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Make people 
healthier and 
enhance and

protect their lives

Health insurance

Life insurance

Long-term savings

WHY HOW WHAT
Members

Improved health, better value through 
improved price and benefits

Society
Healthier society

Improved productivity
Reduced healthcare 

burden

Insurer
Lower claims
Higher margins
Positive selection and
lower lapses



Backdrop to the Vitality Shared-Value Insurance model 

The Vitality Institute: D Yacht, G Christie 

The Healthcare Wellness paradox

Healthcare

Benefits are immediate,
price is hidden

Wellness

Benefits are hidden,
price is immediate

4main
risk
factors

Physical 
inactivity

Unhealthy
diet

Smoking Excess 
alcohol

4NCDs

Respiratory 
disease

Diabetes Cancer Cardiovascular 
disease

of all deaths 

worldwide

Responsible 
for 60%
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The Vitality Shared-Value Insurance Model delivers value to all 
stakeholders

§ Initial selection
§ Lower claims
§ Better retention
§ Increase new 

business
§ More customer 

interaction

Michael Porter coins a “shared-value” business model - addressing social needs, 
profitably. Porter argues that business models such as these are less a “nice to 
have” than they are an imperative for long-term growth, particularly in today’s age 
where civically-minded millennials increasingly prefer to endorse institutions that 
respect both profit and purpose.

§ Improved productivity
§ Lower healthcare burden

REWARD 
PARTNERS

§ Increased revenue
§ Improved customer loyalty
§ Exposure to a broader 

customer base

ADVISERS
§ Higher sales
§ Differentiated 

offering
§ Lower lapses

and improved 
earnings

§ Better value through 
improved price

§ Improved health
§ Lifestyle rewards

INSURER

CLIENTS

Vitality’s shared value approach is based on incentivising policyholders to manage their 
wellness

We design innovative insurance products that emphasise the importance of 
prevention and wellness, leveraging the insights from behavioural economics in an 
immediate rewards system that drives positive behaviour change over the long term

The change in behaviour results in improved profitability for the insurer which in turn 
is used to fund the incentives that encourage behaviour change – thus creating a 
virtuous cycle

The impact from a clinical and actuarial perspective is significant

In this way, our model continues to drive shared value: it delivers better health and 
value for clients, superior actuarial dynamics for the insurer, and a healthier society 
at large



Vitality is the global leader in behaviour-linked insurance

Pioneering Largest Globally recognised
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15 independent research publicationsPresent in 16 countries Launched in 1997

Science-based

Case study by Prof. Michael Porter



Mathematics of Vitality Shared-Value Insurance
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Vitality chassis Programmes Make people 
healthier

ProductShared value

Screening

Active Rewards

Nutrition

Weight Loss

Mental Wellbeing

Healthy Aging

Vitality Age

Vitality Points

Vitality Status

Rewards

Morbidity 
& mortality

Accidents

Defaults

Dynamic 
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Wedge 
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Enhanced 
yield

Vitality 
Fund
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Data is substantial

>2 petabytes
of behaviour-linked insurance data

Driving data

Financial data 

Health data 
Demographic information
Cost of claims
Provider visits
Hospital admissions
Condition management
Health outcomes
Out of hospital spend
Chronic condition history
Physical activity
Biometrics and screenings
Nutrition
Smoker status
Vitality status

Demographic information
Kilometers driven
Driver behaviour
Accident impact
Driver routes
Harsh braking
Acceleration
Cornering
Mobile phone usage
Time and distance of trips

Customer loyalty
Customer spend behaviour
Price sensitivity
Credit riskiness



Engagement and activity generates additional data unique to Vitality, 
emphasizing the depth of data underpinning analyses

On an average day in Discovery Health ...

250 000 
Vitality Health 

Checks

10 million 
discounted gym 

visits

20 million 
HealthyFood

baskets bought

Over 10 000 
Team Vitality 

members

Getting Healthy

R1 billion 
HealthyFood

cash back

2.5 million 
discounted 

movies

1 million 
discounted

flights booked

1.8 billion 
Discovery Miles 

earned

Getting  Rewarded

19   
schemes 
administered

2,700
hospital 
admissions

31,500
Health 
professionals

250,000
Claims
received

37,000
telephone 
calls



Vitality clients have better claims experience, and 
improvements deepen with duration inforce

Life Insurance Health Insurance

Life Cap Dis

Silver Gold & DiamondBronzeBlue

Improvements by status relative to NI
Percentage

Days in hospitalAdmission rate

Improvements by status relative to NI
Percentage

Life insurance – mortality 
improvements strengthen over 
time

0%

20%
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60%
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100%

4 5 6 7 8 9 10 11 12

Unengaged Semi 
engaged

Engaged

Unused 
value

Unused 
value

No Vitality



Similar results due to behaviour change are evident in the UK
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Change in wellness engagement

High initial engagement

Moderate initial engagement

Low initial engagement

IncreasingDecreasing

Starting point

Record levels of engagement in 
Vitality

Claims rates for Vitality members based on initial wellness 
engagement and subsequent changes



Active Rewards incentivizes people to 
get active, which in turn has a significant 
impact on claims



220,000 
unique 
members

Over 5 million
goals allocated

34 million
life days tracked

3.4 million 
physical activity
events logged

25,000 Active 
Apple Watches

16,000 
Members have 4 
friends on the app

Physical activity triggers a healthy lifestyle

Do more 
online 

assessments

Undertake 
preventative 
measures

Undergo 
screenings

Buy more 
HealthyFood

Uplift in overall 
engagement

Engagement in the programme has been strong

79

43

2623
16

Increase in health participation after becoming physically active
Percentage



Relative mortality decreases significantly by physical activity and health 
checks

Vitality 
Active

<1 per 
week

No 
Vitality

Vitality 
inactive

Vitality 3-5 per 
week

2-3 per 
week

1-2 per 
week

5+ per 
week

Mortality improvements by physical activity relative to non-integrated
Percentage

4Active 
and 

Health 
Checks

0 321

48

Vitality 
Active Number in range

Mortality improvements by In range health checks* and physical activity
Percentage

* Four metrics considered: BMI, blood pressure, cholesterol and physical activity

Non-integrated Non-integrated



Musculoskeletal PsychologicalNervous SystemRespiratoryDigestive SystemCirculatoryDiabetes

One Three Four or moreTwoNone

Discovery Health disease claims by physical activity, relative to non-integrated members
Percentage

Non-integrated

Relative morbidity decreases significantly by physical activity across 
disease categories



Both initial engagement in Vitality as well as behaviour change 
impact on claims experience

0.89 0.82

1

1

1

0.92

0.830.89

0.86

0.65

1

0.95 0.86

0.95 0.86

People that start at a high level of exercise have 17% 
lower hospital costs than those unengaged

People that start at a low level of engagement and 
increase exercise reduce their hospital costs by 14%
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Rate of change Increased 
engagement

Decreased 
engagement

a

b

Example of Generalised Linear Model results: The Year 5 model for In Hospital costs



UK has experienced similar changes in behaviour

% increase in members earning points from 
steps following launch of Active Rewards

2016-2015

100% = No change

Members who were Ocado shoppers prior to 
the introduction of the Healthy Food benefit 
experienced a 19% increase in the share of 
their basket that is healthy following the 
launch of the benefit

Members who activated the Apple Watch 
benefit with Vitality increase physical activity by 
25% following activation

Active Rewards has been a success and 
members are exercising more

Healthy Food has incentivized members 
to increase their healthy purchases

Apple Watch incentivized members to be 
more active in order to reduce their 
watch repayments



The Vitality offering has been shown to have a significant dampening 
impact on lapse experience across a range of markets

South Africa UK

Deeper lapse improvements at higher statuses
Percentage

PlatinumGoldBronze Silver

Deeper lapse improvements at higher statuses
Percentage

PlatinumSilver GoldBronze



DSY Life Vitality members have a higher level of rider take-up and 
use their discounts to buy more cover
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premium
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46% higher average premium

Upfront 
discount

DSY Life Vitality members have more riders on their life 
plan

… and use the premium discount to buy additional cover



Similarly Vitality Life clients channel the discount towards higher cover. 
Deeper Vitality benefits lead to significantly higher sales

Traditional Cover New Generation Cover
Traditional Cover New Generation CoverVitality optimiser

Vitality optimiser

Relative benefit count Relative premium size

High initial discounts result in increased policy size and higher 
number of benefits taken

30% higher riders 40% higher premiums



AIA’s IFA market share has increased from  12.5% (2013) to 17.4%
(2016)

1 2 3 4

Vi
ta

lit
y 

AN
P 

Pe
ne

tr
at

io
n 

%

AIA Case study:
AIA Australia has seen an increase in sales following Vitality

15% 
increase

# of AIA policies per active
adviser selling Vitality

# of AIA policies per active
adviser not selling Vitality

Vitality Integrated Policies Non-Vitality policies

Higher sales production from advisers selling 
Vitality

2x higher

2013 2014 2015 2016

Increase in AU average monthly sales (Vitality + Non-
Vitality)



Frequent and Positive customer interactions create cross-sell 
opportunities

Frequent 
(Daily/Monthly)

Infrequent (Yearly or 
less)

%
 o

f r
es

po
nd
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ts

Frequency of 
Interactions:

Frequency (per 
yr)

Traditional insurance model leads to limited customer 
engagement

Vitality model allows for increased and positive customer 
interactions

Additional 
Vitality 
Touch 
Points

Traditional 
Customer 
Touch 
Points

AIA is able to reach customers through non-traditional means providing the opportunity for new approaches to lead generation and
cross-selling:

Connect with 
customers through 

Vitality Active mobile 
app

Promotional activity 
through Vitality 

partners

Use Vitality data to 
support simplified 
underwriting offers



AIA case study:
Engaged clients are more likely to purchase multiple products

Study conducted to determine factors 
associated with customers purchasing multiple 
policies

Purchase of an Integrated Product is a significant indicator of 
whether a customer has a high propensity to purchase multiple 
products
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Likelihood of purchasing more than one product

4x higher



New partners have shown remarkable sales growth 
after launching Vitality

Experience from a European market illustrates that the 
number of policies sold increases substantially after the 
introduction of Vitality

Another market has seen exponential member growth 
after the launch of the Active Rewards programme
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Classic Vitality-integrated

+70%
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62% 
Activation rate

2m
Vitality

members

1m+
Starbucks 
redeemed

Strong growth 
expected to 

continue



Global recognition

Ping An Health
won 2016 China 

Remuneration and 
Benefits Supplier Prize

AIA Vitality (Hong Kong)
won five gold awards in 

recognition of their Vitality 
Active Rewards campaign

AIA Vitality (Australia)
won 2016 Customer 

Innovation Award

Generali Vitality (France) 
awarded 2017 Innovation 
of the Year for Corporate 

Life Business 

Vitality USA 
named as Leading 
Health Innovator at 

2017 WEF

John Hancock Vitality 
named 2017 Most 
Innovative Insurer



Growth model

Insurers Penetration Engagement

ACTIVE INSURERS

Term 
Insurance

Whole of 
Life

Universal

Critical 
Illness

Unit Linked

Health 

3x letters of intent
Country 9

Country 8

Country 7

Country 6

Country 5

Country 4

Country 3

Country 2

Country 1

50% target Target

Early 
partnership 
duration

Minimum partnership fee % of VNB/Premium Experience profit sharing



Launch of myOwn in Australia

Partnership between

Australian Health Insurance

Partnership will soon also integrate with AIA Life to 
create a compelling offer that combines both 
health and life insurance with Vitality
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