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Who we are B

At Aviva, we help our 33 million customers save AVIVA
for the future and manage the risks of everyday life.

Our 29,600 people are focused on helping to free

our customers from fear of uncertainty

Our busmgsses . resdmorer @
\We have businesses across 16 markets in:

UK, Europe, Asia and Canada

We offer:

Life insurance

Retirement income, Savings & Pensions, Life cover, Protection

General insurance

Home, Motor, Travel, Pet and Commercial

Accident & health insurance

Private Medical Insurance, Accident & Health

Asset management

Investing for Aviva and external clients

Our performance’ s o @)

pages 12-13
Our investment thesis of cash flow plus growth sets out
why investors should choose us:

£2,665m £1,507m £1,192m

Operating profit on Cash remittances up 5% Value of new

IFRS basis up 20%'"? business up 19%'
o o

94.6% 50.0%

Combined operating Operating expense ratio

ratio improved by 1.1pp improved by 1.1pp™?

1 2015 numbers include Friends Life from 10 April 2015, the acquisition completion date. 2014 numbers are Aviva stand-alone as previously reported (i.e. do not include Friends Life).
Further details can be found on pages 58-61.
2 2014 operating profit on an IFRS basis was restated to exclude amortisation and impairment of acquired value of in-force business which is now shown as a non-operating item.



Our plan
We have a clear strategy to deliver sustainable and progressive

cash flows underpinned by good potential for growth,
by ensuring our people always put customers first

OU r Strategy Read more on @

pages 20-27
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True customer Digital Not
composite first everywhere
Meeting all customer needs Emphasising customer Focusing only in markets
across life, general, accident experience driven by and segments where
& health insurance and digital — online we can win
asset management and mobile
Our values and our people ey @

To provide the best possible service to our customers today and
in the future, Aviva must disrupt, lead and transform the industry.
And it is our people who will achieve this by living our values every day:

@ & oo R

Care more Kill complexity Never rest Create legacy
We care like crazy about ~ We are obsessed with We are driven to think We strive to create

our customers, our making things simpler  bigger and do better for  a sustainable future for
communities and for our customers and our customers and our customers and

each other each other each other each other
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Chairman'’s statement

A milestone year

for Aviva

Aviva has made remarkable progress in the past
three years — and has moved from turnaround
to transform and grow. We are well on the way
to successfully integrating Friends Life and are
focused on delivering to our customers the
benefits of the True Customer Composite model

It has been an honour to serve you, our
shareholders, on the Board, first as Senior
Independent Director, and then, since April
2015, as your Chairman following John
McFarlane’s move to Barclays. | want to thank
John particularly, as he made an immense
contribution to Aviva and its recovery, and to
wish him well in his new role.

2015 saw the Group move into a new
phase — from turning round the business to
transforming it. In 2016 | am confident that we
will see the true potential of the Group emerge
ever more clearly. Aviva has a clear strategy,
strong values, a distinct advantage as a
composite insurer, a developing reputation as a
digital innovator, an outstanding management
team, and an unequivocal mission to deliver
much more for customers and shareholders alike.

Our people

It is thanks to our people and their dedication,
loyalty and hard work that we've been able to
achieve the progress we have. In the past three
years they've had to absorb many changes. But
they have faced the challenge professionally,
recognised the rationale behind the direction
we are taking and focused on seizing the
opportunities that are opening up for the
Group. They live our values every day (Care
More; Kill Complexity; Never Rest; and Create
Legacy) and support us in building a high-
performance and collaborative culture.

It's a measure of our people that they care,
not just in the workplace but outside it too. The
Aviva Community Fund, which started in 2008,
is now active in six of our global markets and
supports inspirational local community projects,
not only with grants but also with the hard
work of committed volunteers from the staff.

Our customers

As an insurer and asset manager we are
entrusted with a tremendous responsibility by
our 33 million customers. We are pledged to
help people save for the future and manage the
risks of everyday life. As we move progressively
into the digital world, we will have more direct
contact with the customer than in the more
traditional, intermediated forms of business
relationship. To all our customers, particularly
those digital customers, an essential prerequisite
of their relationship with us, as their insurer and
asset manager, is that they should feel safe in

02 | Aviva plc Annual report and accounts 2015



HIGHLIGHTS

IFRS net asset value per share

389p

IFRS profit before tax
attributable to shareholders’
profits

£1390m

Total dividend

20.80p

Total shareholder return

10.4%

our hands. Everyone in the organisation knows
that, and we all strive to be worthy of the trust
our customers place in us.

Our community

Aviva has become a leading contributor to the
role of business in society, speaking out on the
impact and costs associated with climate
change, the creation of sustainable capital
markets and promoting responsible investment.
For example, in October 2015 Mark Wilson had
the opportunity to address the United Nations
General Assembly to call for the UN to agree a
resolution on sustainable finance.

Friends Life integration
Over 2015 we continued to perform strongly
against all our targets. The £6 billion acquisition
of Friends Life in April 2015 and the ongoing
integration work since then have been especially
noteworthy features of the last year. The
acquisition is in line with our
strategic direction, and
positions us well to capitalise
on the opportunities that
exist in the UK.

The integration of Friends
Life is progressing well. This
will continue to be an area of
focus in 2016.

Regulatory change
We also continue to manage
considerable regulatory
change, not least from the
new Solvency Il (SIl) regime
and the reforms to pensions
in the UK. | am confident that the Board and
the management team are well equipped to
meet these challenges.

Board composition and governance
The membership of the Board changed during
the course of the year. | was appointed
Chairman, taking over from John McFarlane,
and Sir Malcolm Williamson and Andy Briggs
joined the Board following the acquisition of
Friends Life, with Sir Malcolm becoming Senior
Independent Director. Gay Huey Evans retired
from the Board after serving diligently since
October 2011 and we wish her well for the
future. In June 2015, Belén Romana Garcia was
appointed as an Independent Non-Executive
Director and we will benefit from her wide
experiences in insurance, financial services and
European and global regulation. And, since the
year end, we have appointed Claudia Arney as
an Independent Non-Executive Director, whose
experience of the digital world will be of great
value to the Board.

We continue to
focus our decisions
on creating a legacy
for the long term

Sir Adrian Montague
Chairman

[ want to thank the entire Board for their
significant contribution, commitment and
service and | look forward to working with
them during 2016 as we continue to guide the
Group's strategic transformation.

During the year, we have continued our
focus on reviewing and improving our
governance, conduct and risk management
processes, with customers always central to
everything we do. Further details are contained
in the directors’ and corporate governance
report in the annual report and accounts.

Performance and dividend

Overall operational performance improved in
the year, despite having been impacted by a
weaker euro exchange rate. The acquisition of
Friends Life in April 2015 has had a significant
effect on most metrics'.

Operating profit on an IFRS basis was up
20% to £2,665 million, including a £554 million
contribution from Friends
Life and adverse foreign
exchange of £117 million.
Net asset value increased to
389 pence per share and
total shareholder return
was 10.4%.

The Board is proposing a
final dividend of 14.05 pence
per share (2074: 12.25 pence
per share), taking the full
year dividend to 20.80 pence
per share (2074: 18.10 pence
per share). This is a 15%
increase and reflects the
Board’s progressive dividend
policy and continuing confidence in the Group’s
medium-term growth prospects.

Our future

2015 was a milestone year for Aviva. In 2016
we will continue to exercise the same drive
and determination we have shown in the
turnaround to achieve our strategic goals.

e

Sir Adrian Montague CBE
Chairman
9 March 2016

1 For the avoidance of doubt, 2015 numbers include Friends Life from 10 April 2015, the acquisition completion date. 2014 numbers are Aviva stand-alone as previously
reported (i.e. do not include Friends Life). Further details can be found on pages 58-61.
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Your Aviva

Anna'’s story

We launched our new
"You, Me, We" package in
Poland in 2015. It’s tailored
to meet different people’s
needs at different times in
their lives.
We can offer this to
customers because we're
a True Customer Composite.
And we think it means simplicity
and convenience for our
customers, delivered digitally.
“You" is for young people
and offers everything from life
insurance to health benefits
in the event of injuries like
breaks, twists or sprains.

“Me" provides the full
spectrum of insurance to single
people — with additional
benefits like pet care and even
housekeeping. And “We" is
for young families. It's not just
insurance but offers things like
child care and tutoring — and
even someone to call when
you want advice on caring for
your baby.

Anna loves our “Me"
package. In addition to the
protection and accident cover,
she knows her much-loved dog
will be cared for if she has to
go into hospital. As someone

who looks after herself, she
also appreciates the healthy
eating recipes we send her
every week.

Anna thinks “You, Me,
We" shows that “Aviva has
thought about absolutely
everything”. She describes
herself as someone who smil
a lot. We hope Aviva has ma
her smile that much wider.

"Aviva has theught
about absolutely

everything”

An
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Group Chief Executive Officer’s interview

Stability, strengt
and growth

INTERVIEW - MARK WILSON, GROUP CHIEF EXECUTIVE OFFICER

How would you describe 2015?
2015 saw us complete the fix phase of Aviva's
transformation, progress the integration of
Friends Life and move to a different phase,
offering stability and predictability in
performance with sustainable growth. Against
the backdrop of market volatility, our diversity
and strong balance sheet position us well.

Let's look back three years. Then Aviva was
complex, sprawling and volatile, with high levels
of debt and a lack of clear strategy.

We are demonstrating
stability and strength and
performing consistently

Mark Wilson
Group Chief Executive Officer

Now we have a clear strategy for investors,
anchored in our investment thesis of cash flow
plus growth. We have financial strength and we
focus on markets where we can deliver good
financial returns.

A glance at the numbers highlights the
point. Not so long ago we were in 28 markets.
Now we are in 16. We have grown our
economic capital surplus from £3.6 billion in
2011 to £11.6 billion. At the end of 2012, our
liquidity was £203 million. Now, at 29 February
2016, it is £1,341 million.

That's not bad for three years' work. But we
have hardly begun to make the most of our

= To hear Mark talk about our preliminary
a results, visit: www.aviva.com/AR15

significant competitive advantages. One of our
Aviva values is “never rest” —and we are
certainly not doing that in any shape or form.

Talk us through some of the numbers

for 2015?

Operating profit was up by 20% to £2.7 billion
despite headwinds from foreign exchange.

In life insurance, despite the focus on the
integration of Friends Life and numerous
regulatory developments, we achieved a 19%
increase in the Value of New Business. \We've
now achieved 12 consecutive quarters of VNB
growth. That speaks for itself.

In general insurance, we have achieved a
Combined Operating Ratio of 94.6%, the best
in nine years, despite major weather events like
the recent floods in the UK.

| used to call some of our turnaround
markets my problem children. Now Ireland and
Italy are among our star performers, while
Poland and Turkey have shown why we believe
they have a big future.

At our investment arm, Aviva Investors, we
grew operating profits by 33% to £105 million
and the flagship AIMS range of products has
continued to deliver, in challenging market
conditions. Hitting a three figure profit for Aviva
Investors is an important milestone — but it is
now in the past. Now our focus is on building
on the momentum.

Clearly, the acquisition and integration of
Friends Life was a big focus in 2015. The
integration has gone faster and better than
expected. We are well ahead of schedule in
extracting the savings we expected; we have
already secured run rate synergies of £168

06 | Aviva plc Annual report and accounts 2015
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million. We have added c.£45 billion of assets to
Aviva Investors. And we expect £1.2 billion of
capital benefits, £400 million of which we
realised in 2015. Let me be clear, there’s still
much to do, but we have changed our target
and now expect to deliver the £225 million cost
target by the end of 2016 — 12 months earlier
than we originally said. | would describe that as
a highly satisfactory result.

I should also mention the huge amount of
effort that's gone into preparing for the new
Solvency Il capital regime. We have taken a
cautious approach to managing our capital and
have been proactive in reducing risk — so we
took this in our stride and have made a smooth
transition to the new regime. Our Solvency I
capital ratio of 180% is strong and certainly
one of the strongest and most resilient in
the UK market.

As a result of this sustained performance
and financial strength, we have increased the
final dividend by 15% to 14.05p.

What will you be focusing on in 2016?
With our strong financial position, we will
continue to focus on providing customers with
the very best of life, general and health
insurance and asset management, through the
convenience of our digital channels.

| am crystal clear there is no room for
complacency — and this is not something you
see in the new Aviva. Yes, we have come a long
way. But we have much still to do — whether
that’s becoming more efficient or getting better
at allocating our capital where it's going to
deliver the best returns or making the most of
the composite model as a digital insurer.

s
f
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Group Chief Executive Officer’s interview continued

J

|Friends

% _q._ =

HIGHLIGHTS

Operating profit up 20% on
an IFRS basis to

£2,065m

Cash remittances increase
of 5% to

£1,50/m

Value of new business
up 19% to

£1,192m

General insurance combined
operating ratio improved
1.1 percentage points to

94.6%

Final dividend per share

14.05p

E
N o e
I Sl

In terms of capital, we will continue to be
rigorous in reallocating our capital and
strengthening our positions in the markets
where we can win. We can still do a whole lot
more on that. We have announced the
proposed acquisition of RBC's General Insurance
Company operations in Canada —a good
example of a bolt-on acquisition in our general
insurance business, bolstering our position in an
attractive market.

As a composite, we are only starting to
scratch the surface of our potential. What really
makes us different is our ability to offer
customers a wide range of life insurance, general
insurance, health and investment solutions. |
want customers to see Aviva as their provider of
choice for more and more of their insurance and
savings needs — so we improve our current
average product holding per customer.

And we'll deliver the benefits of the
composite model for our customers by putting
Digital First — it's what customers want and it's
more efficient. Our first task is to increase the
number of customers registered with MyAviva.
We're only just starting to unlock our digital
potential — we're a very long way from where |
want us to be.

| should also say that we will continue to
focus on being Not Everywhere. That's not just
a matter of geographies. It's also about making
choices about optimising our business mix and
which business we will focus on — markets like
accident and health. This is a market where we
have historically been underweight. It's a big
opportunity — and we can make a real
difference for our customers. We've launched
our new UK Essentials range — but it is only just
the start.

e ———

ife

Integration of Friends Life

We completed the acquisition of Friends
Life in 2015 to create the largest life insurer
in the UK. As a result we are in a strong
position to look after our customers’ entire
savings, pensions and retirement needs.
For example, we offer the full range of
pension freedoms; we are the number

one corporate pension provider and have
recently launched our new combined Group
protection proposition. The integration

is progressing well and we're focused on
delivering the benefits of the acquisition.

So my message is that we have done a lot in
three years — but we will always seek to exceed
expectations of what we can achieve. And we'll
do this by always being guided by our strategy
and values — they are the cornerstones of how
we do business.

What's your final message?

To our shareholders, | say Aviva offers stability
and security — and also sustainable cash flows
and growth. We have made good progress on
efficiency and our balance sheet is strong and
resilient, but we have much further to go to
unlock our full potential — and deliver
consistent, reliable growth in profits and
dividends. That's a pretty enticing prospect —
and we're not there yet.

To our 29,600 people, | say thank you for
your continuing dedication, achievement and
service to our customers.

To our 33 million customers, | say you are
our greatest asset. We put you at the heart of
everything we do — whether that's in the quality
of the products and services we offer or the
success we've had in campaigning in your
interests such as slamming the brakes on the
UK'’s culture of fraudulent whiplash claims. But
we know we can do a lot more for you in 2016
and beyond.

Group Chief Executive Officer
9 March 2016

08 | Aviva plc Annual report and accounts 2015



Delivering on a clear plan of action

w N

Financial

Cash flow
plus growth

Strong balance
sheet

Strategy

True Customer
Composite

Digital First

Not Everywhere

Culture
Care more
Kill complexity

Never rest

Create legacy

Doing what we said we
would in 2015

Our plan of action

We said we would improve:
» Cash remittances to Group — increased 5% to
£1,507 million

» Value of New Business (VNB) — up 19% to
£1,192 million

» General insurance Combined Operating
Ratio (COR) improved by 1.1 percentage points
t0 94.6%

The acquisition of Friends Life has:
» Delivered £168 million run rate synergies

» Added c.£45 billion of funds to Aviva Investors

As planned, we achieved:
» Smooth transition to new Solvency Il reporting
with a solvency capital ratio of 180%'

» Reduced leverage — S&P leverage now 27%
» Reduced internal loan to £1.5 billion?

» Continue to improve cash remittances

» Drive further increases in VNB from our
life business

» Deliver Friends Life costs savings target one year
early, and complete the integration

» Continue to improve our general insurance
underwriting result

» Focus on external fund flows at Aviva Investors
» Maintain a resilient Solvency Il capital position

For our customers, we have:
» Developed new multi-product solutions

» Increased the total number of registrations on
MyAviva to 1.8 million in the UK, improved
functionality and extended to France and Italy

In Digital, we have:
» Opened a second digital garage in Singapore

» Invested in digital and made strong senior
management appointments into the business

» Developed the MyAgent cloud-based tool
globally for our 30,000 direct sales force agents

Not Everywhere:
» Strengthened distribution in the UK, with the
acquisition of Friends Life and deals with TSB and

Homeserve, reinforcing our home market position

» Diversified distribution in existing markets with
deals in Poland and Canada®

» Build engagement with our customers by
increasing registrations on MyAviva and
extending it to other countries

» Make life easier for customers by offering more
products digitally through MyAviva

» Develop more digital multi-product solutions,
focused on customer needs, across more markets

v

Extend our Accident & Health offer with simple,
accessible products

v

Continue to reallocate capital between business
lines and countries to focus on what we do best
and drive higher returns

For our people, we have:
» Made good progress with the integration of
Friends Life

» Introduced a new goal setting and performance
management approach

» Launched a new leadership development
programme called Leading@Aviva

For society, we have:
» Led debates on sustainable finance and the risk
of climate change

» Increased community investment by 71% to
£10.8 million by extending Aviva's Community
Funds around the world

v

Further develop leaders across Aviva through
greater agility, innovation and accountability

v

Continue to build a culture where we consider
our customers in every decision

v

Develop an inclusive workforce that reflects the
diversity of our customer base

v

Create an environment that attracts and retains
talented, committed, entrepreneurial people

» Continue to lead the debate and take action on
sustainable finance and the risk of climate change

» Extend Community Funds to more countries,
targeting 2.5 million beneficiaries and 250,000
hours of volunteering by 2020

The estimated Solvency Il ratio represents the shareholder view. This ratio excludes the contribution to Group SCR and Group Own Funds of fully ring-fenced
with-profits funds (£2.7 billion) and staff pension schemes in surplus (£0.7 billion) — these exclusions have no impact on Solvency Il surplus. The impact from internal
reinsurance arrangements between UK Life, UK and Ireland General Insurance and Aviva International Insurance Limited and the securitisation of equity release
mortgages held by UK Life, effective 1 January 2016, have also been reflected in the Solvency Il position.

This was achieved by the end of February 2016.
We announced the proposed acquisition of RBC's General Insurance Company operations in Canada on 21 January 2016.
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Life was good for Ricky,
his wife, Sarah, and their
daughter, Isabella.

He enjoyed his job as a
teacher and they’d just bought
a family home with space for
brothers and sisters for Isabella.

Then Ricky found he had
testicular cancer.

Everything was thrown up
in the air. They didn’t know
what treatment he’d need,
what the prognosis was or
how they’d pay the mortgage
if he was too ill to work.

Their financial adviser told
them to check whether they
had critical illness cover as part
of their life insurance with
Aviva. They did — and it would
clear their mortgage if either

of them fell seriously ill or died.

Ricky talked to us and we
paid out on their policy. It was
a huge weight off their minds.

“Everyone
_ Aviva has been

brilliant™

1+ Ricky

N Q

B <

Then the best news of all.
After an operation, Ricky
learnt that his cancer hadn't
spread and he wouldn't need
chemotherapy.

Ricky encourages people
to go to the doctor so illness
can be caught early — and
he's a convert to insurance:
"I was amazed by how many
people aren’t covered — I've
told all my friends they must
think about it.”

We're delighted that he's
better and that, in his words,
“everyone at Aviva has been
brilliant.” Now the Lovelace
family can look forward to the
future. And they have a new
addition - a little sister for
Isabella, named Darla.

al
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Performance indicators

The metrics

to measure

our performance

We use both financial and non-financial metrics
to measure our performance, efficiency, customer
advocacy, employee engagement and impact on society

Cash remittances*

Improved cash flow
from our businesses

Sustainable cash remittances from our businesses are a key financial
priority. The improvement in cash remittances was driven by our
UK businesses and includes £101 million from Friends Life. This
was partly offset by lower remittances from Canada, where
cash generated was largely retained to part fund the proposed
acquisition of RBC General Insurance Company, and Europe
which mainly reflects adverse foreign exchange movements.

£1,50/m

1 Restated to include interest remitted on internal loans.
2 Dividend from UKGI remitted to Group in January 2014, February 2015
and February 2016 respectively.

2014: £1,431m’’
2013: £1,309m’’

Value of new business (VNB)*

Growing our life
insurance business

This measures growth and is the source of future cash flows in our
life businesses.

VNB increased by 19% (24% on a constant currency basis)
with growth in the UK, Europe and Asia. The result includes a
£96 million contribution from Friends Life. In the UK, VNB
increased reflecting higher margins on pension and health
business and higher sales and improved margins on bulk
purchase annuities, offset by lower sales of individual annuities.

£1,192m

5  Excludes Eurovita, Aseval, CxG, South Korea and Malaysia, which have
been sold.

2014: £1,005m®
2013: £899m *

Adjusted operating profit: IFRS basis*

Measure of operating
profitability

Overall, operating profit was £2,665 million which included a
£554 million contribution from the Friends Life businesses acquired
in April 2015 and an adverse foreign exchange impact of
£117 million.

See pages 30 to 45 for further details of the performance
of our markets in the year.

£2,065m

3 Restated to exclude amortisation and impairment of acquired value
of in-force business which is now shown as a non-operating item.
4 On a continuing basis.

2014: £2,213m?3
2013: £2,097m3*

This is a key measure of underwriting profitability of our general
insurance business.

Our COR improved by 1.1 percentage points with
improvements in Canada, Europe and Ireland primarily driven
by higher positive prior year development and better weather
experience. The UK result was broadly stable despite the
adverse impact of the December storms.

2014:95.7%
2013:97.3%

12 | Aviva plc Annual report and accounts 2015
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In 2015 we successfully
navigated regulatory change
and turbulent external
conditions to deliver a
stronger, cleaner balance
sheet and continued operating
momentum

Tom Stoddard
Chief Financial Officer

This measure expresses operating expenses as a percentage of
operating income and improved by 1.1 percentage points to
50.0% during 2015.

Within this, operating expenses were £3,030 million
(2014: £2,795 million), including £350 million of expenses
from Friends Life post-acquisition and a foreign exchange
benefit of £100 million.

2014:51.1% ©
2013: 53.6% &7

6  Restated to exclude amortisation and impairment of acquired value of
in-force business which is now shown as a non-operating item.
7 On a continuing basis.

Employee engagement?

Listening to
our people

We are focused on creating an environment in which our people
can thrive through collaboration and recognition. We measure this
through our annual global ‘Voice of Aviva’ survey.

In the September 2015 survey, on a like-for-like basis
excluding Friends Life, engagement rose from 65% in 2014 to
66%. As anticipated, uncertainty during the integration of
Friends Life meant overall engagement remained broadly
stable at 63%.

63%

D] Read more on
pages 48-51

2014: 65%
2013: 56%

03 See pages 30-45 for further details of the financial
performance of our markets during the year.

0 For definitions of our financial performance indicators,
turn to the glossary on pages 348-350.

t Symbol denotes key performance indicators used
as a base to determine remuneration.

Customer advocacy?*

Making a difference to
our customers

Our Relationship Net Promoter Score® (RNPS) measures the
likelihood of a customer recommending Aviva.

Our 2015 survey scores remained stable and the majority
of our markets are ranked at either upper quartile or market
average. However, there is more to do and we are committed
to putting our customers first to improve their experience.

50% 33% 17/%

In upper At or above Below market
quartile market average average
2014: 50% 2014:33% 2014: 17%

Carbon emissions (CO,e)

Reducing our
carbon footprint

Aviva has been carbon neutral for the past ten years and this
year, we agreed a new emissions reduction target of 40% by
2020 and 50% by 2030, based on a restated 2010 baseline.

We made strong progress in 2015 and are pleased to say
we have already achieved a 39% reduction against a restated
2010 baseline to include Friends Life data.

CO,e data includes emissions from our buildings, business
travel, outsourced data centres, water and waste to landfill.

39%

D] Read more on
pages 52-55

2014:32%
2013:20%
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The horizon

Where the

world is going

We have identified six long-term trends which
will impact our industry over the next few years

My life,
my way communities

The power of

Customers will be much | The economic power
more in control, of governments will
expecting to self-serve decline further and the
and self-solve. They will | power of ‘communities’
want to be able to of mutual interests,
access data and insight, | both virtual and local,
and use it to guide their [will increase.

own decisions.

Winning
through data

Those who interpret
data quickly and
intuitively to inform the
development of
products and services
that provide real value
for customers will lead
the way.

The age of
disruption

Agile companies
which can make
the most of new
digital technologies
will succeed.

14

Smartphone users worldwide Daily active Facebook users?
by 2020

6.1bn Ton
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“Internet of things” —
connected devices by 2020°

50bn

Daily Uber rides
completed worldwide*
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Our response

The True Customer Composite and Digital First
elements of our Strategic Framework respond to and
anticipate the rapid pace of technological change,
changing customer expectations, and the potential
impact on our business model.

At the same time, our customers need help
navigating the increasing complexities of a world in
which they need to be more self-reliant when
planning for a retirement which could last much
longer than previous generations. This can provide
opportunities for insurers and asset managers.

As part of the Not Everywhere component of our
strategy, we will continue to allocate capital
selectively to our growth businesses in Poland, Turkey
and Asia, as wealth continues to shift to faster-
growing developing markets.

Older and Sh|ft|ng In addition to the six long-term horizons, Aviva

s closely monitors two further trends which remain
healthier wealth relevant to our industry: climate and regulation.

The emergence of a Developing markets
genera_tlo_n aged 50 plus  will have a much larger We pay close attention to weather patterns and
who will live longer and  share of the world’s climate change. There is growing evidence that a
who are healthier. savings and assets pool. gradual long-term change in the Earth’s weather
Markets will be driven patterns and average temperatures is occurring due
increasingly by this to increased quantities of greenhouse gas in the
group’s attitudes atmosphgre and othgr man-made causes. .
and needs. One impact of climate change is an increase in
extreme weather events. For example in 2015 there
were significant flooding
events in parts of the world
(including in our home
market of the UK), and it
These |0ng-term was the hottest year on

trends shape record globally’.

Climate

% of population aged over 65 Insurance premium growth

Climate change will
in 2050 versus today® from emerging economies our Strategy have a significant impact
2005-2015° on both society and our
business. Some risks are
Jason Windsor changing, more complex
Chief Capital & Investments Officer risk management is

required and greater losses
can be incurred.
Our business is about helping people prepare
for the future, which is why we're helping society
respond to the challenges of climate change.

o For more information on our response to
climate change see pages 52-55

Regulation

We continue to experience regulatory change across
many of our markets, for example UK pensions
market reform, auto reform in Ontario, Canada and
the Financial Advisory Industry Review in Singapore.

In line with our own strategic goals, our
regulators are increasingly holding us to high
standards of conduct, to protect our customers.

We also face increased scrutiny as a Global
Systemically Important Insurer, and as a result of the
Solvency Il regime, which is intended to harmonise
solvency rules across the European Union.

icssor ! Aviva will continue to work closely with
3 psoision of S ook T e 202 ey reulatory bodies o these and on other

4 Uber.com, usage statistics and revenue, September 2015. industry matters.

5 Organisation for Economic Co-operation and Development,
population data and projections, December 2015.

6 Swiss Re, Sigma insurance research, May 2015.

7 World Meteorological Organisation, January 2016.

1 Ericsson Mobility Report, June 2015.
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Your Aviva

Rainbow’s story

We're delighted we can
meet so many of our
customers’ insurance and
savings needs. You could
say we offer all the colours
of the rainbow!

That's especially apt for
one of our customers in
Changsha, in the province of
Hunan, China, known to her
friends as Rainbow.

Rainbow has been with
us since 2008 to meet her
financial and insurance needs
— from savings to health cover.
And she even goes shopping
and eats out with our agent,
Ms Liu. Rainbow isn't just a
customer, she's a friend.

She’s also a fan of our
Chunyu Online Doctor, part of
her critical illness cover through
Aviva. This allows her to hold
an online consultation with a
doctor when it suits her. She
finds it far quicker and more
efficient than a time-consuming
visit to a hospital or clinic.

Her top priority is her
family, not least caring for her
elderly parents. But she also
has a business to run and must
travel for work. So, when she’s
away and her father has had
some of the inevitable aches
and pains of age, she can
make sure he is getting the
right care through the online
doctor service.

Rainbow told us about
an ancient Chinese saying
KL which roughly
translates as “save something
for a rainy day” — so you feel
safe and can enjoy your life.
That's our philosophy too.

For video case study visit:
www.aviva.com/AR15

Rai

“My poliey

makes me

feel safe”
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Business model

Helping our

customers every
step of the way

...offering simple and convenient products and services to meet customers
insurance, protection, health, savings, retirement and investment needs...

I

Life insurance
Retirement income, Savings & Pensions, Life cover, Protection

Customers buy life insurance products to save for the future, to provide
reassurance their savings will last through retirement, and to protect against
the risks to their family income after illness or death.

ANCE - Ricky’s Story b
9e 7,
0

Accident

& health

insurance General
Private Medical insurance

Insurance, Accident
& Health

Customers buy accident
insurance products to
provide benefit in the
event of an accident,

injury or disability, health
insurance products to

protect their health,
supplementing

any healthcare provision
they receive from the

state, and use wellness

services to motivate and
reward healthier living.

Home, Motor, Travel,
Pet and Commercial

General insurance
policies protect
customers from loss in
the event of damage to
their property or
assets, or injury to
themselves or others
for which they are
responsible.

29
MANAGEMENT _larvsstory

Asset management
Investing for Aviva and external clients

We aim to deliver the investment outcomes that matter most to our customers;
whether that's capital growth, securing reliable income or meeting future liabilities.

...operating across 16 markets...

UK & Ireland Europe

France, Italy, Spain,
Poland, Turkey,
Lithuania

18 | Aviva plc Annual report and accounts 2015

Asia

Singapore, China, India,

Indonesia, Hong Kong,
Taiwan, Vietnam

Canada

D] Read more on
pages 30-45



...using our skills in...

Underwriting

Underwriting and
pricing expertise
coupled with our
analytics capability
allow us to underwrite
risk in a way that better
reflects our customers’
profiles making it more
price competitive.

Risk management

Our scale enables us to
manage risk optimally,
pooling different risks,
maintaining capital
strength and working
with reinsurance
specialists so we will be
there for our customers
when they need us.

D] Read more on
pages 62-65

...underpinned by...

Our values

Our values of Care
More, Kill Complexity,
Never Rest and
Create Legacy lie

at the heart of how
we do business.

D] Read more on
pages 48-51

Brand strength

The strength of our
brand gives customers
confidence when they
do business with us.
Our new brand
strategy, “Good
Thinking”, places the
customer firmly at the
heart of our business.

Customer service

Our strategy is to
delight our customers,
providing them with
simple and convenient
products and services
that meet their
insurance, protection,
health, savings,
retirement and
investment needs.

Asset & liability
management

Customer premiums are
invested by specialist
teams to balance
investment return with
risk and to maintain
sufficient funds to pay
claims. We match

Big Data &
analytics

Our analytics capability
enables us to use Big
Data to better serve our
customers through
accurate risk assessment
and to present relevant
opportunities to
customers at every
stage of their lives.

Financial strength

Our financial strength
gives customers
confidence that we will
pay out in the event of
a claim and meet our
promises many years
into the future, as we
have done for over

Multi-distribution

We sell our products
through multiple
channels, so that
customers can access
our products and
services in the way that
they choose.

Capital allocation

We focus on markets
and products where we
have scale, profitability
or competitive
advantage. We deploy
capital selectively to
focus on the things
we're good at.

Read more on
D] page 27

...which enables sustainable value creation for

Customers

Customers benefit from a
range of solutions to meet
their needs, with easy access
when and how they want it.

£30.7bn

Paid in benefits and claims
to customers in 2015

D] Read more on
pages 21-22

Shareholders

We create value for
shareholders by using
our profits to reinvest
and grow the business
and pay out dividends.

10.4%

Total shareholder
return in 2015

liabilities to assets 300 years.
whenever possible.
Our people

Our aim is for our people to
achieve their potential within a
diverse, collaborative and
customer-focused
organisation.

29,600

Employees worldwide

D] Read more on
pages 48-51

Aviva plc Annual report and accounts 2015 |

Society

We play a significant role

in our communities, including
as a major employer and a
long-term responsible investor.

£10.8m

Total community
investment in 2015

D] Read more on
pages 52-55
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Our strategy O O\ @ =) &~ S

A clear

strategic
framework

Our strategic framework focuses on the ——

things that rea"y matter and puts the We can provide customers with life, general,
accident and health insurance and asset
CUStc?mer at the_heart Of a" we do' It management — a True Customer Composite.
provides clear direction across all our This is what differentiates us. We are the only
markets fOI’ hOW we run our business composite insurer of scale in the UK, and one

of only a few in the world.

Our Purpose The role we play in customers’ lives | We free Peopye .
7

™
. . @
Our Commitment  The investment thesis Cash flow, Plus o or
9o
7
%

Our Culture How we will deliver it

A

We focus our resources where we can
be most competitive. We are not
interested in planting flags or being in
100 countries. We will focus on a select
number of markets and business lines
where we have scale and profitability or
a distinct competitive advantage —

where we can win.
A We put Digital First. This is how we will capitalise on being
a True Customer Composite. With their busy everyday lives,
“ customers are increasingly turning to digital to make things
more convenient, easier and quicker. So, if it is a choice of
where we invest, it will be in Digital First across all our

distribution channels — it's how customers want to do
business with us.
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True Customer

Composite

e are a True Customer
Composite, offering
customers life, general,

accident & health insurance and asset
management. We will provide our
customers with tailored offerings to
recognise, reward and delight them,
in return for their trust and loyalty.

Why it's important
Operating as a True Customer Composite
enables us to deliver more effectively our
purpose of ‘freeing people from fear of
uncertainty’. We understand that
customers have a wide range of insurance,
protection and savings needs, and can
find it challenging to manage all of these.
True Customer Composite means
offering all these products individually or
in tailored combinations in a convenient,
easy to understand and timely manner.
Furthermore, True Customer
Composite means valuing and rewarding
customers for making the choice to have a

At the very heart of it, True Customer
Composite is about making life easy
for our customers. It is building
propositions that are really relevant to
them and will add value to their lives

Chris Wei

Executive Chairman, Aviva Asia and Global Chairman, Aviva Digital

deeper, more loyal relationship with us,
supported by the benefits of increased
customer retention and engagement, and
lower-cost administration.

Why now?
In a digital world, the advantages of being
a True Customer Composite become more
tangible. We have a much greater
opportunity to deal directly with
customers, and digital enables us to
provide a wide range of products that
meet their needs.

In the past, although the financial

' Hello,

sy ki 0 Y

1 il i 1

e [ P

ot

eyl [ROB0I I

g "
e
e

et Pl S

- ot el

=

benefits of the composite were clear (such
as lower capital requirements through
diversifying our risk), the operational
benefits were more elusive. Very few
customers held more than one Aviva
product as our business was distributed
almost solely through
intermediaries.

If customers are
not relying on
intermediaries to
analyse their needs
and recommend a
suitable package of
products, they could
find themselves
managing multiple
different products
from different
providers. This is not
what customers tell us
they want. What they want is a simple
way to meet all their insurance needs.

Aviva is the only composite of scale in
the UK that can offer life, general,
accident & health insurance and asset
management, and one of only a few
international insurers that can do this.

How we've progressed

Since its UK launch in February 2014,
MyAviva (see case study above) has
enabled customers to see an increasing
number of their products, from car
insurance to pensions, in one place. Over

e

Aal

pa—— ]

MyAuviva digital
shop window

We are continually striving to improve
our MyAviva online portal. For
example, we now provide MyAviva
users with indicative quotes for Aviva
products they don't currently have,
allowing them to compare prices
with their current provider. MyAviva
creates a digital shop window, giving
customers a simple, speedy way to
buy a wide range of Aviva products
which meet their needs.

the last year, we have been working hard
to improve the user experience and
provide additional functionality for
customers. This has included pre-calculated
quotes for travel insurance if not currently
held by the customer, and a no claims
discount online upload functionality which
takes away the pain of sending us
documents. As at the end of December
2015, we had a total of 1.8 million
registered MyAviva customers and an
average of two million logins per month.

In 2015, we started to roll-out
MyAviva across other Aviva markets.

In France, Aviva et Moi was launched in
July and most recently, our business in
Italy has launched MyAviva. We will
extend MyAviva to other markets in 2016.

True Customer Composite is more
than MyAviva. For example, in Poland, we
have created "You, Me and We", three
integrated packages of products which
reflect what customers need at different
stages of their lives, across life, general,
accident & health insurance.

In Singapore, we have an existing life
insurance scheme with the Singapore
Armed Forces and have now extended a
general insurance discount and upgrade
scheme to policyholders and their families.

In Canada, we sold over 200,000
Ontario home and auto combined policies
in 2015, which means that over 45% of
our Ontario customers now have

combined policies.
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Our strategy continued

Good thinking is a different way to
demonstrate what Aviva is all about — it is not
a new concept, it is what we do naturally

Chris Wei
Executive Chairman, Aviva Asia and Global Chairman, Aviva Digital

In Italy, we developed a composite life and
general insurance proposition tailored
specifically for female customers, with
over 13,000 policies sold in 2015. We also
launched other combinations of life and
protection products, including with-profit,
unit-linked and protection, with more
than £345 million (€450 million) of
premiums in that market in 2015.

Good thinking

In 2015, we launched a new global brand
strategy which supports our True
Customer Composite and Digital First
ambition by placing the customer firmly at
the heart of our business. The essence of
the idea is “everything we do is full of
good thinking for you”, summarised in the
brand line “Good thinking”.

It aims to inspire our people to keep
coming up with ideas to solve customers’
problems and informs the way we
develop future services and propositions
so that the customer experience is easy
and intuitive. It is anticipated that by
the end of 2016 we will have launched

Ask it once

One of the ways we can make things
easier for customers is by never asking
for information we already have from
another product they hold with us.
We've already reduced the range of
questions we typically ask by two-
thirds across our combined products,
as well as identifying how our broader
understanding of customers can help
our underwriting and pricing.

“Good thinking” in all markets in which
we have a wholly-owned brand.

What we plan to do next
We will continue to develop our True
Customer Composite proposition across
our markets. As well as the further
roll-out of MyAviva, we will look to extend
our asset management and accident &
health offer. The latter is a key part of our
composite proposition and an area in
which we have historically been under-
represented (see Spotlight on page 23).
As part of "Good thinking”, we will
continue to develop propositions which
make it simple, convenient and intuitive
for customers to meet their needs across
our full set of life, general insurance,
accident & health insurance and asset
management products. This will be
underpinned by our Digital First strategy
as we make the most of digital technology
to improve customer experience, increase
engagement and reduce cost, leading to
longer and more valuable relationships
with customers.

Health Essentials

Everyone likes to feel protected - but
not everyone can afford a
comprehensive policy. So, we believe
it’s good thinking to offer healthcare
that doesn’t include things our
customers would rather not pay for.
That's why we’ve launched Essentials
in the UK, with three simple, low cost
products: “Cancer”, “Child” and
"Physio”. These are available digitally,
so customers can easily buy the cover
they need with just a few clicks.

Customer advocacy %

. in upper quartile

. at or above market average

. below market average

Our Relationship Net Promoter Score®
measures the likelihood of a customer
recommending Aviva. In 2015 the majority
of markets were at upper quartile or market
average. Each market develops its own
Customer Action Plan in order to improve
the customer experience further.

22 | Aviva plc Annual report and accounts 2015



Spotlight on...

Accident & Health

Our vision is to offer a suite of innovative, simple,
low cost products that are accessible and relevant
to all our customers — whatever their life stage

ur customers’
number one
concern is

their health'.

People are living
longer and chronic
conditions are more
common, but in many
countries state funding
is under pressure,
leaving people with a
gap in their healthcare
provision. By offering
products which are easy to
understand, affordable and

growing and we believe we
are well positioned to take
advantage of this
growth. We have a
trusted brand,
powerful distribution
networks and an
existing customer base
of 33 million.
We are developing
low cost, digital
products, such as
Essentials in the UK and
MyFamily in Singapore,

which have the potential to

1lodau di631es

disrupt the market. We will
complement these with wellness

accessible, we feel we can make a
real difference to our customers'’

wellbeing and peace of mind.

Accident & Health has not previously
been a focus for us and as a result we are
currently subscale. But that’s now changing.
The Accident & Health market is large and fast

services which help our customers to
manage and improve their health.
Accident & Health is a key priority for
Aviva. We know we have more to do —and we
are excited about the opportunities in this space.

Our products
Personal accident

Benefit in the event of an

accident, injury or disability.

Supplemental health

Fixed benefits in the event of
sickness; to supplement state
health provision.

Private medical insurance

Domestic and international
comprehensive covers which
pay for medical treatments.

Wellness

Services which encourage and
reward healthier living, whilst

offering guidance on health
and lifestyle.

Priorities
Growth potential

We provide Accident

& Health products to

2.5 million customers in
the UK, Singapore, China,
France and Poland, and
have small businesses with
growth potential in six
other countries.

In 2015 we generated sales
of over £1.5 billion2.

Clear strategy

We will unlock value from
our existing business; mainly
through automation and
improved supply chain
management; and invest
this cash to grow through:

» Product innovation
» Wider distribution networks

» Digital wellness services

Integral to Aviva

Accident & Health is a key
component of being a True
Customer Composite. It
completes and differentiates

our insurance package and has

the potential to drive deeper
customer engagement.

1 Aviva's Consumer Attitudes Survey (CAS) in 2015 reported that 56% of our customers stated health as their number one concern.

2 Accident & Health sales include life new business sales (PVNBP) and net written premiums currently reported within our life, general insurance and health business resullts.
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Our strategy continued

Digital First

igital remains crucial to our
Dfuture success and our position

as a True Customer Composite
gives us a strategic advantage. We
put Digital First because our
customers are increasingly choosing
this as their preferred way to deal
with us. Through digital we can
support customers more quickly with
their enquiries and transactions,
wherever they are in the world.

Why it's important

The environment in which we operate is
changing rapidly due to recent advances
in technology and digital distribution.
Aviva puts Digital First — this is how we
will capitalise on being a True Customer
Composite. We have to think Digital First
across all our distribution channels — it's
how customers want to connect and do
business with us.

Digital First helps make True Customer
Composite central to a new relationship
with customers which builds on our
understanding of how customers want to
use our products in a digital world.

Putting Digital First means putting

Increase in visits to Aviva.co.uk via mobile
and tablet devices in 2015

digital at the forefront of all change and
development activity across Aviva. This
includes working to maintain and improve
our IT security and data encryption, because
in the evolving digital environment, cyber
security is increasingly important to
reassure our customers that they can deal
with us digitally with confidence.

We will also seek out and apply new
ways of doing business, and we are
working in partnership with a range of
new and existing players in the digital

space, including active involvement with
Fintech start-ups.

Digital distribution

Increasingly customers want to be able to
self-serve: researching, buying policies and
making changes online. Digital allows
customers to connect with us directly,
allowing us to improve customer experience,
increase interaction with our customers and
reduce the cost to serve them.

How we've progressed
In 2015, we continued to develop our
digital infrastructure across our key
markets. Our second Digital Garage
opened in Singapore in December 2015,
building on the successful operation of
our first Digital Garage in Hoxton,
London. The Digital Garages act as
catalysts for our digital innovation effort,
where creative minds from across Aviva
and the industry come together to turn
innovative ideas into real products and
services for our customers.

At the same time, good progress has

been made in hiring our global digital
leadership team, bringing industry-leading
expertise in digital design and digital
marketing from outside financial services.

We are seeing encouraging growth in
the volume of customer interactions
online, for example, logins to MyAviva in
December 2015 were 37% higher than
the same month the previous year, and
visits to Aviva.co.uk through mobile and
tablet devices increased by 79% in 2015.
We continue to develop our suite of digital
propositions to be used across our
business units.

UK Digital and Direct

We have established a new business, based
in the UK Digital Garage, to take the lead
on Digital First in the UK, and we are
making good progress as we continue to
develop our digital service and capability.
For more information on UK Digital see
Spotlight on page 26.

Our ambition is to allow customers to
access all our services and products
on any device, 24/7, 365 days a year

Andrew Brem
Chief Digital Officer
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Through MyAviva we can present our full
range of Aviva products and services, including
distinctive composite propositions

Andrew Brem
Chief Digital Officer

Digital talent

Digital First is crucial to our future success
and we've been working hard to find
world class talent to complement the
great people we have already. We've
made a number of senior appointments in
our digital business, who bring expertise
from a range of sectors, including retail,
media and technology. However, the
shortage of digital skills in the current
marketplace is unprecedented, and
alongside recruitment, we are using more
innovative approaches to access the skills
we need, such as collaborating with and
investing in start-ups, and working with
universities. For example in 2015, we held
an innovation event, DigitalOn, with the
Politecnico university in Milan, and
continued to work with start-ups in our
Digital Garage.

Greater digital support for our
partners

Digital is also a key part of improving our
support to our intermediaries. For
example, we have developed MyAgent, a
cloud-based sales tool for our 30,000
direct sales force agents. This work has

Super 6 —
Super Service!

Our Customer Cup Competition
captures our people’s best ideas so we
can improve things for our customers.
This year’s winners — called Super 6,
from our Household Claims Team —
know that customers want their
claims resolved quickly and
conveniently because they talk to
them every day. Thanks to their bright
idea and by working with our key
suppliers — the Super 6 — customers
can now get a digital voucher for a
replacement item before their call is
even over. It's a great example of how
we strive to meet our customers’
expectations — and then exceed them.

been led by sales and IT teams from
Poland and China, alongside colleagues
from France, Turkey, Italy, Singapore and
the UK. This will change the life of an
agent. Instead of traditional paper-based
tools, new applications will be available on
tablets, smartphones and laptops making
their life easier and much more efficient.
This launched first in Poland and China
and will be reused in the future by up to
nine markets across the globe.

In Ireland, we pioneered a life
protection product without the need for a
customer signature, a first for the Irish
market. This builds on our existing digital
platform for brokers — WriteNow — and is
an important step in our simplification
process to make us the easiest insurance
company to do business with.

In the UK, Fast Trade, our proposition
for the SME €eTrading market, won the
Technology Award for Customer
Experience from trade magazine Insurance
Times. The new tool allows brokers to
request business using automatic
pre-population of customer information,
making the sales process easier and more
efficient.

Beware Hazard!

Simple and accessible — that’s what
our customers want. Aviva France’s
Aviva Risques Meteo (Aviva Weather
Hazards) app is exactly that — and it's
free for our customers. It's simplicity
itself: in the event of a major weather
hazard such as flooding, the user
receives a smartphone alert, giving
them time to take preventive action
before the event. It's a great example
of Digital First — and Aviva putting

prevention first.

Aviva Ventures

In December we announced the launch
of our venture capital business, Aviva
Ventures, which will look to commit
around £20 million per year over five
years. It's a wholly owned business
which will provide early-stage
investment to back entrepreneurs

with high growth businesses.

Housed at the Digital Garage in
London, Aviva Ventures will target
investments in digital and technology
companies operating in four areas:

‘the internet of things’, for example

in connected homes, health and cars;
data and analytics; innovative customer
experiences; and distribution, for example
new ‘sharing economy’ platforms.

It's about identifying new
opportunities and making sure we're
always learning and up to speed with
new developments in technology.

What we plan to do next

We will continue to focus on developing
our digital offering to customers to
support True Customer Composite
propositions, including the continued
development and roll-out of MyAviva
and MyAgent. This is an area where there
is intense competitor activity and digital is
the key to unlocking the potential
competitive advantage of our True
Customer Composite proposition.

We will also continue to develop our
digital infrastructure and talent as we
harness the power of digital throughout
the organisation and across all our
distribution channels to improve
processes, reduce costs and improve

user experience.
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Our strategy continued

UK Digital was established in 2015 to help our UK
businesses provide an outstanding experience and
innovative propositions for our 16 million UK customers

K Digital is currently focused on designing innovative

composite propositions which meet customer needs

across our different business lines, and supporting the UK
business units in distributing their products (with a focus on
direct digital distribution through MyAviva). Our ambition is to
create an outstanding experience for customers, whenever and
however they contact us.

The focus in the second half of 2015 was on working with
the UK business units to improve the experience for
customers, for example easier registrations, an
enhanced MyRetirement planner, a
single view of products held and
improved self-service online
capability. We now have
good foundations for
the further
development of
MyAviva and Aviva.
co.uk in 2016, which
will enhance navigation
and connectivity for
customers. This will support
our composite proposition and
put customers’ needs first.
We have seen an encouraging

response from customers. For example,
we continue to see more customers choosing
to renew online: over 40% of general insurance
renewals now take place online. Customers can
‘guote and buy’ a broader range of products — from
just general insurance in 2014 to retirement,

We have a dedicated
team working to revamp
and improve the customer
experience. In an
increasingly digital world,
we need to be agile

and respond to our
customers’ needs

The average number of
monthly visits to Aviva.co.uk

The average number of visits
to MyAviva per customer
in 2015

investments and an expanded protection range in 2015; and we
made a full composite offering available online in January 2016
with the launch of Health Essentials (see case study on page 22).
MyAviva enables our customers to have all of their insurance
documentation in one place — making it easier than ever to view
policies, make changes or claim.
Looking forward, once it has all the necessary regulatory
approvals, UK Digital will take on full responsibility for the
distribution of a range of digital products in the UK.
We will increase the range of products
available via MyAviva and we will
continue to develop innovative
products and composite
propositions. This will be
supported by incentives
and offers for existing
individual and
business customers.

Aviva's ambition is to
create an outstanding
experience for customers
— whenever and however
they want to contact us

Blair Turnbull
Managing Director, UK Digital

The total number of
registrations on MyAviva

The average number of visits
to MyAviva per pension
customer in 2015
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Not Everywhere

ur Chief Capital & Investments
O Officer, Jason Windsor, talks

about the Not Everywhere
strand of Aviva's strategy.

What does Not Everywhere mean

to you?

Not Everywhere is about focusing

on where we can make a difference.

It goes without saying that for insurance
companies diversification both in products
and geography is a good thing. That is the
whole premise behind insurance. But we
don’t want to be too broad or
complicated, or we will lose focus.

We believe there is an optimal balance
between sufficient diversification to
enable us to use our capital efficiently,
and maintaining the necessary level of
expertise, oversight and risk management.

We think we've got it about right.

We are in 16 markets. We are also a
British champion — the UK is our home
base. We're the largest player in the
market. And as a composite we've got an
in-built advantage which few can match.

And being the largest player in the UK
brings economies of scale which gives us
a competitive advantage and enables us
to invest in new services and technology,
and in our other businesses.

Our strength in our home market
also provides reassurance and security that
is valued in many of our other markets.

Not Everywhere is also about capital
allocation — we see it as a competitive
sport. Cash is paid up to the Group,
which we then reallocate to markets

How do we decide
where to allocate

It's about being clear
what not to do, so we
can focus on what
we do best

Jason Windsor
Chief Capital & Investments Officer

and businesses which will offer the most
attractive returns.

How does Not Everywhere support
other parts of Aviva’'s strategy?

It is integral. We will only deliver the full
benefits of the composite model by putting
Digital First if we focus our resources where
we can be most competitive. This is
underpinned by our core strengths in areas
such as underwriting, risk management,
asset and liability management, and
understanding and using Big Data.

One of our Aviva values is to “Kill
complexity”. That is exactly what Not
Everywhere is all about. It is about focus.
It is about working out where you can
best create value — and then delivering.

How do you decide which markets
to focus on?

We are not trying to be all things to all
people. We are not interested in planting
flags or being in 100 countries or
providing every product in every market.
Our focus is on a select number of
markets where we can have critical mass
—scale or profitability or a distinctive
competitive advantage.

For example, in January 2016 we
announced a new general insurance
partnership with the Royal Bank of Canada,
Canada’s leading bank, including a 15 year
distribution deal. We are one of the leading
general insurers in Canada and this deal
opens up a new distribution channel,
complementing the strong broker
partnerships that we have in this market.

Can you give an example of what
Aviva has stopped doing?

Given the strength of our relationship with
DBS, we would have liked to renew our
bancassurance agreement in Singapore,
which concluded at the end of 2015.

However, we remain highly disciplined
regarding capital allocation, and the cost
to renew the agreement was far in excess
of what we saw as economically viable or
justifiable to our shareholders.

We already have an excellent growth
franchise in Asia, with a strong network of
leading local partners, and look forward
to a bright future in Asia.

capital?

We look at capital
allocation through three
lenses: strategic, financial
and execution

ab
U

Does it fit with
our strategy?

We focus our efforts on
delivering our strategic
ambitions and providing our
customers with propositions
that they value.

4

Does this investment
create value?

We aim to invest our Group
capital efficiently to get the
right balance of risk and
return, consistent with our
Investment Thesis of cash
flow plus growth.

]

Can we
deliver it?

We ensure that outcomes
can be delivered with
a high degree of
confidence and that the
risks are understood and
can be managed.
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Your Aviva

Marcus'’s story
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Imagine if 70 businesses in
your community vanished
overnight: livelihoods lost,
lost income for suppliers,
and thousands of
disappointed customers.

That's what happened in
St Jacob’s, Ontario, when the
much-loved St Jacob’s Farmers’
Market burnt down.
Overnight, local people lost
the place where they went for
everything from antiques to
livestock. One business owner
said it “felt like losing a home
— like you weren’t going to see
your family anymore.”

But local people resolved

again and, as the local mayor
said “everybody came
together to make it work” —
that included Aviva, as the
Market’s insurer.

Marcus, the Market’s
President, said “one of the
best decisions we made was to
review our insurance with our
broker regularly, which
resulted in us having the right
coverage to be able to
recover.” This was a complex
case, but John, our loss
adjuster, quickly agreed a plan
of action and we made a
substantial advance so the
resurrection of the Farmers’

few weeks a temporary market
was operating. In total, Aviva
paid out around £2.7 million
or just under $CAD5 million.
Now a bigger, better
St Jacob’s Farmers’ Market is
back as a bustling much-loved
place, with a huge diversity of
shops and stalls, where people
can meet their friends and
family. We're proud we helped
St Jacob's Farmers’ Market to
rise from the ashes — and take
its place back at the heart of
the community.
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Market review

UK &

Ireland
Life insurance

Aviva is a leading insurer in the UK
and Ireland life insurance markets,
with a 13%" share of the UK life and
pensions market

NQ =B ¢ >

AN INTERVIEW WITH...

Andy Briggs, Chief Executive
Officer, UK&I Life and
Chairman, Global Life Insurance

What's your strategy?

We help people enjoy a secure and
prosperous retirement, and look after
them and their loved ones should they fall
ill or die. It's a pretty noble endeavour.

I'm keen to make the most of the True
Customer Composite model. So, for
example, we're working with Aviva
Investors so that a greater proportion of
our funds flow to them where it is in the
best interests of our customers.

We're also helping to build market
share in protection, accident and health,
focusing on products which require less
capital backing. And in line with our
strategic goal of being Not Everywhere,
we're reinvesting capital from the UK in
selected international markets.

We have one of the largest books of
existing pensions, savings and protection
customers in the UK, and manage this
efficiently through rigorous capital
management, automation, reducing
our costs and improving customer service
and retention.

In Ireland our
primary focus is to
increase our operating

I've been in insurance  Profitand value of
for 28 years and I've
not seen an insurer  How s the life

new business (VNB).

business helping

with Aviva’'s potential g geliver the

True Customer

Composite model?

We're bringing
together the products we offer customers,
to make their lives easier. We seek to build
deep and enduring relationships which
support our customers through different
stages of their lives.

We're also benefiting from
relationships built elsewhere by the
Group. For example, we won a group
protection contract on the strength of the
existing relationship with the general
insurance business.

How are you putting Digital First?
We put Digital First so that our customers
can deal with us online and through their
mobile devices using the MyAviva portal.

As a result we are simplifying how we
do business and improving the service we
offer customers, while reducing costs and
improving efficiency.

1 Association of British Insurers (ABI) statistics

published Q3, 2015.




HIGHLIGHTS

Cash remitted to Group

fe6/m

(2014: £437m)

Life operating profit

£1,432m

2014 £1,049m)

Operating expenses

£815m

(2014: £565m)

Value of new business

£625m

(2014: £482m)

The life business can be the Group’s
anchor for delivering the benefits of
the True Customer Composite model

to our customers

Andy Briggs

Chief Executive Officer, UK&I Life and Chairman, Global Life Insurance

What are your highlights for 2015?
Obviously, the acquisition of Friends Life.
We're well into the integration — it's hard
work, but vitally important. We're due to
deliver the savings we promised by the end
of 2016, one year earlier than planned.

While the integration of Friends Life
caused some disruption to the business,
we have endeavoured to move as quickly
as possible to reduce the uncertainty for
our people. As we took forward the
integration in 2015, we were able to give
clarity to three quarters of our people on
their futures. We now have the best of
both leadership teams in place.

I'd say we're showing strong progress
and good growth — and that's before
our digital innovations come on stream.
Once they do, I'm looking for our growth
to accelerate.

Solvency Il has also been a big focus.
| think we've handled its introduction
well. Tom Stoddard talks more about this
in the Chief Financial Officer’s report on
pages 58-61.

What about the challenges and risks?
For us to achieve the full potential of the
True Customer Composite, we will need
to deepen our relationship with our
customers and increase the average
number of products they buy from us.
But to do this, we will need to respond to

and anticipate the rapid pace of
technological change and changing
customer expectations.

By securing a strong, long-term
relationship with our customers, the life
business can be the Group’s anchor for
delivering the benefits of the composite
model to our customers.

Here in the UK, we've had the
challenge of the biggest reform to
the pensions market for a generation.
But we've managed it well and still
grew as a result of our strength, breadth
and expertise.

What are your impressions of Aviva?
It's a hugely exciting time. We've finished
the fix phase. Now we are in the
transform and grow phase. We've got

a strong balance sheet and capital
strength, some great people, and a
material cost and capital advantage

Over our peers given we are a composite
insurer with scale.

I've been in insurance for 28 years
and I've not seen an insurer with
Aviva's potential.

As a leading insurer in the UK, we
bring to market a number of advantages:
e QOur size means we benefit from

economies of scale, and so can offer
products and services to customers more
efficiently than some smaller insurers.

Our progress and future plans

What we achieved in 2015 What we plan to do in 2016

» Delivered £113 million of integration run-rate synergies and ahead » Complete the integration of Friends Life:
— continue to align Aviva and Friends Life propositions

of our target for the year

» Supported our customers in taking advantage of the UK
Government's reforms to the pensions market by providing the full

range of retirement products

» Launched a new Direct-to-Consumer investment platform which

— deliver the total cost savings we have promised one year early
— transfer further Friends Life assets to Aviva Investors where that

is in the best interests of our customers

— complete the cultural transformation

provides customers with digital access to easy, ready-made » Ensure that, following the implementation of Solvency Il, we
packages, through the MyAviva portal continue to make our balance sheet as capital efficient as possible
» Successfully prepared for Solvency Il requirements » Continue the transformation of the business to make the most of

» We won the Gold Standard for Group Pensions, Pension Provider
of the Year at the European Pension Awards, Best Equity Release
Lender and Best Lifetime Mortgage Provider at the What

Mortgage Awards, and Best Protection Provider Service

digital technology, and ensure our products and services are
accessible to all our customers, new and existing, including the
continuing enhancement of MyAviva

2 Operating profit has been restated to exclude amortisation and impairment of acquired value of in-force business, which is now shown as a non-operating item.
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Market review continued

UK and Ireland
Life insurance continued

Our diversity of business means that
(under the new Solvency Il regime) we
benefit from lower capital requirements
than insurers who just offer one
product line.

The breadth of our business means that
we understand the range of needs of
our customers better than others, and
can bring them connected propositions
and rewards for loyalty that other
insurers simply can't, for instance by
offering pension customers a discount
on their home or motor insurance.

By the end of next year, | want us to be
delivering our purpose better and for
more people, to be a stronger more
diversified business, with a market-
leading, engaged workforce, and strong
and growing cash flows.

What's your final message?

| want our customers to know we're good
at three things: we deliver what they want;
we're easy to do business with; and we're
the natural choice — the insurance company
customers can trust and turn to first.

For investors, my message is we've got
the right strategy, we're ahead of
schedule on the integration and we're
delivering cash flow plus growth. Aviva's
British heartland is in good health.

Overview

Aviva is a leading insurer in the UK

and Ireland life insurance markets, with

a 13%! share of the UK life and pensions
market. We offer a comprehensive

range of products to individuals and
companies, including pensions, retirement
solutions, life insurance, and savings and
investment products.

In Ireland, we continue to deliver our
strategy of growing annuity and
investment business, progressing towards
being the provider of choice for pre and
post retirement solutions.

We are also one of the UK’s leading
providers of protection insurance. Aviva's
UK Life business has around £214 billion
of assets under management.

We're ahead of schedule on the integration
of Friends Life, we're growing and we're
delivering cash flow plus growth

Andy Briggs
Chief Executive Officer, UK&I Life and Chairman, Global Life Insurance

We offer customers:

e Retirement solutions which help people
plan, save for and enjoy a financially
secure retirement including annuities,
investments, income drawdown, equity
release and long-term care insurance.
Protection insurance which provides
peace of mind to customers should
they die or fall ill - including life
insurance, critical illness cover and
income protection.

Services for companies, both large and
small — including workplace pensions,
group protection, and bulk annuities.

We deliver our products and services
through multiple distribution channels —
building on and maintaining our strong
existing relationships with intermediaries
including independent financial advisers,
employee benefit consultants, banks and

Pensions freedom

From April 2015 millions of UK
pensioners no longer had to buy an
annuity - but could choose what to
do with their pension pot. While this
presented us with challenges, we
responded rapidly with a real focus
on what our customers needed.
We've developed an interactive
retirement tool, My Retirement
Planner, to help them better
understand a complex issue and
compare what'’s on offer, and we
are also offering additional access
to financial advice. Our new online
consumer savings platform gives access

to the full range of the new freedoms.

This is a new world for UK
pensions. The breadth of our product
offering means we are uniquely
placed to support our customers as
they make one of the biggest choices
of their lives.

estate agents. Increasingly we are offering
customers the option of dealing with
Aviva directly.

Ireland has made significant progress
towards becoming the provider of
choice in the retirement market, winning
the “Innovation in Pensions” award for
the second year running at the Irish
Pension Awards.

Completing the acquisition of Friends
Life has allowed us to accelerate our
turnaround and our ability to deliver cash
flow plus growth. Strategically, this
transaction secures our position in our
home market, and puts us in a strong
position to look after our customers’ entire
insurance, savings and retirement needs.

Financial performance
During the year total cash remitted to Group
was £667 million, up 53% from 2014.
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Overall UK & Ireland Life operating profit
increased to £1,432 million (2014: £1,049
million?). UK life operating profit was
£1,408 million (2014: £1,025 million),
including a contribution of £358 million
from Friends Life following its acquisition
in April 2015. Excluding Friends Life, UK
profits increased 2% to £1,050 million
(2014: £1,025 million), benefitting from
lower operating expenses as well as
improved new business profitability. In
Ireland, profits were stable at £24 million
(2014: £24 million).

Overall UK & Ireland Life operating
expenses were £815 million (2074: £565
million). In the UK, operating expenses of
£788 million (2074: £529 million) included
£286 million of post-acquisition expenses
from Friends Life. Excluding Friends Life,
UK operating expenses decreased by 5%
to £502 million (2014: £529 million)
reflecting cost savings as a result of
process automation and simplification.

In Ireland, operating expenses reduced
to £27 million (2014: £36 million).

VNB increased to £625 million
(2014: £482 million). In the UK, VNB was
£609 million (2014: £473 million).
Excluding a £91 million contribution from
Friends Life, UK VNB improved 10% to
£518 million (2074: £473 million), mainly
reflecting higher margins on pension and
health business, together with increased
sales and margins on bulk purchase

annuities. This increase was partly offset
by lower individual annuity sales
compared to 2014, following the
announcements made in the 2014 UK
budget. In Ireland, VNB increased to

£16 million (2074: £9 million) as a result of
higher sales and improved margins on
pensions and annuities, partly offset by
lower protection sales.

Market context and challenges
The UK is Aviva's home base and we are
a British champion. It is a mature market,
but one which offers good prospects for
profitable growth.

2015 has been a year of
unprecedented change in the market,
creating opportunities and challenges. The
UK Government's reforms have allowed
people more freedom over how they take
their pension fund. As a result, we have
made significant improvements to our
core systems for administering our
customers’ pensions and how we support
our customers as they decide how they
wish to take advantage of these reforms.

We focus our resources on providing
our customers with the appropriate
support and blended solutions to best
meet their needs for retirement, supported
by our Retirement Centre, available online
at www.aviva.co.uk and on the telephone.
In this way, we support these customers
at, and through, retirement with income
drawdown, annuities, equity release and
other investments.

Looking ahead, we expect further
significant changes in the market over the
next two to three years. The Government
is expected to announce the outcome of
the Financial Advice Market Review
(FAMR) which could have significant
implications for how we engage with our
customers, and their advisers. In addition,
the UK Chancellor has indicated he may
announce reforms to the taxation of
pensions. We expect continued evolution
of regulation around retirement income,
and 2017 will see the introduction of a
secondary market in annuities, as well
as a review of Auto-Enrolment. With so
much change on the horizon, it is vital
that we are engaged with Government
and regulators to ensure that their reforms

Innovative protection
platform

ALPS isn’t just a mountain range. It's
Aviva Life Protection Solutions — our
new protection platform for advisers
and customers in the UK. It helps
them make the right choice when
arranging life protection by offering
a flexible menu of cover which can

be tailored to meet a customer’s
circumstances — with all the policy
documents stored online. 75% of
applications are immediately accepted
online — and that equals certainty and
convenience for customers. It's the

biggest change in how we offer life
insurance for years. We think ALPS
is a game changer for Aviva — and
our customers.

are designed to benefit customers,
and to help more of them to enjoy
a prosperous retirement.

At the same time, our customers
themselves are changing. The UK
population is growing, and getting older
— with people living longer and healthier
lives in retirement. More people are
renting, and fewer people own their own
home. Customers are increasingly using
mobile and digital technology to access
financial services. Advances in data
analytics, wearable technology and the
‘Internet of Things’ create new
opportunities — but also new risks for
insurers and their customers. All of this
means we need to be agile in anticipating
and responding to customers’ changing
needs, and be innovative in our design of
propositions to meet those needs.

We welcome the UK pensions freedoms.
With our broad product range we are well
placed to meet customers’ needs

Andy Briggs
Chief Executive Officer, UK&I Life and Chairman, Global Life Insurance
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Market review continued

UK &

Ireland
General iInsurance

We are the leading general insurer
in both the UK and Ireland, with

a market share of 12%" in the UK
and 13%?in Ireland
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AN INTERVIEW WITH...

Maurice Tulloch, Chief Executive
Officer, UK&I Gl and Chairman,
Global GI

What's your strategy?

Our strategy positions Aviva for future
profitable growth by meeting our
customers’ changing needs. We are
building an increasingly digital global
General Insurance (Gl) business, through
our strong direct brand and our
partnership with brokers and banks.

We have market leading capabilities in
the insurance fundamentals: underwriting,
pricing, claims management and
predictive analytics. We utilise the
strength and expertise around the
businesses to use and share best practice.
For example, we've created a single centre
of excellence to combat insurance fraud.

Bad things will
always happen - and
we will be there for
our customers when

Our strategy positions they do. Ouraimis to

build long-term

Aviva for future relationships with
growth by meeting  customers so we are
our customers’
changing needs beyond insurance to

developing products
and services that go

mitigate and prevent
—whether that'’s
delivering risk
management advice
to a large corporate customer or using
leak-prevention technology in customers’
homes. That's the future of insurance.

We will grow our business by focusing
on our distribution through UK direct and
partners, and also through tailoring the
range of products we offer to meet
customers' needs.

We will continue to be a customer
champion by taking an industry lead on
issues that increase costs for our
customers, such as our “Road to Reform”
campaign which highlights the issues of
fraudulent claims. And also help provide
industry solutions to meet pressing needs,
such as Flood Re securing affordable
insurance for properties at risk of flooding.

How are you helping to deliver the
True Customer Composite Model?
We start with the customer and
understand their needs and habits at
different stages of their lives. As a
composite, what Aviva can offer
customers is unique in many parts of the
world. Take the UK, where we have 16
million Gl and Life customers. We already
make the lives of our Gl customers easier
by meeting their insurance needs but we

1 Datamonitor UK Insurance Competitor
Analytics 2015
2 Irish Insurance Federation, 2015




can also engage with our Life customers HIGHLIGHTS
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who might not have Gl products with us, UK floods
especially through the MyAviva app. Cash remitted to Grou
That's a huge number of customers who P '?] Ll 2015r,lthe LS S”fger(?d
already have long-term relationships with - ,;:Nelttesi :I]onlzl i‘:‘er el
Aviva. We can better understand their I I I ‘rI:in f:IImgfxr p:zplz W:r:";:;?e
needs by using our existing knowledge. floodet.i customers right from the
Understanding more about our customers 201 4: £294m start with command centres set up in
using the vast amount of data already the worst hit areas to support
available, without having to ask them i

L General insurance and Health customers and communities. We
more questions, allows us to offer them operating profit received excellent customer feedback.

the right products at the right price, in the Gary Byrne tweeted “Aviva again goes
beSt way pOSSib|e. That'S What the £43 O above and beyond #amazing
CompOSite model could look like — this will I I l customer service”.
change insurance.

(2014: £499m)
How are you putting Digital First?
It's how we'll deliver the composite
model, especially through MyAviva. But
we're also putting Digital First in how we
deal with our brokers and partners — I I I
especially through the major investments
we've made in Fast Trade, our online tool 201 4 £755m

for brokers and Guidewire, which brings

together underwriting, administration and - - -
claims into a single system. Combined operating ratio

What have been the highlights 9 5 O %
of 20157

We delivered a satisfactory underwriting 20’] 4:94. 9%
result. We're also growing the business

— premiums are up. And we've seen some

Operating expenses

great deals for Aviva and our customers That's a great result — for us and for the market and beat us if we don't.
— for example, through our agreements honest customers. I'm the Chair of Climatewise — the
with Homeserve and TSB in the UK. But one of our Aviva values is to “Never | insurance industry’s body on climate

We've also received many accolades, rest” —and we're certainly not resting. We | change. The risks of unmitigated global
including General Insurer of the Year at need to continue to exceed customer warming are pretty stark, for individuals,
the Insurance Times Awards for the expectations and to grow our business. for business and for communities. We
second year running. need to do all we can to address this

We have transformed the claims What about the challenges and risks? | challenge. For insurers, a temperature
experience — many domestic claims can The challenge of delivering what our increase of four degrees effectively
now be handled in a single call. customers want is always there — and means insurers will have to bow out.

We also scored a major victory in the we're in a highly competitive market. Insurers will not be able to cover the risks.
fight against fraudulent whiplash claims We've got to be more efficient and Climate change would be the greatest
with the UK Government'’s announcement | competitive year on year, delivering what market failure of all time, the greatest
that it plans to put a stop to cash our customers want and how they want it | inequality of all time, and it will represent
compensation for minor whiplash injuries. | — not least because disrupters will enter a social catastrophe.

Our progress and future plans

What we achieved in 2015 What we plan to do in 2016

» Achieved our best ever Customer Satisfaction scores for household ~ » Grow our business profitably in the UK and Ireland and provide new
claims (Transaction Net Promoter Score® +57) products and services in areas such as pet insurance, warranty,

» Returned to growth, securing significant new distribution deals, home services and for high net worth customers
notably TSB (4.7 million UK customers) and Homeserve (Home Expand the distribution reach of our corporate and speciality
Emergency Cover — two million UK customers) commercial lines business to maintain our existing business and

» Made progress in delivering the benefits of the True Customer provide opportunities to expand into new markets

v

Composite model for our customers, making our first healthcare » Deliver simpler digital solutions which improve our automated

and pension sales through Gl brokers processes and make it even easier for our customers to do business
» Implemented Guidewire, our new policy and claims system, across with us

our commercial lines business » Working with the industry as a whole to launch Flood Re in April

2016, securing affordable insurance for millions of properties in
England

Continue to campaign on issues that are important to our
customers, such as motor reforms and tackling insurance fraud

» Invested in using new technologies so that we can settle claims on
the same day they are made

» In Ireland we won three Irish Broker Association awards for most
improved service to small medium-sized enterprises and large
corporate brokers and for most improved non-life service ranking

v
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Market review continued

UK & Ireland
General insurance continued

What's your final message?

| believe passionately that our customers
have made the right choice by protecting
what matters most to them with Aviva.
Our promises are not made lightly.

Overview

We provide a wide range of products to
personal and business customers, including
motor, home, travel and pet insurance,
commercial property, liability and specialty
covers such as classic car and boiler
breakdown.

Customers can access our products
and services in the manner that they
choose through our multi-distribution
network; directly from us over the phone
or digitally, or via our broker, intermediary
and strategic partners.

The quality of the service we provide
to our customers is reflected in the
number of awards we have received.
Most notably, we were the Insurance
Times Insurer of the Year in 2014 and
2015, and voted number one for
underwriting and claims in both personal
and commercial lines in the 2015
Insurance Age Sentiment Survey.

In Ireland we won the Irish Broker
Association awards for most
improved service.

Financial performance
Total cash remitted to Group was
£358 million (2074: £294 million).

UK and Ireland general insurance (Gl)
and health operating profit was £430
million (2014: £499 million).

In the UK, Gl operating profit was
£368 million (2014: £455 million). Within
this, investment return reduced mainly as
a result of reductions in the internal loan.
The underwriting result was £154 million
(2014: £199 million) with adverse weather
experience due to the December floods
being partly offset by the benefit of
expense savings and more favourable
prior year claims development. In UK
Health, operating profit increased to
£21 million (2014: £11 million).

In Ireland, operating profit increased
to £41 million (2074: £33 million)
mainly driven by favourable weather
experience, partly offset by lower prior
year claims reserve releases.

UK and Ireland operating expenses
reduced by 8% to £697 million (2074:
£755 million) reflecting a focus on
efficiency and discipline in our cost control
as we pushed through the expansion of
digital and automation across our
business, and a reduction in headcount.

The UK and Ireland Gl combined
operating ratio (COR) remained stable at
95.0% (2014: 94.9%), reflecting higher
claims across both personal and
commercial lines, partly offset by cost
savings and lower sales commissions.

Our customers have made the right
choice by protecting what matters
most to them with Aviva. Our
promises are not made lightly

Maurice Tulloch

Chief Executive Officer, UK&I Gl and Chairman, Global GI

Market context and challenges
Market conditions for personal motor and
home insurance have remained
competitive, and whilst motor premiums
are rising, we expect conditions in both
markets to remain highly competitive. We
have responded to this challenge by
developing increasingly sophisticated
pricing, market-leading products and
services, and investing in digital to
sharpen our competitive edge.

The small medium-sized enterprise

(SME) sector has remained challenging

as increased insurance capacity has
heightened competition. Aviva is uniquely
well-placed to be a trusted advisor and
offer a complete one-stop-shop for SMEs,
and we have continued to succeed in this
market because of the quality of our
service and relationship
management for SMEs.

The UK motor
market has suffered
from insurance fraud
at an ever increasing
rate over recent years.
We welcome the UK
Government's decision
to act and will continue
to work with them and
the industry to create
and implement
effective solutions.

We still have much more to do in this space,
including addressing the noise-induced
hearing loss epidemic of claims.

The UK's recent large scale flood
events have highlighted the need for
affordable home insurance. Flood Re, an
industry solution, being launched in April
2016, will help support those households
with the highest flood risk. The Flood Re
scheme will help people better
understand their risk of flood and what
they can do to reduce that risk.

Our “Road to Reform”
campaign

We have long championed the need
to tackle the fraud pandemic in the

UK motor insurance market. We
applauded the UK Government'’s bold
announcement in the Autumn
Statement to implement measures to
stop people claiming fraudulently for
neck injuries in motor insurance.
When it's implemented we expect
average motor premiums to go down
by around £40 to £50 and have
committed to pass on this benefit to
customers — and challenge other
insurers to do the same. It's a victory
for the honest customer against the
fraudster — and we will continue to
campaign on behalf of our customers.
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Canada

General Insurance

We are Canada’s second largest general insurer’
providing a range of personal and commercial
lines products to over 2.8 million customers

Overview

We have an 8.4%' market share and a

top five position in all major provinces.
In 2015, 39% of sales were personal

auto, 26% personal property and the

remainder in commercial insurance.
Most of our business is

intermediated, with our products sold

through a network

of independent

broker partners.

Strategy
Our objectives are to
build on our existing
service to customers
and distributors, build
our digital capabilities,
and lead product
innovation in Canada.
In January 2016,
we announced the
proposed acquisition of the Royal Bank
of Canada General Insurance Company
(RBC General Insurance) and a 15-year
distribution agreement with RBC
Insurance. Through this agreement,
Aviva Canada will provide underwriting,
pricing and claims services, and RBC
Insurance customers will be able to
access our full suite of general insurance

giving us exposure to the direct channel
in Canada.

We also continue to support our
broker partners to help them integrate

We will build our

digital capabilities

and lead product
innovation in Canada

Maurice Tulloch
Chief Executive Officer, UK&I Gl and
Chairman, Global Gl

products. This diversifies our distribution,

digital technology, to better serve our
customers and stay competitive.

We were the first in Canada to launch
an Overland Water Coverage Option for
home insurance, providing water damage
coverage for fresh water flooding due to
storms and run-off, demonstrating our
commitment to our customers.

Financial
performance
Canada retained its
dividend within the
business in anticipation
of the proposed
acquisition of RBC
General Insurance.
The £6 million

cash remittance
represents interest
on an internal loan.

Operating profit
increased by 13% to £214 million
(2014: £189 million), a 22% increase
on a constant currency basis driven
by more benign weather compared
to last year and favourable prior
year development.

Operating expenses were lower at
£298 million (2074: £316 million), but up
1% on a constant currency basis,
reflecting growth in the business.

Combined operating ratio improved
by 2.3 percentage points to 93.8%
(2014: 96.1%) reflecting improved
underwriting performance.

NQ B <>
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HIGHLIGHTS

Cash remitted to Group

fem

(2014: £138m)

General insurance
operating profit

£214m

(2014: £189m)

Operating expenses

£298m

(2014: £316m)

Combined operating ratio

93.8%

(2014: 96.1%)

Market context and challenges
As the industry continues to evolve,
those insurers who increase their digital
capabilities will lead the pack. More
business will be purchased via digital
channels, so the ability of companies to
innovate and adopt new technologies will
be crucial. The industry needs to adapt to
meet customers’ evolving needs in the
years ahead.

In our opinion, further regulatory and
product reforms are necessary in the
Ontario auto market to drive both costs
and fraud out of the system. We support
the steps taken by the Government so far
and will continue to work with them to
help customers.

1 Market Security Analysis & Research Inc, 2014

online database

Our progress and future plans

What we achieved in 2015 What we plan to do in 2016

» Expanded our range of product offering, including Overland
Water Coverage and developed an insurance solution for ride

sharing drivers

Home and Auto

» Made the most of telematics to develop a usage based insurance >

product for young drivers

predictive analytics and anti-fraud capabilities

v v

Complete the proposed acquisition of RBC General Insurance Company
Integrate the RBC General Insurance Company business and

people into Aviva Canada

» Broadened our distribution reach by launching Aviva Direct for » Continue to work with regulators to influence a positive outcome
for customers in Ontario auto

Continue to invest in digital so our services and propositions are

better for our broker partners and customers
» Ultilised new technology to enhance claims management through » Continue to invest in Guidewire technology to make it easier to do

business with us
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Market review continued

Europe

We offer a wide range of life, general
insurance, health and asset management
products to more than ten million customers
in five markets - France, Italy, Poland’, Turkey
and Spain. We operate a composite model in
France, Italy and Poland

NQ =B ¢ >

AN INTERVIEW WITH...

David McMillan, Chief
Executive Officer, Aviva
Europe and Chairman,
Global Health Insurance

What is Europe’s contribution?
Europe is a big part of Aviva. We are the
second largest cash contributor to the
Group, remitting £431 million in 2015,
and contributed over 30% of total 2015
Group operating profits.

We have continued to grow our
Value of New Business (VNB), as a result
of our strategic initiatives to reshape
our portfolio, focus on less capital
intensive products and improvements
in operating efficiency.

We have turned around our general
insurance businesses and this is reflected
in our general insurance combined
operating ratio which improved by
2.3 percentage points to 95.4%.

What's your
strategy for Europe?
Over the last few
years, we have

Europe is a big part of completed the
Aviva. We have strong turnaround of our

mature composite

pOSitiOhS in Europe businesses in France
and we are well-placed and italy, improving
for further profitable
growth and harnessing our

margins, refocusing on
capital-light products

distribution. Our
turnaround in Spain is
well progressed,
benefitting from an
improving economic environment.

In 2015, we have started to shift the
emphasis towards digital and True
Customer Composite, deploying MyAviva,
increasing sales of protection and
Accident & Health (A&H), and digitising
distribution channels.

Poland and Turkey are our growth
markets, with relatively low levels of
insurance penetration. We are focused on
securing leadership positions in these
markets, by deepening and diversifying
distribution and building innovative digital
solutions for our customers.

How are you helping to deliver the
True Customer Composite model?

Our focus is on deepening our relationship
with customers by offering them the
whole range of our products.

The approach has varied by market.
For example, in France and Italy, where we
have strong agency businesses, we have
implemented multi-access capabilities,
allowing customers to choose how they

Aviva Poland also has management responsibility for Aviva's
operation in Lithuania.
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transact with us through face-to-face
meetings, telephone and digital.

I'm excited by the “You, Me and We"
composite product packages we have
launched in Poland. These propositions
combine life, general and health insurance
components and are focused on the
needs of customers at different stages of
their lives. Anna took out a policy recently
and you can read her story on page 4.

How are you putting Digital First?
Digital is the future of insurance, and our
customers and agents are increasingly
looking for more direct interactions and
customised digital services.

We made some big strides in 2015.
We successfully launched MyAviva in
France and Italy so customers can access
all their contract details in a single place
and self-serve on policy administration.

In 2016, we will do even more. We will
build digital solutions for our distribution
channels. For example, we will implement
MyAgent for our sales network in Turkey
and develop digitised sales tools in Poland.

What about challenges and risks?
In the mature savings markets, we
continue to face a low interest rate
environment but benefit from the early
and proactive actions we have taken to
reduce product guarantees and shift our
mix towards protection, A&H and
unit-linked.

In Poland and Turkey, we have had
to adapt to a more volatile regulatory
environment, with significant changes
in the pension system in both countries.

You are taking responsibility for
Ireland - what are the challenges

and opportunities there?

Aviva Ireland has undergone a turnaround

over the last couple of years and we are
now benefitting from the cost economies
and expertise from being branched into
the UK Life and General Insurance
businesses.

The focus moving forward is to
capitalise on our strong brand and market
position and build a leadership position
across the composite product range.

What's your final message?

The first stage of the European
turnaround is largely complete and we are
now moving into a ‘transform and grow’
phase. We have good businesses and are
in a strong position to grow our franchises
— digital and True Customer Composite
will be at the heart of this.

Financial performance

Our headline financial performance was
impacted across all metrics by a weaker
euro (11% down on average) and low
interest rates. Prior year results include the
benefits of one-off pension changes in
Poland and Lithuania.

However we continued to make
reasonable progress on a constant
currency basis.

Cash remittances were £431 million,
up 1% in constant currency terms.

We continued to grow our Value of
New Business (VNB) which was up 14%*
to £400 million, an improvement of 48%
over the last three years, while
maintaining our expenses at £526 million
(broadly flat in constant currency,
excluding disposals). Protection VNB
improved by 27%* in 2015 and now
represents 49% of total VNB.

Life operating profit decreased to
£766 million. Excluding disposals last year
and the one-off regulatory pension

HIGHLIGHTS
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Cash remitted to Group

£431Tm

(2014: £473m)

Life operating profit

£ /66m

(2014 £882m?)

General insurance and Health
operating profit

£114m

(2014: £113m)

Operating expenses

£526m

(2014 £596m)

Value of new business?

£400m

(2014: £392m)

Combined operating ratio

95.4%

(2014: 97.7%)

Our progress and future plans

What we achieved in 2015 What we plan to do in 2016

» Launched MyAviva in France and Italy, delivering digital services » Expand MyAviva in France, Italy and Poland to increase customer
for customers, distributors and agents, utilising new technologies

» Strengthened and diversified our distribution networks by
increasing our agency network in France, acquiring Expander in » Diversify our distribution, through new partnerships and affinity
relationships, and expand the product and service offerings with
our current partners, such as AFER in France, Sabanci Group in
Turkey and bank partners in Italy, Poland, Spain and Turkey

Poland and securing a new bancassurance agreement in Turkey

» Improved the profitability of our new business, focusing on
protection in all markets and launching new unit-linked funds in
France and Italy, capitalising on Aviva Investors experience » Maintain our leadership positions in life insurance and protection

» Completed the turnaround in Italy and refocused our distribution

agreements

» Launched innovative products, such as “You, Me and We" in
Poland and use of telematics on motor and home in Italy » Capitalise on our composite potential in France, Italy, Ireland and

» Improved the profitability of our general insurance businesses,

registrations, introducing a suite of additional services and features
for our customers and distributors

in Poland, pensions in Turkey, Gl in Ireland and protection in Italy

» Grow our position in accident and health through product

innovation, wider distribution and digital wellness services

Poland by offering integrated and innovative solutions

rebalanced new business towards the SMEs segment in France and  » Continue to deliver profitable growth in general insurance by

strengthened analytics and anti-fraud capabilities in all markets

2 Operating profit has been restated to exclude amortisation and impairment of acquired value of in-force business, which is now shown as a non-operating item.

3 Excluding Eurovita and CxG.
4 On a constant currency basis.

improving our underwriting and analytics capabilities
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Market review continued

Europe
continued

change in Poland in 2014, life operating
profit grew by 6% on a constant currency
basis. This increase was driven by actions
to improve the efficiency of our back
book and focus on a profitable mix of
new business.

We have grown our general insurance
premiums by 3% in constant currency
excluding disposals whilst improving our
combined operating ratio to a healthy
95.4%. General insurance and health
operating profit was £114 million (2074:
£113 million), up 12% on a constant
currency basis mainly driven by the
disposal of the loss-making Turkey Gl
business in December 2014.

France

Overview

We have more than 3.3 million customers
in France and offer a full range of life,
protection, pension, general insurance,
health and asset management products.

We have a well-diversified distribution
model, with half of our profits generated
from channels we own or control. We
enjoy a long-standing relationship with
Association Francaise d’Epargne et de
Retraite (AFER), the largest retirement and
savings association in France.

Our tied agency network is growing
with over 920 agents. In 2015, we started
to build multi-access capabilities, enabling
customers to interact with us when and
where they want, through our existing face
to face channels, online or via call centres.

We also have a majority stake in Union
Financiere de France (UFF), the largest
financial adviser network in France with
around 1,200 advisers, and strong direct
businesses with Aviva Direct, a leading
direct provider of funeral protection,
and Eurofil, one of the largest direct
general insurers.

Ul

On a constant currency basis.

6 Institut national de la statistique et des études
économiques.

Fédération Francaise des Sociétés d'Assurances.

O 00

IVASS - Istituto per la Vigilanza sulle Assicurazioni.
Excludes Eurovita.

0 Q

Financial performance

France continued to deliver cash flow and
growth, with a robust performance across
most metrics, despite low interest rates.
The weakening of the euro affected all
metrics from a group perspective.

Cash remittances were £252 million
(2014: £264 million), up 6% in constant
currency. Total operating profit was £449
million (2014: £470 million), a 6%
improvement in constant currency, driven
by a strong performance in the life
business. Operating expenses of £360
million remained broadly stable®.

VNB was £198 million (2074: £205
million), up 7% in constant currency, due
to increased volumes and an improved
margin on protection business.

The combined operating ratio
improved by 1.2 percentage points to
95.7% mainly due to better weather
experience compared to the prior year.

Market context and challenges
France is a mature and stable market with
a large and well-developed insurance
sector. Although GDP growth has been
weak at 1.1% in 20159, the life insurance
market continued to grow at 4.7%’. We
expect demand for savings, protection
and retirement products to continue to
grow ahead of GDP.

In general insurance, regulatory
changes ended the tacit renewal practice,
transforming the landscape for personal
lines and creating new opportunities and
challenges. In this context, we
strengthened our motor direct business
(9% premium growth vs. motor market
average of 1.5%)’.

Aviva et Moi

We want our customers to be able to
engage with us when and where they
want. The new ‘Aviva et Moi’ platform
is transforming our current
distribution model to adapt to our
customers’ needs. It enables our
customers to view all their Aviva
products in a single place, choose how
they want to engage with us (online,
through their agents or via call
centre), as well as download
statements, change their personal
details and have access to our
products. And what’s more, we drew
on our experience in developing
MyAviva in the UK, so we could bring
‘Aviva et Moi’ to our French customers
that much more quickly. It's a great
example of Aviva delivering what our
customers want — and it’s all the
better because of our international
expertise and experience.

-

Italy

Overview

We are a composite insurer, offering
life, general and health insurance to
2.2 million customers.

We operate through strong
bancassurance partnerships with three
of the five top banks in Italy - Banco
Popolare, UBI Banca and UniCredit. We
are focused on protection and are in the
top four in the market with c.11% market
share®. In 2016, we will continue to
increase our distribution footprint in
specific segments and geographical areas.

We also operate through a distribution
network of around 700 multi-agents and
brokers, and a growing IFA network of
over 1,500 advisors.

We have completed our turnaround
actions, including lowering the cost of
guarantees on with-profit products,
improving margins in general insurance
and exiting unprofitable distribution
agreements.

Financial performance
Our turnaround strategy delivered
continued improvements in profits
and cash.

Cash remittances improved to
£45 million (2074: £32 million),
representing an increase of 55% in
constant currency. Total operating profit®
was £165 million (2074: £166 million), an
increase of 11% in constant currency, with
growth in the life business more than
offsetting lower profits in general
insurance. Operating expenses® were
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broadly stable on a constant currency
basis at £71 million.

VNB? improved to £79 million
(2014: £63 million), despite low interest
rates, due to improved margins on all
product lines and management actions
to reduce the cost of guarantees on
with-profit products.

In general insurance business, the
combined operating ratio of 94.3%
remained broadly stable.

Market context and challenges
The Italian economy showed signs of
recovery. Although GDP growth remains
limited, the life insurance market grew
by 5.8%!.

In general insurance, we mitigated
competitive pricing in motor and increased
claims frequency through rigorous agent
and portfolio selection and improved
pricing capabilities.

Poland

Overview

We are a leading life insurer, also providing
health and general insurance products, to
more than 1.5 million customers.

We have particular strengths in
distribution and own the largest life
insurance direct sales network with
more than 2,100 advisers. In 2015, we
diversified our distribution model through
the acquisition and integration of
Expander, the second largest financial
adviser network. We also have a
bancassurance agreement with BZ WBK,
the third largest bank in Poland which is
part of the Santander Group.

We will continue to build on our
existing distribution strengths and diversify
our channels, while developing our digital
and multi-access capabilities to make all
products available online and to capitalise
on the potential of our composite model.

We also operate a subsidiary in
Lithuania, where we are the largest
life insurer™.

Financial performance
VNB of £65 million (2014: £64 million)
remained stable despite the weakening of
the zloty. VNB grew in Poland by 29% in
constant currency due to increased sales
of higher margin protection but fell by
33% in Lithuania as the prior year result
included a one-off benefit from regulatory
pension changes.

Operating profit reduced to £141
million (2014: £194 million), down 19%

10 ANIA - Associazione Nationale fra le Imprese
Assicuratrici.

11 Bank of Lithuania.

12 Ona constant currency basis.

13 Pension Monitoring Center, Turkey.

14 Excluding CxG.

on a constant currency basis largely due to

a £39 million one-off regulatory pension

change which benefitted the prior period.
Operating expenses remained stable’

at £65 million and our combined

operating ratio improved to 94.7%

(2014: 96.0%).

Market context and challenges
Despite political and economic
uncertainties, the relatively low insurance
penetration continues to represent a
significant opportunity for further growth,
driven in life insurance by favourable
demographics and growing disposable
incomes. In general insurance, competitive
pricing on motor continues.

Legislative changes in pension funds in
2014 significantly reduced the size of our
pensions business in Poland, affecting our
life profits in 2015. We are assessing the
impacts of an asset-based levy for bank
and insurance companies, introduced in
February 2016.

Turkey

Overview

Our joint venture with Sabanci Group, one
of Turkey's leading conglomerates, offers
pension and life insurance to two million
customers. In 2015, we became the largest
pension provider with 19%' market share
in assets under management.

The main distribution channel is
Akbank, one of the largest privately
owned banks, with over 900 branches
— part of the Sabanci Group.

We also employ the largest direct sales
force and have a fast growing agency
channel with over 300 agencies.

We are focused on diversifying our
distribution model. We recently secured
an exclusive distribution agreement with
Odeabank, and launched a number of
pilot schemes with large retail companies.

Financial performance

Life operating profit of £11 million
(2014: £13 million) was broadly stable in
constant currency. VNB was £27 million
(2014: £30 million) up 4% in constant
currency despite a lower ownership share
of the business following the partial IPO
in the second half of 2014. Excluding the
effect of this dilution, VNB in Turkey
grew 24%" mainly driven by higher
sales of pension products.

Market context and challenges
Despite uncertainties and new regulations
on pension pricing, Turkey offers strong
long-term potential for profitable growth.
It is the second largest population in
Europe with a young demographic and
we anticipate an increasing demand for
financial products. The introduction of
auto-enrolment pension reform

We've got you
covered

It's part of our job to prevent bad
things happening. That's why Aviva
Italia offers customers a special white

box for their home. It alerts them if
there's gas or smoke or if a burst pipe
is causing water damage. Your home
is monitored and you can access the
experts you need through MyAviva.
So relax and enjoy your life — we've
got you covered.

B aviva

anticipated in mid-2016 may accelerate
further growth in the market and offer
additional opportunities.

Spain

Overview
We provide life and pensions products to
around 1.1 million customers. We have
strong bancassurance relationships, and
operate a small growing retail business.
We have made some progress in the
turnaround actions and in improving our
operating efficiencies, but we still have
more to do. Our objective is to continue
the recovery of our protection business,
which benefits from improving economic
conditions, and to secure the perimeter of
our distribution franchises following
previous market consolidation.

Financial performance

VNB™ was stable at £31 million (2074:
£30 million) but up 17% in constant
currency, mainly driven by a shift towards
higher margin protection business, partly
offset by lower sales and reduced margins
on with-profits products.

Operating profit' of £92 million (2074:
£101 million) was up 2% in constant
currency with lower operating expenses
reflecting ongoing focus on efficiency.

Market context and challenges
We have seen the Spanish insurance
market recover with improved lending
conditions, and expect this to benefit our

credit linked insurance product sales.
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Market review continued

Asia

We have wholly-owned subsidiaries in Singapore
and Hong Kong, affinity joint ventures in China,
Indonesia and India, and bancassurance joint

ventures in Taiwan and Vietham. Through the
acquisition of Friends Life, our presence also
covers Friends Provident International Limited
(FPI), which has branches in Singapore, Hong
Kong and the United Arab Emirates

I'm confident we're
g()ing to carry on customers’ retirement.
dOing well for our In Vietnam and

NO = B <« >

AN INTERVIEW WITH...

Chris Wei, Executive Chairman,
Asia & FPI and Global Chairman,
Aviva Digital.

What's your strategy?

Our strategy is about recognising our
customers as individuals, giving them
a seamless experience with solutions
tailored to their needs and reflecting
what's important to them. In Asia,
we're in different markets in different
stages of maturity.

Each requires a different approach
— but with the seam of Aviva's strategy
running throughout. So we're a composite
where appropriate — and Digital First
where that's appropriate.

We will deliver Aviva's strengths across
life, health, general insurance and asset
management, to make the most of the
depth of our partnerships.

In markets where we meet the needs
of a rapidly ageing population, such as
China, Hong Kong
and Singapore, we're
focused on savings,
protection, healthcare
and planning for

Indonesia — markets

SharehOIderS and with low insurance
customers penetration and

young populations
—we can help
customers with saving
for things like their
first home or paying for their child’s
education, and protecting them against
life’s uncertainties.
FPI complements Aviva's existing
propositions, broadening our reach into
the high net worth segment.

Why should customers choose Aviva?
The British brand is very strong — and it
really helps that Aviva is its national
champion of insurance. But that’s not
enough. We're different because we're
embedding our capabilities in digital and
analytics across the business — and are
transforming our customers’ experience.

What are the highlights for 2015?
We've brought some great ideas to our
customers — such as digitising our group
employment benefit claims in Singapore
—which has transformed our customers’
experience and improves efficiency. In
China, our Digital Wellness Platform has
been well received by customers. In
Indonesia — one of the world's fastest
growing insurance markets — the first year
of our joint venture, Astra-Aviva Life, has
gone well.
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What are the risks and challenges?
Our partnership with DBS in Singapore has
come to an end — but we were always clear
we weren't going to overpay. That's a
challenge — but it's also a great opportunity
for us to rethink our business and deepen
our relationship with customers by investing
in platforms and direct digital channels.

It's also a volatile time in Asian
markets. But all the work we've done
as a Group on capital management and
product design bodes well for us.

What's your final message?

We're not following conventional norms
on how insurance businesses are grown,
but are going to provide solutions, service
and propositions in new ways. I'm
confident we're going to carry on doing
well for our shareholders and customers.

Overview

We have three and a half million
customers across our markets, and
operate a multi-distribution strategy
which includes bancassurance, agents,
financial advisers, direct and
telemarketing, and a direct sales force.

Financial performance
In 2015, cash remittances remained
broadly stable at £21 million.

Value of new business', a key measure
of growth, increased to £151 million
(2014: £122 million) mainly reflecting
higher sales of protection in Singapore
and a continued shift towards higher
margin protection products in China.

Life operating profits were £244
million (2014: £87 million), which includes
£151 million from FPI post-acquisition. Net
of amortisation of AVIF, FPI's contribution
to Asia operating profits was £15 million.
Excluding FPI, life profits were up to £93
million (2014: £87 million) reflecting
higher profits in Singapore and China.

Operating expenses increased to £141
million (2074: £80 million), principally due
to £46 million of FPI expenses and
investment to support business growth

Astra-Aviva Life

We are Not Everywhere — only

in markets where we can win. That's
certainly true of our joint venture with
Astra, a hugely respected household
name and one of the largest companies
in Indonesia — one of the world’s fastest
growing insurance markets. We can
offer Astra’s 10 million customers high
quality products — and Astra benefits
from our insurance expertise. The early
signs are excellent. That's good for

Aviva, good for Astra and, most
importantly, good for our customers.

across Asia. The general insurance COR
was 101.6% (2074: 97.8%), mainly as a
result of higher expenses.

Market context and challenges
Our markets in Asia are expected to
continue to deliver moderate GDP growth
and interest rate conditions are expected
to remain challenging in 2016.

Favourable demographic trends, large
protection gaps and low insurance
penetration provide us with an
opportunity to continue to develop health,
retirement and protection propositions for
customers. The implementation of C-ROSS
(China Risk Oriented Solvency System) in
2016 is expected to promote better
industry discipline in product pricing and
risk management in China.

Our challenge in this competitive
environment is to differentiate ourselves
by delighting our customers and delivering
an excellent customer experience.

HIGHLIGHTS

1lodau di631es

Cash remitted to Group

£21m

(2014: £23m)

Life operating profit

£244m

(2014 £87m)

General insurance and Health
operating profit

fom loss

(2014: £2m loss)

Operating expenses

£141m

(2014: £80m)

Value of new business’

£151m

(2014: £122m)

General insurance combined
operating ratio

101.6%

(2014: 97.8%)

1 Excludes South Korea.
2 AAJl, on an APE basis, as at Q3 2015.

Our progress and future plans

What we achieved in 2015 What we plan to do in 2016

» Grew our business in Indonesia with Annual Premium Equivalent » Further embrace the True Customer Composite model by

of £6 million and an overall bancassurance market ranking of 122,

following its launch in November 2014

priority markets, with strong increases in Protection business
» Our financial advisers in Singapore strengthened their market

delivering Aviva's strengths in Life and Health, plus Aviva

Investors and general insurance, tailored to different markets
» Achieved VNB growth from key distribution channels across » Make the most of Group digital solutions and capabilities to

deliver seamless customer and distributor experiences while
improving efficiency

leading position in Protection with VNB up 20% » Generate value by strengthening our distribution platforms and

» Grew our agency force in China and Vietnam (a new channel

with 1,415 agents) focusing on quality

» In Singapore, we digitised our group employment benefit claims

processes and opened our Digital Garage

building affinity models.

» Strengthen capabilities across the region focusing on digital,

analytics and customer insights
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What is your strategy?
Our ambition is to be the global leader in

outcome-oriented solutions. This means
meeting the specific investment objectives
of clients — whether that'’s capital growth,
beating inflation, receiving a reliable
We are Aviva’s investment management T o e
busmess, with £290 billion assets So our focus is on creating solutions
under management based on our understanding of our clients’
goals and the challenges they face — and
we have significantly improved our
investment, distribution and operational
capabilities to deliver these solutions.
One good example is the discussions
we are having with our institutional
clients, particularly pension funds. One
of their common challenges is how to
secure reliable cash flows. Our heritage
as part of an insurance company gives us
real credibility in these conversations —
and we are well-
placed to respond
to these needs.

Everything we dois  why is aviva
anchored in puttlng Investors important

r to the Group?
our customers We provide a

interests first — competitive advantage

=l H for the Group as an
providing solutions 2% 1000 &<

to meet their needs  gelivers tailored
investment solutions
to meet the needs
of customers; whether
they are customers of
Aviva's life insurance businesses, or
external and institutional clients.

We are also a global asset manager,
with expertise across the full range of
asset classes.

The creation of our AIMS range of
products was a critical first step towards
achieving our goals. The early success of
our multi-strategy AIMS range of funds
demonstrates that we are meeting the
needs of our customers to achieve better
outcomes with their investments.

In 2016 we're going to take further
steps with new products that share the
same underlying objective — meeting the
core financial needs of our customers.
Our partnership with Virtus in the United
States is a good example of how we're
interacting with retail investors.

How does being a True Customer
Composite help?

We are integral to the True Customer
Composite model. Our ability to provide
outcome-oriented investment solutions
is a real competitive advantage for

the Group.




We're benefiting — and so are our
customers — by being able to distribute
our range of investment solutions through
Aviva channels. That can only help us
grow our business.

We also upgraded our distribution
capabilities with the addition of Mike
Cranston as Global Head of Business
Development and Louise Kay as Global
Head of Client Solutions.

Tell us about your Digital First
strategy?

Digital First sets us apart. We want all our
clients to be able to invest through us with
confidence, by anticipating their needs
and being easy to do business with — so
digital is critical.

HIGHLIGHTS

Cash remitted to Group

f24m

(2014: £16m)

Aviva Investors fund management
operating profit

£105m

(2014: £79m)

Operating expenses

f345m

(2014: £298m)

Assets under management

£290bn

(2014 £246bn)

We want to be a market leader, providing
new solutions, backed by cutting edge
technology, to make our customers’ lives
easier. To do this, we are simplifying our
processes and personalising the service we
offer customers.

What's your final message?

We are only two years into our
transformation so there is a lot further for
us to go in terms of our long-term
potential. We have transformed our senior
leadership team and invested heavily in
risk management and controls to ensure
that the interests of shareholders and our
customers are safeguarded. Our ambition
remains to be the global leader in
outcome-oriented solutions. It will require
a lot of hard work to get there, but we are
making good progress.

Financial performance

Cash remitted to Group during the year
increased by 50% to £24 million, primarily
reflecting a higher remittance by Aviva
Investors France.

Fund management operating profit
generated by Aviva Investors was £105
million (2074: £79 million), an increase of
£26 million compared with the prior year.
This included a £9 million contribution from
Friends Life Investments (FLI). Excluding FLI,
the increase of £17 million was driven by
higher performance fees partly offset by
higher operating expenses.

Operating expenses were £345 million
(2014: £298 million), including £11 million
expenses from FLI. Excluding FLI,
operating expenses increased by £36
million to £334 million, primarily due to
investment to support the business.

Assets under management increased
by £44 billion to £290 billion, driven by
acquisitions. Our flagship AIMS fund
range has achieved net external inflows of
£1 billion during the year and had £3
billion assets under management at the
end of 2015.

Being a good ancestor

Being a responsible business is just
good business. So we've committed to
invest £500 million each year for five
years in renewable energy and energy
efficiency — with an annual carbon
reduction target of 100,000 tonnes.
90% of our investments are already
covered by environmental, social and
governance factors — ESG. Now we're
further embedding climate risk in our
decisions. We're going to be even
more active as shareholders —

encouraging companies to look long
term and low carbon. Simple steps for
good returns today — and tomorrow.

Market context and challenges
After a sustained period of positive returns
in most asset classes, volatility has
returned in recent months, with fears
of a China slowdown and the slump in
commodity prices adding to fears over the
global economy. This has caused steep
drops in many benchmark indices, and
with negligible rates available on low risk
assets, such as government bonds, the
task of delivering the returns investors
expect has become more difficult.
Ultimately, the key challenge for any
asset manager is how to stand out from
the crowd in a highly competitive market.
We operate in an uncertain world — and
this means asset managers must deliver
solutions that can perform in all market
conditions. That is a challenge — but also
an opportunity.

Our progress and future plans

What we achieved in 2015 What we plan to do in 2016

» We redefined our client proposition around outcome-oriented » Add to our range of outcome-oriented funds

solutions, spearheaded by our AIMS funds

v

Grow and protect our asset base by investing in distribution

» We improved our investment organisational structure, establishing and through True Customer Composite initiatives with the rest
Global Investment Solutions and Liquid Market teams of the Group

» We signed a strategic partnership with Virtus to give us access » Look at further opportunities to form strategic partnerships in key
to the US retail market overseas markets

» The AIMS Target Return and Target Income funds respectively » Broaden our operating model across all regions and products
delivered returns of 4.54% and 6.29% in 2015, compared to » Continue to invest in our risk and compliance teams to protect

a 1.37% drop in the FTSE 100 over the same period
We made significant investment to strengthen our risk

v

management and controls systems, including comprehensive
conduct risk and compliance training for all employees

customers, shareholders and our reputation
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**Our goal
IS to deliver better

outcomes

for our
customers®

At Aviva, we put our
customers at the heart of
everything we do. That’s
certainly true at Aviva
Investors, where our
flagship fund range, AIMS,
continues to deliver
positive returns in volatile
investment markets.

We often work with
strong partners who
complement our business
and in the United States
we've found one such partner
— Virtus Investment