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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 reviewed or reported on by the Group’s auditors.
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Discovery Group FY25 performance overview

Normalised 
profit

+29%
to R15 210m

New 
business1 

-2%
to R26 486m

Headline 
earnings

+30%
to R9 625m

Normalised 
headline earnings

+30%
to R9 781m

1 Excluding discontinued products

Non-insurance 
income

+12%
to R6 643m

excl. Sasolmed
+8%



4

Strong FY25 performance

Strong normalised profit growth

IFRS 17
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Increased confidence in achieving annual and five-year 
CAGR ambition

Forward looking information on this slide is for illustration and has not been reviewed or reported on by the auditors and reflects the average expected over the time frame 

Operating 
profit corridor
(Applying CAGR 
target to FY24 profit)

12.5%

17.5%

 0

5 000

10 000

15 000

20 000

25 000

2023 2024 2025 2026 2029

Within 
range

Strong performance in the first year of delivery has increased 
confidence in achieving this ambition over the period
The continued resilience and growth in Q1FY26 increases 
confidence of delivering within profit corridor for FY26.

Cash 
conversion 
ratio 

Normalised 
profit growth

Ambition

12.5%-17.5%
CAGR

60%-70%
Cash conversion 
ratio (Group)

22%
FY25

>75%
FY25

FY25

>RF+8%
Life and Invest new business IRR

c10%
Insure margin

R400m Bank operating profit growth p.a.

R3bn Bank FY29 profit ambition

Discovery Life and Invest

Discovery Bank

Discovery Insure

Discovery SA growth ambitions
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Strategic value drivers across Discovery SA businesses
LO

W
M
E
D
IU
M

H
IG
H

SUSTAINING GROWTH INSURGENCY

M
A
TE

R
IA
LI
TY

IMPACT

Maintaining relevance and 
innovating to maximise the shared-

value insurance value chain

Targeting new segments of clients 
and new markets to create new 

pockets of growth

Creating new markets and 
delivering breakthrough products

Strong franchise built on a combination of brand and 
distribution assets

1

2

3

Every business #1 in its market — product innovation to drive 
high-quality growth

Intrinsic value of the in-force book

Shared-value model — data and AI to hyper-personalise 
experience, service and engagement

4

Discovery Bank as the composite-maker5

Not adjusting for  profit relating to amortisation and other incurred-to-cash impacts, as well as capex.

Health & Vitality EV Life & Invest EV Bank Insure and CMT Total Operational EV
-
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Strategic value drivers across Discovery SA businesses
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IMPACT

Maintaining relevance and 
innovating to maximise the shared-

value insurance value chain

Targeting new segments of clients 
and new markets to create new 

pockets of growth

Creating new markets and 
delivering breakthrough products

Strong franchise built on a combination of brand and 
distribution assets

1

2

3

Every business #1 in its market — product innovation to drive 
high-quality growth

Intrinsic value of the in-force book

Shared-value model — data and AI to hyper-personalise 
experience, service and engagement

4

Discovery Bank as the composite-maker5

Not adjusting for  profit relating to amortisation and other incurred-to-cash impacts, as well as capex.
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27%
market share in 
critical illness 
benefits

Discovery SA businesses are category-leading

Life Health InsureInvest

# 1
market share

58% 
market share1

# 1
fastest growing 
short-term insurer 
by GWP

3rd 
largest in net flows2

CEB

# 1
Bank brand

# 1
retail and private 
banking service

D B
O S

Bank

# 1
fastest growing 
commercial
retirement fund
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1 DHMS open scheme market share, overall market share including DHMS 39%        2 Excluding white labelled funds

# 1
automobile insurer

70%
higher market 
share than the next 
competitor

# 1
FIA Healthcare 
Product supplier of 
the year 

# 1
fastest growing 
active retail asset 
manager in SA 

Market 
share

Consistent 
architecture
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Product innovation and the shared-value model 
supporting profitability

1 Status correlations are based on FY25 experience, Invest paid ups are based on 2024 experience; 2 Bank credit loss ratio excludes overlays; 3 2023, 2024, and 2025 on IFRS17 basis

Discovery LifeDiscovery Health Discovery InsureDiscovery Invest

85%+7% +29%+14%
Improvement to (R68m)to R4 259m to R1 987mto R5 525m 

Discovery Bank

+229%
to R817m

2021 2022 2023 2024 2025 2021 2022 2023 2024 20252021 2022 2023 2024 2025 2021 2022 2023 2024 2025 2021 2022 2023 2024 2025

Profit in H2

Product

Shared-value model’

Profit3

Discovery 
Life

Discovery Health

Discovery 
Insure

Discovery 
Invest

Discovery 
Bank
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lower

19%
lower

30%
lower

92%
lower

Integrated reporting | Data driven insights  

Healthy Company
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Price

DISCOVERY HEALTH MEDICAL SCHEME

PMBs

Gap Comprehensive Gap CoreGap Active

KeyCare Core  Smart Saver Priority Comprehensive Executive 

Greater affordability  
offered on KeyCare
Start & KeyCare
Start Regional

New Active Smart
Provides a plan for young 
professionals

shortfall 
cover for young professionals

Employees have access to 
and extensive end-to-

end cover for 

Additional funding for day-to-day benefits through  Personal Health Fund

Personal Health Pathways provide precise and personalised health and exercise actions
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Cadence of innovation is accelerating - Discovery Day 2025

Sl
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Triple fuel rewards 
For Insure Funder Account clients

Exclusive 
Offers

Hybrid
Fixed

Deposits

In-app 
Calling

Debt
Reset

Group Risk 
Payback

Healthy 
Company Core

Personal 
Loans

Vitality Drive 
Sleep Points

Advanced Driving 
Instructor

Discovery 911 panic 
button and smoke 

detector

Discovery Private 
Equity Portfolio

MILES+
Network

New Vitality Fitness partners, and points 
changes 

DHMS contribution 
increases

Flexicare 
updates

10 years of 
Active 

Rewards

50%
of lives on 

DHMS

For employers 
with at least 

DISCOVERY 
HEALTH 

MEDICAL 
SCHEME

DISCOVERY 
GROUP 

RISK

Health Match

Adviser 360 
enhancements

Client without boosts Client with boosts

Clients who receive boosts exhibit 
tangible behaviour change 

+69% more 
adhocs

7.9%7.9%
6.9%6.9%

7.9%
6.9%6.9%
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Personal Health Pathways

UP TO 20% 
IN COGENCE DIVERSIFIED MARKETS PORTFOLIO 

Available from January 2026

15% private 
market 
exposure 

UP TO 20% 
MORE OFFSHORE EXPOSURE IN USD

7.4% average outperformance of 
Reg 28 portfolio

Emerging Markets

Global Indices

Europe

North America

China

United Kingdom

Japan

Asia/Pacific - Ex Japan

Gold

NEW

GLOBAL 
GROWTH

DIVERSIFIED 
MARKETS

Risk 

Re
tu

rn

Efficient frontier 
including public
and private markets 

Efficient frontier 
including public 
markets 

Efficient frontier 
including illiquid 
private markets Private equity 

Limited tranche-based access
– available until 14 November 2025

New lump sum endowment policies
with a minimum of R1,000,000

Boosts of up to 10%

Invests in the BlackRock Private Equity Fund 

Available from 30 September 2025
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Innovating to drive long-term sustainable growth
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Strategic value drivers across Discovery SA businesses
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SUSTAINING GROWTH INSURGENCY

M
A
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R
IA
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TY

IMPACT

Maintaining relevance and 
innovating to maximise the shared-

value insurance value chain

Targeting new segments of clients 
and new markets to create new 

pockets of growth

Creating new markets and 
delivering breakthrough products

Strong franchise built on a combination of brand and 
distribution assets

1

2

3

Every business #1 in its market — product innovation to drive 
high-quality growth

Intrinsic value of the in-force book

Shared-value model — data and AI to hyper-personalise 
experience, service and engagement

4

Discovery Bank as the composite-maker5

Not adjusting for  profit relating to amortisation and other incurred-to-cash impacts, as well as capex.

Health & Vitality EV Life & Invest EV Bank Insure and CMT Total Operational EV
-
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Marketing to support the growth and engagement 
strategy 

CONVERSION OPTIMISATION CUSTOMER RETENTION OPTIMISATION 

M A R K E T I N G  A N D  S A L E S  O P T I M I S I N G  T H E  V A L U E  O F  N E W  B U S I N E S S

VNB= Business mix EngagementXX X
Leads

Marketing
Sales
Leads

Brand Conversion rate Quality Behaviour
• Product mix

• Cross-Sell and 

Integration

• Vitality 

• Next-Best Action

• Rewards

• Equity

• Awareness

• Relevance

• Channel Optimisation

• Systems

• Distribution Footprint
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Meaningful assets that drive brand value
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Overview of distribution channels

Intermediated business via 
independent advisers 

mandated to sell multi-
provider products

>11 000 advisers

D2C through DCDS channel 
mandated to sell Discovery’s 
Life, Health, Insure and Bank 

products

>500 representatives

Footprint

Intermediated: Independent Discovery Connect

Intermediated business via 
employed and contracted 
advisers mandated to sell 

Discovery products

>1 200 advisers

Intermediated: Tied

Attributes

Large footprint, providing significant scale 
and  coverage across the country

Significant use of data and digital channels 
to optimise new business acquisition

Focus on quality of new business with 
aligned incentives to drive this

Specialist product knowledge within 
specific insurance or investment category

Acquisition cost supports broad above the 
line presence

High integration across the Discovery SA 
product suite

Variable cost structures Reaches a wide and diverse audience of 
clients High productivity per adviser

Contributions 
to gross new 
business API

Health Life Invest Insure Health Life Invest Insure Health Life Insure

New business figures are production figures, representing gross new business API, Health excludes in-house; Bank new business is the number of new clients and includes digital for Discovery Connect

Bank
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High quality growth and integration from tied advisers
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FY25 APE by channel (R’m) vs 
market1

1 Source: NMG survey

Highly productive 
distribution force Focus on product integration Better persistency
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Q U O T E SF N AI N S I G H T S

AI

C R M C O M P L I A N C E

Life

Invest

Insure

Health

Vitality

C l i e n t 3 6 0

Adviser technology | Enabling an end-to-end new 
business journey
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End-to-end D2C capability powered by industry-leading 
technology / analytics

• Data-science-driven lead 
generation investment, deployed 
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 
new business generated

• Accelerated growth exceeding 
1.5million policy-lives

1 0.93

1 0.87

1 0.85

Average age (indexed) 

Health

Insure

Life
Broker Connect

Average API (% of broker)

100% 91%

100% 81%

100%
29%

Broker Connect

In-Force Policy LivesDiscovery Connect revenue p.a.(R’m)

D2C Marketing spend p.a. (R’m) Leads generated p.a. (‘000)

PERFORMANCE 
MARKETING

SALES
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Result of a highly productive distribution force 
Q1 FY26 Gross new business API; Production values

*Life excludes Group Life and Umbrella due to the relative impact of large scheme sales period on period.

Discovery Health Individual Life* Discovery InsureDiscovery Invest

+8% +16%     3% +5%+12%
R’m R’m, excl. ACIs 

and servicing R’m
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R’m, incl. ACIs 
and servicing
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Strategic value drivers across Discovery SA businesses
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IMPACT

Maintaining relevance and 
innovating to maximise the shared-

value insurance value chain

Targeting new segments of clients 
and new markets to create new 

pockets of growth

Creating new markets and 
delivering breakthrough products

Strong franchise built on a combination of brand and 
distribution assets

1

2

3

Every business #1 in its market — product innovation to drive 
high-quality growth

Intrinsic value of the in-force book

Shared-value model — data and AI to hyper-personalise 
experience, service and engagement

4

Discovery Bank as the composite-maker5

Not adjusting for  profit relating to amortisation and other incurred-to-cash impacts, as well as capex.

Health & Vitality EV Life & Invest EV Bank Insure and CMT Total Operational EV
-
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Significant engagement and value generated by the 
model

Proprietary 
data

Dynamic risk 
assessment

Vitality.AI 
recommender

Incentivised 
engagement

Insurance 
integration

Personal Health Pathways is brought to you by Discovery Health (Pty) Ltd; registration number 1997/013480/07, an authorised financial services provider, administrator and managed care provider of medical schemes. Personal Health Pathways is enabled by the combination of Discovery Health’s healthcare capabilities and Vitality’s behaviour change 
expertise. Discovery Health Medical Scheme, registration number 1125, is an independent non-profit entity governed by the Medical Schemes Act, and regulated by the Council for Medical Schemes. Vitality is a separate wellness product, sold and administered by Discovery Vitality (Pty) Ltd, registration number 1999/007736/07. Limits, terms and conditions 
apply.
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HealthyFood items purchased 
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Ðiscovery Miles earned 
(Ð ’millions)
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Online 
NBAs*

Visit your 
practitioner

Cancer & 
other 

screenings**

Flu & 
Pneumovax

Chronic 
Diagnostic 

tests

27 NBAs in 6 
categories
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3.0X
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Comprehensive and multi-dimensional data
A precision lens into behaviour

Sleep health and the onset of lifestyle 
related conditions are correlated

1,68 
1,41 

1,00 
0,79 0,85 

<=5 hours 6 hours 7 h ours 8 hours >=9 hours

68% higher likelihood of diabetes onset
with poor sleep duration

Sleep health and casualty visits are linked

1,21 

1,01 1,00 

<=6 hours 6 to 7 hou rs 7 to 8 h ours

21% higher likelihood of a casualty 
visit with poor sleep duration

>1.4 petabytes 
Structured data 

(health, wellness, and 
mortality) & 

unstructured data 
(images, emails etc.)

>25 years of historical 
structured & 

unstructured data 
captured and retained 

>150 internal data 
pipelines integrating 

data into big data 
environments, with 

built-in privacy 
protections

>72 individual 
databases housing 

structured data across 
the business 
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Workflow 
processing

App & 
Web logs

Virtual agent & 
live chat

Sales agent 
data

Transactions/ 
payments

Marketing 
comms

System logs
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OPERATIONAL DATA
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D
A

TA

Pricing & benefit 
optimisation

Behaviour 
assessment & 
risk prediction

Behavioural 
coaching

Operational 
efficiency

Multi-dimensional data set
Causal effects of physical 
activity on health outcomes

Sleep has emerged as a key 
behavioural risk factor

-36% -38%
-58%

-80%

-60%

-40%

-20%

0%
0 (base) Low Medium High

-29%

-52%
-59%-80%

-60%

-40%

-20%

0%
0 (base) Low Medium High
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Age 65+
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Age 45-65

Impact of PA 
increases as 
you get older 

Maintenance is 
important for 
already active 
members

Significant 
improvements 
as PA increases 

502 062 
members

2013 – 2019
period of study

Causal 
forest

36.6bn exercise 
points earned



23

Data assets give us unique insights into behaviour

Impact on health outcomes Impact on driving outcomes

Relative mortality rates

47 million 
nights of sleep data

105k
members 

3 years
study period

Correlation to financial health

Vitality Drive status

Blue/Bronze Silver Gold Diamond

94%

96%

98%

100 %

102%

104 %

106%

108 %

11 0%

11 2%

Change in REM sleep by Vitality Money 
Status (relative to Blue)

Vitality Money status

Blue Silver Gold DiamondBronze

Better savings, debt management 
and financial health are correlated 

with better sleep quality, 
irrespective of age and income

Poor sleep health is linked to a 36% 
higher risk of motor-vehicle 
accidents and contributes to 

workplace errors

<7 hours & 
irregular sleep

Improve to >7 hours 
& regular sleep

100%

24% mortality 
improvement

Average annual in-hospital claims 

7% reduction of 
in-hospital claims

<7 hours & 
irregular sleep

Improve to >7 hours 
& regular sleep

50%

55%

60%

65%

70%

75%

80%

85%

90%

95%

100 %

32% 
risk differential 

for our best drivers who have recorded 
better sleep quality 

The impact of higher quality sleep on 
accident risk
 Indexed to each Vitality Drive status
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Integration data enables us to optimise pricing

Unique short-term insurance 
rating factors

Digital activation journey 
enabled by the Bank

Observed impact on conversion 
rates and accident risk

Bank distance index

Vitality Sleep score

Unique short-term insurance rating factors

4 5 6 7 8 9 10 11 12 13 14 15

Predicted distance band*

Predicted distan ce Actual distan ce

180% 168% 162% 154% 145% 140% 136% 138% 135% 141%

100%

1 2 3 4 5 6 7 8 9 10

Non-B
an

k

Claims score

Discovery Insure conversion rates relative 
to non-Bank clients

ILLUSTRATIVE SLEEP SCORE

1007550

EXCELLENTGOODNEEDS 
IMPROVEMENT

REGULARITY

>2-hour 
window

1-hour 
window

2-hour 
window

DURATION

<6hrs or >9hrs 7-8hrs6-7hrs or 8-9hrs

DEEP SLEEP

<10% >15%10-15%

REM SLEEP

<10% >15%10-15%

100%

80%
64%

5+ hours 1-4 hours <1 hour

Hours of sleep debt

Accident risk, indexed to 5+ hours  

36% 
reduction in accident risk
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World-class AI capabilitiesWorld-class AI capabilities

Embedding AI and data into every part of the 
business

Note: the illustrated initiative mix is not comprehensive, AI Ambition visual adapted from Gartner

External Customer-Facing

Internal Operations

AI-Driven Behavioural 
Coaching

AI for IT Process 
Optimisation

Customer 
Engagement & 

Servicing 
Automation

Customer Insight, 
Pricing and Benefit 
Optimisation

Decision 
Intelligence and 
Risk Mitigation

Employee 
Enablement

Enhancing the 
Customer Value 

Proposition

Improving our 
Core 

Capabilities

Introducing 
efficiencies in 

our back-office 
operations

Improving our 
Customer 
Servicing 

capabilities

• Discovery AI 
• Discover it for Servicing
• Intelligent member support 

Vitality Coach 
• Vitality AI

Connected Intelligence
Next Best Action

Personalised 
communications 

Operations

Behaviour assessment and Risk 
Prediction

May Jun Jul Aug Sep

Discovery AI WhatsApp 
enables multimedia options

Imag es Audio Documents Videos

May-25 Jun -25 Jul-25 Aug-25 Sep-25

Call centre call volumes vs 
D.AI sessions

Call volu mes D.AI session s

8%
15%

24% 28% 27%

xx%
Discovery AI 
sessions as a 

percentage of 
call volumes 

Notes: Based on publicly available data and testing of each banking chat facility across all available channels. This includes a review of public bank marketing materials, testing of image upload functionality where possible, and PDF document reviews. Additionally, two standard 
questions were asked: 1. "Can you give me a view of my spending over the last month?" and 2. "Can you tell me where I spent the most money over the last 3 months?" Discovery Bank was the only bank to provide a successful response to both questions

Best-in-class 
input modalities1

While industry standards convert text 
and voice to text, Discovery AI 
processes text, voice notes, and 
document uploads within the chat

Personalisation 
Leader2

Moves beyond FAQs to leverage 
natural language to facilitate 
personalised transaction insights. 

Applied Gen-AI 
leader3 Full Stack gen-AI strategy positioned 

to be customer facing. 

Security by 
design4

App-authenticated sessions, 
encryption, clear consent/disclaimers, 
and auditable interactions—balancing 
frictionless support with robust, 
POPIA-aligned controls

Input Modalities*

Discovery AI

In-Chat 
end-to-end 
transacting

Personalised 
Transaction 

Insights*

Applied 
Gen-AI 

leadership

Security

Competitor A Competitor B Competitor C Competitor D Competitor E

Bank chat capability comparison
(As at September 2025)

Global AI 
Innovation 
leadership 
frontier
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Discovery AI
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Strategic value drivers across Discovery SA businesses
LO

W
M
E
D
IU
M

H
IG
H

SUSTAINING GROWTH INSURGENCY

M
A
TE

R
IA
LI
TY

IMPACT

Maintaining relevance and 
innovating to maximise the shared-

value insurance value chain

Targeting new segments of clients 
and new markets to create new 

pockets of growth

Creating new markets and 
delivering breakthrough products

Strong franchise built on a combination of brand and 
distribution assets

1

2

3

Every business #1 in its market — product innovation to drive 
high-quality growth

Intrinsic value of the in-force book

Shared-value model — data and AI to hyper-personalise 
experience, service and engagement

4

Discovery Bank as the composite-maker5

Not adjusting for  profit relating to amortisation and other incurred-to-cash impacts, as well as capex.

Health & Vitality EV Life & Invest EV Bank Insure and CMT Total Operational EV
-

10 000 

20 000 

30 000 

40 000 

50 000 

60 000 

70 000 

80 000 

90 000 

100 000 R93.9bn

Embedded Value IFRS NAV
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Workflow 
processing

App & 
Web logs

Virtual agent & 
live chat

Sales agent 
data

Transactions/ 
payments

Marketing 
comms

System logs
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OPERATIONAL DATA
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Pricing & benefit 
optimisation

Behaviour 
assessment & 
risk prediction

Behavioural 
coaching

Operational 
efficiency
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 Non-s cheme p rod ucts

 Restricted schemes

 DHMS

Discovery SA membership and portfolio growth

Discovery 
Bank

Discovery 
Health

Discovery 
Invest

Individual 
Life

+1%+31% +15%+6%
to R2.4bn

to 3.98m lives under 
administration to R179bn

Discovery 
Insure

+8%
to R6.2bn

1  Reported number of lives under administration is not a unique count

Ju
l-

21

D
e

c
-2

1

M
a

y-
22

O
c

t-
22

M
a

r-
23

A
u

g
-2

3

Ja
n

-2
4

Ju
n

-2
4

N
o

v
-2

4

A
p

r-
25

2
0

21

2
0

22

2
0

23

2
0

24

2
0

25

to R16bnto 6.4m

+6%
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1
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7
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Discovery SA 
clients

millions
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Lives under 
administration1

Assets under 
administration Insurance revenuein-force APINII +NIR
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Embedded value in the in-force book continues to grow 
across Discovery SA
Embedded value in the Discovery SA businesses

Health & Vitality EV Life & Invest EV Bank Insure and CMT Total Operational EV
-

10 000 

20 000 

30 000 

40 000 

50 000 

60 000 

70 000 

80 000 

90 000 

100 000 R93.9bn

Embedded Value IFRS NAV
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Embedded value in the in-force book continues to grow 
across Discovery SA
Embedded value in the Discovery SA businesses

Health & Vitality EV Life & Invest EV Bank Insure and CMT Total Operational EV
-

10 000 

20 000 

30 000 

40 000 

50 000 

60 000 

70 000 

80 000 

90 000 

100 000 R93.9bn

Embedded Value IFRS NAV
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The store of value within PAA portfolios is captured in the embedded 
value, not in IFRS 17.

Invest variable fee approach (VFA) store of value increased by 12% from 
R7.08bn in June 2024 to R7.95bn in June 2025. Assets under administration 
grew by 15% for the year.

Store of value partially absorbs variances and unwind into earnings

Value generation of business under IFRS 17

IFRS 17 Life and Invest general measurement model (GMM) 
business stored valued partially absorbs variances and basis 
changes

Additional sources of value

ZAR’m

1

2

3

1 Includes changes to assumptions related to financial risk

= c4%
Growth from 

June 2024

Positive cash flow performance boosted earnings particularly through 
good claims performance in Life businesses and strong fee income in 
Invest.
Life earnings increased by 14%
Invest earnings increased by 29%

4,0%

15,7%

GMM store of
value

VFA  store of
value

PAA & other
earnings

Cash flow in
earnings

EV growth,
excl dividends

1

3
2

IFRS GMM store of value and Life and Invest embedded value increased by 4.0% 
and 15.7%, respectively. These measures have different underlying drivers with 
some overlap.

-9 597 
-8 134 

554 909

7 243 7 877 

24 713 23 507 

1 758 

3 373 3 165 

2 539 

June 2024 New
Business

Insurance
finance
income/
expense1

Non-financial
risk variances and

basis changes

Release
to earnings

June 2025

22 359 23 250

Net impact 
of

+R3.9bn1

Net impact 
of

-R2.3bn1

Contractual 
Service 
Margin

Risk 
Adjustment

Other 
Comprehensive 

Income

-

-

restated

Life = 2 106
Invest = 433

expense1

Contractual 
Service 
Margin

Risk 
Adjustment

Other 
Comprehensive 

Income
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Discovery Life Ltd EV growth (R’m)

Increased cash generation, EV growth and positive 
operating variance
Strong cash generation

2021 2022 2023 2024 2025

+52%
3.3

COVID
impact

-0.7

1.5

2.2

-0.2
Discovery Life Ltd

Cash flow before financing initiatives and 
dividends to Group (R’bn)

Discovery Life Ltd EV variances (R’m)

R833m

R1 120m

Positive operating variances

**Defined action plan being phased in to address policy alterations
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Robust EV growth

15.7% Annualised RoEV*

13.2% excl. economic updates

*Before dividend payments

45 948

52 164



33

EV growth remains resilient through the cycle

Impact of variable items relative to EV growth Q1 FY26: YTD September experience

Experience variances and assumption & methodology changes 
can increase or decrease EV by period
Impacts are relatively small contributors to overall EV growth through the cycle

Cumulative non-economic change items since FY22

Non-economic change items

-20%

0%

20%

2022 2023 2024 2025

Experience variances
Assumption & method changes
Growth in EV excl economics and dividends

5%

-2%

60%

-50%

0%

50%

100%

2022 2023 2024 2025
Experience variances
Assumption & method changes
Growth in EV excl economics and dividends

EV CAGR FY21-FY25 excluding 
economics and dividends

New business 1.5%

Expected unwind 10.2%

Variances 1.3%
Assumption & 
method changes -0.4%

Other 0.7%

Total effective CAGR 12.5%

Lapse experience
Individual Life value weighted experience currently tracking within range of prior 
year.

Claims experience
Positive claims experience currently persisting.

100%
86% 84%

Sep24 Jun 25 Sep25

Individual Life actual vs expected claims (gross of reinsurance)

In addition:
• Significant focus from business to improve policy alteration experience.
• Actions with estimated EV impact of R240m pa has gone live during Q1 of FY26.
• Additional actions are planned for phased implementation to further reduce 

the variance.

89% 89% 93%

Sep24 Jun 25 Sep25

Individual Life actual vs expected lapse experience (value weighted)

cR1.9bn

c-R600m

Q1 performance is based off initial results and the Individual VNB margin estimate is an illustration. The values on this slide are not audited.

This net cR1.3bn effect is relatively small against total EV growth of more 
than R17.4bn after dividends, showing the resilience of the EV.
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New business margin insights
NB margins impacted by 
lower volumes and 
economics Market comparison Q1 FY26 estimatesNew business

First quarter experience shows 
growth in Individual Life and Invest’s 
new business premiums.

Growth values exclude servicing and ACI

New business margin currently benefits 
from lower economic assumptions and 
improved volumes.

Focus remains on quality of new 
business, increasing sales volumes and 
appropriate expense management to 
improve the margin. Continue to grow 
into adjacencies such as recently 
relaunched Will and Trust offering. 
Future product offerings will strengthen 
the collaboration with Discovery Bank.

The combined Individual Life and 
Invest new business margin 
remained stable in 2025 and ahead 
of the South African retail affluent 
margins of peers.

0,0%

0,5%

1,0%

1,5%

2,0%

2,5%

Discovery A* B C*

RSA retail affluent new business 
margins

2024 2025

* Half-year results for 2025

12%

16%

13%

Inves t Indiv id ual Lif e Indiv id ual Lif e
and Inves t

New business volume YTD 
September 2025 vs September 

2024
5,0%

3,8%

1,4%

2,0%

3,8%

2,1%
1,7% 1,8%

Indiv id ual
Lif e

Total Life Inves t Total Life
and Inves t

New business margin YoY

2024 2025

Changes in new business margin 
through the year were driven by 
changes in volumes and economic 
assumptions.

Q1 performance is based off initial results and the Individual VNB margin estimate is an illustration. The values on this slide are not audited.

3.8%

1.0%
0.7%

Jun25

Sep25 economic 
assumptions

Sep25 volumes 
estimate impact

Individual Life VNB margin
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Strategic value drivers across Discovery SA businesses
LO

W
M
E
D
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M

H
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H

SUSTAINING GROWTH INSURGENCY

M
A
TE

R
IA
LI
TY

IMPACT

Maintaining relevance and 
innovating to maximise the shared-

value insurance value chain

Targeting new segments of clients 
and new markets to create new 

pockets of growth

Creating new markets and 
delivering breakthrough products

Strong franchise built on a combination of brand and 
distribution assets

1

2

3

Every business #1 in its market — product innovation to drive 
high-quality growth

Intrinsic value of the in-force book

Shared-value model — data and AI to hyper-personalise 
experience, service and engagement

4

Discovery Bank as the composite-maker5

Not adjusting for  profit relating to amortisation and other incurred-to-cash impacts, as well as capex.

Health & Vitality EV Life & Invest EV Bank Insure and CMT Total Operational EV
-

10 000 

20 000 

30 000 

40 000 

50 000 

60 000 

70 000 

80 000 

90 000 

100 000 R93.9bn

Embedded Value IFRS NAV
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processing

App & 
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live chat

Sales agent 
data
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Pricing & benefit 
optimisation

Behaviour 
assessment & 
risk prediction

Behavioural 
coaching

Operational 
efficiency



36

A full-service, digital shared value retail Bank

Fastest growing1 
retail Bank in 

South Africa with 
market-leading 

digital capabilities

Four key hypotheses

Full retail banking product 
suite1 |

Shared-value banking 
model2 |

Digital-first with 
advanced AI capabilities3 |

Operating system of the 
composite4 |

1 Using organic balance sheet growth; The analysis considers year-on-year growth, retail deposits: adjusting for the impact of any mergers or acquisitions, retail advances: credit cards (excl. overdrafts) and home loans. It does not consider other 
factors such as profitability, customer experience and operational scale. Based on June 2025 BA900s
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Discovery Bank client attributes

Age distribution is the FY25 average, income distribution is as at June 2025, salary deposits indexed to January 2024; panel 4 TransUnion data Total Existing Credit Card Market, including banks A to G, and other non-bank.
#Note analysis based on TransUnion market data may vary from previous reports due to a change in methodology.

Age distribution Income distribution Quality of credit
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Growth in salary deposits

25% 28%

7%
10%

11%
13%

9%

8%

44% 33%

4% 8%

Q1 2025
Rest of market

Q1 2025

Risk profile distribution 
(volume distribution of total existing 

accounts)

Score Unspecified Super prime
Prime plus Prime
Near prime Subprime

0%

5%

10%

15%

20%

25%

30%

35%

18-29 30-39 40-49 50-64 65+

Discovery Bank clients

DHMS members

Higher proportion of young clients in the 
Bank – opportunity to attract young 
clients for the Group

Indexed to January 2024
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Personalised 
rewards powered by 
Bank’s digital 
capabilities

Ecosystems powered 
by integration with 
payment rails

Monetise Shared-
Value in Ðiscovery 
Miles earned across
the Group

Discovery Bank as the composite maker | 
rationale and capabilities
Growth and engagement Integration opportunity Unique digital banking and payments capabilities
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Bank new business 
distribution by existing DSY 

clients vs new to DSY

With  a Discovery product

With  n o Discovery prod ucts

70%
New Bank 

clients are new 
to Discovery 

Group

Access all Discovery 
products from
the Bank app

One chassis to view 
all Vitality 
behavioural 
programmes

Emergency support 
and security services 
built-in to
protect clients

Unauthorised access to banking profile

Unauthorised access to personal 
and sensitive information

Unauthorised access to
digital wallets or bank cards

Unauthorised
access to app on 
registered device

Unauthorised 
access

under duress

Increasing likelihood of risk occurring
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Discovery Bank as the composite maker

DB
OS

Approach

Features

Short-to-
medium term 
Product Lines

INTEGRATED PRODUCTS

• Seamless, fully integrated in-app product experience and servicing
• Licensing and back-end functions provided by Group product house

Products designed to manifest in the Discovery Bank app 

DISTRIBUTED PRODUCTS

• Integrated, tailored advice, product selection, pricing and quoting
• Seamless end-to-end onboarding 
• Unconverted leads redirected to direct channels for conversion

Products marketed and sold through the Discovery Bank app

Health and 
Vitality

Travel 
insurance

Individual 
Life

Credit 
Life

Estate 
planning

`

Short term 
insurance

`
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Path to the R3bn profit ambition | Revenue pools and 
opportunities
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Average cost per client1 
indexed to July 2022; 3-month moving 

average

1| Client growth 2|Revenue growth 3|Margin expansion 4|Business expansion
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80k employer 
groups across 

DHMS, Group 
Risk and 

Umbrella Funds:

Focus on product upgrades, 
take-up and engagement 

Balance sheet growth to 
generate interest income 

Additional products

12k Financial 
advisers

>45k 
healthcare 
practices

1  Cost per client excludes reserves, anomalies and marketing
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Summary

Strong franchise built on a combination of 
brand and distribution assets

1

2

3

Every business #1 in its market — product 
innovation to drive high-quality growth

Intrinsic value of the in-force book

Shared-value model — data and AI to hyper-
personalise experience, service and 
engagement

4

Discovery Bank as the composite-maker5

27%
market share in 
critical illness 
benefits

Life Health InsureInvest

# 1
market share

58% 
market share1

# 1
fastest growing 
short-term insurer 
by GWP

3rd
largest in net flows2

CEB

# 1
Bank brand

# 1
retail and private 
banking service

DB
OS

Bank

# 1
fastest growing 
commercial
retirement fund
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C
EB

# 1
automobile insurer

70%
higher market 
share than the next 
competitor

# 1
FIA Healthcare 
Product supplier of 
the year 

# 1
fastest growing 
active retail asset 
manager in SA 

Market 
share

Consistent 
architecture
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DIFFERENTIATION

Sleep 
tracking 

and 
rewards

Advanced 
Driving 

Instructor

Discovery 911
Deferred to

1 April 
2026

7.9%7.9%6.9%6.9%7.9%6.9%6.9%

0.0%

7.9%
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Saver*
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l

Core
*

Sm
art*

*
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ve
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KeyC
are

Intermediated business via 
independent advisers 

mandated to sell multi-
provider products

>11,000 advisers

D2C through DCDS channel 
mandated to sell Discovery’s 
Life, Health, Insure and Bank 

products

>500 representatives

Footprint

Intermediated: Independent Discovery Connect

Intermediated business via 
employed and contracted 
advisers mandated to sell 

Discovery products

>1,200 advisers

Intermediated: Tied

Attributes

Large footprint, providing significant scale 
and  coverage across the country

Significant use of data and digital channels 
to optimise new business acquisition

Focus on quality of new business with 
aligned incentives to drive this

Specialist product knowledge within 
specific insurance or investment category

Acquisition cost supports broad above the 
line presence

High integration across the Discovery SA 
product suite

Variable cost structures Reaches a wide and diverse audience of 
clients High productivity per adviser

Contributions 
to new 
business

Health Life Invest Insure Health Life Invest Insure Health Life Insure

All Health excludes in-house; Bank is number of clients

Bank

QUOTESFNAINS IGHTS

AI

CRM COMPL IANCE
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Workflow 
processing

App & 
Web logs

Virtual agent & 
live chat

Sales agent 
data

Transactions/ 
payments

Marketing 
comms

System logs
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OPERATIONAL DATA

B
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A

V
IO

U
R

A
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D
A

TA

Pricing & benefit 
optimisation

Behaviour 
assessment & 
risk prediction

Behavioural 
coaching

Operational 
efficiency

External Customer-Facing

Internal Operations

AI-Driven Behavioural 
Coaching

AI for IT Process 
Optimisation

Customer 
Engagement & 

Servicing 
Automation

Customer Insight, 
Pricing and Benefit 
Optimisation

Decision 
Intelligence and 
Risk Mitigation

Employee 
Enablement

Enhancing the 
Customer Value 

Proposition

Improving our 
Core Capabilities

Introducing 
efficiencies in our 

back-office 
operations

Improving our 
Customer Servicing 

capabilities

• Discovery AI 
• Discover it for Servicing
• Intelligent member support 

Vitality Coach 
• Vitality AI

Connected Intelligence
Next Best Action

Personalised communications 
Operations

Behaviour assessment and Risk 
Prediction

Not adjusting for  profit relating to amortisation and other incurred-to-cash impacts, as well as capex.

Health & Vitality EV Life & Invest EV Bank Insure and CMT Total Operational EV
-

10 000 

20 000 

30 000 

40 000 

50 000 

60 000 

70 000 

80 000 

90 000 

100 000 R93.9bn

Embedded Value IFRS NAV

-9,597 -8,134 

554 909

7,243 7,877 

24,713 23,507 

1,758 
3,373 3,165 

2,539 

June 2024 New
Business

Insurance
finance
income/
expense1

Non-financial
risk variances and

basis changes

Release
to earnings

June 2025

ZAR’m

22 359 23 250

Net impact 
of

+R3.9bn1

Net impact 
of

-R2.3bn1

CSM

= c4%
Growth from 

June 2024

CSM

RA RA

OCI OCI

-

-

restated

Life = 2 106
Invest = 433

expense1

Personalised 
rewards powered by 
Bank’s digital 
capabilities

Ecosystems powered 
by integration with 
payment rails

Monetise Shared-
Value in Ðiscovery 
Miles earned across
the Group

Access all Discovery 
products from
the Bank app

One chassis to view 
all Vitality 
behavioural 
programmes

Emergency support 
and security services 
built-in to
protect clients

Unauthorised access to banking profile

Unauthorised access to personal 
and sensitive information

Unauthorised access to
digital wallets or bank cards

Unauthorised
access to app on 
registered device

Unauthorised 
access

under duress

Increasing likelihood of risk occurring
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Travel
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Approach

Features

Short-to-
medium term 
Product Lines

INTEGRATED PRODUCTS

• Seamless, fully integrated in-app product experience and servicing
• Licensing and back-end functions provided by Group product house

Products designed to manifest in the Discovery Bank app 

DISTRIBUTED PRODUCTS

• Integrated, tailored advice, product selection, pricing and quoting
• Seamless end-to-end onboarding 
• Unconverted leads redirected to direct channels for conversion

Products marketed and sold through the Discovery Bank app

Health and 
Vitality

Travel 
insurance

Individual 
Life

Credit 
Life

Estate 
planning

`

Short term 
insurance

`
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Increased confidence in achieving annual and five-year 
CAGR ambition

Forward looking information on this slide is for illustration and has not been reviewed or reported on by the auditors and reflects the average expected over the time frame 

Operating 
profit corridor
(Applying CAGR 
target to FY24 profit)

12.5%

17.5%

 0

5 000

10 000

15 000

20 000

25 000

2023 2024 2025 2026 2029

Within 
range

Strong performance in the first year of delivery has increased 
confidence in achieving this ambition over the period
The continued resilience and growth in Q1FY26 increases 
confidence of delivering within profit corridor for FY26.

Cash 
conversion 
ratio 

Normalised 
profit growth

Ambition

12.5%-17.5%
CAGR

60%-70%
Cash conversion 
ratio (Group)

22%
FY25

>75%
FY25

FY25

>RF+8%
Life and Invest new business IRR

c10%
Insure margin

R400m Bank operating profit growth p.a.

R3bn Bank FY29 profit ambition

Discovery Life and Invest

Discovery Bank

Discovery Insure

Discovery SA growth ambitions
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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 reviewed or reported on by the Group’s auditors.
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