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With 130 years of trust, the Allianz Group leads in 70 countries
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€14.7bn
Operating profit

€161.7bn

Total revenue

1. Including non-consolidated entities with Allianz Customers. As of February 23, 2024 (Release of the Allianz Group Earnings 2023 and Annual Report 2023)
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global service provider

Supporting Allianz Group since 2019
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approach. Operating under benchmark
conditions

@) Service is the business of people helping people -
(O]
Presence in Total employees Serving 50+ cust.
9 locations 3 >7,700 3 in >30 countries

of the Allianz Group as the Alianz @)

Award-Winning
Customer Experience
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World’s Best
GBS

World's Best Global Business Services (GBS) Study & Award 2024. SSON Research & Analytics/NPS study conducted in 2023.
Source: Allianz Services/Employee engagement study conducted in 2023. Source: Allianz Services 4



of Allianz Services’ value chain: Allianz @
Happy people create happy customers
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engaged and aligned around one Allianz @)
vision

Germany Il

4,500+ colleagues

EN, DE

650+ colleagues

DE, EN

Romania
1,300+ colleagues

Multilingual

Mauritius
1,000+ colleagues

FR, EN

Morocco RoW
150+ colleagues 200+ colleagues 100+ colleagues

Multilingual Multilingual Multilingual

Consulting Hubs . Delivery centres . Newly initiated delivery centers
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To bring our vision to life, communications
must shift from a support role to a



into one clear, Allianz (@)
engaging message

We care for tomorrow

Claim for employees Claim for candidates

We care for tomorrow Let’s care for tomorrow




Communications is key in Allianz @)
of the employee value chain

Attract Recruit Onboard @ Retain

Allianz @

Your
Benefits

B =
L3 =

Workplace

We ca reI

for tomorrow

Friday
Flashback

Your
Future

The success of our employee journey is driven by an exceptionally strong collaboration between Communications and the People
Function, ensuring every stage is seamlessly aligned to engage, inspire, and empower our people.



By continuously evolving our strategies, we aim to

Inspire through stories and culture
* Showcase genuine employee stories

* Portray key job choice drivers

* Provide specific proof points

Activate with dynamic and interactive content
* Spotlight concrete success stories

* Enable employee engagement communities

* Gamify and offer instant gratifications

Fresh content & new approaches
* Keep up with relevant content trends

* Train the team to gain relevant skills for the future
* Don’t be afraid to use GenAl and be transparent about it!
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Olympic and Paralympic
Movements Partnership
Project Coordinator

Huge congratulations fo the Super Six |
for making it to the final!

Here are the GenAl kdeation
Campaign 2024 Winners:
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Digital Declutter
Challenge: Are You a
Digital Hoarder?

CREATE How to Use Al Tools

and Prompts for Internal
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We are humbled by the recognition we receive as an employer for Allianz @)

our people’s engagement

People and culture awards

Great place to work certified
May 2023 — May 2024 Mauritius (MU)

Certified Certified

| Great place to work certified s s | s arnzns
July 2023 - July 2024 Romania ' '

Great place to work certified
April 2023 — April 2024 India

L EDGE Assess Certification

Industry best practices & certifications awards

2024 World’s Best
GBS by SSON

Top Allianz Engagement Survey results 2024

Measuring communication impact
Using communication surveys as a KPI allows us to measure success, adapt strategies, and

ensure our efforts resonate with our audiences. Data-driven insights from these surveys
help us validate impact and continuously improve alignment with organizational goals.
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Follow us to

Follow @inside.allianzservices
on

Follow Allianz Services on

Follow Allianz Consulting on

Follow Allianz Services India
on

Allianz ()
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https://www.instagram.com/inside.allianzservices/
https://www.linkedin.com/company/allianz-services/mycompany/
https://www.linkedin.com/showcase/allianz-consulting/
https://www.linkedin.com/showcase/allianz-services-india/

Thank you!



Our Employer Value Proposition (EVP) manifesto Allianz @)

Let’s care for tomorrow.
Your ambitions. Your dreams. Your tomorrow.

Let’s care about everything that makes you, you. We embrace inclusion
and diversity, so you can bring your whole self to work. We focus on
your outcomes rather than your physical presence.

So we can build a business we all care about — a vision we can
all get behind.

Let’s care for your opportunities to progress. From individual
development to career mobility, to lifelong learning offers for all our
employees worldwide.

Let’s care for life’s twists and turns. From our support for flexible
working, health and wellbeing, to helping parents return from career
breaks with experience that nothing else can teach.

Let’s care for our society and planet. With opportunities to get engaged
in shaping a future that is safe, inclusive and sustainable.

Care to join us? Allianz.
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