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OVERVIEW

We are a leading life insurance organisation in the Asia Pacific region that traces its roots in the
region back more than 90 years. We provide individuals and businesses with products and services
for their evolving insurance, protection, savings, investment and retirement needs in 15 geographical
markets in the region: Hong Kong, Korea, Thailand, Singapore, China, Malaysia, the Philippines,
Australia, Indonesia, Vietham, Taiwan, New Zealand, India, Macau and Brunei. We had TWPI of
US$11,632 million in FY 2009 and US$6,022 million in 1H 2010. Our new business as measured by
ANP in FY 2009 and 1H 2010 was US$1,878 million and US$887 million, respectively. The value of
new business was US$545 million in FY 2009 and US$303 million in 1H 2010. As of 31 May 2010, we
had total assets of US$95,738 million, total equity attributable to shareholders of AIA Group Limited of
US$16,547 million and an embedded value of US$21,978 million.

We believe that we have a scale and scope in the Asia Pacific region that our competitors may
find difficult to replicate, particularly in more developed markets. As of 31 May 2010, we had
approximately 24,500 employees serving the holders of our more than 23 million in-force policies and
more than 10 million participating members of our clients for group life, medical, credit life coverage
and pension products.

We derive substantially all of our TWPI from our 15 geographical markets across the Asia Pacific
region. Our individual local operating units are significant businesses in their own right, with Hong
Kong, Singapore and Thailand each contributing more than US$300 million of operating profit in FY
2009. At the same time, no more than 25% of our TWPI came from any one geographical market in
FY 2008 or FY 2009.

Our extensive book of in-force business has created a stable operating profit base, with high
renewal premiums — for example, 84.1% of our TWPI consisted of renewal premium in FY 2009. In
FY 2009, we had an operating profit of US$1,781 million and an operating margin of 15.3%. For the
six months ended 31 May 2010, we had an operating profit of US$1,134 million and an operating
margin of 18.8%. As of 31 May 2010, we had capital in excess of our requirements under relevant
Hong Kong insurance regulatory guidance and we were in compliance with relevant capital adequacy
requirements in each of our geographical markets.

We were a market leader in the Asia Pacific region based on life insurance premiums in 2009 and
held number one positions in 6 of our 15 geographical markets, based on data classified and
published by relevant regulatory and industry sources. We were also the largest foreign life insurer in
China in terms of life insurance premiums during the same period. Due to our historic roots in the Asia
Pacific region, we have built a network consisting almost entirely of wholly-owned businesses
operating as branches or subsidiaries, in contrast with most other multi-national insurance companies
that typically operate through joint ventures and partnerships with local companies. In addition, we
believe that we possess a strong brand name and brand awareness in the markets we serve and that
we have earned a reputation as an industry leader in quality and service excellence.

Our tied agency force consisted of more than 309,000 agents as of 31 May 2010 and spans the
Asia Pacific region from developed urban centres to rural areas. Our tied agency force made up more
than 25% of the total agents in the Hong Kong and Singapore insurance markets in 2009, as well as
more than 20% of the total ordinary life agents in the Philippine insurance market and more than 15%
of the total agents in the Thai insurance market in 2008, the respective periods of the latest available
published market data.

In addition to building our tied agency force, we continue to develop our other distribution
channels, particularly bancassurance and direct marketing, to create a multi-channel distribution
platform tailored to the unique characteristics of our geographical markets. Our focus on creating a
multi-channel distribution platform has significantly increased our exposure to our 15 geographical
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markets. For example, our more than 120 bancassurance relationships provide us with potential
access to over 13,000 of our partners’ bank branches.

We believe that our long track record in the Asia Pacific region has provided us with significant
experience and know-how that enables us to provide insurance products and services across all
classes of consumers, from the mass market to high net worth individuals in diverse geographical
markets.

OUR COMPETITIVE STRENGTHS

The Asia Pacific life insurance market is one of the largest in the world and is supported by high
historical GDP growth (GDP grew at a CAGR of 14.7% between 2004 and 2009) and high historical
life insurance premium growth (life insurance premiums grew at a CAGR of 13.5% between 2004 and
2009). Many markets in the Asia Pacific region have experienced continued low penetration and
density rates and remain underpenetrated by insurers. At the same time, many markets have a high
household savings rate and favourable demographic trends, such as urbanisation and a growing
commercially attractive population, are providing further opportunities for insurers in areas such as
A&H, retirement and pension products.

We believe that the Asia Pacific life insurance market is and will continue to be a growing and
attractive market. As a leading life insurer in the Asia Pacific region with a deep knowledge of the
region, many market leading positions, significant scale, leading brand recognition, extensive
distribution and product marketing expertise and financial strength, we believe that we are well
positioned to take advantage of this market’s potential future growth.

Our competitive strengths include:
Deep and historic roots in the Asia Pacific region

We trace our roots in the Asia Pacific region back more than 90 years. We were among the first
insurers to establish operations in many of our Key Geographical Markets and in certain cases played
a role in the development of the life insurance industry in these markets. In Hong Kong, Singapore
and Thailand, we have sold life insurance products to our customers since the 1930’s. We were also
the first licensed foreign life insurer to establish operations in the PRC. Our early entry into many of
our geographical markets has given us a historic advantage in establishing a network consisting
almost entirely of wholly-owned businesses in a region in which most other multi-national insurance
companies typically operate through joint ventures and partnerships with local companies. We believe
that this allows us to exert control over our operations and strategy as well as minimise value leakage
to third parties.

We believe that our long history of serving customers in the Asia Pacific region gives us an
in-depth understanding of our geographical markets as they have evolved and has enabled us to
leverage lessons learned decades ago in certain markets to grow our business across other markets.
In addition, the experience that we have gained and proprietary data that we have gathered have
helped us develop products that we believe remain profitable in many economic and market
scenarios.

Through the years we have served successive generations of customers and offered them
financial security through various crises in the Asia Pacific region. The AIA Group’s reputation in the
Asia Pacific region has helped us build long-term relationships with many of our customers and our
tied agents. In some cases, our tied agents have worked with us for most of their careers and have
passed their business relationships down to the next generation.
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Market leading brand across the Asia Pacific region

For generations we have been building goodwill in our business as we offered customers
financial security through various economic, social and political changes in the Asia Pacific region.
Currently, the AIA Group has high brand recognition across the Asia Pacific region: a number one
position in terms of brand awareness among major life insurance companies in Hong Kong, Malaysia,
Singapore and Thailand and a number three position in China, according to consumer surveys
conducted by Synovate Limited, an independent global market research company.

In 2009, we launched a high profile “We are ASIA” branding initiative across the region to
communicate our renewed identity and to solidify a consistent branding across our local operating
units, including some units that had previously also used the AIG brand. We followed this campaign
with a customer-focused campaign “The Power of We” in 2010 where we highlighted our continued
focus on meeting the needs of each of our customers. Today, all of our local operating units are
consolidated under our core AlA brand and logo except for Philamlife and AlA India.

The strength and resiliency of the AIA brand through the AIG Events and recent financial market
turmoil has been underscored by a number of recent branding awards. In Media Magazine’s “Top
1000 Asia Pacific Brands 2010” report sponsored by the Wall Street Journal (Asia), AIA was named
the leading brand in the insurance category, based on a survey of consumers in markets across the
region. We also received the Gold Trust Award for Asia in the “Reader’s Digest Trusted Brand Awards
2010” which surveyed consumers throughout the Asia Pacific region on such qualitative criteria as
trustworthiness and credibility, quality, value, understanding of customer needs, innovation and social
responsibility. In Hong Kong, we are also the only insurance company to have received the Economic
Digest’s “Outstanding Brand Award” in recognition of the success of our strategic brand building
every year since the inception of the award in 2008.

A broad footprint and market leadership in the Asia Pacific region

We have a broad geographic footprint in the Asia Pacific region, with a business network
stretching across 15 geographical markets. Upon completion of the Global Offering, we will be the
only publicly-listed life insurance group that is based in, established throughout and exclusively
focused on the Asia Pacific region. As of 31 May 2010, we had more than 309,000 agents and
approximately 24,500 employees serving the holders of our more than 23 million in-force policies and
more than 10 million participating members of our clients for group life, medical, credit life coverage
and pension products.
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We were a market leader in the Asia Pacific region based on life insurance premiums in 2009 and

held number one market positions in 6 of our 15 geographical markets. We believe that our leadership
positions in the region are evidence of our ability to successfully implement our customer-centric
business model across varied geographical markets that are at different stages of development. We
were also the largest foreign life insurer in China in terms of life insurance premiums in 2009. The
following table shows our market position and market share in each of our geographical markets in
2009 unless otherwise indicated:

Market Market Position* Market Share (%)*
Our Key Geographical Markets

Hong Kong() . 1 15.9
SINGaPOrE@ L 1 24.9
Thailand® . . .. 1 35.6
Korea (Domestic and Foreign)@ ... ... ... i 12 3.1
Korea (Foreign Life Insurers)® .. ... .. i 4 14.5
China (Domestic and Foreign)® . .. ... ... i 8 1.0
China (Foreign Life Insurers)® .. ... ... .. . 1 18.9
Malaysia® . . . ... 3 12.6
Our Other Geographical Markets

The Philippinesl) ... . e e 1 25.3
Australia® . .. 6 8.5
INdoNESIa® . ... e, 3 9.4
Taiwan(I 0 e 25 0.3
Vietnam) L 4 6.7
New Zealand(12) .. . e 7 5.2
MacaUId) L 1 421
Bruneild) L s 1 70
INdials) e 9 1.2
*  For information regarding our market position and market share in our individual geographical markets, see “— Our

Primary Operating Units” in this section.

Based on direct in-force individual and group business premiums, as classified and published by the OCI. Data excludes
retirement scheme-related group business classes G and H as classified by the OCI.

Based on total weighted premium income, published by the Monetary Authority of Singapore.
Based on total weighted premiums, as classified and published by the Thai Life Assurance Association.

Based on total premium income, as classified and published by the Korea Life Insurance Association, for the 12 months
ended 31 March 2010.

Based on total premiums, as classified and published by the CIRC.
Based on total in-force annual premiums, as classified and published by the Life Insurance Association of Malaysia.

Based on total premium income, as classified and published by the Philippine Insurance Commission, and includes
BPI-Philam.

Based on total risk premiums, as classified and published by Plan for Life, Actuaries and Researchers, Australia.

Based on total weighted premiums, as classified and published by the Indonesian Life Insurance Association.

(10) Based on total premiums, as classified and published by the Taiwan Insurance Institute.

(11) Based on total premiums, as classified and published by the Association of Vietnamese Insurers.

(12) Based on total premiums, as classified and published by the Investment Saving and Insurance Association, New Zealand,

for the 12 months ended 30 June 2010.

(13) Based on gross premiums, as classified and published by the Monetary Authority of Macau.

(14) Based on estimated share of the conventional life insurance market, as classified and published by Axco Insurance

Information Services, in 2008.

(15) Based on total premiums, as classified and published by the Life Insurance Council, India, for the twelve months ended 31

March 2009.
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An extensive tied agency network and an expanding multi-channel distribution platform

We have a large, long-standing tied agency force of more than 309,000 agents as of 31 May 2010
that is the cornerstone of our multi-channel distribution platform and product offering. In 1H 2010, our
agency distribution channel contributed 69.3% of our ANP and 72.2% of our value of new business.
For many decades, our agents have provided us with significant reach and face-to-face customer
targeting and servicing capabilities, enabling us to build and maintain long-term relationships with our
customers. Our tied agency force spans the Asia Pacific region from developed urban centres to rural
areas. We believe that this established infrastructure and the scale of our agency force would be
difficult for our competitors to replicate.

Our agency force made up more than 25% of the total agents in the Hong Kong and Singapore
insurance markets in 2009, as well as more than 20% of the total ordinary life agents in the Philippine
insurance market and more than 15% of the total agents in the Thai insurance market in 2008, the
respective periods of the latest available published market data. Moreover, as of 1 August 2010, more
than 1,300 of our tied agents were registered members of the Million Dollar Round Table, a global
professional trade association of life insurance and financial services professionals that recognises
significant sales achievements for insurance agents and financial advisers while working to develop
professional and ethical sales practices. Our Million Dollar Round Table members are among the most
productive tied agents in the AIA Group’s agency force. We have a loyal agency force. In our Key
Geographical Markets, approximately 42% of our agency leaders and approximately 16% of our total
tied agency force, which includes our agency leaders, have been AIA agents for more than 10 years
as of 31 May 2010. For additional information on our agency distribution channel, see “— Distribution
— Agency” in this section.

In many of our geographical markets, we have built and continue to develop other distribution
channels to increase market penetration, broaden access to potential customers and meet the
evolving preferences of our current customers. For example, as of 31 May 2010, we have established
more than 120 bank relationships, which provide us with potential access to over 13,000 of our
partners’ bank branches. We have also developed our direct marketing and IFA distribution channels
across the region by drawing on well-established models in some of our key markets to capitalise on
emerging direct marketing and IFA opportunities. For additional information on our bancassurance,
direct marketing and IFA/Brokerage channels, see “—Distribution” in this section.

A diversified suite of products and innovative product capabilities

We have a broad and diversified suite of products that ranges from traditional to investment-
oriented products and is designed to meet our customers’ needs at different stages of their lives. We
believe that our diversified product suite positions us well to capture shifting customer demand and
cater our products to the varying stages of development of the life insurance industries in our
geographical markets. We believe that our long track record in the region has provided us with
significant experience and know-how that enables us to provide insurance products and services
across all classes of consumers, from the mass market to high net worth individuals in diverse
geographical markets. In addition, we believe the experience we have gained and proprietary data we
have gathered have helped us develop products that are suitable for different economic and market
scenarios.

We strive to identify and react quickly to market trends and be the market leader with
differentiated products that target strong business opportunities. Our tied agents are trained to sell all
of our product lines and this enables them to respond quickly to shifting market conditions and meet
changing consumer demand. We believe that our product portfolio management capabilities help us
meet evolving customer needs and bolsters our position as a customer-centric organisation. For
example, we continue to focus on developing A&H products, which are key drivers of our profitability.
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We believe that we are a market leader in terms of product development and that our strong
product capabilities are based on a number of factors, including:

® a centralised regional infrastructure supported by local business know-how;

e disciplined underwriting standards and extensive experience data accumulated over a long
history in the Asia Pacific region;

® a rigorous product development process to ensure that product features meet risk controls
and are focused on long-term profitability; and

® an ability to enhance profitability via product mix optimisation and packaging.

Stable profitability and financial strength derived from a diversified base of geographical
markets and products and economies of scale

We have a track record of stable and profitable growth, which we consider to be evidence of the
success of our business model and market leadership. Our extensive book of in-force business has
created a stable profit base, with high renewal premiums - for example 84.1% of our TWPI in FY 2009
consisted of renewal premiums. In FY 2009, we had an operating profit of US$1,781 million and an
operating margin of 15.3%. For the six months ended 31 May 2010, we had an operating profit of
US$1,134 million and an operating margin of 18.8%.

We derive our income from a diverse range of sources across our geographical markets, which
we believe puts us in a strong position to maintain our financial strength and profitability, as we are
not reliant on a single business line or geographical market. Three of our Key Markets, Hong Kong,
Singapore and Thailand, each generated more than US$300 million of operating profit in FY 2009,
while Malaysia, China, Korea and our Other Markets generated US$138 million, US$89 million,
US$81 million and US$189 million, respectively, of operating profit in FY 2009. At the same time, no
more than 25% of our TWPI came from any one geographical market in FY 2008, FY 2009 or 1H
2010, demonstrating the diversification of our geographical presence.

We believe the scale and efficiencies of our operations at the regional level, and in many of our
geographical markets, give us a competitive advantage in pricing our products and investing in
strategic initiatives, such as infrastructure and information technology. In particular, our scale has
permitted us to manage our cost base more effectively. In 1H 2010, our group-wide operating
expense ratio (relative to TWPI) was 8.7%, which we believe is lower than the expense ratios of most
of our peers. We also believe that there are opportunities for greater efficiencies as we grow, as
demonstrated by the fact that our largest operating units also have the lowest operating ratios. For
example, AIA Hong Kong and AIA Thailand had an operating cost ratio in 1H 2010 of 6.2% and 5.8%,
respectively.

In addition, we have a strong solvency position. As of 31 May 2010, we had capital significantly in
excess of our requirements under relevant Hong Kong insurance regulatory guidance and we were in
compliance with relevant capital adequacy requirements in each of our geographical markets.

Experienced management driving a comprehensive business growth strategy

We have a deep management team with extensive experience and know-how in the Asia Pacific
life insurance industry as well as new stewardship by a widely-respected insurance industry leader.
Mark Tucker, who recently joined us, served as the Group Chief Executive of Prudential plc from 2005
to 2009, and he spent significant time in Asia building Prudential’s Asian operations. The other
members of his global management team, as well as the local management teams in each of our key
markets, have on average more than 20 years experience in the insurance and financial services
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industries. This combination of experience gained from working both within the AIA Group and for our
competitors gives us a broad perspective on the industry that we believe will help us drive our
business strategies and quickly respond to changes in the Asia Pacific life insurance market.

OUR STRATEGY

Our goal is to be the pre-eminent insurer in the Asia Pacific life insurance market by leveraging
our deep knowledge of the region, many market leading positions, significant scale, extensive
distribution and product marketing expertise and financial strength. We believe our competitive
strengths position us to capture the significant growth potential in the region. Our overall corporate
strategy is to continue to grow our business model and infrastructure to enable us to best meet the
needs of, and challenges of operating in, life insurance markets that range in maturity from the early
growth stage to the developed stage.

We plan to pursue the following strategies:
Continue to grow our tied agency distribution strength

We seek to continue to expand and strengthen our tied agency channel, which is the cornerstone
of our distribution platform and product offering. We are focused on growing the size of our agency
force, particularly in developing and emerging markets such as China, Indonesia and Vietham, and
enhancing agency productivity. Our agency growth strategy strives both to recruit new tied agents
and retain existing productive tied agents. Our strategy to grow the number of new agents
concentrates on geographic and sales office expansion supported by recruitment strategies such as
utilisation of a consistent and systematic recruitment cycle, programmes aimed at recruiting younger
agents and programmes that leverage our strong brand name, and enhanced agency compensation
schemes, including the alignment of manager compensation with new tied agent recruitment.

To enhance agent retention, we are focused on increasing our agent training and support
programmes as well as fostering career development through promotion opportunities and agent
recognition programmes. We believe that our agency retention rate is evidence of the commitment
our agents have to the AIA Group. Our 12-month agent retention rate increased to approximately
58% in FY 2009 from approximately 52% in FY 2008 and has further improved in 1H 2010. In the first
and second quarter of FY 2010, our 12-month agent retention rates were approximately 58% and
60%, respectively. We believe that our successful track record, strong brand recognition and existing
agency relationships will allow us to continue recruiting and retaining a high quality and productive
tied agency force.

We are also focused on agent productivity, particularly in developed markets. Our strategies to
enhance productivity include continuing to foster needs-based selling that anticipates and is
responsive to customer needs with relevant products. We also support our agents with dedicated
training resources, agent activity management, automation to improve efficiency and service levels
and segmented agency management that matches incentive and levels of service to productivity. In
addition, we are focused on developing our agents into Million Dollar Round Table members and
pursuing our goal of building the most professional and profitable agency force in each of our
geographical markets.

Expand and broaden our multi-channel distribution platform

In addition to our tied agency distribution channel, we will continue to develop other distribution
channels to increase penetration in our geographical markets, to broaden our access to potential
customers and to meet the evolving preferences of our current customers. We continue to expand our
bancassurance, direct marketing, IFA and brokerage channels, all of which are targeted to contribute
significantly to our premiums.
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Bancassurance is a key part of our distribution channel diversification strategy and therefore we
have established dedicated AIA Group level and local operating unit level teams to focus on bank
relationships and expansion of this channel. Our bancassurance strategies include providing a wide
range of bancassurance models that can be customised to meet our bank partners’ needs,
implementing bank branch and customer segmentation to provide enhanced services, developing
product offerings tailored to customer segments and enhancing our bancassurance infrastructure to
offer a greater range of services and support. We believe we are an attractive partner for banks and
financial services companies given the wide recognition of the AIA brand, our broad product offering
tailored to the customer segment specific to our partners, our product development capabilities, and
our infrastructure and scale that enable us to offer a greater range of services and support than most
of our competitors. In addition, we believe the strength of our tied agency force is an attractive feature
to bancassurance partners seeking to sell banking services via our extensive tied agency network that
often reaches areas that may be underserved by financial institutions. See “— Distribution —
Bancassurance Channel” in this section.

We seek to enhance our direct marketing channel, including by strengthening our market position
in markets that we believe are well-suited for the channel as well as by employing several direct
marketing sub-channels. For example, we believe AIA Korea is a market leader in the direct marketing
distribution channel in Korea, utilising 14 dedicated call centres and total staff of over 470
telemarketers as of 31 May 2010. AIA Korea utilises a variety of sub-channels within the direct
marketing channel such as hybrid marketing, a distribution channel that relies on a phased sales
approach consisting of telephone marketing followed by face-to-face meetings. In our other
geographical markets, we employ several other direct marketing sub-channels, such as broad media
advertising, database marketing, outbound calling to affinity customers and direct marketing firms. In
addition, we have implemented digital marketing via the internet and mobile phones and are
expanding our presence in newer channels, such as retailassurance. We believe that we can transfer
the skills and experience we have gained in geographical markets like Korea to other geographical
markets.

We are leveraging our direct marketing expertise to significantly enhance our relationships with
bancassurance partners. We seek to develop additional direct marketing centers and expand our
investment in direct marketing in Thailand, Australia, Indonesia, Malaysia, China and India, where we
believe the regulatory and/or consumer environment is receptive to the channel. Moreover, we are
striving to enhance customer service and sales and marketing efficiencies. See “— Distribution —
Direct Marketing Channel” in this section. Moreover, we also seek to expand our IFA/brokerage
distribution channel in our geographical markets, primarily Hong Kong, Singapore and Australia,
where sophisticated customers, particularly HNWIs, often seek independent advice from advisers. We
have established a dedicated team of IFA/brokerage distribution channel specialists at the AIA Group
level to drive a “partnership model” to develop sustainable long-term and productive customer
relationships.

Maximise cross-selling opportunities by leveraging our broad customer base and diverse
product offerings to build our financial services platform

We have built a large customer base that includes the holders of our more than 23 million in-force
policies. We believe that our large and varied customer base offers significant cross-selling
opportunities. We intend to continue capitalising on this opportunity by offering our customers a
broad range of complementary insurance and financial products and services, such as wealth and
asset management and pension products, under our own brands. We are also focused on continuing
to offer a product range that includes riders that can be effectively attached to our other insurance
products.

Group insurance, which is typically marketed to corporations, government entities and
associations, has been a driver of both our product volume and profitability growth. One of our key
strategies in this area is to leverage our access to our approximately 100,000 corporate clients and
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more than 10 million participating members of our clients for group life, medical, credit life coverage
and pension products as of 31 May 2010 to distribute additional individual life insurance and A&H
insurance products that are tailored to improve the coverage provided by their employers. We believe
that we are a leading provider of group insurance in the Asia Pacific region, and we aim to extend the
success we have experienced in certain of our geographical markets, such as Australia and Hong
Kong, to other geographical markets in the Asia Pacific region. We are increasing our agents’ training
on group insurance products to encourage greater sales and drive agency force productivity. We are
also exploring alternative distribution models, and we believe that we are well positioned to leverage
our experience database and benefit from certain of the regulatory reforms discussed in the section
headed “Industry Overview” in this prospectus.

We believe that there are significant growth opportunities from increased cross-selling. We have
a range of product penetration rates across our geographical markets. As of 31 May 2010, the AIA
Group average number of in-force policies, excluding riders, per in-force customer in our
geographical markets (excluding those from our operations in the geographical market of Australia,
given the predominance of group business in this geographical market) was approximately 1.61. In
general, this ratio is higher in our developed markets (2.33 and 2.11, respectively, in our Key Markets
of Singapore and Hong Kong) than in our emerging markets (1.00 and 1.18, respectively, in India and
Vietnam). We believe that the lower ratios in our emerging markets present a significant opportunity
for growth through cross-selling, particularly if our emerging markets mature.

We believe we are well-positioned to capitalise on new growth opportunities in non-insurance
related financial services with our well-recognised brand name, product development capabilities,
large agency force with long-term customer relationships and expanding multi-channel distribution
network and business infrastructure.

Increase the proportion of high margin products

We are focused on maximising the profitability of our new business. We intend to maintain our
focus on agency distribution as our core distribution channel to shift our product sales to higher
margin insurance products. Our tied agents are trained to sell all of our product lines and this enables
them to respond quickly to shifting market conditions and meet changing consumer demand with an
appropriate product. We believe that our broad product offering combined with a strong tied agency
force trained to sell all of our product lines provide us with a strong distribution platform to pursue our
strategy of increasing the proportion of high margin insurance products that we sell. To support this
strategy we are also focused on proactively optimising our product mix to adapt to market conditions,
continuing to drive the attachment of riders to our other insurance products, replacing less profitable
products with higher margin products and targeting affluent customers and HNWiIs.

We also aim to take advantage of opportunities presented by different product lines and
geographical markets. The market for A&H products is expected to grow as healthcare costs are
shifted from governments to citizens in certain markets. A&H products are key drivers of our
profitability due to our extensive claims database, continuous experience tracking, proactive remedial
actions and economies of scale in operations. We are focused on strengthening our A&H insurance
product offering, including our offering of A&H riders. For example, as of 31 May 2010, excluding the
Philippines and India and new riders sold on in-force policies, 73% of our regular premium traditional
life insurance products and investment-linked and universal life insurance products distributed by our
tied agency force are sold with one or more riders. We are also focused on creating a centralised A&H
insurance product strategy with execution at our local operating units and expanding our distribution
channels for A&H insurance products. In 2009, we had a number one market share in A&H insurance
in Hong Kong (83%), Singapore (27%), Malaysia (17%) and Thailand (73%), based on data classified
and published by relevant industry sources, and we intend to continue our focus on A&H products. In
addition to focusing on maximising the profitability of our product lines such as A&H insurance
products, we believe that many of our geographical markets present opportunities for the AIA Group
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to grow in the future. For example, we believe there are significant market opportunities in Malaysia
and Indonesia to meet Takaful/Sharia market needs.

Maximise opportunities in China and India

AlA China currently operates in two provinces (Guangdong and Jiangsu) and three cities
(Shanghai, Beijing and Shenzhen), representing a population of more than 219 million people. The
markets accessible to AIA China represent approximately one-third of China’s GDP and combined life
insurance product and A&H insurance product premiums in 2009. We believe that China’s economic
and demographic characteristics coupled with its low penetration rate (2.3% in 2009) and density rate
(approximately US$81 in 2009) suggest a significant growth opportunity for AIA China. We believe
that we can increase our market share in China by increasing the geographical reach of AIA China,
including by expanding to second- and third-tier Chinese cities, and focusing on China’s affluent and
HNWI customer segments. In addition, we are refreshing our agency recruitment strategy by focusing
on agency management fundamentals. We believe that we are well-placed to maximise the new agent
recruitment opportunities presented by our existing infrastructure to attract more tied agents, increase
agent productivity and increase agency retention rates. In addition, we intend to enhance our
bancassurance and direct marketing channels as well as diversify our product offering to include
higher margin products.

We believe that our joint venture in India is another valuable opportunity for us. We have a strong
joint venture partner, Tata, and significant operations in India, with approximately 148,100 agents as
of 31 May 2010 and over 430 sales offices across 270 cities and towns in India as of 31 March 2010.
In order to fully capitalise on the opportunities in India, we plan to expand our agency force and
increase agent productivity. In addition, we will continue to leverage our successful bancassurance
relationship with United Bank of India and pursue additional bancassurance partners to increase sales
through bank branches. In order to capture changing market needs resulting from an evolving life
insurance industry landscape and the introduction of new regulations, we also seek to diversify our
product offering in India.

Drive operational efficiencies to further streamline our business and reduce costs

We are committed to improving profitability by reducing our operating expenses and continuing
to enhance the efficiency of our operations. To this end, we are implementing a large number of
strategic initiatives that are designed to reduce expenses across the region and to realise scale
benefits, including further enhancement of shared-services centres, system and process
standardisation that is tailored to our local operating units and local operating conditions, strategic
outsourcing of non-core operations, empowerment of local operating units and rationalisation of
operations. Employing technology also allows us to more effectively target and serve our customers
while reducing the time-to-market of differentiated product and service strategies. We believe the
simplification of our corporate structure and the consolidation of our operations throughout the Asia
Pacific region will allow us to further invest and to grow our business.

Be an employer of choice

Our human resources strategy is to be an “employer of choice”. To achieve this goal, we utilise
five key strategies: foster a performance-based culture with innovative compensation practices;
manage our talent and develop leaders through assessment of performance as well as through the
implementation of employee resourcing and development initiatives that focus on tangible business
outcomes; engineer a cohesive and engaged workforce through thematic programmes emphasising
the “We” culture; enhance organisational capabilities and skills for mission-critical functions; and
improve our organisational integration through standardised human resource and management
reporting processes that relieve managers and human resources personnel from day-to-day
administration and permit them to focus on developing human capital.
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OUR PRODUCTS

To serve the evolving needs of our customers, we have developed and continue to expand a
broad, diversified product suite that is designed to respond to our customer’s needs at each stage of
their lives. We typically develop and launch numerous new products across our multi-channel
distribution platform annually.

We believe that our long history in the Asia Pacific region, broad product suite and product
development know-how allow us to:

® respond swiftly and cater our products to changing customer preferences;
® adapt quickly to changing market environments; and
® capture opportunities in different markets and economic cycles.

Product Strategy and Development

The mission statement of our product strategy and development group is: “To proactively provide
tailor-made solutions and expert knowledge-based support to our businesses in the development and
marketing of innovative and relevant products that add real value for customers.” A key element of
our product development strategy is to provide relevant product solutions that meet our clients’
evolving insurance, protection, savings, investment and retirement needs. In addition, we vary our
product offerings by geographical market in order to respond to varying stages of economic and
regulatory development and specific market trends.

Our group office in Hong Kong oversees a product development group consisting of three
distinct teams: business intelligence, customer value management and product management. We are
increasingly utilising sophisticated consumer research and analysis tools to identify trends and fill new
product niches.

We believe that our long track record and extensive experience give us a competitive advantage
when we price our products in many of our geographical markets. In particular, we have an extensive
proprietary information database accumulated over our long history in the Asia Pacific region. In
addition, we test our products to ensure that product features meet risk controls. The pricing of all
products is overseen by our actuarial group which applies specific criteria so that all new products are
vetted for profitability, capital efficiency and sustainability (i.e., that they are suitable for different
economic and market scenarios). Existing products are also reviewed annually to ensure that they
continue to meet our profitability, capital efficiency and sustainability requirements.

One of the goals of our product development process is to be a market leader with innovative
and profitable products as demonstrated by the following products:

® In October 2008, we believe we were the first insurance company in Thailand to test a
guaranteed issue whole life insurance product through direct marketing and were able to tap
a market segment not covered by tied agency distribution. Encouraging test results led us to
launch an enhanced guaranteed issue whole life insurance product in 1H 2010;

® In May 2009, we believe we were the first insurance company in the Philippines to
successfully launch an investment-linked product with a high watermark feature on the net
asset value of the underlying fund;

® In July 2009, we believe we were one of the first insurers in Hong Kong to launch an
innovative product that embedded critical illness benefits into a limited pay participating
whole life plan. We determined that customers were demanding even more protection
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elements as part of their overall financial planning needs due to the global economic
downturn and therefore decided to integrate our critical illness benefits into our existing

successful regular whole-life plan; and

® In December 2009, we believe we were the first insurance company in Singapore to offer a
complete critical cover A&H insurance product that allowed customers to make severity-
based multiple claims over the life of their policy with total payouts of up to 200% of the

insured amount.

Our Key Product Lines

TWPI for our key products lines for the periods indicated is set forth in the table below.

Year ended 30 November

Six months ended 31 May

2007 2008 2009 2009 2010
Unaudited
(US$ millions)
TWPI includes:
Traditional life insurance™ . ...................... 6,789 7,073 6,983 3,183 3,502
Investment-linked and universal life insurance ....... 2,763 3,000 2,423 1,114 1,231
Standalone A&H insurance . ...................... 1,304 1,426 1,349 624 743
Individual life insurance (including riders)® . ......... 10,856 11,499 10,755 4,921 5,476
Group®) e 502 704 877 409 546
Total . ... . e 11,358 12,203 11,632 5,330 6,022

Includes TWPI in respect of incidental personal lines and motor insurance of US$23 million in FY 2007, US$29 million in FY

2008, US$27 million in FY 2009, of which US$12 million was in respect of 1H 2009, and US$15 million in 1H 2010.

Includes insured corporate pension schemes.

Excludes unit-deducting riders for which no premiums are received.

Beginning in FY 2009, we measured our new business using ANP, which consists of 100% of
annualised first year premiums and 10% of single premiums, before reinsurance ceded. Prior to FY
2009, we measured our new business using NBP, which consists of first year premiums (without
annualisation) and 10% of single premiums, before reinsurance ceded. NBP and ANP for our key

product lines indicated is set forth in the table below.

New business includes:
Traditional life insurance®®
Investment-linked and universal life insurance®
Standalone A&H insurance®
Riders

Individual life insurance (including riders)®©
Group insurance(®

M

Six months ended

Year ended 30 November 31 May
2007 2008 2009 2009 2009 2010
NBP( NBP(®" NBP( ANP® ANP® ANP®

Unaudited
(US$ millions)
672 698 824 716 267 307
1,287 1,129 456 429 141 261
397 349 261 281 136 116
N/A N/A N/A 163 ﬂ £
2,356 2,176 1,541 1,589 618 757
100 171 300 289 1& @
2,456 2,347 1,841 1,878 E SE

NBP has been presented excluding NBP in respect of PT. Asuransi AIA Indonesia, which we disposed in October 2009. If

we had included new business of PT. Asuransi AIA Indonesia, NBP would have been US$2,484 million in FY 2007,

US$2,377 million in FY 2008 and US$1,852 million in FY 2009.
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(2) ANP has been presented excluding new business in respect of our corporate pension business and personal lines and
motor insurance, as well as new business of PT. Asuransi AlA Indonesia, which we disposed in October 2009.

(3) NBP for traditional life insurance, and investment-linked and universal life insurance in FY 2007, FY 2008 and FY 2009 has
been presented inclusive of their respective riders.

(4) Includes NBP in respect of incidental personal lines and motor insurance for FY 2007, FY 2008 and FY 2009.
(5) NBP and ANP for standalone A&H insurance includes riders.
(6) Excludes unit-deducting riders for which no premium is received.

(7) NBP in FY 2007, FY 2008 and FY 2009 includes new business in respect of our insured corporate pension schemes.
ANP in FY 2009 and 1H 2010 excludes new business in respect of our corporate pension business.

The contributions of the following products to our ANP and value of new business, as well as
their respective new business margins for the periods indicated are set forth below:

Six months ended Six months ended Six months ended
31 May 2009 30 November 2009 31 May 2010
New New New
Business Business Business
Margin® Margin® Margin®

ANP() VONB®@ (%) ANP() VONB® (%) ANP(®) VONB® (%)
(US$ millions, except New Business Margin)

Traditional life insurance® . ......... 267 49 18 449 100 22 307 99 32
Investment-linked and universal life

insurance® . ........... ... ..... 141 11 8 288 31 11 261 35 13
Standalone A&H insurance® ....... 136 46 34 145 71 49 116 68 58
Riders ..., ﬂ @ @ 89 m E E 2 E
Individual life insurance (including

riders)® ... .. 618 206 33 971 320 33 757 295 39
Groupinsurance ................. 1& E ﬁ 134 ﬁ ﬂ @ ﬁ E
Total ........... ... .. ... . ...... m @ ﬁ 1,105 @ E @ ﬂ ﬁ

(1) ANP excludes new business of our corporate pension business and personal lines and motor insurance, as well as new
business of PT. Asuransi AlA Indonesia which we disposed in October 2009.

(2) VONB has been presented before group office expenses, on a local statutory basis, and excludes the contribution of our
corporate pension business as well as PT. Asuransi AlA Indonesia, which we disposed in October 2009. The basis for
determining VONB is different, and may differ in material respects, from the financial reporting basis used in preparing our
audited consolidated financial information set forth in the Accountant’s Report included in Appendix | to this prospectus.

(8) New business margin is calculated as VONB, before group office expenses, on a local statutory basis and excluding the
contribution of our corporate pension business and PT. Asuransi AlA Indonesia, expressed as a percentage of ANP.

(4) ANP, VONB and new business margin for traditional life insurance, and investment-linked and universal life insurance has
been presented exclusive of their respective riders.

(5) ANP, VONB and new business margin for standalone A&H insurance has been presented exclusive of riders.

(6) Excludes unit-deducting riders for which no premium is received.

Traditional life insurance products was our largest line of business and accounted for 34.5% of
ANP in 1H 2009 and 34.6% of ANP in 1H 2010. Value of new business (“VONB”) attributable to
traditional life insurance products has more than doubled from US$49 million in 1H 2009 to US$99
million in 1H 2010, reflecting our efforts at margin enhancement. Our new business margin increased
from 18% in 1H 2009 to 32% in 1H 2010, reflecting our increased focus on value generation.

New business as measured by ANP in respect of investment-linked and universal life insurance
products increased 85.1% from US$141 million in 1H 2009 to US$261 million in 1H 2010. We believe
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that our sales of investment-linked and universal life insurance typically decrease in periods of
protracted or steep declines in equity markets and the increase in new business in respect of these
products reflects the more benign economic outlook in the latter part of FY 2009 and 1H 2010. We
have increased our VONB attributable to investment-linked and universal life insurance products from
US$11 million in 1H 2009 to US$35 million in 1H 2010, with new business margin increasing from 8%
in 1H 2009 to 13% in 1H 2010.

New business as measured by ANP in respect of standalone A&H insurance products, including
riders, was US$116 million in 1TH 2010 compared with US$136 million in 1H 2009. The decrease was
mainly due to lower sales of regular premium products, particularly in Korea, as we re-priced certain
products and focused on enhancing value and margins, rather than volumes. In particular, in Korea,
we temporarily withdrew our long term cancer protection products to new customers in the latter part
of FY 2009 as we redesigned a range of more appropriately priced products. In addition, ANP in
Korea was adversely impacted by changes in regulations governing direct marketing channel in
Korea.

Riders mainly comprise A&H riders attached to our traditional life and investment-linked and
universal life insurance products. ANP in respect of riders remained steady, at US$73 million in 1H
2010 compared with US$74 million in 1H 2009. ANP does not include sales of unit-deducting riders,
for which no premiums are received. Riders have an important role to play in meeting customers’
needs for insurance protection products. The attachment of riders enhances the margins on our
individual life insurance products. The new business margin on our individual life products grew from
33% in 1H 2009 to 39% in 1H 2010.

New business as measured by ANP in respect of our group insurance products were US$130
million in 1H 2010 compared with US$155 million in 1H 2009, while VONB decreased from US$54
million in 1H 2009 to US$46 million in 1H 2010. Our ANP and VONB in 1H 2009 benefited from two
significant corporate accounts acquired by our operations in Australia in 1H 2009. New business
margins have increased from 35% in 1H 2009 to 36% in 1H 2010.

As a result of the foregoing, total VONB generated by us increased by 30.6% from US$261
million in 1H 2009 to US$341 million in 1H 2010, while ANP grew from US$773 million to US$887
million over the same period. As a result, new business margin improved from 34% in 1H 2009 to
38% in 1H 2010.

In addition, our corporate pension business reported new contributions as set forth below:

Six months ended
31 May 2009 30 November 2009 31 May 2010
(in US$ millions)
Corporate pension — new contributions . .................... 430 127 162

We offer corporate pension products to customers in Hong Kong, Thailand and Indonesia as well
as through our joint venture in India. New business in relation to our corporate pension business are
measured in terms of new contributions. New contributions to our corporate pension business,
excluding those in relation to our joint venture in India, were US$430 million and US$162 million in
1H 2009 and 1H 2010, respectively, reflecting the acquisition of the assets of a significant scheme in
FY 2009.

Set forth below is a description of our key product lines. Each of the following key product lines is
offered in each of our Key Markets.

Traditional Life Insurance

We offer a wide variety of traditional life insurance products for individuals in four principal
categories: term life; traditional basic participating; traditional basic non-participating; and general
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personal lines insurance products. These products continue to be the major contributor to our TWPI,
accounting for 63.5%, 61.0% and 62.6% in FY 2007, FY 2008 and FY 2009, respectively. These
products include a significant portion of regular premium business and have contributed to our stable
profits over time. Our traditional life products, except general personal lines insurance, are typically
designed so that A&H and other protection riders can be attached to the basic policy.

Term Life

Term life insurance provides life insurance protection for a defined period. The sum assured
under the policy is paid to the beneficiary if death occurs during the period of coverage.

Traditional Basic Participating Life Insurance

Participating policies are contracts of insurance where the policyholders have a contractual right
to receive additional benefits based on investment return and/or other factors, as a supplement to any
guaranteed benefits. In some markets, participating business is written in a participating fund that is
distinct from the other assets of the insurer. In these markets, the allocation of benefits to
participating policyholders from the assets held in the distinct participating fund is typically subject to
minimum levels or other mechanisms established by applicable regulation. In markets where
participating business is not written in a distinct fund, allocations to participating policyholders are
based, at the insurer’s discretion, on the investment performance of a group of assets or contracts
and other factors. Whether participating policies are written in a distinct participating fund largely
depends on local practice and regulation. The extent of policy participation may change over time.

Traditional Basic Non-Participating Life Insurance

Traditional basic non-participating life insurance products are contracts of insurance where the
policyholder has a guaranteed right to the benefit, which is not at the contractual discretion of the
insurer.

General Personal Lines Insurance Products

Our personal lines insurance business is comprised of private motor ins