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Important notes

Past performance is no guarantee of future performance.

This presentation reflects the views of Empire Life as of the date presented. The information in this presentation is for
general information purposes only and is not to be construed as providing legal, tax, financial or professional advice.
The Empire Life Insurance Company assumes no responsibility for any reliance made on or misuse or omissions of
the information contained in this presentation. Please seek professional advice before making any decision.

A description of the key features of the individual variable insurance contract is contained in the Information Folder for
the product being considered. Any amount that is allocatedto a Segregated Fund i s invested at the risk of the
contract owner and may increase or decrease invalu .

Commissions, trailing i fees and expenses all may be associated with mutual fund
investments. Please read the prospectus before investing. Mutual funds are not guaranteed, their values chang e
frequently and past performance may not be repeated

=M Registered trademark and trademark of The Empire Life Insurance Company.
Policies are issued by The Empire Life Insurance Company.

FOR ADVISOR USE ONLY.
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Consumer interest in
Life and Health

Insurance is growing

Investors increasingly desire to reach
out to advisors

Empire
" Lifep
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Agenda

- Benefits of Digital
+ Target market segmentation

- Digital and Non-Face to Face Process for New Business

E]

- Digital Strategies using Fast and Full
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Benefits of Digital

Empire
" Lifep
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Benefits of Digital

Grow Your Business.....and Your Wallet

Tech savvy advisors are outpacing their tech-indifferent
peers in key metrics:

of FlexGen
Advisors use

personalize
0, technology to 8 60 advice with
9 74) provide value to A)

technology
their clients

94% of FlexGen advisors report a growth in AUM
Their AUM growth is 2X greater than that of their peers

86% are experiencing household growth
that is 50% greater than that of their peers

Fidelity Financial Advisor Community - FlexGen Study 2018




Benefits of Digital

Grow Your Business.....and Your Wallet

Going digital can grow your business in numerous ways:
Technology is boosting advisors’ performance

= Past year
= In 5 years

Productivity ——
Annual Revenue & i

Assets Under —
Management Market Share

‘The Next Generation Wealth Advisor - Broadridge/ESI Thoughtiabs 2018 For Advisor use only | 7

Benefits of Digital

Strengthen Client Relationships

= Promoters m Detractors

Use technology to
enhance the services
hefshe provides

Efficiently incorporate
technology into his/her

G Use technology to

encourage client/advisor
collaboration

Fidelity 2018 ©Advisor Sturdy
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Benefits of Digital

Remain Competitive

if you aren't getting the benefits of technology ...

Impacts % of investment advisors

Boosts revenue growth I 42.0%
Heightens employee engagement and productivity I 33.0%
Generates cost savings and operating efficiencies [N 32.0%

Expands abilty to acquire, retain, and engage customers [N 30.0%
Facilitates global expansion _ 29.0%
Strengthens competitive positioning -_ 29.0%
Provides more to client 7_ 28.0%

Drives business in new markets and customer segments [ 27.0%
Your comnatitino.altaady.is!

‘The Next Generation
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Benefits of Digital

Take Advantage of Client Segmentation

of tech-savvy advisors already
have a client segmentation
strategy vs. 40% of their tech-
indifferent peers

How are you:
1. Segmenting your existing clients?
2. Segmenting your future clients?

Fidelity 2016 eAdvisor Study For Advisor use only | 10

Target market
segmentation

Empire
L)t
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Target Market Segmentation

Types of Target Markets

Table 1 — Types of Financial Professional Target
Markets
Market Type Percent
Age/Life Stage 62%
Wealth 32%
Profession/Industry 24%
Families/Home Ownership™ 19%
Need 8%
Other 4%
Note: The percentages total to more than 100 percent due to many FPS describing either
multiple target markets or a targef that has multiple characteristics.
“Inciurdes families, couples, households with chifdren, people owning their home, efc.
Target Markets of Financial Professionals (LIMRA 2017) For Advisor use only | 12




Target Market Segmentation

Age and Life Stage Segmentation

Figure 2 — Age and Life Stage Target Markets

Younger Working Years® Pre-Retirees Pre-Retires and Retirees Other
Retirees
‘Base: FPs definng their targef markets in terms of age or e stage.
“In many eases, Working Years includes younger adls as wel.
‘Target Markets of Financial Professionals (LIMRA 2017) For Advisor use only | 13

Target Market Segmentation

Wealth-Based Segmentation

Figure 3 - Wealth-Based Target Markets

Middle Market Mass Affluent Mass Affluent and Affluent Anyone with Money
Affluent

‘Base: FPs deserioing ther targel markets In inancial terms

‘Target Markets of Financial Professionals (LIMRA 2017) For Advisor use only | 14

Fast & Full Digital and
non face to face

process for new
business

Empire
‘} LifeP
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FOR 2N° CONSECUTIVE YEAR AND “q Empire

Life

THE 3RP TIME IN FOUR YEARS!

For our commitment to constantly improve and innovate,
especially for our Fast & Full online solution.

LIFE AND HEALTH INSURER OF THE YEAR

For Advisor use only | 16

Fast & Full Investment
Application

Investments — Simple. Fast. Easy.

Welcome to the
8 Erpire

FAST & FULL — @

INVESTMENT APPLICATION

Get started :

Z— !

The industry’s first 100% digital application for

independent financial advisors for all
segregated fund products*

“Empire Life industry survey as of June 2017

For Advisor use only | 17

Why the Fast & Full @nvestment Application?
1. Reduce Administrative Work

T2033 transfer forms completed
online and submitted by Empire Life

+ Practically eliminates Not In Good
Order (NIGO) follow ups from
customer service

P - Eliminates sending any paper
’ applications, forms, and cheques via

4'? courier




Why the Fast & Full @nvestment Application?

2. Have Applications Processed Faster

- Same-day trade
date before 4pm for
investments

No mail/courier
delays

Reduces/eliminates
not in good order
business

Advisor Use Only.

The Fast & Full Life App is...

41% of applications issued within 3 business days?*
Median time to issue: 3 days vs. 18 days for paper apps®
- Some applications can be issued in under 2 hours!®

- eHealth Questionnaire, eSignature, eContract Delivery, instant
approval?, electronic pay-on-approval or pay-at-issue

*Median time to issue for Fast & Full Life Applicati eHQ. pproval vs. paper applications, Jan 1~ March 31, 2020 - Empire
dataon file. ? Subjectto applicable eligibility requirements. Figures for life insurance; health insurance may take longer.

For Advisor use only | 20

Why the Fast & Full “Life App?

3. Serve More Clients

- Non Face-to-Face sales

- expand sales reach

- distance and scheduling
are longer restrictions

Need to be licensed wherg
you and client located

» Spend more time selligg
nd less time travelling
completing applicat

\?Available 2417
4 More cost effective
Ws}@ﬁh




The Fast & Full ®Investment Application?

Key Features

Easy 5 step 100% digital process
- Docusign e-signatures

Available for all Empire Life Segregated Fund & GIC p?t;ducts

Guaranteed Investment Funds:
GIF 75/75, GIF 75/100, GIF 100/100

Guaranteed Withdrawal Benefit, Class Plus 3.0
Guaranteed Interest Contracts (GIC)

Available for all tax types ) ;
Registered Plans (RRSP, RRIF, TFSA, etc...) ‘( Fid
Locked-In Plans (LIRA, LIF, eré. Y
Non-Registered

The Fast & Full ®Investment Application?

Key Features

Non Face-to-Face Sales

- Efficient, advisor-friendly client management
- Save and recall applications in progress
- Pre-complete client applications

« Automated T2033 transfer process (or print and scan |f ‘wet”
signature” required) /

- Designed for mobile and iPad

Key feature: Serve clients remotely with

integrated screen sharing

Meeting Non-Face-to-Face (NFTF) with clients is now even more
simple, fast and easy.

@ Improved client user experience
Clients can participate in completing the application
m and view progress.

Reduced margin for error
Advisors can guide clients through each step and
switch control between client and advisor.

!ﬁ Initiate a video chat
Initiate a video chat for a more personal non-face-to-
face meeting.

No additional software installation needed
Web-based and integrated directly into Fast & Full!

For Advisor use only | 24




Free Built-in Co-Browsing tool for non

face to face

My clientis and | are meeting:

On Preliminary page oy g

+Check the Non-Face-to-Face
and confirmation boxes, and AN
click on the “Start Co- By

browsing” button == c -

Add others to this session

«Simply just share co-browsing
link with client, or invite client
via email

Share the following link:

0O invite someane by emait

For Advisor use only | 25

Fast & Full Reminder

Fast & Full doesn't replace your sales process...

de Simple, Fast, Easy
Fast & Full®
n PRLICATIO

INVESTMENT RESOURCES

It makes it more efficient!

For Advisor use only | 26

More reasons to use Fast & Full —
Landing Page & Dashboard to keep you informed!

~=' Drop-down

L Menu )
Fast :;"ds Al - == Your Profile

P i & | details, with a

{_Real-Time Status . > link to update
~ : g " QuickLink )

New Business : - - shortcuts to useful

Real-Time Status ( Tools and Apps |
S . 7

( Download Forms
Favourites and K
\_ TopForms

Tell us what you
think AND what you
want

/




More reasons to use Fast & Full —

My client dashboard to help you manage clients!

¢ Empire — . s Loga

My Clients Dashboard
Review, update and echt your Client's Dashboard

Digital Customer
Segmentation
Strategies

Empire
L)t

Fast and Full Strategy:

Underserved &
under-saved clients

Empire
Lt
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Digital Customer Segmentation Strategy

#1: Target Underserved & Under-saved Clients

Figure 2 - Ags and Life Stage Target Markets

Only 28% of

advisors identified
young and working

years clients as

their Target Market 3 PR

Figure 3 - Wealth-Based Target Markets

Only 13% of
advisors identified
the middle market as ;
their target market gt | Ve At 2 G

‘Target Markets of Financial Professionals (LIMRA 2017) For Advisor use only | 31

Digital Customer Segmentation Strategy

#1: Target Underserved & Under-saved Clients

After tax income of
major income earner

RRSP, RPP,
or TESA

Under $10,000 17.0% 2.6% 1.1% | 14.9% | 0.1%
$10,000 to $19,999 19.5% 2.5% 1.6% | 17.0% | 0.1%
$20,000 to $29,999 32.9% 6.3% 4.2% | 26.6% | 0.3%
$30,000 to $39,999 46.0% 13.3% | 11.1% | 32.4% | 1.2%
$40,000 to $49,999 57.8% 21.5% [ 18.9% | 37.1% | 2.9%
$50,000 to $59,999 66.0% 28.1% | 25.3% | 40.4% | 4.6%
$60,000 to $69,999 73.1% 35.2% | 31.7% | 43.2% | 6.7%

Household contribution rates for selected registered savings accounts,
by income (after-tax) of major income earner

Statistics Canada, Census of Population, 2016. For Advisor use only | 32

Digital Customer Segmentation Strategy

#1: Target Underserved & Under-saved Clients

= Millennials = Gen X

75%
68% 68%
64%
57% 57%
38%
23%
Not Saving for Retirement Prepared to Cut Expenses  Saving is Difficult but Necessary Worried About Declining Social
Provision
Question:

What can you do to make it easier to begin saving?

HSBC Future of Retirement: Canada Report, 2017 For Advisor use only | 33
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Digital Customer Segmentation Strategy

#1: Target Underserved & Under-saved Clients

Your Challenge:

How do you target underserved & under-saved clients
and make it easy for them to begin saving?

Your Solution:

Use Fast & Full to simplify the client onboarding
experience to make it easy to save and easy to insu  re

For Advisor use only | 34

Digital Customer Segmentation Strategy

Fast & Full Use Case: Quick & Easy Onboarding

Client Profile: Sara & Stew

* 34 & 33years old

« Self-employed

« Want to start saving for
retirement

« Don't have a lot of time to meet
* Income: $85K pre-tax

For Advisor use only | 35

Digital Customer Segmentation Strategy
Fast & Full Use Case: Quick & Easy Onboarding

Client Profile: Sara & Stew
Fast & Full Solution:

« Fast & Full Investment

« Guaranteed Investment Funds:
GIF 75/75 RRSP

« GIF Investor Profile
Questionnaire

* One-time pre authorized
deposit

For Advisor use only | 36
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Digital Customer Segmentation Strategy

Fast & Full Use Case: Digital Retirement Income Sol  ution

Client Profile: Mike & Leanne

* 55 & 49 years old
« Two children in university

« Each have Defined Benefit
pension plans

* Ready to ramp up retirement non-
registered savings

« Looking to consolidate assets &
generate retirement income

« Income: $125K pre-tax

For Advisor use only | 37

Digital Customer Segmentation Strategy

Fast & Full Use Case: Digital Retirement Income Sol  ution

Client Profile: Mike & Leanne
Fast & Full Solution:
« Fast & Full Investment application

process

+ Class Plus 3.0 non-registered
Guaranteed Withdrawal Benefit
Plan

« One-time pre authorized deposit
plus T2033 form to handle
transfers of registered assets

+ And now consolidated with you

For Advisor use only | 38

Fast and Full Strategy:

The Great Wealth
Transfer

Empire
" Lifep
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Digital Customer Segmentation Strategy

#2: Target the Great Wealth Transfer

In Canadian wealth will be
transferred from one generation to
their heirs (Millennials/Gen X) by

2026

Small accounts today may be
large accounts tomorrow.

trategic Insight,

For Advisor use only | 40

Digital Customer Segmentation Strategy

#2: Target the Great Wealth Transfer

Thinking about how you most often buy investment products, do you usually..
5%
# Buy from an advisor, such as a

financial planner you have a ol
relationship with

55%

= Buy from a bank or brokerage's 5%
customer service representative
that you don't know, as a "one-off"
® Buy online

® Don't know/not sure

18-34

35-54
Millennials

Gen X

Angus Reid Canadian Personal Finance Survey, 2019

For Advisor use only | 41

#2: Target the Great Wealth Transfer

Digital Customer Segmentation Strategy

Technology has given me peace of Technology has helped me to
mind when it comes to finances reach my financial goals
Find it difficult to manage investments

18 p.p.
[ *8pp
o 71%
a7%
26% 51%
- 44%
Nillennials Gen X Boomers
(21-37) (38-53) (54-72)

Millennials Gen X  Boomers Millennials Gen X  Boomers

(21-37)  (38-53)  (54-72) (21-37)  (38-53)  (54-72)

Charles Schwab Consumer Di 018 For Advisor use only | 42
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Digital Customer Segmentation Strategy

#2: Target the Great Wealth Transfer

Your Challenge:
How do you appeal to beneficiaries of the wealth transfer

who are looking for advice but are used to managing their
finances online?

Your Solution:

Use Fast & Full to provide the simple, fast and convenient
online experience that they expect.

For Advisor use only | 43

Fast and Full Strategy:

Make unprofitable clients profitable

Empire
L)t
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Digital Customer Segmentation Strategy

#3: Make Unprofitable Clients Profitable

Age
Under 20 $2,582
20 to 24 $4,557
25 to 29 $5,836
30to 34 $6,292
35 to 39 $7,123
40 to 44 $8,563
45 to 49 $10,442
50 to 54 $12,789
CANADA $12,913
Question:
Does it make sense to drive across town to sell a TFSA?
(Table 3A) For Advisor use only | 45




Digital Customer Segmentation Strategy

#3: Make Unprofitable Clients Profitable

Client Profile: Tanya

« 19 years old full time student

« Part time job (minimum wage)

« Looking to invest a portion of
her weekly paycheque

« Wants a quick & easy digital
solution

Fast & Full Solution:

« Fast & Full Investment
« Non Face-to-Face Sale
* GIF 75/75 TFSA

« One-time pre authorized
deposit + weekly PAD

For Advisor use only | 46

Fast and Full Strategy:

Expand your Sales Territory

Empire
" Lifep
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Digital Customer Segmentation Strategy

Fast & Full Use Case: VIP Client Request

Client Profile: The Bakers

« Only daughter (36 years old)
of VIP client ($1M+ in AUM)

« Lives across the country with
her husband and young family

« Your client wants you to
manage their savings

* Income: $115K pre-tax

Solution:

« Get licensed in that province
¢ Use Fast & Full Investment
* Non Face-to-Face Process
« GIF 75/100 RRSPs

« Automated T2033 transfer

For Advisor use only | 48
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Digital Customer Segmentation Strategy

Fast & Full Use Case: Keep Your Clients Anywhere
Client Profile: Kate & Melissa

« 41 & 38 years old

* Recently moved across the
province

« Value your service & advice

* Want to transfer Defined
Contribution Pension Plan
assets from previous
employer

Fast & Full Solution:

Fast & Full Investment
Non Face-to-Face Process
GIF 75/100 LIRA
Automated T2033

For Advisor use only | 49

Digital Customer Segmentation Strategy

#5: Maximize Seasonal Selling Opportunities

(February 27 t) Paper Application Non-Face-to-Face
Working hours in a day 9 8
Average Meeting Time 1 hour 30 minutes
Average Travel Time 30 minutes 0 minutes
Clients Per Day 6 16
Average new RRSP $10,000 $10,000
account size
Additional AUM $60,000 $160,000
Low Load Deposit $1,500 $4,000
Commission (@ 2.5%)
Question:
Would you rather drive all over town for $1,500 or work from
your office and make $4,0007?
For Advisor use only | 50

New paths to success

Advisors seeing the most success are
the ones who are

e Meeting the needs of the underserved
markets

 Utilizing technology to future-proof client
relationships

* Providing a client experience that is both
interactive and collaborative

dvisor C For Advisor use only | 51
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Fast & Full Investment App

$50 Bonus — Try It Today

Submit your first Fast & Full Investment App

and receive a |$ Us

Enoke
Ll

FASTS FULL ’

For Advisor use only | 52

15% Fast & Full Life eBundle Bonus

Earn up to 15 more FYC vs.
paper! with Fast & Full'eHQ
and ePolicy Delivery

Until June 30, 2020, you can earn up to 15 more FYC when you submit Life and Health
applications electronically using the Fast & Full Life App.

Youll earn 10% more FYC just for using Fast & Full and now you can earn an additional 5% more if you select both
the Electronic Health Questionnaire (eHQ) and the ePolicy Delivery options when completing your application.

ol Year L (YC)CommisionRates Detals EXTs
50° 55%

EstateMax’ & Optimax Wealth' _Life Pay 6 20 Pay

EstateMax & Optimax Wealth 10 Pay 35 385

EstateMax & Optimax Wealth 8 Pay b Solution ART 25 275+ 29°
Solution 10° & Solution 20° a5t 50% 52°
Solution 30" & Solution 100" 50° 55% 575
Guaranteed Life Protect 35t 385 40"
ClProtect & Cl Protect Plus. 45 50% 52°
Additional benefits (does not apply) 70 70% 70°

1 The additional FYC s bonusable. Availabl i

withdrawn by Empire Life at any time_ For Advisor use only | 53

Remember the Fast & Full Life App is...

FAST! |’_;"|.

- 41% of applications issued within 3 business days*
- Median time to issue: 3 days vs. 18 days for paper apps*
- Some applications can be issued in under 2 hours!®

- eHealth Questionnaire, eSignature, eContract Delivery, instant
approval?, electronic pay-on-approval or pay-at-issue

*Median time to issue for Fast & Full Life Applications using eHQ pproval vs. paper applications, Jan 1~ March 31, 2020 - Empire
dataon file. 2 Subjectto applicable eligibility requirements. Figures for life insurance; health insurance may take longer.

For Advisor use only | 54
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Review

- Benefits of Digital
- Grow your business and your wallet
- Strengthen client relationships !: I
- Remain competitive and take advantage of
client segmentation
+ Target market segmentation
- Types of target markets
« Age and life stage segmentation
« Wealth Based Segmentation
- Digital and non-face to face process for new busine  ss
« Why Fast and Full?
- Key Features
- Digital Strategies using Fast and Full

For Advisor use only | 55

try Fast & Full for live sales?

Newuser? Watcha video o scheduie a personat demo. () x

(@ Empire ancas Recuestde
o e )

Fast & Full’

Life application process

A easy way to get your clier

Visit FastandFull.ca
* Login with your Business Centre I.D. and password

« Orlearn more at empire.ca/earn-more

For Advisor use only | 55
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Your Empire Li
NATIONAL SALES TEAM

REGIONAL SALES ASSOCIATES — INVESTMENTS

Dennis Huang Naveen Majumder Eugene Chan,

British Columbia Alberta ERALECORCIM

Phone: 1877 548-1861 Phone: 1800 656-2878 Manitaba, Saskatchewan
ext 5222 ext.8710 Phone: 1800 656-2678

ext. 8705
eugene chan@empire.ca

‘ . dennis.huang@empire.ca \ | naveen majumder@empire.ca

Sean Colangelo Zartashia Hashmi Brennan Smith
Ontario E 3§ Ontario Ontario
e Phone: 1877 548-1881 viw Phone: 1877 548-1881 [ Phone: 1877 548-1881
ext 4245 ext. 4240 ext. 3463
‘ sean colangelo@empire.ca 4 /‘ Zartashia hashmi@empire ca brennan smith@empire ca

Soraya Roger,

B84

Quebec

Phone: 1800 371-9151 E
ext. 8253

soraya.roger@empire.ca s

Raj Singh
Ontario,

Atlantic Canada

Phone: 1877 548-1881
ext 4308
rajsinghgempire.ca

19



NATIONAL SALES TEAM

REGIONAL SALES ASSOCIATES — INSURANCE

Dean Martin
British Columbia

Phone: 1 877 548-1881
ext. 5235

deanmartin@empire.ca

%

Connie Sopel,
CHs. CPCA

Manitoba, Saskatchewan
Phone: 1877 548-1881
ext 8901

cannie sopel@empire.ca

Jordan Grundy,
ALMLPCS

Ontario

Phone: 1 877 548-1881
ext. 3371

jordan grundygempire.ca

Angie Orpwood Darhl MacGarvey Jocelyne B. Bouchard,
Acs

Ontario Ontario - .

Phone: 1 877 548-1881 Phone: 1877 548-1881 | S Quebec City

ext 3506 ext. 7535 Phone: 1 800 371-0151
ext. 8525

angieorpwood@empire.ca darhl.macgarvey@empire.ca o

Frank Garofalo

Cristina Panzera Krystle Sweeney

Quebec
Phone: 1800 371-9151.
ext 8225

frank garofalogempire.ca

Quebec, Atlantic Canada Alberta

Phone: 1877 548-1881 Phone: 1877 548-1881
ext 8228 ext 8709

cristina panzeragempire.ca krystle sweeney gempire.ca

You can Succeed in a
Digital and Non-Face to
Face World

Empire
L)t
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Important notes

Past performance is no guarantee of future performance.

This presentation reflects the views of Empire Life as of the date presented. The information in this presentation is for
general information purposes only and is not to be construed as providing legal, tax, financial or professional advice.
The Empire Life Insurance Company assumes no responsibility for any reliance made on or misuse or omissions of
the information contained in this presentation. Please seek professional advice before making any decision.

Adescription of the key features of the individual variable insurance contract is contained in the Information Folder for
the product being considered. Any amount that is allocatedto a Segregated Fund i s invested at the risk of the
contract owner and may increase or decrease invalu e

c trailing fees and expenses all may be associated with mutual fund
investments. Please read the prospectus before investing. Mutual funds are not guaranteed, their values chang e
frequently and past performance may not be repeated .

™ Registered trademark and trademark of The Empire Lie Insurance Company.
Policies are issued by The Empire Life Insurance Company.

FOR ADVISOR USE ONLY.
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