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Cautionary Statements Regarding Forward-Looking Statements

+ To the extent any statements made in this presentation containing information that is not historical
are essentially forward-looking. These forward-looking statements include but not limited to
projections, targets, estimates and business plans that the Company expects or anticipates will or
may occur in the future. These forward-looking statements are subject to known and unknown
risks and uncertainties that may be general or specific. Certain statements, such as those include
the words or phrases "potential", "estimates"”, "expects", "anticipates", "objective", "intends",
"plans”, "believes", "will", "may", "should", and similar expressions or variations on such

expressions may be considered forward-looking statements.

 Reader should be cautioned that a variety of factors, many of which may be beyond the Company's
control, affect the performance, operations and results of the Company, and could cause actual
results to differ materially from the expectations expressed in any of the Company's forward-
looking statements. These factors include, but are not limited to, exchange rate fluctuations,
market shares, competition, environmental risks, changes in legal, financial and regulatory
frameworks, international economic and financial market conditions and other risks and factors
beyond our control. These and other factors should be considered carefully and readers should not
place undue reliance on the Company's forward-looking statements. In addition, the Company
undertakes no obligation to publicly update or revise any forward-looking statement that is
contained in this presentation as a result of new information, future events or otherwise. None of
the Company, or any of its employees or affiliates is responsible for, or is making, any
representations concerning the future performance of the Company.
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Ping An is strategically positioned as “one of China’s largest
retail financial services groups”

_ * Provide financial services to cover life’s essentials,
Retail including auto, home, health, and etc.

« Become China’s largest retail financial services
provider

_ « Have the largest market share of affluent and mass-
Primary affluent retail customers in China

» Hold the majority of affluent and mass-affluent retail
customers’ asset under management
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Ping An has secured licenses spanning the entire financial services
iIndustry, comprising insurance, banking, and investment

Insurance Banking Investment

Shared
Platform
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Ping An’s business model is centered around financial services
supermarket and customer migration

* One Customer, One Account, Multiple Products
and One-Stop Service

Financial

* Insurance customers migrate to retail banking and

Customer wealth management

» Non-financial services customers migrate to
financial services
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Financial Services Supermarket: One Customer, One Account,
Multiple Products and One-Stop Service

For Customers For Ping An

5 EETEE Financial

Supermarket

Value: Synergies across
business lines, and more
stable profit streams

« Convenience: Simple,
safe, and convenient

* Value: Asset stewardship,

trusted financial advisor « Competitiveness: Better
customer service and more
stringent cost control and
risk management
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http://www.wanlitong.com/wanlitong/about/jifenka_data_1.jsp
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Insurance customers migrate to retail banking and wealth
management, which, in turn, will enhance insurance business
development

» Four primary retail channels — agent,
bancassurance, telemarketing / Internet
Insurance marketing, and bank direct sales

« Agents transitioning to financial
advisors will boost income and improve
brand image

« ~70 million high-quality
insurance retail customers
can migrate to retail
banking, help to overcome
the shortcoming of the
bank’s limited footprint

» Acquire customers from
~70 million high-quality
insurance retail customer

» Banking customers will base

become the core of wealth
management customer
base

* Fully tap into customer
value and provide one-stop
service for wealth

Multiple Product management

Retail Banking Wealth Management

»
»
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Application of new technologies will enable Ping An to migrate
customers of new business lines to traditional financial services

* Massive
NEY e-Payment customers ,
Businesses frequent

interactions
« Data mining,

Lines

precision

marketing and
Acquire new customer
customers migration

ny

Customers pass
through funnel to
right business line

Customers pass
through funnel to right
business line

Traditional
Financial Banking
Services

Customers
migration

MPEFEZ PINGAN



Content

1. Strategic Positioning

2. Business Model

3. Profit Model

4. Core Competitive Advantages

5. Appendix: Business Performance Since Listing

MPEFEZ PINGAN -




Ping An’s profit model has two separate but synergetic engines

« Achieve balanced growth of three core businesses —

Traditional insurance, banking, and investment

* Increase average number of products and profit
contribution per customer

~+ Cover life’s essentials, including auto, home,
ew Business health, and etc.

* Generate profit through a multi-dimensional
approach, including platform, data, and services
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Ping An aims to achieve balanced growth of insurance, banking
and investment, each account for around one-third of profit in

2020

Bdinsurance |  Banking ! @ Investment

Investment

| Banking
| Investment
S Banking
— -
2012 in 3~5 years in 6~8 years

* Non-insurance * Non-insurance * Insurance, banking and
businesses accounted businesses to account Investment each to

for around 30% of profit for close to 50% of profit account for around one-
third of profit
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By increasing average number of products and profit contribution
per customer, Ping An becomes the primary wealth manager for the
affluent and mass-affluent customers

Ping An to provide China’s affluent and
mass-affluent customers with one-stop

(2008-2012) [RMB trillion] CAGR) shop for wealth management
% :“‘.. ..................................... ..,.."‘
31| onermesmens (88) ¢ [[SHECHTEN) [MOMOS0E) SiECiIRaX
62 12 | capital market Sunshine Public Private
6 : fund fund placement
13 14 'nvestmentpropertg REIT Commercial real estate fund

Ping An Bank account
Cash & 0
deposits +16%

2008 2010 2012

Source: <China Private Wealth Report 2013> published by Bain & Company
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In new business lines, Ping An wants to cover life’s essentials
through the application of new technologies

Health a8 e-Payment

market

Healthcare

Auto Home
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Ping An’s core competitive advantages lie in its strong customer
base, distribution channels, innovation and risk management

Customers

O EIES

Innovations

Risk
Management

Over 80 million retail customers with wealth levels far exceeding Chinese urban market averages

~70 million high-quality insurance retail customers can migrate to retail banking and wealth mngmt
Nearly 70% of Ping An’s affluent and mass-affluent retail customers are in the 26-45 age group, with
average profit contribution far exceeding that of mass customers, spelling huge potential for integrated
finance services

Life insurance agents cross-sell other product lines to customers, increasing customer loyalty and
agent commission income, and thus enhance the stability of agency force

Rapid growth in Credit Card and Trust businesses have successfully demonstrated Ping An’s ability to
migrate customers from insurance to other businesses

Ping has a tele-sales force of ~40,000, and their annual sales in insurance premiums would rank Ping
An as the sixth largest P&C carrier in China, and the largest in Life(by tele-sales)

Ping An has long been the leader in financial technology innovation. Big data, new businesses, hew
outlet formats, and new e-tools will lay a solid foundation for Ping An’s earnings growth in the future
New business lines, such as Lufax and e-Payments, signals Ping An’s future direction of developing
more asset-light, technology-heavy and highly profitable businesses

The Group imposes a “dual supervision” risk management system, and has more stringent controls on
integrated financial services risk than the market or regulatory bodies

The Group has strong investment and financing capabilities and is able to provide capital injection to
its subsidiaries to deal with risk events and ensure the stability of the Company, as well as the market
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Ping An’s Insurance business has ~70 million high-quality retail
customers, continously migrating to retail banking and wealth mngmt

Ping An Retail Customer Distribution?’

B Affluent [ ] Mass-affluent ] Mass

83 million 18 million

- 9% 6% a3 _ 12%

56 million 25 million

0 80% 67%
66% 0 57%
PEESF ~~ PingAn 3 PingAn ;. Ping An
PINGAN JLE Rt Life b P&C

Ping An has ~7 million affluent retail customers and ~20 million mass-affluent retail
customers, both ideal target customers for integrated financial services

1) Affluent customers--annual income of RMB250,000 or above; mass-affluent customers--between RMB100,000 and 250,000; mass customers--below RMB100,000
2) Number of customers at subsidiaries’ level will total more than that at Group level, as duplicate customer counts were eliminated only at the Group level
3) Customer income is estimated through customer self-reflected information, product holding position and market survey data

4) Bank customers do not include credit card customers

Source: McKinsey Analysis
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~70% of Ping An’s affluent and mass-affluent retail customers
are in the 26-45 age group, with profit contribution far exceeding
that of mass customers

Ping An retail customer age distribution by wealth level Average profit contribution per retail customer

[ below 26 [ ]36-45years old [ 56-65 years old
12635 years old B 46-55 years old [ 65 or above

Figures are indexed

9_0/0/ 250/0/ 6§0/0/
100% —> EEmklim 6% Affluent
27%
" St 3times
- 67% .
, 79@ Mass Affluent
40% 31%
36%
3 times

Mass /

23%
18%

6% 5%

1% 1%

Affluent Mass Affluent Mass

) . , .
X%  Proportion of Group’s retail customers
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Ping An Life insurance agents cross-sell other product lines to
customers, increasing customer loyalty and agent income, and thus
enhance the stability of agency force

Cross-sell multiple financial products

Customer

One
customer,
multiple
products
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Credit card has proved Ping An Bank’s ability to acquire high-
guality customers from insurance business at lower cost

Life insurance channel has lower

customer acquisition cost

Life insurance continues to
provide quality customers

Credit card business has grown rapidly

Market share comparison with key competitors
7% -

6% -
5% -

4%
Jan-12

5.86%

5.72%
5.62%

5.05%

Dec-12
Bank B

Mar-13
Bank C

Mar-12 Jun-12

Bank A

Sep-12
Ping An

Note: banks A,B,C refer to leaders in the 2" tier credit card issuers in China

Customer acquiring cost comparison

RMB 170/ person

47% Savings

RMB 90/ person l

33 30

Life insurance Direct sales

[ other costs [ Selling expense [ Labor cost

Platinum, Car-owner and
Insurance Gold cards issued:
(in thousands)

2012

2013E-
2015E
[ Life insurance [ Non-life insurance

Market share of credit card POS transactions reached a
record high of 6.34% in May 2013, with transaction
amount exceeding RMB35 billion

Per customer acquisition cost by two
different channels:

» Lifeinsurance: RMB90

» Direct sales: RMB170

Issuance of credit cards with
annual fees increased multi-fold,
driven in large part by customer
migration from insurance
businesses
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Over 50% of Ping An Trust’s retail customers migrated from
Insurance business, further proof of insurance business’s ability to
provide high-quality customer to other businesses

Key success factors to Ping An Trust’s rapid growth Ping An Trust retail customers

Huge growth to cross-sell to Group’s customer (in 1,000)
base

® Ping An Trust has only covered 2% of the Group’s high-
net-worth retail customers (estimated to total ~700,000).

m By covering only 6% of the Group’s high-net-worth retail
customers, Ping An Trust will boast a customer base
greater than the majority of China’s premier private banks

Customer migration model is well tested, highly
replicable

m  Over 50% of Ping An Trust’s retail customers migrated
from insurance business.

®  Number of insurance agents who have referred customer
for trust products has reached ~3,000 at the end of 2012. It
is estimated to grow 10-fold to 30,000 in 2015.

2012 2015E

®m Insurance channel has lower customer acquisition cost than
direct sales channel

1) High-net-worth customers have annual income of RMB1 million and above or AUM of RMB6 million and above
2) Customerincome is estimated through customer self-reflected information, product holding position and market survey data
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Ping An Group has a “dual supervision” risk management system,
and its capital deployment is highly efficient and effective

“Dual supervision” risk management Efficient & effective capital deployment

m Subsidiaries are operated independently ® The Group has strong investment and
with a rigorous firewall system, and each financing capabilities and is able to provide
subsidiary complies with its governing capital injection to its subsidiaries to deal with
regulatory requirements. risk events and ensure the stability of the

_ Company, as well as the entire market.
m The Group does not operate any business.

It takes part in decision making through the ® Reserving capital at the Group level could
Board of Directors, but does not intervene in avoid unnecessary duplication of capital
the daily operations of its subsidiaries. reserves at the subsidiaries’ level, and

therefore could enhance the efficiency and
effectiveness of capital deployment in the
entire Group.

® The Group runs a “dual supervision” risk
management system — together with the
regulatory bodies, the Group imposes “dual
supervision” on finances, audit, compliance,
strategic planning, and executive
accountability.
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Ping An Group’s embedded value grew at 35.1% per annum since
listing

Backed by integrated financial strategy and sustained high performance,

Ping An Group’s embedded value grew rapidly

After years of development, Ping An has
transformed from a P&C insurance company into a
leading integrated financial services group in China,

providing diversified financial products and services. Acquisition of SDB - Issued private

Ping An was listed on the HKEx in June 2004 and Ping An UOB Fund  placement to raise
bsequently listed on A Share market in eetaplished HKD19.45 billion in H

was subseq y lisled ( _ P&C Insurance issued Share market

M_arch 2007. By tapplng Int_O th_e capital market, subordinated debt Life Insurance issued 4

Ping An has grown rapidly in size and embedded twice and raised billion subordinated debt

value. Ping An has become a blue-chip company, RMB4.5 billion in total - Became controlling

well-recognized by domestic and overseas Ping An Bank issued

subordinated debt o

investors. Premium income RMB3 billion
. of Life insurance "3"'
Acquisition of exceeded 100 8
ghenzhen. C|Ig ) Raised RMB38.87 bjllion Y
, ommercial Ban billion by A Share g
Raised USD1.67 Asset Management IPO %
billion by H Share PO arm established 5% =
Ping An Bank Health Insurance ar CAGR ° 2,859 @
established established S
Ping An Annuity 235 g
established 2,010 3
1,503 1,553 S
1,229 pY)
<
Z
372
191
2003 2004 2005 2006 2007 2008 2009 2010 2011 2012

Source: Company’s annual reports and prospectus
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Group’s total assets grew 14.6 times and net profit 8.5 times since
listing

Total assets grew 14.6 times 2003-2012 Net assetst grew 9.7 times 2003-2012

RMB’000 million RMB’000 million
—( CAGR 35.7% D—l —( CAGR 30.2%
28,443 305 1596
22,854 1,072 1,120
11 716 645
se33 6,513 7,046 9357 302 327 453
1,827 2,390 2,881 '. . 149 l
l_- T - T - T - T T T T l_- T T
2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012

Operating income grew 3.5 times 2003-2012

Net profit? grew 8.5 times 2003-2012
RMB’000 million RMB’000 million

p
( CAGR 18.2% D_i — CAGR 28.5%

The large impairment for
Fortis investment led to a low

2489 net proflt in 2008
1653 1478 1894
079 1085
666 632 650
A EE = =
T T T T T l_- T - T -

2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012

2994

1) Net assets refer to equity attributable to shareholders of the parent company;
2) Net profit refer to net profit attributable to shareholders of the parent company, subject to adjustment and restatement
Source: Company’s annual reports and prospectus
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Ping An Group maintained a relatively stable cash dividend payout,
and kept its focus on Return on Shareholder Equity

Dividend payout?

103.60%
49.60%
28.10% 33.20% o005 - 34.10% 24.50% 24.30% 16.30% 17.80%
2003 2004 2005 2006 2007 2008 2009 2010 2011 2012

1) The net profit used to calculate the dividend payout refers to net profit attributable to shareholder of the parent company, subject to adjustment and

restatement
Source: Company’s annual reports and prospectus

ROE since listing

0,
18.80% 16.50% 18.50% 17.30% 0o
15.00% ) 16.00%
.00% 13.80%
11.60% 10.90%
T T T T T T - T T T T 1
2003 2004 2005 2006 2007 2008 2009 2010 2011 2012

Source: 2003 & 2004 data from the A share prospectus, while 2005-2012 data from Company’s annual reports.
Adjusted and restated data was adopted (if any)
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