Boston area (Boston and Providence) & °

“High-touch, supported with high-tech” value o b e
prODOSItlon ® Loan Production Offices
= Very experienced teams using “Single Point of
Contact” model
=  Provides exceptional customer service supporte
state-of-the-art technology support
=  Incentive compensation plans based upon P&L by
teams

Source: SNL Financial and Company ¢ 15
Note: Branch proposed in northeastern Philade




Investment Proposition Ensions Ers%Ba" i

T
Strong Organic Growth, Well Capitalized, Branch Lit e Bank in Attractive Markets
" $6.5 billion asset bank with only 14 branches aisdiBs office!
. Well capitalized at 11.2% total risk based capital% tier 1 leverage, and 6.5% tangible equitiatgible assel
. Target market from Boston to Philadelphia alongiistiate 9:

Strong Profitability & Growth
. Q3 2014 earnings up 41% over 3Q 2013 with an ROA&@% and an ROE of 11
. YTD through September 2014 net income of $30.0iomlup 26.8% over same period last y
. ROA goal of 1% + and ROE of 12% + withi-3 years
" DDA and total deposits compounded annual growth0®%6 and 73% respectively since 2(
. Customers operating efficiencies offset tightergires and generate sustainable profitab

Strong Credit Quality With Better Than Industry Eff  iciency Ratio
. 0.25% nor-performing loans (0.05% NPLs on $3.6 billion ofdszoriginated after 200!
. No charg-offs on loans originated after 20
. Total reserves to n-performing loans of 246.4¢
. Q3 2014 margin was 2.79% and efficiency ratio wé - Efficiency ratio will be in the 4's within 36 month:

Attractive Valuation
. Current share price (18.8(1)is 12.3x estimated 2014 earnings, and 9.6x estiri2@é5 earning
. Price/tangible book only 1.C estimated for 2015 tangible book va

. Peers, by size, trading at 14x LTM earnings and firice/tangible book; Peers with unique modelditrg at mucl
higher multiples

(1) Share price as of January 5, 2015 16




Execution Timeline

Phase |

Acquired Bank
Platform

Phase Il
Built Strong
Foundation

Phase lll
Leveraging
nfrastructure

Customers%ﬁancorp, Inc.

Phase IV
Innovation &
Execution

We invested in and
took control of a $270
million asset
Customers Bank (FKA
New Century Bank)

Identified existing
credit problems,
adequately reserved
and recapitalized the
bank

Actively worked out
very extensive loan
problems

Recruited experienced
management team

2009
Assets: $350M
Equity: $22M

Enhanced credit and risk

management

Developed infrastructure
for organic growth

Built out warehouse
lending platform and
doubled deposit and loan
portfolio

Completed 3 small
acquisitions:

— ISN Bank (FDIC-
assisted ) ~ $70 mm

— USA Bank (FDIC-
assisted ) ~ $170 mm

— Berkshire Bancorp
(Whole bank) ~ $85
mm

2010-2011
Assets: $2.1B
Equity: $148M

Recruited proven lending

teams

Built out Commercial and

Multi-family lending
platforms

De Novo expansion;4-6
sales offices or teams
added each year

Continue to show strong
loan and deposit growth

Built a “branch lite” high
growth Community Bank
and model for future
growth

Goals to ~ 12%+ ROE;
~1% ROA

2012 -2013
Assets: $4.2B
Equity: $400M

Single Point of Contact
Private Banking model
executed - commercial
focus

Introduce bankmobile -
banking of the future
for consumers

Continue to show
strong loan and
deposit growth

~12%+ ROE; ~1%
ROA expected within
36 months

~$6.5+ billion asset
bank by end of 2014

~$9 billion asset bank
by end of 2019

30 2014
Assets: $6.5B
Equity: $426M

17




Banking Strategy Customers%ﬁancorp, Inc.

Business Banking Focus ~95% of revenues come from business
. Loan and deposit business through these segments:
. Banking Privately Held Businesses
. Banking High Net Worth Families

. Banking Mortgage Companies

Single Point of Contact

B Private / . | All Consumer

Personal e Products

Client Bankers B

— o'\ﬁaengII : Ul e S Al Business

Concierge \.s,x Products

& Bankers = Mg
S,

. . T R All Non-Credit

18




Deposit Strategy - High Touch, High Tech

Customers@Bancorp, Inc.

= Takes banker to the = Experienced = Low cost banking = Implementation of
customer’s home or bankers who own a model allows for technology suite
office, 12 hours a portfolio of more pricing allows for unique
day, 7 days a week customers flexibility product offerings:
= Appointment = Customer = Significantly lower = Remote account
banking approach acquisition & overhead costs vs. a opening &
o USRI TS AREaEE o retention strongly traditional branch deposit capture
private bankers incentivized = Pricing/profitability = Internet/mobile
SiGEIEER e measured across banking
out of sales offices relationship - Free ATM
deployment in
u.S.

CUBI All-in cost of 1.75% is less than competitors all-in cost over the long-term

Cost of Funds + Branch Operating Expense - Fees =  ALL-IN-Cost < Competitors




Results of Deposit Growth: Organic Growth with Contolled Costs Ension m%hnmp’ln =

Customers strategies of single point of contactranduiting known teams in target markets produce
rapid deposit growth with low total cost

Total Deposit Growth ~ ($mm)

Average DDA Growth  ($mm)
CAGR: 100%
$600

54,500
$4,000 .7
23500 CAGR: 73%
43,000
50
52,500 54
$2,000 $300 -
41,500
$500 | s83 ::g $15
4o LT ] Ak
Dec-09 Dec-10 Dec-11 Dec-12 Dec-13  Sep-14 Dec09 Dec-10 Dec-11 Dec-12 Dec13  Sep-14
nCD's ¥ Money Market & Savings = DDA " Non Interest Bearing DDA ® Interest Bearing DDA

Cost of Deposits . Total Deposits per Branch {$mm)
' 0| | CASR: 49K

$150

$201
$152
$100
112
%is $97
0.70% 0.63%
o =7

Dec09 Dec-10 Dec-11 Dec-12 Dec-13 Sap-14 Dec-09 Dec-10 Dec-11 Dec-12 Dec-13 Sep-14
Source: Company data. 2 0




Customers Bank Advantage

Custom ers‘@Bancorp, Inc.

Loan Portfolio Mix  ($mm)

High Growth with Strong Credit Quality

= Continuous recruitment of high quality teams
= Centralized credit committee approval for all loans
= Loans are stress tested for higher rates and a slower economy

= No losses on loans originated since new management team took over
= Creation of solid foundation for future earnings

Loan Growth

5,000 - CAGR: 98%

2,500 -

Dec-08 Dec-10 Dec-11 Dec-12 Dec-13 Sep-14
u Consumer & Residential B Multi Family loans
B Commercial C&! & Owner Occupied CRE M Non-Owner Occupied CRE

¥ Warehouse loans

Source: Company documents.

Loan Product Mix as of September 2014

Consumer &
Residential

; Warehouse
B%:

loans
23%

Non-Owner

Multi Family Occupied
loans CRE
39%

Commercial 10%
CRI&
Owner
Occupied
CRE
20%




C&I & Owner Occupied CRE Banking Strategy cUsmmers@,Banmrp,mc.

Banking Privately Held Business

Private & Commercial Banking

C&l f Owner Occupied CRE Loan and Deposit . . -
Crowih ($mm) = Target companies with up to $100 million
annual revenues

1,200.0 - $1,099.1
L000.0 CAGR: 37% 37 = Very experienced teams
2000 - $763.1 = Single point of contact
3 -
€000 — = NE, NY, PA & NJ markets
' saag1 8985
400.0 53“1-9
Small Business
200.0 - . : .
= Target companies with less than $5.0 million
%1 annual revenue
2010 2011 2013 Q3 3-:-14

= Principally SBA loans originated by small
business relationship managers or branch
network

= Current focus PA & NJ markets. Expanding
to National Markets

Eioans ® Deposlts

Source: Company documents. 29




Multi-Family Banking Strategy Customers¥22 Bancorp, Inc.

Banking High Net Worth Families

» Focus on families that have income

. . , producing real estate in their portfolios
Multi-Family Loan and Deposit Growth ($mm)

= Private banking approach

530048 ¢ $2,158.9 = Focus Markets: New York & Philadelphia
2,000.0 - MSAs
T = Average Loan Size: $4.0 - $7.0 million

‘ $1,060.0 = Remote banking for deposits and other
1,000.0 - relationship based loans

500.0 = Portfolio grown organically from a start up

4 0.4 with very experienced teams hired in the
= S T = past 3 years
2010 2011 2012 2012 Q3 2014

. rong credi lity nich
B Loans M Deposits StO gc edtqua ty che

= Interest rate risk managed actively

Source: Company documents. 23




Mortgage Warehouse Banking Strategy cusmmers@janmrp,mc.

Banking Mortgage Companies

= Private banking focused on mortgage

Mortgage Warehouse Banking Loan and Deposit companies with $5 to $10 million equity
Growth ($mm = Very strong credit quality relationship

1,500.0 - $1,449.5 business with good fee income and deposits
$1,261.3
130G0 » ~75 strong warehouse clients
1,100.0 - . .
= All outstanding loans are variable rate and

900.0 - $745.4 .
. classified as held for sale
500.0 - = All deposits are non-interest bearing DDA’s
300.0 - = Balances rebounding from 2013 low and
100.0 - expected to stay at this level

(100.0) -

2011 2012 2013 Q3 2014

B Warehouse Loans @ Deposits

Source: Company documents. 24




These Deposit and Lending Strategies Results in Riplined & Profitable Growﬂasmmm%gmmm|,,c_

« Strategy execution has produced superior growth imevenues and earning

Core Revenue ($mm) Net Interest Income ($mm)

3014 vs. 3013
Growth
2%

3014 vs. 3013
Growth

- AB%
i 3100 .
$1400 CAGR: 89% $126.6 CAGR: 88% ) sigis 41069
51200 $1000
$100 5800 -
e 5600
S60.0
400 -
S400
| s200
200 82
sop | NN , _ so0 | NN
2009 2010 2011 2013 YT 2014 005 2010 2011 212 2013 YT 2004
Core Net Income ($mm) @
3014 vs. 30 '13
Growth 41%
$35.0 CAGR:
130% from
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Customers Bancorp;

Return on Average Assets Return on Average Equity

1.20% -

1.00% - 0.93%

0.80% -
0.60% -
0.40% -
0.20%
0.00%

$500MM - 31B  $1B- 35B $5B - $10B $10B+
Industry = Customers Bank 2-3 ¥r Goal
= Customers Bank 3G "14 Actual

A Stronger Performer

Customers@Bancorp, Inc.

14.0% -
12.0% -
10.0% - 7 8% 8.4%
8.0% -
6.0% :
4.0%
2.0% |
0.0% -

$58 - $10B
% Customers Bank 2-3 Yr Goal

$500MM -31B  $1B- 35B
Industry
B Customers Bank 3Q 14 Actual

$10B+

Efficiency Ratio NPAs / Total Assets

Bﬂ% ] o

| 7% 68% 66% 66%
60% - '
40% i

20%

0% + -
$500MM -31B  31B - 35B
7 Industry

B Customers Bank 3Q 14 Actual

5B - 310B $10B+
® Customers Bank 2-3 Yr Goal

Source: SNL Financial on an LTM basis as of 4Q2013
Note: NPA's include FDIC covered loans

1.50% - 1.39%
1.25% - 1.15% 1.10% 1.08%

B500MM -51B  $1B- $5B

i Industry
m Customers Bank 3Q 14 Actual

35B - $10B $10B+
® Customers Bank 2-3 Yr Goal

26




We are Building Customers Bank, to Provide Superior Returns to

Investors. Customers%Bancorp, Inc.

Tangible BV per Share Recent Performance Results

$16.00 i Q42013 Q12014 Q22014 Q32014
| | CAGR: 15% | S14si
A ‘ $13.09 ROA 0.9% 0.8% 0.8% 0.8%
$12.00 - $11.38 51154
‘ ROE 9.1% 8.4% 10.0% 11.0%
$10.00 ] i
ss.00 NN __ I i , NIM 3.05% 2.92% 2.94% 2.79%
Jun-10 Dec-10 Dec-11 Dec-12 Dec-13 Sep-14
Efficiency 65% 62% 58% 54%
Criteria 2-3 Year Target Ve Gliideres
2014 EPS 51.53 or greater
Return on Assets 1% or greater
2015 EPS $1.95 - $2.00 or greater
Return on Equity 12% or greater
January 5, 2015 Share Price 518.86
Net Interest Margin ~ 3% December 31, 2014 Estimated Tangible
Book Value $16.24
EPS 15% annual compounded growth Tangible Book Value/Share Price 1.2x
Efficiency Ratio In the 40's Share Price/low 2015 Guidance 9.6x

Source: Company documents.

2015 EPS is estimated to be up approximately 30% from estimated 2014 EP%7




Customers Bank

Risk Management
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Elements of an Effective Risk

Management Program

Strategy &
Risk Appetite

" Organizational Structure, !
Cwersight and Governance

Risk Identification ‘ > Risk ™
F IMeasursment

and Assessment

y' Risk Culture N
.’/r i b

;‘ Perfarmanie 5 S,
/' Rigk Feporting WMznzgemant & Risk Response, ™.
/& Communication. = incentive s

Control &M onitoring

Compensation

ERM Program Validation
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ERM Framework at Customers Bancorp, Inc. Customers&Bank

Well Defined ERM Plan - ERM Integration into CAMELS +++++

Capital Plan and Forecasts IT Controls and Testing Plan

Cap!tai StresslTestmg ) New Product & New Initiatives Plans

Capital Committee & ALCO Oversight Technology Steering Committee

New Product Commities
Loan Underwriting Standards Loan-to-one-bomrower
Il Credit Approval & Monitoring Process Analysis Compliance Plan Compliance Committes

Credit Concentration Flan CRA Plan Oversight

Lean Migration Analysis Fair & Responsible Banking Plans

=
Management Succession Plan Strategic Plan Litigation Mitigation Plan
Compensation Plans Cyber Security - 9
Corporate Governance Enterprize Risk Management
= » . Public Relations Plan

Budget and Farecasting Management Financial Reparting Investor Relations Plan

Business Plans Financial Analysis

Strategic Plan
Funds Management Plan Liquidity Stress Testing Internal Audit Reports Bk Gopoyliee, Aud
Wholesale Funding ALCO Oversight Internal Controls and Procedures Committee Oversight
Contingency Funding Plan Enterprise Risk Management Reviews

Interast Rate Risk Policy Limits

Interest Rate Risk Analysis

ALCO Oversight

3C




Elements of Risk Management Customers&Bank

Active Board & Senior Management oversight

— Monthly Board, Risk, Audit, Compliance, Risk Management, ALCO, BUR meetings &
special meetings when needed—to ldentify, Measure, Monitor and Control All Risks

Adequate and appropriate policies, procedures and limits

— Reviewed at appropriate management committees, significant policies reviewed at
Risk Management Committee, Risk Committee and Board

« Adequate and appropriate risk-measurement, risk monitoring and
management information systems

Risk & Risk Management Committees - monthly scorecard and standard monthly
reports

Quarterly Risk Assessment based on a CAMELS+ methodology and Fed'’s stress
tests scenarios

Management Reports and Board Reports - built a data warehouse and MIS system
that is continuously upgraded

Comprehensive and effective internal controls

— Audit Committee, SOX Committee, COSO narratives & control matrices, Sox testing
Internal Audit performs audits based on a risk focused plan

Audit Committee reviews the internal audits and other control-review activities such
as SOX

31




Credit Risk Management Customers'%Bank

Customers Bank manages “Credit Risk ” through the following fundamental
principles:

>
>
>

vV VY vV V VYV V

YV VYV V

Ongoing maintenance of a comprehensive Loan Policy, that is fully assessed annually

Dual approval authority required on any relationship with > $5.0MM in aggregate exposure

Intra-Function Meetings (i.e. “Line” and “Credit”) and the (CCO and CLO) are held on an
ongoing basis to: 1) Ensure common goals/objectives exist; 2) Potential areas of conflict are
pro-actively addressed; and 3) That all functionally areas with the organization share a
common credit culture

Proven and tested underwriting standards that are consistently applied across the entire
organization regardless of geographic region, credit type, etc...

Every loan is “Interest Rate Stress Tested” based on a 150 basis point and 300 basis point
scale in order to fully assess the potential ramifications of an escalating rate environment

Every CRE Loan is “CAP Rate Stress Tested” based on a 100 basis point and 200 basis point
scale in order to fully assess potential ramifications of declining market values

Reports are provided to each Commercial Business Line Leader and Relationship Manager
denoting current and/or past due financial reporting requirements, covenant tests, annual
reviews, etc...

All relationship > $1.0MM are reviewed at least annually

Loan Concentration Monitoring/Reporting to Total Risk Based Capital is performed monthly
with special focus placed on areas of concentration > 75.0% of Total Risk Based Capital (i.e.
Mortgage Warehouse and CRE)

The Bank’s Chief Credit Officer reports to the Board Risk Committee

Whitepapers are prepared, and updated on an ongoing basis, for any new lines of business

Quarterly Watch List Meetings are held to discuss each and every credit assessed as

“Criticized” or “Classified” 37




Customers Credit Risk Management Results

Customers%Bancorp, Inc.

4.50% -

4.00%
3.50%

3.00% -

2.50%

2.00% -

1.00% -

0.50%

0.00% -

Customers non-performing loans at September 2014
excluding loans guaranteed by the FDIC were 0.18% of

NPL Charge Offs

1.20%

3.87%
1.00%

0.80% |

227%

T i = 0.00%
2012 2013 Sep 2014

Uindustry B Peer B Customers Bancorp, Ing.

total loans.

0.60% |
0.40% -

0.20% -

| 0.69%

2012 2013 YTD Sep 2014

Industry ™ Peer W Customers Bancorp, Inc.

Charge-offs excluding FDIC guaranteed loans at
September 2014 were .02% of total loans.

Source: SNL Financial, Company documents. Peer data consists of Northeast, Southeast, and Mid-Atlantic banks and thrifts with assets between $3.0 billion and $8.0 billion. Industry data includes all FDIC 33
insured banks.




CRA and Fair and Responsible Lending Customers'&Bank

>

>

>

Customers’ spring 2013 CRA examination resulted in an overall “needs to
improve” rating principally due to Federal Reserve referral to Department of
Justice

In August 2014 Department of Justice returned the referral to the Federal
Reserve for their disposition

— Customers took proactive steps to remediate potential issues identified by the Federal Reserve
and management

Customers’ fall CRA examination results are not final, but Customers’
anticipates a “satisfactory” rating

Customers has a robust compliance and fair and responsible banking group

Customers notes significant improvement in key CRA elements
— Affordable mortgages increased from $4.3 million to $41.1 million
— Community development loans excluding NY increased from $17 million to $133 million
—  NY Community Development loans increased from $46 million to $241 million
— Opening of Philadelphia loan origination office in LMI minority geography
— Launching of outreach programs to attract a diversity of customers
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Custom ers@.Ban corp, Inc.

Customers Bank

Financial Performance Model For Creating
Shareholder Value
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Creating Shareholder Value cUstomers%Banmrp,mc.

Customers ’ objective is to create value for our shareholders

=  YTD through September 2014 Net Income up 26.8%EP8 up 12% over the same pe
last yeal

= Book value has increased 80% to $15.93 since 109,2a CAGR of 159

" Since going public in May 2013, the per share markie has increased from $15.08 (I
16, 2013) to $19.46 (December 31, 2014), a 29%ease

= 2014 Shareholder value up 6 % over year end :

Our future shareholder value creation strategy opti mizes book value and
earnings

. Execute our Single Point of Contact model that coedexcellent service delivered by v
experienced banke

= Build a high credit quality loan portfolio by matkeg to high quality borrowers and
charging them a little less interest r

. Build a stable core deposit platform by payingtielimore to attract DDA and other core
depositors and then WOWing them with sen

= Operate our businesses at a significantly lower wiih a “branch lite,’high touch stratec
supported by high technolor

. Use new technologies and products to both dishettarket and improve our operating
efficiencies

= Control our risks

" Resulting in sustainable above average ROE andtgnate in earnings in rising or stable
interest rate environmen

36




Build a Strong Asset Quality Loan Portfolio

Customers%Bancorp, Inc.

4.50% -

4.00%
3.50%
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0.00% -

Customers non-performing loans at September 2014
excluding loans guaranteed by the FDIC were 0.18% of

NPL Charge Offs

1.20%
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227%

T i = 0.00%
2012 2013 Sep 2014

Uindustry B Peer B Customers Bancorp, Ing.

total loans.

0.60% |
0.40% -

0.20% -

| 0.69%

2012 2013 YTD Sep 2014

Industry ™ Peer W Customers Bancorp, Inc.

Charge-offs excluding FDIC guaranteed loans at
September 2014 were .02% of total loans.

Source: SNL Financial, Company documents. Peer data consists of Northeast, Southeast, and Mid-Atlantic banks and thrifts with assets between $3.0 billion and $8.0 billion. Industry data includes all FDIC 37
insured banks.




Accept a Little Less Yield from Strong Credit Quali  ty Customers Customers¥22 Bancorp, Inc.

6.00% 5.41%

Loan Yield
5.07%

5.00% - psliia;

4.00% -
3.00%
2.00%

1.00%

0.00% - ==

2012 2013 YTD Sep 2014
= Peer @ Customers Bancorp, Inc,

Loan Product Mix, Duration and Collateral Influence s Yield

Loan Product Mix as of September 2014

Consumer &
Residential

Peer: 39%

Peer: 61%

Source: SNL Financial, Company documents. Peer data consists of Northeast, Southeast, and Mid-Atlantic banks and thrifts with assets between $3.0 billion and $8.0 billion. 38




Pay a Little More for Core Deposits, Requiring DDA’ s from
All Customers

Custom ers@.Ban corp, Inc.

1.20%

1.00% -

0.80% -

0.59%
0.60% -
0.4%

o 0.37%

0.20% -

0.00% — — —

2012 2013 YTD Sep 2014

® Peer M Customers Bancorp, Inc.

Liability Mix and Duration Influences Interest Expe  nse

Deposit and Borrowing Mix as of September 2014

« Borrowings principally fund our Mortgage
Borrowings Warehouse business and assist in interest rate
Peer: 11% 30% risk management

Deposits
T0%

Peer: 89%

Source: SNL Financial, Company documents. Peer data consists of Northeast, Southeast, and Mid-Atlantic banks and thrifts with assets between $3.0 billion and $8.0 billion. 39




Interest Rate Risk - Balance Sheet Re-pricing Customers¥22 Bancorp, Inc.

Loan Maturity/Repricing ($mm)

2,500
2,000 -
1,500
1,000
500
<1 1to3 *3to5 »>5to7 »7
year years years years years
Deposit and Borrowing Maturities/Avg Lives ($mm)
2,500 -
2,000 - 52,146
52,011
1500 1 $1,606
1,000 -
500 -
$317
- — — - — —_
<1 1to3 »3to5 »5
year years years years

Source: SNL Financial, Company documents. Peer data consists of Northeast, Southeast, and Mid-Atlantic banks and thrifts with assets between $3.0 billion and $8.0 billion. 40




Lower NIM from Superior Credit Quality Niches is Of  fset by

Operating Efficiencies c"mme's%h"mm""c'

§750
CAGR: 116%

4.00% 3.73% 3.73% 3.70%

$450 -

T Dec08 Dec-10 Dec-11 Dec-12 Dec-13 Sep-14

L 203 D Sep 2014 = Non Interest Bearing DDA

B peer B Customers Bancorp, Inc.

Efficiency Ratio Deposits Per Branch

$200 -

60% -
§150 -

40% -
§100 -

20%
850 -

0% - e
2012 2013 3Q 2014 a1
Industry ®Peer M Customers Bancorp, Inc. e ng 0 Drett  Depte. (Beld Sep—14
Source: SNL Financial, Company documents. Peer data consists of Northeast, Southeast, and Mid-Atlantic banks and thrifts with assets between $3.0 billion and $8.0 billion. Industry data includes all FDIC 41

insured banks.




Building Efficient Operations Will Achieve a 40's E  fficiency Ratio Customers¥22 Bancorp, Inc.

Staff Expense Ratio |

2.00% - 1.71% 1.74% 1.71%
151%
1.00% -
0.00% -
2012 2013 YTD Sep 2014
Industry ™ Peer B Customers Bancorp, Inc.
Source: SNL Financial, Company documents. Peer data consists of Northeast, Southeast, and Mid-Atlantic banks and thrifts with assets between $3.0 billion and $8.0 billion. Industry data includes all FDIC 42

insured banks.




Building Efficient Operations Will Achieve a 40's E  fficiency Ratio CustomerS%BanmfpelnC-

Occupancy Expense Ratio

0.60%

0.40% -

0.20% -

0.00%

0.41% 0.41% 0.38%

2012 2013 YTD Sep 2014

Industry ™ Peer M Customers Bancorp, Inc.

Source: SNL Financial, Company documents. Peer data consists of Northeast, Southeast, and Mid-Atlantic banks and thrifts with assets between $3.0 billion and $8.0 billion. Industry data includes all FDIC

insured banks.
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Building Efficient Operations Will Achieve a 40's E  fficiency Ratio Customers¥22 Bancorp, Inc.

All-Other Expense Ratio |

1.50% -
1.12% 1.08%
1.00% -
i 0 L
0.50% - ’ J0%
0.56%
0.00% - . —— —
2012 2013 YTD Sep 2014
Industry ™ Peer B Customers Bancorp, Inc.
Source: SNL Financial, Company documents. Peer data consists of Northeast, Southeast, and Mid-Atlantic banks and thrifts with assets between $3.0 billion and $8.0 billion. Industry data includes all FDIC 44

insured banks.




Building Efficient Operations Will Achieve a 40's E  fficiency Ratio Customers¥22 Bancorp, Inc.

Total Costs as a % of Assets

4.0% 1 327% 3.28% 3.15%

2.0% -

0.0%

2012 2013 YTD Sep 2014

Industry ™ Peer B Customers Bancorp, Inc.

Source: SNL Financial, Company documents. Peer data consists of Northeast, Southeast, and Mid-Atlantic banks and thrifts with assets between $3.0 billion and $8.0 billion. Industry data includes all FDIC
insured banks.
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Building Efficient Operations Will Achieve a 40's E  fficiency Ratio Customers¥22 Bancorp, Inc.

Total Revenue per Employee ($000s)

5600 -

2012 2013 YTD Sep 2014
Industry ™ Peer ® Customers Bancorp, Inc.

Source: SNL Financial, Company documents. Peer data consists of Northeast, Southeast, and Mid-Atlantic banks and thrifts with assets between $3.0 billion and $8.0 billion. Industry data includes all FDIC 46
insured banks.




Building Efficient Operations Will Achieve a 40's E  fficiency Ratio Customers¥22 Bancorp, Inc.

Assets per Employee ($mm)

$20.0 -
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$- T — o p— e
2012 2013 YTD Sep 2014
Industry ™ Peer ® Customers Bancorp, Inc.
Source: SNL Financial, Company documents. Peer data consists of Northeast, Southeast, and Mid-Atlantic banks and thrifts with assets between $3.0 billion and $8.0 billion. Industry data includes all FDIC 47

insured banks.




Operating Strategy  has Resulted in Remarkable Loan, Deposit and
Profitability Growth

Loan Growth ($mm) Deposit Growth ($mm) |
$4,500

Custom ers‘%Bancorp, Inc.

' L 5ads
5,000 | CAGR: 98% j,_ﬁ" CAGR: 73%
::Ie: :aa:; érzx i el Peer CAGR: 11%
. : industry CAGR: 5%
$3,000
2500 | = ) 1,099
(_’__,_f 5 ¥ i
5538 $1,500
$180 $1,261
0 | oo RE ; —
Dec-09 Dec-10 Dec-11 Dec-12 Dec-13 Sep-14 $0
B Consumer & Residential B Multi Family loans Dec-09 Dec-10 Dec-11 Dec-12 Dec-13  Sep-14
® Commercial C&! & Owner Occupied CRE ® Non-Owner Occupied CRE " CD's ® Money Market & Savings " DDA
® Warehouse loans
Income G ($mm)
140
120 4
100 -
B0 -
B $72
40 1 $74. §71
20 - £51
$20 $16
0 +— : - |
2012 2013 ¥TD Sep 2014
B Non-interest Income W Net Interest Income Operating Expenses
Source: SNL Financial, Company documents. Peer data consists of Northeast, Southeast, and Mid-Atlantic banks and thrifts with assets between $3.0 billion and $8.0 billion. Industry data includes all FDIC 48
insured banks.




Capital Strategy Enables the Organic Growth Customers¥22 Bancorp, Inc.

Elements of Customers’ Capital Allocation & Managem  ent Strategy

= Protection and growth of shareholder value
— Disciplined capital raises
— Strong earnings

= Targeted capital levels sufficient to absorb unexpected losses but leverage
enough to optimize shareholder investment:

— Tangible common to tangible assets of 6.5% - 7.0%
— CET1 RBC of 7.0% - 7.5%

— Tier 1 leverage ratio of 7.0% - 7.5%

— Tier 1 RBC of 8.5% - 9.0%

— Total RBC of 10.5% - 11%

Source: Company documents. 49




2015 Guidance vs. 2014 Results Customers%Ban:orp,lnc.

2015 Guidance vs. 2014 Guidance -
EPS Up about 30%

Business Driver

Investments Unchanged

Average Loans (including Loans Held for Sal

€ - 0
and Loans Held for Investment) Growth slowed to 10 - 15% over year end 2014

Deposits Steady growth at 20 - 25% over year end 2014

Growth in the mid-2G %, largely built on 20!

Net Interest Incom asset growth

Largely flat with end of 2014 core (excluding

Net Interest Margit )
pre-payment penalties) run rate

Under 0.05%, with accelerated resolution of

Net Charg-offs FDIC guaranteed loans a possible exception

Operating Expenses Growth of 15 - 20% over 2014

Low - mid 50's % for year, declining during t

Efficiency Ratio
year

Source: Company documents. 50




Combined, We have Built Customers Bank, a Bank We B elieve will

. . Cust B , Inc.
Provide Superior Returns to Investors. ustomers ¥ Bancorp, Inc

Tangible BV per Share Recent Performance Results

; Q4 2013 2014 22014 Q32014
$16.00 | CAGR: 15% | o g SERNE e 2R 0
£14.37
$14.00 $13.09 ROA 0.9% 0.8% 0.8% 0.8%
$11.38 $1154
Fan ROE 9.1% 8.4%  100%  11.0%
2 NIM 3.05% 2.92% 2.94% 2.79%
sacq | N _ 2 _ :
Jun-10 Dee-10 Dee-11 Dee-12 Dec-13 Sen-14
Efficiency 65% 62% 58% 54%
Criteria 2-3 Year Target e Sl
2014 EPS $1.53 orgreater
Return on Assets 1% or greater
2015 EPS §1.95 - 52.00 or greater
Return on Equity 12% or greater
lanuary 5, 2015 Share Price $18.86
Net Interest Margin ~ 307 December 31, 2014 Estimated Tangible
i Book Value 516.24
EPS 15% annual compounded growth Tangible Book Value/Share Price 1.2x
Efﬁciencv Ratio In the 40's Share Priceflow 2015 Guidance 9.6x

2015 EPS is estimated to be up approximately 30% from estimated 2014 EPS

Source: Company documents. 51




Summary Customers@Bancorp, Inc.

Strong high performing $6.5 billion bank with sijoant growth opportunitie

Very experienced management team delivers strawdtse

=  Ranked #1 overall by Bank Director Magazine in20&2 and 2013 Grow
Leader Rankings

“High touch, high tech” processes and technologgssilt in superior growth,
returns and efficiencies

Shareholder value results from the combinatiomofaasing tangible book
value with strong and consistent earnings growth

Attractive risk-reward: growing several times fagtean industry average but
yet trading at a significant discount to peers

Introducing the first mobile banking applicationm Biccount opening in the U
and first full service consumer bank in the palnyadr hand in the U.S.
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Custom ers%Bancorp, Inc.

bankmobile

[ [ | K - WL 2%

WEME

o

ankmobile

A Division Of Customers Bank

53




Startling Facts about Banks Customers@Bancorp,lnc.

I
=  Banks each year charge $32 billion in overdrafs fethat’s
allowing or creating over 1 billion overdrafts eaaar....Why??

Payday lenders charge consumers another $7 hiflitees

That's more than 3x what America spends on Breast€r and
Lung Cancer combined

This is about 50% of all America spends on Fooanpsa

Some of banking industries most profitable consuonstomers
hate banks

Another estimated 25% consumers are unbanked @r tnachke:

This should not be happening in America

We hope to start, in a small way, a new revolu
to profitably address this problem
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bﬁnkm@bi!@ Creating a Virtual Bank for the Future Customers@Bancorp,lnc.
T

. New no fee banking, 25 bps higher interest savilgs of credit, 55,000 ATMs, Person:
Banker and more, all in the palm of your hand

. Marketing Strategy

Target technology dependent younger customersjdirg
underserved/underbanked now and later larger depsgienerally >50 years old
segments

Capitalize on retaining at least 25% of our ~ onldian student customers over a 5
year period

Reach markets also through Affinity Banking Groups

Revenue generation from debit card interchangenaandin from low cost core
deposits

Durbin Amendment a unique opportunity for Bank Mebi
= Total investment not to exceed about $5.0 milligrebd of 2015

. Expected to achieve above average, franchise vialDé, and ROE within 5 years
55




Regional Bank Comparison cUsmmers%Banmmlm

High Performance Regional Banks

Growth Capitalization Asset Quality Market Trading
Total Market Pricef
Assets LTha Syr Tierl Leverage  Capital NPA'sf  Reserves/ Cap Pricef 2015
Name State (SMM]) Growth CAGR TCE/TCA Ratio Ratio Ratio Assets (1)  NPL's [Smm) TBV (2] EPS 2)
Community Bank System, Inc. NY $7.503 2.7% 6.9% B1% 14.1% 9.8% 15.3% 0.4% 183.1% 51,3674 192 x 134 %
Dime Community Bancshares, Inc. NY 54,384 9.2% 2.3% 9.3% 12.3% 9.3% 12.8% 0.5% BS.7% £530.8 1.56x 128x
Eagle Bancorp, Inc. MD 54,169 19.0% 19.9% 9.9% 11.3% 10.7% 14.5% 1.1% 120.8% 582810 2.78x% 16.2x
Flushing Financial Corporation NY 54,892 3.4% 32% 9% 14.5% a9.7% 15.4% 1.0% 63.0% £5416 228x 149 x
Independent Bank Corp. Ma 56,384 8.3% 7.6% 1.2% 10.8% B.8% 12.5% 1.2% B3.3% S854.1 1.94 x 134x
Lakeland Bancorp, Inc. 1] 43,499 5.0% 4.8% 1.7% 11.8% 9.0% 13.0% 0.8% 113.0% S370.0 183x 131 x
NET Bancorp Inc. NY 47,867 2.6% 7.5% 76% 12.0% 9.2% 13.3% 0.8% 114.7% 59843 1.71x 146x
OFG Bancorp PR 57,673 -8.6% 3.8% B.T% 16.0% 10.5% 17.5% 5.8% 34.3% 5675.0 1.76% 13.0x
Oritani Financial Corp. 1 53,217 13.9% 10.1% 16.2% 18.7% 14.4% 19.9% 0.7% 166.3% S6315 152x 138x
S&T Bancorp, Inc. PA 54,907 5.9% 3.1% 2.0% 12.4% 9.9% 14.3% 1.0% 93.2% £699.0 147 x 14.0x
Tompkins Financlal Corporation NY 55,001 3.2% 10.5% 1.7% 13.1% B.9% 13.9% 0.6% 110.6% SBE50.8 2A8x 142 x
TrustCo Bank Corp NY NY 54,582 2.8% A4.7% B.5% 17.1% B.8% 18.3% 1.2% 99.3% 56104 2.23x 146x
Washington Trust Bancorp, Inc. Ri 53,416 9.1% 3.4% B.5% 12.2% 9.4% 13.3% 0.9% 95.4% 5551.6 1.67 x 111x
WSFS Financial Corporation DE 54,783 7.7% 6.0% 8.9% 13.7% 11.0% 14.7% 1.0% 96.3% S672.8 1.34x 17.2x%
lMsdian 54,837 &.50% 5.4% B.6% 12.7% 9.5% 14.4% 0.9% 97.8% S661.8 1.76x 138x |
[Customers Bancorp, Inc. PA $6,532 B6.4% B7.7% 6.5% 8.4% 7% 112% 0.3% 246.4% $480.2 12x 9.5x |

I Aspirational Banks |
Signature Bank NY $25,950 23.5% 24.7% 9.3% 15.5% 9.5% 16.5% 0.2% 276.9% 45,7595  3.21x 188x
Texas Capital Bancshares, Inc. ™ 514,267 32.1% 21.8% 7.9% B.E% 102% 11.3% 03% 243.3% 42,4906 218x 15.7 x

Source: SNL Financial, Company documents. Markét da of 9/30/2014. Consists of Northeast and Midsaic banks and thrifts with assets between $8lion and $8.0 billion and most recent quarterecBROAA greater
than 90 bps. Excludes merger targets and Mt

(1) Customers Bancorp NPAs excludes accruing TDRs@ants|90+ days past due and still accru

(2) Customers Bancorp Price/TBV and Price/2015 EPSthais share price as of Dec 9, 20:




Contacts Customers@Bancorp, Inc.

Company: Investor Relations:
Robert Wahlman, CFO Ted Haberfield

Tel: 610-743-8074 President, MZ North America
rwahlman@customersbank.com Tel: 760-755-2716
www.customersbank.com thaberfield@mzgroup.us

WWW.Mzgroup.us

Jay Sidhu

Chairman & CEO

Tel: 610-301-6476
jsidhu@customersbank.cc
www.customersbank.com
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Balance Sheet Customers%gjancorp, Inc.

CONSOLIDATED BALANCE SHEET - UNAUDITED
{Daolfars in thousands)

September30, December3l, September30,

2014 2013 2013
ASSETS
Cash and due from banks 5 gaTe 5 60708 5 BE,539
Interest-carming depasits 241,578 172,359 167,114
Cash and cash equivalents 331,306 233,068 255 653
Inwestment securities available for sale, at fair value 408,303 497,572 497,566
Loans held forsale 1,395,720 747,593 917939
Loans receivable not cowered under Loss Sharing Agreements with the FDIC 4,065,672 2,398,353 2,008,532
Loans receivable covered under Loss Sharing Agreements with the FINC 44 4583 66,725 81,255
Allowante for loan losses (31,083} (23,998} {26,800)
Total loans recervable; net of allowance for loan losses 4,073,062 2,441,080 2,002,987

FHLB, Federal Reserve Bank, and other restricted stock 85,732 43,514 19,113
Accryped interest receivable 13,744 8,362 7,866
FBIC loss sharing receivable 5,995 10,046 11,038
Bank premises and equipment, net 11,147 11,625 11,065
Bank-owned life insurance 132,575 104,433 85,991
Other real estate owned 17,755 12,265 13,601
Goodwill and other intangibles 3,657 3676 3,680
Other assets 41,439 30,938 ZE.6I3

Total assets 5 6532435 5 4153173 5 3,935,112

LLABILITIES AND SHAREHOLDERS' EQUATY
Demand, non-interest bearing S 897415 5 478,108 5 671,218
Interest-bearing deposits 3,586,725 2,481,819 2,572,102
Total deposits 4,284,140 2,950,922 3,243,300

Federal funds purchased - 13,000 -
FHLE advanoes 1,554,500 T, 500 172,000
Other bormowings 8,750 63,250 63,250
Subordinated debt 112,000 2,000 2,000
Accrued interest payable and other liabilities 27,746 L5878 55,657

Total liabilities 6,106,636 3,766,550 3,536,227
Common stock 27,267 24,756 24,742
Additional paid in capital 354,561 307,231 306,183
Retained earnings 55,045 71,008 61,997
Accumulated other comprehensive loss {3,020 {8,118} (3,537}
Treasury stock, at cost [8,254) 18,254} (500}

Total shareholders' equity 435,733 386,623 388,885

Total llabilities & shareholders' equity S BS32AIS 5 4153173 5 395112 59




Income Statement Customers%Bancorp, Inc.

CONSOUIDATED STATEMENTS OF OPERATIONS FOR THE THREE MONTHS ENDED - UNALINTED
{Daflars in thowsonds, excepi gor shae daota)

ai az a3
A A ol
Interest incom:
Lo pesceivable, inclisding fees 5 2 W 5 23,485
Loans held for sale 8,503 6,115 9,896
Investenent securities 2,361 AL 1433
Diher e 614 342
Tatal interest bncome b1, 45062 33,745
e rest expende:
Depasits 6,173 5727 5,470
Dabet bormowings 1A% 1,184 TER
FHLE Advances L1 1141 Frr
Subordinated debt 1,400 110 15
Tatal interest expense 11084 E162 BEAT
Nt ingenest income w214 35,93 2158
Prowisien for boan losses 5035 1 ERG TEQ
Wt inteqest ingomss alter peoadisian fof boan fsies 5,179 08 26,445
Mo inteast incomi:
Martgage warehouse transactional fiers 2159 2315 3,000
Mortgage laan and banking inocene 22 155 50
Bank-owined life insuranoe income 76 836 15
Galny[loss] on sabo of Inans = Gi2 2]
Gain on sale of investreet secusities - 2] -
Deposit fees 1m 2 198
Other 47 1,163 Tid
Tatal non-interest {necms 5,100 a1 4,881
Hon-intene st capense:
Salarios and employee benefits 12070 15531 B3
FOHC asesamients, Laooes, snd regulatony fees 3320 1078 1105
Ocnupancy 293 2575 LE5
Professional sorvices 1671 1,881 Lis
Techrofogy, communicetion and bank cperations Lags 1621 Lin
Othier raal estate owined SXpense =3 o] 401
Loan workaut £ 77 I
Advertising and promation 261 438 450
Other 1,650 2684 1,59
Total non-interest expense 24,679 Pt i) 18,347
Incoima hefare tax exponse 16,603 15,750 13, TG
Income fax weprnse 3040 5517 a0
Nt income $ 11662 5 0233 5 8,268
Basic camings pershase (1) i a5 03 % 030
Diluted eamnings pee share (1) a4z o3z 030
(1) Earnings per share amaunis have been adjusted ta give effec to the 10% comman stodk dividend declared an bay 15, 3014 60

pived Esianed o Jurwe 30, 2004,




Income Statement Customers%Bancorp, Inc.

CONSOLIDATED STATEMENTS OF OPERATIONS FOR THE NINE MONTHS ENDED - UNAUDITED
{Doflars in thousands, except per share dota)

S plismbar 30,
Hyid i3
Interest inosma:
Lowsns recebvable, incleding fees 5 103,216 5 ST,
Loans heeld for sale 20,301 31,53
Inwesiment securities. 1544 S
Daher 1,805 =
Todal interest incame 133,266 93439
IntErest epense:
Dopasits 17,381 15,743
Oaber bomowings 3834 262
FHLB Advances 3,348 &40
Subordinated debi 1LA26 L]
Total interest expemn 26,359 A
Hetinterest (ncome 10,8937 75940
Pronision fof loan losses 12,288 2748
et interest income alter pravisicn for loan losses AR B % -4
Hon-intemest encome:
Morlgage warehouse ransstional fees 6,125 10,66
Mortgage hoan snd banking income 2175 =0
Bank-owned Bfe Inswemnce ncome 2,686 1,558
Gainon sale of koans 1266 o
Gainon sale of investment securities ERLS -
Deposit fees B18 47
Dehoer ERL L7
Total noa-inferest income 19,322 pLteer)
Non-interest expense:
Salaries and employee benefits EERLF Pt
FOiC enits, takes, and regulatony foes 8,529 3510
Drniapansy 8,162 6,30
Professionl senioes 5,834 318
Technalogy, commenication and bank operations oA, 10
Other real estate owned oxpense 1Ras o
Loy weepa coust 1,306 1674
dvertising and promation 1,104 arn
Loss contingency o0
oeher 592 22
Todal mon-interest pxpease 7LOSN LT
Inacgmie befone ta sapense 43991 47T
Income tax exense _tems ol
Netincome E 30,036 H 653
Basicearnings per shane (1) 5 112 Lo
Diluted eamings pes share (1) 108 e
{1) Exmings per share amounts have bean adjusted to give effiec to the 100 commaon stogk divedend dedared 61

e My 15, 2004 and issaed an lene 30, 3004




Net Interest Margin Customers%;.Bancorp,lnc.

Average Balance Sheet f Net Interest Margin (Unaudited)
{Dollars in thousands)

Three Months Ended September 30,

2014 2013
Average yield Average yield
Average Balance or cost (%) Average Balance or cost (%)

Assets
Interest earning depasits 5 244,013 0.25% s 230,992 0.26%
Investment securities 421,213 2.24% 235,927 2.41%
Loans held for sale 1,014,068 3.33% 985,050 3.82%
Loans held for investment 3,977,407 3.96% 1,999,846 4.48%
Other interest-earning assets 83,313 3.05% 22,805 3.37%
Total interest earning assets 5,740,014 3.55% 3,474,620 3.86%
Mon-interest earning assets 238,223 158,661

Total assets 5 5,978,237 5 3,633,281

Liabilities
Total interest bearing deposits (1) 3,268,502 0.75% 2,561,855 0.85%
Borrowings 1,674,576 1.17% 244,149 1.76%
Total interest bearing liabilities 4,943,078 0.89% 2,806,004 0.93%
Mon-interest bearing deposits (1) 596,497 439,276
Total deposits & borrowings 5,539,575 0.79% 3,245,280 0L808
Other non-interest bearing liabilities 16,596 4,993

Total liabilities 5,556,171 3,250,273
Shareholders' equity 422,066 383,008
Total liabilities and shareholders’ equity 5 5,978,237 s 3,633,281
Net interest margin is% 3.11%
Net interest margin tax equivalent 2.7%% 3.11%

|
H :

(1) Total costs of deposits (including interest bearing and non-interest bearing) were 0.63% and 0.72% for the three

months ended September 30, 2014 and 2013, respectively. 62




Net Interest Margin Customers%;.Bancorp,lnc.

Average Balance Sheet / Net interest Margin {Unaudited)

(Dollars in thousands)
Nine Months Ended September 30,
2014 2013
Average yield Average yield
Average Balance or cost (%) Average Balance or cost (%)

Assets
Interest eaming deposits S 214,215 0.25% s 194,903 0.25%
Investment securities 461,708 2.29% 187,178 2.37%
Loans held for sale 787,509 3.45% 1,088,641 3.87%
Loans held for investment 3,458,930 4.00% 1,702,921 4.55%
Other interest-eaming assets 61,961 3.03% 27,216 2.06%
Total interest earning assets 4,984,323 3.57% 3,200,859 3.90%
Mon-interest earning assets 220,389 126,332

Total assets ] 5,204,712 8 3,327,191

Liabilities
Total interest bearing deposits (1) 3,028,465 0.76% 2,408,030 0.87%
Borrowings 1,136,675 1.06% 258,021 0.91%
Total interest bearing liabilities 4,165,140 0.84% 2,666,051 0.88%
Non-interest bearing deposits (1) 615,956 321,935
Total deposits & borrowings 4,781,096 0.74% 2,987,986 0.78%
Other non-interest bearing liabilities 14,963 10,898

Total liabilities 4,796,059 2,998,884
Shareholders’ equity 408,653 328,306
Total liabilities and shareholders' equity 5 5,204,712 S 3,327,190
Net interest margin 2.87% 3.17%
Met interest margin tax equivalent 2.88 3.18%

(1) Total costs of deposits (including interest bearing and non-interest bearing) were 0.64% and 0.77% for the nine
months ended September 30, 2014 and 2013, respectively. 63




Asset Quality Customers%Bancorp, Inc.

Asset Quality as of September 30, 2014 (Unaudited)
(Doilars in thousands)

Non
Other Real Performing Allowance Total Total
MNon Accrual Estate Assots for loan Cash Cradit NPL's/ Reserves to
Loan Type Teotal Loans INPL"s Owned {NPA's) losses Reserve  Reserves Tofal Loans Total NPL's
Pre September 2009 Originated Loans
Legacy $§ 57615|% 5178 § 6464 § 11642 | § 2898 % - $ 2888 8.99% 55.97%
Trootiad debt restructunngs (TOR'S) 1,661 B5T - B57 85 - 85 39.55% 12.94%
Total Pre September 2009 Originated Loans 59,276 5,835 6,464 12,299 2,983 - 2,983 9.84% 51.12%
Originated Loans (Post 2003)
Warehouse 34,533 - - - 259 E 259 0.00% 0.00%
Marufactured Housing 4,382 &1 = 81 88 g 88 1.38% 144 B2%
Commercial 1,401,490 1,664 335 1,999 10,261 . 10,261 0.12% B16.65%
MudtiFamily 1,993 431 - - - 7,474 - 7,074 0.00% 0.00%
Consumer Mortgage 157,674 151 - 151 675 = 675 0. 10% 445.05%
TOR's 557 - - - - . - 0.00% 0.00%
Total Originated Loans 3,582,067 1,876 335 2,211 19,257 - 19,257 0.05% 1026.44%
Acquired Loans
Berkshire 9,250 1,350 425 1,775 342 - 342 14.59% 25.33%
Total FDIC (covered and non coverad) 31,421 4,061 10,208 14,269 528 . 528 12.92% 13.00%
Manufactured Housing 118,733 - 323 323 - 3,308 3,308 0.00% 0.00%
Flagstar {Commercial) 128,742 - - - - - - 0.00% 0.00%
Flagstar (Residential) 108,284 - - - - - . 0.00% 0.00%
TDR's 3,258 833 - 833 145 - 145 25.57% 17.41%
Total Acquired Loans 398,698 6,244 10,956 17,200 1,015 3,308 4,323 1.57% 69.24%
Acquired Purchased Credit Impaired Loans
Berkshirg 43,550 - . - 5,416 . 5416 0.00% 0.00%
Total FDIC - Convered 12,545 - - - 2,179 - 2179 0.00% 0.00%
Manufactured Housing 2011 4,248 - - - X33 - 233 0.00% 0.00%
Total Acquired Purchased Credit impaired Loans 60,343 - - - 7,828 - 7,828 0.00% 0.00%
Unamortized feesidiscounts (248) 0.00% 0.00%
Total Loans Held for Investment 4,110,135 13,955 17,755 3,710 31,083 3,308 34,381 0.34% 246.44%
Total Loans Held for Sale 1385720 - - - - . - 0.00% 0.00%
Total Portfolio § 5505855 | § 13955 § 17,755 § MTI0F M083 5§ 3308 § 30 0.25% 246.44%
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AGENDA

>>

1. Retail Branch Banking - A Broken

Model?

1. BRANCH OVERHEAD IMPLICATIONS
2. BRANCH EFFICIENCY

2. Our Solution - BankMobile

bankmobile




A NEW BRANCH MODEL

“ALL-IN COST MODEL

Overhead + COD - Fees = All-In Cost
$1 million OH / $55.7 M deposits* = 1.79%
$1 million OH / $170 M deposits = 0.59%

OD fees in 2013 were $32 billion
— A $35 FEE ON A $100 OVERDRAFT FOR 1 WEEK =1820% AP R
— WILL THE CFPB ALLOW THIS “USURY” TO CONTINUE?

* The 2014 Cornerstone Performance Report

bankmobile




IS THE BRANCH DEAD?

>>

 # of branches in 1970 = 45,337*
o # of branches in 2014 = 94,725*
« Peak in 2009 # of branches = 99,550*

e Consumers preferred delivery channel:**
1. INTERNET BANKING 31%
2. BRANCH BANKING 21%
3. ATMS 14%
4. MOBILE BANKING 10%

* Richard Brown, Chief Economist, FDIC

**  American Bankers Assoc. report 2014
bankmobile




OVERHEAD COSTS

>>

Average monthly transactions per branch

12,000

10,000

8,000 —

6,000 —

4,000

Average transaction cost doubles while

monthly branch volume is halved.

$1.20

$1.00

Source: FMSI © May 2013 The Financial Brand

$0.80

$0.60

$0.40

uonoesuel) Jajja) 1ad 1509 afeiany

$0.20

$0.00
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EFFICIENCY*

~>e Deposits open/close ratio = 1.07
Total retail checking accounts per branch = 1,488

Monthly new checking accounts opened per branch =
17

Deposit accounts serviced per platform FTE = 2,627

— ACTIVE INTERNET BANKING USERS PER INTERNET BANKING
FTE = 15,235

The old retail branch model is broken!

* The 2014 Cornerstone Performance Report

bankmobile




MAIN PRODUCTS

>>

Mobile users are looking for checking,
savings accounts and credit cards

93%

20%
15%

Source: ¥Ad, Telemetrics © Sapt 2013 The Financial Brand

v y s . e -
Checking and Credit cards Mortgages Investment
savings accounts and loans products

MW Smartphone users M Tablet users

bankmobile




CUSTOMER SERVICE

>> Percentage of Facebook comments that
are negative on bank and CU pages

20%

Top 10
Banks

15%

10%

Source: Social Assurance © November 2013 The Financial Brand

Financial Institution Size
Based on FDIC and NCUA data (September 2013)

D Scocial Assurance’

bankmobile




MOBILE BANKING BASICS

>>

What are consumers’ most important
online/mobile banking activities?

Deposit funds : 21%

Transfer funds 17%

Pay bills 15%

v/ 3 Open accounts

Source; Maxymiser @ QOctober 2013 The Financial Brand

2% Research

bankmobile




CUSTOMER HOT POINTS

>>

What factors do consumers say are
most likely to cause them to switch?

Uncompetitive
interest rates

Closure of a
convenient
branch

New or
raised fee

Spurce: BankingRates.com © January 2014 The Financial Brand

A bad customer
experience

bankmobile




FINANCIALS

>>

e Revenue

— INTERCHANGE INCOME
— INTEREST ON LOANS (MINUS RESERVES)

 EXpenses
— PHOTO ACCOUNT OPENING
— SECURITY DATABASES
— PHOTO BILL PAY
— PHOTO CHECK DEPOSIT
— PLASTICS
— ATM NETWORK
— FRAUD LOSSES
— MARKETING
— APP DESIGN / MAINTENANCE
—  SALARIES / OPS
— VENDOR COSTS

e $5 million allotted to BankMobile
» Profitability in 2-3 years

bankmobile




BANKMOBILE OVERVIEW

>>

BankiMobileis a digital bank designedto give you an
effortlessfull branch experience in the palm of your hand - the
ultimate in convenience.

We are creating a banking revolution - on a path to becoming
a disruptive player. MELLO

Why BankMobile?

1. Leverage our Higher One relationship BankMobile
2. Improve efficiency, growth and profitability WE'RE A NEW BANK
3. Create a customer base for our future Warren Taylor

Bankmobile Pillars _

* NO Fees; Guaranteed Y% Higher Rates

« Effortless banking offering 55,000 free ATMs
combined with exceptional customer service

* Financial literacy / empowerment / advisor

bankmobile
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THE TIME FOR DISRUPTION IS NOW

>>
This year, for the first time, U.S. customers interacted
with their banks more through mobile devices than any
other means... Mobile interactions are now 35% of the
total, more than any other type, including traditional
online channels, automated-teller machines and branch

visits
BAIN & COMPANY (:)|

Mobile banking increased 40 percent in 2013, Bankrate
says — that’s 40,000 new customers a day.

Bankrate

Handling a transaction at a branch can cost 50 times
the same transaction on a mobile phone, or 20 times its
cost on an online platform

.- ' REUTERS

bankmobile




THE TIME FOR DISRUPTION IS NOW

>>

Branching Out Customer Behavior : Shift to Digital
Share of bank customers surveyed

who would consider a bank with L i 0] o S o
no branch locations. (L IR s o
Ages 18t 34 Lo 5-10 Times per Year o P

-]
ota &

b7 g 3.5 Times per Month
35to 55

|;| 7-10 Times per Month

m B
e ﬂ 20-30 Times per Month

g ¥
O

s

accenture B BRACKBRSE

bankmobile




HOW ARE WE DIFFERENT

>> COMPETITIVE LANDSCAPE

TRADITIONAL BANKS INTERNET BANKS

Defensive: Mobile apps are not e Attract age 55+, higher balance,
used to attract new customers; rate sensitive customer

Only to respond to demand for
mobile with a costly & large * Not focused on creating simplistic

branch network still there mobile experience with innovative
banking features

Mobile banking is only an add on

service adding costs

Low rates & High fees
Product offering/pricing the same

whether you open an account in a
branch or on mobile device

NEO BANKS

Do not provide a full suite of
banking products & services. Little
cross-sell capabilities

Revenue model built entirely
around interchange fee from debit
or prepaid cards

Fees (although they say they
have none)

Minimal focus on personalization

L

GObank

bankmobile




WHO ARE WE?

>> LIVE FREE. BANK FREE.

A Revolutionary New Way to Bank

NO FEES

BRANCH IN THE PALM OF YOUR HAND - MOBILE 1 STSTRATEGY

CHECKING, SAVINGS, LINE OF CREDIT, JOINT ACCOUNTS

HIGHER SAVINGS RATES THAN THE LARGEST 4 BANKS (AT
LEAST 0.25% APY HIGHER RATE GUARANTEED)

55,000 FEE FREE ATMS (3X MORE THAN BOFA)
PERSONAL BANKER

FINANCIAL EDUCATION

bankmobile




APP FEATURES AT LAUNCH

>> PHASE 1

+ Drivers license picture account opening
* Photo bill pay
 P2P payments
 Remote check deposit
* Debit card on/off

» Account balance quick access

—

* 4 digit password
e ATM Locator A
« Arificial intelligence knowledge base
o Part of Apple Pay

bankmobile




APP SCREENSHOTS

>> WELCOME SCREEN & ONBOARDING

R e SELEQT PR THE LELECT FROA THE EAPTURE vO0R
il hali o ORTIOHS BELOW RTINS BELOW IHEO R R TION

e )
PRMRHE 41COUNT WALIEN Vroukdstas Rlca the agcoinish i be FRSRANE 41COUNT WKL
Email address @ Tl Free Checking Mecsun * Engle ; ot : Enap aphets ol Diver Lisonss or Stae D
iz ¥ . Aificati o
i Vinld v & i e
Ra amal
El Urnncurael Lire of Creclit Curmernly jomt accaunts can ooy b Sk Hbeds
opaned i thriush this selestion, Ay e : @
@ Debinted additicnal joet acoourds wil reouire

= £nniactng a CUstomer Serdoa spooalist
Mo Fes Owendraft Pristection g Mo barrada on Backt

* rrggoraed 10 pin

T chi et o o D Lisscriin Gr SLatn
i chokmest to 2k
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APP SCREENSHOTS

>> SOME FEATURES/FUNCTIONALITIES

e Mueviar [ T00R)

Yookl it W[ | v lil e

bankmobile gl

M= resquested info:

O Wmal fs your rowting MBS
AT

' % Howcan [sgn up for cirest
i Mivebar [ TTHRT | Seposit?

& Do vou have loans for
matorcycles?
batance?

©  How do ] check e status of 8
Iean application?

bankmobile




WEBSITE

>>  YOUNG, FUN FEEL!

THE Lo WD o WN

ABDUT US CF ’ ﬁ m

Posh Pemr Tre Hvs by Wt




WHAT IS PHASE 17

>> BUILDING A STRONG FOUNDATION

» Crowdsourcing - a bank built for the
people, by the people
— FOCUS GROUPS
— SOCIAL MEDIA
— EMAIL
— CONTESTS

« Gradually grow customer base at first

— ENSURE OPERATIONS, CALL CENTER, AND
TECHNOLOGY ARE WELL INTEGRATED AND
PREPARED FOR GROWTH

bankmobile




MILLENNIAL STRATEGY

>> HIGHER ONE

=  Ages 18-35; Largest generation at around 84 million
% = Not just future customers, but influencers

=  Millennials rank the four largest banks among the 10 least loved brands in
America

Who are they?

= Tech savvy, tech dependent, largest group of mobile users

=  33% say they are switching banks in the next 90 days

=  40% of millennials would consider switching to a branchless bank

=  Receiving the largest transfer of wealth in history from baby boomer parents
= 33% of millennials say main reason to switch banks is excessive fees

Why are they
attractive?

=  Partnership with Higher One; access to ~250K graduates each year

How will we =  Create hype and engagement through multiple social media platforms
do it? / = Utilize college students as brand ambassadors

=  Develop & distribute content on financial topics to build loyalty & trust

=  Digital ad campaign

bankmobile




WHAT DO MILLENNIALS WANT FROM THEIR BANK?

>> VIDEO

bankmobile




AFFINITY STRATEGY

>>

Create affinity relationships with not for profits as well as profit generating
organizations

Objective

Members, followers, or customers must feel passionate about the
organizations we partner with

Develop a win/win partnership - Enter into a marketing fee agreement
Customers receive a branded banking experience

We financially compensate the organization our customers are passionate
about

=  We receive loyal banking customers

Partnership
Structure

=  Credit card companies targeting affinity groups in the 80’s
= USAA & Veterans
Examples /) = Bancorp Bank & T Mobile

=  We plan to target alumni associations, foundations, charities, advocacy groups
religious groups etc

bankmobile
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AFFINITY MARKET

~ WHO ARE OUR CUSTOMERS?
HOW BIG IS THE MARKET?

» Unions, Associations and Employees of

Businesses with over 1000 employees
— 17.7 MILLION MEMBERS OF UNIONS
— 100 MILLION MEMBERS OF ASSOCIATIONS

— 54 MILLION EMPLOYEES OF BUSINESSES WITH
OVER 1000 EMPLOYEES

bankmobile




OUR PROGRESS

>> Hired an experienced team in August
We expect to add 2-4 more team members in 2015

September of 2014 we set out to contact and build
relations with groups that met our Market Criteria:

« To date we have spoken with organizations having over 3
million members.

* We have agreements from 7 organizations with over 400,000
combined members, and are going to begin the on-boarding
process during the next 12 months.

bankmobile




GOAL

>> SUPPORT OUR MEMBERS,
CREATE VALUE

To Have 1% of All members of our

Affinity groups use Bank Mobile as its
Primary Bank in the first 12 months.

» Active Targeted Marketing

« Attending Meetings

* Education of Members

« Participation in Sponsored Events

* Provide financial benefit for the members

bankmobile




MARKETING STRATEGY

>> CUSTOMER ACQUISITION

[Chamel | Stategy Deta

Email Campaign
Affinity Marketing

Social Media
Blog

Gorilla Marketing
PR
Crowdsourcing
Digital Marketing

Target 1M+ Higher One students through emails. Conduct
“experiments” to determine most effective messaging/campaigns

Reaching out to affinity groups, market to members using emails,
direct mail and newsletters, attending conferences

FB, Twitter, Instagram, Pinterest, Youtube, Vimeo, Vine presence
Create unique content on various financial topics

Street Teams, Bankmobile RV, Green range checking, videos, etc
Target key blogs & publications
Focus groups, social media engagement, email, contests

Entire website is optimized (SEO), paid search, social media
advertising, remarketing (cookies)

bankmobile




EXAMPLES OF MARKETING

>>

EMAIL CAMPAIGNS AND PR

BYQB

BUILD YOUR ORN BANK
—

B

BankMobile in the News

Muobile Marketing & Tect - Hnext ra

“BankMobile Targets “Moneyz0/20: BankMabile
Underserved Millennials™ asks millennials to help build
a bank for young pecple”
banKe
INNouakion UP§J)’\B—.T
“BankMobile to Crowdsource "How this millennial is leading
[deas for Its Mobile App the mabile banking charge”

bankmobile




SOCIAL MEDIA @BANKMOBILE

>> MILLENNIALS & SOCIAL MEDIA

*  56% more likely to find brand content on social networks than on search engines or other
online news feeds

91% would consider a product if a friend recommended it to them
60% of Millennials are engaged in rating products and services
Millennials are 2.5x more likely than Boomers to share a social-media link that references a brand

Millennials are fed up with traditional banks & use social media to find solutions

BankMobile’s Social Media Goals Conversation Volume
* Build brand awareness & trust -
* Increase consideration

« Drive traffic to website, app and blog

* Build following on social media & blog

« Increase brand loyalty and advocacy

» Amplify media coverage & word of mouth referrals

Wumbser O Wits Ty

ﬂp Totnl ount by say A0 Wowng svessge
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BANKMOBILE'S BLOG

>> FINANCIAL EDUCATION, NEWS & UPDATES
Purpose: To educate and inform prospects and customers while increasing awareness, consideration,
loyalty and advocacy

Blog Pillars & Topics

« Research conducted to identify financial problems during target market's life stages
* Topics showcase brand pillars and mission with transparency & authenticity

* Content developed to address needs of Millennial consumer in a relevant way

CARS: BUYING VS. LEASING

IT'S TIME FOR A REVOLUTION

Posted on:

WATCH OUT FOR THESE SEVEN

FIVE NEW YEAR “MUSTS” FOR THE FINANCIALLY SNEAKY BANK FEES
FIT COLLEGE STUDENT

banknobile




SOCIAL MEDIA @BANKMOBILE

>~ SOCIAL MEDIA STRATEGY

* Provide Superior Customer Service
* Answer questions quickly using our FAQ
database, video tutorials & blog

» Listen & Engage to Build Community
* Find & engage those looking for a new bank
*  Amplify engagement from press and users
» Create contests, campaigns & incentives

* Create and Publish Shareable Content
» Publish 2-3 blog posts per week
» Participate in Twitter chats to extend reach
»  Post mix of helpful/informative posts
frequently

* Advertise Efficiently to Target Market
» Advertise to Higher One database on
Facebook & Twitter with custom audiences
» Pixel website visitors to remarket to online
» Advertise to target market to download app

S0 076 stars
T TeiEwes

5.0%

Daniel Endara @ danielendara - Dec 22
{@BankMobile interesting. How about incoming intemational wire transfers? Any
fee for that?

Jim Marous SaimMizioons - Noy 4

Can Jay Sidhu & [I8ankMobila succeed where others falled? Joined beta 1o zee
If walua is encugh to achieve scala

FroneyZU2]

Neira Jones Sneizjones  Mov 4

“honey2020 U5 Digital-only (iBankmobile Prepares For Bata Launch With
5000 Customers To Build &4 Bank For Young People firexira convnews/fulistory

E VK @App_Marketer - Dec 24
Wowl Banking with ease and na fees! Great concept @ BankMobilel
smuobiiebankmng

Waveski @ Tanakasamugl - Dec 29
BankMobile | BankMobile

Awesome site and Awesome |dea bankmoblle.com
3 1 w2

BankMobile
HBankMobile

@Tanakasamuel Thank you! *"Dawn

bankmobile




SOCIAL MEDIA @BANKMOBILE

>> PRE-LAUNCH EARNED MEDIA METRICS

Press Reach i Betal ist @Eetslist Dec3t

¢ 1.25 billion impressions from digita| media """ BankMobile Bank with ease and pay no fees bl SUTASZQ
» 2.54 billion potential impressions from digital

media

Website & Blog (Launched 12/18/14)
* 10,012 pageviews on website
* 534 visits to blog

Social Media (Launched on 10/28/14)
» 200 Facebook fans, 12,844 impressions
» 180 Twitter followers

» 236 views of pins on Pinterest

» 116 visits to website from social media
 Of those visits, 4% signed up for email

) Bu3 w View mare pholos and videes

Tomas Laurinavicius ©tomasiau - Jan 2
a'BankMobile exciting ideal Are you launching just in US?

Ahmad KtaechZ @ahmadkiaech - Dec 21
Most inspirational pre-breakfast disruptive idea? (@ BankMabile

Fid ryanshanks (@ryanshanks - Nov 5
sl (C)BankMobile would like to do beta with you? b Sarah Maier Very interested. How would | get started?

bt ; =
& L Unlike - Reply - &3 1 - November 13, 2014 at 12:42pm
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PHASE 2 INNOVATIONS

>> SECOND HALF OF 2015 OR BEFORE

FEATURES

Text Chat

PFM (transaction categorization,
account aggregation, budgeting,
goals)

Utilize data analytics for more
personalized banking experience

Ability to search for and purchase
cars in your area. We provide a pre
approved auto loan

Becoming a marketplace where
customers can purchase goods. We
provide financing and insurance

Biometric authentication

PRODUCTS

Auto loans
Credit cards
Mortgages

CDs

SERVICES
(NEXT 60-90 DAYS)

e Customers who enroll in direct
deposit will become VIP customers

* VIP customers will have free access
to a financial advisor

» VIP customers will also have access
to fee free ATMs nationwide

bankmobile




SECURITY RISK MITIGANTS

>> WE TAKE SECURITY VERY SERIOUSLY

* Retained security experts to provide advice and
Implement multi layer security

e Experience in security due to HO relationship (1M+
students using HO mobile banking with no security
breaches)

« Educating the customer

bankmobile




5 YEAR GOALS

>>

Over a 1 year period, acquire ~25,000 customers

©e

Over a 5 year period, acquire ~250,000
customers

() Make 20% plus ROE

bankmobile




ANY QUESTIONS?

>>

bankmobile




