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Market analysis shows that the highest growth rates are in property insurance for individuals. However for Tinkoff,

it is promising to develop the direction of liability insurance

The most promising types of insurance other than life insurance* in terms of growth rate after 2020
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Insurance type
//
94% Property insurance for individuals
59% Voluntary health insurance -
Z
53% Car insurance >
. 53% Cyber risk insurance
29% Liability insurance <
Q
18% Additional insurance risks in CASCO ©
: 12% Cargo insurance
6% Property insurance of legal entities ‘C’D:;-
~+
6% Pet insurance

* There is the greatest uncertainty in the life insurance market: some experts predict growth of 10%, some: -15%;

Potential for Tinkoff

OGO

Exists, potential of a focus on minor changes is unclear

Intense competition with specialized companies

Exists
For legal entities -> high costs of positioning :.:/ y
\
Not fully represented, there are areas to cover @ |
|
|
CASCO - relatively low popularity™** D1
=/

-

it - . L \
FQr legal entltles. > Relatively =)
h!gh costs of position- low - :
ning rates of =/
High % of insured events a market growth 777N |

According to KPMG (2020) https://assets.kpmg/content/dam/kpmg/ru/pdf/2020/08/ru-ru-insurance-survey-2020.pdf and author's analysis
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Personal property and civil liability insurance during repair works as part of the ‘Real Estate Insurance’ product will add
value to the offer for the client

1 The concept 3 Proposed change to the Real Estate Insurance product

}@/\ @ . - Inclusion of repair works in the list of insured risks

Property insurance for
individuals and civil
responsibility during
repair works

Property insurance Liability Insurance
for individuals

2 Value for the client
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Target audience analysis shows that the offer is potentially useful for 13.5 min customers; almost no one hires
officially specialized companies during repair works

1 Number of apartments, Proportion of families who carry 3 Portrait of the target audience
min out repair works, per year, %
15,6 < make repairs in the new one 260 k
67,5
66,9 ’ 17 20 22 ot old aoartrment rubles
S update old apartments
65,9 84,4 P P Average check
2017 2018 2019 2019 2020 01-032021
Type of repairs
2 The size of the potential target audience 74% 26%
Partial Full
Who is attracted? How serious is it?
13 ° 5 m I n 67% - on their own 69% - cosmetic
x standard family makes repair works 27%- _SerViceS of private specialists repair
1timein 5 years 5% - hire a company 31% - capital

* According to KPMG, Sberbank, Rossiyskaya Gazeta
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Only Ingosstrakh among the Top-10 competitors has an offer that partially meets the needs of the target audience,

however, it relates only to civil liability

1 Competitive Analysis
Top 10 insurance companies by premiums*

Availability ~ Feature Price

SOGAZ + Under contract. 1 year immediatel 100k=
=Y Y 110rubles per year

Sberbank -
Alphainsurance -
Ingosstrakh Wl’Fhout an ggrgement. By months 250.000/ 35 rubles

+ Civil responsibility only, the JESN-E

@ apartment cannot be insured P

RESO -
Rosgosstrakh -

VSK + Under c;ontras:t. Only GO, No separate option
expensive policy

300.000 = 249 rubles

Renaissance + at MTS Under contract
per month

Soglasie -

Capital life -

Detailed product description

Option 1: + to a regular insurance policy (+ 100 rubles - civil defense; + 100 —

an apartment, if the minimum tariff)

Option 2: insurance only for the time of repair: 2000 rubles for the minimum

tariff

Novelty and value of the product (why us and not competitors)

An agreement
with a repair

Large variety TR
Possible to choose of sums to Organlza’gon
Insured the period of insure not required
not only GO, insurance for
but also an the time of repair

A @

* According to KPMG (2020) https://assets.kpmg/content/dam/kpmg/ru/pdf/2020/08/ru-ru-insurance-survey-2020.pdf and author's analysis
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Tinkoff Group opens up many opportunities to attract and evaluate product target audience

_ _ Opportunity to analyze Opportunity
Promotion through_ e-mail Promotion through social transactions (concept: to offer to use the brand
newsletters, targetlng networks with savings - own advertising to those who recently and not to invest Attra Cti on
(a database of clients who channels are already well- made purchases in construction in the formation
use other insurance types is romoted and well-known stores (Obi / Leroy Merlin etc) I
- of loyalt
already collected) B [demand forecast] Ul d nd €va I uation

@)
@
OO

Additional value of the Tinkoff Group will receive an

product will increase the increase in the customer
Result number of sales of the'Real base potentially ready to use

Estate Insurance’ product other insurance and bank

products
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A promotion strategy that indicates value for the target audience, at a cost of 2.3 mlin, can bring a conversion of 300 k
customers

‘And we can also insure your apartment during the repair works!’

1 Email newsletters to existing pi SEO_' S_EM_ 3 Own social networks, ads 4 Agents of influence, Partnership
clients optimization on FB, VK, Instagram with Obi / Hoff / Ikea etc *
Programinfo + Promotior Seaengines, souml networks, 2N o o for e
(15% discount on insurance ’ promotions and a friend for insurance /
- - Forums “15% on purchases over
real estate if there is another type ,
of insurance) 16,000
Target audience coverage: 8 mIn** Target audience coverage: 300k  Target audience coverage: 450 k Target audience coverage: 450 k
Conversion: 180 k Conversion: 30 k Conversion: 45 k Conversion: 45 k
Costs: 300 k Costs: 1 min Costs: 500 k Costs: 500 k

Total costs: 2.3 min
Total conversion: 300 k

* Further detailed analysis is required. ** Based on the fact that there are approximately 13 min Tinkoff customers
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Tinkoff Insurance holds a 1.69% share in real estate insurance, 313.000 contracts were signed in 2020

Shares of the Tinkoff real estate insurance market for 3 years

Fraction of the amount |  Share of contracts concluded Number of insured
insurance premiums during the period events
2018 0.05% 0.27% 0.07%
2019 0.54% 0.25% 0.14%
2020 1.69% 0.72% 2.76%

Key indicators of Tinkoff real estate insurance for 3 years

0
Number of contracts % of .
The amount of . Number Payout | paymentsto| Average insurance
. . concluded during . :
iInsurance premiums _ of insured casess amount | theamount | premium, rubles
the period .
of premiums

2018 30.3 min 123 k ~200 12.5 min 41%** 246
2019 386.7 min 122 k ~330 15.9 min 4% 3178
2020 1209.2 min 313 k ~6600 20.45 min 2% 3861

* Author's calculations according to the Central Bank of the Russian Federation https://www.cbr.ru/insurance/reporting_stat/ and https://www.cbr.ru/statistics/insurance/report_individual_ins/

** There are doubts about the reliability
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The proposed strategy will help to increase the number of contracts concluded from 313.000 (2020) to 1.700.000
by 2023, the total increase in the amount of insurance premiums is expected to be 4 times

Proposal
development

Working onan

June - July

advertising campaign

Launching a

campaign on 1-2

Launching a

campaign on 3-4

Analysis of results

Implementation stages

August - September October - November December - January

Number of contracts

Average amount of
Insurance premiums

2021

+350.000

~ 3000

2022

+450.000

~ 3000

2023

+600.000

~ 3000

Forecast

Fall due to

an increase

in the number

of cheaper policies

April May June
Number of signed The amount of insurance
contracts premiums
660.000 1.9 billion
1.7 min 3.3 billion
1.7 min 5.1 billion
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