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Overview

1. Emerging global trends

Global population aging & longevity
Innovative technological advances

Public & political demand for health(care)
Business driving profits & societal benefits
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2. Vitality Shared-Value Insurance
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Emerging global trends
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1. Global population aging & longevity

US Life Expectancy Compared with Healthy Life Expectancy 1990-2010
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From 1990 to 2010, life expectancy in the United
States increased from 75.2 to 78.2 years (3 years).
Healthy life expectancy increased from 65.8 to 68.1
years (only 2.3 years).

Vitality’s report on age-specific
interventions for older adults based on a
review of the evidence

Life expectancy is increasing globally, but people are living a

greater number of years in poorer health

Source: Adapted from Salomon et al. 2012. Healthy life expectancy for 187 countries, 1990-2010:
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Vitelify-

“Longevity” gains traction at WHO, WEF and the G7
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2. Innovative technological advances

WORLD
ECONOMIC
FQRUM

> :-' . w O.R L D ' . WIO R L D Global Agenda Council on Ageing IMPZ??SSJ];I;&A".
ECONOMIC = o _SNECONOMI( Technological Innovations

FORUM s FORUM for Health and Wealth for an

N Ageing Global Population

IR =M e 0ladgl The World Economic
Industrial Forum’s focus on the

. | 4th Industrial Launched Sept 9: World Economic
ReVOIUtIOn Revolution, led by in Forum Report on Technological
=~ Sehwal technology and data Innovations for Health & Wealth

Technology is becoming more embedded & personalized

within our everyday lives across the age spectrum
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Vitelity

Mapping the options for personalized health
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P eacT SDG =
Sustainable
Development

Opportunity
for business
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Health places second in how respondents find the SDGs to impact sustainable

development and new business opportunities

Source: Global Opportunity Report 2016; United Nations Global Compact @VitalityUSA | #Vitalitylmpact



Lise Kingo, UNGC "COMPANIES THAT
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HOW BUSINESS CONTRIBUTES TO THE SDGS
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Creating shared values in health for business and society is becoming the norm

Source: National Academies of Sciences, Engineering, and Medicine. Exploring Shared Value in Global Health and Safety. 2016. @VitalityUSA | #Vitalitylmpact



Vitality Shared-Value
Insurance

@VitalityUSA | #Vitalitylmpact



Adding “life” to life insurance

Life insurers in the early 20th Life Insurance: Then and Now

ce nt u ry as p | red to p rom Ote h ea |t h Early 20t Century: Promotion of health and longevity Today

. . Life Extension Institute conducted physical
an d preve nt d Isease to exten d I Ife : examinations to identify health “defects”
and remedy them through hygiene Creation of robust
teaching. scientific evidence
base has garnered
support for public

“It is logical and entirely consistent
that there should be blended with this

Offering of home nursing services.

business of life insurance the element Production and distribution of educational health among
materials. society and

of health preservation, disease Provision of “Preferred Risk Whole Life geerr\rl]iaczg for health

prevention and death postponement, Policy”, offering a lower premium to '

applicants with characteristics predictive of

especially as the inclusion of these longevity.

functions in the activities of the
business would operate both to
popularize and financially strengthen
the institution.”

John Hancock
Nursing
Services, 1928

Prolonging Life as a Function of Life Insurance, 1919
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The rise and fall of the Life Extension Institute

* |[n the early 1900s, life R\ 7 e o ke e ks
insurers employed the e B
services of the Life
Extension Institute to
promote longevity.

* In 1936, the US Supreme

Court ruled that the Life | New York Times, 1936 <

Extension Institute was John Hancodk Archives

restrained from its activities rhe Life Extension Institute operated for 20+

of “makin gp hysic al years and was “Interested in the preservation not
. . d . . only of the health of the individual but of the

examination S, d1agnosing health of the general public, to the end that

o hys ical condition S, an d human life may be extended or prolonged.”

from practicing medicine by
any means or method.”
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Vitelity-
Vitality as the pioneer of “Vitality Shared-Value
Insurance”
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Vitality’s Shared-Value Insurance model
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Vitelity-
“Vitality Shared-Value Insurance” delivers insurer &
member benefits

Sales Selection Behavior Lapses Shared value
More clients Healthier lives =~ Consumers Healthy lives Higher profits
join; take-up join engage and stay for insurers
more rider change their »
benefits; and behavior Unhealthy Better health
buy-up cover lives leave longevity anci

significant
financial
Incentives for
Lapse members
effect
Sales &
Selection u
effect

Behavioral effect
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Vitelity-
“Vitality Shared-Value Insurance” delivers insurer &
member benefits

Sales Selection Behavior Lapses Shared value
46% higher 21% better 8 fold 2X better 3.7X per
premium size claims increase in mortality policy value
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Health, life, and corporate outcomes can be
impacted by the right models and interventions

Health Life Invest Insure Bank Corporate
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Vitelity
To get scale & achieve global benefit, Vitality is
working with leading insurers around the world

AlA Vifality Discovery Wa&fg Joblanenk_| Vbl

M Manulife Vit

Singapore Malaysia SA (1997) Germany US (2015) China (2009) Japan (2016)
(2013) (2016) UK (2004) (2016) Canada

Australia Thailand France (2017) (2016)
(2014) (tbd) Austria (tbd)

Hong Kong
(2015)

Philippines
(2015)
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Thank you

dyach@thevitalitygroup.com WM@

@swimdaily
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