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About This Report

Sustainability Report Overview

Since 2019, Hanwha Life has been pro-
ducing an annual sustainability report, mak—
ing this the fifth sustainability report. Each
year, through the publication of this report,
Hanwha Life openly shares its efforts and
accomplishments in the environmental, socie—
tal, and governance (ESG) areas with its stake—
holders.

Reporting Period and Boundaries

This report covers the period from January 1 to December 31,2022, and highlights significant accom—
plishments from the first half of 2023. Furthermore, it presents three—year data from 2020 to 2022 to
illustrate quantitative achievements and identify annual trends. The report details the activities and
performance of the headquarters. The environmental data section, meanwhile, encompasses the
performance of both the headquarters and the Janggyo Building.

Reporting Standards

This report has been compiled in accordance with global guidelines such as the Global Reporting Initia—
tive (GRI) Standards, UN Global Compact principles, Sustainability Accounting Standards Board (SASB),
Task Force on Climate-related Financial Disclosure (TCFD), and Principles for Sustainable Insurance
(PSI). The financial information is consolidated, and the reporting standards and definitions are in line
with the Korean version of the International Financial Reporting Standards (K-IFRS). Both financial
and non—financial information has been prepared based on the fiscal year, in line with our disclosure
framework. If there are any deviations from these reporting standards, the relevant sections have
been clearly marked.
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Report Assurance

This report has been validated by the Korean
Standards Association, an independent assur—
ance organization, to ensure the integrity of the
report’s preparation process, the reliability of
the disclosed data and content, and the impar—
tiality of the information. The assurance state—
mentis available in the Appendix.

For Inquiries

Sustainability Management Team,
Hanwha Life

TEL 02.789.8072
E-mail seyeon0527@hanwha.com
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h = Overview

CEO Message

Dear Hanwha Life Stakeholders,

Our society and economy are emerging from
the lengthy, dark tunnel of COVID-19 and
transitioning towards a more vibrant and
thriving daily life. | would like to express my
sincere gratitude to all our stakeholders for
their generous support and encouragement,
which have been instrumental in helping us
navigate these challenging times. The insur—
ance market is currently undergoing signifi—
cant changes due to the implementation of
new systems such as IFRS17 and K-ICS, set
against a backdrop of a declining birthrate, an
aging population, sluggish growth trends, and
macroeconomic uncertainty.

Despite the dynamic and constantly evolving
business landscape, Hanwha Life is stead—
fastly moving forward on the path to a sus—
tainable future. As we navigate the challenges
presented by a saturated insurance market,
we are taking decisive steps to expand into
international markets. By exploring new dig—
ital business opportunities, we are enhancing
our competitiveness and achieving tangible
results. Moreover, we will consistently intro—
duce innovative products and services that
incorporate the latest technologies, while
persistently seeking new avenues to promote
sustainability through ingenuity and over—
coming challenges.

Business Performance

Environment Social Governance Appendix

Furthermore, Hanwha Life is committed to embracing and expediting ESG management as a cru—
cial societal requirement. Through this commitment, we aim to transform an uncertain future into
opportunities and foster confidence.

Building upon the “2030 ESG Management Strategy and Roadmap” established last year, Hanwha
Life is systematically and diligently executing three strategic directions and specific goals. These
include: (E) incorporating environmental protection and eco—friendly management, (S) engaging in
social responsibility and shared management, and (G) establishing a robust and transparent gover-
nance structure. Furthermore, we are at the forefront of addressing social challenges through inclu—
sive finance, shared growth, and a climate change response, while striving to transform ESG-related
risks into long—term growth opportunities. These efforts have led to tangible ESG outcomes, such as
anincrease in ESG-related products and investments, and the resolution of environmental and social
issues. This success can be attributed to a win—win ecosystem that fosters mutually shared social val—
ues among customers, shareholders, local communities, and employees.

Through ESG management, Hanwha Life strives to evolve into a company that engages in col-
laborative growth by creating a positive impact on the environment and society, rather than merely
being acknowledged as a good company. To achieve this, we are firmly committed to earning the
trust of all stakeholders by promoting open and ongoing communication, as well as actively sharing
our values.

June 5, 2023 R
Seung Joo Yeo CEO, Hanwha Life ﬂ'l——'"?fjr",fhﬂj
(/¢

CEO Message Overview

United Nations Global Compact
Annual Statement

The Board of Directors and management
take a strong interest in addressing universal
human issues, including poverty, disease,
education, and gender equality. Additionally,
we are committed to tackling global envi—
ronmental concerns such as climate change,
environmental pollution, and biodiversity, as
well as socioeconomic challenges related to
labor, employment, and housing. Our aim is
to actively work towards finding solutions for

these pressing matters.

Furthermore, we strive to exercise sound
judgment, bearing in mind that significant
decisions in our business operations have far—
reaching effects on people, society, and the
environment beyond just our stakeholders.

We are deeply committed to upholding our
ethical responsibilities to both the country
and society by actively promoting ethics
and compliance management. In addition to
implementing the Ethics Charter and Code of
Ethics, we strive to earn the trust and respect
of our customers and society through robust
anti—corruption measures. These measures
include operating an anti-money laundering
system, a fair—trade compliance program, and

awhistleblowing system.
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Company Overview

Hanwha Life: Adding Value to Customers’ Life

As the first life insurance company founded in Korea in 1946, Hanwha Life has
consistently been at the forefront of the industry’ s development, protecting its
customers’ health and well-being. Hanwha Life enriches the lives of its customers
by offering solutions to life’ s challenges. This is achieved through the expansion of
insurance value, which is based on a strong customer—centric management philos—
ophy and differentiated competitiveness across the entire supply chain. This chain
encompasses product development, marketing and sales, underwriting, asset, pay—
ment, risk, and investment management. In addition, Hanwha Life actively en—
gagesin corporate social responsibility and seeks to grow alongside its stakeholders.
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2022 Customer Satisfaction Performance

2022 KSQI Customer Center Division
Ranked number 1 for 13 consecutive years KMAC

2023 KSQI Call Center sector

Selected as an Excellent Call Center for 15 Satisfaction Call Center for 2 years

consecutive years - Ranked number 1 among the life
- Ranked number 1 among life insurance insurance companies
companies = Only 9 companies out of 334 in all
Selected as a Platinum Call Center for 5 industries were selected
consecutive years Selected as a Customer KMmAC

2023 Customer Centric Management (CCM) Certification

Acquired Excellent Company Certification for 9 consecutive years O Fair Trade Commission

Governance Appendix

Company Overview Overview 05

Building on its experience as the first Korean life insurance company to reach the break—even point in the
overseas market, Hanwha Life is well-positioned to further elevate its status as a global financial company.

Beijing, China

o
(e} Tokyo, Japan
Hangzhou, China i« 0}

Fukuoka, Japan

(¢& Ho Chi Minh, Vietnam

Jakarta, Indonesia gle}

Company Overview

San Francisco, U.S.

(o o]

San Francisco, U.S.

Global Presence

Name
Address
CEO
Founded

Major
businesses

Global
network

Hanwha Life Insurance Co., Ltd.
50 63-ro, Yeongdeungpo—gu, Seoul
Seung Joo Yeo

September 9, 1946

Insurance, retirement pensions, and asset
manatement

South Korea, Vietnam, China, Indonesia,
Japan, and U.S.

o Local Ho Chi Minh City, Vietnam
Subsidiaries IR
Jakarta, Indonesia
San Francisco, U.S.
o Local Beijing, China
Offices

Tokyo, Japan

Fukuoka, Japan

San Francisco, U.S.
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Vision and Strategies
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Core Values

Hanwha’s growth is founded on the company’ s spirit of trust and
loyalty. Guided by this spirit, Hanwha Life has established challenge,
dedication, and integrity as its core values. These values serve as the
driving force behind the company’ s cultural innovation, propelling
them towards their overarching vision. These core values also act as
the guiding principles for the thoughts and behaviors of all employees,
fostering a sense of unity as members of the Hanuwha family.

Appendix

Vision and Strategies Overview

& 2
/" Establisha \
foundation for
| corporate sustainability |
by enhancing ‘
competitiveness in the
insurance industry.

VISION

| LIFEPLUS
adding value to life

46

@ at becoming the

[ top domestic insurance
‘\ company in terms of

\\ international business
\\capabilities

Vision and Strategy

Securealeading
position in the field of |
innovative business |
ventures ‘

Under the vision of “LIFEPLUS: adding value to life”, Hanwha Life
has established strategies to “establish a foundation for corporate
sustainability by enhancing competitiveness in the insurance industry”,
“aspire to become the top domestic insurance company in terms of
international business capabilities”, and “secure a leading position in
innovative business ventures”. Hanwha Life is committed to actively
implementing its vision and strategy, striving to become a company
that is both loved and trusted by its customers.

06



Overview

Milestones

Business Performance

Environment

Over the past 77 years, we have been at the

forefront of the insurance industry, guided by

our unwavering commitment to customer—

centric management.

AsKorea’s first life insurance company,
we remain committed to prioritizing our

customers’ interests.

X

Inception and Leaps Forward
1946 — 1979

1946
Sep. Launched asKorea’s first life insurance
company

1979
Nov. Value of policiesin force surpassed
KRW 1 trillion

=) e
Challenges and Growth
1985 — 2001

Social Governance Appendix

Change and Innovation
2002 — 2011

2002
Dec. Incorporated Daehan Life Insurance into
Hanwha Group

2003
Aug. Opened the Local Office in Beijing

2005

Feb. Established the FA Center

Mar. Opened the Local Office in Tokyo
Dec. Opened the Local Office in Vietnam

2007
Jan. Declared Hanwha Group’s new Cl

2008
Apr. Total assets surpassed KRW 50 trillion,
resolved all cumulative deficits

1985
May Completed the construction 63 Building

Jun. Established subsidiary in Vietnam
Nov. Received the Comprehensive Grand Prize
in the Corporate Community Involvement

1986
Dec. Total assets surpassed KRW 1 trillion

Awards

2009

1996
May Total assets surpassed KRW 10 trillion

Apr. Initiated operations at Vietnam subsidiary

2010

1997

Dec. Received the Presidential Award in the
1997 Labor-Management Cooperation
Awards

Mar. Listed on the Korea Stock Exchange

2011
Nov. Received a Presidential Commendation at
the Korea Mecenat Convention

Journey to Global Leadership
2012 — Now

Milestones Overview 07

2012
Oct. Changed the company name from Daehan Life
Insurance to Hanwha Life
Dec. Acquired alocal insurance company in Indonesia
Nov. Established Sino—Korea Life Insurance
(joint venture in China)

2013

Aug. Launched Onsure, an online insurance service

Nov. Introduced Mom'’s Package, a work-life balance
support program

2014

May Performed the industry’s first complaint impact
assessment

Aug. Acquired international certification for Business
Continuity Management (BCM)

2015

May Launched Smart Planner, an advanced digital
policy purchasing system

Nov. Acquired Personal Information Protection Level
(PIPL) certification for Hanwha Life Call Center
and launched Hanwha Life Mobile Center

2016

Jan. Total assets surpassed KRW 100 trillion

Oct. Opened DREAMPLUS, the industry’s first
fintech center

2017

Jan. Established Sino—Korea Life Insurance (joint
venture in China) in Jiangsu Province, following
on from Zhejiang Province

Jul.  Inducted into the Korea Service Grand Prix Hall of
Fame by the Korea Standards Association

2018

Jan. Rated A1and A+, respectively, by Moody’s
Investors Service and Fitch Ratings, two of the
world’ s leading credit rating companies

Apr. Opened DREAMPLUS Gangnam and launched
Hanwha Life Esports(HLE) club

Jul.  Enacted the Consumer Protection Charter and
held a charter dedication ceremony

Oct. Launched the operation of a Big Data—driven
complaint prediction system.

2019

Feb. Opened the Local Office in San Francisco, U.S.

May Ranked first among call centers in the Korean
Service Quality Index (KSQI) for the 8th
consecutive year

Jun. Opened the Local Office in Fukuoka, Japan

Jul.  Obtained Consumer—Centered Management
(CCM) certification for the seventh consecutive
time and ranked first in the customer center
sector of KSQI for the 10th consecutive year

2020

Mar. Provided Life Park as a treatment center for
COVID-19 patients

Jun. Opened the Consumer Protection Center

Sep. Established Hanwha Financial
Technology(HFT), wholly owned by the local
subsidiary in Vietnam

Sep. Obtained two patents for Al-based claims
payment review system from Korean Intellectual
Property Office

Oct. Rated A in the ESG assessment by the Korea
Corporate Governance Service

2021

Jan. Issued the Beyond Coal Declaration with six
Hanwha Group member companies

Feb. Received AAA rating from Korea’s three credit
rating agencies (Korea Ratings, Nice Investors
Service, Korea Investors Service) for 14th
consecutive year

Mar. Reinforced ESG management with the
establishment of the Sustainability Management
Committee

Apr. Launched Hanwha Life Financial Service

Jun. Obtained Consumer—Centered Management
(CCM) certification for the eighth consecutive
time

Oct. Rated A in the ESG assessment by the Korea
Corporate Governance Service(second
consecutive year)

2022

Feb. Established a corporate governance charter for
Hanwha Finance affiliates

Mar. Launched Hanwha Life “Visible” GA World, a
web—based automated phone menu

Apr. Acquired the exclusive usage rights for

“Hanwha Life Signature Cancer Insurance”

over a six-month period

Jul.  Published the 2022 Sustainability Report

Oct. Patented an automated signup solution

Nov. Signed an MOU with the Lippo Group in Indonesia

Dec. Won an award from the Chairperson of
Consumer—Centered Management (CCM) of the
Korea Fair Trade Commission
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ESG Strategy
To systematically implement ESG management, = : ; PEETIE ; : : - : :
Hanwha Life established the ESG strategic Vision Hanwha Life is a financial institution that offers solutions for life challenges while promoting economic prosperity
goal of “Green Life 2030 for Sustainable :
7 Strategic 2 :
Tomorrow™ in 2022. Goal Green Life 2030 for a Sustainable Tomorrow
This goal encompasses three strategic directions:
(1) incorporating environmental protection and * Increase the proportion of eco—friendly and socially responsible investments by
eco—friendly management, (2) participating Green Life 2030 more than two—fold (from 2% to 5%).
in social responsibility and collaborative * Reduce carbon emissions by over 40% « Improve DEI" index
management, and (3) developing arobust and
transpa.ren.t goyernance stru'cture.. L.Jnder t.hese S_trate.gic Environment Social s
SR L pU=ctohs HEarpos e B il Froteiioh Engage in social responsibility and Establish a sound and transparent
strategic initiatives. Our aimis to generate and embrace eco—friendly management ARk P y P
3 S S ; participate in collaborative management. governance system

ESG value by actively fulfilling these initiatives practices
through proactive ESG management.

Strengthen eco—friendly Reinforce human rights Improve governance structure

management management and improve labor ~ Improve the function of Board of

- Establish an environmental relations Directors (and committees) (diversity,

management system - Reinforce human rights management professionalism, independence)
- Establish a greenhouse gas - Enhance employee diversity - Strengthen compliance management
management system - Improve labor-management culture and safeguard corporate autonomy
2 - Incorporate eco—friend| g i : — Establish an ESG-based performance
Strategic & . Expand ESG-linked financial 5
Initiatives management assessment and payment system

Establish an ESG investment system

— Develop an ESG investment and
climate risk response system

- Enhance shareholder engagement

products and social contributions

- Expand insurance, loan, healthcare
products

- Expand socially responsible and eco—
friendly contributions

Strengthen ESG communication

— Develop an ESG data management
system

- Enhance the disclosure system
and responsiveness to external
assessments

1) DEI Index: diversity equity inclusion index
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ESG Management Framework

ESG Governance

In 2021, Hanwha Life established the Sustainability Management Committee (SMC) under the
Board of Directors, thereby strengthening active ESG management throughout the company by en-
hancing its governance structure. The SMC is composed of three members in total: two outside direc—
tors and one executive director. Hanwha has implemented a responsible management framework
by appointing at least two—thirds of the Committee members as outside directors and designating
one outside director as the chairperson, ensuring the Committee’ sindependence and expertise.

As the foremost authority on ESG management, the SMC convenes as needed to oversee and direct
ESG management strategies, action plans, and promotional activities, ensuring transparent and timely
decision—making on all ESG—related matters. The SMC also develops fundamental policies and strate—
gies for various ESG aspects, including environment, safety, social responsibility, customer and share—
holder value, and governance. Additionally, it considers mid— to long—term goals and promotes the
internalization of ESG management.

To enhance practical operational capabilities, Hanwha has established the Sustainability Management
Team (SMT) as a dedicated control tower for ESG management. The SMT serves as a central channel for
communicating company—wide ESG policies, which are determined through committee voting, to all
operational divisions. In order to implement various ESG initiatives, Hanwha has also formed a Sustain—
ability Management Working Group, comprised of personnel from over 30 company divisions, including
Corporate Planning & Administration Team, Product Development Team, Consumer Protection Team,
Compliance Team, Risk Management Team, and People & Culture Team. By bolstering ESG governance,
is actively implementing a diverse range of initiatives to achieve global-level ESG management.

Establishment of a Corporate Governance Charter

In February 2022, Hanwha Life, in conjunction with other Hanwha Finance affiliates, demonstrated its
dedication to ESG management by creating and publicizing the Corporate Governance Charter. This Charter
represents the company’ s promise to develop strong corporate governance, protect shareholder rights and
interests, and maintain a firm commitment to equitable corporate practices. To create a solid governance
framework, Hanwha Life’s Corporate Governance Charter outlines the measures for preserving the rights
and interests of shareholders and diverse stakeholders, as well as the rules and responsibilities of the Board of
Directors and Audit Committee.

Appendix ESG Management Framework Overview 09

Board of Directors

Sustainability
Management
Committee

e

Reporting sustainability
performance

Approving sustainability
strategies

. [ Sustainability
| Management |

Team

Delivering sustainability Providing progress updates on task
strategies and tasks accomplishments of individual divisions

Sustainability Management Working Group
Personnel from more than 30 divisions, including the Corporate Planning & Administration Team,
Product Development Team, Consumer Protection Team, Compliance Team, Risk Management Team,
and People & Culture Team

Chapters Topic Main content

Chapter 1 Shareholders Description of shareholder rights and responsibilities

Specification of the independence and job performance of the directors,

Chapter2 - Board of Directors such as operation of the Board and the responsibilities of the directors

Outline of the composition of the Audit Committee and the operation of

Chapter3 = Intemal Audit external auditors, and clarifying the independence of internal audits

Description of the provisions that respect and protect the rights of various

Chapterd. Stakeholders stakeholders such as shareholders, customers, and employees

Management
Chapter 5  oversight through
market mechanisms

Disclosures in accordance with regulations and provisions on fair and
transparent corporate governance practices
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ESG Highlights

Environment
Establishing a Paperless Environment

Hanwha Life is actively pursuing various initiatives to re—
duce paper consumption within the company by fostering a
paperless culture and promoting the digital transformation
of operational systems. In 2015, Hanwha launched Smart
Planner, the first digital application system among life insur—
ance companies, spearheading the digital transformation of
operational systems. In addition to introducing the Hanwha
One-stop Platform (H.OP), a digital sales platform, Hanwha
is also working to create a paperless work environment by
establishing a platform for generating customized terms and
conditions that include only the terms and conditions of the
insurance products that consumers have actually applied for.
In 2023, we introduced the Hanwha Loan Planner service, a
tablet PC—-based paperless digital loan system, designed to
facilitate a paperless and digitally—driven approach through—
out the entire loan process. By implementing this system, we
not only improve efficiency in document preparation and
processing but also achieve cost savings and environmental
benefits by eliminating the need for paper documentation.
Furthermore, we are promoting a paperless meeting culture,
encouraging the reduction of printed materials in various
meetings.

Loan Planner

{Hanwha Loan Planner >

Environment

Social Governance Appendix

Hanwha Life is establishing a foundation for company-wide ESG management and is actively participating in ESG initiatives.

Social

Signed a “Agreement to Increase Employment
of People with Disabilities to Uphold Corporate Social
Values and ESG Management”

Hanwha Life is playing a pioneering role in the finance industry,
which has historically seen relatively low rates of employment for
individuals with disabilities. Through our ongoing efforts to broad-
enour hiring practices, we successfully achieved 100% of the legally
required disability employment rate in 2023. This accomplishment
makes us the first insurance company to reach this significant mile—
stone. Surpassing the legally required disability employment rate of
3.1%, we are at the forefront of promoting corporate social value.
For instance, we employ visually impaired masseuses to provide
welfare services for call center staff at “Saeneul Shelter”, located
within our call centers in Seoul, Daejeon, and Busan. Additional—
ly, we have hired assistant librarians who are visually impaired or
physically disabled in our in—house library, as well as individuals with
severe disabilities as baristas in our in—house cafes. By expanding
employment opportunities for individuals with disabilities across
various fields, we contribute to enhancing employee diversity and
fostering a more inclusive work environment. We are committed
to continuing our efforts to raise awareness and promote disability
employment.

{LIFEPLUS CAFE>

ESG Highlights Overview

Governance

Enhancing Customer Security by Acquiring
Personal Information & Information Security
Management System (ISMS—P) Certification

Hanwha Life undertakes numerous initiatives to ensure
information security and privacy, proactively addressing
security risks and providing safe and convenient financial
services to our customers. As a testament to our commit—
ment, we have obtained 1ISO27001 certification, an inter—
national standard for information security management
systems, and consistently maintain and manage a world—
class information security system. In order to further bol—
ster the reliability of our internal and external customer
security systems and establish an effective management
framework, we plan to undergo the initial screening process
in 2023 to obtain the Personal Information and Information
Security Management System (ISMS—P) certification. Al
though Hanwha Life is not required to obtain ISMS cer—
tification under Article 27, Clause 2 of the Information and
Communications Network Act, we voluntarily pursue certi—
fication assessment as a proactive measure to protect vital
information assets and enhance our customers’ personal
information protection management system.

YRS JRANHY NF

ISINSP
sl ternation {Personal Information & Information
W Security Management System

(ISMS—P) Certification >
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Product Development

Product Development Strategies

In order to create competitive and optimal
insurance products, Hanwha Life develops
product strategies that prioritize customer
needs and conducts research related to prod-
ucts. Moreover, we develop customer—centric
products and services through active commu-
nication with customers and analysis of their
lifestyles.

Governance Appendix

Consumer Protection-Focused Product Development

Innovative Finance Business Performance 13

Hanwha Life is committed to providing the highest level of protection for our consumers throughout the entire product development process, from

initial development and sales preparation to product launch and ongoing monitoring. To assess the risks associated with our products, we collaborate with

various teams, including the Insurance Underwriting Team, Special Investigative Unit Team, Insurance Service Team, and Consumer Protection Office. During

the product development stage, we conduct consumer impact assessments to ensure the safeguarding of consumer rights. Furthermore, the Director of

Consumer Protection actively participates in the Product Development Council to thoroughly evaluate and scrutinize any potential infringement of con—

sumer rights, ultimately finalizing the product plan. We also prepare for product sales by conducting both internal and external verification and product au—

thorization processes. Only after a product has undergone rigorous validation do we release it to the market, ensuring that it meets the highest standards.

Hanwha Life will continue to prioritize our customers at every stage of product development and strive to develop a sustainable insurance business that
protects the rights of financial consumers.

Product Development Process

Product Development

Determine product details
based on target customers,
channels, and risks

V

Sales Preparation

Carry out product authorization
procedures and legal review of
terms and conditions

V

Product Launch and
Monitoring
Conduct after—sales monitoring

and identify areas for
improvement

1. Draw up a proposal

+ Analyze marketability and extract ideas

+ Determine product details and specifications

2. Consult relevant divisions

* Hold product concept meeting (if necessary)
* Gather opinions on marketability from other
divisions

« Determine each unit’s roles and tasks

3. Review the possibility of
product development

+ Consumer impact assessment: review the
possibility of infringements on customer
rights, review the potential product from a
consumer protection perspective

« Review product’s potential risks

4. Finalize proposal

+ Convene the Product Development Council
(heads of teams and headquarters)

« Finalize decision on product release

5. Prepare required documents
and obtain authorization

* Prepare required documents

« Conduct verification and obtain authorization

6. Prepare for product sale

* Draw up terms and conditions, product
summary, and disclosure data
* Create and check product description

« Establish a marketing plan and create training
materials

7. Launch product

» Complete preparations by relevant units and
send notification of approval for sale

« Distribute terms and conditions and
promotional materials

8. Conduct after—sales monitoring

* Monitor profitability and sales volume based
on sales portfolio

* Gather opinions from sales personnel and
market responses
« Identify areas for improvement
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Business Performance Environment

Product Development

Product Development Performance

Social Governance Appendix Innovative Finance Business Performance 14

Hanwha Life strives to improve customer satisfaction by analyzing diverse insurance product needs, designing optimal plans, and refining the product development process to ensure timely product

launches. Our focus extends beyond creating new products, as we also continuously improve our existing product line to maintain and increase the satisfaction of our current customers. Moreover, to improve

the accessibility of our insurance products, Hanwha has relaxed eligibility requirements for customers with pre—existing conditions. We have also developed products that promote customer engagement and

interaction. In 2022, Hanwha introduced seven whole life insurance products, six general guarantee insurance products covering dementia, cancer, health, and accidents, one savings insurance product, and

two channel-specific products.

Main Products

Existing Products
Enhanced and
Modified to Improve
Customer Satisfaction

Hanwha Life Enhanced Cancer Insurance with Dementia
Coverage, Non-Dividend

(Based on products developed in 2022)

« Insurance with guaranteed benefits for cancer and dementia, and dementia diagnosis benefits increase according to the life cycle

Hanwha Life Special Variable Universal Whole Life Insurance,
Non-Dividend

« Interest—bearing variable universal life insurance, where premiums increase by 5% annually after an initial 5-year period, continuing until the policy reaches its termination age

Hanwha Life Cancer Variable Universal Whole Life Insurance,
Non-Dividend

« Variable universal whole life insurance, where the cancer-related benefits (choice of one among cancer, minor cancer, or minor diseases) increase depending on the investment
performance

Hanwha Life Signature Cancer Insurance,
Non-Dividend (Renewable/Non-Renewable)

+ Cancer insurance featuring a unique payment structure, in which premiums for select contracts—providing coverage after the initial cancer coverage commencement date—are
paid from the fourth premium payment date of the primary contract

Hanwha Life Perfect Fit Guaranteed Issue Insurance,
Non-Dividend (Renewable/Non-Renewable)

* Health insurance that can be customized through special agreements that guarantee benefits for three major diseases, dementia, and nursing care, in addition to accidental
death coverage

Hanwha Life Haengbok Plus Savings Insurance, Non—Dividend

« Fixed interest rate savings insurance requiring a lump—sum payment, accompanied by bonus payouts at the 5-year milestone

Hanwha Life H1 Whole Life Insurance,
Non-Dividend (Guaranteed Cost Premium)

* Interest-bearing whole life insurance with a low cash surrender value, where the standard death benefit increases based on the number of interest—accruing years elapsed

Hanwha Life H2 Whole Life Insurance,
Non-Dividend (Guaranteed Cost Premium)

« Interest—bearing whole life insurance that offers a death benefit of 120% of the insured amount if the policyholder passes away ten years or more after the policy
commencement date

Products for
Customers with
Pre—Existing Medical
Conditions

Hanwha Life Simplified Issue Perfect Fit Guaranteed Issue
Insurance (Renewable), Non-Dividend

* Renewal-type simplified issue health insurance that can be customized by configuring special agreements that guarantee benefits for three major diseases, dementia, and nursing
care, in addition to accidental death coverage

Hanwha Life Simplified Issue Signature Cancer Insurance
(Renewable), Non-Dividend

* Renewal—type simplified issue cancer insurance with an innovative payment structure, where premiums for specific contracts—offering coverage after the initial cancer coverage
commencement date—are paid from the fourth premium payment date of the primary contract

Hanwha Life Simplified Issue Special Variable Universal Whole
Life Insurance, Non-Dividend (Guaranteed Cost Premium)

« Simplified issue variable universal whole life insurance, where one can choose between the interest-bearing type, in which the standard death insurance amount increases based
on the number of interest—accruing years elapsed, and the basic type, where the standard death insurance amount is fixed

Hanwha Life Simplified Issue H1 Whole Life Insurance,
Non-Dividend (Guaranteed Cost Premium)

« Simplified issue interest—bearing whole life insurance with alow cash surrender value, where the standard death benefit increases based on the number of interest-accruing years
elapsed

Hanwha Life Simplified Issue H2 Whole Life Insurance,
Non-Dividend (Guaranteed Cost Premium)

« Simplified issue interest-bearing whole life universal insurance that offers a death benefit of 120% of the insured amount if the policyholder passes away ten years or more
after the policy commencement date

Products Designed to
Expand Contact Points
with Diverse Customers

Hanwha Life Naemom Ssok Savings Insurance, Non-Dividend

« Bancassurance savings insurance requiring a lump—sum payment with a fixed interest rate, accompanied by bonus payouts at the 3— and 5—year milestones

Hanwha Life eCancer Insurance (Non—-Renewable),
Non-Dividend

+ Guaranteed-issue online cancer insurance, offering affordable premiums and extensive coverage for cancer diagnosis, with non-smoker discounts and no cash surrender value
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Product Development

Insurance Product Sales Channels

Hanwha Life Financial Service

In response to the significant changes in the financial landscape following the COVID-19 pandemic,
such as digitalization, low interest rates, slow economic growth, and an aging population, Hanwha
Life established Hanwha Life Financial Service in 2021, a specialized insurance sales compa—
ny. As the largest general agency (GA) in the country, we continually strengthen our sales channels
by capitalizing on our robust capital, infrastructure, professional workforce, and training system to
deliver more specialized insurance services and a diverse range of products. Through strategic part—
nerships with major life and non-life insurance companies, as well as mergers with small to mid—sized
GAs and the expansion of our financial planning (FP) organization, we are creating new sales chan-
nels nationwide, driving significant growth for our organization. Consequently, by 2023, we have
acquired three GAs and successfully built a powerful sales channel consisting of over 25,000 agents.
Hanwha Life leads the way in enhancing customer satisfaction by providing a wide range of life
and non-life insurance consulting services and offering comprehensive financial solutions.

Hanwha Life Lab

Hanwha Life Lab, arecently established subsidiary of Hanwha Life, hasimproved its management
efficiency through the 2020 merger of Hanwha Life Asset and Hanwha Financial Asset.
In 2021, Hanwha Life Lab integrated the Hanwha Financial Planner (HFP) channel, capitalizing
on its strengths in both individual and group sales. Consequently, it is now transforming into a GA of
experts who design and research innovative financial solutions, with the goal of becoming one of the
top 10 GAs by 2024.

Governance
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GA(General Agency)

Hanwha Life seeks to enhance the sales competitiveness of its GA channel by leveraging its
unique digital capabilities through a variety of training platforms and product offerings. This strate—
gic approach aims to increase market share and profitability while pursuing a digital platform—driven
growth strategy within the GA industry. Furthermore, Hanwha Life proactively addresses the
GA market by bolstering its GA product lineup and offering comprehensive training and marketing
support.

BA(Bancassurance)
In response to the recent trend of increasing interest rates, the BA channel is proactively promoting
single premium policies with larger payment amounts. Moreover, to ensure profitability, a sales strat—
egy centered on long—term premium payments for retirement products has been devised, aiming to
boost sales volume.

Corporation

The corporate channel has identified the growth of managed savings as a key project, focusing on
the increase of new premium income in 2023. This channel is emerging as a significant contributor to
the company’ s financial performance through stable, long—term sales growth.

Hanwha Life Direct—to—Consumer Insurance

In response to the increasing demand for contactless services within the insurance industry due to
the COVID-19 pandemic, we have introduced direct—to—consumer insurance channels. These chan—
nels enable customers to easily visit our website and purchase insurance policies. By providing a us—
er—friendly digital experience, we have strengthened our corporate competitiveness.
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Strengthening Sales Channel Competitiveness

Key Performance of Major Channels and Plans

Channels

Description

Key Performance in 2022

Innovative Finance Business Performance

Plans for 2023

Hanwha Life
Financial Service

* Launched in 2021 through the split—off of the FP organization
* Korea’s largest insurance sales company, offering customers expert
insurance services

* Expanded customer base through integrated life and general
insurance marketing

« Strengthened workforce competitiveness by reinforcing
the organizational expansion strategy and FP consulting
capabilities

+ Expanded the market with a full, enhanced roll-out of general
insurance sales in partnership with GAs

+ Securing a digital sales foundation through an implementation
drive for GA solutions and a future—oriented sales platform

* Maximize recruitment performance to solidify the organization
+ Achieve economies of scale through expanding partner
organizations

« Diversify channel types by targeting digital channels and corporate

markets

+ Advance digital tools by enhancing convenience with Orange
(Touch)

« Establish strategic partnerships and ideation with partner
companies

* Increase domestic and international users of sales platforms

Hanwha Life Lab

* Integrated with Hanwha Life Asset and Hanwha Financial Asset
in 2020, and with the HFP channelin 2021

* Aninsurance sales expert company that provides customers with optimal
financial planning through partnerships with 15 life insurance companies
and 10 general insurance companies, offering a diverse product portfolio

« Established a foundation for continuing growth by solidifying
direct channels and expanding partnership channels

* Built an efficient organizational management and stable
profit—and-loss-based system

* Expanding affiliate branches and diversifying business models such

as strategic M&A

* Increase sales of general insurance and activate marketing for the

DB/corporate market

* Improve the profit and loss management system and refine the risk

management system

GA * A channel that manages sales of our insurance products through GAs that + Achieved top market share by increased deployment of active  + Develop sales strategies to maintain the top market share
sell financial products in partnership with several financial institutions agents * Increase productivity and continue executing market expansion
* Increased productivity and continued executing market strategies
expansion strategies « Strengthen the competitiveness of sales personnel
BA + A channel that manages the sale of our insurance products in partnership * Provided diverse retirement consulting services with a focus « Continue expanding the annuity market to prepare for an aging

with banks and financial institutions

on annuities

+ Expanded the annuity market and maintained first place in the
long—term annuity market

* Exceeded 300% of the target for single premium plans
through the expansion of the sales base

society
* Promote the expansion of operational institutions to enhance
market visibility

+ Achieve first place in the industry by launching products that meet

customer needs

Corporation

* A channel that manages corporate sales of retirement pensions and
employee benefit (EB) sales of group annuities and group guarantee issue
insurance

* Achieved KRW 5.5 trillion in accumulated pension assets by
strengthening the sales capabilities in mid- to large—group
sales capabilities

+ Enhanced service competitiveness through digital
infrastructure improvements

+ Aimin the first year to have the highest growth rate of
accumulated pension assets within the industry

* Increase profitability through long—term and stable revenue
growth

Hanwha Life
Direct—to—Customer
Insurance

* An online—based channel that allows customers to search, plan, and
purchase insurance products directly online

* Exceeded the monthly business plan and accumulated 36,000
DTC insurance policyholders with the launch of the new
e—cancer insurance (non-renewable) product

« Focus on enhancing the efficiency of performance marketing to
activate DTC insurance, with an emphasis on guarantee—based
products such as cancer insurance and term insurance
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Strengthening Sales Channel Competitiveness

Strengthening On—Site Sales Competitiveness

Channel-Specific Training Support

Hanwha Life is committed to offering customized consulting services that cater to the unique needs and circumstances of each customer. The com—
pany provides a variety of specialized training programs aimed at continuously improving the skills of its sales channel personnel. Through these channels,
Hanwha Life consistently delivers educational materials on its products, fostering a deeper understanding of each product, addressing sales—related
concerns specific to each offering, and enhancing sales competitiveness. Additionally, the company provides marketing materials to support the growth of
sales for its key products. To address on—site challenges, Hanwha Life also offers a range of flexibly designed training courses that focus on areas for im—
provement. This is achieved by maintaining seamless communication with financial planners and customers, ensuring their needs are met and any issues are
resolved effectively.

In 2019, Hanwha Life launched the LIFEPLUS ACADEMY, an online comprehensive training platform, to quickly adapt to the changing financial planner
training environment brought on by the COVID—19 pandemic. In 2020, we further embraced digital learning by offering online training sessions and two-
way real-time video lectures (Live Edu), enabling us to provide an engaging and intelligent learning experience through digital platforms. In 2022, we in—
troduced the Hanwha Life KakaoTalk channel, a platform designed to offer customized training specific to each sales channel. Additionally, through our
YouTube channel, “Hanwha Life”", we present a wide range of high—quality content tailored to our customers’ diverse interests, including information
on healthy lifestyles, insurance, and the daily lives of Hanwha Life employees. By developing a variety of training channels, we are actively adapting to
the digital sales environment, improving the efficiency of the training process, and building a new concept training infrastructure. Furthermore, as we aim
to provide comprehensive life solutions, we regularly update our sales channels with the latest trends and expert information in areas such as investments,
taxation, and real estate through monthly financial reports, online seminars, and 3—minute briefings, ultimately leading to increased customer satisfaction.

CASE STUDY :: Launch of the “Purchasing Automation Solution Design Bot”

The “Purchasing Automation Solution Design Bot” is the first system in the industry to automate the ;o
new insurance contracting process using robotic technology, specifically designed to boost sales com—
petitiveness in the general agency (GA) market. In October 2022, Hanwha Life secured a business
method (BM) patent for the “Purchasing Automation Solution Design Bot”, a technology that automates o I T e—

Request

insurance planning and purchasing processes. This innovative bot aids insurance planners and improves Response
convenience throughout the entire new contracting process, from insurance planning to purchasing.
Considering the diverse nature of the GA market, where various companies’ products are managed and " ‘

each insurance company’ s product design and purchasing process is unique, the bot significantly reduc— -
es the inconvenience experienced by planners. It cuts down the time needed for a new contract conclu- H

sion by approximately 90% and streamlines complex processes such as product selection, information
input, and plan selection, all on a single smartphone screen. Moving forward, the company aims to  [Insurance Planners] [Robot]
enhance the work efficiency and convenience of GA-affiliated planners through the “Purchasing Au—

tomation Solution Design Bot” and will persistently work towards creating a user—friendly sales environ—

ment for on—site planners.
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System Improvements to Strengthen
On-Site Sales

In order to adapt to the rapidly changing busi—
ness environment, Hanwha Life began
providing sales staff with tabletsin 2012 to en—
hance sales performance. In 2015, we became
the first life insurance company to launch Smart
Planner, a digital insurance purchasing system,
which supported the development of a smart
business environment. Furthermore, by utiliz—
ing mobile purchasing apps on smartphones,
we strengthened financial planners’ on-site
consulting capabilities and established an effi—
cient sales environment. In 2018, we integrated
Smart Planner into the Hanwha One-stop
Platform to improve the on—site sales system,
andin 2020, we launched LIFEPLUS Consulting.
In 2022, we further enhanced our customer
financial planning services by incorporating the
existing analysis services for guarantee-related
issues. Moving forward, Hanwha Life aims to
increase operational efficiency by continuing to
refine the system and enhancing user conve—
nience by incorporating feedback from on-site
personnel. In 2023, we plan to introduce amore
accessible and convenient mobile and auto—
mated financial planner appointment system,
further improving the ease of selling Hanwha
Life products for financial planners.
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Digital Innovation

Digital channel

In 2013, Hanwha Life was the first large—scale life insurance company to introduce a direct—to—
consumer insurance channel. Since then, in addition to offering traditional insurance products,
Hanwha Life has been offering digital-based insurance services tailored to our customers’ diverse
lifestyles. In order to expand our customer base and ensure wider accessibility, we have launched
amobile website. We strive to improve customer experience by enhancing convenience through
regular upgrades to our homepage, such as streamlining the sign—up process and simplifying
electronic signature system. In 2020, we successfully conducted an initiative to attract Millennials,
Gen Z by launching “LIFEPLUS We’ ve Got You Covered Peace of Mind Insurance” specifically
targeting military—specialized insurance for military personnel.In 2021, we introduced Hanwha
Life “Sangsang eSang” Variable Annuity, our first—ever online—only variable annuity aimed at
adventurous young investors. This innovative product is the first customer—centric annuity in
the industry, with its operating fee tied to Return on Investment (ROI). If no ROl is generated,
the operating fee for that month is not deducted, and customers are not required to adjust their
asset allocation themselves. We also launched “LIFEPLUS Subscription Policy”, the industry’s first
subscription—based insurance policy, setting a new direction for the insurance sector by offering
everyday life benefits through a “subscription” model. In 2022, we released “eCancer Insurance
(Non-renewable Term)”, a competitively enhanced product designed to attract new customers by
offering a protection insurance policy.

Governance
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Digital Services for Enhancing Customer Convenience

Improvements of the Sign—up Process and Products Page

We improved the sign—up process for the convenience of our customers. Drawing on user surveys
aimed atimproving customer service, we have restructured the UI/UX of the sign—up process to provide
seamless digital services to customers who have grown accustomed to the digital environment.
Additionally, a Content Management System (CMS) has been implemented to improve the Insurance
Products Page. We ensure a consistent user experience across both PC and mobile platforms for the
convenience of accessing our insurance, and we continually strive for amore positive brand experience.

Promoting the Digital Transformation of the Sign—up Process

We are developing and implementing processes that allow customers to conveniently purchase
insurance using their smartphones, without being limited by time or location. After a face—to—face
consultation with a financial planner, customers can complete the sign—up process in person by using
their smartphone’s electronic signature feature and easily submit the required documents as photos.
We have also enhanced customer convenience by making contract-related documents, such as
application forms, terms, conditions, and insurance policies, available for download on smartphones.
Moreover, in order to stay current with the global trend of digitization, we have developed a natural
language processing algorithm for customer notifications and integrated it into the screening
process, enabling customers to receive sign—up results promptly.

Expanded Coverage Limits Based on Big Data

In 2019, we developed the “Hanwha Underwriting Scoring System (HUSS)”, utilizing big data to
increase coverage limits for individual clients. This system predicts the risk of accidents or illnesses
across seven protection coverage segments (death, cancer diagnosis, hospitalization, surgery, adult
disease diagnosis) by analyzing big data based on customer information. It extended coverage
amounts for relatively low—risk clients by automatically scoring the risk of customers who purchased
insurance. The subsequent growth in new contracts led to increased insurance sales and generated
positive effects on profit and loss. We will continue improving the model’ s integrity through annual
monitoring and refinement processes, and we will apply the model to underwriting in addition to
coverage limits.
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Digital Innovation

Digital Services for Enhancing
Customer Convenience

Hanwha Life App

Through user surveys, we have made our insur—
ance app, which some may find challenging to
use, more customer—friendly and convenient
for users. We identified areas for improvement
by interviewing an Experience Team comprised
of individuals from various age groups and
restructured the app based on these findings
to create a more user—centered design. Cur—
rently, 1.78 million customers who purchased
Hanwha Life are experiencing contact—free
services through the Hanwha Life App.
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Main Features of Hanuwha Life App
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Enhancement of Convenience and
Security

Appendix

are offered to improve customer convenience and system security.
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* A variety of verification methods, including simplified verification, authentication certificates, patterns, fingerprints, and i-Pin,

19

Review and Management of Existing
Policies

insurance claims.

+ Customer convenience is enhanced by simplifying the processes for managing tasks.

+» Customers can access a wide variety of information, such as details about current policies and the procedure for filing accident

* We provide big data—based information on the protective features of comparable products purchased by other customers.

Product search and subscription

* Support for all product search and insurance enrollment

Support for subscription insurance
services

* Providing subscription—based services based on various lifestyles for subscription insurance policyholders

Enhancement of non—face—to—face
services

Finding an insurance policy
Finding the desired product more easily

Insurance premium calculator
The anticipated insurance premium is easily calculated

My contract
Gathering all the desired insurance products in one place

Insurance claim
Making insurance claims is now easier
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and other