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Discovery Group FY24 performance overview

= @ Discovery Wity Vitality

Discovery Health
Discovery Life
Discovery Invest
Discovery Insure
Discovery CEB
Discovery Bank
Vitality Health
Vitality Life
Vitality Network
Vitality Health
International

Headline
earnings

Normalised
headline earnings

Total income from
non-insurance

Core new
business

Normalised
operating profit

to R11 604m to R26 667m to R6 191Tm

to R7 329m

to R7 202m

7 Excluding discontinued products
like Vitalitylnvest and DBl and Ping
An Health Insurance reinsurance

business
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Entering a new phase in the lifecycle of the Group

Operating profit by phase of growth, Rm

<€ > | € > >
12,000
22.3% 9.1% 15-20%
CAGR CAGR p.a.
10,000 Unfettered organic Big investments Scaled organic
growth in New growth
6,000 (FY25-FY29)
6,000
4,000
2,000
2006 2007 2008 2009 2010 2011 2012 2013 2014 2015|2016 2017 2018 2019 2020 2021 2022 2023|2024

Forward looking information on this slide is for illustration and has not been reviewed or reported on by the auditors
TS, DT



Positive impact across financial metrics

Where we Where we are Where we are

were today headed

Average (FY16-FY23) (FY24) (FY25-FY29)
: 9% 15-20%

Earnings growth cach 17% cheR

15%
% spend on New (maxed at 25%) 8% c5%
Cash conversion 56% 66% 60-70%
RoE 13% 13% 15-20%
FLR 22% 20% 10-20%
Dividend cover 5.7x 5x <5x

Forward looking information on this slide is for illustration and has not been reviewed or reported on by the auditors
TS, DT




Well positioned for future growth

Expect continued organic growth

Profitability

Discovery Group

12.5% to 17.5% 20% to 30%

average earnings average earnings
growth p.a. growth p.a.
(FY25-FY29) (FY25-FY29)

Forward looking information on this slide is for illustration and has not been reviewed or reported on by the auditors

== Inherent organic growth from Bank and Vitality Limited:
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Strong focus and ambition for Discovery South Africa

5= @Discovery Focus areas:

Ensuring each business is market leader in terms of a

market share, margin, product innovation and enhanced
customer value
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Discovery Life
Discovery Insure
Discovery Invest
Discovery CEB
Discovery Bank

Scale Discovery Bank to achieve 2m clients and R3bn in
profits by FY29 and entrenching the DB.OS platform across
the Discovery SA products — driving growth, integration
and efficiencies

Discovery SA will be the leading financial services
group in South Africa via the consistent
application of the Vitality Shared-value Insurance
model, ensuring every business is a market leader
in its category and integrates with other
businesses in the Group to benefit customers; and

a best-in-class bank that enables the composite i
via its unique payment systems, ecosystems and 12.5% - 17.5% p.a. IIZEYa2r5n|lC2g95 9 rowth
shared currency B

Utilising data and Al to hyper personalise advice,
products and service

Forward looking information on this slide is for illustration and has not been reviewed or reported on by the auditors




Strong SA performance

Gross new business API

Operating profit

Capital position

R19.7bn

19% growth

R million

20,000

16,000

2020 2021

1 Capital Adequacy Ratio

2022

2023

12,000
8,000
4,000

2024

R9.7bn

16% growth

R million

10,000

8,000

6,000

4,000

2,000

2020

2021

2022

IFRS 17

2023

2024

Jun 23 Jun 24

Cover Cover
Life 1.8x 1.8x
Insure 1.6X 1.6X
Bank! 1.3x 1.3X
DHMS solvency 30%

(unaudited)



Ensuring each business is a market leader

Discovery Discovery Discovery Discovery Discovery
Life Health Invest Insure Bank
27% 58% 3rd O #1
Market market market largest in net Fastest growing Bank brand
share share share! flows2 short-term
insurer by GWP
#1
Retail affluent credit
card new business
> > Pl >
[} [] [J] (]
3 23S 3 ¢ 3
29 8 e 22 2 €
Same a5 ar o aa
architecture © )
Wut{ly lals Wlat{ly Vitatity

1 DHMS open scheme market share, overall market share including DHMS 39% 2 Excluding white labelled funds




Discovery Bank robust growth and profitability

Strong client and account

growth Progress towards breakeven Bold ambition
Total clients Total accounts Profit (Rm)
(o) (o) H1 H2 H1 H2 H1 H2
+36 /O +40 /O 2022 2022 2023 2023 2024 2024
to >950k t0 2.3m e e R400m
[ {Broskeven operating profit
0 growth p.a.
-100
-200 Targeting

) L ‘
i S

2020 2021 2022 2023 2024 -600

mmm Total Accounts  ===Total Clients B Loss before NBAC @ NBAC

2m clients and
R3bn in profits

in FY29




Vitality Shared-value model



Vitality Shared-value business model

Consistent value drivers across the business yielding superior outcomes relative to traditional insurance books

HEALTH

LIFE

INSURE

Upfront selection

17%
Claims savings from
initial selection

7%
Claims reduction
from initial selection

23%

Good drivers self-
selecting

> Persistency

42%

Lower lapses

20%

Lower lapses

64%

Lower lapses

> Claims

9%

Claims reduction

13%

Claims reduction

58%

Claim severity
reduction

Profitability

Community-
rated and not
for profit

12%
Higher VNB
margin

17%

Lower loss ratios




Global intersecting trends have amplified the importance of the

Vitality model

Nature of risk

Risk due to modifiable behaviours: 37% of
healthcare expenses are due to modifiable
behaviours

Causality of behaviour change: mortality, sickness
and healthcare costs are significantly impacted by

behaviour change. This impact is universal; it holds

across age, gender, and health status; and is elastic
- so even more significant for people who are older

and sicker

This requires a deep understanding of risk

and how to manage it

Demographic

Ageing populations impact on healthcare: there is a
corresponding rise in the incidence of chronic diseases
as populations age, leading to a surge in healthcare
expenses. Ageing demographics also contribute to a
growing demand for long-term care services, further
straining financial resources

Heightened obesity levels: obesity rates are increasing
and the impact on healthcare costs is substantial

This requires preventative measures,
interventions and disease management
programmes to improve population health

chnology

Artificial intelligence and machine learning
advances: new tools are revolutionising diagnostics,
treatment planning, and patient care

Benefits and costs of drug innovations: rapid
advances in areas like precision medicine, targeted
therapies and advanced pharmaceuticals like GLP-1s
bring promising breakthroughs, yet the costs
associated contribute to the overall financial burden
on healthcare systems

This requires sophisticated analytics to
deliver hyper-personalised solutions

Social responsibility

Stakeholder needs are more widely defined:
businesses face pressure to create value for all
stakeholders through their products, services and
client journeys

Evolution of value-based care: accelerated
pressure on stakeholders to improve quality of
care and decrease costs, through a patient-
centric approach

This requires a shared-value business
model




Discovery's data set is verifiable, comprehensive and longitudinal,
enabling effective data science and machine learning

Risk
Diagnoses & predictions Health
medication records
Pathology & Transactions
radiology
Episodes of Property
care ownership
Incentives Savings
utilisation ‘
habits '(
Response Clinical Retirement
to rewards -
savings
Financial
D ata Incentive
. partner } Debt
sclence preferences
‘ Incentives
Age . Audited mortalit
9 V Mortality & healthcare Pt
utilisation
Chronicity Healthcare
claims & quality
Demographic
Gender Population
segmentation
Family Hospitalisations
Machine e
Iea r n | n g Location Exercise &
Device data
Socio-economic HealthyFoods
: status
: Travel Vitality
Smoking age

status

Clinical and wellness data
linked longitudinally

Using data from 2008 until 2024

_z.v Wellness

Device data | 1.1bn events

All step and heartrate data gathered by devices from the
Vitality program

Vitality engagement | 26.5m life-years

Data from health checks and assessments, enrollment into Vitality
programs such as healthy weight and smoking cessation

Clinical

Demographic | 48.7m life-years

Member information, e.g. age, gender, health-related test
results, chronic conditions, and programs etc.

Health utilisation | 48.7m life-years

Claim lines, hospital admissions, benefit detalils,

Conditions | 11.7m life-years

Chronic registrations, pathology results, health
related test results




The effect of behaviour change exceeds expectations

Significant causal impact Increases with age and chronicity Highly elastic
: : . o Change in healthy life span for a 40-year-old
Mortality reduction by physical activity level
Y Y Py Y Young moderately @ @® @ healthy male from changes in behaviour
45-65 age group 65+ age group healthy 30-year-old
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Traditional models are inefficient; significant value to be gained
from causality, elasticity and alignment

Actuarial pricing of life assurance is based on underwriting data at contract inception and
the premiums payable fixed at that point. It ignores the customer’s behaviour over the term
of the contract, in effect it therefore pools controllable risk because behavioural choices that
the customer makes which effects the mortality risk is controllable. A bedrock principle of
insurance is to only pool uncontrollable risk. This manifests in adverse selection and
economic waste.

While the causality of behaviour is well understood in health insurance, customer
engagement with their health insurers is low, and health interventions (from wellness,
prevention to disease management) are disjointed and reside in different industries, despite
that a customer is an individual with changing needs on a continuum of risk factors, which
requires a personalised continuous approach.

Life
insurance
Health
insurance
Replacement ratio:

Retirement o

° Savingsx °R — x | @i
savings G —F| &

Projected income at R

With the move from Defined Benefit systems to Defined Contribution systems globally, all
the risks of retiring with adequate savings (the Replacement Ratio) have been shifted to the
customer, and while behavioural and the resulting expected life and health spans are as
important as asset management returns to the resulting Replacement Ratio, they are largely
ignored.



Dynamic pricing aligns risk and premiums, and results in a larger

book over time

Pricing of risk

Portfolio of customers over time

Static, premium remains flat

A Combined risk
mortality curve

100 |mmememmme e e ——————
. . Premium
Traditional _
__________ ’ Minor selection effect
Age .
Dynamic, premium flexes by behaviour
A
Insurance
embedded Market premium
with Vvitality @ __ |77ttt

95 S —— premium

v

Millions

Healthy members lapse, risk status of book deteriorates

1.0
0.8 -55% -72%
06 449k
lives 283k
0.4 lives
02 198k
} healthy
0.0
'_NM\‘I'LOLOL\CDOO,’:NM\TLOLOL\CDQO

Duration in force
m Healthy mSick

Unengaged members lapse, healthy members derive value
and stay

1.0
< -42% -57%
f 0.8
2 lives 434k

N

582k
0.6
lives
0.4
350k
0. healthy
0.0 lives

1234567 89101M121314151617181920

® Blue m Bronze = Silver m Gold = Sick



Significant value creation in life insurance

VoNB is flat or increasing by
Status

Results in positive value creation
VOoNB by status

Indicative Vitality value creation, VNB per unit of premium

mBronze mSilver

1Gold  7Platinum Depends on
engagement
Recommend flat or A"gf"ed' as Iorjg as
) K N Platinum getting rich
slightly increasing

enough rewards

Non-Vitality
Ensure portfolio stability

Depends on

benefits
engagement

70

155

40

Y

Claims improvement Lapse improvement Integration benefits

Business mix

Vitality
and sales

15%

increase in VNB per policy

J
Y

55%

increase in portfolio
VNB



The impact on health insurers is significant on all measures

Distribution of clients by healthcare
costs

Impact of doing Next Best Action | Net savings to health funder

Member base by different healthcare utilisation
scores

Engagement

Distribution

Higher I T | Over

Healthcare utilisation score

0O Top 25% of clients within chronic cohorts with
highest val/ue x propensityto target with NBA

[] At-risk or unhealthy clients

[] Other

Diabetes

100%

80% 58% of
potential
saving

25% of
members
complete
NBA

40%

Percentage saving

20%

0%
0% 25% 50% 75%

Percentage completing NBA

100%

Hypertension

a0y, 3% qf
potential
saving

25% of
members
complete
NBA

40%

20%

0%
0% 25% 51% 76%

Percentage completing NBA

Combined hypertension
and diabetes

100%

g0y, 58% of
potential

saving

60%

40% 25% of

members
0%, complete
NBA
0%
0% 25% 5%  76%

Percentage completing NBA



Leveraging Aladdin Wealth™ and Vitality to create a pathway to
a quality retirement

Controlling health is key for Cost associated with being
affordability in retirement sick in retirement
Healthspan  Sick years Retirees in poor health spend 3x more on
Healthy w12 87 X out-of- pocket expenses than those in
xe) good health
Asset o?
Management M o Average claim
R250,000
Q2
N ©
o R150,000
R100,000
Aladdin Wealth™
k] Healthy 283 6.8 kiR
q 1. o R50,000
Vitality -3
>
Unhealthy RO

60 to 64
65to 69
70 to 74
75to 79
80 to 84

85+

m Healthy m Sick




Personal
Health
Pathways

Digital health platform
combining data,
actuarial and
behavioural science to
engage membersin a
personalised program
that drives members
towards healthier habits
and behaviour change

[ —

REWARD

PERSONALISED

O ik A oo
= @ oapn, e

o> 15
L O
Drive
{ Valu
° o
xz ° 5
° ° s
Propensity 1,
2 1
t A Habit. l—f I
r UFESOAN S .D""‘g o
| @ teurarce @ cormtee s
7 © oee [ Py
== @) rosorare fonual
@ ooy @ ooxe e

# Prevention &
wellness

4 Early detection

# Diagnosis

# Specialists &
prescriptions

Incentivised engagement - behaviour change through
actuarially-matched, compelling incentives, cormmunicated in a
personalised way, manifesting as 2 rings

Next generation Al recommendations - combined
utilisation of behaviour & data to suggest hyper-personalised
next best actions that will improve the member’s risk outcomes

Most accurate dynamic risk assessment - understands
the member's context through a personalised risk vector
leveraging the power of the Discovery dataset

Powerful and rich dataset - trained on lifestyle, behavioural
& clinical data, learning customer preferences & habits

ACUTE &
SEVERE

< Ongoing | ¥ Hospitalisation/
1 treatment 1 Emergency care
1 |

1 |

! @ Chronic disease | " Short-term

1 management 1 medication
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Diverse market opportunities have grown into a well-established
international business

2004 2010
FUPRUHEALTH |  EszimiRIe
2007 2013
TZ/PRUPROTECT | AlAVikiity
2010

- Acquisition

STANDARD LIFE

2004

Start of
investment
into Vitality

UK

bty oo

2010

Significant
investment
into Vitality
science and

cross
market
capability

J2/PRUHEALTH. Wat.y_
3 7/PRUPROTECT. font;y_

1
Vitality

Health-Life

2014

Discovery
acquires
100%
ownership
in the UK

—_— Group
AIA z "AA o=
o 7
= zZ g 'ﬁg’f"’/
i p i
i o ~Equvida | 5ttain
a8 M Manulife % M $Saludsa o
S B || 10 i || @ Prdenia Tongetheary
161 Lifee §9Saludc Z || sz || TeRma ||
< . [Tl
(] , MULTICARE Bl
é O SUMITONO LFE BBVA AIA Health

2018

2016

2015

Expansion of Significant Accelerated membership

global investment into growth by reducing the
partnerships the Vitality One time it takes to make
platform to markets successful
enable rapid (Membership grew by 91%
expansion in 2018)

Vitality Global is split

Globa
- Augtais
s Ymioe | | pINGAN hETS
| JoIancek, iy
N Manuiife  gysatusa | | i amplifyhealth
EXGENERALL K«;l
— N (
o Vitalit
@ Prodential ey usA
a.s.r. > !U_EYICARE Qwﬂum

Vitality UK

_ Vitality
Network
Vitality Health
International

2022

into two business

lines, each with its

own focused and
repeatable model

Vitality Network
Vitality Health
International

2024

Vitality Global and

Vitality UK

amalgamate to

form a single

composite called

Vitality



Vkity Vitality
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Call-able modules giving common customer experience

. 7 Standardised platform architecture,
L‘_,“. engineering, and information security, &
Technology allows a single global data set for analytics

Devices Fitness Centres Digital Health Healthy Gear Travel Entertainment

! ‘ ﬂ QURA ,\[#;wa Nl .hem;frp::& funnersneed L | 7 Expedia  [FH ;\;’El:ft;onse Dixexy
GARMIN V Breoton ki 9 S = i Uber =gt

@ onduo == e | (B 503 © foocpance

Partners [Y () . = y
suinto @F Peiam . 1. waiﬁw ESEY o0 Withings | svesmems | DECATHLON | *.’:%a’:‘ W ausirala | amazon @ikl

i3

Consistent Vitality Well-recognised Unique brand Powerful sport
Brand . : : -
! brand identity mascot collaborations sponsorships

@ Global Partners.
Nick Read

& Actuarial
p & Datasc’ence
EmileStipp

m

Capabilities seseanci s DEVELOPMENT J'
l [ e

- Eran_d & Marketing

Keith Kropman

A single global composite:

Single Vitality chassis to establish a unified approach to
personalisation across markets, enhancing customer
engagement and loyalty

Inter-operable technology platforms and consistent global
enablement to achieve operational efficiencies, improved
systems integration, scalability and reduce costs

Unified partner network to maximise benefits to our
members while driving efficiencies globally.

Single, more prominent brand to achieve greater brand
recognition and market differentiation

Five centres of excellence to share best practice and

ensuring an appropriate level of alignment across the
business




Strategic structures resulting in competitive advantage

Health
Life

00

Vitality Network
@ i

@ SUMITOMO LIFE q
Ii Manulife b Sanceek
AR GENERALT @ Prudential

#Saludsa  EdUiNocoia 1GI

BEITH

Vitality Health
International
LT {ERIRE

PING AN HEALTH INSURANCE

i) amplifyhealth

@uﬂ Qquantiurn Health

Full insurance company,
centre of excellence and
epicentre for R&D

Partnership model, with the
best insurers globally

Equity stakes, portfolio of
health tech and data
science businesses

Growth ambitions

>10%

Premium growth (GBP)

>RF+5%

Life new business IRR

c7.5%

Health gross margin

c15%

Revenue growth (USD)

c50%

Operating margin

>5%

Premium growth above market

Preserving quality profit
growth

>RF+10

Hurdle return on capital

FY27

Vitality USA break-even

Forward looking information on this slide is for illustration and has not been reviewed or reported on by the auditors

Vitality

Underpinned by a consistent shared-value model
Increases VONB, reduces the cost of insurance, covers more people, demonstrably makes people healthier and
enables a more attractive product proposition, and significantly greater upsell potential

Viklity Vitality

Vitality UK

Vitality Network
Vitality Health
International

20-30%

Earnings
growth p.a.

FY25-FY29

Revolutionises
insurance through the
scaling of the Vitality
Shared-value Insurance
mode/




ational

Vitality Health

Intern

Vitality Shared-value model

Emile Stipp



' BEHAVIOUR CHANGE = BEHAVIOUR REWARD PERSONALISED
MECHANISMS INCENTIVES STRUCTURE COMMUNICATION
Q/ Vitality Active Hyperbolic @ Program Personalised
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Vitality Dynamic 5 Fuel Communication
ALEDD Money D erect rates il s 4O ey
) Vitality P (essavesiEn Discovery {7 Preferred
L Q Drive IS ) vites @channe\s used
Value R A s Ranks Next
o = TakeSk  Upgradeto  Upgrade £ Best Actions
° steps2x  Suite package plantype m
- ¥ ox
. | |5 ©® @@
ity o Get o Activat
Propensity ' ToAC foreaceount sensor | 8
L] ‘ 8 T T Healthy Money Drive
B Visit your Set up Financial LinkVD card @ action action action
' A Habit PCl 2
‘ O Savings @ Driving profile
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@ Insurance @ Claim-free years
O Debt. Night-time
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Annual multi-
revremers () fom U
@ Property @ Distance points

Life years
ﬁ of data =

Device
events

29
e (0 NP

@ Transaction/spend
w data

L] credit bureau data

&% Geolocation data

o
1} Demographics

Underwriting
D g

() Device + physical
< activity data

D Nutrition data

Claims data

[Fp Clinical data
repository

[@] Telematics data

Incentivised
engagement

Al
recommender

Dynamic risk
assessment

Data




Data

Trained on lifestyle, behavioural and clinical data, learning
customer preferences and habits

r [F) Transaction/spend {T)) Bevice + physical
data < activity data
.1 H s
Life years 1 @ Credit bureau data ﬁ Nutrition data
of data L ‘,/ .
Prans %3 Geolocation data Claims data
Y- e o
' Demographics Eb Clinical data
repository
Device Underwriting
L t D gata ] Telematics data




Exercise makes people healthier

WE MAKE PEOPLE
HEALTHIER



Quantifying the impact of behaviour change

>

1 2,

3

o Eligibility period* Treatment period Outcome period
Partici pants Identify members who What level of increased exercise Was there a death? .
502 062 did no exercise did members do
A Baseline mortality
Period High s
_ .
erio i Observe
2 | relative
5 yea rs 2 . difference
: y E
Gender split i | mortality
> :
(female) £ Unengaged Control
51% AT e
2013 2014 2017 2018
Period

6 721

Impact of behaviour

change on year 5
mortality




The causal effects of behaviour change are profound

Unadjusted mortality

Isolating the impact of exercise

Key insights: how exercise reduces risk

Age 45-65
0 (base) Low
]
-20%
-15%
-40%
-60%
-80%
Age 65+

O (base) Low

-52%
-54% .
-56%
-58% -56%
-60%

-62%
-64%

Medium High

-G0O%
-67% 60%

Medium High

-63% -63%

Includes selection and
behaviour change

Duration on
Vitality

PA Points per Week
(o)

Total Claims

(to)

Vitality Status
(to) Age
(to)

RUB
(o)

Socio-economic
score

(to)

Chronic
Count

(to)

502 062

members

Physical activity
points (t;)
(Treatment)

2013 -2019 36.6bn exercise

period of study

points earned

(OQutcome

Causal
forest

)

Age 45-65

Relative Mortality

A

Q

Relative Mortality

0%

-20%
-40%
-60%

-80%

e 65+

0%

-20%
-40%
-60%

-80%

0 (base)

Low Medium

0 (base)

Age 45-65

Relative Mortality

20%
0%
-20%
-40%

-60%

0]
12%
|
€

-58%

-38%

Low Medium

-29%

-52%

Base Medium

High

High

-59%

High

B

-44%

-55%

Significant
improvements
as PA increases

Impact of PA
increases as
you get older

Maintenance is
important for
already active
members




Rich data asset in Life and Health insurance

Multi-dimensional data

Data subsidisation

Longitudinal and causal

Risk
Diagnoses & prediction: H; ‘dh
medic:
Pathology & Transactions
radiology
Episod Property
\ v ownership
ne ) ings
habi > N Y ¥
Response i
to rewards N Clinical » retreme
Financial
Incel ~—
partner Deb
prefers >
Incentives
A . Audited mortalit
9 Mortality & healthcare & causes v
utilisation
b N
Chronicity > < Healthcar
aims £.quality
. A
Yy Demographic ~
Gend A Popul
A g
Family A AS Hosprel
status A S *
Exercise &
Device data
HealthyFoods
T Vitality
Smoking ag:
s

Device data | 1.1bn events

Vitality engagement | 26.5m life-years
Demographic | 48.7m life-years
Health utilisation | 48.7m life-years
Conditions | 11.7m life-years

Incentives | $250m rewards a year

Health claims

Clinical data repository Mortality
Nutrition data
Mental wellbeing
Vitality wellness data

Demographics

Mortality

S+t 3BT @

U/W data

Behavioural &9 Lapsation
Devices + physical A
activity =

Use SA and UK data insights to adjust for
all relevant confounders, to enable
extrapolation to international markets

Relative risk

IH claims cost

Vitality Status Age

(o) (2o
Duration on
Vitality
PA Points per Week —\ T
(to T
! e Y Death (t,)
Total Claims 2 . (Outcome)
(o) \ \
R
- o
RUB B Y
o D | > 4
A >4
Socio- 7
economic =
score - :
(£o) 3
Chronic )
Count Physical activity
(to) points (t;)

[Treatment)

Longitudinal from 2008 until 2024

Physical activity has a significant impact
on mortality and healthcare costs

Mortality | up to 58% reduction

Healthcare costs | up to 29% reduction
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666¥C-00SrL
66v¥C-000vC
666€EC-00SET
66VEC-000EC
666ZC-00SCT
66VZC-000ZC
666TC-00S1E
66V1-0001C
6660C-0050C
66v702-0000C
66661-00S6T
66761-0006T
66681-00S8T
66V81-0008T
666L1-00SLT
66VLI-000LT
66691-00991
66V791-0009T
66651-00SST
66VSI-000ST
666¥1-00SPT
66V¥I-000VT
666E1-00SET
66VEL-000ET
666Z1-00SCT
66VZ1-000CT
666T1-00SLT
66V1T-000TT
66601-00S0T
660T-0000T
6666-0056
66v76-0006
6668-0058
66780008
666L-005L
66V.-000L
6669-0059
66%79-0009
66650055
667750005
6667-005¥
667000
666E-00SE
66VE-000€
666Z-005C
66Z-000C
6661-00ST
66¢T-000T
666-005
6610

Number of steps

Below reward levels, smooth

point distribution

<

Large spikes at reward levels



Dynamic Risk Assessment

Understand the member's context through a personalised risk vector leveraging the power of
the Discovery dataset, regardless of the data environment

O savings @ Driving profile
LIFESPAN ~

E @ nnnnnnnnn e Claim-free years
® .
] O Debt e Night-time
7 femm | Al
Annual multi-
Retirement Q point check




Personalised risk vector leveraging the power of the Discovery

dataset, regardless of the data environment

Data required from different
data environments

Fewer, , Fuller data dimensions

Clinical data
repository

Vitality
wellness data

~N

Feed data into Discovery’s risk
algorithms

Personalised risk
algorithm
underpinned by
Global Burden of
Disease and
Vitality data

Vitality
differentiated
mortality tables by
adjusting the
Society of Actuaries’
mortality tables

Weak Strong
Good Good Good
At least 3 Physical
Activity Days per week
Vitality's
Habit index —_— e
Inconsistent and Consistent and
unpredictable predictable
Bad
Stron,
Weak Less than 3 Physical Badg
Bad Activity Days per week

|

LIFESPAN

il nmf [

SICK YEARS

HEALTHSPAN
Effective years in
perfect health Risk1

MORTALITY
CURVES Risk Risk
3 5
Risk Risk
4 6

1. Lifespan

2. Healthspan

3. Lifespan and healthspan relativities
4. Prioritisation of lifestyle factors

5. Disease relativities

6. Individual mortality curves

7. Habit strength




Using habits to understand behaviour change

Action

- A specific, intentional, and often
conscious activity or task that an
individual engages in at a particular
moment in response to a specific
situation or goal.

* Determined by looking at event data.

Is there an
event?

Did 5K steps

Behaviour

* Determined by looking at a pattern of
an event or a series of events.

* Influenced by emotions, thoughts, and
environmental factors.

Is that event

repeated?
1 week
/—jﬁ
000000
Pattern of
5K steps

Habit

» Specific pattern of behaviours that
become ingrained & automatic through
repetition.

+ Performed regularly and are typically
formed through consistent practice.

Is that repetition

predictable?

Repeated and
predictable pattern

6 weeks

Exercise habits can be categorised based on their
intensity and predictability

Weak Good Strong Good
Good
At least 3 physical
activity days per week
Weak ° Strong
<

Inconsistent and
unpredictable

Consistent and predictable

Bad

Less than 3 physical
activity days per week

Weak Bad Strong Bad



The theory behind clinical habits

Is health-seeking behaviour predictable?

Clinical habits

Data shows that if someone completes an action in 3 cycles,
they have 80% chance of doing it again

o,
. 09 83% 85% 87%
° 81%
a
O os _
x
[9)
z
£ 07
s I
o 06 |
<
o) = Get your microalbuminuria test done
c L)
£ 05 45% I
9 I === Get your HbAlc test done
Q
g 0.4 | Get you serum creatinine test done
(o]
‘G 03 | Get your lipogram cholesterol test done
> .
% 1 Collect your meds
© |
9 0.2 I Visit your treating provider
a | — A\G
0.1
|
o |
(0] 1 2 3 4 5 6

Number of previous cycles* completed

*Different clinical actions have different cycles lengths depending on the clinically-
relevant desired completion frequency

A measure of the consistency with which clinically relevant actions are
completed over a particular time-frame

Good
Action was completed In how many of the

previous 3 cycleswas
that action completed?

A

0/3 1/3 2/3 3/3
s O -
No Habit Weak Habit
Inconsistent and Consistent and
unpredictable predictable
v
Bad

Action was not completed

Less than 5% of members living with diabetes are in Strong Habits for
all of their clinically relevant actions

Collect Medication |G 65 49%

Visit Treating Provider 43.15%
Serum Creatinine Test 34.90%
Lipogram Cholesterol Test 29.50%
HbAlc Test 14.31%
Microalbuminuria Test 3.61%



Example of 2 risk profiles for people who look the same on paper

e e e e e e e e e e e e e e e e e mm e e e e e e e e e e e e e

Person A:

Age: 54

Gender: Male
Diabetic
Physically inactive

LIFESPAN

HEALTHSPAN SICK YEARS
19 yrs Myrs

Diabetes

MORTALITY CURVE
)
T 57 €0 63 66 €9 71 Bl
e

________________________________________________

e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e -

e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e

Person B:

Age: 54

Gender: Male
Diabetic

Low physical activity

LIFESPAN

HEALTHSPAN SICK YEARS
PARY ¢ 10 yrs

Diabetes

MORTALITY CURVE

020
5456 5860 6264 666870727476 TEB08284 968890
Age

________________________________________________

o e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e -




Al Recommender

Use behaviour science along with member insights on propensity and value to suggest hyper-
personalised and real-time next best actions that will improve the member's risk outcomes

<
Value N Ranks Next
-] ﬁ Best Actions
(] .. ol
o o i3 (=)
o SR o
Propensity -t 0 H sensor z0
- Eh)
° ‘ 1z C 2 Healthy Money Drive
= Visit your Set up Financial LinkVD card 0 action action action
L A Habit k PCP  Analyser onapp 3




Building a personalised health pathway

Value data science models

Sophisticated causal model to determine the
contribution of each action to long-term health
improvement

Vitality
status (t_,)

Chronic
conditions
(1) Health care
cost reduction
(£1)
. Outcome
Claims

experience

(t-4)

Clinical
features

(t-2) NBA

completion (t;)
Treatment

Get your HbATc |
o Get Flu Vaccine N
Visit your doctor [ ]
Complete Health Check ]

Take 5k Steps 3x [ N
Gym Visit

Heart Rate Workout [ N

Take 10 000 steps 3x

Propensity data science models

Machine learning model incorporating prior
engagement data to estimate the probability of
a customer to complete an NBA

Demographics
(to)
Chronic conditions
(z0)
Claimsexperience. b ‘ .
(£ capeens £y Tg)
Clinical features
(to) . N
N\ /
NBA completions
| )
T

Propensity to
complete NBA
(1)

Get your HbATc

Get Flu Vaccine

Visit your doctor
Complete a Health Check

Take 5k Steps 3x
Gym Visit
Heart Rate Workout

Take 10 000 steps 3x

Personalised Health Pathways

Using Value and Propensity to create a
personalised and responsive pathways that
respond to changing preferences, health
status and life stage.

Get Flu Vaccine 0

1
Take 10k Steps 3x this week a
Complete heart rate workout e
Visit the gym °

______ Shown to member




Ranked top 3 next best actions differ based on value, propensity
and current habits

\ \
1 1
1 1
Person A: ! Person B: !
1 1
1 1
VALUE PROPENSITY 1 VALUE PROPENSITY 1
1 1
1 ) - !
3500 steps 3x | RN Visit Primary Care Provider | I 1 Microalbuminuria Test [N Visit Primary Care Provider | NNE 1
1 1
Microalbuminuria Test | N EREMMEEEEEGEG— Prostate Exarn [N ! 5000 steps 3x I Random Blood Glucose | !
1 1
1 1
Hoalctest N 2500 steps 3x NN 1 HbAlc test I Liver Enzymes Test | 1
1 1
Visit Primary Care Provider | N R Lipogram Cholesterol Test | ! Blood Pressure - I 3500 steps 3x | !
1 1
Blood Pressur N Dot Primary ol | — | Colon cancer screening - NEEEG_— Hoalc test - N '
Provider ! !
1 1
. Diabetes N Ed it
Lipogram Cholesterol Test | R Medication Collection | N N : abe ejt”;;‘eon veater I Visit Primary Care Provider [ R NRNRMEE :
. 1 . 1
Medication Collection | N N 3500 steps 3« NN . Foot Screening NN Lipogram Cholesterol Test | NNNRNRREEEE 1
1 1
Foot Screening | Liver Enzymes Test | NN I FluVaccine I Blood Pressure | N I 1
1 1
Diabetes Retinal Screening | N IIIIIIEIE Vitality Health Check | N RN : Diabetes Retinal Screening | N 5000 steps 3x [ AR :
1 1
Fluvaccine I Dental Check-up | N INEEEEN 1 Prostate Exam | vitality Age | NS I
1 1
Colon Cancer Screening | N HbAlc test I : Serum Creatinine Test IR Mez;:;;’;/:q'gﬁng I :
1 1
o 2 4 6 0 2 4 6 1 o] 2 4 6 o] 2 4 6 1
N ! 7
N 1 Ve 1
1 1
. . 1 H H 1
1. 3,500 steps 3x this week $160 savings p.a. . 1. 5,000 steps 3x this week $195 savings p.a. X
1 1
2. Visit primary care provider $37 savings p.a. 1 2. Test HbAlc $66 savings p.a. 1
1 1
. . 1 . 1
3. Collect medication $125 savings p.a h 3. Monitor blood pressure $316 savings p.a ]
a. , .a. ,

. Poor habit
(eligible for rewards)

. Strong habit
(does not get recommended)



Incentivised engagement

Behaviour change through actuarially-matched, compelling incentives, communicated in a
personalised way, manifesting as two rings, with personalised next best

r BEHAVIOUR CHANGE = BEHAVIOUR REWARD PERSONALISED
MECHANISMS INCENTIVES STRUCTURE COMMUNICATION
Cl/ Vitality Active \M Hyp erbolic @ Program & Personalised
-‘ Rewards & PHP ~ —— discountin 9 partners EI messaging
Vltahty ic = Fuel /=, Communication
ﬂ.)) Mo e s B Cmvacks < frequency
\\\\\ y 2 L Discovery Preferred
L a{ Lossaversion ) Ve %) channels used




Optimisation of rewards, hurdles and communication

+Reward
Rewards 5

+AHabit

+Comms . .
5 Communication

+AHabit

Hurdle

Ahabit 9 Rewardcost £ Value i

tHurdle

-

+AHabit

45




/teratively test, learns and
adapts the actions we
send, how we
communicate and how we
reward based on
engagement.

Action/Hurdle

Which NBA are we
sending, with which hurdle
to access the reward?

Communication
How are we
communicating the NBA
to the member?

Reward
How are we incentivising
completing the NBA?

Optimisation of rewards, hurdles and communication

Reinforcement Learning Agent

Leverage

The agent leverages known
information to maximise
estimated engagement.

- e e e e e e e o e = e e e

Personalised using
Value and Propensity to
send top ranked NBA

- e e e e e e e o e = e e e

(

| Personalised using LLMs,
! Entity Profiles and Indices
1 to optimise content and

: infrastructure

- e e e e e e e o e = e e e

(
1

1 o .

I Personalised using
| Reward Elasticity
1
1

Personalisation

Learn
The agent experiments with
different approaches to refine

engagement estimates

- e e e e e e e e

NBA

- -

- e e e e e e e e

Sends NBA using
standard content and
infrastructure

- -

- e e e e e e e e

Sends a reward slightly
higher or lower than
optimal reward

- -

Control Group

< Personal Health Pathway

Get your medicine

By 23 July

D¢

Engagement Continuum

Used as a feedback signal for learning

Not Activated

Highly Engaged




Personal Health Pathways | Personalised Rewards

A reinforcement learning model that is exportable and will drive engagement and optimise spend at an

individual level Personalisation

————————————————————————————————————————————————————————————————————————————————————————————————— The ability to
engage members
in a manner that is
relevant and easily
adaptable to
different life stages.

Vision jOptimal reward Considerations
Output - Rewards elasticity: :

What is the change in
engagement propensity for a
given change in reward

1
|
1
1
|
|
|
+ Rewarding streaks/habit formation :
* Preferred partners |
+ Tolerance for reward > value of NBA :
* Instant reward vs game play i
* Relation to ring closure percentage i
|
1
1
|
|
|
|
1
1
|
|
|
|
1
1
|
|

o

0.65

Engagement probability
(=]
Py
o

Miles Rewards

Current Testing
Starting with . Test different reward levels
clinical rewards. Important to collect data to calculate rewards elasticity using A/B testing at cohort

—— P Increase in personalisation

Build up history level




Commuhnication of the next best actions differ

Personal Health Pathways

Person A:

Entity / Audience profile

‘.., 54, manages a chronic condition, specifically type 1 diabetes. A
member for just under 1.5 years, ... maintains a Bronze Vitality status,
... current lifestyle is physically inactive, ... achieving only 2% of their
Vitality goals. ... part of a couple with 1-2 children ... are a non-
engager in terms of digital interaction...”

Key challenges and goals

“Increase engagement and promote a shift towards a
more proactive health management ... focus should be
on establishing consistent exercise habits, improving
diabetes management, ... greater interaction with
digital health platforms.."”

Person A, remember to walk 3,500 steps

three times this week. You got this!

Tone: Supportive
9:41 AM
LLM 2
) Walk 3,500 steps
LY 4— 3 times this week
-
o’

il

e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e -

Personal Health Pathways

Person B:

Entity / Audience profile

‘., 54, managing chronic type ] diabetes, .. moderate level of
engagement ... currently at the Silver status ... while physical activity
s low, ... reached 20% of their activity goals. ... been with Discovery
Health for 26 years and 8 months and lives with a partner, forming a
close family unit. ... s showing engagement digitally ...”

.

Key challenges and goals

“Improve engagement with chronic disease
management, ... regular physical activity & health checks
(HbAIc & monitor blood pressure) ... build consistent
exercise habits ... embrace proactive approach to health,
leveraging existing digital engagement.”

Tone: Optimistic
9:41 AM

Person B, just 1 brisk walk can lower blood

sugar for 24 hrs. Hit 5k steps 3x! &.

LLM 2

S Walk 5,000 steps
- ‘ 3 times this week

- By 10 0ctober

il

o e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e - -




How hyper-personalisation manifests for the member

Person A:

< Personal Health Pathway

4 Personal Health Pathway

. Personal Health Pathways ~ 9:41AM

Person A, remember to walk 3,500 steps
three times this week. You got this!

A

Goal completed

Walk 3,500 steps 3
times this week

Check in on Saturday
for your new goal

By 12 July

-

e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e -

Person B:

4 Personal Health Pathway

< Personal Health Pathway

Personal Health Pathways 9:41 AM

Person B, just 1 brisk walk can lower blood
sugar for 24 hrs, Hit 5k steps 3x! &.

A

Walk 5,000 steps 3
times this week

Goal completed

Check in on Saturday

for your new goa

-

o e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e - -




Value generated

Value generated through the utilisation of Discovery's powerful
data asset and IP

BEHAVIOUR CHANGE = BEHAVIOUR REWARD PERSONALISED
MECHANISMS INCENTIVES STRUCTURE COMMUNICATION
Vitality Acti Hyperbolic @ Program Personalised
@ p'ej,'afdsi‘;:p Iﬁ discounting partners EEl meassaging
Vitality ol Dy i = Fuel %, Communication
QED Voney fp Dynarmie B Cahbacks <5 requency

Vitality 2 lemaadi Discovery § Preferred
\D Drive 2 ) Ve [8) channels used

[+ P <
Value . 4 D = N Ranks N.ext
Y TakeSk  Upgradeto  Upgrade c Best Actions
° steps2x  Suite package plantype m
an E %
. A N E NN X-)
i Cetyour  Opena Activate
Bropsnaty HbAle  forexaccount  sensor z9
‘ 8 1z C 2 Healthy Money Drive
- Visityour Set up Financial LinkVD card @ action action action
A Habit . pCP. Analyser onapp 3

=\ r-%i)@—« r-y\o-\

savings @ Driving profile

LIFESPAN O
{:) Insurance e Claim-free years
O Debt Night-time
/ driving
Annual multi-
BetiSent e point check
t { : Property @ Distance points
r [F) Transaction/spend {T)) Bevice + physical
data < activity data
29 &
Life years N =#l Credit bureau data ﬁ Nutrition data
of data .
&9 Geolocation data Claims data
r.Y-} o
' Demographics Eb Clinical data
repository
Device Underwriting )
L S @ data Y Telematics data




Deep understanding of how mortality changes based on behaviour

!
/
1/
! Up to 31%
l’ Reduction in
/ mortality*
/
b /
© /
> /
= q x+t /
£ !
e}
S q x+t |y /
q x /
q x+t | y|z 4
Ax|y ! ,

1 ! ”

1 ! ’

. e

: -¢ v

1
Value generated
through engagement
and formation of
healthy habits
Age

X = age
y = lifestyle and clinical habits up to age x,and state of health at age x

z = formation of new lifestyle and clinical habits from age x onwards

*Clinical and physical activity habits must be sustained for rest of life to achieve this reduction in mortality
TS, DT



Product structure and journey in Life insurance

Personalised PayBack Boost for unhealthy, unengaged Bronze client (5t health claims band), R5000 premium, double
PayBacks, 100% max Double PayBack

& Personal Health Pathw

You're almost there!

Ei Complete your displayed health
actions and earn a reward.

Visit your T
Foot screenin
trestin HBAIC test Pair glucometer ]

Collect

or rovicer

o i i 2
medication Microalbuminuri Complete
Take medicine Join Vitality Age 15 Jun 2023
Z as prescribed HealthyWeight
/ B % i @ This business works with other

companies to manage this chat. Tap to
learn more. 1

Ring complete! Ring complete! Ring complete! A
| y} 1%
-

()

R5000.00 '
> Hi George, well done
on completing your
next best actions @ (@ €
PayBack 100% 100% 100% and closngour -
accumulation ¢ personalised PayBack i
We have boosted e n~:’j G
your PayBack Fund 1 p;r,;n_‘;;e"“ g b e
deposit for this W
month to RS000!
Next best actions Learn more here. Total accrued Payback
@ @ @ 10% 0% -/o N R
vy Compee Walkxsteps Months 1 2 3 Ll 12
. More about PayBacks
Complete your Enhance your Shared Value Get your reward

actions

*Up to 3 rings per year




Personalised shared value model in the context of Life insurance
Optimises mortality & morbidity saving generated per vitality point earned

Generalised Shared Value

Mortality and morbidity outcomes correspond to
Vitality status

Relative mortality improvements by status

_______________________________

Upfront &
' ongoing
! .
A mortality & morbidity | :ir;;zg:‘ar::‘::n
Vitality point
Paybacks

Value generated through
behaviour change

Other SA  Blue Bronze  Silver Gold  Diamond
insurers

>

Personalised Shared Value
Every personalised action within status results in a
more valuable health outcome

r Optimised

A mortality & morbidity

Vitality point

L» Personalised

Maximum value generated through
optimised behavior change

Upfront &
ongoing
Integration
discounts

PayBacks

Personalised
shared-value




Value of Vitality Life Optimised Products: different activity levels

Low physical activity

Non-Optimised Claims Lapses Optimised Dynamic Total
discount premium effect

Point of sale gross of reinsurance BEL if a policyholder remains on this activity level throughout the policy term. Assumes 18% upfront premium discount




Value of Vitality Life Optimised Products: different activity levels

Moderate physical activity

Non-Optimised Claims Lapses Optimised Dynamic Total
discount premium effect

Point of sale gross of reinsurance BEL if a policyholder remains on this activity level throughout the policy term. Assumes 18% upfront premium discount




Value of Vitality Life Optimised Products: different activity levels

High physical activity

Non-Optimised Claims Lapses Optimised Dynamic Total
discount premium effect

Point of sale gross of reinsurance BEL if a policyholder remains on this activity level throughout the policy term. Assumes 18% upfront premium discount




Value of Vitality Life Optimised Products

Portfolio view given likely transitions between different activity levels over and average portfolio,
after hyper-personalisation and specific rewards for building habits

Indicative Vitality value creation

Non-Optimised Claims Lapses Optimised Dynamic Total
discount premium effect

Point of sale gross of reinsurance BEL if a policyholder remains on this activity level throughout the policy term. Assumes 18% upfront premium discount and 20% increased engagement




Incentivised Engagement

A/B Testing Ability to Optimisation

r ! Framework. influence model Model
BEHAVIOUR CHANGE BEHAVIOUR REWARD PERSONALISED 1
MECHANISMS INCENTIVES STRUCTURE COMMUNICATION 1
o itality Active erbolic rogram ersonalise 1
= (D) puwpee, Dz @ Incentivised !
italit uel ommunicaton B | o e e e e, ||| T EmEE=ES=E 4
Money & P T Giscs O eqians™ engagement
L (5 S omaverson ) Doy [ Pretered |
V.Al Recommender
r Value = S . f 3] = s Ranks Next
S @ - |mammoogmm | 5 S Al _ N
R s 8 B 3 O @ @ Propensity Reward Elasticity Next Best
R oSEmn 2 || 3 recommender -~~~ ~~~-~—-- .
°° 3 S TET T | R ey e ome Model Model Action Model
E Visityour Set up Financial LinkVD card Z action action action
L A Habit -’ [2<3 Analyser ! onapp 3 ot

sEsoan © sownes @orvavore Dynamic risk assessment

Insurance @ Claim-free years . .
© oex Noreime Dynamic risk
N rov assessment i

e R L--- Causal Inference

@) provery ® oo coins Model Habit Index Value Model

=| Transaction/spend (=) Device + physical
m  data = activity data

:Q Credit bureau data % Nutrition data

Life years
of data .
&9 Geolocation data Claims data Data
@ ] Demographics bclmlca\ data
repository
Device Underwritin =
L events D Gata ° [# Telematics data




Personal Health Pathways Components in Health

Personalised Actions

/
[ Step Laddering G“
@45. Algorithm =, Gym workouts
%
| @ Heart Rate A Park Runs
I Workouts
\\
7
[ @) . 9
i @ Chronic Back Pain @ Mental Health
/ Management
®q Proactive Kidney 1 Oncology
1 (é functions tests Management
\
\

] Type

|

: Miles Vouchers Points
|

I @

| <5 & @

[
30

V02 Max, Heart Rate
Variability, Stress Levels,
Sleep management

Diabetes, Hypertension,
Hypercholosterolemia Care
Management Programmes

/—. Optimal to maximise

engagement

E«—c—q
0 (%
Frequency Entity Profile

Sustaining habits LLMs
\\
|
o 1
|
1
Physical Activity :
Habit Index I
|
/I

Clinical Habit Provider Habit
Index Index

Care Assistant and
Health Coaches

N

\

:

|

|

|

Rewarding Habit Formation :
and Maintenance |

/

Continuous Engagement Optimisation
Habit Engine

A/B Testing

ﬁ

Full Factorial
A/B Testing

Afiga
SO

Adaptive
Experimentation

fiil

Ability to
Influence




The use of LLMs & GenAl Model Gardens with

- -—— -

in Discovery

Care assistant
—— \/\
N

. - - ~a -
Xssistant - BN et . . ,— Health coach
Automating some 4 ~ ’ Unique \
authorisation , S L longitudinal \
decisions / Pre-auth SN health \
N eErt \
1 rules Vi N navigation and
B ’ N lifestyle data \
1 ’ AN \
’ \
1 N
\ / AY 1
\ ! !
1
1

. Discovery
Silent IVR — PN knowledge
Enhance call routing - -

-

by understanding

caller intent //
" IVR
int ti
| esraten CRM and VA
. Integration
~ ~ - .
Customer
Comms optimisation j , context
engine /
Personalise nudges using client’s
profile and preferences
1
1
1 N Topic !
' Next R4 * | definitions|
! Best L’ ’ T ‘_
\ Action .
\ N _- 4

Discover it

Writing assistant

S=~<_ / Configurable rewriting of

~ content with consistent brand
~ voice and style

\
Best
language ,

Joint sentiment and
topic modelling

Understand what customers
love (and don't)

60
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Wity  Vitality

Vitality UK

Al 1 U @) Vitality Network
Vitality Health
International

Vitality Network

Shaun Matisonn




VISION:

Transforming
INsurance to
protect,
empower, and
create global
Shared Value
INnsurance

@

Vitality Network is driving the global expansion of
Shared Value Insurance, partnering with leading
global partners to deliver IP and transform the
future of insurance. Through our innovative
platform, we enable insurers to deliver impactful
health and financial outcomes for their business and
their clients, elevating wellness, behaviour change
and resilience across diverse markets. By embedding
shared value principles within traditional insurance
systems, we create sustainable value for individuals,
Insurers, and key stakeholders. Our vision is to
create a global network of financial service
providers where insurance not only protects but
empowers, creating healthier lives through

meaningful engagement and partnership.




Powerful assets which enable us to deliver on our shared-value vision
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i @ SUMITOMO LIFE

PRODUCT AND IP LAYER

VITALITY DISTRIBUTION NETWORK

GLOBAL BRAND AND REWARDS

ENGAGEMENT LAYER

DATA LAYER

TECHNOLOGY AND ANALYTICS LAYER

INSURANCE PRICING VITALITY PRODUCT
Healthy -
. . Healthy Futures R . Vitality Product
;) Device / Dynamic Wedge Assessment Actions Ring @ playbook
o’ -led pricing funding Encourages completion of

M(&ﬂv‘y GLOBAL

Academy

P~ e,

3\ LG @,
| Research [ Eere,
e 0D |

I&}&\\%:"‘:/}-ly Institute

e e Automate
5 messaging
sequencing
100k >50m
New members Life years of

every month  behavioural linked

insurance data

VITALITY 1

World-class
technology platform

Gateway connect

Behavioural linguistics and Vitality Incentive construct

Vltallty‘M_arketmg Go to Market

and training - o z :

playbook with Vltallty Pre-commitment O Nudge theory @ Loss Aversion
Vitality Global Partner wad. vitality. com

and Rewards

Network Liakis~s

Communications platform In-app push notification Vitality
Gutenberg Message R ’ engagement
Chan r?e| We can't walt to be part of your wellness journey! toolkit
>3.5m 13bn GLOBAL DATA ENGINEERING
Device tracking km tracked . gy . cAMBRIDGE
events a week o quantium HEALTH o g (||||| goalLE TELEMAECS
PLATFORM VDP AND SDK MOBILE CONTENT MANAGEMENT
ENABLEMENT ) ? : ‘!’-'?‘ Enables instant multi-language
. - H'} VDP and App Integration fiEiss launches
e={ @== Transforms Vitality —J e
customisation Q Activity Fraud Detection



https://projects.invisionapp.com/prototype/Vitality-One-Healthy-cjvnuyd0g00253z019ztbzjca

Powerful assets which enable us to deliver on our shared-value vision

PRODUCT AND IP LAYER

Dynamic pricing aligns risks and premiums, and extra value can
be funneled back to clients through cashbacks

Dynamic pricing and/or cashbacks

Traditional pricing model Theoretically correct premiums offers a pragmatic approach

Upfront discounts & 5-yearly cashbacks

Policy duration

Our product leverages hyper-personalisation to deliver a
cutting-edge market solution to customers across the globe

12:30

Scientifically driven, hyper-personalised product that drives
behaviour change and healthy habit formation

Improved user experience through enhancements across

Backed by sophisticated, personalised communication
across various channels to drive continuous memaber

Good morning, Alex

Weekly physical

all aspects of our mobile app

Monthly healthy

engagement

Weekly lifestyle
goal

Activities to earn points



https://projects.invisionapp.com/prototype/Vitality-One-Healthy-cjvnuyd0g00253z019ztbzjca

Powerful assets which enable us to deliver on our shared-value vision

We are creating a constantly-evolving global partner network
leveraging our unique internal expertise and footprint

Our cohesive, global partner vision makes rewards
richer and more accessible than ever

Offering members aspirational
travel benefits in partnership
with Expedia

GLOBAL BRAND AND REWARDS

upfront discounts on wearable fithess
devices through Apple Watch benefit

| l
m Removing barriers to access with

mental health support universal in

Making personalised access to
. partnership with Headspace



https://projects.invisionapp.com/prototype/Vitality-One-Healthy-cjvnuyd0g00253z019ztbzjca

Powerful assets which enable us to deliver on our shared-value vision

Our sophisticated platform allows us to effectively deliver IP
across the globe, whilst maintaining a stable cost base

) World class platform built on state-of-the-art,
<~ _PARTNER AND MARKET INTEGRATION Y Sca/ab/e a/‘C/‘)/'[eC[U/‘e

& WA j [ CHANG
[ —
%‘ i Latest user experience upgrade improves quality and
“ speed to market, while reducing localisation costs
ENGAGEMENT LAYER ( ' ">

Leveraging Al and sophisticated data tools to quickly

DATA LAYER
° and easily configure the platform in different
languages for effective market deployment

TECHNOLOGY AND ANALYTICS LAYER



https://projects.invisionapp.com/prototype/Vitality-One-Healthy-cjvnuyd0g00253z019ztbzjca

The SVI model can be globalised to generate VONB uplift for
insurance partners which partners and Vitality Network share in

v
Ach|5|t|o_n_and Dynamic risk Al recommender Incentivised Claims and retention
underwriting assessment engagement

SVI model brings uplift in profit

: Vitality Network’s
to partners business’ through:

Revenue Model:

Growing new business VN takes a share of the

9 Id revenue as a result of the
uplift which SVI brings to
partners business’

Improvement in actuarial
dynamics

Personalising the
programme for every
member

Comes from the license
fees and performance fees
which partners pay to VN

5

Reducing business costs

0 0 00

Growing business profits

Improvement
in actuarial Personalisation Costs
dynamics

60%-100% VoNB uplift
generated by shared-value

Base new New
business value business

SVI uplift
in profit




Vitality Network’s success story

Engagement

Actuarial dynamics

Value uplift

High engagement across markets

0% 20% 40% 60% 80% 100%

Market 1

Market 2

% South Africa
Market 3

Market 4

Market 5

Market 6

;}l'g United Kingdom
Market 7

Market 8

Market 9

Market 10

Market 11

Market 12

Market 13

Lapses Claims
Market 1

Market 2
-79% -35%*
H N | I
Market 3
Iﬁl 8% I I V 18%
Market3

I | -40% V' 10%+
i1 11

- Non-Vitality - Bronze | Silver [ Gold & Platinum

Higher Vitality engagement correlated with
greater up-sell and cross-sell

Engaged Vitality members are >2x more likely to
repurchase

#219%
178% 173%
126%
M7% 115%
) Q%.I----I- ----I- :
No Vitality Vitality Not Engaged Bronze Silver Gold &
engaged Platinum

Uplift in cross-sell ratio

Non-Vitality Vitality
customers customers




o

Vitality Network

Integrated API by Insurance partners

Operating profit insurance partners Revenue membership
2023- 2024 2023- 2024 2023- 2024 2023- 2024
+23% +30% +11% +18% | +10% +16% | +17%
to $28.5m to R533m to $15751m  to R29.7bn to $101.3m to R1.9bn to 5.3m
17% CAGR 11% CAGR 1% CAGR 31% CAGR
(FY2020-FY2024) (FY2020-FY2024) (FY2020-FY2024) (FY2020-FY2024)
£ £ £
% a 0
) ) )
2020 2021 2022 2023 2024 2020 2021 2022 2023 2024

2020 2021 2022 2023 2024 2020 2021 2022 2023 2024




Vitality Network has access to >70% of the world’s addressable life
insurance markets with growth opportunities across all regions

Gross Written Life Premium

(USD million)
1 United States 714 859
. . . 2 China 390 400
3 Japan 277198
A footprint in the largest and fastest growing — o
M 5 France 170 098
iInsurance markets across the world ¢ italy 10 549
7 India 100 185
8 Germany 93 325
9 South Korea 84 364
10 Canada 70 319
n Hong Kong 56 740
a.s.r. 12 Taiwan 53 956
MULTICARE £=GENERALI 13 Brazil 44790
i1l Manulife g Sﬁai'f‘ Sk
~ &gl sill 15 South Africa 34833
Mﬂl{- \J tavuniys IGI 16 Sweden 33821
Sl 17 Denmark 32988
TATA AlA e 18 Singapore 30 040
- <> SUMITOMO LIFE 19 Switzerland 25370
BBVA 20 Finland 24305
21 Luxembourg 20 547
&vSaludsa 22 Ireland 19 830
EOUR 2N HEALTHIER, LONGER ” Minco EYo
EQUINOCCIAL , . 24 Belgium 18 427
-~ A | P> BETTERLIVES 25 Australia 15 603
@ Prudential 26 Malaysia 14 566
27 Thailand 14 349
28 Norway 13 291
29 Netherlands 12 926
30 Israel 10 743
31 Indonesia 10 576
32 Russia 8167
33 Chile 7 253
34 Vietham 6551
35 Portugal 5579
36 Austria 5553
37 Colombia 5433
38 Philippines 5277
38 150+ 300 K+ .Ioo K+ 39 Poland 2 474
40 Peru 2 886
0 0 H 41 Greece 2 666
Vitality Programme Agents and New devices = Czech Republic 2575
. o 43 Morocco 2 551
Markets Partners advisers linked per 44 Turkey 2299
. 45 United Arab Emirates 1824
/230K+ t/ed} mont h 46 Argentina 1621
47 Pakistan 1590
48 Hungary 1579
49 Egypt 1246

50 Kenya 1141




The Vitality Network economic model is well positioned to unlock
significant value

Growing revenue
through partners
and penetration

Evolving Shared-
value to hyper-

personalisation
Unlocking margin | |
growth through a Targeting an operating margin of 50%, as the pace of

scalable platform — revenue growth increases with limited real cost growth




The Vitality Network economic model is well positioned to unlock @
significant value

9%

Growing revenue m» Driving revenue growth of c15% per annum
through partners

and penetration :




KEY REVENUE @

INPUTS DRIVERS

Integrated
product lines

mmndl New business API

0,
e

Penetration > Svi Membership
REVENUE
ENGINE

Actuar.ial Data, IP, Vitality
dynamics \Prog ram, Tech nology/
Local market
activity

Performance fees




Breakdown of gross revenue

Profit margin With a diversified distribution of revenue
Vitality Network has a current profit margin of 28% % contribution to revenue by region
FY2020 - FY2024 FY2024

6%

101
87 91
74 39%
73
67 66 69
58 15%

52 9 8%

I/M_l» 2% M| 2as ==
28%
2020 2021 2022 2023 2024 ) - _
' ' = Japan = Asia Pacific = North America
m=Revenue Expenses Profit margin = Europe = Latin America GCreater Middle East

Profit margin is the % of profit over revenue




North America

Markets
&
Partners

Penetration

'ISt

Largest life insurance market globally

Life insurance premiums Life insurance premiums
in % of GDP in 2023 in % of GDP in 2023

SwissRe insurance report 2023 SwissRe insurance report 2023

% USA (+) Canada
JoboHlonco, | Viclity |J) Manulife  ifality
2.6% - 33%




Vitality in North America -

Integrated product lines

Manulife and John Hancock

Insurance partner

Vitality is integrated across all JH and MLI products

£ ... I

integration

No
* integration

With Vitality Go embedded on all products

Integrated products include:

M Wikality If| Manulife
+ Term Life * Family Term
» Universal Life » Universal Life
¢ Indexed Universal Life « Health & Dental

» Variable Universal Life

John Hancock and Manulife are all in on Vitality

Fully Longer.Healthier.Better Longevity Symposium:

integrated . . .
John Hancock hosted its second annual longevity summit
reaffirming their commmitment to helping people live longer,
healthier, better lives.

Fully

integrated

Hancock’s Brooks Tingle is betting big on
longevity

BOLD TYPES

John Hancock’s longevity symposium
draws Maura Healey, Jrue Holiday, Drew

Exodus of lawyers prompts strategic questions at Burns & Levinson; Brees
David Cho drives up the diverse spending at UMass; Shari Redstone By Jon Chesto Globe Staft, Updated October 18, 2024, 57 minules a5
might end up talking with Bain next.
By Jon Chesto Globe Staff, Updated June 17, 2024, 2:44 pm
L
'.@ Heatther, 11 Manife e im
Better.
I Manwife S
Longe:
=
/' Bette
w“ c. 1 Manuife 2.
' Longer.
Better.

M Manuife  dofn

Governor Maura Healey spoke with John Hancack president Brooks Tingle at the company's symposium this week. PHOTO
COURTESY OF JOHN HANCOCK




Vitality in North America - Manulife and John Hancock @

API Membership Penetration
2023- 2024: 2022- 2024: &
(o)
+26% +33% 14% -— 60%
to $434m to R8.1bn to 205k
As at September 2024
4% CAGR 18% CAGR
(FY2020-FY2024) (FY2020-Fv2024)

(%) 37%

As at September 2024
I | I Source: Internal JH Data

2020 2021 2022 2023 2024 2020 2021 2022 2023 2024

USD millions

Source: VN internal data Source: VN internal data




Vitality in North America - Manulife and John Hancock

Actuarial dynamics

Partner uptake

Shared-value generated

John Hancock Vitality customers are
making healthier choices that are
translating to positive health outcomes!

v .

82% 34%
Reported similar Improved
or better cholesterol
health YoY
fl ;
) Y.
]
76% 43%
Use a wearable Reduced BMI
device and
average
~9k steps

IStatistic based on Vitality Health Review self-reported data from
registered John Hancock Vitality PLUS members with responses in both
2022 and 2023

\ Giving members access to
HealthyGear benefit and the
aﬁ% world of adidas

Get discounted healthy

Members are given a gear
.
15-30% discount

About this reward

on adidas gear on
completion of their
Vitality Health Assessment

W‘ Vklty 11 Manulife  Vifality

Benefit launched late October 2024 with
strong member uptake already observed

0 Growing new business

0 Claims reduction

0 Personalising the programme
for every member

Improvement
in actuarial Personalisation
dynamics

Base new New
business value business




Vitality in North America - growth opportunities

The US is the largest insurance market in the world
with a diversity of business lines Integrations with current and new partners

Individual Life ($13.6B, 2022) and Workplace Benefits ($8.3B, 2021) overview Growth is a function of:

INDIVIDUAL LIFE WORKPLACE

Market leader

o Expanding features and distribution in the markets
where John Hancock is present

et (G gegggl, 9 Working with John Hancock to expand into areas of
: the market where they don't have a strong presence

e Establishing new carriers in the Workplace segment

Indexed Universal Life, $3,964 ST disability, Accident, (fastest growing).

Whole Life, $3,070 $975 $935

\ 2 ®
Critical illness, \@ o | | ' ﬁ
Market leader |[Market leader $824 A i ol

Hospital, |LT
Whole Life Final Indemnity|Disability
Expense, $1,300 $780 $508

$ 8.3BN 5-7% CAGR 80%
Term (Avg face Market leader i -
Variable Universal | value >$500k), Universal Cancer |vision B et SZe (2023 2030) Em ployers
Life, $3,070 $1,424 Universal Life, $837 Life, $801 v |ame B8 offering at least
- one VB

Growth in the life market remains well above long-term average.
The market is highly fragmented creating opportunity for Vitality to
build a shared-value ecosystem without applying competitive
pressures to existing partnerships




Japan

Size

Markets
&
Partners

Penetration

Market
Share

3rd

Largest life
insurance
market globally

Japan

«» SUMITOMO LIFE @

6.8%

Life insurance premiums
in % of GDP in 2023

SwissRe insurance report 2023

Approx. 5%
Since 2020



Vitality in Japan - Sumitomo Life Vitality

Integrated product lines Partnership
Vitality is integrated across most Sumitomo products Deeply entrenched valuable partnership with Sumitomo Life
No . Fully .
Integration integrated Vitality Sponsorships Vitality at SLI Offices

(Fig. 5) Image of bremium flex
Max (+10%)

Blue (+2%)

15% off upfront

SUMITOMO LIFE Vitality Bronze (+0%)

Up to 30% off

A30% silver (21%) ongoing
Min (-30%)
Integrated products include:
Main product lines Benefit riders
e PrimeFit (Mortality risk + Comprehensive medical
product) * Enhanced hospitalisation cover
+ LiveOne (Mortality risk product « Cancer diagnosis and recurrence
with savings component) e Cancer medication
* Dr GO (Medical insurance) « Disability & Nursing Care

* Q-Pack (Medical risk product » LiV guard - Major disease cover
with savings component) e 3 Plus - Critical illness rider




Vitality in Japan - Sumitomo Life Vitality

Group annualised premiums Membership Growth projections

SLI Group annualised premiums %Lll/ggfi?r ey Sl Vil e oeys Sumitomo has confirmed their

(billions, yen) commitment to member well-being by
pledging to expand the number of
customers receiving the value of
wellbeing — a key driver of which is
increasing the number of Vitality

members
3,449.00 o
+15% |, *23% |, 59

1.05
Membership is projected to grow steadily,
with the goal of reaching

3,042.20 - or s
2.4 million Vitality members by 2025
2022 2023
2022 2023

Source: Sumitomo data Source: Sumitomo data




Vitality in Japan - Sumitomo Life Vitality

Actuarial dynamics Local market activity

Shared-value generated

Relative mortality rates

Standalone Vitality provides
— 47% lower members access to a
complimentary 4-week trial of
Active Challenge — a simplified
version of the full Vitality program

Non-Vitality Vitality
. L Standalone Vitality provides a way for
Relative morbidity rates advisers to connect clients
0 1. Re-ignited conversations with existing
—— 16% lower leads who hadn't taken up a product yet
i 2. Contacted existing policyholders who
were open to revising their cover
-_ 3. Reached new leads, including friends and
Non-Vitality Vitality family who were not familiar with Vitality
High level of sustained engagement The campaign was highly successtul,
resulting in significantly increased
64% Engagement conversion rates of insurance leads
by % of members earned a point for advisers

Source: Sumitomo data
VN Internal data

Q Growing new business

0 Claims reduction

0 Personalising the programme
for every member

Improvement
in actuarial Personalisation
dynamics

Base new New
business value business




Vitality in Japan - growth opportunities

Growth will come from SLI's public commitment to
achieving their 2030 target of

5 million Vitality members

con NEWS RELEASE

March 31, 2023
Sumitomo Life Insurance Company

Formulation of "Sumitomo Life Group Vision 2030" and
"Sumitomo Life Medium-Term Business Plan 2025"

Toward that end, we have set a goal to achieve "20 million customers receiving the value

of well-being and 5 million SUMITOMO LIFE Vitality members among them " .
* SUMITOMO LIFE Vitality rises P lox 1 cu"tribuﬁng tu
2 d 3 health promotion
We provide well-being services rooted in various countries and regions.

Ne provide support for local government initiatives and local corporations’ health and well-being management.

Health support centered on
SUMITOMO LIFE Vitality

~~Physical prosperities~

Achieved through:
SIGNIFICANT INVESTMENT IN SVI

NEW PRODUCT LINES

NEW SALES & DISTRIBUTION
OPPORTUNITIES




Asia Pacific

Penetration

Markets
&
Partners

Largest
Publicly listed pan-Asian life
insurance group

3.1%

Average life insurance

premiums in % of GDP in 2023
(weighted by GDP)

SwissRe insurance report 2023

11 markets across Southeast Asia & the Pacific

* Australia + Thailand
singapore ° South Korea @ HEALTHIER, LONGER,
Hong Kong * Vietnam “"P‘ BETTER LIVES

e Philippines * New Zealand

e Malaysia » Indonesia

India




Vitality in Asia Pacific - AIA

Integrated product lines

Insurance partner

Vitality is integrated across a multitude of products

No
integration

Fully
integrated

% of Integratabale products integrated by VONB Range from : 5% -100%

Malaysia

Singapore

Thailand

Hong Kong

Indonesia

Philippines

Korea

New Zealand

~75%

~40%

~55%

~15%

~50%

~75%

~5%

~100%

Integrated products include:

« Life Insurance

e Critical illness

¢ Medical Insurance

» Accident Protection

Disability Income

Health Insurance

Income Protection

Wealth and legacy planning

Investment & Savings
Life riders
Health riders

AlA is committed to delivering on their brand promise of
Healthier, Longer, Better Lives

@ HEALTHIER.LONGER, AlA ESG REPORT 2023
WP BETTERLVES

Sustaining
Healthier,
Longer,

Better Lives
9P Health & Wellness
US$2 1 B| LLl ON paid in total benefits and claims,

which is an increase of USS2 billion on a comparable basis*

AIA serves the holders of more than 42 MILLION

individual policies and over 1 8 M | LL |0 N

participating members of group insurance schemes

387 MILLION

people engaged through AlA One Billion by the end of 2023

* The banefits and claims for 2023 includes the Unit-linked contracts under
IFRS 17 On a comparable basis the 2022 claims and benefits were US519 billion.

IY MIXHop

SAREEEITION




Vitality in Asia Pacific - AIA

ANP Membership Penetration
2023- 2024: 2023- 2024: As of 2024:
+21% +27% +18% 62%
to $595m to R11.13bn to 1.92m* expected membership

11.54% CAGR
(FY2020-FY2024)

2020 2021 2022 2023 2024

USD millions

Source: VN internal data

Source: VN internal data

13.39% CAGR
(FY2020-FY2024)

2020 2021 2022 2023 2024

Source: VN internal data




Vitality in Asia Pacific - AIA

Actuarial dynamics

Local market activity

Shared-value generated

v D)

43% 51%

Improved their
Cholesterol

Improved their
blood pressure

A »

26% 73%

Moved to a
healthy BMI

Improved their
glucose levels

Source: AIA Group ESG Report 2023

AlA Singapore offered Vitality to agents
for free - providing agents with the
opportunity to engage with Vitality

themselves had a significant impact

Agents with Vitality Average sum assured’

o fos%

Pre»_ Post- Non-Vitality Customer
campaign campaign Customer with Vitality

Average case count Vitality engagement
(agents) rate

o,
@y

Agents without Agents with
Vitality Vitality

Source: Internal AIA analysis.

lintegrated product design affects sum assured

Vv
o

Vv

Growing new business

Claims reduction

Personalising the programme
for every member

Base new New
business value business

Improvement
in actuarial Personalisation
dynamics




Europe

Size France and Germany 5th and 6th largest
insurance markets globally
Based on 2024 turnover

3.3% 1.8% 1.2%

Penetration Average life insurance i Life insurance premiums | Life insurance premiums

premiums in % of GDP in | in % of GDP in 2023 | [0 96 G G012 17 2025

2023 (weighted by GDP)

SwissRe insurance report 2023

« Germany « ltaly

. Portugal Netherlands
Markets v TErEE géf)ihblic ?
®) Partners * Spain
€= GENERALI MULTICARE a.s.r.

|
|
|
|
|
|
|
|
|
i
& « Austria + Poland i
|
|
|
|
|
|
|
|
|
|
|
|
|




Vitality in Europe

Integrated product lines Insurance partner

Vitality is integrated across a multitude of products

FI:/IDEHAI[;TICARE
No _ Fully
integration J integrated
Integrated products ® Corporate >
include: , R
®* Term Life GENERALI

® Occupational Disability

¢ Bundled Product

®* Permanent Disability a.s.r.
® Health and Life Insurance

® Whole Life

¢ Corporate

® Pensions

® |ncome Protection

Fidelidade have merged Vitality into
their main core business, roadmap and
marketing campaigns

Retention and engagement remains
strong, while insurance business gain
all expected benefits from SVI

After 5 years of a high engagement
program of Vitality in the Netherlands,
a.s.r have made the programme available
to all pension health and income
protection customers.

a.s.r leveraged the Vitality brand to inspire
their members to donate monetary
donations, where the proceeds went to
building playgrounds for children across
the Netherlands with the Johan Cruyff
Foundation.




Vitality in Europe

Actuarial dynamics

Local market activity

Shared-value generated

Generali Vitality
Germany has shown
notable success across
a variety of indicators

Lapse rate by membership status and engagement

2023
m\Without Vitality membership B VVASP with Vitality membership
Platinum Vitality members

Claims Ratio

2022 2023

B VASP Without Vitality membership mVASP With Vitality membership

Source: Generali data

Generali Austria
_ introduced an incentive

in which members are
_ rewarded with a bonus to

purchase a new policy.

Number of yearly new insurance policies

>13,000 3001 s 5902

policies sold
since launch 2144
119 1142
.

| Across health, life, property and motor insurance
T T T L

2018 2019 2020 2021 2022 2023

Additional cumulative GWP generated &
Insurance bonus yearly costs (M€)

2018 el 04
2019 b 0.9 >1SM€ GWP
2020 [ amad generated

Lo since launch
2021 [ — 00
2022 [ e 41
2023 [ ——————————————————————— 2

m Insurance bonus yearly costs m Additional cumulative GWP generated

Source: Generali data

O Growing new business

0 Claims reduction

O Personalising the programme
for every member

ERES MR N lrrnparzﬁzg?t Personalisation
business value business )
dynamics




Vitality in Europe

ZZGENERALI OI.S.T. DMULTICARE

API Membership Penetration
2023- 2024: 2023- 2024:
Driven by poor API growth Engagement
'4% 'n Netherlands: +1 9% Range of % enrolled engaged
Generali: +15% to $9.6m
To $89m Netherlands: -11% to $68.4m To 234K
(o) (o)
56.60% CAGR 41.30%% CAGR 35% - 60%

(FY2020-FY2024)

2020 2021 2022 2023 2024

Source: VN internal data

(FY2020-FY2024)

2020 2021 2022 2023 2024

Source: VN internal data

Registration
Range of % of eligible who have registered

5% -15%

Penetration low but
engagement is high presenting a
huge opportunity for growth

SOURCE: VN internal data




Vitality in Europe - growth opportunities @

Increasing penetration

Generali set to re-invigorate sales with marketing and
distribution activity surrounding the launch of the new
app and product refresh

Significant growth in Europe is projected

to be unlocked through the strategic °
I'O.IIOl.Jt OfSUbStantlall'y enhanced &% GENERALI Rollout of substantial enhancements to Vitality
Vitality products across markets programme across markets in 2025

B  On1January 2025 as.r. is launching their updated
program available to members free of charge on

B  sclected policies




Latin America

Size | $88bn
Total insurance premiums in Latin America
Up ~4% from 22-'23

SwissRe insurance report 2023

1.0%

Penetratjon Life insurance premiums
in % of GDP in 2023

SwissRe insurance report 2023

Ecuador Brazil & Mexico
Market; Argentina
Partners 4vSaludsa # Prudential BBVA

SEGUROS
EQUINOCCIAL




Vitality in Latin America

Integrated product lines Engagement

Vitality is integrated across a multitude of products

o Ecuador is experiencing excellent sales and retention results,
- with the Apple benefit showing excellent signs of success

n the last 12 months:
Integration j’ integrated

+ 34% + 29% + 20%
Platinum Gold Silver
customers customers customers

Integrated products include:

- o B
« Health insurance !

* Term Life 50% of customers accomplish at 5% device take up
* Universal Life least 1 weekly goal every month (increased from 4.2% last year)
* Whole of Life Goal: 45% Goal: 5%

Source: Ecuador internal analysis

Local market activity

ﬁ . An open market ecosystem enables them to collaborate with
/. ] Prudential non-competing players, deepen relationships across Latin

America, increase at scale and access different market segments

Three pillars of

health:

MOBIO




Greater Middle East

Markets
&
Partners

Penetration

Market
Share

$50bn

Total insurance premiums In Greater Middle East

Up 11% from 22-'23

SwissRe insurance report 2023

Pakistan

161

Life | Window Takaful Operations

|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
0.5% |
Life insurance premiums i
in % of GDP in 2023 !
|

|

|

|

|

|

|

|

|

|

|

|

|

|

|

|

|

|

SwissRe insurance report 2023

Saudi Arabia

“* dyigl <l
\./ tawuniya

Health & Life

0.1%

Life insurance premiums
in % of GDP in 2023

SwissRe insurance report 2023

— = 0%

= 20%

2018 2019 2020 2021 2022



Vitality in Greater Middle East

Integrated product lines Local market activity

ML DAL S L I E TN LCC T S 1G1 @ Introducing new rewards and product innovation

No , Fully .
integration integrated IGI Life will be partnering
with Emirates to launch

the IGI Life Vitality Travel

IGI Life Vitality awarded
e the Best Innovative
R = Product in Life Insurance

e T . o - X
IG \J %gv%unige: Products integrated across Rewards program = 2 at the Consumer Choice
_ARVE Haalth & Life Health, Life and Drive Awards
Life | Window Takaful Operations
° o s o ° ° °
Actuarial dynamics (W @ Wins prestigious awards
IGI continues to see the positive impact of Vitality on sales and new business ayskedd | ] Digitalex Best Insurance
- Provider for digital CX e
Digital CX in the Middle East r % B |
* Almost 68% of the new business written in 2023 is Vitality Auares -ty
) (W ) Best Insurance S o :
. . . LR AR oo o o e
» Vitality sales continue to be the primary focus for both the Agency & .L .L _L CX in Saudi Arabia e ek 204 2 LEADERS :
Banca distribution channels (s SN —— " e : —2% =
cX transforr%\ati?)n Awarded Insurer Honoured at the Asian
» Gross Premium - Proportion of Vitality business in total premium has in Insurance innovation Award Experience Awards for redefining
EMEA 2024 insurance

increased from 36% to 68% and for first year premium, it has increased from
73% to 80%

Source: Market monthly report




Vitality in Greater Middle East ]G] \J

Life | Window Takaful Operatio H@éalth & Life

API Membership Penetration
2023- 2024: 2023- 2024:
Vitality Embedded
(o) (o) [
+25% +861%
To $75.7m To 844K . .
Registration
183% CAGR 346% CAGR Range of registered as % eligible
Sep 24,
(FY2020-FY2024) (FY2020-FY2024) (sep=d)
4 N o - o
Tawuniya grown 1000% 16 /0 53 /0
from 70k to ~800k
members Registration varies, however
) g excellent campaigns are in
f ] ) progress to drive registration
IGl grown 210% from 16k to and engagement
50k customers
B = m B
2020 2021 2022 2023 2024 2020 2021 2022 2023 2024
Source: VN finance market specific request Source: VN finance market specific request & V1 platform Source: Market monthly report

NOTE: All % increases are latest Year on year - from 2023 to 2024. *Numbers have been consolidated and include IGl and Tawuniya




The Vitality Network economic model is well positioned to unlock
significant value

Evolving Shared-
value to hyper-
personalisation

Enhancing competitiveness and new business uplift




The sophisticated V1 platform enables us to deliver product and

deploy in markets quickly across multiple languages

12:30

Good morning, Alex

You are on Silver Vitality status and need 4,000
points to reach Gold

Weekly physical Weekly lifestyle
activity goal goal

A
5%
cashbacl
©

k

Monthly healthy
food reward reward

\l Activities to earn points

V1 Platform

FIT FOR PURPOSE

QUICK

to implement

EASY

to configure

EFFICIENT

to operate

V1 Platform

3-month deployment into new markets
Redeployable modules

Rapid deployment of new products

to markets

Cloud based
Multi-language
Scalable

Standardised process & once-off
builds to link partners, upgrade
products, enhance features
across the board

The platform architecture
enables:

Greater level of
hyperpersonalisation

Leveraging cutting-edge data
solutions to create member
segmentation and identify the most
valuable action for each individual

Increased member
engagement
Using sophisticated, peronsalised

communication to drive positive
behaviour change

Significant value uplift




The V1 is platform enables Vitality Network to deliver IP to partners @
whilst maintaining a stable cost base

3 37%

ISO 27001:.2022
Certification maintained AWS Cloud Centres around Improvement in
(one of the first companies the globe development productivity

to get certified)

Operating model:

99.999% O

oo o O?: Q :?o Independently evaluated
oo V1 Production Uptime Cyber security incidents 6' '6 as best-in-class
— resulting in data breaches oJ Lo

5 Instances

Technol k:
>5.19b >1.64b 01010 teperony ealuated

Total Device Workouts as very mature

per annum

Total Device Readings
per annum




The V1 platform is well-positioned to unlock further growth
potential

Current models Future vision

EHAVIOUR CHANGE ~ BEMAVIOUR REWARD PERSONAUISED

ool

AlA Vit

V1 Platform ; U s A

L
00
3

i 1 ¢ )

USA

Loop AlA Core
V1 Platform

Loop

Reduction in sync Single code based with

AIA Vst | Vil Al histi / ; ; ..
everages Al and sophisticated data tools to time by 92% market configurability

quickly and easily configure the product in real- .
time across multiple languages and regions Reduces testing efforts Techpology stac!( received
through automation and Al best-in-class review

AlA Core



The Vitality Network economic model is well positioned to unlock @
significant value

Unlocking margin | |
growth through a Targeting an operating margin of 50%, as the pace of
scalable platform revenue growth increases with limited real cost growth




Vitality Network's expenses over the last 5 years

Expenses over the last 5 years have increased as
Vitality went live in more markets

Business expenses are attributed to developing the
V1 Platform and localising Vitality

Vitality Network expenses ($m)
73
66 69
58
| I
2020 2021 2022 2023 2024

Expenses over the last 5 years stemmed from investing in the V1 Platform
and with expanding the Vitality programme to more markets

Vitality Network expense breakdown per role for FY24

9%

4%

39%

44%

5%

= Software development = |Infrastructure

Market localisation & Support = |P Expertise & Support

= Administration

VN prioritised investment in localising the Vitality product across the 30
markets and in the developing the software in the V1 Platform




Vitality Network is well positioned to realise significant growth @

~

Targeting revenue
growth of c15%

Targeting an operating
> margin of 50%, as the

pace of revenue growth

Increases with limited real
:
Stable cost base cost growth

2024 2025 2026 2027 2028 2029

/




Vitality Network's investment case

Traditional insurance models are inefficient because they pool controllable risk factors

(s ) Discovery's Shared-value Insurance model enables differentiated pricing and risk assessment, leading to an
- alignment of the interests of the insurer and the customer

Vitality Network globalises Vitality Shared-value model through partnerships with leading insurers

T Vitality Network is active in all major insurance markets globally, with its partners being dominant players in each
= U an respective market

mmmmmmmmm - Vitality Network aims to drive top-line growth as its partnerships deepen and it expands into new markets and
Jpu— partnerships. The Network is also exploring the establishment of additional partnerships within existing markets. Due
to its scalable operating model, this anticipated growth will drive further margin expansion going forward
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Ping An Health Insurance

David Ferreira and Candy Ding




The Chinese private healthcare industry is nascent but has strong

policy support

PHI cover

3'.( Majority covered by PHI
Tertiary
. Some covered by SHI
hospitals

Mostly covered by SHI
PHI covers most of balance

37k Subsidised by government
Primary Care and Community Most of balance covered by
Health Centres (CHCs) SHI

e

Shortfalls covered out of pocket

Source: China Macro Group

The State Council’s new policy on insurance supervision and
development opens up significant opportunities for the
healthcare sector and health insurers

Under-developed private provider system and evolving
regulation

Policy measures since 2019 include tax and land benefits for
private hospitals, collaboration with public hospitals, inclusion
in SHI, improved quality management, and reducing out-of-
pocket expenditure to 27%.

e Uneven development of provider system across regions

Expanding national medical centres and transferring high-
quality resources to less developed regions.

e Insufficient access to provider system at the grassroots
level

Constructing county healthcare alliances and enhancing
collaboration with municipal hospitals.

e Strengthened supervision and risk prevention

Strict review of insurance institutions, enhanced governance,
increased regulation, development of catastrophe and pension
insurance, and expanded health insurance coverage with
integrated health management.




Healthcare demand in China is growing

Healthcare increasingly
important to Chinese economy

Demand-side factors driving
increase in healthcare utilisation

Evolving opportunities for
private-public collaboration

Healthcare expenditure!
(% of GDP)

6.6% 6.5%

6.1%

5.8%

56% 56%

1 © > @ o o N N
— — = — = o N
o o o o o o o o
~ I I I I I ~ Q

Aging population
Population by age band?(m)

1400

s LTI
m65 and above

1000
800
4
|
= 1l i
0]
¥ © © O o ¥ 0 o
o
«

High volumes of diagnosed conditions

330m 4.82m

Patients with New cases of cancer
Cardiovascular diseases® per year#

50-64

m40-49

IIIIII "30-39
III||| 520-29
1] ]
& ¢ 2 3
o O O
o~ ~N o~

N
N
o
~N

o O
o O

2022
202:
202!
202
203
203
2040

203
203
204:

Growing health risks for younger population

15.3% 29.7%

Of people aged 20 to 29 Of medical insurance claims

are diagnosed with heart are for patients age O to 175
conditions®

©

Supplementary private health cover

Partnering with public health programs to offer
additional coverage that fills specific gaps in SHI, such
as advanced treatments and specialised care

Greater efficiencies in healthcare costs

Public-private collaboration creates cost efficiencies
through improved communication, reduced wastage,
and more efficient allocation of resources

Expanding market reach

Collaborations can increase the coverage of
underserved populations, increasing coverage, as well
as market share

Leveraging data utilisation

Joint data-sharing initiatives can improve risk
assessment and personalised care, leading to better
health outcomes, higher customer satisfaction, and
improved claims rates

] Source: China Macro Group. 2 Source: China Briefing, 2021 3 Source: United Nations 4 Cancer incidence and mortality in China in 2022 produced by the National Clinical Research Center for Cancer 5 PAH/!'s 2023 Annual Report on Claims




Prospects of China’s healthcare industry remain positive

Healthcare spending expected to

grow as population ages

Growing contribution from
Private Health Insurance!

PAHI consistently growing
market share

China's Total Healthcare Expenditure (THE)
(RMB bn)

16000

14000

12000

10000

8000

6000

4000

2000

2023
2024
2025
2026
2027
2028
2029
2030

2031
2032
2033

2034

2035

Healthcare expenditure split under moderate
growth scenario

mPHI expense
m SHI expense
Government expenditure

m Other social expense
® Personal expenditure/OOP

100%

80%

60%

40%

20%

0%

2023
2024
2025
2026
2027
2028
2029
2030
2031
2032
2033
2034
2035

Private health insurance spending (RMB bn)

(o)
2000 12/0
CAGR
1500
1000
500
0
M 8 DWW N 0 000 T N M N W
[N I ST SN B N A o N TR N AN o NN v N -0 S o N Yo TN N W o
S 88 R - R L /REKERRKE

7 Moderate growth assumes 3.5% GDP growth and robust growth assumes 4% GDP growth 2 Market share for insurance product types that PAHI operates

Revenue growth (rebased)

4.0 = Market
35

3.0 2.2X

25 faster
2.0

1.5
1.0
0.5

PAHI

2018 2019 2020 2021 2022 2023

PAHI Market share (%)2

10.8%
10.6%

10.4%

9.9%

2020 2021 2022 2023




For 14 years, Discovery has successfully partnered with PAHI to
build a leading specialist health insurer

Transfer Build Partner B2B Collaboration
pLo)[o) 2015 2020 2023
iz o — = i
hETE = DEESE P L. ART PETSE PINGAN  EEHER
PING AN ® - . il 4R
PING AN \"'Waﬂ{y— BE RT-EE e . RREE | ERES
Establish brand & operational Aggressive market penetration with Customer value through services, Enhanced product offering through
capabilities in delivering high-end mass-market SHI supplementary expertise and sustainable risk control. | “health insurance + health & wellness.
medical insurance. product. services”
COR <110% COR <100% COR <95% COR <95%
Revenue growth 30% Revenue growth 20% Revenue growth 10-20% Revenue growth >10%
2010 2013 2016 2020 2022 2023 2024
Ping An Health Insurance Ping An Health Insurance Ping An eShengBao Ping An eShengBao 20- Ping An eShengBao with Ping An Gemini Ping An eShengBao 2025
comprehensive plan Critical lliness Plan Year Guaranteed Renewal CAR-T Therapy Coverage
Launched to provide broad Introduced to cover major A milestone product First in the industry to offer Expanded coverage to Focused on comprehensive Focused on comprehensive
health coverage including illnesses with lump-sum offering high coverage at a 20-year guaranteed include CAR-T therapy, a protection for accidental protection for accidental
hospitalisation, outpatient, payments upon diagnosis. low cost, becoming a renewal, providing long- cutting-edge cancer injuries and hospitalisation, injuries and hospitalisation,
and emergency services. benchmark in the industry term security for treatment. particularly for children and particularly for children and
for medical reimbursement policyholders. young families. young families.

insurance.

Partnering to build industry-leading product set which is constantly expanding to better meet changing healthcare needs|
y




Building industry-defining capabilities

Industry-leading medical and
health and wellness services

Industry-first healthcare
information system (HIS) for
hospital treatment records

BERE RRS EN&m  FEBE  BEE

E%HE#’:‘%EFI&%@ \

IRIEOFER, %8 O End-to-end on-site concierge

=-.. services
ERIRE 9200201080334503 1% . .
28 = oazus Global medical network with
TR . c selected providers
Qe : =) - In-depth cooperation with the top
96_2@'-“" ‘ 100 Chinese hospitals
- \.. U - Ping An health ecosystem (Ping
@ g%g% = An Health, PKU HealthCare, etc.)
- Industry-first Corporate Health
RS eEEs Index
BEES | FEKE AETX - Industry-first “Exclusive Family

RRIAM-KHBETR
40075 ERET 28 q) ) .
7l ¢ - Industry-first self-proprietary and

Ry 5%6” il " self-managed medical
&) b = accompany and concierge team

Doctor” one-stop services

Superior product features compared to

competitors

Comprehensive Wellness
Programs

I ERIRAE

<]

Competitor 1

<]

Competitor 2

X

Competitor 3

B

Al-Driven Personalisation

Preventative Care
Incentives

Digital Ecosystem
Integration

Real-Time Health
Management Tools

Advanced Claims
Processing with Al

Personalised Health Plans

Extensive Distribution
Channels

Focus on Chronic
Condition Support

B 8 8 8 8 8 8 Q8

B O 8 X B 8 X B9

X B X X XX XX

X B X X B8 X 8 X



Diversifying and growing PAHI’s distribution network while
maintaining superior operational performance

Present in China’s main Growing alternative distribution Superior operational
economic hubs channels performance
Population of provinces where PAHI is present (m) Using PAHI's own proprietary channels Net margins of key specialist health insurers
10%
Guangdong 127 RV
Henan o na
Jiangsu ] n 8%
Sichuan Proprietary l |
Hebei platforms
Zhejiang ) ) 6%
PAHI APP Sui Shenyi
Hunan
Anhui l@gﬁg#ﬁiﬁ
Hubei e PicC
Fujian And expanding footprint through third parties, who
Liaoning have a distribution license but no insurance license 5%
Shanxi
Chongging P FOSUNEE
' *
Shanghai iR 0%
Beii 2019 2020 2021 2022 2023
eljing ) iYunbao Douyin Bao Xianshi
Tianjin Third party
platforms @ 2%
66% of China’s population sz -

73% of China’'s GDP Wesure Mingya Alipay -4%




PAHI is of considerable scale and is growing rapidly

R5.4bn in operating R58.6bn written

profit 2 Over 27 million lives premiums? Growing net asset value
PAHI operating results pre-tax Lives (m) Written premiums (RMB m)’ Net asset value (RMB m)

(RMB m)

m PAHI| licence mReinsurance

5500 “ 25,000 12,000

25
2,000
20
1,500
15
1,000
10
500
5
- 0]
i 8 g q
C (6] O
S [0 [}
™ a o

10,000

20,000
8,000
15,000
6,000
10,000
4,000
5,000 2,000
<
o
(-
)
=

2020 2021 2022 2023 2024 2020 2021 2022 2023 2024

Jun-23
2023 Dec I
2024 Jun I

Jun-20 I

Dec-20 I
Dec-21 I
Jun-22 [
2022 Jun I
2022 Dec I
2023 Jun I

2019 Dec N

2020 Jun NN
2020 Dec NN
2021 Jun NN
2021 Dec NN

First dividend paid to shareholders, 30% of CY 2023 distributable profits

71100% of PAH/ 2 Based on Discovery's fiscal year of 1 July - 30 June




PAHI's market position has improved significantly in the past 3 years @

Market share!

2020 2021 2022 2023
9.9 10.4% 10.6% 10.84%
Industry ranking by premium
2020 2021 2022 2023
52/1 63, top 35% 49/1 61, top 35% 45/158, top 30% 44/160, top 30%

Industry ranking by net profit
2020 2021 2022 2023

33/1 63, top 25% 25/1 61, top 20% 19/158, top 15% 1 6/1 61, top 10%

Note: all life and P&C insurance companies are included as the denominator for calculating the industry rankings
1 Market share for insurance product types that PAH/ operates




Ping An Health Insurance ambition

Ping An Health Insurance’s vision is to be China’s leading health
and wellness-driven specialist health insurer.

Discovery is committed to enabling Ping An Health Insurance to
achieve this by empowering the Shared-value Insurance model
through three pillars:

Innovative Health Solutions: Drawing on Vitality's expertise
to establish world-class behaviour-driven incentives that
promote healthier lifestyles, leveraging Discovery's global
market-leading actuarial expertise and advanced data
science to attract and retain China’'s healthiest customer
base.

Data-Driven Insights: Harnessing advanced data analytics
to deliver personalised health insights and
recommendations, empowering customers to make
informed decisions about their health and wellbeing.

B2B Relationships: Strengthening direct working
relationships among PAHI, Discovery Health, and Vitality
Health, to enhance the exchange of intellectual property,
driving innovation and improving service offerings.

\

@

Lead in revenue and market
growth, by targeting growth
5% ahead of the market

Diversify distribution models
and footprint to support
superior growth

Whilst preserving quality profit
growth




The investment case for Ping An Health Insurance

China remains one of the fastest growing major economies in the world, expected to grow at 4.8% in 2024, with its
GDP being the second largest in the world?.

L

China's ageing population and strong policy support are expected to drive significant growth in the demand for
private healthcare insurance going forward.

PEESZ
PINGAN

B - #HE

Discovery's top-tier healthcare expertise, paired with Ping An's strong brand and scale in China, has built a world-
class health insurance business that delivers exceptional performance.

Ping An Health Insurance has consistently grown faster than the market over the last 5 years due to its industry-
leading product, data and risk management capabilities, as well as a differentiated distribution strategy.

Ping An Health Insurance is well-positioned to continue to lead the market in innovation and outpace market growth
and profitability, leveraging B2B relationships with Discovery Health and Vitality Health.

] Source: IMF 2 Source World Bank
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International

Vitality Health International

Jonathan Broomberg




Challenges across global health insurance markets provide
major opportunities

° China
>75% US 2.4tn
USA of urban population Expected healthcare
middle class industry size by 2030
~7-8% 129m
10m p.a. 114m
estimated medical of population have 1+ . . ,
inflation for 2025 major chronic condition Growth rate of Diabetics - world's
population >60 years largest
over next 10 years
~25%

of population >65+
years by 2060E

Asia-Pacific

Fragmented health system with poor

customer engagement <10% >20% y
of population of global healthcare v /
covered by PHI spending by 2030

Massive growth opportunity presented
by immature health systems

@ Demographics trends @ Rising healthcare @ Fragmented health Customer need for Nascent markets
aging, chronic diseases costs insurance system wellness navigation (APAC, China)

Sources: Bain, HSBC, McKinsey, PwC, Health at a Glance Asia/Pacific 2016 — OECD, 2018 Global health care outlook - Deloitte, South China Morning Post (Aug 2023), Chronic Disease Prevalence in the US (Feb 2024) & Chronic Disease Indicators - US Centers for Disease Control and Prevention (June 2024) 120
Notes: (1) 2022 figure




Discovery's tech and data science assets across the health insurance @
value chain highly suited to address challenges in in these key markets

] \ [ \ {
e e, 0 1 . . 1 1 . 1 1
Acqwsmo.n.and i Dynamic risk N Personalised Ly Value-based care
underwriting I assessment ! I engagement [
1 1 1

R e g o g

‘ . Next Best . Perspnalised
Price Personalised Action > Personalised disease
optimisation risk pricing incentives management and
care pathways

Claims and retention ]

recommender

Key Shared-value modules

Data and Al platform (powered by Health)
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The APAC health insurance market is evolving rapidly but real

challenges remain

The Asia-Pacific health insurance market

Paper-based
operation

Simple product
offering

Broker-
distributed

Uniformity/
consistency

is rapidly evolving

Rapid
digitalisation

Comprehensive
product offering

Online-dominated
sales

Significant variation
in health systems

v

Critical challenges in the market persist

e

I I”‘:>

=
S

u}
u}
o

©

Unfamiliar tools / lack of expertise
Nascent but growing specialised health insurance
expertise across markets

Inadequate coded health data
Lack of coded health claims data or coding quality
s sub-standard

Varying data security capabilities
Need to upgrade systems to meet increasingly
regulated data security and privacy requirements

Investment in technology infrastructure required
Back-end admin systems (claims processing,
benefit & policy admin), analytics tools, etc.

Lack of care management systems / capabilities
For chronic disease management, population
health management, Value Based Care etc.




The Amplify Health JV combines Discovery and AlA’s distinctive @
and complementary strengths

{ @ HEALTHIER, LONGER, ] [@ DiSCOVEFY}

,q I P. BETTER LIVES

75% 25%

{ lI'||..| amplifyhealth} --- O

@ No capital investment

[
Capital investment

@ Leading brand
@ Large distribution network

Leverage Health & Vitality IP,
data and expertise

Phase 1 (2022-2024) Phase 2 (2024 onwards)

\ 4

Early deployment
and developing ®
pipeline

Transferrin Buildin
O 2 O 2 @

Ongoing product PY Deployment to
Discovery IP product suite

development market




Strategy is to commercialise assets for use across Asia Pacific -

within and outside of AIA

0\

Public/private payors and

corporates

« Better insurance products using cutting-
edge data analytics

« Improved claims quality and lower
medical costs incurred with loss

« Effectiveness in administering policies .)

0\

Healthcare providers

« Patient satisfaction and loyalty through
world-class digital services

« Operational cost-savings with pathway
design and implementation

* Value-based care

o’

Improved
care

/\

Better SHARED
VALUE

information

,\

Aligned

incentives

-

Healthy

behaviour

L

Consumers
« Access to the right providers at the
right cost

* Improved health through health and
wellness programmes

* Increased engagement through digital
platforms

Pharma/MedTech

* More effective medicines to improve
clinical outcomes with insights from
real-world data

« Expanded access by lowering
medication costs




Substantial market opportunity

Asia is a
material and
fast-growing
health market

AlA is the
leading pan-
Asian private
health insurer

Notes:
()
2)

Exclude non-profit medical schemes

/—

-

Huge opportunity
>$4 trillion

Annual healthcare expenditure
across AIA markets in 2030E

>10%
p.a. 4,2
i_l

2020 2030E

Profitable at scale —\
>40% VONB

From products with health-
related benefits'

>160k

Corporate

customers /

>14m
Health

\ customers

(" s

o

uUs EU

Urgent need

Of total healthcare

expenditure
34%

15%
1%

Asia

v )

% out-of-pocket

)

o

#1 Hong Kong
(25% share)

#1 Singapore
(24% share)

/— Leading market presence

#1 Thailand
(31% share)

#1 Malaysia
(23% share)?

Source: AIA Group 2022 Interim Results presentation
Includes medical coverage and traditional protection products such as critical illness, disability incomes that have fixed benefits payable on a health condition diagnosis, but excluding death and accident benefits




Amplify Health plays a key role in providing health tech and
analytics to AlA’s health insurance businesses across Asia

Amplify Health underpins the 3 pillars of AIA Amplify Health has deployed 6 tech solutions
Group’s Integrated Health Strategy* to 6 Asia-Pacific AIA markets

Personalised TRt Integration Advanced
Health . with Outpatient s Healthcare
| % Clini Administration

Total Health Solution
s 10 Live Well

rwmeoer  Health Technology, Digital and Analytics

Our vision for Amplify Health is to be a leading digital health

technology and integrated solutions business, transforming how . |"=
individuals, corporates, payors and providers experience and manage ' M I a mpl w hea Ith
heal(h insurance and healthcare delivery, improving the health and 4 | I ' '

of pati and ities across Asia. '

*Launched in August 2022

The intended revenue model involves modular or packaged subscriptions to software solutions
(Saas, Paas, DaaS) with Amplify Health earning performance-based revenues.




Amplify Health has access to Discovery's full health insurance
tech stack and IP

AIA owned health Third parties
providers

Pharma
i Blue Cross
Healthcare providers
CARE.’E'- B

Public/private players

Electronic Nutrition &

ng;l:(tom Virtual Patiﬁnt Electronic  Integrated Medicine ectron ! Mental
checker & H coaching scripts & patient ealt weight
DIGITAL HEALTH PLATFORM AND SOLUTIONS triage consultations platform delivery management adherence records management wellness
Disease A?I‘l’:ggsed H;g:\i-er:‘stk Payment Disease Family history ('i:ac:_e Case mngt . Provider Pricing
MEDICAL COST OPTIMISATION management management management options prevention & risks ordination automation integration optimisation
Insurance Fgggu::‘t Underwriting Health claims Contract & Clinical data I;l;?‘renf-;? Complex Digital pre- Formulary
BENEFITS AND POLICY MANAGEMENT pricing enhancgment algorithms processing tariff mngt integration mngt benefit STP authorisation mngt
Population Frequency & Disease Clinica Clinica Claims an p Operationa i Clinica
at | iical | Clinical | Claimsand FT2ud jonal  Poliey, _ ciica
DATA, ANALYTICS AND HEALTH INTELLIGENCE health insights utilisation burden indices  auditing technology behaviour abuse improvement optimisation predictions
Extensive data sets
Member months Hospital admissions Pharmacy claim lines Chronic medicine claims Physical activity data points

Not an exhaustive list of Discovery's health assets, selected based on current relevance to Amplify Health




Amplify Health has made significant progress in developing and

commercialising health tech and data analytic solutions

Products

(Saas)

Healthtech

Launchpad
(Paas)

Data

Platform
(Daas)

Digital Health
Engagement

Payment
Integrity

Claims
Administration

Health Business
intelligence

Innovation
Accelerator

Data
commercialisation
Enabler

23 P

coicarene || ALA Wity

Al-driven decision engine

Smart Claims

Advanced FWA decision Pre-auth workflow

Core Claims

Benefit mgmt. Claims processing Rule mgmt. Tariff mngmt.
Insights studio
Fraud, waste & abuse tracking Member risk profile IHS reporting
Health engagement tracking Provider management Value diagnostic

(

-
—
—

Technology building blocks (Al / ML models, tools and analytics) for the
development of healthcare application and products for Amplify Health
and other healthtech companies

Largest standardised health dataset in Asia based on a universal multi-
market target reference data model

___________________________

Advisory Managed

services
Private
medical
insurance
product
design
Medical
risk
tactical
team
Value
diagnostic
and
insights
consulting

Data and analytics
consulting




Standardised solutions addressing key health insurer needs

<< Product Factsheet

<< Product Factsheet

illitl amplifyhealth

il amplifyhealth

Core Claims

Modules

- -
Insights Studio Aegmaneed sntie G e
level intelligence every Fraud, Waste ' Provider Next-generation claims processing with Pain Point Pain Point Pain Point
ol i , 3 P i . + Sacrificin -
Healthcare insights for everyone. in seconds P e meeas Abuse Tracking  Management (i 4T i T Benefit Management e sauges o operstomalemaency | | Urae o wria roes
j y T oo Cone i svelsls T < Configre gemuarbeneftgeiniion crpedtiosly Cidete clmsone | | Tormigstonar
Insights Studio is a no-code Al-enhanced command WIS Reporting  [{i] Member Risk automated claims processing, leveraging granular * Track unlisation for gaén lsured mernber by one s ot i, Soluti
centre that empowers you with lightning-fast, in- Create personalised views Profile benefits + tariffs and an exhaustive set of rules Sotution s Solution e o
depth insights from verified aggregated enterprise from dm%m, s that enables straight-through processing for even Rule Management o Automated daim * Overview of real-time rules written girectly
data - highlighting the key drivers of your business to FWA monitori dmys lad Value Diagnostic “ Health the most complex products. Core Claims * Erables SMES to configure claim guidzines and other processing based on o Ef“ﬂ';”“”‘e by the SME, verified
performance and guiding your attention to the most price maﬂﬂgemg,ﬁ" hnsi,m, & Insights Engagement augments legacy claims processes to eliminate f:zf;f:ﬂ;(ﬂ:jgmm sl :"'F‘S;Z":E by the makerchecker
critical areas for action, all in a few easy clicks of and doctor profiles, fixed Tracking operational inefficiencies and go-to-market iff Management rules
your mouse. fee mm,mrﬁ'g Setting of bottlenecks that make your business slower and * Configure provider pre-negotiated fees along with
care aptimisarion. oS P fitatic. - ey colcation
As a decision-maker who needs to understand the S and many more P G erC ) e
“why” driving your business performance and make = With Core Claims, your blfsmezsg:a‘msme Clllzn"Prnn,enll!g - in Point Pain Point
fast data-informed decisions, this certifiable single Powerful Insights advantage of configurable modules that enable S aton through all p le. - Arduous manual calculation of + Tedious processes contained by
source of truth enables a personalised view of maximum flexibility in product design. This allows T e payables, worrying about system limitations
c Inaceuracies
performance data across all health KPIs. Key Feat you to be more competitive by bringing new * Workforce performance & System KPIs at fingertips . il solution
ey Features products to market at a faster pace, without the it Solution o hrough templases &
need for IT interventions. *  Easy digitisation of provider- cloning

level fees and discounts
* Automated payable calcuiations

Automate benefit mapping &
payable calculations through
Benefits Management module

Verified data aggregation combines data from
multiple certified enterprise sources, offering a unified
view of performance metrics

Key Outcomes Key Features

il amplifyheaith

About

Heslth data platform and services company
operating across 7 markets in Asia

An expert team comprising 250+ engineers,
PhDs and clinicians

Claims software, data and clinical informatics
products generating millions in healthcare
claims cost savings

Winner of multiple industry awards over
consecutive years for our FWA solution

For more information, email: info@amplifyhealth.com

Live performance menitoring to stay ahead of the

Instant, actionable in:

performance the moment data enters your system

ights without coding or

= advanced analytics skills to explore data and self-

28 generate reports with rich contextual insights on root-
cause drivers and performance with just a few clicks

Fully customisable and shareable no-code
dashboards viewable on muliiple screen types and
tailored to display KPls that matter most to each user

Secure data governance with role-based access,
audit trails and user authentication via existin
enterprise controls for maximum contral and security

Foster a data-driven culture - no more data siloes,
‘where everyone
ing insights

demogratise business information
curve with dynamic insights that track your business across your organisation is leveragin

existing systems

your organisational capabi

without advanced analytics or technical expertise

Build a future state healthcare
within your current system framework, without
requiring a costly and complete overhaul of your

Sharpen optimisation of financial health - elevate
to continually monitor
internal and external cost drivers, and identify
opportunities to maximise value

<< Product Factsheet

Provider
Management

Manage medical costs from providers with the help of
advanced analytics and an expert tactical team

bvider Management (PM) offering plays a central
role in reducing medical cost ex; for insurers,
delivering actionable insights that drive more impactful
provider negotiations.

Analytics dashboards are curated to help navigate the
tough provider utilisation challenges commonly seen
across the market. An expert tactical team is deployed
to support insurers in driving decisions, implementation,
and tracking for key initiatives like panel optimisation.
discount discussions, contract negotiation, and
alternate fee agreements.

Our Madical Risk tactical team leverages 40 years of
ive global experience and offers to train PM teams
and build local market capabilities for sustained impact.

Health data platform and services company
operating across 7 markets in Asia

An expert team comprising 250+ engineers, PhDs
and diinicians

Claims software, data and clinical inform:

products generating millions in healthcare claims
cost savings

Winner of multiple industry awards over
consecutive years for our FWA solution

For more information, email: info@amplifyhealth.com

Ja— 1 amplifyhealth

* Health dats platform and services company
operating across 7 markets in Asia
An expert team comprising 250+ engineers,
PhDs and clinicians
Claims software, data and clinical infarmatics
products generating millions in healthcare
claims cost savings
Winner of multiple industry awards over
consecutive years for our FWA solution

For more information, email: Info@amplifyhealth.com

Flexible, configurable, out-of-the-box templates
‘that empower end-user control with “no code”
configuration capabilities for SMES

Line-level claim pracessing that enables better cost
control and generates granular data for analytics

Unified workflows for individual and corporate
claims via singular submission AP far all channels that
enable effective coordination of benefit

Aut i of claim cases o

Integrated real-time FWA flagging with unified
end-co-end workflow at pre-auth and claims adjudication
touch points, with FWA detection extended to provider-
negatiated rates and fixed fee arrangement adherence

Key Outcomes

Increase in auto-adjudication based on digitisation and
standardisation.

Increase efficiency of care delivery for members (¢ 2. by managing
provider cost better)

Reduction of run cost based on better operational efficiencies

Improve customer experience and faster time to market for new
product launches

Key Advisory Features

Medical Risk Services assistance throughout the
from negotiation strategies and case reviews to
implementation of process change, outcome
monitoring and feedback

A programme of formal training workshops to
build local market skills

Key Analytics Features

performance king for
hospitals. inpatient specialists, and outpatient

cost and value lens, guiding member steerage
strategies and direction for new product benefits

Day surgery opportunity monitoring to identify
which cases and which providers hold the largest
value for driving setting of care shifts

and enable objective course correction actions
Tracking of fixed & bundle fee agreements at

enable corrective actions

entire provider management lifecycle (Figure A),

practices through panel network analysis to identify
the highest and lowest performing providers from a

Drug monitering to identify price variations within
and between hospitals and drive mitigation actions

Tracking discounts and rebates at the hospital and
contract level, to check compliance to agreed rates

provider and contract level to determine value and

amplifyhealth

4
I
Provider Management Lifecycle

Identify
provider

issues

Target Opportunity

We help clients improve their total
hospital claims cost by 5-10% in the
first 3-5 years.




Provider Management Solution - using data analytics to
empower health insurers to manage hospital claims costs

1. Identify provider issues

Determine size of savings potential in provider
space, who to prioritise engaging with, and what to
focus your interventions on

« Analytics Dashboards: hospital, outpatient,
and specialist performance, medication price
variation

*  Medical Risk Tactical Team: translate
insights, curate deep dives, determine main
levers for intervention

0\

/0

2. Engage with hospitals

Design and implement strategies like innovative
contract terms, new fees, & hetwork or benefit designs,
& negotiate the changes with providers

+ Medical Risk Tactical Team: plan negotiation
strategy for each hospital, curate discussion decks,
conduct case reviews, support or lead negotiations

*  Provider Agreement Analytics: claims data
trends for negotiation, compliance insights on
historic discounts or fixed fees

>
o’
Provider

/\ Management \V
+ Maedical Risk Tactical Team: design

!cyde
tracking reports, guide on need of manual

spot-checks, advise on hospital comms & .
interventions

«  Tracking Analytics: Fixed fee tracker,
discount tracker ./

4. Monitor compliance & savings 3. Embed process & system changes

Track hospital claims for compliance, realisation of
expected outcomes, and emerging provider
behaviours that may require intervention

Define new journeys, operational processes,
documentation and system updates needed to
implement the agreements reached

« Maedical Risk Tactical Team: edit current
contracts, design SOPs, train operational staff
Integration of new rules into Al Claims &
Payment Integrity Systems where they

\. exist




Multiple analytics tools and dashboards to guide provider

management strategies

'A U
!

| nvg!””
l ]
i it
| i
{

Hospital efficiency profiles

*  Which are the most and least
cost-efficient hospitals?

«  Whatis driving the cost
experience in these providers?

Specialist profiles

*  Which are the most and least
cost-efficient specialist doctors
and specialties?

*  Whatisdriving the cost
experience in these providers?

Hospital medication tracker

*  Which drugs and categories are
highest in spend?

*  Which hospitals have biggest
opportunity to manage spend?

Day surgery opportunities

*  Which procedures are already
being done and which show
opportunity to shift?

*  Which hospitals should be
prioritised for DS discussions?

Discount tracker

* Are contracted hospitals
applying discounts as agreed?

*  What are the approximate
savings impact of agreed
discounts to date?

Bundled fee monitoring

*  Are contracted hospitals utilising
the agreed fixed or bundled fees?

* Isthe savingsimpact as
expected?




Example | lllustrated claims impact of Provider Management Solution @

a A
Steer to a preferred network 7-10% lower claims
of less expensive hospitals expected from newly created network
- /
- N
w Negotiate better rates with 10-15% reduction
more expensive hospitals in fees negotiated with largest hospitals
- /
- N
] Implement portfolio-wide 3-4% claims reduction
D drug cost savings initiatives from generic drug utilisation
\ /







Vitality US: A leading wellness engagement platform delivering

market-leading outcomes for employers

4

Q

&R

Engagement

Covers =500 employers, with
1.4m employees

63% of active users compared
to the industry average of 30%

>53% member interaction
each month, with an average of

12 activities per month

C

@

Business outcomes ﬁ

4% reduction in claims costs

4.4% increase in productive
days per employee per year

$1,047 of savings per
employee per year

Behaviour change

200% increased "
physical activity for %F’)
high BMI members

82% of members
reduce or maintain
their health risk

23% reduction in
at-risk members vs 2@
expected regression

t

. 21% lower risk-adjusted
@p in-hospital costs for
engaged Vitality members




Significant consolidation and investments by key competitors -
offering much broader digital health solutions

Core Natural Adjacencies
Wellness Benefits Care Coaching Condition Care Chronic Virtual Consumer o 4icy Medically
Engagement Navigation  Navigation oaching Mgt  Enablement Care Care Experience pocorgs nformed
_— _D_ata_A_naI_ytEs_ Facilitation Omnichannel Consumer
- . _ - "7777/"7"7"/"/="/7""/7""/7/"/7/"/7/"/7/"/7"7/—77T \
I('.':.j 8 WebMD i i WebMD WebMD i WebMD |
> : i :
: g’ ¥ @ ruse i @ruse @ruse | @ruse @ruise > :
-0 0 1 1 :
a :g u S Yecare : S Yecare S Yecare : 8. recare 8. rYecare : 8. recare S Yecare I . . .
A B | osm ashe | ase ashe j oot aer aee | Vitality US is currently
5 9 £ : ager | pager POAGer «-i----- - R .
: $3 Vhealthmine | o , P | Investments in its new
% N D R LRt ! ) Weltframe G} Wellframe E ) Wellframe J\} prOduct p|atf0|’m, and
X [ B b Losgue | due to the employee
© .
>3 : vitality U S Toistubeem : wellness market
| ! ! ! | becoming increasingly
I WebMD ! . WebMD WebMD : WebMD | : H
| 5 i ' ol League | price competitive
| _3’ @ pulse @ pulse @ pulse : @ pulse @ pulse : I
: I.IEJ. @ sharecare @sharecare  @sharecare i @sharecare  @sharecare i @sharecare @sharecare :
| B A |
' pager : |
I\ @ Aduro | @ Aduro |
: , /
Product offering
Platform Breadth
- Historical

presence

Sources: Management estimates and Wall Street research.




Total addressable market for integrated digital health and care

exceeds $100bn

Estimated TAM

Navigation & $24bn

Advocacy

Condition

Management $126bn

Digital Therapeutics w/
Integrated coaching

Virtual Care
Telemedicine $1 40bn

In-person Care N/A

Note: Bank of America analysis, 2024

Supporting data Representative names
e NN I S o ersonifi
Medicare Advantage 45 $1.00 543 _"}-/ﬂm\\\ Cdstllght p eyt y
Medicaid 63 $0.00 0
Individual {Direct purchase) 19 i 50.00 0
Gov - VA/CHAMPVA, Tricare 4 $0.00 0 @ sha_recare
| Total 3,387 |
Addressable Population Pop (mm) | PMPM ) H
COML (Incl 51, Fl Employers) 158 $7.00 13,272 e !IrE‘s.ITqued Apers HOE[P__!fy
Medicare Advantage 45 58.00 4,348 ®
Medicaid B3 $7.00 3,304 O .
Individual {Direct purchase) 19 $3.00 674 Well Qua nHEELm
Gov - VA/CHAMPVYA, Tricare 4 $8.00 422
[ Total 24,020 ,‘ Accolade pclger
Addressable Conditions ¥ ®
Obesity 69 | 45476 CCIlIbI‘CIte Wel IdOC
Diabetes 3 i 12,706
Prediabetes 2 | 8974 ’@) oquq 9 SWOI'd
Hypertension w/fo (Pre-)Diabetes 12 9,628 .

MSK 63 | 45,697 Hinge

[ commerdially Insured TAM 150 | 126,481 | Health
Comprised of PMPM access fee and visit fees, which vary by type of ‘ )
service (e.g. urgent care, primary care, mental health) - ACCOIade amwe ll

Consists of the following services:
o $140BN Primary Care TAM
o $121bn TAM spread between Urgent Care & Behavioural Health

O tELADOC.

Highly dependent on service type and offering (primary care,
home health, etc.)




Vitality US actively investing in expanding its product offering by extending into
natural adjacencies and expanding target market to include health plans

( N
Member Benefit Care Condition Care
navigation navigation management

Virtual

Enroliment Onboarding Wellness Coaching management  medical care Claims

service

N e ) > &> .8 -

Vitality 3.0 Care Connector platform Coaching
Launched Rollout of platform
1Jan 2024 capabilities in 2024

Potential
acquisition
in progress

Provides a

' ' broad set of
Brand new user experience Comprehensive member profile custom}sed
wellbeing
e T Integrated coaching co;;Z;r;z &
Seamless connection with wellbeing platform prevention
services

The business is expected to breakeven during FY27.
Cumulative earnings losses should not exceed $23m between FY25 and FY27.

Forward looking information on this slide is for illustration and has not been reviewed or reported on by the auditors



Rich stack of data and tech assets powering Vitality 3.0 platform

: Dynamic Employer . OvIe] ..
I contribution incentive V Rmeg/l\{ards \ ED ererE/I;/(reds @ . Eiar?cﬁpple AEIEl \s/(Iqtngs
REWARDS MECHANISMS | B manager plan |l

A -
GARMIN. @ headspace @ omada OURA togetherull ﬁ&s ‘ ) RethinkCare

Al AL AR R e #fitoit Peiar.  Yinstacart  Wellbeats €% welithy +F Healthfitness  Jarig

Personalised ., Screenings e In-network < ¢1_. Riskstrati- /7N Condition
wellbeing - and Y ; Integrated .| Pcp ZZ1] ) @~ & % Management
PRODUCT & CAPABILITIES & 'e12) management " o ‘( coaching ¢ = / (Incl. weight
g prevention m Steerage management)
—— Omnichannel Q Integrated Seamless . .
_| o 9 S— ‘ %@3 Medication @y Benefits
ENGAGEMENT e targeted 0).¥Y member === platform Bl B2 navigation
T communications v journeys —=—=_ connections L +wir:2 adherence g
WELLNESS & BEHAVIOURAL DEMOGRAPHIC CLINICAL INCENTIVES
DATA Physical activity + device data, Age, gender, chronicity, Biometrics, screenings, Utilisation habits, partner
VitalityAge, smoking status, socioeconomic status, family pathology + radiology, health preferences, response to
HealthyFood, etc. status, location, etc. records + medication, etc. rewards

TECHNOLOGY & ANALYTICS PLATFORMS

VITALITY 3.0 T - CARE CONNECTOR Q? PHP (POWERED BY Qqua"tium HEALTH)




Future expansion to Personal Health Pathways - launching Q1 2025

~
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& Claims data

[ Clinical data
repository

l}?} Telematics data

1 Centers for Disease Control and Prevention 2 Affordable Care Act

J

3 Centers for Medicare & Medicaid Services

Applicable use cases and additional revenue streams

0 Lifestyle coaching

Individual and group coaching to best support long-term behaviour change in
pursuit of an individually defined health outcome a/or lifestyle goal

Chronic condition management programs

Holistic cardiometabolic condition management offerings including CDC'-accredited
Diabetes Prevention Program and Diabetes Self Management & Education program

GLP-1 and weight management program
Comprehensive lifestyle modification and behaviour change program with activity
completion dictating eligibility for GLP-1 drug coverage for weight loss

Medicare advantage: stars, gaps in care & risk adjustment

Close care gaps and improve Star Ratings for MA plans which have been declining, as
well as ensuring accurate, risk adjusted payments from the CMS?

Risk adjustment for ACA3 plans

Population health risk management by improving member engagement in
preventative care and recommended health screenings

O Network steerage

Platform to connect digital self~-management pathways to virtual and in-person care
interventions in a way that improves steerage to in-network providers

O
O
O




Deepening and personalising integrated wellness and care offering
through Personal Health Pathways with Integrated Coaching

Demo

Simple user-experience
Completing personalised Next Best
Actions closes rings

=

% v *la&

100 PTS + BONUS

20 PTS 75 PTS
Goal: increase the Visit primary care Mental Wellbeing
intensity of your provider assessment
workouts Complete by July 8

BRONZE STATUS >
2800 POINTS

Hello, Mary

You are at Bronze status and need 1,600
poaints to reach Silver.

ARTICLE

Medication AN
adherence for
diabetes manag...

Added by Vitality ‘
Feb 15, 2025

See all posts >
Personal Health Pathway

PHYSICAL
Q ACTIVITY

25/30 points

BRONZE
STATUS

2,0201/2,500 points

Recommended for you

Home

Physical activity weekly
target

Mon. May 9 — Sun. May 15

Complete standard (10 pts) or advanced (15 pts)
workouts

@ Reward: Earn a wheel spin

%

0.

Monday, May 9
10 POINTS

Standard workout — 30 minutes at 60% max heart rate

Tuesday, May 10

Physical Activity

Your status

an

Bronze

75 pts

Bronze status reward

Your reward level

Status
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Quantium Health specialises in using advanced analytics to

improve patient outcomes and healthcare systems

r

GClobal leader in data science and Al
with 20+ years of experience

1,200+ people with 800+ data
scientists driving customer-centric
solutions

Headquartered in Sydney with
offices in Discovery's key markets
(US, UK, SA)

Deep expertise across healthcare,
retail, banking, and insurance
sectors

@ Discovery

Data & Al strategies

7o
{kgc_;‘ Incl. value-driven strategies
using a use case approach

\

50:50 Joint venture between Quantium &
Discovery since 2016
50% Y 50%

Global network of insurance &
wellness businesses

Leaders in clinical analytics,
healthcare coding & outcomes data

Use longitudinal healthcare data to
identify risks, manage & prevent
disease & optimise care quality via
personalised outcomes
measurement

Development of innovative Al-powered
healthcare solutions and industry leading
applications based on unique health &
wellness dataset & IP

Enables global scalability of Discovery's
Data Intelligence IP across Vitality markets

Analytics & data science

om0
Incl. GenAl for unstructured data {:k\,:c%‘
analytics, advanced ML models

Flexible platform solutions

Incl. scalable, flexible data/Al platforms
& customised data modelling

Data products

{:&g‘ Incl. Al-driven workflow &
market intelligence tools

Combining expertise and IP to expand our global data science platform with advanced analytics, real-time data

processing, scalable cloud infrastructure, and enterprise-grade security.




Quantium Health has developed the Vit.Al platform which enables
hyper-personalised, real-time recommendations powered by ML

Vit.Al Platform

DATA SCIENCE

Feature Model .

ACCELERATORS
Rules Model Metrics
Datamart 5 o 5
engine monitoring library
CORE DATA
MODELS

DATA S

BASED

PLATFORM
MULTI- ,)‘. South <2 ynited &= united i Vitality

TENANCY ¥ Africa “a» Kingdom —— States partners

Streamlined

With a global resourcing model, data and data science
tools live in the same environment ensuring the time
between research and deployment is minimised

Accelerator

Data accelerators allow all types of data to be
integrated on the platform and data pipelines created
in one market to be re-used in others

Scalable

Vit. Al has been designed ground up with exportability
in mind, allowing use cases deployed in one market to
be deployed in others, including for Vitality partners.
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Vitality UK

Neville Koopowitz



Vitality UK has built a business of significant value and scale

Strong growth and robust Embedded Value of nearly Placing Vitality UK in the
financial health £1.2bn?2 FTSE2503
+52% 6,000
1.9m '
lives covered today’ e 000
£200m sl
New business p.a.2 e
790 g
(A)
FitchRatings
Vitality UK o
Insurer Financial
Strength Rating of 'A'
Dec 2022 Jun 2023 Dec 2023 Jun 2024 0

A Internal Vitality data, November 2024
2 Discovery FY2024 Results Announcement

3. London Stock Exchange, FTSE250, Nov 2024 (comparing Vitality UK's EV against market capitalisation of businesses in the FTSE250)




Our ambition is to be the UK'’s leading next generation @
insurer, pioneering a new category of insurance
“Shared Value Insurance”

We unlock and share value from positive behaviour change — making members healthier through personalisation,
providing better and more competitive products with superior financial benefits, as well as serving as a powerful force for
good for society.

This is achieved by coalescing behavioural, actuarial and data science with technology to create an end-to-end value
chain.

Our model operates as a fully integrated composite business offering brilliant products alongside a seamless, intuitive
customer journey, that drives member engagement.

Attributes of a next generation insurer

Purpose-driven

Member engagement and value

Hyper-personalisation




A powerful set of assets that enable sustainable competitive

advantages

vkity, Vitality UK
e

>

BRAND

PEOPLE

DISTRIBUTION

DATA AND DATA SCIENCE

~__/ Optimiser
Q) Active Rewards o Do G v G (I AErpecin ey
Insurance :.;-:E.‘ ABC pricing Reward Partner funnersiced  carmin sz (@ heodspoce Fenecr: [BEW ODEDN
. . . Network WITHINGS < 7i[ki. SAMSUNE e fwncn Mandbel Cief VR
Integration ~_/  Employer Cashback mechanisms || Status Rewards it P Vit oo PoLAR Qe o (@ wEHD
Ambassadors Sponsorship portfolio tiond
iends
ﬁf Salr £ 8 Y Football | Cricket | Netball | Running | Media Iconic Brand e
W (,,R il Il e e S P N S U mascot collabs
L’ 4 ? B o=l @ wmlm| e w | E @
i - If It d
g e 75" | Vel | iinicer 1| eexecoe JNINTAY
aces
engaged
to Work 2024  employer of @ Wogrkigorce 2,800 employees
VERY BIG ORGANISATION choice

Consumer Telesales A IFAs
Direct E Business Telesales Intermediated ]

Online end-to-end

Lifestyle Data Demographic Data Clinical Data
Physical activity + device Age, gender, chronicity, Biometrics,
data, VitalityAge, smoking socioeconomic status, screenings, health

status, HealthyFooad, etc. family status, location, etc. records, claims, etc.

Tied agents

11 franchises nationwide

]
87 business consultants
. -
Incentives Data = - E
Utilisation habits, partner —‘:l Vit.Al
preferences, response to i~ Platform

rewards

i




A strong, unified and aspirational brand @

High brand awareness Award-winning brand campaigns

307% Growth since 2014/

. Winner -
S CUNTE L @ Financial Services

AWA D S 2024 (Other finalists included: Barclays,
HSBC, Lloyds Bank, Scottish Widows,

60 61 61 60 Starling Bank
<j>ff4}—**""1?/“"/5'3 57 55 54 56 54 57
50 50 Sl . .
| Unique brand collaborations
/{Qi,,@/37 (5% growth in market average) /
729 30 £t
25 friend
25 rendas
“ 19 °
14 with [health]
®
S 0 2 2 9 9 8§ & N ¢8R ¥ %
T r T I T < r T ™ ¥ IT I I e T I T
%
]
~©— Competitor Average —o—Vitality

A HI12024 Vitality Brand Survey, Immerse UK




Diversified distribution with clear strategies to grow across key

profitable segments

VitalityHealth Sales

VitalityLife Sales

Adyviser footprint growth

Vitality Adviser

Type |l
Expansions

Business
Telesales

Key
Accounts

Consumer

Telesales

11 franchises nationwide

CQA _ Servicing

Specialist
Distribution
Digital Business
Consultants

Controlle
Distribution

Direct to
Client

87 business consultants

A Financial advisers writing business with VitalitylLife or VitalityHealth in each month.

VitalityLife Supporting advisers!

Ix x x x
2% 0

S
/5\) ’50 \?\) %Q; OO

VitalityHealth Supporting advisers!

750
700
650 /\'\/\/
600
550
500
450

400
350




Comprehensive dataset and advanced data science capabilities

e. ECONOMiIc value =
N ) .
c e f(Claims, Premiums,

Persistency)

£ Configurable
per market

e o ol cmeaine
Vitality Act Hyperbol Pr sonaiiced
@ Rewards. [ it @ artne: 'E] e
p Vta o A Communication
D ey @ Dracke 0 Sl O T
Vial ¥ Lo Dizcons
Q) X B ey e

Incentivised Engagement

A/B Testing Ability to

influence model

Framework.

V.Al Recommender

Reward
Elasticity Model

Propensity
Model

Dynamic risk assessment

Causal Inference
Model

Habit Index

Optimisation

Model

Next Best
Action Model

Value Model

59m

Vitality
benefit uses p.a.

>94m

Vitality
engagement
events p.a.




The UK market is evolving, and despite its complexity presents @
significant opportunities going forward

Small PMI market growing due to Large, commoditised life insurance market,
challenges in NHS stabilising with opportunities for growth
Q UK Life insurance market is 4" largest
+1‘ globally

pa Majority of people rely on NHS —only 11% of
“ UK population has PMI

o Market is highly commoditised, with
98%  98% of advisers using portals

rl NHS budget c35x greater than private

healthcare expenditure , , ,
Lower inflationary environment lays
foundation for a boost in sales

However growing pressures in NHS are

ji-‘ increasing demand for PMI . .
g g EXIT OF SEVETal COmpetitors opens door
EGON xiting

== eiins  fOr growth amongst remaining
m .
BCl=.%insurers




Vitality UK is financially independent and is expected to generate @
surplus cash from FY2027 onward

Vitality UK financing model

Discovery

A |
I
|

Scale of UK business means Discovery
support (debt and equity) no longer required

|

|

|

;

|
v

VLL new business funded by VHL is cash generative with

in-force cashflows and new business financed by
FinRe in-force cashflows

c. £20m of finance costs paid to Discovery each year
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Challenges in the NHS are driving increased utilisation and costs of
private healthcare, placing pressure on PMI providers

The Darzi Review! Demand driven by NHS backlogs

Key findings with relevance to VitalityHealth: NHS waiting list? and authorisations YoY change

Surge in multiple long-term conditions, particularly in mental health

200% CovID-19 cures
needs among children and young people. N:ries i
strike |
* Fewer adults participating in key screening programmes, such as for 180% ! }
|
breast cancer. |

+ GPs are seeing more patients than ever before.

160%

+ Waiting times rising and patient satisfaction at lowest ever level.

* Number of fully qualified GPs relative to population has been falling. 140%

+ "Huge and unwarranted" variations in number of patients per GP.

+ Waiting times for hospital procedures have "ballooned*. 120%
» Cancer care still lags other countries.

: " . 100%
» Care for cardiovascular conditions "going in the wrong °

direction".

* Too great a share of NHS budget being spent in hospitals,
too little in the community.

80%

Jun22 - - =
Dec-22 -
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Investigation of the 60%
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2 NHS Digital: Referral to Treatment Waiting Times



Value chain in VitalityHealth

TRADITIONAL
VALUE CHAIN

HEALTH
VALUE CHAIN

UNDERWRITING H

PREMIUMS H

Acquisition, Pricing

and Underwriting

Sophisticated pricing
and underwriting using
unique data features to
optimise
competitiveness and
profitability

Behavioural Risk
Management and
Shared-Value

Personalised health
risk management
driving increased
engagement, optimal
health outcomes and
lowest cost of care

CLAIMS AND
EXITS

Value-Based
Care

Value-based

contracting and risk-
sharing with providers
to optimise outcomes
and efficiency of care

delivery

Claims and
Exits

Sophisticated claims
management and
monitoring to ensure
claims integrity and
minimise wasteful
expenditure



Market-wide pricing action has been taken to reflect this new
claims environment, with VitalityHealth’s retention holding strong

Market response Robust retention Lag effect
Other providers impacted similarly by claims VitalityHealth retention rates remained strong Lag between increases and premiums being
increases despite higher increases to re-base pricing earned

Industry renewal increases' SME and Individual Lapse Rates 100%

90%

80%

70%

60%

-1N% 50%
40%

0%

20%

10%

0%
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Competitor A Competitor B Competitor C == = Proportion of book going through premium increases

e Premiums earned in Profit & Loss

1. BHC 10+ average increases by quote month based on information available to VH




VitalityHealth's sophisticated pricing capabilities utilises unique
data to optimise for competitiveness and profitability

Significant data advantage Balance volume and profitability

Personalised input

Set based on product, coverage, and risk

( )
We optimise for
Standard ratlng factors Model lifetime value and price elasticity
Hospltal Under
“ M H H - . .
Given Lifetime Value Price Elasticity
Famil Choi f
m m Actuarial value per customer given Predict how customers react to
wellness and lapse behaviour different premiums given how
Generic engineered indices engaged thevz.jlrﬁelgsrewards o
c N.H.S Affluence Distance to
over Index waiting T Hospital \_ )
times P
. J o o o
| Optimisation loop
A 4
( )
Unique Vitality engineered indices Efficient frontier
Evaluate volume vs value trade-offs as competitive market premiums change
q T Feature
Distance to Likelihood to a A
N A Expected value interactions
VAELiE Shoageiia from rewards with
partners Vitality engagement
]
% ....... @ .'""'n-...' o
. . T seepesttttT T8 .
We have more data than competitors, in a < . °
highly efficient and competitive market 2
>
o |llustrative Efficient Frontier @ July-August 2023

>10million >1OO ) - — ’

Regulatory and fairness considerations
pricing cells rating factors




The Vitality Programme drives significant behaviour change and
unlocks superior actuarial outcomes

Get Healthier

Heath profie

Recommendedifor o

@elueffest > @

0 2 iy
bty i
: e
4 ok

Take action

Health Profile Take action i o acten

P vy v
Wity Age 0 Vitality Age 0 35

Ww«na‘ tegy

n Mg
o n
Vit "‘“‘"fmc
ym

D\”'cm

Digitally engaged members Getting healthier Earning rewards Claims costs £125m
_ -38% earned by members through rewards
D 850K total app users 500k health assessments ﬁ c.Im Cinema tickets and integrated premiums
Bronze*  Silver Gold  Platinum +2.5 days
12K average daily app @ 1.3m health additional productive
i e y food baskets P
D logins 2.4m handcrafted beverages Lapse rates time each year
-47%
!. 4.9m gym workouts *5 years -
] potential increase in life
expectancy for engaged members

Bronze Silver Gold Platinum




VitalityHealth’s market-leading healthcare assets drive superior
member outcomes and help manage downstream costs

Everyday Care Care Hub Provider networks

Vitality GP

Physiotherapy

Talking therapies

Optical, Dental and
Hearing

Everyday Care reduces serious claims Increasing digital navigation Higher directionalit Superior outcomes and efficiencies
yday y
. Claims starting online (%) . -9% 4%
69% reduction in severe mental K Primary care: >90% 27%
health claims in line with 64% )'I Physiotherapy and talking
increased talking therapy usage therapies in network I
m 31% reduction in inpatient MSK - I I I I I Secondary care: >50%
ﬁ- claims in line with increased through partner consultants Lenath of Sta Readmissions Cost
hysioth S I d hospital ’ ’
physiotherapy usage TSR LA U M L G and hospitals

,»Oq’ m Non-Premier Consultant ®mPremier Consultant




VitalityHealth has a clear growth strategy and strong distribution @
network for profitable growth in this non-homogenous market

SME market has the lowest claims ratios A
and high persistency

Claims ratios

2021 2022 2023

mndividual mSME m®Corporate

Vitality over-indexes on SME, with 24%
market share!

Market growth

Distribution of lives! (%)

Corporates
20% I I 21%

Individual Corporate

*Bubble size reflects the size of market’

B Market mVitality

v

Profitability

LaingBuisson Health Cover Report (19t" Edition)




A 7.5% operating margin is achievable in this environment, with
strong evidence to support VitalityHealth’s ability to deliver this

- N @ e B

Lower benefit ratios Strong retention rates Digital c.apabllltl.es.; drlylng
operational efficiencies
Benefit Ratios (Claims + Vitality cost)’ Lapse rates by Vitality Status Calls per claim
2.6
+48% 2.4
2.2 \/\/\’\-210/0
+31% +32% +30% 18
+22% o 1.6 T T T T T T ]
9% DD DD D P P
© \?903 %@Q o° eo o~ S’Z’ <<@ Q° VQ ®r5\ X\)
100% 100% 100% ~4T7% . . .
Servicing cost per life
£1.80
£1.70 10%
£1.60
£1.50
2021 2022 2023 £1.40 — -

Bronze Silver Gold Platinum I SR R R, R q,b‘ q}‘ qP‘ qP‘ q,b‘ qP‘

/ K / K (()@Q’ O(’}’/ eoA' Oeo 3’0 (<Q/ Nel ®'b ?,Q @'8\ 5\) /

mVitality ®mCompetitor1 mCompetitor 2

\_

1. S.05 reporting within the SFCR’s published on our competitor’s websites




The investment case for VitalityHealth

. The demand for PMI is growing driven by challenges in the NHS, heightened awareness of health
m. and wellbeing, and increased focus on employee health.

\‘ VitalityHealth has successfully re-based its pricing, and its retention has remained strong despite
this, owing to the value placed on its products by customers.

7\ It has a unique operating model supported by market-leading capabilities, positioning it well to
o—° succeed despite challenges facing the PMI market.

/I It has a clear growth strategy and strong distribution network for profitable growth in this non-
il homogenous market.

A 7.5% operating margin is achievable in this environment, with strong evidence to support
£ VitalityHealth's ability to deliver this.
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Value chain in VitalityLife

TRADITIONAL CLAIMS AND
VALUE CHAIN UNDERWRITING H PREMIUMS H EXITS

LIFE Acquisition, Pricin Sl i D i Clai d
VALUE CHAIN qd Und ! iti 9 Management and ynamic aims an
and Underwriting Shared-Value Pricing Retention
Sophisticated pricing Personalised risk Premiums that reflect Positive selection on
and underwriting using management driving behaviour, creating lapses and improved
unique data features to Iincreased equity and fairness mortality experience
optimise engagement and and financial
competitiveness and optimal outcomes incentives for
profitability engagement



Distribution dynamics have changed significantly

98% of advisers recommend products through portals 50% written as multi-benefit
Market is increasingly price-driven with advisers using portals to generate quotes. In-portal Multi-benefit business becoming increasingly
opportunity to up-sell term life cover with either Serious lliness Cover or Income Protection. common

% of sales on a multi-benefit basis!

iress
) +20%
50%
tioms Ouots Applications Lbewry  Besemch  Osher Sereices  Halp 44 (0]345 043 S0
\-«:-: Term Cucte resuiy 45%
Portal desig N assurance - Quote results
encourages Considered Critical lliness cover? () 40%
advisers to rimbee [ rocstree [ s 2504
q u Ote on Ot he r Add £300,000 of Critical llness cover for about £67 exira per month
prod uctS. 4 (19) Unsuccessiul guobes (3) Quote ingell 30%

1 for Mir B Bob, ablared on 04042024, for Wihole of Market Transachion Number J44288213 2019 2023

Performance on

Term Life pricing _ )
o 1 Jem 00 o e e b is key to Serious lliness Cover and Income Protection
ex0.00 G o w o encourage account for €.50% of market sales
consideration
reaes [ re e E\e [ o0 o [ s Market sales by APE (£m)?
30 years
£300,000 [=] . Mo £ 0
Fealwes & FR = M unu an Iy U.e'snn Whole Of Iife

30 years
£:300,000 [=] Mo {5048

Features L] (- - es 346
o F_P_EL — Fﬂ__ — ___E w_li_-; Term life

Mortality Business Serious lliness Cover Income Protection

A GenRe Protection Pulse
2 NMG UK Distribution Insights




Optimiser enhances our competitiveness on portals and delivers
greater value to members and VitalityLife
Greater take-up of additional

Drives top ranking on portals benefits Generating superior value
Optimiser allows us to compete on portals Customers use the upfront discount to Optimiser drives greater engagement, better
where price plays an important role increase their cover and purchase business mix and lower lapses — manifesting in
+79% greater value.
sy Optimised: +31%
S oy = Position 1 159
£ T ——_—_—_——N 000 09090909 N 000 BEE [
=,_ ‘,.'m'm..uu . l .
S S U S Average benefit size Additional covers selected

— e — ®mNon-Optimised ®Optimised Lol [—
i 100
~gepEeEscEm 0 W e
L e G o Vitality writes more multi-benefit business
I B —— relative to the market

Proportion of sales on multi-benefit business!

+30%

= - - -1 -1~ - B
w-v (408 (b
] ] 'u-'-uunanncﬂ‘

SN — Non-Optimised:
- T —— Position 9

ST Non- Claims Lapses Optimised Dynamic Business Total
Rest of Market VitalityLife Optimised discount premium mix
effect

A GenRe Protection Pulse




VitalityLife's shared-value dynamics place it in a strong position to
unlock superior returns in a commoditised market

Optimiser upfront discount
in combination with
advanced price optimisation

Optimised:
Position 1

Non-Optimised:
Position X

Compete on portals (and D2C) with
differentiated products whilst
balancing volume and value

- /

1.

Dynamic premium
increases in combination
with Vitality Programme

Premium increase

Status
Platinum @ 0%
Gold ‘ 0.5%
Siver @ 1.5%
Bronze . 2.5%

Higher health engagement
and greater value to
members

.

/

U

Mortality, morbidity and
lapse experience

Relative Mortality (all ages)

Unengaged Low Medium High

|

Persistency and claims that
improve with health
engagement

-

)

Reinsurer discussions to incorporate shared-value dynamics explicitly in reinsurance rates are progressing but not yet finalised.

Shared-value valuation
model and reinsurance
arrangements!

Activity

Unlocking value generated
by the model




Combining Optimiser with sophisticated pricing allows VitalityLife
to optimise for volume and value, maximising portal opportunity

Advanced price optimisation

Launched February, resulting in ‘tale of two halves’

Significant improvements to sophistication and speed of pricing allow
VL to maximise opportunity on portals in combination with Optimiser

We optimise

Conversion models
Predict how customers react to
different premiums

Value models
Calculate marginal net value at
different premiums

l Optimisation loop T

Strategic Action: Efficient frontier

Optimise value vs volume across portfolio, resulting in individual policy actions, while
adhering to selected strategy and constraints

Strategy to increase volumes e

................... [T Efficient frontier

- [ XX ®...

et “e.....

i) b ST

a ; e

5 | Strategy to ; ®-.... ...

% increase profit i ..
2

o

a

Predicted APE

Underpinned by rich and comprehensive dataset, with unique Vitality
features

High growth H2 on H1 compared to flat wider market!

New business FY24 H1 v H2

17.9%

1.3%
I
-0.1%
VL Market Market excl. VL

Coupled with improved mix, this delivered significant IFRS 17 Net Value
in H2

£million H1 H2 FY24
New business APE (Em) 291 34.3 63.4
New business net value -0.5 16.6 16.1
VNB (Em) -5.7 0.3 -5.5

A GenRe Protection Pulse 2 RR calculated on the IFRSI7 distributable cashflows for the new business tranche expressed as a margin above the swap curve. The IRR s net of FinRe costs and tax. It excludes the cost of holding regulatory capital and

tax timing differences.




New business value generation is the key measure going forward

New business value generation =

(New Business Volumes * Marginal Profit Factor) Less Fixed Initial Expenses

New Business Volumes * Marginal Profit Factor Fixed Initial Expenses

Product and distribution assets unlock greater value by increasing volumes and improving mix Strong expense management and operational
efficiencies support increased profitability

Optimiser Policies Multi-benefit policies

Marginal Profit Factor Marginal Profit Factor

+140% 225

442%
Underwriting

o) ight-
277% 79 (o) Straight-Through

Processing rate

100%

o o Term Life Serious Iliness Income
Non-Optimised Optimised Cover Protection

Strong growth in marginal profitability per policy with constrained growth in initial fixed expenses
results in strong growth in new business value generated, growing the CSM and RA.




CSM and RA margin growth is the engine for earnings growth, and
VitalityLife is growing this successfully

CSM and RA growth dynamics H2 trajectory has continued into FY2025
New business net value is critical for growing the CSM and RA balance Through price optimisation and disciplined management of fixed
and earnings growth. expenses, VitalityLife continues to generate strong levels of net new
business value.
Interest accretion Minimum level of If this is maintained, VitalityLife's CSM and RA will grow for the year.
systemically lower than CSM and RA

release to earnings driven required in FY2025

440 by low UK interest rates to maintain balance

£million FY24 Q1 FY25Q1 Change

420
406 New business APE (Em) 14.3 18.5 +29%
400
380 0 New business policies 29,280 37,557 +28%
360 f (opening CSM & RA) New business net value (CSM
: 03 8.1
and RA)(Em)

340
320
300

Opening Interest Release to Non-Econ New Business Closing

CSM & RA accretion earnings Variances CSM & RA

A New Business Margins created illustrated on a consistent Fin Re strateqy between FY24 and FY25. For FY 25 VLL is splitting financing across new business and inforce. New
business net value has some seasonality across the year given it is a function of volumes, pricing and expenses.




Financing requirements for VitalityLife have been typical of a
young UK life insurer, and it is now financially independent,
requiring no capital from Discovery

e 13an 2016* I VitalityLife becomes cashflow positive from FY2028

Investment phase to build scale

June 2021

Self-financing Gross operating cashflows (£'m)

June 2028
Self-financing and surplus cash
generation

- /

VitalityLife new business cashflow signature reflects long
term insurance product

Operating Cashflow turns

New business cashflow signature for FY2025 positive
FinRe repaid
II'IIlIlIIIIII'lIIIl- _______________
{ J \ J
f Y
Cashflow is positive > Cashflow is negative >
premiums exceed claims Claims exceed premiums FV25 FY26 EV27 FY28 FY29
Initial expenses
and commission
(Net of FinRe)
1 35 7 91 1315 17 19 21 23 25 27 29 31 33 35 37 39 Gross operating cashflows exclude funding received (FinRe and
Future year VitalityHealth dividends) and funding repaid (FinRe and debt)

*Legacy PAC book business written before this is ringfenced on PAC's balance sheet.




The investment case for VitalityLife

» The UK life insurance market is large (~£65bn), and the stabilising economic outlook and exit of
several competitors are creating opportunities for growth.

Z‘E While the market is becoming increasingly commoditised, VitalityLife's Optimiser in combination
= with its sophisticated pricing allows it to compete in profitable segments.

VitalityLife's shared-value dynamics also place it in a strong position to drive favourable mortality,
°—° morbidity and retention experience over time.

Through its ability to drive profitable business and manage expenses, VitalityLife is well-positioned
to drive new business value generation — the key measure for growing CSM and RA.

jl
Financing requirements for VitalityLife have been typical of a young UK life insurer, and it is now
financially independent, with surplus cash generation expected from FY2028 onward.




QUESTIONS



Presentation disclaimer

This presentation may contain forward looking statements with respect to certain
of Discovery's plans and its current goals and expectations relating to its future
performance and results. All forward looking statements involve risk and
uncertainty because they relate to future events and circumstances which are
beyond Discovery's control. Accordingly, Discovery’s actual future financial
performance and results may differ. Any reference to future financial

performance has not been audited or reported on by the Group’s auditors.
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