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UNIQA | International Market insig hts

Bancassurance

Insurance + Assistance linked to cards and accounts in Northern & Central Europe

Average no. of policies and covers per product Penetration rates by type of cover
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GWP per capitain euro 18,2¢ GWP by type of cover
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Market insights (cont’d)

Barclays - UK
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Purchase Protection
* Any loss or damage that the supplier can't resolve
*  Maximum refund £5,000 /€5,700

* Requests for refunds within 90 days
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Add-on Cover: Gadget & Mobile Phone Insurance

» Cover against accidental damage, theft or
breakdown for £1.49*/€1.70 per month (*e.g. for
iPhone is £5.99/€6.82 per month)

*  One month free for all policies

» Cover against loss is an extra £1/€1.14 per month
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Bank Pekao (Unicredit member) - Poland
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Purchase Protection = =
* Covers theft, burglary, robbery, damage of goods — e
» Period covered: 15 days from the date of purchase ——= - —
* Total amount of PLN 3,500 /~ € 750 annually on each card = ' —

. . Gold Credit Card Shell v ——
Price Protection 3 — ,
» Period covered: 7 days of the date of purchase of goods = PS—
* Total amount of PLN 1,500/~ € 320 annually on each card
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Bancassurance

Overview on available payment card covers

Death due to lliness v v v v v v v u.d.
Accdental death v v v v v v v v v u.d.
Permanent (accldental)
PP v v v v v v v
disability d
Incapadity to work v v
Unemployment v v
Fraudulent use (card s 7 v P v ud
loss and theft)
Skimming v v ud.
F Theft of cash v
covers
Theft of goods v
Loss of documents & P v v ”
keys
Travel Insurance v v v v v v v v
Extended warranty v
Price & purchase >
eStyle protection
Mobile phone v .
Insurance
Conclerge services v
Home assistance v

Total # of available covers

ud. under development *Non-Lfe Company ** Life Company

Credit Card Bundles Chart 19



PoKyc Ha noTpebuTens




A Anbda-baHk

BHeuwHee npodsuxxeHue

NEW! UHHOBaLUMUOHHbDIE pelieHunsn

Takemb! peweHulU — Habop 6aHKo8CKUX MPOOYKMO8, OCHOBaHHbIU Ha
nompebHOCMSsIX KITUEHMO8.

dKeT pelweHun

Kpacota 1 3a0poBbe

B yenoBeke BCE A0NXHO ObiTb NPeKpacHo

«Kpacota n 3gopoBbe» - Habop 6aHKOBCKUX
NPOAYKTOB M yCRyr Ans nogaepxaHusi cebs B
OTNU4YHON popMe:

-  Kpedummnas kapma Mastercard unu Visa

-  Cmpaxosou nonuc «3awuueHHasi
Kapmay

- Ycnyea «Amynem Ons Hee» unu
«AMyriem OISt He20»




A Anbda-baHk

BHewHee npodsu)xeHue

NEW! MHHOBaAUUOHHbDIE pelleHuns

«Mup nyTewecTBUn» - HAOOP BAHKOBCKMX MPOLYKTOB W yCnyr ong
NyTeLwwecTBnsa ¢ KOM(pPOPTOM U1 BbIFOO0M:

aKeT pelueHumn

Mup nyTewecTBuii

lnpoTa n gonrota BnevaTneHui

— [lakem ycnye («OHn-natgh», «Knacc!y,
«Cmunby, «Makcumym» Ha 8b160p)

— [ebemosas kapma Aeroflot —
MasterCard — Anboa-baHk unu
S7 PRIORITY — Visa — Anbgha-baHk

Ha eblbop
— Cmpaxosou nonuc «Anbgha-Typ»

- SMS-6a HK ((Anb ¢a- L‘IeK)) « YsHaiiTe, KaK NYTEWECTEOBATS YaLle

* Cnnanupyiite csoe nyTewecrsne

€ NOMOLIBIO HAWNX COBETOS Anbcba -BaHk
* BocnonesyitTecs sKckniosusnoi cxmaxoi =

OT HawWero napTHepa




A Anbda-baHk

BHympubaHkogckoe npodeuxxeHue

v I'IpeMMpOBaHme OaHKOBCKMX COoTpyaAHMKOB, NMpoaarLLnx CTpaxoBble
NPOAOYKThI

v' [poBegeHne AoNONMHUTENbHbIX NPOrpaMmM MOTUBALUI ANS COTPYAHUKOB
(KOHKYPCbl, MOTUBALIMOHHbIE aKLMW, CYBEHNPbI OT MapTHEPOB)

v' JlbrotHble Tapudbl Ans COTPYAHMKOB BaHka

UHdopmupoBaHue cCoTpyaHUKOB O NPOAYKTaX: SN
v BHYTPEHHSIsi aNeKTPoHHas noyta baHka
v/ oTnpaBka cooOLLeHn B A-knuke

v’ XXypHan n BHyTpeHHu noptan «Anbda — Hasuratop»




YrnybnéHHoe nsyyeHme notpeburtens




Poland snapshot: Macro approach
based on age and income

6 population segments based on age and income among which

Shinning
Stars

Demanding
Average

Rising
Stars

Small-town
craftsman
/ Farmer

_average age - 35

. Singles , young families - prospective orientation HIGH Senous disease
5M with 1 child - modem client expecting -highusage Inability to work
. highest education level high quality of product/service - high purchase intention
. higher income transparency & availability . clear information
. average age — 47 . social status related to wealth
L . Death
- majority married . feeling to be unsecured . MEDIUM i Ch:dren
4.8M | | - 34 people families _looking for advice - locking for solutions to :
' manual employees mainly | | well known brands preferred | [F@nSmit assets to relatives Inabity to
: medium level of education ) P! . average intention to purchase nability fo work
. average age - 2o . easygoing - fun is a priority LOW but... medium or high in Disability
. singles, no children _social status related to economif |future (just entering market of Inability to
4 8M . students (28%) and first- situation and wealth finance) work
job employees (low position) | |. consumption as a symbol of .. not conscious about future
social status
. rural area — - MEDIUM
- average age — 43 traditionalists who value stabilityl | jooking for protection Death
6.3M : :llsmameld families (68% anticipating the future . high current usage Children protection
’ - 4-5 people families (68%) money does matter - high intention to purchase. Inability to work
. lower income, mainly self- willing to show social status Serious disease

employed,

access significantly limited

=

6 AXA Direct Protection

2 other segments: retired and out of the market (very low income)

Sources: Ipsos qualitative & quantitative studies 2011, AXA, National statistics websites

redefining /standards M




Italian snapshot: Micro approach on multi
segments

Strong role of religion & family in life decisions ]

'S

10 segments of interest — aged 30-60 years old, among which:

L —

Households Households singles Families Protection® Non protec* Self Non self
w/ children Wo children owners owners employed @ employed
“ 95M(e) 11.5M (e) 71M 53M 356M 248M 113 M 492M
. Younger -
Preoccupied Modem, le. want Insured to Aware of Needtobe  Preoccupied Feel concemed
by life Looking for ‘t):(;?\jc;y ife  Protectfor life convinced  bypersonal  about natural
. gr accidents  convenience T their Accidents about the bankruptcy, risks
characteristics and rapidity prrgecﬁt;oﬁr;;s relatives necessity of and Little knowledge
R P protection profgssional of protection
Y T - ~— =~ asks N
4 Intemationally, \: i}*-r—‘/“‘\'_ e Q’.‘_T_}\L v —6;)'{,6 of those ~N
ARSI ' laiansareamong A (" 36%arehighly ) importance givento ) - ; l
i those who think e A pPo g )~ who consider )
protection S sewhotink  ~, /(_  awareand ) health related A | they are well :
( most about risks. }- .\‘ actively avoiding - »_ protection (94%) and ~ ) \ insured are in N\ ,/
~——__T72% uncovered ./ —=.___life risks ~ [ ving in |} | e
SAC 5 VY (_  standard of living in ) \__ factunder /\@
& — “._retirement (61%). — _protected/—
slfﬁous 'ﬁfﬁous ‘Lossof self +Serious  *Lossofself -Lossofseff .professional «Serious
ncss, fliness sufficiency iliness sufficiency sufficiency « liability +illness
disability ~ *Loss of self *Disability ~ Disability *Serious “Sesious «Death
bankruptcy sufficiency *Death illness « iliness

redefini

; : standards E
9  AXA Direct Protection Sources: AXA protection report, AXA Direct Protection, National statistics *includes health insurancer ety



HOBble TEXHOJ1IO0TUU

A customer centric organization must respond to
customer behaviors with regard to choice of access
and distribution channel offerings: a source of
profitable growth

“Customers have become more
demanding, and have more information at
their fingertips to evaluate products and
services”

Emerging technologies strongly
impact consumer channel
preferences

*For 89% of Europeans, Internet is the 1st
source for information

=In 2007, 55% of Europeans declare
themselves capable and independent enough
to buy financial services products by
themselves

Sources: Capgemini, EFMA, 2007, Accenture 2011, Forrester 2011, AXA
24 AXA Direct Protection

=20 million mobile baking users across the
five leading European markets (UK, France,
Spain, Germany and ltaly)

=In 2010, 51% of European customers
bought their first insurance policy online,
49% bought their first policy from an
aggregator

*87% of insurers believe the ability to tailor
their customers” experiences through multi
access is critical.

redefining /standards



A customer centric organization must respond to
customer behaviors with regard to choice of access
and distribution channel offerings: a source of
profitable growth

“Customers have become more
demanding, and have more information at
their fingertips to evaluate products and
services”

Emerging technologies strongly
impact consumer channel
preferences

*For 89% of Europeans, Internet is the 1st
source for information

+In 2007, 55% of Europeans declare
themselves capable and independent enough
to buy financial services products by
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=20 million mobile baking users across the
five leading European markets (UK, France,
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+In 2010, 51% of European customers
bought their first insurance policy online,
49% bought their first policy from an
aggregator
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* CTpaxoBKa Bble3KaloLWmx 3a pybex
* CTpaxoBKa }KM3HU —eC/IN KpeaUTHbIe KapTOUYKU

e ..... W Bce — peaKune ncknoyeHme — nLlb
noATBep»XatoT NpaBuna.




KapTo4yKa KaK cpeacTBO ANA JIOTUCTUKMK
AeHer

e




YTo caenaTtb YTO Obl HAYaTb NPOAABATH
CTPaxOBKY C KAPTOYKaMMU

1. PaboTaTb ¢ KomnaHuel YHUKA KU3Hb U
VHUKA ©

2. Bce octanbHoOe caenaem 3a Bac.




[ naBHble MOMEHTbI

. CTpaxoBKa A0/1*KHa bbITb Kak 06A3aTeNbHOM
Tak 1 J,O6POBOJILHOM

. OdbopmneHne makcmmasabHOe NPocToe —
OAaHa noAnnucb KAMeHTa noa oAHUM
npeanoXXeHuem.

. Pa3Hble npoayKTbl ANA pa3HbIX KIUEHTOB

4. MoTmnBauma NnpoaasLOB
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JleHuc /leHUCeHKo

PykoBoantenb 6aHKOBCKOro CTPaxoBaHUA
MpAT CK "YHUKA XKU3Hb"

YKpaunHa, 01601 r. Kues, yn. Pertapckasn, 37
Ten.: (380 44) 230 9934.

dakc: (380 44) 225 6007

Mo6. Ten.: (380 67) 442 67 42
E-mail: denis.denisenko@uniga.kiev.ua

WWW.uUnhiga.ua




