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The Asian Opportunity

Swiss Re Examples:
» Automated Underwriting
» Behavioural Economics
» Health Solutions

@ Swiss Re



Swiss

@ Swiss Re

Re’s Client Leadership Team Structure

-
The Client Leadership Team:
— Owns the relationship - Globally and Locally

. — Develops Swiss Re’s Strategy for engagement with the Client

-
Client Executive: Veronica Scotti, President & CEO, Canada & English Caribbean

 Global

t obal Key Account Manager: David Moss, Head L&H Client Markets, Canada & English Caribbean

China

Hong Kong

The Client
Taiwan
. Vietnam
Asia
US Regional Thailand
Key Account Key Account

Manager Japan Manager Cambodia
Philippines
Canada
Key Account Singapore Indonesia
Manager Malaysia

Local Client Managers / Key Account Managers supported by
cross functional teams:
Pricing, Underwriting, Claims, Business Development, Finance, Admin and Structuring
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The Global Protection Gap

4}

USD 86 trillion' globally and growing...

1. Mortality only; 2. Europe: across 13 countries; 3. Selected 8 Latin American countries
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Global Growth in Insurance Premiums

Global real direct premium growth 1980 - 2016
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@ Swiss Re Source: sigma No. 3/2017, Figure b



Life & Health Premium Growth by Market

Life real premium growth, 2016
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Extract from Sun Life Financial’s 2017 Investor Day:

GEOGRAPHIC DIVERSIFICATION
2016 UNDERLYING NET INCOME

SLF UK
T %

20% of

SLF USs SLFE -
18% CANADA underlying
9% net income

comes
from Asia?

SLF ASIA
12%

SLF ASSET
MANAGEMENT
28%

2 Includes SLF Asia, Intemational High Net Worth Asia, MFS Asia Pacific.

@ Swiss Re



Extract from Sun Life Financial’s 2017 Investor Day:

/"
/ ACCELERATING GROWTH THROUGH DISCIPLINED ACQUISITIONS

Nearly $1 billion committed to acquisitions
from 2012-2016, strengthening our presence in

the region, expanding our distribution and
increasing our product capabilities.

Entered Vietnam - PVI
Sun Life (JV) formed,
began operations in

6

Entered Malaysia - Acquired
49% of each of CIMB Aviva
Assurance Berhad and CIMB
Aviva Takaful Berhad

10ccupational Retirement Schemes Ordinance

SUN LIFE FINANCIAL @ INVESTOR DAY 2017

@ Swiss Re

India: Increased shareholding in Birla Sun Life Insurance
from 26% to 49%

Hong Kong: Announced fransaction to acquire FWD's MPF
and ORSO! businesses

Hong Kong: Announced transaction to acquire Schroders’
MPF business

Indonesia: Acquired remaining 51% of CIMB Sun Life
Vietnam: Acquired remaining 25% of PVI Sun Life

India: Entered distribution relationship with DBS

Vietnam: Announced
transaction to increase
stake in PVI Sun Life to

75%

B IHE-



Extract from Sun Life Financial’s 2017 Investor Day:

g 7 )
’ 4 ﬁéig ALMOST 14 MILLION CLIENTS WITH GROWTH OPPORTUNITIES
' IN EVERY MARKET

# of Sun Life Sun Life

Clients ~ Clientsasa® \e’re in the right markets, at the right time
(millions)  of Population

o Population
A ] (millions)

Philippines 102 17 1.7% The Middle Class in the Asia Pacific region is
estimated to grow to over 3 billion by 2030 (65% of the
Global Middle Class) — meaning even more Clients will
Hong Kong 7 0.7 10.0% need insurance and financial advice.

3 billion people, of which nearly 14 million are our
Clients.
India 1,327 7.8 0.6%
The median age of the population of our countries ranges
China 1,366 12 0.1% from 23 in developing countries like the Philippines to 44
in Hong Kong.

: Indonesia 258 0.7 0.3% Qur 7 markets cover a total population base of over
Vietnam 94 N/A N/A GDP per capita is growing relatively faster than mature

markets, leading to a wealthier population with greater
E Malaysia 31 1.8 5.8% need for financial advice and protection.

TOTAL 3,185 13.9 0.4%

Sources: Population and GDP, The Economist Intelligence Unit 2017; median age,

CIA website; middle class data, The Brookings Institution 2017

Note: Global Middle Class defined as households with daily expenditures between 7
US$10 and US$100 per person

SUN LIFE FINANCIAL @ INVESTOR DAY 2017
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Extract from Manulife Financial’'s 2015 Investor Day:

Compelling presence in Asia

= A @

120 years 8 million 12
in Asia customers markets

70,000 leading 12.000
rofessional agenc ! g
p gency employees bank partners
US$112 billion 4,000+

assets under management
and administration’

employees in global
shared services

* Az of 1Q17. ? Hong Kong and Macau. *Talsan: WAM only. * Cambodia: Insurance only.

@ Swiss Re

Life insurance and WAM presence across Asia
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Extract from Manulife Financial’'s 2017 Investor Day:

Balanced earnings profile by geography and businesses

Canada
3%

USA
36%

2016

Core Earnings
By region

Asia
33%

@ Swiss Re

Wealth
44%

2016

Core Earnings
By line of business

Insurance
56%

[ Manulife /ﬁ.ifuﬁm_{



Extract from Manulife Financial’'s 2017 Investor Day:

Powerful megatrends are fuelling a huge opportunity in Asia

We operate in many of the fastest
growing markets in the world

Met household wealth in Asia is
expected to double by 2025

Middle class emergence will drive
demand for financial solutions

(10-year CAGR, 2008-2018, LSS, current prices)?

10.3%
Philippines
Indonesia

Singapore 7.-2%

AIMOBE

2.7% Morth America

Euro area
S
0.6%

{Middle class population, billions [Household wealth, LISF trillions)
North America [l Asia 2018
I 2025F4

—2.51—*

1.5}{—4_

45
04

2015 2025F Morth America Asgia

' Bounce: Infemational Monetary Fund, Word Economic Cutiook, April 2017, ? Source: The Unprecedented Expansion of the Giobal Midde Clrss, Homi Kharas, Brookings Instiute. ¥ Scurce: Economic inteligence Unk. * Source: Manuifle & Oiver

Wyman estimates.

@ Swiss Re
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Life Individual Protection Distribution is Shifting

UK: R!SE of . China: bank
(online) : i
A channel is
brokers and - i i
- growing, tied

. - Y . J g . -
US: Very stable A L K slight increase [ ) e
over the last 10 £, -L oo »; . in retail ; ) shrinking
years (slight N Y i : .
increasegin I N : o .
"“‘*’T{?—\_

other and bank) =5 o o f Y : f:*})
Y
o /%,

;9-.9

South Europe
Very stable with
slight drop in

Brazil: } broker channel -
| - decrease

Significant /- in tied
bank and } ' — agents.
retail } South Africa: Australia: g'_se ”:
assurance rise in direct rise in direct HEe
and retail

- sales force / tied agents - IFA / (e)brokers I:l banks I:l direct - other (e.g. retail)
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Technology, Sensors & Automation
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Direct Insurers Growth

DIRECT WRITTEN PREMIUM DIRECT WRITTEN PREMIUM

532,500
1,339

333,00

17 g

ZongAn Insurance

USD in thousands

YE 16 H1 17 YE 15 YE 16

0.04% US P&C market share 0.9% China’s P&C market share

Source: SNL.com, Cbinsights.com & Chinadaily.com

Allstate 6.1% US P&C market share PICC 33.5% Chinese P&C market share

@ Swiss Re



Comparison of Regulatory Capital Regimes in Asia (current)

Solvency Margin Based Risk Based Internal Model Based

C-ROSS also considers overall risk
management capabilities of the company

e
&
>

Improvements being considered, with field
tests launched

Continuous refinement of risk factors

?_&
0

RBC 2 under consultation, target
implementation 2020 at the earliest

Continuous refinement of risk factors

RBC 2 QIS underway

|11 09

@ Swiss Re °

Increasing Sophistication in Regulatory Capital Calculations



Comparison of Regulatory Capital Regimes in Asia (target)

Solvency Margin Based Risk Based Internal Model Based

vk PHO®

No specified roadmap towards
@ Swiss Re more sophisticated regimes
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How iIs playing its

part?



How Might We?

+

CUSTOMER JOURNEY AND
EXPERIENCE

TECHNOLOGY

W
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BUSINESS OPERATIONS AND

PROCESS TEAM PLAN

Distribution Product Design
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Buying Preferences

Purchase channels across generations

Silver generation 39% 6% 9% 14%
Baby boomer 58% 9% 10% 6% ¥
Gen X 51% 10%  14% 4% N
Gen'Y 43% 13%  13% 8% N

GenZ 22% 37% 13% 6%

mAgent ®Bank  ®Broker MInsurance store B Insurers' website B Employer ® Others*
*Others include phone, post office, retail website and mail

@ Swiss Re LIMRA
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Would consumers share data?

Customers willingness to share information for Price Reductions

GERMANY 31% 69%
FRANCE 28% 72%
[ JAPAN | IR
UNITED KINGDOM
[ AUSTRALIA | I
STRAIGHT SAMPLE AVG. 19% 81%
CANADA
INDIA
[ HONG KON G | T
ITALY 15% 85%
UNITED STATES
SOUTH KOREA
CHINA

Source: Morgan Stanley/BCG Global Consumer Survey 2014, BCG e-intensity index, Morgan Stanley Research. Question: “For each of the benefits, please indicate how likely you would be to share
personal information to obtain it: | see great value in this benefit and would share personal information to receive it; | see some value in this benefit and would share selected personal information to
receive it: | would not share anv personal information to receive it.”



Automated Underwriting: Real time, Real Data, Real Results

Swiss Re
i

>10 million cases processed annually

Magnum

Real Time, Real Data, Real Results <3 “a

@ Swiss Re



Magnum Mobile

m Magnum Mobile is an App available for iPads and Android devices
m Launched with a client in Asiain 2015
— 100,000 agents, 800,000+ applications per month

m Supports on-line and off-line data capture

Not Charging Wl

= 9:20 AM 4 4 Not Charging WL i $:20 AM
ﬂ otaSrath & Build & Habits
& Build & Habits v Height and Weight
John Smith @ L What is your height What is your weight (kg)?
(cm)?
=] v
——
< v =
: : 61.50«e
— o
177 . =
\ : S e
’7 Build & Habits [V 4 &b Medical History IV 4 a Family History v :
—
1@ Lifestyle v 4 Weight Change
Has you | ht (more than 5 kg) in the last y
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Defining Behavioural Economics

Traditional economics makes many assumptions:

our We know

That we are : everything
environment
always ) about the
: doesn’t !
rational choices we
affect us

UELG)

@ Swiss Re



Defining Behavioural Economics

But by including insights from psychology, we can test and adjust
these assumptions to more closely resemble reality:

Our context
and We never
environment have perfect
heavily information
influence us

We are
irrational

@ Swiss Re



Global Behavioural Economics Underwriting Trials

Policy holders
What we do

We help to optimise specific,
measurable customer behaviours by
running live trials tapping into
Insights from behavioural science

@ Swiss Re

What works in one
context, does not
necessarily work in
another context.

Reasons for this could be:
- other contextual factors

« cultural differences
(preferences, social
norms)

« sample sizes

This is why we need to
continue with rigorous
trials and test, test, test.




Behavioural Economics application in Underwriting

Selected experience

glon:ast and ?Ecuﬁaﬁe Improvement in disclosure: 27 % in smoker
isclosure of healt . .
status, 31% in drug use, 3% in alcohol

questions _ _
consumption, through changing the UW

Drop off rates for online form for an Australian insurer

and tele-underwriting

s

18% increase in smoker disclosure for a

Speed of doctor requests South African insurer

Level of useful responses

S &R

and data (improve STP) 3% increase in uptake of interactive UW
route through changing the online form for
Take-up of substandard = UK e
N[ cases

107 % increase in turnaround time of
medical evidence for an Irish insurer

Note: all improvement figures are expressed in relative percentages.

@ Swiss Re



CIGNA SENIOR LIFE PLAN

Specia) offer Enrojy With your loveg on
10% ofg 20% OFF

| Asostus |

> Home

SN anvar vavwnenrer
.:“ﬁ
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Cancer — The Growing Threat

@ Swiss Re

6 Swiss Re

@ swissRe
Asta Cancer Trends S
Liver Canc @ swissre
R Asia Cancer Tronds !

Cervical ( @ Swiss Re
Asia Cancor Tronds St
Prostate Ci ’ @ Swisshe
Asia Cancer Trends

Stomach
@ swiss Re

Asia Cancer Trends S
Thyroid C:
Azt Cancer Trands Study

Colorectal Cancer
)



In Summary..............

m Know your customer

m R&D is Key

m Enhance existing tools / solutions

m Develop new solutions & differentiate

m Dedicate resources to the right opportunities

m Test & learn quickly

@ Swiss Re



It's Not Easy, But It's An Opportunity

“A Pessimist sees
the difficulty in
every opportunity;

every difficulcy.”

~ Winston Churchill

an optimist sees the 2 - '
opportunity Ln | ‘5 / <l

@ Swiss Re
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Legal notice

©2017 Swiss Re. All rights reserved. You are not permitted to create any modifications
or derivative works of this presentation or to use it for commercial or other public purposes
without the prior written permission of Swiss Re.

The information and opinions contained in the presentation are provided as at the date of

the presentation and are subject to change without notice. Although 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 or loss 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 or consequential loss relating to this presentation.
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