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WHAT IS EMERGING CONSUMERS BUSINESS FOR

ALLIANZ?

World population by income?

Emerging
Consumers
business

Classic
financial services

Middle & high income people
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Emerging Consumers Business

At Allianz, we are dedicated to creating propositions
specially designed to improve the lives of people
with low incomes.

We address the financial needs of the economic
bottom 60% of the population in low and middle
Income countries in Latin America, Africa and Asia
with insurance, assistance and related services.

Emerging Consumers business reported here meets

the three following core criteria:

1. Business offeredin low or middle income
countries in Latin America, Africa or Asia

2. Min. 80% of people reached are low-income i.e.
they belong to the 60% economic bottom of the
population
Business generated from commercial offering

1) World Bank World Population Dataset (2019)


https://data.worldbank.org/indicator/sp.pop.totl

BENEFITS

Customer
wealth level
A

Low income

With insurance
and assistance

Middle income

Without insurance
and assistance

Emerging
Consumers
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Time

SINESS

Customer Benefits:

Multichannel touchpoints
Customer engagementto co-
Create journeys

Simple, relevant and affordable
products

Short-duration pay-as-you-go
policies

Why Allianz:

Worldwide footprint — presence
in more than 70 countries
Technical excellence from core
business

Ambition to be the world‘s most
trusted financial service provider
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HOWWE DO TT  THE PILLARS OF OUR APPROACH

» Digital and non-traditional approaches

* Addressing specific needs and
consumption patterns

* Financial and social developments as a
sustainable proposition

* Increasing insurance awareness and literacy

« Fairness in what we do
« Consistently delivering customer value
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* End-to-end mobile-based and
omnichannel customerjourneys

« Basket of offerings to complement
simple life and credit life products

« Using bundling as a way to
deepencoverage

« Optimized cost-based approach

« Addressing financial literacy with
focus on inclusion

4 On behalf of
developed in |Z BMZ @ | eunctummn
cooperation with d
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2020 FY RESULTS: PREMIUMS REACH EUR 452 MN
DESPITE COVID IMPACT

GWPin EURmn Peoplereachedin mn .
* Revenues increased by

9% compared to 2019 to

CAGR .
(r2%— reach EUR 452 mn.
Continued growth of both
452 65.2 - ; .
8 <, 613 V0362203 @ agriculture insurance in
46 (9> 56 < India and motor busin
47\0323 0.3 .6 0.3 EE 4 India and motor business
3.0 29 (ég in Malaysia were the main
487, : :
318 309 \0 480 61 drivers.
1373 <6 62 05 , (22
"8 267 119 19504 23 5503 « The COVID pandemic
1301 242 201 S a0 caused reduced retalil
158 - ' 567 banking activities
155 , 163 52.8 ' 52.8 impacting credit life
132 4 7137 393 4l4 business. The number of
1239 10 32.8 33.0
44 : : people reached altogether
43
136 00 182 405 decreased by 17%
65 83 77 comparedto 2019.
2014 2015 2016 2017 2018 2019 2020 2014 2015 2016 2017 2018 2019 2020

Restatement of 2016-2019 data for India Life
due to a change in calculation methodology.

Africa LatAm Asia excl. India India P&C India Life

© Copyright Allianz 2021 Totals include figures from non-consolidated entities. In 2020, consolidated entities served 10.1 mn customers and contributed EUR 56.1 mn in GWP (cf. Allianz Group Sustainability Report 2020). 8


https://www.allianz.com/en/sustainability/publications/sustainability-report.html
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FEATURE STORY 1: PROTECTING MORE INDONESIANS

Building on its 6+ mn customer base, Allianz Indonesiais addressing the needs of Emerging Consumers when and where
| it matters: in local communities, on digital platforms, and especially during the pandemic

* Health support — Free doctor teleconsultations and on-the-go Joos Louwerier

COVID-19 COVID-19testing in partnership with J halodoc =As _ _
RESPONSE . Workshops & Trainings — COVID-19 workshops and financial L ICIc:_jO Allianz Life
literacy trainings to support during the pandemic ( j ‘ ' ndonesia

“Our ambition is to protect more
Indonesians and be the number
one L&H insurerIndonesia. With

« Community for insurance — Group Term Life Insurance to
LOCAL cover community funeral expenses

COMMUNITY « Waste for insurance — Local waste banks converting the value our 6+ mn Emerging Consumers
of household waste into monthly personal accident insurance we have proven that penetrating
underserved segments works.
 Partnership with @ gojek — Access to affordable quality Our strong brand, being a trusted
DIGITAL healthcare solutions for 1.5 mn drivers and their families partner and bringinginnovative
PLATFORMS . Ppartnership with — Small-ticket insurance offerings new solutionsto the marketmakes

through one of Indonesia’s largest e-commerce platforms us a frontrunner in this space.

© Copyright Allianz 2021 9
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FEATURE STORY 2: SCALING COMMUNITY FUNERAL

FUNDS

Neighborhood communities in Indonesiasupport
residents with a fund that covers funeral costs and
condolence money if a community member passes
away. The funds are financed by household
contributions and often run in deficit.

By formalizing this informal risk-sharing
mechanism via a group life insurance, Allianz
securespayoutin times of need and provides

families with higher amounts of condolence money.

This initiative
received the
2020 Insurance
Asia Award for
the ‘Insurance
Initiative of the
Year’.

© Copyright Allianz 2021

“By joining Allianz | can be more comfortable to
organizethe funeral serviceswhen any of my family
members passesaway, such as havingthe burial
service and recitation forthe departed soul. It will
also supportfamily members to sustain their family
financially ifthey planto starta new business.”

Siti Rochimah
Funeral Fund Customer

“l collectIDR 10,000 per month from residents in
my neighborhood as shared fee for various
community services. In case of a funeral, a family
should receive IDR 500,000 from the fund, but we
could often only give them IDR 200,000 as some
residents had not paid the retribution regularly. With
Allianz, we do not have this problem anymore.”

Edi Marsetyo
Community Chairman

10
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WHERE WE DO IT

Markets: 14

People reached:
R 46.1 mn

‘ =Y 4 N GWP:
g EUR 452 mn

N.B.: Number of markets and people reached as of 31.12.2020. Premium figures are full-year cumulative figures. Whenever possible double counting is avoided, e.g. if one person has both a life and a home
insurance policy. Products launched but with less than 1,000 insured are not featured. Total customer and revenue data include figures from non-consolidated entities.

© Copyright Allianz 2021
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WHERE WE DO IT: ASIA

Credit Life Term Life
@) 32,234,000 @) 655,000
Savings-linked Life Crop Index*
(® 151,000 2,953,000
Personal Accident Cattle & Livestock
(®) 68,000 147,000

Motor

350,000

Health
() 1,000
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Credit Life
5,000

Term Life
@ 27,000

Asia 2020
Markets: 6

Personal Accident People reached:
® 296,000 @ 43.6 mn

Motorcycle

(® 936,000

GWP:
EUR 442 mn

*®

\
\ ‘ﬁ *.

- 7

1) Crop Index features the number of short
duration seasonal policies sold throughout 2019

2) Country figures account for double policyholders

Term Life Credit Life

<1,000 6,246,000

Funeral Insurance Comprehensive Health
3,000 8,000

12



2020 Allianz Emerging Consumers Report @

WHERE WE DO IT: AFRICA

Credit Life

Credit Life Africa 2020
Markets: 7

a ' Credit Life
3,000
Ivory Coast 69,0001 " ‘ '
@) el
Funeral Mobile Savings 2.2 mn
(®) 52,000 @ 19,000 Madagascar 34,000
Credit Life Term Life oo
Credit Life GWP:
2,000 5,000 27,000
EUR 8 mn

Personal Accident
@ 7,000

1) Country figures account for double policyholders

Term Life Health . .
Nigeria 90,000
@) 1,056,000 (® 153,000

Savings-linked Life Savings-linked Health Credit Life
90,000

@ 2,000 @ 6,000

© Copyright Allianz 2021 13
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WHERE WE DO IT: LATIN AMERICA

Latin America

2020
: . Markets: 1
Life & Maternity

129,000

Term Life People reached:
ST @ 0.3 mn

Credit Life

@ 185,000 .

Home Insurance GWP.

® 112,000 EUR 2 mn

1) Country figure accounts for double policyholders

© Copyright Allianz 2021 14
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CONTACT

Reports from
previousyears

To access previous
Emerging Consumers
reports, visit allianz.com
here.

Publishing Date: May 17, 2021

© Copyright Allianz 2021

Allianz @

Contacts

Dominik Wehgartner
DOMINIK.WEHGARTNER@ALLIANZ.COM

Sarah Schneider-Olié
SARAH.SCHNEIDER-OLIE@ALLIANZ.COM

Jérémie Carriere
JEREMIE.CARRIERE@ALLIANZ.COM
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https://www.allianz.com/microinsurance
https://www.allianz.com/en/sustainability/publications-news/publications.html
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DISCLAIMER

These assessments are subject to the following disclaimer:

Cautionary Note Regarding Forward-Looking Statements

The statements contained herein may include statements of future expectations and
other forward-looking statements that are based on management’s current views and
assumptions and involve known and unknown risks and uncertainties that could cause
actual results, performance or events to differ materially from those expressed or
implied in such statements. In addition to statements which are forward-looking by

" ” ” o«

reason of context, the words “may”, “will”, “should”, “expects”, “plans”, “intends”,
“anticipates”, “believes”, “estimates”, “predicts”, “potential”, or “continue” and similar
expressions identify forward-looking statements. Actual results, performance or events
may differ materially from those in such statements due to, without limitation, (i)
general economic conditions, including in particular economic conditions in the Allianz
Group’s core business and core markets, (ii) performance of financial markets,
including emerging markets, and including market volatility, liquidity and credit events
(iii) the frequency and severity of insured loss events, including from natural
catastrophes and including the development of loss expenses, (iv) mortality and

morbidity levels and trends, (v) persistency
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levels, (M) the extent of credit defaults, (Vi) interest rate levels, (Mii) currency
exchange rates including the Euro/U.S. Dollar exchange rate, (ix) changing levels of
competition, (x) changes in laws and regulations, including monetary convergence and
the European Monetary Union, (xi) changes in the policies of central banks and/or
foreign governments, (xii) the impact of acquisitions, including related integration
issues, (xiii) reorganization measures, and (xiv) general competitive factors, in each
case on a local, regional, national and/or global basis. Many of these factors may be
more likely to occur, or more pronounced, as a result of terrorist activities and their
conseqguences.

The company assumes no obligation to update any information contained herein.
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