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Disclaimer

Certain statements contained in this presentation may relate to forward-looking statements and objectives of SCOR SE,
specifically statements announcing or relating to future events, trends, plans, or objectives, based on certain assumptions.

These statements are typically identified by words or phrases indicating an anticipation, assumption, belief, continuation,
estimate, target, expectation, forecast, intention, and possibility of increase or fluctuation and similar expressions or by
future or conditional verbs. This information is not historical data and must not be interpreted as a guarantee that the stated
facts and data will occur or that the objectives will be met. Undue reliance should not be placed on such statements,
because, by nature, they are subject to known and unknown risks, uncertainties, and other factors, which may cause actual
results, performance, achievements or prospects of SCOR SE to differ from any future results, performance, achievements
or prospects explicitly or implicitly set forth in this presentation.

Any figures for a period subsequent to 30 June 2014 should not be taken as a forecast of the expected financials for these
periods and, except as otherwise specified, all figures subsequent to 30 June 2014 are presented in Euros, using closing
rates as per the end of 31/12/2013. “Optimal Dynamics” and “Strong Momentum?” figures previously disclosed have been
maintained at unchanged foreign exchange rates unless otherwise specified.

In addition, such forward-looking statements are not “profit forecasts” in the sense of Article 2 of Regulation
(EC) 809/2004.

The 2013 pro-forma figures in this presentation include estimates relating to Generali USA to illustrate the effect on the
Group’s financial statements, as if the acquisition had taken place on 1 January 2013.

Finally, SCOR is exposed to significant financial, capital market and other risks, including, but not limited to, movements in
interest rates, credit spreads, equity prices, and currency movements, changes in rating agency policies or practices, and
the lowering or loss of financial strength or other ratings.

Additional information regarding risks and uncertainties that may affect SCOR’s business is set forth in the 2013 reference
document filed 5 March 2014 under number D.14-0117 with the French Autorité des Marchés Financiers (AMF) posted on
SCOR’s website www.scor.com. SCOR undertakes no obligation to publicly update or revise any of these forward-looking
statements, whether to reflect new information, future events or circumstances or otherwise.
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SCOR Global Life deepens its franchise in an attractive market

SCOR Global Life is a leading global franchise in the life reinsurance market

U SCOR Global Life is a leading player in a concentrated & well protected business with high barriers of entry
U Strong global footprint with biometric focus
U Successful track-record of growth, while delivering steady profitability & adhering to strict ERM principles

U Key traits of the Life insurance industry (Long term / technically complex, “Sold, not bought”, Local & concentrated) drive
reinsurance buy where long term partnership and credibility are critical
U SCOR Global Life is executing on “Optimal Dynamics” strategic plan with a 3 pronged execution framework

O An expert management team with
over 300 years of industry
experience

U A strong emphasis on managing
talents, systems and processes

U Successful integration of Generali
US thanks to a strong operational
framework

Have the best team, :
S Deepen the franchise
organization and tools

O Very attractive markets: New
business underwritten at or above
ROE target

U Footprint: strong position, and
opportunity for further expansion

O Proposition & offering:
= Distribution solutions
= Financial solutions
= Longevity solutions

U Go-to-market: continuous
improvement of client facing
processes

Manage and optimizing

the in-force book

U In-force management is critical to life
reinsurance

U MCEV shows strong growth, with
minimal experience/assumptions
variance

U IFRS profit emergence confirms
health of in-force book

U In-force book is highly cash-
generating

SCOR
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IR Day 2014 - SGL deepens its franchise in an attractive market

1 SCOR Global Life is a leading global franchise

Key traits of Life (re)insurance industry

Executing on “Optimal Dynamics” with a 3-pronged execution framework

SCOR



SCOR Global Life: a leading player in the Life reinsurance market

Providing solutions to our clients around the globe, covering biometric risks

Risk solutions P GWP Americas Europe Asia-

Helping ?U_r cllenlts tlo @ €5.1bnY Africa Pacific

mitigate claims volatility Middle East
° P ..0’3.-. v

Distribution solutions ) \ . .
Supporting our clients in GWP : . ’
business generation & - €0.1bnY \

claims management
Capital management & Firl'a't”.da' 0 8 Offices 0 14 Offices 0 8 Offices

fl_nancmg _solut|ons N =0 u; 015 O 480 employees | O 430 employees | 1 80 employees

t';e_lplns? our Cllgnts rﬂana%e '*gi : 0 GWP: € 3.3 bnD)| O GWP: € 2.2 bnd| O GWP: € 0.6 bnV

eir solvency & cash needs Lo

1) 2013 pro-forma

SCOR
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Successful in combining growth & profitability

Successful growth track-record While delivering steady profitability

| GWP in €billions | in € millions
———> 6.1 395 402
198
I 179
2010 2013 pro-forma 2010 2013 pro-forma
I IFRS Technical result MCEYV operating profit

1) Published technical margin of 7.3% includes 0.1 pt. from non-recurring items (GMDB reserve adjustment) and is not pro-forma

SCOR

Global Life



SCOR Global Life is minimally affected by recent market issues thanks to
strict ERM principles

SCOR'’s risk management processes are applied in both strategy setting and daily operations

RN O Check risk profile against ! U SCOR organic growth principles
: ~.. R target to identify risks : = Do not buy market share
I S~ ! = Diversify exposure by geography and client
: Se O Assessrisk o ) ]
¢ a l\/;anagenl:ent basedton o U SCOR acquisition principles
1 t current an . .
: orofile new | = Full re-pricing of the portfolio
i through expertise | = No price paid for future new business
! retrocession andtools |
: and hedging :
: . ! o
! Continuous ~ao |
| O solid improvement in RN
I \\ - . - - _y
I reserving understandin >S5 lllustration: US mortality and Australian disability
L : g I - Impact on Life reinsurers since Q4 2012
| contols of the risks !
: : | in € millions
. O Align the 1
! . strategic ! 450
1 O Underwriting objectives !
: guidelines and the :
and referral isk 1
: system in line . ZZpetite ! 270 245
! with risk e - framework 1 160
| preferences - !
I and -7 ! 2)
1 - ' ! 50
. tolerange)c,a O Determine target 1
1 Pt risk profile : [ ]
22 el ! Peer 1 Peer 2 Peer 3 Peer4a SCOR

1) Source: Public disclosures. Peers in alphabetical order: Hannover Re, Munich Re, RGA, Swiss Re
sz 2) Only on US mortality; none of it stemming from Generali US acquisition 7
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IR Day 2014 - SGL deepens its franchise in an attractive market

- SCOR Global Life is a leading global franchise

Key traits of Life (re)insurance industry

Executing on “Optimal Dynamics” with a 3-pronged execution framework
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Confirming three key traits of the Life insurance market

Long term / technically complex “Sold, not bought”

Pricing models illustration (US term life)

Probability of death after year n for a
20-year life policy — male issue age 40,
fully underwritten?

(in %o)
10
Standard
Smoker
5
"Super Preferred"
0
0 5 10 15 20 yrs

U Face-to-face advisers are vital in helping
retail customers articulate & quantify their
insurance needs:
= >70% of retail customers say they use
advisers?

= >10% cite adviser — rather than self-
perceived need — as primary reason for
purchaseb

—~—————

I Distribution commissions as % of first year
premiums?

200%

100%-
150%
100%
UK us France

Local & concentrated?

Local Life insurer

Il rForeign Life insurer / Group

Top 10

#1 #10 ghare:
us I I I 76%
UK I I 82%
China 81%
France 63%
ltaly 69%
Korea 62%
Canada I 81%

.

L

L

Strong technical expertise required,
supported by large experience

Distribution channels are both
critical & expensive

databases

Limited number of true global
players and limited portability of
operating models

1) Research by Remark & NMG: new customers trends in the global life insurance markets

SCOR
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2) Source: SCOR market data
3) Sources: national insurance associations, regulatory reports, company disclosures



Life insurance key traits drive characteristics of Life reinsurance market

Partnering is critical to reinsurance Life reinsurance: a concentrated industry

purchase with increasingly high barriers to entry?
Motivations to buy reinsurance, I GWP 2013 Top 6 Life reinsurers:
above volatility reduction? :
Y 90% market share
. |
Prlce below 8%
insurer cost
Solvency/
Capital 29%
motivated
U Long term/
technically ¢
) y Product 230
U “Sold, not b partnering .
U Local & con
- Partnership #1 #2 #3 #4 6 #6
Access to @
reinsurance Key to success:
services =  Local presence & knowledge
= Strong technical expertise & databases
= Strong capital base & ratings

———

Looking for solutions with a long-term Credibility and long established experience are
business partner critical: no successful new entrant over 20 years

1) Source: NMG Consulting’s Global Life & Health Programme

sz 2) Source: Public disclosures 10
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- SCOR Global Life is a leading global franchise

Key traits of Life (re)insurance industry

3 Executing on “Optimal Dynamics” with a 3-pronged execution framework

SCOR 11



Execution of “Optimal Dynamics” follows a clear vision, with three key

focus areas

= Research & Development

A e Sl i Enterprise risk management

= Strategy & Business Deepen the

Development | franchise
= Sales & Marketing o

er Knowledge
> & Expertise

New &
profitable

_ ~ Have the best team,
business

’wanization and tools

Operations
IT

HR
Finance

' Manage & optimize
the in-force book

= Capital & cash Management
= Reserving
= Valuation

sw@lobal Life
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SCOR Global Life can count on a strong and expert team
with over 300 years of industry experience

Position .Years in Years with

industry? SCOR?
Chief Executive Officer 15 7
Deputy Chief Executive Officer 34 8
Head of Actuarial & Underwriting 18 15
Chief Risk Officer 19 19
Chief Financial Officer 22 14
Chief Reserving Actuary 26 8
Chief Operating Officer 37 31
Head of Strategy & Development 5 1
Global IT Manager 26 15
Head of Europe, Middle East, Africa & Asia 27 15
Deputy Head of Europe, Middle East, Africa & Asia 24 24
CEO of SCOR Global Life Americas 36 6
Head of US Life Reinsurance 29 10
Total years in the industry 307

1) Includes experience in insurance and reinsurance
sz 2) Including years with acquired companies (Converium, Revios, Transamerica Re & Generali US) 13

slobal Life



Strong emphasis on operational effectiveness, which has
driven the successful integration of Generali US

SCOR Global Life puts a strong emphasis on

managing Talents, Systems and Processes

U Talents

= 260 qualified actuaries out of ~1,000 highly
experienced staff

= Local teams around the globe
= Yearly Strategic Talent Workforce Reviews

U Systems
= One worldwide back office system
= Digital company initiative: Big data, workflows,
imaging
= Continuous improvement of data quality,
consistency and accessibility

U Processes

= End-to-end processes designed for maximum
efficiency

= Continuous harmonization, optimization &
rationalization

= Leveraging best practices worldwide

VAl Risk Management

(o

Strong operational framework drives successful
Generali US integration

Adapt to SCOR’s ERM, Solvency I,
Extend risk management processes

Integrate into compliance frameworks
Implement authorizations levels and legal
entity name changes

Legal, Regulatory &
Compliance

Complete new business portfolio transfer
Execute on client, product and market
strategies

v Underwriting & Implement unified underwriting policies
Pricing Implement unified pricing methodologies
. Include in Group cat protection
v
Define combined protection for 2014

Streamline capital structure
Roll out management reporting and
financial & accounting requirements

Align and unify policies and procedures
4l Human Resources o
Setup unified management processes

Creation of one common platform
Integration into global platforms (target
1/1/2015)

4l Life Business

Finance and Capital
Management

IT and Operations

SCOR

Global Life
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Deepening the franchise following the strategic path laid out by P\
“Optimal Dynamics”, with remarkable early success —

v

'g" Financial Solutions

IcwP in € billions (rounded) lcwP in €billions (rounded) lGWP in € billions (rounded)
~5.5

51 =&

09 __Z ~12

~0.4
o1 7 l

2013A pro-formal)  2016E 2013A 2016E 2013A 2016E
SUCCess v" Successful Generali US v Major UK longevity swap v New VIF deal in Spain
since OD |, Il\r/llte_gra_tlor:j e US leaderehi ¥ Non-proportional longevity v' Successful entry in the US
launch: aintained the Us leadership cover in the Netherlands v Several transactions in Asia
position
New business profitability at or above Group’s ROE target
of 1,000 bps above risk-free rate;
also confirming technical margin at 7%
sz 1) Pro-forma, includes Generali US for the full year 2013

Global Life 15



Deepening the franchise by being the Life reinsurer of choice P\
with focus on Go-to-market, Footprint and Proposition —

Key traits of Life
insurance
industry

@ Be the Life reinsurer of choice

Partner with our customers, using

and developing our knowledge & 5 — . - brofitabl
expertise, to create mutually eepen the franchise with protitable
Customer needs : new business
sustainable value

How? [ Go-to-marketapproach

@ Where? > Footprint expansion
Deepen the oronosition & offer

5 0 g roposition orrering
Drlyers of Life franchise What? = expansion
reinsurance . -

ustomer owieag

purchase . Focus & Expertise

Our own

experience

& success

SCOR 16
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Go-to-market: continuous improvement of client-facing

Processes ~
T | I~ T T T e
| Pre-sales: | | Sales |
| Maximize proximity, | | Maximize ease of doing |
| understanding, and | | business with us, all the while |
| business opportunities embedding strict ERM |
| | Claims Product | principles |
| specialists development |

Understand client Account expertise Business
| problems Executives Deliverables |
| Solution . . . |
U Account management Specialists U Timely & reactive service
| 0 cClient segmentation / U Flexibility / agility in |
| O Client coverage Website The S business acceptance |
0 ith rneri Publications Distribution 0o icati |
| ... with a partnering & Webinars client know-how pen communication
| mindsetand a |
| team-selling Research/ A : |
| approach Continuous Analysts ctuaries |
interaction Improve results |
| Under- |
: writers
| | Client Industry |
events meetings l
e | e |

Proactive

engagement

Sw&lobai Life 17



Footprint: the Life reinsurance market is ~ € 40 billion, with
~ € 5 billion of contestable business to tap yearly —

| Estimated yearly GWP in 2013 (in € billions)

1 200
2 300

C T e :
! S :
! I :
| ) 40 |
Total Life primary Savings Health & related i Protection In-force Yearly Contestable i
market products products . _products ] Busin g§§1_)_ o

L | L |

I I
Life Insurance Market (Estimated) Life Reinsurance Market (Estimated)

FX as of 31/12/2013

Source: NMG Consulting and SCOR estimates
sz ) 1) “Yearly contestable business”includes new cessions on both new and existing treaties by insurers, and short-term business up 18
Global Life for renewal



Footprint: focusing on protecting leadership positions and

reinforcing presence in attractive markets

| In €billions (rounded)

Protect leadership position
and grow selectively

Key highlights

U US - Individual: maintain #1
position on in-force and new
business production

U France: keep innovating in
order to develop new market
solutions (including Solvency II-
related)

U UK: maintain capabilities and
leadership in the context of a
tough competitive environment

U South East Asia: keep

expanding, leveraging high
client recognition

€ 5bn Yearly contestable business

Asia-
Pacific

Americas

0.3

1.6

Reinforce presence in attractive
& profitable markets

Yearly contestable
business by country

Asia-
Pacific €1.0bn
Europe-
MEA I €0.7bn
0.7
Americas . €1.1bn

Relative attractiveness
M High Mid Low

Examples of growth potential:
d Asia-Pacific

U US - Group business

U Canada

U South Africa

19



Footprint: protect our leadership & grow selectively in the
US —

Individual Life — protect leadership Group Life & Health — opportunity for growth

High

| Face amount in USD billions

2013 US Life reinsurance: recurring
new business volume

125 Worksite
Individual Marketing
Market DI

Growth

(Travel, Dental, @ - Areas
SCOR suissRe Munich Re  Hannover Re Student, etc. of potential
Low expansion
for SCOR
Low Business Attractiveness High
O After successful Generali US acquisition, SCOR Global Life is the (High Returns, Low Risk, etc.)

leading reinsurer in the USY with a 28% market share for new

. U Group insurance market is experiencing dynamic changes
business volumes

(e.g. Affordable Care Act) forcing insurers to redefine their
O No client attrition, minimal business loss due to acquisition — strategies
maintaining a strong focus on new business profitability, and

. ) . O Reinsuran rtunities: there i rowing reinsuran
reinforcing go-to-market process & Velogica capabilities einsurance Opportunities: there i a growing reinsurance

demand in Group Life, which SCOR Global Life will be
U These successes were achieved while overall cession rates in the tapping, leveraging the capabilities acquired from
US have been stabilizing Generali US

1) Source: 2013 SOA/Munich Re Survey of US life reinsurance

20



Footprint: reinforce presence in attractive & profitable Asia-

Pacific markets

2013-2016 growth assumptions for Asia-Pacific:

+16% p.a.

Specific focus: renewed expansion ambitions in
Australia in the context of market disruption

| GwWP in €billions (rounded)

+16% p.a.

7

~1.0

0.6

2013A 2016E

O Protection: potential for expansion in both emerging
and mature countries, specifically Australia

QO Financial Solutions: need for growth financing
solutions (including direct marketing support) and
capital relief transactions

| ANZ GWP, in € millions
~[3507]
~ 200
~ 140

47

2013 2014E  2015E 2016E

U Current market turmoil creates perfect entry point,
benefiting from strong price increase, while competitors
are focused on sorting through in-force issues

U SCOR Global Life intends to expand both in Group and
Individual markets, leveraging strong local team and
recent client wins

U As for growth initiatives, emphasis will be given to
strong ERM control & profitability focus

SCOR

Global Life
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Proposition & offering: Distribution Solutions — supporting
our clients to originate new & profitable business —

Supporting our clients in business generation &

claims management

Product 7 R&D centers with strong product
Development
development focus

—

Marketing &

sales ReMark — Direct marketing

|\

OV EL O GICA-automated underwriting

SELE M - underwriting manual
Telemed - tele underwriting

Facultative underwriting services

Medical
underwriting

\Eh

Claims

handling rehaltot - Rehabilitation services

—

Experience

Analysis Analytics and benchmarks

\

OVELOGICA

U Velogica is a state-of-the-art mortality risk assessment
algorithm for underwriting Life insurance applicants in real time
in the US

External databases

©@VELOGICA" |Indiv. prescription
drugs records

Indiv. motor vehicle Reinsurance
record

SCOR -
Medical Info.
Underwriting Bureau report
decision etc.

. D
. 07

Application Policy N Billing,
data issue Admin, etc.

O It automatically captures key details about an applicant and
interprets information from all of the data sources

O For the insurer, a previously 4-6 week process can be
completed in minutes

O The system is approaching 1,500,000 applications underwritten,
with more than $100 billion face value

SCOR

Global Life
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Proposition and Offering - Distribution solutions: Velogica
In action

WHEN SPEED MEETS KNOWLEDGE

&

23


http://publications.scor.com/videos/SCOR_VELOGICA_WEB.mp4

Proposition and offering: moving beyond the core protection
market with Financial solutions ~

Addressing client capital management &

. - ... with three sets of solutions:
liquidity needs...

“Required Only” Capital Solutions (ROCS)
RACS Optimize solvency margin requirements — € 0.2bn GWPY

U Solutions aiming to release solvency requirements and
=, improve risk diversification; often applied to capital
intensive blocks, as for example in Asia

L] U Adapted to specific solvency regimes (risk-based, factor-
based) and ranging from simple to more sophisticated
Free structures (stop-loss)

Surplus
: ROCS : - -
FETITES @ “Required and Available” Capital Solutions (RACS)
Capital Optimize available capital / maximize admissible assets
_____ / and/or minimize redundant reserves — <€ 0.1bn GWPY
U Solutions aiming to optimize redundancies &
conservatism; often applied to long-term business

U Wide range of solutions usually structured as co / mod co
Assets arrangements; includes XXX / AXXX solutions in the US

RACS
@ Cash-based “Required and Available” Capital
Liabilities Solutions (Cash RACS)
\ Optimize available capital & liquidity — € 0.6bn GWPY
U Solutions aiming to provide capital and cash; often
\ applied to long-term business

U Includes VIF monetizations and New Business financing,
which are part of SCOR’s historical strengths

1) 2013 GWP - rounded

SCOR

Global Life
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Proposition and offering: longevity — Markets starting to

develop outside the UK

Longevity markets: four key conditions needed

for a market to form

1. Volume of assets backing private pensions & annuity
promises
2. Conducive regulatory & accounting environment, for
corporate pension schemes and/or insurance annuities,
including:
= Definition of mortality and interest rate tables
= Solvency regimes
= Local GAAP requirements and disclosures
3. Presence of “early adopters” among risk carriers
4. Availability and quality of mortality data

—~————

Currently active countries:

@ United Kingdom
= Proportional covers dominate the market
= Large portfolios with specific mortality data
= Impaired annuities market remains active

/) Netherlands
= Non-proportional seems to be taking off first

& Canada, France, Germany

@ Bulk Proportional swaps

U Proportional swaps are relatively
simple structures, based on
survivorship of actual lives in a
portfolio

U The risk carrier is swapping actual
vs fixed cash movements
(premiums-claims) with the
reinsurer

U SCOR'’s track record includes four
large deals

Available solutions

&) Individual Proportional

U Main individual market is the UK
“impaired annuities” market, in
which applicants are underwritten
individually

U SCOR currently pursuing market
entry

@ Non-proportional covers

U Typically out of the money covers
(i.e. stop loss):
= Often linked to movement in
a mortality index
= Term limited cover with
commutation payment
U SCOR has written non-proportional
transactions in Europe

Buy-ins

U Buy-ins include full longevity and
asset risk transfer on a
proportional basis

U Reinsurer provides longevity cover
and partners with a third party (e.g.
bank) to provide the asset risk
cover

@ Market presence

Market entry/pricing
activity underway

Under study

SCOR

kol
obal Lite
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In summary: three key ways to keep deepening SCOR

e .
Global Life’s global franchise -
| Estimated yearly GWP in 2013 (in € billions)
: Deepen the franchise with profitable new business
Pensions é\ Global
Longevity
How? > Go-to-market approach
1200 <

Where? > Footprint expansion

Proposition &

?

What’ :> offering expansion
Financial

2 300 Solutions

Go-to-market

%

approach
Footprint
expansion
Distribution P
solutions

| 5 :
| I i
-
Total Life primary Savings products  Health & related i Protection In-force Yearly Contestable i
market products . __products ] Businesst |
I T ! ' | |
Life Insurance Market (Estimated) Life Reinsurance Market (Estimated)

FX as of 31/12/2013

Source: NMG Consulting and SCOR estimates
sz 1) “Yearly contestable business”includes new cessions by insurers, and short-term business up for renewal 26
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In-force management is critical to life reinsurance, and

requires a continuous and dedicated effort

Measure & monitor key performance drivers

U Mortality, morbidity, lapse, expenses, etc.

U By client, product, duration, face amount,
underwriting class, etc

U By geography

Learn continuously

O Routine experience analyses
O Impact assessment for new business
steering

Implement in-force optimization efforts

0 Retro recapture / new limits

O Improved treaty terms

U Post-level-term enhancements
0 Admin. process improvements

SCOR

kol
obal Lite

Identify opportunities for improvement

U Ongoing client contact/ relationship
U Data analytics / predictive modeling
O Underwriting, claim, premium audits
0 Specific treaty terms

O
2
&
S

Develop & assess risk & return options to
enhance value

0 Capital optimization (economic, regulatory)
[ Retro costs vs. value proposition

O Treaty terms vs. overall client relationship
O Best estimate assumptions

27



Strong growth of in-force value matched by strong profitability
with minimum variance

In-force MCEV shows strong growth with minimal IFRS profit emergence confirms health of in-force
experience/assumption variance book?

Iin € billions (rounded) X2 in 3 years 45 I Technical margin in %
15%
10% :
[\
5%

0%

14 Q1 2014 Q2

-5%
Variance S%
Corridor { 3% -10%
2010 2011 2012 2013
- MCEV ——— MCEYV operating margin Sme:, Peer 3
% assumptions changes and other operating variances Peer 1 Peer 4
Peer 2

% experience variance

Source: Public disclosures
Sw 1) Peers in alphabetical order: Hannover Re, Munich Re, RGA, Swiss Re 28
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Health of in-force book, coupled with strong profitability of new business \

enable for self-funding of growth and significant distribution to the Group

2013 MCEV lin € (rounded)
— Transfer into Other New business
free surplus changes v generation
(A77m) 387m 428m

Value of in-force

VIF
= Beginning of period stock

177m 1.9bn 88m

+

294m 224m (430m)
Beginning of period stock
117m 0.6bn @
Transfer into Other New business
\ free surplus changes?b generation
(217m) 240m 159m

Required capital
Beginning of period stock
0.9bn

1) Other changes include Generali US acquisition as follows: required capital 0.3bn, free surplus 0.4bn, VIF 0.1bn

SCOR

Global Life

Cash
Increase in free Other Use of free provided to
@ ol = changes surplus the Group

29



€ 1.9 billion of free cash flow generated in 4 years, with N
€ 687 million transferred to SCOR group (‘/

Significant free cash flow generated by SCOR Global Life

lin € billions (rounded)
19
0.9
0.7
0.41 0.46 0.48 0-52
2010 2011 2012 2013 Total 2010 New Cashto Remaining
- 2013 business group free surplus

Il Total free distributable cash flow from in-force and business acquisitions

U Mature and acquired portfolio generated € 1.9 billion of free distributable cash flow since 2010, demonstrating SCOR
Global Life’s strong cash flow generation capabilities

O This has allowed SCOR Global Life to fund new business, leading to a doubling of the business volume, while
maintaining cash transfers to SCOR group of € 0.7 billion between 2010 and 2013

L SCOR Global Life expects to keep generating positive cash flow over the next three years thanks to new business and
in-force portfolio development, therefore contributing strongly to the Group’s results and dividend capability

SCZDR 30



SCOR Global Life confirms “Optimal Dynamics” profitability and growth
assumptions

SCOR Global Life is successfully executing the
“Optimal Dynamics” plan

oljga;r?i;:t?o?we;w;efgls U Life Reinsurancg is an attractiye marke'F where
SCOR Global Life can further increase its already
strong global protection footprint
T
Confirming “Optimal ) o
Dynamics” assumptions: ( SCQR Global Llfg keeps expandlng its product
offering - Longevity, Financial Solutions
Deepen the
franchise O +6% growth p.a. ) o _
g . O Strict ERM prlnglples are dgeply embedded in the
B & Expertise Q 7% technical margin organization, driving a cautious approach when
entering new markets & lines of business
U 2014E GWP ~ €6.1bn
O In-force is very healthy and continues to show
strong performance — focus is on constant
Manage & optimize optimization
the in-force book
O True opportunity to drive best practices globally to
\ further strengthen processes & organization

SCOR 31
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