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Disclaimer

m These materials are for information purposes only and do not constitute or form part of an offer or
invitation to sell or issue or the solicitation of an offer or invitation to buy or subscribe for
securities of China Pacific Insurance (Group) Co., Ltd. (the “Company”) or any holding company
or any of its subsidiaries in any jurisdiction. No part of these materials shall form the basis of or
be relied upon in connection with any contract or commitment whatsoever.

m The information contained in these materials has not been independently verified. No
representation or warranty expressed or implied is made as to, and no reliance should be placed
on, the fairness, accuracy, completeness or correctness of such information or opinions contained
herein. The information and opinions contained in these materials are provided as of the date of
the presentation, are subject to change without notice and will not be updated or otherwise
revised to reflect any developments, which may occur after the date of the presentation. The
Company nor any of its respective affiliates or any of its directors, officers, employees, advisers or
representatives shall have any liability whatsoever (in negligence or otherwise) for any loss
howsoever arising from any information contained or presented in these materials or otherwise
arising in connection with these materials.

m These materials contain statements that reflect the Company’s current beliefs and expectations
about the future as of the respective dates indicated herein. These forward-looking statements
are based on a number of assumptions about the Company’s operations and factors beyond the
Company’s control and are subject to significant risks and uncertainties, and, accordingly, actual
results may differ materially from these forward-looking statements. You should not place undue
reliance on any forward-looking information. The Company assumes no obligations to update or
otherwise revise these forward-looking statements for new information, events or circumstances
that occur subsequent to such dates.
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Key Drivers of Agency Channel Development

1. Business performance review

Content 2. Development strategy

3. Outlook for the 2018 Kaimenhong

@ Interpretation of Embedded Value of CPIC

1. Drivers of embedded value growth

2. Calculation of appraisal value
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1 Business performance review

1. Business review between 2011 and 2017
2. Analysis of drivers of value growth

{2 Development strategy }

£3 Outlook for the 2018 Kaimenhong J
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Overall Statement

Since the launch of the strategy of “focusing on the agency
channel and regular premium business” in 2011 and the strategy of
"customer-oriented transformation” in 2012, CPIC Life has achieved
satisfactory results with regard to the growth and improvement of
premium income, new business premium, VBN, VBN margin, product

mix and agency force.
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Steady growth of life insurance premiums, with agency
channel becoming the bedrock of the business
O Life premium grows steadily with CAGR of 8.1% between 2011 and 2016

O Benefiting from the development strategy of “focusing on the agency channel and regular
premium business”, agency channel achieved rapid growth in terms of new business
premium with the CAGR of 28.2% and increased proportion from 23.0% to 76.6% between
2011 and 2016

Life insurance premium First-year premium
Unit: RMB billion 155.0 Unit: RMB billion 55.3
= 46.9 48.8
108.6
932 935 951 987 '
2011 2012 2013 2014 2015 20162017Q3 2011 2012 2013 2014 2015 20162017Q3

B Agency channel
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Rapid growth of new business value, with
considerable VBN margin improvement

O CAGR for the VBN growth was 23.2% between 2011 and 2016
O VBN margin was improved to 32.9% in 2016 from 13.6% in 2011. VBN margin for
the first half of 2017 was further increased to 40.6%.

New business value VBN Margin

Unit: RMB billion
19'0 19.7

40.6%

2011 2012 2013 2014 2015 2016 2017H 2011 2012 2013 2014 2015 2016 2017H
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Products increased focus on protection, with fast
growth of long-term protection business

O Long-term protection business grew faster than long-term savings business with further

improvement of product mix.

Long-term protection business Long-term savings business
Unit: RMB billion Unit: RMB billion
23.0
215
7.2
18.2
5. I

2011 2012 2013 2014 2015 20162017Q3 2011 2012 2013 2014 2015 20162017Q3

Note: Exhibited data originate from agency channel. Risk protection products include whole life insurance, term life
insurance, long-term health insurance and long-term PA. Long-term savings consist of the Hong product series, other
annuity and endowment products
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Continued business quality improvement since the
launch of transformation

O The 13-month policy persistency ratio for the first half of 2017 rose to 94.1%, with

surrender ratio decreasing to 0.8%.
13-month policy persistency ratio Surrender ratio

94.1%
92.7% 92.3% 5.4%

90.7% 0
90.2% gg goy 90.3%

2012 2013 2014 2015 2016 2017H

2011 2012 2013 2014 2015 2016 2017H 2011

Note: Surrender ratio = surrendered amounts for the reporting period/ (life insurance liability reserve as at the
beginning of the reporting period + long-term health insurance liability reserve as at the beginning of the reporting

period + long-term insurance premium for the reporting period
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Healthy momentum for business development
maintained for the first 3 quarters of 2017

O Life insurance premium amounted to RMB155 billion, up by 32.1%

O Agency channel first-year premium increased by 38.8% y-0-y

Life insurance premium Agency channel premium Agency channel FYP

Unit: RMB billion Unit: RMB billion Unit: RMB billion
(+32.1%> ¥32.1%D 738.8%
155.0 150.0
117.3 113.6 46.8
33.7
2016Q3 2017Q3 2016Q3 2017Q3 2016Q3 2017Q3
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O Continued growth of agency headcount and retention
- Monthly average number of agents reached 880,000, up 41.2%
— 13-month retention ratio on a monthly basis reached 42.1%, up 6.9

percentage points

Total agency headcount LT policy active agents 13-month retention ratio

Unit: thousand Unit: thousand
H41.29%> +28.1% (+6.9pD
880 42.1%
35.2%
620 410
320
20160Q3 2017Q3 2016Q3 2017Q3 201603 2017Q3
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1. Business review between 2011 and 2017
2. Analysis of drivers of value growth

?) Development strategy

3 Outlook for the 2018 Kaimenhong
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Persisting in “dual-driver” model underpinned by sales
force expansion and productivity improvement

O Continued productivity improvement on the basis of rapid sales force expansion
- CAGR for monthly average number of agents was 18.1% between 2011 and 2016
- CAGR for FYP per agent per month was 9.7% between 2011 and 2016, with the number
exceeding RMB 6,000 by the end of September, 2017

Number of Agents FYP per agent per month
Unit: thousand 880 Unit: RMB
CAGR 6,075
9.7%
4,776 5,084
4,097
3,573 3870
" 3,199
280 300 290
2011 2012 2013 2014 2015 20162017Q3 2011 2012 2013 2014 2015 20162017Q3
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O Continued improvement of KPIs and sales force mix

— Active ratio (measured only by long-term insurance) was increased to 44.6% in 2016

from 34.4% in 2011

- CAGR for monthly average number of healthy and high-performing agents was 24.7%

and 31.7% between 2011 and 2016.

Active ratio
(measured by LT insurance)
47.3%
44.6%

39.2%
37.9%

o 35.5%
34.4% 33.9%

2011 2012 2013 2014 2015 20162017QS3

Healthy agents,
high-performing agents

Unit: thousand

299

CAGR
Healthy agents24.7%
High-performing agents31.7%/ 202

162
140
97 107
67 72 16 65
42
27 31 34 I
m nn B

2011 2012 2013 2014 2015 20162017Q3

healthy agents [l High-performing agents

l@ D E A R e

China Pacific Insurance



The customer-centered operational model began
to bear fruits

O CAGR for number of customers for long-term life/ health policies between 2011 and
2016 was 24.0%

Number of customers of LT insurance from agency channel

Unit: thousand 5,310

1,680

1,760 2,060
1,580 1,670 ) 660
310 390 460
1,270 1,280 1,300 1,400
2011 2012 2013 2014 2015 2016 2017Q3
B Number of new customers Number of existing customers
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O The up-sell ratio among existing customers (measured by long-term insurance) was

increased to 5.8% in 2016 from 2.4% in 2011

O The VBN per customer exceeded RMB 4,000 in 2016

Up-sell ratio of LT ins customers

7.2%

5.8%

4.7%
3.8%

2.4% 2.4y 2:6%

2011 2012 2013 2014 2015 20162017Q3

VBN per customer

Unit: RMB
4,449

4,033
3,917 3,901

3,739

3,328
3,215

2011 2012 2013 2014 2015 2016 2017H
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1. Business review between 2011 and 2017
2+ Analysis of drivers of value growth

2 Development strategy

3 Outlook for the 2018 Kaimenhong
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China's “new age” presents major development
opportunities for China’s life insurance business

B The Party’s 19" Congress redefined China’s principal contradiction, with development opportunities for
China’s insurance market

- China’s principal contradiction is now between Chinese people’s ever-growing needs for a better life and uneven and

inadequate development
- Insurance industry has an important role to play to meet people’s needs for a better life
B A host of favorable government policies have been issued to boost healthy and rapid growth of life insurance

- China’s 13th 5-year program unveils the targets of 4.5 trillion yuan, 5%, and 3,500 yuan by 2020 for total insurance premiums,

insurance penetration and density respectively

- The State Council is committed to accelerating the development of private pension, roll-out of tax-advantaged health

insurance, launch of tax-advantaged pension scheme, which will go a long way to raise public awareness of insurance

B There will be increasing demand for pension and health insurance amid rising income level and demographic
shift
- Ever-growing income level and purchase power of Chinese people, against the backdrop of “consumption upgrading”, will
translate into effective demand for insurance
- The dependency ratio of elderly population in China continued to increase, reaching 14.3% by the end of 2015, meaning huge

demand for pension

13.7% 14.3%
. 12.3% 12.7% el A
The dependency rqtlo of.the R —— ——
elderly population in China
2011 2012 2013 2014 2015

C) PEA T F i

Note: The dependency ratio is based on information released by China’s State Statistics Bureaul China Pacific Insurance



Five central tasks of Group Transformation 2.0

Business
Portfolio

Strategic

Digitalizatio
Control

Synergy

Direction of CPIC Life Transformation 2.0

“Increased focus on protection for products, creation of value by
customer service and the building of a digital eco-system”

Vision for Transformation 2.0 of CPIC Life

"Committed to become a leader in healthy and steady development of China’s
life insurance sector”
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Strategy for 2018: balance between value and volume, more
even development across the year and striving for a leading
VBN growth among listed peers

2018 Development Strategy

Volume growth Value growth More even development

0 Respond to market 0 Promote value 0 Lower business volatility
competitions, striving growth, striving for a to achieve more even
for a leading regular leading VBN growth growth across the year
pay FYP growth among among listed peers
listed peers
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Key initiatives for 2018

Continue to optimise sales force mix
Overcome the training bottleneck

Promote differentiated development of
the agency channel

Push for progress in central urban area
penetration

Persist in protection as the key insurance
value proposition

Enhance new technology application

Deepen the customer-centered
operational model
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Initiative 1: Combining empowerment of existing agents and strict selection of ne

recruits to drive sales force mix improvement

B Resources allocation will be skewed towards existing agents, focusing on
lifting their income and retention

B Enhance selection of new recruits to improve quality

Focus on promoting growth of healthy and high-performing agents on a consecutive
_ basis

Existing agents |
More support for manager-level agents to help them boost team productivity and

income

- More differentiation in spending on new recruit subsidies, focusing on high-

New agents productivity ones
- More selective in recruitment, focusing on urban areas
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Initiative 2: Foster top-notch agents, step up manager training and overcome the

training bottleneck

B Intensify efforts to foster top-notch agents, aiming to reach 2,000 for

MDRT by 2018

B Enhance manager training to improve their management skills
- Launch the second phase of continuation education program, focusing on 60,000-odd
manager-level agents to improve their capabilities in team management, sales and

recruitment and coaching

B Explore on-line training to increase efficiency
- Establish an e-training platform to extend coverage and effectiveness of training using

mobile and internet technologies
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Initiative 3: Strengthen the Guwen and Fuwu Sub-channels to promote differentiation

Chuantong selling to more

Ensures overall performance and focuses on mix improvement
sub-channel  customers

Guwen Selling to higher end  Further enhances penetration in central urban areas to acquire mid and
sub-channel customers high-end customers
Fuwu Selling more to Cater for existing customers, improve customer service efficiency and
sub-channel customers promote up-sell

Target for share of sub-channels by 2020

""" 4o
(o)
14.8% 4&%
76.8%
° 60%
2017Q3 2020E
B Fuwusub-channel [ Guwen sub-channel Chuantong sub-channel
545 Note: the 3 sub-channels are independent from one another, with application of different '@ ?ﬁ;‘?é&ﬂfﬁﬁﬁ

management and remuneration rules and different positioning



Initiative 4: Push for progress in central urban area penetration, with increase in

market shares

B Increase allocation of resources for Beijing, Shanghai, Guangzhou and Shenzhen, while innovating
management models of branch offices and sales force development
B Continue to push for breakthroughs in key provincial capitals while enhancing industry bench-

marking

Initiative 5: Persist in protection while meeting diverse needs of both customers and

agents

- Enhance the development and sales of

- Set up a product design & . .
Up a produ '9 protection products, launching long-term

d | t ter, with : Products
evelopment center, wi I_n novation for health products ASAP
product managers for each in product . e
desian protection

broad product category and g

innovative mechanisms
Promote ) )

------------------ > bundled - Launch bundling of savings and
products protection to increase number of

policies per customer
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Initiative 6: Upgrade app platform to improve technological support for agency

channel

B The Agency Channel App integrates all applications for agents, ranging from on-line inquiries

and sales support to on-line training, with monthly active users exceeding 700,000 covering 70%

of agents

Available now...

* Enquiry into commission and

Self-service income at any time
management » Enquiry into validation results
* Information on performance
ranking
» Enquiry into status of
_Customer customers’policy
information

» Automatic updates of claims
and post-sales services of
customers

* Insurance planning adapted
for cell phones

 Sharing of customer
acquisition tools on WeChat

Sales support

* Integration of training
modules and electronic
training materials

On-line training

26/46

Agéncy
Channel APP

%

20185 Mtlte s 498

O BEDF BHWFREDH

5
A
an 5 ;

Upcoming...

+ Aview of income and
performance evaluation

e results of team members
management _
+ Information on attendance
and activities of the team
* Review of customer’s existing
Customer cover and recommendation of
operation personalized plans
* Integration of third-party data to
generate more useful leads to
facilitate customer visits
Marketing * Support one-click insurance
assistant application
* On-line claims management
and post-sales services
i » On-line streaming of training
Bl programs with replays to

enhance efficiency
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Initiative 7: Launch the “Better Life” Program to deepen customer relations

B The “Better Life”’Program seeks to improve participants’ health to create

value for both customers and the society

- Nothresholds. Enrolled on the health management program upon registration. Users can buy insurance at a
discount after achieving targets in health conditions improvement
- Awin-win for all stakeholders. Users have a more healthy life, as well as an insurance cover for a lower premium;

the company acquires new customers; the society reduces medical expenses

/7~ O\

4 A é )
* More healthy (— Com pany \ * Reduced health-care
 Better life quality spending
* Self-service health * Acquisition of customers « Lower disease incidence

management * Lower claims ratio « Eased burden on society
« Premium discount * Higher customer loyalty
* Increased competitiveness \
~— Users Society

N
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1 Business performance review

1. Business review between 2011 and 2017
2. Analysis of drivers of value growth

2 Development strategy

3 Outlook for the 2018 Kaimenhong
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Strive to deliver positive growth in VBN and regular

Targets for the Kaimenhong were set based on industry conditions and

company realities:

2. Strive to deliver a VBN growth higher than the average of listed

|
|
|
|
|
|
|
|
| 1. Striveto deliver positive growth in VBN and reqular pay FYP
|
|
|
|
|
|
|
|

insurance companies

- With the implementation of Document 134, pillar

Industry products of the industry had to be adjusted, and

could be more difficult to sell, meaning more

uncertainty in FYP growth

- During the 2017 Kaimenhong. CPIC Life ranked
No.1 in total premium and FYP among all the 4

A-share listed insurers, with a high base
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The Kaimenhong will focus on long-term protection
and long-term savings

B In compliance with regulator’s priority, we will adhere to the central value proposition of insurance,

focusing on long-term protection and long-term savings products

B The product strategy balances between value and volume, ensuring a mostly stable V BN margin

Category Product Type GR Remarks
Jubaopeng Par Annuity 2.5% main par product
Long-term
in
Savings Laolaifu Par Annuity 2.5% focus on old-age provision
UK type of
Jinyou par life
Rensheng/ Rider insurance/ 2.5% main protection product
of critical illness traditional ClI
Long-term product
protection .
Anxingbao/ Traditional 3.5%/ - . .
Chaonengbao o Lifting active ratio and
X Endowment/ 3.25%/ s
for children/ Traditi | 3,59 customer acquisition
AlWUyOU raditiona 5%
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Preparations in full swing to fulfill Kaimenhong targets

B Sales force: implementation of year-end PCAAS recruitment

- As of the end of November, agency headcount was 900,000, up 15% versus the end of November
2016

B Customer: both new customer acquisition and accumulation of existing

ones

- Various customer accumulation programs, while stepping up cross-sell with auto insurance to acquire

new customers
- Areview of existing customers, which generated 10 million customer leads, to help with agents visit
B Training: kicked off earlier to improve skills of new recruits
- First round of training for the entire sales force on the pillar products finished in November

- Currently focusing on new recruits skill training

B Pre-sale status: preliminary statistics show that we are doing well on “active agents”, and may set

new records here; but more work needs to be done on “regular pay FYP”

(S D E A R e
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With support of shareholders, and in line with the overall strategy
of the Group, CPIC Life will upgrade its transformation, moving
towards “ increased protection for products, more value via service
and building of a digital eco-system”push forward Transformation 2.0
and work even harder to fulfill its vision of “becoming the leader of

healthy and steady development of life insurance in China”.
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1 Drivers of embedded value growth

2 Calculation of appraisal value
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CPIC Life insurance embedded value maintained rapid
growth during its transformation

| The compound average growth of CPIC Life EV between 2011 and :
: 2016 was 20% I

I Embeded Value 181,603

2011 2016 2017H
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VIF and residential margin grows simultaneously

VIF Residual Margin

Unit : RMB million

126,597 215,749

103,048

172,600

2011 2016 2017H 2011 2016 2017H
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Rapid VBN growth underpinned EV growth of life
business

Unit : RMB million

720

(12,630)

Life ins EV as Exp VBN Op EV before  Invreturn Shareholders’ Life ins EV
of the end of return Creation LContribution  non-Op variance dividend as of June
2016 on EV I and others contribution and others 30, 2017
- —— =

D & X R b
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Strong new business contribution the key driver of
steady value of in-force business growth

CPIC Life Listed Peers Combined

Unit : RMB million

VIF as of the VBN Others  VIF as of June VIF as of the VBN Others  VIF as of June
end of 2011 30, 2017 end of 2011 30, 2017
33/46 Note : Listed peers combined refers to the total of Ping An, China Life and NCI '@ EEE%S.?E%EE



Transformation is the key driver of VBN growth

VBN Movement of VBN Margin Movement of
CPIC Life CPIC Life
Unit: RMB million 8,413 19,041 5.9% 40.6%

’ ' 22.3% mmm Sy
. (206) ° I (1.3%)
4,120

VBN as of the  Bizvol Biz mix Others VBN as of VBN margin Channel Intra-channel Others VBN margin
end of 2011 chg chg 2016 asoftheend mix chg biz mix chg as of June 30,
of 2011 2017

Note: Period-end number difference might exist due to the round-up l@ D & A v
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Industry tailwinds facilitate transformation and upgrade,
laying solid foundation for sustainable development

X VBN Margin

~ Industry faces major opportunities in

“consumption upgrading”, amid a confluence of ~ Potential for further improvement of product profitability via

favorable circumstances: protection gap, raised sharpened focus on risk protection

public awareness and rising income level ~ Effective operational management helps with realization of
~ Regulatory support: expansion of insurance expected profits

cover and diversification of product offerings

VBN Margin Share of LT protection business
42% 40.6%

36%

32.9%
2/
13.6%
2011 2016 2017H 2011 2016 2017H

b & K5 ik b
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1 Drivers of embedded value growth

2 Calculation of appraisal value
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Appraisal value reflects both embedded value and
value of new business in the future

I - Appraisal value = embedded value + value of new business in the future |
I
| Value of new business in the future = one-year new business value x
I

| new business value multiple

— e —— E—— E—— E—— E——— EE— T EE——— T —— —— — — — — —

Value of
in-force
business

ppraisal Value

Adjusted net
worth

l@ b & K5 ik b
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Current Implied VBN multiple of CPIC Group

| Implied VBN multiple = ( market value — embeded value ) / VBN |
| Based on rolling 12-month VBN as of June 30, 2017, the implied VBN multiple is 3.4 note 1 |

Unit ;: RMB million
359,685

271,454

Group EV as of One-year VBN x implied Market value as of
June 30, 2017 VBN multiple Dec 8, 2017 note 2
213/46 Note 1 : Future profits from other business units not considered '@ é.ri.!? éﬁﬂf ’IiEEr!lc%

Note 2: Market cap in RMB as of Dec 8, 2017



Formula of New Business Value Calculation

| The letter “r” being the risk discount rate, VBN, being the new business value of the past |

| 12 months, and “g” being the growth of future VBN, then the present value of new business I

in the future as of the date of valuation is as follows: |

Present Value VNB, *

VNBO * (

1+ r) VNBD*(

C) PEARFF kb
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Calculation of New Business Value Multiple

| Assuming a RDR of 11%, and we will arrive at the following new business value

| multlples depending on VNB growth rate and duration of new business written |

5% 7.5 11.7
10% 915 18.2
15% 12.2 29.6
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