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The Vitality Shared-value model has been
adopted globally and the Vitality dataset
Is rich and comprehensive

Vitality



The Vitality model has been successful globally

>500 million healthy activities in

FY 2023

FY 2023 healthy activities
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Significant mortality improvements

across markets

Claims improvements by market
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Rich and comprehensive dataset allows Vitality to extract unique

insights

Comprehensive dataset with 60 million
life years

Di & Risk
1agnoses & o gictions  Health
medication records
Pathology & Transactions
radiology.
Episodes of Property
care ownership
Incentives Savings
utilisation
habits
Response Clinical Retirement
to rewards . . savings
Financial,
Incentive
partner Debt
preferences I .
ncentives Mortahty & Audited
Age healthcare mortality
ilisation & causes
Chronicity Healthcare
A claims & quality
Demographic
Gender Population
E segmentation
. \\ Hospitalisations
status
Location Exercise &
Device data
Socio-economic HealthyFoods
status Travel Vitality
Smoking age
status

Machine learning
and Al

Data science
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Drivers of utility of
data sources

Duration

Scale

Coverage

Verifiability

Velocity

Level

Context

How long the dataset
has been in existence

How large the
dataset is

How broad the
coverage of the
dataset is

Are the sources of
the data verifiable

How quickly does the
data get updated

At what level is the
data collected e.g.
individual or
population

What additional data
is collected

Discovery has a high-quality dataset by global

standards

Duration

10 4o

Velocity

@ National Health and Nutrition Examination Survey (NHANES)
@ UK biobank
@ N ational Epidemiologic Survey on Alcohol and Related Conditions
=@ The Health and Retirement Study (HRS)
=@ The Million Veteren program
@ GlObal burden of disease study
=@ The Health Professionals Follow-up study
el COpenhagen City Heart Study
. Cancer Genome atlas
=@ N ational Longitudinal Study of Adolescent to Adult Health (Add Health)
. China Health and Nutrition Survey (CHNS)

® Data coverage

@ -ramingham Heart Study (FHS)
@ Multi-Ethnic Study of Atherosclerosis (MESA)
Kaiser Permanente Research Program on Genes
=@ The European Social Survey
@ The Human Genome Project
@ GDELT
e==@=== Behavioral Risk Factor Surveillance System (BRFSS)
G Discovery
The European Health Interview Survey
@ \/OUth Risk Behavior Surveillance System (YRBSS)
3 The Longitudinal Study of Aging



The causal nature of behaviour change is
sighificant

Vitality



Behaviour change has a causal impact on health and mortality and

the impact increases with age

Understanding the impact of
physical activity on mortality after
adjusting for confounding factors

Vitality Status Age
(to) (to)

Duration on .
Vitality. .

PA Points per Week
(to) .
Death (t;)
Total Claims (Outcome)
(o) .

RUB
(o)

Socio-
economic
score

(o)

Chronic

Count Physical activity

(to) points (t;)
(Treatment)
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Physical activity has a significant
impact on mortality and it increases
by age

Relative mortality for the 45-65 age group

0 (base) Low Medium High
2RO,
36% -38% I
-58%
Relative mortality for the 65+ age group
0 (base) Low Medium High

Physical impact has a significant
impact on healthcare costs

Relative reduction for the 45-65 age group

No Habit Strong poor habit Strong good habit

-14%

-29%
Relative reduction for the 65+ age group

No Habit Strong poor habit Strong good habit

-16%
-25%




The effects of behaviour change increase with age and chronicity

Young moderately ® & @
healthy 30-year-old
HEALTHSPAN HEALTHSPAN 43.5 10.2 gy
_ GAP . \
An estimate of the average number of (SICK YEARS) +7% : @ @ @ Y

years that an individual can expect to live

in good health, at a given age. increase in
g d d healthspan 46.7 10 56.7
A A .
f \Y4 \ Healthspan Sick years
STROKE DIABETES
ISCHEMIC Middle age unhealthy
cANCER D 50-year-old
MUSCULO-
SKELETAL MENTAL +5'|% N
ILLNESS
increase in AN XA 33.5
healthspan

OTHER

Healthspan Sick years
DISEASE INJURY

>
Advanced age
LIFESPAN unhealthy 70-year-old
An estimate of the average number of years of
life a person has remaining at a given age.
i Jotegen s +90%
increase in
healthspan

Healthspan Sick years
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Traditional Life models are inefficient

Static pricing of risk at Portfolio development over Rationale for a Shared-Value
inception time model
Premium remains flat over policy duration Healthy members lapse, risk status of book

deteriorates 1)  Aflat premium based on once-off u/w

effectively pools controllable risks
which is ineffective and inequitable

Combined X . 1 .

4 risk and leads to price and risk diversion as
mortality « well as adverse selective lapsation over
curve % t|me

2) Thisis accentuated by the fact that
Premium behaviour has profound causal
impacts on risk, along with the nature
of risk changing to non-communicable
s diseases
,' Minor 2
P g selection =
- ©
effect o As a consequence:
* The cost of cover for the portfolio is
higher
Age 1234567 89107 1213141516 17 18 19 20 * Fewer people are covered

« The book is in worse health with low
social impact

* VoNB that is not optimised

Copyright 2024 Vitality® Group International, Inc.



Traditional Health models are inefficient

Traditional health Health status and engagement Cumulative IH healthcare cost by
models are inefficient by heathcare utilisation healthcare utilisation
100%
1)  Modifiable behaviours
have a causal impact 80%
2) Disease management .
programs are a “one- g 60%
size-fits-all” approach g
3) There is low take-up 2 —
and engagement 40% o
4) Wellness and disease
management are 0% 12% of
bifurcated industries ers
5) Pricing is inequitable
. . . O
and inefficient 5 4 2 5 ] 5 4 3 5 :
SICK — > HEALTHY SICK — » HEALTHY
Healthcare utilisation score Healthcare utilisation score
[ Healthy [ ] Emerging risk
| Single chronic condition I Multiple chronic conditions == % of members engaging

. o . 9
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Using our understanding of behaviour
change to personalise the value chain

Vitality



Vitality challenges the traditional value chain

TRADITIONAL CLAIMS AND
VALUE CHAIN UNDERWRITING H PREMIUMS H g

SHARED-VALUE Life
VALUE CHAIN
. | Dynamic Risk Personalised Dynamic Claims and
[ Underwriting Assessment Engagement pricing Exits ]

Al Incentivised
Recommender | Engagement

Health

[ Underwriting ]—

Dynamic Risk Personalised Value-based
Assessment Engagement Care

Claims and
Exits

Al Incentivised
Recommender | Engagement

mn
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Hyper-personalised shared-value capabilities

LIFESPAN

HEALTHSPAN
Effective years in
perfect health

SICK YEARS

Risk 1

Dynamic Risk Assessment

Fewer More Full
dimensions dimensions dimensions
environment environment environment

Nutrition "
ﬁ e Claims
¥ U/W data E@ Mental #::J h::;in(i)zal(jdata
Vitality :: = wellbeing (PEsliEety
@ wellness data

= Devices +
= physical activity

ﬁ Demographics

Qﬁ\s(aﬂ Behavioural
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=
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© 906

Healthy Healthy Exercise
actions actions

f
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<
)
]

(

© Propensity » A Habit

\

f
Incentivised Engagement

\ 4

Behaviour incentives Curated partner
intervention
network
Hyperbolic discountin -t
P 9 & canmi @
Loss aversion o sufto AEwda +
. V@ e B,

Over optimism T "
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Personalised
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Dynamic Risk Assessment

LIFESPAN

SICKYEARS

Rizk 1

Fewer
dimensions
environment

Demographics
U/wW data

Vitality
wellness data

@ e

Devices +

ICh

physical activity

Dynamic Risk Assessment

More Full
dimensions dimensions
environment environment

ﬁ S:L:iLion Claims

Mental #} F‘_o*_Zlini:?'_aldaLa
= wellbeing fepository

Qﬁ?ﬂ Behavioural
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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

Nutritio

Vitality
wellness data
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Feed data into Discovery'’s risk A

algorithms

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

Morbidity risk
models

Diabetes Heart >
Incidence Attack

Discovery's
habit index

LIFESPAN

HEALTHSPAN
Effective years in
perfect health Risk 1

SICK YEARS

MORTALITY
Risk Risk

CURVES

3 5
Risk Risk
4 3

1. Lifespan

2. Healthspan

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

5. Disease relativities

6. Individual mortality curves

7. Habit strength
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SICKYEARS

o ',

A b
Take Sk Gel your
Slepm 2x HbAle

Al
Hesarl Rale
Wesrkenl
&
SN

Park Fun

Gl 3
mammogram

LIGVH & ALISNIdOdd X ANTVA

Al Recommender

Ranks the
top3
Next Best
Actions

® 9 6

Healthy Healthy Exercise
actions actions

f

Al Recommender

Value @ Propensity » A Habit
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Hyper-personalised Healthy Actions, with personalised goals

VALUE

Causal model built to estimate the
effect of completing a Healthy Action
on downstream healthcare Costs

Age
(t-1)

Vitality
status (t_,)

Chronic
conditions

(L]

Health care
cost reduction
(1)

. Outcome

Claims
experience

(t-1)

Clinical
features

(t-a)

NBA
completion (£y)
Treatment

Get your HbAlc
Get Flu Vaccine

Visit your PCP
Complete VHC

PROPENSITY

Ensemble Machine Learning model
built to estimate the probability of a
customer to complete a Healthy Action

Demographics

(£0)

Chronic conditions

(£0)

Claims experience
{t—copeany -1, £q)

Clinical features

(ta)

NBA completions
(£—capeens T-14 To)

T

Propensity to
complete NBA

HABIT

Index built to quantify and classify a
customer's consistency of completing
a Healthy Action

At least 3
physical
activity days
per week

Moderate

>

Highly predictable

Less than 2
physical
activity days
per week

<
<&

Highly unpredictable
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Take 5k Steps 2x
Gym Visit

Heart Rate Workout

Park Run

oup International, Inc.

(&) b e enan
Get your HbAlc _ Get your HbAlc
cet Fluvaccine [N Get Flu Vaccine
visityour pcP [ NG Visit your PCP
complete vic [N Complete VHC
Take Sk Steps 2« Take Sk Steps 2x
cymvisit | INEEEE Gym Visit
Heart Rate Workout _ Heart Rate Workout
parkrun [N Park Run




Copyright 2024 Vitalit.

LIFESPAN

Risk 1

roup International, Inc.

SICK YEARS

Rek2

Incentivised Engagement

4 N\
Incentivised Engagement

Behaviour incentives ~ Curated partner
intervention
network

Hyperbolicdiscounting & oo '
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9:41 il ¥ -

< Personal Health Pathway

Next best actions View all

® © @

Complete a Mental
Wellbeing
Assessment

Walk 2,500 steps
x2 this week

Visit your primary
care GP

By 13 March 2024 By 13 March 2024 By 13 March 2024

Rewards

Copyright 2024 Vitality® Group International, Inc.

Sophistication manifests in a simple user
experience with the two rings

Type of
activities

Cadence

Reward
structure

Reward
redemption

o Healthy Actions Ring

Encourages completion of any healthy action,
other than exercise. This includes a variety of
clinical, screening and lifestyle actions

No set cadence and determined by how
quickly or slowly a customer chooses to close
them. However, actions have an expiry date

Closing the ring requires the completion of one
or more next best actions

The value of the reward is personalised to each
customer and is a function of that customer’s
actions + propensity to complete them + the
clinical value of completing that action

Instant reward

g Exercise Ring

Encourage movement (steps), exercise and
fitness

Weekly cadence

Closing the ring requires the completion of one
or more next best actions

The value of the reward is personalised to each
customer and is a function of that customer’s
actions + propensity to complete them + the
value the action adds to long-term health
outcomes

Instant reward or gameboard play




The physical activity ring will introduce lower thresholds to
encourage goal achievement for unengaged members

< Personal health pathway 0 4

o s o s e o Provide members who are new and / or
_ unengaged with easier goals involving
Walk 2 500 steps twice this Steps, by:

week

Achieve your goal steps once before your time expires.
Track your steps with you linked device.

» Variable step threshold for earning rewards
o (start low, increase in small increments)

« Varying points allocated to different levels of

engagement
Next Best Action o, 08 bec Other ways to achieve your goal o Personalised reward recommendations
) __'( Ty ek S oDt e e (based on propensity)
-/ : . . - .
e compees |\ g aryou o ree » Personalised reward levels with gamification
steps tice (to encourage habit formation)
this week
Important to know

Rewards How many times can | exercise a day

What if | do other activities

Copyright 2024 Vitality® Group International, Inc.



We are building a hyper-personalised program

9:41 ol T -

<& Personal Health Pathway

g,
'ﬁN\'

LIFESPAN

_@ HEALTHSPAN SICK YEARS

Effective years in perfect Risk 1 Risk 2
health

Visityour primary  COMPIete aMental oy 5 00 sreps
Wellbeing ;
care GP *2 this week
Assessment
By13March2024  Byl3March2024 By 13March2024

Next best actions View all

® © @

Dynamic Risk Assessment > Healthy Action

Rewards

g Health
“ 0

Data Sources Healthy Actions

— Data Dimensions

Membgr Wearables/loT Mob'.le General Assessments Screenings Claims Hospltal Underwriting
Information Activity Engagement Experience Data
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Case study: Unmanaged diabetic

Female aged 50
Poor biometrics and behaviours

HEALTHSPAN
19 yrs

SICK YEARS
Myrs

Diabetes

Liver
cancer

Dynamic Risk Assessment

(Low dimension data environment)

Vitality wellness data

Blood BMI

pressure

Glucose Cholesterol

g

Devices + physical activity data

Active
calories

Steps Heartrate  Activity

-

]

&

N a <
X = >
Comp_letean HPV Get your Walk 7,500 [y
cervical cancer HBATC stens c
test P :
e
7 e )
Get Flu Complete a Geta g
Vaccine VHC mammogram o
8 8 v > & G H Tak
Visit Go for HIV Complete 2 et your ave a ake
your PCP testand Vitality Age 3 HbAlc kidney 5000
i .
COU";e ing  assessment 4 tested function test steps 3x
! = N I (creatine)
Mental Kid Visi >
wellbeing f laney (;S't your o
assessment unction test entist ) =
Value © Propensity
Get your HbAlc tested N
Have a kidney function test (creatine) I |
Monitor your glucose — I
Collect your prescribed medication = I .
Complete a podiatry consult = I Habit
Complete a retinol screening e —
Visit primary healthcare provider I -
Complete a Vitality Age Assessment _— - Weak Good S e
(Erehusien (Dedicated zone}
Complete a mammogram [ | |- P —
Complete a Vitality Health Check | I Madem}
Get a flu vaccine I : » |
Complete a HPV cervical cancer screening — 1 l \
Visit your dentist for a check up — \_‘ »
. k Bad S Bad
Value © Propensity e || SEEEE,
Take 5k Steps 3x I S
Gym Visit - I
Heart Rate Workout I I
Park Run I I
Take 7.5k Steps 3x |

J

< Personal Health Pathway

Earn up to R500 in
rewards!

Next best actions

ep.zaren

) b =&
Getyour  Havea Take 5000

HbA1ctested  kidney steps (3x)
function test

e 31 ar eip 15 e

0 £10

Exp. 31 Mar

D

Incentivised Engagement

0 £20 v

Exp. 31 Mar

) 2.

% Coffee

Get your HbA1c Have a kidney Take 5000 steps
tested function test 3Bx)
(creatine)
1
1
Fxp. 20Mar Bptaug b0 0um paoway P
p) p) ) ko) ) )
Monitar your visit yaur sletea HPY flu vaccine 1plete s £7 50053 npletea npletea ipletza
plucese dentist calcancer lity Age ity Health mmogram  lity Age
Fning st Iy ssment
T
1
1
1
i exp owar tponm || epmapr | masy | epiommy
1 -
: ) #® ) p; pJ bl
1 Collectyour | Take7SODStEBS  Completea Complete visit primary  Completea
N ——— medication (30 podiatry consult retinel healthcare Vitality Age
screening provider assessment

»

B, 10May

iplete a
lity Age

issment

tRate
«aut

J
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Personalisation drives higher
engagement, increases lives in force, and
leads to higher societal value

Vitality



Life Insurer | Vitality results in a larger book with healthier lives

or s . T ] Overlay Healthy Actions
Traditional @ Embedded with Vitality ®) y y
100 100 100
90 90 90
i 118% vs i 136% vs
8o 80 traditional book 80 traditional book
70 70 at year 30 70 at year 30
60 60 l 60
w : I il
20 20 20
1 3 5 7 9 1M 13 15 17 19 21 23 25 27 29 1 3 5 7 9 N 13 15 17 19 21 23 25 27 29 _ 1 3 5 7 9 17 13 15 17 19 21 23 25 27 29
® Unfavorable B Favorable ®m No Vitality mBronze mSilver mGold mPlatinum

. o . 23
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Life insurer | The impact is significant on all measures

C )

Value drivers of
Healthy Actions

* Higher status
transitions
from
unengaged to
engaged

 Lower lapses

 Narrower risk
differentiation
within each
status

Insurer value

Higher VoNB

115% 2%

110%
104%

105%
100%

100%
95% I

90%

Traditional @ @

12%
higher VoNB

Customer value

Lower premiums
(PV premiumsvs
Traditional, over 20yrs)

Bronze
never pays
more than
traditional

More health-
engaged
members

QO
55%

45%
35%

25%
1T 5 91317212529

36%

more
engagement

More rewards
(Vitality rewards as %
Vitality premiums)

100%

80%

60%
40%
20%
0%
@ O

18%
more Vitality
rewards

Societal value

Larger portfolio
of lives covered

100
90
80
70
60
. O
40
30

Traditional
20

15 91317212529

15%

more lives over
20 years

Reduced cost of
cover

Traditional
100

s O
90
85

80
1 6 1 16 21 26

94%
Lower
premiums
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Health insurer | The impact is significant on all measures

Distribution of clients by healthcare costs

Impact of doing Healthy Action| Net savings to health funder

Member base by different healthcare utilisation
scores

Engagement

Distribution

Higher me— e | ower

Healthcare utilisation score

0O Top 25% of clients within chronic cohorts with
highest value x propensity to target with Healthy
Actions

[] At-risk or unhealthy clients

[] Other

Copyright 2024 Vitality® Group International, Inc.

Diabetes

100%

80% 58% of
potential

saving

60%

25% of
members
complete
Healthy
Action

40%

Percentage saving

20%

0%
0% 25%  50%  75%

Percentage completing Healthy
Action

Hypertension

100%

s00, 3% of
potential
saving

25% of
members
complete
Healthy
Action

40%

20%

0%
0% 25% 51% 76%

Percentage completing Healthy
Action

Combined hypertension
and diabetes

100%

80, 58% qf
potential

saving

60%

40% 25% of
members
complete
Healthy

Action

20%
0%
0% 25% 51% 76%

Percentage completing Healthy
Action




Significant benefits from a personalised engagement model

Behaviour change has a significant impact on life and health insurance business models

Since behaviour change has such a significant effect on mortality and healthcare costs, the Vitality Shared-Value model
must evolve to dramatically improve life and health insurance models, to ensure better outcomes for both shareholders
and customers

To properly leverage the power of behaviour change requires hyperpersonalisation
The significant causal effects of behaviour change is universal across age, gender and risks classes but the categories and
intensity of behaviour change varies - to be effective, hyper-personalisation is required

4 modules powered by data and predictive Al create a simple 2-ring Ul for customers

This is achieved by 4 sequential models utilising advanced data and predictive Al, but manifesting in a simple but
powerful set of 2 incentivised personalised rings - an exercise ring and healthy action ring. Appearing on the face of mobile
- in app, via WhatsApp, WeChat, messenger

The implications for life assurers is higher VoNB, a more compelling value proposition, that covers more people, at a
lower cost with high levels of engagement

The implications for health insurance companies is a more engaged client base, a coalescing of wellness, prevention
and chronic disease management into one incentivised personal healthy pathways construct, leading to a
significant reduction in health care costs

Copyright 2024 Vitality® Group International, Inc.



Day 1: What you can expect

Guest speaker1 Dan Bennett

The future of behaviour change Leader of the behavioural science practice, Ogilvy Consulting, UK
Insurance partner discussion Hosted by Shaun Matisonn

How do we set ourselves up for the future CEOQO, Vitality Network

Research Emile Stipp

The habit index Chief Actuary, Discovery Health and Vitality UK

Lee Corrigan and Hushan Padayachee

prOdUCt’ platform’ pa rtners Head of product Development; CIO, Vitality Global

Data Jonathan Broomberg and Brian Hartzer
Bringing personalisation to product CEOQ, Vitality Health International; CEO, Quantium Health
Guest speaker 2 Jessie Inchauspe

Personalised nutrition Biochemist. Glucose Goddess
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THANK YOU

COPYRIGHT NOTICE
© 2024 Vitality Group International, Inc. All rights reserved.

ATTRIBUTION STATEMENT
The Vitality logo and other identifying marks are registered trademarks of Vitality

Group International, Inc. and its affiliates.

PRIVACY DISCLAIMER
Privacy is a top priority at Vitality, and we are committed to maintaining the highest
level of confidentiality with all of the information we receive from our members.

D . Global Vitality
, Conference
. 2024

vitalityglobal.com
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