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Overview

2011 has been a year of opportunity and change.
We are building trust through our sustainable
products while supporting the low-carbon economy,
and our people and community development projects
continue to thrive at the heart of our corporate
responsibility programme.

Main contents
About Aviva

Chairman’s statement

vV V V V

Group chief executive's
statement

> Corporate responsibility
strategy

> Accounting for Sustainability
> Performance summary

> Assurance

Air travel, tonnes CO»

V¥ 34%
14,605

Employees believe our commitment
to CR is genuine

AS%

719%

74% 9,715

2010 2011 2010

2011

What does Marie think?

" As the world’s sixth largest insurance
company our role in society is to protect
our customers’ prosperity and peace of
mind. As our business grows it is vital
that we maintain a positive social impact.
That's why we're continuing to embed
sustainability into the business and
staying focused on the issues that are
material to Aviva’s long-term success.”

Marie Sigsworth
group corporate responsibility
director, Aviva
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About Aviva

Aviva is the world’s sixth largest insurance company providing 43 million customers with
insurance, savings and investment products and employing 36,600 people. We are the UK’s
largest insurer and one of Europe’s leading providers of life and general insurance. We combine
strong life and general insurance businesses under one powerful brand, focused on providing
customers with prosperity and peace of mind.

This model gives us reliable revenues from diverse sources, and helps us fund and grow our
business more efficiently.

For us, insurance is about people and not policies. Our business helps our customers to manage
the risks of everyday life and protects them long into the future. We must be there for them
throughout their lives and beyond, so it's crucial we are a sustainable and profitable business
for the mutual benefit of our customers, our shareholders and future generations.

We want to encourage as many people as possible to secure their financial futures. We're
committed to working with our customers, governments, regulators, charity partners and
business partners to find solutions that increase the financial wellbeing of individuals and society.
It is our duty, as an industry leader, to campaign and encourage governments to properly address
the challenge of long-term savings and pensions. It's one of the most important financial issues of
our time and we are all in it together.
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A 43 million customers A £2.5 billion IFRS profits
A 36,600 employees A 26p full-year dividend
A 300 years of heritage
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Chairman’s statement

“There have been many initiatives

to celebrate over the years of my
chairmanship, and | have seen at first [ ‘
hand the difference these initiatives bo -

can make to individual lives.”

Lord Sharman of Redlynch, OBE
Chairman

As | introduce our corporate responsibility report for the final time, | am reminded of just what
we can collectively achieve. Looking back on the past five years, what really stands out to me is
the commitment of our people — not only in building prosperity and peace of mind among our
customers and communities but in doing this sustainably.

When we talk about sustainability people often think of climate change. Indeed, environmental
challenges have been of personal interest during my chairmanship, but sustainability is also very
much about people. This is why we have aligned our HR functions so closely with our corporate
responsibility goals, embedding a culture of integrity and transparency that will enable us to do
business a long way into the future. It is also the reason we have maintained our momentum
on balanced leadership and diversity at all levels. It simply makes good business sense to work in
this way.

Stable, thriving communities are just as key to Aviva’s future as they are to individuals’ wellbeing
and prospects, and we have continued to invest directly in communities as part of delivering our
core purpose. There have been many initiatives to celebrate over the years of my chairmanship,
and | have seen at first hand the difference these initiatives can make to individual lives. As a far-
reaching global programme, Street to School is a milestone in our community investment and
very close to our heart. To date, it has reached hundreds of thousands of street children around
the world and that is something | am very proud of.

Our internal governance of corporate responsibility is a key factor of our success — the board-level
CR Committee, which I set up in 2006, ensures that our commitments to responsible business
practice are given full prominence at the most senior level. Indeed, we are rated in the top 10
European companies in the STOXX index for our governance of environmental and social issues.

Perhaps that external recognition has come in part from our determination to be forward-
thinking on big issues, even when the path ahead is difficult. Whether the issue is continuing
economic uncertainty, low consumer confidence or indeed climate change risk — all of which
remain to the fore — partnership and dialogue with a wide of range of parties, including our
customers, governments and regulators, is how Aviva has always chosen to make progress.

| have always pushed for transparency within our own business and among our peers. On
climate change, | have continued to call for businesses not only to disclose their risks and
opportunities associated with climate change but to report actions to mitigate these risks. I am
also very proud to have been involved with the Accounting for Sustainability programme and
the subsequent International Integrated Reporting Committee.

Despite these tremendous achievements, in which | am honoured to have played just a small
part, we can always do more. And | have absolutely no doubt that John McFarlane, who | know
shares my passion for responsible business leadership, will rise to the challenges and guide Aviva
on its sustainability journey.

s jﬁw,.
/e o ——
ﬂﬁ

Lord Sharman of Redlynch, OBE
chairman
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Group chief executive’s statement

“I'm proud to report that we've
demonstrated in 2011 that it
is possible to build prosperity
and peace of mind responsibly,
sustainably and with integrity.”

Andrew Moss
group chief executive

Providing stability in challenging times is what we do best. Many of our customers have felt
the financial strain during the economic downturn — and we’ve been there to support them,

as we've always been, to help them manage risk in their lives and save for the future. Insurance
plays a key role in society and this important social role is demonstrated by the £33 billion that
Aviva paid out in claims and benefits to our customers worldwide in 2011.

I'm proud to report that we've also demonstrated in 2011 that it is possible to build prosperity
and peace of mind responsibly, sustainably and with integrity. That's why, as well as embedding
responsibility right at the heart of our business, we've ramped up our community initiatives:

A We've increased our community investment by £1 million (to £12.4 million)

>

Our people have given 60,000 hours of their time to make a difference in their communities

>

Street to School, our global community programme, has helped 400,000 street children
around the world to date.

The executive team and | are also pleased with our environmental progress. \We are not only
reducing risk but seizing opportunities in low carbon markets and bringing our investors and
suppliers along the journey, for example through our ‘repair over replace’ approach.

These are just some of the reasons why Aviva is the top insurer and among the top five
companies globally in the FTSE4Good Environmental and Social Governance ratings.

In all of this, dialogue with government, our industry, suppliers and other partners has been
instrumental. Highlights in 2011 for me were sharing our thoughts on sustainability at the
World Economic Forum and as a LEAD member of the UN Global Compact group of companies.
We remain committed to the ten principles of the UNGC, you can find out more about this in
our Communication on Progress. We've also continued to convene the Future Prosperity Panel
of thought leaders. They have called for changes to make the pensions landscape simpler and
more transparent.

Without our people none of this would be possible. We continue to invest in attracting the
very best people; in making Aviva a great place to work and being progressive on health and
wellbeing. In 2011, we championed diversity and gender-balanced leadership across the Group.

2012 is likely to be no less challenging but our dedication to corporate responsibility is real. The
overwhelming majority of our people are in support of our CR commitments, at 79% in favour,
that’s higher than average for financial services’ organisations. We should all be proud of the
part we have played as we look forward to an exciting year ahead.

A oL

Andrew Moss
group chief executive
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Our products and financial awareness

Products and services

We are developing new products that benefit society, the economy and the environment. By
clearly explaining and marketing our products, including information on risks as well as benefits,
we enable our customers to make informed choices about their insurance and financial needs.

Financial awareness

We see it as our responsibility to help customers understand financial issues and make informed
financial decisions at different stages of their lives. Some of the initiatives we have developed in
2011 include:

A 'Magic Money’ social media campaign to raise awareness among younger workers in the UK
about the importance of acting now to manage their finances for the future.

A The winning team of our Customer Cup in 2011 was Pensions Pickle, which won for their
innovative ways of communicating complex pensions ideas to customers. Results included a
40% higher retention of schemes in 2010 compared to 2009.

Future Prosperity Panel

This year, we commissioned a report by the Economist Intelligence Unit to look at the role of
savings in people’s future prosperity. We brought together nine world-class thinkers in a Future
Prosperity Panel to consider the challenges and recommend solutions. Our report includes

the views of 815 global business leaders who highlight the urgent need to help people better
understand the financial choices they need to make, and to change people’s attitudes

towards saving.

The Pensions Gap for Individuals

Growing pressure on Europe’s pensions systems caused by ageing populations is a widely
acknowledged problem, with the ratio of retirees to workers only set to increase.

In September 2010, Aviva calculated Europe’s pension gap — the difference between the amount
that people retiring from 2011 to 2051 will need to maintain an adequate standard of living
and what they will receive from public and private pensions — at €1.9 trillion and, because this
gap cannot be reduced with a single solution, it made a series of recommendations designed

to change attitudes to saving and encourage more people to better understand the financial
choices they need to make to prepare for retirement.

In 2011, new research in Aviva’s ‘Mind the Gap’ series showed that although it is possible to
make a significant positive impact to retirement income by saving more and saving earlier,
consumers across the region are ignoring the warning signs about the gap between retirement
expectations and levels of saving, leaving them financially under-prepared for retirement.

For example, only 23% of Europe’s 18-34 year olds take an interest in information on

personal finance.

This group should be encouraged more to increase their interest in saving and their
understanding of the choices they need to make to plan for their retirement. Access to
information such as annual pension statements designed in a clear, simple and engaging way
—is clearly one of the actions required. As such, a new report published in November, “Towards
annual pension statements across the EU’ called on the European Commission to support action
to raise people’s awareness of how much they stand to receive in retirement.

The European Commission has subsequently signalled its intent to build a more secure platform
for individuals to plan for their retirement through its White Paper ‘An Agenda for Adequate,
Safe and Sustainable Pensions’, which champions recommendations made by Aviva, such as
annual pension statements and measures to increase consumer confidence in retirement
savings products.
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The potential long-term impacts of climate

change present a risk to our 43 million customers.
The latest International Panel on Climate Change
report re-confirms the huge risks, which climate
change poses to the economy and to the insurance
sector most acutely.

Performance data

Water consumption, m? Waste, tonnes Employees who feel

that Aviva makes
v 26% v 3 y 047 business choices

that support the
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Emiaﬁg 12.{}42 environmen
2 005 76%
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Waste, tonnes

8,995

Car fleet mileage,
million km
2010 2011 2010 2011 53 2

. Carbon emissions
What does Rowan think? p— (relative), tonnes

148,404

“The tnsurance sector lies at

the heart of understanding and
managing climate risks. We bring
science, advice and underwriting
capital to help populations
increase resilience and create a
secwure FQ&{'\L‘OVW\_ for 5%5"&.&%’7@.&
5row"-(~ in cle,ve,QoFe,c‘ and

emerging econo mies.”

% carbon emissions
offset

100%

Rowan Douglas
CEO Global Analytics, Willis Group
and chairman, Willis Research Network
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Our carbon footprint (continued)
Aviva’s carbon footprinting boundaries
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*RAC emissions cover only 75% of the reporting year as the business was sold in September 2011
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Sustainable products

We design responsible products and services that offer
prosperity and peace of mind to our customers while
contributing to a more sustainable future for everyone.
Our products can encourage behaviour change,
support a sustainable economy and provide access for
many to financial protection for the first time.

Developing
communities

Our regions

> Main contents
> Our approach

> Supporting a sustainable
economy

> Encouraging behaviour
change

> Providing stability
and protection

> Reducing the impacts
of claims

UK General Insurance home, motor
and broker commercial transactional
policy packs e-enabled

‘Repair over replace’ for
motor insurance

34%
reduction

P

in carbon footprint of a typical repair

What does John think?

“What would growth that is
green look like? ..it’s about

insurers like Aviva producing
insurance tailored to the
specific risks of low
carbon infrastructure.”

John Cridland, CBE
director general, CBI
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UK General Insurance
home, motor and
broker commercial
transactional policy
packs e-enabled

21%

Principles for
Responsible
Investment survey:

Top quartile
performance

‘Repair over replace’
for motor insurance:

34%
reduction

in carbon footprint of a
typical repair

Lives covered by
our micro insurance
products in rural India:

3.5 million
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Encouraging behaviour change

Aviva has designed a range of products that encourage customers to make more
responsible choices. Musculoskeletal

97%

E-enabled policies — UK UK: 97% of our Back-Up

Our sustainable approach to IT extends to our business products. By the end of 2011, 21% of customers spoke to a
UK General Insurance home, motor and broker commercial transactional policy packs, yearly qualified physiotherapist
statements, and renewals were e-enabled, generating saving of nearly £2 million per annum within two hours

on print and postage costs. Another 41% of Aviva in the UK policy documentation will be
e-enabled in 2012 with total estimated savings of £8.6 million.

Green transport

We provide insurance products and loans that benefit low-carbon vehicles, people who drive
less and people who use sustainable transport. For example in France we offer:

A Insurance with a 10% reduced premium for hybrid cars or cars running on biofuel

A 20% reduced insurance renewal premium for cars that drive less than 9,000km, and up
to 30% for those who reduce their annual mileage to less than 5,000km a year

>

10% car insurance reduction for drivers who also have an annual subscription for public
transport or cycling

A Loans at discounted interest rates for cars with lower carbon emissions
A Family insurance for cyclists
A Lower prices on the Auto-train network for Aviva customers.

Similarly, Aviva Canada also offers a discount on car insurance for customers who have hybrid
cars. In 2011, this amounted to 0.42% of total insured cars or 2,824 cars.

Healthier lifestyles

Wellness for Life is a life insurance initiative launched by Aviva North America in 2007, which
offers a financial incentive for people to adopt a healthier lifestyle. Customers receive a discount
on insurance costs if they visit the doctor for a check-up at least every other year and maintain
their weight within a given range. Customers have the option to complete the Mayo Clinic
Health Assessment to identify potential risks and provide immediate feedback to help people
make healthy lifestyle changes. 70% of eligible customers purchase the $100 feature (£60).

In the UK, we continue to support corporate customers to keep their workforces healthy and
productive. This includes helping FTSE100 employers implement preventative measures to
reduce absence. We've also changed the standard approach to managing musculoskeletal
claims. Aviva’'s award-winning Back-Up rehabilitation service now covers a more extensive range
of musculoskeletal issues. The service improves the speed of recovery and return to work rate
for customers with back and neck conditions — last year 97% of Back-Up customers spoke to a
qualified physiotherapist within two hours, avoiding a wait to see a GP.

Aviva plc Corporate responsibility report 2011 www.aviva.com/2011cr

94















Climate Attracting and
change and Sustainable retaining
Overview Trust environment products talent

Attracting and
retaining talent

We work hard to ensure our people feel pride

in Aviva. We match the right people to the right
roles and do everything we can to get the best out
of them. Our efforts are reflected in continuous
improvement in employee feedback since 2008.

Developing
communities Our regions

Main contents
Our approach

Our employee promise

Talent development

Living leadership

Diversity
Building pride

Reward

V V V V vV V V V V V V V

Performance data

‘One small step...together’

Our people and technology

Health, safety and wellbeing

Employee engagement Employees proud to work at Aviva
A 5% A 2%
12%
630 68% 70%
2010 2011 2010 2011

What does Pinky think?

" am b\ugd«j impressed bg He
work Hat Aviva does, across
Aiffevent commanities. This is

alarge business with a respect
for Hhe individual.”

Pinky Lilani, OBE
chair, Women of the future awards

.
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Women in senior
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Employees feel we
are committed to a
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Employees believe
our commitment to
CR is genuine
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Employee Promise
Survey response rate

85%
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‘One small step...together’

For 2011, our annual employee survey theme focused on the idea that the most important
changes are the little ones people can make in their own teams — like one small step to improve
worklife balance, one small step to work together more effectively or one small step to
recognise one another. These little changes can have a big impact when amplified across Aviva.

We are also putting accountability for the work culture at Aviva into the hands of every
employee. The impact and success of this way of thinking is demonstrated in our results.

Over £34,000 was donated to our global Street to School partner Save the Children — that's
£1 for every completed Survey. Over 85% of staff participated in the survey.

Using the results

Every manager with at least five or more people receives local results for their team. This means
that our employee survey provides insights from the global level and all the way down to front-
line management. Teams across the business use the results to identify areas for improvement.
The feedback we receive on our leadership and engagement also affects decisions about senior
management pay.

For the past two years, we have produced a global results report for all staff, including what
we are doing well and taking an honest look at the areas where we need to improve.

What people told us

We are achieving the best results in our employee engagement since before the financial crisis
and the major changes to Aviva businesses. Greater levels of employee satisfaction and lower
likelihood of employees looking for a job elsewhere mean we are quickly closing in on the
Global Financial Services (GFS) benchmark.

Headlines from our 2011 survey include:

A Strong improvements across the board and particularly on our success in communicating
a vision of the future that motivates staff (up 12% to 62%, which is in line with the
GFS benchmark)

>

We outperform the Financial Services norm by double digits on issues related to community
involvement (76%, 14% higher than GFS norm) and commitment to the environment
(76%, 16% higher than GFS norm)

>

Up 10% on employee recognition to 71%, which reflects how far we have come on the
journey to embedding the Employee Promise

A Only two items on the core global survey declined since 2010 — and these only declined
by 1% each
A We demonstrate our commitment to using survey results to improve Aviva. Since 2010,

we saw a 10% increase in the number of employees who think we take action as a result
of the survey, with 60% believing we do.
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Motivation

62%

Communicating a vision

of the future that motivates

staff: up 12% to 62%
in 2011
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Overview Trust products

Our values

Aviva Investors expects its employees to demonstrate the highest standards of business conduct
in everything they do and to challenge others to do so. Our Code of Conduct is therefore
essential to the success and reputation of our Company, in addition to bringing to life our values
of integrity, innovation, teamwork and performance.

All Aviva Investors employees globally are required to sign the Code of Conduct as a condition
of their employment and to confirm receipt, understanding and acceptance of the Code of
Conduct on an annual basis. This is supported by a computer-based training module, which all
employees are required to complete.

Acting with integrity is the responsibility of us all, individually and collectively, and an area that
we continue to focus on.

Treating customers fairly

We are committed to excellent client service, which is delivered openly and frankly. This
includes a commitment to clarity and transparency with respect to our products, reporting and
relationships. To help oversee our policies on Treating Customers Fairly we have a Customer
Panel, which helps to represent clients’ interests internally. We also established a Client
Experience Council in 2011, which is focused on making continuous improvements to the end-
to-end client experience that Aviva Investors delivers.
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Aviva Investors

Sign-off

97%

of employees signed off
our Code of Conduct in
2011 (up 6%)

Perception

9%

of employees believe
that Aviva Investors

makes every effort to
treat customers fairly
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Our regions

m‘orth America Homs o ook ob of

contributing to our
communities*

86%

Aviva North America consists of two
businesses: the life insurance and annuity
business in the US, and the second-largest
general insurance business in the Canadian
market. We already serve more than three
million customers across the continent
—and we're growing.

Why is this important?

“Aviva North America is dedicated to the
company'’s long-term sustainability as an
industry leader and community partner.
Initiatives like the Aviva Community Fund
and Status for Youth are ways we engage
our employees, customers and distribution
partners in creating positive change.”

Richard Hoskins, CEO
North America
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North America

Our approach

Our approach to corporate responsibility is structured around Aviva’s five material issues of trust
and transparency, climate change and the environment, sustainable products, attracting and
retaining talent and developing communities. Over the last year we are particularly proud of our
achievements in:

Street to School

> >

Leadership in Energy and Environment Design (LEED) gold status, USA

>

Aviva Community Fund, Canada

>

New charity partnership with Covenant House, USA

>

Raising more than $1 million for United Way, Canada and USA.

Looking ahead:

The focus remains on engaging our employees and customers further in our community
initiatives (Aviva Community Fund, Youmanity, United Way and Street to School) and improving
our environmental performance. Specifically, we intend to:

A Leverage signature national partnerships (Covenant House in the US and Eva’s Initiatives in
Canada) to expand Street to School cause-marketing programmes

A Develop internal communications plans to increase employee awareness and action
regarding waste, recycling, energy use and travel/technology alternatives

>

Increase emphasis on balanced leadership through our diversity and inclusion efforts.
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North America

Trust
Recognising our customers as individuals is part of our brand promise. It means delivering
the products and services that meet our customers’ needs, and those of their families, in a us
responsible and ethical way. This is the basis for building and maintaining trust and integrity
in Aviva. 9 8 %
At Aviva North America there are essential codes and policies in place to protect our customers of employees signed
and other stakeholders. Each year, employees are required to sign off and successfully pass off on the US Code of
computer-based testing modules to demonstrate understanding of these codes and policies. Business Ethics
2011 highlights: Canada
A New Business Ethics Code of Conduct was developed and launched in US
P 100%

A Child Safeguarding Code of Conduct outlining proper behaviour for employees in

contact with children was introduced of employees signed

A off on the Business

A Over the past 16 months, Aviva USA has experienced a very positive trend in producing Ethics Code of
agent Net Promoter Score (NPS), with year over year improvement in NPS of more than Conduct Canada
15 points, and the overall score up by about 24 points

>

In Canada, the Claims Net Promoter Score was the highest to date. Trust

719%

of North American

employees successfully
completed anti-bribery
and corruption training
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North America

Treating customers fairly

At Aviva North America, treating our customers fairly, building trust and responding to their

feedback helps us to better understand their needs and respond more effectively. Customers and climate
Our customers’ peace of mind and well-being are at the forefront of our vision to be the 3 63 6

most trusted and valued insurance provider. We aim to ensure that every customer is treated ] _

as an individual and made to feel that Aviva understands their point of view and responds to Thanks to Aviva Canada’s
their needs. Customer Advisory Panel,

3,636 trees were planted
in Peru — that's 27,636
to date

We collect customer, agent and broker feedback through our Net Promoter Score® (NPS)

surveys. This ensures that resource allocation and the change portfolio are always informed
by customer and other stakeholder feedback. On individual survey results, we reach out to
agents and consumers who provide negative feedback, so we can help resolve their issues.

us

We increased our Agent Net Promoter Score by focusing on our customers and their needs.
Here are some examples:

A In 2011, we refreshed our product design process and now test new product concepts with
consumers and agents at the feasibility stage. Our sales and servicing processes are now
more directly managed and designed to be customer focused.

>

We are linking our customers to the community. This is a great opportunity to share our
environmental efforts and create customer loyalty in order to differentiate Aviva from our
competitors.

>

In our ongoing effort to put people first, we made our customer communications and
marketing more customer-friendly and less complex.

>

In April 2011, we launched a national brand campaign including mainstream advertising,
trade advertising and agent events, with positive preliminary results.

>

We provided nearly 800,000 consumers with access to Aviva USA's first-ever client
Web portal.

>

Youmanity (YOU+Humanity) continues to expand as our cause umbrella to showcase Street
to School and viral marketing efforts around acts of kindness — all to amplify how we put
people before policies.

Canada

In 2011, we increased our Relationship Net Promoter Score by better responding to customer
needs. Our Claims Satisfaction Survey results included the highest Net Promoter Score to date.
These favourable results are largely based on improved customer service in 2011:

>

Customer communications were redesigned to better reflect the ‘Voice of the Customer’

A Implemented new online quoting tool to improve customer insights into rates

>

Significant improvements were made to 1-866-MYAVIVA to reduce the number of touch
points/steps customers must go through

>

Piloted a Customer Care Card, which makes customers’ insurance information more
easily accessible

>

Established a closed-loop process whereby any customer who is not satisfied or has a low
NPS score is assigned to a specific claims manager for follow-up.
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Treating customers fairly (continued)

The Aviva Canada Customer Advisory Panel

Aviva Canada was the first Canadian insurer to establish an
online customer panel as part of its ongoing commitment to
revolutionise the insurance experience and offer exceptional
customer service.

The Panel comprises approximately 6,000 customers. In 2011,
panel members completed 500-1,000 feedback surveys
monthly. For each survey completed, a tree was planted in the Peruvian forest.

The Panel gives Aviva Canada a considerable competitive advantage through deep insight into
customer needs and preferences. Interactions with the Customer Advisory Panel will be further
increased and refined in 2012.
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Climate change and environment

From award-winning green buildings to making environmentally friendly changes to the way

we do business, Aviva North America is committed to protecting the environment. We are Perception
constantly looking for ways to improve our operations to reduce our carbon footprint and are 800/
focused on offsetting any remaining emissions with carbon credits gained from projects where 0

we operate. We remain focused on engaging our employees in environmental initiatives both

, of our employees
internally and externally.

believe we are making

In 2011, we made great strides in minimising our impact on the environment and our business decisions
environmental data shows that while we still have work to do, we are moving in the right that support the
direction. In 2012, we will continue to work with our employees and the community to environment — 18
minimise our impact on the environment. points above the North

American benchmark
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Environmental performance

UsS

A Our new US headquarters in lowa was awarded a Leadership in Energy and Environmental Canada
Design (LEED) gold certification by the U.S. Green Building Council in January 2011. 19%

A On Earth Day we held a community-wide shred day in Central lowa, which resulted in an reduction in

estimated 1,000 individuals recycling 18 tonnes of financial documents. o
CO7 emissions

A Media coverage on our commitment to the environment throughout the year resulted in

over three million impressions with a media value of nearly $500,000. Canada

17% reduction in total

Slanada | _ _ . N waste, 14% increase in
A 75% of Canadian employees now believe Aviva makes business decisions that support the recycled waste

environment. This represents an increase of two points from 2010.

A Developed electronic claims process to further ‘green’ the audit process. Canada
A Save Trees Eliminate Paper (STEP) programme has been adopted by 29% of brokers — 6 1%
an increase of 11% from 2010, which resulted in 70% print suppression of hardcopy
policies in 2011. reduction in water use

US — LEED certifications

Our new US headquarters in lowa was awarded a Leadership

in Energy and Environmental Design (LEED) gold certification by
the U.S. Green Building Council in January 2011. Aviva USA is
the largest LEED gold-certified building in lowa and one of only
five its size or larger in America to achieve that designation.

34.8%

reduction in water use

10.4%

increase in recycled waste
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Environmental engagement

At Aviva North America, we recognise internal and external engagement is essential to making “If we can rally together
environmentally friendly changes to the way we do business. Environmental education is vital for one day to change our
to building employee engagement in internal initiatives. We've also engaged externally with paper consumption habits

communities and organisations to improve the environment. imagine what we could
do on an ongoing basis.’

’

Canada

The Environmental Action Team, a group of employees from across the country, exchanges
ideas on how to reduce our carbon footprint. The group focused on encouraging employee
action during Earth Month in 2011:

Maxine Jones
compliance and
governance officer

A Earth Hour: On 29 March, Aviva Canada’s Head Office switched off the lights, appealing to
landlords at its other premises to follow suit, while recruiting over 100 members of staff to
pledge to do the same at home.

Canada
Used book and poster sale: Over $1,000 was raised from the sale of used books and posters
10%

at Head Office, which was donated to Evergreen Canada, a national charity that works to
‘green’ Canadian cities and one of our environmental charity partners.

>

Reduced paper

A 20-minute makeover: 280 Aviva employees across Canada took to the streets and cleaned consumption by almost
up their office grounds and surrounding neighbourhoods, collecting 4,200kg of litter. 10% on Paper Free Day,
A Paper-free day: On 20 April employees printed 10,692 fewer pieces of paper — the equivalent to 520 trees

equivalent of 520 trees.

Recycling

Over 18

tonnes of financial
documents recycled at
Aviva USA's Earth Day
Shred Event

Canada — community gardens

A team of 15 employees from our Enterprise Program
Management Office (EPMO) and MI Analytics department spent
two days building a beautiful garden at YouthLink, one of our
Street to School partners.

This garden provides a safe and comforting space for the at-
risk and homeless youth who use the services of YouthLink.
Everyone did their part in weeding, digging, planting and watering the plants — a great team
building exercise as well as making a vital contribution to our community’s environment.
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us

In the US, we frequently communicate with our employees about our commitment to the
environment and ask them to help us in this charge. From participating in our internal
composting programme and recycling, to volunteering at our on-site Shred Day, employees are
engaged in our commitment to the environment. Here are a few examples:

A Earth Hour: On 29 March, Aviva USA's Head Office switched off the lights in support of this
global movement; employees were encouraged to participate at home as well

A Office recycling drive: many employees took time to clean out their desks and cabinets and
drop off surplus paper in our recycling bins in honour of Earth Day

>

Aviva community shred event: On Earth Day, we invited the community to our Head
Office building for a community shred day, where we recycled over 18 tonnes of financial
documents for over 1,000 individuals.

US - engaging the community

In support of Earth Day, Aviva USA staged its first community-
wide Shred Day event in central lowa. Inviting area residents
to join in a document-shredding event posed the perfect
opportunity to reinforce our environmental commitment while
simultaneously carving out a caring position as a provider of
financial services.

In total we served over 1,000 individuals and collected over 18 tonnes of waste from the
community and our employees, while demonstrating our commitment to the environment
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A : P f Street to School
Sla aCI |C children reached

208,256

Asia is a rapidly growing financial market with a burgeoning middle
class and ageing population, making retirement and savings products
increasingly sought-after. Our purpose of ‘prosperity and peace of mind’
means we are looking to support our employees, customers and other
stakeholders with their life goals.

For us, corporate responsibility is being forward-looking.
It helps us develop our brand in the marketplace,
creates a framework for sustainability and ensures
we will be here for the long term.

Why is this important?

“In Asia we are privileged to be working in some of the
region’s most dynamic markets. We want to build a sustainable
business based on the needs of our customers, employees and
stakeholders. Looking at this year’s report | am proud that
our Street to School initiative has impacted the lives
of over 200,000 underprivileged children. We are
committed to contribute to the development

of the communities in which we operate.”

Simon Machell, CEO
Asia Pacific
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Overview Trust

0Cs

PACT
Paying for It

PDP
RightCall
RNPS
ROI
ROTAD

Royal Mail's Responsible
Mailing Programme

SRI
SST

STEP
STOXX

Street to School

Sustainable stock exchanges

Talking Talent

Twinkling stars

UK Carbon Reduction
Commitment Energy
Efficiency Scheme

UNEP
UNGC
UNPRI

Wellness for Life

Xsell

You are the Big Picture

Climate Attracting and
change and Sustainable retaining Developing
environment products talent communities

Microsoft Office Communications System — enables employees to
communicate worldwide through video and voice calls as well as
instant chat, supporting virtual working arrangements

Personal Allowance Carbon Tracking scheme

An educational resource that engages young people (aged 14-18)
with current economic issues

Personal development plan

Our confidential whistleblowing service
Relationship Net Promoter Score
Return on Investment

Repair Order to Aid Drying

Direct mail service using up-to-date address lists to cut down

on wasted mail. Customers also use materials that have been
produced using processes and resources that are less harmful to the
environment and are recyclable

Sustainable and Responsible Investments

Stress and Scenario Testing — a valuable risk management tool to help
businesses to identify and analyse their risks

Save Trees Eliminate Paper programme, Aviva in Canada

The STOXX Indices are licensed by STOXX Ltd. to financial institutions
and other users for use with Exchange Traded Funds (ETFs), mutual
funds, futures & options, structured products and other purposes

Our global community programme recognising that every child living
and working on the street has the right to fulfil their potential

Stock exchanges active in raising awareness of ESG issues and
standards among listed companies, driven by calls from institutional
investors through initiatives such as the UNEP Finance Initiative and
the UNPRI

Our global process to support performance management and
talent development

Our Street to School programme in China

A mandatory scheme to improve energy efficiency and cut CO»
emissions in large public and private sector organisations

United Nations Environment Programme
United Nations Global Compact
United Nations Principles for Responsible Investment

Aviva North America life insurance initiative which offers a financial
incentive for people to adopt a healthier lifestyle

Our technical platform for sales and marketing capabilities

Our global brand campaign committing to putting customers at the
heart of our business
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