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Life Insurance Industry

Market Maturity Spectrum
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Yesterday, Today and Tomorrow:
Industry Growth: United States

Insurance and financial _ _ _ y : _ _ _
services component of GDP Financial diversification is becoming a 1.159
)

(2005 dollars) reality along with multiple-channel billion
distribution.

Financial diversification was an
aspiration along with a growing
acceptance of independent

distribution.

Financial diversification is
reality. Multichannel
(omnichannel) distribution
takes center stage.

138 billion
Financial diversification is emerging

along with a mass migration to 5.8 million
independent distribution. workers
4.0 million
W_
1980s 1990s 2000s 2010s



Independent Distribution Defined

Product manufacturers

(i.e., carriers) can distribute
through their own (tied) sales
forces or through independent
channels.

Independent channels include
insurance-oriented and
investment oriented channels.

Each has unigue needs as
carriers look to sell through these
channels.

|
Insurance
Focused
B Independent
Agent
Insurance
— RIGEUEGERES
(BGAs, IMOs)

Independent
Distribution
| |

Investment

Focused

Broker-Dealers

(full-service &
independent)

LIMA



Independent Distribution’s
Explosive Growth

44% 46%
33%

Life Annuity LTC

O Other ®Independent

Based on new annua lized premiums



Why Has Independent
Distribution Taken Hold?

Number of companies
recruiting new agents

237

® Cost of distribution
* Agent practice models
®* Consumer preferences

1980



Key Trends Impacting
Independent Distribution

1. Sales capacity
2. The growth of insurance intermediaries

3. The changing nature of sales support



Most Independent Channels Have an Aging

Field Force

* Not enough young
professionals are entering
the industry to replace those
retiring.

 Where will the producers of
the future — and their
production — come from?

« Talent acquisition and
succession planning have
become strategic
imperatives.

Source: LIMRA McKinsey Experienced Advisor Study, 2012

Advisors age 50+

Independent agent

RIA

Independent broker
dealer

Regional broker dealer

Wirehouse

Bank




Business Placement Activity

Number of insurance carriers used to place business

13 m2004 ®m2008 02012

Independent agent IBD RIA

Source: LIMRA McKinsey Experienced Advisor Study, 2012



Key Trends

1. Sales capacity remains an issue
2. The growth of insurance intermediaries

3. The changing nature of sales support



The Growing Role of
Intermediaries

“Over the past three

—g Participant’s Report
decades, the independent /}/\/2
distribution channel has ' il

evolved from regional | Turning Point
brokerage general agencies to The Outlook for BGAs,
. . IMOs, and TPMs
a vibrant independent |
distribution network.”

Turning Point, LIMRA, 2012




Independent Advisor

Preferences

* Independent producers can
place business directly with a
carrier or through an
intermediary, such as a BGA or
IMO.

There is growing interest among
producers to place business
through intermediaries.

Intermediaries provide access
to multiple carriers’ products
and offer a growing service and
support structure.

Placement Preference

m Direct with the carrier
® Through an intermediary

No preference

WA
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Key challenges

New talent

“Now | deal with just about every type of financial professional
Imaginable...”

Succession planning

“When you attend a NAILBA meeting, all you see is gray hair.”

Commission squeeze

“Commission clubs are a negative in that companies can'’t afford to pay
top dollar for every piece of business...l don’'t know how long this can
continue.”

Product
“When it comes to life insurance today, it’s just a whole lot of the same
thing.”

Source: Turning Point, LIMRA, 2012

LIMA

14



Implications for Carriers

®* Relationships with carriers
“It's good for what it is...”
* Differentiation

“Differentiation among life insurance companies won’t come from
services provided, as in the past, but from HOW they do
business.”

®* Innovation
“Companies have a great opportunity to be creative today.”

“Companies need to think about innovations in areas other than
product and underwriting.”

Source: Turning Point, LIMRA, 2012

LARA



Key Trends

1. Sales capacity remains an issue
2. The growth of insurance intermediaries

3. The changing nature of sales support



Practice Evolution

Practice Leader Practice Leader Practice Leader

< | =

Junior Junior Junior

Administrative Support

New Games, New Rules: New Reality by LIMRA International & Moss Adams, 2007




Wholesaling

“Advisors affiliated with broker
dealers or banks are going to
continue to need the point of
sale support they currently
receive from carriers....and will
look to wholesalers to help
guide them.”

Wholesalers: Here Today, Here
Tomorrow, LIMRA, 2013

Wholesalers: Here Today,
Here Tomorrow
What Will the Future Bring?

Denise C. Marvel, CLU, ChFC, FLMI
Distribution Research

|860) 2857759
dmarvel@limma.com




Carrier-Advisor Engagement
Methods

Email

7%

oo, <
53%

Call center or sales desk

Web portal or website

Fax 39%

Regional office or intermediary 22%

Mobile/tablet application - 10%

Video-conferencing . 4%

Source: LIMRA McKinsey Experienced Advisor Study, 2012



Technology

37%

Email 34%

27%

Phone 57%
In person
|
Fax 3 years from now

® Today

Social
networking

Skype/Video
conference



Supporting Independent
Distribution

Compensation Practice

Management

Today’s
Independent
Advisor

Support Services Technology




A Structured Approach to Supporting

Independent Distribution

Analyze :
y : Identify own
channel’s :
. unique
business
strengths
model
* What are the * What are your
channel’'s business unique assets
objectives? and strengths?
* What are its * How can these
primary business be deployed to
measures? the channel’s
* What is the benefit?

channel’s core
business strategy?

* How well is the
channel
performing?

» What are its
greatest threats and
weaknesses?

Source: Dent, Julian. Distribution Channels, 2011.

ldentify

opportunities

* How can you help
the channel achieve
its objectives?

* What is the
competition doing?

* What gaps exist in
the market?

* How can your
position be
improved?

Develop and

sell value
proposition

* What are the core
thrusts of your
value proposition?

* What channel
business measures
does it impact?

* What are its unique
advantages for the
channel over the
competition?



Conclusion

The various sales channels that comprise independent distribution are now
indispensable to the delivery of life, health, and annuity products.

There is increased competition among companies receiving direct business, as
advisors constantly revisit and reevaluate their carrier relationships with an eye to
“shorten their shelves.” Today, independent agents and advisors place business with
just half of the companies they are contracted with.

Independent distribution networks have become central to distribution strategy.
These organizations now play a critical role in the competition for sales talent and
market share.

Creating a structured approach around what today’s financial professionals value will
be a critical element in attracting and retaining business both today and in the future.
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IFA Distribution in UK

Implications of the Retall Distribution Review

Robin Peters, Director, Financial Services
October 2013

“The end of the beginning”

EY

Building a better
working world



Agenda

Introduction

Life insurance distribution in the UK
Impact of Retail Distribution Review (RDR)
Outlook for the IFA channel
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Introduction

Ernst & Young
167,000 people across 140 countries
c9,000 professionals focussed on Insurance sector
Service lines covering advisory, assurance, tax, transaction services

Clients include retail and private banks, insurance companies, fund
managers, wealth managers, platforms and networks

Personal background
Focus on supporting insurance and bancassurance clients in UK
Experience in UK insurance sector spanning 20 years
Prior to EY; strategy director for Lloyds Banking Group insurance division
Early career in strategy consulting / business development

2 IFA Distribution in UK EY



Life iInsurance distribution in the UK




Evolution of the UK life distribution market

UK distribution has undergone profound shifts in the past decades; the Retail Distribution
Review is driving further significant change

Evolution of the UK distribution market

1970s 1980s 1990s 2000s 2010s
Growth of direct Increased Regulation Depolarisation RDR drives
sales forces regulation impacts DSFs (fails to achieve fundamental
(DSF) based on “Advisor training Dominance of objectives) shifts in the UK
tax advantages and competence” the IFA channel “Treating distribution
New unit-linked “Know your and networks Customers Fairly” ~ landscape
players customer and best  » Attempts to Retail Distribution *~ Re-emergence of
Emergence of advice” improve Review conceived  the DSF?
bancassurance Focus on sales transparency
force quality Polarisation
Direct Sales Emergence Rise of IFAs ‘New Model oy
Forces conquer of IFAs and Networks Adviser’ S
>200,000 <30,000
salesmen advisers
4 IFA Distribution in UK 4 EY



RDR - the objectives

“Severe failings in the present model” prompted the launch of the RDR in 2006

“To deliver standards of professionalism that inspire consumer confidence so that, in
time, retail investment advice is seen as a profession on a par with others”

» Minimum QCF Level 4 (15t year university level) qualification
» No “grandfathering”

Independent advice

“Equipped to give comprehensive and fair analysis of their relevant markets... provide
unbiased, unrestricted advice”

Other models

» Restricted advice (Multi-tied, tied or whole market)

» Simplified advice (limited difference from restricted)

» Non-advised sales (e.g. execution only)

“Address the potential for adviser remuneration to distort consumer outcomes”

» Fee rates disclosed at the start of the advice process; fees paid by invoice, from a
platform or from the investment by the provider - ‘facilitated adviser charging’

5 IFA Distribution in UK EY



External environment

The market outlook is challenging for most UK life insurance players

Regulatory intervention

Tax advantages eroding

Workplace auto-enrolment
Savings and protection gaps RDR

Lack of trust in financial service

Reluctance to pay for advice Solvency I
Demand for multi-channel, 24/7 Intrusive regulator

aCCess ' . Gender directive
UK Life
: Insurance
Seinn ' Technology development
Innovation in investment

Hesitant economic recovery platforms

Low investment yields Digital driving significant change
Widespread de-leveraging In expectations

New technology-enabled
business models with superior
economics

6 IFA Distribution in UK



Adviser structure

EY forecasts a reduction in adviser numbers to 20,000 post RDR

Market structure
Number of advisers (‘000)

31.3 # advisers A
Other per firm 2010-13
Wealth Manager 3.7 7 (23%)
Bank 150 (47%)
Appointed .
Representative 165 (4%)
Directly 3 (5%)
Authorised

2012

Source: FCA, EY analysis

7 IFA Distribution in UK
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Impact of Retail Distribution Review (RDR)




RDR —the impacts

RDR presents challenges to all participants in the value chain and significant further
changes are expected

Provider

\/

Status Q2 2013

Adviser charging functionality delivered
on time

Strong new business flows on commission
paying products during H1 2013

Outstanding Issues

Significantly reduced new business flows
expected, offset by increased persistency
Expected mix change towards protection

Distributor /
Platform

\/

Simplified advice broadly similar to full advice
Most banks exited mass-market F2F advice

FCA focus on marketing incentives from
providers to distributors / networks

Cash rebates from asset managers to
platforms to be banned

Worksite / D2C channels expected to grow

Adviser

\/

>95% of advisers met qualification req’'ts
Most expecting to stay “independent”
Fee structures similar to those pre-RDR
New business buoyant in H1 2013

Many advisers not equipped to make shift
from product- to advice- sales

Further attrition in adviser numbers likely as
adviser charging is embedded

Customer

\/

Most consumers not aware of / interested
in RDR

Very limited propensity to pay explicit fees

Significant advice gap expected for
mass-market

Contingent charging remains for 90% of
market

IFA Distribution in UK

EY




Outlook for the IFA channel




UK market volume trends

Market forecasts indicate a shift towards lower margin products

Annual Premium Equivalent Overall market growth rate c6% pa

£bn pa 20 Protection — some recovery, but resilient

protection gap
Bonds — retreat to specialist needs only

15

T —

Annuities — growth, but increasingly
competitive pricing

Individual pensions — less re-broking;
substitution by employer schemes

Corporate pensions — strong growth due to
auto-enrolment

2012 2017 Mutual funds — recovery linked to economy
® Mutual funds m Corporate pensions
® [ndividual pensions Annuities
® Bonds ® Protection

Source: ABI, EY analysis

11 IFA Distribution in UK EY




RDR - advice charge economics

Product charges are coming under increasing scrutiny

Net investment return

% pa
Net investment returns
. 00/ have fallen significantly;
net tax CYY% i i
- increasing focus on costs
benefit < g
investment — c4%
growth >
benefits

costs / 3% {
adviser/
other

pre crisis now

* Based on £100k single premium personal pension invested for 10 years
Source: EY analysis

Tax benefits on most products are being
eroded

Investment yields are subdued (and
illustration rates reduced)

Adviser charges (including trail
commission) often not justified by
service levels

Other product charges becoming
increasingly transparent (eg due to the
shift from “with profits” to unit linked
product structures)

12 IFA Distribution in UK
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Advice gap

The advice gap resulting from RDR is likely to be filled mainly through workplace or
bancassurance channels

UK Wealth Distribution » RDR will create an ‘advice gap’ in the
Population*, m Liquid assets, £Tn mass market, where customers have
relatively simple needs and are not
0.1 >£1m 05 . C e g . .
seeking holistic financial planning
1.0 | £250k-£1m 0.4 » Auto enrolment through the workplace will
absorb most mass market savings
1.3 | £100-250k 0.4
» Banks have the scale and customer
3.6 M £50-100k 0.3 insight to deliver an effective simplified
advice proposition
3.1 £30-50k 0.1

20.6 _ <£30k 0.4

___— Emerging
advice gap

* UK taxpayers
Source: Datamonitor wealth forecast

IFA Distribution in UK EY
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Customer preferences

Research shows that customers want a combination of personal interaction and ‘free’
multi-channel non-advised options

Personal interaction is important to
€.75% of customers when buying a

policy

“How important is personal interaction

when buying a policy?”

Essential

Very important

Fairly important

Not very / not
important

Source: E&Y customer survey (UK customers)

27

27

21

20

21% of customers don’t know how
their adviser is paid and 10% think

advice is free

“How is your adviser paid?”

Don't know

Commission

Free

Fee

10

% customers

21

26

Very few customers would pay a fee for
advice (as required by RDR)

“How would you want to pay for advice?”

Don’t want
to pay

Commission

Don't know

Fee

45

20

12

12

14

IFA Distribution in UK

EY



Meet the new model advisers...

]

| &
% fr— o
B @\ .

Diverse backgrounds (including second careers)
Highly qualified “trusted adviser” (i.e. chartered status)
Focused on specific client segments (wealth >£100k)
Charging model closely linked to client value added
Efficient, automated back-office processes

vVvyyvyyvyy

15 IFA Distribution in UK
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Summary




Summary

RDR has addressed a number of fundamental flaws in skill levels and
transparency in the UK market

Medium term demand for advice at retirement is strong and set to
increase for the foreseeable future

“New model advisers” already exist and will grow to fill this gap

Life companies face a diminishing role in the value chain, some will
re-enter the advice market

17 IFA Distribution in UK EY
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Global Distribution:
French case basis

Jean-Christophe DARBES
CEO of BNP Paribas Cardif Life Insurance

BNP PARIBAS

CARDIF | The insurer for a changing world




Let’s start with key figures

/

215,000 staff (Insurance employment)

340 French companies licensed & 110 Foreign branches

1,000 European companies authorized to operate in France

200 bn€ (gtal 289 984{) turnover in 2012 > 20% of Europe

1,250 bn€ (&2t 1,810= 544 <%{) AUM in life saving > 17% of Europe

40% of household financial investments into Life Saving

63% of sales by Banks (2012) Insurer Saving | Casualities Total | M/S
CNP 19 283 1568 20851 -
Credit Agricole 15613 1080 16 693 -
Axa France Assurance 9275 2757 12 032

BNP PARIBAS
CARDIF

BNP Paribas Cardif

Credit Mutuel 8735 1117 9852

Societe Generale 7713 133 7 846 -
Generali 6244 1396 7 640 -
Allianz 5194 1774 6 968 -

eSource : 2012, Association Francaise De L'assurance / Million Euro / Unit: Million Euro

| The insurer for a changing world

Département / nom

Date 2




/

Insurance-Shop

L

CLAMART

Courta

Broker

- .
o A

BNP PARIBAS

CARD'F | The insurer for a Changing World. Département / nom




How did France get to this situation? The 2 BIG BANGS \@)

- Tied agents licensing and development

“i  Mutual insurance without intermediaries >

Big bang 1

“ e Banks in saving - Big bang 2
e Stabilisation of market shares :
e Alternative distribution )

= Change of consumers based mainly on new
technologies development impacts now distribution.

= Concentration ahead? What next?

BNP PARIBAS

CARDlF | The insurer for a Changing World. Département / nom Date 4




As players are consolidating or merging, /-\
distribution channels are diversifyng.... ; 05

/ | % of distribution per channel in non Life l

T

= Bancassurers are gaining market share:

After compensating market share loss in saving with IFA,
Bancassurers are developing health and casualties.

e
n o m & ;& m D

= Tied/General agents have difficulties to resist:
Their business model is moving toward corporate
solutions.

. Mutuals dare reSiSting: | % of distribution per channel in Life l

But this model environment is not changing anymore s
since long time and future is uncertain in a changing TR
world.

... against historical models and
in favor of new channels out of
pure insurance professionals.

*Source : FFSA

EE[I:DI;’?RI BAS | The insurer for a changing world Département / nom Date 5




... In a market where challenges are different
according to players nature...

/

MUtt2iS: WOHIES; BanCaSSUNanCe: Promising:

= Probable concentration to come = Risks balance

Direct: acceleration.

Old nsurers: transfermation.

BNP PARIBAS

CARDIF | The insurer -for a Changing worl-d Département / nom Date 6




- Complicated

“Looks like tax return”

Somehow

“af  BNP PARIBAS

>4

[ Offers seento be SIMilar }

Similar offer
but

CARDIF

and
when amending or
closing a policy

*Source: TNS-Sofres / Eurigroup consumer survey

| The insurer _for a changing world Département / nom

Date




A customer becoming more and more responsible...

/

...does not want anymore... ...looks for...
...advice limited to sell speech, ' ...being informed, guided, advised,

...being conducted,
“I feel suspicious
being too much supervised”

...understanding,
“l do not want to be flattered
or considered but being understood”

=)

...being under control of an expert, ...deciding myself,
“I try to make up my mind alone without ‘ “I will manage to decide myself”
being influenced”

Will drive to change distribution and marketing - Big Bang 3

BNP PARIBAS

CARDIF | The insurer -for a Changing World. Département / nom Date 8




The way to address the market is changing @

(

I Mass market change as cars or luxury I

/- Mass market offer is moving

toward segmented markets
like in other business such as
cars or luxury.

Tailor

made Premium

Specific
Specific

Mass
market

= Customer behaviour focus is
triggering differentiated offer

* Players are adjusting offer and
distribution to customer drivers

as is doing BNPPC with Protection I
Personal Driver analysis

Commodities

Standard
Standard

Simple Complex Simple Complex

Global market and customer analysis I

» Each segment is addressed
with a specific offer and position:

target - value proposal - posture

BNP PARIBAS

CARD'F | The insurer for a Changing World. Département / nom Date 9




Each player will have to adjust its model...

= The 2 first big bangs came from new comers in distribution

The third is coming from both customer maturity and technology

Internet is probably the starting point of the change :
* |t stays a tool allowing customer to manage differently its decision
and buy processes
* |tis increasing price pressure by improving comparison capabilities
* Itis changing the distributor value proposal

From this point, several scenarios are seen for the future:

The most probable is that no distribution model will dominate the market.

BNP PARIBAS

CARDIF | The insurer for a changing WOI"ld. Département / nom Date 10




..and choose their possible playgrounds ﬂl’()s\)

\fe yeal's &

Q

= External factors may impact the landscape. Listen to the Europe Head of
Insurance in Bank of America Merrill Lynch for a neutral opinion

Enhancement of the bancassurance in Europe

v'Bancassurance is key channel for insurance not just in
mature market but in emerging market as well

v'The genuine engine of the change is the regulation both on
§ Filippo Foco B the banking and insurance side

Directeur général, responsable assurance
¥ pour 'Europe de Bank of America Merrill Lynch

: v' Consolidation to come
CMTE () b 1H.]L.E et mm

» The segmentation generated by the market will specialise distribution:
* Agents will serve specific segments such as the premium
* The mutuals may emerge in the commodities market

* The bancassurance will keep leadership because of its network size, the single shop
advantage (one-stop service) and remaining synergies to develop

EERPDIIJ?RI BAS | The insurer for a Cha‘nging World_ Département / nom Date 11




/

The information contained in this document
IS confidential, non-contractual,
and belongs to BNP Paribas Cardif.
No information can be used
without prior authorization
of BNP Paribas Cardif.

BNP PARIBAS

CARDIF | The insurer for a changing world
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He said brokers and consultants had effectively "corrupted" insurance markets
by accepting so-called placement fees and by steering business to those
insurance carriers willing to pay the greatest commissions. Such schemes, he
noted, restricted competition, ultimately leading to consumers paying higher
premiumes.
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Introduction
m Customer behaviour

— Changing buyer preferences are evident

— Customers are showing an increasing willingness to acquire insurance from new (non-
financial) direct channels

— Digital channels are becoming an essential part of consumers' daily lives and are having a
major impact on the insurance industry

m Distribution diversification

— Intermediated f2f channels still dominate but are in decline as fast developing direct to
consumer markets are expected to grow

— Emergence of brand assurance and new direct models

— Internet and mobile are two channels that provide opportunity for insurers to engage
customers and generate business (when done right!)

m Insurerresponse
— Insurers are sometimes struggling to use these new developments to grow their business

— Delivering of a complete, end-to-end insurance proposition which is appropriate for the
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Life (individual protection) distribution is shifting

US: Very stable
over the last 10
years (slight
increase in
other and bank)

Brazil:
Significant
rise of
bank and
retail
assurance

UK: Rise of
(online)
brokers and
slight increase
in retail

South
Very stable with
slight drop in
roker channel

South Africa:
rise in direct
and retail

China: bank
channel is
growing, tied
agentsis
shrinking

decrease
in tied

agents, ri
sein
direct

- sales force / tied agents - IFA / (e)brokers banks direct

- other (e.g. retail)
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Preferred Channel for Future Health I

Insurance Purchase

China Hong Kong Singapore Korea

%

Insurance agent

Insurance company's
website

Other insurance
related websites

Call center/hotline

B Future Purchase - Pre-Retirees

© Future Purchase - Retirees

Source: Swiss Re Consumer Health Research Survey 2012
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Preference of channel for insurance i

purchase In future?
Age 40-59

31% 25%
5%
Insurance agent

Insurance agent

Insurance company's - 12% Insurance company's . 6%
website 0% website 0%
0 17%
o X . o ‘
17% 26%
6%
Bank's website o Bank's website .
2% 0%
Other insurance related I 2% Other insurance related l 4%
websites 0% websites
6%
Call centre/ hotline 2% Call centre/ hotline
8% 5%
0% Household members g
Household members ousehold members - .
. 5% 8%

W Future (N12M) = Past ® Future (N12M) ™ Past
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Preference of channel for insurance i

purchase In future?

Age 40-59
31% . - -~
" :_ammg o [
“ S n@swance agent m

Insurance company's - 12% =+ I-QUranf‘P company's . 6%

website 0% @Ll Lrﬂ L Ll @osne 0%

Losing

. 7% . 6%

Bank's website E% @ ILL l.ll.m [gkswebsne 006
Other insurance related I 2% ‘ ;= Otk=r insurance related l 4%
websites 0% G @L Lr’ﬂ LI Lmkg ites
i 2% L S n sentre/ hotline 6%
Call centre/ hotline L S L’L\g -
8% L —

0%

0% & hold memb
Household members . - L@t:s Lr]?'g ola members - 80

W Future (N12M) = Past ® Future (N12M) ™ Past

@

IFA
Insurance agent

o

@

.)
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Question: How do you expect to purchase or renew insurance in the next 12 months?
Online (insurer's website/aggregator) 4300 '
Bank 27% ',
Insurance broker - 18%
Insurance company telephone service - 16%%
Retailer - 7%
UK France Italy Germany Spain Brazil
Insurance agent W 17% G Y et [ [ B Mext 12 months
g 30% 75% 80% T5% B9% 56%0 Previous years
Online (insurer's . 700 W 21% 38% !a,a% 330k 1990
website/aggregator) 660 3% 7% o 4% 3%
Insurance company [l 19% 17% W 14% 0 10% Il 20% Il 18%
telephone service 27% 8% 11% 9% 22% 20%
B 14% B8% B 17% B 21% B 2 4% 2 8%
Insurance broker 21% 10% 1600 21% 27%, e
Bank B 14% B 34% B 20% B 9% [ L
250y 4404 22% 148 472% 57%
. 5% | 4% 9% | 4% B7% B 10%
Retailer 0%k 50 S 4% 8% 100%h






New market dynamics

Regulatory
changes

Low
interest
rates

Push for
transparency

Investment
in
distribution

Swiss Re
m

Consumers'
attitudes

Technology

Connected
global
population

Big Data

Disrupted
distribution

Insurance
distribution

models
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Global Usage statistics

WORLD'S ONLINE POPULATION BY REGION

MNorth Ama
272.066.000
3? Al 515935 400

476213935
A 522320554

L2
‘ m 118,609,620

nia
ZLEH 3,830

AVERAGE TIME SPENT BY :

e mon. 16 HOURS permonn: 32 HOURS
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TOP 20 INTERNET COUNTRIES -2012 Q2

Internet user #s are huge and growing... o\ et somber of tsers

crs B R ¢t
botod stotne B N 2.

Internet Users in the World v 2 R
Distribution by World Regions - 2012 Q2 o () B i
11.4% 10.4% W Asia 448% veacd ) N v
Bl Europe 21.5% -y K
B Horth America 11.4%
M Lat Am / Caribb 10.4% Germany W [ 02
1l Africa 7.0% ingonesia ™= I s5.0
B Middie East 3.7%
M Oceania | Australia 1.0% vened vngeom B [ 27
Franee ll - 17
iiigeria LD N a4
i mesico [0 [ w0
Top 20 Internet Countries -
By Users - 2012 Q2
Hores, Soah 0] [ 403
Turkey - - b1
N Top 20 Countries, T3.8% nty LN N 3s2
B Rest of World, 26.2% rhigpines 30 Il 125
spain 0 [l M
wietnarn (00 [l Mo
Ent o [ 2
, @ f W 1 MW M 80 30 MW M0 B0 88 G0
Source: Internet World Stats - www.internetworldstats comitop20.htm PRt e et

S s ee® -
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Mobile Internet > Desktop Internet in 2013
Giobal Mobile vs. Deskiop Infemet Uses mn' 2007 - 201SE ﬂz::c\::;:;;?$:;z: S;:;grgclétu:geﬁgzseen 8pm and 9pm O

Internet Users (MM)

Tablets popular
000 t night
2' PCs dominate 5 9
/ working hours

&
¥
1,600 S
'6 " Mobile % Mobiles brighten }
' / Internet e the commute D
1,200 . Users 8 '
' E
800 | / Bl
o} :
/ Deskt = -(‘@E;“‘ S NN
® esktop ¢ »
e Internet | & . \Z;!:-'-" e@@'@ ¥
Users " q};} e &
?"
2007 2009 2011E 2013E 20I5E <
() COMISCORE  comomaim festwy  Saims ot Duion Evaacin, o 21 ey 078 s

It is important to have an engagement
process designed for the customer that is
device independent and continuous when

switching devices or even allow for
multiple device use on one process (e.g.
application form)

mobile devices

http://www .digitalbuzzblog.com/2011-mobile-statistics-stats-facts-marketing-infographic/
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Future strategies, approaches & i

techniques — digital

m Push campaigns through a Wellness Platform to "pre-selected" customers
— UW questions are embedded in the health risk assessment
— the product offering is seamless and hassle free
— personalized product offer based on the "health risk profile” of customers

— Value-added benefits and services will be needed to engage customers and
promote repeat and future purchase

m Online channel to support Advice /f2f channel rather than compete
against it

— Should online be a separate channel or complementary (or both)?

— Opportunity to move from a single to multiple product strategy. Use customer
information collected over time to propose more complex products sold through
f2f distribution.




Blended models

online

Mobile

Swiss Re
i

= 86% of mobile internet users are
engaged with their devices while
watching TV

= Daytime cycle of consumer device
preferences changes

Average time U.S. customers of online
video sites spend on such sites per month

® Netflix
Tudou
H Youtube

® Hulu

The winners of the future will explore
this opportunity and engage the
consumer through multiple media and
develop a complete experience
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Future strategies, approaches &

techniques — retail & brand affinity .
Trend: Consumers are spending less time traditional financial service "' y
providers while interaction with other distributors, online and offline, is the fresh food people \J/

increasing

Consumers in many countries are showing an increasing willingness to
acquire insurance and other financial services from new (non-financial)
distributors, such as retailers and brands (where there is an affinity and an
established relationship)

Number of retailers offering financial and insurance products is increasing
with market share of new business sold through retailers on the rise in m
many countries

An opportunity not maximised in Asia?

» Generally not common - some retailers do have programs in place but
play a passive role. Insurers' approach is to generate leads through the
retailer's customer base to support other distribution channels

» Brand affinity & forthcoming customer loyalty is rarely leveraged
resulting in missed opportunity for both retaller and insurer —

propensity to buy not maximised
\TESCO

Walmart

Save money. Live better.



http://www.google.com.hk/imgres?imgurl=http://www.notbornyesterday.org/tescologo.jpg&imgrefurl=http://www.notbornyesterday.org/tesco1.htm&usg=__tmpMcV3N-YoW-ydZJWhFbW-VpBQ=&h=404&w=682&sz=32&hl=en&start=7&zoom=1&itbs=1&tbnid=Gh6ayYwx42_uiM:&tbnh=82&tbnw=139&prev=/images?q=Tescos&hl=en&sa=G&gbv=2&tbs=isch:1&ei=NFpGTfi8KcOcOvz9xLwB�
http://www.google.com.hk/imgres?imgurl=http://www.haslemere.com/images/upload/boots.jpg&imgrefurl=http://www.haslemere.com/business/listing.php?businessid=30&usg=__cjb-qNFJaJo3CPr8_u9H97YjDuk=&h=145&w=238&sz=11&hl=en&start=3&zoom=1&itbs=1&tbnid=NKUnqeqqNDXMkM:&tbnh=66&tbnw=109&prev=/images?q=Boots+the+chemist&hl=en&sa=G&gbv=2&tbs=isch:1&ei=XFtGTY7rOc2eOoS6qb8B�
http://www.mrprice.co.za/predefined.aspx?Page=1�
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Legal notice

©2013 Swiss Re. All rights reserved. You are not permitted to create any
modifications or derivatives of this presentation or to use it for commercial
or other public purposes without the prior written permission of Swiss Re.

Although all the information used was taken from reliable sources, Swiss Re
does not accept any responsibility for the accuracy or comprehensiveness of
the details given. All liability for the accuracy and completeness thereof or
for any damage resulting from the use of the information contained in this
presentation is expressly excluded. Under no circumstances shall Swiss Re
or its Group companies be liable for any financial and/or consequential loss
relating to this presentation.
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