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004 Introduction
Message to Shareholders

Dear

Shareholders,

Proposed gross
cash dividend

€210

Insurance
Solvency Il __ ratio

ageas

179

As we look back at 2016 we are pleased with
our performance achieved during the year
With the exception of the UK, we have deliv-
ered some strong results and we are making
progress against many of our Ambition 2018
objectives.

Annual reports naturally focus the mind on
short term achievements. The Ageas phi-
losophy however reflects a longer term view.
Our culture supports sustainable and pre-
dictable growth and value creation for every
stakeholder from employees and partners to
customers and investors. And this mind-set
underpins every decision we take.

The Ageas philosophy
reflects alonger term view

Eventful year,
solid performance

In the past year we have achieved some im-
portant milestones on the path to sustaina-
ble growth: we started new activities in the
Philippines and Vietnam and we completed
the acquisition of AXAs insurance business
in Portugal; we accomplished a smooth
transition to Solvency Il; and we agreed a
legal settlement with the most significant
claimants’ organisations.

2016 was a year in which most segments
delivered a solid operating performance in
both Life and Non-Life. Inflows have con-
tinued to grow to EUR 31.7 billion driven in
particular by the Asian and Belgium Life
businesses but also by Continental Europe.
The net insurance result amounted to EUR
721 million, impacted by exceptional charg-
es related to restructuring plans and re-
serve strengthening in the UK, but boosted

Our culture
. sustainable and predlcta ') |:
lue creation

akeholdér,




006 Introduction
Message to Shareholders

by the proceeds of the sale of the Hong
Kong activities, and reflecting also a resil-
ient performance in Belgium and improved
results in Asia and Continental Europe. The
balance sheet remained solid with share-
holders’ equity at EUR 9.6 billion and strong
insurance solvency ahead of target at
179%. Based on these solid fundamentals
the Board proposed to shareholders a total
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gross cash dividend of EUR 2.10 over 2016,
including an exceptional component of
EUR 0.40 related to the Hong Kong divest-
ment. 2016 was a year in which our choice
to create a well-balanced and diversified
business model across different markets,
different products and different channels
has been well proven.

The right choices
for a promising future

At the same time many of our predictions
about the future of the market and custom-
er's expectations are being validated on a
daily basis. We see this in the way our own
business is evolving but also in the actions
of our competitors. We believe we have
made the right strategic choices within Am-
bition 2018 and this will help us to partici-
pate in this evolution.

The DNA of our company
is to ‘do’ and then ‘talk’

We can now look to a future where the
uncertainties from the past are almost re-
moved. We are regaining our full financial
and strategic flexibility allowing us to focus
on the development of our insurance activ-
ities. And we are confident that in time this
will make Ageas an increasingly attractive
investment.

Naturally there will always be new challeng-
es on the horizon. But the one positive from
a crisis is that you emerge stronger from it
and with valuable experience to call upon.
Crises force you to act, to leave your com-
fort zone and to reflect on how you will con-
tinue. We did just that and this is what drove
us towards the path of sustainable growth.

But that’'s the past. Companies are never
rewarded for past achievements, but only
for what they do in the future. We need to
constantly deliver, perform, and adjust to
the market reality whatever that is. Ageas
has proven repeatedly its ability to do just
that. For good reason the DNA of our com-
pany is to “do” and then “talk.” Delivering
what we say we will do is all that matters.
2016 was a year that proved this.

@u‘k:bz&-drvsh{ﬂtm‘?

Bart De Smet Jozef De Mey
CEO Ageas Chairman Ageas

Ageas Business Report 2016



O O 8 X];:):suicntisﬂmbers

Ageas in numbers

Overall 2016 was a solid year for the core
insurance business and a year in which the
Group continued to work hard towards de-
livering against its Ambition 2018 targets.

The economic environment continued to be
challenging for many of our markets but
despite this we achieved excellent results
in Belgium and Continental Europe and im-
proved results in Asia. However the results
in the UK were disappointing due to some

exceptional charges in the fourth quarter.
Unfortunately these charges prevented us
from realising the combined ratio target set
out as part of our Ambition 2018 strategy,
and masked excellent progress in markets
such as Belgium, the Group’s home mar-
ket. Inflows continued to increase across
both Life and Non-Life and a robust bal-
ance sheet is underpinned by a solvency
level, ahead of the Ambition 2018 target,
and supported by a solid net cash position.

Based on this and despite the impact of the
exceptional charges in the last quarter of
the year, Ageas proposed to shareholders
an increased gross cash dividend of EUR
2.10 per share made up of a regular divi-
dend related to the Insurance result and an
additional amount linked to the capital gain
from the sale of the Hong Kong activities.

Group net result

e2/..

Insurance: EUR 721 million
General Account: EUR -694 million

Life technical liabilities

e/4.0..

Gross inflows (100%)

edl/..

Life: EUR 25.4 billion
Non-Life: EUR 6.3 billion

Gross inflows (Ageas's part)

el4.1..

Life: EUR 9.7 billion

Non-Life: EUR 4.4 billion

Insurance net result

e/21..

Life: EUR 704 million
Non-Life & Other Insurance: EUR 18 million

Shareholders’ equity

£96..

or EUR 46.56 per share

009

10.6%

Return below the target
range mainly due to
exceptional changes

in the UK

93 bps
25 bps

Guaranteed margin above
target range, Unit-Linked
below target range due to
Hong Kong divestment

99%

Above the range as the
dividend includes an
exceptional component
of EUR 0.40 related to the
Hong Kong divestment

11-13%
RETURN
ON EQUITY

LIFE

OPERATING MARGIN

GUARANTEED 85-90 BPS
UNIT-LINKED 40-45 BPS

40-50%
DIVIDEND
RANGE

#5

Financial

Targets

<97%
COMBINED
RATIO

NON-LIFE

SOLVENCY Il

RATIO
175%

101.1%

Due to the impact

of terrorism, adverse
weather events and
one-offs in the UK

179 %

Strong Insurance
Solvency |l ratio,

ageas

above target
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Ageas, an international company
with alocal identity and one focus:

Being there for
its customers

elgium
Luxembourg

Portugal

The Ageas team in 2016

(Full Time Equivalent - Consolidated entities)

Belgium United Kingdom Continental Europe

013

6208 5925 1714

Asia Corporate Centre (incl. Intreas) Total

158 12,080

Ageas is an international insurance compa-
ny backed by 190 years of experience in
the insurance market.

Present in 16 countries across Europe and
Asia, the company offers Life and Non-Life
insurance solutions to millions of Retail and
Business customers, accessible through a
broad range of channels.

As such, Ageas helps customers plan for
the long term while protecting them against
unforeseen risks to their welfare.

Distinguished by an expertise in partner-
ships, Ageas has developed long term
agreements with market-leading local fi-
nancial institutions and distributors around
the world allowing it to stay close to the lo-
cal customer.

Wherever we operate, we do so with one
focus: the customer. And with one goal in
mind: to provide our customers with peace
of mind when they need it most.

Vietnam
dia

Singapor

Malaysia

Philippines

Ageas Business Report 2016
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Strategy in action

Ambition 2018:

a continuing journey
focused on delivery

When Ambition 2018 was launched in 2015
it was the next stage in a journey that start-
ed in 2009 when Ageas was newly estab-
lished. Every three years we have revisited
our plans to ensure they reflect the priori-
ties, the challenges and the opportunities
we see for our business and our custom-
ers. Back in 2009 the focus was on regain-
ing trust and getting our house in order.
Through Vision 2015 we developed clear
strategic choices and financial targets
reflecting our core values and strengths.
Ambition 2018 allows us to continue the
momentum with expanded choices and tar-
gets and as a stakeholder driven company,
viewing the world through the eyes of cus-
tomers, partners, employees and investors.

Our world is changing, and Ambition 2018
provides us with a platform to anticipate and
prepare for the future, ensuring we stay
relevant and attractive to our stakeholders,
ready to benefit from future developments.
Whilst focusing on our operational and finan-
cial performance, we are making important
and carefully selected choices about the
way we are organised, the role of digitisa-
tion in our relationship with our customers
and partners, and other key innovations that
we expect will create value for all our stake-
holders and where we can have an impact.
An additional innovation budget is helping to
kick-start new projects that have the capaci-
ty to be exported across borders.

CLOSE TO
THE CUSTOMER

@QSMART

SYNERGIES

FOCUS ON
INSURANCE

WELL DIVERSIFIED
PORTFOLIO

EUROPE & ASIA

4 )

#7

Strategic

Ch0|ces)

PARTNERSHIPS
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In the past year we have developed a range of new
partnerships, whilst expanding our geographic foot-
print in Europe and Asia. We have set up new JV’s in
Vietnam, the Philippines, Laos and Cambodia, and we
established Ageas Seguros following the acquisition of
AXAs insurance business in Portugal.

In line with our efforts to create a positive omni-chan-
nel experience for our customers we launched My
Global Benefits, a secure online platform that provides
a unique overview of our Group Life customers’ retire-
ment and health covers in Belgium; and we designed
a WhatsApp based motor insurance product in Turkey;
alongside other online and mobile solutions in Belgium,
the UK, Asia and Continental Europe.

Future success means staying close to our customers.
Therefore we continuously invest in initiatives that help
enhance our dialogue with customers. We are also start-
ing projects around connected homes and connected
cars to ensure that we understand the future impact of

m

ﬁ .f,"-;‘-"-“jx_ m”
- - :
N e

these innovations on our customers and the industry.

Our enhanced data analytics capabilities are driving
greater awareness of the potential use of data across
the Group, in line with our objectives to create smart
synergies and increase knowledge sharing. The new-
ly established Ageas Academy, which focusses on
strengthening the competences that we need as a
group to meet current and future challenges, has also
helped accelerate knowledge sharing and group wide
cooperation.

So Ageas has made good progress in the first 12
months, but the journey towards 2018 and beyond con-
tinues with the ultimate goal to deliver on our promises.

Join us on that journey as we share examples of our
strategy in action.

'\1‘_.!'

medll _ o
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Strategy in action

Back Me Up has evolved from the Group’s
commitment to explore new innovative solu-
tions within the context of Ambition 2018,
and it's also an investment in the next gen-
eration. Created by and for young, inde-

pendent minded people as a new way to
insure their “stuff”, it's a product of co-cre-
ation, protecting the three items they value
the most at any given time combined with
travel, mobile screen and key cover in one

neat bundle. Back Me Up gives a fresh take
on traditional insurance making it both at-
tractive and relevant to millennials. Flexible,
easy to use through digital channels and rel-
evantly explained, with the customer in full
control.

A key route into insurance was the
idea of insuring your experiences

by protecting your stuff.

017

I'm not from the world of insurance but |
am a millennial with a background in art
and publishing. | have had the oppor-
tunity to connect with people from very
diverse backgrounds; smart, creative
people who are happy to share opinions.
For quite some time | wasn't aware that
Ageas was the insurer behind the product,
so the feedback the company received on
every single aspect of the project was can-
did and unfiltered.

CUSTOMERS

Flexibility is a critical factor

The product needed to be attractive to mil-
lennials, but we also quickly honed in on
the fact that for our demographic target
group it is all about “experiences”. And a
key route into insurance was the idea of in-
suring your experiences by protecting your
stuff. So, you're tapping away on your smart
phone at an amazing festival and you lose
it. It's more than losing a phone; you have
lost the experience and the ability to share

that experience through social media. That
was the essential concept that we started
working with. It is also about creating the
concept of a “community”; a community of
like-minded individuals that are looking out
for one another rather than relying on an in-
surance bod at the end of a phone.

We looked at the nuts and bolts of how it
would work. Pricing was something we all
agreed on from the start. £15 or EUR 18 a

month in London just about covers the cost
of a couple of drinks in a pub! The fact
that you could take a photo, upload-and-
go through a smart phone to get protection
for what you really cherish was appealing.
Speed matters but the most critical demand
of all was flexibility. The fact that there is no
ongoing contract, that you can change the
three items insured as often as you like, and
that you are in control is attractive.

Millennials were happy to engage, volun-
teering their own sob stories based on past
experiences that included mobile insurance
policies that didn't pay out when they needed
them to. By the time you reach your 20’s you
probably have quite a valuable laptop, you
might have a camera and a bicycle — but try
getting contents insurance when you live in a
shared rental with friends!

As well as carrying out street research with
the target market we also reached out to
our own circle of friends. Many of mine are
already beginning to become movers and
shakers in their respective careers and | val-
ue their feedback. | organised an “insurance
party”, using a rather intriguing invitation to
tempt them to come along. They came, we
talked into the night, and | got the feedback |
needed with some fun along the way.

Today the Ageas team continues to reach out
for feedback to ensure that the service feels
true to our original vision. | tested the helpline
before it went live, ringing in each day with
a different fictitious scenario. Ageas wanted
to train its own staff but also wanted to know
whether the response | heard was the one |
expected to hear.

It has been a great experience, and | am real-

ly quite proud of the Back Me Up product as
| helped to make it happen.

Ageas Business Report 2016
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Strategy in action

Partnership with
a difference in
the Philippines

e

A\ 74

PARTNERS

When Ageas joined forces with East West
Bank in a 50/50 joint venture, it was a case
of two parties uniting behind a vision to
create a game changing digital brand in
the Philippines. The decision to enter the
Philippines reflected the Group’s strategic
choice to expand its footprint in promising
Asian markets. Unlike traditional insurance,
this new disruptor brand would offer sim-
ple, flexible and highly targeted insurance
solutions customised to the needs and
lifestyles of a younger, professional target
market. Troo, meaning “cool” in urban lan-
quage, is just that. Its contemporary colour-
ful design and approach helps the compa-
ny connect with tech-savvy Filipinos. Troo is
truly redefining the meaning of insurance
starting from the inside.

019

Lois Dalida, Head of HR at Troo shares her
thoughts on the Troo meaning of partnership:

The one word that summarises why the
joint venture between Ageas and East West
bank works so well is “respect”. | see it
every day. Both partners respect each oth-
er's expertise, the strengths each other
brings to the brand, as well as the different
opinions. They appreciate the way peo-
ple think and welcome the innovation that
stems from this.

Ageas benefits from East West Bank which
has a large branch network in the coun-
ty providing the perfect bancassurance
channel and customer base for this new
insurance proposition: young professionals
looking to build their first home or purchase
their first car; people starting to build their
careers and accumulate wealth. There is
a genuine desire by the joint venture part-
ners to only sell products that are relevant,
which means understanding the individual,
their lifestyle and their spending habits.
Typically Filipinos believe you need to die
in order to benefit from insurance....that is
a concept we want to do away with!

Joining from a traditional insurance compa-
ny, Troo felt very different. A very open and
collaborative way of working that is even
reflected in the workspace environment,
with no barriers to instant communication.
That’s quite unusual in this market.

Ageas brings global insurance expertise,
but there’s more... Ageas exposes people
to other locations and cultures outside the
traditional classroom setting to inspire new
ideas and ways of thinking. | experienced
this myself when | had the opportunity to
learn more about the employee engage-
ment practices of the Group. While the
concept of employee engagement surveys

is not new in the Philippines, these are rare-
ly done with employees in their first year.
Based on what | saw and learned, we ini-
tiated a local survey much sooner than we
might have done which is an important ele-
ment in bedding in a new culture.

After less than a year Troo is already cre-
ating quite a stir in the market. There is a
lot of curiosity. Friends in the industry are
reacting to what they see whether it is our
website or our collateral material. Next to
clear and informative they view it as crea-
tive and fun. It doesn’t feel like an insurance
brand, it is very different.

For both partners, people matter. And the
idea of creating a well-diversified employee
profile was deliberate. People come from
the insurance industry but also from the
hospitality and other customer facing in-
dustries. When we recruit we lay out clearly
who Troo wants to be in the market. Those
who get excited about the concept of being
a game changer you instinctively know will
fit in. It's a certain mind set.

But once on board it’s all about living by the
3 characteristics that Troo represents: Be-
ing authentic; being bold; and being char-
ismatic in everything we do. I'm proud to be
associated with that.

The one word that summarises why
the joint venture between Ageas and
East West bank works so well is ‘respect’.

Lois Dalida, Head of HR at Troo

Ageas Business Report 2016
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Strategy in action

Employees unite behind
new brand in Portugal

When Ageas acquired AXAs insurance
business in Portugal it wasted no time in
preparing for its rebrand to Ageas Seguros;
a new beginning for the business and a
new chapter for its people. Ageas has been
active in Portugal since 2005 through the
Ocidental and Médis brands and joint ven-
ture with Millennium bcp Bank in Life. This
acquisition allowed Ageas to have an even

greater impact on the market. With more
than 2000 professional agents nationwide
as well as a direct channel, the business
was propelled overnight to No.2 in the Por-
tuguese market. Successfully integrating
a new business to create a cohesive and
strong face to the external world requires
hard work and commitment; the secret in-
gredient... the people who work there.

021

Maria Armanda Duarte,

aformer AXA employee, experienced
the transition to Ageas Seguros at first hand

When you find yourselves part of some-
thing new you want to feel proximity to
your new parents, you want to create new
relationships, you want to understand the
plans and the part you will play. You want
to know you belong. When | look back at
those early days, it was all about proximity,
employee motivation and trust and we felt
that immediately. Ageas was really walk-
ing the talk of Ambition 2018 by engaging
with employees.

The process of integration is a com-
plex one. Across the many different work
streams that were created covering every
aspect of the business, the Ageas team
was really present, offering help and sup-
port during these important early days. We
felt their presence in a very positive way.
Ageas was equally interested in learning
from us. | liked that aspect of the culture.
Most of the values that Ageas represents
are similar to those that we knew before,
but there was one important point of dif-
ferentiation, the concept of being “local”.

That is a big one. Portugal is a major market
and we are a new brand; Ageas wanted to
learn about our local positioning, the char-
acteristics of this market and how we work
day to day. That was a very positive signal.
We learned from the Group and the Group
learned from us. Ageas thinks global but
acts local — it lives its values. The other two
values that resonated particularly strongly
with me were “teamwork” and “passionate
to deliver”.

Ageas understood the important role com-
munication would play in successfully in-
tegrating the business. It communicated
a consistent message across the Group
in a very transparent and human way, tai-
loring the communications to the different
audiences whether these were employees,
agents, partners, customers or suppliers.
It was all about creating trust through an
open dialogue, and this continues today.
We work in many different locations but we
have in place processes that allow us to
talk to everyone at once. People were also
brought together at events hosted by senior
management before and after, the rebrand-
ing and that kind of strong support did not

go unnoticed. The Ageas CEO came to
Portugal to share the Ageas ambition and
to personally connect with everyone on the
ground which was hugely appreciated.

After the rebranding it was important to
maintain energy and excitement levels
around the new brand. New and innovative
campaigns were developed and displayed
in every building and launch events were
held with employees before taking the mes-
sagetotheoutsideworld. That'sanicetouch.

Today everyone understands what Ageas is
all about. They see a company that wants
to deliver new solutions to the market in an
innovative way, creating a reference point
for insurance. It's exciting to be a part of
that. We have new tools and a new attitude
and the strong momentum is continuing.

Senior management have taken time to
share their vision and strategy with us and
that was well appreciated. It is important to
have clear knowledge about what we are
doing, our market, our strategy and plans
and what is expected. If you are clear
about the positioning then you can go on
and do the job, together.

The Group was interested
in learning from us. | liked that
aspect of the Ageas culture.

Maria Armanda Duarte, former AXA employee

Ageas Business Report 2016
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Strategy in action

Perhaps the best way to judge the overall
performance of Ageas is to go back in time
to the painful events of 2008. | became
president of the Flemish Investors Federa-
tion, VFB, in 2007 and as the representative
of many thousands of retail investors in the
former Fortis Holding, | was a close witness
to what happened at that critical moment
and in the years that followed.

At the end of 2008 the Fortis Bank had to
be rescued by BNP Paribas and the only
assets the shareholders of Fortis Holding
were left with were some insurance com-
panies in Europe and Asia, some cash and
several very complex financial instruments.
In 2010 Fortis Holding was renamed Ageas
signalling the start of a new, prosperous
and transparent path for the company.

Some people might question the decisive
importance of excellent management at
such times, but just look at what happened
at Ageas: the new management of Ageas
did a really remarkable job. Ageas rec-
ognised that it needed to regain trust: the
trust of clients and partners, especially in
Asia; the trust of the many authorities; and
importantly the trust of shareholders, es-
pecially the numerous small shareholders
who in many cases were also insurance
clients. And trust is something personal,
something with a face. The availability of
the CEO, Bart De Smet, for investors and
the media at many events was exemplary.
Trust returned faster than expected, and
the stock price recovered.

Ageas is a casebook study
in how to deal with
a corporate catastrophe.

023

The return made by the first believers was
spectacular. With strong financials, a clear
strategy, stable and growing dividends and
major share buybacks Ageas became one
of the favourite Belgian stocks for local re-
tail shareholders. That shareholder value
was built with respect for all stakeholders
in an international insurance company.

After 2008 difficult legacy problems re-
mained that had to be tackled. That process
took time but next year most of them could
be solved. The complex financial instru-
ments inherited from the Fortis Holding con-
tinue to be professionally managed and the
remaining obligations no longer inhibit the
company. Extremely important is the settle-
ment in 2016 of the many civil court proce-
dures which were initiated after 2008. The
proposed compensation is fair for former
and existing shareholders. The past can fi-
nally be left to historians. | believe that in the
coming years Ageas will continue to grow

VoV
aeYo%
%'’

SHAREHOLDERS

and consolidate its leadership positions
and it will successfully export its know-how
across the 16 countries in which it operates.
Ageas is a casebook study in how to deal
with a corporate catastrophe. That's what
insurance companies are about, no?

Ageas Business Report 2016
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Our HR approach 025

A working partnership
that supports
the business

Cross-entity collaboration
is key for HR to create
added value to the business.

Eddy Debrulle, Group HR Director

2016 saw a quite active employer market NeW tOOIS and The Ageas Culture is strengthening and HR

with greater opportunities for job seek- . has continued to keep a finger on the pulse

ers and also an increased war for talent reportlng through through the culture survey testing among

amongst companies. With an attractive em- H other things, the perceived clarity of the mis-
g5t companies. | | cross-entity | s, the p y

ployee value proposition Ageas aims to be . sion and how involved people feel.

well positioned to retain and attract top tal- collaboration

ent in this competitive environment.

This year has also seen a strong level mo-
mentum behind the talent and succession
planning process with the clear involvement
of the Executive team and the Board. This
reflects the Group’s intention to continu-
ously invest in the senior leadership team
fostering internal mobility and succession.

HR has played a key role alongside the
business in many of the milestone events
this year, contributing for instance to the
successful organisation and cultural inte-
gration of the newly acquired business in
Portugal. We worked in tandem with the
local team to oversee a fluid transition to
Ageas Seguros. In Asia new business de-
velopments were supported by appropriate
staffing. And in the Philippines it was all
about embracing a new, young, dynamic
workforce in a market where Ageas took
time to learn how things work on the ground
from those that know best.

Ambition 2018, Ageas’s current strategic
plan, has led to new requirements for HR
data reporting. Through a well-developed
and user-friendly dashboard Ageas can now,
amongst other information, take an integrat-
ed, group-wide look at employee engage-
ment. The talent and learning management
tool developed in Belgium that supports all
aspects of the HR process has been shared
and adopted across the Group also illustrat-
ing the power of cross-group collaboration.

The Ageas Academy, an integral part of
Ambition 2018, was established as a clear
business driven initiative. It has seen many
people take advantage of the available train-
ing programmes. As well as “rebranding”
existing programmes such as the Ageas
Leadership programme, the Academy has
introduced several new initiatives including
the framework for a country by country deep
dive exercise. Based on existing customers,
small groups came together to do some

“blue sky” thinking over 10 days to develop

new product and customer propositions
that are turned into concrete plans and then
presented to partners for consideration and
ultimately execution.

Increased focus
on networking and
collaboration

As Ageas looks forward, more will be done
to link people not only to their local entity
but to the Group as a whole. The concept of
a talent exchange programme is being ex-
plored allowing people to rotate in and out
of short term assignments based on specif-
ic projects. The idea is to create a network
of people in the company that really know
people on the ground, making collabora-
tion a real face to face event.

Ageas Business Report 2016
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Responsible Entrepreneurship

Adding value by
giving back to society NN
the Ageas way

When Ageas puts down its roots in a mar- N
ket, it's doing more than just establishing a
physical business presence. We are setting
up a home. As an international insurer we

believe wherever we operate and reside in
AG Insurance

employees ascend
the mighty Col

de la Madeleine

in MOVE4Cancer
fundraiser

the world we have a duty of responsibili-
ty towards every stakeholder. Some call it
CSR; we think of it as “Responsible Entre-
preneurship”. Put simply, it is about making
a difference by creating long-term sustain-
able solutions around the issues that matter
most locally. It is about helping to create
opportunities for people and businesses
to grow and flourish; improving the qual-

ity of life of those we impact through our ' amy
presence. Each market is unique however Cargeas encourages @ployees to roll upjthei
and Responsible Entrepreneurship can be _sleeves to improve children’s lives, giving time

interpreted in many different forms. Loff to'help the "Fondazione L'alberto dellﬁVita"
b B

Ageas UK contributes towards safer

. m . . ises. in the correct wav. And throuah our roads through work with the Road Safety
Positively impacting : V- 9

. support of a broad range of philanthropic
the lives of everyone activities, we engage, enrich and improve
we touch the lives of people in the communities in Belgian employees adopt Olympian spirit in “We are all

which we operate. Olympians” fitness challenge in aid of SOS Children’s Villages

We actively engage with our 13,000+

Whilst Ageas is an international insurer with
employees around the world to create the

operations in 16 countries around the world,
we believe strongly in local empowerment.
We trust our team on the ground 