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Risk management

Resilient Balance Sheet Insurance risks

A Linked & Par 82% of liabilities) largely A Mortality:
pass on the market performance to A Experience continues to be better
customers than assumptions

A 69 claims from COVID-19 so far
A Additional reserve held for potential
COVID-19 claims
A Persistency: Range -bound movements
despite challenged environment
A Zero NPA since inception A Expense: Closer monitoring with focus
on variabalisation

A Non par guaranteed return book: 0.4%
of liabilities; minimal ALM mismatch

A 94.3% of fixed income in sovereign or
AAA; 0.9% of fixed income below AA

Solvency ratio of 205.1% at June 30, 2020
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Agenda

A Opportunity
A Industry overview
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Key strategic elements

Customer
centricity Premium

continues to be Growth
at the core
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Protection

Aspiration to
double the
FY2019 VNB in
3 -4 years




Strategic elements (1/4)

A Deepen penetration in under -served customer segments
A Enhance current distribution

A Create new distribution

A Augment capability in Health and Protection

A Increase focus on Pension and Annuity

SN

growth

" billion FY2020 Q1-FY2021
APE! 73.81 8.23
YoY growth (5.4%) (44.0%)
New business premium 2 123.48 14.99
YoY growth 20.4% (32.6%)

‘:1_'—*
0’C’C’ PRLJ:EN-"AL 1~ .-" 1 Annualized premium equivalent
m . Received premium for retail and group




Strategic elements (2/4)

P“f’;iﬁgon Continue to grow both retail and group lines of business

FY2020 Q1-FY2021

" billion

Protection APE 11.16 2.14

YoY growth 54.6% 0.0%
15.1% 26.0%

Protection mix

¢21CICI PRUDENTIAL
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Strategic elements (3/4)

Persistency Improve persistency across all cohorts

Persistency? 11M-FY2020 2M-FY2021
13" month 83.2% 81.8%
49t month 64.6% 63.9%

ﬁ’C’C’ PRL‘[EN-HAL‘?H:I 1. Retail excluding SP computed as per IRDAI circular dated January 23, 2014
3y,
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Strategic elements (4/4)

Productivit Continue to leverage technology for process re -
roUuCtivity engineering and to drive productivity

* billion 01-FY2020 FY2020 01-FY2021
Cost/TWRP? 17.0% 15.9% 14.8%
Cost/TWRP 11.3% 10.4% 8.8%

(savings LOB)

0’C’C’ PRL‘[EN-I-IAL":;H.’ 1. Total cost including commission/( Total premium - 90% of single premium)
LI FE _INSURAN




Value of New Business

" billion Q1-FY2020 FY2020 Q1-FY2021
Value of New

Business (VNB): 3.09 16.05 2.01
VNB margin 21.0% 21.7% 24.4%

ﬁ ’C’C’ MN-I-IAL‘?"‘;I 1. For full year, based on actual cost; Q1: based on management forecast of full year cost
&),
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Way forward
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Voice of our stakeholders

| want to have a life cover but Will my life insurance policy How do | know

my ULIP plan &

How do | file a life

am cover me against P

someone face to face ?

of my policy?

Customers

With the current travel
restrictions how do | keep
myself on the

Will my business
be affected due to the
prevailing lockdown
conditions?

Customers are unwilling to Will | be able to my
meet face to face, how can customers during this

| still with them? COVID-19 scenario?
processes?

Distributors

How do | of
my team members and
my customers in
the lockdown scenario?

As a manager, how do | How do | my team Due to restricted travel,
ensure of my team members on the new how do |

members in the current products and coronavirus with my team and conduct
COVID-19 scenario? related advisories? ?

Employees

¢21CICI PRUDENTIAL
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Physical handshake to virtual handshake

The new normal
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Collaboration with customers for presales & onboarding

Share screen for o i o K i e " 2% eoam @ UPI/BBPS, Credit card,
A Suitability analysis o ©sau Debit card, Netbanking,
A Quote generation : eWallet options

Quick Fill for
Existing

A Completlng the Customer o8 o PropaseT y oo [ avallable
onboarding journey

Internet Banking
Authentication

Share documents and
chat with customer.

Customer, financial
consultant and expert
added on same call

Customers can also
upload KYC
documents/photo

Online meetings (upto 250 users) | Video/Audio call | Joint  salescall | Share content Chat |
Invite external guests, experts | Access previous meeting notes | Record sessions

¢21CICI PRUDENTIAL




Collaboration with customers for servicing requirements
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A An easy access to a variety of self -service options
A Service requirements met from the comfortof ¢ u s t o rhenres 6
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Stakehol

| want to have a life cover but
am

someone face to face

Live video chat

Customers are unwilling to
meet face to face, how can
| still with them?

Collaboration platform

As a manager, how do |
ensure of my team

members in the current
COVID-19 scenario?

Contactless meetings

der s o

Will my life insurance policy

cover me against
?

Product feature

Will I be able to my

customers during this
COVID-19 scenario?

Online service options

How do | my team
members on the new
products and coronavirus
related advisories?

Learning videos

¢21CICI PRUDENTIAL

concer ns

How do | know
my ULIP plan &

of my policy?

addr es ¢

How do | file a life
?

Self-service options

Will my business
be affected due to the
prevailing lockdown
conditions?

Digital selling options

Due to restricted travel,
how do |

with my team and conduct
?

Live video meets & chats

Online claim intimation

With the current travel
restrictions how do | keep
myself on the
processes?

e-Learning modules

How do | of
my team members and
my customers in
the lockdown scenario?

Real time service support
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Protection opportunity

Sum Assured as a % of GDP 1.2 Addressable population # coverage 3 (%)
273%

252% 251%
142%
131%
113%
I I -

Singapore Japan USA Malaysia South  Thailand India*
Korea
* For retail protection sum assured (company estimates)

# Based on Income Tax Department data for individuals
(annual income > 2.5 lac) and company estimates

1. Asof FY2020 for India (GDP Source : National Statistics Office, protection sum assured source:

@ICICI PRODENTIALY Y, omess
* 2y, 2. Asof FY2018 for US, Japan, South Korea. Others as of FY2017 (Source: McKinsey estimates )
m 3. Addressable population coverage= Inforce number of lives for retail protection/ No. of returns with

income >2.5 lac 17




Opportunity: Sum assured as a % of GDP

Sum Assured (SA) as a % of GDP:

Assuming SA growth @ 20% CAGR Sum Assured as a % of GDP 12

75% 273%
252% 2519

45% GDPCAGR Indla FY2035

8%
R 30% P C AGP‘ @/'
19% gpP CA @'\0%
0/0 /
M .

145%
' ' 142% 310
FY2020 FY2025 FY2030 FY2035 113%
Sum Assured (SA) as a % of GDP: 75%
Assuming SA growth @ 25% CAGR
145% I 19%

GDP CAGR

¥* ¥*
N ® i & N
GR 70% 8°/° S A"’ 0‘ \‘b Q
R GD'\P ogf‘ / QQ?"Q )‘b \ ?.0 @‘?}‘b NI &(\'z’\ \ ‘?‘0
CAG 35% @ 2 o\° D o\°
19% %}*\P 0% / QQ' & . @Q'
FY2020 FY2025 FY2030 EY2035 * For retail protection sum assured (company estimates)

iy
-.‘:’;--_—_'l:
ﬁ’C’C’ MN-I-IAL J‘ -i{f 1. FY2020 GDP data for India (Source: National Statistics Office, protection sum assured source:

company estimates)

mf_ 2. Asof Fy2018 for US, Japan, South Korea. Others as of FY2017 (Source: McKinsey estimates) 18




Opportunity: Addressable population coverage (%)

With 15% CAGR in new policy count from FY2020 to FY2035 With 20% CAGR in new policy count from FY2020 to FY2035

106.0

E E E 3“’0
fo l ! ! ! o
y ________ i i ! ! y _______

57.5 | | | 57.5

FY2020 FY2025 FY2030 FY2035 FY2020 FY2025 FY2030 FY2035

® Insured : 2 Uninsured m Insured > Uninsured

¢21CICI PRUDENTIAL
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Assumed 10% lapse rate for inforce policies at each year 19




Key strategic elements

Customer
centricity Premium

continues to be Growth
at the core

¢ 1CICI PRUDENTIAL /

Protection

Aspiration to
double the
FY2019 VNB in
3 -4 years
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4P: Premium
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Products available across all categories

ICiCt Pr ICICI Pr ICICI Fr ICICI Pru
FutumPerfect SawngsSuraksha Assured Savings SIGNATURE 1CICH Prus
Warlnked lsurancs Plan Non-Linked Life Insurance Plan ’"suran G'E P’a n A Unit Linked Non-Participating Life Insurance Plan G"aran tEEd
Men linked (e insurance plan o WEHIthPrﬂ'tectﬂr
ICICI Pru icIC! Pru ) 1CIC! Prs Unit Liked leteanea Plan

L AKSHYV( ImmediateAnnuity V Easy Retirement

- Mon-Linked Life Insurance Plan Unit Linkeed Pension Plan

Participating with Savings with ULIP: Suite of funds ULIP: with capital
equity guarantee; for Equity and Debt guarantee
L1111
oL ICIC] Pre
ieict #ru - Sh”bh Rakshalife Group Term Plus
- PRECI\')US LIFE Cance feici e
- inkedn SuperProtect Credtt
Term insurance plan for

Pure term with Critical illness, Pure term, Micro insurance, Credit insurance,

accident cover Disease specific Critical iliness

¢21CICI PRUDENTIAL
Crrre ws unm

20




A Deepen penetration in under -served customer
Product segments segments
Premium A Enhance current distribution
growth A Create new distribution
A Augment capability in Health and Protection
A Increase focus on Pension and Annuity
APE (* billion) | Mix
Segments FY2020 Q1-FY2021 Growth (%) | FY2020 Q1-FY2021
I
Savings 62.65 6.09 (51.5%) 84.9% 74.0%
Linked 47.72 3.59 (65.7%) : 64.7% 43.6%
Non-linked 12.46 2.01 14.2% 16.9% 24.4%
Group 247 0.49 44.1% : 3.3% 6.0%
Protection 1 11.16 2.14 0.0% 1 15.1% 26.0%
I
Total APE 73.81 8.23 (44.0%) I 100.0% 100.0%

Linked segment significantly challenged; steady growth in other product segments

0’C’C" PRL‘[EN-I-IAL“:;H.’ 1. Protection includes retail and group protection products
© 7% Total may not add up due to rounding off
LIFE INSURAN
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Diversified distribution

Strategy: Create depth and add width
. s A > 500 partnerships .
Strategy: Build profltab"lty A Protection and non -linked savings: Strategy: Digital focused upsell
A 15 bank partnerships ~80% in EY2020 campaigns
A Protection and Annuity mix A Analytics driven upsell channel
increased from 4.3% in FY2019 A Diversified product mix with 12%

to 10.0% in FY2020 protection and 22% non-linked
savings

Partnership

Distribution

Strategy: Invest and grow

A 23,200 agents recruited
during FY2020

A Diversified product mix:
Savings: linked 50%,
savings: non -linked 40%
and Protection 10%

Strategy: Partner with non -
traditional distributors
A Tie-up with small finance

banks, wallets, payment
banks, aggregators etc.

Distribution

Swa)sAs
099 Buibiaw3

A Product customization

Distribution tie -up with IDFC First Bank

¢21CICI PRUDENTIAL

Figures mentioned are for FY2020
* Direct distribution means sales through own website and employees on roll 24




Distribution channels

Premium

growth

A Deepen penetration in under -served customer

segments
A Enhance current distribution
A Create new distribution

A Augment capability in Health and Protection

A Increase focus on Pension and Annuity

APE ( billion) ! Mix (%) | Growth (%)
Channels FY2020 Q1-FY2021 | FY2020 Q1-FY2021 I Linked Non-linked
Bancassurance 37.48 3.26 : 50.8% 39.6% : (65.6%) 11.5%
Agency 15.62 2.03 1 21.2% 24.7% | (67.0%) 18.8%
Direct 9.31 1.01 : 12.6% 12.3% : (64.0%) 4.1%
Partnership distribution 5.46 0.71 1 7.4% 8.6% | (68.2%) (19.2%)
Group 5.94 1.23 : 8.1% 14.9% : - -
Total APE 73.81 8.23 | 100.0% 100.0% : (62.2%) 4.2%

Diversified distribution mix; retail share 85%

-
=

0’C’C’ PRL‘[EN-"AL‘;;H.’ Total may not add up due to rounding off
|
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4P: Protection
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Protection g rowth Continue to grow both retail and group lines

of business

APE (* billion)

11.16

71.22

2.14 2.14
FY2019 FY2020 Q1-FY2020 Q1-FY2021

Steady performance despite challenges on medical examination

i1cici PRLDEN'I'IAL"?’Z
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4P: Persistency
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Persistency

Retail excluding single premium Retail including single premium

Month 11M-FY2020 2M-FY2021 Month 11M-FY2020 2M-FY2021
13t month 83.2% 81.8% 13t month 85.3% 84.1%
25" month 75.1% 73.4% 25" month 77.4% 76.3%
37t month 66.7% 65.4% 37" month 69.0% 67.8%
49t month 64.6% 63.9% 49™ month 66.4% 66.2%
61t month 56.0% 56.8% 615t month 57.4% 58.2%

Movements within a narrow range; significant increase for protection segment

ﬁ’C’C’ PRL‘[EN-"ALL?::ZF As per IRDAI circular dated January 23, 2014
|
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4P: Productivity
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Productivity: Cost efficiency

Q1-FY2020 FY2020 Q1-FY2021
Expense ratio (excl. commission) 1! 11.9% 10.3% 10.5%
Commission ratio? 5.1% 5.7% 4.2%
Cost/TWRP3 17.0% 15.9% 14.8%
Cost/Average AUM 4 2.3% 2.9% 1.8%
Cost/TWRP (Savings LOB) 11.3% 10.4% 8.8%
* billion 44.71
m Commission
® Non Commission 9.20
m 15.86
Q1-FY2020 | FY2020 | Q1-FY2021

A 97% of new business applications initiated via digital  platform

A 93% of service requests through self service modules

Expense ratio: All insurance expenses (excl. commission)/(Total premium - 90% of single premium)

ﬁ’C’C’ PRLJ:EN-"AL } ; Commission ratio: Commission/(Total premium - 90% of single premium)
T 3 : : :

Cost/(Total premium - 90% of single premium)

m 4.  Annualized cost/Average assets under management during the period 31

Total may not add up due to rounding off



VNB growth | evers update (4PO0:

" billion Q1-FY2020 FY2020 Q1-FY2021
Value of New Business (VNB) ! 3.09 16.05 2.01
VNB margin 21.0% 21.7% 24.4%
" billion FY2020 Q1-FY2021 Growth
Premium growth (APE) 73.81 8.23 (44.0%)
Protection growth (APE) 11.16 2.14 0.0%
Persistency (13" month) 2 83.2%°3 81.8% NA
Persistency (49" month) 2 64.6%°3 63.9% NA
Productivity (Cost/TWRP: Savings)* 10.4% 8.8% NA

1. For full year, based on actual cost; Q1: based on management forecast of full year cost

iy
e~
ﬁ’C’C’ PRLJ:EN-"AL } ; f 2. Retail excluding SP computed as per IRDA circular dated January 23, 2014
y,

3. 11M-FY2020

m_ 4. Total Cost including commission / (Total premium 0 90% of single premium) 32

Components may not add up to the totals due to rounding off




Financial update
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Financial metrics

" billion Q1-FY2020 FY2020 Q1-FY2021
Profit after Tax 2.85 10.69 2.88
Solvency ratio 217% 194% 205.1%
AUM 1,640.241 1,529.68? 1,700.06*

At June 30 of respective years

¢ 1CICI PRUDENTIALS Y/ }
}-Zy 2. AtMarch 31, 2020
m: Components may not add up to the totals due to rounding off 34




Embedded Value (EV)!

* billion

216.23 230.30

Mar-19 Mar-20
m Value of Inforce (VIF) m Adjusted net worth (ANW)

ﬁ’c,'c, PRL‘[EN-I-IAL‘?:::{ 1. As per Indian Embedded value (IEV) method
[ L1 re N4 URRESN
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Analysis of movement in EV ?!

" billion FY2016 FY2017 FY2018 FY2019 FY2020
Opening EV 137.212 139.39 161.84 187.88 216.23
Unwind 12.58 12.21 13.72 15.84 17.25
Value of New Business (VNB) 4.12 6.66 12.86 13.28 16.05
Operating assumption changes 1.042 1.00 7.64 4.20 (2.25)°
Operating variance  4.48 3.08 2.58 4.69 1.83 )
Persistency variance 2.01 0.99 1.53 2.66 0.85
Mortality and morbidity variance 0.79 0.98 0.78 1.97 0.42
Expense variance 0.59 0.35 0.27 0.04 0.01
Other variance \ 1.09 0.76 0.00 0.02 0.56/
EVOP 22.23 22.95 36.80 38.01 32.88
Return on embedded value (ROEV) 16.2% 16.5% 22.7% 20.2% 15.2%
Ef/‘;gﬁgg%fj;ﬁ;nnﬂo” change and (5.64) 5.82 1.13 (1.22)  (14.76)
Net capital injection (14.41) (6.32) (11.88) (8.43) (4.05)
Closing EV 139.39 161.84 187.88 216.23 230.30
ﬁ’ c’ c’ MN-I-IAL‘;J‘HJI ; gﬁfzférizgii? E:?;gldg i(ljo;/iilgl; eESE8\L/ I):\r(n.;gggdopening EV shown as operating assumption change
m 3. Negative impact of * 5.49 billion due to change ir! effective tax rate 36
Components may not add up to the totals due to rounding  off




Sensitivity analysis

Scenario % change in VNB % change in EV
FY2019 FY2020 FY2019 FY2020
Increase in 100 bps in the reference rates (4.3) (2.4) (2.0) (2.5)
Decrease in 100 bps in the reference rates 4.4 2.2 2.0 2.6
10% increase in the discontinuance rates (8.5) (5.0) (1.3) (1.1)
10% decrease in the discontinuance rates 8.9 5.1 1.4 1.1
10% increase in mortality/morbidity rates (9.4) (9.5) (1.4) (1.6)
10% decrease in mortality/morbidity rates 9.4 9.6 1.4 1.7
10% increase in acquisition expenses (13.0) (11.6) Nil Nil
10% decrease in acquisition expenses 13.0 11.6 Nil Nil
10% increase in maintenance expenses (3.6) (3.0) (0.9) (0.8)
10% decrease in maintenance expenses 3.6 3.0 0.9 0.9
Tax rates increased to 25% (7.5) (11.4) (4.0) (5.8)
10% increase in equity values NA 0.7 NA 1.8
10% decrease in equity values NA (0.7) NA (1.8)

¢21CICI PRUDENTIAL
Corre iws it
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Technology Initiatives
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Objectives

To be the most admired digitally enabled insurer

A Empower customers and distributors with simplified journeys and choice of
platforms

A Decongest processes by leveraging ecosystems and emerging technologies
A Enable servicing anytime, anywhere

A Drive adoption through superior experience

A Establish industry leading benchmarks

core growth engines

¢21CICI PRUDENTIAL
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Digital evolution path to maturity

2011-2013 2013-2015

Build digital foundation Digitize onboarding and service
Optimize processes Build seamless presentation

2015-2018

Leverage ecosystem

Collaborate with internal stakeholders

2018-2020

Market leadership
IT as an enabler for
Business innovation

A Seamless Al, ML,
NLP interventions
in the journey

A Enhance
experience and
productivity

and systems layer And partners for enhancing
; experience and productivity
______________________________________________ T e
A A Process § .
Process re- automation 5 A Integrate internal,
engineering ABuild I : Partner systems
uild seamless !
A Technology s i and external
architecture layer | ecosystems
A Service Y A Provide frictionless
architecture g 5 journey
architecture !
. E

End to end digitalization of journeys

¢ 1cI1C1 PRUDE T/

Al : Artificial Intelligence| ML : Machine Learning
NLP : Natural Language Processing

40






