REPORT

Re-Acceleratel[i¥30]ge s lo-0 11

the Post-COVID Era

T Financial Services _‘ #ReAccelerateWithPraxis



Foreword

COVID-19 will have a far-reaching impact on all economies and
sectors. We believe that the recovery process is likely to be a
long-drawn and arduous journey, however, the Indian economy is
resilient, and its long-term fundamentals remain intact.

This report is intended to provide an overall perspective on the
impact of COVID-19 on the Insurance sector as the economy starts
recovering post a nation-wide lockdown announced on 22 March
2020. In the section on ‘immediate impact of COVID-19 on
economy and Insurance sector’, we have discussed the impact
of the current economic crisis on the Indian Insurance sector, new
business premium, share prices of listed Insurers and specific
interventions aimed at providing relief.

In the section on ‘How customers and Insurers reacted in these
trying times’, we have looked at the impact of COVID-19 on 3 key
operating parameters — business mix, distribution channels, and
servicing and claims. In the section on ‘How will COVID-19

This report reflects our perspectives as of 24 June 2020. Contact us for latest updates.

reshape the Insurance industry?’, we have examined impact of
COVID-19 on key parameters like overall premiums and investment
portfolios of private sector Insurers across different product
categories with forecasts for FY21. Finally, we discuss some of the
key trends that could potentially reshape both Insurers and
InsurTech. Finally, we outline the action agenda for Insurance
companies as they rethink their business model in the post-COVID
world.

Amidst the uncertainty and the rapidly changing situation, it is quite
possible that there may be variances from the projections and
hypotheses stated here.

We, at Praxis Global Alliance, look forward to continuing the
discussion with key stakeholders in the Insurance, InsurTech and
the broader financial services industry, and relearning as the
industry reaccelerates post-COVID.

o w7~

Shishir Mankad
Head, Financial Services

Madhur Singhal
Managing Director

© Praxis Global Alliance | 2



Key takeaways

« COVID-19 will have a deep impact on Indian economy and almost every sector. We expect the
process of economic ‘recovery’ to be phased out over the next seven quarters, and a contraction of ~3% in
FY21 real GDP.

 We believe that COVID will impact key operating parameters of the Insurance industry quite
significantly:
« Customer preferences: COVID has resulted in a shift of customer preference in favor of protection-based

life Insurance plans. Health Insurance to see strong growth in H1FY20 and for the rest of the year as well; Motor
Insurance premiums will continue to fall.

« Distribution channels: COVID has already led to a doubling of customer intent to use digital modes
for purchasing policies, feedback from Insurers and agents indicates significant traction already. We expect this
trend to accelerate, driven by concerted action by Insurers as well as InsurTech players.

« Claims and customer servicing: We expect Insurers to make substantial investments in technology to deliver a
contactless experience to customers with respect to their servicing and claim payments.

* InsurTech sector expected to recover strongly as the crisis accelerates transition to online and mobile
sales

« We believe that COVID-19 will accelerate industry-shaping changes that were possibly inevitable with
massive focus on digitization and analytics, emergence of large platforms to distribute Insurance, and
consolidation.
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This economic crisis is different in four ways

More pervasive Very fragile backdrop
- Has started across countries, simultaneously Difficult geo-political backdrop (escalating
- Impacting industries and verticals US-China trade war, US-Iran conflict, HK

protests, Turkey/Europe refugee crisis, US
elections)

<3
Global economies more
integrated

Sudden drop in business volumes and
consumer confidence

Exports as % of GDP grew from
~19% in 2001 to ~30% in 2018

International tourist arrivals
increased from 682M in 2000 to
1.4B in 2018

Sources: World bank, Praxis Analysis © Praxis Global Alliance | 5



Worldwide impact of COVID-19 makes this ‘Black Swan’ and ‘more intense’
compared to SARS and MERS, albeit with lower fatality rates

Peak outbreak
time period

Geographies
affected

-3 j

Impact on human
lives

3

WI?' Impact on
Insurance

Sources: IRDAI, Press releases, Praxis analysis

November 2002 to July 2003

29 countries

Fatality rate: 9.5%
8,908 cases

China Life Insurance
Company experienced 40%
and 34% CAGR for short-
and long-term health
Insurance respectively

In Hong Kong, there was a
sharp uptick for life Insurers
as there was an increased
demand for protection plans

MERS

2013 to 2014

27 countries

Fatality rate: 34%
2,494 cases

Bupa Arabia, one of the
leading health Insurers in
Saudi Arabia, reported 44%
and 81% YoY growth in
premiums during 2013 and
2014

Overall industry health
Insurance premiums
increased 22% YoY in 2014
compared to 14% CAGR
over 2010-13 and 2% CAGR
during 2015-19

December 2019 onwards

Worldwide (70+ countries)

Fatality rate: 2-5%
5.69M cases

Customer queries on health
Insurance policies have gone
up by 30-40% in the past
month in India

Insurers are creating
standalone COVID-19
coverage policies

Insurance sector is ensuring
an end-to-end digital delivery
of Insurance products
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Current economic crisis will have deep impact; we expect economic ‘recovery’ to
take seven quarters before we settle into a new normal

Real GDP growth rate (%, FY20 - FY22)

8% Phase 1: Phase 2: Phase 3:
Sharp : Tepid Sluggish growth :
6% 5.6% . decline | recovery . (3-4quarters) P
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! W em==- X : 3 4.4%

2% vl /—
* Rapidly declining due to COVID-19 e Growth is expected to
0% black swan” event remain sluggish for ~3
+ Lockdowns severely impacted output, quarters
global trade came to a halt as - Slow recovery over 3-4
-2% countries grappled with the crisis quarters
-4% :
3 quarters of tepid recovery mainly
Real GDP growth rate spurred by Government
-6% interventions
)
FY20 4.2% Some ‘pent up demand’ visible, but
0 EY21P -3.0% recovery of consumer spending
-8% 3 remains weak
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We expect essentials and digital businesses to rebound faster; travel, hospitality,
and real estate to take longer to get up to speed

FY21 FY21 FY21 FY21 FY22 FY22 FY22 FY22

Yl Healthcare equipment and supplies A A A\ A\ A\ A\ A\ A\
Media and entertainment A\ A\ A\ N A\ N A\ N\
@ Pharmaceuticals A A A A A A A
IT and SaaS A A A A A A A
ﬁ; Agriculture and food A\ A\ N\ A\ N\ AN\ N\
= Education A A\ A\ A A A\ A
-G Consumer FMCG Vv A A\ A A A A A
@ Business and knowledge services vV A A A A A A
@ Retail & consumer services Vv A A A A A
i Apparel (V) (V) A A A A\ A\
%ﬂ Technology and internet V/ V/ A A A A A
° Financial services Vv v A A A
g% Consumer durables v v vV A A A
/AN  Automotive vV vV Vv vV A A\
it Real estate and infrastructure \ Y Vv v A A
@ Travel, tourism and hospitality N V v/ Vv A
Source: Praxis analysis AN E‘EE%E??‘I m%deer;i[s dincrease ,::rcr)]zt the \ :\:czjiegsddecline v Eg%z:gjgal © Praxis Global Alliance | 8




COVID impacted share prices of Insurers, however, Indian Insurers have reclaimed
lost ground much better than other Asian Insurers and Indian banks

Market performance (2019-2020) Market cap /
180 Embedded
PRaiEN Recovery was value
A8, / \ faster for Indian
160 W r\V\AV / \ Insurers
: HDFC
140 p’wM‘ >'\‘V ' 129 HDEC Life nLi_fe 423 429 4.84
| Sar utha ke jigo!
Ivvw | \ /A 123 |cICI Lombard B
120 Mol AR 'V 122 spLife
A et e ‘*3 Vo 1O BSE 200
-5/ ALINAS o\ Annnd AL, NN A .
100 o W N G 100 ICICI Prudential @SB Life 5 g7 2.44 2.78
80 | v 92 P|ng An With Us, You're Sure
\ ‘ 78  Allianz
60 \ \ ! Bank Nifty
\ W rWs g, Japan Post o -
40 Average ~38% drop in share : / ‘oo 2,41 2.22 2.15
prices in 10 days for Indian \ /
Insurers as against 19% and N_7
20 26% for Ping An and Japan Post

respectively

01-Apr- 02-May 03-dun 01-Jul  01-Aug 03-Sep 01-Oct 01-Nov 02-Dec 01-Jan- 01-Feb 02-Mar O01-Apr 04- 22-
2019 2020 May May

Sources: Money Control, Yahoo Finance, Praxis analysis © Praxis Global Alliance | 9



New business premiums for life Insurance down nearly 33% in Apr 2020 with 68%
drop in number of policies; Motor Insurance premiums declined by ~49% in Apr 2020

Gross premium underwritten by first year

life Insurers (INR B)
375
292
I 254

Mar 18 Mar 19 Mar 20

~38% drop in #
policies in May 2020

from May 2019
~68% drop in #
policies in Apr 2020
from Apr 2019 184

128 137
100
73 I 67

Apr 18 Apr 19 Apr 20 May 18 May 19 May 20

MoM premium growth % - Life

37%  -33% -25%

43%

28% -32%

Sources: IRDAI, GIC, Praxis analysis

Gross premium underwritten by first year
non-life Insurers (INR B)

174
159
139
44
51
44
Mar 18 Mar 19 Mar 20 Apr 18 Apr 19

MoM premium growth % - Non Life
16%

1%
27%
14%

-11%
-8%
-5%
-8%

12%
2%
3%
5%

Health
Motor
Others

Overall
© Praxis Global Alliance
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Apr 20

6%
-49%
10%
-10%



Several interventions and initiatives to bring relief to policyholders and agents

Q; Policyholders

Q Insurers

L) L
.-{*}.' Distributors (agent)

» 3-month moratorium for premium
payments falling due from March '20
to May '20

» Grace period for health Insurance
policyholders: premium for
policies due for renewal between
25 March ‘20 and 14 April 20, can
be paid till or before 21 April ‘20

« Travel Insurance policyholders
allowed to defer travel date without
any extra cost for policies valid
between 22 March ‘20 and 30 April
'20

Sources: IRDAI, Praxis analysis

Government directions to Insurers to
make special efforts to enable
policyholders to pay premium using
digital modes, increase awareness
and education using SMS, emails etc.

Additional 21 days granted for
response time (15 days) for
complaints received from 15 March
‘20 to 30 April '20

Additional time of 15 days allowed to
submit monthly returns for the month
of March 20

Instructions that claims arising on
account of COVID-19 should be
processed expeditiously

» Future Generali India (general

Insurance) announced relief grant of
Rs 50,000 each to its ‘active' agents,
if they or their immediate family

members test positive for COVID-19

LIC announced that it would be
granting approximately INR 2,710 Cr
as an advance to over 6L agents

© Praxis Global Alliance | 11
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Business mix and coverage

Life and health Insurance products have gained traction due to growing importance
of protection products post COVID-19 outbreak

New car sales have declined significantly due to Motor Insurance has been hit the most with ~40% “I took a COVID Insurance policy
COVID-19 leading to decline in motor Insurance sales agents not able to sell any policy despite having an existing health
Insurance policy as they are very
. P . cheap and provide sum assured on
Customers: New policies purchased post Employee / agent: Impact of testing COVID +ve without hospital
COVID COVID on new sales vs pre COVID admission”

1

- 25-50% " - Customer. Mumbai

increase, 8% increase, 11% increase, 8%

“New sales of Insurance is expected

to increase as earlier people bought
0-25% Insurance and considered it as an

increase, 22% 0-25% expense but now it will be considered

decline, 36% as an essential cover”

- Corporate agent, Mumbai

25.50% “I did not buy a life Insurance policy

0-25% ;
decline, §O% decline, 8% pre COVID but the deadly virus and
0.25% 8¢ life uncertainty that comes with it has
- 0 0 - .
5% decling. 18% chgnged my mind gnd got me buying
' a life Insurance policy for me and my
entire family”
25-50%
25-50% sl e e - Customer, New Delhi
decline, 18% No sales,
16% 40%
No sales, “Almost negligible new car sales
1% N01553/'95: 20% have led to a half in new motor
° Insurance sales post COVID”
Life Insurance ~ Health Insurance  Motor Insurance COVID Insurance Life insurance Health insurance Motor insurance - Insurer, Bengaluru
PreCOVID ® Intend to buy ® Bought

Source: Customer survey, Employee / agent interviews, Insurer interviews, Praxis analysis © Praxis Global Alliance | 13



Business mix and coverage

COVID has resulted in a shift of customer preference to protection-based life
Insurance plans given increased uncertainty about the future

Customers to prefer purchasing protection-based life Demand for protection-based plans have “Demand for protection-based term
Insurance products post COVID increased post COVID Rl > J0ng TOlINCTeaSESEERte

next few months as people already
Customers: Impact of COVID on type of life Employee / agents: Change in demand have investments in mutual funds

and stock market for their return

Insurance of life Insurance needs and hence will prefer an

Protection- Increase by | e pretens Insurance predominantly for
based term 47% 9% 10-30%, 8% \ |;Sg§§ gzy protection due to uncertainty’
plan I -50%. 99 ;
) Increase by [ 30-50%, 9% - Independent agent, Mumbai
Saving-based <10%. 15% I
endowment plan ' | ieeEselsy
9% 3% | 10-30%, 14% .
: “Customers will not prefer to put
Investment- No Chgngﬁ : | large amounts of money in the
based Unit 2 I | current scenario and hence sales of
Linked Insurance I : savings / endowment plans and
Plan (ULIP) sy I E‘f{;g’/ﬁ‘sgze/z 1 ULIPs is expected to decline as
Money back <10%, 15% : ' | customers do not want to lock up
plans 2504 304 : : their money for long
S
Decrease by - Insurer, Mumbai
Whole life 10-309%, 15% e
0
0,
Insurance Decrease by
Decrease by <10%, 9% ) . . :
Child’s plan 30-50%, 15% Decrease by | never invested in protection-based
Dl°'30 %, 5?; plans as the return was very less
S 308006 001 (less even by Insurance standards),
Decrease by : but it's the hour of the need to
Retirement plan >50%, 15% ngg‘;jlsge(zy protect you and your family and
6% 3% . hence | am planning to buy soon”
Investment based plans Protection based plans
Pre COVID ® Intend to buy m Bought plusiomenilew DR

Sources: Customer survey, Employee / agent interviews, Insurer interviews, Praxis analysis © Praxis Global Alliance | 14



Business mix and coverage

COVID-19 likely to have a marginal effect on renewal of Insurance policies

Customer: Impact on renewals

As per LIC: Nearly 25% premium
from new life policies goes waste
in the second year

37%
58%
9%
10%
47%
30%

Life insurance

Not due for renewal / renewal not required

Did not renew
Renewed

Health insurance

56%

13%

31%

Motor insurance

Employee / agent:
Impact on renewals

36
%

Overall

m Decreased
No change
® Increased

Sources: Customer survey, Employee / agent interviews, Insurer interviews, Praxis analysis

Reasons for lack of renewal of Insurance policies

]

Reduced usage Lack of

of vehicles

Purchased new
Insurance policy
instead with coverage

“My car Insurance was due for renewal
in March, | decided to not renew it till
the lockdown ends as | won’t be able
to use the car and hence no point of
getting an Insurance for those 2/3
months”

- Customer, Mumbai

‘I have renewed all my Insurance
policies due for renewal as Insurance
is a necessity and not an investment >
and hence | always renew all my
policies or buy a new Insurance
instead of renewing”

- Customer, Bengaluru

communication

@ O

Spike in renewal

premium

Unable to afford Insurance
due to lay offs / declined
business income

“l don’t see customers not renewing
mandatory products like motor
Insurance — the penalty is too heavy.
However sale of new vehicles and
hence Insurance for those will be
impacted”

- Insurer, Mumbai

“Overall renewals have not been
impacted significantly as customers
understand the importance of
Insurance > only vehicle Insurance
renewals have declined due to
lockdown”

- Independent agent, Mumbai

© Praxis Global Alliance | 15



Business mix and coverage

Nearly a third of customers increased the cover / sum assured for their life and
health Insurance policies

100%

90%

80%

70%

60%

50%

40%

30%

20%

10%

0%

Sources: Customer survey, Employee / agent interviews,

Increase by 30-50%, 3%

crease by 10-30%, 15¢

Increase by <10%, 15%

No change, 67%

Life insurance

Impact on cover

crease by 30-50%, 189

crease by 10-30%, 18¢

Increase by <10%, 9%

No change, 55%

Health insurance

Praxis analysis

Increase by <10%, 8%

No change, 92%

Motor insurance

“My existing health Insurance policy

includes COVID and my sum insured is
for a decent amount and hence | do not
need to opt for a new policy or increase
my cover of my health Insurance policy”

- Customer, Ahmedabad

“I have decided to opt for a new life
Insurance policy with ~20% higher
coverage than my previous Insurance
policy for my entire family - itis
necessary to have higher coverage
policies especially with COVID scare”

- Customer, Mumbai

“Currently customers are not wanting to
increase their coverage as they do not
have free cash to do so, people with no
Insurance policies are buying one for
protection but ones with existing policies
are not wanting to increase coverage”

- Corporate agent, New Delhi
“Queries from customers to increase
coverage of policies have not significant

affected for any of their policies

- Independent agent, Mumbai

© Praxis Global Alliance | 16



Channels of distribution

Mission Digital: Doubling of customer intent to use digital modes for purchasing
policies, feedback from Insurers & agents indicates significant traction already

Customers are expected to increase purchase

of Insurance policy directly from online portals

Customers: Channel wise split

4%

Pre-COVID Post-COVID Future
Customer service representative ® Online website of insurer / aggregator

m Corporate insurance agent B Sales manager / sales officer
= Independent insurance agent

Sources: Customer survey, Employee / agent interviews, Insurer interviews, Praxis analysis

~75-80% agents have experienced an increase

in digital renewals and premium payments

Employee / agents: Renewals and

payments through digital mode

Increase by
>50%, 30%

Increase by 30-

50%, 17%

Increase by 10-

Increase by
<10%, 22%

No change,
13%

Decrease by

Renewals

Increase by
>50%, 29%

Increase by 30-
50%, 17%

Increase by 10-
30%, 21%

Increase by
<10%, 17%

No change, 4%
Decrease by

10-30%, 8%

Decrease by
>50%, 4%

Premium payments

“~50% of my customers already
paid via digital modes but there
were a few who preferred sending
cheques. Due to lockdown everyone
is paying digitally; | expect atleast
~80% people to continue paying
digitally”

- Independent agent, Bengaluru

“In the new normal, renewals and
premium payments will only be
done digitally, COVID has ensured
traditional modes of payment never
come back which is better for us
agents as it helps us avoid the
hassle”

- Corporate agent, Mumbai

“My Insurance agent has been
handling my family’s Insurance
needs since the last 25 years and
hence | buy all my Insurance
policies from him”

- Customer, Mumbai

“Don’t think the distribution
landscape will change that
dramatically, other than the share
gain for online Insurance
distributors. Both banks and agents
will continue to fight for business”

- Insurer, New Delhi

© Praxis Global Alliance | 17



Channels of distribution

Employees & agents have started using digital channels to acquire customers and
Intend to continue doing so in the future

Agents are expected to continue acquiring customers via social

media and video calls

Banks’ perspective on acquiring customers and focusing
on Insurance post COVID

Employee / agent: Customer acquisition during and

In-person
Existing network
Social media
Cold calls

Agent network

Customers reach
out

post lockdown

I 3%

58%
54%
42%
27%
42%

19%
23%

® Customer acquisition during lockdown = Customer acquisition post lockdown

“Platforms like zoom and teams will be
the new norm for acquiring customers
but making personalized relations like
earlier will be difficult as the emotional
connect is usually missing”

- Corporate agent, Mumbai

“l a member of a BNI platform - there
are people from various streams on
the platform = we get on a zoom call
every Tuesday and that's how | am
acquiring customers during lockdown”

- Independent agent, Mumbai

Sources: Employee / agent interviews, Bank interviews, Praxis analysis

Ability to target
large set of
customers

Leveraging their
customer base and
space capacity (as
transactions are
lower)

Building digital flows
- lead generation

to closure of sale

“Banks have to make sure that they
offer whatever the customer needs,

so they can get customers on board
and make them switch or buy a new

policy from them”

Higher focus on
Insurance

Banks’ focus on
Insurance is
expected to
increase as other
avenues for fee
income generation
face significant
headwinds (e.g.
cards, forex, trade,
other lending/
transaction fees)

products”

- Private Bank, Mumbai

Cold calling to
acquire
customers

Bank staff are
calling customers
using their existing
database to sell
Insurance
Increased focus

on compliance and
right-sell will be key
to sustaining the
momentum

“Banks have large amount of data
with them and with less physical
transactions, they can focus on
calling customers and pitching

- Private Bank, Mumbai

© Praxis Global Alliance | 18



Claims

Claims have decreased for all types of Insurance post COVID; Insurers are doing

their best to ensure seamless processing and settlement of claims

~90% agents have received no claims pertaining to

vehicles post lockdown

Employee / agents: Impact on claims post

lockdown
Decrease by 10-
30%, 7% Decrease by 10-
Decrease by 30- 30%, 16%

50%, 13%
Decrease by 30-
50%, 11%

No claims post
lockdown, 90%

No claims post

lockdown, 53% No claims post

lockdown, 47%

Life insurance Health insurance Motor insurance

Sources: Employee / agent interviews, Insurer interviews, Praxis analysis

Steps taken by issuers to

address claims

Digital processing of claims

—> option of sending all claim related
documents on WhatsApp / mail helps
eliminate delay in claims

Force Majeure clause not to be applied
to COVID-19 deaths claims in life
Insurance policies

Insurers have issued guidelines for quick
settlement of claims (<2 hours) filed by
policyholders for COVID-19 diseases /
infections

Medium and long term

impact on claims

Increase in smaller health Insurance
claims - small surgeries which were kept
pending due to COVID

Reduction in motor Insurance claims in
the medium term to continue but to
increase in the long term as people to
start driving more cars instead of pooling
for safety reasons

“The life Insurance industry is doing
their best to help customers by not
applying “Force Majeure clause” >
which basically includes events
such as Act of god, pandemics,
natural disasters, wars, etc.”

- Insurer, Mumbai

“We will continue to honor death
claims received from our customers
pertaining to COVID-19 pandemic
and assure them of any assistance
on their policy in these crucial times”

- Insurer, New Delhi

“Whenever crisis like COVID-19
arises, IRDA announces relief
measures to ensure that Insurance
is for the well-being of people”

- Insurer, Bengaluru

“Usually claims get approved in 30-
40 mins but there was no outer limit
- now, we are ensuring no claims
whatsoever take more than 2 hours
to process”

- Insurer, Mumbai

© Praxis Global Alliance | 19
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Premiums are expected to decline by ~6% in FY21, health Insurance possibly
the only bright spot with a ~15% yoy growth

Gross premium underwritten by first year life and non-life Insurers (US$ B)

FY18-19 FY19-20 | FY20-21P

FY21P

|

|

|

|

: Total 12% 17% -6%
|

|

I Others 11% 15% 7%
|

|

|

I Motor 9% 7% -21%
|

|

|

: Health 21% 13% 15%
|

|

|

: Life 11% 21% -9%
|

I

|

1

FY18 FY19 FY20

W lLife m®mHealth = Motor mOthers

Note: US$ 1 = INR 75

Sources: IRDAI, Press reviews, Employee / agent interviews, Insurer interviews, Praxis analysis © Praxis Global Alliance | 21



Health Insurance will see strong growth in new sales premium in H1FY20 as
compared to H1FY19; Motor Insurance premiums will continue to fall

QoQ growth in new premiums over same quarter in previous year (QoQ FY20 vs FY21)

Q1FY21 Q3FY21 Q4FY21

* New business flows are expected to
rebound as Insurers overcome
challenges of premium collection
Volatile nature of capital markets in
the near term would continue to
impact sales of savings / investments
products

» Shift from investment-based to protection-based plans leading to drop in

Life Insurance , 2omdms

Share of term plans increases as positive growth seen post COVID (on similar
lines to health Insurance)

Considering life Insurance as a proxy
for GDP, QoQ growth will be lower
than previous quarter by ~35-40% on
similar lines as GDP growth

* Increase is primarily due to renewals Increase in demand for existin
Health of group Insurance oef : g + Expected to increase in line with growth in previous year as uncertainty due to
. . : o policies due to increased health )
| nsurance Introduction of COVID-specific concerms pandemic decreases
policies

Motor No new auto sales and no renewals due to extended lockdown . gg\]/ti'ggzig‘gg;%‘ggﬁ\ﬁgr%isumsgagfo - Expected to rebound in line with new
Insurance Drop in number of claims as well low sales of auto auto sales

Oth er g en eral » Expected to remain neutral as businesses struggle to continue operations amidst * Expected to increase in line with growth in previous year as businesses recoup

Insurance the pandemic from the pandemic
>20% 5-20% Minor / no 5-20% >20%
degrowth degrowth change growth growth

Sources: IRDAI, Press reviews, Employee / agent interviews, Insurer interviews, Praxis analysis © Praxis Global Alliance | 22



Relatively minor impact (~US$ 4B) on investment portfolios of private sector
Insurers despite weak equity markets and benign interest rates

Category-wise total

) Investment % loss Amount
investments (non-ULIP) of categories expected  of loss
private life Insurers (US$ B) (US$ B)
Other investments 30% 0.32
Approved
investments — Equity 30% 1.6
& MFs
Approved
investments — 5% 0.43
Debentures
Housing &
infrastructure 2% 0.17
investments
State Government &
other approved 2% 0.10
securities
Centr_a_l Government 20 0.49
securities
FY19
~@R0,
Other Investments Total 6% 3.11

m Approved Investments - Equity & MFs

= Approved Investments - Debentures

®m Housing & Infrastructure Investments

u State Government & Other Approved Securities
= Central Government Securities

Note: US$ 1 = INR 75

A part of this amount would
eventually will be borne by
policyholders by way of reduced
bonus / participation

Sources: IRDAI, Press reviews, Employee / agent interviews, Insurer interviews, Praxis analysis

Category-wise total
investments of private
general Insurers (US$ B)

18

0,

FY19

Other Investments
m Approved Investments - Equity & MFs
= Approved Investments - Debentures
®m Housing & Infrastructure Investments
u State Government & Other Approved Securities
= Central Government Securities

Investment % loss Amount
categories expected of loss
(US$ B)
Other investments 30% 0.11
Approved
investments — Equity 30% 0.27
& MFs
Approved
investments - 5% 0.18
Debentures
Housing &
infrastructure 2% 0.12
investments
State Government &
other approved 2% 0.04
securities
Centrg_l Government 20 0.10
securities
Total ~4.5% 0.82
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'InsurTech’ impacted in short-term but expected to recover strongly as the crisis
accelerates transition to digital sales across traditional and fintech players

N Gross premium .
A collected (FY20) Growth rate (FY20-24) @Fundlng (2018-19)
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s °* Weak * Fear of * Long-term -+ High
COVID-19 'g macro- ir!fecti_o_n > behavioral demand_ >
impact = economic high digital shift > tax-saving
< condition 2> adoption for higher digital related
; ) ) ] < fall in sales essential adoption purchases
Industry  « Increase in contactless transactions due * Introduction of new products relating to g . Reduced products
outlook to fear of contamination > more traffic COVID impact & consumer
» Tie-ups and partnerships for increasing » Lower new business premiums for life 8 spending
the # offerings Insurance due to lockdowns . . N
. i ) o _ + Offline + Easein + Building
« Difficulty in closing high ticket value » Lower CAC for non-life / health > better entities premium awareness
policies > focus on awareness conversions & margins g going digital payments around
» Introduction of tele-underwriting rather * More awareness around life and health 2 » Diverse * Marketing health and
than medical check-ups related products required to push sales _% offerings campaigns life products
* Tie ups and partnerships with other ;3 ° Tele- to drive
fintech firms and banks underwriting awareness
adopted
Sources: ICRA, IRDA, Praxis analysis Degree of COVID impact © Praxis Global Alliance | 24
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Five key forces to reshape the Insurance industry - inevitable perhaps but
accelerated by COVID-19

Emergence of massive digital platforms

= - Emergence of true product innovations as a key distribution channel

* Risk — based pricing * Not just InsurTech, but other customer facing platforms as well

* Feature innovation to cater to specific customer segments » Direct —to - consumer as well as aggregators for advisors

* New products to enable commercial segment manage risks effectively + Shift of power to platforms, especially in case of Insurers who do not
» Deeper embedding of Insurance with other products have a large tied agent force / bank partnerships

Q"I . .

> % Deconstruction of value chain

‘1

« Growing importance of protection and risk management products

* As Insurance companies focus more on protection products, some
players will move away from asset management heavy products

+ Emergence of pure-play underwriters

m Significant investment in technology g:ons_oll_dat_lon trlggered_by growing

ezl pecialization and tech investments

+ Building a truly, end-to-end digital and omnichannel customer + Specialization will drive scale in specific niches / parts of the value chain
journey + Large distribution platforms will drive consolidation of Insurers as they

* Analytics in pricing and underwriting assume ownership of customer

» Customer servicing, claims management and even investments + Large investments in technology and analytics will need deep pockets
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Action agenda for Insurance companies

@ Up the stakes on @ Rethink distribution

Leverage tech to

product development o strategy = ° empower channels
i) = 8
* Build deep customer / risk understanding » Compete or collaborate with digital « Map customer’s purchase journey
+ Products and features for specific risks / platforms? « Capture each step of the journey to be
customer segments » Leverage fintech ecosystem to meet able to engage with the customer
« Sharpen risk-based pricing distribution objectives « Empower the channels with analytics and

* Review product — channel mix workflow tools to increase productivity

* Innovative product design and risk
and reduce TAT

management solutions for commercial

lines
Truly digital and omnichannel @@ Drive efficiency in claims, S Cost and capital
customer journeys customer service L 4 efficiency
» Create an omnichannel experience for * How to deliver a ‘no-operations’ » Need to review product portfolio to
customers experience to customers? optimize on capital
» Design contactless buying experience for » Automate operations and even fund » Drive down costs, especially as tech takes
customers management over: how to cut flab but build muscle?
» Leverage Al to deliver an intuitive and » Leverage RPA and ML to reduce TAT,
powerful experience for new policies as enhance accuracy and improve customer
well as renewals experience

© Praxis Global Alliance | 26



GLOBAL ALLIANCE

Financial Services How we help our clients

We have partnered with banks, NBFCs, wealth managers, Insurers and fintechs to
help navigate the rapidly transforming industry landscape, meet growing customer
expectations and embrace the new digital world

Specific practitioner expertise

2

Digital Transformation
Providing end-to-end digitalization solutions such as neo-banking and

Shishir Mankad : ; .
robo-advisory to reduce TAT, CAC and improve customer experience

Practice Leader

Madhur Singhal
Practice Leader
" Financial Services

Banking and Financial ’

Services :

Customer acquisition and engagement
Providing deep understanding of customer journey, pain points,
customer behavior through extensive market research

Product and Sales effectiveness
Supporting clients in revenue growth and market share gain by
identifying new opportunities and benchmarking various aspects of

Anil Jaggia ‘ Chandrashekhar Bhide productivity with best industry practices

Domain Advisor ' Domain Advisor

_ o ‘ o , Cost optimization
Banking and Financial Financial Services Designing cost-effective ways to measure and manage the product and

Services customer portfolio

Operational risk management
Elevating business performance by identification, assessment,
modelling, monitoring and controlling of key operational risks

Vars.ha Agrawal Ankl_t Surana / Network expansion
Practice Member Practice Member I Designing and implementing rich branch growth models with micro
Banking and Financial market strategy and detailed branch model economics

Financial services ‘ <

Services




About Praxis

Praxis Global Alliance is the next-gen management consulting and business research services firm revolutionizing the way consulting
projects are delivered. We deliver practical solutions to the toughest business problems, by uniquely combining domain practitioner

expertise, Al-led research approaches, and digital technologies.

PRAXDIGITAL
1 I
GLOBAL ALLIANCE

Business | Data | Technology

Data engineering and Cutting-edge technology-led Organization and Talent
analytics, Al, ML, Open Data business and market effectiveness

and visualization solutions research and tools

We bring the best domain expertise with our deep pool of industry @ We leverage technology deeply to enable higher ROI on your

practitioners and implementation teams as two-in-a-box

Praxis is ‘Practical We work with agility, flexibility and embed with your teams to enable
SUPERIOR OUTCOMES
Q consulting and analytics spend
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PRAXIS

GLOBAL ALLIANCE s
B rogethey. Win ropedher

Connect with us - For media queries,
We will be happy to share perspectives please contact

w@r wgr

Madhur Singhal Shishir Mankad Parul Singh
Managing Director, Mumboai Head, Financial Services Head, Morkeﬁt;g and
Communications

¢ madhur.singhal@praxisga.com e shishirmankad@praxizga.com

t marketing®@praxisga.com

Share your thoughts with us using the hashtags: oo Docome s T o ineronce o Dol

inkedin Twitter Facebook g Websile Biog
| I l I

New Delhi | Gurugram | Mumbai | Bengaluru | Singapore | ...and growing

Disclaimer:

This material has been prepared by Proxis Global Allionce, which is the frade name of Praxion Global Private Limited | “Praxis”) with the intent to showcass our capability and disssminate laarnings to potential portmers/clients. This moterial can be referrad to by the
viewers on the internat but should be referenced to Praxis Global Alliance, if reused or adopted in any form or in any forum. The frameworks, opproaches, tools, anclysis and opinions are solely Praxis's intellectual property and are a combination of collection of bast
data we could find publicly, ond Proxis team's own experiencas and chservations.

We make no representation or worranty, express or implied, that such information is accurate or complete, and nething contained in here can be construed os definitive pradictions or foracasts. Before reading further, the Recipient exprassly agrees that this might not
address any and all risks and challenges facing Recipient, its business and the markets within which it operates, ner all pessible market conditions. No responsibility or liobility whatscever is accepted by ony person including Praxis or its Business parmers ond offilictes
and their respective officers, employees or agents for any errors or omissions in this document.

This dacument is not complete without an accompanying oral discussion and presentation by Praxis though Praxis is not cbligated to do so. Proxis does not have any duty to update or supplement any information in this document. Proxis shall not be responsible for
ony loss sustained by any person who relies an this prasantation.
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THANK YOU

GLOBAL ALLIANCE

Build together

Win together
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