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Disruption is inevitable

Economic Fintechs

Market New entrants

Traditional banks

Regulatory (digital innovation)

Other industries

Customer
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Financial services presents attractive opportunities for disruption

Disruption
themes

Payments

Credit and
debit cards

Lending

Insurance

Wealth management

Digital currencies

RESPONSES REQUIRED TO COMPETE

* Right price

* Product market fit

* Distinctive value proposition

» Customer acquisition

» Cost management

» Leverage world class talent

» Adopt successful operating models
» Technology capabilities

» Acquire capabilities



FINB 1s now a meaningful insurance player

10:06 7 wil LTE @)

= Insurance L) W e

------------
........................................
.........
.......
........

You could

win 1 of 10 R6.5 R7 billion ; TF -
AppleiPads M oes, billion - in-forceannual >.5 et R8. bllho.n
wenyougets | ni' ; H . H in-force H claims paid
S L : embedded P premium ! . H :

quote from F3 e /%, S policies .. since 2015
“Apple” and “iPad” are registered trademarks of Apple Inc. ".' ': ‘." '.: ..'. 3 K

Ts & Cs available on www.fnb.co.za.

.......
_____________________
-------------------------
..............................................

e 0 0 0 0

E Top seller on digital channel

(SwissRe)

Apply Switch to Car My policies 1 st
us Insurance

Excellence in Insurance Digitisation

B © (Finnovex Awards Southem Africa)

Car & home My quotes Claims Insurance

emergency iiiales Innovation in Customer Experience and Claims Excellence

pr— (Al global innovation competition )




Innovation has resulted in differentiated customer propositions

First to fully digitise funeral
insurance sales and services

First insurer to proactively pay
customers without them submitting
a claim

Offer insurance against digital fraud

Provide free insurance for up to 30 days
on any purchase done via FNB virtual
card or Apple Pay

70% servicing is done via self service
digital channel

35% of all claims are finalised without
any manual intervention



Leveraging group's value chain to drive disruption and
generate value for shareholders

Customer Product and technology Distribution Li Risk management
base development channels icences capabilities
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Data and analytics

Group’s value chain enables the creation of a unique combination

of products and functionality that will disrupt the market



Leveraging group's value chain to drive disruption and
generate value for shareholders

Product and technology Distribution Risk management

SRl Licences
development channels capabilities

base
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Data and analytics

Group’s value chain enables the creation of a unique combination

of products and functionality that will disrupt the market



Existing capabilities and integrated model allow for disruptive
strategy

Group customers are buying insurance products:

Life and Third-party products through Other product
Short Term Insurance FNB Insurance Brokers providers

¥ ¥ ¥

Aim is to sell own short-term and life products to group’s customer base

Enabled by risk

Ut LRIk RIS Offer better Delveren Supported and financial
to offer products through
products at : by rewards resource
to customers : appropriate
: better price programme management
when required channels s
capabilities
 Data analytics — understand client » Branches, « eBucks » Leverage
needs and offer bespoke solutions call centres, existing bank
« Low/zero client acquisition costs app, online FRM and risk
. management
+ Underwriting skills Lower o
distribution capabilities at
O Leverage pla’[form costs no extra cost



Life insurance propositions resonate across retail customer base

Market share of FNB customer base
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Leveraging group's value chain to drive disruption and
generate value for shareholders
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Data and analytics

Group’s value chain enables the creation of a unique combination

of products and functionality that will disrupt the market



Tailored product offering to own customer’s needs

In just over 7 years, FNB has
built an insurance product
range that covers the vast

majority of customer needs

Protect

assets

Protect
income

Customer’s
insurance
needs

Protect
family

Leveraged technology
capabilities in the group
to customised insurance

systems as part of
product rollout
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Focus has been on delivering quality products with some

tactical pricing

Non-underwritten life pricing

Discount afforded by choosing FNB (age:30)

100% A
-14% -10% -12% -78% -8% -72%
90% A
80% -
70% A
FNB vs top 3
60% - competitors
50% in the market
-
40% A
30%
20% A
10% A
0%
Insurer 1 Insurer 2 | Insurer 1 Insurer 3 | Insurer 1 Insurer 3
R10 000 R30 000 R50 000

ENB’s flagship non-underwritten life product, funeral,
is a price leader in the age 30 category when compared
to its closest competitors in market

Underwritten life pricing

100%
90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

Pricing comparison: R2 million life cover

-6% -11% -14% -21%
FNB vs
average
competitor
Non smoker Smoker Non smoker Smoker
Male Female

ENB Life underwritten product is priced
competitively within the market



Customers benefit from leading rewards programme

Since inception FNB has rewarded
policy holders with >R 350 million
in premium rebates via eBucks

FNB’s products assist customers
to move up eBucks reward levels
allowing them the opportunity
to earn more rewards

FNB’s underwritten life products
offer up to 40% of a customer's
premium back in eBucks

>36 000 customers with
insurance products are on
eBucks reward level 3, 4 or 5

®
@ eBucks
rewards from FNB

FNB’s non-underwritten life
products and short-term
products offer up to 15%
of a customer's premium

back in eBucks

FNB offers rewards to customers
across retail and commercial
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Leveraging group's value chain to drive disruption and
generate value for shareholders
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Data and analytics

Group’s value chain enables the creation of a unique combination

of products and functionality that will disrupt the market



Customers preter banking channels to buy non-underwritten
life insurance, a material competitive edge

FNB in-force APE

R million

3500 1

3000 A

2500 A
Non-underwritten

life distribution 2000 A
channel mix

1500 ~

1000 ~
Underwritten life

500 T /

2015 2022
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Room to disrupt distribution model of traditional providers of

underwritten insurance products

Current distribution model Ideal distribution model

Channel mix of underwritten life new sales (2020 — 2022)

Enhanced
tooling and
efficiencies

Customer value
management

FNB Competitor 1 Competitor 2 ~ Competitor 3

O Independent financial advisors O Tied financial advisors
O Bank branches O Digital
O Call centre

Source: Commissioned independent research studly.

Digital sales

Holistic
integrated
financial advice
channels



Disruption possible given integrated advice model

Integrated advice

Advisor tied to Proactive client engagement:
group platform « Modernised platform engagement
and solutions « Information gathering
* Advice
+ Solutioning
Platform

Assisted and unassisted (proactive and on-demand)

Solutions
Transact, lend, invest, insure, FNB Connect, rewards and lifestyle

Customer context and needs

Lifestyle
benefits
Provide for
education
Customer
needs
Provide for
retirement

Protect family
(e.g. funeral/life cover)
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Manage
debt

Manage
assets

Save for
emergencies
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Leveraging group's value chain to drive disruption and
generate value for shareholders

Customer Product and technology Distribution
base development channels

Risk management

Licences capabilities
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Data and analytics

Group’s value chain enables the creation of a unique combination

of products and functionality that will disrupt the market
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Approach to acquiring licences to fully unlock opportunities

Build partnerships Acquire own
in markets in licence to capture
broader Africa full value chain

Group initially uses partnerships to enter uncharted markets — as capabilities and market
understanding mature, acquire own licences to capture full value chain which provides

better outcomes for customers (integrated model) and shareholders (economics)



Refreshed FNB brand demonstrates evolution anchored to
strategy to move beyond banking

ﬂ‘—-..>‘

Bl

----- =, First National Bank

1987 2000 2005 2022

First National Bank

The FNB brand evolution positions it as a lifetime partner, rather than only a bank -
this enables the group to pursue other non-banking opportunities, which may
necessitate the acquisition of additional licences
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Leveraging group's value chain to drive disruption and
generate value for shareholders

Customer Product and technology Distribution
base development channels
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Risk management

Licences capabilities

b

Data and analytics

Group’s value chain enables the creation of a unique combination

of products and functionality that will disrupt the market
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Leveraging data for optimal risk selection a key underpin to
ability to grow life insurance and will help scale short-term book

Easier claims
validation

e Bank profile assists with identifying
low-fraud customers

e Able to validate lack of funds in
bank account on business
interruption claims

e Because a lot of assets are insured
on the back of credit, it is easier to
validate asset details

oY
@,

Better
customers

Limit selling to customers in risky
profiles, e.g. under 25 drivers

Only sell to customers on platform
to mitigate syndicate exposure

Less customer fraud due to
integrated financial platform

=1
oo

Better
collection rates

e Avoid customers that are in arrears
on loans

e Align debit order date to salary date



Leveraging group's value chain to drive disruption and
generate value for shareholders

Customer Product and technology Distribution Li Risk management
base development channels icences capabilities
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Group’s value chain enables the creation of a unique combination

of products and functionality that will disrupt the market
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Data analytics drives sales momentum

Astute Bureau

Google Analytics

©
-+
@
©
©
-
L
)
-+
x
L

Interactions Transactional
data data

Asset Customer and
data family profile

Data on platform

Contextual

offering

Personalisation of
the solution

Data triggers to
have the right
solution at the

right time

Leverage group
data to fasten
take-up processes

Less information

needed from by

using predictive
underwriting
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= Just for you!

Buy Gaming, Transport, Software such as
Xbox, Uber and Office 365 vouchers

Arno, take the corner with confidence.
Insure your Porsche with FNB and get up
to 156% back ineB...

Arno, worried that your life cover is fixed
with na momentum? Switch to FNB and
get monthly eB...

You have been pre-selected for a
Revolving Facility.Access funds when
needed. Apply now!

Get up to 40% of your life insurance
premiums back in eBucks. Click here to

apply

Get Funeral cover of up to R100 000 with
premiums from as little as R55pm now!

Get 24/7 legal advice and legal cost cover

Save on fees and earn eBucks when



Still significant runway in own customer base...

FirstRand
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Now the fastest growing life assurer of choice in own customer
base and successtully challenging insurance incumbents

New business APE on life products (FNB Life vs banking market) In-force book growth (FNB Life vs insurance market)
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ENB in-force book saw the largest
Growth faster than banking peers in the last 3 years growth in the market year-on-year
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Despite traction, the opportunity remains significant

FNB Life market share” by value
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Short-term insurance business tracking ahead of expectations

FNB Short Term in-force APE
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Strong growth in motor insurance portfolio and sustained

momentum in the property insurance portfolio



Summing up — the group 1s successiully executing on its
Insurance strategy

FNB customers happy to buy product = TRUST
Innovation has been a significant enabler
Platform has assisted in cost of acquisition and scale

Banking data key to building the right propositions

Applying this thinking across other business lines
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