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MetLife is committed to building a more secure future for individuals, families and 
communities around the world.

MetLife demonstrates its commitment to corporate responsibility through the security 
it provides customers, the claims it pays during their times of need, its activities and 
investments in the communities that it serves, and MetLife’s long-term investments in the 
broader economy. MetLife manages its business with the goal of responsibly delivering 
long-term value for all of its stakeholders:

•  For the communities we invest in: MetLife invests for the long term so the company can 
deliver on its promises to its customers while helping to grow the global economy.

•  For our shareholders: MetLife creates value and delivers fair returns for our shareholders 
over the long term.

•  For our business: MetLife weaves its culture of ethics, integrity and risk management into 
the fabric of the organization — employees at all levels are responsible for managing risk.

•  For customers: MetLife listens closely and shapes products and services to fulfill their 
needs and meet their rapidly evolving expectations.

•  For employees: MetLife goes beyond providing a paycheck and benefits for employees — 
it helps the global team in more than 40 countries grow and thrive by providing training and 
development, supporting health and wellness and promoting diversity and inclusion.

•  For the environment: MetLife has reduced the company’s environmental footprint and is 
committed to promoting a healthy planet for generations to come.

•  For the underserved: MetLife is focused on improving financial health. MetLife and MetLife 
Foundation provided $45 million in grants in 2017, including $30 million for financial inclusion.

MetLife’s 
Corporate 
Responsibility 
Strategy
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Investing for Impact
• Increased our impact investments to $50 billion, representing more than eight percent 

of total Combined Managed Assets at the end of 2017. 

• Grew impact investments nearly 12 percent year over year from 2016 to 2017. 

• Committed to making progress on Environmental, Social and Governance (ESG) 
initiatives. In 2018, we enhanced MetLife Investment Management’s ESG platform by 
forming a new Responsible Investments Strategies group.

Managing Risks through Ethics and Integrity
•  Elevated the Chief Risk Officer role to MetLife’s Executive Group.

• Undertook a global employee communications effort to further ingrain the 
importance of ethics and integrity into the culture.

• Required five training courses — on topics such as anti-money laundering, mobile 
security and social media security — to help secure our information and maintain 
MetLife’s integrity and reputation.

Simplifying our Products for a Better Customer Experience
• Announced the launch of a first-of-its-kind digital benefits platform for small 

businesses in the United States, in partnership with IBM.

• Created new product development process to simplify offerings and more  
clearly connect our products to customer needs.

• Recognized by J.D. Power for providing “An Outstanding Customer Service 
Experience” for the Customer Solutions Center’s Live Phone Channel for Auto and 
Home agents and brokers (first time) and Retirement Income Solutions (second  
year in a row).

Creating a Great Place to Work
•  Designed offices according to best-in-class standards for employee wellness, 

featuring wellness rooms, sit-stand desks and café-style areas for meetings.1 

• Ensured that employees in more than 30 countries had access to over 350 activities 
from the Wellness for Life program and its network of local wellness champions.

• Simplified the performance assessment process by improving the approach and 
increasing manager flexibility.

Promoting Supplier Inclusion and Development 

• Conducted business with 600 diverse business partners, representing 11.1 percent of 
MetLife’s total supplier spend.

• Ensured that 100 percent of requests for proposal included at least one  
diverse supplier.

• Contributed to more than $416 million in economic output and supported 2,500 jobs 
across the U.S. through diverse supplier spend.

Protecting the Environment
• Achieved carbon neutrality for second year in a row.

• Implemented 60 energy efficiency projects in 17 countries, designed three new 
offices to high standards in energy management, and hosted an educational energy 
action campaign for employees in 20 countries.

• Mobilized 10,000 employees to promote responsible environmental stewardship 
through Our Green Impact, MetLife’s environmental employee engagement program.

MetLife Foundation
• Contributed $45 million to improve financial inclusion and build stronger  

communities (MetLife Foundation, MetLife, Fundación MetLife México and MetLife 
Foundation Korea).

• Committed $170 million toward our five-year $200 million financial inclusion goal, 
reaching more than 6 million low-income individuals in 42 countries.

• Provided more than 66,000 volunteer hours to an array of organizations. Forty-five 
percent of those hours supported financial inclusion efforts.

2017 Global  
Impact Highlights

4  

1 New York City, Tokyo and Galway
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MetLife has helped generations of people around the world protect their finances, property, family and 
future. In the process, we have shown our commitment to safeguarding families, serving communities 
and strengthening society as a whole. 

We’re building a stronger and more agile company that can thrive in a variety of environments. We are 
transforming MetLife and embracing new opportunities that build on our expertise in asset management, 
employee benefits and financial protection. We are investing in innovation, partnering with startups, 
digitizing our business and equipping ourselves to compete in a changing world. At MetLife, we are 
working hard to build a more protected world. 

About MetLife
Our Purpose: Building a More Protected World
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MetLife, Inc. (NYSE: MET), through its subsidiaries and affiliates (“MetLife”), is one of the 
world’s leading financial services companies, providing insurance, annuities, employee benefits 
and asset management to help its individual and institutional customers navigate their changing 
world. Founded in 1868, MetLife has operations in more than 40 countries and holds leading 
market positions in the United States, Japan, Latin America, Asia, Europe and the Middle East.
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Our Refreshed Enterprise Strategy 
In late 2016, MetLife began one of the most dramatic 
transformations in its history. We launched a refreshed 
enterprise strategy to reinvent how we do business so the 
company can thrive in a variety of economic environments. 
Throughout 2017, we worked to implement this strategy, by 
listening carefully to our customers, building new solutions and 
aligning our employees around the world with our mission to 
become a nimbler, more successful company.

Our Values 
Though our strategy is changing, our values remain rooted in 
our original philosophy: We believe that by putting customers 
first, aiming to be the best and making things easier for our 
customers, we will succeed together as One MetLife.

Put Customers First 
Caring for and respecting customers 
is core to everything we do. It defines 
our work and shapes the culture 
for our people, radiating out to our 
shareholders and communities.

Be the Best 
We are relentless in our search for new 
and better ways of doing things. As a 
leader in our industry, we constantly 
raise the bar, take calculated risks and 
learn quickly from our mistakes.

Succeed Together 
United by our purpose, we live by a 
collective commitment to honesty, 
integrity and diversity. We are open 
and inclusive, proudly taking and 
applying the best ideas from every 
part of our company.

Make Things Easier 
Products in our industry aren’t always  
easy to understand. That’s why we 
are always looking for simpler ways to 
connect customers to the best solutions. 
By doing this, we aim to exceed their 
expectations and build trust.

One MetLife
Digital. Simplified.

Optimize value 
and risk

Drive operational  
excellence

Strengthen  
distribution advantage

Deliver the 
right solutions for the

right customers

Transform our company. Achieve superior shareholder returns.



Our Primary  
Products and Services

• Accident and Health Insurance

• Annuities

• Property and Casualty Insurance

• Credit Insurance

• Dental Insurance

• Disability Income Insurance

• Legal Services

• Life Insurance

• Medical Insurance 

• Retirement Planning, Pension 
and Savings Products

• Vision Insurance
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Our Products 
In the United States, we provide a variety of insurance and 
financial services products, including life, dental, disability, 
property and casualty insurance, guaranteed interest, 
stable value investment products and annuities to both 
individuals and groups.

Outside the United States, we provide life, medical, dental, 
credit and other accident and health insurance, as well as 
annuities, endowment and retirement & savings products to 
individuals and groups.    

Separation of our U.S. Retail Business 
We are restructuring our operations to reflect the evolution 
in our strategy. In January 2016, we announced our  
intent to separate a substantial portion of our U.S. Retail  
business — a decision driven by a strategic review of 
our business and the impact of regulatory and economic 
factors. In 2017, we completed the spin-off of Brighthouse 
Financial, Inc., creating two independent, publicly-traded 
companies. As a separate company, Brighthouse Financial 
aims to benefit from greater focus and more flexibility in 
products and operations. At the same time, the separation 
was designed to bring significant benefits to MetLife as 
we focus even more intently on our Group business in the 
United States and our international operations. 

Visit metlife.com and brighthousefinancial.com for  
more information. 

Argentina 
Australia 
Bahrain 
Bangladesh 
Brazil 
Bulgaria 
Chile 
China 
Colombia 
Cyprus 
Czech Republic 
Ecuador 
Egypt 
France 
Greece 
Hong Kong 

Hungary 
India 
Ireland 
Italy 
Japan 
Jordan 
Korea 
Kuwait 
Lebanon 
Malaysia 
Mexico  
Nepal 
Oman 
Poland 
Portugal 
Qatar 

Romania 
Russia 
Saudi Arabia 
Slovakia 
Spain 
Turkey 
Ukraine 
United Arab Emirates 
United Kingdom 
United States  
Uruguay 
Vietnam

Where We Operate

MetLife Foundation
Everyone needs access to the right financial tools to 
achieve their goals. This understanding inspires MetLife 
Foundation’s focus on financial inclusion to enable 
individuals to accelerate progress toward financial well-
being. The Foundation does this by partnering with 
outcomes-oriented organizations that provide advice, 
products, services and support to help people navigate 
life’s challenges and achieve their long-term financial goals. 
Since its creation in 1976, MetLife Foundation has provided 
more than $783 million in grants and $70 million in program-
related investment to make a positive difference for the 
individuals, families and communities we serve. 

MetLife Asia’s innovation center, LumenLab, is 
based in Singapore.

http://metlife.com
http://brighthousefinancial.com


2017 Dow Jones Sustainability  
North America Index 

Fortune magazine 
World’s Most Admired Companies2

Bloomberg Financial Services 
Gender-Equality Index

Junior Achievement
Gold U.S. President’s Volunteer  
Service Award

J.D. Power 
Received “Outstanding Customer Service 
Experience” award from J.D. Power for 
Retirement & Income Solutions and Property 
& Casualty Agent and Broker Customer 
Solutions Center for the live phone channel3

WorldatWork 
Work-Life Seal of Distinction 2017

U.S. Business Leadership Network  
& American Association of People  
with Disabilities
Best Places to Work for Disability 
Inclusion

Working Mother magazine 
100 Best Companies

G.I. Jobs magazine
Military Friendly Employer

Hispanic Association on  
Corporate Responsibility 
Corporate Inclusion Index

National Association for  
Female Executives  
Top 50 Companies  
for Executive Women

Women’s Business Enterprise  
National Council 
One of America’s Top Corporations 
for Women’s Business Enterprises

Dave Thomas Foundation 
Best Adoption-Friendly Workplaces 

Human Rights Campaign Foundation 
Best Places to Work for LGBT Equality

LATINA Style Magazine 
Best Places for Latinas to Work

Reader’s Digest 
Most Trusted Brands
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Selected Awards and Recognition
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2  From FORTUNE Magazine, February 1, 2018. ©2018 Time Inc. FORTUNE and The World’s Most Admired Companies are registered trademarks of Time Inc. and are used under license. FORTUNE and Time Inc. are 
not affiliated with, and do not endorse products or services of, MetLife.

3  J.D. Power 2017 Certified Contact Center ProgramSM recognition is based on successful completion of an audit and exceeding a customer satisfaction benchmark through a survey of recent servicing interactions. 
For more information, visit www.jdpower.com/ccc.

http://www.jdpower.com/ccc


Investments Goals

Goal Progress

Expand our responsible investment 
efforts by forming a Responsible 
Investment Strategies group by the 
end of 2018.

Achieved. Effective April 1, 2018, a Responsible Investment Strategies group was formed to oversee and grow our responsible  
investment platform.

Risk Management and Ethics Goals

Goal Progress

Ensure a strong risk culture by 
encouraging all employees to 
complete Three Lines of Defense risk 
management training.

On target. Continued to promote risk awareness through training and enterprise-wide messaging that included enrolling new employees in 
the Three Lines of Defense training course.

Elevated the role of Global Chief Risk Officer to the Executive Group in 2017.

Manage risks within our approved risk 
appetite statements. 

On target. Conducted annual review of Enterprise Risk Appetite Statement (RAS) and obtained approval from Board of Directors. 

Updated the RAS to reflect improvements in the company’s risk profile as a result of the Brighthouse Financial separation.

Customer Goals

Goal Progress

Expand measurement of customer 
loyalty through Net Promoter Score 
programs.4

On target. Enhanced NPS programs to allow for more efficient measurement. Added questions to the Relationship Net Promoter Score (rNPS) 
survey to measure redesigned experiences. 

In 2017, rNPS was successfully extended to China, Turkey, the United Arab Emirates and the United Kingdom.

Standardize product development 
process and improve “experience 
design” to deliver best possible  
end-to-end customer experience.

New goal. Piloted a new, globally consistent product development process to more clearly connect our new products to customer needs.

Introduced the discipline of “experience design” to enable us to consistently create differentiated customer experiences.

MetLife sets goals that relate to interactions with employees, customers, suppliers, communities and the environment. We report on our progress toward these 
goals as part of our commitment to making a global impact.

Our Global Impact Goals

9  MetLife 2017 Corporate Responsibility Report  |  Our Global Impact Goals

4 These goals have been modified from those previously reported in the 2016 Global Impact Report.
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Employee Goals

Goal Progress

Create a culture of health, with 
wellness programming in every 
country.

On target. Ensured that employees in more than 30 countries had access to over 350 activities from the Wellness for Life program and its 
network of local wellness champions.

Ensure all MetLife employees are 
thinking about their health and have 
access to plans and programs.

On target. Launched the “Health & Happiness” initiative, promoting practices proven to lead to greater happiness and emotional wellbeing. 
Employees took part in mindfulness trainings, fitness activities, community service projects and events to strengthen social ties.

Cultivate a culture of inclusion,  
where all employees can actively 
participate in our Diversity Business 
Resource Networks (DBRNs) and 
other inclusion efforts.

On target. DBRNs around the world provided members career and personal development, opportunities for networking, peer support and 
community outreach.

Supplier Inclusion Goals

Goal Progress

Achieve 10 percent growth with 
diverse suppliers year over year 
through 2020.

Achieved, and intend to maintain or grow moving forward. Grew company spend with diverse suppliers to 11.1 percent, even as the total 
number of suppliers decreased.

Strive to attain 100 percent of all 
sourcing initiatives to include a 
diverse supplier.

Achieved, and intend to maintain. Included at least one diverse supplier in 100 percent of our requests for proposal, in compliance with 
MetLife Global Procurement’s “Rule of One.”

Implement a diverse supplier 
mentorship program to achieve 15 
percent program growth by 2020.

Achieved, and intend to grow moving forward. Launched the program and first mentorship module. The upcoming module will represent 
20 percent growth.



11  MetLife 2017 Corporate Responsibility Report  |  Our Global Impact Goals

MetLife Foundation Goals  

Goal Progress

Commit $200 million over five years 
(from a 2013 baseline) to ensure more 
low-income people have access to 
quality financial services.

On target. Committed $170 million toward our $200 million financial inclusion goal, reaching more than 6 million low-income individuals in 
42 countries.

Support a culture of volunteerism 
by committing a total of 150,000 
hours of volunteering to MetLife 
communities over the next three 
years (through 2020).

New goal. Plan to provide opportunities for MetLife volunteers to participate in traditional hands-on and skills-based initiatives worldwide, 
with a focus on those that support MetLife Foundation’s financial inclusion efforts.

Environmental Goals

Goal Progress

Become carbon neutral in 2016 and 
going forward.

Achieved. Achieved carbon neutrality in 2016 and maintained this status in 2017.

By 2020, reduce energy consumption 
across the company’s global footprint 
by 10 percent (from a 2012 baseline).

On target to exceed goal by 2020. Implemented 60 energy efficiency projects in 17 countries, designed three new offices to high 
standards in energy management, and hosted an educational energy action campaign for employees in 20 countries.

By 2020, reduce location-based 
carbon emissions by 10 percent (from 
a 2012 baseline).

On target to exceed goal by 2020. Achieving emissions reductions through an array of efforts including energy efficiency projects, 
workspace sustainability best practices, real estate consolidation and collaboration tools that reduce travel.

By 2020, require 100 of MetLife’s top 
suppliers to disclose their greenhouse 
gas (GHG) emissions and emissions 
reduction activities.

On target. Worked with 90 suppliers to disclose their GHG emissions and reduction activities through the CDP questionnaire. Identified 
opportunities for performance improvement and recognized suppliers for environmental achievements.
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Creating Value through
Responsible Investing

Key Highlights
• Increased our impact investments to $50 billion, representing more than eight percent  

of total Combined Managed Assets at the end of 2017. 

• Grew impact investments nearly 12 percent year over year from 2016 to 2017. 

• Committed to making progress on ESG initiatives. In 2018, we enhanced MetLife 
Investment Management’s ESG platform by forming a new Responsible Investments 
Strategies group.

MetLife Investment Management
MetLife Investment Management, MetLife’s institutional asset management platform, 
provides institutional investors — including corporate and government pension plans, 
insurance companies and other financial institutions — with long-term public and private 
investment and financing solutions. With operations in the United States, Latin America, Asia 
and the Europe, Middle East & Africa (EMEA) regions, MetLife Investment Management has 
$587.3 billion in combined assets under management for third-party institutional investors, 
separate accounts and MetLife’s general account.

MetLife 2017 Corporate Responsibility Report  |  Creating Value through Responsible Investing 12  
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Our Strengths

Financially strong with access to 
MetLife, Inc.’s balance sheet to fulfill 
our obligations to clients, investors 
and people.

Diversified investment strategies 
that allow us to navigate economic 
and market uncertainty, and capitalize 
on emerging opportunities.

Sizable investment portfolio and 
operation gives us breadth and depth 
across asset sectors and markets.

Fundamental research-driven 
approach by our in-house team 
of strategists, analysts and sector 
specialists.

More than 900 investment 
professionals located in key financial 
markets all around the globe.

Leading private asset originator with 
a competitive advantage across real 
estate, agriculture, infrastructure and 
corporate private placements.

Investment Fundamentals
• Global Platform 

MetLife Investment Management is uniquely positioned to 
leverage MetLife’s expertise in asset-liability management across 
our global business.

• Research-based Approach 
We take a rigorous, research-based approach to identifying 
investment opportunities for our institutional investor clients, 
with a proven track record of delivering sustainable risk-adjusted 
returns across short-, medium- and long-term investment 
horizons and multiple asset classes.

• Risk Management Focus 
In parallel with our investment capabilities, MetLife Investment 
Management has embedded a risk management culture across 
our organization. We incorporate proprietary risk management 
models, systems and processes into our investment framework. 
We also benchmark the value of each asset and the relative value 
of asset classes to determine the most attractive returns against 
each client’s unique risk profile.
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MetLife Investment Management  
Combined Managed Assets
Diversified Global Portfolio: $587.3 billion, as of 
December 31, 2017

General  
Account

Separate  
Account

Unaffiliated/ 
Third Party Clients

($ in Billions)

$136.9 $2.4 $67.4 Investment Grade Corporate

$71.0 $14.7 Mortgage Loans

$47.4 $3.4 $22.8 U.S. Government and Agency

$49.3 $3.0 $16.6 Structured Finance

$61.5 $2.1 Foreign Government

$8.3 $6.0 $12.4 Corporate Equity

$13.8 $7.7 Below Investment Grade Corporate

$17.6 $0.1 $3.5 Cash and Short-Term Investments

$14.2 $5.2 Real Estate Equity

$420.0 $14.9 $152.4 Total

3.3%

3.6%

3.7%

4.5%

35.3%

14.6%12.5%

11.7%

10.8%

$587.3 Billion
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MetLife’s Promise
For 150 years, MetLife has been a stable, well-respected 
provider of financial services and products that represent 
long-term promises to our customers. We help our 
customers meet their financial needs so that they can 
live fuller, more secure lives. MetLife’s presence in 
communities around the world runs deep, allowing us 
to positively impact millions of individuals. Through 
investments, job creation, benefit payouts, tax payments 
and other direct and indirect economic activities, MetLife 
enables local economies to grow, to prosper and to thrive.

Our ability to deliver on policies many years into the 
future requires that we seek out stable, secure and 
diverse investments. With this in mind, we invest in 
assets offering competitive, risk-adjusted returns that 
help ensure we can honor our financial commitments. In 
selecting and monitoring these investments, assessing 
risk is an integral part of our due diligence process. We 
utilize a vigorous risk management discipline across our 
investment portfolio and carefully assess the risks and 
benefits presented by each investment, including relevant 
environmental, social, economic and governance risks.

ESG Strategy Drives Long-term Results 
MetLife has adopted ESG practices to foster a culture of 
investing in companies whose practices are consistent 
with our ideals. We consider a wide variety of factors in 
our ESG approach to provide a full picture of risks and 
opportunities. We incorporate an evaluation of indicators 
and demonstrations of positive social responsibility as part 
of any potential investment. For example, analysts not only 
look at various financial ratios, but also evaluate the quality 
and depth of the management team, strategies to protect 
and grow the competitive position, risks and benefits arising 
from environmental, product development, employee talent 
management practices and evolving regulatory and other 
government policy factors.
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Responsible Investing
A responsible investment strategy 
incorporates environmental, social and 
governance (ESG) considerations in the 
investment decision making process to 
support sustainable long-term returns.

Our ESG Philosophy in Practice 
•  Research 

We begin with a bottom-up fundamental research process 
when assessing the financial risk — both qualitative and 
quantitative — of any investment opportunity. As part of 
this evaluation, MetLife Investment Management focuses 
on ESG considerations that are specific to each sector.

•  Buy and Manage 
MetLife Investment Management has a long-term “buy 
and manage” investment approach. We believe that 
evaluation of ESG factors in our screening process 
is essential in evaluating new transactions, and we 
periodically review existing investments to ensure that 
they remain within the ESG parameters we employ across 
a range of sectors.

•  Ongoing Engagement 
Engagement with investee companies is also an integral 
part of the investment process. Our practice is to query 
companies on relevant ESG-related matters prior to 
committing to a transaction, and we continue our 
diligence through the life of the investment to ensure 
ongoing compliance to our standards. We engage in a 
frequent and ongoing dialogue with senior management 
and their executive teams to understand their future 
strategic priorities and evolving day-to-day practices, to 
ensure the investee company’s goals and activities remain 
aligned with our ESG principles.

Looking Ahead

Within MetLife Investment 
Management, we have made 
progress on our ESG initiatives 
and are committed to doing 
even more. In 2018, we 
enhanced MetLife Investment 
Management’s ESG platform 
by forming a new Responsible 
Investments Strategies group  
that will act as a partner to 
our institutional clients and an 
advisor to MetLife’s corporate 
social responsibility functions.
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As of December 31, 2017, MetLife 
Investment Management’s Impact 
Investments totaled $50 billion, 
or more than eight percent of 
total combined managed assets. 
They include Green Investments, 
Community, Affordable and Other 
Housing Investments, Infrastructure 
Investments and Municipal Bond 
Investments.

These assets are sourced for 
both MetLife’s general account 
portfolio and MetLife Investment 
Management’s institutional  
investor clients. The assets are 
originated globally.

15.9 16.0 17.2 

9.8 11.8 
15.3 

13.6 
14.9 

15.1 1.8 
2.1 

2.4 

0.0 

10.0 

20.0 

30.0 

40.0 

50.0 

60.0 

12/31/15 12/31/16 12/31/17 

Supporting Minority and Diverse Firms
In addition to these impact investments, we also strive 
to support financial services firms that are focused  
on diversity.

We conducted over $2.7 billion in business with capital 
markets firms, including boutique investment banks 
and broker-dealers that are owned by, or focused on 
employing, African American executives, women and 
disabled veterans.

We believe it is our responsibility not just to invest 
our money, but to do business with firms that support 
minority groups within our community.
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Investing for Impact
We define impact investments as those 
that generate social and/or environmental 
benefits while also providing economic 
returns. We recognize the opportunity to 
use them as a means to create both financial 
and societal value.

At MetLife Investment Management, we 
focus primarily on four core areas:

• Green Investments

•  Community and Affordable and  
Other Housing Initiatives

• Infrastructure

• Municipal Bonds

Green Investments 
MetLife Investment Management is committed to sound 
environmental stewardship, demonstrated by consistent 
investment in green building and renewable energy 
opportunities. In 2017, we invested in more than $500 
million in green initiatives, bringing our total green 
investments to $15.1 billion.

Real estate is a key focus. We hold equity stakes in 
55 LEED-certified real estate properties. It is our belief 
that we can support the broader real estate sector’s 
transition to a more energy-efficient, sustainable sector 
in the future. We have ESG committees that evaluate our 
investment opportunities, and we participate in the Global 
Real Estate Sustainability Benchmark (GRESB) survey.

Renewable energy projects continue to generate 
sustainable, long-term returns. We have ownership 
stakes in almost 40 wind and solar farms that produce 
clean energy to power almost 1.5 million homes. We also 
own Energy Savings Performance Contracts, which are 
debt financings under which the U.S. government, military 
or other government agencies contract with a service 
provider to install energy-efficient equipment.

We continue to seek out attractive investments in  
high-quality, public green bonds. According to our 
research, almost $130 billion in green bonds were issued  
in 2017, with significant growth in long duration paper  
(16-30 years). We expect this growth in the longer  
duration spectrum to provide additional investment 
opportunities.

$Billions

$41.1
$44.8

$50.0

Impact Investments

Community and Affordable  
Housing Investments Green Investments

Infrastructure Municipal Bonds
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Community and Affordable Housing 
Investments
MetLife Investment Management is committed to 
investing in affordable housing projects that bring 
significant tangible benefits to our communities.  
In 2017, we made investments of more than $200 
million in community and affordable housing 
initiatives, including U.K. social housing projects, 
bringing our portfolio to $2.4 billion.

In 2017, MetLife committed $7 million in the first 
closing of SIMA Off-Grid Solar and Financial Access 
Senior Debt Fund I. The fund will advance the financial 
innovations to accelerate the adoption of off-grid solar 
energy. The fund lends to both solar energy companies 
and microfinance institutions serving low-income people 
in Africa and South Asia.

We are a long-time investor in affordable rental 
housing for low-income households in the United 
States. These investments are facilitated by the federal 
Low-Income Housing Tax Credit under Section 42 of the 
U.S. tax code. The high-quality rental housing created 
through these investments is affordable to households 
earning less than 60 percent of an area’s median income.

We continue to support social housing providers in 
the United Kingdom and its overseas territories by 
investing in nonprofit organizations that provide rental 
homes at below-market rents to low-income earners, 
including teachers, nurses, council workers, the elderly 
and infirm.

Infrastructure Investments
MetLife Investment Management continues to support 
communities with investment and job creation by 
investing in infrastructure projects that build or upgrade 
airports, ports, roads, pipelines, transmission lines and 
power generation, including renewable energy projects. 
In 2017, we invested more than $3.2 billion, bringing 
our infrastructure portfolio to $15.3 billion.

We continue to source attractive alternative 
investment opportunities within the infrastructure 
sector. Our investments support the construction and 
long-term operation of power plants and alternative 
energy facilities that offset greenhouse gas emissions, 
while helping to meet renewable energy targets set by 
local governments.

We help build and improve communities worldwide, 
providing small town and large city municipalities with 
water utilities, sewage treatment and removal services, 
and electricity and gas infrastructure.

We work with local, state and federal governments 
on large-scale infrastructure projects such as airports, 
ports, rail and other transport infrastructure, with our 
public-private-partnership model creating local jobs and 
enhancing economic opportunity.

Municipal Bond Investments 
MetLife Investment Management’s municipal bond portfolio 
supports infrastructure, education, community health and 
affordable housing, spanning approximately 400 municipal 
entities in 47 states and Washington D.C. In 2017, we made 
more than $800 million in investments, bringing our total 
portfolio to $17.2 billion.

We have invested in the nonprofit hospital sector for 
approximately 20 years. Our efforts are targeted at 
institutions that provide crucial healthcare services to  
lower-income or otherwise underserved families in rural, 
urban and suburban centers. As of the end of 2017, our 
hospitals portfolio was $1.3 billion. 

Over the last two years we have significantly increased 
our investment in universities in the United States and 
the United Kingdom. These universities typically use the 
funds to improve and maintain their residential and academic 
infrastructure, including growing fields like science, 
technology, engineering and math (STEM), thus ensuring they 
continue to provide a high-quality education to students.

We also invest significantly in municipal bonds that 
support water infrastructure projects across the 
United States. In 2017, we invested in State of California 
Department of Water Resources bonds to facilitate the 
Central Valley Project Water System. To date, MetLife 
Investment Management has invested in approximately $1.3 
billion in drinking water and waste water initiatives.

Read On
• MetLife Investments website

• MetLife 4Q 2017 Investments Factsheet 

• MetLife 4Q 2017 Combined Management Assets

https://www.metlife.com/investments/
http://investor.metlife.com/phoenix.zhtml?c=121171&p=irol-factsheet
http://investor.metlife.com/phoenix.zhtml?c=121171&p=irol-factsheet
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Key Highlights
• Elevated the Chief Risk Officer role to MetLife’s Executive Group.

• Undertook a global employee communications effort to further ingrain the importance of ethics and integrity into the culture.

• Required five training courses — on topics such as anti-money laundering, mobile security and social media security — to help secure 
our information and maintain MetLife’s integrity and reputation.

Our Approach
MetLife’s culture of ethics, integrity and risk management is woven into the fabric of the organization. Employees at all levels, and in all 
departments, are responsible for managing risk. We expect all employees to meet the highest standards of business conduct and to fully 
comply with applicable laws, regulations and company policies.

Our risk management framework is designed to address all risks that are material to the business. Both financial and nonfinancial risks, 
including environmental, social and governance issues, are identified and managed through processes and tools. The framework provides 
for an independent, dedicated risk management team led by the Chief Risk Officer (CRO), who is independent of our business lines. Given 
the increasing importance of the risk function to the operation of financial services companies, the CRO position was elevated to MetLife’s 
Executive Group in 2017.

Risk management programs and practices are embedded in business and strategic decision-making processes. We continuously evaluate 
and refine our ethics and risk management practices to ensure they align with our company strategy.

Our risk management framework provides strong governance through multiple committees at the Board and senior management level. 
These committees are established at the enterprise, regional and, in certain instances, subsidiary insurance company level. They oversee 
market, credit, insurance, operational and emerging risks. The risk committee structure provides consolidated enterprise-wide assessment 
and management of risk. The committees, which meet on a regular basis throughout the year, are comprised of senior leaders from the lines 
of business and functional areas, as appropriate, to ensure comprehensive coverage and sharing of risk reporting. 

The framework includes a formally adopted Enterprise Risk Appetite Statement (RAS). The RAS is a comprehensive written expression 
of the types and aggregate level of risk that the company wishes to assume. It establishes boundaries for managerial risk-taking as the 
organization pursues its strategic objectives and business plan. To support the RAS, there is a cascaded set of Segment Risk Appetite 
Statements that define the aggregate approved risk profile for each of our major operating segments. These cascading statements help 
regional and country committees support prudent risk management and comply with regulatory requirements.

Managing Risks through 
Ethics and Integrity
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Read more about MetLife’s corporate governance guidelines and the role of the Board in our 2017 Proxy Statement.

http://investor.metlife.com/phoenix.zhtml?c=121171&p=irol-proxy
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Identifying Emerging Risks
To identify emerging risks, MetLife employs both a 
bottom-up and top-down approach. Under the bottom-up 
approach, the businesses are responsible for identifying 
emerging risks that may impact their operations. The 
respective risk officer will review risk ratings and escalate 
emerging risks to the heads of Regional Risk Management 
and Corporate Risk Management.

Under the top-down approach, members of the Emerging 
Risk Committee and other second-line-of-defense 
partners perform surveillance of industry white papers 
and assessments of world, economic, industry and internal 
events to identify additional potential emerging risks 
impacting the company. 

MetLife Code of Conduct  
Our expectations for appropriate business conduct and 
ethical decision-making are defined in MetLife’s Code of 
Conduct. Available in 21 languages, the Code is a guide 
for employees in every market where we do business. 
It reflects our core values and provides clear guidelines 
for holding ourselves to the highest standards of ethical 
behavior. It also provides specific ethical guidance for 
employees involved in financial management and for 
members of our Board of Directors. Employees can report 
Code violations through multiple channels. Violations can 
result in disciplinary action. In 2017, we updated the Code 
with the new MetLife brand, streamlined the content and 
added practical guidance.    

Each year, all employees are required to reaffirm their 
commitment to and compliance with the Code. Code 
of Conduct training is required for all new hires and was 
launched to the full global employee population in 2017.

Three Lines of Defense

MetLife uses a risk management approach called the 
“Three Lines of Defense.” In this framework, the business 
lines are the first and primary line of defense in identifying 
and reporting on risks. The second line of defense 
comprises the Global Risk Management function and 
other units, including Corporate Ethics and Compliance 
and Information Technology Risk and Security. This 
second line of defense provides oversight and advice to 
the business lines. The final line of defense is the internal 
audit function, which provides independent assurance 
over the risk and control environment. Together, these 
three lines of defense allow us to deliver on our promises 
to customers, employees and stakeholders.

We continue to promote risk awareness through focused 
training and enterprise-wide messaging. All new employees 
participate in an interactive module to understand the Three 
Lines of Defense framework, including their specific role for 
helping to manage risk at MetLife.

Governance

1st Line of Defense

Business Management, 
Corporate Partners

2nd Line of Defense

GRM, Compliance, IT Risk

3rd Line of Defense

Enterprise Internal Audit

Primary Responsibility & 
Accountability 

Owns Risk Control Environment 
Identify, Measure & Mitigate Risk

Oversight & Advisory 
Advises Business 

Independent Monitoring

Independent Assurance 
Validates Control Health 

Provides Objective Opinion

Senior MetLife Management

Executive Team

MetLife Three Lines of Defense Model
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Employee Training to Uphold MetLife’s Ethical 
Culture and Protect Business Information
Maintaining an ethical culture and strong security 
practices have been central to MetLife’s success over 
our 150 years of operation. We encourage our employees 
to speak up and ask questions when something does 
not appear right. Throughout 2017, our employees 
participated in five courses to learn how to protect 
MetLife’s integrity and reputation:

1.  Anti-Money Laundering: Training in money  
laundering detection and prevention and how to  
report suspicious activity.

2.  Code of Conduct Training: An overview of our code  
of conduct and the laws that regulate our business. 

3.  Information Lifecycle Management: A refresher on 
properly managing records, such as invoices, email, 
database files and presentations.  

4.  Mobile Security: A course on how to keep mobile 
devices secure and protect information when using 
devices at work.

5.  Social Media Security: An explanation of our policy on 
using social media websites and apps.

For each training, employees, their managers and senior 
management receive status updates to ensure employees 
complete their courses in a timely manner.

Acting on the Global Ethics Assessment
In response to MetLife’s first Global Ethics Assessment in 
2015, we have continued to develop initiatives based upon 
the results, including an increased focus on encouraging 
employees to speak up and report concerns.  Throughout 
2017, we continued to raise awareness about the actions 
necessary to maintain our ethical culture, including 
through a communications campaign highlighting real 
examples from MetLife’s operations. We continued the 
development of an online global reporting tool which 
will provide employees with an additional channel for 
raising concerns. We also began planning for a follow-up 
ethical culture assessment, which will provide a snapshot 
of the current state of our ethical culture, evaluate the 
effectiveness of our ongoing cultural initiatives and 
identify additional improvement opportunities. 

Shaping Policy with Integrity
We manage our operations with a deep understanding 
of global and local regulatory structures. By engaging 
policymakers on the costs and benefits of regulations, 
we improve our ability to offer customers the products 
and services they need. We are active in a variety of 
trade associations, business coalitions and think tanks 
throughout the more than 40 countries in which we 
operate. We serve in a leadership role in many of these 
organizations. Our involvement allows us to share our 
sector’s experience and expertise with policymakers and 
advocate for our customers by ensuring a level playing 
field across the industry.

MetLife forbids political contributions both in the United 
States and across the world without express approval 
from Global Government Relations. In 2017 no political 
contributions were made by the company outside the 
United States. Read more about political contributions 
made in the United States in our Political Activities Report. 

Compliance Risk Management Program
MetLife’s Compliance Risk Management program provides 
ongoing, enterprise-wide evaluation of current and 
potential compliance risks.

A key component of this program is the development of 
our Annual Compliance Plan, which enables Corporate 
Ethics and Compliance to monitor controls that mitigate 
compliance risks. It also helps to ensure that compliance 
resources are appropriately deployed.

In 2017, we established a unit to monitor and test controls 
for our key compliance risks, be more consistent in our 
approach to compliance risk oversight and allow us to 
focus on local risks in our operations around the world. 

We also refined the process for conducting due 
diligence for third-party engagements, and we trained 
our compliance employees globally on their oversight 
responsibilities. This is important because MetLife 
contracts with many third parties, which have the potential 
to expose us to compliance risk. 

MetLife continually looks for ways to improve our 
management of compliance risks. We are exploring options 
to enhance our digital capabilities in this area. While digital 
technology is used minimally in the compliance field, new 
tools are now being developed. By combining these new 
tools with advanced data analytics, in the future there 
could be opportunities for companies like MetLife to be 
even more accurate in analyzing compliance risks. 

https://www.metlife.com/assets/cao/chairman/governance/conduct/2016-Political-Activities-Report.pdf
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Anti-Corruption Policy 
As a leading provider of global financial services, MetLife 
complies with anti-bribery laws and regulations, including 
the U.S. Foreign Corrupt Practices Act and the U.K. Bribery 
Act. We have a zero-tolerance policy toward all forms 
of corruption and bribery, whether committed by our 
employees or by third parties acting on behalf of MetLife.

MetLife’s Global Anti-Corruption Policy, which was revised 
in 2017, documents enterprise-wide minimum guidelines 
and procedures for anti-corruption compliance. Recent 
revisions reflect our efforts to continually enhance the 
ways in which we manage and mitigate corruption risks and 
foster a culture of compliance.

Each employee has a responsibility to read, understand and 
uphold the spirit and letter of the Global Anti-Corruption 
Policy. Compliance with the policy is integral to promoting 
transparency, fairness and “doing the right thing,” as well as 
maintaining our reputation for trustworthiness and integrity.

Anti-Money Laundering Policy 
MetLife complies with all applicable laws and regulations  
to prevent money laundering, which is documented in  
the company’s Global Anti-Money Laundering Policy.  
The policy ensures a consistent approach to preventing 
money laundering, terrorist financing and sanctions risks  
at MetLife.

The objective of the policy is to establish guiding principles 
and global minimum standards to (i) ensure we comply 
with laws and regulations, trade and economic sanctions 
programs, and government guidance; (ii) protect the 
company from being used by money launderers, terrorists, 
and other criminals for illicit purposes; and (iii) educate 
employees about identifying money laundering and terrorist 
financing risks and behavior.

Protecting our Customers’ Privacy
MetLife recognizes that protecting the privacy rights of 
our customers and employees builds confidence in the 
company. It’s also the right thing to do. MetLife’s global 
privacy program and information technology risk and 
security program work hand in hand to ensure we protect, 
limit the use of, limit access to and appropriately process 
personal information.

To properly safeguard personal information, MetLife has 
a Global Privacy Policy, which establishes enterprise-
wide principles to mitigate privacy risks and requires 
each operation to build and maintain controls over the 
collection, use and protection of personal information. 
These include: (i) privacy notices, consents and individual 
rights; (ii) information security safeguards; (iii) third-party 
risk management; (iv) cross-border data transfers; and (v) 
employee training. The policy establishes processes to 
protect all data and conduct privacy impact assessments. 

Ultimately, managing privacy risk and protecting customer 
personal information is the responsibility of everyone at 
MetLife. The processes we have developed aim to ingrain 
privacy protections into the fabric of MetLife’s business 
practices, including the provision of privacy training for 
employees and promotion of privacy awareness globally.

Global Sales Practices Policy
Regulators in many countries are increasingly interested 
in how financial services companies conduct themselves 
in each jurisdiction where they do business. In particular, 
regulators expect companies to ensure that they provide 
customers with appropriate financial solutions and products 
for their needs in a straightforward manner.

MetLife’s Global Sales Practices Policy aims to address 
these concerns. All MetLife sales activities must comply 
with the basic principle of treating customers fairly. Our 
Global Sales Practices Policy codifies the key MetLife value 
of putting the customer at the center of everything we do. 
Matching each customer’s needs to the correct product is 
critical to ensuring that customers are treated fairly and that 
we create lifetime customer value.

Antitrust Guidelines
MetLife’s Antitrust Guidelines provide basic guidance on 
antitrust laws in the United States for employees of MetLife 
and its affiliates. MetLife’s policy is to conduct business 
in full compliance with antitrust laws. Those laws are 
designed to preserve and foster free and open competition, 
reasonable prices, efficient services and a productive 
economy. MetLife’s guidelines are intended to ensure that as 
we compete vigorously, we do so fairly. To help employees 
protect themselves and the company, we have included 
guidelines in our Code of Conduct to treat our competitors 
with respect and comply with competition laws.

Read On
• Corporate Governance

• Ethics and Integrity

• Ethics and Fraud HelpLine

• Code of Conduct

• Customer Privacy Guidelines*

• Political Activities Report 

* Note: Non-U.S. operations have their own version of an online privacy policy 
based on applicable regulatory requirements.

https://www.metlife.com/about/corporate-profile/corporate-governance/index.html?WT.ac=GN_about_corporate-profile_corporate-governance
https://www.metlife.com/about/corporate-responsibility/overview/ethics-and-integrity/index.html
https://www.metlife.com/about/corporate-profile/corporate-governance/corporate-conduct/
https://www.metlife.com/about/corporate-profile/corporate-governance/code-of-conduct/index.html
https://www.metlife.com/about/privacy-policy/index.html
https://www.metlife.com/assets/cao/chairman/governance/conduct/2016-Political-Activities-Report.pdf
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Key Highlights
• Announced the launch of a first-of-its-kind digital benefits platform for small businesses in the United States, in partnership with IBM.

• Created a new product development process to simplify offerings and more clearly connect our products to customer needs.

• Recognized by J.D. Power for providing “An Outstanding Customer Service Experience” for the Customer Solutions Center’s Live Phone Channel 
for Auto and Home agents and brokers (first time) and Retirement Income Solutions (second year in a row).

• Launched the 15th annual U.S. Employee Benefit Trends Study, and related studies in Greece and the United Arab Emirates, demonstrating 
continued advocacy and expertise for employers.

• Established a partnership with the U.S. Chamber of Commerce and launched the Small Business Index, which measures the health of small 
businesses in the United States.

• Announced MetLife Digital Ventures and MetLife Digital Accelerator, powered by Techstars, two new insurtech programs that are providing 
advantages in identifying and capitalizing on emerging consumer and technology trends.

• Paid approximately $45 billion to policyholders.

Simplifying our Products for 
a Better Customer Experience
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Our Approach
Every year, MetLife serves millions of customers around the globe. We listen closely 
to customer needs and work hard to provide easy access to and comprehensive 
support for our products. We know that in today’s changing world, we need to give 
customers what they want, when they want it, through platforms of their choice.

We are investing heavily in our digital transformation, to update foundational 
standards for our business, capture areas of competitive advantage and 
accelerate disruptive innovation. Digital is core to our success, and it’s at the 
center of our enterprise strategy. It allows us to do more for — and with — our 
customers, and do it faster, simpler and more easily. 

Based on what we have learned from customers and through the process of 
transforming our company’s strategy and operational practices, we have also 
created a standard new product development process. We are now fully focused 
on producing products that meet the precise needs of our customers.

Listening to our Customers

MetLife conducts in-depth market research 
with our customers and potential customers 
worldwide to understand what is important to 
them and how they prefer to interact with our 
company. We use this research to identify unmet 
needs and pain points across all segments. We 
are working to put the customer at the heart 
of everything we do by targeting our products 
to their specific needs, understanding their 
purchase journey and investing in systems to 
improve our customer interactions.
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MetLife’s Digital Transformation
MetLife is in the midst of a large-scale, digital 
transformation of our business. We are working 
to digitize our business processes and the way we 
distribute our products, use data analytics more 
effectively and innovate the way we operate to better 
serve our customers. Our investments in these areas 
are prioritized across several horizons, which we are 
working on concurrently.

Foundational standards
The first horizon of our digital investments includes 
areas in which we can improve the foundational 
standards of the way we do business. An example of 
a foundational standard is that all customers should 
be able to easily engage with MetLife through digital 
channels to perform basic tasks. To address this need, 
for example, we are working to standardize our use 
of tools for customer relationship management, sales, 
marketing and service. 

We are also leveraging exponentially growing 
volumes of data to generate value across the 
enterprise. MetLife launched a big data platform in 
2013, and we now have more than 200 predictive 
models to support areas such as customer service 
and claims. 

In addition, we have made significant progress 
in developing automated systems to improve our 
efficiency and the experience of our customers. We 
have used robotic processing automation technology 
since 2016, and we now have 65 “software robots” 
across claims, policy administration and finance 
processes. We will continue to scale up our capacity 
in this area in the coming years.

Opportunities for competitive advantage
Our horizon two investments focus on repositioning 
our business for growth and competitive advantage by 
providing customers with convenient, digital channels 
with which to do business with us. We have developed 
a number of first-in-industry platforms that promise to 
be transformative for how we serve customers, such as: 

•  A sales platform in Japan, called eMirai, which 
provides a simple online shopping experience, 
featuring drag-and-drop functionality and a virtual 
shopping cart. The platform has improved accuracy 
and reduced turnaround time for our customers from 
16 to 6 days. We are now working to roll this out to 
other markets. 

•  A new digital benefits platform for small businesses 
in the United States, being developed in partnership 
with IBM, expected to launch in late 2018. This 
platform will make it easier to do business with 
MetLife and will offer an expanded set of benefit 
options. Both customers and brokers will have 
access, on a single platform, to information about 
enrollment, claims, benefits and other topics. As the 
platform evolves, we look to add new features, such 
as integration with blockchain networks for highly 
secure, permissioned transactions. 

•  A digital platform for auto and home insurance, 
which allows customers to purchase policies online in 
minutes and significantly reduces operating expenses 
and increases speed to market. MetLife offers a 
100-percent digital experience from quoting to claim 
service for both auto and home lines.
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Digital Tools to Improve Customer 
Experience

MetLife developed several digital tools in 
2017 to support our customers:

•  A natural language-based automated 
voice response platform provides a 
human-like conversation experience to 
U.S. customers, leading to a 10% increase 
in customer satisfaction. 

•  An AI software tool in the U.S. Customer 
Solutions Centers provides employees 
with real-time feedback during calls 
resulting in greater confidence and 
customer empathy and a more effective 
phone call.

•  A digital claims tool in Australia, optimized 
for desktop, tablet and mobile devices, 
allows customers to manage their claims 
and track progress anytime, anywhere.  

•  A mobile application in Korea for agents 
makes it easy to manage customer and 
policy information and agent meeting 
schedules. It also provides location-based 
services that allow agents to easily find 
customers nearby.

•  MetLife’s WeChat-based self-service 
tool in China is now used by more than 
320,000 customers and provides access 
to 28 functions including policy inquiries, 
policy sign-off, claims and a customer 
loyalty program.  
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Investing in Insurtech to Accelerate  
Digital Innovation
We are committed to driving a culture of innovation at 
MetLife to uncover new businesses and fundamentally 
reshape how the industry engages with its customers. 
To do this, we are focused on identifying innovation 
ideas and technologies from outside our company — 
and even our industry — to reinvent our processes and 
services for our customers.

In 2017, MetLife created a $100 million fund, MetLife 
Digital Ventures, to invest in strategically-aligned, early-
stage start-up companies in partnership with leading 
venture capital firms. Through direct investment in 
these companies, MetLife will acquire new capabilities 
and enhance our ability to innovate on solutions for 
our customers. The fund is in addition to existing 
partnerships with 16 leading venture capital firms, 
which provide MetLife access to a portfolio of top-tier 
investment opportunities among thousands of startups.

MetLife also launched the MetLife Digital Accelerator, 
powered by Techstars, which is a program to identify, 
invest and mentor early-stage startups around the 
world that are developing disruptive technologies in 
the industry. Once selected, startups will be hosted 
at MetLife’s Global Technology Campus in Cary, 
North Carolina, for an intensive program to focus on 
the development and acceleration of the startups’ 
ideas. MetLife will help these companies develop and 
commercialize their ideas and be a catalyst for our own 
digital innovation.

MetLife also works with startups through LumenLab, 
MetLife Asia’s innovation center based in Singapore. 
Through its open innovation program, called “collab,” 
LumenLab works with entrepreneurs and insurtechs to 
scale their business with MetLife, while solving some of 
our biggest innovation challenges. To date, MetLife has 
awarded more than half a million U.S. dollars in contracts 
through collab in Asia. These business contracts led to 
the development of practical solutions to deliver value in 
MetLife’s customer experience and business.
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Improving our Product Offerings through  
a New Development Process
MetLife develops many products every year. During 
2017, we began piloting a new, globally consistent 
product development process to more clearly connect 
our products to customer needs. We are organizing our 
offerings into needs-based categories to help customers 
better understand what our products do and which ones 
are right for them. 

We are also changing many of our product 
names to be simpler and more intuitive — in 
order to provide our customers increased 
transparency and a better understanding of 
our solutions.

The process uses customer insights, strong market 
testing, uniform risk governance and end-to-end 
digitization to reduce risk, lower costs and drive greater 
value growth. We use the insights we gather to create 
products, services and experiences that strongly 
resonate with our customers. In January 2018, we 
applied the new process globally for all new product 
development.

Customer Experience Design
MetLife has introduced the discipline of “experience 
design” to optimize our ability to deliver the best 
possible end-to-end customer experience. We are 
using tools like Customer Journey Mapping to better 
understand the moments that matter most to our 
customers, and Design Thinking which requires us to 
put the customer at the center and define solutions that 
address customer needs and drive value for MetLife. 
Our aim is to exceed our customers’ expectations by 
creating differentiated experiences that address key 
needs and pain points. Ultimately, we expect this to lead 
to superior service, deeper relationships with customers 
and increased revenue.

In 2017, MetLife launched a 
strategy to modernize the 
employee benefit enrollment 
process for our Group Benefits 
customers. Using new research 
findings, MetLife is developing 
innovative educational experiences 
that help employees better 
understand their benefit options. 
By communicating to employees 
using channels inside and outside 
of the organization, including 
through social media, benefits 
information is better distributed, 
understood and acted upon.

Reimagining Benefits 
Enrollment
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Enhancing Access 
We seek to make insurance simple and accessible by 
offering useful products and services through convenient 
channels. We are achieving this objective by broadening 
access to affordable products and services, offering 
insurance to middle-class and disadvantaged populations 
and establishing a presence in countries where 
protection products are difficult to obtain.

In many of our markets, we distribute insurance through 
partnerships with organizations such as banks, retailers, 
mobile phone operators and affinity groups to overcome 
barriers to access. We also develop partnerships with 
microfinance institutions, which provide affordable 
financial products and services to low-income people in 
rural areas. The simplified administration, issuance and 
claim-settlement processes we have developed for these 
partnerships support our mutual mission of creating 
greater financial inclusion in developing markets.

Measuring Success in the Customer 
Experience
MetLife aims to provide exemplary service to our 
customers. We measure our success using net promoter 
scores (NPS). MetLife uses a 360-degree customer 
feedback system called NPS 360 to collect NPS metrics. 
NPS 360 includes three components:

1. Transactional NPS (tNPS) helps us fix customer issues 
at the transactional level and satisfy customers at 
every touchpoint.

2.  Relationship NPS (rNPS) helps us enhance the 
end-to-end relationship with customers, including 
benchmarking against our competitors to understand 
the industry landscape.

3.  Employee NPS (eNPS) measures employee 
engagement at the company — crucial to providing 
best-in-class customer experience.

In 2017, we enhanced our NPS program to allow for 
more granular and efficient measurements of customer 
experience at key touchpoints. rNPS was successfully 
extended to China, Turkey, the United Arab Emirates and 
the United Kingdom. The program now covers 10 key 
MetLife markets. 

Supporting Our Clients’ Employees  
Around the Globe
MetLife Worldwide Benefits (MWB) provides 
medical, dental and travel benefits for globally mobile 
employees. Our nine regional service centers provide 
local assistance to our members’ health needs while 
on assignment abroad, and we continue to expand our 
offerings into new markets. In 2017, MWB was awarded, 
for the fourth time, the Expatriate Management and 
Mobility Award for “Employee Benefits Service Provider 
of the Year.”
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In 2017, MAXIS Global Benefits Network — a partnership between MetLife 
and AXA — published a white paper about how optimism can enhance 
workplace outcomes. We found that companies where employees view “the 
glass as half full” experience improved employee retention, increased sales, 
reduced medical claims, higher productivity and better health. The paper 
offers guidance on using the power of optimism to maximize these benefits.

Tapping the Power of Optimism

https://www.maxis-gbn.com/knowledge-centre/whitepapers/
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Some of Our Products and Initiatives that Expand Access and Improve Ease of Use

Product Location Problem Solution

Life Insurance and Accident & 
Health Insurance

Colombia Reaching customers in Colombia who have no 
access to insurance products.

A local financial institution, Credivalores, provides access to voluntary 
accident & health insurance products for lower-income customers via 
specialized agents.

Consumer Direct Argentina 
and Brazil

Low availability of life and accident & health 
insurance online

Digital platform launched to allow clients to purchase insurance products 
online, with easy-to-understand products and supporting materials and a 
fully digital purchase process.

Work Site Marketing Mexico Private sector employees in Mexico have limited 
options for insurance.

We expanded Work Site Marketing Public to private-sector employees 
with voluntary insurance, including life, health and saving products.

Credit Life Nepal Customers in Nepal who are economically 
disadvantaged have limited access to financial 
products.

MetLife offers products in rural areas. Products like Credit Life 
provide low-income people in Nepal insurance on microloans through 
microfinance institutions.

Dollar Smart and USD Universal 
Life

Japan and 
Korea

Due to low interest rates in the local currency in 
Japan and Korea, customers have highlighted 
their need for higher-coverage products.

We offer enhanced interest-rate-sensitive whole life insurance.

“Protezione Junior” Term Life 
Insurance and Accident & Health 
Insurance

Italy Some customers in Italy can afford to pay only in 
monthly installments.

To eliminate barriers to access, we sell products with low fees and no 
additional cost for paying monthly.

“Eve” Female Care Health 
Insurance

Lebanon Women who contract illnesses are often 
financially responsible for raising families.

“Eve” is the only critical-care product in Lebanon designed to empower 
women affected with cancer, by paying a lump sum upon diagnosis 
which can help them cover medical costs and other expenses.

MetLife Platform for  
Small Businesses, developed 
with IBM

United States Small businesses in the United States want fast, 
convenient and digital insurance options.

A digital benefits platform for small businesses, expected to launch in 
late 2018, will provide access to enrollment, claims, benefits and other 
functions.

My Guardian Angel Education 
Insurance

Turkey Parents want to ensure that their children can 
afford education, regardless of what may happen 
in the future.

In the case of death or disability of a parent, this insurance product 
ensures that their children can afford school expenses.

Flexi S series of products, fixed 
coverage health benefits

Japan Customers need health services to complement 
their insurance.

These first-of-kind products offer a combination of insurance and health 
services, with a differentiated customer experience. Health services 
include lump sums for dementia diagnosis, nursing care coverage and 
short-term hospitalization coverage.

Misir Guru Innovation Center Bangladesh Awareness of insurance and its importance is 
very low.

We developed an innovation center in Dhaka to develop insurance 
solutions and raise awareness of the importance of insurance among the 
Bangladeshi population.

Dental insurance Brazil Little access to dental coverage for low- to 
middle-income consumers.

Through a partnership with the Itaú Unibanco bank, MetLife offers dental 
coverage to their millions of clients.

MetLife 2017 Corporate Responsibility Report  |  Simplifying our Products for a Better Customer Experience
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Sharing our Healthcare Research and Insights
MetLife’s Global Health and Wellness team produces medical 
dashboard reports for our clients to identify their top health 
cost drivers. These reports include a suite of analyses 
comparing year-over-year changes for our clients, including 
paid claims, incurred claims and country benchmarks in more 
than 35 markets. Our team works with clients to use this data to 
identify both diagnostic and benefit cost drivers, improve their 
employees’ quality of life through wellness programs, and drive 
employee engagement.

MetLife also publishes thought leadership papers that aim 
to capture the consciousness of the industry on topics that 
resonate with current day workforce, such as stress, digestive 
health, sleep and optimism at the workplace.

The global wellness program, a centralized online marketplace 
of digital solutions and partnerships, targets cost drivers seen in 
local health data in the regions, and is made available for teams 
around the world to deliver a best practice sharing platform, 
enhancing the wellness landscape in local regions.

Enhancing Financial Wellness
According to MetLife’s 15th annual U.S. Employee Benefit 
Trends Study, almost half of employees say they live paycheck 
to paycheck and 30 percent say they lay awake at night 
worrying about money. MetLife has been committed to 
addressing this type of stress for 100 years, by focusing on 
financial wellness in the workplace and society-at-large. As the 
leading provider of employee benefits and retirement income 
solutions in the U.S., MetLife is focused on meeting the diverse 
needs of the workforce and helping employees create a solid 
financial foundation through benefits. PlanSmart, MetLife’s 
workplace financial education program, has offered workshops 
and one-on-one consultations for more than 20 years.  

Read On
• Product Innovation

• Tools and Training

• Investing in Technology 

• Enhancing Access

MetLife 2017 Corporate Responsibility Report  |  Simplifying our Products for a Better Customer Experience

In 2017, we published our Paycheck or Pot of Gold study to help Americans 
understand the value of retirement income. The study was cited in about 130 news 
articles across the United States.

Lump Sums
Lump Sums Are Being Depleted Too Quickly

Annuities  
Annuity Recipients Happy and "Better Off" Financially

Lump Sums Expected to Run Out and Fall Short of Average Life Expectancy

Workplace Retirement Plan Findings from MetLife’s Paycheck or Pot of Gold StudySM

The findings below are for workplace retirement plan participants who were given a choice between a lump sum or an 
annuity as a retirement distribution option from either a defined benefit (DB) pension or defined contribution (DC) plan.

Annuities vs. Lump Sums

Retirement & Income Solutions

Percentage of DB and DC plan participants  
who are happy that they chose an  

annuity over a lump sum

Percentage of DB and DC plan participants who  
believe they are "better off" financially since they  

chose an annuity over a lump sum

One in five DB and DC plan participants (21%) who took 
a lump sum from their plan have already depleted it 

One in three lump sum 
recipients who still have money 
remaining (35%) worry about 

the money running out

Average length of time those  
who have not yet depleted their 

lump sum expect the 
remaining money to last 

Length of time, on average, 
that their lump sum was depleted1

96%

metlife.com

1  Those who took a lump sum from a DC plan and did not have separate DB pension income depleted their money in just four years; very small base (n<40).
2  The average age of those who took a lump sum was 65.
3  Society of Actuaries Annuity 2000 Mortality Table with 100% AA projection to 2016 and 150% projection thereafter, with mortality blended 50% Male and 50% Female.

Methodology: MetLife commissioned Harris Poll to conduct the online survey, which was fielded between June 16–July 11, 2016, among 1,069 adults in the U.S., including 712 adults ages 50–75, 
who received a lump sum of at least $25,000 if they had a defined benefit (DB) plan or had a balance of at least $25,000 upon retirement in their defined contribution plan (DC), or monthly annuity 
payments of at least $500 from a DB or DC plan. Data are weighted where necessary by age, gender, race/ethnicity, region, education, income, and propensity to be online to bring them in line with 
their actual proportions in the population. To read the full Paycheck or Pot of Gold Study,SM visit www.metlife.com/paycheckstudy.
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5½ 
Years

82 
Years

17 
Years

95%

Average age2 at which the money  
is expected to run out; however, 

25% of people aged 65 will  
actually live to age 953

The findings below are for workplace retirement plan participants who were given a choice between a lump sum or an 
annuity as a retirement distribution option from either a defined benefit (DB) pension or defined contribution (DC) plan.

1  Those who took a lump sum from a DC plan and did not have separate DB pension income depleted their money in just four 
years; very small base (n<40).

2 The average age of those who took a lump sum was 65.

3  Society of Actuaries Annuity 2000 Mortality Table with 100% AA projection to 2016 and 150% projection thereafter, with 
mortality blended 50% Male and 50% Female.

https://www.metlife.com/about/corporate-responsibility/customer-focus/product-innovation/index.html
https://www.metlife.com/about/corporate-responsibility/customer-focus/tools-and-training/index.html
https://www.metlife.com/about/corporate-responsibility/customer-focus/investing-in-technology/index.html
https://www.metlife.com/about/corporate-responsibility/customer-focus/enhancing-access/index.html
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Key Highlights
• Designed offices according to best-in-class standards for employee wellness, featuring wellness rooms, sit-stand desks and  

café-style areas for meetings.4  

• Ensured that employees in more than 30 countries had access to over 350 activities from the Wellness for Life program and its 
network of local wellness champions.

• Simplified the performance assessment process by improving the approach and increasing manager flexibility.

• Held MetLife’s fourth annual Global Inclusion Week, celebrating “acts of inclusion.”

• Expanded our recognition platform, Center Stage, to give employees the opportunity to easily give feedback, say thanks and be 
recognized for bringing our values to life.

• Launched online learning courses to help managers and employees connect their work to MetLife’s refreshed enterprise strategy.

• Conducted internal survey to understand the effectiveness of how we communicate with employees. Based on the findings, we 
developed a Leadership Communication Resource Center, which includes frequently asked question guides, talking points and 
webinars to help leaders speak with their teams.

Our Approach
MetLife strives to develop a workplace culture in which employees are engaged, motivated and inspired. We provide employees 
with opportunities to develop their unique abilities and talents — helping us deliver for our customers and fuel our success.

We have made significant progress in building a diverse, inclusive and motivational culture. In the coming years, we intend to do 
even more to engage with and listen to employees, build the next generation of leaders and create a future-focused workplace 
experience that attracts and retains the best talent.

More specifically, we plan to study and expand the value we bring to our employees, focusing particularly on what we call the 
“moments that matter.” By mapping employees’ journeys at the company, we can identify the most critical moments to engage, 
motivate and inspire pride in being a part of MetLife. We will use data, crowd-sourcing and social listening to design experiences 
that improve wellness, enhance productivity and create meaningful connections between MetLife and our people.

Creating a Great 
Place to Work
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4 New York City, Tokyo and Galway, Ireland
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Engaging Employees in Support of MetLife’s 
Enterprise Strategy 
It is important that our employees at all levels see 
themselves as valued contributors to our organization 
and have the tools they need to succeed. In 2017, 
we focused on ensuring the company’s corporate 
transformation strategy is embedded throughout the 
company. This transformation will help us thrive in many 
operating environments, be a trusted partner for our 
customers and differentiate MetLife from peers. In 2017, 
employees took part in new programs we developed to 
engage employees in the enterprise strategy, including: 

•  Leadership training: We implemented “Leading 
our Transformation,” an interactive, virtual training, 
to help MetLife’s more than 4,000 leaders better 
connect the new strategy to their day-to-day 
responsibilities. Eighty-four percent of managers 
completed the course.

•  Employee training: “The Delivering on our Strategy” 
online course was created to help employees 
integrate the new strategy into their work. More than 
22,000 employees completed the course in 2017. 

•  Strategy hub: A robust site that provides employees 
with articles, videos and other information on the 
strategy, and a way to relay feedback to management. 

•  An enterprise strategy group on Yammer, our 
internal social networking platform, where employees 
can interact with MetLife leaders and peers on the 
enterprise strategy.

We are expanding these resources to ensure that our 
teams participate in ongoing dialogue, idea-sharing and 
collaboration to put the refreshed strategy into practice.
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Designing Workspaces to Improve Wellness, 
Productivity and Collaboration 
Light, space, healthy food options, exercise facilities 
— MetLife considers these the basic elements of a 
culture of workplace wellness. Over the past few years, 
we’ve focused on bringing these design elements to 
our newly constructed and existing offices. In 2017, we 
renovated our offices in three locations — New York 
City, Tokyo, and Galway, Ireland — according to best-
in-class standards for employee wellness. Each of these 
offices provides a unique, inspiring workspace where 
employees can collaborate and perform best. A series of 
spaces, ranging from public to very private, provide each 
person a choice in how they work. Layered on top of the 
structure of these spaces are beautiful design features in 
the furniture, lighting, artwork and other details. 

The new offices include:
• Ergonomic seating and sit-stand desks
• Café-style areas for meetings
• Bike storage
• Recreation
• Wellness rooms for meditation, lactation and yoga

In October 2017, we also broke ground on the third 
building at MetLife’s Global Technology campus in North 
Carolina. Construction will be completed in early 2019, 
and, along with the first two buildings, the new building 
will have an array of features to support productivity, 
connectivity, diversity and wellness. These include 
campus-wide Wi-Fi, a fitness center and open work 
spaces with writable walls.

Our New York City headquarters features a “mindfulness lab,” 
filled with plants and calming music, to help employees recharge.

The opening celebration of our renovated  
New York City headquarters included activities 
to highlight how the office supports health and 
wellbeing, such as: 

•  Group fitness classes, power stretching sessions 
and chair massages in the fitness center

•  Tea tasting and discussion of health benefits  
at the Tea Bar

•  “Fireside chats” with MetLife’s wellness 
champions and dining representatives

A Culture of Health and Wellness
To support our employees’ priorities, interests and 
needs, we offer a variety of benefits and programs, such 
as workplace flexibility, health and wellness resources, 
childcare and eldercare resources and more. Our insurance 
offerings for employees are comprehensive and affordable, 
as befits a company in our industry.

Building on the 2015 launch of the Wellness for Life 
program, we continued to create a unified culture of health 
and wellbeing for employees worldwide. An example 
of Wellness for Life’s efforts in 2017 is the “Health & 
Happiness” initiative, which promotes practices that 
are proven to lead to greater happiness and emotional 
wellbeing. As part of this initiative, employees took part in 
mindfulness trainings, fitness activities, community service 
projects and events to strengthen social ties.

Our wellness programs are moving employees toward a 
range of healthy behaviors. A key predictor of success for 
adopting healthier behaviors is the ease with which the 
behavior can be added into a person’s daily routine. By 
adopting a more health-minded culture, we are creating 
a workplace environment where employees are getting 
healthier without having to think about it.

In 2017, employees in more than 30 countries had 
access to the Wellness for Life program, which 
offered more than 300 wellness activities.
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Our Organizational Health Aspiration 
•  Motivational Leadership. Build a positive team 

environment that supports and challenges employees 
to be involved in achieving our shared vision through 
honest, transparent and open dialogue.

•  Engaged Talent. Develop talented and motivated 
employees who focus on clear objectives, aim to 
achieve superior results and have opportunities for 
personal growth.

•  Customer Orientation. Make it easy for our customers 
to do business with us by offering them the very best of 
our company, no matter where the ideas originate.

Improving Organizational Health 
In 2012, MetLife began conducting global organizational 
health surveys to help us better align our tools, processes 
and behaviors with our vision, strategy and values. The 
surveys focus on nine outcomes of organizational health 
and the practices that contribute to these outcomes. The 
results help our senior leaders set strategic direction and 
prioritize focus areas for employee development. 

MetLife’s organizational health has improved over time, 
due in part to the efforts of enterprise-level and local action 
teams. In our global offices, we empowered more than  
50 action teams to champion local change. These teams 
identified relevant programs and practices to address 
opportunity areas identified in the survey, including:

•  Speaker series on topics relevant to the enterprise 
strategy and industry trends

• Newsletters with snapshots about ongoing initiatives

•  Local recognition programs to highlight employee 
successes

•  Cross-functional training opportunities to learn about 
colleagues’ roles

•  Pulse surveys to measure the awareness of 
organizational health initiatives, evaluate the success of 
those initiatives, and request feedback for new ideas

By surveying a representative sample 
of our workforce in 2017, MetLife 
learned that there are certain aspects of 
communications in which our managers 
can improve. In response, we developed 
a Leadership Communication Resource 
Center, which includes frequently 
asked question guides, talking points 
and webinars. We have also launched 
an internal podcast called “On the 
Quarter,” to explain the company’s 
quarterly financial performance in plain 
English, and we continue to expand 
communications resources for leaders 
on our intranet and other channels.

Improving Leadership 
Communications

Each year, MetLife welcomes 
thousands of new employees across the 
globe. MetLife’s New Hire Orientation 
program provides an interactive, self-
paced experience for employees to 
learn about the organization, strategy, 
key initiatives and culture. The program 
is available in 10 languages.

Supporting New Employees

Attracting New Talent 
The MetLife careers website is often the first place 
prospective employees visit to learn about the company. 
We are expanding the site globally to ensure a visible 
presence in our regions of operation. The site highlights 
current employees and their stories; describes MetLife’s 
engaging workplace; shows potential recruits how they 
can build a career at MetLife; and explains MetLife’s global 
employee value proposition.

We updated the careers site in 2017 to align with MetLife’s 
new global brand, and key elements are also being 
incorporated into local and country-level career sites. 
The site also allows current MetLife employees to view 
opportunities across the company, supporting their career 
development.

We recognize that attracting diverse talent plays a key 
role in the success of the company. We have created 
relationships with external organizations, alumni groups 
and professional organizations to identify talent at all 
levels. One of the ways we attract early-career talent 
is by offering internship opportunities in the actuarial, 
sales and investments lines of business. These students 
receive hands-on experience learning the business while 
contributing to the bottom line. To attract a pipeline of 
more experienced talent, we created a program to develop 
general managers who have an interest in working across 
multiple geographies. 

One program in the United States, called Act2, provides 
a soft re-entry to people who have been out of the 
workforce. In 2017, MetLife hired four classes of employees 
through Act2. 

Another example is MetLife Technical University, an 
undergraduate technology recruiting program to accelerate 
the development of college students and early-career 
professionals with real world technical and business 
experience. Since the program started in 2014, 445 summer 
interns and college graduates have been hired.
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Developing and Retaining Talent
Our goal is to have a world-class talent organization and 
full pipeline of future leaders with diverse capabilities, 
backgrounds, perspectives and experiences. To achieve 
this goal, we focus on several areas: 

•  Recognizing employees for the value they bring to 
the company.

• Building a culture of motivation and performance. 

•  Being thoughtful in how managers assess 
performance.

Employee Recognition 
Recognizing our employees’ contributions to the 
company promotes a culture of appreciation and 
increases employee engagement. In 2017, MetLife 
expanded Center Stage, our recognition platform. The 
platform is now available to all employees globally to 
facilitate recognition across all businesses, functions 
and regions in a fun and engaging way. 

The Center Stage platform gives employees the 
opportunity to easily give feedback, say thanks and 
be recognized for bringing to life MetLife’s values: Put 
Customers First, Be the Best, Make Things Easier, and 
Succeed Together. Employees can send badges and 
e-cards as a quick way to recognize colleagues and 
team members.

The Global Recognition Program on Center Stage 
complements existing local programs that highlight 
employee successes and is a way to show gratitude 
for any colleague across the company.

Helping Our Employees Access Higher Education

We provide our employees with tuition assistance as we believe educational opportunities 
positively impact both employees and the company through increased subject matter 
expertise and improved skills. Full-time employees enrolled in pre-approved undergraduate, 
graduate and postgraduate degree programs, as well as pre-approved, job-related courses 
and non-degree certificate programs, are eligible for up to $5,250 tax-free dollars per year 
for reimbursement of tuition-related expenses. Regular part-time employees are eligible for 
tuition assistance as well, based upon the hours they work.
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Performance Development 
We focus on providing a clear career path for our 
employees, supported by quarterly performance 
conversations between employees and their 
managers. This approach reinforces employees’ sense 
of purpose by helping them see how they fit within the 
organization and have their contributions recognized.

MetLife operates with a pay-for-performance 
philosophy, with competitive compensation to attract, 
retain and motivate high-performing employees. Our 
pay-for-performance culture is reinforced by making 
variable compensation a meaningful portion of total 
compensation and differentiating awards based on 
company and individual performance. All levels of 
employees are eligible for incentive compensation.

In 2017, we simplified the performance assessment 
process and increased manager flexibility. Our 
assessment process gained efficiency by, for example, 
eliminating forced distribution of ratings and allowing 
matrix managers to see their matrixed reports’ 
assessments. With these updates, MetLife maintained 
the ability to differentiate employees’ performance 
and the subsequent pay decisions with clearly defined 
rating categories and matching pay guidelines. 
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Asking Employees What They Think  
of MetLife 
As a customer-facing company, we seek to understand 
and improve how we’re performing in the marketplace. 
We have turned the same lens on ourselves, by asking 
employees to share their views about our desirability 
as an employer.

MetLife uses a tool called employee Net Promoter 
Score (eNPS) to measure how likely employees are to 
recommend MetLife as a place to work and for others 
to use MetLife’s products and services. MetLife’s 
philosophy behind eNPS is that happy employees 
create happy customers. In 2017, our human resources 
professionals and lines of business began collaborating 
to use the eNPS results to improve employee 
satisfaction and, in turn, strengthen our connection 
with customers.

We also launched an internal communications survey 
in 2017 to understand the effectiveness of how we 
communicate with employees. Participants shared 
feedback on matters such as the degree to which 
they feel well informed, how they prefer to receive 
information, leadership communications and strategy- 
and brand-related messaging. We found that a 
majority of employees feel informed, but many want 
more information to help them be effective at their 
jobs. MetLife is responding by continuing to build 
content through a multi-channel approach, leveraging 
Yammer, our “Studio 1” video news program, the 
intranet, and our “Sit Down” video program that 
features MetLife leaders discussing a variety of 
business- and employee-related topics. We also 
introduced a new “On the Quarter” podcast to explain 
our quarterly financial performance.

Read On
• Working at MetLife

• Our Talent

• MetLife Careers

• Volunteerism

• Awards and Recognition
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https://www.metlife.com/about/corporate-responsibility/our-employees/employee-engagement/index.html
https://www.metlife.com/about-us/awards-and-recognition/
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Sustaining a Culture  
of Diversity and Inclusion

Key Highlights
• Convened MetLife’s fifth annual Global Women’s Leadership Forum, where thought leaders discussed the importance of women’s 

leadership and shared insights on leading and thriving during periods of change.

• Operated 34 Women’s Business Networks around the world to help MetLife women thrive through career development and 
engagement activities.

• Held MetLife’s fourth annual Global Inclusion Week, celebrated “acts of inclusion”: the things we can all do to create a work 
environment where everyone feels valued and is willing to contribute their ideas. 

• Obtained numerous third-party awards for our approach to diversity and inclusion, including: “100 Best Companies” – Working 
Mother magazine; “Top 50 Companies for Female Executives” – National Association of Female Executives; Listed on the 
Corporate Inclusion Index by Hispanic Association for Corporate Responsibility; “Best Places to Work for LGBT Equality” – Human 
Rights Campaign; “Military Friendly Employer” – G.I. Jobs Magazine.

Our Approach
At MetLife, we understand that respecting and valuing the differences among our people makes us a more inclusive and innovative 
organization. By embracing diversity and cultivating an inclusive work environment across our operations in more than 40 countries, 
our employees — and our organization as a whole — are positioned to thrive.

While every employee plays a role in this effort, the executive officers and Global Chief Diversity and Inclusion Officer are ultimately 
accountable for ensuring that we are successful. We believe that creating an inclusive culture requires attention to six areas:

• Engagement of senior leaders
• A strong infrastructure and inclusive policies/practices
• Internal and external communications about the company’s commitment to an inclusive work environment
• Designing and delivering D&I concepts into leadership and employee education
• Aligning D&I with business opportunities
• Measuring our progress

32  
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Cultivating a Culture of Diversity and Inclusion 
Talented, diverse employees provide fresh perspectives, 
strategic thinking and innovative problem solving. A 
diverse workforce better equips us to understand global 
markets, build strong relationships with our customers 
and forge connections within the communities where we 
live and work.

Our global D&I strategy is focused on three strategic 
pillars, which are adapted to fit regional needs.

• Identifying top diverse talent

• Developing our diverse workforce and inclusive 
policies and practices

• Ensuring that our talent delivers high business 
performance and is engaged in meaningful work 

We survey our workforce to measure employee 
attitudes, behaviors and beliefs around inclusion in 
the workplace, as well as the effectiveness of our D&I 
efforts. We also track employee participation in our 
networks and program events and review our leadership 
pipeline to ensure that women and employees in  
under-represented groups continue to make progress.  
In addition, we require a diverse slate for open senior 
leader positions.

Global Support for Diversity and Inclusion 
We expect leaders to integrate inclusive practices into 
their daily management practices. Regional task forces, 
employee networks and local teams work to embed a 
culture of inclusion in their local operations. 

• The Global Diversity and Inclusion Council is 
chaired by MetLife’s CEO. The primary focus 
of the council is to oversee the development and 
implementation of our D&I strategy around the world.

• Four regional D&I Task Force Teams chaired by 
senior regional leaders: in Asia; Europe, Middle 
East and Africa (EMEA); Latin America; and the 
United States. The teams implement D&I strategies 
at the regional level and represent a cross section 
of businesses and functions within each region. For 
example, in EMEA, we developed a strategy to hire 
and support people with different abilities. Similar 
efforts are underway in Asia and Latin America.

• Diversity Business Resource Networks (DBRNs) are 
groups of employee volunteers who foster awareness, 
respect and inclusion of key populations at MetLife. 
The DBRNs help to create personal and professional 
development opportunities, while supporting key 
business initiatives. They are open to all employees. 
Our seven DBRNs are:

 – Families At MetLife (FAM)

 – Gay, Lesbian, Bisexual, Transgender and Allies at 
MetLife (GLAM)

 – MetLife Diverse Abilities (MDA)

 – Military Veterans Network at MetLife (MVET)

 – Multicultural Professionals Network (MPN)

 – Rising Professionals at MetLife (iRISE)

 – Women’s Business Network (WBN)

• Local Inclusion Action Teams are employees who 
volunteer as part of location-based groups that 
support business initiatives to encourage an inclusive 
environment at the local level. These groups are active 
in more than 20 MetLife locations in India, Ireland and 
the United States

Supporting Working Families
MetLife pursues a leadership role in supporting working 
families through a variety of programs, policies and 
practices. Our efforts led to placement on the 2017 “100 
Best Companies” list published by Working Mother 
magazine for the 19th year in a row. Among the resources 
and programs MetLife offers for working families: 

•  The “Families at MetLife” Diversity Business Resource 
Network, an employee network that provides a 
community for employees to share experiences and 
best practices and create awareness of family-friendly 
resources

• Back-up child care and discounts on child care

•  Flexible work arrangements, such as compressed work 
weeks, part-time work, job-sharing, flextime, virtual work 
and telecommuting

•  An Employee Assistance Program to assist employees 
with integrating their personal and work responsibilities 

•  A group coaching program, Family Matters, for 
employees planning to take a leave for a new child, as 
well as managers with expectant parents on their teams

•  Work/Life mentoring circles, which offer a blend of 
coaching, mentoring and education to support women 
after returning from parental leave

MetLife’s culture of respect and inclusion 
extends to every aspect of our organization, 
including compensation practices designed 
to enhance MetLife’s ability to attract 
and retain a diverse workforce. We are 
committed to pay equity, and regularly 
review our pay practices as well as our 
employees’ pay to ensure we are providing 
equal pay opportunities for equal work 
regardless of gender or race.

MetLife operates 34 Women’s 
Business Networks around the world. 
These networks focus on fostering a 
global community where all women 
thrive through career development 
and engagement activities.
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At MetLife’s Fifth Annual Global Women’s 
Leadership Forum, thought leaders discussed 
the importance of women’s leadership and 
shared insights on leading and thriving during 
periods of change. Held entirely via live 
webcast, the forum drew hundreds of employee 
viewers globally.

Recognition for MetLife’s Diversity and Inclusion 
Leadership
MetLife is consistently rated as a top employer on a variety 
of topics related to D&I. Recognition for our leadership in 
2017 includes:

• MetLife Named to Working Mother “100 Best Companies” 
List For 19th Year in a Row

• MetLife Earns Top Spot in Industry as Best Adoption-
Friendly Workplace

• MetLife Named to the 2017 Disability Equality Index

• MetLife Recognized as a Top Company for Female 
Executives

• MetLife Named as Top 50 Company for Hispanic Women

• MetLife Named to the 2017 Dow Jones Sustainability Index

Global Inclusion Week

MetLife’s fourth annual Global Inclusion Week, held in June 2017, celebrated 
“acts of inclusion”: the things we can all do to create a work environment where 
everyone feels valued and is willing to contribute their ideas. Throughout the 
week, employees were encouraged to share their acts of inclusion on our 
internal communication channels to inspire others. Examples included:

• India PNB: A workshop on recognizing and addressing stereotypes and biases

• Japan: An “ice cream mingle” for employees to meet their new colleagues

• Russia: A lecture on how cultural differences affect perception of modern art

•  United Kingdom: A “Breakfast with the Exec” meeting was held with UK 
employees to discuss Women In Finance

•  Rhode Island, United States: Employees were encouraged to introduce 
themselves to a colleague they hadn’t met, and use “selfie kits” to take fun 
photos with their new “pal”

Read On
• Diversity and Inclusion

• Veterans at MetLife

• Awards and Recognition

• Pay Equity Statement

https://www.metlife.com/content/metlife/us/homepage/about-us/newsroom/2017/october/metlife-named-to-working-mother-100-best-companies-list-for-19th.html
https://www.metlife.com/content/metlife/us/homepage/about-us/newsroom/2017/october/metlife-named-to-working-mother-100-best-companies-list-for-19th.html
https://www.metlife.com/content/metlife/us/homepage/about-us/newsroom/2017/october/metlife-earns-top-spot-in-industry-as-best-adoption-friendly-workplace.html
https://www.metlife.com/content/metlife/us/homepage/about-us/newsroom/2017/october/metlife-earns-top-spot-in-industry-as-best-adoption-friendly-workplace.html
https://www.metlife.com/content/metlife/us/homepage/about-us/newsroom/2017/september/metlife-named-to-the-2017-disability-equality-index-.html
https://www.metlife.com/content/metlife/us/homepage/about-us/newsroom/2017/march/metlife-recognized-as-a-top-company-for-female-executives.html
https://www.metlife.com/content/metlife/us/homepage/about-us/newsroom/2017/march/metlife-recognized-as-a-top-company-for-female-executives.html
https://www.metlife.com/content/metlife/us/homepage/about-us/newsroom/2017/september/metlife-named-as-top-50-company-for-hispanic-women.html
https://www.metlife.com/content/metlife/us/homepage/about-us/newsroom/2017/september/metlife-named-to-the-2017-dow-jones-sustainability-index.html
https://www.metlife.com/about-us/global-diversity-inclusion/
https://jobs.metlife.com/content/Veterans/?locale=en_US
https://www.metlife.com/about-us/awards-and-recognition/
https://www.metlife.com/about/corporate-responsibility/our-employees/index.html
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Key Highlights
• Ensured that 100 percent of requests for proposal included at least one diverse supplier.

• Conducted business with 600 diverse business partners, representing 11.1 percent of MetLife’s total supplier spend.

• Contributed to more than $416 million in economic output and supported 2,500 jobs across the U.S. through diverse 
supplier spend.

• Selected by the Women’s Business Enterprise National Council — a leading third-party certifier of businesses owned 
and operated by women — as one of America’s Top Corporations for Women’s Business Enterprises.

Our Approach
In 2017, MetLife changed the name of our supplier diversity program to Supplier Inclusion and Development. The new 
name better describes our goal to connect with diverse suppliers, promote innovation in our supply chain and provide 
opportunities for suppliers to develop through mentorship. 

MetLife continues to benefit from the innovation and agility of diverse business partners in many of the same ways that 
we benefit from the diversity of our workforce. Our supplier inclusion and development program, established in 2003, is 
a key element of our business strategy. This program promotes the inclusion of qualified diverse suppliers in the strategic 
sourcing process, thereby supporting their long-term economic growth and impacting the communities in which they live 
and work.

Inclusion of diverse businesses in MetLife’s supply chain is a major focus of our procurement strategy. We ensure 
equitable opportunities for diverse suppliers by fostering sustained relationships between suppliers and MetLife’s sourcing 
teams. These relationships provide opportunities for capacity building through peer-to-peer mentorship.

We engage suppliers who are certified as 51 percent owned, operated and controlled by individuals who are ethnic 
minorities, women, LGBT, Disability-Owned Business Enterprise (DOBE) or veterans, as well as small business 
classifications recognized by the federal government. In 2017, we conducted business with about 600 diverse business 
partners, representing 11.1 percent of our total supplier spend. 

Promoting Supplier 
Inclusion and Development
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MetLife’s Supplier Diversity  
Certification Partners
Key third-party certification entities with whom we 
partner to validate the ownership, operation and control 
of our diverse business partners include:

• National Minority Supplier Development Council 
(NMSDC)

• Women’s Business Enterprise National Council 
(WBENC)

• National Gay & Lesbian Chamber of Commerce 
(NGLCC)

• National Veteran Business Development Council 
(NVBDC)

• US Business Leadership Network (USBLN)

• Minority Supplier Development UK (MSDUK)

• WEConnect International

Honoring Suppliers for Inclusion and 
Sustainability
In December 2017, MetLife welcomed guests from across 
our supply chain to our third Supplier Forum, where 
MetLife employees and suppliers together learned about 
best practices related to inclusion and sustainability. 
The event was an invaluable opportunity for MetLife’s 
procurement professionals and other employees to meet 
in person with our suppliers to cultivate new ideas and 
perspectives.

Held at MetLife’s Global Technology and Operations 
campus in Cary, North Carolina, MetLife acknowledged 
key suppliers for their contributions to our Supplier 
Inclusion and Development program, as well as for 
leadership in reducing environmental impact through our 
Supply Chain Sustainability Program. Speakers at the 
event also touched upon topics such as the impact of 
climate change on the insurance industry and how to drive 
innovation through the supply chain.

MetLife’s Leadership to Support  
Women-Owned Enterprises 
In February 2018, the Women’s Business Enterprise 
National Council — a leading third-party certifier of 
businesses owned and operated by women — again 
selected MetLife as one of America’s Top Corporations 
for Women’s Business Enterprises.

We are one of just 66 corporations who met the rigorous 
standards for inclusion on the list. This honor recognizes 
MetLife’s efforts to enable growth for women-owned 
businesses, increase opportunity in new markets, 
fuel innovation and empower communities through 
economic growth and job creation.

Measuring Positive Impacts in our  
Supply Chain
MetLife worked with IMPLAN Group, a provider of 
economic data and software, to estimate the positive 
impacts of our spending with diverse suppliers. The 
analysis, conducted by IMPLAN Group, found:

• MetLife’s direct spending with such suppliers — a 
total of more than $230 million in 2016 — supported 
over 1,400 jobs with those suppliers.

• MetLife’s direct supplier-spend spurs those companies 
to then purchase other goods and services, or indirect 
purchases, which totaled more than $83 million and 
supported nearly 500 additional jobs.

• The third “tier” of impacts, or induced impacts, 
are those associated with the direct and indirect 
employees spending of their wages, which added 
close to $98 million of economic impact in 2016, 
supporting an additional 656 jobs.

In total, MetLife’s spending with diverse suppliers 
supports over $416 million of economic output, over 
2,500 jobs throughout the United States and contributed 
$254 million to the U.S. gross domestic product. These 
activities also generated close to $57 million in federal, 
state and local taxes.
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Ensuring Accountability 
Compensation for our procurement team is linked to our 
performance on supplier diversity performance goals. To 
evaluate the effectiveness of our approach to supplier 
diversity, our supplier diversity goals are based on an 
analysis of past performance and industry benchmarks.

Read On
• MetLife Supplier Inclusion and Development Program

• MetLife Among the Top Corporations Recognized by 
the Women’s Business Enterprise National Council

Rule of One

MetLife ensures diverse suppliers are 
included in procurement opportunities by 
leveraging the “rule of one,” which requires 
the inclusion of at least one diverse supplier 
in every request for proposal that MetLife 
issues. The “rule of one” metric is included 
in our Chief Procurement Officer’s goals 
and driven down through the global 
procurement organization. We have found 
that this policy drives desirable behaviors 
within the sourcing process, diversifies 
our supplier base and brings innovation 
and cost savings to the company. MetLife 
is proud to report that 100 percent of our 
requests for proposal in 2017 included at 
least one diverse supplier.

https://www.metlife.com/about/corporate-profile/global-procurement/sourcing-and-bidding/index.html
http://www.wbenc.org/blog-posts/2018/1/30/womens-business-enterprise-national-council-recognizes-top-corporations-advancing-women-owned-businesses
http://www.wbenc.org/blog-posts/2018/1/30/womens-business-enterprise-national-council-recognizes-top-corporations-advancing-women-owned-businesses
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Key Highlights
• Achieved carbon neutrality for second year in a row.

• Implemented 60 energy efficiency projects in 17 countries, designed three new offices to high standards in energy 
management, and hosted an educational energy action campaign for employees in 20 countries.

• Mobilized 10,000 employees to promote responsible environmental stewardship through Our Green Impact, MetLife’s 
employee environmental engagement program.

Our Approach
MetLife is committed to improving the environment today to ensure a healthy planet for generations to come. In support 
of this commitment, we strive to minimize the company’s carbon footprint. We are driving operational excellence and 
significantly reducing our environmental impact — through carbon-reduction programs, energy-efficiency initiatives, 
water and waste reduction strategies, recycling and reuse efforts and more.

In 2016, MetLife took these reductions a step further, becoming the first U.S.-based insurer to achieve carbon neutrality. 
MetLife attained this status again in 2017, while driving continuous improvements in our energy use and greenhouse gas 
emissions. Beyond shrinking our footprint, we are working to create a positive impact for every one of our customers, 
employees and community members around the world. We collaborate with our business partners on climate action, 
engage our employees in community service and environmental awareness, support impact investments such as 
renewable energy infrastructure, rebuild communities after natural disaster strikes, and aid individuals across the globe 
through the work of MetLife Foundation.

In support of our mission to create positive impact, MetLife’s Global Sustainability Team, which is hosted within Global 
Technology & Operations, is dedicated to environmental management and performance. The Global Sustainability 
Team leads initiatives such as corporate real estate carbon and energy reduction efforts, the global greenhouse gas 
emissions inventory, the supply chain sustainability program, climate change risk management, employee engagement 
on environmental initiatives and reporting on progress to our stakeholders.

All employees can participate in Our Green Impact, the company’s environmentally-focused engagement program. 
They are encouraged to post questions, concerns and suggestions in the online Our Green Impact Community.

Protecting the Environment
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Assessing, Monitoring and Managing 
Environmental Risks
MetLife has built strong risk management processes 
and procedures into the company’s internal operations 
and lines of business that help us foresee, manage and 
mitigate risks and events that might impact operations. 
These include incidents relating to climate change 
and the environment. Climate change risks — such as 
impacts from extreme weather events, disruptions in 
energy supply, or carbon legislation — have the potential 
to impact MetLife’s physical operations, investments 
and supply chain. These risks, as well as associated 
opportunities, are monitored, managed and reported up 
to MetLife’s Board of Directors through our global risk 
management framework.

The Emerging Risk Committee and other second-line-
of-defense partners assess world, economic, industry 
and internal events to identify potential emerging risks. 
Climate change and water scarcity are examples of 
environmental risks that we are currently assessing. 
MetLife also assesses climate-related risks in the 
company’s investment portfolio through MetLife Real 
Estate Investments’ semiannual Event Risk Analysis.

MetLife’s global business continuity and crisis 
management programs prepare and respond to climate-
related incidents that may impact our services and 
operations. We implement site-specific risk mitigation and 
action plans and have local crisis management teams to 
manage incidents at each of our global offices. 

In the property and casualty line of business, MetLife has 
long recognized the possibility that catastrophe-related 
losses may vary significantly from expected amounts. In 
response, we have historically monitored, and continue to 
monitor, our spread of risk monthly. We conduct analyses 
and climate modeling to identify the geographic areas that 
could produce the largest catastrophe losses.

We review the reinsurance market and reinsurance costs 
in light of the possible impact of climate change, and we 
purchase catastrophe reinsurance, as appropriate, to 
mitigate potential losses from a large event. We follow a 
consistent annual process to re-evaluate our catastrophe 
models, risk concentrations, the latest climate change 
science and reinsurer financial strength requirements.

Achieving Carbon Neutrality
In 2016, MetLife was proud to become the first carbon-
neutral U.S.-based insurer. This accomplishment was just 
the first step: we achieved carbon neutrality again in 2017 
and expect to continue to do so for years into the future. 
For MetLife, carbon neutrality involves both immediate 
action on climate change and a long-term transition to a 
low-carbon economy. We have made significant progress 
toward our energy and greenhouse gas reduction goals, and 
we continue to explore additional ways to mitigate climate 
change while making a positive impact on our communities 
around the world.  

As a carbon-neutral company, our first priority is to 
integrate sustainability best practices across our global 
operations and drive continuous improvement in waste, 
water, energy and carbon reductions. In 2017 alone, we 
implemented 60 energy efficiency projects at our offices 
around the world—such as completing lighting upgrades, 
setting automatic timers for electronics, installing energy-
saving window coatings and calibrating computers to low 
power settings. 

To offset the greenhouse gas emissions that we cannot 
reduce in the short term, we support a diverse portfolio 
of emissions-reduction and renewable energy generation 
projects in countries where we operate around the world. 
MetLife supports six third-party certified carbon-reduction 
projects that empower local economies and align with the 
United Nations’ Sustainable Development Goals, including:

1.  Reforestation of the Mississippi Valley in the  
United States

2.  Replacement of coal-fired stoves in China with  
solar-powered cookers

3.  Replacement of traditional hot water heaters with  
solar-powered ones in India

4. Conservation of rainforest in Colombia

5.  Capture of harmful landfill gas to transform it into  
clean energy in upstate New York in the United States

6.  Transitioning from nonrenewable fuel to renewable 
biomass at a factory in Brazil 

http://www.un.org/sustainabledevelopment/sustainable-development-goals/


Using electricity from renewable sources is an important 
part of our strategy to cut greenhouse gas emissions. Our 
primary strategy is to buy grid-sourced, low-carbon energy. 
As a secondary measure, we also purchase Renewable 
Energy Certificates to support the development of new 
renewable generation capacity all over the world. MetLife 
has been an EPA Green Power Partner since 2011, and 
has been listed in the top 25 of Fortune 500 Green Power 
Purchasers for three years in a row.
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Building Green 
MetLife uses green technology to reduce our facilities’ 
carbon footprint, drive operational excellence and bring 
employees together in state-of-the-art collaborative 
workspaces. We implement sustainability best 
practices in our buildings through sustainable design, 
capital projects and facility upgrades. These projects 
focus on driving energy savings, emissions reductions, 
water efficiency, waste diversion and operational cost 
savings. Examples include lighting retrofits, chiller and 
boiler replacements, LED lighting systems, demand 
metering and occupancy-sensor installations.

MetLife manages more than 14 million square feet  
of work space across the globe. One hundred  
percent of the offices we manage in the United States  
are ENERGY STAR-certified. Globally, 18 of our  
buildings — representing more than three million 
square feet of space, or 20 percent of our global office 
space — are certified by the Leadership in Energy & 
Environmental Design program (LEED). Six of these 
offices have achieved LEED Platinum certification — the 
highest level of distinction awarded by the U.S. Green 
Building Council — including our Global Technology 
Campus in Cary, North Carolina, and our Government 
Relations Headquarters in Washington, D.C. 

We continue to build upon this success by expanding 
our green building portfolio and improving building 
performance with new technologies. Green buildings 
are not only good for the environment and our bottom 
line; they also provide positive health and wellness 
benefits for the people working within them. As we 
continue to realize the benefits of green buildings, we 
aim to design all new workspaces to LEED Commercial 
Interior Gold standards. 

Striving for this certification means that all newly 
designed spaces emphasize natural lighting, have 
efficient LED lighting technology and occupancy 
sensors, use ENERGY STAR-certified information 
technology equipment and have high-efficiency 
and low-flow plumbing fixtures to reduce water 
consumption. MetLife’s LEED-certified spaces 
also incentivize employees to switch to more 
sustainable modes of transportation by providing 
amenities such as showers and storage for bicycle 
commuters and access to electric-vehicle charging 
stations, of which there are 42 in total at our major 
U.S. administrative sites.

Our global technology and operations campus in Cary, North Carolina, holds LEED Platinum certification.
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Engaging Employees: Our Green Impact
MetLife’s Our Green Impact program empowers 
employees to reduce their environmental impact at work, 
at home and in their communities and take action to 
make their own green impact on society. The program 
provides both on-site and virtual environmental education 
opportunities, such as an online discussion forum, 
Green Tips of the Week, a newsletter and volunteer 
opportunities. We also offer an online quarterly speaker 
series, in which sustainability experts present on 
important issues, emerging trends and best practices.

MetLife’s Green Teams are Our Green Impact champions 
who promote environmental awareness and green 
business practices at their local offices. Currently, 16 
teams, based in the United States, the Asia Pacific region 
and Latin America, volunteer to organize initiatives 
focused on energy conservation, waste and recycling, 
alternative commuting and more.

Throughout 2017, employees engaged in 1,000 hours of 
green service, including park and beach clean-ups, fish 
habitat builds, tree plantings and other partnerships with 
local organizations. For Earth Day 2017, more than 9,000 
MetLife employees participated in celebrations at 25 
offices globally.

Our Green Impact also participates in upcycling initiatives 
such as Terracycle and Blue Jeans Go Green to collect 
traditionally non-recyclable items and transform them 
into new goods. Each year, we recognize our Green 
Teams and those individuals who spearhead innovative 
projects to help achieve MetLife’s environmental goals. 
For example, employees are encouraged to nominate 
their colleagues for Our Green Impact awards, and the 
MetLife EcoChallenge — our global environmental 
competition — provides opportunities for prizes.

Managing Energy through Facility Upgrades  
and Employee Action
In support of our 10 percent global energy-reduction 
target, MetLife implemented 60 energy-efficiency 
projects across our global office portfolio in 2017. These 
projects are part of long-term energy-reduction plans 
developed in partnership with facility management 
teams, building owners and the MetLife Sustainability 
Team in more than 30 countries. In Australia, for 
example, projects have included implementing lighting 
controls that alter brightness levels based on levels of 
natural light and setting timers on televisions and other 
office electronics to turn off automatically at night. 
In Colombia, MetLife was recognized by the Insurers 
Federation of Colombia with an Eco-Efficiency Award 
for our energy management best practices, including 
upgrades to LED lighting, implementing light motion 
sensors, and rolling out power-saving settings for 
equipment and computers. 

MetLife hosted “Energy Action Month” throughout 
October 2017, a campaign aimed at educating employees 
on ways to reduce energy consumption at the office and 
at home. Offices in more than 20 countries participated 
in the campaign, sharing weekly energy action tips, 
resources and best practices through internal media 
channels. MetLife Green Teams also hosted on-site 
events and activities to encourage greater engagement. 
These events educated employees about home  
energy audits and renewable energy opportunities,  
and rewarded employees for knowledge of energy  
best practices. 

New Offices Designed for Sustainability and Employee Wellness

MetLife designed three new state-of-the-art collaborative offices to high environmental 
performance standards in 2017: our New York City headquarters, our Global Technology 
Campus in Galway, Ireland, and our campus in Tokyo, Japan. These offices feature world class 
sustainability and wellness amenities, including living plant walls, natural light, ergonomic seating 
and sit-stand desks, LED lighting, healthy and sustainable dining options, and indoor and outdoor 
recreation spaces. Each office was built using local, recycled and toxic-chemical-free building 
materials and is tested annually to ensure indoor air and water quality are at healthy levels.

Additionally, these offices were designed with sustainable transportation options in mind. All 
three locations are located near public transportation, are easily accessible by bike or foot, 
and feature central interconnecting staircases that make it easy to choose walking over the 
elevator. In addition to encouraging carbon-emission reductions, accessibility to sustainable 
transportation saves our employees time, reduces commuting costs and helps them stay healthy.
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When responding to a request for a proposal, suppliers 
must fill out a questionnaire that requests sustainability 
information. Additionally, critical and high-impact suppliers 
are weighted on sustainability criteria through MetLife’s 
supplier management scorecard program. MetLife 
collaborates with our top and critical suppliers to reduce 
their greenhouse gas emissions. 

CDP Supply Chain Program 
MetLife has been a member of the CDP Supply Chain 
Program since 2012 and was one of 99 organizations 
to participate in 2017. Through this program, we gather 
information on emissions-reduction activities and climate 
change risks from our suppliers. In 2017, MetLife achieved 
placement on CDP’s Supplier Engagement Leader Board 
for our over 90 percent supplier response rate, strong 
performance and high level of collaboration with our 
suppliers. MetLife continuously works to engage more 
suppliers and is on target to achieve our goal to engage 
100 of our top suppliers to disclose their greenhouse-gas 
emissions by 2020.

Read On
• Environmental initiatives: Read more about MetLife’s 

environmental initiatives on our website.

• Historical highlights: MetLife’s focus on the benefits of a 
healthy environment can be traced back to 1871. 

• EcoChallenge: MetLife’s two-week EcoChallenge 
competition in April 2017 demonstrated that small actions 
add up to big change.

 

A Sustainability Challenge for MetLife’s  
Real Estate Investment Portfolio
MetLife’s environmental stewardship extends to  
significant investment in green building and renewable 
energy opportunities. The MetLife Real Estate Investment 
team takes environmental, social and governance (ESG) 
factors into consideration across its portfolio of assets. 
The team has established an ESG Committee and 
Working Group to stay abreast of ESG risks and identify 
opportunities for reducing the environmental impact of  
the properties in which we invest.

MetLife runs an Energy and Sustainability Challenge 
to encourage properties in our real estate investment 
portfolio to share ideas and compete against one 
another in energy reduction, waste diversion and water 
conservation, among other metrics. Of 43 investment 
properties nominated in 2017, seven regional winners, 
six property-type winners and one national winner were 
selected. The winning properties included innovative 
projects such as a rainwater harvesting system at a Seattle 
office building, a rooftop solar-thermal hot water heating 
system at a San Francisco apartment structure, laundry 
water recycling at an Atlanta hotel, and a New York City 
high-rise office building that reduced energy usage by  
50 percent and earned LEED Platinum certification. 

Driving Supply Chain Sustainability 
MetLife is committed to using our purchasing power to 
create positive change. To support this commitment, we 
buy sustainably sourced building materials and furniture, 
green janitorial supplies, paper with post-consumer 
recycled content, ENERGY STAR-certified information 
technology equipment and efficient lighting and  
water technologies. 

A significant portion of MetLife’s carbon impact comes 
from our suppliers. To mitigate the impact of our supply 
chain, we seek to do business with organizations 
that operate responsibly and embrace environmental 
stewardship. Through our Supply Chain Sustainability 
Program, MetLife has incorporated sustainability into the 
supplier sourcing and management process.

EcoChallenge Challenges 
Employees to Go Green

In April 2017, MetLife employees 
participated in the EcoChallenge, a 
global team competition to adopt 
eco-friendly habits. The EcoChallenge 
allows participants to become directly 
involved in MetLife’s carbon-reduction 
efforts and quantify how much their 
personal actions reduce environmental 
impact. About 1,500 employees across 
26 countries competed for points 
(and prizes!) by taking actions such as 
biking to work, taking shorter showers 
and volunteering. In only two weeks, 
these individuals saved 21,000 pounds 
of carbon dioxide; conserved 55,000 
gallons of water; saved 5,000 plastic 
bottles and cups from the landfill; and 
spent 63,000 minutes outside.

As one participant explained, “The 
EcoChallenge is a great opportunity 
to reinforce existing behaviors and 
to develop new eco-friendly and 
sustainable habits. This initiative makes 
you aware of the short-term and  
long-term implications of your actions.”

https://www.metlife.com/about/corporate-responsibility/environment/index.html?WT.ac=GN_about_corporate-responsibility_environment
https://www.metlife.com/about/corporate-responsibility/environment/historical-highlights/index.html
https://ecochallenge.org/partners-clients/metlife-success-story/
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Key Highlights
• Contributed $45 million to improve financial inclusion and build stronger communities (MetLife Foundation, MetLife, 

Fundación MetLife México and MetLife Foundation Korea).

• Committed $170 million toward our five-year $200 million financial inclusion goal, reaching more than 6 million low-income 
individuals in 42 countries.

• Provided more than 66,000 volunteer hours to an array of organizations. Forty-five percent of those hours supported  
financial inclusion efforts.

Our Approach
Since 1976, MetLife Foundation has provided more than $783 million in grants and $70 million in program-related investments 
to make a positive difference for the individuals, families and communities we serve. Through all of our work — grant making, 
volunteer engagement and impact investing — our goal is to build healthier and stronger communities worldwide.

In 2013, MetLife Foundation set out to significantly focus our resources on advancing financial inclusion globally — leveraging 
MetLife’s 150 years of experience as a financial services leader. We recognize that with the right financial knowledge and tools, 
low-income people are better able to effectively manage their day-to-day cash flow, navigate life’s inevitable challenges and 
plan for the future. By the end of 2017, the Foundation had provided grantees with $170 million to advance financial inclusion and 
health, and remains on track to fulfill our $200 million commitment in 2018. Together with our partners, we have reached more 
than 6 million low-income individuals in 42 countries to date. 

While financial inclusion represents the majority of the Foundation’s funding activities, we continue to contribute to the 
health and resiliency of our communities by supporting the work of leading organizations that deliver arts, culture, health and 
community development programs. MetLife employees’ volunteer hours are also a major reason for our success and reach. They 
volunteer their time to get involved with MetLife Foundation’s financial inclusion and community development work, leveraging 
their many talents for social purpose. 

Through all of our efforts, we continue to learn, grow and apply new insights about what works, what doesn’t, and how we can 
have the most significant positive impact on people and communities around the world. 

MetLife 
Foundation
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Applying Technology and Innovation for 
Greater Impact
To deliver safe, affordable and convenient financial 
services at scale — and meet changing expectations 
around speed and ease of use — the financial inclusion 
community is taking full advantage of new technologies, 
reimagining product design beyond “one size fits all,” and 
experimenting with new business models.

• Global: Inclusion Plus 
MetLife Foundation partners with Verb, a social 
innovation platform, to produce a global competition 
series that brings together social entrepreneurs, 
financial inclusion experts and MetLife employees 
volunteering their time to advance financial inclusion. 
Inclusion Plus originally launched in Ireland, China 
and India. In 2017, the program expanded to Mexico, 
Egypt, Lebanon and Bangladesh. To date, more than 
350 social ventures have competed, and over 400 
MetLife employees volunteered their time to serve as 
judges and mentors — contributing more than 3,500 
volunteer hours.

• United States: The Financial Clinic 
The Financial Clinic enables other nonprofits to offer 
financial advice and guidance to their clients. In 2017, 
MetLife Foundation expanded our partnership with The 
Financial Clinic, committing $2.5 million to scale its digital 
financial coaching platform, Change Machine, across 
workforce development agencies. To date, the Clinic and 
its partners have returned nearly $90 million in resources 
and assets to more than 75,000 low- and moderate-
income individuals.

• Asia: United Nations Capital Development Fund 
(UNCDF) and MicroSave — Innovation and  
Learning Program 
Across Asia, MetLife Foundation is working with UNCDF 
and MicroSave on an innovation and learning program 
known as I3 — Innovate Implement Impact. Through this 
initiative, UNCDF and MicroSave will work with financial 
services institutions and fintech companies across China, 
Malaysia, Bangladesh and Vietnam to drive innovation 
and digital transformation to reach and better serve 
low-income populations with a full suite of products to 
improve financial health.
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Financial inclusion means that households 
and businesses have convenient access to 
a full suite of quality, affordable financial 
services, delivered by trustworthy providers 
who treat customers with respect. When 
used effectively, these services enhance 
financial well-being, enabling more people 
to manage life’s risks, seize its opportunities 
and pursue their dreams.

Our Focus on Financial Inclusion
MetLife Foundation aims to improve the 
financial health of low-income individuals 
across the globe by creating access to 
financial products and services that are 
safe, affordable, convenient and effectively 
designed to help people achieve their goals. 

Through our work and the work of our 
partners, we have seen successes in the 
use of digital technology and behavioral 
economics to expand access to — and 
effective use of — financial services. In 2017, 
we increased our focus on investments in 
these areas.

Our commitments and partnerships have 
generated valuable lessons, which we share 
with the financial inclusion community and 
apply to continually improve the design of 
new grants.

MetLife Foundation Financial Inclusion Commitments (2013-2017)*

•  $64 million committed
• 57 partners
•  1.2 million individuals 

reached

United States

•  $31 million committed
• 32 partners
•  776,000 individuals 

reached

Latin America

•  $15 million committed
• 20 partners
•  232,000 individuals reached

Europe, Middle East and Africa

•  $50 million committed
• 48 partners
•  3.8 million individuals 

reached

Asia

*$10 million of global grants (6 percent of total contributions) not depicted regionally.
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Leveraging Behavioral Economics to Drive 
Positive Change
To encourage healthier financial behavior among their 
customers, financial institutions must first understand 
why people make certain decisions. By applying 
behavioral economics insights to their product offerings 
and service approach, our partner organizations are more 
effectively helping clients spend less and save more.

• Latin America: ideas42 
ideas42 is a nonprofit behavioral science firm that 
leverages what we know about human behavior to 
design innovative solutions to difficult problems. 
In Latin America, ideas42 worked with MetLife 
Foundation to explore the underlying factors 
contributing to a widespread lack of retirement 
savings among working adults. They then designed 
and tested interventions to promote larger and more 
frequent retirement contributions. In Mexico, ideas42 
redesigned client account statements for retirement 
fund administrators — which collectively reach  
21 million Mexican citizens — to incentivize clients  
to take the steps needed to prepare for retirement.

• United States: Common Cents Lab, Duke University 
Housed at the Center for Advanced Hindsight at 
Duke University and exclusively funded by MetLife 
Foundation, Common Cents Lab tests interventions 
to help households increase their financial well-being. 
The lab — composed of behavioral economists, social 
scientists and technologists—undertakes experiments 
to understand and improve financial decision-making 
among low-income Americans. The Lab has partnered 
with fintech companies, credit unions, banks and 
nonprofits, resulting in more than 500,000 low-income 
Americans reached with better financial services.

• Global: Gallup  
Gallup launched the first global pilot survey to assess the 
financial health of individuals, interviewing more than 
15,000 people across 10 countries. The goal of the survey 
is to accumulate a robust data set that helps the industry 
understand consumer financial health across a range 
of markets and demographics. The survey data will be 
shared with the public and may be used to inform future 
decision making among researchers, policymakers and 
other stakeholders. 

• Vietnam: BFA Global and the Capital Aid Fund for 
Employment of the Poor (CEP) — OPTIX Program  
OPTIX aims to improve how financial institutions can be 
a one-stop-shop for financial services for low-income 
people. Working in four countries in Latin America 
and Asia, OPTIX aims to increase convenience and 
affordability for customers taking advantage of multiple 
financial products that are relevant to their needs, such 
as savings and borrowing services in one institution. In 
Vietnam, BFA works with the CEP, a nonprofit lending 
institution, to apply marketing science insights to improve 
its product offerings and promotion strategy to enable 
low-income borrowers to take advantage of a wider 
range of savings products.

Advancing New Insights and Sharing  
What We Learn
MetLife Foundation and our grantees continuously share 
lessons learned in order to improve our work and to 
advance the knowledge of the global financial inclusion 
community. With our partners, we prepare white papers, 
publish articles and sponsor and appear at conferences.

• Global: Multipliers of Prosperity and NextBillion 
MetLife Foundation sponsors and partners with online 
platforms that are leading the conversation around 
financial inclusion and health.

 – Developed in partnership with Wall Street Journal 
Custom Studios, Multipliers of Prosperity is an  
award-winning thought-leadership platform that 
features content and videos on the latest financial 
inclusion and health insights, programs and strategies 
from MetLife Foundation’s grantees.

 – NextBillion is a community of business and nonprofit 
leaders, social entrepreneurs, policymakers and  
other stakeholders who are chronicling trends in  
market solutions to poverty that reach the “base of 
the pyramid” — the world’s four billion low-income  
people. With support from MetLife Foundation, 
NextBillion has relaunched the “Financial Health”  
section of its website.
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Disaster Relief 
In 2017, hurricanes and earthquakes caused devastating 
damage in Florida, Mexico, Puerto Rico and Texas. Not only 
did MetLife’s employees overcome disruptions in their own 
lives to serve their customers and help their communities 
recover, but MetLife Foundation responded with financial 
support for relief and recovery. The Foundation contributed 
$632,000 to the American Red Cross following Hurricanes 
Harvey, Irma and Maria. Fundación MetLife México 
committed $900,000 to respond to the devastating 
earthquakes that struck the country in September. The 
funding will help rebuild 70 homes and 12 schools across 
affected communities.

Supporting Local Communities
MetLife Foundation is involved in a variety of  
grant-making ventures that positively affect 
communities around the world. These include grants 
in areas such as: health and medical research, arts 
and culture, disaster relief, community improvement, 
youth and education, and diversity and inclusion. 
These grants totaled $11.6 million in giving by 
MetLife Foundation, MetLife, Fundación MetLife 
México, and MetLife Foundation Korea in 2017.
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2017 Volunteer hours
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MetLife Employees as a Force  
for Good
Employee volunteers are a vital component 
of our commitment to social impact. Through 
hands-on and skills-based volunteering, 
they are building healthier, more resilient 
communities.

In 2017, MetLife volunteers provided more 
than 66,000 hours of service, with 45 percent 
of the hours supporting our global financial 
inclusion focus. Twenty-eight percent of 
volunteer hours were skills-based, with 
volunteers sharing their knowledge and 
professional skills with organizations working 
to increase financial well-being and bring vital 
services to those in need.

Volunteer activities in 2017 included:
• Global: Habitat for Humanity International 

A home is many families’ biggest financial asset. By 
obtaining a home, stabilizing living expenses and 
managing the cash flows necessary to maintain a home, 
low-income families can improve their financial health 
and well-being. Through MetLife Foundation’s global 
partnership with Habitat for Humanity International, 
MetLife volunteers build, repair and renovate homes 
for low-income families. In 2017, volunteers in 14 
countries provided more than 9,000 hours to Habitat, 
and MetLife Foundation contributed nearly $700,000 
in financial support. In its first Habitat project, MetLife 
Korea mobilized employees, sales representatives and 
customers to build a house in Kangwon province. In 
Raleigh, North Carolina, more than 600 volunteers 
participated in Build-a-Block, a historic partnership 
between Habitat Wake County and North Carolina 
State University to build affordable townhomes.

• Asia: Bankers without Borders and Shakti Foundation 
In Bangladesh, a MetLife volunteer team used their 
professional expertise to help Shakti Foundation, an 
organization focused on empowering poor women. With 
Shakti representatives, the team brainstormed solutions 
and developed recommendations to enhance Shakti’s 
digital literacy and entrepreneurship program, expand it 
to more women and make it self-sustaining. The project 
was managed by Bankers without Borders, a program 
that leverages private sector talent to support poverty-
focused social enterprises.

• Europe, Middle East and Africa: Special Olympics 
Young Athletes 
Young Athletes introduces basic sports skills to two- to 
seven-year-olds of all abilities. Participants also learn 
key early developmental skills, such as how to play with 
others and listen. With a three-year MetLife Foundation 
contribution, Special Olympics is expanding Young 
Athletes across the region. EMEA launched a Young 
Athletes volunteer program, with employees sharing the 
joy of sports with children in eight countries.

• Latin America: Argentina Solidarity Day and United Way 
For a fifth year, MetLife Argentina partnered with United 
Way for Solidarity Day. More than 400 volunteers 
spruced up a Buenos Aires school, enhancing the 
educational environment for students and staff.

• United States and India: Rise Against Hunger 
In recognition of World Food Day, iRise, MetLife’s 
network for rising professionals, sponsored a meal-
packaging event with international hunger relief 
organization, Rise Against Hunger. More than 1,000 
volunteers across 10 MetLife offices packaged more than 
200,000 nutrient-rich meals for distribution to schools, 
hospitals and community programs.

United States

Asia

Europe, Middle East  
and Africa

Latin America

38%

18%

23%

21%

66,000  
hours

2017 Volunteer Hours
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“At the United Nations Sustainable Development Summit on September 25, 2015, world leaders adopted the 2030 Agenda for Sustainable Development, which 
includes a set of 17 Sustainable Development Goals (SDGs) to end poverty, fight inequality and injustice, and tackle climate change by 2030.” 
—United Nations Development Programme

MetLife contributes to the Sustainable Development Goals through our business operations and global initiatives. The following table indicates some of the ways 
our activities support the Goals.

Aligning with the Sustainable Development Goals
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Goal MetLife’s support for the goal

End poverty in all its forms everywhere
MetLife Foundation’s financial inclusion activities support SDG Target 1.4: ensuring everyone has access 
to economic resources and financial services, including microfinance.

Ensure healthy lives and promote well-being for all at all ages
MetLife’s employee wellness efforts, as well as our product offerings around the world, support SDG Target 
3.8: achieving universal health coverage, financial protection and access to healthcare services for all.

Achieve gender equality and empower all women and girls
MetLife’s Global Women’s Initiative supports SDG Target 5.5: ensuring opportunities for women’s 
participation in leadership.

Ensure access to affordable, reliable, sustainable and modern 
energy for all

MetLife’s investments in renewable energy and green buildings support SDG Target 7.2: increasing the 
global share of renewable energy and SDG Target 7.3: doubling improvements in energy efficiency.

Promote sustained, inclusive and sustainable economic growth, 
full and productive employment and decent work for all

MetLife’s partnerships to reach customers in global markets support SDG Target 8.10: strengthening the 
capacity of financial institutions to expand access to financial services.

Build resilient infrastructure, promote inclusive and sustainable 
industrialization and foster innovation

MetLife’s efforts to expand access to our services among underserved communities support SDG Target 
9.3: increasing the access of small-scale enterprises to financial services and their integration into markets.

Reduce inequality within and among countries
MetLife’s thought leadership on policy issues supports SDG Target 10.5: improving the regulation of global  
financial markets.

Make cities and human settlements inclusive, safe, resilient 
and sustainable

MetLife’s community and affordable housing investments support SDG Target 11.1: ensuring access to safe 
and affordable housing.

Ensure sustainable consumption and production patterns
MetLife’s environmental initiatives and corporate reporting support SDG Target 12.6: encouraging companies 
to adopt sustainable practices and to integrate sustainability information into their reporting cycle.

Take urgent action to combat climate change and its impacts
MetLife’s work to achieve our environmental goals supports SDG Target 13.3: increasing awareness and 
capacity for climate change mitigation and adaptation.

Promote peaceful and inclusive societies for sustainable 
development, provide access to justice for all and build 
effective, accountable and inclusive institutions at all levels

MetLife’s programs to maintain our ethical culture support SDG Target 16.6: developing accountable and 
transparent institutions.
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We invite your comments, questions  
and feedback on this report.

Please contact us at: 
globalimpact@metlife.com

MetLife, Inc.  
200 Park Avenue  
New York, NY 10166

www.metlife.com  

We have prepared this report in accordance with the Global Reporting Initiative (GRI) Sustainability Reporting Standard:  
Core option.

The GRI Standards provide a globally recognized framework for companies to measure and communicate their environmental, 
economic, social and governance performance. By adhering to this framework, we communicate in a common language with 
companies and organizations around the world. Preparing our disclosures in this way enhances the comparability and quality 
of information that we provide.

This report contains data corresponding to the 2017 calendar year. We have included information from across MetLife’s global 
operations, and all information is provided as of December 31, 2017, unless otherwise noted.

We did not seek external assurance for the full report. Our 2017 greenhouse gas emissions figures for all scopes were assured 
by the data-analytics firm Quantis as part of our CDP reporting process.

MetLife most recently issued our 2016 Global Impact Report in June 2017. MetLife intends to continue to publish corporate 
responsibility reports on an annual basis.

MetLife’s Material Issues
In 2017, we updated our materiality analysis to confirm our Global Impact priorities based on the issues of highest importance 
to the company and key stakeholders. We refreshed the analysis to capture shifts in material issues based on changes to the 
structure of our business and trends in the broader global operating environment. 

As part of the process, we solicited the views of employees and managers through an internal survey. We also incorporated 
feedback regarding external stakeholder perspectives. We have aligned the content of this report and related performance 
metrics with the following updated material issues:

We identify where impacts occur for each material issue in the Topic Boundary section (GRI 103) of the GRI Index. 

Learn More
Please visit our Global Impact website at www.metlifeglobalimpact.com to access current and past reports, summaries and 
GRI Indexes. You will also find translations of the reports and supporting documents in various languages.

We invite members of the investment community to further explore our disclosure and ratings through data platforms, including:

• Bloomberg Professional Services

• MSCI

• Thomson Reuters Datastream Professional

About This Report

Read more about the GRI 
Sustainability Reporting Standards: 

www.globalreporting.org
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• Customer satisfaction

• Employee satisfaction

• Financial performance

• Information security and privacy

• Product accessibility

• Risk management

http://www.metlife.com
http://www.metlifeglobalimpact.com
http://www.globalreporting.org
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Legal Disclosures
Note Regarding Forward-Looking Statements

These materials may contain or incorporate by reference 
information that includes or is based upon forward-
looking statements within the meaning of the Private 
Securities Litigation Reform Act of 1995. Forward-looking 
statements give expectations or forecasts of future 
events. These statements can be identified by the fact 
that they do not relate strictly to historical or current 
facts. They use words such as “anticipate,” “estimate,” 
“expect,” “project,” “intend,” “plan,” “believe,” “will,” “will 
not,” and other words and terms of similar meaning, or are 
tied to future periods, in connection with a discussion of 
future financial performance. In particular, these include 
statements relating to future actions, prospective services 
or products, future performance or results of current and 
anticipated services or products, sales efforts, expenses, 
the outcome of contingencies such as legal proceedings, 
trends in operations and financial results.

Any or all forward-looking statements may turn out to be 
wrong. They can be affected by inaccurate assumptions 
or by known or unknown risks and uncertainties. Many 
such factors will be important in determining the 
actual future results of MetLife, Inc., its subsidiaries 
and affiliates. These statements are based on current 
expectations and the current economic environment. 
They involve a number of risks and uncertainties that 
are difficult to predict. These statements are not 
guarantees of future performance. Actual results could 
differ materially from those expressed or implied in the 
forward-looking statements. Risks, uncertainties and 
other factors that might cause such differences include 
the risks, uncertainties and other factors identified 
in MetLife, Inc.’s filings with the U.S. Securities and 
Exchange Commission. These factors include: (1) adverse 
effects which may arise in connection with the material 
weaknesses in our internal control over financial reporting 
or our failure to promptly remediate them; (2) difficult 
conditions in the global capital markets; (3) increased 
volatility and disruption of the global capital and credit 
markets, which may affect our ability to meet liquidity 

Insurance Company; (18) availability and effectiveness of 
reinsurance, hedging or indemnification arrangements, 
as well as any default or failure of counterparties 
to perform; (19) differences between actual claims 
experience and underwriting and reserving assumptions; 
(20) ineffectiveness of risk management policies and 
procedures; (21) catastrophe losses; (22) increasing cost and 
limited market capacity for statutory life insurance reserve 
financings; (23) heightened competition, including with 
respect to pricing, entry of new competitors, consolidation 
of distributors, the development of new products by new 
and existing competitors, and for personnel; (24) exposure 
to losses related to variable annuity guarantee benefits, 
including from significant and sustained downturns or 
extreme volatility in equity markets, reduced interest 
rates, unanticipated policyholder behavior, mortality or 
longevity, and any adjustment for nonperformance risk; 
(25) our ability to address difficulties, unforeseen liabilities, 
asset impairments, or rating agency actions arising from 
(a) business acquisitions and integrating and managing 
the growth of such acquired businesses, (b) dispositions 
of businesses via sale, initial public offering, spin-off or 
otherwise, including failure to achieve projected operational 
benefit from such transactions and any restrictions, 
liabilities, losses or indemnification obligations arising from 
any transitional services or tax arrangements related to the 
separation of any business, or from the failure of such a 
separation to qualify for any intended tax-free treatment, (c) 
entry into joint ventures, or (d) legal entity reorganizations; 
(26) unanticipated or adverse developments that could 
adversely affect our achieving expected operational 
or other benefits from the separation of Brighthouse 
Financial, Inc. and its subsidiaries (“Brighthouse”); (27) 
our equity market exposure to Brighthouse Financial, Inc.; 
(28) liabilities, losses or indemnification obligations arising 
from our transitional services, investment management or 
tax arrangements or other agreements with Brighthouse; 
(29) failure of the separation of Brighthouse to qualify 
for intended tax-free treatment; (30) legal, regulatory 

needs and access capital, including through our credit 
facilities, generate fee income and market-related revenue 
and finance statutory reserve requirements and may require 
us to pledge collateral or make payments related to declines 
in value of specified assets, including assets supporting 
risks ceded to certain of our captive reinsurers or hedging 
arrangements associated with those risks; (4) exposure 
to global financial and capital market risks, including as 
a result of the United Kingdom’s notice of withdrawal 
from the European Union or other disruption in global 
political, security or economic conditions; (5) impact on 
us of comprehensive financial services regulation reform; 
(6) numerous rulemaking initiatives required or permitted 
by the Dodd-Frank Wall Street Reform and Consumer 
Protection Act which may impact how we conduct our 
business, including those compelling the liquidation of 
certain financial institutions; (7) regulatory, legislative or 
tax changes relating to our insurance, international or other 
operations that may affect the cost of, or demand for, our 
products or services, or increase the cost or administrative 
burdens of providing benefits to employees; (8) adverse 
results or other consequences from litigation, arbitration or 
regulatory investigations; (9) potential liquidity and other 
risks resulting from our participation in a securities lending 
program and other transactions; (10) investment losses and 
defaults, and changes to investment valuations; (11) changes 
in assumptions related to investment valuations, deferred 
policy acquisition costs, deferred sales inducements, 
value of business acquired or goodwill; (12) impairments of 
goodwill and realized losses or market value impairments to 
illiquid assets; (13) defaults on our mortgage loans; (14) the 
defaults or deteriorating credit of other financial institutions 
that could adversely affect us; (15) economic, political, 
legal, currency and other risks relating to our international 
operations, including with respect to fluctuations of 
exchange rates; (16) downgrades in our claims paying ability, 
financial strength or credit ratings; (17) a deterioration 
in the experience of the closed block established in 
connection with the reorganization of Metropolitan Life 
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and other restrictions affecting MetLife, Inc.’s ability 
to pay dividends and repurchase common stock; (31) 
MetLife, Inc.’s and its subsidiary holding companies’ 
primary reliance, as holding companies, on dividends 
from subsidiaries to meet free cash flow targets and 
debt payment obligations and the applicable regulatory 
restrictions on the ability of the subsidiaries to pay such 
dividends; (32) the possibility that MetLife, Inc.’s Board of 
Directors may influence the outcome of stockholder votes 
through the voting provisions of the MetLife Policyholder 
Trust; (33) changes in accounting standards, practices 
and/or policies; (34) increased expenses relating to 
pension and postretirement benefit plans, as well as health 
care and other employee benefits; (35) inability to protect 
our intellectual property rights or claims of infringement of 
the intellectual property rights of others; (36) difficulties 
in marketing and distributing products through our 
distribution channels; (37) provisions of laws and our 
incorporation documents that may delay, deter or prevent 
takeovers and corporate combinations involving MetLife; 
(38) the effects of business disruption or economic 
contraction due to disasters such as terrorist attacks, 
cyberattacks, other hostilities or natural catastrophes, 
including any related impact on the value of our investment 
portfolio, our disaster recovery systems, cyber- or other 
information security systems and management continuity 
planning; (39) any failure to protect the confidentiality of 
client information; (40) the effectiveness of our programs 
and practices in avoiding giving our associates incentives 
to take excessive risks; (41) the impact of technological 
changes on our businesses; and (42) other risks and 
uncertainties described from time to time in MetLife, Inc.’s 
filings with the U.S. Securities and Exchange Commission.

MetLife, Inc. does not undertake any obligation to publicly 
correct or update any forward-looking statement if 
MetLife, Inc. later becomes aware that such statement 
is not likely to be achieved. Please consult any further 
disclosures MetLife, Inc. makes on related subjects in 
reports to the U.S. Securities and Exchange Commission.

Explanatory Note on Non-GAAP Financial Information

MetLife Combined Managed Assets (as defined below) is 
a financial measure based on methodologies other than 
accounting principles generally accepted in the United 
States of America (“GAAP”). MetLife believes the use 
of MetLife Combined Managed Assets enhances the 
understanding of the depth and breadth of its investment 
management services both on behalf of its general account 
investment portfolio, separate accounts and unaffiliated/ 
third party clients. “MetLife Combined Managed Assets” 
include at estimated fair value: (i) actively-managed general 
account assets (“Managed Assets”); (ii) passive-indexed 
insurance company separate account assets; and (iii) 
non-proprietary assets managed on behalf of unaffiliated/
third party clients. Managed Assets exclude assets such 
as policy loans and other invested assets, as substantially 
all of those assets are not actively managed in MetLife’s 
general account investment portfolio. Fair value option 
securities are also excluded as they are primarily comprised 
of contractholder-directed unit-linked investments, where 
the contractholder, and not MetLife, directs the investment 
of these funds. Mortgage loans and certain real estate 
investments have also been adjusted from carrying value 
to estimated fair value. Classification of Managed Assets 
by sector is based on the nature and characteristics of the 

underlying investments which can vary from how they 
are classified under GAAP. Passive-indexed insurance 
company separate account assets represent separate 
account assets of the MetLife insurance companies which 
are included in MetLife, Inc.’s consolidated financial 
statements at estimated fair value. Non-proprietary assets 
managed on behalf of unaffiliated/third party clients 
are stated at estimated fair value, but are excluded from 
MetLife, Inc.’s consolidated financial statements.

Managed Assets and MetLife Combined Managed Assets 
are non-GAAP financial measures and should not be 
viewed as substitutes for Total Investments, the most 
directly comparable GAAP measure. A reconciliation 
of Total Investments to Managed Assets and MetLife 
Combined Managed Assets, as well as a Sector 
Reconciliation, are set forth in the table below.

Additional information about MetLife’s investments is 
available in MetLife, Inc.’s Quarterly Financial Supplement 
for the quarter ended December 31, 2017 and MetLife, 
Inc.’s Annual Report on Form 10-K for the year ended 
December 31, 2017, each of which may be accessed 
through MetLife, Inc.’s Investor Relations Web page at 
http://investor.metlife.com.

MetLife 2017 Corporate Responsibility Report  |  Legal Disclosures

Reconciliation of Total Investments to Managed Assets  
and MetLife Combined Managed Assets

12/31/2017
Total Investments ($ in billions)    $444.1
Plus Cash and Cash Equivalents 12.7
Plus Fair Value Adjustments 6.9
Less Policy Loans 9.7
Less Other Invested Assets 17.3
Less Fair Value Option Securities 16.7

Managed Assets $420.0
Plus Passive-Indexed Separate Account Assets 14.9
Plus Non-Proprietary Assets managed on behalf of Unaffiliated/Third Party Clients 152.4

MetLife Combined Managed Assets $587.3

http://investor.metlife.com
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Operational Data1

Operations ($ in millions, except Earnings Per Share) 2017 2016 2015 2014 2013
Total Assets $719,892 $898,764 $877,912 $902,322 $886,826
Total Liabilities $661,022 $831,062 $809,344 $829,607 $824,572
Shareholders' Equity $58,676 $67,531 $68,098 $72,208 $61,711

Total Revenues $62,308 $60,787 $61,343 $63,974 $61,116
         Premiums $38,992 $37,202 $36,403 $36,970 $36,222
         Net Investment Income $17,363 $16,790 $16,205 $18,158 $18,956
Total Expenses $58,772 $56,506 $55,692 $57,091 $57,430
        Policyholder Benefits and Claims $38,313 $36,358 $35,144 $35,393 $34,239
Provision for Income Tax Expense $(1,470) $693 $1,590 $1,936 $687
Net Income $4,020 $854 $5,385 $6,336 $3,393

Dividends on Common Stock $1,717 $1,736 $1,653 $1,499 $1,119
Earnings Per Share $3.62 $0.67 $4.62 $5.42 $2.91

Return on Equity 6.3% 1.0% 7.7% 9.5% 5.3%

1  These data (2013-2017) have been updated to align with currently published results as disclosed in MetLife, Inc.’s Annual Report on Form 10-K for the year ended December 31, 2017. 

Investment Data2

Global Portfolio 2017 2016 2015 2014 2013
Investment Grade Corporate 35.3% 32.3% 32.7% 33.2% 34.9%
Structured Finance 11.7% 12.7% 13.8% 14.2% 14.6%
Mortgage Loans 14.6% 15.2% 14.1% 12.6% 12.1%
Foreign Government 10.8% 11.0% 10.0% 10.3% 11.2%
U.S. Government and Agency 12.5% 11.9% 13.1% 12.9% 10.2%
Cash and Short-Term Investments 3.6% 5.1% 4.6% 4.0% 4.6%
Below Investment Grade Corporate 3.7% 3.4% 3.5% 4.1% 4.0%
Real Estate Equity 3.3% 3.6% 3.3% 3.4% 3.1%
Corporate Equity 4.5% 4.8% 4.9% 5.3% 5.3%

Total 100% 100% 100% 100% 100%

2  These data (2013-2017) have been updated to align with currently published results that reflect Combined Managed Assets.

Impact Investments3

MetLife Impact Investments ($ in millions) YE4 2017 YE 2016 YE 2015 YE 2014 YE 2013 2017 2016 2015 2014 2013 
Community and Affordable Housing Investments  $2,431  $2,146 $1,853  $1,564  $1,485  $231 $446 $680  $481  $334 
Green Investments $15,059 $14,852 $13,552  $9,105  $6,761 $538 $564  $969  $1,121  $508 
Infrastructure $15,349 $11,792 $9,805   -    -  $3,216 $3,154  $1,679   -    -  
Municipal Bonds $17,152  $15,991  $15,854  $15,387   -   $849  $1,251  $1,840  $586   -  

Total $49,991 $44,781 $41,064  $26,056  $8,246 $4,834 $5,415 $5,168  $2,188  $842

3 Some historical values have been updated to reflect the current presentation of Impact Investments.
4 YE = Year-end

MetLife 2017 Performance Data

http://phx.corporate-ir.net/External.File?item=UGFyZW50SUQ9NjkyNDIwfENoaWxkSUQ9NDAzNDczfFR5cGU9MQ==&t=1
http://investor.metlife.com/phoenix.zhtml?c=121171&p=irol-factsheet
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Workforce Data (as of 12/31/2017)

Our Global Workforce
Total¹ Female Male

Employment Category
Regular 47,335 24,692 22,641
Temporary 532 291 241

Employment Type
Full-Time 47,482 24,644 22,836
Part-Time 385 339 46

Workforce Breakdown
Employees 47,867 24,983 22,882
Agents and Contractors 19,463 3,398 3,056

Workforce by Region²
United States/Canada 18,285 10,720 7,565
Latin America 8,841 5,576 3,265
Asia 16,454 6,336 10,116
EMEA 4,287 2,351 1,936

1 Totals include employees whose gender is not recorded. Excludes PNB employees.  2 Workforce includes regular employees only.

Employee and Board Diversity3

Gender4 Female % Male %
Sales 40% 60%
Non-Sales 55% 45%
Executive Group (includes non-U.S.) 20% 80%
Board of Directors 27% 73%

Age4 < 30 Years 30-50 Years > 50 Years

Sales 22% 63% 15%
Non-Sales 17% 63% 21%
Executive Group 0% 20% 80%
Board of Directors 0% 0% 100%

Ethnicity and Race3 White Black or 
African 

American

Hispanic  
or Latino

Asian American 
Indian or 

Alaska Native

Not  
Specified

Two or  
More Races

Native 
Hawaiian 
or Pacific 

Islander

Sales 79% 10% 6% 2% 0% 1% 3% 0%
Non-Sales 70% 12% 6% 9% 0% 1% 2% 0%
Executive Group 80% 0% 10% 10% 0% 0% 0% 0%
Board of Directors 82% 9% 9% 0% 0% 0% 0% 0%

3  U.S. only. Due to rounding, figures may not add up to 100 percent. 4 Totals for gender and age will not match due to unidentified personnel in our system.
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Employee Training and Performance Reviews
Average Hours of Training Per Year5 Female Male
Non-Sales 6.2 6.9
Sales 1.8 1.9

Employees Receiving Performance Reviews6 Female Male
Non-Sales 98% 99%
Sales 56% 42%

5 Employee training figures include only training activity captured in our Learning Management System, including skill-based training and compliance training. Data includes training courses taken online (virtual courses) 
and instructor-led courses. 6 Performance review figures reflect only employees who received performance ratings and had performance feedback entered into the company’s ePerformance system. Performance may 
be measured separately from the online system. Some gender data is not available in our system, because those employees are no longer with the company. Excludes PNB employees. 

New Hires and Turnover7

Hires Total < 30 Years 30-50 Years > 50 Years Rate < 30 Years  30-50 Years > 50 Years

Female 2,364 3,019 395 4.9% 6.3% 0.8%
Male 1,954 2,399 366 4.1% 5.0% 0.8%

Terminations Total < 30 Years 30-50 Years > 50 Years Rate < 30 Years  30-50 Years > 50 Years

Female 1,853 3,262 733 3.9% 6.8% 1.5%
Male 1,568 2,731 677 3.3% 5.7% 1.4%

7 Excludes PNB employees.

Workforce Data (Continued)
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Environmental Data1

Environment
2017 2016 2015 2014 2013

Property
Global Property (million sq. ft.)2 15.32 15.78 17.16 16.79 18.15
         U.S. Property (million sq. ft.)2 7.70 7.96 9.78 9.61 10.91
EPA Energy Star (no. labeled buildings)3 14 14 13 15 15
EPA Energy Star (million sq. ft.)3 3.74 4.10 4.45 5.02 5.02
LEED (no. certified buildings) 18 19 17 14 12
LEED (million sq. ft.) 3.18 3.76 3.31 3.11 2.74

Greenhouse Gas Emissions (metric tons CO2e)
Gross Scope 1 Emissions (without carbon offset) 15,929 17,782 20,077 20,187 23,211
Gross Location-based Scope 2 Emissions 108,019 109,631 110,670 113,699 119,880
Gross Market-based Scope 2 Emissions4 0 0 67,962 66,410 70,696
Scope 3 Emissions (global business travel)5 28,330  33,559 36,031 31,671 26,665
Carbon Offsets 64,364  70,637 4,640 5,405 4,841
Emissions Intensity (metric tons CO2e per FTE6) 1.37 1.36 1.41 1.42 1.54
Emissions Intensity (metric tons CO2e per sq. ft.) 0.009 0.009 0.010 0.011 0.009

Energy (MWh)
Total Electricity Consumption 228,680 237,224 239,261 240,745 254,323
       Renewable Energy Certificates 189,339  204,588 101,648 116,724 84,692
Energy Intensity (MWh per FTE6) 2.41 2.49 2.46 2.43 2.60
Energy Intensity (MWh per sq. ft.) 0.016 0.017 0.018 0.020 0.017
Renewable Energy Capital Investment ($ millions) 265 86 628 146 225

Waste (lbs.)2

Total Waste Generated 6,476,104  6,425,042 6,928,069 6,315,606 6,227,180
        Total Waste to Landfill 2,800,881  2,391,720 2,763,521 2,490,229 2,847,340
        Total Waste Recycled 3,675,223  4,033,322 4,164,548 3,825,377 3,379,840
Waste Diversion (% recycled) 57% 63% 60% 61% 54%
Enterprise-wide E-waste7 247,128  300,929 286,385 214,663 552,584

Water (kgals)3

Total Water Consumption 65,706 70,022 69,021 75,061 71,267
Water Intensity (kgals per FTE6) 5.756  6.78 6.29 6.3958 5.6195
Water Intensity (kgals per sq. ft.) 0.0180 0.0164 0.0143 0.0155 0.0147

1 To ensure that MetLife is providing meaningful and consistent comparison of data over time, adjustments to previous reported totals of energy and emissions occurred as a result of MetLife’s Brighthouse Financial 
spin-off in accordance with the Greenhouse Gas Protocol Corporate Accounting and Reporting Standard. 2 Property figures represent the year-end square footage of our real estate portfolio. 3 U.S. managed office 
portfolio. 4 Includes Renewable Energy Certificates (RECs), and market-based global emissions were calculated historically. 5 Converted to Global Business Travel, extrapolated historically where necessary due to 
limited data. 6 Full-time employee. 7 Total weight recycled, reused and resold for all sites.
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Environmental Data (Continued)

2017 Scope 1 Emissions
GHG Type     Metric Tons CO2e

Fuel  
Oil

Natural  
Gas

Fleet  
Gasoline

CO2 Domestic 117 9,232 4,162
International 119 2,299 n/a

Total 236 11,531 4,162

CH4 Domestic 0.005 0.1752 n/a
International 0.005 0.0458 n/a

Total 0.009 0.2210 n/a

N2O Domestic 0.0009 0.0175 n/a
International 0.0009 0.0046 n/a

Total 0.0009 0.0221 n/a

Biogenic CO2 Emissions Domestic n/a n/a n/a
International n/a n/a n/a

Total n/a n/a n/a

2017 Energy Consumption by Type
Energy Type MWh
Electricity 228,680
Fuel (fuel oil, natural gas and fleet gasoline) 59,691
Total Energy Consumption 288,371
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MetLife Foundation 
MetLife Foundation Grants ($ in millions) 2017 2016 2015 2014 2013
Financial Inclusion1  $30.20  $30.37  $29.38  $27.75  $16.77 
Health and Medical Research  $0.89  $1.48  $1.72  $1.86  $5.14 
Arts & Culture  $1.34  $2.71  $2.87  $3.10  $5.67 
Disaster Relief  $0.64  $0.19  $0.61  $0.40  $0.59 
Youth/Education  $0.96  $1.27  $0.89  $0.49  $4.47 
Community Improvement  $1.82  $2.17  $1.91  $3.04  $4.79 
Diversity & Inclusion  $1.28  $1.40  $1.22  $0.94  $1.65 
Employee Involvement1  $2.75  $3.45  $3.97  $3.49  $3.41 

Total  $39.88  $43.04  $42.57  $41.07  $42.49 

MetLife Contributions by Source ($ in millions) 2017 2016 2015 2014 2013
MetLife Foundation  $39.88  $43.04  $42.57  $41.07  $42.49 
Mexico & Korea Foundations  $1.36  $0.46  $0.88  $1.58  $1.51 
Corporate  $3.65  $4.78  $5.65  $4.41  $2.15 

Total  $44.89  $48.28  $49.10  $47.06  $46.15 

1 $2.2 million of contributions in Financial Inclusion grants also relate to Employee Involvement.
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Disclosures Description Cross-Reference or Answer Additional Information

Organizational Profile

102-1 Name of the organization MetLife, Inc.

102-2 Activities, brands, products     
and services

Global Impact Report: Overview Report, Building a More Protected 
World, p. 1  
Global Impact Report: Full Report, About MetLife: Navigating Life 
Together, pp. 5-7  
2017 Form 10-K, pp. 5-18, 230-231

102-3 Location of headquarters 200 Park Ave., New York, NY 10166

102-4 Location of operations Global Impact Report: Overview Report, MetLife: Building a More 
Protected World, p. 1  
Global Impact Report: Full Report, About MetLife: Navigating Life 
Together, p. 7 
2017 Form 10-K, pp. 6-16 
Global Locations

102-5 Ownership and legal form C corporation

102-6 Markets served Global Impact Report: Overview Report, MetLife: Building a More 
Protected World, p. 1  
Global Impact Report: Full Report, About MetLife: Navigating Life 
Together, pp. 5, 7 
2017 Form 10-K, pp. 6-21

102-7 Scale of the organization Global Impact Report: Overview Report, MetLife: Building a More 
Protected World, p. 1 
Global Impact Report: Overview Report, Performance Data, pp. 33-34 
Global Impact Report: Full Report, About MetLife: Navigating Life 
Together, pp. 5, 7  
Global Impact Report: Full Report, Performance Data, pp. 50-51, 55 
2017 Form 10-K, pp. 5, 36-37, 202-205

102-8 Information on employees       
and other workers

Global Impact Report: Overview Report, Performance Data, pp. 34-35 
Global Impact Report: Full Report, Performance Data, pp. 51-52

MetLife’s work is not substantially performed by workers who 
are legally recognized as self-employed or who are employees 
of contractors. MetLife does not have any significant variation in 
employment numbers.

102-9 Supply chain Global Impact Report: Overview Report, Protecting the Environment, 
pp. 24-25  
Global Impact Report: Full Report, Promoting Supplier Inclusion and 
Development, pp. 35-36 
Global Impact Report, Full Report, Protecting the Environment, p. 41 
MetLife Global Procurement 

102-10 Significant changes to the 
organization and its supply chain

2017 Form 10-K, pp. 6, 237-246 

102-11 Precautionary Principle or 
approach

Global Impact Report: Overview Report, Ensuring Stability, pp. 10-11 
Global Impact Report: Full Report, Managing Risks through Ethics and 
Integrity, pp. 17-18

GRI 102: General Disclosures 2016*

*MetLife’s 2017 Global Impact Report applies the 2016 version of the GRI Standards; “2016” refers to the Standards issue date, not the date of information presented in this report.

http://services.corporate-ir.net/SEC/Document.Service?id=P3VybD1hSFIwY0RvdkwyRndhUzUwWlc1cmQybDZZWEprTG1OdmJTOWtiM2R1Ykc5aFpDNXdhSEEvWVdOMGFXOXVQVkJFUmlacGNHRm5aVDB4TWpBNU9USTVOaVp6ZFdKemFXUTlOVGM9JnR5cGU9MiZmbj1NZXRMaWZlSW5jLnBkZg==
http://services.corporate-ir.net/SEC/Document.Service?id=P3VybD1hSFIwY0RvdkwyRndhUzUwWlc1cmQybDZZWEprTG1OdmJTOWtiM2R1Ykc5aFpDNXdhSEEvWVdOMGFXOXVQVkJFUmlacGNHRm5aVDB4TWpBNU9USTVOaVp6ZFdKemFXUTlOVGM9JnR5cGU9MiZmbj1NZXRMaWZlSW5jLnBkZg==
https://www.metlife.com/about/corporate-profile/global-locations/index.html
http://services.corporate-ir.net/SEC/Document.Service?id=P3VybD1hSFIwY0RvdkwyRndhUzUwWlc1cmQybDZZWEprTG1OdmJTOWtiM2R1Ykc5aFpDNXdhSEEvWVdOMGFXOXVQVkJFUmlacGNHRm5aVDB4TWpBNU9USTVOaVp6ZFdKemFXUTlOVGM9JnR5cGU9MiZmbj1NZXRMaWZlSW5jLnBkZg==
http://services.corporate-ir.net/SEC/Document.Service?id=P3VybD1hSFIwY0RvdkwyRndhUzUwWlc1cmQybDZZWEprTG1OdmJTOWtiM2R1Ykc5aFpDNXdhSEEvWVdOMGFXOXVQVkJFUmlacGNHRm5aVDB4TWpBNU9USTVOaVp6ZFdKemFXUTlOVGM9JnR5cGU9MiZmbj1NZXRMaWZlSW5jLnBkZg==
https://www.metlife.com/about/corporate-profile/global-procurement/index.html
http://services.corporate-ir.net/SEC/Document.Service?id=P3VybD1hSFIwY0RvdkwyRndhUzUwWlc1cmQybDZZWEprTG1OdmJTOWtiM2R1Ykc5aFpDNXdhSEEvWVdOMGFXOXVQVkJFUmlacGNHRm5aVDB4TWpBNU9USTVOaVp6ZFdKemFXUTlOVGM9JnR5cGU9MiZmbj1NZXRMaWZlSW5jLnBkZg==


57  

Disclosures Description Cross-Reference or Answer Additional Information

Organizational Profile (Continued)

102-12 External initiatives None.

102-13 Membership of associations Some of the policy, research and trade associations with whom we 
engage include:
• American Council of Life Insurers
• Atlantic Council
• Brookings Institution
• Business Council for International Understanding
• Coalition of Service Industries
• Council of the Americas
• Council on Foreign Relations
• Geneva Association
• Harvard Law School Program on International Financial Systems
• Institute of International Finance
• Japan Society
• Korea Society
• National Center for Asia Pacific Economic Cooperation (NCAPEC)
• Peterson Institute for International Economics
• Washington International Trade Association (WITA); Bipartisan Policy 

Center; CATO Institute

Some of the environmental associations with whom we engage include:
• Carbon Disclosure Project
• CoreNet Global
• Sustainability Roundtable, Inc.
• United States Department of Energy
• United States Environmental Protection Agency
• United States Green Building Council

Strategy

102-14 Statement from senior 
decision-maker

Global Impact Report: Overview Report, Message from the Chairman, 
President and CEO, p. 2

Ethics and Integrity

102-16 Values, principles, standards 
and norms of behavior 

Global Impact Report: Overview Report, Ensuring Stability, pp. 10-11 
Global Impact Report: Full Report, About MetLife: Navigating Life 
Together, p. 6
Global Impact Report: Full Report, Creating Value through Responsible 
Investing, p. 15 
Global Impact Report: Full Report, Managing Risks through Ethics and 
Integrity, pp. 17-20 

MetLife Purpose and Values  
MetLife Financial Management Code of Professional Conduct 
MetLife Director’s Code of Business Conduct and Ethics 
MetLife Corporate Conduct 
MetLife Employee Code of Conduct 
MetLife Corporate Governance 
MetLife Ethics and Integrity 
MetLife Customer Privacy Policy

MetLife 2017 Corporate Responsibility Report  |  MetLife 2017 GRI Index 

GRI 102: General Disclosures 2016* (Continued)

*MetLife’s 2017 Global Impact Report applies the 2016 version of the GRI Standards; “2016” refers to the Standards issue date, not the date of information presented in this report.

https://www.metlife.com/about/corporate-responsibility/overview/purpose-and-values/index.html
https://www.metlife.com/assets/cao/chairman/governance/conduct/financial-management-code-of-professional-conduct.pdf
https://www.metlife.com/assets/cao/chairman/governance/conduct/Directors-Code-Of-Business-Conduct-And-Ethics.pdf
https://www.metlife.com/about/corporate-profile/corporate-governance/corporate-conduct/index.html
https://www.metlife.com/about/corporate-profile/corporate-governance/code-of-conduct/index.html
https://www.metlife.com/about/corporate-profile/corporate-governance/index.html?WT.ac=GN_about_corporate-profile_corporate-governance
https://www.metlife.com/about/corporate-responsibility/overview/ethics-and-integrity/index.html
https://www.metlife.com/about/privacy-policy/customer-privacy-policy/index.html
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Disclosures Description Cross-Reference or Answer Additional Information

Governance

102-18 Governance structure Steven A. Kandarian is chairman of the board, president and chief 
executive officer of MetLife, Inc. There are 12 members of the MetLife 
board of directors, 11 of whom are independent. The board is made up 
of the following committees:
• Audit
• Compensation
• Governance and Corporate Responsibility

The Governance and Corporate Responsibility Committee oversees 
MetLife’s Social Investment Program, diversity initiatives and activities 
related to sustainability and environmental issues. 

2017 Proxy 
Corporate Governance at MetLife 
Governance and Corporate Responsibility Charter

Stakeholder Engagement

102-40 List of stakeholder groups We consider our stakeholders to include investors and shareholders, 
customers, employees, governments and regulators and the 
communities where we operate.

102-41 Collective bargaining  
agreements

We do not closely track this metric due to differing definitions of 
collective bargaining agreements across locations. We estimate that 
20–25% of non-U.S. (non-agency) employees are covered. In the  
United States, we do not have a collective-bargaining agreement 
covering employees.

102-42 Identifying and selecting 
stakeholders

We primarily engage with those entities or individuals who have the 
highest potential impact on our business operations.

102-43 Approach to stakeholder 
engagement

Global Impact Report: Overview Report, Innovating to Serve our 
Customers, pp. 12-15 
Global Impact Report: Full Report, Simplifying our Products for a Better 
Customer Experience, pp. 21-26

Investors: Engagement via annual and required SEC filings, investor 
presentations, roadshow participation and direct interaction.

Employees: Employee surveys annually (including our global 
organizational health survey), annual performance reviews and direct 
conversations with supervisors/managers.

Governments: Engagement on a continual basis at the international, 
national, regional and local level and participation in industry 
associations on an annual membership basis.

Communities: Engagement via MetLife Foundation activities and 
employee volunteerism. 

Customers: Engagement via direct outreach and conversations 
(continual), customer satisfaction surveys (including Net Promoter 
Surveys) and responses to RFPs.

In 2017, we:

1.  Continued improving our NPS 360 program for better insights 
and actionability by integrating NPS competitive tracking 
information in rNPS (Relationship NPS) to provide more frequent 
and stronger insights,

2.  Expanded on the NPS analysis by developing a proprietary 
enhancement to measure experience design performance,

3.  Built frameworks and analysis capability to better understand 
customer needs and to identify and solve pain points,

4.  Revamped the NPD (New Product Development) process, 
embedded the Voice of Customer and created stronger and 
differentiated value for strong market testing,

5.  Advanced and codified journey mapping methodologies to 
analyze new and existing customer touchpoints.

We did not undertake any specific stakeholder engagement in 
preparation for the development of this report.

2017 Proxy

MetLife 2017 Corporate Responsibility Report  |  MetLife 2017 GRI Index 

GRI 102: General Disclosures 2016* (Continued)

*MetLife’s 2017 Global Impact Report applies the 2016 version of the GRI Standards; “2016” refers to the Standards issue date, not the date of information presented in this report.

http://investor.metlife.com/phoenix.zhtml?c=121171&p=irol-proxy
https://www.metlife.com/about/corporate-profile/corporate-governance/index.html?WT.ac=GN_about_corporate-profile_corporate-governance
https://www.metlife.com/content/dam/microsites/about/corporate-profile/pdf/METGovernanceCorporateResponsibilityCommitteeCharter_10242017.pdf
http://investor.metlife.com/phoenix.zhtml?c=121171&p=irol-proxy
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Disclosures Description Cross-Reference or Answer Additional Information

Stakeholder Engagement (Continued)

102-44 Key topics and concerns raised Global Impact Report: Overview Report, Innovating to Serve our 
Customers, pp. 14-17 
Global Impact Report: Full Report, Simplifying our Products for a Better 
Customer Experience, pp. 21-26

Investors: Investor concerns typically focus on risk management, 
business strategy and results, compliance and similar topics. We 
respond to the Carbon Disclosure Project (CDP) investor report on an 
annual basis.

Governments: Global Impact Report: Full Report, Managing Risks 
through Ethics and Integrity, pp. 17-20

Communities: Global Impact Report: Full Report, MetLife Foundation, 
pp. 42-45

Customers: Customers are typically interested in the ease of 
accessing our products and services, cost, quality and support. We 
have received customer RFPs requesting environmental and other 
corporate responsibility information and have responded with data and 
information as available. 

2017 Proxy

Reporting Practice

102-45 Entities included in the 
consolidated financial 
statements 

2017 Form 10-K, Exhibit 21.1 

102-46 Defining report content and 
topic Boundaries

Global Impact Report: Overview Report, About this Report, p. 39 
Global Impact Report: Full Report, About this Report, p. 47

In 2017, we updated our materiality analysis to confirm our Global 
Impact priorities based on the issues of highest importance to 
the company and key stakeholders. We refreshed the analysis to 
capture shifts in material issues based on changes to the structure 
of our business and trends in the broader global operating 
environment. We identify where impacts occur for each material 
issue in the Topic Boundary section (GRI 103) of the GRI Index.

102-47 List of material topics Global Impact Report: Overview Report, About this Report, p. 39 
Global Impact Report: Full Report, About this Report, p. 47

Customer Privacy
Economic Performance
Employment
Indirect Economic Impacts
Market Presence
Marketing and Labeling
Local Communities
Product Portfolio
Socioeconomic Compliance

MetLife 2017 Corporate Responsibility Report  |  MetLife 2017 GRI Index 

GRI 102: General Disclosures 2016* (Continued)

*MetLife’s 2017 Global Impact Report applies the 2016 version of the GRI Standards; “2016” refers to the Standards issue date, not the date of information presented in this report.

http://investor.metlife.com/phoenix.zhtml?c=121171&p=irol-proxy
http://services.corporate-ir.net/SEC/Document.Service?id=P3VybD1hSFIwY0RvdkwyRndhUzUwWlc1cmQybDZZWEprTG1OdmJTOWtiM2R1Ykc5aFpDNXdhSEEvWVdOMGFXOXVQVkJFUmlacGNHRm5aVDB4TWpBNU9USTVOaVp6ZFdKemFXUTlOVGM9JnR5cGU9MiZmbj1NZXRMaWZlSW5jLnBkZg==
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Disclosures Description Cross-Reference or Answer Additional Information

Reporting Practice (Continued)

102-48 Restatements of information In this 2017 Report, we revised the following data for the years 
2013–2016:

•  We updated our investment data to include the assets managed by 
MetLife Investment Management, which include assets in our  
general account and separate accounts, as well as those managed  
for third-party clients. 

•  We refined our classification of impact investment projects among 
the categories listed.

•  We restated the following greenhouse gas and energy figures to 
reflect the spin-off of Brighthouse Financial in 2017: Scope 1 & 2  
GHG emissions, emissions intensity, electricity consumption and 
energy intensity.

102-49 Changes in reporting No significant changes.

102-50 Reporting period Global Impact Report: Overview Report, About this Report, p. 39 
Global Impact Report: Full Report, About this Report, p. 47

102-51 Date of most recent report Global Impact Report: Full Report, About this Report, p. 47 2016 MetLife Global Impact Report: Overview  
2016 MetLife Global Impact Report: Full Report 
2016 MetLife Foundation Report

102-52 Reporting cycle Global Impact Report: Full Report, About this Report, p. 47

102-53 Contact point for questions 
regarding the report

Global Impact Report: Full Report, About this Report, p. 46

102-54 Claims of reporting in 
accordance with the GRI 
Standards

Global Impact Report: Overview Report, About this Report, p. 39 
Global Impact Report: Full Report, About this Report, p. 47

102-55 GRI content index Global Impact Report: Overview Report, About this Report, p. 39 
Global Impact Report: Full Report, About this Report, p. 47

102-56 External assurance Global Impact Report: Overview Report, About this Report, p. 39 
Global Impact Report: Full Report, About this Report, p. 47

MetLife 2017 Corporate Responsibility Report  |  MetLife 2017 GRI Index 

GRI 102: General Disclosures 2016* (Continued)

*MetLife’s 2017 Global Impact Report applies the 2016 version of the GRI Standards; “2016” refers to the Standards issue date, not the date of information presented in this report.

https://www.metlife.com/content/dam/microsites/about/corporate-responsibility/pdf/global-impact-overview_singles.pdf
https://www.metlife.com/content/dam/microsites/about/corporate-responsibility/pdf/global-impact-full-report.pdf
https://www.metlife.com/content/dam/microsites/about/corporate-responsibility/pdf/MetLife-Foundation-2016-Report-Print-Version.pdf
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Material Topics Management Approach Cross-Reference Relevant External Entities 

Economic

GRI 201: Economic Performance 
2016

Global Impact Report: Overview Report, Message from the Chairman, President and CEO, p. 2 
Global Impact Report: Overview Report, Building Resilient Communities: MetLife Foundation, pp. 26-29 
Global Impact Report: Full Report, About MetLife: Navigating Life Together, p. 5 
Global Impact Report: Full Report, MetLife Foundation, pp. 42-45 
Global Impact Report: Full Report, Creating Value through Responsible Investing, pp. 12-16 
2017 Form 10-K, pp. 87-97, 108-134 

Communities 
Competitors 
Customers 
Investors 
Regulators 
Reinsurers 
Suppliers 
Sales partners

GRI 202: Market Presence 2016 Global Impact Report: Full Report, About MetLife: Navigating Life Together, pp. 5, 7 
Global Impact Report: Full Report, Simplifying our Products for a Better Customer Experience, pp. 21-26 
Global Impact Report: Full Report, Creating Value through Responsible Investing, pp. 12-16 
Global Impact Report: Full Report, MetLife Foundation, pp. 42-45 

Communities 
Competitors 
Customers 
Investors 
Regulators 
Reinsurers 
Sales partners

GRI 203: Indirect Economic 
Impacts 2016

Global Impact Report: Overview Report, Message from the Chairman, President and CEO, p. 2 
Global Impact Report: Overview Report, 2017 Global Impact Highlights, pp. 4-5 
Global Impact Report: Full Report, Our Global Impact Goals, pp. 9-11 
Global Impact Report: Full Report, Creating Value through Responsible Investing, pp. 12-16 
Global Impact Report: Full Report, Managing Risks through Ethics and Integrity, pp. 17-20 
Global Impact Report: Full Report, Simplifying our Products for a Better Customer Experience, pp. 21-26

Communities 
Customers

Social

GRI 401: Employment 2016 Global Impact Report: Overview Report, Creating a Great Place to Work, pp. 16-21 
Global Impact Report: Full Report, Creating a Great Place to Work, pp. 27-31 
Careers at MetLife 
MetLife Employee Benefits

N/A

GRI 413: Local Communities 
2016

Global Impact Report: Overview Report, Message from the Chairman, President and CEO, p. 2 
Global Impact Report: Overview Report, 2017 Global Impact Highlights, p. 5 
Global Impact Report: Full Report, Our Global Impact Goals, p. 11 
Global Impact Report: Full Report, Simplifying our Products for a Better Customer Experience, pp. 21-26 
Global Impact Report: Full Report, Creating Value through Responsible Investing, pp. 12-16 
Global Impact Report: Full Report, MetLife Foundation, pp. 42-45

Communities

GRI 417: Marketing and Labeling 
2016

Global Impact Report: Overview Report, Message from the Chairman, President and CEO, p. 2 
Global Impact Report: Overview Report, 2017 Global Impact Highlights, p. 4 
Global Impact Report: Full Report, Our Global Impact Goals, p. 9 
Global Impact Report: Full Report, Simplifying our Products for a Better Customer Experience, pp. 21-26

Customers 
Investors 
Regulators 
Sales partners

GRI 418: Customer Privacy 2016 Global Impact Report: Full Report, Managing Risks through Ethics and Integrity, pp. 17-20 Customers 
Investors 
Regulators 
Sales partners

MetLife 2017 Corporate Responsibility Report  |  MetLife 2017 GRI Index 

GRI 103: Topics and Topic Boundaries 2016*

*MetLife’s 2017 Global Impact Report applies the 2016 version of the GRI Standards; “2016” refers to the Standards issue date, not the date of information presented in this report.

http://services.corporate-ir.net/SEC/Document.Service?id=P3VybD1hSFIwY0RvdkwyRndhUzUwWlc1cmQybDZZWEprTG1OdmJTOWtiM2R1Ykc5aFpDNXdhSEEvWVdOMGFXOXVQVkJFUmlacGNHRm5aVDB4TWpBNU9USTVOaVp6ZFdKemFXUTlOVGM9JnR5cGU9MiZmbj1NZXRMaWZlSW5jLnBkZg==
http://jobs.metlife.com/
https://www.metlife.com/business-and-brokers/employee-benefits/
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Material Topics Management Approach Cross-Reference Relevant External Entities 

Social (Continued)

GRI 419: Socioeconomic 
Compliance 2016

Global Impact Report: Full Report, Simplifying our Products for a Better Customer Experience, pp. 21-26 
Global Impact Report: Full Report, Managing Risks through Ethics and Integrity, pp. 17-20 
2017 Form 10-K, pp. 374-381

Customers 
Investors 
Regulators 
Sales partners

G4 Sector Supplement: Product 
Portfolio

Global Impact Report: Full Report, Creating Value through Responsible Investing, pp. 12-16 
MetLife Investments

Customers 
Investors 
Regulators

GRI 103: Topics and Topic Boundaries 2016* (Continued)
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*MetLife’s 2017 Global Impact Report applies the 2016 version of the GRI Standards; “2016” refers to the Standards issue date, not the date of information presented in this report.
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GRI Topics Disclosures Disclosure Description Disclosure Cross-Reference Omissions and Explanations

Economic

GRI 201: Economic 
Performance 2016

201-1 Direct economic value generated 
and distributed

Global Impact Report: Overview Report, Performance 
Data, pp. 34, 36
Global Impact Report: Full Report, Creating Value through 
Responsible Investing, pp. 13-16
Global Impact Report: Full Report, MetLife Foundation, 
pp. 42-45
Global Impact Report: Full Report, Performance Data,  
pp. 50, 55 
2017 Form 10-K, pp. 201-386

201-2 Financial implications and other risks 
and opportunities due to climate 
change

2018 Climate Change CDP, 5.1, 6.1

GRI 202: Market Presence 
2016

202-2 Proportion of senior management 
hired from the local community

See explanation. 100% of senior management at significant locations of 
operation are hired from local communities. For this 
report, “senior management” is defined as officers of 
the company, “local” is defined as employees born or 
who have the legal right to reside indefinitely in the same 
geographic market as the operation and “significant 
locations of operation” are defined as locations with at 
least 750 employees.

GRI 203: Indirect Economic 
Impacts 2016

203-1 Infrastructure investments and 
services supported

Global Impact Report: Overview Report, Ensuring 
Stability, p. 11
Global Impact Report: Full Report, Creating Value 
through Responsible Investing, pp. 15-16
Global Impact Report: Full Report, Simplifying our 
Products for a Better Customer Experience, pp. 21-26

203-2 Significant indirect economic impacts Global Impact Report: Full Report, MetLife Foundation,  
pp. 42-45

GRI 205: Anti-corruption 
2016**

205-1 Operations assessed for risks related 
to corruption 

All MetLife operations globally undergo an anti-
corruption risk assessment at least annually, while 
ongoing monitoring and testing activities ensure 
that key anti-corruption controls effectively mitigate 
corruption risk.

205-2 Communication and training 
about anti-corruption policies and 
procedures

Global Impact Report: Full Report, Managing Risks 
through Ethics and Integrity, p. 20

The MetLife Global Anti-Corruption Policy has been 
communicated in local languages to all MetLife 
employees globally. The policy is also available on 
MetLife’s global intranet sites for all employees to 
access. Third parties are also trained on MetLife’s policy 
through a brochure that is provided to all third parties 
we engage globally.
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GRI Topics Disclosures Disclosure Description Disclosure Cross-Reference Omissions and Explanations

Economic (Continued)

GRI 206: Anti-competitive 
Behavior 2016**

206-1 Legal actions for anti-competitive 
behavior, anti-trust  and monopoly 
practices

None at the corporate level.
Code of Conduct, pp. 29-36

Environmental

GRI 302: Energy 2016** 302-1 Energy consumption within the 
organization

Global Impact Report: Overview Report, Performance 
Data, p. 35
Global Impact Report: Full Report, Performance Data,  
pp. 53-55 

There was no energy consumption from energy 
generated from heating, cooling or steam. MetLife does 
not sell any energy.

302-3 Energy intensity Global Impact Report: Overview Report, Performance 
Data, p. 35
Global Impact Report: Full Report, Performance Data, p. 53

302-4 Reduction of energy consumption Global Impact Report: Overview Report, 2017 Global 
Impact Highlights, p. 5
Global Impact Report: Full Report, Our Global Impact 
Goals, p. 11

GRI 305: Emissions 2016** 305-1 Direct (Scope 1) GHG emissions Global Impact Report: Overview, Performance Data, p. 35 
Global Impact Report: Performance Data, pp. 53-54

Our emissions calculation methodology is based on 
the Greenhouse Gas Protocol. Gases included in the 
calculation are CO2, CH4 and N2O. Global warming 
potential rates used are from the IPCC Second 
Assessment Report, 1995. The consolidation approach for 
emissions is based on financial control.

305-2 Energy Indirect (Scope 2) GHG 
emissions

Global Impact Report: Overview Report, Performance 
Data, p. 35
Global Impact Report: Full Report, Performance Data, p. 53

Our emissions calculation methodology is based on 
the Greenhouse Gas Protocol. Gases included in the 
calculation are CO2, CH4 and N2O. Global warming 
potential rates used are from the IPCC Second 
Assessment Report, 1995. The consolidation approach for 
emissions is based on financial control.

305-3 Other indirect (Scope 3) GHG 
emissions

Global Impact Report: Overview Report, Performance 
Data, p. 35
Global Impact Report: Full Report, Performance Data, p. 53

Our emissions calculation methodology is based on 
the Greenhouse Gas Protocol. Gases included in the 
calculation are CO2, CH4 and N2O. Global warming 
potential rates used are from the IPCC Second 
Assessment Report, 1995. The consolidation approach for 
emissions is based on financial control.

305-4 GHG emissions intensity Global Impact Report: Overview Report, Performance 
Data, p. 35
Global Impact Report: Full Report, Performance Data, p. 53

305-5 Reduction of GHG emissions Global Impact Report: Overview Report, 2017 Global 
Impact Highlights, p. 5
Global Impact Report: Full Report, Our Global Impact 
Goals, p. 11
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GRI Topics Disclosures Disclosure Description Disclosure Cross-Reference Omissions and Explanations

Social

GRI 401: Employment 2016 401-1 New employee hires and employee 
turnover

Global Impact Report: Overview Report, Performance 
Data, p. 35
Global Impact Report: Full Report, Performance Data, p. 52

401-2 Benefits provided to full-time 
employees that are not provided to 
temporary or part-time employees

See explanation.

MetLife Employee Benefits

MetLife provides benefits to all U.S. full-time employees, 
and these plans are generally available to part-time 
employees working 20 hours a week or more, but not to 
contract workers or part-time workers working less than 
20 hours a week. These benefits include:
• Medical coverage
• Dental coverage
• Short-term and long-term disability coverage
• Company-paid life insurance
• 401(k) savings and investment plan
• MetLife stock is available as a voluntary investment 

option within our 401(k) plan, and also as part of our 
stock incentive award programs for high-job-level 
and higher-paid employees

• Cash balance defined benefit retirement plan
• Healthcare and Dependent Care Flexible Spending 

Accounts
• Opportunity to earn Working On Wellness dividend 

credited toward employee contributions for medical 
coverage

• Optional employee-paid life insurance
• Legal Services plan
• Critical Illness Insurance

GRI 404: Training and 
Education 2016**

404-1 Average hours of training per year 
per employee

Global Impact Report: Overview Report, Performance 
Data, p. 34
Global Impact Report: Full Report, Performance Data, p. 52

404-2 Programs for upgrading employee 
skills and transition assistance 
programs

Global Impact Report: Overview Report, Creating a 
Great Place to Work, p. 17
Global Impact Report: Full Report, Creating a Great 
Place to Work, p. 30 
MetLife Developing Talent

404-3 Percentage of employees receiving 
regular performance and career 
development reviews

Global Impact Report: Overview Report, Performance 
Data, p. 34
Global Impact Report: Full Report, Creating a Great Place 
to Work, p. 30
Global Impact Report: Full Report, Performance Data, p. 52

GRI 405: Diversity and 
Equal Opportunity 2016**

405-1 Diversity of governance bodies and 
employees

Global Impact Report: Overview Report, Performance 
Data, p. 34
Global Impact Report: Full Report, Performance Data, p. 51
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GRI Topics Disclosures Disclosure Description Disclosure Cross-Reference Omissions and Explanations

Social (Continued)

GRI 406: Non-discrimination 
2016**

406-1 Incidents of discrimination and 
corrective actions taken

See explanation. MetLife is occasionally sued in a variety of forums and 
jurisdictions by current and/or former employees alleging 
various violations of EEO laws. MetLife defends such 
matters and in many cases achieves a dismissal of all claims. 
On occasion, MetLife has settled certain claims to avoid the 
costs of litigation, without an admission of any liability.

GRI 413: Local Communities 
2016

413-1 Operations with local community 
engagement, impact assessments 
and development programs

See explanation. This indicator is not applicable to MetLife.

G4-FS13 Access points in low-populated or 
economically disadvantaged areas 
by type

Global Impact Report: Overview Report, Innovating to 
Serve our Customers, p. 15
Global Impact Report: Overview Report, Building 
Resilient Communities: MetLife Foundation, pp. 26-29
Global Impact Report: Full Report, Simplifying our 
Products for a Better Customer Experience, pp. 21, 24-25 
Global Impact Report: Full Report, MetLife Foundation, 
pp. 42-45

In many of our markets, we distribute insurance through 
partnerships with organizations such as banks, retailers, 
mobile phone operators and affinity groups. This is one 
example of our drive to grow in emerging markets.

G4-FS14 Initiatives to improve access to 
financial services for disadvantaged 
people

Global Impact Report: Overview Report, Innovating to 
Serve our Customers, p. 15
Global Impact Report: Overview Report, Building 
Resilient Communities: MetLife Foundation, pp. 26-29  
Global Impact Report: Full Report, Simplifying our 
Products for a Better Customer Experience, pp. 21, 24-25
Global Impact Report: Full Report, MetLife Foundation, 
pp. 42-45

MetLife strives to improve access to our products and 
services for disadvantaged people. In several countries 
around the world, we work with partners from other 
industries to reach wider segments of the population. 
For example, in Colombia and Brazil we work with utility 
companies, selling Personal Accident policies door-to-
door and by phone for premiums as low as $2.50 per 
month. In Egypt and Chile, we work with leading mobile 
operators, selling Personal Accident and Assistance 
services to their customer base by phone for around $5 
per month.

GRI 415: Public Policy 
2016**

415-1 Political contributions Global Impact Report: Full Report, Managing Risks 
through Ethics and Integrity, p. 19 
2017 Political Activities Report

MetLife forbids political contributions without express 
approval from the Head of International Government 
Relations. We made no political contributions outside the 
United States in 2017.

GRI 417: Marketing and 
Labeling 2016

417-3 Incidents of non-compliance 
concerning marketing 
communications

See explanation. The New York State Department of Financial Services 
asserts that the Company is in violation of Section 
219.4(p) of Department Regulation No. 34-A because 
in our FMLI advertising materials MetLife, Inc. and 
Metropolitan Life Insurance Company are more 
prominently displayed than FMLI. In their opinion this 
may be misleading to consumers by giving the impression 
that another entity might have a financial responsibility 
under a policy issued by FMLI. We received a Stipulation 
and Consent Order for FMLI on March 16, 2017. The fine 
was $32,000, which Brighthouse paid.
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GRI Topics Disclosures Disclosure Description Disclosure Cross-Reference Omissions and Explanations

Social (Continued)

GRI 418: Customer Privacy 
2016

418-1 Substantiated complaints concerning 
breaches of customer privacy and 
losses of customer data

Global Impact Report: Overview Report, Ensuring 
Stability, p. 11 
Global Impact Report: Full Report, Managing Risks 
through Ethics and Integrity, p. 20

The number of complaints received is confidential 
information. MetLife has a long-standing commitment 
to protect the security, confidentiality and integrity of 
personal information, and to comply with all applicable 
privacy and data protection laws and regulations. To 
this end, MetLife has a global privacy policy, which 
establishes enterprise-wide minimum standards on the 
collection, use and protection of personal information. 
Like other organizations, MetLife occasionally 
experiences security breaches, which may be described 
generally as the unauthorized access, loss, disclosure 
or misdirection of personal information. Should one of 
these incidents occur, MetLife has an incident response 
team that takes immediate steps to minimize any impact 
on the subject, follow applicable legal requirements, and 
investigate and correct the root cause, if needed, to help 
prevent future incidents. The team includes privacy and 
security professionals, lawyers and business associates.

GRI 419: Socioeconomic 
Compliance 2016

419-1 Non-compliance with laws and 
regulations in the social and 
economic area

2017 Form 10-K, pp. 374-383 We consider “significant” fines as those listed in our 10-K. 

G4 Sector Supplement: 
Product Portfolio

G4-FS7 Monetary value of products and 
services designed to deliver a 
specific social benefit for each 
business line broken down by 
purpose

Global Impact Report: Overview Report, Investing for 
Impact, p. 9
Global Impact Report: Full Report, Creating Value 
through Responsible Investing, pp. 15-16
MetLife Social Investment Programs

G4-FS8 Monetary value of products and 
services designed to deliver a specific 
environmental benefit for each 
business line broken down by purpose

Global Impact Report: Overview Report, Investing for 
Impact, p. 9
Global Impact Report: Full Report, Creating Value 
through Responsible Investing, pp. 15-16

G4 Sector Supplement: 
Active Ownership**

G4-FS10 Percentage and number of 
companies held in the institution’s 
portfolio with which the reporting 
organization has interacted on 
environmental or social issues

Global Impact Report: Full Report, Creating Value 
through Responsible Investing, p. 14

G4-FS11 Percentage of assets subject to 
positive and negative environmental 
or social screening

Global Impact Report: Full Report, Creating Value 
through Responsible Investing, p. 14
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