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A Snapshot of Insurance Market Y2019

Thailand is 2" Largest Market in AEC

S

argest in Asia
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2nd
largest in AEC

Source:httpsiy//www.oic.or.th/th/industry/statistic/data/43/2

Insurance Premium growth
is driven by macroeconomics
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TQM's 2019 success
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TQM's 2019 success

TQM is a market leader in
Insurance Social Platform

< ©TQM InsuranceBr.. & v
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® TQM Insurance Broker & (1] \/
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v The first and only company in
Insurance industry with LINE
customer connect

(Chat & Call)

v More than 600,000 customer
interaction via TQM's LINE BC

v’ 84% successful transactions
via TQM Chatbot



TQM's 2019 success
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ﬂw.,@. 2020 success

< TQM Insurance Broker & v
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TQM'’s Ultimate Vision

e aspire to help
Thai people
access to Insurance
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TQM is a broker
business who

does not suffer
from crises

Thal General Insurance Association

@ amnauUs:numansinsg

Thailand Key Economic Indicator

Avian Influenza
& Oil Price Increase

Coup
Detat

T&QM

Slow Down of Private Expenditure & Increased Private Debts
)

First Car Buyers '

Government Scheme |

1 '

Thailand 1

Mega Flood 1
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Hamburger Crisis
(Subprime)

Slow Down of Worl
Economy and Airpo
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2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018f
W Direct premium (Million Baht) 62,627 | 71,160 | 79,289 | s8.45a | 95287 | 100,888 | 106,230 | 110,028 | 125,075 | 138,387 | 179,506 | 203,120 | 205,268 | 209,244 | 215,728 | 218,434 | 227,171
~~ Direct premium Growth rate (36) 13.6 13.6 11.4 116 7.7 59 53 3.6 13.7 10.6 298 13.1 1.1 1.9 3.1 13 4.0
~&—GDP (%) 6.1 7.2 63 4.2 5.0 54 1.7 0.7 75 0.8 7.2 27 0.9 29 33 39 4.5
12,000 12,795 MB
10,000 MB /
10,000
9,400 MIB
8,000
6,000
4,000
2,000
300 MB
5 MB 20 MB
o
1966 1997 2004 2016 2017
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« Insurance premium

premium

Cost Cost

» Service cost
* Marketing and administrative
cost

« Service expenses
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2020 Vision
4

Number 1
Digital Insurance
Broker in Region



Goal
Vv

50,000 MB
On Insurance Premium
Y2026
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CORPORATION PUBLIC COMPANY LIMITED Tar
50,000 B on
» Insuranc IPremiu
Y2026
-
! 02 | Grow sales 03 | Enhance 04 | Grow
01 | Strengthen insurance : : 05 | Expand
existing channels through ecosystem inorganic through Regional
J cross-selling y M&A J

through strategic
partnership

Digital Strategy

Number 1 Digital Insurance Broker in Regional
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Digital
Customer

Digital

Digital
Channel

Experience

Digital Strategy

Number 1
Digital Insurance
Broker in Regional
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Digital
Ecosystem

Digital
Solution

Digital
Culture
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.
Digital customer o B

The best innovative
insurance products
for every lifestyle

TQM

CORPORATION PUBLIC COMPANY LIMITED
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Digital channel

The best ommchanned
experience for digital
customers
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2020 Vision

—

Digital experience

The best analytics tool
to know the
customers best
through Big Data

recommendation

Product Add-on
(Cross-selling)
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TQM-Digital Strategy
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Digital ecosystem

The best partnership
to reach customers
better and enhance
Insurance ecosystem

Compani

nsvinwJs:nuns
Bangkok Insurance

v LMG
| Al Al - Insurance

@ (§) nsoinwus:NLG3a

Allianz @)
AYUDHYA

TS\)[UEJ’]U’IaﬂS\)II‘IUJ

Customer
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Businesses

Selling
Channel

Affiliates - ' I
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TQM Digital Stra .

Digital solution i

The best technology to | _~_ .
deliver the best ne
product and service

\'
Usage-based Mc

Home Insurance estimation

E-Claim process for health and
motor insurance

D Il!
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2020 Vision "

Digital people
The best culture
ready for the future
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e Revenue +258.8 MB (10.2%)
 Net Profit +103.0 MB (25.5%)
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Operating Results: Y2019

Revenue Brokerage Income

Other! A -
Life insurance

Service THB i

2,784 1,642
Million Million

Brokerage

Non-life insurance®

Not

(1) Other revenues include interest income and others

(2) The maximum commission rate of life insurance determined by regulation is 40%

(3) The maximum commission rate of non-life insurance determined by regulation is 18%




Operating Results:

Revenue by type

+31Mb +4% YoY

Revenue by segment

+259Mb +10% YoY +259Mb +10% YoY

2018-Q4 2019-Q3 2019-Q4

B Commission Revenue Service Revenue Other Revenue

Q3/19 VS Q4/19 (QoQ) and Q4/18 VS Q4/19 (YoY): Total incomes increased by 48 MB or 7%

12M/18 VS 12M/19: Total incomes increased by 259
QoQ and by THB 31 MB or 4% YoY from the grown premiums of life & non-life

MB or 10% from the grown premiums of non-life and
life insurances and greater number of sales, channels

12M/18 VS 12M/19: Total incomes increased by 259 MB or 10% from the grown premiums of and consumers’ confidence.

non-life and life insurances and greater number of sales, channels and consumers’ confidence.




TQM | Quarterly Total Revenue

12M
672

+10.2%

614

+10.7%

550
w‘

Q1 Q2 Q3 Q4
TQM | Quarterly Net Profit
2019 107

2018 wabginty el ils il

(THB million)




Operating Results: Y2019

Service Cost

+127Mb +9.8% YoY

2018-Q4 2019-Q3 2019-Q4 Y 2018 Y 2019

Q3/19 VS Q4/19 (QoQ) and Q4/18 VS Q4/19 (YoY): Service cost increased by
27 MB or 8% QoQ and decreased by 2 MB or 1% YoY due to the increase in
salespersons and grown premiums of non-life and life.

12M/18 VS 12M/19: Service cost increased by 127 MB or 9.8% in line with an

increase in operating incomes as well as the increase in 200-300 salespersons
during Q1/19.

Gross Profit

+21Mb +6% YoY

+84Mb +7% YoY

1,214

2018-Q4 2019-Q3 2019-Q4 Y 2018 Y 2019

Q3/19 VS Q4/19 (QoQ) and Q4/18 VS Q4/19 (YoY): Gross profit increased
by 19 MB or 6% QoQ and increased by 21 MB or 6% YoY due to the expansion
in sales channels and the increase in salespersons and investment returns.

12M/18 VS 12M/19: Gross profit increased by 84 MB or 7% due to the
expansion in sales channels and the increase in salespersons, investment
returns and greater number of insurance policies.




Operating Results: Y2019

Administrative Expenses

+3Mb +2% YoY

+10Mb +1% YoY

181

2018-Q4 2019-Q3 2019-Q4 Y 2018 Y 2019

Q3/19 VS Q4/19 (QoQ) and Q4/18 VS Q4/19 (YoY): Admin expenses decreased
by 9 MB or 5% QoQ and increased by 3 MB or 2% YoY due to the increase in employee
benefits to be reserved from 300 to 400 days. Regardless the employee benefits, the cost
is effectively controlled, and going downwards.

12M/18 VS 12M/19: Admin expenses increased by 10 MB or 1% due to increase in
employee benefits to be reserved from 300 to 400 days. Regardless the employee
benefits, the cost is effectively controlled, and going downwards.

Net Profit

+103Mb +25% YoY

+23Mb +18% YoY

2018-Q4 2019-Q3 2019-Q4 Y 2018 Y 2019

Q3/19 VS Q4/19 (QoQ) and Q4/18 VS Q4/19 (YoY): Net profit increased by
24 MB or 19% QoQ and increased by 23 MB or 18% YoY due to the expansion
in sales channels and the increase in salespersons and investment returns.

12M/18 VS 12M/19: Net profit increased by 103 MB or 25% due to the
expansion in sales channels and the increase in salespersons, investment
returns and greater number of insurance policies.




Operating Results: Y2019

Key Financial Ratios

Net Profit Margin EBITDA Margin

18.2% 23.9%
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