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Design of study

Gross sample: Total: n=187, thereof 139 German and 48 English-speaking participants

§ Stakeholders of Allianz SE from the areas of politics, media,
NGOs, academia, the corporate sector and managers at Allianz
Target group

§ Sampling by Allianz

Survey method Written questionnaire, self-completion questionnaire + online survey

Field time January 7 to 31, 2013

Institute GfK Consumer Experiences
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Scale

“Please indicate your opinion on a scale of 1 to 7, where 1 is ‘| strongly agree’ and 7 is ‘I strongly
disagree.’

Strongly Do not agree

agree at all

1 2 3 5 6 7
\_ N AL /
e YT '
Top box Middle box Low box
(1-2) (3-5) (6-7)
“Important” “Indifferent” “Unimportant”
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Response ratio

Absolute Percentage Absolute Percentage
response of subgroup response of subgroup

Allianz (Germany / international) 60 32% 46 35%
Politics (Germany, EU) 6 3% 12 9%
ESG/sustainability 8 4% * *
Media (Germany / international) 40 21% 29 22%
Academia (Germany) 15 8% 7 5%
NGOs (Germany / international) 26 14% 19 15%
Business (Germany / international) 29 16% 16 12%
Other stakeholders (business area not specified) 3 2% 2 2%
187 100% 131 100%
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Project objectives and contents

§  What issues should Allianz be concerned about from the
stakeholders’ point of view?

§  How should Allianz handle these issues?

§  On what criteria should Allianz’ commitment be based?

8 How should Allianz’ commitment be communicated?

) Which statements and rules should Allianz observe?

6
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Stakeholder expectations of Allianz

Relevant issues for Allianz from the stakeholder’s perspective: Demographic change and
stability in the capital markets

Demographic change (84%) was referred to again in 2013, as in 2010, as the most important relevant
topic. This time, however, closely followed by stability in the capital markets (83%).

Climate protection and health

The topics of climate protection and health are becoming increasingly relevant (+11 percentage
points), squeezing out topics such as education, general financial knowledge and the risk management
of new technologies.

Implementation of relevant issues

Allianz is still expected, as a priority, to offer financial instruments, settle claims swiftly and help its
clients avoid loss. Allianz employees expect this to a greater extent than external respondents do.

External respondents in particular demand, to a greater extent than Allianz employees, that socially
“undesirable” risks and projects are not insured and that the company takes a stand publicly and
politically.

Criteria for commitment

Allianz should base its commitment on customer satisfaction, employee satisfaction and acceptance in
society. For Allianz employees, this also includes profitability — an aspect to which external
respondents attach considerably less importance.

8
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Stakeholder expectations of Allianz

How to communicate?

The stakeholders see the media and the Allianz website as the most important communication
channels for Allianz’ issues and activities.

The Annual Report (+16 percentage points) and the annual general meeting have become more
important since 2010 (+13 percentage points).

Respondents also spontaneously cited employee meetings, analyst/investor meetings, workshops and
webinars.

Which statements and rules should be observed?

When it comes to integrity, the stakeholders attach most importance to observing Allianz’ own
management guidelines and the own code of conduct.

The importance of the German Corporate Governance Code has fallen sharply since 2010
(-15 percentage points) and only plays a subordinate role alongside the German Sustainability Code.

The benefit to the customer should always be the focus of the commitment of Allianz and its
employees.

9
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What issues should Allianz be concerned about?

Relevant Issues — Top 10

Allianz @)

Top Box (1+2)

Demographic change
Stability of capital markets
Climate protection

Health

Disaster aid and prevention

New technologies

Education and general financial
literacy

Energy

Germany and Europe as a
business location

Consumer protection

Total Diff. to 2010 wave
n=187

in percentage points

84% 1
83%

63%

;- HH

(€8]

é.a.a
- ek

-7
-
-8
_ 15
o e
h 12

Allianz employees
n=60

93%

88%

Question 1: What issues should Allianz, as an insurer and investor, be concerned about? Base: without d.k.

© Copyright Allianz SE, Corporate Affairs — March 2013

External respondents
n=124

&0%

81%

66%

58%

52%

50%

50%

55%

48%

44%
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What issues should Allianz be concerned about?

Relevant Issues | — Total
2010 wave

(Top 2 Box)
BTopBox {1+2) W iiddie Box (3-5) Low Box (6+7)

Demographic change 84% 15% 1% 83%
Stability of capital markets B3% '}5 80%
Climate protection 63% _ 34% 4% 52%
Health 61% 34% 50%
Disaster aid and prevention 56Y% New
New technologies 545, 42 61%
Education and general financial literacy 530g 3% i 61%
Energy 38%

Germany and Europe as a
business location 37%
Consumer protection 36%

Question 1: What issues should Allianz, as an insurer and investor, be concerned about? Base: n=187 without d.k.
12
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What issues should Allianz be concerned about?

Relevant Issues Il - Total
2010 wave

(Top 2 Box)
mTopBox {1+2) wididdle Box {3-5) Low Box (B+7)

Shortage of resources 46% | New
Corporate social responsibility New
Corruption 26%

Economic development in developing and
) 49%

emerging markets
Mobility and transport safety 30%
Human rights 26%
Equal opportunities (Diversity) 36%

Labor market/j ri
abor market/job security 27%
Ecology, protection of species, animal - -

conservation 19% : 17% 30%

Question 1: What issues should Allianz, as an insurer and investor, be concerned about? Base: n=187 without d.k.
13
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What issues should Allianz be concerned about?

Further comments — spontaneous answers

SU Stai nab”lty Involvement in art and sports

Contractual certainty o
Responsibility/

Confidence building
Uncertain retirement provision

Future risks
Global economic issues

Ethical and moral principles

Question 1: What issues should Allianz, as an insurer and investor, be concerned about? Base: without d.k.
14
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How should Allianz handle these issues?

Tackling issues |

Top Box (1+2)

Total Diff. to 2010 wave
n=187 in percentage points

Il

7% -3 |

E

By offering insurance policies and asset
creation products and settling
claims quickly

80% -8

By helping its customers avoid claims by
providing information and risk management

By not insuring socially “undesirable” .
risks and projects 55% 5

By taking a stand publicly and politically New

By offering solutions in areas where a
reasonable return cannot yet be achieved

Question 2: How should Allianz handle these issues? Base: without d.k.

© Copyright Allianz SE, Corporate Affairs — March 2013

Allianz employees External respondents
n=60 n=124

88% 78%

85% 73%

65%

55%

58%
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How should Allianz handle these issues?

Tackling issues |l

Allianz @)

Top Box (1+2)

Total Diff. to 2010 wave
n=187 in percentage points

By exchanging knowledge and developing
new solutions with NGOs
and other partners

48% -9

By concentrating its corporate social

responsibility on these issues 48% -7

40% -11 I
By also implementing these issues in o N
customer communication and advertising 37% ew

By offering cheaper rates or other
incentives to promote “desirable”
developments (e.g. renewable energy)

By offering solutions and products above 33%, -13
and beyond financial services

Question 2: How should Allianz handle these issues? Base: without d.k.

© Copyright Allianz SE, Corporate Affairs — March 2013

Allianz employees External respondents
n=60 n=124
38% 54%
48% 49%
20% 49%
47% 33%
37% 31%
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How should Allianz handle these issues?

Tackling issues | - Total
2010 wave

(Top 2 Box)
mTopBox (1+2) s Middle Box {3-5} Low Box (6+7]

By offering insurance policies and asset

creation products and settling 86%
claims quickly
By helping its customers avoid claims by

providing information and risk 80%
management

By not insuring socially “undesirable” o

X . 50%
risks and projects

By taking a stand publicly and politically New
By offering solutions in areas where a

reasonable return cannot yet be Eop, 42%
achieved

Question 2: How should Allianz handle these issues? Base: n=187 without d.k.
18
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How should Allianz handle these issues?

Tackling issues |l - Total
2010 wave

(Top 2 Box)
mTopBox {1+2) o hiddle Box {3-5) Low Box (B+7)
By exchanging knowledge and
developing new solutions with NGOs 57%
and other partners
By concentrating its corporate social 55%
responsibility on these issues
By offering cheaper rates or other
incentives to promote “desirable” 51%
13%
developments (e.g. renewable energy)
By also implementing these issues in : New
customer communication and advertising 38% ) 11%
By offering solutions anq prod_ucts ab_ove 46%
and beyond financial services 168%

Question 2: How should Allianz handle these issues? Base: n=187 without d.k.
19
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How should Allianz handle these issues?

Further comments — spontaneous answers

Support sustainable investments

Start and support social dialog
concerning reforms in the

Transparent filnancilal sector

participation In
political processes

Question 2: How should Allianz handle these issues? Base: without d.k.
20
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What should be the criteria for Alllanz’ commitment?

Preferred criteria for Allianz’ commitment

Total Diff. to 2010 wave Allianz employees External respondents
n=187 in percentage points n=60 n=124

Customer satisfaction 95% 97% 94%
Employee satisfaction 78% 80% 78%
Acceptance in society 74% 73% 74%
Profitability 74% a2%, 66%
Sustainability ratings 52%
Share price/market capitalization 65% 30%
Financial ratings 31%
Revenue 32%

Question 3: What should be the criteria for Allianz' commitment? Base: without d.k.
22
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What should be the criteria for Alllanz’ commitment?

Preferred criteria for Allianz’ commitment — Total
2010 wave

(Top 2 Box)
BT opBox {1+2) m ididdle Box (3-5) Low Box (6+7)
Customer satisfaction 95% 4% % 94%
Employee satisfaction 74%
Acceptance in society 65%
Profitability 68%
Sustainability ratings 47%
Share price/market capitalization 28%
Financial ratings 31%
Revenue 32% 8% 26%

Question 3: What should be the criteria for Allianz' commitment? Base: without d.k.
23

© Copyright Allianz SE, Corporate Affairs — March 2013 Allianz Stakeholder Expectations - Source: GfK



Allianz @)
What should be the criteria for Allianz’ commitment?

Further comments — spontaneous answers

Contribution to

Ethical and .
society

moral guidelines

Sustainability
and long-term economic

| conditions
Environmental

and social standards

Question 3: What should be the criteria for Allianz' commitment? Base: without d.k.
24
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How to communicate these issues and commitments?

Desired means of communicating Allianz’ issues and commitments

Top Box (1+2)

Total Diff. to 2010 wave Allianz employees External respondents
n=187 in percentage points n=60 n=124
Through the media and PR work 73% -7 3% 73%
On its own website at www.allianz.com 70% 87% 1%
Through dialog events with 61% 68% 58%
stakeholders
In the company's Annual Report 59% 48% 65%
At analysts’ meetings 53% 57% 51%
Through an integrated annual and o a
sustainability report 52% 47% 54%
At the Annual General Meeting 48% 52% 47%
Through the company’s own -4 47% 42%
Sustainability Report
By the representatives 52% 37%
On the Internet dialog platform -8 35%
www.knowledge.allianz.com
Through advertising -5 24%

Question 4: How should these issues and Allianz' commitment be communicated? Base: without d.k.
26
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How to communicate these issues and commitments?

Desired means of communicating Allianz’ issues and commitments

2010 wave

(Top 2 Box)
mTopBox {1+2) m pdiddie Box (3-5) Low Box {6+7)
Through the media and PR work 80%
On its own website at www.allianz.com 67%
Through dialog events with 57%
stakeholders
In the company's Annual Report 43%
At analysts’ meetings 46%
Through an integrated annual and
sustainability report New
At the Annual General Meeting 35%
Through the company’s own
Sustainability Report 47%
By the representatives
y p 34%
On the Internet dialog platform :
www.knowledge.allianz.com 37% 1% 45%
Through advertisin T

Question 4: How should these issues and Allianz* commitment be communicated? Base: n=187 without d.k.
27
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How to communicate these issues and commitments?

Further comments — spontaneous answers

Employee meetings
Analysts' meetings

Investor meetings | |
Social media

Workshops and webinars
Sponsoring

Question 4: How should these issues and Allianz* commitment be communicated? Base: without d.k.
28
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Which statements and rules should Allianz observe?

Observing statements and rules |

Total Diff. to 2010 wave Allianz employees External respondents
n=187 in percentage points n=60 n=124
Benefit for customers is important 93% 3 97% 90%

The competitiveness of the company and
reasonable market capitalization are
important

98% 73%

82% I 6

ini ing i New
Ret'?unlng or creatlng jobs 74% e 829 69%
and encouraging staff are important
Benefits for society through solutions to
problems above and beyond business 70% 4 80%

and profitability are important

Question 5: On which statements and rules should Allianz base its commitment? Base: without d.k.

30
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Which statements and rules should Allianz observe?

Observing statements and rules Il

Allianz @)

Top Box (1+2)

Total Diff. to 2010 wave Allianz employees
Integrity is important. The following n=187 in percentage points n=60
should be observed and complied with ...

The company’s own management

A 85% 1
guidelines

92%

The company’s own Code of Conduct 84% 2 95%

The principles of Transparency

) 66% 0
International

The 10 principles of the UN Global

G -
Compact 65% 1
The OECD guidelines for multinationals 64% -5
The German Governance Code 62% -15

The German Sustainability Code New

Question 5: On which statements and rules should Allianz base its commitment? Base: without d.k.

External respondents
n=124

81%

80%

67%

68%

63%

B65%

56%

31
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Which statements and rules should Allianz observe?

Observing statements and rules | - Total

2010 wave
BTopBox {1+2) 1 agree wididdle Box (3-5) Low Box {68+71 1 do not agres (TOp 2 BOX)
Benefit for customers is important 90%
The competitiveness of the company and
L 75%
reasonable market capitalization are
important
Retaining or creating jobs New
and encouraging staff are important
Benefits for society through solutions to %
problems above and beyond business 66%
and profitability are important

Question 5: On which statements and rules should Allianz base its commitment? Base: n=187 without d.k.
32
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Which statements and rules should Allianz observe?

Observing statements and rules Il - Total

Integrity is important. The following » _ » 2010 wave
should be observed and complied BT op Box {1+2) (extremely ) important ®iiddie Box (3-5) 1 Low Box {6+7) not at all importart (Top 2 Box)
with ...
The company’s own management 85% e
guidelines i : ’ 83%
The company’s own Code of Conduct 84% 15% 1% 82%
The principles of Transparency 6% q0; 50, 66%
International ! = ;
The 10 principles of the UN Global 659 339 290, 66%
Compact | 2
The OECD guidelines for multinationals 64% 2% 69%
The German Governance Code 62% 8% 7%
The German Sustainability Code 52% 4% New

Question 5: On which statements and rules should Allianz base its commitment? Base: n=187 without d.k.
33
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Which statements and rules should Allianz observe?

Further comments — spontaneous answers

Each employee’s own sense of what is right
Instead of rigid concepts

Long-term perspective

Fixed and concrete standards
Instead of vague

guidelines Guidelines to assure

consumer protection

Guidelines concerning sustainability

Question 5: On which statements and rules should Allianz base its commitment? Base: without d.k.
34
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Stakeholder profile “Allianz employees” |

Which issues? — Allianz Criteria for Allianz’ commitment

Demographic change (ageing/reform of the social 93% Customer satisfaction 97%
security system)

- ) Profitability (earnings, returns) 92%
Stability of capital markets/sustainability of capital 88%
markets : 3
Employee satisfaction 80%
Health 67%

How should Allianz handle these issues? How to communicate?

By offering insurance policies and asset creation products  88%

. . ; Through the media and PR work 73%
and settling claims quickly
By helping its customers avoid claims by providing 85%  Through dialog events with stakeholders 68%
information and risk management
On its own website at www.allianz.com 67%

By concentrating its corporate social responsibility 48%
(Corporate Citizenship) on these issues

The percentages always relate to the TOP2 box values of the corresponding statement. The three statements with the highest TOP2 box values are shown for the

respective issues; if there is more than one statement ranking third with the same value, these will also be displayed. Basis n=60. 36
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Stakeholder profile “Allianz employees” Il

Statements and rules to be considered

The competitiveness of the company and reasonable market capitalization are important 98%
Benefit for customers is important 97%
Retaining or creating jobs and encouraging staff are important 82%

We need to pay attention to and comply with ...

.. The company’s own Code of Conduct 95%
.. The company’s own management guidelines 92%
.. The OECD guidelines for multinationals 65%
.. The principles of Transparency International 65%

The percentages always relate to the TOP2 box values of the corresponding statement. The three statements with the highest TOP2 box values
are shown for the respective issues; if there is more than one statement ranking third with the same value, these will also be displayed. Basis
n=60.

37
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Stakeholder profile “Politics” |

Which issues? — Allianz Criteria for Allianz’ commitment

Health 100%  customer satisfaction 100%
Education 83%
New technologies 83% Sustainability ratings 83%
it:ﬁ(lleltt)é of capital markets/sustainability of capital 83% Acceptance in society .
Demographic change (ageing/reform of the social 83%

security system)

How should Allianz handle these issues? How to communicate?

By offering insurance policies and asset creation 1009  Through the media and PR work 83%
products and settling claims quickly

Through dialog events with stakeholders 67%
By not insuring socially “undesirable” risks and projects 83%

On its own website at 67%
By helping its customers avoid claims by providing 67%

information and risk management

By taking a stand publicly and politically 67%

The percentages always relate to the TOP2 box values of the corresponding statement. The three statements with the highest TOP2 box values are shown for the
respective issues; if there is more than one statement ranking third with the same value, these will also be displayed. Basis n=6 —very small basis. Only trend
statements can be made! 38
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Stakeholder profile “Politics” I

Statements and rules to be considered

Benefit for customers is important. 83%
Benefits for society through solutions to problems above and beyond business and profitability are 67%
important.

The competitiveness of the company and reasonable market capitalization are important. 67%

We need to pay attention to and comply with ...

.. The company’s own management guidelines 100%
.. The company’s own Code of Conduct 100%
.. The German Sustainability Code 67%
.. The 10 principles of the UN Global Compact 67%

The percentages always relate to the TOP2 box values of the corresponding statement. The three statements with the highest TOP2 box values
are shown for the respective issues; if there is more than one statement ranking third with the same value, these will also be displayed. Basis
n=6 — very small basis. Only trend statements can be made!
39
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Stakeholder profile “Media” |

Which issues? — Allianz Criteria for Allianz’ commitment

Stability of capital markets/sustainability of capital 93%  Customer satisfaction 93%
markets

Employee satisfaction 78%
Demographic change (ageing/reform of the social 87%
security system) Acceptance in society 70%
Climate protection 69%

How should Allianz handle these issues? How to communicate?

By offering insurance policies and asset creation products ~ 90% Through the media and PR work 83%
and settling claims quickly

By helping its customers avoid claims by providing 83% Gulisioniessiical 5%
information and risk management

By not insuring socially “undesirable” risks and projects 73%  Inthe company's Annual Report 58%

The percentages always relate to the TOP2 box values of the corresponding statement. The three statements with the highest TOP2 box values are shown for the
respective issues; if there is more than one statement ranking third with the same value, these will also be displayed. Basis n=40 — small basis. Only trend

statements can be made! 40
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Stakeholder profile “Media” Il

Statements and rules to be considered

Benefit for customers is important. 90%

Benefits for society through solutions to problems above and beyond business and 82%
profitability are important.

The competitiveness of the company and reasonable market capitalization are important. 82%

We need to pay attention to and comply with ...

... The company’s own management guidelines 85%
... The company’s own Code of Conduct 82%
... The German Governance Code 72%

The percentages always relate to the TOP2 box values of the corresponding statement. The three statements with the highest TOP2 box values
are shown for the respective issues; if there is more than one statement ranking third with the same value, these will also be displayed. Basis
n=40 — small basis. Only trend statements can be made!

41
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Stakeholder profile “ESG / sustainabllity” |

Which issues? — Allianz Criteria for Allianz’ commitment

Demographic change (ageing / reform of the 100% Customer satisfaction 100%
social security system)

. . Employee satisfaction 100%
Climate protection 88%

Profitability (earnings, returns) 75%

Stability of capital markets / sustainability of 88%
capital markets

How should Allianz handle these issues? How to communicate?

By offering solutions in areas where a reasonable return 88% On its own website at www.allianz.com 88%
cannot yet be achieved

By eXChanging knOWIedge and deve|0ping new 50|uti0n5 88% Through an integrated annua' and 88%
with NGOs and other partners sustainability report
By helping its customers avoid claims by providing 63% In the company's Annual Report 63%
information and risk management

—_— -~ . o At analysts’ meetings 63%
By offering insurance policies and asset creation products ~ 63%
and settling claims quickly Through dialog events with stakeholders 63%

By offering cheaper rates or other incentives to promote 63%
“desirable” developments

The percentages always relate to the TOP2 box values of the corresponding statement. The three statements with the highest TOP2 box values are shown for the
respective issues; if there is more than one statement ranking third with the same value, these will also be displayed. Basis n=8 —very small basis. Only trend

statements can be made! 42
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Statements and rules to be considered

Benefit for customers is important 100%
Benefits for society through solutions to problems above and beyond business and profitability are 75%
important

Retaining or creating jobs and encouraging staff are important 63%
The competitiveness of the company and reasonable market capitalization are important 63%

We need to pay attention to and comply with ...

.. The company’s own Code of Conduct 88%
.. The principles of Transparency International 88%
.. The company’s own management guidelines 88%
.. The 10 principles of the UN Global Compact 88%

The percentages always relate to the TOP2 box values of the corresponding statement. The three statements with the highest TOP2 box values
are shown for the respective issues; if there is more than one statement ranking third with the same value, these will also be displayed. Basis n=8

—very small basis. Only trend statements can be made! 43
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Which issues? — Allianz Criteria for Allianz’ commitment

Stability of capital markets / sustainability of 80% Customer satisfaction 93%
capital markets

: . Profitability (earnings, returns) 87%

Demographic change (ageing / reform of the 73%
ial it t . .
social security system) Acceptance in society 80%
Germany and Europe as a business location 67%
How should Allianz handle these issues? How to communicate?
By offering insurance policies and asset creation products  87% Through the media and PR work 80%
and settling claims quickly
By offering solutions in areas where a reasonable return 73% In the company's Annual Report 80%
cannot yet be achieved ; ;
Through dialog events with stakeholders 80%

By helping its customers avoid claims by providing 67%
information and risk management

By exchanging knowledge and developing new solutions 67%
with NGOs and other partners

By taking a stand publicly and politically 67%

The percentages always relate to the TOP2 box values of the corresponding statement. The three statements with the highest TOP2 box values are shown for the
respective issues; if there is more than one statement ranking third with the same value, these will also be displayed. Basis n=15 — very small basis. Only trend

statements can be made! 44
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Statements and rules to be considered

Benefit for customers is important 100%
Benefits for society through solutions to problems above and beyond business and profitability are 80%
important

The competitiveness of the company and reasonable market capitalization are important 80%

We need to pay attention to and comply with ...

.. The OECD guidelines for multinationals 87%
.. The company’s own management guidelines 87%
.. The 10 principles of the UN Global Compact 87%
.. The company’s own Code of Conduct 87%

The percentages always relate to the TOP2 box values of the corresponding statement. The three statements with the highest TOP2 box values
are shown for the respective issues; if there is more than one statement ranking third with the same value, these will also be displayed. Basis
n=15 — very small basis. Only trend statements can be made!
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Which issues? — Allianz Criteria for Allianz’ commitment

Demographic change (ageing / reform of the 81%  Customer satisfaction 92%
social security system)

1 1 0,
Stability of capital markets / sustainability of 69% i 7 S £t
capital markets Acceptance in society 73%
Climate protection 68%

How should Allianz handle these issues? How to communicate?

By exchanging knowledge and developing new solutions 77%  Onits own website at www.allianz.com 7%
with NGOs and other partners

Through an integrated annual and 72%
sustainability report

By helping its customers avoid claims by providing 65%
information and risk management In the company's Annual Report 65%
By not insuring socially “undesirable” risks and projects 62%
By offering solutions in areas where a reasonable return 62%

cannot yet be achieved

The percentages always relate to the TOP2 box values of the corresponding statement. The three statements with the highest TOP2 box values are shown for the
respective issues; if there is more than one statement ranking third with the same value, these will also be displayed. Basis n=26 — very small basis. Only trend
statements can be made!
46

© Copyright Allianz SE, Corporate Affairs — March 2013 Allianz Stakeholder Expectations - Source: GfK


http://www.allianz.com

Allianz @)
Stakeholder profile “NGO” Il

Statements and rules to be considered

Benefit for customers is important. 77%
Benefits for society through solutions to problems above and beyond business and profitability are 77%
important.

Retaining or creating jobs and encouraging staff are important 62%

We need to pay attention to and comply with ...

... The company’s own management guidelines 71%
... The company’s own Code of Conduct 68%
... The principles of Transparency International 65%

The percentages always relate to the TOP2 box values of the corresponding statement. The three statements with the highest TOP2 box values
are shown for the respective issues; if there is more than one statement ranking third with the same value, these will also be displayed. Basis 47
n=26 — very small basis. Only trend statements can be made!
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Which issues? — Allianz Criteria for Allianz’ commitment

Stability of capital markets / sustainability of 72% Customer satisfaction 97%
capital markets

: ; Acceptance in society 79%
Demographic change (ageing / reform of the 66%
social security system) : :
Employee satisfaction 76%
Climate protection 66%
How should Allianz handle these issues? How to communicate?
By offering insurance policies and asset creation products  76% Through the media and PR work 83%
and settling claims quickly
In the company's Annual Report 69%
By helping its customers avoid claims by providing 72% ; ; ;
information and risk management On its own website at www.allianz.com 59%
By not insuring (or financing or investing in) socially 69% At analysts’ meetings 59%

“undesirable” risks and projects

The percentages always relate to the TOP2 box values of the corresponding statement. The three statements with the highest TOP2 box values are shown for the
respective issues; if there is more than one statement ranking third with the same value, these will also be displayed. Basis n=29 — very small basis. Only trend
statements can be made!
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Statements and rules to be considered

Benefit for customers is important 97%
Benefits for society through solutions to problems above and beyond business and profitability are 83%
important

The competitiveness of the company and reasonable market capitalization are important 83%

We need to pay attention to and comply with ...

... The company’s own Code of Conduct 79%
... The company’s own management guidelines 75%
... The principles of Transparency International 74%

The percentages always relate to the TOP2 box values of the corresponding statement. The three statements with the highest TOP2 box values
are shown for the respective issues; if there is more than one statement ranking third with the same value, these will also be displayed. Basis
n=29 — very small basis. Only trend statements can be made!
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Statistics

Sector / region

Field/
Region Organization/
Business
u Allianz
EGermany
mpolitics
B Europe
nESG/
sustainability
; mNorth America
| =
229 media
39% lacademia L Asia/Australia
14%, NGO
~Central/South
America
nbusiness
2013 2013
Question 6: Which region do you mainly live and work in? Base of all asked: n=184 (not including non-responses)
Question 7: Which field / organization / business do you work in? Base of all asked: n=184 (not including non-responses) 51

© Copyright Allianz SE, Corporate Affairs — March 2013 Allianz Stakeholder Expectations - Source: GfK



