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&’ MONDIAL ASSISTANCE

Mondial Assistance puts people at the heart of its new logo
Caring — Professional - Connected - Proactive
Mondial Assistance announces and asserts its values

Paris June 8th, 2006 — Today, Mondial Assistance Group, international leader in travel
insurance and assistance, unveiled its new logo. This new graphic signature maintains
several of the original logo’s essential elements from 1974, the year the Mondial Assistance
brand was created.

While the red colour, symbolic of the emergency nature of the Group’s business, and the
essential graphic style were preserved, the new logo now incorporates a humanlike figure at
its centre, a reminder that people are more than ever at the heart of all of the Group’s
activities. Moreover, a new letter font both energises and modernises the « Mondial
Assistance » signature.

This new logo will serve as the Group’s first building block on which it intends to develop its
international identity in the future.

Asserted values

Trust in Mondial Assistance is based on the professionalism of its staff members - their
proactiveness, their network and connections, and the care with which they deliver top
quality services. The Mondial Assistance brand conveys these values, all simultaneously
shared by staff, clients, service providers and shareholders, and applied coherently
throughout the world and in all Group entities.

All Group companies will gradually use the new logo in their different communication
material. And, as of today, the majority of the Group’s world-wide internet sites will display
this new graphic signature.

« Our new logo fully reflects the human nature of our business, which is above all about
serving people. Our corporate values reflect the unique character and personality of our
company, a culture which powers all the services and capabilities we bring to our customers.
», declares Klaus Dihrkop, President of the Executive Committee of Mondial Assistance
Group.

Mondial Assistance Group: an intervention every 3 seconds, anywhere in the world.

Worldwide leader in assistance, travel insurance and personal services, today Mondial Assistance Group counts
nearly 8,000 staff members speaking over 40 languages. They work throughout the world in collaboration with a
network of 400,000 service providers and 240 correspondents. 250 million people, or 4% of the world population,
benefit from the Group’s services, which it proposes on 5 continents in over 25 countries. The Group mainly
operates under its three international brands: ELVIA, Mondial Assistance and World Access.

Mondial Assistance Group is a member of the Allianz Group through AGF and RAS International, each holding a
50% capital stake. www.mondial-assistance.com
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Mondial Assistance in Italy was founded on January 1, 2002 following the corporate merger of CEA - Compagnia
Europea di Assicurazione into Elvia ltalia (historic Company belonging to the RAS Group). In 2005, the consolidated
turnover of Mondial Assistance in Italia was superior to 87,000,000 Euro. The holding to which it belongs, Mondial
Assistance Group (50% RAS, today Allianz SE, and 50% AGF), is headquartered in Paris and is present through its
Business Units in 25 countries on five continents. Mondial Assistance in ltaly has a staff of nearly 430, of which over
250 work in the Operational Headquarter that supplies services 24 hours a day for 365 days a year. In 2005, the
Operational Headquarter received 600,000 calls and managed over 150,000 cases.

Press contacts:

AGENZIA Mondial Assistance

Adam & Partner Integrated Communications | Enrico Franchini

Corso Marconi, 33 - 10125 Torino Marketing&Communications Manager
Tel (011) 66 87 550 - Fax (011) 66 80 785 Tel. 02-23695.467 cell. 348-5910899
Internet: http://www.adam.it

Matteo Brigatti E-mail: matteo@adam.it

Cautionary Note Regarding Forward-Looking Statements:

Certain of the statements contained herein may be statements of future expectations and other forward-looking statements that are based on
management's current views and assumptions and involve known and unknown risks and uncertainties which could cause actual results,
performance or events to differ materially from those expressed or implied in such stat its. In addition to statements which are forward-
looking by reason of context, the words "may, will, should, expects, plans, intends, anticipat beli , estimat predicts, potential, or
continue” and similar expressions identify forward-looking statements. Actual results, performance or events may differ materially from those
in such statements due to, without limitation, (i) general economic conditions, including in particular economic conditions in the Allianz
Group's core business and core markets, (ii) performance of financial markets, including emerging markets, (iii) the frequency and severity of
insured loss events, (iv) mortality and morbidity levels and trends, (v) persistency levels, (vi) interest rate levels, (vii) currency exchange rates
including the Euro - U.S. Dollar exchange rate, (viii) changing levels of competition, (ix) changes in laws and regulations, including monetary
convergence and the European Monetary Union, (x) changes in the policies of central banks and/or foreign governments, (xi) the impact of
acquisitions (e.g. Dresdner Bank), including related integration issues, and (xii) general competitive factors, in each case on a local, regional,
national and/or global basis. Many of these factors may be more likely to occur, or more pronounced, as a result of the event on, and following,
September 11", 2001.
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