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A MESSAGE FROM THE CEO CEO #FHi&

Dear Colleagues,

It has been a month since | joined AXA Tianping on
February 19th. An odd time for sure, but what a way
to discover a company!l have been amazed to see
how agile and dedicated our team has been in the
face of such a challenging situation. You did a great
job serving our customers and ensuring business
continuity amid the disruption, and | am very proud
now be part of this team.| believe this bodes very
well for our future. As the outbreak has slowed
down in China, our work and life are gradually
returning to normal, it is important to keep up this
mindset.

We will continue to evolve the transformation strat-
egy of pivoting to customer-centric model and
helping our customers (both individual and group)
to live a better life through offering them a holistic
protection solution in health, lifestyle and motor,
with a focus on health.By delivering to our custom-
ers the most innovative and service oriented health
solutions on the market, we will capture the signifi-
cant opportunities in China’s fast growing health
market and address the widespread concern on
health management.

The International Cancer Therapy has already been
rolled out, to provide both local and overseas
best-in-class cancer treatment and resources for
Chinese customers. More health innovations will be
released in the coming months thanks to the
combined efforts of the Customer team, Health
team, Actuarial, and the support and expertise of
the AXA Group. Keep your eyes open for exciting
opportunities ahead.

Speaking of the AXA Group, life may be returning to
normalin China, but our colleagues in the rest of the
world, and particularly in Europe, are now suffering
from this terrible pandemic. | would like to extend
my thanks to all those of you who are joining in the
solidarity effort to help them just as they helped us
when we were in need - sourcing masks and protec-
tive equipment, sharing best practices, or simply
sending supportive messages. This is a wonderful
showing of what it means to be One AXA.
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Transformation takes time and needs all of us to
be active part of the company’s success. Quite a
bit has been achieved on our journey to transfor-
mation, am very happy to see that alignment has
been achieved across to ensure the support is in
place for branches to gain good non-motor busi-
ness.

Best Regards

Yamin Zhu
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FIVE QUESTIONS WITH CEO CEO#|n)Zzi%
e

Communications team spoke with Yamin about
her role, her goals and her passion.

1.Could you introduce yourself to the team,
perhaps share a bit about your role in our orga-
nization and your background?

With the takeover of AXA Tianping behind us, my
role is to make our vision for the company a reali-
ty. We have big ambitions in China. Today we are
a relatively small motor player with great talent,
great ambition, and great backing. Tomorrow,
we want to be writing (and underwriting!) the
future of protection for China. That means pivot-
ing to a customer centric model, develop an
extensive health practice, and playing a mean-
ingful role in commercial line, pushing the AXA
Brand to the front of the stage.

My background is in banking where my focus as
on retail, consumers and SME business transfor-
mation. | also have a keen interest in the analyti-
cal side of the financial industry: | am currently
pursuing a DBA at the Paris School of Economics,
and was until recently a guesting professor at the
Shanghai International Studies University.
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AXA today is the perfect place to bring these
experiences - the analysis required to develop
new businesses and the experience of customer
centricity and retail. | am exciting to for this
challenge!

2.Can you describe the opportunity AXA has in
China?

We are a global company with really deep local
roots. That is an incredible asset - the best of
vboth worlds! In this pivotal moment in China,
with an increased interest in protection, we can
provide truly different solutions to our custom-
ers - the best expertise, with the deepest under-
standing of where our customers are and what
they need.

3.Can you share more about your goals for AXA
Insurance?

The key to our success will be to operate a true
transformation into a customer-centric compa-
ny. To be truly customer centric means rethink-
ing the way we operate entirely. It requires a
transformation in terms of structure, of products,
of skillsets and knowledge. AXA will be consid-
ered a true innovator once we have completed
this transformation.

Through this transformation, we will pivot from a
motor mono-liner to a value-driven and custom-
er-focused multi-liner, with holistic offerings of
insurance solutions for Chinese customers. We
will help Chinese customers to address their
health concerns with AXA’s global sophistication
and local network.

| believe we have a strong societal role, and as a
company deeply anchored in this country we
have a duty to equip our customers with the
knowledge and support to protect their families.

Finally, 1 want AXA Insurance to be the best
platform for its employees to grow. They need to
know they are valued, and are contributing to
the global mission and success of the company.
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4 What have been your firstimpressions?

| came at an odd time - with the office closed due
to the Covid-19. | was amazed by the IT team! |
was working from home my first week and still
managed to meet all of my closest collaborators
and hit the ground running! The remote channels,
the agility, the speed have been admirable.

I have met or talked to more than 200 colleagues
so far,and am very impressed by the professional-
ism of the team, their commitment to this compa-
ny and their willingness to contribute. Our staff is
expert in their field. They know the market very
well, they know their customers very well, and
they know their jobs very well.

Finally, | was struck by how important China is for
the AXA Group. The Group isn’t simply paying lip
service to the matter. China seems to be really top
of the list for the Global AXA, a true bet on the
future. The help and support that has provided is
invaluable and this level of true commitment is
what will make this a successful story and future
of AXA development.

5.Since the theme of this issue will be following
International Women’s Day, what does it mean
to you to be a female CEO, in Asia and at AXA?
Any words of inspiration for your female
colleagues?

As a matter of fact, the dissertation | am writing
towards my DBA is precisely on the subject of
women leaders. | was very pleased when | joined
AXA to find a serious inclusive culture in the com-
pany, and in that | believe we are very much
ahead of the curve, particularly in Asia. However,
| still see many very talented women who have
not yet had the opportunity to contribute their
full potential to society and as a woman leader, |
feel a strong responsibility to help them learn,
grow, and assert themselves.
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BUSINESS UPDATES ZxHE&

Introducing Emma-an intel-
ligent and humanized virtu-
al assistant

Who is Emma?

Emma is an intelligent and humanized virtual
assistant, designed to help customers seamless-
ly navigate across their health, wealth and life
needs through a single, intuitive digital entry
point.

Launched in 2019 in Hong Kong, Emma offers
holistic support and integrated Payer to Partner
services, and will play a key role in driving health
and protection business growth. Emma has since
been rolled out in AXA Philippines, with founda-
tional work having been started in both AXA
Japan and AXA China.

Emma In China

AXA in China is accelerating its path towards
becoming an empowering partner to our
customers rather than a payer—with Emma play-
ing a key role in this by enabling AXA to deliver a
next-level digital experience to our customers.

In June 2019, Emma project was formally kicked
off. The first phase was to establish a single-entry
point through which all our services can be
accessed. Previously, our primary WeChat
Official Account had solely focused on our motor
insurance customers—with several dozen other
WeChat accounts spanning across other busi-
ness lines and branches. A dedicated team of IT
and Marketing talents was set up to integrate our
online services such as purchasing, renewal, and
claims for motor, health and other insurance
products into a single platform that serves our
full customer base—bringing a brand-new visual
and interaction experience to them. This
platform consolidation was the key first step in
our journey towards bringing Emma to life in
China.
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Moving forward, this unified digital interface will
allow us to maintain central touchpoint for
engaging our customers digitally, helping us to
strengthen our customer relationships and drive
efforts such as cross-selling and renewal.

Having built this foundation, the AXA China team
is now focused on innovating compelling new
value propositions to delight our customers and
help drive growth in China. In the medium-term,
the team is focused on developing a
concierge-like  digital health management
platform, bringing services such as video consul-
tation, appointment booking, drug delivery, to
our customers—serving as the initial flagship
offering for Emma in China, and helping us to
build our reputation as a leading health insurance
provider for the Chinese upper middle class.

The team is also working towards building a chat-
bot that can deliver on the regional vision for
Emma as an intelligent virtual assistant—to be
delivered laterin 2020—further helping AXA trans-
form AXA from Payer to Partner in China by
providing easy, convenient, end-to-end services.
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Our FinTech ambition - Claims
anti-fraud 3.0 project wins
Industry Awards

The Anti-Fraud 3.0 Project, an Al solution backed
up by Group’s sophisticated machine learning
and Al technology, localized to by our Claims
team to fit the local market and enabled by our
IT’s support, was awarded the Insurance Analyt-
ics Outstanding Application of the Year in
November 2019 at the 11th FinTech Future
Convention 2019 in Shanghai, China.

Our Claims Anti-Fraud team brings together
several senior claims, data and IT experts.
Collaborating with Group ‘Sherlock, the fraud
detection and investigation solution of AXA, the
Claims anti-fraud team designed the systematic
anti-fraud solution that has taken China market
features and real-time solutions into consider-
ation, with countless simulations and tests as
well as sophisticated and innovative approaches,
in order to enhance the efficiency of fighting
fraud and to improve business impairment.

The award came at a time when we are undergo-
ing digital transformation, which reflects our
ambition to be an innovated insurance solutions
provider. It also demonstrates the company's
industry leadership in designing business
process as well as technical support. Congratula-
tions to our Claims team!
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EMPLOYEE SPOTLIGHT BHEsa T

Interview with Kevin Zhou:
Chief Medical Officer of AXA
Insurance

As we transform to a holistic insurance solutions
provider with a focus on health, we talk to our
Chief Medical Officer Kevin Zhou, to have a closer
look at our vision and health strategies.

Could you please introduce yourself to the team
and a little bit about your background?

Hi all, my name is Kevin ZHOU, | am very glad to
join AXA Insurance as Chief Medical Officer.
Before joining AXA, | have worked for different
joint venture and foreign insurance institutions
since 1995 where my focus has been on the
health insurance in China for the past ten years.

In my spare time, | am also an advocate and prac-
titioner of healthy lifestyle. | love football and |
have been a loyal Liverpool Football Club fan for
more than 20 years.

What is your role in the organization?

| will be responsible for establishing and driving
our health strategy in China, combining
advanced international insurance concepts with
China's reality, and for creating the core competi-
tive advantage of the health business, by contin-
uously upgrading and strengthening products,
services, channels and operation systems, with
the aim to provide our customers comprehensive
healthcare solutions.
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What opportunities AXA has in health market
in China?

First of all, from a macro perspective, China
government has issued a series of policies in
recent years to support the development of
commercial health insurance, including the
"Health Insurance Management Measures"
released at the end of 2019 and the 13 ministries
and commissions "Opinions on Promoting the
Development of Commercial Insurance" further
lay down basis.

Secondly, with the promotion of the National
Health Committee and Health Commission's
(2019-2030), the health awareness has gradually
increased among customers, laying out solid
foundation for the expansion of the health
insurance market. At the same time, the health
insurance density and depth are still limited; in
recent years, the compound annual growth rate
of health insurance has been maintained at
25-30%, indicating a steady room for develop-
ment. More importantly, with the full acquisi-
tion of AXA, we can benefit from the expertise
and experience from AXA Group and regional in
the health insurance space for growing the busi-
ness in China market.

Can you share more about your goals/ambi-
tions for AXA insurance’s health sector?

The ambition is for AXA Insurance to become a
leading healthcare player in the China market
among all foreign-owned insurers, and to
integrate our “Payer to Partner” strategy
through building a customer-centric, compre-
hensive medical and health ecosystem that can
empower our customers, to make AXA the first
choice among our preferred segment (Upper
Middle Class) when it comes to the chosen of
healthcare solutions.

You joined us in January 2020. What are your
impressions of this company?

Been a big LFC fan for a long time, | know too
well the power of AXA brand. Per my under-
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standing, AXA encourages young generation to
live a healthy lifestyle, and to embrace enthusi-
asm, ambition and tenacity in life. | hope that as a
"young" business department, our brand-new
Health Business Division can inherit this core vale.
Another thing that | am very proud of after joining
AXA is its extensive branch franchises, which is
very rare in foreign owned insurers as far as |
know. This will be the foundation of the health
insurance business layout. At the same time, in
the past few years, the company has already had
solid deployment in the mass and high-end
market, which has laid the foundation for rapid
growth of entire health insurance business in the
future. Finally, AXA is very determined and com-
mitted in the health business sector, and this
enhances my confidence about our great future in
China.
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“Each for Equal”’Photo Con-
test Launched to Celebrate
2020 IWD

In response to the International Women’s Day
2020 theme “Each for Equal”, AXA Tianping
launched an internal photo contest on March 9th
to encourage all employees to be part of the
gender equality initiatives.

Around 100 entries with specially designed IWD
theme element #eachforequal were submitted
by our colleagues from headquarter and over 25
branches and centre branches across China in
just three days. We are thrilled to discover a
great many talented and interesting souls in the
company and are amazed to see the variety and
creativity in those captivating entries reflecting
gender equality.

The tight race ended up with one winner and four
runners-up, voted by the Chairman Xavier Veyry
and CEO Yamin Zhu. The winner goes to Binbin
WANG from Ningbo Branch whose photo is
designed with sweet and delightful touch.

This IWD campaign helps connect our employees
closer, and offers an opportunity for all staff in
China to get involved in accelerating the path to
gender equality and making the workplace more
diverse and inclusive.
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Qingdao Branch Awarded
"Excellent Customer Ser-
vice Insurer of the Year"

Our Qingdao branch was granted the “Excellent
Customer Service Insurer of the Year” for the
exceptional service provided by Sales and Claims
teams at the 12th Finance Institutions Awards in
China (Qingdao) held by Qingdao News in Janu-
ary 2020.

The award reflects broader community recogni-
tion for our brand and service, as well as custom-
er trust in our Qingdao branch. The Qingdao
branch will continue to serve our customers with
high-quality services and solutions, and bring
our business operation to the next level.

The Awards is widely acknowledged in the
finance industry to evaluate financial institu-
tions’ performance and innovation capabilities
in 2019. And it demonstrates our commitment
and capability to be customer-focused by deliv-
ering first-class holistic insurance services to our
customers. Congratulations to our Qingdao
branch on achieving this milestone!
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Chengdu Contact Center re-
opens early and safe

CDCC was among the first to have most of
employees back to work from March 2nd despite
the then unclear epidemic situation. There were
a total of 310 TSRs and 28 management staff
returning to office on the day. To ensure every
colleague to take all four steps before entering
the office, the CDCC admin team arrived earlier
than usual in the morning: check-in, get mask,
disinfect and take body temperature, which
made our employees get protected and rest
assured in workplace.

Flexible working hours were arranged to avoid
crowded transportation andinfection risk. To
keep employee morale up, CDCC also prepared
red envelops for all TSRs. Up till now, the
resumption rate of CDCC has exceeded 70%. With
every one’s efforts, we will finally go through this
stage and have a prosperous business year
ahead!

Four strict steps before entering the office:
checking in — getting masks — disinfection
— temperature measuring
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FRONTLINE STORY BI%&iNZE

He left home when epidem-
ic arrived - a story of Wuhan
call center staff Hong Yuan-
hui

Since the beginning of 2020, the COVID-19
epidemic outbreak has changed people’s life in
Wuhan and even the whole country. In addition
to the most respected medical workers, there
are also a group of “retrograders” walking silent-
ly between families in communities, helping the
residents. This group has a common name,
called "community volunteers", and Hong Yuan-
hui from Wuhan Call Center, is one of them.

To avoid face-to-face contact, the authority
requires everyone to stay at home and not go out
as much as possible. All the shopping malls and
supermarkets are no longer open to individuals
while only community purchases are allowed.
Many elderly living alone encountered difficul-
ties and all of them relied on community volun-
teers asthey didn’t know how to purchase
supplies via internet.

Hong Yuanhui and the community staff visited
these elderly and offered supplies. Morning and
night, Hong Yuanhui was always standing by for
various needs. He spent all his time on distribut-
ing supplies and medicine, leaving no time to
take a break. When asked whether tired or not,
he gave it a laugh and said: “The voluntary work
helps me do exercise and stay fit.”

With the help of community staffs and volun-
teers, the community where Hong Yuanhui lives
has maintained a "zero confirmed case" record.
At the same time, the volunteers also took
protective measures such as disinfection, wear-
ing masks, taking temperatures, etc. which in
result successfully contained infection and gave
everyone peace of mind. The volunteers were
respected by all residents in the community.
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Hong Yuanhui, who joined our Wuhan call center
in April 2019, has performed as well as old TSR.
During the outbreak of COVID-19, he also worked
online to serve customers and was highly
praised for his dedication. His GWP has reached
RMB 945,000 in February.

With the arrival of March, newly confirmed cases
in Wuhan have gradually dropped to single
digits. The closed communities and roads gradu-
ally reopened. Volunteers like Hong Yuanhui
have made great contribution in this special
period. We pay tribute to all “retrograders” for
their sacrifice and wish Wuhan a better tomor-
row!
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Hong Yuanhui purchasing for residents
HAREARRAY

Support One Another in
COVID-19 Battle

We will never forget how difficult it was to go
through the battle against the epidemicin China,
as well as the support we received from our
colleagues around the g lobe then.

As the COVID-19 crisis evolved into a pandemic
and the sanitary situation in Europe has deterio-
rated in recent weeks, we are connected more
than ever with our colleagues in all regions. We
know the challenges and uncertainties and
provided all we can do.
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An emergency task force of teams from HQ
procurement, legal & compliance and finance,
joining hands with AXA RMC and AXA Partners
was immediately set up and purchased 2 million
medical masks to aid medical practitioners at
frontlines in France - to thank them for their
generous help in the beginning of the outbreak,
as well as to help them cope with the outbreak in

face of this epidemic challenge to all humankind.

On March 26, the Executive Chairman Xavier
Veyry, together with HQ staff, shot a
morale-boosting video for our colleagues in
other countries suffering from the crisis.

Hope our colleagues in other countries and
regions keep safe and soon overcome this
challenge!
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POSITIVE MEDIA COVERAGE B Ly

“315” Consumer Rights
Protection and Education
Week

AXA Tianping has launched a series of online
activities from March 9 to March 15 in response
to the CBIRC’s “315” Consumer Rights Protection
and Education Week. The campaign was orga-
nized by the HQ and distributed through branch-
es with a theme of adopting a financial, consum-
er-centric approach to support containing the
epidemic.

Apart from all our proactive measures taken to
protect our customers amid the outbreak, we
educate consumers by circulating e-posts and
other relevant information on our official web-
site, mobile platform and WeChat account.

The campaign was widely picked up by media,
with total 36 reports spanning from CBIRC outlet
the China Banking and Insurance News to
provincial publications such as Xinhua- Jiangsu.

Mr. Yang Yong, the Chief Claims Officer com-
mented: “This year’s 315 education week comes
at a time when the whole world is fighting the
COVID-19 pandemic. Our Claims team was
among the first batch of insurers to build up a
series of measures to enable our staff in affected
areas to work from home, as well as putting in
place digital solutions for our customers. They
reassure customers and give them peace of
mind, and to retain customers’ trust in the com-
pany amid the outbreak”
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Sebastien Legrand, the Head of Operations,
added: “We remain committed to enhancing
consumer rights protection education, and
stands behind the nation’s efforts to contain the
epidemic. | would like to commend all of our
employees at HQ and all branches to make
efforts to ensure our business continuity and
safeguard our customers amid the crisis. You are
real heroes for AXA.
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Stronger
together

Since the COVID-19 outbreak, medical staff across the
country headed to the front line. AXA provided free protec-
tion for medical staff and journalists as soon as possible,
and included COVID-19 in the protection scope of multipal
healthinsurance products. Bearing the consumer-centric in
mind, we fully support epidemic prevention and control.

AXA has recieved AA Rating of service by CBIT. We provide
consumers with comprehensive risk protection plans with
consistent quality services. We are committed to being your
partner, providing heartwarming support for you and your
family, helping you feel more at ease and confidence, and

encouraging your better life,
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21 AWESOME FACTS ABOUT YAMIN ZIFRE%
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1Three words that describe you: Disciplined,
passionate, motivating

2.What do you do in your spare time? Reading
novels, listening to music and whenever | have a
chance, backpack travel: I've been to Mexico,
Turkey, Vietnam... The world is big and full of
incredible places to see

3.How do you recharge? Rest my mind and body;
talk to people non-work related

4.Favorite karaoke song? Yin Xing De Chi Bang - a
great Chinese song. The title means Invisible
Wings. You should listen to it!

5.Ultimate dinner party guests? (dead or alive)
My children.

6.Five items you can’t live without? Can’t think of
a single item actually - it’s refreshing. | guess
maybe | don’t need so much.

7.Fill in the blank: If you really knew me, you'd
know I’'m very adventurous.

8.What is your favourite memory from your
childhood?l remember picnics in the country -
times were difficult when | was growing up, so
this was a form of luxury for us, a real treat to be
outside together. | also fondly remember
children’s day at my school. | would often get to
perform, and | would always get to wear a new
dress!

9.What superpower do you wish you had? The
power to ease people’s pain. It would be won-
derful to be able to simply be able to lift people’s
difficulties.

10.If you ruled the world, what would you
change on Day One? End wars.

11.If you had the world’s attention for 30
seconds, what would you say? Let’s help each
other.
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12.What do you recommend people should
watch on Netflix? Something joyful. So much of
the news is dark, we all need to be lifted up.
Watch something nice and smile!

13.If you won the lottery, what would you do
with the money? Travel the whole world.

14.1f you could dis-invent one thing, what would
it be? Consumerism

15.What is the wildest thing you’ve ever done?
Hitchhiking in Turkey. | got into a car with a
perfect stranger. It was really quite dangerous
though I didn’t really think of it at the time.

16.What’s something you’ve tried, that you’ll
never ever try again? Send an email when you’re

angry.

17.What’s your guilty pleasure? Hiding from my
kids sometimes, to find refuge to recharge.

18.What can you do that most people can’t? |
taught myself how to sew and can make my own
clothes.

19.How do you impress somebody on a date? I’'m
a great listener and can make people comfort-
able.

20.Did you play any sports in high school? Were
you any good? Actually | was a very good athlete
throughout school - mostly athletics: running,
jumping. | was my University Sports Team
leader.

21.What embarrasses you? When | talk very
passionately about something and realise my
audience is completely indifferent. It makes me
feel like I'm nuts!
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