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@© o o 1.1 High Online Growth in the Online Business o ® @

* The online business increases rather more faster than the offline business

* In the online business, vehicle dominates the market, but the non-vehicle part obviously have faster

growth than the vehicle part and the gap is narrowing.

s0.000, Year-on-year Growth of P&C Insurance

Structural Comparison of the Online
Channel with the Offline One
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Data from statistic data in the first half year of 2018 of China Insurance Association



@ oo 1.2 New Entrants are Changing the Market o ® O

® vehicle = Pingan Property
™ property Market Shares of = Zhongan Online
3 = accident and health N = PICC
Online P&C Insurance Structure T Online P&C Insurance % China Pacific Property
B liability insurance B Da Di Property
m clse 0.2212 ® Taikang Onlne
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Data from statistic data in the first half year of 2018 of China Insurance Association
Non-vehicle online business ranking Online Insurance business ranking
1. The accident and health insurance 1. The PingAn P&C

2. The credit and guarantee insurance. 2. ZhongAn Online



@ oo 1.3 Insurance Distribution Channels in the US o ® O
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Data island or inadequate data to effectively

distinguishing the risk

Far from customers

Low customer stickiness and activity

1.4 Principal Challenges

Low level of information

Regulation fluctuations

Complex and lengthy insurance process

Lack of transparency (especially in claims)

=

Seriously homogeneous products/services
leads to the Price War



Economic Development —

0o

Demographics & Consumption Habits
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Insurance Penetration and Density in 2017
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1.5 Opportunities for the Online Business o ® O

&—— Insurance Awareness

F@ Insurtech Investment & Innovation

Internet Technical Entrants & Talents

Mobile Payments Amounts($tn) in 2016

China 5.5

Us u 0.11



1.5 ZhongAn —The First Insurer Taking the Online Opportunities D
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2.1 ZhongAn Automobile Insurance

Light Model: Core System in the Clouds Nationalwide Auto Insurance Business License

The first O20 Co-Insurance worldwide
ZhongAn with the online underwriting advantages

PingAn with the offline services



@ oo 2.2 Auto Insurance and its Techniques o ® O

Accurate & fair pricing

Delicate and transparent claims service

alue-added products/services

Cost-benefit aftermarket services

Key Techniques (DACB)
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10 Aurtificial Intelligence  ¢')” Blockchain

Predictability & Intelligence

Fairness & Trust

Extendibility & Robustness Insights & Portray

Product & Pricing Und
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Distribution & Marketing

erwriting
@

Claims

Customer Servic‘es & Operations °

Ecosystem
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the pattern to the whole industry Copy
pattern
the problem of data island Conquer |~ Co-work
" Significa
nce
Chronicle of Events
2017.9 2017.10 2011,11 201{8.3
.......................... |.1

launch the union 1000+ features

2.3.1 Big Data Union

co-work the first project

big data insurance pricing

data size: 17 million+

members: 14+

deal with common issues

block chains establishment



. Gender | LSOCREEn. Data Application
i : " Income |
LAge toooooot Customer Insight
OEM.. oo Transportation " Height | . Policy renew |
et Precision Marketing
" Body Shape | . Price sensitive |
fazzzzaiiazaziazad . Buying Policy Renew Management
Insurance ) Used-car | . 1
: Blg Data ] Marital Status | o power CRM
. .  Debt | . Drive score |
:::::::::::::“' [Tt ! Pricing
Government _ After-sale o ; ' Auto price |
e - i Children ! [ —— price . .
Rt e Product Recommendations
Financing Institution " Property | . Autotype |
g ropey Customer Reach
' Claims ! . Autoage
LoooooooIIioe R ey . Data Board
| Credit __Endorsements |
..................................................... ....>
Data Collection Data Cube Data Products

2.3.2 Magic Data Cube

_______________

____________



@ oo 2.3.3 Data Hub with the Block Chain o ® O

OEM
Data Storage Party Internet of vehicles platform
P - Vehicle administration office
T T Transportation office...

A link ................ i+

data services

\ 4

authorize ~ Block Chain Data Consumer

s link OEM

Insurance companies

Q‘ ............................ Post-market parties...

Data Producer

Customers
Fleet

Insurance companies...



Traditional Pricing

Features —

Methodology

Completeness

Outputs

fewer

human factors

e.g. age, gender...

lots of

auto factors

e.g. brand, auto age...

GLM

single model

structured data

statistical perspective

insurance rate

2.4 Auto Insurance Pricing Innovation

more factors

i

more models

more outputs

iy

Big Data Pricing

(e]@]0)

g3

lots of L
e.g. education, income level...

human factors

T e.g. torque, safety level...

large human e.g. Internet, driving behaviors...

behaviors

environmental e.g. road condition, road types...

factors

[ehineleamines G R e.g. xgboost, lightgbm, NN...

blending/stacking

driver monitors
traffic data
ADAS devices

vehicle risk score

insurance rate

data ecosystem



Financial credit score to the Insurance Loss Ratios Financial credit score to the Insurance Loss Ratios ZhongAn auto loss score to the Insurance Loss Ratios

lift value: 1.7 lift value: 2.4 lift value: 2.1

Lifting Curve of Loss Amount for the Automobile Damage Insurance Lifting Curve of Loss Amount for the vehicle Third Party Insurance
S
lift value: 11.2 lift value: 4.5




® oo 2.4 Auto Insurance Pricing Innovation o0 O

Traffic Warning Systems driven by Al

ﬂ Auto Information

8
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“ Driving Behaviors
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Time Distances: 2s ..
_ E Traffic Conditions

Traffic warning systems
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Lane departure warning system UBI
Pre-collision warning system Traffic warning

Pedestrian monitoring & warning system Driver safety management



2.5 New-type Underwriting System

Online insurance consultant - Intelligent insurance products recommendations

Cost-effective insurance products - Fast pricing with simple interactions
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2.5 New-type Underwriting System

Budgeting - Discount and Commission Simulation - Cost and Price Linkage

Product Recommendations - Big Data Pricing - Underwriting Rules Deploy and Management

Auto info

Market Linkage Pricing - Monitoring and Tracing

Cost allocation rules

Policy info
Platform info
A
' \
Budgeting |—» Preceding
rules

—» &

Profit margin preset

Recommendations

Risk premium

Human factors

Behavior factors

Auto factors

Environmental
factors

Discount Colsitnic price
& | — kage
Premium Rules
Rules engine
— Pricing .y Underwriting
model model
—
Monitoring and tracing
&
Market linkage pricing




@ oo 2.6 Risk Management Platform co® O

Build up all-dimensional risk management platform

with big data and high techs for both internal and external application scenarios

.. Potential risks
Anti-evil Bonus Hunter

Risk warnings

Fraudulent underwriting info

(Photo fraud, unreal info etc.) Low-risk claims

Negotiate to . . .
& Rapid pay Direct repair

waive claims

Financial deception
Intermediate-risk claims

Site survey ( Accessories for straight J Re-survey

[ ]

‘ Anti-fraud and warning procedure ’

(Auto finance & policy installment business)

Claims of fraud




® oo 2.7 Precise Marketing

Target
Provide more lists
Solution
Modeling: build a model to output high quality lists with high score

Application: score + customer portray

lift value: 18.5

Divided into 10 groups and the lift value is greater than 18.5

The turnover rate of selected target lists is above 8%
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‘ @ o Return to risk control o @ .

Realizing that the core of insurance is risk control

Tiny and pretty

Pursuing quality and efficiency rather than quantity

Make or break up

Crowdsourcing model of some modules (e.g. marketing, claims, pricing...)

All flowers bloom

Direct marketing, UBI, P2P will bloom in respective scenario

All in Al

Session as a service and Al will be regarded as infrastructure

Blockchain-enabled consumer business

Lines between consumers and producers are blurring and they are forming a community with common destiny
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pengyong@zhongan.com




