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“We were all born to protect. But for us, it’s a calling.” Protecting and improving the 
lives of millions of people, every day: that is our job at AXA.

We work to prevent risks from occurring, to offer support to people when they face 
difficulties, and to accompany our customers for the long term: at AXA, protection is 
an ongoing commitment and a constant focus of attention.

“Prevention is a fundamental part of our business.”
It begins well upstream, by identifying risks, and continues by taking measures to 
prevent them. As an insurer, we at AXA consider that it is our responsibility to help 
further the understanding of risks so we can better prevent them. We therefore support 
research on the risks that represent major challenges for our societies. 

“Supporting our customers involves both a human dimension and a technical 
dimension.” What we call protection has a fundamental human dimension. When a 
loss occurs, our role goes well beyond the technical solutions that enable us to repair 
or compensate. It also involves providing the close relationship, advice and support 
that our customers need and want.

“Accompanying them when they most need it.” Protection also means accompanying 
our customers – people and businesses alike – so they can pursue their lives and 
ventures with peace of mind. AXA stands by their side and implements the solutions 
that best fit their needs. 

Every day, we devote our skills, resources and risk expertise to help build a stronger 
and safer society.

Protecting what  
matters most
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Leading global 
insurance brand*

Countries in which AXA operates

Acquisitions and new business launches in 2014

AXA employs 157,000 people,

based in 56 countries,

serving 102 million customers 

AMERICAS

17,576 
employees

EUROPE

95,163 
employees

AFRICA

4,128 
employees

ASIA-PACIFIC 
& MIDDLE EAST

40,170 
employees

*  For the fi fth year running 
   (2013 Interbrand ranking)
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 Northern, Central and Eastern Europe

 France

 United States

  Mediterranean  

and Latin American Region

 Japan

 Asia (excl. Japan)

 International Insurance

 United Kingdom and Ireland

 Direct 

GEOGRAPHIC BREAKDOWN OF BUSINESS
Underlying earnings (insurance activities)

30% 

24% 11% 

9% 

8.5% 

8% 

4% 

3.5% 

2% 

E91.2 
billion

REVENUES

42%

32%

26%

BREAKDOWN BY BUSINESS LINE
Underlying earnings before tax, excluding holding 
company

 Protection & Health 

   Savings & Asset Management 
(including general account 
business, unit-linked business  
and banking)

  Property & Casualty and 
international insurance

E4,728 
million

UNDERLYING EARNINGS

E1,113 
billion

ASSETS UNDER MANAGEMENT
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Our business
Protecting our customers – people and businesses alike – so they can 
pursue their lives and ventures with peace of mind 

OUR THREE AREAS OF EXPERTISE

Life & Savings

Our individual and group life insurance policies 
encompass health and personal protection 
products on the one hand, and savings and 
retirement products on the other. Health and 
protection products cover personal risks, such 

as medical expenses and death or disability. 
Savings and retirement products meet the need 
to build up capital to finance a special project or 
retirement, or to transfer one’s wealth.

Property & Casualty

The Property & Casualty business covers damage 
to personal property (motor vehicles, homes), 
as well as personal and professional liability. 
It encompasses a broad range of products and 

services designed for both retail and business 
customers. The Property & Casualty offering also 
includes assistance services and a few specialty 
lines such as marine and aviation insurance.

2

Asset Management

The asset management business manages and 
grows the investments of AXA companies and 
their customers, as well as those of third party 
retail and institutional customers. The objective 

is to obtain the best possible return on invested 
assets, based on the chosen risk profile and 
investment horizon. Our expertise enables us to 
meet the most specific needs and constraints.

1

3
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Protecting 

peopleloved ones health

savings

property

partners,  
environment operations

employees

assets

Protecting 

businesses

Motor, home and other 
property insurance,  
personal and professional 
liability insurance

Health, protection,  
personal liability,  
assistance

Savings, retirement,  
wealth management 

Medical expenses,  
disability, death, long-term 
care, assistance

Damage to buildings, 
machines and equipment,  
and other tangible assets

Health and environmental 
risks, professional liability

Group health, protection  
and savings, assistance

Business interruption, 
business continuity, 
e-reputation, cash  
and asset management
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ACCELERATION

Acceleration means expanding our presence 
in emerging and high-growth markets and accel-
erating certain distribution channels. 

Since 2010, our operations in Asia, the Middle 
East and Latin America have increased by 50% 
in volume. In 2014, our investment in Tian Ping 
made AXA the leading international insurer in the 
Chinese market. Acquiring Colpatria in Colombia 
enabled us to position ourselves as the fourth 
largest player in the very fast-growing Colombian 
market.

SELECTIVITY

Selectivity in mature markets means allocating 
our resources to drive the development of a sus-
tainably profi table product and service lineup 
and stepping up our presence in segments we 
see as strategic.

In Life & Savings, for example, we adjusted 
our product mix to shift it towards Health and 
Protection and towards unit-linked business. This 
improved mix coupled with strong volume growth 
has lifted the margin on new business.

AXA protects and improves the lives of millions of people

E18
billion 
paid out to our 
customers for a property-
casualty claim

E25
billion 
growth in the value of our 
customers’ investments in 
our life insurance products 

3.9
million customers 
assisted by 
AXA Assistance after 
a vehicle breakdown

Our strategy
Focusing our business on the three key priorities of Ambition AXA, 
driven by our people, to serve our customers



> 07

EFFICIENCY

Effi ciency applies to costs, investments and op-
erational performance and enables us to make 
our global size an even greater competitive 
advantage.

Since the launch of the Ambition AXA plan, we 
have already achieved more than €1.1 billion in 
cost savings, prompting us to raise our cost re-
duction target to €1.7 billion. At the same time, 
we have set up an ambitious investment pro-
gram to respond to demand for new services and 
tackle AXA’s digital transformation with energy.

E12
billion  
in benefi ts paid 
to Protection 
& Health customers

1.8
million customers   
having received 
health assistance 
services

e1.2
billion in investments 

in 2014

No. 1
life insurer in Europe

No. 1
international P&C insurer 
in Asia (excluding Japan 

and Korea)

ACCELERATION

SELECTIVITY

EFFICIENCY
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Technological change is shaking up the product offering and the services we provide. In a world where 70% 
of consumers start their search for products and services online, visibility and digital agility are vital for 
a brand like AXA. An expanded online presence, especially in mobile, and a high value-added service for 
the consumer are challenges that we need to adapt to and address. Meeting these challenges will help 
AXA achieve its ambition to become the leading digital and multi-access insurer, serving its customers.

TACKLING THE DATA ISSUE
The data revolution will have a profound impact on the 
way insurers do business. New technologies for data 
storage and analysis now make it possible to process 
volumes of data that were previously too large to ana-
lyze. To leverage this new opportunity, AXA has brought 
together a pool of experts for its Data Innovation Lab. 
The ultimate goal is to be able to offer customers the 
products and services they want and need, while up-
holding values of ethics and integrity and protecting 
their personal privacy.

A LAB CONNECTING AXA TO SILICON 
VALLEY
By creating AXA Lab in San Francisco, AXA has estab-
lished a center of excellence in customer experience 
and innovation. It will consolidate AXA’s entrepreneurial 
fi ber through new partnerships with startups and help 
AXA anticipate the new digital trends through direct 
interaction with Silicon Valley’s top talent. 

A promising example of digital service, the AXA Drive ap-
plication has been a smash hit. First launched in Spain, 
Switzerland and Belgium, it allows users to evaluate 
and improve their driving behavior and style, creates a 
learning curve and customized list of tips. 

This investment will enable us to offer our customers an 
expanded range of services and the freedom to choose 
how they reach and interact with AXA, at any moment: 
by phone, online, by mobile or in a branch. 

A STRONG POSITION IN DIRECT 
INSURANCE
With number-one positions in seven countries in Europe 
and Asia, AXA has the leading direct insurance (online) 
platform of all major global insurers. 

e800 MILLION 
TO BE ALLOCATED TO DIGITAL 
BETWEEN 2013 AND 2015

250,000
AXA DRIVE TOPS 250,000 DOWNLOADS 
IN THREE WEEKS

Making AXA a leading service brand for our customers
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AXA has a rich, strong corporate culture that has driven the Group throughout its quest for global lead-
ership. While continuing to leverage its strengths, we must now make this culture evolve to meet the 
challenges of the 21st century and make the organization more agile, more innovative and closer to its 
customers. Moving towards a “culture of trust and achievement” is our great common goal. It will pro-
vide an environment of innovation that promotes inclusion, facilitates personal development and values 
individual differences. All of AXA’s teams are contributing to evolving this culture, which will shape an 
open work environment in which every individual can achieve professional fulfilment. 

In 2013, each employee received an average of  
3.3 days of training. Training was strongly focused on 
reinforcing the managerial culture, through modules 
of the shared Managers@AXA program. 

AXA DIGITAL ACADEMY: LEARNING  
ALL ABOUT THE DIGITAL ECONOMY
The newly created AXA Digital Academy will help  
all employees, especially business experts in each 
professional family, accelerate the digitalization of 
their business. It will also offer reverse-mentoring 
programs, where young digital experts mentor experi-
enced managers. 

DIVERSITY AND INCLUSION,  
TO VALUE INDIVIDUAL DIFFERENCES  
AXA promotes Diversity and Inclusion by treating its 
people with respect and dignity and by valuing their 
individual differences. AXA has made commitments 
to four main themes and progressed in these areas: 
gender equality, LGBT inclusion, flexible working ar-
rangements and disability employment. 

16,557 
EMPLOYEES WERE HIRED  
IN 2013, A 2.5% INCREASE

> e80 MILLION
ALLOCATED TO TRAINING  
AND DEVELOPMENT  
EACH YEAR

Developing a culture of trust with our people

This unique annual survey gives all AXA employees 
an opportunity to speak out and be heard. The par-
ticipation rate in Scope is very high. In 2013, the em-
ployee engagement level rose to 77 percent, a 2-point 
improvement.

82,053 
AXA EMPLOYEES PARTICIPATED  
IN THE SCOPE INTERNAL SATISFACTION 
SURVEY IN 2013 
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industry average: 48%

78%
AXA’S DOW JONES 
SUSTAINABILITY INDEX  
SCORE 

Our business is faced with rapidly changing economic and social 
needs as well as structural trends such as technological inno-
vation, longer life expectancy and climate change, which can be 
difficult to evaluate. New risks are emerging. We must be able to 
anticipate, understand and explain them, to help prevent them 
or mitigate their impact. This is the foundation of our corporate 
responsibility. As early as 2010, we wished to set ourselves 
apart by adopting a “flagship” theme – risk research and edu-
cation – closely related to AXA’s core business. Since then, we 
have continuously worked to harness our resources and skills 
to help people, and society in general, to better understand and 
prevent risks.

The corporate responsibility issues that matter most to our business  
and our stakeholders

Our responsibility
Embedding corporate responsibility even deeper into our business
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MILLION IS THE BUDGET  
ALLOCATED BY AXA TO ITS RENEWED 
PARTNERSHIP WITH CARE.  
TO DATE, AXA-CARE PROGRAMS  
HAVE IMPROVED THE LIVES OF  
756,000 PEOPLE WORLDWIDE.

STUDENTS HAVE BEEN REACHED 
THROUGH THE JUNIOR ACHIEVEMENT 
PARTNERSHIP IN 11 COUNTRIES

ENTREPRENEURS WILL BE AWARDED  
A ONE-YEAR FELLOWSHIP

ENVIRONMENTAL RISKS  
WITH CARE, PROTECTING VULNERABLE POPULATIONS

Since 2011, AXA has supported the NGO CARE in helping vulner-
able populations manage environmental risks. Our partnership 
has been renewed for three more years, to pursue existing initia-
tives and expand the program into new countries: in Thailand, to 
improve water management systems in rice fields and farming 
areas in the north; in Central America (El Salvador, Guatemala, 
Honduras, Nicaragua), to implement risk management systems 
to improve food security in local communities; in India, to adapt 
the agricultural practices of vulnerable populations, so they can 
better face the impacts of climate change.

TEACHING STUDENTS,  
WITH JUNIOR  
ACHIEVEMENT

AXA and Junior Achievement 
have launched a worldwide finan-
cial risk education program for 
young people. Through different 
hands-on activities facilitated by 
AXA Group volunteers, they learn 
how to budget, plan and save as 
well as to anticipate the financial 
consequences of risks they will 
face during their lives.

e2.3

6,000 4
ENCOURAGING ENTREPRENEURS,  
WITH IMPACT HUB

AXA, Swiss Re Foundation and Impact Hub are looking  
for entrepreneurial solutions to better respond to demo-
graphic aging.
Impact Hub Fellowship is a one-year incubation program 
designed to attract, select and support early stage social 
entrepreneurs offering innovative solutions to address the 
challenges of the increase in human life expectancy. 

SOCIOECONOMIC  
RISKS

LIFE RISKS
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- 7%
CO2 emissions  

from commuting

- 3%
Water consumption  

per person  

- 13%
Office paper 
consumption  
per person  

AXA HEARTS IN ACTION: THE BACKBONE  
OF AXA’S SERVICE TO THE COMMUNITY   

Since 1991, through AXA Hearts in Action, AXA Group employees 
have volunteered with nonprofit organizations year-round to reach 
out to people suffering from social exclusion and help protect 
the environment.
In Turkey, for example, volunteers taught earthquake safety behav-
ior in primary schools; in Portugal, AXA teams repainted a home 
for children in difficulty; and in Belgium, at the Special Olympics 
National Games, volunteers introduced athletes with intellectual 
disabilities to waste sorting and the importance of recycling.

Continuous improvement in environmental impact: 2013 results 

EMPLOYEES PARTICIPATED IN 
INITIATIVES ORGANIZED BY AXA 
HEARTS IN ACTION IN 2013

32,156

RESPONSIBLE INVESTMENT: A STRONG COMMITMENT FROM AXA

By signing the UN’s Principles for Responsible 
Investment in 2012, the AXA Group gave official 
form to a strong commitment, which is to incor-
porate environmental, social and governance 
(ESG) criteria into its strategy and its investment  
processes. AXA also launched several specific 

initiatives. For example, the AXA Impact Fund al-
located capital to projects with a strong social 
component while offering an attractive yield on  
investment; the Clean Energy Fund aims to fi-
nance projects in the renewable energy sector. 

MILLION PEOPLE HAVE BEEN COVERED 
UNDER MICROINSURANCE SINCE 2009, 
MAINLY IN INDIA

1.7
MICROINSURANCE: AN ALTERNATIVE TO TRADITIONAL 
SYSTEMS

Microinsurance is designed to protect vulnerable populations, gen-
erally unable to access coverage through traditional insurance sys-
tems. Those who are likely to benefit from these products mainly 
live in emerging economies in Africa, Latin America and Asia. AXA’s 
microinsurance activity is especially strong in India; projects are be-
ing developed in Morocco and the Philippines. Microinsurance also 
exists in developed countries, where it is most often used to help 
the unemployed earn a living again. 
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Today's research is the foundation 
for tomorrow's protection. With 
that in mind, the Group set up the 
AXA Research Fund in 2007 to sup-
port and share knowledge about 
environmental, socioeconomic 
and life risks. In its fi rst six years, 
the Fund provided €99 million of 
fi nancial support to research proj-
ects, based on a strict academic 
selection process. At the end 
of that period, AXA renewed its 
commitment for six more years, 
with an additional endowment of 
€100 million.

30
participating countries

49
different nationalities 
among researchers

e114
million committed since 
2007

410
research projects 
supported

Head of publication: Communication and Corporate Responsibility Department. 
Photo credits: Bruno Levy, X. – Illustrations: Getty. – Design and production

AXA Research Fund: through research, protection



www.axa.com


