


Dear Colleagues,

Happy Labor Day! Let me take this opportunity to
say that | am immensely grateful to see and feel the
spirit at AXA right now. There is real drive and
passion across the teams and | feel proud to have
the opportunity to work with you all. I hope to cross
paths with all whom I haven’t met yet and to discov-
er new ways in which AXA may be supporting your
personal growth.

One of the striking aspects of my onboarding at AXA
was getting to know the four core values that guide
AXA’s global business: Customer First, Integrity,
Courage, and One AXA. They are guiding principles
to help us make the right decisions, and | think that
they are incredibly important for us here in China.
Not only do they help guide the way we think about
the industry we are in, but also how we can strive to
ensure we put these values at the core of what we do
in our work life.

One AXA means that we all work together towards
the same goal: empowering ourselves and our
customers to live a better life. | can see that this is
something of a trend in the AXA teams I’'ve worked
with. This is a steady shift from the traditional insur-
ance concept of being a “Payer” of claims to being a
“Partner” to our customers. It means we work for a
common interest, not individual goals.

One AXA helps us focus on the bold actions we can
take together, as a team, to be creative and think
outside the box when it comes to merging global
expertise with local network and talent. The
evidence comes across when you see innovative
products like International Cancer Therapy and our
strategic partnerships AXA has forged in China with
Tencent Trusted Doctors. One AXA encourages us to
collaborate and combine our resources from health,
claims, underwriting, and customer division - so
that we can respond to our customers’ needs in an
ever-changing and fast-evolving market here in
China.
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We are on the right path to becoming a leading
health insurance provider in China following the
launch of International Cancer Therapy product
in January. We also have more coming in the next
month such as a high-end health insurance lever-
aging our medical resources worldwide. Our
focus must be on working all together to ensure
these products successfully reach their audience.

One AXA is also clearly visible during times of
crisis and there is a new solidarity between us
that has emerged because of the COVID-19 situa-
tion. We’ve worked together through the difficul-
ties with everyone’s patience and resilience as
well as support from the Group, and now I'm
thrilled to see our Wuhan Contact Center was
finally reopened after 87 days’ quarantine. As one
team, we must keep going and support our
colleagues in other parts of the world as well as
the communities in which we work. One AXA
encourages more action through social responsi-
bility and enables us to share what we have
learned, our expertise and support to vulnerable
communities as well as our colleagues around the
globe.

One AXA also entails our commitment and shared
efforts in protecting the environment as part of an
environmentally responsible Group. By seizing all
simplest tools and actions, we gave our pledge to
give up single use plastics in workplace starting
from the Earth Day, and will issue a number of
initiatives to build a greener AXA community to
help save the earth.

Itis my sincere hope that the core values can help
us to go further and support us in making a differ-

ence that can be achieved by working together as
one team.

Best Regards

Yamin Zhu
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AXA Tianping’s Management Com-
mittee Members Held Online Meet-
ing with AXA CEO Thomas Buberl

On April 17th, AXA Tianping’s Management Commit-
tee members held an online meeting with AXA CEO
Thomas Buberl and AXA Asia CEO Gordon Watson
which generated several takeaways from the discus-
sion on COVID-19 response and the progress AXA
has made in China.

The meeting began with Thomas commending AXA
Tianping’s agile and organised response to
COVID-19 when the outbreak was first identified in
China. He also expressed his gratitude for AXA
Tianping’s support to the Group through its sourc-
ing and purchasing two million medical masks to
aid frontline medical workers in France, as well as
offering encouragement in videos.

Three strategic topics were discussed during the
meeting: Health strategies, rebranding and
commercial line progress. Thomas concurred with
the strategy on health as a jumping-off point to
reach the mass market in China through our global
resources. He also applauded the progress the
company has made through the many commercial
lines of the business and pledged his on-going
support.

Thomas added that he was amazed to see how
quickly AXA is making progress in China and how
pleased he is that the team is well on the track
towards realising our 2023 Strategy.
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Xavier Veyry shares views on digital
healthcare in China on a live webinar

AXA China CEO and AXA Tianping Chairman Xavier
Veyry joined a live webinar on the topic of
“Post-Covid-19  China: Digital Healthcare on
Steroids” hosted by China Connect. Together with
leaders in China’s health tech space - Tencent Trust-
ed Doctor’s President Mr. Martin Shen and The Care
Voice, StartupCare Co-founder and CEO Sebastien
Gaudin, Xavier and the two other guests discussed
how China is paving the way for technologically
advanced, personalized health and medical
solutions. These advances will play a major role in
how AXA shapes its health protection solutions
along the continuum of care as more digital and
convenient health channels are adopted by
consumers.

The webinar presented a great opportunity for AXA
to reiterate our commitment in bringing integrated
and innovative health solutions to customers in
China and to a broader audience around the globe.

Takeaways from Xavier:

« For us, the coronavirus epidemic is clearly a
turning point in becoming fully digital, not only in
developing convenient channels for customers, but
also enabling the entire insurance value chain to the
back end, including underwriting and claims man-
agement.

« We need to orchestrate all the elements around
prevention, cure, protection and post treatments
that are necessary for potential patients, and this
orchestration of our curated services is definitely
the next element we need to work on. This is the
purpose of our “payer to partner” strategy, which is
a worldwide strategy which we started to develop
for AXA three years ago.
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Standard branding elements
released on Brandhub for your pre-
sentations

At AXA, we rally around shared values ‘One AXA -
Customer First - Integrity - Courage”. These princi-
ples are what differentiate us as a firm and how we
are recognized. They are reflected in our visual
identity, and when we use the brand and the colors
of AXA we send a message to others and to ourselves
that we belong to this community and share its
values. That is why it is important to be consistent
and disciplined in our use of the company’s
templates, brand and styles.

Thanks to our Branding team, a set of company’s
templates and materials are available on Brandhub.
Please remember to use the template when you or
your team needs to make presentations.

Please visit the link below for demonstration and
downloading templates:

https://apps.axatp.com/brandCenterfront/tem-
plate/materialLbrary/AXA_Brand_Hub.html
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Internal consulting service channel
for employees is now open!

An exclusive internal consulting channel for employ-
ees has been set up to provide timely business
consulting services such as products, sales and
claims for all our frontline staff so to help their
customer services. The channel was rolled out by
the Customer Service department and the Contact
Center by uniting every business line of the head-
quarters: motor, non-motor (retail), commercial and
health.

The consulting channel provides access for employ-
ees to further understand our products and
business, when we pivot to a more customer-centric
and diversified business model that works to bring
all products to as many customers in the best way.
Great thanks to the Customer Service team and Call
Center, as well as all the business lines!

The channelis open now, and all are welcome to use
it and find out more.

The channel comprises three options: the Enquiry
function on the E-Learning website elearning.ax-
atp.com, a 24hour hotline via dialing 95550-8 and
chat box on AXA Tianping’s official WeChat account
by typing “Internal Employee”.
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BUSINESS UPDATES ZxHE&

Premium increase in retail telemar-
keting kick starts Q1 results

We started this year with full momentum and
growth in our retail and health business.

The premium of retail telemarketing in Personal
Accident Insurance and Health Insurance reached
RMB 29.1 million in Q1, a 75% increase year on yeatr.

Since the launch of the new PA product for drivers
on January 1st, the average premium per policy of
cross-selling jumped from 280 RMB in December
2019 to 320 RMB at the end of March 2020.

Our business is thriving and our customers are being
supported despite the pandemic. We could not
achieve this milestone without the efforts of every
one from call centers, branches, IT, customer service
and other departments! Thank you to all!
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Retail released optimized personal
accident product to better protect
senior customers
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An enhanced and comprehensive package for the
elderly is now available to provide coverage for
customers aged from 50 to 85 to meet insurance
market needs. The product is zero-deductible and
not limited to social insurance drugs.

Our “Customer First” value of putting customers’
evolving needs at heart of our business is further
demonstrated in this new product. Moving forward,
a series of comprehensive coverage and protection
solutions for every aspect of life will be rolled out to
support and empower our customers in China to
live a better and healthier life.
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Chengdu Contact Center: First
round of platform update com-
pleted
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One CC Project launching conference
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Chengdu Contact Center began the first round of
TSR platform update at 9am on April 9th, from
Avaya Hybrid Cloud 1.0 to 2.0. The upgrade was
done successfully with the efforts of Chengdu
Contact Center sales team, Direct Sale HQs, IT
team, partners and the project team. Despite some
remaining issues the project team is still dealing
with now, the new system gained positive
feedbacks from the CDCC pilot TSRs. At present, the
system has been preliminarily stabilized. The
update for all TSRs in Chengdu Contact Center is
planned to be completed on May 8th.

Thank you for all the colleagues at CDCC to make
this update completed!
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Detailed project timeline:
* Preparations began in September, 2019.

« At 3PM on Oct. 15th, 2019, the One Contact Center
Project launching conference was held in Chengdu
Contact Center to provide the output of the project
in the business process and business requirements,
and help the project better fit the scenarios of the
business.

- Since March 2nd, 2020, the project team partners
of CDCC have been working remotely from home to
test the system function of UAT environment,
discover problems in advance and follow up to solve
them, so as to avoid affecting the use of the TSRs in
the later stage.

+ On April 7th, 2020, Chengdu Contact Center
completed the training for the first batch of 18 pilot
TSRs before the launch.

+ At noon on April 9th, 2020, the Chengdu Contact
Center participated in the pilot. They logged into the
pre-production system, switched to the new
platform and dialled in. At 4pm, the platform switch-
ing was successfully completed.

+ Another 2 rounds of update, involving 200 switcho-
ver each, are scheduled on April 23rd and 28th,
2020.

- The switchover for all TSRs in Chengdu Contact
Center is expected to be completed on May 8th,
2020.

Photo for CDCC team
R ER ROV I H AR X FIPA S &

B EREBIH A OEC ST B AT E) 4

- 20196F9AR, B BRI & &

+ 2019108158 M3, FERER R O TR —
BEROIBERMAR, £ FHMBE ISR
SFEXRpVL, FBNI B EFpIE S Ik S5 EA

=
o

* 202053 A28 78, AERR ORI B A FHTER
IR AEITUATIMEN R ATHEENIR, 1R & T
IR BRI R, B R R HAAL FE BRI (E R

202054878, BEFOFTERE I RBY18 4
J&_E2emnavtEillo

*2020F4R9BHF, AL ESHRLFEER
FREF R, R EF T QIkITBIE TF4REBEE
IFF SR T HRF i TR,

202054823, 28 A X B R TTH200R £ FER
tik,

2020F 588 H it XISE R A EB R ILFR B £ BRI R
St

The pilot TSRs are using the 2.0 platform
HRLFEEERRRR



Wuhan Contact Center: We Are Back!

April 17" marks a new start for Wuhan Call Center
(WHCC). After 87 days of quarantine, WHCC has
finally welcomed 224 staff to return to the office. To
celebrate, the building was decorated with inspiring
banners.

Managerial staff, led by Mr. Lu Yi and Ms. Chen
Weizhen, lined up and waved with lovely blue AXA
flags to give TSR a warm welcome. This made the
first day of resumption at office as heart-warming as
during the Spring Festival. Not even masks could
cover up everyone’s joy, happiness and being able
to get back to normal life!
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After scanning a health code to enter the building,
everyone was surprised to find a welcome video
recorded by Chairman Mr. Xavier Veyry, CEO Ms.
Yamin Zhu, Executive Vice-President Mr. Moreau
Benoit, Head of Operations Mr. Sebastien Legrand,
Chief Communications Officer Ms. Segolene Dufour
and other colleagues from varied departments of
HQ. Their inspiring messages welcome all of us as
WHCC staff reunited as one AXA family. The WHCC
has finally come back online to full force!
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More surprises awaited our colleagues in the office.
Carefully prepared gifts such as the “belated” Hong-
bao (red envelope), candies and even lottery tickets
were given out, offering best wishes for the WHCC.
Having received our gifts, we quickly got back to
work.
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This is a new beginning for WHCC. In a year of oppor-
tunities and challenges, we will work harder, rise to
the challenge and strive for better performance in
2020.
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Qingdao Branch: Operation Manage-
ment Department rolled out April
“Reading Month”

In April, the Qingdao branch initiated a “reading
month”, to coincide with “World Reading Day” on
April 23. With the goal to enhance the all-round
knowledge of our staff, and develop a good reading
habit, the operation management department of
Qingdao branch enacted this idea.

Answering an appeal for donated books, our
colleagues gave books including insurance manu-
als, medical texts, legal and regulations. Other
professional books included management skills and
communications. Broadening our horizons away
from work-based literature, there were fictions,
biographies, essays and so on. All interests and
hobbies are encouraged! People across the team
have been making full use of their spare time to read
and study. At the same time, a monthly meeting to
share our thoughts on reading will be held to
exchange experiences and views, while the most
active readers were selected and awarded prizes.
The goal of the initiative is to develop the habit of
reading, reading depth into life and work, so that
"reading month" is no longer a simple activity, but
becomes part of normal life.

Books are the ladder of human progress. Let us read
as a way of life and part of our daily routine, learn to
stop and think in this rapidly changing society. We
can teach ourselves calmly face all kinds of
challenges and opportunities to succeed. Summer
has come, let us all put down the phone, pick up the
book, and live in the moment.
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This month, we talked to Sun
Boyuan, an employee seconded to
the CEO Office from the Shandong
Branch, who shares his thoughts on
how every employee feels being
“One AXA”,
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Hi Boyuan, could you briefly introduce your-
self?

Hello everyone, my name is Sun Boyuan. | have
been with AXA Tianping for four years. During
my spare time, | like to play board games, video
games. | am also a fan of electronics and fresh
and innovative things | would consider myself a
bit “nerdy”!

How “nerdy” are you?

A: | can easily stay home for 50 days without a
problem!

Wow, thank you for your contribution to
national health! May | ask what did you do at
Shandong branch? What brought you to
Shanghai?

I was doing frontline financial work at Shandong
Branch, such as documentation, managing
assets in office, and tax administration. In 2019,
the company initiated the "non-motor strategic
transformation" plan. As a graduate of market-
ing management, | have always had a strong
interest in marketing, and particularly wish to
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contribute to the company’s transformation.
Therefore, it all made sense for me to switch from
a finance post to a sales management post.

Currently, | am serving a short-term project from
March at the Shanghai headquarter. One of the
most important goals of this project is to make
sure the company's non-motor business is
deployed at branch level. It has received strong
support from the General Manager of Shandong
Branch Mr. Bi and the CEO Office at the headquar-
ters. As the first batch of staff for the project, | feel
immensely glad and honored.

I hope to serve as a bridge between the headquar-
ters and branches, and provide useful insight from
the branch level on the transformation.

Can you share your thoughts on the current
project?

Previously, | have worked on project implementa-
tion at branch level. When | came to the headquar-
ters, | realized that the headquarters take a more
holistic approach in comparison with the
detail-oriented execution on branch level. This is
something | haven't been exposed at the branch.
This is where | understand the importance of com-
munication between the HQ and branches in
implementing the massive plan.

Specifically, | found that each business depart-
ment has its own profession and authority in areas
such as product design. When it comes to choos-
ing systematic tools to issue and manage policies,
and to localize functional modules, branches
know themselves best. I’'m confident that through
constant collaboration, we will create greater
synergies in AXA.

Another example is how branding materials can be
standardized for sales colleagues to promote
products on WeChat and other social media chan-
nels. Branches can provide business details and
suggestions on branding materials, and headquar-
ters can guide and validate to avoid risks. Through
the collaboration between branches and the
headquarters, | believe we can help further raise
our brand awareness and reputation.
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You have been with the Shanghai headquarters
for almost two months. What are the similari-
ties and differences between Shanghai and
Jinan in terms of work style?

| have experienced a culture of open collabora-
tion at the HQ. Departments work hand in hand,
colleagues can fully express their wishes and talk
to the management. At the same time, the HQ
has a lot of ad-hoc work, for which | need to give
quick responses and effective handling. Working
with CEO Office really motivates me to grow,
helping me to broaden my horizons and cultivat-
ing a more comprehensive perspective.

In comparison, the work at branch level is more
planned and routine, which is more practical and
closer to frontline operation.

It has been four years since you joined the com-
pany. What are the obvious changes after it is
fully owned by AXA Group?

The company has definitely become more inter-
national and professional. | feel more like a
member of the AXA family with its embedded
corporate culture.

For example, after the rebranding last year, the
company made a new badge for each employee,
which is more standardized in design and in line
with the group standards. My colleagues all like
saying that even the badge color is Tiffany Blue!
Of course, these are small details, but it is exactly
these details that show we are proud of being a
member of the AXA Group.
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Finally, what do you expect for the company's
future?

First of all, as an ordinary employee, | truly believe
that the company is going to be better and better.
At the same time, as a firm "AXAer", | hope that the
company can provide a long-term development
platform and growth opportunities for every
employee in the transformation. We will definitely
share the solidarity efforts to help the company
transform from “payer to partner” for customers!
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GO GREEN PLEDGE:  “%8&gi#E)R” (/RA] LAIS?
YOU CAN BE THE
INITIATOR!

Dear readers:

Thank you for staying with me till the very end. Either you just ordered food delivery on
Meituan or Ele.me, or sip on a cup of takeaway coffee, or maybe you are dumping a
single use bottle, please don’ t panic, this is not a punishment game for using plastics.
Instead, I’ m inviting all of you to brainstorm on reducing and refusing single-use
plastics in our offices, to help build a green office, green AXA and green earth!

The best ideas will be circulated in the next newsletter and implemented in the office. It
can be a loose change of ditching plastic tea bags or go-retro by switching to glass
bottles, or putting on an AXA “Plastic-Free Day”.

Please don’t hesitate to share your good ideas with me and send to communica-
tions@axatp.com. The top ideas will be voted by all of you and practiced gradually.
More details will be released soon. Stay tuned! | look forward to your participation!
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