


Powerful forces are changing the way insurance companies operate @
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The nature of risk is behavioral and solutions are
becoming increasingly personalized

Societies require companies to fulfil a socially
progressive core purpose

Consumers live in a technology-dominated world
and seek solutions instead of services



At its core, there is a profound need to tackle behavioral-driven health risk

The rise of non-communicable
diseases is impacting mortality rates
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Responsible

60% ) worldwide

And individual behavior remains irrational
with 95% of decisions made subconsciously

Hyperbolic discounting
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Healthcare Wellness
Benefits are immediate, Benefits are hidden,
price is hidden price is immediate

Over optimism
% of Members Rating Their Health as “Good”

65%
60% 61%
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MEDICAL CONDITION

BEHAVIOR

1-24% explained
by risk factor

[
»

25-49% explained
by risk factor

[
»

50%-+ explained

by risk factor

1. Bolnick H, Millard F, Dugas P. Medical Care Savings from Workplace Wellness Programs. JOEM Jan 2015; Vol 55, Number 1
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SCIENCE WATCH

Smoking and mental illness

People with behavioral health conditions are more
likely to smoke. Psychologists are among those
working to understand why and helping them quit. -

Smoking linked to increased risk of chronic back
, pain

By Honor Whiteman | Published Tuesday 4 November 2014
By Kirsten Weir

2013, Vol 44, No. 6

: People who smoke are much more
Print version: page 36

back pain than those who do not sr BehaViO]_‘a_l MCChanismS

of a new study by researchers from

Chad Morris, PhD, didn't begin his career with tobacco in mind. His wake-up call came while reviewi U d l M ' h L' k B
practices for treating bipolar disorder. Evanston, IL. Il CI' YII]g t C ln CtW CCH
"I had this aha moment when | realized: What's the one thing you have to be to benefit from the best services?" S I M d D . ] .
says the associate professor in the psychiatry department at the University of Colorado Denver. "The bottom mo ng an rln ng
f  lineis, you have to be alive"
Original Article HiLARY J. LITTLE, PH.D.
March 2005 Smoking and Truck Drivers:

SmOI(in and the RiSk Of SUiCidal BEhaVior Truck drivers have a stressful, challenging job and suffer from many health
g

: : problems more often than the general population. This makes the link between
A PI'OSDECtIVe StUdy Of a COTTI mumty Sa mpl smoking and truck drivers especially problematic, so helping them to quit should

Naomi Breslau, PhD; Lanni R. Schultz, PhD; Eric O. Johnson, PhD; etal form part of a comprehensive strategy to help improve their health overall.

» Author Affiliations | Article Information

Arch Gen Psychiatry. 2005;62(3):328-334. doi:10.1001/archpsyc.62.3.328 '



Philip Morris joins UK insurance market

by Terry
Gangcuangco
24 Apr 2019

SHARE

Qone

Free e-newsletter - get the

On average, people who switch to e-cigarettes will receive a 2.5 % discounton
premiums, people who switch to Philip Morris” heated tobacco product iQOS
for three months will receive a 25% discount, and people who quit smoking for
at least a year will receive a 50% discount, the company said. Premiums for a
20-year-old nonsmoker run about £5 ($6.47) per month for a life insurance

~ policy that pays £150,000 ($194,125). The same premium would buy a
£60,000 ($77,650) policy for a 40-year-old nonsmoker.

client privacy

Marlboro maker Philip Morris has launched an insurance

subsidiary in the UK that promises to slash premiums by L

half under one condition. BACKSIS- L cOMmusia)
not ‘a steamroller merger’

Smokers insured by Philip Morris unit Reviti are offered a Z‘iaercr:::ge';:)‘;;e:c‘:’e Irclides's
50% discount if they kick the habit for a minimum of one

year. If that sounds too hard, two other options are available LU
under the new life insurance proposition. s :




MEDICAL CONDITION

BEHAVIOR s

@ Smoking

@ Overweight, obese

1-24% explained
by risk factor

25-49% explained
by risk factor

»
»

50%-+ explained
by risk factor

1. Bolnick H, Millard F, Dugas P. Medical Care Savings from Workplace Wellness Programs. JOEM Jan 2015; Vol 55, Number 1






Our core purpose:

To make people
healthier and to
enhance and

protect their lives.

By ble d g mart tech, data, and behavioral
science, p e healthy c h g d iduals d
organizatlon und the world.
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The last-mile problem: How data
science and behavioral science
can work together

Deloitte Review Issue 16
@ @ ©®

If we want to act on data to get fit or reduce heating bills, we need to understand not
just the analytics of the data, but how we make decisions.
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Why? How? What?

Members

Improved health, better value through . . e
improved price and benefits Life & Disability insurance

Make people T Health insurance

healthier and - ol

enhance and

protect their
lives

Corporate wellness
Short-term insurance

Long-term savings

Banking

Society \_/ Insurer

Healthier society Insurer saving® Lower claims
Improved productivity Higher margins

Reduced healthcare Positive selection
burden and lower lapses




Insurance companies have the unique ability to monetize health @

Government

Client

Insurer

q Tax-service transfer D 4 Risk-premium transfer D
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Risk = f(Behavior)
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Opportunity to monetize health
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Shared Value Framework @

Value Incentive A Behaviour A Risk Value

X
Member Member Incentive
it
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Personalized Algorithms, Incentives and Physical Activity
A Vitality Active Rewards with Apple Watch Case Study



PHYSICAL ACTIVITY

Annals of Intemal Medicine
Oaservanon: Bas Reseanc Report

procision
foctad by these technologies can be used 1o bettar target

these dovicas are poorly undersood.
To describe rates of intial use of activity Fack

xempt
o revem by the Universty of Pennsyivania insuhional Ro

and smartphone Acuvay neaded to be
connected 1o the waliness platiorm once, and then data ware
wansmitted aut 35 the dovice was used. The pro

mittng step data at & months and thae mean dady sep
counts 3nd tha proportion who had acheved mean siep
count goals (10 000 steps per day). The top and bottom frst
percantilas of step counts wese removed as outbers. All anal
ot were SAS, version 9.4 (SAS institute)
The sample {n - 4 483 853) was 510% famale and 17.4%
widerly (aged »4% years) (Tabie 1) During the 2 yoars, 1 2% of
porsons actvated 3 devica (0.2 in 2014 and 1.0% in 2015}

arnual
0.7% 0 1.0% of those with a lower income. Amang thase who
acivated 3 dovicn, 69.7% (B4.1% among eiderly persons)

LETTERS

wsed 3 Fbet and 127% (143% 1 173% amang younger
3041) Bed an Appie product.

Six months afier acthaton, 800K overal, S04% of ol
derly persons, and 85.9% of Fitbit users had sustained wse of
the actity tracker (Table 2). The maan dady step count was
7643 oversh, 8420 among men, 7291 among women, and

proaches can be eflactive in cther satiings (4, 5). Programs

10 improve dovice um and physcal actwily Outcomes.
Thes study has lmitations. Data wers from 3 uingie insurer,

program were not Sustained use over longar peri.
‘ods neods Asther study.

To our knowledgs, our study is 1 of the st national eval
uatons of actety racker ute 3 l2rge, dwarsa sample.

T T e———
Arnaie ery

Astesty o imernal Motume

Technology can help, but it is not easy to scale

During the 2 years, 1.2% of persons activated a device
(0.2% in 2014 and 1.0% in 2015).

Programs should consider ways to better engage older persons
and those who may be less able to afford these devices.



PHYSICAL ACTIVITY

Wearable devices act as facilitators not drivers of behavioral health

‘Wearable Devices as Facilitators, Not Drivers,

of Health Behavior Change
mRE o g beacer e e
o S Using wearable devices to effectively promote health
=E P e e T e behavior change is a complex, multistep process. First,
R A ey o a person must be motivated enough to want a device
= S o and be able to afford it; this is a challenge, because

some devices can cost hundreds of dollars.

Although wearable devices have the potential to
facilitate health behavior change, this change might not
be driven by these devices alone. Instead, the successful
use and potential health benefits related to these
devices depend more on the design of the engagement
e _ strategies than on the features of their technology

111
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Vitality Active Rewards with Apple Watch

(.;

|

October 2015

You pay 50

Monthly
points

Band 1

Band 2

Band 3

Band 4

Band 5

Amount due
S= =
whs =
£12.50 $12.50

£10 $10
£7.50 $6
£5 0

R254

R254

R127

(dlN
by aetna

Designed
in collaboration
with Apple.

Actity Natory »



The largest behavior change study on physical activity (20

Three countries

422 643 people, 91 000 Apple Watch users

|
RAND EUROPE

Longitudinal tracking
Before and after taking up Apple Watch

Granular data
Demographic data + Biometric information + Physical activity

engagement
Age Body mass index Gym day
Gender Step event

Place of residence Heart rate event

Calorie event

Intensity

All data was collected on a fully anonymized basis in line with the Global Vitality Network’s and Apple’s commitment to privacy



LOSS AVERSION [ 21

PRESENT TIME BIAS

You did it!

Now spin it!
Swipe quickly to spin
or drag slowly to view prizes

FINANCIAL
INCENTIVES

FRAMING

PRE-COMMITMENT

Broadening Access Incentivizing Behavior Change Sustaining Improvements



3 countries on 3 continents

E United States SI’E United Kingdom »)‘- South Africa
- «“»> ” 4



Study Methods

o
®

Addressing the Pitfalls of Previous Studies
+ Anti-Selection, or the tendency for those at least risk to take up activity incentives

* Small Study Population

» Tracker Effect, or confusing more accurate tracking with actual behavior change

Testing the Power of Loss-Framed Incentives
The study compared the difference between two populations in each market:

1. People who received gain-framed incentives gain-framed incentive: Vitality Active Rewards

2. People who received an additional loss-framed incentive: Apple Watch

Statistically Speaking, Yimy = @i + Ymy + 0iqy + BVARWAW; 1y, + € my

The study applied a fixed-effects Poisson regression, adjusted for diverse
characteristics and context of the study population, including:

%lil Demographics .... Types of Physical Activity

(D Starting Fitness Level Intensity

K9  Health Status i}ﬂ Seasonality



Apple Watch benefit incentivizes behavior change

+34% Increase in physical activity for Apple Watch members

per month

INCREASE IN PHYSICAL
ACTIVITY

+4.8 DAYS

PER MONTH
ORALMOST

ONE FULL
WORK WEEK




Incentivizes the right type of activity and appeals to at-risk groups @

% +49%

Advanced




Increase in physical activity is sustained

o
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Activity days

=

2 0

Months after taking benefit

~

-~

Activity days

2 prior 0

Months after taking benefit

Activity days

2 prior 0
after

Months after taking benefit




1.

2.

Good Activity Behaviors Persist Post the Benefit Period!?

Though there is a slight decline in activity following the completion of the benefit, members maintain activity profiles higher than their pre-

benefit levels

Vitality Active Rewards with Apple Watch Benefit Period
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Baseline: Non-Active Rewards with Apple Watch Participants ====- Baseline Average
Vitality Active Rewards + Apple Watch -===-\/itality Active Rewards + Apple Watch Average Time
Dimension
The eligible population is comprised of employees who participated in the Vitality Active Rewards with Apple Watch program and continued to engage with Vitality for six months following the completion of their initial 24-month goal cycle. oYolo
Individuals also had to have been device users prior to their engagement in the benefit to eliminate the tracker effect.
oJoJo

The Vitality Active Rewards with Apple Watch population consisted of 608 individuals, whilst the baseline or reference population consisted of 969 individuals. Samples are derived from two large Vitality clients.



Vitality Active Rewards

o -
M <o Weekly Target
Monday, inday, Oct 25 |
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Personalized Dynamic Gamified



Vitality Active Rewards is a proven driver of behavior change in its own right

Active Rewards is associated with a 33% increase in tracked activity

Active Rewards +
Apple Watch

Active Rewards only I RAND Europe Study Focus

Neither Active Rewards
o nor Apple Watch

Preliminary Findings

/ \ o=
/ \ - S

This diagram is for illustrative purposes only, and does not form part of the study Light - 17.0%
conducted by RAND Europe

standard | N co.3%

Loss-framed incentive:
Increase in activity after taking up Active Rewards with Apple Watch

Gain-framed incentive:
Increase in activity after taking up Active Rewards

Advanced - [N o 5%

ight - | NN 105.1%

standard || NN 732%
advanced [ 56.4%

“Empirical findings for the United Kingdom and the United States suggest that on
K average, participating in Vitality Active Rewards is associated with an increase in total
tracked activity of about 33 percent (UK: 30.7 percent; US: 37 percent) compared to

when participating in the Vitality program alone, without either activating Active Rewards
or taking up the Active Rewards with Apple Watch benefit.”

-RAND Europe






Vitality uses rich incentives to tackle poor nutrition $

Scientific process of Material discounts and easy in-store Benefit is felt at the
healthy food selection visibility and access point of sale
.’!3! Fruits and vegetables EESI.(’aﬁag

258 s SN 3 000 MminitiEd
o ) products CUSTOMER CARE LINE. 0800 11 2238

— r Grains and cereals MINERAL WATER STILL 000 12.99
KES | o @IIE GRAPES BOX 000 # VIT 24.@)

i : F/F STRAWBERRY YOG 000  VIT  14.99

H%‘, 1425 CHICKEN STIRFRY 000 10.09

Brodicts LOW FAT CHEESE VP 000 25.99

Lentils and legumes (Ceasy HARROWS 000 # vIT 11,99 )

PRETZELS SESAME RINGOOO 18.39

CHIPS CARIB/ONION&B/000 7.29
373

products ITEMS 8 TOTAL 126.72

BANK CARDS 126.70

Chicken, fish, meat CARD-NO xxxxxxxxxxxx3013

p Rounding 0.02

s 479
' products TAX EXEMPT INDICATOR
NON-TAXABLE INDICATOR #
Milk, dairy DISCOVERY VITALITY  VIT
TAX INVOICE
479 VAT REG NO. 4390107474

products

Vegetable oils, nuts

536

products

x7576 2621/012/032 10.01.09 11:58 AC-00
Discovery Vitality members save up to
25% on HealthyFood™.

Visit www.discovery.co.za
Now more than ever it pays to be healthy!

89 000 products assessed

BUY
BETTER

OFTEN



Nutrition @

A Vitality Case Study: HealthyFood Program

Study 3 Self-aware consumers will seize opportunities to create restrictive opportunities to create
Voluntary self-control commitment tested within restrictive choice environments for themselves.
a sample of 6,570 households

— Control — Noncommitted — Committed

v

Hesearch Arice

Post-intervention Period
Healthier by Precommitment
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3.5% increase in
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the 6 months

Abstrace
We tomed & voluntary self<cond commamen device 1 help groceey shoppees male healiber food porchases.
Panicipunts,

87 e 5ok i ot e wmmﬁ- that they would

Wmmwumwul—qw—nmmu-wﬂym.‘
imcrewne in heskby grocery in each of the 6 momha;
gena
ahow wach an increm. These resuls vagest that il s

bekavior nepaa preccly th twpe .1,....... lf-  adhesence (Velpyp, Lovweeneia, o oL, 2008) can be scb-
5 e o

e, 2005 sl g e o oy S5y s e ol b b S 1
e ko, Thi caise 10 imprtant cpacoicn fegan. et tho mcontive han bewn removed, which weggesn

vate and
sl e s g o amd srcie e Chuoras ooy 0B, Yl oo, 205 Ok
appeach t improving slf conon, partiosbirty in wan.  studies, however,

procinl et Lo e L B eyl oy siefe
oo o o chces e o cber 001, .o,k 218 Yl o, 1.
o emmodanely panihing. and he rewarde 3n
....nwm.-,u o
he i i 3
e gouicaion of: -qnn‘.-mxnl‘ ik S T D i
g ce smcking s pine o 40 chuive sEwan] of o e o

Healthy Food ttems Purchased (%)
BENRBEE2RE RS

Source: Schwartz, Janet et al. “Healthier by Precommitment.” Psychological Science 25.2 (2014): 538-46. Web. 16 Aug. 2018.
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The Vitality Drive programme

+Z < +Yaw {
s S
2 Compren.
BUMPY ROAD N Alert Drivers;
> . Inform
Municipalities

> -
:
IS

POTHOLES

+Pitch




Be Responsible

GUIDELINE

04

GUIDELINE

O

Guide interpretation »

of health data

Govern the

Protect and secure o
health data - responsible use of
- health technology

01 02 &

Build health Scale affordable
health technologies

technologies
informed by science

and data

m Markets can incentivize irres e behaviors. Companies
need to build their trustv L -togaincur\rusto

~ Hilary Sutcliffe, Director, MATTER —
o Us All

t ... often have
ability a of many personalized
heaith technologies. ()

rethevaytogo. )

Bartha nappers
Policy

Lis . people who can benef

o Itis absolutely critical that health technology is
based on sound evidence. 0

Wi Sagper, Presidert.
Europesn Sosety of ifestyle Medidine,
Paris France.

SCALABILITY INTERPRETABILITY DATA PROTECTION GOVERNANCE

Source: Vitality Institute. Ethical, Legal, and Social Implications of Personalized Health Technology. Available from:
http:/thevitalityinstitute.org/projects/personalized-health-technology/.



http://thevitalityinstitute.org/projects/personalized-health-technology/




