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Population Structure Affects Asset Values/Returns

* Theoretical approach — using an OLG model with 5 life stages we find
returns are reduced by approximately 4% in aggregate when survival
probabilities above age 65 are increased by 4%

 Empirical analysis of equities, infrastructure, housing, bonds — we find
significant impacts for the first three; property (REITs) would likely be
affected but we have not completed this analysis
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We Examine Pension Risk Management Using an
Economic Capital Approach

e Develop an Economic Scenario Generator using a graphical model —
with and without a demographic node

e \Wide range of possible outcomes with long left [LOSS] tail — but US
stylized plan more volatile than UK plan

e Long bonds more useful for US stylized plan than UK plan

e Asset allocation more effective risk management tool than adjusting
contribution rate
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Obstacles to Aging in Place - Financial

e Unsatisfactory terms for Home Equity Release in terms of loan to value
ratio

 An unbundled approach might lead to better risk management
resulting in better pricing
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Obstacles to Aging in Place — Health & Social

e Smooth transitions through requiring some assistance to long-term
care are desirable

e Current alternatives in Canada are expensive; Netherlands has
stichtings

* Alone Stage of Retirement — how will we care for our women? Robots?
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Two Alternatives For Reflection

e Basic Minimum (or Guaranteed) Income — not as costly or
disincentivizing as the fear mongers suggest

* Increasing the age for social security and the amount payable —
surrounding this with a safety net of social assistance - providing
greater opportunities for product innovation
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Antitrust Compliance Guidelines

Active participation in the Society of Actuaries is an important aspect of membership. While the positive contributions of professional societies and associations are
well-recognized and encouraged, association activities are vulnerable to close antitrust scrutiny. By their very nature, associations bring together industry competitors
and other market participants.

The United States antitrust laws aim to protect consumers by preserving the free economy and prohibiting anti-competitive business practices; they promote
competition. There are both state and federal antitrust laws, although state antitrust laws closely follow federal law. The Sherman Act, is the primary U.S. antitrust law
pertaining to association activities. The Sherman Act prohibits every contract, combination or conspiracy that places an unreasonable restraint on trade. There are,
however, some activities that are illegal under all circumstances, such as price fixing, market allocation and collusive bidding.

There is no safe harbor under the antitrust law for professional association activities. Therefore, association meeting participants should refrain from discussing any
activity that could potentially be construed as having an anti-competitive effect. Discussions relating to product or service pricing, market allocations, membership
restrictions, product standardization or other conditions on trade could arguably be perceived as a restraint on trade and may expose the SOA and its members to
antitrust enforcement procedures.

While participating in all SOA in person meetings, webinars, teleconferences or side discussions, you should avoid discussing competitively sensitive information with
competitors and follow these guidelines:

* Do notdiscuss prices for services or products or anything else that might affect prices

* Do notdiscuss what you or other entities plan to do in a particular geographic or product markets or with particular customers.

* Do notspeak on behalf of the SOA or any of its committees unless specifically authorized to do so.

* Do leave a meeting where any anticompetitive pricing or market allocation discussion occurs.

e Do alert SOA staff and/or legal counsel to any concerning discussions

* Do consult with legal counsel before raising any matter or making a statement that may involve competitively sensitive information.
Adherence to these guidelines involves not only avoidance of antitrust violations, but avoidance of behavior which might be so construed. These guidelines only provide

an overview of prohibited activities. SOA legal counsel reviews meeting agenda and materials as deemed appropriate and any discussion that departs from the formal
agenda should be scrutinized carefully. Antitrust compliance is everyone’s responsibility; however, please seek legal counsel if you have any questions or concerns.



Presentation Disclaimer

Presentations are intended for educational purposes only and do not replace
independent professional judgment. Statements of fact and opinions expressed are
those of the participants individually and, unless expressly stated to the contrary, are
not the opinion or position of the Society of Actuaries, its cosponsors or its
committees. The Society of Actuaries does not endorse or approve, and assumes no
responsibility for, the content, accuracy or completeness of the information
presented. Attendees should note that the sessions are audio-recorded and may be
published in various media, including print, audio and video formats without further
notice.




About us
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1. Serious situation of Japan’s aging society
2. Customer anxiety triggered by aging population

3. How we relieve customer anxiety



Serious situation of Japan’s aging society




Aging pace Iin Japan

e Almost the same pace as that in America and European countries until around 1990

e Qutgrown other countries / The most aging country in the world

Trend of aging ratio

Here aging ratio means the percentage of people over 65.
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Customer anxiety triggered
by aging population




Customer anxiety triggered by aging population

Public pension

Benefit per person

FUTURE
NOW
@ @ decrease!!
balanced ‘ unbalanced _
---------------------- Premium per

person increase!!

Adjusted automatically
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——————————

*Public pension won’t be enough to sustain life after retirement. (200K $ problem)

200KS problem

20 to 30 years of
life
Average life of
60-year-old
person

12 months /year — 130K to 200K $

Deficit




Customer anxiety triggered by aging population

Trend of life expectancy and
healthy life expectancy
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Customer anxiety triggered by aging population
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How we relieve customer anxiety




Tontine annuity
Help growth of asset for life after retirement
= lapse-supported / early-death-supported annuity

< Death during payment period >

The Pool for
the longevity risk

< Living policyholders>

Sum of
premium .

< Premium payment period >

< Death after payout age >

O

)

Mutually Annuity fund of < Payout period (whole life)
support the policyholders
cost for (dead or
living
surrendered) Death/ { Payout period (whole life) »
Surrender

Keeping insurance payouts at the time of death / surrender low
allows for large pension annuities while the client is alive.

* The break-even ages are estimated conservatively, e.g. About 90 years old for male.
(Japanese Life Expectancy (2018) — Male: 81.25 / Female: 87.32)




Health promotion insurance
Contribute to enhance healthy life expectancy

Offering incentives to customers to improve their health condition and follow a healthy lifestyle.

Gemium discount

[ At inception J fTTTTTTTITSTossossossossoooooooooooooos N

Premium rebate (1 month~2 month)

= Steps(more than 8,000 steps)

________________________________________

Premium discount (up to 33%)

* Improvement of BMI(18-27 is best)

* Improvement of Blood pressure
Discount [ } (min < 90mmHg and max < 140mmHg

life insurance is best)
\ * Success in stop smoking /

Health promotion




Dementia insurance
Help customers prevent dementia and support people with dementia

/ Insurance \/ Service \

f A small sum of \
| Help customers prevention benefit |
| prevent dementia o |
I : . Checking tool
Prevention activit

\ y for cognitive capability |
( A lump sum benefit or \
| Annuity |
| Support customers |
| In the case of dementia e

—

\ \ [ Medical , Nursing costJ/ \ Nursing care service




ﬁ Life insurance company

/— Customer anxiety —\

Future

Retirement

: : Health promotion
Tontine annui
nsurance " disease
> fund deficits

Provide

Dementia

Dementia
\ insurance
| |

We should improve each procedure to be elderly-friendly !

-

When selling ] [ When claiming
X insurance ) D\ benefit ) N

A VA

etc...
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Today’s traditional consumers; tomorrow’s “new” consumers

Canada

1980 2015 2050 Growth (2015-2050)
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2.0% pa

“New”, ageing consumers
(People aged 65+)

Lifelong
relationships?

0.3% pa

Traditional consumers
(People aged 30-49)

Access a growing, wealthy segment — yours, or your competitors’ consumers
, y Y , ory
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= Above average

Gain greater access to a growing segment

Age range Proport!on of Proport!on of Mean income per household (before tax, $'000s) Mean net worth per household ($’000s)
population (2020) population (2050)

20-35 56.4 76.2
35-44 45% 43% 97.1 288.7
45-54 131.4 727.5
55-64 141.3 1,167.4
65-74 29% 34% 106.6 1,066.0
>75 77.1 1,067.0

v A population of 56m (= market the size of Australia + Belgium + Iceland + Ireland + Puerto Rico!)

v High income

Age 55-70 v" High wealth
v Trust in insurance
v" Looking for new solutions for their longer lives
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Who pays for ageing?
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THE ANNUAL AMOUNT SPENT TO FUND THE LIVES OF PEOPLE OVER AGE 65, ACROSS 3 MAJOR SOURCES
State Family

Money to fund
income, health care,

o Agelng social care and
Wal Iet inheritance for

people over age 65

+ +

Society Savings Insurance

ESTIMATES
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THE ANNUAL AMOUNT SPENT TO FUND THE LIVES OF PEOPLE OVER AGE 65, ACROSS 3 MAJOR SOURCES
State Family

Money to fund
income, health care,

o Agelng social care and
Wal Iet inheritance for

people over age 65

+ +

Society Savings Insurance
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North American markets vs others

Who pays for ageing?
Selected markets, per capita USD PPP, 2015

- Insurance
- Savings

B society (family)
[ Society (state)

15k

ESTIMATES

N’Lands

China UnitedXingdom Australia Canada ited States

0.8tn 0.4tn 0.2tn

@ SOCIETY OF Source: United Nations (medium fertility scenarios); Swiss Re “Who pays for ageing?”, 2018. Some might not add to 100% because of rounding
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Multiple
trends

Impact
consumer

needs
and funding

sources

a
Source: Swiss Re “Who pays for ageing?”, 2018 2ANNUAL
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Who are the ageing?
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O,

In-depth consumer insights establish new avenues
towards growth in ageing

Focus groups and individual _ , Online survey for Online and in person
: . Family sessions _ _
Interviews segmentation concept testing

(1,410 hours with consumers) (640 hours with consumers) 4,500 hours with consumers

5,000 hours with consumers

Working life
(age 35+)

Pre-retirement
(age 50+)

Post-retirement
(age 65+
55+ in China)

9,000 consumers in 9 markets 10,000 consumers in 5 markets
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We can use the “share of wallet” analysis to map
Canada’s segments

‘ * | Higher privatisation = more
| planners / entrepreneurs

2ANNUAL
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The segments’ stories in the US and UK

Vision
Stability & Defence Dynamism & Open-mindedness
Q
£ Planner Entrepreneur
§ “I planned for everything | could think of but what “I carefully invested in my future, | am very confident
o about the unpredictable? That scares me.” v and relaxed, it should be a great time.” —
o * Highest planning level — driven by duty * Financially-savvy
%  Tend to have dependants * Love to advise and demonstrate expertise
)
A “You have to have as much in place as you “Figures is what | live and breathe. It’s making sure you
Q g ” 9. .0 0ng ”
c practically can. . maximise your opportunities. \
o] 24% 34%
v
h . .
;5;_ Recipient Explorer
a “I haven't planned much, now my retirement is “I don't want to think too much about the future, life
around the corner and | panic.” 179 will treat me well. I'll manage.” "
o * Overwhelmed by choices — didn't plan, feel it's too late ° * Wish upon a star attitude to avoid discussion °
é * Procrastinators — highly trigger-driven * Value driven — from bohemian to new conservative
o0
5 “My parents’ generation, everything unfolded as “I'm happy, but prepared no. Why put money away?
g expected. For me, that’s not going to happen.” | can enjoy it now, so | spend it.”
Q 22% 20%
o
Consistent segments worldwide — market differences
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What do consumers want?
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Daughter: “We're a family, we're here for
each other and if someday my parents need my help,
I'll take care of them”

Mother: That's great to hear, but we're planning to
make sure it doesn't happen, | want my daughter to be
around but I don’'t want to be a burden"

Mother: “We talk about it because | want him
to prepare, | don't want him to make the same
mistakes | did”

Son: “And I'm fine with that. | don't love being lectured
but | trust that she has my best interest at heart”

Can we do more to helpthe family unit to address
the later-life challenge?

ANNUAL

[}
‘( " SOCIETY OF o=
V ACTUARIES. Source: Swiss Re Ageing consumer research 8 MEET' NG



“Health starts with keeping fit and
eating well. Money’s important, but
if you haven’t got your health... *"

“"Health and care are related,

| don't really see the difference, your
loss of independence is usually caused
by health issues, no?"”

Can we address needs by starting with
the risk?

ANNUAL

o)
*Paraphrase of numerous focus group / individual respondents a
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Can
Insurance
be a
gateway 10
better
services In
later life?



Forward-looking insurers are changing their views and
increasingly focus on consumers’ needs

“We protect you from the risk of...”

“Protect yourself from

. . “Protect yourself “Protect your
the risk of being y : : y'
from the risk of children’s
unable to pay for o N : : o
outliving your savings inheritance

institutional care”

N N

Traditional protection solutions

“We listen to consumer needs...”

“Don’t let me go into a care “I rely on my savings

home — keep me and the state — but |

independent and as healthy need backup in case
as possible” it fails me”

“I've done quite well in
life, but I’'m worried
about my grandkids’

future”

“Help me make plans
if | reach a stage of
cognitive decline”

Solutions to solve more real-life needs

21



We need to create innovative solutions to address diverse needs
of senior consumers

Senior Solutions must be: Examples from around the world

Senior cancer coverage

Affordable [EAEEESSleLE

Whole of life care accelerators

Relevant
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Legal notice

©2019 Swiss Re. All rights reserved. You are not permitted to create any modifications or derivative
works of this presentation or to use it for commercial or other public purposes without the prior
written permission of Swiss Re.

The information and opinions contained in the presentation are provided as at the date of the
presentation and are subject to change without notice. Although the information used was taken
from reliable sources, Swiss Re does not accept any responsibility for the accuracy or
comprehensiveness of the details given. All liability for the accuracy and completeness thereof or for
any damage or loss resulting from the use of the information contained in this presentation is
expressly excluded. Under no circumstances shall Swiss Re or its Group companies be liable for any
financial or consequential loss relating to this presentation.
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