Group strategy and operations

Prudential’s differentiated product and geographic portfolio is

well positioned to meet the protection and savings needs of the
growing populations in Asia and Africa, where insurance penetration
is currently low and demand for savings solutions is rapidly
developing. In the United States, Jackson remains a leading provider
of variable annuities to retail investors. Following the proposed
demerger of Jackson, Prudential intends to take full advantage of
the long-term structural opportunities in Asia and Africa. It seeks

to operate with discipline in allocating capital for long-term returns,
and to deliver profitable and increasingly diversified growth.
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Group overview

Our purpose is to help people get the most out of life. We make
healthcare affordable and accessible and promote financial inclusion
across our markets. We protect people's wealth and help them grow
their assets, and we empower our customers to save for their goals.
This purpose is served through implementing our business strategy,
set out in this section and our environmental, social and governance
(ESG) strategy set outin our ESG report on page 70.

With this purpose in mind, our intention is to take full advantage of
the long-term structural opportunities in Asia and Africa and to pursue
apath for a fully independent Jackson. In January 2021, the Board
announced that it had decided to pursue the separation of Jackson
fromthe Group in the first half of 2021 through a demerger, whereby
shares in Jackson would be distributed to Prudential shareholders.
The result of this separation will be two separately listed companies
with distinct investment propositions, which the Group's Board
believes will lead to improved strategic outcomes for both businesses.

The Prudential Group will focus exclusively on its high-growth Asia
and Africa businesses. We will also accelerate our development of
digitally enabled products and services to help prevent, postpone
and protect our customers from threats to their health and wellbeing,
as well as supporting them to achieve their savings goals.

Jackson will continue to help Americans grow and protect their
retirement savings and income to enable them to pursue financial
freedom for life through its differentiated products, well-known
brand and industry-leading distribution network.

Further information on the Prudential Group's and Jackson's
respective businesses are set out below. The result of the proposed
separation of Jackson will be two separately listed companies with
distinct investment propositions, which the Group's Board believes
will lead to improved strategic outcomes for both businesses.

Asia and Africa

We have a pan-Asian footprint, with our largest life and protection
operations in Hong Kong, Singapore, Indonesia and Malaysia as well
as our joint venture in China. We also operate in Thailand, Vietnam,
Taiwan, the Philippines, Cambodia, Laos and Myanmar and have
asuccessful partnership in India. Within this footprint, Prudential
has top three positions’ in 9 out of 13 life markets and extensive
distribution networks, across digital, agency and bancassurance
channels. We focus on delivering profitable regular premium health
and protection insurance products and fee-based earnings.

In asset management, Eastspring manages $247.8 billion across

11 markets in Asia and provides focused investment solutions to
third-party retail and institutional clients as well as to our internally
sourced life funds. Eastspring is atop 10 asset manager in 7 of the
11 markets in which it operates, and is the largest pan-Asian retail
asset manager excluding Japan?.

Since 2014 we have also built a rapidly growing multi-product,
multi-distribution business in Africa, with operations now in eight
countries across the continent, and have over one million customers.
Starting in 2021 the regional office for Africa will be based in Nairobi,
making East Africa our hub for the continued success of operating
onthe continent.

Our offering in Asia and Africa is evolving to respond to growing
customer awareness and demand for products that address health and
wellness, as well as providing life insurance cover. Pulse by Prudential,
our health and wellness platform provides a compelling offering to
address these needs, building on our existing distribution channels
and trusted brand. Further information on Pulse by Prudential, and our
markets, customers, products and distribution within the region is set
out below.

Asia has grown significantly over the last 10 years, for example over
the decade from 2010 to 2020, embedded value in Asia grew on
average by 14 per cent® per annum and at 31 December 2020 was
$44.2 billion. Since 2013, Prudential has committed almost $10 billion
of capital to support growth in Asia, including around $5 billion of
inorganic investments to grow our distribution reach and to build
digital capability. Around one-third of the total investment has been
made since January 2019. Investments in 2020 included establishing
a15-year strategic bancassurance partnership with TMB, which
significantly strengthens our distribution capability in Thailand's
fast-growing life insurance sector and strongly complements our
top-five position?in the country's mutual fund market. In other
markets we have also established a new bancassurance partnership
with SeABank, a fast-growing bank in Vietnam with approximately
1.2 million customers and almost 170 branches, as well as signing
new agreements with Banque Franco-Lao (BFL) BRED Group in Laos,
and in early 2021 with Phnom Penh Commercial Bank Plc (PPCBank)
in Cambodia.

We have significant investment appetite in Asia in the future that is
based on the absolute size and demographic characteristics of each
economy and our ability to build competitive advantage leveraging
our scale and expertise. While we will continue to build on our
leading positions in Hong Kong and members of the Association of
Southeast Asia Nations (ASEAN), we see the greatest opportunities
in the largest economies of China, India, Indonesia and Thailand.
Thisinvestment is expected to deliver profitable and sustainable
compounding growth and will support long-term delivery of future
shareholder returns through value appreciation, with a focus on
achieving sustained double-digit growth in embedded value per share.
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Group strategy and operations / continued
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Markets

The life insurance industry in Asia and Africa remains in the early
stages of development, as characterised by the low penetration rates
across the region for insurance. In particular, most of our Asia markets
are approaching the level of per capita annual income when demand
increases sharply. Around 50 per cent of the global population lacks
access to essential health services', and across the Asiaregion
specifically, there are significant health funding and wellness gaps;
80 per cent of Asians do not have insurance cover' and spend some
$400 billion on healthcare as an out-of-pocket expense®. Similarly,

in Africa, while mobile phone access has increased tremendously
overthelast 20 years, less than 50 per cent of Africans have access
to modern health facilities', and 80 per cent have to rely on public
health facilities, which are often understocked, understaffed,

and difficult to reach due to the physical and financial burdens

of transportation”.

Our largest market in respect of APE sales is Hong Kong, which
accounted for 21 per cent of our overall Asia APE sales in 2020,
followed by Singapore, contributing 17 per cent and China which
accounted for 16 per cent. The rest of our new business is diversified
across 10 markets. Our adjusted operating profit is well balanced, with
the largest contributions from Hong Kong, Singapore and Indonesia.

Adjusted operating profit by market
% vs 2019 CER

$3,667m

+13% (+12% AER)

Adjusted Share
Pons e C(cEm)
B HongKong $891m 24% 20%
M Singapore $574m 16% 18%
B Indonesia $519m 14% (1%
B Malaysia $309m 8% 14%
Eastspring Investments $283m 8% 2%
Vietnam $270m 7% 14%
ChinaJVv $251m 7% 15%
B Thailand $210m 6% 24%
B Philippines $95m 3% 25%
B Taiwan $85m 2% 10%
B Other $180m 5% 3%

With regards to strategy, we see the most significant opportunities

for growth potential in life insurance and asset management in the
four largest economies in our footprint, namely China, India, Indonesia
and Thailand. Our joint venture operations in China and India together
with our businesses in Indonesia and Thailand, provide us with scaled
access, where we can build leadership positions with competitive
advantage and economies of scale. We also intend to continue
building on our leading positions within Hong Kong and ASEAN.

In China, our China life business is a 50/50 joint venture with CITIC,
aleading Chinese state-owned conglomerate. Our ChinaJV business
performed well in 2020 after the Covid-19 disruption in the first
quarter, increasing new business profit by 3 per cent. Building

on our existing nationwide coverage of 20 branches and 99 cities

(an increase of five since 2019), we expect our China JV business will
continue to grow at pace by expanding and deepening our presence
from our current geographical footprint, and by leveraging our
multi-distribution platform. We operate our asset management
business in Chinathrough CITIC-Prudential Fund Management
Company Limited, aJV with CITIC with assets under management

of $9.6 billion', as well as our wholly-owned private fund manager
operationalised in 2019 within Eastspring, which now has sourced and
sub-advised assets under management of $743 million. Our Chinese
life insurance joint venture has also established its own asset
management company in 2020, Prudential-CITIC Asset Management
Co, which further strengthens our capabilities in savings and
retirement products.

InIndia, our business consists of our 22.1 per cent holding of the
Indian Stock Exchange listed life insurance business, ICICI Prudential
Life Insurance (with our investment valued at $2.2 billion as at

31 December 2020) and 49 per cent of the asset manager, ICICI
Prudential Asset Management, which has total funds under
management’ of $26.9 billion™. Our India life business continues to
pivot to health and protection, with a 17 per centincrease in health
and protection APE sales, which now represent 24 per cent of total
APE sales (up 9 percentage points on 2019). We will continue to
capture the significant potential in the Indian life market, with an
aspiration to double 2019 new business profit in three to four years,
by continuing to grow the business, improving retention and
enhancing productivity.

In Indonesia, we continue to strengthen our market leadership, including
inthe sharia market where we increased APE sales by 6 per centand
new business profit by 27 per cent in 2020, and propel growth by
broadening our product offerings, as well as digitalising our business
model. We added 60 products during 2020, doubled MDRT qualifiers
toover 2,100, and launched digital products through both Pulse and
our OVO partnership. We have seen positive momentum in the last
quarter of 2020, being the highest sales quarter of 2020, and believe
our business transformation will continue to drive growth in the future.

In Thailand our new distribution partnership with TMB will help us
achieve top-three leadership in the bancassurance channel, and we
will further accelerate growth by developing a holistic omni-channel
business model. Coupled with the completion of the acquisition of
TMBAM and TFund which gives us a top-five ranking in the mutual
fund market, this will give us a high-quality platform to deliver
best-in-class health and wealth solutions to serve the growing
retirement and investment needs of both the rising middle class

and the growing high net worth segments.

Prudential plc
Annual Report 2020

21

M3IAIaA0 dnouny

yodaioi3ajens

9oUBUISAOD

podai uonelaunwial si019211Qq

synsausiseq (A33) @neA peppaquig ueadoing SJUBWISIe)S [eIoUeUly

UOIeULIOJUI [BUOIIPPY




Group strategy and operations / continued

In our other large businesses, we also see ample opportunities

to continue to grow at pace. In Hong Kong, we believe based on our
own and third party surveys there is latent demand from Mainland
Chinese customers for our Hong Kong product suite and that the
eventual normalisation of visitor arrivals as the border reopening
occurs will allow for the return of this important source of new
business. For example, 61 per cent of Mainland Chinese visitor
preference® s to receive critical iliness medical treatment in

Hong Kong. In the meantime, we continue to build our already strong
and substantial Hong Kong domestic business through multi-channel
expansion and increased digitalisation of our service offering. We also
continue to broaden our product offerings, such as our mid-tier
medical reimbursement product, the PRUHealth VHIS VIP Plan,

to fulfil the protection needs of our customers. We will also broaden
access to Mainland China consumers through Greater Bay Area
initiatives and remain a destination of choice through our market-
leading products and service propositions.

In Singapore, we see significant opportunities in expanding the
servicing of the high net worth and small and medium enterprise
(SME) markets, alongside supporting afast ageing population to
address under-covered retirement and health needs. In Malaysia,
we have leading market positions in both the conventional and
Takaful markets. In particular, in the underprovided Takaful segment
where we see substantial opportunity for growth, we increased our
APE sales by 26 per cent and our new business profit by 29 per cent
in 2020.

In our other high-potential growth markets of Vietnam, the Philippines,
Cambodia, Laos and Myanmar, we see the opportunity for rapid
growth through the roll-out of our efficient and scalable business
model, multi-channel distribution networks and the provision of
market-leading digital products and services through Pulse. These
markets currently have very low levels of life insurance penetration,
for example with life insurance penetration® of just 1.4 per centin
Vietnam and 1.2 per cent in the Philippines. However, with rising
GDP per capitaat or reaching a threshold of $10,000 to $20,000,
and supported by our proven and market-leading positions, we are
confident of delivering new life insurance sales growth well in excess
of GDP growth in these markets.

We see substantial opportunities to accelerate our asset management
business, Eastspring, building on its leading market position as

Asia's largest retail asset manager (excluding Japan)? and structural
advantages of reliable and predictable inflows from our life businesses.
The completion of the TMBAM and TFund acquisitions in Thailand
and successful development of its China business, mentioned above,
have strengthened its strategic portfolio.

Since 2014 we have also built a rapidly growing multi-product business
in Africa, with operations now in eight countries across the continent.
Despite the Covid-19 pandemic, APE sales at Prudential Africa have
grown by 51 per cent?' to $112 million during 2020, with the number
of active agents significantly ahead of the same period last year.

In Ghana, we have renewed our exclusive agreement with Fidelity
Bank for an additional 10 years, building on a successful partnership
overthe past five years. We also announced a new partnership with
Vodafone Ghanato provide an innovative microinsurance product

to their nine million plus subscribers. Meanwhile, our teamin Nigeria
has launched a new partnership with the largest mobile operator
inthe country, MTN, in an effort to reach its subscriber base of

over 70 million people and provide protection to the millions

of uninsured Nigerians.
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Products and brands

We offer awide range of insurance products that are tailored to local
market requirements and fast-changing individual needs. We focus

on health and protection and savings products with 65 per cent of new
business profit contributed by health and protection solutions and the
rest by savings products that include participating, linked and other
traditional products.

The diversity and resilience of our business is supported by the
continued innovations and enhancements we make to our product
range, which include broadening coverage for new risks and adding
innovative features. In 2020, we introduced or revamped 175 new
products? contributing 20 per cent of APE sales, including simplified
lower case-sized protection offerings.

New business profit by product, 2020 $m

I Linked 13%
B Non-par 8%
B Par 14%

[ Healthand protection  65%

The Covid-19 pandemic has reinforced customer interest in health and
protection products, with 58 per cent of consumers across our Asian
markets desiring access to healthcare value-added services, such as
access to a virtual GP%. This has been converted into an increase
inthe proportions of APE represented by health and protection
products in seven of our Asian markets, led by India (up 9 percentage
points to 24 per cent of APE sales), Singapore (up 5 percentage
points to 25 per cent of APE sales), Thailand (up 9 percentage points
to 25 per cent of APE sales) and Vietnam (up 3 percentage points to
17 per cent of APE sales), in turn resulting in increased margins for
our Asia markets excluding Hong Kong. Of the 175 new or revamped
products noted above, more than 115 were traditional and health
and protection products.

Our Hong Kong business offers domestic Hong Kong residents and
mainland visitors sophisticated critical illness, medical benefits and
life insurance protection business. 91 per cent of all Hong Kong
consumers? indicated they would retain life insurance even if their
financial position is disadvantaged by Covid-19 re-enforcing the
resilience of this market. The investment proposition provides access
tointernational equities and bonds. In particular, our main with-profits
product offering uses a with-profits structure, which pools the
investments of policyholders and allocates returns based on long-term
investment performance (similar to that historically used in the UK),
and leads to attractive margins. The business has a high level of
renewals that is substantially higher than the premiums from new
business. Singapore offers a similar type of product mix and also uses
a UK-style with-profits structure.
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In China, Anxin, our digital health and protection solution generated
165,000 policies in 2020, with around 50 per cent to new customers.
In Hong Kong, we launched in the second half of 2020 PRUHealth
VHIS VIP Plan, atax-efficient medical insurance targeting the mid-tier
segment, which has contributed 10 per cent of new business profit
for the domestic segment in the fourth quarter of 2020.

InIndonesia, we retain leadership in the sharia-compliant market,

with 35 per cent share, accounting for 37 per cent of agency sales in
Indonesia. Our PRUCinta product, the first traditional sharia product
with specific cash value, accounts for 14 per cent of Indonesia agency
sales. More widely, we have launched 60 products in Indonesia in
2020, including lower ticket standalone protection products which
collectively accounted for 37 per cent of the APE mix (2019: 8 per cent)
and 52 per cent of new case count mix (2019: 11 per cent).

Alongside offering products that meet customer needs, we invest
in our brands to build trust, drive awareness and attract and
retain customers.

Distribution and customer engagement

We believe in a multi-channel and integrated distribution strategy for
our business which can adapt and respond flexibly depending on local
market conditions. Our distribution network is one of the strongest
and most diversified in the Asia region, across agency, bancassurance
and non-traditional partnerships, including digital. In recent years,
we have also established non-traditional partnerships to broaden our
customer reach, particularly the digitally-savvy millennial segment.

In total, we have more than 300 life insurance and asset management
distribution partnerships in Asia. Alongside these distribution
channels we also have Pulse by Prudential (discussed further below).

New business profit by channel, 2020 $m

W Agency 74%
[ Bancassurance 22%
Il Others 4%

Agency

We have around 600,000 licensed tied agents®* across our life insurance
markets, and the productivity of active agents increased 8 per cent*?
inthe year, based on number of cases, which are becoming smaller in
size as we, and our customers, focus increasingly on standalone
protection products. Our agency channel is a core component of our
success, comprising 74 per cent of our new business profit given the
high proportion of high margin protection products sold.

Our continued support for the agency channel positions us well for
sustainable growth. Our agent management has moved online across
all markets, enhancing effectiveness of agent communication and
operation, and expanding sales capacity with agent recruits® of
143,000 in the year. We deployed virtual sales tools across all markets
for almost all products, and 28 per cent of agency new cases since
April 2020, together with 27 per cent of bancassurance new

cases since July 2020 have been made virtually.

Despite the gradual relaxation of Covid-19 containment measures

in several markets, virtual selling tools have now become mainstream
with distributors, and virtual sales in the fourth quarter represented
23 per cent of both agency and bancassurance sales.

We place great emphasis on agent professionalism and promote
career progression by providing tailored training programmes

that share experience and best practice across different markets.
In addition, to further assist our agents during the sales process
and enhance productivity we continually upgrade the tools at their
disposal. During 2020, the number of agents qualifying for the
Million Dollar Round Table (MDRT) doubled in the year to more
than 13,200.

In Africathe number of active agents in 2020 significantly increased
fromthe prior year. The increase in active agents is a direct result of
implementing our Rookie Development Programme in each market,
which helps with agent professionalism and customer focus, as well as
transitioning new agents from the classroom to the field, and making
those agents active within the first month of their recruitment. In most
markets, as a response to Covid-19-related restrictions, we rapidly
innovated to create an end-to-end virtual sales submission process,
with a virtual recruitment and onboarding process for distributors as
well as delivering training digitally. Moreover, 2020 marked the first
time each market has had at least one agent qualify for the MDRT
increasing the number of qualifiers to 38 from 15 in the prior year.

Bancassurance

We also have a leading bancassurance franchise that provides access
to around 20,000 bank outlets through our strategic partnerships with
multi-national banks and prominent domestic banks.

Our bancassurance partnerships made an important contribution

to our business last year. Our new partnership with TMB in Thailand,
which commenced on 1 January 2021, will give us access to an
expanded network of 685 branches. In preparation we have trained
more than 5,500 bank sellers and nearly doubled the number of sales
support staff to 240. We have launched a refreshed set of propositions
encompassing the high net worth, retail, commercial and SME
segments and rolled out a new e-POS system.

Outside of Hong Kong, our bancassurance channel APE sales
remained stable despite Covid-19 related disruption. We were
particularly pleased to see the positive momentum in our
bancassurance channelin Indonesia, which saw APE sales up

15 per cent?'. We continue to look for opportunities to expand our
presence in this market. There were also particularly strong
performances in our ChinaJV (APE sales up 34 per cent?'), Thailand
(APE sales up 21 per cent?') and Vietnam (APE sales up 35 per cent?"),
demonstrating our channel strength in these markets.

We have also developed strategies to reach the digitally-savvy
millennial segment through UOB Mighty, UOB's digital bank, and new
partners such as Central in Thailand. Prudential Laos has also recently
partnered with Star Fintech to launch payment services viaits U-money
platform. We anticipate that these partnerships will significantly
enhance our reach to millennial consumers in the country through

the joint development of digital propositions that encompass health,
wellness and wealth products. The experience will also help usin
designing and managing distribution strategies in our existing markets
as well as in targeting new points of entry.
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Group strategy and operations / continued

Personal health insights with Pulse

Accessible
anywhere,
anytime

Meet your
health

Up your
game with

assistant challenges

Pulse by Prudential
In 2020, we have been able to accelerate our digital development
and associated customer-centric digital ecosystem.

The Covid-19 pandemic has accelerated growing awareness and
demand for health and wellness solutions. For example, 46 per cent

of Asian consumers searched for new insurance policies. Our digital
capabilities allow us to make healthcare more accessible and affordable
inthe countries where we operate.

Prudential meets this growing demand for health and wellness
through its super-app Pulse by Prudential. Pulse is a free digital mobile
application that offers holistic management, artificial intelligence
(Al)-powered self-help tools, and information to serve users 24/7
and promotes health and wellbeing through a range of value-added
services. These include telemedicine, health and wellness content
and communities, health challenges and rewards, chronic disease
management, as well as a self-diagnosis and self-help tools. Pulse has
been launched® in 11 different languages across 11 markets in Asia
(Malaysia, Indonesia, Singapore, Hong Kong, the Philippines,
Thailand, Vietnam, Cambodia, Laos, Taiwan, and Myanmar) and
most recently four markets in Africa (Kenya, Nigeria, Cameroon

and Zambia), with varying levels of development.

Pulse has been downloaded around 20 million times®’ since its initial
launchin 2019 in Malaysia. Through this single super-app, Pulse is
being developed to offer an integrated health, wealth, and SME
ecosystem. It has integrated 32 local and regional partners?, including
most recently, a signed partnership with Central Group, aleading
retailer in Thailand, that will enable Pulse to access Central Group's
existing digital engagement with customers to offer insurance and
health solutions to them. We have also signed a partnership with HR
Easily, an HR services digital platform which we make available to our
SME customers through ‘Business at Pulse'. We are seeing continued
increase inthe usage of Al assessment and triage, lifestyle
management and wellness, and telemedicine consultation services,
with over 1.5 million users? accessing at least one of the services

in Asia, since launch.

Pulse also enables us to reach a younger customer demographic,
with the majority of Pulse users in the 18 to 35 age group compared
with the average age of an existing Prudential customer profile

of around 40, and is broadening our potential customer base,

with 70 per cent of Pulse consumers new to Prudential.
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37 digital bite-sized products were made available in Pulse in 2020.
Some examples of bite-sized products launched by Prudential within
Pulse include products related to common critical ilinesses in Asia
(cancer, stroke, heart attack), tropical disease protection (dengue,
malaria, measles), and daily care (food poisoning, minor burns, broken
bones, and accidentincome support).

With greater customer touchpoints, we are also able to generate
Pulse-led data-driven leads for agents. We saw over 2.2 million leads
generated for agents in 2020 which together with a small amount of
revenue from policies sold directly through Pulse, generated APE sales
of $211 million?in 2020.

Recently, we introduced a subscription plan to help Pulse users eat
healthier and promote a more active lifestyle, and even save for the
future. These paid subscription plans, priced at a low cost of between
$1-$3 per month, are currently available to users in Hong Kong,
Indonesia, Malaysia, Thailand, Vietnam and the Philippines, with plans
to expand on the offerings and launch in additional markets in 2021.
The paid subscription plans have received 164,000 active subscribers
during 2020.

We have undertaken steps to meet our objective for Pulse to provide a
platform for end-to-end service, with the same app used by customers
and distributors. Agents have the ability to sell Prudential products
virtually within the Pulse platform in the Philippines, Malaysia and
Indonesia. Meanwhile, e-claims are available in Indonesia, Malaysia,
Cambodia, Myanmar and the Philippines. We believe the integration
with the life value chain across sales, claims and payments will allow
Pulse to enhance value to new and existing users and drive efficiencies
inthe business.

Customer service and loyalty

We believe that excellent customer service has been key to our strong
reputation and leading pan-Asia franchise. Customer loyalty has
remained high during the Covid-19 pandemic, with a retention ratio
consistently in excess of 90 per cent. The satisfaction and trust our
customers have in our business also translates into a high proportion
of repeat sales, which comprised 47 per cent of APE sales in 2020.
The result of these dynamics is a portfolio of over 25 million in-force
policies, with each policyholder holding 1.6 policies on average.
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We are focused on unlocking new customer segments through a
broader proposition set. During 2020, we added a further 1.3 million
new life customers from traditional channels. Our overall life customer
numbers increased to 16 million, of which about 30 per cent are our
health insurance customers.

We continue to identify and target new customer groups and segments
outside our traditional focus in the Mass and Affluent space in order
to accelerate our future growth. Within the Emerging segment,

Pulse leads the customer acquisition as described above. Within the
high net worth segment, we first expanded into this segmentin 2018
with Opus in Singapore, providing a differentiated experience for our
customers, including a dedicated service team, wealth planners and
external experts covering trust and legal matters. Within the Group
segment, we also developed tailored offerings for small and medium-
sized enterprise (SME), a segment that remains under-served and
offers significant growth potential. This strategy is advanced through
our all-inclusive platform, Business at Pulse platform, which provides
digitally-enabled insurance and HR solutions for business owners and
their employees, supporting a 17 per cent increase in APE sales from
group business in 2020. We have extended our Business at Pulse
platform from Singapore and Indonesiato Hong Kong, the Philippines
and Thailand, and will launch next in Malaysia.

Integrated asset management

Eastspring is aleading Asia-based asset manager, with operations
across 11 markets in Asia, plus offices in Europe and North America.
With $247.8 billion of assets under management and over 300
investment professionals, it is the largest pan-Asian retail asset
manager excluding Japan? and is a top-10 asset managerin 7

of the 11 markets in which it operates.

Eastspring has a broad product set, as well as significant distribution
capabilities and industry-leading operational efficiency. Eastspring
provides focused investment solutions, across equity, bonds and
multi-asset products, to our internally sourced life insurance funds and
third-party retail and institutional clients. Distribution channels include
wholesale, intermediary and direct online formats, which are tailored
asrequired, depending on the geography involved. This means that
Eastspring can continue to grow and develop through both market
cycles and changes to individual investment styles. Operational
efficiency has led to industry-leading margins, with investment in
technology, for example the implementation of BlackRock's Aladdin
system, to deliver common platforms, and world-class risk
management and governance capabilities.

Interms of strategy, we see substantial growth opportunities to
accelerate Eastspring, building on its leading market position as

Asia's largest retail asset manager’ (excluding Japan) and structural
advantages of reliable and predictable inflows from our life business.
In particular, we see China, India and Thailand as our most material
market opportunities. Eastspring is well positioned to broaden its
investment capabilities to serve the global needs of Asia-based clients,
while offering global investors access to its expertise in investing in
Asian markets. For example, in October 2020, Eastspring announced a
strategic partnership with Atlantic Zagros Financial Partners to expand
its offshore distribution capabilities to the Americas. To support this
ambition Eastspring's strategic objectives include developing its
distribution, product range and investment advisory capability,

while continuing to enhance support for the asset management

needs of Prudential’s life insurance business.

To support these objectives, Eastspring has organised its operations
into three pillars that will drive the expansion of its capabilities and
growth inthe future:

— Alpha engine - representing centralised investment capability
with an emphasis on driving asset class return on investment
after adjusting for market-related volatility. This pillar will focus
ondiversifying Eastspring's investment capabilities and styles.

— Advisory solutions — standalone advisory service for institutional
clients; focusing on solutions and products for that market,
including the growing need to support clients' Environmental,
Social and Governance (ESG) requirements. This pillar will also
focus on reinforcing the quality of service provided to the Group's
life operations and supporting the Group's ESG strategy.

— Complementary partner solutions — this pillar will focus on
complementary investment capabilities sourced from partners,
in order to enhance strategies available to investors.

In developing its capabilities, Eastspring will further integrate its
offerings with those of Prudential's life business, to enable the Group
to seamlessly offer services across the full spectrum of Life, Health

and Wealth products. Eastspring will leverage Prudential's established
distribution channels.

We believe these developments will further enhance Eastspring's
position as a leading asset manager in Asia.

Summary

There is a growing awareness and demand for wellness and insurance
products across Asia, re-enforced by the global pandemic. We
continue to invest in our chosen markets, building on our leading
position in Hong Kong and ASEAN, and meeting the growing needs

of customers in the largest economies of China, India, Indonesia and
Thailand. This customer need is addressed by our wide range of
insurance products, tailored to local markets, and extensive and
diversified distribution network. We continue to amplify these existing
capabilities through extending our China footprint, broadening our
product offerings and enhancing our digital presence. Our innovative
and customer-centric digital ecosystem increasingly complements our
existing distribution channels and provides access to address the needs
of new and fast-growing customer segments. Our overall customer
offering is supported by our integrated asset manager Eastspring,
which has a clear strategy to expand its capabilities to deliver growth.

We believe these enhanced capabilities, alongside the resilience of
our high quality and well diversified platform, mean our Asia business
is well positioned to capture the structural opportunities open to us
and therefore deliver profitable and sustainable compounding growth
and high risk-adjusted returns for shareholders.
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Group strategy and operations / continued

US operations

Jackson helps Americans grow and protect their retirement savings
and income to enable them to pursue financial freedom for life.
Following the planned demerger, Jackson intends to pursue a focused
strategy which prioritises optimisation and stability of capital resources
while protecting franchise value.

Maintaining a resilient balance sheet is critical to Jackson meeting
its objectives of fulfilling its obligations to policyholders, providing
stable capital returns to shareholders, supporting the development
of the business and enabling profitable growth over the long term.

In line with Jackson's disciplined approach to pricing and risk
management, pricing actions taken in the first half of 2020 in response
to changing market conditions and to preserve statutory capital,
resulted in an expected and material reduction in new fixed annuity
and fixed index annuities sales.

Jackson has identified three main areas for business development.

First, Jackson intends to maintain and enhance its comprehensive
suite of retirement products that it believes are sought after by retail
investors and Jackson's distribution partners.

Second, it plans to optimise the sales mix across its broad product
portfolio by leveraging the strength of its industry-leading distribution
network and entering into new distribution agreements.

Third, Jackson seeks to develop the overall market demand for retail
annuities by partnering with wealth management solution providers
that historically have not considered annuities as a solution to provide
retirement savings and income protection.

These strategies are discussed further below.

Markets

Jackson believes that the US retirement savings and income solutions
market presents a compelling growth opportunity and will support
its development in the future. The primary drivers of the industry's
trends are believed to be the following:

— The target demographic is expected to continue to grow.
Over the next decade, the proportion of the US population aged
55 orolder is expected to grow at a rate double that of the total
US population, resulting in approximately 112 million individuals
who will be aged 55 or older by the year 2030%.

— The need for new sources of retirement income is expected
to grow. Over the last few decades, there has been a pronounced
shift from retirement income funded primarily by pension plans
to retirement income funded primarily by individual savings.
Ofall private sector workers in the United States, only 15 per cent
had access to a defined benefit pension plan in 2020 (down from
20 per centin 2010), and 52 per cent only had access to a defined
contribution retirement plan in 2020°°. This trend has increased the
burden on individuals to save for their retirement and to use those
savings to generate income during retirement.
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— Annuities are underutilised in the world's largest retirement
savings market. The United States is the world's largest retirement
savings market estimated to consist of approximately $51 trillion
in professionally managed retail and institutional assets as of
31 December 2019°". However, only approximately $2.4 trillion
of professionally managed assets were invested in annuities as
of 31 December 2019. A key driver of this underutilisation is the
historical lack of integration of annuities into wealth management
platforms and financial planning tools available to retail investors.
Jackson has been working actively with its distribution partners
and financial technology firms to integrate annuities into the wealth
management planning tools advisers use to select investments
and build portfolios for their clients.

Products

Jackson offers a diverse suite of annuities to retail investors in the
United States. The success of its variable annuity offerings reflects
the differentiated features Jackson offers as compared with its
competitors, in particular the wider range of investment options

and greater freedom to invest across multiple investment options.
Through the third quarter of 2020, Jackson accounted for

16.5 per cent of new sales in the US retail variable annuity market®
and ranked number 1 in variable annuity sales. Jackson also offers fixed
index annuities and fixed annuities and expects to offer a registered
index-linked annuity in 2021. This diverse offering allows Jackson

to meet the different needs of retail investors based on their risk
tolerance and desired growth objectives, and to deliver customised,
differentiated solutions to its distribution partners. Jackson's annuities
offer investors the opportunity to grow their savings consistent with
their objectives, ranging from full market participation with Jackson's
variable annuities, to a guaranteed fixed return with Jackson's fixed
annuities. Some of Jackson's annuities offer optional guarantee
benefits for a fee, such as full or partial protection of principal,
minimum payments for life and minimum payments to beneficiaries
upon death. All annuities also provide investors with tax deferral
benefits consistent with their purpose of providing financial security
at, and through, retirement.

Distribution network

Jackson sells its products through an industry-leading distribution
network that includes independent broker-dealers, wirehouses,
regional broker-dealers, banks, and independent registered
investment advisers, third-party platforms and insurance agents.
Jackson's strong presence in multiple distribution channels has been
essential to positioning it as a leading provider of retirement savings
and income solutions. Each of these channels is supported by
Jackson's sizeable wholesaler field force, which is among the most
productive in the annuity industry. According to the Market Metrics
Q32020 Sales, Staffing, and Productivity Report, Jackson's variable
annuity sales per wholesaler are more than 10 per cent higher than
its nearest competitor.

prudentialplc.com



Operating platform

Jackson's operating platform is scalable and efficient. Jackson
administers approximately 75 per cent of its in-force policies on its
in-house policy administration platform. Jackson's in-house policy
administration platform gives it flexibility to administer multiple
product types through a single platform. To date, Jackson has
converted over 3.5 million life and annuity policies to its in-house
policy administration platform, eliminating the burdens, costs and
inefficiencies that would be involved in maintaining multiple legacy
administration systems. The remainder of Jackson's business is
administered through scalable third-party arrangements. Jackson
believes that its operating platform provides it with a competitive
advantage by allowing it to grow efficiently and provide superior
customer service. In 2020, Jackson received the 2019 Contact Center
of the Year award from Service Quality Management and the number 1
overall operational ranking for 2019 from its broker-dealer partners,
according to the Operations Managers' Roundtable.

Risk management

Product design and pricing are key aspects of Jackson's risk
management approach. Jackson operates a sophisticated hedging
programme which seeks to balance three objectives: managing the
economic impact of adverse market conditions, protecting statutory
capital and providing stable distributable earnings throughout
market cycles.

Jackson also uses third-party reinsurance to mitigate a portion of the
risks that it faces, principally in certain of its in-force annuity and life
insurance products with regard to longevity and mortality risks and its
annuities with regard to the vast majority of its guaranteed minimum
income optional benefit (GMIB) features.

including external funds under management, money
market funds, funds managed on behalf of M&G plc

based on the country where the funds are managed.

Source: World Bank and WHO: Half the world lacks
access to essential health services, 100 million still

Source: World Health Organisation: Global Health
Observatory datarepository (2013). Out of pocket

Notes

1 Basedonfull year 2020 (calendar year 2020 for India), 7 Fullyear 2020 total funds under management,
orthe latest information available. Sources include
formal (eg competitors' results release, local
regulators and insurance association) and informal and internal funds under management, reported
(industry exchange) market share data. Ranking
based on new business (APE sales, weighted full 8 Total joint venture/foreign players only.
year premium or full year premium depending 9 Private playersonly.
on availability of data) or total weighted revenue 10 ExcludesJiwasraya.
premiums. Full year datais not yet available for 11 Includes Takaful, excludes Group business.
Cambodia, or Laos, full year 2019 data has been 12 Includesonshore only.
used instead. For Hong Kong and the Philippines, 13
ranking based on new business for the first nine
months of 2020. pushed into extreme poverty because of health

2 Source: Asiaasset management — Fund manager expenses, December 2017.
surveys. Based on assets sourced in Asia, excluding 14 Prudential estimate based on number of in-force
Japan, Australiaand New Zealand. Ranked according policies over total population.
to participating firms only. 15

3 Increase stated on an actual exchange rate basis.

4 United Nations, Department of Economic and Social as % of total health expenditure. Asia calculated
Affairs, Population Division, World Population as average out-of-pocket.

Prospects 2019 Revision (2020 estimates). 16 Source: The World Bank 2017.

5 Source: Swiss Re Institute; Sigma Explorer: 17 Source: The Borgen Project: Digital health apps
World insurance, 2019 - life insurance penetration in Africaaim to revolutionize medical care,
(premiums as a percentage of GDP). September 2020.

6 Source: Swiss Re Institute: The health protection 18 Attributedtothe shareholders of the Group
gapinAsia, October 2018. Average gap per before deducting the amount attributable to the
household s calculated as 'total health protection non-controllinginterests. This presentation is
gap divided by estimated number of households applied consistently throughout the document.
hospitalised under the mentioned gap range'. In this 19 Representing Prudential's 49 per centinterest.
report, the definition/scope of ‘Asia’ is the 12 markets 20

surveyed: China, Hong Kong, India, Indonesia, Japan,

Malaysia, the Philippines, Singapore, South Korea,
Taiwan, Thailand and Vietnam.

Based on 4Q20 MCH Sentiment Tracker conducted
through online survey by Nielsen online panel on
behalf of Prudential Hong Kong. Survey results are
based on sample size of 451.

Increase stated on a constant exchange rate basis.
Including 37 bite-sized products.

Source: Swiss Re COVID-19 Consumer Survey,
April 2020.

Including India.

Cases peractive agent.

Excluding India.

Asof 22 February 2021.

Substantially from full-premium products sold
through referrals to agents and a small amount

of revenue from 37 new digital products.

Source: Census Bureau's Current Population Survey,
March 2017.

Source: Bureau of Labor Statistics.

Source: Estimated by Cerulli & Associates.
Source: LIMRA.
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