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*22> ZA Tech is a leading SaasS insurtech, building #» ZATech

on ZhongAn’s innovation heritage

520M+ customers € ) ) o > 300+ ecosystem partners
The Pioneer in Digital Insurance

. , > 600+ patents issued
ranked No. 1 most innovative InsurTech globally*
$3.4BN+ P&C GWP < 2 1,900+ tech staff

S ARG RIE

9BN+ policies p.a. €
/ZhongAn Insurance

SoftBank Vision Fund

ZA operates two e ZA A~ 7A Tech @

distinct business Global
models - licensed Digital Finance Ecosystem SaaS Insurance Solutions
Insurance and bank Bank - Insure - Invest Core - Distribution - Marketing
within Greater China
and Hong Kong'’s Leading global digital
SaaS enterprise tech No. 1 Virtual transformation partner

Bank & for insurers and
enabler globally Life Insurer intermediaries

focus of this presentation

1. As per Sgnr InsurTech 100 ranking (2021); all numbers shown as of 2022
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*22 SaasS solutions battle-proven at scale — across “» ZATech
borders, business lines and operating models

A ZATech

\ >

Battle-proven
at scale

Growing partner
ecosystem

>300M policies

current annual run rate
of policies issued

>40 top clients

Tier 1 insurers
& digital platforms
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Clients & teams E .

;‘\ 2=, Groufd HQ:

Singapore
Indonesia

R&D and
delivery power

>800 FTE

in tech team

across Asia
& Europe

E2E value chain
coverage via

4 SaaS
solutions

Note: Selection of client logos only; the highlighted points on the map refer to locations with ZA Tech employees
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*>2> Connecting all partners for digitization

300M+ policies/year

— Pain points
Traditional insurance products and systems

do not match needs of digital platforms and
innovative intermediaries, such as:

= Real-time data integration and flows
= Fast product launches and iterations
= Innovative, attractively priced products

.

— Partners

Grab @ zaBank ¥ 13

PayPay

KIOOK  bung &Ry |
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Digital platform/

. o Insurer
intermediaries

o graphene
\ Y nano

Unified Insurance Infrastructure

A ZA Tech

40+ Insurance clients

— Pain points

Legacy systems and products constraining
insurers in their digital journey, such as:

= High risk & cost incurred by the
digitalization of core IT systems

= Lack of APIs & automation capabilities

= Complex products not suitable for digital

.

— Partners
@ mcorﬁ'"e‘
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#5 GENERALI ‘
MSIG
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A

Broker/Corporate Agency
(ID/ITH/MY/SG/VN/PH) :

USD 80M+ GWP/year
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A bit about me

Young Yang
CEO ZA Tech Global - SEA

A ZA Tech

Masters from MIT and a Bachelor's degree from of University of

Science &Technology of China
Starting my career as an engineer at PayPal

| have spent the past 15+ years in the online payments, banking and

insurance industries

Led the development of ZA's business into the SEA market since

2017

Formed partnerships with the biggest ecosystems and insurers in the

region (Grab, Klook, Carro, TikTok, Income, AlA, Prudential)

© ZA Tech — Confidential and proprietary information. Not for distribution.



Digital
Insurance
penetration
IS growing,
with room for
big potential

™=2

A ZA Tech

D2C Life insurance has not shown meaningful traction unlike Non-life
insurance or banking’

Digital penetration? for Life, Non-Life and Banking, 2021

I Banking M Non-Life [ Life

1. Digital banking includes digital payment, internet financing, digital credit information services, internet wealth management
2. Source for digital penetration data: Chinese Academy of Financial Inclusion, AXCO, SwissRe, Roy Morgan, Statista

| proprietary information. Not for distribution.
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Scalability used be the main theme, now
Sustainability Is a hot topic, both are

challenging.



*>2> Development of Insurtech 1.0 to 3.0 A~ ZATech

— Initial development of platforms - Emergence of insurtechs who - Insurtech €-> Insurance, More
that are specialized in Direct-To are specialized at working with penetrated into each other to solve
Consumer models (e.g. Direct Asia, digital platforms (e.g. Igloo, ROI challenges
Go-bear and insurers who started Pasarpolis, Qoala & Fuse)
their direct channels) — Scalability & Sustainability

- Or platforms who started their becomes main theme After-COVID

— Several of these platforms finding it insurance business vertical (e.g. + Geo-political instability + Economy

difficult to break even or achieve Grab, Go-to & Traveloka) uncertainty

sustainable revenue

direct ; o P =5
e & igls® pasarPolis cﬁ @ AN X @) vnome <3

@ A HISCOX GOMPANY gobeclr 4 I P

Source: 1. McKinsey Global Insurance Report 2023 Reimagining life insurance; Deloitte Tech Trends 2023 An insurance industry perspective; Swiss-re Top digital transformation themes for insurance in 2023
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>> Reaching innovation scalability & sustainability ™ ZATech

Sustainable innovation at scale and an “insurance 3.0” business model require the
evolution of several elements across the organization

Digitization of Business

Digital Archetypes

“Digital Opportunist 1.0” “Digital Leader 2.0” “Modern Insurer 3.0”

Strategic

approach
Distribution - Forms strategic partnerships with digital

ecosystems/ super apps
- Maximise the use of growing social media

Customer - Leverages ecosystem platform partner latf ikTok) and |

engagement content and campaign capability eI EER L SEls (ST el
Al tools to produce content

Service & Claims

Value - Tweak existing on-the-shelf products — - Data-driven product development and
propositions Long lead time for GTM underwriting — Short lead time for GTM

- Implemented full core modernization end-
Technology —

Data & Analytics

Dedicated Digital business unit/team with

People specific OKR’s

Critical factors



2> Funding data shows that the market is getting

cold and more selective

Insurtech quarterly funding falls below $1B for the first time since 2018

199

186

146

133 130

97

$0.9B

funding
$228B $1.6B $19B 522B $1.5B S$1.7B $28B %24B 5298 552B $3.3B 5568 S525B $24B S5$24B $1.0B 51.4B
a1 g2 Q3 Q4 (v} 0z g3 04 a qz Q3 g4 1 Q2 Q3 04 a1 Q2 '3 6%
2019 2020 2021 2022 2023 QGQ
State of Insurtech Q2'23 B2 CBINSIGHTS

Source: CB Insights

Source: https://ffintechnews.sg/77241/insurtech/two-asian-firms-make-cb-insights-2023-top-50-insurtech-companies-list/

A ZA Tech
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*22 Investors are more conservative and pragmatic A~ ZA Tech

Insurtech valuations continue to be affected by an earlier correction compared to other
Industries

Combined enterprise value of global insurtech companies
Forward Revenue multiples for public companies P private companies B public companies

FAAMG+ Enterprise Saas — Fintech — Healthtech
= Consumer/internet — Overall = Insurtech

$280B §281B

22x

$250B
20 20x
18
16 200B
14
12 150B
100B
2.0x 50B
$30B
$15B
2021 Q1 2022 Q1 2023Q1 sop  S138
2013 2015 2017 2019 2021 2023

Source: https://www.mapfre.com/media/2023_Insurtech_report_ Mundi_ MAPFRE_NN-Group_Dealroom.pdf 11
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*>2> Challenges ahead to crack the maze

90% Concentrated
2~3% Thin Profit
Yle;%s Change often
100M Scale Stuck

oo | | Commoduie

Digital insurance is dominated by big ecosystems, who own their own
insurance brokerage or carrier business

The net commission for insurtech is very thin, and even negative after
considering tax and regulatory charges, in order to get scale

Ecosystem partners normally change insurance partner every 1-2 years
considering leadership change & profitability (Early stage)

Few insurtech/digital insurer have passed the milestone of 100M GWP/ANP
from digital business yet

Limited product innovation since pandemic, it’s entering red-ocean for
commoditized products, EW, Travel, Gadget, Logistic, etc.

Source: 1. McKinsey Global Insurance Report 2023 Reimagining life insurance; Deloitte Tech Trends 2023 An insurance industry perspective; Swiss-re Top digital transformation themes for insurance in 2023

A ZA Tech

12
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There Is a block, there Is a way

(IMES LSS )



N ZA Tech

2> Notable global insurance trends

Trends shaping the industry globally? Key takeaway

(>
©
>

B §

@

Insurers look toward
developing economies

Digitised cores become
essential to improve
customer journeys

Continued growth of
ecosystem
partnerships

Slow returns above the
cost of capital

High-cost base

2023 the year of the Al
boom

Insurers start to rethink what it means to be a “global insurer.”
As technological advancements accelerated the globalization
process, insurers look to expand globally - particularly in Asia.

Digital consumers expect personalized and flexible offers at
the point of interest. Digitizing core operations is a pre-
condition not only for engaging in digital ecosystems but also
for meeting evolving consumer expectations.

Ecosystem plays continue to grow in 2023. With more
sophisticated distribution partnerships emerging, more people
can be reached, and their insurance needs better understood.

The industry struggled to generate profitable returns after the
cost of capital. Insurers have also struggled to improve their
performance relative to other industry peers.

Life insurers have still not structurally addressed their cost
base. Since 2003, costs as a share of revenues have
increased by 23% for life insurers and 5% increase for P&C
insurers.

With a boom in Al, specifically Gen Al and easily accessible
tools (e.g., Chat GP), insurers can leverage the significant
advantages in efficiency, effectiveness, and intelligent
decision-making, across the value chain.

Asia remains a greenfield of opportunity with several
underinsured markets and a fast-growing digital middle-
class.

The move to legacy core replacement will become a
necessity to survive and remain competitive, not just a
nice to have.

Although mature in Asia, ecosystem partnerships still
pose a huge opportunity across the globe especially in
markets such as EMEA and LATAM.

Profitability continues to be a priority topic for both
insurers and insurtechs placing the focus on efficient
Business Development and revenue generation.

Operational cost optimization projects will have to take
a higher priority within project roadmaps along with
matched investment from the business.

To start, insurers can see Al as a “wise, experienced
colleague, where standard, predictable, and repeatable
tasks can be handled by Al tools and used as a base to
complement human work activity.

ZA Tech focus areas



22> We co-created and enable all business models »~ ZATech

In digital
Online, embedded
Product Innovation

< v

Embedded / white-
labelled insurance

20~30%
[
Vo 2 Ve
Lifestyle / micro- Digital direct Omni and 020
insurance distribution sales journeys

Offline, human touch
Personalization, execution

)

Traditional offline
insurance sales

Embed insurance
seamlessly into any
partner products and

services to create new
integrated propositions

Business models we enable...

Offer insurance products
directly to consumers
(D2C) or via partners/
banks with fully digital

journeys

Enable agents, bank
RMs and brokers to sell
insurance with full omni-

channel capabilities &
tools

Use customers’ lifestyle
activities as trigger event
to easily accumulate
protection and offer
usage-based insurance

Enable efficient
insurance sales through
traditional offline
channels — powered by
digital, automated
backend processes
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»2 > New solution architecture to address challenges A ZATech

Current capabilities + 2023 roadmap

Marketing Channels CDP, Marketing and Personalized Sales A Configurable Frontend AN Sales Channels
External Marketing - Engagement & Lead Agent & Sales Personalization & Banca/Agent UIjj Customer Ul Insurer Erontend
Channels Acquisition Tools Analytics (ePOS) (Zmart) —)
Campaign Lead & Calendar 8 . . : . o .
G n = ErEEETE S Ers e Tagging & Segmentation Quotation & Benefits lllustration 3‘ App Website
Content Live Meeting Experiments & . ] " =
Management (Agent & Customer) A/B Testing Application & Questionnaires % e.g. channel front-end
Partner Marketing I Live Collaborati Agent/Cust ) : =
- ive Collaboration gent/Customer -
Channels Gamification (e.g. sketching) Scoring & Matching KYC & eSignature 5 _
. i i Q Partner Frontend
e.g. banks, digital platform EDXU‘E;M::;?”Q A&?i/lnilerjgsc,)iglae Journey Orchestration Payments L%
S Integrated Part Leads & Cust A Websi
ntegrated Partner eads ustomer . pp ebsite
Journeys Agent Portal Insights Servicing Portal -
8 d . . e.g. banks, digital platform
= 3rd party solutions Customer 360: Customer Data Platform Claims Portal partners, brokers
E &
8 External Tools 9
= % I 2~ Internal APIs (between microservices) I I A~ Open APIs I
g niee@ea.
c o o) 2 Life Health General Insurance/P&C Master/Group/Event Policy | Fusion:
O External Data Providers <§ ] Traditional & Investment Linked Individual & Employee Benefits Personal Lines & SME Packages & Bundling Saas p]atform fo': .
8— Intermediaries (e.g. digital
e.g. health/fitness data, @ Product Mgmt Pricing c Mquegﬂg | Policy Admin/POS platforms, banks)
weather data, flight data 0= EUATEEE, (CENIS
) 8 '8 .
External Service = Claims Underwriting Finance/Billing (urfzg:':ji\ll‘;innfeem) Bling:
Providers 2 -— SaaS platfc_)rm for digital
" Brokers (incl. referral
e.g. TPAs, repair networks, o g . . Workflow e multi-layer marketing)
healthcare providers ;E Rule Engine Formula Engine Configurator Notifications
5 B
) s . _ N
o} : : uestionnaire
Peripheral systems 5 8 Reporting, Bl & Analytics Q Center Task Management Document Mgmt S
_ Distribution
e.g. finance/general . . - . .
ledger, legacy core/PAS Insurance Core System: Full-stack, cloud-native, multi-line, digital-first N Platforms
e.g. CRM, data _ . o . ‘ N For Intermediaries
warehouse, data lake Big Data Platform: Data-driven and predictive decision making (Al/ML-ready) VN

16
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> > Multi-layer logic for product configuration W ZATech

 crame w w w

_ _ \ @
Customer journey could bg conflgureq Channell Channel?2 Channel3
empowered by product, with personalized

UI/UX and campaign mechanism

ot w ¢ v

Define the sales channels, campaigns and \ 0
sales journeys for the packages Goods Goods Goods

+ Package ’ ’ ’

Package one or more products (main & rider) ’
with different liability & coverage combinations; Package Package Package

set/tailor rules and workflows

* Product T T T

Define the coverage & basic features, liabilities, T
premium formula, claim calculation, etc. Product (Main)  Product (Rider) Product (Rider)
+ Liability
Define relevant liabilities to insure, incl. 2 ' ' ' '

remium per sum assured s C
P P Liability 1 Liability 2 Liability 1 Liability 2



*22> Methods of applying AIGC in business A~ ZATech
scenarios: Large Model 1+2

Application Strategy 1: Packaging User Application Strategy 2: Customizing
Input - Prompt Engineering Output Targets - Model Extension

Simple Scenario: Generating Content Based on User Input Embedding Enterprise Data into MaaS
< Content Generation > Gool Efficiency Improveme@

C Knowledge base management )

. « Intelligent (_:ustomer * Internal . IT assistant
+ Activity Planning - Generating * Marketing service knowledge Q&A
Copywritin Popular Science Graphic and Text . : :
e . Publishing Customized Plugins to MaaS
Articles Generation
< Customer service workbench )
Advanced Scenario: Specifying Output Format
*  Querying customer + Recording customer
( Automated Program Integration > _ .poI|C|es fe(.adback
+ Assisting customers © processing customer
1 a o1 with policy modification refunds

< Chat OPS )

+ CICD: CI Building-> Problem diagnosis -> gpt fix ->
autoMR
+ Execute deployment orders

Complex Scenario : Auto GPT
C Iterative Tasks )

Complex Article +  Super Assistant Complex Design
Generation Inference

+ Security vulnerability scanning
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