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New risk pools
Globally 17.7m CVD deaths pa ~

N .
/0%iin Asia 422m adults have diabetes ~ 60% in
Asia and projected to increase by bb5%

N, by 2035

USD11tn to support 65+ ~ insurance
contributes only 5%

* China 0.8tnh 2%
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e Japan1.6th /% S TTee<lll

USD2.1tn Health & Wellness
industry — Asia ~USD11tn?

New risk pools, new customer segments, new approach to insurance

Greater opportunities to diversify and grow Asia health insurance
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ources:

apore national registry of diseases office, 2014

Diabetes - a
debilitating
condition

\? W?
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#2 cause of ill

health & death
Contributes 10% of
disease burden

Heart attack
1 in 2 heart attack
cases has diabetes

..

BN

Kidney Failure
2 in 3 new kidney
failure cases are
due to diabetes

@ Blindness

Stroke
2 in b stroke cases
have diabetes

Amputation

What Is the best indicator of a patient’'s adherence
to disease management program?

ore burden of disease study, 2010






Understanding behaviour

Patient activation describes the knowledge, skills and confidence a person has in managing their own health and care.

* People with higher levels of knowledge, skills and confidence experience better health, have better outcomes, report
better experience of care, engage in healthier behaviours, and have fewer episodes of emergency care that leads to lower

costs

* Less activated patients had 8 percent higher costs in the base year and 21 percent higher costs in the following year than
more activated patients.

Individuals tend to be Individuals may lack Individuals appear to Individuals have
passive and feel the knowledge and be taking action but adopted many of the
overwhelmed by confidence to may still lack the behaviours needed

managing their own manage their health. confidence and skill to support their
health. They may not to support their health but may not
behaviours. be able to maintain

understand their role

in the care process. them in the face of

life stressors..

@ Swiss Re  source: NHS, Insignia Health LLC 8




Consumer journey in disease management

1
1 Clinical intervention
1 v/ Multidisciplinary team

______________________

' Monitoring i . 1
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E v Slelf monitoring of blood ! ' v Glycaemic control !

! glucose | . v Lipids control |

| ¥ _ Screening for eye, renal etc__! v __Q'f;'g Adherence | gtearkt Attack/
‘ ' roke
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| Lifestyle Modification | ' Education and awareness !

| v Diet and nutrition . . ' v Coaching : G D : _

' v Exercise and fitness ! Policyholder ' v Mental condition : | Kidney disease

v Smoking : ! (stress) :

(0) Eye disease

X 1
| Peer and community |
| support |
! v Enhance engagement |
X 1

_____________________ ; V= Any

cardiovascular
disease

@ Swiss Re Source: Diabetes.co.uk
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Consumer journey for insurance applications

a Details of applicant

e Details of proposed insured

e Details of plan applied for

Q Details of previous and concurrent insurance applications
G Lifestyle questionnaire

@ Health Details

e Declaration

@ Swiss Re



Simplifying the consumer journey
Public Private

e Yy

@ Myjnfo A PolicyPal @ Dctails of plan applied for
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Consumer wearable evolution

50% of Chinese finds very important to access their health data from wearables / mobile
Source: A.T Kearney 2017

Friday April 24" 2015 \

Apple Watch Release

& WATCH

This was the most successful wearable
technology product launch to date,
despite sales figures being lower than
many optimistic estimates from other
analysts. IDTechEXx's figures on the
product are as follows (all figures are for
the period from April 2015 to Jan 2016,
corresponding to Q3 2015 to Q1 2016 in
Apple’s financial year):

o 2015 unit sales: ~8.7m
o 2015 revenue: ~US$4.7 billion

(both figures are IDTechEx
estimates for 2015 calendar year)
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MOBILE HEALTH MARKET - A SNAPSHOT
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TYPES OF HEALTH APPS

4 OBILE APP REDICTIONS o
R © S400 MILLION (~1%)
Wearable Agnostic

Stick on, scan in, read out

Easy to integrate into your practice

| Sy

SCAN IN READ OUT

Q. @ @

Disease prediction and
management
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Wearable application to disease management

Halth eco system “Diabetes”

Data
Collection

Il | Data Access

Data

- Analytics

IV | Intervention

Support &
Motivation

@ Swiss Re

Sensors, data
sources and data
collection

Devices or software
application allowing
access to
information

All data analytics
functions

Physical activity,
nutrition or medical
intervention

Content, social
environment,
coaching / channels

Customer Disease Journey in the therapy eco system

n Data

non medical

medical

other data
sources

Sensor Data

@ Reinbursement

blood sugar
(diagnaostics) I

urance dat

social media data

environmental data
other data (i.e. 3rd party)

Diabetic Patient

&

Claims

Health
Content

Vital Data Access

Personal
Intervention

Data
Analytics

m Intervention
Management

AHbA1c
149

Blood sugar getting too high
Go walking for 15min

200

150 .é
N~

- =
100

Medical
Evidence

Social
Intervention

Involved Parties

&
oF;

Healthcare
Specialist

Families /

Friends

Employer

Insurance
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Support and
encourage
individuals to
live a healthy
and active life

@ Swiss Re

Swiss Re support§

Support timely
and early
diagnosis with
options for
personalised
care pathways

Support and
motivate
individuals to
manage their
health

Support
personalised
treatment
options to
achieve better
health
outcomes

Traditional

Existing Pilots

Long Term Vision

0ss the consumer health continuum

Support
recovery and
care at home

Support
subsequent
diagnosis and
post treatment
rehabilitation
and
monitoring
options




New business models & synergistic collaborations

Insurer — risk, Reinsurer —
distribution fEl, C2DEely
INnnovation
Government — Healthcare —
. : Next in
regulation, policy, e health provision
infrastructure Solutions and management
Technology —
platforms, S —
s L academic and
' clinical R&D

Sensors...

17



Ping An - world’s most valuable insurance brand

Ping An insurance business model Ping An — ecosystem orchestrator

Ping An Bank has more
than 36 million retail
clients and $400 billion
in assets.

= Lissd Weaith Firancial Advitor
Manager: Life Asastint
e alth Adviter

Ping An Good Doctor
has more than 77 million
registered users;

daily consultations

A World-leading Lufax has more

Personal Financial Services Provider than 21 million
registered users.

number more than
250,000.
e Big Financlal Assets ﬁ Big Health Care O Ore Aooodieit
2 Modals Internet + Financial Zhong An has
Finance + Internet ; . :
E Mon-Financial Busineszes underwritten PingAnisa
630 million co-investor inHuayi
insurance policies Brothers, one
R Financial Real Estate Health Auto and has more than CRM/Marketing of China's largest
N Pillars Insurance Banking M.““:m“‘ Services Finance Care Services 150 million clients. entertair?ment
- Ecosystem Ecosystern Ecosystem Ecosystem companies.
Autohome attracts : ” 0
25 million unique Pinganfang is China’s
visitors each day. largest online property
platform, attracting
Net income (2016): 1 million visitors daily.
$176.90
@ Swiss Re

Source: McKinsey analysis, Ping An, DBS Vickers, Brand Finance, accessed November 14, 2017, brandfinance.com.




New ecosystems are likely to emerge in place of traditional industries by 2025

Ecosystem illustration

Estimated total sales in 2025, $trillion

. , Housing Digital
’ They act as gateways, reducing Education 5.0 contnt
friction as customers switch across s A gt
. -~ Autoand ,
re/ated Services. 40 gascl;lliﬁears-lales Telecom Public
~ Restaurants services ES=SIMIEES
g Hotels Private and N 44
; Mertgage digital health N
Clothing
/ Recreation
d cult
a They harness network effects. Boc | Retail and ouiture ,.
marketplace | Logistics — Mutual™
8.3 ] Institutional LB
‘Corporate Accounting Transport .
" bariking support
i activities
\\ Machinery I'Uf'lanageme_nt / !
) . N and equipment Legal > EI 7 Giobal
a They integrate data across a series of AN Ao
services. el e
marketplace
9.4

Circle sizes show approximate revenue pool sizes. Additional ecosystems are expected to emerge
in addition to those depicted; not all industries or subcategories are shown.

Insurance could be featured as the risk-mitigation service for each of these 12 ecosystems
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Closing the Asia protection gap — Pilots in action

v

Risk Pools Technology Partnerships




Technology is an
enabler —
redefining customer
experience

New risk pools — Synergis.tic
redefining what partnerships —
and how we redefining health

underwrite insurance
propositions

Next in protection solutions — |t's exciting times and
we've only just begun!




@ Swiss Re

‘T picture was not a picturs of a hat
S was a picture of a boa constrictor digesting an clgphant”

-The Little Prince
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@ Swiss Re
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Legal notice

©2018 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.

@ Swiss Re
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