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Operating environment

Distribution in flux / RDR
Competition for static upper market
Economic realities

Risk business down

Volatile markets

Corporate strategies

New regulations




Market dynamics (NMG survey)

Class of advisers mi?l?:tgsehigre
Independent financial advisers -13%
Aligned advisers * 6%

Tied agents 16%
Bank brokerages -11%

w Source: NMG Risk Survey I I l
Y



Trend of new business premium by Channel

Swiss Re New Business Volume Survey
Momentum Myriad | Aug 2015
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Momentum Retall

Sales and Szt el Brand and Client Middle Market

COO intermediary marketing Solutions Segment

Distribution : :
Joh Joost
(Johann Jooste) (Vacant) (I'petsehrliarlncpt\II((aJ\Ir(]) i) (Danie vd Bergh) (Teshlin Akaloo) (Frank Magwegwe)

Finance (Jan Lotter)

Human Capital (vacant)
‘&
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Retail Distribution Review

Services to Customer Services connecting product Services to
suppliers and customers Product Supplier
(
Advice A - Outsourced functions

Sales execution

.
(]

Financial planning Binder functions

Ongoing maintenance / servicing

.
(]

Dther outsourced functions

Up-front product advice

Platforms

Ongoing product advice . .
Aggregation Services / referrals

3 . l I
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Online capabilities

Online panel surveys

Based on what you have seen, heard or experienced about each of the followin
used them, please indicate how you rate each brand in terms of your o

Please use a 10-point scale where 1 means you think the brand is “terrible”
brand is “excellent”. You can use any number between 1 and 10 to best

Allan Gray m ' I
Metropaolitan m . I
vomernm 250 ol

o

moementum

@ My Page 5 tips on how to fully enjoy your community expernience The Safety Questionnaire

My Activities

2 16. Advantages of using the Safety Questionnaire
What do you think about the many advantages of using the Safety Questionnaire?

YOU'V

17. More advantages of using the Safety Questionnaire
Please tell me more about your thoughts and opinions about the advantages of using the
Safety Questionnaire

@

13. Validating your score

Please tell me what you think about validating your score to prove that the safety and
security measures are actually in place
YOU'VE ADDE 3 S

Virtual group discussions

Welcome to MyMoney Lounge

Thank you for joining me in the MyMoney Lounge, | am
sure we will find the next few days insightful and
enjoyable

You will see that there are a few activities lined up for
you for today. Each day new activities will be
unlocked, so please be sure to visit the Lounge each
day to take part

ch consists

hoice of shopping

We are very excited to see your comments and posts

m



Neuro-marketing research

Eye tracking




Multiply | Education Platform

RESULTS

These are schools that match your requirements. Change your filters or view the costs for@achschool.

QUICK FILTER

INDEPENDENT OR PUBLIC
D Independent [: Public

[:] No-Fee [i Any

GENDER
[] Boys only [] co-ed (Mixed)

(m] Any

BOARDING FACILITIES
D With Boarding E Any

HOERSKOOL ZWARTKOP

Approx. 1.0km

H/V Ou Johannesburg Street, Hennopspark, Centurion, 0046 o
Hennopspark 2

0126548041 as

VIEW COSTS

HOERSKOOL ELDORAIGNE

Approx. 1.17km

26 Christopher Street, Eldoraigne, Centurion, 0149 .
Eldoraigne z
0126602066 A

VIEW COSTS

LIKES IN AMONTH




New Users

Financial wellness take-up
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New multiply partners

§SOUTH AFRICAN

AIRWAYS
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Multiply value proposition

Online Shop
R9,0 million MORE THAN
v R200m
R30,5 million SAVING
SAFETY )
Pick n Pay [UP T0 45 /01
R0,8 million
eper— W Momentum Health
290 miiion FINANCIAL § R6,3 million

Myriad
R61,4 million

Cyclelab )‘
N PHYSICAL

The Pro Shop
RO,3 million

Gym
R105,8 million
w




New brand properties

Cape Argus
Ehickn[Zay

momentum

MounTAIN
BIKE

lz%%?i’;

Cape Arans
Ehckn[Zay

rresented by [ick n [Fay momentum o4 - 75 July 2014

CYCLE TOUR

2\ |/
ROTARY +« PPA
CHRLLENGE
AFRICA'S GREATEST CITY

@ m



Strong client brand

i BRAND STRENGTHS I I I Clients

; 1 st The preference and usage of the
Strong usage of Momentum Momentum is the | choice for brand increase with income.
f % particularly when it comes to LIFE Retirement cover, life cover and investments were

COVER, RETIREMENT they to purchase such today
PRODUCTS AND INVESTMENTS

> = 5

M Over 85%
ﬂ G808088080
AI m ost 1 0 0 o/o Iv';?es\thrz:gest associations with Momentum

Strong top of mind awareness of * Life Insurance
Momentum amongst clients across of Momentum clients were able to * Retirement Funding and
most product categories identify the Momentum logo I I | * Investments

> - >

8.6 out of 10 %
8.3 out of 10 o 1st or 2nd

B/Successfm B/Professional B/Sta ble B/Trustwonhy

8.7 out of 10 '

>




ATL - Momentum Short Term Insurance

to a better way to do insurance momentum

for your financial wellness




ATL - Myriad | Critical illness campaign




Client value proposition

Our approach to creating a Client Value Proposition

Identify
client sub-
t
Defineand W, —coments /3
Understand
measure areas )
client need
of success
A <
Test client o
: : Designing
interaction and .
: solution
experience
A ) ¢
Develop Understand
client inter- the competitor
action plan ) landscape
> h
Deﬁpe Test
the client i
solution

experience ‘




Education Client Value Proposition

An EdUCﬂtiUn plal‘l that actually educates your child from ABC to PhD

Long Term
Short Term Savings
Savings
mmrm&mm Loan
Discounts on: Free and paid for:
Uniforms Tools and calculators
A [mgm [amee . =
o= = - Stationery Study aids
Airtime Hello Teacher
Devices Curriculum
Extra lessons Fast papers
Etc etc etc Chat rooms
. . . and more Etc etc etc

Premium

Enhancing

: education
Education

Provider

Momentum Education Praovider
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Growth through diversification




Other new products

momentum

for your financial wellness

Tax-free products
for savings and investments

momentum

for your financial wellness

Critical illness cover
Be sheltered when you falliill

momentum

for your financial wellness

'.'.‘vlf»-\i

- 951753

Income protection
Let us provide an income when you can’t




Growth through diversification




Middle market sales per product line
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Middle market channel split
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Middle market agency growth

160

140
120
100
80
60
40

2014 - September 2014 - December 2015 - March 2015 - June 2015 - September

M Intern M Trainee Adviser M Experienced




Momentum Retail Segments

Wealth creation HlGH NET WORTH

& protection

Leaving a legacy
& giving bac

0.01% of entire SA
population, yet form
35% of South Africa’s

_ total individual wealth 62400
\ Convenience ————

Security & trust

This excludes the
‘undiscovered’ market




Growth through diversification




Market share for brokers by segment

35%
30% ®30%
25%
s ® 21%
@ 20%
(1]
7 ® 18%
g 15% @® 15%
O
S
10% ® MetlLife
M 9% .
® Myriad
>% O-5%
0% Q06% o 0 03% o .
All Large Medium Small Mega
Market Segment
Swiss Re Swiss Re New Business Volume Survey | Momentum | 2015




Market share for tied agents by segment

35%

30%

25%

20%

15%

Market share (%)

10%
5%

0%

@ Swiss Re

® 15%
® 13%
@ 10% ® 10% ® MetlLife
® Myriad
® 6%
O 5%
A 1% O A 0.4% O
. A\ . . U 1
Overall Large Medium Small Mega
Market Segment

Swiss Re New Business Volume Survey | Momentum | 2015
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Attracting more Financial Planners
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MFP business has more than doubled in 5 years
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MFP business has more than doubled in 5 years
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Quality of business

Lapses are down 67 % over the last 7 years
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Momentum Consult headcount
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Call centre | Health case count growth
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Call Centre | Multiply case count growth

1800 - r 70%

L600 | 61.7%
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The quality of our products are market leading

Momentum’s quality is perceived to be one of the highest in the industry

90.01

. 1.6 +1.7

80.0-

70.01

60.0 1

Perceived Quality

50.0-

Industry Discovery Liberty Metropolitan Momentum Old Mutual Sanlam Other
Score

Position (On Par) (On Par) (On Par) (Leader) (Leader) (On Par) JEEGYAET)

Source: SAcsi 2014 Q4 Life Insurance Report

Q% -




Clients are more satisfied with our service

While the Life Insurance Industry showed a 2.8 point decline Momentum was
a the only brand to improve since 2013

90.0-

+1.2
80.04

70.01

SAcsi

60.0 1

50.0-

Industry Discovery Liberty Metropolitan Momentum Old Mutual Sanlam Other

Score

Position | (On Par) (On Par) (On Par) BRIRECEZM (On Par) (Leader) (Below Par)

Source: SAcsi 2014 Q4 Life Insurance Report

Q% -




Our clients are more willing to choose our brand again

When asked how likely they are to choose their brand if they had to choose a
life insurer again, Momentum clients scored the highest

80.0-
+4% * *
’0, -2% *
700{ <7 -3% 1%
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Industry Discovery Liberty Metropolitan Momentum  Old Mutual Sanlam Other

Score

Position | (On Par) (On Par) [EEGYA:ET I ICEL Yy (On Par) (On Par) (On Par)

Source: SAcsi 2014 Q4 Life Insurance Report
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Improvement in mortality experience

Mortality experience

/\
\

2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014

e Counts ==Net Sum assured == Expected

Q% -




Impact of focus on quality

Total mortality and morbidity basis changes and experience
profits for the period F2011 — F2015

R1.7 billion

_________




Technology key enabler

# 503623
CONNECTIONS
DISTRIBUTIONS
SEGMENTATIONS

: SOCIAL NETWORK  *




Myriad | Self captured
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Introducing Voice Biometrics

Normal
Agent time
to identify
Between
10 and 60
seconds

Customers
often get
frustrated
with having to
remember things

Excessive call
handling and
frustration when
data is forgotten,
or wrong

Expensive
password /
details recovery

Lost business
when customers
give up!




New technology F2016

« CRM
* Wealth management solutions
 Web improvements
* Online fulfillment

* New mobile platform




