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Thank you Bill. 
 
I’d also like to welcome our shareholders, policyholders and guests here today.  Bonjour et bienvenue à 
tous.  This is the first Annual Meeting in our new global headquarters at One York, and for those joining 
us here live, welcome to our new home!  
 
This morning I’d like to spend a few minutes to review our 2017 business performance – a positive year 
for the company. Then I’ll provide an inside look at how the Client 2020 strategy we launched 18 
months ago is progressing and positioning us for the future.  
 
Many companies say they are Client-focused, or Client-centric.  We aim to take this to a new level:  and 
that is, Client-obsessed.  This means introducing new ways to make it easier to do business with us, to 
increase proactive and personal contact, and to ensure better problem resolution.  It means new 
language, new reflexes, and new ways to measure and reward performance.  Above all, it requires a 
new and absolutely higher intensity of Client focus right across the firm. 
 
The journey is made easier because it’s anchored by a Purpose, a bigger outcome, one that really 
matters – helping our Clients achieve lifetime financial security and live healthier lives. This is our north 
star, and in a minute I’ll share some examples of how this is playing out across our businesses. But first, 
let’s review our performance.  
 
2017 Financial Performance 
2017 was another positive year for Sun Life. Underlying net income grew 9% to over $2.5 billion, we 
increased the dividend by 8% and continued to deliver against our medium-term objectives, including 
underlying Return on Equity that increased to 12.7%.  Over the past five years to December 31, Total 
Shareholder Return has averaged 19% per annum compounded annually, the best among Canadian 
banks and insurance companies, and among the leaders in the global life insurance industry.   
 
While all four pillars have contributed to this growth, Asia is our fastest growing pillar.  Underlying 
net income more than tripled over the past five years, from $106 million to $330 million.  Starting 
this quarter, we are now including our International High Net Worth Life Insurance business as part 
of Asia, given that most of the Clients are in Asia. And so as a $460 million business, Asia is now 18% 
of our Underlying Net Income, and this percentage will grow in the future.  
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Q1 2018 
Late yesterday we reported first quarter results, with underlying net income of $770 million, up 34% 
over last year, and an underlying ROE of 15.1%.  We announced a dividend increase of 2 cents per share, 
or 4%.  We also reported for the first time on the new Canadian capital rules, the Life Insurance Capital 
Adequacy Test, or LICAT.  What was a strong capital position under the old MCCSR rules, is even 
stronger under LICAT, as it’s a more risk-based system that reflects the de-risking we’ve done across the 
company. 
 
Yesterday we disclosed that after the quarter end we will transfer $1.2 billion of cash up to SLF, the 
holding company, bringing cash to $2.9 billion.  So we have a strong LICAT ratio; low leverage of 22%; 
and a significant amount of cash at the holding company – all of these together provide for both a 
strong defense, and a strong offense. 
 
Growth 
Our Four Pillar strategy is designed for growth, and growth in attractive markets that have less 
balance sheet risk.  Growth will continue to come from three, long-term macro drivers of demand: 
 
First, the aging baby boomers in Western markets.  Boomers are looking for financial plans, investment 
solutions and strategies to help ensure their hard-earned savings will last throughout retirement.  
 
Second, the downloading of responsibility from governments and employers to individuals.  From 
changes in healthcare, to the shift from defined benefit to defined contribution pensions, these 
trends place more weight on the shoulders of people to provide for themselves, and we’re there to 
help.  
 
And third, we continue to see the remarkable shift of millions of Asians to the middle class, where they 
have the need, and the means, to save for their kids’ education, to protect against illness, and to save 
for the future.  
 
One place this shows up is in the Value of New Business, or VNB.  VNB is our metric that reflects not just 
sales in a given year, but the present value of net income that will emerge in future years from those 
sales.  Last year VNB grew by 13%, and it was up 21% the year before that, reflecting the potential in our 
Four Pillar strategy. 
 
Rallying around our redefined Purpose and becoming one of the best  
What we do really matters to Clients and their families, and ultimately to our communities.  We serve 
millions of Clients around the globe and they have entrusted us with nearly $1 trillion of their money to 
invest for their retirement, for their kids’ education, to cover health expenses and provide financial 
protection in the case of illness or the loss of a loved one. It’s a big responsibility and one we take very 
seriously. 
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Here are a few stories that bring to life how our Purpose really touches our Clients, and touches our 
hearts.  
 
The first story comes from Indonesia. A Client under the age of 40 – active and involved in her 
community – was diagnosed with terminal cancer. As part of her financial planning, she had a life 
insurance policy with Sun Life, naming her siblings as her beneficiaries.  
 
Sadly, she lost her fight with cancer, and her family reached out for help from her Sun Life advisor. They 
commented later on how smooth the process was, during what was such a difficult time. One of her 
brothers used this as an opportunity to plan his own future. From the proceeds of his sister’s policy, he 
bought his own life insurance policy and used the rest to open a restaurant, which he named after his 
sister, honouring the legacy she left for her family.  
 
The second story comes from the U.S., from our Stop-Loss clinical team, who identified a better care 
solution for a plan member requiring infusions every eight weeks. Our team raised the possibility of 
shifting from hospital-based infusions to convenient in-home treatment. From a business perspective, 
this saved the employer more than $300,000.  Just as important, from a Client perspective, this 
individual could now receive treatment in the comfort of their own home. A real win-win. 

 
What Client-focused means at Sun Life  
So across the organization, you can see and feel the passion to create better experiences for our Clients. 
We’re making it easier for Clients to access Sun Life with more touchpoints – mobile, online, on the 
phone, or in person.    
 
We launched Sun Life GO in Canada, an easy way to buy life insurance online, with far fewer questions 
on Clients’ health.  In Asia, the customers of telco partners in three different countries can now buy 
insurance from Sun Life on their mobile devices.  
 
Mobile has grown as a key point of interaction with Clients. We’ve launched apps in Canada, Hong Kong, 
the Philippines, Malaysia, Indonesia, India and the U.S. For example, in Canada, Clients can submit 
health claims in real-time, check investment balances, make contributions, and connect with their 
advisor on their mobile. They can even rate their dentists and other allied health professionals, with 
more than 4 million ratings and counting. There’s a reason the Sun Life app is the #1 Client-rated app 
among financial institutions in Canada. 
 
In many cases, Clients still want to meet with an advisor to discuss broader financial planning needs. We 
strongly believe in the value of financial advice from a trusted advisor, and continue to invest in our 
advisors around the world including more digital tools to help them be more productive and proactive.  
 
We’re using data to be more personal and proactive with our Clients. Data is behind Ella, our interactive 
digital coach for benefits and pension plans, and Ella now employs more than 100 personalized nudges 
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for Clients, nudges that help people navigate the investment and protection decisions they need to 
make.   
 
As one example of a nudge, we reached out to thousands of Clients last year to take advantage of a free 
replacement glucometer to help better manage their diabetes through a Bluetooth-enabled upgrade.  
The feedback was gratifying. As one Client said, “I think focusing on proactive versus reactive health is 
really important and love that you did this.”  Helping our Clients live healthier lives is an important part 
of our Purpose. We are building a platform that combines data, predictive modelling and digital 
touchpoints to bring that Purpose to life.  
 
In the U.S., we announced a strategic relationship with Collective Health, a Silicon Valley healthtech 
company that provides a compelling alternative to traditional health plans in the large, self-funded 
employer market. By combining their innovative health platform with our Stop-Loss and disability 
capabilities, we believe we can create an improved benefits experience for self-funded employers and 
their employees. 
 
Investment returns are clearly an important area of Client focus.  MFS has continued to deliver strong 
investment performance for Clients.  In this year's Barron's ranking of U.S. mutual fund families, MFS 
earned the number two spot for 10-year performance – a testament to their focus on delivering value 
for Clients over longer horizons.  And remarkably, in nine of the last ten years, MFS has ranked in the 
Top 10 of the Barron's list, based on 10-year returns.  

 
Talent and Culture  
Along with digital and technology, we’re also investing in talent and culture.  We have added nearly a 
thousand new jobs over the past three years just in Canada to advance our innovation, digital, data and 
Client experience capabilities. An intensified Client focus is also embedded in our employee programs, 
with 25% of our annual incentive plan for all employees now tied to Client Net Promoter Score and 
other measures of the Client experience.  
 
We’ve changed many of our offices into “BrightWork” spaces, like the one we’re in today at One York. 
These vibrant and collaborative environments are energizing, and can be a real draw for top talent. 
We’re also changing our training, technology, and processes – including the deployment of more agile 
ways of working.  
 
And it’s nice to see our progress is being recognized.  For the ninth year in a row, Canadians voted Sun 
Life the Most Trusted Life Insurance Company according to the 2018 Reader’s Digest Trusted Brand 
survey. We were also one of only two North American insurance companies listed on the Corporate 
Knight’s 2018 Global 100 Most Sustainable Corporations in the World.  
 
Our focus on communities continues. Since 2012, we’ve pledged more than $22 million dollars to fight 
diabetes, making it the largest community wellness initiative in Sun Life’s history.  
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We do have an obligation to help make our communities better, and the Canadian pharmacare 
conversation taking place right now is a great example of this.  Today, 25 million Canadians are covered 
for prescription medicines through their employers or through insurance they’ve taken out on their 
own, and those plans generally work quite well.  They cover a wide range of medicines.  Claims 
payments work well. Insurance companies are increasingly proactive, providing feedback and 
information on pharma usage that improves the health of Canadians.   
 
But there are two serious problems that need to be solved.  First, more than 4 million Canadians are not 
enrolled in a plan or don’t have access to coverage, and we need to fix that. Second, we have two-tier 
medicine prices in Canada – lower prices negotiated by governments who’ve banded together for bulk 
price negotiations, and higher prices charged by pharma companies to the remaining buyers.  We need 
to bring all buyers into the same tent, to negotiate equally low prices for Canadians.   
 
We don’t think the solution is to abandon the plans that 25 million Canadians are happy with today.  For 
one thing, they would not be happy to find out that the typical provincial drug formulary covers only 
4,400 medicines, versus the 14,000 that a typical health plan covers today.  But we can leverage the best 
of what works in the public and private system today, expand it to increase access to coverage, and 
combine our purchasing power to achieve equally low medicine prices for all Canadians.  And that would 
be far more affordable than the cost of having governments take over all of pharmacare.  We are keen 
to help solve what is a solvable problem. 
 
In closing 
To wrap up, Sun Life aspires to become known as one of the best performing insurance and asset 
management companies in the world.  And though our Client journey is in full motion, there’s a lot of 
wood left to chop.  I believe that it is the intensity of effort, the persistency of effort, and the shift from 
being Client focused to being Client-obsessed, that will win the day. There is a “buzz” around Sun Life 
today, a sense of opportunity, momentum and tremendous alignment around our Purpose. I’m excited 
about what we’ve done so far and look forward to what’s coming next.  
 
Thank you to our Board, led by Bill Anderson, for both the challenge and support that you bring to us, 
and for your unflagging commitment to Sun Life and all of our stakeholders.  Thank you to our 
shareholders for your support and interest in the company’s affairs.  Thank you to every one of our 
employees, advisors and business partners around the world for your commitment and enthusiasm.  
And thank you to our Clients – it is truly an honour to serve you.   
 
Thank you. 


