


Discovery Group

H1 FY25 profit growth:

Leading financial services group Transforming insurance
in SA which, through its fully globally through Shared-
Bank-integrated composite and value powered by Vitality Al
Vitality Shared-value model,
creates a unique shared-value
customer centric composite

+27% +27%



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

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-1Is
bring promising breakthroughs, yet the costs
associated contribute to the overall financial burden
on healthcare systems

This requires a deep understanding of risk

\ This requires sophisticated analytics to
and how to manage it

deliver hyper-personalised solutions

chnology /\

Demographic / Social responsibility

. 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

. 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 South Africa
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MARKETING AND DISTRIBUTION

DATA AND TECHNOLOGY

Discovery as the leading financial services
company in SA, with each business as the
market leader in their target segment

With the Bank Operating System as the
single interface for the Discovery SA
Composite, ensuring seamless product
integration and enhanced functionality

Built on a consistent personalised and
engaging Vitality shared-value architecture

Growing through an omni-channel
distribution strategy

Leveraging powerful data and technology
as the bedrock of delivering unique
customer experience and engagement



Discovery South Africa - digital focus

»:—Discovery
I i IS T = TN TODAY

Digital-first Bank Operating System

powered by Discovery.Al, unifying
'I customer, product and banking

—® information, to personalise banking

al — = i i N experiences and democratise expert

service and capabilities

Digital-first full- @ DB . 4
service model oS Discovery.Al 1

Vitality.Al, Discovery's Al platform
delivering hyper-personalised healthcare
at scale, through the convergence of big
data and Al

VAdviserm MARKETING AND DISTRIBUTION

DATA AND TECHNOLOGY

7

End-to-end digital D2C capability powered
by industry-leading technology and
analytics through Discovery Connect




Discovery Bank as the operating system for the Discovery Group

Vitality Money

Diamond status

Financial behaviours

Rewards

os

Vitality Active Rewards

=y 2

g Instant Rewards
000 1
000
000 Plays

Ecosystems

Discovery ecosystems




Key milestones for Discovery Bank

>1.2 million >R7.8 billion >R174 billion >10 billion

Accountholders Advances Value of payments Piscovery Miles earned
in FY25 H1 (incl. home loans) in 2024 in 2024

"“’@‘
@ Secur

(/4 Vitality Money

aEsmeE ()

ejejejojole;

ity

""‘ 9 /
w Discovery Al
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>1,200 >R1.1 billion >136 million >11.5 million

Daily average sales Revenue Bank app logins AR goals achieved IMILLION s
Per business day in FY25 H1 in 2024 in 2024 CLIENTS

0\

. C
D) |
o~ Baze
B
Personalised gameboard
g
-
Revolving

Credit

upto
75%
) back
Healthykithy

Facility
Vitality :
Active
Reward 10450 S0att
ewards moo o+ om + = oow MILESH )-DAY

3.0,

i u Discovery
EVED Y A - portfolio

- in Bank

\2" Pay Excon Vitality app
Authorized Travel
Discovery Dealer
Card licence for

migration Forex
B from FNB

Public launch:

Banking

A s
licence granted RegisFration as Transaction Discovery -
A Clearing & Credit Card Account
VISA %‘ _} Settlement Bank Accounts, bro—
Software b and participation Suites and - s
implementation VISA Bankserv in payment Savings Accounts @ N
commencement  certification  certification systems — e —

2017 2018 2019 2020 2021 2022 2023 2024 2025

Full-service
retail banking
proposition

Shared-value
banking model

Integrated
rewards and
e-currency with
Discovery Miles

Digital and
data science
capabilities



Rationale for Bank as the operating system for the Discovery

Growth

Discovery Bank daily sales
(per business day)

1500
1400 ~2/3
New Bank
clients are new
1300 to Discovery

Group

1200
1100
1000
900

800
Jul-23  Oct23  Jan-24 Apr24 Jul-24  Oct24 Jan-25

Group Integration

2020 2025
>2.1M main lives >3.1M main lives

7 7
e

>620K

Discovery
Bank clients
without
Discovery
Group
products

DH inhouse Discovery
DHMS schemes Invest
Discovery Discovery Discovery
Life Insure Bank

Engagement
Total app logins (millions)
16
14,37
e Bank app Group app
12
8
4 562 476
0

Jan-23 Jun-23 Nov-23 Apr-24 Sep-24 Feb-25

Distribution of weekly Bank app logins
50% Based on 2025 CYTD data
40%
30%

20%
. I i =
X 2x 3x 4X
Highest rated bank app in South Africa

49/5

>5x

[ o} )

2. Download on the
s s 1 'AppStore

What's New >

A 48/5

GETITON
® Google Play

Data and integration

Using Bank data for pricing and selection

Vitality

Aceleration
Braking
Comnerng.
celphone use
Soeeding

+ Credit worthiness
* Lapse propensity
* Price elasticity

» Rating factors

sssssss

aaaaaaaa

Personalised lifetime value optimisation resulting in
higher LTV for Bank-integrated clients

Lifetime value for Bank-integrated clients
(indexed to Non Bank-integrated clients)

s Bank integrated Non Bank-integarted

193%
110% 109% 108%
i . A M
Health Life Insure Invest
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01 | Full product suite

View full product set directly e

through the Bank app

Oy

Health

Group Lite Porttolo

©bsconery ©vscovery

Invest Insure

Health Portfolio

Health Exercise Sleep Medication =
Classic Comprehensive H
688390265 \ S H
R 18,924.00 L J z ° o preeeend
Medical Savings Account balance :
R7,50000 50% 75%  25% = 50% i
Personal Health Fund balance
As at 17 Sep 2024 09:41
..... 0
v

02 | Ecosystems

Health and
Wellness

Travel Security

Y, Pay

Contacts | Hest | Viaiey

-
NNNNN | d

Life Invest Insure

Vitality Money Diamond status

Financial behaviours

5]oJoI0)

Plan  Savings  Debt Insurance Retirement Property

Rewards
Vitality Active Rewards

= 2
H  Instant Rewards

0ao 1
000
000 Plays

Ecosystems

Discovery ecosystems

ONONO

Home Health Fitness

) @ Bl

Products Transact

@ Powered by Discovery.Al

03 | Integrated products
Embedded products

4 : N 7 - £ ~ £ P
{ == L === I J L =
In-app distribution
& - { P, . womd 8 s,
7 e
)k c (NN L o

Enriched indices

Demographics
and archives

Spend, payments
and transactions

Digital engagement

Banking behaviour, r
credit and bureau

Vitality Money, Vitality
Health and Rewards

Discovery Group data
' < databricks |
_ J
>200 data assets
>20TB of data

>100 million data points processed per
day

P Y ) ) ) ) —

Customer
management

Select and
Price

Behaviour
change




01| Single interface through which all DSY products can be accessed Q)

Entry Point

Consistent
architecture
across the
Discovery
Product
Portfolio

Accounts

Bank Portfolio
R 1,254,231.12

Total balance

R 1,254,231.12

Your available balance

46,234

Discovery Miles balance

Vitality Money Diamond status >
Financial behaviours

Plan Savings Debt Insurance Retirement Property

Showcasing
detailed
information
on Discovery
products

Financial Analyser

R 85,000.00
34%.‘ Budget

@ ‘ R 29,750.00
=11

me Accounts Transact Cards

Evnancac

Products
Health Portfolio
Executive Plan

R 34,023.52

R 1,000.00

45 at § May 2025 09:16

Life Portfolio

R 36,000,000.00
R 28,44500

R 2;560A00

fext PayB
45 at 5 May 2025 09:16

Insure Portfolio

5
R 5,400,000.00

R 7,200.00

Discovery policy details
Discovery Portfolio
Plan details

et
Balances
Rewards
45 at date
coee
Vitality Programme Vitality status
Key Vitality metric Points

——
Relevant personalised Relevant personalised

& Reward value 01372  Reward value 01,372

Health policy details

Health Portfolio
Executive Plan
R 34,023.52
R 1,000.00

Vitality Health Diamond status

Current points 50,000

%

A a2yom

5 May 2025 09:16

OR B

Visit your healtheare Get your medicine at

Rewards and
personal pathways

il T -
Discovery Health Portfolio
Health Portfolio
Classic Comprehensive
Sk
R 18,924.00

As at 21 Sep, 09:41

Classic Comprehensive
123456789
R 18,924.00

A5 0t 21 Sep, 09:41

Classic Comprehensive

987654321

R 175,000.00

A5 0t 21 Sep, 09:41

Prepaid Health

Products

Health Portfolio
Classic Comprehensive
688390265

R 18,924.00

Medical Savings Account balance

R 7,500.00

Personal Health Fund balance
As at 17 Sep 2024 09:41

Invest Portfolio
R 1,235,000.00
Total Investme:

As at 17 Sep 2024 09:41

Health Policy Details

Classic Comprehensive
123456789
R 18,924.00

R 10,000.00

‘Fund balanc

As 0t 21 Sep, 09:41

Any hospital facility

Member details
Letabo Kokoya
Principal member

Adam Kokoya

Alice Kokoya

Child depender

2020-01-01

ACTIVE

Policy details

Life Portfolio

One plan

@biscovery

U R 20,000,000.00

Total Life Cover

R 6,500.00

Next PayBack

As at 17 Sep 2024 09:41

Pension Portfolio

R 145,000.00
Total portfolio value

R 13,000.00

Total boost value

As at 17 Sep 2024 09:41

Cards

123456789

Classic Comprehensive

Emergencies 0860 999 911

Cllent services and hospita confir
998877

Active

Show card details

View enlarged card

Card

O Insure Portfolio
Y —
- 3
o Vehicle insured
R 8,000,000.00
Non-motor insurance
R 8,450.00
12-month fuel cash back

As at 17 Sep 2024 09:41

Group Life Portfolio

N\
e

Group Life R 2,500,000.00
Portfolio Total Life Cover

*
\V/ R19,000.00

As at 17 Sep 2024 09:41

Recent claims
Click Pharmacy - Discovery Centre R100.00
er: R 100.0¢
1t Letabo Kokoya
g nent: R10

d paym 0000

Dischem - Rosebank Mall R500.00

Clck Pharmacy - Sandton City R 150,00
er: 15001
53 Padent Letabo kokoya
o card payment: A 150,
Dischem - Rosebank Mall R419.00

fr: R 419.00
bo Kokoya
e

9.00.

Claims



02 | Differentiate the proposition through unique ecosystems

Travel Health and wellness Security

Travel

Flights

3’7\5 Book flights, get the best price >
for all airlines and destinations.

L] L <« Find a healthcare provider
3 Accommodation
E Book your stay and get up to 25%
off with our partners, plus access ) @ Sandhurst .
: [ i . .
- to ie‘zllefflfajoklng.com properties. . V%Ctive D’g’tal account Vault
- ) - ‘ e Securing client Discovery Bank accounts
Car hire O Sontons @8 crede and Discovery Group portfolios through the
] Book car hire and get up to 25% \ ) Feciae .. . .
discount with Europcar and Select your province Gauter digital account vault and panic pin
Tempest & careteam Select your preferred club ) - -
WV ahiiens : m— )
& Your network doctors
Lounge Monthly Club rate
\ []
& Enjoy a world-class airport lounge 4 Popularspedilives Retail rate RIG40.00 prm m‘ 7
experience.
@ @ 9 o Discounted Vitality rate R260.00 p/m 15% O Discovery
& FlySafair Doctor Dentist  Ph: o
Depart: Cape Town International N R TED
P . 22 becember 1010 B S e .
Arrive: OR Tambo International
Vitality Travel platform Health and wellness platform Integrated Home ecosystem Discovery 911
* Local and international flight bookings | *  Seamlessly pay for out-of-pocket medical *  Upto100% financing Gateway to essential emergency services with
Bank app and travel website expenses with Health Pay » Building, contents and credit protection Discovery 911, providing fast, convenient and reliable
e Car hire | Travel website * Find, book, and manage fitness classes and access * Upto1% SV interest rate discount assistance when needed most
* Accommodation | Travel website passes through the Discovery app. » Alternative energy solutions
* Lounge access + Earn Miles at home partner network

* Priority FastTrack

>3M >760 349 >R1.6BN >1,330

Flights booked Health Vitality Fitness Home loan Discovery 911 calls responded
to date facilities facilities balances to date to since inception



02 | Case Study - Vitality Travel Ecosystem

Utilisation

Discounted local and

international flights Embedded travel insurance >.I M 229 K
= >N <

Flights booked Lounge visits
In 2024 In 2024

& Emirates
CemAir ARYiINES &

bommoze T 19K 49K

When flights paid for with a

Flights
@@ Book flights, get the best price >

for all airlines and destinations.

’I. .I Up to 75% discount Discovery Bank card ACCOmmOdatiOn Car hire
bookings in 2024 bookings in 2024
Car hire -
=% Book car hire and get up to 25% > Impact on new business
discount with Europcar and Priority FastTrack The Lounge
Tempest
. e = W >336K  44%
; L Leads generated from Of total leads come
Accommodation o Travel ads in FY25 YTD from Travel ads

% Book your stay and get up to 25% >
off with our partners, plus access

Impact on engagement

to Se|eCt BOOking.Com propel’ties. JHB and_CTdomgstic dep_artures; JHB international arrivals and departures;
) \ JHB international arrivals JHB, CT and KZN domestic departures
| | v exnerience | Engagement status distribution
Lounge
Enjoy a world-class airport lounge > Discounted car hire Travel specialists and Transact with your

Friday, 22 December at 10:10 § ! AY

OR Tambo International -

Friday, 22 December at 12:40

Arrive:

experience. and accommodation concierge services Forex card
FlySafair = R Oviony i)
Depart: Cape Town International Y - - I
S Low

Unengaged Medium Active/Primary

Fully-designed travel EUR, GBP and USD : N . . . f
itinoraries SRR Unengaged with Vitality Travel mEngaged with Vitality Travel
for Purple accounts Spend in >60 currencies

*Engaged with Vitality Travel = used platform over past 12 months



04 | Data and personalisation strategy

Comprehensive customer interaction data is collected and processed at near real-time

Attract
. Leads optimisation

. Optimized AO and
engagement
journeys

Enriched indices

Demographics
and archives

Spend, payments
and transactions

Digital engagement

Banking behaviour,

L B B B B B B

credit and bureau . 9
Vitality Money, Vitality
Health and Rewards
Retain

. Data-driven
engagement and
retention
strategies

Discovery Group data

< databricks

>200 o=,
>20TB &
>STO0OM 2z,

Holistic view of the client

9nageme®

Z
-’
Customer
management
. Fraud & security

. Pro-active servicing and
agent assist

. Credit risk management

[\3

Select and
Price

. Express Income
Verification

. Tailored product
recommendations

. Risk-based rate
pricing

>
»
—

Behaviour
change
Smart journeys
Smart and WhatsApp
Next Best Actions

Personalised
Incentives

Cross-sell

Global recognition and thought leadership

The New Paradigm for

Brought to yo

databricks | @ Discovery
:ELIS

Discovery Bank enhances client financial health
with cutting-edge Azure data and Al technology

1 = v

Microsoft Azure to do a Global Roll-out of Discovery.Al
*As a result of this being an industry first globally

'IOO/ Shared Value

O  generated per year

4 OO/ Uplift in engagement
O initiatives from NBA

4 'IO/ Uplift in engagement
O initiatives from optimizations



04 | Revolutionizing the client experience through personalisation

Driving shared value with personalised Expansion of Next Best Action framework into
client engagements | In-app Next Best Action GenAl applications | Al Agent Assistant

Discover your Bank

10:49 o
Unlock your rewards

You could earn R38,300 in rewards each year with your For increased se

Discovery Bork credic cod. your dally channel imits Clients are assigned

* Payment limit to a value between R13,000 and

by nsd s 725,000 personalised Next Best

« Real-time payment limit to a value between

13,000 and R25,000 Action nudges based on
Here's how: i i
« Complete your Vitality Health Check, find out beh aviour, prope nSIty,

your Vicality Age and activate Vitality Active Tap the More menu > Channel limits, then set your and im pa ct

Rewards. limits > tap Save.

11:17
Unlock amazing rewards every time you shop Limits that work for you
Di y Bank credit card becal o

Examples include:
r i = We've come up with recommendations for spend limits
s il s s <het il suit your spending paterns. You can easly * Product upgrades

change them yourself.
points to reach your Vitality Active Rewards money & y

o * Adding products

For increased security, we suggest you set your

Qi Wi i who 5pénd A aVeTige Gf RAD.00D'S daily limits as: ¢ Review card limits

. es betwe: 50
month on their credit card, earn rewards from: tline spending imic Geteeniit aihand

+ R.775 each year n Discovery Mies from 79,500 * Vitality Money status

. ST spe g limit we
spending with their credit card and achieving n-store spending limit between R8,200 and

<hir Vialty Active Rewards money goal. 14500 improvement
. ach year for spending at BP or Shell L ‘ .
i credie cord, Remembr,you ca Here's how * Debit order setup
% k on fuel and Uber . . . . . .
your credit card. e e U S B T . Cross-sellmg group >178K queries since inception Response ratings
;Ejl’:/y;rcyr::ywa‘cai suits you for each option > tap Save. prOdUCtS 20000 mHigh Low mModerate
0od, HealthyCare
and Vitality o baneics Recnber 18000 100%
when you activate HealthyFood, you can get up 16000 l . I I I I I I I I
0 50% back. 14000 80%
 R11,250 each year off flights. You'll earn
discoiinrs of 1in t A0% nff fizhts when uai | 12000 ;
‘ 10000 60%
\ 8000
- 0,
6000 40%
4000 20%
2000
¢ R 0%
23M  1.25M 170K NSRS R RN SRR RN
o 2 B8 3 § 5 8 & &5 ® b o 58 £ 9 € o &5 3 »
® 2 & 0z a6 8 ¢ 3 < 3 2 50 28 8 ¢ s g 2

Active NBAs Clients with at Unique NBAs
least one NBA



04 | The Future of Banking, powered by Discovery Al

3
Rich analytics and insights
Easily analyse transactions, manage
budgets, and financial trends
through a user-friendly chat
interface

L b

r Personalised A
recommendations
Get tailored advice to optimise
banking and rewards for
immediate needs and future goals

- 4

r Custom alerts and budget
reminders
Receive smart alerts for
payments, low balances,
unusual activity — to stay on top

\ of finances

%) vitality Money

eEEmeE B (4)

<

Seamless document retrieval
For easy management, instantly

access important banking through

Holiday accommodation

E Digital banking functions

Account
management

; Gl o Connect with Discovery Bankers

] chat

EEoN |

BZEE

E-)E A J

Baze

HEEE

Personalised gameboard
%?) Piscovery Miles p
=i e = Multiple ways to interact
» o i - P Use texts, voice notes, and upload
= o 10% to 30%off images or documents for quick
o+ s+ w oo MILESH )-DAY assistance

A >

1

24/7/365 human support

anytime through WhatsApp chat for
Lcontinuous, personalised support

Card
management

Account Discovery
security 21

4k Ecosystems

&

Home Health

1
&§

Fitness



04 | Discovery Al - Revolutionizing the client experience

Rich analytics
and insights

19:26 4
{52 @ Discovery Al

Insights

Here are some insights based on your
interactions with Discovery Bank:

« A transaction at Joy U Forever is
determined to be unusual for you.
Review this and other unusual
transactions by asking: What are my
recent unusual transactions?

« There were more than 90,000 oth:
clients who also flew to
Johannesburg, South Africa in the
past few months using Vitality
Travel.

« Hair and Beauty in the Health and
Personal Care category ranks 7 in
terms of your categories with the
highest spend in the past 6 months.
accounting for 3.12% of your spend.
You spent at 1 brands in this
category, with Hpy Decent Hair Art
being the brand where you spend
the most, accounting for 100.00% of
your spend.

« Shell is your top choice in the Fuel
sector, with 12 purchases in the Fuel
sector in the last 6 months. You've
spent a total of R7189.86 here in the

Analyse transactions,
check for unusual
activity, manage
budgets, and set smart
alerts for payments,
low balances

past year. @
« As of 2025-06-24, the top local

destinations for flights booked

throuah Vitalitv Travel over the last

+ 0 @ 9

Personalised
recommendations

19:25

{51 @ Discovery Al

Recommendations 4

Hang on, it's my mission to find what
you want! s,

Here are some recommendations to
help you optimise your Discovery
products and financial health:

Optimising Product & Rewards:
Investigate whether you could
benefit from activating a physical or
virtual multi-currency card. You can
ask: "l have previously had a multi-
currency card, but | no longer do,
what can these be used for?"

Enhance Security & Convenience:
Review unusual transactions, such
as the one at Joy U Forever. You can
ask: "What are my recent unusual
transactions?"

Enhance Security & Convenience:
Explore the smart search
functionality. You can ask: "I made a
large transaction at Airbnb. What is
Smart search, and how can it assist
me?"

Manage Savings: Consider whether @
you could benefit from a Discovery
Fixed Deposit Account. You can ask:

+ C ® 9

Tailored advice to
optimise banking
and rewards for
immediate needs
and future goals

Seamless document
retrieval

19:24

¢ 51 @ Discovery Al

Statements

Let's get the documents for you.
Please pick what you want:

Statements

Pick account

Pick the account that you want
statements for.

Discovery Al
Pick account
Pick the account that y

Transaction Account

Pick which statements you want:

tatements for.

For easy

management,
instantly access
important banking
through chat

19:25

< 51 @ Discovery Al

Qual é o meu produto no Discovery
health

I'm getting the scoop for you

Based on the provided data, you have
the following health products with
Discovery Health:

- Discovery Health Medical Scheme
« Classic Priority

These products are part of your health
insurance portfolio.

What are some unusual transactions
for my account

Just a minute; I'm on a knowledge
quest

Here are some unusual transactions for
your account:

« Discovery Credit Card Account
ending 60:

- 15 May 2025: R921.56 at various
food and drink outlets (Eating Out and
ELCON

- 14 June 2025: R364.00 at
Playtomic (Sport and Fitness).

- 10 May 2025: R338.80 at Father

Anbbnn (T TR L e

Use texts, voice notes, upload images or documents and
interact in multiple languages

Multiple ways to interact

19:25

Discovery Al
s @ Dy

How do | get this with discovery

| see you've sent me some media! I'll
need a little bit to get this just right. -

Calling up your data; please wait a sec

Hang tight! We're just verifying the
answer. ®

To get a smartwatch through
Discovery, follow these steps:

1. Activate the Apple Watch Benefit:

- Log in to the Discovery website.

- Select Vitality.

- Choose "Track your workouts with a
fitness device" under "Get active."

- Seroll down to Devices and select

@

19:25

< 51 @ Discovery Al

Our system's on it! Just a few more
moments because media takes a tad
longer. 57

I'm digging deep to fetch the data

Almost there, just making sure the
answer is perfect. %

. B

Your answer also in text

Based on the data provided, your total
spend on your card from 1 May 2025 to
22 June 2025 is R21,774.59. All of this
spend was made using your Apple
Wallet.

« Total spend: R21,774.59
« Spend using Apple Wallet:
R21,774.59

Therefore, 100% of your spend during
this period was on your digital wallet.

Similar clients also asked:

1 What nattarn ran he nheerved in the

©

C @ ¢




Discovery Bank as the operating system for the Discovery Group

Primary interface 01
for Discovery clients

Health Portfolio

Classic Comprehensive

Invest Portfolio

Discovery policy details
Y Pty 00.00

Discovery Portfolio

Plan details As at 17 Sep 2024 09:41
Balances
Life Portfolio
Rewards Onaplan
R 20,000,000.00
R 6,500.00
NextPaysack
cene

150117 5ep 2024 0941

Vitality Programme  Vitality status

. Pension Portfolio
Key Viealiky metric oints = R 145,000.00

[

50017 5ep 2024 09:41

Insure Portfolio

Group Life Portfolio

R 2,500,000.00

R19,000.00

Unique
ecosystems

02

Accounts

Vitality Money Diamond status >

Rewards

Vitality Active Rewards

= 2
J‘ Instant Rewards
00 1
)
50 plays
- - i
Travel Home Health Fitness

Bancassurance
capability

o a2 Prds
e 4
¥ i
ol A
>%
S
Pt@asie dBote 0Bt

03

Data and
personalisation

Enriched indices

Demographics
and archives

Spend, payments
and transactions

Digital engagement

Banking behaviour,
credit and bureau

Vitality Money, Vitality
Health and Rewards

P A Ay Ay Ay g

Discovery Group data

< databricks

/]
o/




Vitality. Al

»:— ‘ Discovery

Q Completea
Getyour HbA1c Vitality Health 10,000 steps
tested Check 3x this week

By 08 July By 08 July By 12 July

o PRl

PARTNER NETWORK BEHAVIOUR INCENTIVES ~ REWARD STRUCTURE PERSONALISED COMMUNICATION

Hyperbofie decounting Viatity poinis

© Propensity W=  AHabit Ranks the top 3

Next Best Actions

Liav ¢
ALISNIAOHA X 3NTVA

Heslthy  Meskthy Exercise

MEMBER HABITS HEALTHSPAN SICK YEARS



The patient need for precision and
personalisation has finally converged with the
data and technology required to achieve it

Source: Adapted from quote by David Furman (PhD), Stanford Medicine



Vitality.Al builds on the innovations in the programme over several O
significant phases

Evolution of shared value 2025 - Onwards
Vitality Integrated Products Vitality.Al
Profound correlation between lifestyle behaviour and mortality and morbidity outcomes Convergence of vast data, assets, advances in the

science of shared-value and personalised digital

Platinurm @ Life insurance claims by Vitality Status experience into a single engine for personalised,
I precise shared value
Gold Market 1 Market 2 Market 3 corran

7®\  Economicvalue= £y Market
e 8 f(Claims, Premiums, Persistency) & configuration

. Silver

35% ﬂ-ss%* F
:l, I 18% B Y 0%
I N

l I Value drivers
AR = | |

Il nonvitaity [l Bronze | Siver | Golad Platinum
Member

experience

Active Rewards
Catalyst for sustained engagement and improvements in physical activity

Incentivised

N 7Y
A N

Engagement
Increase in physical . —’ o - S L T e
activity engagement BE_ L . e New e actore
amongst Vitality go¢
members §§ $ D TNiok HEALTHSPAN SICK YEARS
>5 R ynamic ris|
/ S S S &5 & assessment
~ ~ & N
Years
Proprietary
Data

Personalised Digital Engagement
Weekly Lifestyle Goals, Healthy Futures and Next Best Action bring about broad-based
behaviour change

Largest dataset combining clinical,
lifestyle and behavioural data

pa

Choosea ifestyle goal

Effect of personalised recommmendations on health engagement

2019-2024 Data linking behavioural data and
Active Healthy Food Mindfulness Gym Partner causal impact on mortality and
Rewards Activations Registrations Activations morbidity risk.

=0 i I f dat Interaction data identifying the
+ million lite years of data | causal impact of personalisation on
+17% +23% +15% +17% Longitudinal from 2008 - 2024 be?haviou?al change

Relative to those not receiving personalised recommendations



By hyper-personalising risk, communication and reward we can
dramatically change lives at scale

The
1 recommended

action

to understand risk
accurately at an
individual level, to
recommend
personalised health
and wellness
actions that will
have the biggest
impact on longevity
and healthcare
costs

The
communication

to ensure each
message has the
highest chance of
engaging every
individual and
driving any desired
action

The
reward

to ensure behaviour
is changed through
compelling
incentives, where
the reward is
equivalent to the
value created from
changing the
behaviour

® 9 @

Complete a
Get your HbA1c Vitality Health 10,000 steps
Check 3x this week

By 08 July

rsin

Incentivised
engagement

Al
recommender

Dynamic risk
assessment

Data



INTRODUCING

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.

D) M
Completea
Getyour HbA1c Vitality Health
Check

By 08 July

sssss

3x this weel

@

10,000 steps
k

By 12 July

i

2 £ Ranksthetop3
.®  NextBest Actions

§ testhy  eowhy Erercie
£ scenl Lo

Incentivised
engagement

Al
recommender

Dynamic risk

HEALTHSPAN SICK YEARS
) assessment
Data
ACUTE &
SEVERE
X Prevention & | [ Diagnosis & 1 & oOngoing | ¥ Hospitalisation/
: wellness 1 reversal 1 treatment 1 Emergency care
.Cllent ! ! ! gency
Impact: _ Early : _ Specialists & : ~ Chronic disease : . Short-term
7" detection 1 @ prescriptions 1 e management 1 medication
I 1 1
Insurer Increased Lower Improved Greater
impact: engagement > healthcare > Insurance > growth and
pact: for all client costs result retention



Proprietary Data Layer

Mutli-dimensional longitudinal data, customer preferences and
habits and linking it to a causal impact on mortality and
morbidity of every interaction

Incentivised
engagement

c‘ PARTNER NETWORK BEHAVIOUR INCENTIVES REWARD STRUCTURE PERSONALISED COMMUNICATION
(e

® -

o Propensity =) A Habit Ranks the top 3

Next Best Actions

Al
recommender

<
3
2
=
:
3
3
:
3

Healthy  Healthy Exercise
actions  actions

Dynamic risk
assessment




Discovery’s unique data is at the core of personalisation

Multi-dimensional data

Quantity and quality of data

Data linking behaviour and
causal impact

Risk .
Diagnoses&  predictions ~ Heafth

Diagnosess. records Duration Vitality Status  Age
Pathology & Transactions (o) (to)
I :
raceiey Duration on .
Episodesof Property Vitality .
care v ownership . d
S\ | y Additional data aScale i \
Incentive Savings PA Points per Week L
utilizatio \
habits RN Y ¥ / (to) gm \ AA
P o ‘
Response Clinical Retirement N\ \ > Death (t,)
orewards ~ < savings . — (Outcome)
A Financial Total Claims —
Incentive < (to) . | )
partner Debt ) N \__ _— L
e : "I O
Incentives Velocity ® Data coverage A )
" . RUB - \
hae Mortality & healthcare Audited mortality ) N >y
utilisation 0/ ‘ — {
A A \
Chronicity > < Healthcare \
- claims & quality J Socio- )
¥ | Demographic Leve Captured economic N\
r score .
Gender 4 Population
A A segmentation =g National Health and Nutrition Examination Survey (NHANES) == Framingham Heart Study (FHS) (to) -
/ y =@ UK biobank e Multi-Ethnic Study of Atherosclerosis (MESA) > N
A < Hospitalizations =g National Epidemiologic Survey on Alcohol and Related Conditions Kaiser Permanente Research Program on Genes . .
Famiy | =t The Health and Retirement Study (HRS) o= The European Social Survey —
status \ ol AN * g The Million Veteren program === The Human Genome Project Chronic ———\
—=#= Global burden of disease study et GDELT i ivi
Location Exercised === The Health Professionals Follow-up study === Behavioral Risk Factor Surveillance System (BRFSS) Count Physical activity
[ Device data == Copenhagen City Heart Study @=Qm= Discovery (to) points (t;)

Socio-economic

o HealthyFoods
status

Travel Vitality
Smoking age
status

Device data | 1.1bn events

Vitality engagement | 26.5m life-years
Demographic | 60m life-years

Health utilisation | 60m life-years
Conditions | 24m life-years

Incentives | $250m rewards a year
Non-health | Driving and financial behaviour

= Cancer Genome atlas y
e=e= National Longitudinal Study of Adolescent to Adult Health (Add Health) == Youth Risk Behavior Surveillance System (YRBSS)
- China Health and Nutrition Survey (CHNS)

The European Health Interview Survey

* The Longitudinal Study of Aging

Longitudinal from 2008 until 2024
All sources of data verifiable
Data updated in real-time

Collected at individual level

(Treatment)

Physical activity has a significant impact
on mortality and healthcare costs

Mortality | up to 58% reduction

Healthcare costs | up to 29% reduction



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

Incentivised PARTNER NETWORK

BEHAVIOUR INCENTIVES REWARD STRUCTURE PERSONALISED COMMUNICATION
engagement

i A Habit
Al )
recommender

MEMBER HABITS HEALTHSPAN SICK YEARS

' MORTALITY CURVES
Nl

Data

TN [ TP Demograptics
60m 1bn e, e

{7 Underwriting data

BB Nutiton data
BY Mental wellbeing data
Life years Device

@ Vitality weliness data
ofdata events

[E‘ Claime data

(T} Devices + physical actwity data Ebcrni:al data repository




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

Claims

\"41£:1114%
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 Good

Vitality's
Habit index

~N

LIFESPAN

SICK YEARS

HEALTHSPAN
Effective years in
perfect health Risk 1

MORTALITY

CURVES Risk  Risk

3 5
Risk Risk
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



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

|ncentiVised PARTNER NETWORK BEHAVIOUR INCENTIVES
[M Hypertoie icouns
engagement @ 180+ 3 o
Pt £ Lo aversion
partners - -

3 over optimism

Value ° Propensity mmp A Habit Ranksthetop3

Next Best Actions

ooooo

LIgvH

ALISNIAOUd X INTVA

actions  actions

Dynamic risk MEMBER HABITS c HEALTHSPAN S i
assessment
MORTALITY CURVES
i\l [o% 4P Demograptics T Nuviton data
Data 60m 1bn =o. \ = {7 Underwriting data BY Mental wellbeing data

@ Vitality wellness data B ctsirme dota

Life years Device eIt .
R T o @. Devices + physical actiity data Ebcrni:al data repository



Use value, propensity and habit to target risk factors that really
count, in a way that resonates with individuals

VALUE

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

Age
(t-4)

Vitality
status (t_,)

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

experience

(t-4)

Clinical
features

(t-4) NBA

completion (t,)
Treatment

PROPENSITY

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

Demographics

(to)

Chronic conditions

(to)

Claims experience
(E-copeens E-1, £o)

Clinical features

(to)

NBA completions
(t—coyeens £-1 to)

Y

Propensity to
complete NBA
(t4)

HABIT

Index to quantify and classify a customer's
consistency of completing an NBA and
used to help encourage members to
establish a strong habit

A
At least 3
ohysical Weak Good
activity days
per week
_ Moderate
Lessthan 2
physical
activity days
per week
v
< »
< >
Highly unpredictable Highly predictable
(unlikely to continue (likely to continue

the habit) the habit)



Incentivised engagement

Drive behaviour change through actuarially-matched, compelling incentives,
communicated in a personalised way
Manifests as two rings, with personalised next best actions on how to close rings

c‘ PARTNER NETWORK BEHAVIOUR INCENTIVES REWARD STRUCTURE PERSONALISED COMMUNICATION

e ' Hyperix decounting Vitality point Per: al d e aging
sl B & e e

i Prereced cramess uiksed

Value 0 Propensity =) A Habit 5 Ranks the top 3
Al Next Best Actions

recommender

MEMBER HABITS 1 HEALTHSPAN SICK YEARS
Dynamic risk -
assessment
MORTALITY CURVES
ﬁ Demographics B Nuivon daws
Data

U1 Underwriting data BY Mental wellbeing data

@ Vitality wellness data B csires coa

[} Devices s pysical actiy iata |- Chrscal clata reposiony




Strong evidence of PHP potential to drive positive behavioral and
lower long-term health costs

‘ PERSONALISED MORTALITY PREMIUM
CURVES ARCHETYPES

—
e
S—

—
i
I
i

| cicncie mwmw  mow o
Hyperbolic Program Personalized
dacounting paners 18] messaging
Dynamic @ Fos (& ey

LR « B R

5 Loss avers Discovery
X tommemn ) DR (@) et e

Vane 5 Ranks Next
° 5 2 Best Actions

N e 00O
Propensity 3
EH

° ‘ Z  Healthy Money Drive

- G acton acton acton
3

L 4 Habit &: £

r ey 0) savin ‘c ing profie
® reuarce .c;»«»iu)ns-—
/ | o
. ©) retiement LI

L @ Propeny

Trrcactonspend (0} Device - shycica
0 scty cod

B o & ceoocaton data [ Claims cta

edt bweau dsta (3] Nutriton data

4} Demographics

) Underwriting
Y data

PHP activation and engagement statistics as at 27 February 2025

& Personal Health Pathway

Z/
&)

Go for prostate
Complete Mental Wellbeing screening Walk 4,500 steps
Assessment 4 times this week
By 31 January By 31 January By 31 January

& Discovery Miles 0 2,500
¥ Discovery Miles D 2,500

¥ Personal Heath Fund  RS00
S rnaK : & Personal Heath Fund ~ R500

¥ Life PayBack

AVAILABLE ACROSS MULTIPLE PLATFORMS

@ @ Heati

Clinical habits ROI

@ R1.00 : R2.50

For every R1 spent on funding clinical habit formation, R2.50
benefit in morbidity improvements

Physical activity habits ROI

& R1.00 : R3.90

¥ o

For every R1 spent on funding physical activity habit
formation, R3.90 benefit in morbidity improvements

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

Diabetes Hypertension
100% 100%
2 0% 2 8o%
> >
8 g
o 60% o 60%
[o)] (o))
3 3
g 40% 25% of customers g 40% 25% of customers
o complete NBA > o complete NBA >
& 20% 53% of potential o 20% 58% of potential
saving saving
0% 0%
0% 25% 50% 75% 0% 25% 51% 76%
Percentage completing NBA Percentage completing NBA
. . THE LONDON SCHOOL
In partnership with lSE or ECONOMICS anp
POLITICAL SCIENCE ®



Personal Health Pathways: making members healthier

Go-live
1Jan 2025

HealthID go-live

Evolve go-live

Adviser 360 Go-
live nudges

Outbound call
center go-live

Employer Zone
go-live

As at 23 June 2025

JANUARY

1Jan

Health app go-live

PHF mailer

FEBRUARY

Invite emailer to all
DHMS not activated

members

Weekly targeted social
media campaign

FEBRUARY

S

WhatsApp activation
campaign

Push notification

PERSONAL

HeALTh

PaTHwars g
B

heaith
actions
and rings,

’
’

Digital advertising
Geo-targeted stores
mailer

APRIL

DHMS
newsletter

Pt

WhatsApp A/B
testing

WHO socials
competition

Flu vac
campaign

mmmmmmmmmmm

I I I S B

an2025 EE—

5o

2075 m—

449 g4 a3
fEEReaRERES
2
sp3pleBard8gs
BAY O oo 0D g

2005 me—
25 e—

225 m—

Feb
Feb
Feb

24

26
28

Daily activations

.I 0.5% Of all eligible members have activated

Activations

288K

Activated lives

NBA Completions

35%

of all Health NBA
completions are from
non-engagers

Habits

64%

of all members who
have no habit of
exercising

Rewards

56%

of activated members

\ who have earned a reward

67.3%

of activated lives are
chronic members

66%

of all NBA completions
are from chronic
members

Communication

10X

Initial impact of
personalised comms on
Whatsapp rollout

R18M

Value of rewards earned
for health actions




-,

Global coordination of data science and Al delivery | Data science &
technology platform

Data Science teams [ %US } [ == UK ] { @VN J [ '):-SA* ]

Personalised Foundational NBA Models V \/
actions

=
. . . . . *
Clinical Priority Actions T T =
g == --‘
@ Clinical Journeys for Chronic Members V =t o
. =1 ~0-
Personalised Step Thresholds =% =
Bt -
=1

R R R R R

. = -

O Personalised Sleep Journeys =t e oot

. s _1e . = i -

Dynamic Vitality Age for Habits =i = )
e T - - ) -

Personalised Rewards = = o

. . . =1 i -

Personalised Communications =i = T

. - *
A/B Testing Framework v/ =i v/

Further work under development:
Engagement and journey modelling
Outbound call optimisation & Optimal communication management
Heart rate and VO2max NBAs
Provider habits
Service NBAs

- .
V In production . Build Adopt Out of scope currently due to

*Includes DS Lab and Vitality SA teams e.g., regulatory constraints



Vitality.Al as the platform for Discovery’s Generative Al rollout

-------- ,— Care assistant / \
& \“\ P gt gt Health coach . Lo .
¢4 * Built on 60+ million life
I Xssistant e o uo longftuginal '\ . .
i -~ Y years <_3f clinical, lifestyle, and
ey . \ behavioural data
\ \
\ \
A 1 2 - . . _
: DISCOVQF lt « Live gnd evqlvmg quels
N retrain continuously with
every member interaction
Silent IVR oo Writing assistant * Integrates customer
Sl D T i Cogmberwingg context, Discovery risk
s T e vectors, and Vitality product
| X ' y P
\ CRM and VA Best | i i
e e | intelligence
« Powers Discovery's
i s groupwide GenAl rollout
» Exportable for accelerating
— hyper-personalisation at
Comms optimisation
engine N group level
Bersonalise nudges using dient's
et : « Enables hyper-personalised,
| g P < defogtons shared-value insurance at
“\ Action ,’/ BEEEN Joint sentiment and global scale
- topic modelling
o= N\ J




W, Adviser 360

9:— ‘ Discovery

MARKETING AND DISTRIBUTION

® Connect

© Connect

ualit ;
Quality Conservations

Assurance

Digital
marketing
and digital lead, management

) Servicing and
Cross-selling

Sales Call cEmre
Operations

generation
Deploy world- Maximise Cultivation of a Support to Responsible for  Welcome-calls, Retention
class digital click-to-lead lead until clients through on-going trigger-based efforts for
marketingand  conversion via  successful sale pre-sale monitoring next-best- clients with
onlinesales  online quoting underwriting (DPMO) product nudges missed
techniques Jjourneys and for every sales and payments and
driving third agent every anniversary request-
party lead month servicing cancellations

partnerships

Underpinned by Data Science and MIS

Optimisation of lead generation spend, lead-to-sale conversion and lifetime-value maximization for every cohort of clients

¢
V) Adviser 360




End-to-end D2C capability powered by industry-leading

technology / analytics

» Data-science-driven lead
Performance generation investment, deployed

Marketing across digital and traditional media
platforms — optimising for client
lifetime value

» Positioned to serve the fast-
growing digital-first consumer
with market-leading 60-second
quoting and policy activation
journeys

* Seamless transition to expert
call-center agents where necessary

» Strong revenue and in-force policy
growth reflecting the quality of
In-force new business generated

client base » Accelerated growth post-COVIDI9,
approaching 1.5million policy-lives

Leads generation spend p.a. (Rm) Hot leads generated p.a. ('000)
~400 mBank m FlexiCare
Q » B Health M Insure
uLife m Vitality ~1400

[(¢] o> [e0] (9] o ~ N M N n [(¢] o~ [e0) [@)] o ~ N M N
5 ~ (; N N ~ N N NN
A A AR A A
Average age (indexed) Average API (% of broker) FY24 DCDS and Digital % of
1 003 100% 91% overall DSY sales count
Health [N .. so% OF
1 0.87
100% 81%
Insure 45%
LI — L
! 0.85 100% .
. (]
Life SN I [ [
Broker Connect Broker Connect

Health Life Insure Vitality Bank

Discovery Connect revenue p.a.

-

lllllll o

woer o2 QF NN Y
FYI8 FYI9 FY20 FY21 FY22 FY23 FY24 22332333333 °3



Discovery Connect Distribution Services (DCDS) Operating Model

Stand-alone broker-like model with
oNn-going commission income earned

Digital
marketing Leads Sales Call Centre Policy (o]VE1[14Y; Servicing and

and digital lead management Operations Administration Assurance Cross-selling SR

All Discovery Connect expenses are .
generatlon

carried by stand-alone DCDS entity. DCDS
carries the acquisition cost strain and

lapse risk for entire life of policy Deploy world- Maximise Cultivation of a Support to Responsible for  Welcome-calls, Retention
class digital click-to-lead lead until clients through on-going trigger-based efforts for
marketing and conversion via successful sale pre-sale monitoring next-best- clients with
online sales online quoting underwriting (DPMQO) product nudges missed
Full transparency for DCDS's cost and techniques journeys and for every sales and payments and
revenue generation efficiency; significant driving third agent every anniversary request-

party lead month servicing cancellations

partnerships

incentive to perform best-in-class

The operating model allows for infinite
scalability (up to the sustainable marginal
cost per lead point)

Underpinned by Data Science and MIS

Optimisation of lead generation spend, lead-to-sale conversion and lifetime-value maximization for every cohort of clients

DCDS operates alongside brokers,
leveraging the same product set and
pricing, with the aim to continually refine
and “future-proof” our digital and call-
centre-led D2C distribution capabilities



The D2C client acquisition lifecycle

. . . . Policy administration . .

Upper funnel Lead generation Digital and agent- Sale submitted teB;m confirms Cross-sell campaigns Retentions and

marketing spend spend enerated quote by agent . L. teams servicin
9 Sp P 9 9 y ag activation g
Above the line brand >R400m of direct Online journeys with DC sells the same Complex health and life Activated cases High-lapse-risk cases

and sponsorship spend leads generation transparent pricing product set as brokers. cases require additional generate propensity- receive welcome calls
to drive awareness and spend p.a. optimized make us attractive in Sales completed via DC- steps (underwriting, based welcome-calls ahead of the first debit

consideration for lead acquisition market. Agents call specific sales portal AML checks, etc.) by and Whatsapp/email order. Cancellation

based on client lifetime clients to refine quotes back-office team to target groups for next requests and missed-
value for 1.4m+ leads p.qa. complete a sale best product offers payment cases are

worked by specialists I

3 \ Health Digital """ CHANNEL/CAMPAIGN s B s @ RSN Dste
CU:I:TI::I:“\D‘I:TA aWS @ Data Cloud Performance a L AL - o6 2025-06-22
N Google Cloud

o’

i 7’ Last Day vs Same Day Previous Week
CAMPAIGN -I SPEND IMPRESSIONS CLICks Avg CTR
el . o . .
DESIGN u Flexitive @ genially <D SEMRUSH 9 COpIIOt m Writesonic

Last 7 Days vs 7 Days Prior
ADVERTISING ORGANIC SOC! EMAIL, WHATSAPP, PUSH

LUNnie SPEND IMPRESSIONS CLICKS
CAMPAIGN

4 . b= o Avg CPM
DELIVERY e &) Daa e Meta multibrain %m yrketing cloud event
@ ',\ GPTMYZR 'DataEQ

wessre @Drenne bitly (@) feefo™” wes s AN ———

N | (p::“o(gg‘le“d oy, l#’ datahaSh OP M Meridian




Digital marketing campaigns drive prospective clients to our
Quote-in-60-Seconds tools

© Discovery

Health Medical Scheme

Because .
“iVos

happens

Get access to 24/7 Emergency Assist, e
when you join Discovery Health Medical Scheme. R \N

i U & BECOME A MEMBER
d el schemeregraion s 1 writing rues ar % C's apply IN MINUTES

1cal Scheme

@Dl%govery Peas b o R i GOweT & Discovery

Because
“Tsan

i a

! Because

Because fwe're gonna 80 fasterty happens y

{need an extra , ‘ happens yBecause / 4.
bedroom” happens DU . sma?;;‘,:;*;g;'“‘"" v iy BV ot s, itk | usaaT0 be" & ‘

, : Your nose” happenss ¥ benefits from PR, happens ; / £

Join Discovery Health Medical 7 Access the Sports Injury Benefit on

Scheme for unmatched Get expectional maternity befiefits R 1 J 3 5 0 p m the Classic Smart Plan

maternity benefits

@l)iscovcry

L

& Discovery 2 Discovery

Health Medical Scheme

The most affordable medical aid plan
: p owe ri ng for you.ng individuals. Introcpcing the Active Smart Plan

from Discovery Health Medical Scheme.
QuE , 3500
) Prioritising mental : '

PERSONAL From

HEALTH : -
Complete PATHWAY 3 -
vour a month,
with the

Essential

wellness together,

® - y  Dynamic
=) = Al Smart Plan




C 2% discovery.coza/medical-aid/get-a-medical-aid-quote/

@ Discovery INDIVIDUAL BUSINESS ONLINE BANKING (%) REGISTER (3)

MEDICAL AID MORE HEALTH COVER LIFE INSURANCE INVESTMENTS AR AND HOME INSURANCE VITALITY I h e H e a It h

Join SA's most trusted medical

aid in minutes QUOte-in-GO-SeCOndS

Fill in some quick details to join now or get a comparative quote. You

::T‘::;Sro call us on 0860 000 628 or speak to your financial . t o o I g e n e r a te s
wuo(e in 60 seconds - ()
s : >25,000 unique

prospective
clients monthly

Health Medical Scheme

GET STARTED

C 25 discovery.coza/medical-aid/get-a-quote-alt?appName=health&ishowCallMeBack=false&children=08thost=https://wcm discsrv.co.zadadults=18&healthPath=healthSixtySeconds

Get a medical aid quote in 60 seconds

It is an approved robo-advice

tool with granular health plan | . |
recommendations

Core

R1,350 pm R2,507 pm R2,822 pm
The nearest Smart network hospital The nearest Delta network hospital in The nearest Smart network hospital
inyour area is your area is in your area is
Mediclinic Morningside Mediclinic Morningside Mediclinic Morningside
o [ ) " fi
C I e n ts a ve t e o p t I o n to Limited day-to-day benefits @ No day-to-day benefits @ Limited day-to-day benefits @
VIEW PLAN BENEFITS VIEW PLAN BENEFITS VIEW PLAN BENEFITS

SPEAKTO AN AGENT ‘ SPEAK T0 AN AGENT | | SPEAK TO AN AGENT |

activate online within minutes

~_ @@/

or to Speak to an agent ‘GetVitaIityfreeforthreemonths!




We use TransUnion data to predict LTV, optimising VBB for higher-
quality, high-value lead generation

__________________________________________________________________________________________________

>

: P s ROAS/VBB,
; ; ; = Max Conv.
- ©Discovery Google > -
! y P Ad = Target CPA,
| @ S 2 Max Conv.
i Lo "'5
© §
Send leads as “purchase : %
avents” to GA4 using a : Conversions (leads) P . |
g i W|th predicted LTV ; i Broad Leve| Of Targeting NarrOW

measurement protocol payload

Predict LTV based on lead and - o > I - I
client demographic info @ B @ B @ B
« Conversion probability Value Value $100 Value $300 Value $500
* Persistency ; modeling _ I [ :
 Profitability to Scheme : C‘;’i“;’g{:g" Bid $10 Bid $10 Bid $10
TransUnion client variables are Vil L L L
incorporated in the VBB bidding Bid$s & Bid $10 Bid$15 4

models daily

P , Paying more for higher (prospecting)
All Health leads - : LTV clients and paying less for lower
' (prospecting) LTV clients

Source from the Leads
Management System




- 01

Al generated search results will
fundamentally shift lead acquisition
dynamics

- 03

Personalised and streamlined financial
advice and sales tools for advisers

Deep-dives
provided

contextualised sales scripts generated

Highly personalised and

for each lead, leveraging LLMs to
enrich client data, overlay products
and benefit engagement data

| Y,

04 -

100% QA and lead-to-sale monitoring




01 Al generated search results will fundamentally shift lead
acquisition dynamics

There is a shift from traditional
to Al-driven SEO

High quality digital content (broader than content created by the advertiser) will be
critical for success in Al driven lead generation

63% of marketers are

shifting content strategies to
Al-driven SEO

46% of users trust

Al answers when sources
are cited

65% of creators now
write FAQs to target
Al Overviews

Source: Google Ads & Commerce Report 2025

21:43 N\
& google.com

medical aids in south africa

Al Images News Shopping Shortvideos \i

Prices List of Top 10 Compare Cheap
Results for South Africa - Choose area

Sponsored

Discovery
https: overy.co.za » medical-aid » quote

Smart Plan from R1,565pm

Discovery Medical Aid — Find the best
health plan for your little ones, ensuring
complete care and coverage. Get an
annual dental check-up for just R180

) \
co-pay. Affordable dental care. ,

Our Medical Aid Plans
Choose from 22 Health Plans
Hospital Plans

In-Hospital Cover from R1,565

« + ©

google.com

Google

is medical aid worth the price

All  Images News Shopping Short videos

<4 Al Overview @)9 +13

Whether or not medical aid is worth the
price depends on individual circumstances,
but generally, it provides peace of mind and
access to private healthcare, which can be
crucial in emergencies or for managing
chronic conditions. For those with existing
health issues or who anticipate needing
frequent medical care, medical aid can be a
worthwhile investment. However, younger,
healthier individuals might find that a
hospital plan or even medical insurance
offers sufficient coverage at a lower

cost. @

Factors to consider when deciding if
medical aid is worth the cost:

Age and Health:
Younger, healthier individuals may not need the
~comprehensive coverage of a full medical aid
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Benefits of Medical Aid:

Access to Private Healthcare:

Medical aid provides access to private hospitals,
doctors, and specialists, often with shorter
waiting times compared to the public healthcare
system. @

Coverage for Major Medical Expenses:
Medical aid can cover the costs of hospital
stays, surgery, and other major medical
procedures, which can be financially devastating
if you have to pay out-of-pocket. @

Coverage for Chronic Conditions:

Many medical aid plans offer coverage for
chronic conditions, which can be essential for
managing ongoing health issues. ¢

Peace of Mind:

Knowing that you have access to quality
healthcare and financial protection in case of
illness or injury can provide peace of mind. @

Potential Downsides of Medical Aid:

Cost:

Medical aid can be expensive, and the premiums
may be a significant financial burden,
particularly for those on a tight budget. @

~ Potential for Co-payments:

Some medical aid plans may require co-
payments for certain services, which can add to

the overall cost. @




02 Highly personalised and contextualised sales scripts are
generated for each lead, leveraging LLMs to enrich client data,
overlay products and benefit engagement data
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Discovery VVitaIity Discovery

DISCOVERY HEALTH VITALITY DISCOVERY LIFE

PLAN: SMART STATUS: DIAMOND PLAN: CLASSIC

‘/Vitality Google

VITALITY POINTS: 1625 fﬁéigs?ang;ifed the Discovery Insure webpage 6 times in
ACTIVE GOALS ACHIEVED: 44

"Great to hear you're interested in Discovery Bank!

Discovery * Up to 50% back on healthier meal choices!" &
* Fully fund your next Apple Watch by achieving your weekly

DISCOVERY BANK goals. 8
PLATINUM SUITE * Get up to 50% back on your healthier meal choices when dining in
or dining out.”

.

%% @ Discovery Miles Spend Discount
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Checkers y *
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POST-SALE

“Sarah, boost your rewards by adding the Discovery
Insure Essential Plan to your existing cover.
With a qualifying Discovery Bank account, your

Discovery Miles discount increases from 5% to up to 10%
NEXT BEST DISCOVERY INSURE — and up to 20% on Miles B-Day.
NUDGE PLAN: ESSENTIAL Vitality Drive rewards safe driving with up to 50% back

on fuel and Gautrain spend—smart savings across
Discovery.”




02 Asingle service platform at an
adviser’s fingertips for swifter
and smarter sales

Adviser 360 is our virtual sales platform that provides an
integrated and centralised sales experience across Discovery
Health, Discovery Life, Discovery Insure, Discovery Invest and -
Vitality. Discovery’'s composite data assets intelligently enable 'HH H" | H'. 'H ,
seamless and holistic financial planning. | .’ ‘l | ’ |

|

CLIENT RELATIONSHIP MANAGEMENT >
B 0 s s DR R A R RN

ADVISER INSIGHTS »

 Pre-populated data, enabling automated inputs and analysis. L e e O R e |
FINANCIAL NEEDS ANALYSIS

T AR

Seamless end-to-end journey

* Integrated Client 360 platform, Financial Needs Analysis
and online quoting submission process.

Enabling powerful individual and collective financial
planning and insights

+ Powerful tools including an intuitive quoting experience,
enhanced Financial Needs Analysis and Adviser Insights.

* Enhanced and guided user journey, including simplified
and visual outputs Client360

46



03 Adviser 360 | Data, analytics and technology underpinning the
advice journey

Data and insights Leads Marketing Advice

| trust you're doing well. I'm
thrilled to introduce you to the
Discovery Life 3.0 plan, a
true revolution in financial
security.

In the coming days, I'll be in
touch personally to explore
how this groundbreaking plan
can be tailored to your
specific needs.

Continuously up-to-date view of Hyperpersonalised insights and Analysis of effects of risks on the
L the client and experience L campaigns L client across needs and goals




Discovery South Africa - digital focus

»:—Discovery
I i IS T = TN TODAY

Digital-first Bank Operating System

powered by Discovery.Al, unifying
'I customer, product and banking

—® information, to personalise banking

] —] = L experiences and democratise expert

service and capabilities

Digital-first full- DB ‘
service model oS Discovery.Al ——

Vitality.Al, Discovery's Al platform

2 delivering hyper-personalised healthcare
at scale, through the convergence of big
data and Al, future fitting Discovery’s
GenAl rollout

VAdviserm MARKETING AND DISTRIBUTION

/i R ———— < End-to-end digital D2C capability powered

by industry-leading technology and

3 analytics through Discovery Connect,
future proofing our distribution capabilities
to adapt with customer preferences

DATA AND TECHNOLOGY

J/




