—
-y
-
-,
- N
O
)
'O
"
)
)
:
‘l
] |
| =
. ' e . -
4 v, L1 '
'll < - - ? .
T\ . s B
. o
" .
; 18

B

Momentum retail:
Embracing advice-led
distribution

Jeanette Marais
Group Deputy Chief Executive Officer



. Where were we three years ago?

c
o
R No strong retail brand
‘- &) . o
+ 5 Lack of efficiency . .
No digitalisation % 'S Dwindling adviser support ComprEhenS|Ve Offerlng
S & - No strong retail brand
Multiply = = 2 I .
2 O Innovative =2 C t
Big truck, small load S S s U O m p eXI y
~ Unknown brand S
a0 s @ .
T Good value & Q Flexible
. . 2 4= Unsatisfactory service
Complex matrix business structure 3

Best kept secret Market share loss

Lack of sc

“Winning back
independent
financial adviser
support and
market share will

prove that we
have fixed our
business.”




. Winning back market share with independent financial advisers m

Myriad

8,9%

Reclaiming our position as market leader

Source: NMG

4,4%

Wealth platform

12,0%
11,1%
10,5%
9,8% Ep
’
Q3 Q4 Ql Q2 Q3 Q4

2019 2020

Q1

More than 3% market share gain in two years

Q2

Source: ASISA Q4 2020



. Double digit Annual Premium Equivalent (APE) growth

R million
)
890
649 [ 686
581 582
295 297 329 318 296 324
Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q1 Q2
F2018 F2019 F2020 F2021

B Momentum Life B Momentum Investments

Momentum Investments compound half-yearly rate of 8.3% (F18H1-F21H1)

Momentum Life compound half-yearly rate of 1.1% (F18H1-F21H1)




. Momentum Investments

Momentum Wealth and Wealth International

R million
16 538
13 658
5674 6 023
F2018 F2019 F2020
* F2021 annualised B MFP EMDS

MFP compound annual growth of 10.8%

MDS compound annual growth of 20.7%

F2021*

Life and Guaranteed Annuities
R million

1564
590
403
F2018 F2019 F2020 F2021*

* F2021 annualised H MIFP B MDS

MFP compound annual growth of 62.7%

MDS compound annual growth of 71.5%




. We’re in the advice business

o)

Advice channels

-
O]

Client relationships Product leadership

Evolution from adviser-led to advice-led supported by digital transformation

Maximising the lifetime value of the client

Product houses are integral to advice value chain




. Our strategic response: REINVENT and GROW m

Channel focus Product leadership

Digital processing

and service model Finding growth

Legacy and IT reset Reporting and analytics

Brand and culture
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Delivering advice through strong channels




. Advice landscape in South Africa is evolving m

Registered Financial Adviser Product Supplier Agent

(96 PSG Wealth

Insurer Agencies

CITADEL ™

Ty uipe
-

momentum

financial planning

. & Discovery
Blesmrsce | | |orrimuy “attooh! | | ARG " &
Q@STHUIZEN sasfin T
r’é'}ﬂ(';’/}{‘ |
cAPITA FRERLANCE momentum f Sanlam
e consult

R graviton ©

¢ Su= A% T b e - NEDBANK || MBErTY Momentum competes across the
N entire landscape
I — RMB .
v v PRIVATEWEALTH PRVATEBANK Need for segmentation and
FAIRTREE  NFB/z:: specialisation
PRIVATE CLIENT MANAGEMENT e~ - NE K
@ STERLING w PR Vertically integrated advice models




Momentum

Financial
Planning

Advice-led agency of the future




. Momentum Financial Planning footprint growth

321
257
368

327

F2012 F2013 F2014 F2015 F2016 F2017 F2018 F2019 F2020

Number of planners

1000
900
800
700

600

176 189
500
400 391
366
300
200
100

0

New to industry (Tier 1) B Semi-experienced (Tier 2) M Experienced (Tier 3)



. Momentum Financial Planning strategic objectives

‘/” Footprint growth (attract and retain)

Transform planner footprint - expand target market
Business continuity partnerships
Career in financial planning

@ Give planners the right knowledge, skills, tools & solutions

Momentum Institute of Financial Planning
Vertical integration

- Integrated financial planning tools

- Advice-led capabilities

Put planners in front of more clients

Demand generation

Open new lead sources

Business continuity partnerships
Retailisation



. Agency of the future

Strategic focus on channels
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Contracted Employed Franchise
channel channel channel
I-Channel Red-Channel M-Channel
Experienced advisers New-to-industry advisers Experienced and new-to-industry
advisers

Business continuity partnerships

Vertical integration




Momentum

Distribution
Services

Advice-led specialised
distribution force




. Momentum Distribution Services two-year growth strategy

DURBAN

2000
Productive* independent financial

advisers up from 1900

Consultants

20
Regional General
Managers
5
Heads of
Sales

1:30
Consultant to IFAs

1:10
RM to consultants

*Productive defined as 10 000 PCs
on a rolling 12-month basis

Growth in productive intermediaries

2150
2050
1950
1850 1906
1750
1650

1550
Target: 3000 in F2024

2 068

APE growth

R2.57bn

F2019 F2020 F2021*

*APE excludes Health and MSTI
*F2021 annualised



. Momentum Distribution Services strategic objectives

|//’ Establish advice-led strategy

Execute on partnership model with IFAs and Networks

Keeping Independent Financial Advisers (IFAs) sustainable and relevant
* Advice know-how, advice enablement and value add solutions

e Deep IFA practice knowledge

Multi-segment IFA proposition

Value propositions customised per IFA segment

Create competitive advantage by delivering a comprehensive value proposition

* Digital and system integration architecture, data and analytics

*  Key account strategy and management

Advice-led value proposition to IFAs in terms of client, advice and practice management need to change

Specialisation per product house

Multi-product distribution from a product, service and technology perspective difficult to master
Achieve higher value interactions, through product specialists

Panel and talent management at the core

Specialisation = advice-led and product focus with a comprehensive distribution footprint






. Momentum Consult growth trends

Assets under advice

Assets with Momentum

F2014 - F2021

APE as % of IFA APE

F2014 - F2021

43%

R12bn of R28bn

Momentum Wealth
net flows

F2018 — F2021




. Momentum Consult strategic objectives

‘/” Growth in financial advisers

Adviser specialisation

* Retail advisers

* Private Wealth managers

* Commercial short-term advisers
Target: From 273 in F2020 to 400 in F2024

Q Client focus

Ambition to be the preferred advice provider

Market-leading client value proposition, service and experience
Create a well-known, recognised advice brand

Integrated financial planning

Each client to have a financial plan

Integration of advice, house views, reviews and reporting into the financial plan
Grow assets in Momentum Consult solutions
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Advice-led product leadership




. Momentum retail investments m

Advice-led go-to-market strategy

Be the leading long-term investments and savings partner to financial advisers and their clients by partnering closer and offering
personalised and tailored solutions

Momentum Financial Investment specialist

Planning Momentum Consult IFAs

Platform-led (local and offshore)

Solutions 50-60% 20-25% Bespoke
provider own funds own funds solutions
(DFM/OBI)

Momentum

single asset
manager



. Reinvent and Grow strategic objectives

Platform and balance sheet products

@ Digital platform operating model

=
=
=

g@ New generation structured and annuity solutions
% Regain platform market share

g@ Distribution specialisation and enablement

Retail investments

g@ Vertically integrate MFP houseview
% Bespoke DFM solutions for wealth advisers
% Single-asset capabilities to third parties

ﬁ@ Marketing and brand-building initiatives

Investment management

@ Focus on multi and single management capabilities
@ Transformation
ﬁ@ Collaborate with in-house advice offerings

g@ Brand building and profiling of teams and capabilities

Global investments

@ Develop and grow global single-asset capabilities

Use Seneca acquisition for organic UK growth

Grow UK investment consulting with large DB schemes

ﬁ@ Increase SA offshore market share



. Reinvent and Grow strategic objectives

Myriad Momentum Trust
@ Onboarding innovation @ Expand capabilities to do high value estates
g@ New generation risk selection i@ Grow estate liquidity benefit
g@ Grow direct-to-client g@ Grow direct-to-client
Investo Traditional
@ Digital-first processing @ Effective product management
$ Enrich client value proposition and experience @ Complete Metropolitan savings platform migration
Reframe adviser value proposition to align to advice-led .
philosophy @ Deliver digital solutions to improve client experience




. Advice-led partnerships in action m

Momentum’s performance in relationship management has been excellent, with strong and consistent improvements

| ; lationshi Lead! Momentum rank?!
nsurer performance — relationship management 1st nd 20 19 18
» “ . . ”
Senior mgmt. relations O m ‘ O‘ >  MOM LIB 1 4 5 Franchise owner is phenomenal
4’ “" H H H 4
Broker consultant quality O@EB @ . . MOM  SAN 1 1 6 | have excellent relationships with management
. . ' “We’re starting to place more new business with Momentum
Business understanding AN\-O A >  MOM DIS 1 4 6 ) o i
as we have a very good relationship with their BC
—>
Market expertise O M DIS MOM 2 3 6 “Momentum's BC calling just now - sits with me to do
> the more difficult covers and is very knowledgeable.”
Ease of contact ONEDA—> MOM  DIS 1 3 6
“Momentum BC tries to get involved
—p

Effectiveness in follow-up O‘Oﬁmi—’ MOM  DIS 1 4 6 and help us cross sell”

—» “Unresponsive on queries. A lax attitude and some
Degree of empowerment ——O/A(OE) AL

MOM  BRR 1 3 6 they don’t make it easy for you to deal with them”
Co-ordination of resources /AOEO-AA

T

Overall value-add O mﬂ

A MOM 2020 A MOM2019 /\ MOM 2018 - MEAN

v

MOM DIS 1 1 7 “BCs add value and when things go
wrong and they do it well”

v

v

MOM  PPS 1 3 6 “Try very hard and do it very well”

Q27: (115) Using a 10-point scale, evaluate the life insurers you use on the following attributes. . . . . . .
Note 1: Lead and rank excludes FMI due to sample sizes Source: NMG SA Life Risk Distribution Insights 2020



May the 4t
be with you

May the
unstoppable force
of Momentum

be with you
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