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This document is the transcript of the AXA Investor day held on June 21, 2016. The 
podcasts of this presentation are available on 
https://www.axa.com/en/newsroom/events/investor-day-2016. 

 
 
In the event of any inconsistency between the transcript and the podcast, the podcast will 
prevail. In addition, the following transcript is unedited, and statements and figures therein 
are accordingly in all cases subject to those set forth in AXA’s most recently published 
quarterly or annual results.  

 
IMPORTANT LEGAL INFORMATION AND CAUTIONARY STATEMENTS CONCERNING 
FORWARD-LOOKING STATEMENTS  
 
Certain statements contained herein are forward-looking statements including, but not 
limited to, statements that are predictions of or indicate future events, trends, plans or 
objectives. Undue reliance should not be placed on such statements because, by their 
nature, they are subject to known and unknown risks and uncertainties. Please refer to the 
section “Cautionary statements” in page 2 of AXA’s Document de Référence for the year 
ended December 31, 2015, for a description of certain important factors, risks and 
uncertainties that may affect AXA’s business. AXA undertakes no obligation to publicly 
update or revise any of these forward-looking statements, whether to reflect new 
information, future events or circumstances or otherwise. 
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Introduction: Focus and Transform  

Denis Duverne, Incoming Chairman of the Board of Directors, AXA Group  

Good morning, Ladies and Gentlemen and welcome to AXA's Investor Day. Thank you 
to those who have come from the UK and were brave enough to cross the Channel at a 
time of football matches and the French strikes. We are very grateful to you for that.  

I will kick off this day, and Thomas Buberl, the Incoming CEO of AXA, will follow me. I 
will start with a brief introduction looking back at Ambition AXA.  

You will recall that our strategy was about 3 strategic priorities: selectivity in mature 
markets, acceleration in high growth markets, and efficiency everywhere. The selectivity 
piece was both about improving the profitability of our existing business and about 
redeploying capital across the Group, selling €9 billion of businesses in mature markets, 
and buying €5.5 billion (90% of that) in high growth markets. The acceleration piece was 
about both organic and inorganic developments in emerging markets. Efficiency we 
delivered as you will recall €1.9 billion of cost efficiencies.  

With that programme, we delivered on our key performance indicators. Underlying 
earnings per share grew by 7% per annum. We ended 2015 with Solvency II capital of 
205%. We generated more than €25 billion of cash, and our dividend growth was quite 
strong. We have now a much stronger emerging market footprint, which represents roughly 
17% of our new business, and roughly 18% of our revenues in P&C. For the 7

th
 year 

running, we have had the N°1 insurance brand globally. We have started our digital 
journey, and are well on our way in the digital transformation of the company. We are quite 
resilient to low interest rates, as demonstrated throughout the period. We anticipated rising 
rates and were capable of facing declining rates while improving our profitability. As a 
result of that, the beta of our stock has declined, and our stock has improved over the 5 
years.  

Having said that, we are faced with a few challenges, as you can imagine, and also 
opportunities for the next phase. We believe that we have demonstrated a strong 
resilience, which provides us a strong base to go forward. The first challenge we face is top 
line growth. In the last 5 years, as we put profitability as the main objective, this has led to 
slower growth in some respects. This is clearly a challenge that we are facing now. 
Customer focus has been a constant theme during the 5 years, but we are not there yet. 
We need to leverage the new capabilities that we have gained in a more digital world in 
order to be much more customer focused. Finally, on the technical margin front, we are 
reasonably good since our margins are quite strong. However, we still have some way to 
go.  

If we achieve those 3 objectives, we will be a company that will achieve a higher P/E, 
which I am sure that all of you would like to see happening.  

I will now handover to Thomas who is taking the charge of CEO following Henri. Thank 
you very much.  

Thomas Buberl, Incoming CEO, AXA Group  

Thank you very much Denis. Good morning. I am extremely honoured to be in front of 
you today and to present you with the new 5-year plan. When I joined the insurance 
industry many, many years ago people asked me what I was doing in this dusty industry. 
However, they were wrong. Over time, I have discovered that this is a great industry 
because it is about helping people. It is about making the difference and really being there 
when people need us to be there. I have decided for myself this is a great purpose which is 
very much aligned with what I believe in, and I want to contribute to that.  

When I had the chance, in the few couple of months, to revisit 15 countries of AXA, I 
saw that feeling everywhere. People were extremely energised and willing to make a 
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difference. I am really glad to be here today with my team (the new Management 
Committee) but also with quite a few operational managers from AXA. We believe that 
showing you the people working on all this, showing you concrete examples, is the best we 
can do.  

This new team is a very particular team. It is a team that has been recruited internally, 
showing that we have a very deep talent pool. It is a team with a very mixed experience of 
being long-termers of the last phase but also young, international people that will lead us 
into the future. I am in the middle of it, having already been in the last phase and still young 
enough to help transform our industry and AXA into the future.  

If we look at the current context, we have an excellent starting point. Denis has shown 
that we have a great track record based on Ambition AXA, that we have a resilient balance 
sheet, and that we have a great earnings capacity. If we look forward, our environment will 
be as challenging as it used to be. I see 3 things that will drive our way forward. First, low 
interest rates. A few years ago, we thought this was a temporary phenomenon. We now 
know that this is the new norm. How are we going to react and change our business model 
to that? Second, growth. The old equation that emerging markets equal growth and mature 
markets equal no growth is no longer true. We therefore need to be selective about growth 
and see where we have the capabilities to grow: how can we “copy/paste” what we have 
done well in one country to other countries? Third, on the customer front, customers are 
now used to buying things at Amazon, and to interacting with Google and Facebook. They 
are now demanding the same from us. As you can imagine, buying an insurance policy 
from AXA is not yet like buying a book from Amazon. We are also seeing that customers 
want us to play a different role. They do not only want us to pay bills; they want us to 
become their partner in their lives.  

Therefore, our programme for the next 5 years focuses on 2 major elements: Focus 
and Transform. Focus: how do we address low rates, and how do we address selective 
growth? Transform: how do we address the new customer demands, and how do we go 
from being a Payer to being a Partner?  

I am extremely proud of what we have achieved in the last phase. This provides a good 
basis for us to do more of the same. Focus means increasing operational performance. We 
are looking at 4 major drivers for that. First, selective growth. How can we copy best 
practices from one market to others? Being selective means we look at very few things: 
Commercial Lines, Life Insurance leveraging our Asset Management, and Asia. Second, 
reducing costs. We successfully reduced costs by €1.9 billion in the last phase of Ambition 
AXA. We will do another €2.1 billion in the next phase to 2020. Third, improving technical 
margins. We still have a way to go. We have been successfully operating with smart data, 
and we will now deploy this across more countries in order to gain efficiency and improve 
our margins. It will also enable us to have some margin if markets – particularly on the 
Commercial Line side – turn in the present cycle. Fourth, capital management. We are in a 
new world of Solvency II. We can improve our capital management to upstream more.  

These expected results of Focus will be clearly that we can grow earnings despite the 
headwinds we have from low growth and low interest rates. We will do more and 
compensate that so that we end up at an earnings per share growth of 3-7%. Why this 
range? Because we clearly need to differentiate what is on our hands – growth, cost, 
capital – but also what is not in our hands – foreign exchange, equities, interest rates. 
Depending on which scenario we look at, we end at 3-7%. Bearing in mind that we still 
have flexibility on pay out ratio, since we are at the lower end, we are well positioned to 
increase dividends over the next years.  

Transform means how do we get into a different relationship with our customers. In the 
last phase of Ambition AXA, we invested heavily on becoming more digital and more 
advanced. If we look at the competitive spectrum, we are today very advanced in digital. 
We want to leverage these investments in the next phase, and see how we can transform 
ourselves. How can we go from Payer to Partner? Customers want more from us than just 
paying bills. They want us to accompany them. They want us to be easy with them. They 
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want us to help them reduce their risk. This aligns our interests and their interests, and 
creates a win-win situation.  

We need to go this journey. We want to become this partner of the customer.  

How will we deliver? First, we need to change the customer experience. Today, the 
customer experience is often the Direct channel and an agent, and these are often in 
competition. We need to create one seamless customer experience that is hybrid, that is 
easy, and that is fast. Second, in order to accompany the customer, we need to enlarge 
our business model. We need to offer additional services, be it prevention or care-
coordination, in order to accompany the customer and have a different and more intense 
relationship with our customers.  

In order to change our business model, we also need to change ourselves, because 
tomorrow, our customers may be interacting with us not by telephone but by Facebook 
Messenger. We need to take our own colleagues on this journey. We need to up-skill the 
people that we have, and we need to recruit new talents in order to address the new 
demands of this business model.  

These are the important issues around Transform. If you look at the governance we 
have put in place as of 1 July, it is perfectly aligned with the question of how we transform 
our business model. The new governance is about transformation. It is about customer 
orientation at the highest level. It is also about innovation. When you see transformation 
today, you see it is the first of many steps to follow. Today is Day Minus 70 of my new job. 
Going on, we will continue the dialogue on Transform because it is a journey we have 
started but one that will not be finished tomorrow. It is a journey that is part of a larger 
vision that I have for AXA. My personal dream is that, in 15-20 years, AXA is significantly 
contributing to reducing chronic diseases, and really helping people to have dignity in their 
retirement. In order to achieve that, we need to help and engage our customers, 
empowering them to live a better life.  

This is a unique opportunity for us, being well positioned and taking the opportunity of 
tomorrow to go from being a Payer to a Partner. This also means we will engage the entire 
AXA staff to come with us on that journey. In my 15 country visits, I sensed a great energy 
and a great desire to go on this journey together.  

In conclusion, we have shown a great track record and a great starting point from 
which to enter the next phase. The next phase is about Focus and Transform. Focus: how 
can we really improve operations in order to over-compensate the headwinds in the 
market? Transform: how can we shift our business model from a Payer to a Partner? I am 
extremely excited to go on this journey together with a great, young and dynamic 
management team, and we will deliver. We will show you that we going this way, based on 
a great operation, a great staff and a great team that we have. 

Thank you very much, enjoy your day, and I’ll hand over to Andrew. 

Andrew Wallace-Barnett  

Thank you Thomas. In setting up today’s programme, we have 2 key objectives. First, 
to illustrate with a series of examples from the business exactly what we mean by Focus 
and Transform. Second, to introduce you to a large number of the new management team 
and senior leaders. We have a large number of topics, a lot of examples, and quite a lot of 
people. The next couple of hours will therefore be quite a ride. We call it IR Day meets 
Speed Dating! 

Focus is about the steps we take immediately to support our target to grow earnings 
and dividend despite the macro headwinds. There are 3 parts to that: selective growth, 
efficiencies and margin improvement, capital and cash. The first section will be about 
selective growth based on 3 non-exhaustive examples: the capital light savings business in 
mature markets, P&C Commercial Lines, and our Asian growth story. We will then have a 
Q&A session and a break.  
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We will come back with Transform: how will we go into our new business model? There 
are 3 aspects to that: a new customer experience, from Payer to Partner, and adapting our 
capabilities. The 3 non-exhaustive examples we will use to explain that today are as 
follows. For the new customer experience, we want to present our vision of the future of 
Retail business. We will then talk about the health business as a very good example of 
what it means when we say Payer to Partner. For adapt capabilities, we will explain some 
analysis we have done and what we believe the evolution of our workforce will be going 
forward. We will then take Q&A.  

We will then do a second part on Focus, which is also about efficiencies and margin 
improvement, and capital and cash. We will talk about how we see smart data improving 
the technical margin over the plan period. We will also provide an update on our Inforce 
management programme. Then, in his own masterful way, Gérald will come and explain 
how all these pieces fit together and contribute to the financials of the plan. That is where 
the whole day will come together.  

There will be Q&A at the end of all of those sessions. We ask that your questions relate 
to the section that the Q&A belongs to. Therefore, Finance questions will have to wait to 
the end.  

It is a bit of a journey with many speakers and many topics. To kick us off, I would like 
to welcome Paul Evans and Nick Lane.  
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Capital Light Savings in Mature Markets  

Paul Evans, CEO, AXA Global Life and AXA Global Health  

Good morning everybody. My name is Paul Evans and this is Nick Lane. Our objective 
this morning is to share with you our conviction that AXA can drive profitable growth in 
savings in mature markets despite the low yield environment. Now to do that, I will share 
with you our thoughts on the key drivers for market growth in mature markets. I will then 
illustrate our conviction that we can exceed market growth in these markets thanks to the 
pace within which we have accelerated the transformation of our savings business over the 
past few years, and also because of the strength and breadth that we have achieved in 
competitive advantage across the value chain of the components of our market.  

If we turn first to our markets and the key drivers for growth, we believe that in mature 
markets profitable growth can be sustained over the coming 5 years. Why so despite low 
interest rates and perhaps because of low interest rates? Because we fundamentally 
believe that over the past few years the amount one has to have accumulated to acquire 
the income you will need for a dignified retirement has grown substantially. In the time 
between Bill Clinton retiring as President and Obama retiring at the end of this year, the 
amount that Obama has had to save to purchase the same income in retirement has more 
than doubled. I do not think we have to worry too much for the dignity of Obama’s 
retirement. But for society at large, if you are able to save, you will have to save much 
more and you will have to put those savings to work. So rather than purchase a guaranteed 
product perhaps yielding just 50 basis points, you are going to need to take the upside on 
investment markets. You are going to need to fully embrace unit-linked savings solutions, 
potentially with varying degrees of downside protection.  

Here, of course, AXA's interests are fully aligned. Whilst traditional, fully guaranteed 
products are capital consumptive at the point of sale, our Solvency II presentation to you 
last year demonstrated to you that profitable unit-linked savings products (hybrid products 
and the newly designed general account products) are capital accretive at the point of sale. 
These are products that we term “capital light”. Whilst our customers need to take the 
upside potential on investment markets, we can deliver those products while, at the same 
time, shifting the orientation of our business towards capital accretive solutions. We 
therefore believe that markets will grow because our customers fundamentally need to 
save more. But they will grow in the areas of capital light products because our customers 
need the upside potential of investment markets. There, our interests are aligned in the 
sense that we will be creating capital rather than consuming capital during that time.  

Why do I believe that we have the opportunity to exceed market growth in those 
conditions? Firstly, because we are so far ahead of our competitors in the transformation of 
our savings business and in particular in the transformation of our new business mix. 
Thanks to a focus in the past 5 years on capital light products, we have grown unit-linked 
sales over that 5-year period by a compound rate of 9%, whilst at the same time focusing 
on improving the margins of our general account business and reducing its capital 
consumption and allowing sales there to drop back by 9% per year while improving our 
margins by 13 points. That transformation has led us to a position where only 5% of our 
APE in 2015 is in the traditional general account area which is capital consumptive. I 
therefore believe that the transformation of our new business mix towards products that 
offer customers the potential upside, while being capital accretive to AXA, is complete. In 
contrast, for many of our competitors, that journey is just now commencing.  

During that time, in most of our mature markets (the US aside), our customers have 
remained resolutely focused on wanting a guaranteed return. This is predominantly 
because many competitors have enhanced the yields of their general account by realizing 
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gains in their Inforce books. Those gains are going to be exhausted. Those yields on 
general accounts are going to continue to fall. Therefore, customer behaviour will change 
towards investing in solutions that have an upside potential versus the markets. There, we 
are ready, transformation completed, to accelerate the growth and deliver products to our 
customers.  

During that time over the past 5 years as we carried this transformation, we have learnt 
a great number of lessons about how to design and distribute capital light products. Nick 
will bring that to life with an illustration of how we have done that in Japan, France and the 
US. One of the main learnings from the past 5 years is that you need strength in the 
breadth across the value chain in mature markets if you are going to best optimize the mix 
and the margins of your new business. If I take the various components of the value chain 
here, it is obvious that AXA's brand is the market leader in this segment. Therefore, it is the 
most recognised and the most trusted brand. Therefore, it can most efficiently acquire 
customers, which can be directed to our core competitive advantage in the segment: our 
proprietary agents: 25,000 proprietary agents willing and able to give advice to our 
customers. In contrast, general account guaranteed products are sold on the commitment 
to return the capital invested and a minimum return – much like a bank account. In 
contrast, solutions that provide upside potential on investment markets have to be advised. 
You have to advise a customer to put their savings at risk; advise them on the funds they 
might choose to invest in; advise them on the degree of downside protection. It is thanks to 
our 25,000 agents that we are so far ahead in the transformation of our book. It is thanks to 
the training we have given them. It is thanks to the advice tools we presented to them. It is 
thanks to the great products that we have offered to enable them to bring great products to 
our customers.  

The 3 core elements of those products again are linked to the value chain and to our 
strength in that chain. Proprietary investment solutions, AXA Investment Managers, and 
Alliance Bernstein are able to deliver great Retail funds to our customers. That allows us to 
bring better value for money while also capturing a greater share of the margin. These 
funds are sourced and packaged by our multi-managers businesses (Architas in Europe, 
FMG in the US) to deliver outcome oriented funds or risk rated funds. They allow our 
customers to better understand the expected returns and volatility of those funds. Those 
fund solutions are then packaged with longevity, mortality, and downside investment 
protections to meet the risk appetites of our customers, the market conditions, and the 
prevailing regulations in each of our markets.  

That is then supplemented with tools we are delivering to create a multi-channel after 
sales experience – an after sales experience that engages our customers, to ensure that 
they are regularly updated on the performance of their funds during in particular period of 
volatility because in the past, savings was a find and forget industry. As soon as you move 
into investment new solutions, you have to keep your customer engaged. The multi-
channel experience will do that. It will also provide opportunities for further up-sell and 
cross-sell, and it will dramatically reduce the cost of serving our customers thanks to digital 
solutions.  

That is enough of the theory. I will pass the floor to Nick, who will bring that to life with 
illustrations.  

Nick Lane, CEO, AXA Life Japan  

It is clear that people are facing a retirement crisis. They are living longer and they are 
not saving enough. The old rules no longer apply. I am hoping in the next couple of 
minutes, I will crystalize for you how we are both driving profitable growth but more 
importantly helping our clients achieve dignity in retirement and empowerment through 
financial literacy.  

When I imagine the global retirement markets, I think of a global garden. The core 
ingredients for success are the same. However, how they are manifested in local climates 
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is slightly different. A good gardener can grow dates in Dubai or peonies in Paris. The 3 
examples I will cover represent distinct eco-systems.  

AXA US is leading in a defined contribution landscape. AXA France is transforming in a 
historic, general account and state backed pension system. AXA Japan is pioneering new 
frontiers.  

First, AXA US. On the left hand side of the page you will see our financial track record. 
Today, over 90% of our business in the US is unit-linked. Over the last 5 years, we have 
grown APE by almost 80% and new business value by close to 300%. At the same time, 
we reduced the capital strain and tail risk of our products by over 30%. The core 
ingredients that Paul mentioned before show how we are doing that. This is where we are 
looking to better partner with our clients.  

To make this come to life, I will use the story of Susan Smith, a 54-year old divorcée. 
Like 80% of Americans, she had investment convictions but was looking for advice and 
validation to help her secure her retirement plan. Her story with AXA started with Allstate, 
one of our affiliated third party distributors. Her advisor, George, was excited to show her 
AXA's new retirement products and iPad illustration system. Susan realised she could 
better secure her retirement by investing in a structured capital strategies product: a tax 
buffered note that offered her 10% upside to the market, with 10% downside guaranteed 
protection. The key differentiation is that we have taken our products, interfaces and 
stories, that were home-grown in our proprietary AXA advisor greenhouses, and replicated 
those through third party distribution. Today, the P&C channel, which did not exist 3 years 
ago, represents over $1 billion in annual sales.  

Are we expecting a heat wave from the DOL? Our view of the current proposal is that it 
is much more moderate than the initial proposal. We would be at the lower end of the 
guidance that Gérald gave last December. DOL will add cost in complexity, but we believe 
there are opportunities for those companies that can navigate the terrain. I am sure this is a 
subject we will cover in detail during the Q&A. 

Second, AXA France. Once again, our track record on the right hand side. Today over 
39% of our business is unit-linked, compared to a market average of 20%. Over the last 5 
years, we have gone from single digit new business value margins to over 30% today, 
while also reducing the capital strain of our products by 20%. Where are we looking to 
drive our transformation for the future? I will use the story of Emily Bertrand to make this 
come alive for AXA France. Emily’s journey with AXA started with the great Happy Hours 
marketing campaign: more retirement, less taxes online. That motivated her to sit down 
with her AXA advisor, Gérald, and going through the new AXA discovery tool, jointly 
created with Apple and IBM, Emily decided she could better secure her retirement by 
taking advantage of the PERP tax structure and investing in gestion pilotée, a hybrid 
general account, unit-linked structure whose outcome funds are powered by Architas.  

The key differentiator in this story is that AXA France is taking its leading market 
position to a front end technology enabled device, and back end technology enabled 
insights to help clients better secure their outcome by investing in the markets.  

Third, AXA Japan; pioneering new frontiers. Once again, our track record on the right 
hand side. Today almost 70% of our business is protection and healthcare based, focusing 
on the retirement outcomes. Over the last 5 years, margins have moved north of a 100%, 
and the capital strain and tail risk of the products reduced by roughly 19%. Mr Suzuki’s 
story is just as powerful. He was increasingly frustrated with the low yields he was 
receiving from his postal account. He sat down with his Chamber of Commerce advisor, Mr 
Tanaka, going through AXA's new Compass tool to uncover his needs, and decided that an 
AXA Life, variable universal Life product plus catastrophic care plus long-term care, would 
allow him to better optimise his taxes, prepare for retirement, and pass on his legacy to the 
next generation. The key differentiator here is that, even in harsher environments, we can 
meet the needs of our consumers by focusing on their outcomes.  
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I hope that my journey illustrated 3 points. First, the demand for what we do is growing 
in mature markets. Second, we have a track record of success and we have the core 
ingredients to continue accelerating going forward. Third, ultimately, we do not want to 
grow like weeds but in a focused, disciplined fashion that will bear fruit for both our clients 
and our shareholders.  

I will now pass the floor back to Paul who will talk about the future harvest.  

Paul Evans  

Taking those illustrations and expanding them to other countries, we believe that we 
can grow in the coming period our new business value between 3 and 5% while holding 
our new business mix in mature markets at the level we achieved in 2015. The 
transformation is complete and there is therefore no need for further rationalisation. Why 
so? We believe that markets will grow because people need to save more for their 
retirements. They need to save more and put those saving to work. That means they need 
investment opportunities that give us the opportunity to develop capital light products. We 
can distribute those products thanks to the enormous transformation we have already 
achieved over the past 5 years, and thanks to our strengths that Nick has illustrated across 
the value chain.  

Thank you very much.  

 

 

P&C Commercial Lines  

Gaëlle Olivier, CEO, AXA Global P&C  

Good morning. I am Gaelle Olivier, in-charge of the P&C business for the AXA Group. 
Property & Casualty represents roughly one-third of the Group revenues, one-third of the 
Group earnings, 60% in retail lines, 40% in Commercial Lines. Today, with my colleagues 
Amanda and Dawn, we want to share our strategy to grow selectively in Commercial Lines.  

Commercial Lines is an attractive market with a good combination of growth and 
profitability. AXA is already a solid player, and we believe that we are well positioned to 
grow profitably and offset the pricing cycle. Thanks to our multi-distribution strategy, solid 
technical skills and more than 500 risk engineers to develop prevention capabilities, and 
our geographic and business diversification.  

Today, we want to share with you how we are going to grow selectively on both SME 
and Mid-Market strategy. Let me handover to Amanda Blanc, the CEO of our UK & Ireland 
operations.  

Amanda Blanc, CEO, AXA UK and Ireland  

Thank you Gaelle. Okay. Morning everyone. So, over the last 12 months, we have 
spent a great deal of time developing a new Commercial Lines strategy. And, that is 
segmented according to customers. So, for SMEs, those with employees up to 50 in 
number we have one strategy, and for Mid-Market another strategy. Dawn will talk to you 
about Mid-Market and I would like to focus on SME.  

So, SMEs make up 85% of businesses worldwide, so, they are big in number. And 
what they are really looking for, from the research that we have undertaken is simplification 
in the product they are sold. They know they need to buy insurance; they are not quite sure 
what that is. They are also looking for digitalisation. They are very retail like in their 
approach to buying. And therefore, we need to make sure that we adapt our business 
accordingly. Quite in contrast, Mid-Market is more focused on unique and tailored 
propositions, more advice based.  
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So, in the UK business, over the last 5 years, we have looked at the SME market in 
great detail and we have grown our share of that SME market. One part of that business is 
the UK Direct business, which 5 years ago was a face to face business. And what we have 
done over the last 5 years is transform that business into a digital business. So, what we 
wanted to do today is to take you through this business through the eyes of one of our 
customers. She is a real customer, her name is Kelly and she is an entrepreneur and she 
is a gardener. She is not really interested in insurance. What she is interested in though is 
protecting her business, her assets and protecting her employees. She wants to really, you 
know, look after her business. She is attracted to us by our wonderful radio adverts. Those 
of you that come from the UK and listen to Absolute radio may have heard them. And she 
is also attracted by our digital marketing campaigns, which are very focussed on her and 
her need as an entrepreneur. She goes online on her computer at home and she sees that 
actually accessing the website is very straightforward. She uses a tool called the Business 
Wizard. It tells her exactly what she needs as an entrepreneur. It unbundles the product 
and puts it in a very straight forward, simple language so that she can understand the 
cover that she needs – not the cover that we want to sell her.  

Having decided that she is going to buy the product, she goes on her iPad because it is 
easily optimised and she is able to buy the product, she is able to pay for it online, and then 
she is able to store the product online so that if she needs it at any time, she can do that.  

Now that she is an AXA customer, she is able to take advantage of all the various 
value propositions that we have as AXA to offer her: a tool called Simple Social which 
allows her to manage her social media activity; something called AXA Business Club which 
gives her discounts to the products and services that she needs; Business Guardian Angel, 
a tool which allows her to prevent risk in her business and gives her advice on the sort of 
things that she needs to think about – not just insurance related things but the things that 
she needs to think about as an entrepreneur. So, all of these things are real value added 
propositions.  

Now, should she need to make a claim, she is able to do that online. She is able to 
notify the claim online, she is able to track the progress of that claim online. And then, for 
all of those things, she can rate us using an independent rating tool called FEEFO. She is 
able to give us feedback on all of the products and services we offer her online.  

As you can see, these are the results in the UK. The numbers, I guess, speak for 
themselves. But, this is not just a UK success story. These assets, that I have just 
demonstrated you here in the UK, are UK examples. But we have these examples all over 
the AXA world. So, the real trick is taking all of these assets and rolling them out across the 
AXA world, using the 3 pillars that we show here. So, whether those assets are related to 
distribution, the value proposition or the digital tools, we have already rolled out a number 
of the things, I have just described to you, to other AXA countries. Where we are really 
strong in a market, we know that we need to differentiate to become more digital. Where 
we have a strong position but perhaps not in SMEs, we are able to take those tools and 
help SME growth. And obviously in new territories, we are able to take all of the tools I 
have shown you here and deploy them into the new territories. This gives us great 
confidence in our ability to deliver growth in Commercial Lines, in particular in SMEs.  

Now, I am going to hand over to Dawn and she is going to talk about Mid-Market. 

Dawn Miller, Head of Business Development, AXA Global P&C  

That’s great. Thank you very much Amanda. My name is Dawn Miller and I am head of 
business development for our P&C operations globally. 

So, we are going to move from Kelly over to our client Karolin. Karolin manufactures 
solar panels in Germany. She has got a very active business. She has benefitted from an 
open trade regime in the EU over the last 5 years. She has tripled her business and is now 
ready to go abroad. She is going into China, Indonesia and Colombia. This is a new 
territory for her opening up new risks. Karolin and many of her peers, who were previously 
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SMEs moving up to a global scale, do not have time, at times, to create the insurance 
buying or risk management teams they need. 

And that is where an organisation like AXA, as her business protector, can help her. 
How do we do that? We do that by speaking to her in her language. We create offers, 
primarily around manufacturing and wholesale as we saw in earlier slides, specific in her 
language to talk about her risks and needs that she has going forward. Think about it. 
When she is in Indonesia, Thailand, China and Colombia, there are new risks, new 
regulatory regimes, new issues, financial laws, areas that she is not familiar with. So again, 
having AXA with her, as her business protector and business partner, will keep her 
business solid moving forward.  

So, also how do we communicate with our Mid-Market clients? What are the tools and 
capabilities do we have? In Switzerland and Germany we underpin our Mid-Market offering 
through extreme area of technical expertise. Last year, in Germany alone, we had 3,000 
risk prevention visits. In fact, in Germany as well, we accompanied 4,782 clients, to be 
precise, on their journeys abroad; peers of Karolin’s. We also, in the UK, Turkey and many 
other countries, have mobile services applications and business interruption applications 
that help the clients understand and demystify insurance and understand what their needs 
really are.  

Now, our value as AXA also comes as our clients’ needs become more sophisticated. 
And I do not just mean by crossing borders, as they grow, as terms of trade, globally, 
become more competitive, you have cash flow issues and balance sheet issues. We have 
a role to play in helping our clients stay afloat and stay profitable. Offering cyber insurance, 
surety covers, marine liability, trade credit insurance – this is how we stay relevant to 
clients like Karolin as they move abroad.  

Let us talk a little bit about international. Over the last decade, we have seen over 50% 
increases in the number of our clients in the Mid-Market segment going abroad. We 
anticipate that another 60% will cross another border in the next 18 months. I read a report 
last night from HSBC that said, 83% of the world’s SME and Mid-Market clients have 
international expansion as their N°1 priority. For us, it is a cornerstone of our growth, 
retention strategy and importance to stay relevant to our clients. In 2015, the AXA Group 
made a significant investment into increasing our technical capabilities and underwriting 
prowess in the international arena. Through 9 hubs, that you see articulated here, we give 
access to our Mid-Market and SME clients through our partner network across 150 
countries. This means they have one point of contact for engineering, underwriting and 
claims needs all over the world.  

As you see here with the capabilities that I have articulates show that the numbers 
speak for themselves: market leadership in our leading geographies, and an extreme 
expansion in international insurance.  

Let us leave Karolin for a moment and we are going to talk about her peers. How are 
we dealing with the Mid-Market? How are we growing in this space globally? I spoke to you 
about trade sector differentiation. Distribution sophistication is another pillar for us, all 
resting on an agile operating model that is a natural outgrowth of the operating model that 
Amanda articulated of the SME model in the UK. Let us talk about distribution. Distribution, 
actually, for the mid-market is a little bit challenging. 75% of the distribution for the Mid-
Market is articulated through third party intermediaries and, of course, agents. Those 
intermediaries are very localised. They have individual needs, and individual market 
characteristics. How do we cater to that? We cater for that through a flexible, easy to 
understand, easy to digest, easy to advocate value proposition. It is important to us that 
these intermediaries articulate the AXA value proposition for Karolin and her peers before 
anyone else’s. AXA academies, dedicated sales team, call centres and easy to understand 
educational materials are how we move forward in this segment.  

Similar to the SME story as we are pushing out globally, here you can see in our 
leading geographies, where we already have a N°1 or Top 5 position in Mid-Market, now is 
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the time to industrialise what we have been able to grow from a technical capability and 
underwriting prowess perspective across into geographies where we are under-
represented and also into emerging markets so that we can stay current for Karolin as she 
moves abroad.  

I am confident that with these fundamentals and these foundations, we will not only 
continue to lead domestically in the Mid-Market arenas in which we are today but we will 
also continue to lead and drive forward on the global scale.  

Now, I am going to pass over to Gaelle to wrap-up. 

Gaëlle Olivier  

Thank you. 

As Amanda and Dawn have shown to you, we have demonstrated success in our SME 
and Mid-Market space. Our Commercial Lines strategy relies on those customised plans 
that we are going to roll out across the globe. It relies on the segmented approach towards 
SMEs and Mid-Market, as well as acceleration on our large corporate risk. 

Thanks to our multi-distribution strategy and our digital assets, thanks to our solid 
technical skills and our prevention capabilities, thanks to our diversified business, both in 
terms of geographies and lines of business, we have a very significant potential ahead of 
us and we are ready to roll that out globally. This is why we plan to deliver over the next 5 
years a 3-5% CAGR in Commercial Lines.  

Thank you for your attention. And now I am going to handover to Jean-Louis for the 
Asian growth story.  

 

 

Asian Growth Story 

Jean-Louis Laurent Josi, CEO AXA Asia  

Good morning everybody, my name is Jean-Louis Laurent Josi and I am in charge of 
AXA Asia. There are actually 3 main messages that I would like to share with you today. 
The first one is that, in the past years, AXA has built in Asia a profitable, diversified and 
leading positions. Second, we have very strong fundamentals in Asia now that will support 
the natural market growth of the region. On top of that, AXA will go faster than the market 
by focusing on specific and proven growth enablers. Thirdly, the message that I would like 
to give you is that the contribution of Asia to Group earnings will become even more 
important tomorrow than it is today.  

So speaking about foundations, what are these? 5 years ago, we told you that Asia will 
be a key growth area of the Group. 5 years later, what are the results? We are now active 
in 10 countries in Asia. That includes the scope of AXA Asia, AXA South Korea and AXA 
Japan. Our earnings increased from €580 million to close to €1 billion last year. In 2015, 
43% of the NBV of the entire Group was generated in Asia. Out of the Group’s 103 million 
customers, 25 million are in Asia.  

If we now focus on the scope of AXA Asia (which is Asia ex-Japan and ex-Korea), the 
picture is even more impressive. In the past 5 years, we have more than doubled our 
earnings, reaching €551 million last year, and showing a CAGR of 17%. We are now active 
in 8 countries and serve 20 million customers. And last year, 25% of the NBV of the entire 
Group was generated by AXA Asia. And between 2011 and 2015, 16% of the Group 
earnings growth was generated by AXA Asia.  

So obviously these are impressive indicators but they do not reflect the leading and 
diversified positions we have built in Asia. And indeed today, AXA as an international 
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company, is the largest international P&C company and the third largest Life & Savings 
company in Asia. We have also built leading positions in countries. We are the largest P&C 
company in Hong Kong. We are the 2

nd
 largest P&C company in Singapore. In Thailand, 

Indonesia and the Philippines, we are among the Top 3 in Life & Savings. In China, we 
have now and by far, the largest foreign joint ventures in Life and in P&C.  

Second, we have built a unique composite position in Asia. Our competitors are either 
Life or non-Life. We do both, we are better diversified. In addition, we are also growing our 
asset management business very quickly in Asia. And we now have the 2

nd
 largest 

assistance business in Asia. So said differently we therefore now have one of the most 
diversified and most comprehensive presences in Asia. We are also better prepared to 
resist to potential shocks.  

Third element about our distribution channel, we have leading and diversified positions. 
We have excellent positions in bancassurance, and we have over 65,000 agents in Asia. 
We are growing our broker business, and we are developing our digital offering.  

We therefore have a great foundation. What about our future? This will be our future. 
We will grow earnings between 10-12% on a yearly basis. By 2020, our earnings will be 
more than 60% higher than currently. So you are going to ask me how we are going to 
achieve that. We have 2 pillars to achieve that. First, the natural market growth of the 
market. Thanks to our size and foundations, we will be able to fully leverage. We do 
estimate that the natural market growth will contribute 6-7% of our earnings CAGR. We 
have 3 pillars to explain that natural market growth. First, the economic growth of the 
region. Second, the massive protection and savings gaps that you see in Asia. They are 
explained by a lack of awareness and by the social welfare systems are not as developed 
in Asia as the ones you can see in Europe. Third, the rise of the middle class. Today, 
roughly 20-25% of the worldwide middle class is in Asia. By 2030, it will be more than 60%.  

The second pillar: we believe that, on top of this macro element, we will be able to grow 
earnings faster than the market by focusing on specific and proven growth enablers. We 
believe that these enablers will contribute to 4-5% of our earnings CAGR. I will describe 4 
of these enablers. First, leveraging a unique portfolio of partners and partnerships. The 
example here will be China. Second, it’s about reaching new customer segments. The 
example here will be Indonesia. Third, it’s about better leveraging our existing customers. 
The example here will be Hong Kong. And last enabler, it will be about improving our 
product mix. The example here will be Thailand. These 4 enablers are just examples of all 
the actions we have in order to support our earnings.  

The first enabler I did mention to grow earnings faster than the market is about 
leveraging our unique portfolio of partners and partnerships. And indeed the majority of 
them are quite recent, which means we have just scratched the surface of the potential of 
our partners and partnerships. The example here relates to China: ICBC AXA, which is 
basically the largest bancassurance deal in the world. This joint venture, as you know, has 
been launched quite recently in 2012. And despite that, today, it is already by far the 
largest foreign Life & Savings joint venture, and the 10

th
 largest Life & Savings company. 

And despite that success, we have only accessed 0.3% of the 250 million customers of 
ICBC. We have therefore only scratched the surface of the potential of this partner. Now, 
what does that mean for activities in Asia? We have 11 partners and partnerships in Asia, 
the majority of which are less than 5 years old. Together, they represent a potential of 700 
million customers. So what you should keep in mind is that as for ICBC AXA, we have only 
touched for the time being the tip of the iceberg.  

The second enabler to grow earnings fast than the market is about reaching new 
customer segments. Here our objective by 2020 is to become the leading insurance 
company in emerging customers in Asia. This segment lies between the underprivileged 
and the middle class. The example I will use here is Indonesia. In Indonesia, out of a 
population of 250 million, 40-44 million are in this emerging middle class segment. 
Therefore with AXA Mandiri, we have targeted that segment and have, to date, sold 1.5 
million policies. Now you could ask me why we are targeting that segment. There are 3 
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main reasons for that. First, it is a large and untapped segment. Second, it is the middle 
class of tomorrow. That is why we want to accompany them in their economic progression. 
We also want to ensure that they do not slip back into poverty. Third element and a critical 
one, it is a profitable segment. For AXA in Asia, that segment has a combined ratio of 83%. 
What does that mean for activities in Asia? We want to become a leading insurer in that 
segment, which represents a potential of 500 million customers. By 2020, we want to 
access 35 million of those customers. To do that, we will focus on 4 strategic markets: 
India, Indonesia, Philippines and Thailand. We will target that segment by leveraging 
partnerships with telcos and retailers.  

The third enabler to grow earnings faster than the market is about better leveraging our 
existing 20 million customers. The objective here is to better cross-sell and better up-sell 
our customers, not only in an existing one line of business but also between lines of 
business since we are a composite insurer. The example here is Hong Kong, where we 
have built a unique composite position. We are the largest P&C company in Hong Kong 
and the 5

th
 largest Life & Savings company. In Life & Savings, we have 1 million customers 

and were one of the first companies to engage in cross-selling and up-selling with great 
success. As you can see here close to 40% of our Hong Kong customers have more than 
one AXA product. However, despite that success, that result can be improved but we are 
also still nowhere in terms of cross-selling between lines of business. The majority of our 
customers do not have both a P&C and an L&S product. That means we have massive 
opportunities for cross-selling. The question that you are going to ask me is how we are 
going to leverage that cross-selling opportunity. We will leverage those opportunities 
notably by working with the AXA Lab and the Data Innovation Lab with the objective of 
creating propensity models and generate leads that we distribute among our agents. What 
does that mean for activities in Asia? Today, only 20% of our 20 million customers have 
more than one AXA product. We therefore want to leverage the Hong Kong example and 
ensure that, by 2020, at least 50% of our customers have more than one AXA product.  

The fourth enabler to grow earnings faster than the market is about improving our 
product mix in both Life & Savings and in P&C. Here the objective is to become less 
correlated to interest rates and to be better able to focus on specific profit pools. The 
example here is Thailand. Today, the market in Thailand is dominated by short-term 
savings plans, which represent 60% of new business. It is possible to find guaranteed rates 
in Thailand today of up to 3% compared to the 10-year government bond of 2%. We 
therefore realised early on that this was not sustainable. Very quickly, we have therefore 
drastically improved our product mix and drastically reduced the weight of our short-term 
savings plans, moving them from roughly 60% of our new sales to 26%. By doing that, our 
operations in Thailand are much less correlated to interest rates and are also more 
profitable: in recent years, we have increased our NBV margin by 9 points. Practically what 
does that mean for our activities in Asia? Our objective for Asia is therefore to improve our 
product mix between Life & Savings and P&C. For Life & Savings, by 2020, our objective is 
to ensure that at least two-thirds of our APE will be generated by Unit-Linked, Protection 
and Health, and Protection with savings. In P&C, our objective is to quadruple the volumes 
of our lifestyle products: travel, PA, household. These products have, on average, a 
combined ratio of about 80% for us.  

You now know how we will reach €900 million in earnings by 2020, and how we will 
increase earnings by 10-12% on a yearly basis. However, this is just the beginning of the 
story. Our objective by 2030 is to reach at least 100 million customers. As a reminder, 
these indicators are for AXA Asia only, that is, ex-Korea and ex-Japan.  

You should therefore keep in mind the 3 takeaways I have mentioned. First, we have 
built a leading, diversified and profitable positions in Asia. Second, we have very strong 
fundamentals in Asia that will support the natural market growth of the market. On top of 
that, AXA will grow faster than our competitors by focusing on specific growth enablers. 
Third, the contribution of Asia to Group earnings will become even more important 
tomorrow than it is today.  
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This concludes the first part of our presentation on our Focus strategy. I will now hand 
over to Thomas Buberl for the Q&A session.  

 

Q&A  

Thomas Buberl  

You have heard 3 presentations on growth: capital light savings, Commercial Lines, 
and Asia. We would like you to focus your questions on only this part.  

A participant  

If Asia is such a big part of the earnings growth for the Group (approximately two-
thirds), why not just split Asia from the rest of AXA? What are the synergies between the 2 
parts of the Group?  

Jean-Louis Laurent Josi  

The decision has been made by Thomas Buberl to keep AXA as a region. We believe 
that the potential in Asia is still massive, and keeping the region we have now will allow us 
to grow faster than our competitors. It will also allow us to build transversal systems, 
notably IT systems. It will allow us to better cascade expertise and technical know-how that 
we have in the Group to the region.  

Nick Holmes, Société Générale  

First, regarding Asia, would you explain the assumptions behind the 100 million 
customers? That is a very big number, albeit for 2030. Second, you were talking about 
General Account and Capital Light. What scope is there for conversion of the general 
account backbook to capital light products?  

Jean-Louis Laurent Josi  

As to our assumptions for reaching 100 million customers by 2030, we took the natural 
Group market share of AXA, which is currently at 2.8% worldwide. We applied that market 
share to the addressable market by 2030 in Asia. That is how we came to the figure of 100 
million. As I said, that is a minimum. Today, we already have 20 million customers and we 
want to access 35 million customers by 2020 in the emerging customer segment. We 
therefore believe that is a feasible target by 2030.  

Paul Evans  

Your question will be partly answered by the session on Inforce. There is an 
opportunity to look at the portfolio of customers in the Inforce book. Some of the 
guarantees on those products are valuable, but are they valuable to customers in need of 
liquidity, or a customer who needs greater upside? That is the sort of review we go 
through, portfolio by portfolio. I will leave Mathieu to tell that story later on.  

Jon Hocking, Morgan Stanley 

You talked about selling capital light hybrid products through proprietary distribution. 
Are you able to do that in markets where you do not have proprietary distribution? Is the 
margin different if that is the case? Second, where does the Group sit in the mix between 
mature markets and emerging markets?  
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Paul Evans  

Can we sell capital light through non-proprietary channels? Yes. We use the stories 
that we build for our proprietary agencies to distribute the same stories, the same 
propositions, the same tools, the same value proposition to our non-proprietary but aligned 
distribution networks. That is the case in the US and in other markets. There, we are 
competing against other life insurers but we have demonstrated that, by focusing first on 
our own proprietary agents, we have built up a proposition, tools, story boards, which then 
allow us to get into the wider market. The answer to your question is therefore yes.  

Thomas Buberl  

For your second question, there are 2 elements. First, how to build a good base in 
emerging markets. Ambition AXA was about exactly that: how can we reinvest profits from 
mature markets into emerging markets in order to build a good base? Jean-Louis has 
perfectly shown that, for Asia, we have invested and we now have a base in Asia that we 
can leverage for growth. We have therefore done what we needed to do. However, we also 
saw that the dynamics of markets differ. It is not always true that mature markets grow less 
than emerging markets. We have to look behind the market view into the business view. 
You could well have businesses in mature markets that are growing, and businesses in 
emerging markets that are not growing. We have now further developed our view into a 
business view, the elements of which you saw this morning: Commercial Lines, Life in 
Asia, etc. The same logic applies in asking where we can grow selectively along the 
principle of copying what we have done well in one market into other markets.  

Oliver Steel, Deutsche Bank  

You provided examples of the SME and Mid-Market opportunities. However, you did 
not talk about where you could take those examples. Where are the opportunities for SMEs 
and Mid-Market in other countries? Second, on DOL, you talked about the extra costs 
involved as a result of the DOL. Would you quantify those extra costs?  

Amanda Blanc  

Where we have strong positions, such as Germany or Italy, we can take SME into 
Germany or to Italy. We already have very strong SME positions in France, Belgium and 
the UK, and we can use a differentiated position to ensure that we protect our positions 
going forward. We have very, very good growth projections or plans in China, Asia, and 
Mexico for the new markets. We are able to take all the examples we showed you earlier 
into the different entities. 

Nick Lane  

For the DOL rules, we have to think about the impact of the rule on the manufacturing 
domain and on the distribution domain. The initial cost is in the distribution domain because 
you have to develop processes and systems to comply with the best interest contract and 
administer it. Going forward, there will be some regulatory risk that did not exist before, 
given the enhanced regulatory requirements. The second order costs are the impact on the 
ability to sell the products. That was our guidance on the decline in sales themselves. We 
therefore think about the one off near term investment in developing new systems and the 
ongoing sustainability of the market.  

Blair Stewart, BoAML 

You referred to the 3-5% NBV CAGR. First, is that aggressive enough? Second, how is 
that broken down between top line and margin? Perhaps you could provide some colour on 
that. My second question: as well as NBV, do you have any expectations about the level of 
cash flow to come out of that part of the business over the next few years?  
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Thomas Buberl 

That is a very financial question. Paul can provide a high level view and Gérald will 
provide details of margin and cash flow later on.  

Paul Evans  

I will leave the cash flow question to Gérald later on. In terms of the savings portfolio, 
we will keep the mix as it is in 2015. We expect the margin to remain pretty much as it is at 
the end of 2015. There will be ups and downs according to the market. There will be some 
narrowing of margin in unit-linked but that should be offset with cost reductions that we 
have in our plan. Therefore, the 3-5% figure is aggressive enough. Second, in terms of its 
impact on the top line, the APE growth is expected to grow at broadly the same level as the 
NBV outlook.  

Andrew Crean, Autonomous  

Regarding the DOL forecast, the industry association in the US has forecast a 40% fall 
in US variable annuity sales up to 2017. If you are falling by 10%, that means your market 
share will grow by 50%. Is that really credible? Second, you would want to sell lots of unit-
linked because it is capital light. However, what evidence do you have that your customers 
are actually prepared to take on the investment risk? What does it imply in terms of net 
flows over the next 5 years?  

Nick Lane  

The DOL’s new regulation is dynamic. The industry associations are challenging this in 
court, seeking judicial clarity and whether the DOL actually has the right to impose the rule. 
I do not know if there is an industry consensus but there have been a number of ranges. 
We believe that we can out-perform in the new environment, for 2 reasons. First, we have 
strong proprietary distribution and 600 aligned third party partners. We therefore think we 
have the ability to take our products and stories. Second, the product line that we have, 
and that we have diversified over the last 5 years to serve new markets. We therefore 
believe we are in a position to out-perform. There is a whole range of estimates as to what 
the impact on the market will be. The rule itself does not come into effect until 2017. As we 
get closer to that, people will have a better view of the impact on the market.  

Paul Evans  

Are our customers ready? I showed you the mixes for sales in 2015: only 5% of our 
sales are now in traditional capital intensive general account products. That indicates that 
our customers are indeed ready. France has been a fiercely general account oriented 
market but, there, our sales of unit-linked are 40%, which is double the level of the market. 
Our customers are ready because we have educated and trained our proprietary advisors 
to go out with a very clear story and a very clear advice process that helps our customers 
understand the opportunity of the upside of capital light, and the advantage that will bring 
over the long-term for their retirement expectations. The numbers in 2015 therefore already 
demonstrate that our customers are ready for unit-linked and capital light.   

A participant  

I have a question that follows on from an earlier one on net flows. What is the 
assumption on growth on assets under management behind all these forecasts? Is it also a 
3-5% number or more like 1-2%? 

Paul Evans  

I will defer that question to Gérald’s section. Gérald will deal with that question and, 
indeed, the earlier question about net flows.  
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Jon Hocking, Morgan Stanley 

You mentioned cross-selling opportunities in Asia but not for the rest of the Group. 
What are the opportunities to cross-sell across the Group. In particular, what are the 
commonalities between the P&C business and the Protection business? Is there an 
opportunity to look at that across the silos?  

Thomas Buberl  

That exact issue will be dealt with after the break when we look at the future of the 
Retail business. Cross-selling and up-selling will be one part of that topic.  

Jean-Louis Laurent Josi  

In Hong Kong, in Life & Savings, 38% of people have more than 1 AXA product. We 
have only 2% of our customers having both Life and non-Life products. This will be the first 
time that we focus on these types of opportunities. It is a massive opportunity, and one that 
will differentiate us from the competition. The majority of the competition is focused on only 
1 line of business whereas we have both. This is therefore a great opportunity to increase 
the stickiness of our customers and to increase the profitability of our operations with 
existing customers.  

A participant  

You have shown lots of business models and assumptions. How much redundancy 
have you built into your assumptions? Which one could be missed and you could still reach 
your targets?  

Paul Evans  

In terms of Savings in mature markets, we would be more dependent on growth in 
France, the US and Japan. That is where our margins are highest and where our growth 
expectations are greatest. Nick’s illustrations show the substance of the delivery we want 
to achieve in those markets. We are therefore confident and less reliant on growth in 
Germany, Switzerland or other markets in the world. 

Gaëlle Olivier  

On the P&C side, I have tried to emphasise the business and geographic 
diversification. This is a key asset for us in offsetting shocks that will happen in some 
countries over the years of the plan. In the Commercial Lines business, we are two-thirds 
in mature markets (France, UK, Switzerland, Germany, Italy, Spain) and one-third in high 
growth markets. In Personal lines, we are roughly 50% mature, 20% high growth, and 30% 
direct business.  

Jean-Louis Laurent Josi  

In terms of our strengths versus many of our competitors, we are a composite insurer, 
which will help us absorb potential shocks. The P&C business is much less correlated to 
the evolution in interest rates. We are well diversified in terms of geographies, and are 
active in 8 countries. We are well diversified in terms of our distribution channels. Some of 
our competitors are very good in certain distribution channels; we are very good in several 
distribution channels. For us, agents represent 40-45% of our distribution. Bancassurance 
represents 30% for Life & Savings and 20% for P&C. The broker business represents 20-
30%. We are also seeing the alternative channels emerging, with the Direct and Digital 
offerings.   

A participant  

In the past, you had an earnings growth target of 15%. By 2020, what proportion of 
your earnings will come from growth markets or do you no longer make that differentiation?  



 

 

19 

 
 

AXA 

Paris, 21 June 2016 

Thomas Buberl  

Can we keep this question for Gérald, as he will make the differentiation?  

Nick Holmes, Société Générale   

The US is conspicuously absent from your Commercial portfolio. Is that a concern? Is 
that an opportunity for expansion? What are your thoughts on the US in terms of the global 
Commercial platform?  

Gaëlle Olivier 

It is clearly an opportunity that we are looking into. We do not see acquisition as the 
only solution; it could also be partnership. You may have seen our communication with 
Hartford as to a joint partnership bringing the Commercial lines together in the US market. 
For us, it is a key opportunity. A large part of what we showed you on SMEs and Mid-
Market goes into the international business. When you see where the Western-based SME 
and Mid-Market companies are developing, part of it is Europe, part of it is Asia, but part of 
it also is the US. We therefore believe that, with partnerships such as the one with Hartford, 
we have the opportunity to provide US solutions to those SME and Mid-Market players.  

Niccolo Dalla Palma, Exane BNP Paribas 

Regarding your view on the Insurance Distribution Directive, do you see this as pure 
‘cosmetics’ or as a cost and a real burden, especially on the Life side and the push to 
products with fewer guarantees?  

Paul Evans  

It is true that across Europe we will face a number of additional regulations over the 
coming years. However, fundamentally, these are very aligned with how AXA chooses to 
do business. We always choose to be transparent with our customers. We always choose 
to give our customers great advice. Fundamentally, therefore, while I expect the burden of 
regulation to increase, I do not think it should skew us between one product and another. It 
should drive us to deliver the right outcome for our customers. It does mean that, in 
particular for our proprietary agency, we have to have a more controlled advice process. 
We have to be certain that each individual advisor always gives the best advice according 
to a process. We will therefore invest in advice tools to ensure that we are complying with 
those standards, just as we have in France. However, I do not see the standards 
themselves either knocking us off course or causing us to change our business mix. They 
just require us to invest harder in the advice process and to be much more transparent with 
our customers.   

Thomas Buberl  

We have come to the end of our first Q&A session. Thank you very much for your 
questions. 
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Future of Retail  

Andrew Wallace-Barnett  

After having gone through some examples of selective growth, we will now take a 
break from Focus and enter the Transform part of the story: how we will transform the 
business model going forward. There are 3 ways we are going to do that. First, the future 
of retail, where Véronique Weill and others will explain some of the Group's assets. 
Second, health, which is a great example of how we will go from Payer to Partner. Health is 
something we could have put in the growth part of the story, and we will share that with you 
as well. Third, adapting capabilities, where Karina will speak about workforce evolution.  

Véronique Weill, Chief Customer Officer, AXA Group  

Good morning. I am Véronique Weill, the Chief Customer Officer of the Group. 
Together with my partners – Xavier, Antoine and Jérôme – we will present our strategy for 
unlocking the growth of our Retail business. This strategy is based on 3 pillars. First, 
enlarge our customer reach. Second, increase our share of our customer’s wallet thanks to 
targeted products and services. Third, transform our customer interactions in order to 
improve our customer satisfaction.  

We want to grow the Retail business, which is very important for us. 3 numbers 
characterise the Retail business. First, we have +60 million customers in our Retail client 
base. Second, two-thirds of our revenues are generated by this business. Third, we have 
only 1.7 contracts per customer. To grow our earnings, we believe that we have fabulous 
capabilities and fabulous opportunities. A customer has an average of 4 insurance 
contracts: let us look at the opportunity if we were able to regroup these 4 contracts with 
us. This is what we have to do: we have to seize this massive opportunity. At the same 
time, we know this is a changing world. Digital and data have commoditised our products. 
As Thomas stated clearly in his introduction, the GAFAs of this world have leveraged this 
technology and have profoundly changed customer expectations. Customers want simple, 
transparent and relevant products. This trend is even more accelerated by the regulators: 
they want simplicity, transparency, and personalisation.  

There has therefore been a shift in bargaining power. Traditionally, we were able to 
choose our customers. Traditionally, insurance companies had the upper hand. However, 
that is no longer true today and it is customers who are shaping the business. They choose 
us. They use aggregators to compare products and services, and they select their insurers 
not only on brand but also on price and social commitments. We need to proactively 
increase the number of touch points to reach out to customers and increase interaction. 
Customers are definitely shaping the business, and this is an opportunity that we will cover 
in our presentation.  

You might ask why an incumbent like us would really tackle this challenging 
environment and if we should invest in Retail. Our answer is crystal clear: we are and we 
will. Transformation is already underway. Xavier will explain how we deal with customers 
who are searching online and buying offline, and how we bundle these 2 worlds with 2 
examples for Spain and France. Antoine will show how AXA France is developing a 360° 
customer view that provides a unified view of customers. We want to move from Payer to 
Partner. Jérôme, with a new company called AXA Partners, will explain how we go beyond 
traditional insurance products. Last but not least, I will be very happy to unveil our new 
global commitment to our customers, to see how we are delivering this day in and day out.  

Xavier, the floor is yours.  
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Xavier Veyry, CEO AXA Global Direct  

Thank you very much Veronique. I am Xavier Veyry, I am the CEO of AXA Global 
Direct. And in the next few minutes I am going to show you how we can leverage Direct 
capabilities to transform our traditional business.  

But, to start with, I would like to refresh the fact that we have a very strong franchise in 
Direct at the AXA Group. Since 2009, we have systematically over-performed the market 
by an average of 5 points. In the meantime, we decreased our combined ratio by 6.5pts, 
reaching a high level of profitability. This has been achieved whilst improving our customer 
satisfaction. And in 2015, Direct originated business represent already 63% of the total 
retail new business of the Group.  

This did not happen by chance. This happened because we have systematically 
deployed a strategy framework which based on 5 pillars. The first one is about pricing 
sophistication. To give you an example, a few years ago we were using an average of 30-
50 variables to make a tariff. Now, in 2015, we reach up to 500 different variables to make 
a tariff. The second element of our strategy is tight and fair claims management. We are 
systematically deploying our strategy of better orientation, and also fraud detection. This 
allows us to improve our loss ratio but also our customer satisfaction and in the same 
period we improved it by 7pts. The third element of the strategy is about low cost models 
that are data driven. We record and analyse all the conversations that happen in our 
contact centres through a speech analytics tool that allows us to improve all our interations 
with our customers, retention rates and conversion rates. The fourth element is about 
product simplification. We need to have simple products, easy to manage, easy to sell and 
easy to renew. Here an example from Korea, today we use social networks, and on those 
social networks we have 500,000 of our customers who are interacting with us, and we 
generate over 100,000 customer interactions and policy endorsements every month. The 
fifth element is about entrepreneurship and culture. At AXA Global Direct, every manager 
acts as if any investment was performed through their own money. This makes a big 
difference because we focus on what we believe makes a difference.  

Now, when we apply these 5 elements to our traditional entities, this can also help us 
accelerate growth. I will show you 2 examples.  

To start with AXA Spain – A year ago, we decided with AXA Spain to join forces in 
order to operate the AXA brand on the digital world. Practically, it means that today 
whenever a customer sees an AXA brand in the digital world, behind this product is AXA 
Global Direct Spain’s with its pricing, claim sophistication low cost data driven model. This 
basically, over the last year, has allowed us to multiply by 5 the number of leads generated, 
but more importantly multiplying by 10 the number of new business we have been able to 
sell in Spain through the digital channel. This has been done through the leverage of our 
pricing sophistication and marketing sophistication. We have also managed to decrease 
out loss ratio of new business by 15 points. All this has been achieved as incremental 
growth to our global business in Spain.  

If we now look at AXA France, in 2015, AXA France generated over 400,000 new 
contacts through the internet. This represents 22% of the new customers who are joining 
AXA France today. Those figures are increasing by 15% in 2016. Those 22% of web 
originated customers can finalise their product either on a face to face relation, through 
phone or online. 

As you can see, when we do deploy direct capabilities on the Web, we can certainly 
leverage and we can certainly help our traditional businesses to accelerate their growth.  

Thank you very much. 

Véronique Weill  

This first example is about transforming our Retail business by leveraging AGD 
capabilities, which are a trigger for Retail transformation. The second example is an 
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illustration of how we have invested in technology and in data, and how we are already 
seeing the benefits of that.  

Antoine Denoix, Chief Digital and Data Officer, AXA France  

My name is Antoine Denoix, I am the Chief Digital and Data Officer for AXA France. I 
was born in the digital world. In 2009, I started my own company, Fifty-Five, specialised in 
digital data. My business was very successful but I wanted to go to another level. I wanted 
to tackle the real world and what better way to do that than through AXA and its 7 million 
Retail customers. After joining AXA I discovered the multi-access model: a triangle with the 
customer at the centre, and 1 stakeholder at each point of the triangle (agencies, call 
centres and digital). In terms of data, each stakeholder can see only a part of the picture. 
For example, agents do not know what their customers are doing online.  

Our collective target is to become a learning organisation, obsessed with customer 
data. That target can be achieved in 2 stages. Stage 1 was the building of a 360° customer 
view, which took us 6 months and a major financial investment. We have already 
integrated 80% of useful data. Stage 2 is the exploitation and diffusion of this data for the 
business.  

That is the theory. I will now show you what it means for a specific customer, named 
Brian. Brian is 35, lives in Brittany, and has been an AXA customer for 10 years. He 
recently submitted a claim for his household insurance contract. He is about to become a 
father and will need a new car. When he goes on the Caradisiac.com website for a new 
car, he is focused on his search. Brian is easily annoyed, detesting intrusive and invasive 
banners. At AXA, therefore, we want relevant banners and not intrusive ones. We therefore 
took into account digital signals and offline data, for example claims and contracts 
information. The challenge was huge: we wanted to be able to recognise Brian online. 
When he receives an email from AXA as to the status of his claim, he specifically agrees to 
receive a cookie, because it is useful for him and because he trusts AXA. Cookies are a 
digital ID and they allow us to match, in real time, digital navigation and AXA databases. 
When Brian goes on Caradisiac.com to look for a new car, he will therefore see AXA's 
highly personalised banners, which also include a link to a contact point to his usual agent 
in Brittany, Paul.   

Let us now look at the other side of the wall – what does Brian’s agent see through he 
360° customer view. The agent will see 3 direct benefits from the 360° customer view. 
First, the agent will see that Brian is digitalised. Like 150,000 other customers in France, 
Brian has downloaded and activated MyAXA and used it to submit a claim last week. 
Brian’s claim was settled after a mobile videoconference with an AXA claim manager in 
Morocco only 2 days later. Paul is alerted by a pop in that Brian is about to change his car. 
This could therefore be the right time to promote a car insurance contract. At the end of the 
day, Brian is a happy satisfied customer, and he tells us so through 1 click on the mobile 
application.  

AXA was the first company in Europe to use offline data for online personalisation 
through Google tools. In terms of digital marketing, these are the benefits we have 
achieved. We are able to improve the click through rate of our banners by 35%. In 2016, 
with the same marketing budget as last year, we are on track to improve the acquisition of 
new clients online by 20%. This cost effectiveness allows us to develop even more 
disruptive innovation. At the same time, it transforms the way we do business.  

When I left my start up 3 years ago, people told me I was crazy. Today, I have no 
regrets at all. We are going to roll out this 360° customer view across all mature markets by 
the end of next year.  

Véronique Weill  

You can see our ability to invest in digital and in data. As you can see, Brian is happy. 
However, Brian wants more. He wants more services beyond traditional products. Jérôme 
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will show us how AXA Partners is delivering additional services and reaching out to new 
customers.  

 

Jérôme Droesch, CEO, AXA Partners  

Thank you Veronique. My name is Jerome Droesch and I am the CEO of AXA 
Partners, a new worldwide entity created by the Group with 3 main missions. 

The first one is to design and roll out innovative offers to our customers. The second 
one is to combine insurance and services coming from our innovative entities like Kamet 
but also from our partners in order to enlarge our range of offers. And the third one is to 
leverage those new offers in order to increase the number of policies per customer and to 
attract new customers through third party distribution. Obviously, we will take time to build 
all of these new things. But, we wanted to share with you what we are building today to 
create those new services.  

Let me start first with the true story of Jelena, one of our customers using BlaBlaCar, 
one of our partners. Last summer, she had to go back from London to Sofia to visit her 
father who was ill. She decided to book a ride on BlaBlaCar, the easiest way to go there, or 
at least it should have been the easiest one. Unfortunately, unexpected events always 
arrive at the worst moment. The car hit a rock in the middle of the trip in Belgium, and it 
would take almost 2 weeks to repair the car. It was for sure too long for her to wait. She 
was desperate when she called our platform. First, we found a hotel for her and a flight to 
Sofia and a replacement car for the driver. She was just so happy. That is an example of 
the real service provided with each click of the Internet. Today, 25 million customers are 
using BlaBlaCar in various countries. They expect to be well protected whatever happens. 
Motor insurance will remain key for us, but it will no longer be enough to satisfy our 
customers. We need to do more. We need to innovate with new services, some of them 
being built internally and some of them being built thanks to partnerships with innovative 
startups. For instance, all our motor insurance customers in Germany can now see, in real 
time, the parking spaces available thanks to a partnership with Evopark. It eases their daily 
life and increase dramatically the number of interactions with us. So, we are definitely 
moving from motor insurance to insuring mobility.  

We can leverage those innovations to increase the number of partnerships and 
accelerate our growth. Our traditional partners like HSBC and Daimler value our capacity to 
innovate and our worldwide presence. We can leverage our past investments in digital, big 
data, and telematics to reinforce our current partnerships and also to attract new ones. 
Everybody talks about the exponential growth of digital players. We can benefit from it by 
partnering with them and selling our products within their offers. We can even go one step 
further, accessing huge customer databases. With Suez, for example, we have launched 
water meter that allows us to detect water leakages in real time and avoid water damages. 
We have also started to sell bill protection to the customers of EDF, the French energy 
provider. For a very low monthly premium, their customers will not worry about how to pay 
their bills in the case of unemployment, disability or hospitalisation. And EDF is sure to be 
paid. Every single week, they sell more than 1,500 policies and we do more than €5 million 
of premium just with one product after the first year. Just imagine if we sold that to all 
utilities, telcos and retailers not only in France but all around the world. It will become 
massive. If there is one thing to remember today, it is the huge potential of third party 
distribution. According to market research, within the global insurance market worldwide, it 
represents less than 10% today. By 2030, it will be around 25-30%.  

What is our ambition? We want to create new solutions for customers. It will give them 
more protection, more services and increase the average premium. It will also increase 
dramatically the number of interactions with us, reinforcing loyalty and retention. Being 
different and innovative will allow us to increase our distribution through partnerships. We 
strongly believe that we can grow fast with our dedicated entity, AXA Partners. 
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Véronique Weill  

As you can see, the future of Retail is happening now. We have given you 3 examples 
on how we leverage digital and data to do that. However, our core business remains 
unchanged. We need to be there when our customers need us the most. To do that, we 
are leveraging digital and data. That is a means to constantly do what we are here for: to 
protect and care for our customers.  

I am very happy to announce the 5 hallmarks that we will be rolling out across the 
globe – 5 hallmarks for a unique and global AXA experience. First, we have 3 
commitments that we are rolling out as we speak across geographies, segments and 
businesses. Second, it will be available in the MyAXA app. Third, we want to ensure that 
our customers are publicly rating us.  

Let us turn to the 3 commitments. When you have a claim or something bad happening 
to you (like the recent floods in Europe), we want to make sure that you are able to go back 
to business and we want to be able to provide early solutions or advanced payments 
before the claim is processed. Second, customers want to know where their claims are. 
They want to know the status of their claims, and that is available on a day-to-day basis. 
Third, people sometimes complain that insurance companies are not giving them the right 
information. With AXA Next 3 Steps, we are able to tell you what will happen in the coming 
days and weeks and how we will communicate with you. These 3 global commitments are 
available in one mobile app, MyAXA.  

MyAXA was born in France but has now been rolled out in all countries. We want to 
ensure that customers have AXA available at their fingertips. We want to ensure that we 
are available 24/7, that we can look at these commitments and that customers can monitor 
their plans or give additional contribution.  

Third, we want to ensure that we are totally transparent vis-à-vis our customers and 
vis-à-vis our prospects. We are going to launch new publicly rated services. If you, as a 
customer, have an interaction with AXA, you can rate us publicly. This will be available on 
our website and will force us to constantly improve our customer satisfaction. We are really 
going social because we want to play that card.  

Last, we have already launched it in AGD, in the UK, in Germany and it is on its way in 
France. We say internally that we are very happy to be the first insurance “Tripadvisor”. We 
want to do that for 2 reasons. First, we believe that our customers want to increase the 
number of touch points. They want to ensure that, in a new environment, we are able to 
reach out to them and to continue to foster an environment of trust that we want to exhibit.  

In recent months, we have had very good news about where AXA is. You have seen 
the investments and they are paying off. At the same time, we always want to look forward, 
we do not want to be complacent. We want to have ambitious targets. We have developed 
an eco-system. We have invested in Kamet, our insurtech start-up studio. We have 
invested in AXA Strategic Ventures, to look at what market is about. EFMA has awarded us 
the prize of being the first global innovator in insurance. We are very proud of that but we 
are not complacent. We know that, at the end, only customer satisfaction and customer 
feedback matter.  

What are we doing now? Today, 52% of our entities have a net promotor score (NPS) 
at or above market average. By 2020, we want to have 100% of our entities are above 
market average. Second, you have been asking whether we will be able to cross-sell and 
retain customers. We will therefore commit to increasing by 15%, the number of contracts 
per customer by 2020.  

By way of conclusion, AXA is ready for the challenges. We do not fear the Retail 
transformation. We look at it and embrace it, because we know it will generate growth. At 
the same time, we want to enlarge our customer reach thanks to digital and data. We also 
want to increase our share of wallet by retaining, cross-selling and up-selling our 
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customers thanks to targeted products and services. Third, we are already transforming 
interaction to improve customer satisfaction.  

As you can see, AXA is ready for the challenge. We are already transforming the Retail 
business. For us, the future is now. Thank you very much.  

 

 

Health: From Payer to Partner  

Damien Marmion, Head of Health, AXA Global Health  

Thank you Véronique, good morning ladies and gentlemen. My name is Dr. Damien 
Marmion, I am the Head of Health for AXA. I have spent 25 years in healthcare and the last 
20 years in health insurance working in emerging markets but also developed markets 
around the world. I passionately believe that our most valuable asset is our health. And that 
is why AXA is particularly focused on health now. It is a huge market around the world and 
if you look at the worldwide spend on healthcare every year, it is €2.5 trillion.  

There are 3 things I want to concentrate on today in this presentation. First, what is 
AXA doing in health? Second, our ability to transform from a Payer to a Partner. Third, our 
ambition.  

Before I go into that. Let me remind you of the 4 key drivers in healthcare that we focus 
on. First is health technology. There is a huge amount of investment that has gone into 
healthcare technology in the last 20 years, and that will continue in the future. This is 
driving up the ability to treat, cure and keep people alive for longer, driving up our 
healthcare costs since the future. The second key driver in healthcare is our disposable 
income. It is clear now that in emerging and developed markets, expenditures on 
healthcare have increased significantly. But in emerging markets as well what we have is 
an increase out of pocket expenditure, and this is an opportunity for health insurance. The 
third key driver is the ageing of populations. By 2050, 20% of the European population will 
be over the age of 60. That will significantly drive up health expenditure due to chronic 
disease. And lastly, if you look at the GDP expenditure around the world from 
governments, it has now reached 10% of GDP, and is increasing at a continuing rate. And 
as a result of this, some governments are looking at how they can get further access into 
private expenditure and to convince people to use private systems rather than state run 
systems, for example, in Hong Kong.  

This has driven us to look at our strategy in a different way: how can we become a 
partner to our customers? We have a focus on 36 geographies where AXA has capabilities 
in health insurance, with revenues of around €12 billion, a combined ratio of 95%, and 13 
million customers. And they key thing here is how can we leverage our capabilities across 
those geographies to build further access to customers in new and emerging markets, in 
the evolving and opportunity areas?  

Our strategy is based on a transformation from Payer to Partner. This is built on the 
foundations we have in health insurance basics around AXA’s entities. We are shifting our 
emphasis to 2 key areas in our strategy: care coordination and well-being.  

I am going to cover those two areas in a bit more details and give you some examples 
as I go through them. 

First, care coordination. I will take you through a patient journey and how we are 
looking at how we do provide services to customers around orientation, treatment choices, 
disease management and targeted management. We do care coordination for three 
reasons First, to provide better quality of care for our customers. Second, to provide a 
better customer service experience. Third, to get better value for money.  
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My first example is about orientation in our UK business. Richard is a 49-year old 
customer who has his health insurance through AXA, thanks to his employer. He is playing 
football on the weekend on a Saturday afternoon with his son, and he twists and injures his 
knee. He struggles on the weekend et eventually, on Monday morning, he gets to work and 
takes advantage of the telephone consultation service that AXA provides for his employer. 
He phones up and speaks to a healthcare professional, who helps him with a few 
questions and makes a presumptive diagnosis and does a fast booking appointment with a 
physiotherapist. The physiotherapist is able to treat him the same day and provide him with 
a recovery programme. He is then able to return to work very quickly. We have done that 
for 70,000 customers over the last year in the UK, leading to savings of £260 per customer.  

My second example relates to targeted management in Germany. Through predictive 
health analytics, we have been able to target 53,000 customers. And from those 
customers, we have been able to engage with them and specifically address the lifestyle 
issues that they have as well as some of the history they have. Emma, our customer in 
Germany, was engaged with us. We talked to her about her lifestyle and risks, and were 
able to identify that she was in need of tests, like 3,200 of the other people that we had 
targeted. Among those people, 140 were then treated for cancer. Emma, luckily, was not 
one of them who needed a treatment. This allowed us to give our customers faster access 
to treatment that was able to cure them and give them a longer life.  

Let me now turn to a couple of examples of how we have turned from Payer to Partner 
in our well-being services. We have developed 2 apps in-house. The first is the one called 
Gateway, for our corporate customers in the UK. This is integrated into MyAXA, that 
Véronique has just mentioned. Richard, our 49-year old UK customer, has access to this 
service via his employer. He is able to do a health risk assessment online, which gave him 
a predicted health age. It turned out he was 53 on his health age. We were able to engage 
with him through this app on his fitness, lifestyle, mindset, and nutrition to help with any 
future disease. He understood his health risk, and was able to modify it through his weight, 
diet and lifestyle. That allowed him to return to work quicker, and reduced his health age 
over time.  

In the second example, let me talk about our retail customers. In Spain, we developed 
the same app internally through Health Keeper. This allows insured and non-insured 
customers to have access to a social media platform where they can integrate the social 
media as well as recording tools such as Fitbits etc, to be able to earn Fitpoints. These 
Fitpoints can be used to buy and engagement services through AXA. This allows us to 
better reach to a wider audience across Spanish business we have.  

Our ambition is to transform from a Payer to a true health Partner for our customers. 
We are doing that by leveraging our capabilities across our strongholds, and using those to 
develop other countries and other capabilities around the footprint we have across those 
36 geographies. This will allow us to continue our growth, and to deliver growth to 2020 of 
between 3-5%.  

I would like to remind you of these 3 main takeaways from today. First, Healthcare is 
increasing, and is an important part of our society’s future. Second, AXA has strong 
positions in a growing health economy. Our transformation from Payer to Partner will help 
us get a stronghold in that, and grow our access across our key geographies. Thank you.  

 

And with that I would like to introduce Karima who is going to talk about adapting our 
capabilities. 

 

 

Adapt Capabilities  
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Karima Silvent, HR Director, Transformation Support and Business Partnering, 
AXA Group  

Good morning everyone. My name is Karima Silvent. Over the past years, I have been 
within Group HR, leading our initiatives on culture and transformation. Digital and multi-
access, big data, changes in customer interactions. Since this morning you have heard 
numerous examples on how we see the world changing, and what we are doing to 
transform our business and accelerate growth. As we all know, human capital is a critical 
asset to succeed. As we will be transforming our business, we will need to reshape our 
workforce, embark our employees and transform our skills too. During the next minutes, my 
goal is to share with you how we have built an in-depth understanding of workforce 
evolutions, and most importantly, what we will be doing to shape our workforce and 
transform our skills.  

The strategy I will be sharing with you is about 3 core levers: up-skilling, selective 
recruiting, and fostering innovation for the customer.  

I will start by sharing with you how we have built an in-depth understanding of 
workforce evolution. We have just finished an analysis which we conducted, covering 12 of 
our operating companies and more than half of our workforce. This analysis was both 
quantitative and qualitative. On the quantitative side, this was bout checking the coherence 
between the evolution of our workforce and our business strategy. On the qualitative side, 
we managed a skills gap assessment to measure the gaps in terms of skills between our 
employees’ current skills and their required skills in 2020. This means concretely that we 
have, for each category of job, as you can see here with the example of P&C pricing,  
precisely defined what the key activities to be performed in 2020 will be, but also the key 
technical and behavioural skills. This skills gap assessment covered high-level 48,000 of 
our employees across the world.  

So, what are the key findings of this analysis. I would like to share with you 4 key 
findings. First, we will face an overall reduction in workforce demand. Second, we have 
more flexibility than expected to transform. Third, we have room for selective recruiting 
across all geographies. Last, 50% of our jobs will face high change in terms of required skill 
set. I will now cover each of those findings.  

As I said, we will face an overall reduction in workforce demand due to 3 core 
elements: automation, organisational changes, changes in our interactions with the 
customers (for example, online sales and self servicing). As you can see on the value 
chain, the decrease in workforce demand is more pronounced in areas where those 3 
factors apply the most: sales, underwriting, back office, claims management, IT and 
support functions. On the contrary, workforce demand is increasing for marketing and big 
data.  

Second finding, we have more flexibility than anticipated to transform. Our global 
attrition is 32% across the next 5 years. This high attrition rate is explained by our attrition 
rate in high growth markets, as is the case for many companies, but also by the fact that in 
mature countries, our attrition rate is high, especially in Europe, due to our age pyramid 
and acceleration in retirements. On top of the natural attrition rate, we have signed pre-
retirement agreements with our unions in some European countries, which means that in 
reality, our attrition rate is above 32%. This will give us flexibility to transform as we will not 
be replacing everywhere all those departures in the same way.  

Third, we have room for selective recruiting across all geographies. From now to 2020, 
25% of our employees will be new recruits. This is a great opportunity to recruit new talents 
and embed new skills. At the same time, we will pay attention to how we secure knowledge 
transfer. Our real recruitment may be above 25% as we will have to manage additional 
recruitment in high growth markets to foster our high growth market strategy, as shared this 
morning by Jean-Louis.   

Fourth finding, 50% of our jobs will face high change in the required skill sets. We have 
provided a very simplified version of our jobs analysis, where w e can see, across the value 
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chain, how we have pictured the impact in terms of skills change of all the automation, data    
trends. We have removed some of our job clusters. In deep blue, you can see the job 
families for which we consider that the intensity of change will be the highest. What is the 
key learning here? 50% of jobs will face high changes, but also, and this is really important, 
that those jobs are located everywhere across the value chain.  

I have shown you how we have been working to better understand the future of skills in 
our industry. However, the future is now, and we have already started to transform the way 
our employees are working, integrating digital and big data. We have already started to 
recruit new talents, and to train employees. I will like to share with you few concrete 
examples with the voices of our employees through this short video.  

[Video presentation.] 

You have just heard the other testimonials of our employees that change is already 
underway in the areas of sales, underwriting, actuarial, big data. This gives me the perfect 
transition to share with you what our action plan is about: up-skilling, selective recruiting, 
and fostering innovation for the customer.  

First, up-skilling, what we mean by up-skilling is to develop the skills of our employees. 
We will be investing €143 million in up-skilling over the coming 5 years, which represents 
23% of the increase in our learning budget.  

Selective recruiting is our second lever. We have been very successful in recent years 
when recruiting, especially with respect to technology profiles, digital and data profiles. 
Since 2013, AXA has been able to attract 700 digital and data experts. We will accelerate 
this trend, recruiting people in the technology space, but also in key segments for our high 
growth markets.  

Third lever is how we foster innovation for the customer. We have been very consistent 
across the organisation in encouraging and rewarding innovation. This year we were 
nominated by the BCG among the Top 50 most innovative companies in the world, and the 
only insurance company in this ranking. We are leveraging the AXA Labs in Shanghai and 
in San Francisco. We are leveraging our partnerships with big Internet players or smaller 
start ups. We are leveraging the new organisation, AXA Partners, Kamett or Strategic 
Ventures. We have opened doors to bring more innovation inside. In addition, across the 
organisation, we are accelerating the shift to a more agile organisation to disseminate 
innovation across all our entities and across the teams.  

To finish with, I would like to share with you 3 key takeaways that you should keep in 
mind regarding our workforce strategy. First, we have the flexibility to transform and 
reshape our workforce. Second, we are investing today to build the skills of tomorrow, and 
we will have room for manoeuvre for selective recruitment and integrating new expertise. 
Third, our key initiatives on culture are focused on fostering innovation for the customer.  

This concludes the Transform part and I will hand over the floor to Thomas Buberl for 
the Q&A session.  

 

Q&A 

Thomas Buberl  

We will now proceed with our Q&A session on Transform. I would like to ask a few 
people to join me: Véronique, Paul, George Stansfield (Head of HR) and Jacques de 
Peretti (CEO of the French business). 
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Jon Hocking, Morgan Stanley 

First, how does AXA Partners work with the rest of the Group? Second, MyAXA has 
been rolled out globally. What product sets are available in what countries? What are the 
opportunities for customers to transact using the app directly rather than going through an 
agent?   

Véronique Weill  

First, when we decided to build Partners, it was not to create an extra layer. It was to 
be able to have one face to the market and ensure that our partners (car manufacturers, 
energy companies) have one point of entry. We are relying on the technology and the sales 
forces of various entities, and we are really working concretely and collectively to achieve 
that goal. We are also working with AXA Global Direct in order to leverage the technology. 
There are no additional costs. We are putting different functions and making sure we have 
one face to the market.  

Second, regarding MyAXA, we will be rolling that out between September and the end 
of the year in 15 countries that represent 85% of earnings. It includes the claims status, the 
next steps, the ability to follow up on claims, follow up on cash reimbursement, etc. In 
savings, we are able to look at performance and give additional contributions. Over the 
years, we will continue to enrich MyAXA. We have the core capabilities available today. 
Through geolocalisation, connected devices and targeted marketing, we will be able to 
continue to roll it out.  

Pierre Chedeville, Crédit Mutuel  

Would you provide your thoughts on working with Apple or Amazon, as you mentioned 
in a recent interview? You mentioned that you did not want to be only a hidden partner – 
simply lending your balance sheet – but that you wanted to be something more in terms of 
targeting clients with new partners. Would you elaborate on how you see things in the 
future in this transformation of distribution?  

Thomas Buberl  

Coming back to the first question on AXA Partners, that is exactly why we created AXA 
Partners. Traditionally, insurance business models have been built on “doing it yourself”. 
We now see that the expertise required going forward is very specialised, and that we need 
to partner with other people. We obviously love to partner with global firms because we are 
a global firm ourselves. AXA Partners is extremely important in having that interlink at the 
global level. Many other companies, such as the GAFAs, are also thinking about insurance 
and about how they can get closer to insurance. Are these GAFAs the competitors of 
tomorrow or are they the partners of today? I personally would like to win and work with 
them as partners today.  

To give you a concrete example: one of the GAFAs is very, very dominant in thinking 
about how they can invest in health, and how they can build an eco-system to reduce the 
costs of chronic diseases such as diabetes. Today, all the devices and medicines for that 
are very expensive. However, those average costs can be reduced significantly through 
new technologies. That is one part of the answer as to how to reduce the costs of chronic 
diseases. The other part of the answer lies with us. We know how those illnesses go; we 
know what to do against them; we know how to deal with the flow of interactions and how 
to get better with these chronic diseases. If you put us together with the GAFA, we can re-
think and re-build the model, working in our own spaces to reduce the cost of chronic 
diseases or even going together to the NHS, saying that we can help them reduce the cost 
of chronic diseases. There you enter into a logic where you do not simply rent your balance 
sheet but where you put expertise together to be at the client forefront together and to help 
reduce costs.  



 

 

30 

 
 

AXA 

Paris, 21 June 2016 

Oliver Steel, Deutsche Bank  

First, MyAXA seems to be at the early stages of roll out, with 150,000 customers in 
France. What are you doing apart from just rolling it out in more countries? What is the 
process by which you get people to sign up voluntarily? Second, can you break down the 
1.7 policies per customer by country? Is that across the entire Group including areas where 
you do not have a composite offering or is that just the composite part? Where are the 
opportunities in that?  

Thomas Buberl  

MyAXA did not just start yesterday; it has been there for a long time. We have learned 
that if we position MyAXA as a digital policyholder and as a digital policy tool, it is not 
sufficient. We need to position MyAXA as a tool to engage with the customer. Perhaps 
Véronique would like to elaborate on that.  

Véronique Weill  

You have said it very well. I have nothing to add to that. I wanted to say that the tool 
itself is nothing. We want to increase the touch points. We have learnt that adoption 
matters. We therefore need to convey that message across the value chain. It is not only 
by requesting on the website; it is also about being able to have it demonstrated by the 
distributors. If you have a contact with your claims centre or your contact centre, they can 
propose it to you. Our challenge today is not about building a fancy tool. Our challenge is to 
ensure that customers see the benefits, and that we are doing this jointly with the various 
channels – physical distribution, contact centres, etc. Through that, we can do more direct 
marketing and more digital marketing. It is therefore a major foundation, and I am happy to 
see it cascading across the various countries.  

As to the 1.7 contracts per customer, it is an average across the countries also taking 
into account the monoliners. That is not where we want to be. We have been there for a 
while. We believe that by having a multichannel distribution we can do better. By assessing 
the risk of our customers, we are able to provide additional products and services. Along 
with my partners in the various entities, I am fully committed to that.  

Mark Cathcart, Jefferies  

This all sounds very innovative. However, in reality, life insurance digital is commodity. 
Where do you see yourselves relative to the competition? I got the impression from what 
Antoine was saying that the brand in France was ahead of the curve. What about the other 
15 countries? Where are you in the digital race?  

Thomas Buberl  

The competitive landscape has 2 schools of thought. The first school of thought on 
digital is that I have a paper form today and that will be replaced by a screen tomorrow. 
The second school of thought – the one that we belong to – is that digital is an opportunity 
to engage with the customer. We have been battling for years and years, and visits or calls 
to customers are very, very expensive. With digital, we have a different way of interacting, 
and we are clearly leading the pack there. We have invested significantly in digital and we 
are clearly ahead of the competition in many countries. Jacques may want to add 
something about the situation at AXA France. 

Jacques de Peretti 

In France, we are ahead of the competition. We have invested much money in the past 
and, with MyAXA, we now have a wonderful hallmark that helps us to have more 
interactions with our customers and to develop more personalised offers. The next step in 
France is to converge in MyAXA the AXA Bank world with the AXA Insurance world in 
order to further increase the frequency of use. It will also give the customer a real 
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advantage, and help us to have more interaction with the customer. It will also help 
distribution, because digitalisation and physical distribution are completely complementary. 
For example, with MyAXA and with the self-care that Véronique described (claims, putting 
funds in a Life contract, etc.), we free up distributors from unproductive tasks. They can 
therefore focus more on productive tasks such as giving advice for more personalised 
solutions (allocation of assets, etc.). MyAXA is therefore not only a revolution in the 
customer journey but also a revolution in the distribution model.  

Thomas Buberl  

The second point that differentiates us is that we do not believe that Direct is against 
agents but Direct is with agents.  

Véronique Weill  

If you consider the landscape, you can see that we started earlier. We are the first N°1 
brand in insurance globally. We have been able to accelerate and do the right investment, 
and we will continue to invest. We will invest €3 billion in the transformation in the next 5 
years. We also have an execution track record that is linked to our people. This is not just 
us as a Management Committee; this is really cascading throughout the organisation, and 
we are able to embark our distributors, our contact centres, and our product manufacturers. 
We therefore believe that, on top of the eco-system that we have been able to build, we are 
really leading in this space. We want to continue to keep that N°1 position and continue to 
roll out products and services.  

Mark Cathcart, Jefferies  

You would therefore say that, outside of France in other European countries, you are 
ahead of the market?  

Véronique Weill  

In the past, we had entities that were happy to reinvent the wheel. We are now much 
more systematic and I think that that culture will help us and position us ahead of the 
competition. Replication matters!  

Nick Holmes, Société Générale 

Regarding Health, I was surprised by 3-5% as your target. I would have thought you 
could probably achieve more than that in terms of the growth potential with ageing 
populations. What are your assumptions, and do you feel that that is a cautious target?   

Thomas Buberl  

It is true that Health is a growing space and you also know that we are always on the 
conservative side. Paul will explain how we get to that number.  

Paul Evans  

You are the second person to say my targets are not ambitious enough! It is a market 
that offers us real opportunities. 3-5% compound growth over the plan period is something 
that we are confident we can achieve. Is there upside potential? There is probably more 
upside potential in the Asian markets. Today, about 80% of our revenues and 80% of our 
earnings come from France, Japan, the UK and Germany. There is therefore a big 
opportunity to shift that mix from 80-20 over the years. There could be more but I think we 
have a plan built on a solid foundation of growth.  

Thomas Buberl  

Thank you very much. I know there are more questions, but please keep them for 
lunch. I hand over to Andrew to introduce Focus II. 
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Andrew Wallace-Barnett  

Thank you to Thomas and thank you to everybody. That was the Transform part of our 
presentation. You saw Future of retail, very important as an example of a new customer 
experience, health as an example of not only a growing business but also of what we mean 
by “payer to partner”, and of course interesting, and maybe unexpected news on the 
workforce evolution, which is very important and something that we have analysed in great 
details. We will now shift back to Focus, which is about things we are doing immediately to 
support our target for earnings and dividend growth. Before we get to Finance, when 
Gérald will pull all of this together, we would like to talk to you about some of the fruits of 
Smart Data and how we expect that to impact our loss ratio during the plan period. We will 
also give you an update on Inforce management. Then Gérald will then come and it will 
hopefully all come together in the Finance section. I would like now to handover to Etienne 
and Benoît to talk about Smart data. 

Smart Data 

Benoît Claveranne, CTO, Group  

Good morning, Ladies and Gentlemen. Etienne and I are happy to share with you this 
morning how, at AXA, smart data means more business. We will show you very concrete 
business results from our smart data initiative, and why and how – thanks to all the 
initiatives and investments we have made – we are going to industrialise those results.  

We all know that data is everywhere and it is growing exponentially. The latest estimate 
is that, by 2020, the amount of data stored in the world will be in the vicinity of 40 
zetabytes. Against that background, at AXA we decided to first focus on our internal data, 
which is a fantastic goldmine made of all the data our clients leave with us every time they 
interact with us.  

Lots of people talk about smart data. At AXA, not only do we talk about it but we walk 
the talk. We have done a lot in the Group, notably in recent years under the leadership of 
Véronique and Philippe, and Etienne will share with you some very tangible examples of 
that. The most fundamental point is that, when you want to industrialise, we have 
organised ourselves and we have invested in order to be ready to scale that up. We have 
developed a comprehensive data eco-system. On organization, starting from scratch 2 
years ago, we developed a Data Innovation Lab in Paris and now in Singapore. They act 
as catalysts of our data transformation by developing cutting edge approaches, big data 
capabilities, and providing technical expertise to our local operations. Thanks to our 
investments in infrastructure in the 3 continents, our local entities can store, manage and 
process a very rich and diverse amount of data.  

In terms of people, we have recruited over 300 data talents, and there will be 400 of 
them by the end of the year. Those data talents are part of the data community we have 
been developing, which is embedded in our local businesses along with our thousands of 
actuaries. Last, and certainly not least, thanks to the 45 ongoing projects on smart data we 
have developed a very rich and deep knowledge of how to translate smart data into 
business.  

When we scale that up, what can we expect in terms of results? Here our ambition is 
very clear and very straightforward. We are going to benchmark all of our smart data 
initiatives against business indicators such as revenues or costs. This initiative will result in 
an increase in revenues and a reduction in costs, leading to an improvement in margins. 
We are ready to share an estimate of that with you this morning. Before we share that, I will 
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pass the floor to Etienne, who will take you through 3 very simple business examples to 
illustrate this concept.  

Etienne Bouas-Laurent, CFO, AXA Germany  

Good morning. There are plenty of initiatives around the Group on smart data, and I will 
focus on 3 of them to give you a flavour of what we want to achieve and how.  

First, an example of fraud in Germany, which is a very big part of our savings 
programme for 2020 in terms of claims. We are moving from a very classic fraud detection 
process to a state of the art system that allows us to see things that we could not see 
before. On the left hand side of Slide 94, you can see the kind of screen our claims 
handlers saw until recently: not very practical, standard and limited information. If you 
wanted to dig deeper into the details, it was necessary to open various files to get to a 
conclusion. In that system, the talent, the experience and motivation of the claims handler 
was really key.  

Our new system automatically identifies suspicious elements of a claim: external data, 
internal data, quantitative data, and qualitative data. Today I want to show you how we are 
connecting the dots. For example, a €10,000 claim for a car accident that occurred during 
the night. It is suspicious because it is a big amount that occurred at night, but that is not 
enough to say it is a fraud. We cannot qualify the probability of fraud. The system now 
identifies suspicious words used by the client in his declaration: the client writes that he 
drove into a safety barrier to avoid a deer crossing the street during a time of limited 
visibility. They are some “suspicious words” in this statement so we now know that the 
probability of the fraud is much higher. On top of this, the external data show that, at that 
moment, the weather was good and that the exact area where the accident took place was 
an urban area where the probability of hitting a deer was quite limited. We now that the 
probability of a fraud is very high. Our analysis goes even further. The system identifies 
similarities between cases, even if the clients are different. In our example, the system 
identified similar claims descriptions (deer, safety barrier) in the same region over time but 
with different clients. We were able to identify a fraud network.  

We tested this in Hamburg earlier this year for 2 months, and identified 10 cases of 
organised fraud. That was not something we were expecting. With this kind of system, we 
will increase our fraud detection rate by 50% by 2020, which represents 0.8 points of loss 
ratio, which is significant. This will lead to greater motivation of claims handlers who will 
save time. It will lead to more satisfied clients, who are paid more rapidly. It will lead of 
course to the absolute delight of the CFOs who will achieve their objectives.  

Second, an entirely different use of smart data in the US. We are N°1 in the Savings 
and Retirement market for teachers in the US. Can we do more without increasing our 
marketing spend? Yes, we believe we can increase our revenues by 15-20% through smart 
data. We have put in place an algorithm that identifies the one-third of customers most 
likely to increase their contributions. These are the already good customers with higher 
contributions and regular payments. By reallocating part of the marketing budget to these 
customers, we will mechanically increase our revenues.  

Third, a smart data project in Spain, where we were suffering of anti-selection in our 
underwriting in the Direct retail motor segment. How could we become profitable in this 
tough and competitive market? We succeeded in reducing our new business loss ratio by 8 
points within 2 years. The smart data project enabled us to optimise the pricing algorithm, 
tripling the number of variables used. We included as illustration, client behaviour data 
such as the fact that the way a client browses on the web has an influence on his or her 
risk profile.  

I would like to highlight 4 success factors in these projects. First, task force mode. For 
each project, we are managing very small teams below 10 people. We mix business 
people and data scientists, and they are working under time pressure. Second, advanced 
engineering of data. We are managing our data lake very efficiently. However, the 
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difference lies in the way we engineer that data in order to optimise and enrich the 
algorithms. Third, self-learning systems. This is very important. Once we set up an 
algorithm we need to enrich it on a daily basis with a business experience. Fourth, end-to-
end solutions. It is very important to think about the way the end users are going to use the 
algorithm. This is being developed in parallel and not at the end of the project.  

We are therefore continuously looking at business processes where smart data 
applications can give us a competitive edge.  

Benoît Claveranne  

You have just seen 3 compelling examples of how smart data means more business. It 
means that in a new phase, where we are industrialising this, we are doing things that we 
used to do in the past in a better and faster way. That is in terms of technical excellence 
and also in terms of the customer experience. This paves the way for new services, and for 
innovation in the services we provide to our clients. That can help us transform from being 
a Payer today to being a Partner tomorrow.  

When we take all of this together, based on our experience, we estimate that we can 
put a number behind this ambition and that we can reach 1 point of loss ratio improvement 
by 2020. Thank you.  

 

 

Inforce Management  

Matthieu André, Head of Inforce, AXA Global Life 

Good morning and good to see you again. I hope you are still with us after we are 
about to start the last hour of the session. And I promise one thing, we are the only two 
speakers between you and the long awaited Gérald’s presentation. So rest assured we will 
be to the point and efficient. My name is Matthieu André, I am Group Head of Inforce and 
Life reinsurance. And I am Todd Solash, Head of Annuity business in the U.S. 2 years ago, 
Paul Evans made a very good presentation that was characterised as being the “gem” of 
the IR Day 2 years ago. I hope that you will remember that we all together concluded that 
the beauty of Life & Savings Inforce management at AXA was that the more we search, the 
more we find.  

We will show you today, first, that we have built an eco-system delivering tangible 
results, leading to a learning organisation that has changed its mind set. Second, we have 
4 key levers delivering revenues, earnings and capital, which is being performed in an 
organised and systematic way. Third, we are always looking at our customers’ interests. 
And I think it is important to remember one thing as far as customers interest is concerned 
is that our first priority is to be there when our customer most needs us and alternatively to 
provide solutions if and when their needs change. Fourth, we are expanding our reach. So 
we will be able to demonstrate to you that indeed, the more we search, the more we find.  

First, we have built an eco-system delivering tangible results. Inforce management is 
about improving shareholder returns while capturing changing customer needs and 
markets. It is a change in culture, a change in mind sets, and a focus on change. This 
relies on 3 principles. First, we are systematically reviewing our portfolio as customer 
needs, time and markets are changing and passing. Every year that passes gives us 
another opportunity to look at it over and over again. It is a virtuous cycle. Second, we 
leverage experience, culture and expertise. Over the last 4 years, we have recruited over 
200 people focusing in managing and delivering over 300 projects across 13 countries if 
not more, in Life, Savings and Health. And the third principle is tangible results. And 
believe me, you need tangible results when you are constantly trying to challenge the 
status quo and the way things were done for the past 20 years. Here, we are relying on 
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tangible results. In the past 4 years, we have improved additional Underlying Earnings by 
more than €500 million. We have freed up close to €3 billion of capital through Inforce 
related actions, be it sale, reinsurance or transformation in our book. Most importantly, 20% 
of our contacted customers have elected to choose the solution we were offering them.  

What does it all mean? AXA is one of the largest life insurers by reserve, and whatever 
metric you are looking at, these are sizeable numbers. Inforce management is about 
finding 1 or 2 basis points, here or there, that will make a significant difference.  

Second, we are driving our operations on 4 key levers: investment margin, customer 
experience, technical margin, and capital efficiency. They all contribute to earnings 
improvement, revenue generation, capital liberation, or a combination of any. It is quite a 
holistic approach looking again at both shareholder return and customer needs. And I am 
insisting on the customer, because one thing we have learned in the past 2 to 3 years is 
that focusing on customer needs is giving us a new angle and is bringing balance to 
everything we do. So what does that mean to drive our operations on four key levers? 
Regarding investment margins, we are looking at best practices, in this example Germany. 
We test that in a given portfolio. If it works, we roll out that mechanism to all portfolios 
across all countries. In the last 4 years, investment margin improvements have driven 
considerable benefits to the programme. And crediting rate actions have yielded close to 
€200 million of incremental earnings, enabling us to stabilise our investment margin at 
around 80 basis points. Gérald will talk more about that later on. We believe there is still 
room for improvement in countries like France, Belgium or Switzerland on the Group Life 
business. Our focus today is to mitigate lower investment income through crediting rate 
actions. On the contrary, we believe that substantial benefits can be achieved through the 
other levers, namely customer experience, cross-sell, up-sell, retention, claims, and 
maturity reinvestment, as Véronique and her team alluded to earlier today. Technical 
margin, through the enforcement of non guaranteed elements, group re-pricing, fraud 
prevention, customer well-being and capital efficiency.  

Earlier today, Thomas mentioned that we were moving from being a passive Player to 
an active Partner, and I think Inforce is contributing to that journey. Todd will now take us 
further through capital efficiency and the customer experience.  

Todd Solash, Head of Individual Annuity, AXA US  

Thank you Matthieu. Capital efficiency is a key part of what we do in Inforce. It is a 
critical part of driving dividend capacity, and it requires that we segment the portfolio so 
that we can focus our efforts in the right places. Now, perhaps because we are French, we 
think about segmentation a bit like we do with wine. Every vintage is different in terms of 
harvest, and the way it ages in the cellar. Some vintages are spectacular; others are less 
so. Our current vintage chart can be seen on the left of the slide. Our efforts are focused on 
the 2 bottom boxes: we still have some legacy Variable Annuity liabilities that are certainly 
still challenged; and, with rates as they are around the world, we are very focused on the 
capital intensive General Account box.  

What are we doing about that? Obviously the technical levers come first, where we can 
lower crediting rates, what other options we have embedded within the products. But once 
we have pulled those we then have to move to the right side of the page, and start with 
things like conversion and buy-out. Simply put, what can we offer our customer that is good 
for them and good for us? We have a long history in places like Japan, where we have 
done this for many years, in France where we have moved General Account liabilities to 
Unit-Linked, I will talk about the U.S. in a second. And we continue to roll out these 
programmes around the world. At the same time, we always look to optimise the balance 
sheet. We formed the central risk carrier to minimise Solvency II capital in Europe, and we 
work with our reinsurance partners where we can either swap risks or reduce the capital 
burden by laying off risks to them. Last but certainly not least, once we have done all we 
can, we explore disposal opportunities. Denis has mentioned disposals in the last plan, 
opportunistically; we will always look at that as an option.  
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However, this is not just an academic exercise so I will now present some of what we 
have done in the US, which has been a 3-phase journey. We started with the technical 
levers on the left side of the page, things like crediting rates, fee increases, and other 
things already embedded in the products that have been tremendously powerful. So $150 
million generated in additional Underlying Earnings through these actions. However, they 
do have a limit. At some point you reach the lowest crediting rate that you can offer by the 
contract itself. And then we move to the middle of the page. What can we do with 
conversion, with buy-out for our customers. Then again, and I cannot stress that enough, 
customers often have products that are incredibly valuable but they are not what they need 
anymore. The products may have been very interesting when sold but 10 to 15 years later, 
their lives may have changed. In most cases it’s about liquidy. A customer has to die or 
outlive their money to get money from us. Therefore, if we can offer them liquidity now, 
they are usually interested. These are not huge money makers; they tend to be about 
break even from an Underlying Earnings standpoint. However, they do free up a lot of 
capital: $800 million of economic capital released from these actions. And last but certainly 
not least, from all of these actions we have learnt how to build a better Inforce for 
tomorrow. So on the right side of the page, we have therefore been very focused on fee 
flexibility, structured products, volatility managed funds – how do we build a better Inforce 
for tomorrow. It is great at the point of sale ($600 million reduction in capital requirements) 
and is also great through time. It gives us the tools we need to stabilise margins no matter 
what economic environment occurs.  

I would like to spend some time on the customer. Simply put, if we cannot create a win-
win, we will not succeed with Inforce. I have 2 examples of this win-win situation. First, on 
the left hand side, the French disability business. Clearly, to make money in disability, you 
have to get off claim. We have been able to do that by partnering with specialised providers 
in order to get people back to work. It is good for us - a 4% reduction in claims - it clearly 
good for the employer: they get their workers back, and it is good for the employee: they 
get healthy and go back to work. The cycle works all together, and it helps us the point of 
sale. If we can show that we can get your people back to work faster then we are a more 
desirable partner to do business with and even to sell at a higher price. Second, on the 
right hand side, the US customer relationship unit. We have a proprietary agent system in 
the US. As in many proprietary agent systems, our agents lose track of certain customers 
over time. What can we do to serve those customers – they still have needs and they still 
want service. We have therefore developed a specialised call centre, which serves them 
well and serves them cost effectively. It has enabled us to convert service into sales. It is a 
valuable network and we believe we can serve 15-20% of the population over time through 
that call centre.  

These are clearly evolutionary and not revolutionary ideas. However, they do matter. 
They matter because they drive up the bottom line – we have been able to make between 
a few million and tens of millions of dollars from these types of initiatives. They matter 
because they drive the mind set – they get the whole organisation focused on Inforce. They 
matter because they can be extended around the world. Everywhere we have a disability 
business, we can look to find a specialist network as we have in France. Everywhere we 
have a proprietary agent network, we can look to add a specialised call centre as we have 
in the US. And with that, I will turn back to Matthieu who will talk precisely how we 
extended around the world and what you can expect. 

Matthieu André 

Thank you Todd. As you have heard, there is a lot going on and we have achieved a 
lot. The obvious question you could ask to yourself or ask us: have we harvested all the 
low hanging fruit and is there anything left? The answer is yes, but in fact no. Yes, we have 
harvested some low hanging fruit, even though some were pretty high up on the tree. 
However, there is still a lot we believe we can do. We are moving from a focus on 3 
countries to a focus on 13 countries. We are moving from a focus on 55% of reserves in 
scope to a focus of 100% of reserves in scope by 2020. We are moving from a focus that 
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was predominantly individual savings to a focus on all customer needs, whether they be 
Retail or Corporate customers. We therefore believe there are substantial benefits to be 
had.  

What do I mean by substantial benefits? For example, we were in Mexico recently 
reviewing the book Life and individual Life business. More recently, in Spring, we visited 
Jean-Louis’ team in Thailand reviewing the persistency rate, the technical margin or 
crediting rates. After performing a systematic portfolio screening in these 2 countries, we 
have identified action that, if successfully implemented, will yield more than €20 million of 
incremental earnings by 2020. We are therefore talking about potentially significant 
numbers. That is making us quite confident in the development of the programme.  

This has led us to set 3 ambitious and credible targets. First, we will deliver additional 
Underlying Earnings of €350 million by 2020. Second, we will transform more than €12 
billion of capital intensive reserves by 2020. Third, we will opportunistically sell or reinsure 
capital intensive books of business. And if you see what we have done recently, whether it 
was in Hong Kong or more recently in the UK, you know that there are real things behind 
those words. 

The key takeaways from our presentation are as follows. We have taken you through 
the journey of what we are doing. We have built an eco-system delivering tangible results. 
We have 4 key levers delivering revenues, earnings and capital. We are always looking at 
our customers’ interests. And we are expanding our reach. We are therefore of the belief 
that the more we search, the more we learn – and that is a very important point – and 
therefore the more we find. And the more we are contributing to the transformation of the 
Group. Thank you very much for your attention.  

I will now hand over the floor to the long-awaited presentation by Gérald about what it 
all means. 

 

Finance  

Gérald Harlin, CFO, AXA Group  

So, it is now time for the wrap-up with figures. And this slide is about our key 
objectives, and indeed, we have 4 different target KPIs. Starting first with Underlying 
Earnings per share, which we are expecting between 3-7% CAGR between 2015 and 
2020. Second, an Adjusted return on equity of 12-14% between 2016 and 2020. Next is the 
Group Operating Free Cash Flows of €28-32 billion, on a cumulative basis by 2020. And 
our Solvency II ratio in line with the one that we shared with you at the beginning of 
December, between170-230%. 

So, let’s start with Underlying Earnings per share, which as you can imagine are quite 
dependent on the financial markets. So, as you can see, our interest rates base case is 
conservative; this is the one you can see on the bold line. Meaning on the left-hand side, 
you have the German Bund: we are assuming a progressive increase from close to 0% 
today to 1% in 2019.  In the middle, we have the US Treasury rates, and we are expecting 
it to be less than 2% in 2020.  But, we believe that it was important to run two alternative 
scenarios, starting first with the very averse one, the blue dotted line you can see here. 
This corresponds to a flat rate in both euros and in dollars. We have a more favourable one 
which is the green dotted line corresponding to 2% for the Bund and 4% for US Treasury 
bonds.  On the top right, you can see that we are assuming that equity revaluation will be 
flat over the planned period.  It does not mean that we are not positive in the long-run on 
the equities and we still believe that in the long run we should achieve 6% per annum 
growth, but in this plan, we have assumed that it was zero.   

At the bottom of the graph, you can see how this translates into our earnings 
expectations.  In the unfavourable scenario, we can expect an average growth of 3% on 
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our earnings over the planned period, in the favourable case, 7%, the base case being in 
the middle, that is, 5%. Generally we would expect earnings growth to be slower in the 
earlier years of the plan.  All of this confirms our strong resilience, with upsides, thanks to 
the initiatives presented today.  

The question is: what are the main drivers of our Underlying Earnings per share 
projected growth?  You can see it here on this slide, on which we wanted to present you in 
a simple way the five drivers.  On the left-hand side, you have the environment, over which 
we have no control.  You can see interest rate headwinds of –5% corresponding to the 
unfavourable scenario and 1% corresponding to the favourable scenario.  Then, we have 
the four drivers which are under our own management control, starting with efficiency 
(+3%), growth (+2%), technical margin (+2%), and M&A (+1%). As a whole between 3% 
and 7%. I propose to come back on each of these drivers.  

Regarding interest rates, we have been quite resilient over the last years for two 
reasons: the tight regulation gap, around one year; the second, being that we have been 
investing 85% of fixed income in single-A and above.  As you can see, we will keep exactly 
the same philosophy and we do not intend to decrease asset quality.  At the same time, 
assuming our main conservative scenario i.e. progression and increase of ten-year bonds 
to 1% in 2019, then you can see on the bottom left what we can expect from the 
investment margin.  The investment margin will move between 65 and 75; presently, we 
have guidance over the last time of 70 to 80, so taking into account these interest rate 
scenarios, we can expect to be between 65 and 75 basis points between 2016 and 2017, 
and from 2018 to 2020, to be between 55 and 65 basis points. 

2 remarks relative to this investment margin: first, no cliff risk; second, no risk with 
guaranteed rates. As far as P&C yield dilution is concerned, we are presently at an 
investment yield of 3.6%. We should decrease between 10-20 basis points per year over 
the next years.  

Let’s move now to the first driver under our own control, which is efficiency.  We started 
our 2011-2015 journey with a €1.5 billion cost savings plan and indeed we achieved much 
better, with 1.9 billion. Here, our objective for the next five years is to achieve €2.1 billion 
net. And this will be net of €3 billion investment redirected to initiatives, so it is €2.1 billion 
net.  How will we achieve this? With a reduction in administrative expenses, with a 
reduction in claims handling costs, and also acquisition expenses.  As a whole, we can 
expect from these €2.1 billion per savings to achieve on average 3% Underlying Earnings 
per share, which is quite significant because it offsets our conservative base interest ratio 
scenario.  

Let’s go now to the business growth.  You heard a lot of presentations this morning and 
they are on the top left box.  Regarding selective business growth, it will represent 55% of 
revenues. On the right-hand side, you have what was not presented today: 45% of 
revenues. Let me start with what we presented today.  We started with savings in mature 
markets, and Paul and Nick told us that they were expecting 3-5% in NBV growth between 
2015 and 2020. Next, we had a P&C Commercial lines: Amanda and Dawn told us they 
were expecting 3% to 5% revenue growth over the plan period.  Then, Jean-Louis told us, 
for Asia, he was expecting to have an increase in Underlying Earnings of 10-12%, of which 
a significant part would come from growth.  Last, on Health, Damien told us the expectation 
was 3-5% revenues.   

On the part not presented today, i.e., 45% of revenues, we can expect to be between 
2-3% growth in revenues CAGR, with potential upside.  How does it translate? In terms of 
Underlying Earnings per share we can expect a 2% Underlying Earnings per share growth 
with potential upside. Why potential upside? Because this 2% Underlying Earnings growth 
is based on the low-end of the growth bracket, as some of you noted before.  

With respect to technical profitability, we can expect continued improvements during 
the plan period, starting with P&C on the left, and we can expect to have a current year 
loss ratio moving from 71.2% in 2015 to 70% at the end of the plan. The all-year combined 
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ratio will move down from 96.2% to 95-94%.  Why bracket?   Because it depends on the 
level of prior year reserve release.  As you know, we are presently at 1 to 2%; and it may 
move from 0 to 1% in the later years of the plan. As far as Protection and Health is 
concerned, we expect to move down from 80.9% current year loss ratio to 80%, with a all 
year combined ratio, moving down from 95.4% to between 94% and 93%.  Overall, a 2% 
increase in UEPS CAGR is expected from this technical improvement and again, I 
emphasise, that 2% is based on the low-end of the combined ratio brackets listed on this 
slide.  

Let’s move now to M&A. Regarding M&A, we plan spending of roughly €1 billion in 
M&A. It’s not different from what we told you over the last months. It will be balanced 
across mature and emerging markets. You can expect us to be disciplined, as we were 
over the last plan. Overall, you can expect us to have +1% Underlying Earnings per share 
growth coming from M&A. All of that translates into strong cash flows.  

Let’s go now to the cash flows. Second, Group Operating Free Cash flow is expected 
between €28-32 billion by 2020. This compares with the €25 billion achieved between 2011 
and 2015. Now, when moving to the cash remitted to the Group: we are expecting a 75-
85% remittance ratio. And I would point out here that we are on the high-end of the 75-
85%, because it includes some capital management action, so we can expect to be 
between 24 and 27 billion. Holding costs are -5 billion euros. Stable gearing at 26%, that is 
+2 billion euros, and dividends, as you will recall, at 45-55% of Adjusted Earnings, net of 
undated debt charges – assuming that we would be in the middle of this range, or 50%, 
then the costs and cash drain would be 16 billion. As a whole, we have €5-8 billion of 
cumulated cash at Holding level available for investments in M&A. This is pretty consistent 
with the 1 billion target that I shared with you before.  

Let us move to solvency now. I remind you that we posted a 205% solvency level at the 
end of 2015. The operating returns expected are between 15 and 20 points of the planned 
period. Dividends are -49 points and it is the same assumption that we will be in the middle 
of the payout range, i.e. 50%. Subordinated debt is -11 points, we had said that we could 
refinance part of the Tier 1 debt, i.e. 3 billion, by senior. This is a drag of 11 points, but we 
have flexibility on that side. Overall, we can expect to be at 216% by 2020, well within the 
170-230% range. This does not assume any change in UFR. You will remember that we 
said that the 100 basis point change will translate into 19 points. 

This should lead us to sustainable dividend growth. I can say that the combination of 
the two factors – the resilient Underlying Earnings per share growth, between 3 and 7% 
growth target, plus a capital gains level between 300 and 500 - and we can expect to be on 
the low-end of this range over the planned period - this, combined with the flexibility in the 
pay-out ratio, because we have a pay-out ratio of 47% at the end of 2015, which means 
that we have flexibility. This leaves room for the Board to increase the dividend.  

I now hand over to Thomas.  

 

Q&A  

Thomas Buberl  

Thank you Gérald. We are now coming to the final Q&A session. Benoît will join us. I 
hope there is a question on Smart Data; and not everything about Finance. We will see. 
Who would like to start?  

Jon Hocking, Morgan Stanley 

I have two questions please. Gérald, you mentioned that the shape of the earnings 
growth was skewed to slow growth at the beginning of the plan. Can you say a bit about 
how the interaction between the investment return and the cost savings translates through 
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to the plan? Secondly, in reference to slide 114, when you showed selective growth and 
the difference in business units, it seems that the revenues target is north of 3% but the 
earnings target is 2%. Is there implicitly a larger decline built into the plan? Or is that a 
margin of safety? Thank you. 

Gérald Harlin  

Let us start with the second question. We have growth of 3% on average; we have 2-
3% on the other businesses - the P&C business and the Protection business. In the end, 
we have 2% Underlying Earnings per share growth. Keep in mind that we have tax, at the 
same time, which explains a significant part of the difference between the 3% and 2%. 
Again, I emphasise that the way we built the 2% is based on the low end of the bracket.  

As to the shape of the earnings curve, yes, taking into account the fact that we have 
the headwind coming from these interest rates. We are in a declining phase of the 
investment margin. We are also assuming also that we will not have growth in the equity 
market. All this combined means that there will be slower growth at the beginning of the 
curve. At the same time, in all the initiatives proposed, we are starting with a growth rate 
that was much more modest than the one many of you considered. 3% is modest but still 
we are not at that pace today. This means that it will take some time, but you can count on 
us to do that as quickly as possible.  

A Participant  

Interest rates fell quite sharply in the past three weeks. Did you have to change the 3-
7% from 4-8% three weeks ago? It’s really to check that the curve, the pessimistic curve, is 
actually based on 0% interest rates in Germany.  

Second, based on slide 118, when you first gave out your projections for capital, there 
was this number, though I may be wrong: you had a figure of 9 or 11 points of capital 
generation pre-dividend. What has happened to that? What seems to be left over here, 
after the dividend, appears to be about 4.5 points, if we include sub-debt. So, is that 
because of the rapid deceleration in interest rates? Alongside that, if you take the 82 points 
of operating return on slide 118, and divide it by 5, you don’t get 17.5 points, you get 16.4. 
What was behind that 82 figure? Should we see the 15-20 point skewed on the down-side, 
versus 16.4?  

Thomas Buberl  

The first question is easy. We were waiting for you to vote in.  

Gérald Harlin  

Let’s start with your first interesting question about whether we changed or not the 
assumption. I believe that, when preparing such a plan, in a very low interest rate 
environment, you cannot be opportunistic, but you should be realistic. That is what we did. 
We wanted to have quite a flat scenario and we ended up with 3%, which is indeed a very 
good achievement. It means that we still have interest rate growth, plus zero equity 
revaluation. That means that, taking into account the potential, we have the profile of a call. 
That is quite good and that is exactly what we have been doing. Remember what we 
discussed over the last years: that is exactly the way we have been working during the 
previous five years.  

Your question about the margin, was about the operating return, so you are surprised 
because it was not exactly the figures you had in mind: on page 118, for sure, we say it is 
between 15-20 points, highly dependent on the interest rates. That means taking into 
account a different interest rate environment makes that it was much more favourable. That 
is exactly the same for cash flows, but maybe you will have questions about cash-flows. 
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Thomas Buberl  

Your third question is answered? 

A Participant  

No, not really. The question was: 82 divided by 5 gives me 16.4. Second, what 
happened to the guidance of 9-11 points of capital generation which you announced in 
December? It has gone down to around 4 on this slide.  

Gérald Harlin  

The 16.4 we say that it is 15-20. The objective was not to say that it would be on the 
average, but it would be to mean that during the plan period, it would evolve between 15 to 
20.  

Nick Holmes, Société Générale 

Gérard, would you give us your updates us on the expectation for impairments, if any, 
on the volatile H1 market? I just wondered if you could give us some comments on that 
topic. Secondly, perhaps more interestingly, in the longer-term, what is your outlook for 
P&C pricing within the context of the targets? We all know there is a softening of pricing in 
some P&C markets. What sort of assumptions are you expecting within your targets? How 
severe is the pricing outlook decline?  

Gérald Harlin  

Regarding impairments, this can change every day. For the time being, there is no 
need for impairment. You remember that we said at the end of last year that we had some 
capital gains: we had roughly 15% of annualized capital gains. That means we still have 
significant capital gains. This is for equity, but keep in mind at the same time that we are 
linking this with the capital gains realised at the same time and I told you that we will be 
between 300 and 500 million. I said it would be more on the low end. Keep in mind that we 
have significant unrealised capital gains on real estate. That means, on a spot basis, no 
specific impairment, but it can fluctuate, but for the time being, I don’t have any specific 
fear on that side.  

Regarding the long-term outlook on P&C and the combined ratio, I would say that there 
is some flexibility. While there is some pressure on prices, in an extremely low bond 
environment, do you believe that if rates would stay at 0 for a long period of time there will 
be significant pressure on prices? We don’t believe so. Nevertheless, on the way we have 
built our plan, yes, we have some flexibility: keep in mind what was already said. We have 
1 point from the Big Data that has been said today, starting from where we are today. We 
have some expense ratio, where the 2.1 translates into an expense ratio of 1. At the same 
time, claims handling costs will decrease in line with the 2.1 plan and we can expect 0.5 
from it.  

Therefore, any kind of additional improvement in the combined ratio coming from other 
areas - because we did not present all areas of improvement in our combined ratio - will 
correspond to flexibility in our pricing. With these few components, you reach already the 
95% presented, which again, assumes in the end 0% prior year reserve release in 2020.  

Olivier Steel, Deutsche Bank  

I have three questions. Would you explain the 350 million in earnings coming from 
Inforce actions. Are they recurring amounts, or are they lump sums? If the latter, when do 
you expect them to emerge within that period? Second, in your capital roll forward, what 
have you allowed for in terms of capital releases from inforce actions? Thirdly, looking at 
the cost savings you have targeted, of 2.1 billion: that is about 30% of your existing 
Underlying Earnings. We are only talking about a 3% per annum benefit from that. Where 
is the outflow?  
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Gérald Harlin  

The 350 million will be spread over the period. We can expect, in comparing 2020 with 
2015, we will get 350 million. Roughly speaking, one-third will come from the investment 
margin, with all the measures explained and presented earlier, and the rest from the 
Technical side.  

The rest can be considered part of the technical improvements that I presented today. 
Regarding capital releases, assuming we are between 75 and 85, it will be roughly 1.5 
billion. I am quite comfortable as to our capacity to achieve that. Remember what I said at 
the beginning of December: we were planning to have a capitalisation of our European 
subsidiaries between 130 and 150%, over the period and we are not there yet. It will not be 
done in 1 year. I am quite confident in our capacity to achieve these remitted funds over 
the plan period.  

Regarding the 2.1, the last question, let us be clear. The 2.1 billion breakdown is 1.5 in 
admin expenses, 0.2 in claims handling costs, and 0.4 in acquisition expenses. This 
compares to roughly 20 billion in global expenses, including acquisition expenses. Take 
into consideration as well that the way in which it is calculated means that we are starting 
from the expenses in 2015, increased for inflation and growth, then we apply the 2.1, just 
the way we did it in the previous plan.  

Olivier Steel, Deutsche Bank  

The 2.1 thus does not include cost-savings and would effectively be for the benefit of 
policyholders. It is all shareholders savings?  

Gérald Harlin  

It is all shareholders savings.  

James Shuck, UBS 

I have three questions: I would like to return to the operating capital generation of 15 to 
20 points. There is one slide that showed that at 20 points. While I appreciate that interest 
rates are lower, why has that 20-point guidance been lowered?  

Secondly, coming back to slide 117, to the Group Operating Free Cash Flow 
generation range of 28 to 36: is it driven by your upside scenario on interest rates, or is that 
the base case assumption? I would also like to understand the bridge from the old 
guidance: you showed 24 billion as being the key reference number, the target level up to 
2015. Then you have the switch to the 0.5 billion. If you multiply that by five, you come to 
2.5 and it gets you to the lower end of the new target range. Again, while I appreciate that 
there are lower interest rates, does that explain all the difference? I am trying to see where 
the efficiency improvements come through, into the actual capital generation.  

My third question was about the target range for the capital position, at 170 to 230. You 
explained the moving parts within that number, but it is a very wide range. By 2020 the 
world will look hopefully a bit better. I wanted to understand the dividend flexibility, 
because, excluding a reduction in the UFR, you will be very slightly towards the lower end 
of that range: what is the scope to tighten it and lower that?  

Gérald Harlin  

Starting with your first question, which is similar to the one asked before, it is mostly 
linked to the interest rate environment. If you are making assumptions that rates will be at 
2% or much lower, the response will be completely different. Again, I believe I already 
answered this question.  

Regarding free cash flow, your question is an interesting one. I am sure that you 
referring to what I said and presented in December, for the Solvency II presentation. No it 
was for the last earnings release, sorry. At that time, we said that it was 5.8 billion of Free 
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Cash Flows for 2015, plus 0.5 corresponding to the new capital and new Solvency II 
environment and the fact that we could use the future profitability to offset our capital 
needs. The result is 6.3. If you multiply 6.3 by 5, you are above the middle of the target 
range, which is 30. Again however, we have the interest rates, which explain -0.2 on 
average. Next you have the required capital, and required capital because in P&C, we 
have noticed that we can grow much more than we did last year – we were close to 0% last 
year – so it’s -0.2 on top, and High Growth markets with the plan in Asia it’s -0.2 and so as 
a whole we have 5.7 and on top of this, we have growth and additional cash flows for 0.3. 
So as a whole, what was 6.3 at the end of last year moves to 6 roughly, taking into account 
the growth. If you multiply 6 by 5, you are back to 30, which is the centre of the range. I 
hope this has been clear. Don’t decrease the importance of interest rates. 

On your last question, regarding the target, we have been very clear, many times, 
saying that we have a target between 170 and 230. It is a wide range; for sure, it is a wide 
range. But it brings stability and in this environment it’s important to keep some stability. 
Last but not least, about the dividend, the fact that we are at 47 in terms of pay-out ratio 
means that we have a lot of flexibility.  

James Shuck, UBS 

Regarding you interest rate assumption in the free cash accounts, would you clarify 
what is in the target?  

Gérald Harlin  

I said that the interest rate it was a drop by 0.2 - we can take this offline if you want. I 
said that the interest rates compared to last year – an environment that was more 
favourable – mean that the cost of low interest rates over the plan period decreased the 
expected free cash flow by 0.2.  

Blair Stewart, BoAML 

On the interest rate scenarios, what contingencies do you have if the bear scenario 
turns out too optimistic and you actually see worse interest rates?  

Secondly, more optimistically, what would be the impact of 5% growth in equity 
markets?  

Third, regarding M&A, is share buy-back an option?  

Gérald Harlin  

As far as interest rates are concerned, the worst from here… when you are at 0% the 
probability to get worse. If your question relates to the U.S., it’s relatively small. I would say 
that everything being equal, in the US, we would have a decline towards 1%, the decline 
would be 100 million pre-tax, pre-DAC. 

About the 5% equity, you can see that there would be an impact, but we have average 
Unit-Linked reserves of 190 billion. As you know and can see in our appendices, the 
average fee is 145 basis points. Depending on your assumption, you can do the math very 
easily.  

On share buy-back, as we have said during previous meetings, we intend to buy back 
shares so long as we have dilutive instruments like share plans, exercise of stock options. 
We did that in the past and will do it again if needed; we will walk the talk. Nevertheless, we 
consider that in the present environment, we have our plan to invest 1 billion per year in 
M&A, combined with our plan for organic growth. This means that we feel it is better to do 
this in the future and we have no plan to do share buy-back beyond what we already 
announced.  
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A Participant  

First question, what is the cost of the floods?  

Second, you stressed that you are very conservative in your figures; what would be 
your EPS if you assumed higher end of growth assumptions?  

 Third, where is the 3 billion? You mentioned that the 2.1 billion is net of the 3 billion. I 
didn’t follow that.  

Gérald Harlin  

The floods can be expected, based on what we know today, to represent €100 million 
after tax. 

As to the high-end, it’s not very sophisticated but I can tell you, as a rule of thumbs, 
with between 3 and 5 you end up at 2, without being very wrong.  

Third, the 3 billion is investment, through the “Transformation Plan”, to be implemented 
over the next five years, mostly in digital but not only. Everything presented this morning 
reflects this plan, which covers customer experience, transformation, digital assets, claims 
underwriting, etc. It is thus broader than purely digital, but it is more or less what you saw 
this morning and we will follow it up.  

Andrew Crean, Autonomous 

I have three questions. First, can you do the same thing for the margin? If the margin is 
at the better end, with the technical margin on P&C and Health, what would that do to your 
earnings projection?  

Secondly, in the first quarter 2016, you posted revenue growth of 1%. There is reason 
for margins to be under pressure this year, particularly with the lower markets. Could you 
talk a bit about that how 2016 will play into the overall growth targets?  

Thirdly, could you talk more broadly about the disruptive technologies which you see 
over the plan period, and how they may affect you? Which do you see as the main 
disruptive technologies?  

Gérald Harlin  

On margin, your question is about the 1% flexibility that is highlighted. Roughly 
speaking, 1% is for P&C, which should be 250 million net of tax. For Protection, it will be a 
bit less, maybe 200. That gives you an idea. As to the overall growth target for 2016, just 
wait one more month: quite soon, we will have another meeting with the Half Year 
earnings. It will be the opportunity to give you the precise figures.  

Thomas Buberl  

As to disruptive technologies, we see 4 things: Motor and household in P&C, also on 
the commercial side, we see the impact of connected devices and self-driving cars. You 
have this already in the B2B space, coming into the P&C retail space, on connected house, 
and clearly the question about self-driving cars. You see it on the investment side, with 
robot advice coming more and more into the space. You see it on the health side, with new 
devices being developed and I would say the automation of the general practitioner (as 
Damien presented), and the fourth trend is around block chain: how is the whole question 
of transactions, because we are ultimately a transactional business, how this is being 
revolutionised.  

Those four trends are clearly there. We are monitoring those trends and actively 
engaging with companies developing these trends. If you take block chain, which is furthest 
away, we have invested in a start-up called Blockstream in order to really understand what 
it means and what this will do to our business. Those four trends are not something that we 
are worried about but we are very excited about it and it is something that we have 
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engaged in, with these companies that are developing these technologies, in order to see 
what we do together.  

Pierre Chedeville, CM-CIC 

In the previous plan, Ambition 2015, you gave some profitability targets per business, 
as far as I remember it was around 12% in Life, 15% in P&C and 20% in Asset 
Management. Could you give us your targets for these businesses today, in brackets of 
course, since you are a little bit less precise.   

My second question is about divestment: have you identified any divestments?  I am 
not asking for a precise answer, but in principle, do you feel that you still need to divest in 
some areas or business lines?   

Lastly, about asset management, you did not say a word this morning regarding asset 
management and forecasts about asset management: are you confident after what we said 
regarding the macro-economics and financial assumptions?  Are you confident with that 
business and what do you see in terms of growth revenues in the coming years?    

Gérald Harlin   

Your first question was about the plan for the businesses.  You can go back to my 
presentation.  I believe we provided a lot of detail in the presentation. We believe that, in 
this environment, it does not help to provide too much detail; what is important is global 
growth and the impact on the bottom line. At the time what we want improve is the cross-
sell and up-sell to our clients, I do not believe it is so important. 

About divestment, when I said that we planned to invest 1 billion per year, that was of 
course net of divestment.  As you can imagine, we don’t have any specific divestment 
planned. And look, we have done some disposals recently and that is what I can tell you 
about this. 

Thomas Buberl  

Regarding asset management, we have two asset managers that are well positioned 
already: AXA IM and AB. When we look at the changes in governance that we have made, 
we have clearly given Asset Management higher significance and higher importance in the 
AXA Group. Because we believe that asset management has to go through the same 
transformation that the insurance business has to go through. However, what we can 
leverage more is really the combination of asset management and life insurance.  As you 
can remember from the presentation on the topic this morning, the future of insurance does 
not lie solely in full guarantee or full Unit-Linked; it lies somewhere in the middle, Unit-
Linked with guarantee.  The asset manager plays a big role and we have got two asset 
managers and very dedicated capabilities.  We also have very competitive advantage, but 
this is not represented yet, where we are in the life insurance sales and in the leverage of 
these capabilities. In the new forms of life insurance, we are very dedicated to those asset 
management activities - as you were able to see and read over the last couple of days.  
Growth is clearly on the agenda, in their existing space by growing with affiliate concepts. 

Last question?  

Nick Holmes, Société Générale 

I have a couple of questions on the US Variable and Legacy book. I know the 
accounting on these is incredibly complicated: sorry. First, are you applying your equity 
growth assumption of zero to the legacy book? I would be surprised if you were, 
considering the negative effect that would have. Secondly, you have been working very 
hard on this book and done a lot of buy-outs. What are the plans for buyouts and protecting 
the downside on this book?  
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Gérald Harlin  

As far as fees are concerned, you are right, we are taking this conservative 
assumption. As to the DAC (deferred acquisition costs), because that is the core of your 
question, it is a long-term topic and they are calculated using the long term assumption. It 
is not on the five-year horizon. In the long term, we continue to believe we should have 
growth in equities.  

Todd Solash 

Regarding buyouts, we still see considerable scope for activity. It probably will not be 
the same we have done before. If you go back to the business with the same offer over 
and over again, you will clearly deteriorate the response rate. We have quite a pipeline of 
things that we are looking at as potential options to go to the book. First quarter of next 
year is the likely timing because they do require state fillings so there is a lag time between 
when we decide and we can actually implement them. 

Thomas Buberl  

Unfortunately we have to close our Q&A session here. I have seen many more hands 
going up. Everyone will stay on for the lunch, so you have more opportunities to ask your 
questions then. Thanks Gérald and sorry Benoît that there was no question on Smart Data. 
There is still hope for the lunch break!  
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Conclusion: Focus and Transform  

Thomas Buberl, Incoming CEO, AXA Group  

We have had a long and intense day behind us and I would like to thank you. Thank 
you for being here, thank you for asking questions because those questions are helpful not 
only to you, when it comes to good answers, but also to us, because it inspires on what do 
we need to think about and how do we develop. I would also like to address a big thank 
you to all the speakers and the IR team that have made this day a fantastic day. Thank you 
very much.  

[Applause] 

As you have seen, throughout the whole day, we have a very clear strategy that is 
addressing the key challenges of this environment: lower rates, lower growth and a 
different customer expectation. Focus and Transform are the 2 pillars of our Ambition 2020.  

Focus is clearly there, to really implement how we can increase existing performance 
to over-compensate the negative effects of low interest and low growth. You have seen it 
was around selective growth; efficiency and margins; and capital and cash.  

Transform is clearly the way to the future: how are we adapting, how are we evolving 
our business model towards different and new customer expectations. This means that 
clearly, we need to create a better customer experience at the front end, by joining direct 
and agents and having a much smoother and more convenient customer experience, but it 
also means that we are enlarging our business model beyond the traditional insurance, be 
it with new services, but also in spaces where we have not yet been, but where we can 
create a customer relationship and change the dynamic between the customer and us.  

And thirdly, it is clearly about getting ourselves ready for this new world: up-skilling our 
own people, finding the right talent on the market to be ready internally to address those 
new changes. 

It is important in this difficult market we are managing over the period between 2016 
and 2020, underlying earnings per share growth of 3 to 7%. This, in an environment where 
we don’t know how the markets will react – we have a tough environment on interest rates, 
on equities, therefore we wanted to be extremely transparent to say what is in our hands, 
what we can influence, that is the 8% you have seen, but also what is not in our hands and 
what does it mean, how do we get to the 3 to 7% over the plan period. 

This will materialise in a very attractive cash-flow pattern between 28 and 32 billion, 
given that we still have a very good return on equity and very strong solvency. If you look at 
this package together – Focus and Transform – plus those numbers, you can clearly see 
that we are differentiating ourselves from the competition in that we are going the way of 
transforming, of changing our business model and that we are offering an attractive way to 
really go and attack the problems that are around us, and given what we have heard today, 
that we still have room on the pay-out, this should clearly give us a position to increase the 
dividend.  

I would like you to remember a couple of take-aways from this day.  

- The first is clearly about where do we come from. We have a proven track record. 
We have implemented Ambition AXA. And, we are starting now with a very resilient 
balance sheet and good earnings capabilities. We should never forget what we 
have and how we can build on this. It is a very different position from that of many 
competitors.  

- On growth, we have clearly said that we will be selective. Let us be selective on 
businesses and on geographies, and only focus on where we have implemented 
something, how can we copy-paste it somewhere else, and let us not re-invent the 
world.  
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- The third point is around focus: less is more. How do we find clear priorities on the 
cost-savings side, at 2.1 million, but also in margin improvement, be it protection, 
P&C, to really focus ourselves there and get the house in order to compensate for 
the negative effects in the market.  

- The fourth topic is around Transform. We want to go the journey of transforming 
the business model, because we also want to serve our customers tomorrow. If we 
have the ambition that is clearly stated, our net promoter score should be in 2020 
at the 100% in all markets above the market average. We need to move, we need 
to change the model and we need to change the customer relationship that we 
have with our customers. The key determination there is “how are we?” What is our 
team? How are we committed? And, I hope you have seen, it was very important 
for us to present the team to you today to show the diversity of the team, the 
international character of the team, and that this ambition is not carried only on two 
shoulders, it is carried on many shoulders that are working hand in hand.  

- Deliver means we are fully committed now to delivering these earnings, deliver the 
strength and compensate for the headwinds that we have. This should offer us an 
opportunity to increase the dividend, since we are at the lower end of our PR-ratio. 
 
All of this, and the Transformation is in the spirit of a larger vision. How can we 
really empower our people to live better lives? We are there to help people, we are 
there to really support people in difficult situations. This is where our focus is – not 
on paying bills. We need to improve our action, and will do so, to make sure that 
we are sure who moves from a payer to a partner.  

Thank you very much. And we can continue this discussion now, at lunch. Thank you. 

[Applause] 

 


