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Singapore Vitality Offering 
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Health care costs continue to rise 

persistently 
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Poor lifestyle choices create 

a negative impact on global health 

0

100

200

300

400

500

600

700

C
h

o
le

ra

1
9

1
8

 F
lu

 p
an

d
e

m
ic

A
ID

S 
(2

0
2

0
)

W
o

rl
d

 W
ar

 II

B
u

b
o

n
ic

 p
la

gu
e

P
u

er
p

e
ra

l (
ch

ild
b

ed
) 

fe
ve

r

Sm
al

lp
o

x

Li
fe

st
yl

e
-r

e
la

te
d

 d
ea

th
s 

*

Estimated number of deaths by 2020 
(million) 

Source:1Bradshaw, et al, MRC Policy Brief no 1, March 2003. 

Deaths  

worldwide 

Three controllable 

behaviours 

Physical inactivity 

Poor nutrition 

Smoking 
3 

4 

50% 

Four chronic  

diseases of 

lifestyle 

Diabetes 

Cardio vascular disease 

Cancer 

Lung diseases 

3 behaviours • 4 chronic conditions  
• 50% of deaths worldwide Estimated number of deaths by 2020 (million) 



Traditional life insurance is reliant on 

static, upfront underwriting 

One ultimate mortality 

assumption for lives that 

are potentially 

heterogeneous with 

respect to long term 

mortality/morbidity risk 

R
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Duration / age 

Ultimate 

Select 

Current rating factors 

only use information that 

is available at policy 

inception 

No way to collect 

additional information 

post-inception hence the 

risk assessment is not 

updated dynamically 

risk 

Socio-
economic 

status 

Smoker 
status 

Gender 

Health status 

Changes in smoking status 

Wellness behaviour 



Drawbacks of static underwriting 
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, leading to  
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Other challenges of the global  

protection industry 
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, leading to  

 

 

 

 

 

 

 

Results in a static 

and commoditised 

market 
 

Lack of focus 

on innovation 

 

 

 

 

 

 

 

 

 

Raised the need 

to manage and 

price risk 

adequately 
 

Increased 

capital 

requirements 

 

 

 

 

 

 

 

No real contact 

between policy 

inception and 

claims stage 

 

Lack of 

consumer 

engagement 



Low investment yields will continue to dampen savings product growth  

Shifting focus to protection rather than investment and savings 

Fixed annuities: Increase in capital requirement of 1.5–12 times 

 

Term life assurance: Reduction in capital requirement of 20-65% 

Consumers seeking greater certainty given volatility in investment markets 

Protection is in favour 
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The healthcare consumption paradox 

Under 
consumption of 
preventive care 

Lack of information 

Over-optimism 

Hyperbolic discounting 

True efficacy of different health and wellness 
approaches is not well understood 

People tend to overestimate their abilities and 
health status 

Future rewards of a healthy lifestyle are 
significantly undervalued relative to cost today 

Benefits immediate 

Cost is hidden 

Benefits hidden 

Cost is immediate 

Gain now, pain later Pain now, gain later 



Earn points for 

activities  

Systematised and 

verifiable 

Personalised  

Health Goals 

Achieve a Vitality 

Status® 

The Vitality wellness programme 

Price of engagement removed or reduced                  Full health spectrum 

Exercise Nutrition Weight loss Mental health  Disease management Lifestyle 

Broad  

Access 

Personalised 

engagement 

Rewards 
Rewards channel 

actuarial value of health 

improvement 

Broad rewards network Health and Lifestyle focus 

1 

2 

3 



Vitality provides a behavioural solution  

to under-consumption of wellness 

 

 
 

“The 

Points Structure Programme Structure 

As you interact with Vitality and get healthier, you earn Vitality points which determine 

your Vitality Status 



Sound behavioural economics 

principles 

14 

Present Bias 

Clients value upfront discounts 

disproportionately more than more distant 

cashbacks, driving product appeal at point of 

sale 

Self-selection 

Clients who expect themselves to benefit from 

the insurance and core program benefits (and 

are hence healthier or more interested in 

wellness) self-select into Vitality 

Natural  
segmentation 

Premium flex enables a natural 

segmentation of the book into healthy lives 

(the engaged statuses) and the relatively less 

healthy (Bronze) with everyone’s premium 

level reflecting their true risk 

Selection 

Agents in general select their clients who will 

likely benefit from Vitality, or at least exclude 

those unhealthy ones who definitely will not 

Loss aversion 

Giving a discount and gradually taking it away 

for unengaged members, the design uses 

loss aversion to encourage behavioural 

change to retain the discount.  



Vitality in Singapore 

Wellness tools 

Health screening 

Exercise Exercise 

HealthyFood Nutrition 

Smoking cessation Smoking cessation 

Rewards 

http://allencarr.com/


Vitality in Australia 

Wellness tools 

Health screening 

Rewards 

Nutrition 

Smoking cessation 

Exercise 

http://allencarr.com/


Vitality in the US: The Vitality Group 

and HumanaVitality 

 

 
 

Over 14,000 
Partner 

Health Clubs 
 
 

 

 

 
 

Over 2,500 
Retail 

Locations and 
Wellness 

Vendors 

 
 
 

Over 200 

Workout 
Devices 

 
 
 

Multiple 
Coaching, 
Insurance, 

and DM 
Vendors 

 
 
 



Vitality in the UK 

Wellness tools 

Health screening 

Rewards 

Exercise 

Nutrition 

Smoking cessation 

http://allencarr.com/
http://www.nationaltrust.org.uk/main


HealthyFood concept internationally 

What is a healthy food?

Food Standards Agency

Nutrient profiling

(developed by

Oxford University)

Fruit and vegetable
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Saturated fat
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International guidelines

Active promotion 

not recommended

International guidelines

Active promotion 

recommended

HealthyFood platform and technology 



Vitality flagship benefits: HealthyFood
TM 

HealthyFood cash back of up 
to 25% 

Benefit in action 89,000 products assessed; 10,000 
classified as HealthyFood 

1 2 3 



Behavioral economics – HF discount 

encouraging health screening 

Members completing 
Vitality Health Reviews 

Members having  

Vitality Checks 

 -

 50,000

 100,000

 150,000

 200,000

 250,000

 300,000

20
06

20
07

20
08

20
09

20
10

20
11

20
12

 -

 20,000

 40,000

 60,000

 80,000

 100,000

 120,000

 140,000

 -

 20,000

 40,000

 60,000

 80,000

 100,000

 120,000

2008 2009 2010 2011 2012

Healthy
Food 

Members attending 

Wellness Days 



Vitality flagship benefits: physical activity 

20% - 80% off gym 

membership  

 

At times, subsidy drops if 

member fails to attend gym 

regularly 
 
 

Up to 25% off HealthyGearTM 

products at Adidas 
 
 
 
 

Ability to upload workouts and 

earn points from a wide range 

of devices 
 
 
 

Gym membership HealthyGearTM Fitness tracking 



Gym engagement 

South African stats 

Gym take-up Exercise events per year, millions 
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Powerful rewards across a network of 

partners – US online Vitality Mall 

Frequency of use 
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A properly balanced programme leads to 

high engagement 

Source: South Africa data across 1.6m lives 



Web and mobile platform 
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Growth of Vitality 
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Impact of Vitality on Discovery Health -  South African health insurer: 
Positive selection and retention of better risk lives 
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Life insurance example of dynamic underwriting 
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Average Discovery price 

Unengaged 

Engaged 

(5% - 10%) Market Competitive Pricing 
Corridor 



A closer look at how the model plays 

out in practice 
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Non-integrated
product

Lapse effects Mortality/morbidity
effects

Business mix effects Premium
improvements

Benefit
enhancements

Paybacks Vitality benefits
subsidy

Integrated product
profitability

Vitality integrated protection products create  

value for policyholders and insurers 

Value uplift Channeled back to policyholders 

Net VNB uplift for the 
insurer 



Value add to an insurance portfolio 

Business 

volumes 

Greater 

profitability per 

unit of business 

More distribution 

value 

• Attracts new market 
entrants 

• Reduces mortality and 
morbidity 
 

• Improves persistency 
 

• Creates positive selection 
at entry and lapsation 
 
 
 

• Enables sales by changing 
the conversation from one 
about death and sickness 
to one about wellness and 
rewards 
 



Most innovative risk product  2014 Innovation Excellence Award 

AIA Australia has experienced early  

success with integration 

Association of Financial Advisers 

(AFA)  

AFA CEO, Brad Fox, said: 

“The AFA’s theme for 2014 is Innovate: Think, Create, Act so 
we are very excited to see how the AIA Vitality initiative has 

challenged the fundamental way insurance connects with 
consumers. It’s a new conversation.” 

CANSTAR 

CANSTAR’s verdict … 
 

“AIA Vitality is a great program that provides superb 
health (as well as other) benefits to consumers.” 

 
“The whole system seems to be easy to understand and 

adapt, and the discounts help make it affordable. 
Providing incentives for people to take more control of 

their health can only be a positive thing.” 
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Vitality clinical foundation: 

Published research 

Name of study Journal 
Date 

published 
Hypotheses/ research 

objective 

Fitness-Related Activities and Medical 
Claims Related to Hospital Admissions — 
South Africa, 2006 (VIP Study 1) 

Preventing 
Chronic Disease 

October 2009 Fitness engagement and 
health and cost outcomes 

The Association Between Medical Costs 
and Participation in the Vitality Health 
Promotion Program Among 948,974 
Members of a South African Health 
Insurance Company (VIP Study 2) 

American 
Journal of 
Health 
Promotion  

January/ 
February 2010 

Vitality engagement and 
cost outcomes 

Participation in Fitness-Related Activities 
of an Incentive-Based Health Promotion 
Program and Hospital Costs: A 
Retrospective Longitudinal Study (VIP 
Longitudinal Study) 

American 
Journal of 
Health 
Promotion  

May/June 2011 Longitudinal assessment 
of fitness engagement 
and health and cost 
outcomes 

Eating Better for Less: A National Discount 
Program for Healthy Food Purchases in 
South Africa 

American 
Journal of 
Health 
Behaviour 

In Press  To assess impact of the 
discount on healthy food 
on fruit and vegetable 
intake  

Name of study Journal 
Date 

published 
Hypotheses/ research 

objective 



Incentive study HealthyFood benefit study 

Behavioural economics Discovery Healthy Company Index 

Vitality’s Research Foundation  

Kevin Volpp George Loewenstein 

To examine the role of various incentives to increase 
physical activity 

NIH Grant for HealthyFood benefit evaluation – paper to be 
published by the American Journal of Health Behavior 

Roland Sturm 

Vitality Drive; Social media and behaviour change 

Dan Ariely Janet Schwartz 

To explore burden of disease and wellness behaviour & 
activity in the workplace 



International recognition 

39 

“Some of the most compelling 
evidence that this approach 
works…” 
-McKinsey Quarterly, January 2011 

“… using judicious 
incentives to nudge people 
towards sensible behavior.”  
- The Economist, October 2011 

“... the plan is a clever 
effort to combine health 
insurance with nudges 
designed to get people to 
live healthier lives.” 
- Nudge, Yale University Press 
April 2008 

“The outfit that seems to have more 
experience with these kinds of incentive 
programs than any on the planet...” 
- NY Times, January 2011 

“Most of Discovery's rivals in South Africa have tried to 
copy its points program, and the idea is making some 
headway in the U.S., too.” 
- Wall Street Journal,  
  February 2006 
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