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Disclaimer

This presentation has been prepared by Huize Holding Limited (the “Company” ) and has not been independently verified. No representations, warranties or undertakings, express or implied, are made by
the Company or any of its affiliates, advisers or representatives or the underwriters as to, and no reliance should be placed upon, the accuracy, fairness, completeness or correctness of the information or
opinions presented or contained in this presentation. None of the Company or any of its affiliates, advisers, or representatives or the underwriters accept any responsibility whatsoever (in negligence or
otherwise) for any loss howsoever arising from any information presented or contained in this presentation or otherwise arising in connection with the presentation. The information presented or contained in
this presentation is subject to change without notice and its accuracy is not guaranteed. Neither the Company nor any of its affiliates, advisers or representatives make any undertaking to update any such
information subsequent to the date hereof. This presentation should not be construed as legal, tax, investment or other advice.

This presentation contains statements that reflect the Company’ s intent, beliefs or current expectations about the future. These statements can be recognized by the use of words such as “expects,”

“plans,”  “will,” “estimates,” “projects,” “intends,” or words of similar meaning. These forward-looking statements are not guarantees of future performance and are based on a number of
assumptions about the Company’ s operations and other factors, many of which are beyond the Company’ s control, and accordingly, actual results may differ materially from these forward-looking
statements. Caution should be taken with respect to such statements and you should not place undue reliance on any such forward-looking statements. The Company or any of its affiliates, advisers or
representatives or the underwriters has no obligation and does not undertake to revise forward-looking statements to reflect future events or circumstances.

In evaluating its business, the Company uses certain non-GAAP measures as supplemental measures to review and assess its operating and financial performance. These non-GAAP financial measures
have limitations as analytical tools, and when assessing the Company’ s operating and financial performances, investors should not consider them in isolation, or as a substitute for net (loss)/income
attributable to the Company or other consolidated statement of operations data prepared in accordance with U.S. GAAP.

This presentation does not constitute an offer to sell or an invitation to purchase or subscribe for any securities of the Company for sale in the United States or anywhere else. No part of this presentation
shall form the basis of or be relied upon in connection with any contract or commitment whatsoever. Specifically, these materials do not constitute a “prospectus” within the meaning of the U.S. Securities
Act of 1933, as amended, and the regulations enacted thereunder (the “Securities Act” ). This presentation does not contain all relevant information relating to the Company or its securities, particularly
with respect to the risks and special considerations involved with an investment in the securities of the Company and is qualified in its entirety by reference to the detailed information in the prospectus
relating to the proposed offering. Any decision to purchase the Company’ s securities in the proposed offering should be made solely on the basis of the information contained in the prospectus relating to
the proposed offering.

THE INFORMATION CONTAINED IN THIS DOCUMENT IS HIGHLY CONFIDENTIAL AND IS BEING GIVEN SOLELY FOR YOUR INFORMATION AND ONLY FOR YOUR USE IN CONNECTION WITH
THIS PRESENTATION. THE INFORMATION CONTAINED HEREIN MAY NOT BE COPIED, REPRODUCED, REDISTRIBUTED, OR OTHERWISE DISCLOSED, IN WHOLE OR IN PART, TO ANY
OTHER PERSON IN ANY MANNER. ANY FORWARDING, DISTRIBUTION OR REPRODUCTION OF THIS PRESENTATION IN WHOLE OR IN PART IS UNAUTHORIZED.

By attending this presentation, participants agree not to remove these materials, or any materials provided in connection herewith, from the conference room where such documents are provided.
Participants agree further not to photograph, copy or otherwise reproduce this presentation in any form or pass on this presentation to any other person for any purpose, during the presentation or while in
the conference room. Participants must return this presentation and all other materials provided in connection herewith to the Company upon completion of the presentation.
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(2006-2015) (2015-2020) (2020—)
Online Insurance Digital Insurance Smart Insurance
Q 1. Pioneered a two-sided Q . B2B2C distribution model 01. Al technology to enhance
; platform model in industry ! . Co-developed products with ! : efficiency, risk management ano!
i 2. Provided one-stop | insurer partners ; customer lifetime value :
digitalized online insurance i 3. Developed intelligent i 2. Ecosystem investment around
experience for users underwriting system core Huize platform

To become the go-to portal platform for the young generation in China’s online insurance industry



#1 Independent Online Long-term Life and Health Insurance Product and
Service Platform in China®

end insurance
\atform 10 recomme™ | Products Suitap)q
Insurer Partners AP insurance client’s protection neegds to Insurance Clients

mOMm T 5 1
KA A
Rich Products Selection ‘i M ﬁ% ﬁ

e g GWP Growth \
[PEADR | ' | :
CHINA TAISING Cost Saving Price & Terms Transparency Young Professionals
A S o _Crm- ®
FI( E{;uﬁms e Data & Tech X Pain Points < o
Support Data and Technology Solution & w ==}
Empowered Insurance
FOSUNHEALTH stributi . :
Distribution Platform Streamlined Transaction Tech-Savvy

AN Experience

e Consumer Insight \
Ea 1z /ﬁ%/\f? Risk Control Long-Term Engagement a:.ia; @'6%
| L i

SINATAY LIFE INSURANCE CO .,LTD.

LN

OAS o
£ ﬁ‘l& Char iav;““aw Lifetime Value

Taikarg
ge by,
o . e
kerage Commission from the insurance policies W

Driven by innovative technology and leveraging proprietary client intelligence big data,
the dual engine “insurer-client” platform model forms a virtuous cycle with strong network effects

Notes:
1. As measured by GWP facilitated in 2018



Huize at a Glance

Large, High-Quality and Young Client Base Well Established Partnership and Service Capability

222 M 4 H o &R& e

6.8 Million 57.6 Million 32.7 744 18.3%
Insurance Clients®() Insured®@) Average Age® Insurer Partners® Consultants, Sales & Research & Technology
Marketing Professionals Professionals as % of
® Total Employees®

Long Proven Track Record of Operating Performance Robust Growth and Profitability
A :
% | I

. / |

&
RMB1,220MM RMB34MM
15 Years 1,752 ~949% RMB3,020MM 2020 2020

Protecting Clients Insurance Products(®) Persistency Rate(®) Total GWP Facilitated®) Revenue Non-GAAP Net Profit®)

Strategic Focus on Long-Term Insurance Products Unique Co-Developed Products with Insurers

9 <
1 O |
[ ] a
93.4% 42. 7%
GWP for Long-Term Insurance Products Co-Developed Insurance Products
as % of Total GWP®) Contribution to Total GWP®)

Notes:
1. Cumulative as of December 31, 2020 4. In cooperation as of December 31, 2020, excluding different branches

2. Insurance clients refer to clients who purchased policies; Insured refer to clients covered under policies 5. Non-GAAP net profit, excluding share-based compensation expenses
3. In FY2020 6. Persistency rates for long-term life and health insurance in the 13t and 25" month



Uniquely Positioned to Capture Industry Sweet Spot

GWP of China’s online insurance market by product

RMB Billion, 2018-2023E

CAGR
P&C +30.9%
' Health +76.5% |
292.0
1845 Life +31.0%

32%
12%
56%

)
35% 10%
55%

2018 2019E 2020E 2021E 2022E 2023E 2018 2019E 2020E

GWP of China’s online insurance market by channel

RMB Billion, 2018-2023E

CAGR

Direct Sales +0.6%

Bancassurance +24.7%

Independent i
productand .73 5oy !
service platform ]

2021E 2022E 2023E

Emerging opportunity for China’s online long-term life and health insurance market

2018 2023E

GWP, in RMB Billion!
877.4

China’s online insurance market

184.5

@ China’s online independent insurance
product and service platform market

® Long-term life and health insurance
sold through online independent
insurance product and service
platforms in China

Huize's Long-term L&H Market
Share?

= Huize
= Other online independent insurance platforms

Source: Oliver Wyman Report, Huize’s Prospectus.

Notes:

1. Circle sizes are for illustration purpose only and are not necessarily proportionate to real market size

2. Calculated as Huize’s long-term L&H GWP facilitated as a % of China’s long-term L&H insurance sold through online independent insurance platforms (RMB2.3 billion) in 2018
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Data and Technology Empowered Platform Provides Seamless Experience
and Drives Customer Lifetime Value

Insurance Sales / Conversion

Client Acquisition Client Education

Client

Assessment Product Design Underwriting

DAD @ &! ‘ Huize’s Consultants
f

Online Advertisements N\

& Search Engines '

Data & Technology Empowered

Clients’ Online
Education

\ =,
N {

2)

Educational
Key Opinion Leader

Data Science Data Analytics Machine Learning




. I
Leverage Internet and Data Intelligence to Simplify and Streamline

Insurance Distribution Process

We offer one-stop insurance experience covering all stages of insurance transactions

Select and purchase Underwrite insurance In-force policy Claims

insurance policies policies administration settlement

We move risk management forward through our intelligent underwriting system, and offer clients a simple and smooth transaction experience

__________________

1 : \
. i Clients complete . | |
Generate insurance . o : . . .
: 1 self-report of health 1 Clients fill in insurance 1 Clients complete 1 Clients complete premium Insurer issues
product recommendations I o o " : : | : L
O conditions through | application through an insurers’ further payment online digital insurance
based on client’s | O - : : | : : | . : o
Huize’s intelligent I online service portal review online via PC or mobile end policies
needs and preferences 1 o I 1 1
. underwriting system I I
]
1 N 1
| Huize is integrated to |
---------------- \ insurance companies’ J
Clients with complex ! S o o coresystems | _ _ 2

medical history )

e - ==

Online manual

underwriting
by insurer partners

Huize requires insurer
partner to return application
results within 1 day

Fl!ter and retc_";un hlgh-qua_llty Build client health information and
clients to maintain our price . L : Reduce drop-out rate
risk-based pricing information

competitiveness

- ——

I ] Huize’s underwriting process



Massive Client Intelligence Data to Enhance Risk Management and

Product Customization Capabilities

We Accumulated Massive Insurance Data and Intelligence

Risk-based Pricing Information

Underwriting
requirements

Rejection data Claims data

Client Intelligence Data

0 e Risk exposure e

: : Clients' fast-
: information of :

Client health o evolving

. : individual

information ) : product
clients & their

. preferences

families

Under strict confidentiality

. io®
Mar, ket Intelligence Data & Risk-based Pricing Informatio

Design Term Package

Assist Insurer Partners

Premium Range From
Actuarial Model

with Pricing
s EEEEEEE= ~ FEEEEEEE= ~
l -~ \ l \
B e 9
! | ' |
: Insurer I : Reinsurance |
\ Partners ] \ Companies |

- - — - - - - — -

Better understanding of users and risks to better pair clients and policies
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Rich Product Offerings to Better Capture the Evolving
Protection Needs Throughout Customer Lifecycle

475 384

1,277

1

Products® ~_ —MA— Products® Products®
T~o 42.7%
Contribution

to total GWP®)
95 6 . Life & Health Property & Casualty R 4.4%
5.. / 0 _--" (L&H) '3.,“/ "'3 (P&C) Contrlbutlon(l)
Contribution am cae to total GWP

to total GWPW
Tailor-made

* Leverage intelligence

» Long-term health insurance products: primarily critical data to design
illness insurance _ competitive products  Travel insurance products
« Short-term health insurance products: less-than-1-year for specific target - _
) . . . * Individual casualty insurance products
illness and disease insurance clients S A O
« Life insurance products: term life insurance products; whole * Assist insurer partners P P
life insurance products; annuity insurance products with pricing and risk
control

Options of products &
' F ------ ]l product portfolio to serve
o =|: ------ the evolving demands of
e NuUIZe.com vounger Senior Care our clients
Generatio

Note:
1. In FY2020
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Strategic Focus on Sales of Long-term Policies Generates
Recurring Revenue and Profit

Case Study - Our commission rate on 1st year premium: long-term life and health insurance vs P&C insurance

Life & Health

Insurance ~75% ~15% ~10% ~5% ~5% ~110%
Products

Property &
Casualty
Insurance
Products

10-98% N.A. N.A. N.A. N.A. ~40%

- The sales of long-term life and health policies provide us with better margins, recurring
revenue and profit from renewal policies, leading to enhanced cash flow visibility
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Deep Management Bench with Insurance and TMT Expertise
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Over 23 years of insurance

\
|
. . . |
Cunjun MA Founded Huize in 2006 industry-related experience MENEST
Foun_der, Chair_man, _ PING AN :
Chief Executive Exceptional insurance Wo_rked in Shenzhen branch of :
Officer expertise and insights Ping An Property Insurance ,
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/
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Our Growth Strategies

G “Serve Our Clients”

Maximize customer lifetime
value through deeper long-term
engagement

e “Enhance Capabilities”

Deepen cooperative relationships
with insurer partners and further
diversify product mix

e “Insurance Technology”

Invest in Al technology to optimize
operating efficiency and improve
customer experience

W
H

hmz e.com

G “020 Interaction”

Strategically launch offline service

centers to improve customer

engagement and brand recognition

e “Online Insurance Portal”

Develop Huize brand as a go-to
portal for information about long-term
life and health insurance

a “Ecosystem Investment”

Pursue acquisition opportunities to
expand product and market

coverage

15



Financial and Operating
Performance
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Robust Growth Track Record in Insurance Clients and GWP

Cumulative Number of Insurance Clients® (mm) GWP (RMB mm)

16.7% 48.7%
3,019.9

2017-2020 CAGR 2017-2020 CAGR

‘ 1,452.0

2,014.3

548.9

YoY
+63.0%

1,047.0
941.0

2017 2018 2019 2020 2017 2018 2019 2020 4Q19 4Q20
m First year premiums Renewal premiums

Notes:
1.As of December 31, 2017, December 31, 2018, December 31, 2019 and December 31, 2020
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Strong Growth in Brokerage Income with Improved Revenue Mix

Total Operating Revenue (RMB mm) Brokerage Income Breakdown (RMB mm)

Increasing contribution from life and health insurance businesses

46.7% 48.3%

1220.2 1215.4

4.1%

2017-2020 CAGR 0.4% 2017-2020 CAGR

‘8.

YoY
+50.3%

YoY
+52.5%

-%

2017 2018 2019 2020 4Q19 4Q20 2017 2018 2019 2020 4Q19 4Q20
m Brokerage income = Other income " m Life and health insurance Property & casualty insurance

Note:
1.Primarily consists of service fees charged to insurance clients for risk assessment and insurance consulting services provided before they purchase insurance products

18



——————————————————————————— L
Operational Efficiency — Client Conversion

Staff Breakdown

Numbers of Employees Categorized by Function (As of December 31, 2020)

1314
348 396
240
161
131 38
Insurance consulting Sales, marketing and training Client service Product management Research and technology General and administrative Total

Improving Operational Efficiency and Productivity

GWP per Employee Operating Revenue per Employee
(RMB ‘000) (RMB ‘000)
24.4% 22.8% |
> | o 928.6
2017-2020 CAGR 5 298.2 2017-2020 CAGR 856.3
n 1295, 7 6643
> | 1,736.5 :
958.9 408.9
2017 2018 2019 2020 2017 2018 2019 2020
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Robust Liquidity and Free Cash Flow

Cash and Cash Equivalents and Restricted Cash (RMB mm) Net Cash (Used in)/Provided by Operating Activities (RMB mm)
" 728.9 . . .
Strong cash position Improving cash flow from operating activities
106.3% 23.1%
2017-2020 CAGR 44.5% 2018-2020 CAGR

152.3
I
- |
40.3 95.6% :
02:6% . 30.4% 4.4% |
I
2017 2018 2019 2020 (85.3) -
m Cash and cash equivalents Restricted cash"” 2017 2018 2019 2020 40Q19 40Q20

Notes:

1.Primarily consists of unremitted insurance premiums and guarantee deposits required by China Banking and Insurance Regulatory Commission. Unremitted insurance premiums were RMB3.3 mm, RMB121.2 mm, RMB136.7 mm and RMB193.5 mm as of
December 31, 2017, December 31, 2018, December 31, 2019 and December 31, 2020 respectively. The restricted cash balance related to the guarantee deposits was RMB24.5 mm as of December 31, 2017, December 31, 2018, December 31, 2019 and
December 31, 2020. The Amount of pledged deposits as of December 31, 2020 was RMB 106.380 mm
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