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SUNCORP

Introduction
and overview

Steve Johnston

Chief Executive Officer and
Managing Director

Good afternoon and welcome. Let me start with the usual housekeeping matters. Please put your phone on
silent and in the event of an emergency follow the directions of our team.

| also acknowledge the traditional owners of the lands on which we meet and pay our respects to Elders — past
and present.

We have a very full agenda today, so let’s get into it.
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Purpose driven, delivering strong outcomes for the long-term

Our Purpose
Building futures and protecting what matters

o

People

Capable, engaged, diverse, innovative

=]

Customers & Community
Delivering valued outcomes

W " Financial Outcomes
nl A sustainable business

| want to start where | always do, with our purpose and the inverted triangle which explains how value is created
at Suncorp. Purpose will always be at the heart of everything we do. Purpose, delivered through our people, to
support our customers and the community, in that order, will always lead to a sustainable and growing business
for the shareholder.

We are privileged working in insurance, where the connection to purpose is so obvious. Take for instance two
Cyclone Alfred claims that | have been following. Both claims resulted from massive trees falling through roofs
and resultant water damage inside the home. One of them, an elderly lady who doesn’t speak English, where the
house was hand built by her now deceased husband.

The other, a young family with a four-year old and newborn, currently living in a caravan alongside their in laws.
Among the many issues | deal with in my job, these two claims and others like them occupy a lot of my attention.
| know that our competency in managing these claims will result in both these families being back in their homes
by Christmas. That obviously means a lot for them and their families, and | will have great joy in handing back
their keys.
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FY26-28 priorities

'Building futures and protecting what matters'
Strategic imperatives &3 Operational ransformation {@} Platform modernisation

Portfolios @j @ % }w‘

‘Where we will play’ Motor Home Commercial Personal Injury New Zealand
Portfolio Protection and prevention solutions Leadership in Claims

priorities

‘How we will win’ Differentiated brands Digital-first customer experiences Customer distribution with brokers and

strategic partners

Tormpl n A . Fulfil ESG and Deliver on
Foundations Lt_aadlng industry Strong b_alance sheet Aligned risk appetite community T
voice on advocacy and reinsurance to support strategy o w—- Eal s

Purpose-led, highly engaged and performance driven, focused on solving complex customer problems

That’s the power of purpose and why it’s the first item of business in any Suncorp Strategy.

On this slide | have captured a very simple picture of ‘what’s next’ and it will help guide our agenda today. Our
FY26-28 strategy marks an important milestone, it's the first plan we’'ve developed as a dedicated, pure-play
insurer.

This strategy accelerates our focus on transforming how we work through leading technology, better data,
modern platforms and a culture centred on delivering simple, personalised customer experiences. These are
referred to as our strategic imperatives.

Our 5 portfolios remain the same and reflect the breadth of our Trans-Tasman business.

Our core foundations remain strong and are what our strategy is built on.
- Being a leading industry voice on advocacy. Bridget will talk you through this later;
- A strong balance sheet and reinsurance program designed to deliver sustainable returns;
- Aligned risk appetite to reflect our strategy; and
- A commitment to best practice ESG standards.

And finally, our people strategy is designed to equip our team with the skills needed to fully leverage our
investments in technology and transformation to innovate and solve complex customer problems.
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Settings

Trans-Tasman general insurer with core insurance capabilities and disciplined balance sheet management

/ Principles \ Capital management framework / Our differentiators \
Manufacturer of risk products and
claims services Growth

Leading multi-brand manager with
straight through digital distribution

Superior underwriting skills Modern, flexible cloud-based core
Market-leading technology Cash Stakeholder
earnings returns Artificial Intelligence (Al)

Strong organic growth capabilities transformation

o Dividends
Disciplined balance sheet 60-80%

management

Capable, performance-minded
\ / k people /

Best in class claims

Before | run through the agenda, | want to reprise a slide many of you will recognise from our FY25 results
presentation in August. It captures the core settings that underpin our strategy as a leading Trans-Tasman
general insurer.

On the left of the slide | have restated the principles that underpin our business. We believe our superior
underwriting skills supplemented by the use of market leading technology underpins our claim to be a superior
manufacturer of risk products and claims services.

We believe we have strong organic prospects and plenty of runway to grow.

And our disciplined approach to capital and balance sheet sufficiency will protect us in the event of extreme
shocks.

On the right of the slide are our differentiators — what sets us apart and gives us that competitive advantage.
Today, the executive leadership team will spend a lot of time covering these in detail.

Our multi-brand strategy allows us to reach a broader customer base than any of our competitors. This,
combined with our investment in modern technology systems and ongoing Al transformation, means we can
deliver leading customer experiences and competitive pricing, driving growth.

When it comes to claims, our best in class claims program leverages our scale in the supply chain, streamlines
end-to-end claims processes, and delivers market-leading event response through our disaster management

centre.

And as | said earlier, none of this would be possible without the quality, skill, and capability of our people.
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1:00 - 1:10 Introduction and strategy overview 2:00 -2:10 Advocacy
Steve Johnston Bridget Messer

1:10 - 1:20 Brands, marketing and distribution 2:10-2:20 Financials and balance sheet optimisation
Lisa Harrison Jeremy Robson

1:20 - 1:30 Digital Insurer 2:20 - 2:50 Questions
Lisa Harrison and Adam Bennett Executive Leadership Team

1:30 — 1:40 Artificial intelligence 2:50 — 3:00 Break

Adam Bennett

3:00 - 4:00 Breakout sessions
1:40 — 1:50 . Session 1: Al use cases
ﬁz:;r‘;e,\;ﬁ::rl growth Session 2: Digital Insurer — AA Insurance

Today’s agenda will expand on key components of the 12-point plan and highlight the core settings and key
differentiators.

Lisa will provide an overview of our multi-brand strategy and how we are leveraging our brands to drive growth in
the consumer business. She will then introduce our Digital Insurer program of work, before handing to Adam to
dive deeper into our platform modernisation and operational transformation, with a focus on artificial intelligence.

Michael will then take you through our commercial growth opportunity.

After a short break, Bridget will discuss our advocacy agenda, followed by Jeremy giving an update on our
financial settings and capital management.

There will be plenty of opportunity for Q&A before we farewell our guests online, while those here in the room will
rotate between two breakout sessions showcasing Al use cases and our Digital Insurer program of work in our
AA Insurance business.

Before we move to Lisa, | would like to remind you that this is an investor strategy day — our once-a-year
opportunity to provide a deep dive into matters we don’t ordinarily get the chance to address in our half and full
year results presentation. So, today we won’t be providing a detailed trading update, other than the ASX we
have issued this morning on the weekend events in south-east Queensland and Victoria.

So, with that let me hand over to Lisa, and while she is coming to the podium, we’ll play a short video.
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SUNCORP

Brands, marketing
and distribution

Lisa Harrison
Chief Executive, Consumer Insurance

Just Do It...

I’'m Loving It...
The Spirit of Australia...

| imagine you just thought three brands...maybe you even saw some of the logos in your mind. That's the power
of brands and we’ve got them in spades.

And why do brands matter? Because brands with strong equity deliver superior returns and are more resilient in
times of crisis.

And for many of our customers, they deal with us when they are in crisis and they need a brand and a name they
can trust.

Good afternoon, my name is Lisa Harrison, and | look after Consumer Insurance, including brand and marketing
for the Group.

Today, | will provide an update on our brands and distribution and demonstrate how the multi-brand portfolio is a
unique competitive advantage for Suncorp.

Given our limited time today, | will talk to the Consumer brands and we can address questions about New
Zealand and Commercial in the Q&A.
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Recap: Our portfolio of brands is a strategic advantage

Best in class brands Benefits of a multi-brand strategy
Consumer
_ Strong reach across all insurance shoppers
National mass brand State champions Motor challenger
Drives greater brand consideration and customer acquisition
AAMI SUNCORP GI" blngle Relevance: targeted and tailored value
GI'. propositions
Delivers superior financial outcomes and customer
i C)D experiences
@ @ .‘:ﬁ‘igj. c??ﬁ Essentials 3 Foundation for lasting customer
< CARANAND e \ relationships
v terri scheer S HSORANCE Vero \
Increases customer satisfaction and loyalty
Cost effective distribution
AA Insurance vero
Leading expense ratio

Many of you will remember that five years ago, we made deliberate decisions to reinvigorate the brands, to
better meet customer needs and drive growth.

A first step was to update our segmentation and ensure each brand is well positioned around distinct customer
segments.

Let me make this clear - more brands, strategically placed equals more customers.

Each brand has a clear role, enabling us to reach a higher share of Australians:

- AAMI is our national champion. It has the highest reach across the country and attracts a broad age
demographic. Given its track record of innovation to make insurance easy, it doesn’t suffer from an age
skew that other large brands can encounter.

- GIO and Suncorp are our state-based champions that have both heritage and trust in two of the largest
insurance markets in the country.

- Bingle serves the needs of customers who are price conscious and competes directly with the
challenger brands.

- At Suncorp, our niche brands make us distinctive. Terri Sheer and Shannons are the standouts, having
both #1 market share in their niches of landlord and motoring enthusiasts. And we round out the portfolio
with Apia for retirees and CIL, the leading caravan insurer.

As you can see, we really have the market covered.

Whilst others have sought multi-brand strategies through corporate partner models, or acquisitions, our portfolio
is unique and advantageous. Let me highlight why:

- We have the highest levels of consideration across the country, with AAMI in particular having a clear
nine percentage point lead. Brands take time to build, and our brand portfolio has a strong history in their
target markets, with our oldest brand GIO reaching 100 years in 2027.

- The portfolio is underpinned by customer segmentation, allowing us to maintain brand relevance with
segment led innovation and propositions, especially with the niche brands.

SUNCORP 8



- We control and own our brands and are almost exclusively direct to consumer. This means that we have
end-to-end control of the brand experience, autonomy and speed of decision making.

- And we can also operate the portfolio of brand model efficiently, with an industry leading expense ratio
of 14.5%.

Importantly, the portfolio has helped us achieve our growth ambitions, having delivered 3% growth in policies
over the past three years, and maintaining #1 market share in motor, and #2 in home.
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We have continued to build on our advantage

EFFECTIVE AND OPTIMISED oo
a MARKETING @ DIGITAL AND Al INVESTMENT DEEPER RELATIONSHIPS

— Refreshed and launched brand specific — Making it easier to purchase and renew — Growing business with deep relationships
creatives — Digitising claims experience — Brands enable partnerships
— Optimised marketing spend and channels __ Platform Modernisation + Al — Scaling prevention solutions
— Loyalty

&) (%) ()

N N\ N\
— ~70% of Australians aware of our brands' DIGITAL TRANSACTIONS? — Solid renewal rates: 86% Motor; 87%
— ~60% of Australians consider them when M Sales M Service Il NH event claims Home in FY25

— ~50% of mass brand customers are over 5
years tenure

buying insurance’
— AAMI ranked #1 for awareness and

consideration — 1.9 products / customer®

Fy21 FY25

1. Combined Suncorp Group brands, 12 month moving average, sourced from Ipsos Tracking Program.
2. Home, Motor and NSW CTP products for mass brands. Natural Hazard event claims is the share of claims lodged digitally from three large Australian weather events in FY 21 and FY 25.
3. Products defined as an item to customer relationship (e.g. building insurance, comprehensive motor insurance) and not added e xtras (e.g. hire car).

Three areas | would call out that have helped us build on our brand strength: Marketing, Digitisation, and
Customer Relationships.

We continue to invest in our team, partnering with top tier agencies, and leveraging an award-winning marketing
team. Using Al-driven marketing mix modelling, we are able to optimise campaigns and channels to deliver

superior results.

Operational efficiencies have enabled us to increase marketing spend by an average of 5% year-over-year,
ensuring our brands remain highly competitive.

Nearly 70% of Australians know our brands, and 60% consider them when buying insurance, with AAMI is
ranked #1 for both awareness and consideration.

We've also made it easier for customers to manage insurance with us by investing in digital leadership,
streamlining processes, expanding Al and launching innovations like automated crash detection for AAMI.

We deliver fast, convenient service at a lower cost. And this matters for our customers.

Finally, we continue to focus on deepening our relationships with customers to ensure we remain their number
one choice.
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We see attractive growth opportunities

g AAMI WELL POSITIONED FOR SA AND WA GROWTH Iﬂ BINGLE’S GROWTH SUCCESS

Anticipated customer chum and AAMI UNIT GROWTH VS PCP - WA and — Expanded nationwide reach supported by marketing
E] brand dislocation due to motoring ~ SA, FY25 spend

club change of ownership — Launched ‘No Fluffy Bits’ creative and targeted campaign

— Improved pricing capability

Existing strong growth
momentum across these states

&)
N\

3 AAMI’s brand is well positioned — 9% unit growth for FY25!
to capture opportunities

1. Full FY25 vs prior corresponding period.

| wanted to take a moment to touch on attractive growth opportunities we see in Western Australia and South
Australia, and via our Bingle brand.

First in Western Australia and South Australia, we know there is a change of ownership with Motoring Clubs, this
presents an opportunity for us to grow as peers focus on integration.

Across our overall brand portfolio, we have strong existing growth momentum in these markets for both Motor
and Home, with growth rates outpacing other states already.

AAMI is an existing brand in these states positioned best to capture the further upside. And in the key measure
of awareness, AAMI is already ranked #1 in South Australia and #2 in Western Australia.

Equally, the Bingle brand, which focuses on the price conscious segment is an important brand in the portfolio.
Bingle has been built to be low cost by design — simpler features, motor and digital only.

And it has been successful with 9% unit growth in FY25.
To achieve this, we have updated our marketing, and many of you might have seen the “No Fluffy Bits”
campaign which has been a huge hit, with just over 20% Gross Written Premium growth since its launch. We

have taken the brand nationally and we invested in our pricing and risk selection strategy.

Much of Bingle’s success has been driven by the eastern states, and with a national focus, we see even more
potential for further future growth.
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We will continue to deepen relationships through brand interactions

AAMI iF
SUNCORP \

Telematics motor safety and Home prevention utility Motor enthusiasts experience
claims experience

= Install =
b water tanks
{ ——

AAMI Driver Rewards and Auto Suncorp Haven app Shannons Super Rig, Showroom
Crash Detection events and dedicated premium
enthusiast customer service teams

Segment specific innovation is a hallmark of the Suncorp brand portfolio. No other insurer is able to engage with
different segments with compelling propositions, like us.

Our brands are proactive, they are reducing risks and engaging with customers to deepen relationships.

Through the AAMI App, drivers are given driving scores and tips every single day. And now good drivers receive
cash rewards to recognise and incentivise their safe driving. As you can imagine, our customers love it, and it
has been a great way for us to proactively engage outside the renewal process.

Suncorp continues to lead on home resilience, further cementing our position with the launch of Suncorp Haven
and investments in disaster management. By collaborating with top-tier data and expert sources, we empower
customers to understand their weather risks and strengthen their homes. The platform has attracted over
150,000 visits to date.

From a claims perspective, we have invested in state-of-the-art Disaster Management Centre and Mobile
Response Hubs to support customers in weather impacted communities. And in fact, we have the hubs in
operation this week supporting those impacted by the weekend’s hail event.

The Shannons customer loves their car and Shannons has a deep relationship with them. What does this look
like? It's over 20,000 enthusiasts each year coming to our Shannons showrooms to engage with unique cars and

the brand, and at over 1,200 motoring events. This is unmatched customer engagement.

And as Digital Insurer comes online, we’ll unlock new opportunities to launch propositions and accelerate
portfolio growth.
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The strategy has delivered strong results

ﬂ SUSTAINABLE GROWTH (@ DIGITAL

alll AND MARGIN LEADERSHIP

— Motor market share: ~27%" — Digital interactions +22% 8-year CAGR
— Home market share: ~25%' — Embedding Al across the value chain
— Margins improved to within target range — Cloud-based contact centre platform

— Deploying cloud-based policy administration
platform (Digital Insurer)
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W BETTER CUSTOMER
fiikd

EXPERIENCES

— Improving episodic NPS
— Improving strategic NPS versus peers

@) ®) (o)
N\ N\ )
CONSUMER UITR DIGITAL INTERACTIONS VOLUME? (m) SUNCORP GROUP SNPS VS INDUSTRY?
5.3

FY23 FY24 FY25 2017 2018 2019 2020 2021 2022 2023 2024 2025

1. Sourced from RF Global, six-month rolling average as of Aug 2025
2. Strategic NPS is a six-month rolling average.
3. Includes all brands except Essentials, CTP across customer interactions.

Our strategy has delivered strong results.

Industry average — Suncorp Group

Nov-24 +—1
Dec-24
Jan-25
Feb-25
Mar-25
Apr-25
May-25
Jun-25

Ju-25
Aug-25

The Consumer business is growing and profitable, has digital leadership and delivers better customer outcomes

as evidenced by improving Net Promoter Scores versus peers.

We have continued to invest and future-proof the business by driving digital leadership and Al. As a result of this
focus, digital transactions are growing, and we are well positioned to compete in the future.

I’'m sure many of you are wondering what an Al future will look like in the context of brands.

Looking into a new world of Al and Al models, we have taken action already,

- We've leveraged Al buying techniques in search engine marketing to enhance search volumes;

- To enhance better discovery with Al models, we’ve refreshed our content strategy; and,

- We've started to experiment and have diversified our marketing channels with emerging platforms.

We truly believe our multi-brand portfolio sets us up for the future — at its core, our portfolio delivers personalised

propositions through the brands, and we are able to maximise our portfolio visibility against varied prompts,

intents and price points.
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To recap, four key takeaways

K

Our brand portfolio is a strategic We have continued to strengthen
advantage that advantage

Q il

We will continue to deepen
relationships through brand We have delivered strong results
interactions

In closing, let me recap some key points:

Our brand portfolio is a strong competitive advantage;

We've continued to strengthen the brand portfolio through digitisation, investments in marketing and
propositions that resonate with target segments;

Segment led innovation and personalisation will continue to deepen relationships. This will be an
increasingly important way to compete and we are well placed; and,

We have and continue to deliver strong results.

SUNCORP
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SUNCORP

Digital Insurer

Lisa Harrison
Chief Executive, Consumer Insurance

Adam Bennett
Chief Information Officer

Shifting gears to the Digital Insurer program...

For those who joined our Investor Day last November, you will recall the overview Adam provided of our
technology modernisation and simplification journey and the role of Digital Insurer.

Pleasingly, over the past year, Digital Insurer has made considerable progress. And I'm very excited that the
program is now in full delivery swing for AAMI.

Today, | will provide a brief recap on the strategic context and the benefits we are looking to achieve and |
will then be joined by Adam who will cover the technology considerations and delivery status.

SUNCORP 15



l SUNCORP Investor Update October 2025 | 15

Digital Insurer — Strategic context

Digital Insurer is key to enabling our strategy across all portfolios

— Delivering product changes to market at pace
— Creating value for customer through innovation
— Enhanced digitally-enabled customer experiences

Better Customer
Propositions

3

o

S

(O)

o People — Consolidated modern systems enabling faster

> Experience competency of our people

%. p — Seamless and intuitive navigation

E

(/2]
e s
Agility prying 9 9

The strategic context for the program is clear and compelling.

Today, our lines of business have significant scale, we support millions of Australians and New Zealanders, but
we run a stable, yet 40-year-old policy system, built long before mobile phones, and well before a hyper-
personalised world. The opportunity in front of us is to combine both scale and modern technology and realise all
the benefits it brings.

There are 3 areas where we will drive benéefits:

- Business Agility, specifically our speed to market with new products and propositions will increase. We
will also benefit from rapid core system updates as we are leveraging a cloud-based solution. Pleasingly,
the system will help us deliver more propositions to support risk reduction and improve loss ratios.

- For our people, it will radically reduce complexity, cut training times and help reduce risk, through a
simpler, systemized control environment.

- And Digital Insurer will deliver better engagement with our customers. We see this immediately through
empowering our people to have better conversations with customers, with fewer systems to navigate
and more intuitive tools.

And we will extend our leading digital channel offerings across all brands, enabling customers to self-service
transactions that have been previously restricted to contact centres.

Importantly, Digital Insurer has strong financial benefits — unlocking growth, improving loss ratios and reducing
costs.

| will now hand over to Adam to share more.
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Digital Insurer — Technology approach

Transforming how we build and deliver products to our customers

Target-state technology ecosystem Key benefits of approach
Customer Digital / Customer i i
SMART — Leverage globally leading solutions and partners
channels Experience Adobe

— Cloud scalability, resilience and flexibility

— Access embedded Al capabilities

Policy “ Duck Creek — Constant updates through ‘evergreen’ Software as a
Service (SaaS) platforms
Core i

latforms o . — High functional reuse across brands and portfolios -
P Pricing s¥earnix Common As Possible, Different As Necessary
Data < databricks \\- Eiveiran — Modular platforms supporting increased change agility
5 2

Thanks Lisa, and good afternoon, everyone.

| am pleased to provide updates today on Digital Insurer and Al Transformation — two topics | am extremely
passionate about.

Starting with Digital Insurer - focusing more on the technology approach and our strong delivery progress.

As Lisa referenced, after careful review, we concluded that our legacy Policy Administration System was no
longer fit for purpose. The system had served us well over the years, but we were facing into its limitations,
particularly its inability to enable rapid product innovation, more personalised propositions, and support emerging
distribution models.

At the core of the target state technology solution being delivered through the program is the Duck Creek on
Demand policy, billing and insights platform from Duck Creek Technologies.

Importantly, we are implementing the latest Software as a Service version of this platform known as Active
Delivery, which provides us with evergreen software updates to the base platform, literally on a fortnightly basis.

The modular architecture and configurable nature of the Duck Creek platform is enabling high functional reuse
as we roll it out across our brands and portfolios.

It is worth reinforcing the Digital Insurer program is delivering much more than just a new policy admin system or
modern tech.

It is touching most aspects of our end-to-end operations — from digital sales and service; to customer
management; pricing and underwriting; billing and payments; customer correspondence; and integration into

Finance, Claims, and our downstream data, reporting and analytics ecosystem.

Another benefit of the globally leading Cloud platforms we are deploying is their embedded Al capabilities, which
will fundamentally transform how we build and deliver products to our customers over time.
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Digital Insurer — Progress to date and benefits

First release for AA Insurance New Zealand is beginning to reap positive results

Release 1 milestones Release 1 (early) benefits

AA Insurance

April )
Live for new Motor . P :
2025 - s M e v~ Higher digital conversion
v~ Reduced operational risk
O @ Live for digital and
o) assisted channels v~ Simplified underwriting
Septemb v"  Lower cost to serve
eptember P
2025 Migrating ~1 million p

customer policies at renewal Core technology foundations

FY25 was a pivotal year for the program, with the successful launch of our first release, focussed on AA
Insurance (AAl) in New Zealand, our two thirds owned joint venture with the NZ Automobile Association.

AAI New Zealand was the ideal candidate to take the lead on moving to the new platform, before deploying it to
our other consumer portfolios and brands in Australia.

In April this year, we went live for new business across AAl’s Motor and Home portfolios, in both the digital and
assisted channels.

And then last month, we commenced the migration of AAl’s existing circa 1.1 million customer policies onto the
new policy platform at renewal, which will continue over the next 12 months.

For anyone who has been involved in core platform replacement programs of this nature, hitting this migration
milestone is a massive achievement, and pivotal to realising the benefits in the business case.

While it is of course still early days, we are confident the expected benefits will be realised over time. To give you
a sense of the measurable impact already emerging at AAl, here are a few examples:

- We have simplified underwriting: with a 97% reduction in manual underwriting referrals - streamlining
decision making and reducing cost to serve.

- There is greater automation: for example, with an average of 120,000 premium payment transactions
auto-receipted every month — we have significantly reduced manual effort, lowering error rates, and
improving compliance.

- And we have significantly improved the employee experience: demonstrated by a 50% reduction in the
time required to train new frontline staff, reflecting the highly intuitive modern system.

These early wins are further supported by strong anecdotal feedback from our frontline teams, who are fully
embracing the new systems and simplified processes.
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Digital Insurer — What's next

Future releases will leverage groundwork and insights from Release1 to deliver value at scale

Release 1 4A Insurance s Release 2 -‘ AMI ) @ Future Releases
Motor & Home Motor & Home

- A q q a Other Consumer
Digital s Ongoing process simplification and
preeming experience uplift GlO S
SUNCORP 14 Specialty
@ CIL bi
Technology and data Testing capability New capabilities for AAMI ‘@ B % CIL bingle
integrations scheer v RaseaE
Core insurance CTP & Commercial (AU)
Motor & Home products brocesses Migration approach Australian foundations GI10 vero“‘ AAMI

Release 1 laid the core technology foundations that will be leveraged and extended to our Australian brands and
portfolios.

The high quality of delivery to date and the value we’ve already seen creates confidence we can extrapolate the
benefits more broadly.

We’'re now well into the delivery of our second release, focused on AAMI, our flagship national Consumer brand.
We are targeting this release for AAMI Home and Motor new business around the middle of next year, and
migration of existing policies at renewal to then follow.

While Release 2 brings with it increased customer scale (circa 2.7 million policies) and new scope and
integration requirements — we are leveraging the foundations and valuable insights from our AAl New Zealand
experience.

Pleasingly, more than 95% of the core Home and Motor product build for AAMI is reusable from Release 1.

We have already begun planning for the deployment to our other consumer brands across Australia, including
CTP.

Additionally, we have started exploring how and when we will extend these foundations to our Commercial
portfolios, with an initial technical pilot underway that is proving out the unique requirements of these more

intermediated businesses. This will become a key focus for the program in FY27 and beyond.

For those attending in person, we will further showcase the capabilities already delivered and benefits being
derived by AAI New Zealand during the Digital Insurer Breakout session.
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Platform modernisation

Full scale execution across several complementary transformation programs

Finance
modernisation

Contact NZ pricing
centre as a and customer

Digital

Insurer

service service uplift

OoORACLE

* Duck Creek

Customer experience / pricing Policy Enterprise Claims

Target-state Platform ecosystem

If we zoom back out, while Digital Insurer is the marquee investment within our Platform Modernisation strategic
imperative, we are in full scale execution across several complementary programs.

Over the past year, we achieved the milestone of 93% of our technology workloads being hosted in public Cloud
environments. This enabled us to fully exit three legacy data centres, delivering material cost efficiencies,
strengthening our technology resilience, while improving business agility.

With this milestone achieved, along with the successful separation of Suncorp Bank systems and data through
the sale of the bank to ANZ, we’ve been moving at pace to simplify and modernise our end-to-end technology
estate.

Contact Centre as a Service: We've introduced a new, Cloud-based contact centre platform for over 7,500 team
members, which was delivered end-to-end in less than 12 months. We started with voice, and over time will
integrate chat, email, and social media channels, add Al-guided prompts, and real-time recommendations to
assist employees in improving their customer interactions.

In New Zealand, we’re enhancing our pricing and underwriting capabilities, by implementing a new pricing
platform, Earnix. You will recall we already adopted Earnix in our Australian consumer portfolios through our
previous CAPE (customer and pricing ecosystem) investment.

The first of Vero NZ's portfolios went live on Earnix in August 2025, and we’re already seeing the benefits.
In parallel, the NZ team are investing in digitisation and automation — enabling their staff to manage the full
policy lifecycle on Salesforce CRM, which delivers seamless digital connectivity, and is materially improving

service to brokers, corporate partners, and customers.

People Home & Finance Modernisation: We’re also making strong progress on modernising our enterprise
platforms.

We are shifting our People and Finance processes to a common platform, Oracle Fusion, which drives a range
of business benefits.
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In FY25 we upgraded the foundational platform for Finance, which we are now building on to streamline finance
business processes, and improve integration and reporting.

Additionally, we will implement a new reinsurance management platform in H2, also from Duck Creek
Technologies.

On the People front, we are on track to go-live in 2H26 with a new integrated Human Capital Management
platform and managed-service Payroll solution. This will significantly simplify the technology landscape, while

also transforming the end-to-end employee experience.

Finally, as we look to the next horizon, we are firming up our plans to modernise our Claims platform to the next
generation Cloud version.
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Proven track record of Operational Transformation

Becoming a seamless, digital-first insurer, powered by Al, automation, data and human expertise
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capability and Al team

The next horizon of opportunity...

Moving now to our second strategic imperative that Steve touched on upfront, Operational Transformation.

This is about becoming a seamless, digital-first insurer; enabling us to reduce our cost to serve and provide
customers with superior sales, service, and claims experiences.

We have a proven track record of Operational Transformation; through our sustained focus over many years on
digitisation, automation, partnering, and artificial intelligence. You can see a selection of proof points on this
slide, which have all contributed to our industry-leading expense ratio.

While these levers remain relevant, Al is where we see the greatest transformational opportunities over the next
horizon.

We continue to believe, which has been further validated by multiple external data points (including recent
reports from analysts on today’s call), that Insurance is one of, if not the industry most ripe for Al-enabled
transformation.

This reflects the highly data intensive nature of Insurance products and operations, which extends into our
supply chains and repair networks.

It is important to emphasise that Al is not only about driving productivity and efficiency gains; we see Al as a

fundamental lever to enhancing the customer and employee experience and ensure the sustainability of our
industry. For example, helping to address industry challenges such as insurance affordability and accessibility.

SUNCORP 23



l SUNCORP Investor Update October 2025 | 22

Strong Al foundational capabilities

Building on strong Al foundations and significant progress across holistic approach

— Cross-functional executive — Refreshed Risk Appetite — Al Centre of Excellence — Market-leading data science
- i and Al platform
governance — Al Council Statement (RAS) _  AI+U conferences and p
— Business opportunity pipeline — Holistic Al Safety Framework hackathons — Cloud-hosted data assets
and prioritisation (including ethics) — Al workforce enablement and — Multiple modes of Al adoption
— Enterprise-wide orchestration — Alrisk and control library, capability (inc. Al Academy, s . . .
. P ] — Secure integration of leading
and alignment with strong governance Al Fluency, Reskill Program) foundation models (inc.
— Federated adoption — Proactive collaboration with — Stable delivery capacity OpenAl, Anthropic)
regulators — Leveraging partner expertise — Agentic framework defined

Suncorp has established strong Al foundational capabilities, that pave the way for our accelerated adoption
across the organisation.

We continue to take a holistic enterprise-wide approach to Al, with significant progress being made across four
complementary pillars:

1) strategy and governance;
2) risk management;

3) people capability uplift; and,
4) our technology foundations.

Sharing a few examples in each pillar...Starting with strategy, we have established an enterprise-wide
governance model to monitor our Al settings, and a structured prioritisation framework to drive alignment and
accelerate the highest-impact Al initiatives.

Moving onto Risk Management. We have further strengthened our Al control framework, including Al safety.
While we don’t take anything for granted, we were pleased to receive the accolade of the Australian Financial
Review Al Award for Ethics and Responsibility earlier this year.

Onto the all-important People pillar. We continue to empower our people to play an active role in how we create
and adopt Al solutions. Over 1,200 people participated in our recently launched Al Academy and over 2,000
people participated this year in our annual Al+U program, helping them better understand the potential of Al and
test and learn it for themselves. We are also investing heavily in upskilling and reskilling our workforce to adapt
to the future Al era.

And finally, technology. We continue to deploy Al at scale through multiple complementary modes,
1) enterprise Al utilities such as Microsoft Copilot,
2) Al capabilities embedded in our modern core platforms, that | outlined earlier, and

3) what we call Intelligent Process Automation, which is where we see the greatest competitive advantage.
Here, we are leveraging our internally managed data science and Al platform, that we call SunGPT, to
deploy more proprietary use cases, powered by leading Al model providers, including OpenAl and
Anthropic.
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Scaling our Al adoption

Over 20 Al use cases delivered in FY25 across the value chain, driving demonstrable value
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Our holistic approach is driving demonstrable value, with more than 20 Al use cases delivered in FY25 across all
parts of the value chain, with scale adoption and daily use by many thousands of our people.

Each use case is tracked for tangible benefits — whether enhancing customer experience, enabling frontline
teams, improving operational efficiency, or building strategic capability.

Highlighting a few recent examples...

In Commercial, our Motor Fleet Quote Slip has halved turnaround times from four to two days. This increased
capacity has meant our Commercial business could manage increased Motor Fleet quote volumes (over 50% in
the last 12 months) without the need for adding more staff.

Supporting our Frontline with Smart PDS in Home Claims enables our people to answer Product Disclosure
Statement related questions faster and with improved consistency and accuracy. This has recently gone live and
we’re anticipating a 50% reduction in referrals to the support team for PDS enquiries, and a 25% decrease in
Average Handle Time for these types of calls, once we get to full adoption.

In Motor claims, the Motor settlement tool utilises Al to review claims information to determine the at-fault party
and how much each party should contribute to settlement, allowing claims managers to focus on more complex

claims.

And finally in our Technology teams, GitHub Copilot for software development has expanded developer capacity
and is achieving faster code delivery, and stronger security controls for our over 500 software engineers.

While we are pleased with the tangible benefits we're already achieving through these Al use cases, we
acknowledge this is still scratching the surface of the full potential opportunity.
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Accelerating with agentic Al

Expanding our approach with end-to-end process re-imagination

Strategic imperatives Pathway forward

@ Support our customers with insurance — End-to-end agentic process orchestration
affordability
— Al-enabled customer interactions (inc. conversational
voice and chat)
Deliver consistent, high-quality
interactions — Seamless claims lodgement and assessment (inc.
guided image capture)

@@ Simplify legacy business processes — Next generation fraud and intelligence
— Automated compliance monitoring
{6} Equip our people through reskiling and — Al-skilled future ready workforce
= upskilling

Perhaps the most material development since our update last year has been the acceleration of our ambition
and adoption of Agentic Al capabilities — this is where Al can plan, apply judgement, and most importantly, act
autonomously — because it has been given agency.

This means we can completely re-imagine our customer experiences and end-to-end processes.

Our initial focus for deployment of Agentic Al is Claims and Customer Service, where we see the largest value
pools and customer benefits. However, we see the potential to apply this game changing technology across the
broader enterprise.

We've just completed an in-depth Ideation phase and are now in full scale delivery; having developed a clear
execution roadmap and further uplifted our technology capabilities, which we will showcase in the Al breakout

session.

Our initial efforts will target simple customer service interactions through Agentic voice and chat, as well as
automated claims lodgement and assessment across Consumer, Commercial, and Personal Injury.

We will share more details on our Agentic Al program of work as we progress further through delivery.

In closing, we believe that moving at pace on Al enabled transformation will create first mover advantage and
competitive differentiation.

We’'re building on strong foundations, with early benefits informing our approach to broader adoption and scale
out.

While we are confident in our trajectory, we are equally not complacent, given the pace the market and tech
capabilities are moving.

| will now hand over to Michael to share a view of how we are achieving our growth aspiration in Commercial.
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Injury Insurance

Thanks Adam and good afternoon, everyone.

Last year, | spoke to you for the first time as Chief Executive of Suncorp’s Commercial and Personal Injury
business. | outlined that commercial is benefiting from the improved focus of a pure-play general insurer and the
ability to make disciplined, targeted investments. Commercial in particular is emerging as a key growth engine
for Suncorp.

At that time, we had been operating under the current structure for 12 months. A change that elevated the
Commercial business to the ELT level and allowed us to organise around customer value chains to drive greater
customer centricity. We also established a platform business to reflect the growing role of broker platforms and
the distinct capabilities required versus our tailored lines business.

Our strategy remains consistent with last year.
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Commercial: Suncorp’s growth engine

o
;ﬁn Room to grow COOO] Team with deep specialised capability
S
Broker support @ Tech investment
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Best in class claims Eij/ Diversified product set
T
Leveraging group scale @ Group collaboration

Ambition to reach #2 market share within target margins

We often get asked why we can grow commercial. This slide sets out the clear reasons why we can grow the
Commercial business as part of the Suncorp Group. They are:

Room to grow - in terms of market share, our commercial business is ranked number four at around 9%
market share, meaning there is plenty of room to grow into our natural share, both in new products and
existing products.

There is good Broker support for an Australian based commercial insurer with clear focus on the
Australian market. We hear this loud and clear from our broking partners.

Our best-in-class claims, which is evidenced by numerous awards. For brokers who use our claims
capabilities consistently, this is a key differentiator from other insurers.

Our ability to leverage the scale of the Suncorp Group across pricing, claims and customer service. We
could not invest in these capabilities to the same extent as a standalone commercial insurer.

A team with deep specialised capability in commercial insurance. Vero has always prized itself on its
underwriting expertise and to this day, we continue to have risk engineering teams assessing the risk
management of our larger risks. This is a core capability.

We are also benefitting from increased tech investment across the Group and in commercial specifically.

Commercial also provides an important diversification benefit for the Group in terms of non-correlated
risks. Commercial itself is also diversified and operates in all market segments but is strongest in mid-
market and SME.

And finally, a collaborative business model across Home, Motor, Commercial & Personal Injury and New
Zealand, bringing scale and expertise, which brings competitive advantage to commercial and the Group
more broadly.

Our ambition for the Commercial business remains to grow to number two in market share, but of course, within
target margins. And | will reiterate that target margins are paramount.
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Recap: Commercial brands and segments

Platform Tailored
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I \ly
AAMI GIO vero! vero
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DISTRIBUTION experience « Clear risk appetite and « Clear risk appetite and growth strategies
« End-to-end digital experience growth strategies
7]
= RISK
'5 PORFTOLIO&‘ « Automated and platform-oriented underwriting « Sophisticated underwriting and risk selection
E PRODUCT « Best-in-class pricing and risk selection models « Access to decision makers
% UNDERWRITING
[3)
CLAIMS » Automated and data-driven claims j k- Best in class claims in service and cost outcomes j

1. Target segment indicative only, e.g., more complex SME risk may require tailored capabilities.

Last year | also shared with you our approach to commercial and how we are structured, with two distinct
businesses, being the Platform business and Tailored Lines.

| thought it was worth touching on this briefly again, as it shapes the way we think about our strategy and the
different needs of customers and brokers across different segments of the market.

We continue to see demand from brokers for more digitised straight through processing, particularly for simpler
business in the SME space. At the same time, there is an ongoing requirement for the trusted and tailored
propositions we provide to larger clients, to meet their more complex needs.

Why this is important is that it recognises there are different skill sets required. Our Platform business is
technology-driven with data and analytics playing a key role, whereas our Tailored Lines business requires deep
commercial insurance experience in underwriting and distribution. Also important is that both segments require a
focus on portfolio performance through pricing and risk appetite, which our portfolio teams support. And of
course, all supported by our award-winning claims business.
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What we've delivered since last year

INCREASING BROKER PLATFORM LAUNCHED VERO SPECIALTY LINES INCREASING DIGITAL CLAIMS LODGEMENT
CONNECTIONS Digital lodgement % of Total (C&PI)
(Platform / SME GWP $m) 0%

590 — Successfully launched in FY25:

185 487 — Equipment Breakdown
— Higher Hazard Property 35%
— Higher Hazard Liability 20%
— Balancing risk through reinsurance
— More products in development for FY26 & FY27: 18%
— Sep 2025: launched Higher Hazard Property
Combustible Panelling

— Positive feedback from brokers and their clients

FY22 FY23 FY24 FY25 FY22 FY23 FY24 FY25

Over the past year, we’ve delivered materially on our strategy. What have we done?

We have expanded broker connectivity through our modern VeroEdge platform, enabling instant underwriting
decisions and driving growth in SME and non-fleet motor.

We have established Vero Specialty Lines, our vehicle for launching new products, in response to feedback from
brokers that their clients were after more specialised product solutions. Through this business, we launched
three new products in FY25, being Equipment Breakdown, Higher Hazard Property and Higher Hazard Liability.
These are higher hazard occupations and not geography. High hazard businesses that are well managed and
have good risk management processes represent good risks to underwrite.

We have received great feedback on this more specialised proposition.
We expanded this business further with the launch of a fourth product, covering Combustible Panelling, in
September 2025. To de-risk this expansion, we've utilised bespoke reinsurance structures to balance risk and

return as we build out this business.

We have also continued to drive efficiency and better customer outcomes by increasing digital claims lodgement
and delivering claims excellence.
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Well diversified portfolio predominantly targeting mid-market and SME

Platform Business and Commercial’ GWP FY25 % split

BY GEOGRAPHY? BY PRODUCT

M ad Bl Nsw [ vie WA SA Tas [ Other M Platforms | | Property Long-tail
Il NTI/Commercial motor Other specialty lines Workers’ Compensation

1. Commercial including Workers Compensation.
2. GWP by geography based on risk address.

This slide illustrates our diversified product set, so you can see the diversification of our portfolio across products
and geography. In addition, we operate across all market segments, but in particular mid-market and SME are
our focus. There remains a number of product categories that we do not operate in, which provides growth
prospects for new products.
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Well positioned for growth
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2. Vero Broker Net Promoter Score.

We are positioned for sustainable growth with our fundamentals well set.

Our margin overall is at the top of our target range, and we have grown above market, indicating that we have a
healthy, resilient portfolio and our proposition is resonating with brokers. In terms of the business split between
Platform and Tailored Lines, | note that we still have some work to do on our Platform business to get margins to
a target level. We have seen improvement over the last 12 months as we hone our data and analytics and
understand the strengths of our new systems.

And my most favourite chart is our broker NPS, which you can see has gone from strength to strength as the
culture orientates towards customer and broker centricity. This is a key focus for myself and the leadership team

and is paying dividends across many aspects of the business, such as growth, margins and an engaged
workforce.

Our consistent service delivery model and evolving culture of customer and broker centricity is also being
recognised by the market, where we have won a number of awards year in, year out. You can see from the chart
that we have been named NIBA insurer of the year for the third consecutive year, and have won the Gold
Mansfield award for 6 years in a row. For those that don’t know, the Mansfields are voted on by brokers,
recognising the best commercial claims performance in the market. And likewise, the NIBA awards are voted on
by brokers, with NIBA being the national insurance broker association.
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Opportunity and outlook: Building a better business

— Capital inflows
— Still large parts of the market for us to grow into

0

nﬂﬂ Market dynamics

— Digital Insurer
@ Enterprise investment — Al enabled operational transformation
— Leveraging large consumer business expertise in pricing claims and customer services

— Customer and broker centricity

Q Focus areas — Broker connectivity
— Vero Specialty Lines

In my final slide, it is worth noting that the external environment has become more challenging. Some segments,
most notably top-end property and some financial lines, are softening as more offshore capital has flowed into
these markets. Despite this, we believe we are well positioned to continue to deliver sustainable above market
growth, while maintaining profitability and creating long term value for shareholders.

The market structure and our position in it are favourable. Despite outgrowing our peers for the past few years,
our market share remains less than 10%, leaving significant room to grow. With increased focus and investment
in our commercial insurance business, there is significant upside. There are also segments of the market we
don’t participate in yet, meaning there is plenty of untapped opportunity for us to increase our product breadth.

Suncorp’s structure as a more integrated domestic pureplay insurer is also a competitive advantage. We are
benefiting from the scale of our consumer business as the organisation is closely connected and values

collaboration, enjoying benefits through scale efficiency in areas like motor claims, pricing and call centres.

We are further increasing investments in Al and accelerating the digital re-platforming of our business to improve
underwriting quality, product agility, and efficiency.

Our broker experience and claims excellence remain key differentiators we can turn into growth.

We also now have the underlying infrastructure to enable broker platform connectivity, and we have developed
the reputation in the market as the best insurer to connect with.

Vero Specialty Lines is now established as a platform for us to launch more products and we plan to launch up
to three new products each year to continue to use more of our appetite.

And finally, as a primarily mid-market insurer with a diversified portfolio, we are less exposed to market cycles
than some peers. Our financial health positions us well to navigate market cycles.
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Welcome back and good afternoon.

I’'m Bridget Messer, Suncorp’s Chief Risk Officer. | also have the privilege of leading our Advocacy teams...
And you get a unique vantage point when you sit at the intersection of risk and advocacy — not just on what
could go wrong, but on how to make things go right.

And our advocacy agenda is all about making things better. It's like shock absorbers on a car — not always
visible, but essential for smoothing out the bumps, and designed to respond and reduce impact.
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Why advocacy?

Amplifying our purpose through a distinct advocacy agenda
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| wanted to start first with the obvious question - why Advocacy.

As Steve showed at the start of today, advocacy is a strategic lever in our 12-point plan. Our ambition is to be a
leading industry voice on advocacy. So, why?

We are, as you know, a purpose led business. We recognise the critical role that insurance plays in the
prosperity of our communities, and the role that we play, as a leading Trans-Tasman insurer, in making sure
insurance remains affordable and accessible.

Problems in our built environment, paired with climate change, are creating real challenges for our communities.
It is important we take a leadership position on these issues.

In doing so, we engage our people, we drive better insurance affordability for our customers, and we enhance
the relevance and trust of our brands. For shareholders, increasing insurance affordability increases insurance
participation and drives growth. It also helps to take risk out of the system and ensures we are at the table during
important public policy debates.

Advocacy is not new for Suncorp.

In 2020, we launched our four-point plan for a more resilient Australia, advocating for reformed planning laws,
more resilience infrastructure, Government subsidies for household mitigation, and a removal of regressive taxes
that disproportionately hit those who can least afford it.

And our advocacy is starting to deliver tangible results:

- The NSW Government has committed to removing the Emergency Services levy, which will reduce the
tax our NSW customers pay from 36 cents in every dollar of premium to 20 cents.

- We've seen $2.66 billion committed to resilience initiatives over five years from the Federal, Queensland
and NSW Governments.

- And we've seen a joint commitment from the Federal and Queensland Governments to build a $175
million levee in Bundaberg, which was directly supported by Suncorp.
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Contemporised agenda for Home, building off our four-point resilience
plan
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Suncorp Resiliency Blueprint

So, what next for our home agenda?

Five years ago, we were one of the few voices raising concerns about emerging risks — risks that were evident in
our own claims data but not yet widely recognised across the industry or by policymakers.

Today, there’s broad awareness that action is needed to preserve the safety and prosperity of our communities.
This shift is a testament to the impact of sustained advocacy — not just by Suncorp, but by the industry as a
whole.

Our updated resiliency blueprint builds on our existing four-point plan, by adding in:

- The need to create a globally recognised disaster response capability for our nation, through better
sharing of technology and data across industry, government and emergency services;

- The need to create an Industry/Government partnership to address insurance access for the highest risk
locations across Australia; and,

- The need to tackle new risks inside the home, like flexi pipes and lithium batteries.

We recently launched a six-month pilot to identify at-risk flexi-hoses. The trial by our HomeRepair company saw
us inspect 1,800 flexi-hoses and perform water pressure tests in 650 homes. From the inspections, 30% of flexi-
hoses were replaced, and water pressure devices were installed in 60% of trialled homes. We see similar risks
associated with lithium-ion batteries, with the average Australian home set to house 33 lithium-ion batteries by
2026. Now, we are confident we are pricing accurately for these new risks, but we firmly believe action is needed
to reduce these risks going forward, to ensure that insurance remains affordable and accessible.

The progress we’ve made since 2020 has galvanised our belief in the value of advocacy. We've seen firsthand

how working across the system, with government and communities, can deliver meaningful change and we are
excited for the opportunity that our Resiliency Blueprint brings.
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In Motor, our advocacy centres on driving change in road safety

What we’re observing How we’re driving change
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Right. From homes to highways... let's change lanes.

While home resilience remains a cornerstone of our advocacy, our strategy extends to road safety — a critical
issue for our customers and communities.

Across Australia over the last twelve months, it is estimated that ~1.6 million road accidents occurred requiring
vehicle repair. And, in 2024, more than 1,300 lives were lost on Australian roads.

Looking beyond this human tragedy, the economic cost is significant — estimated at more than $27 billion per
year — due to medical care, property damage, loss of productivity and reduced quality of life. Which is a point we
see first-hand in our CTP portfolio where claims can often last several years before injured people get back to
living life to the full.

Despite advances in vehicle safety and ongoing investment in road infrastructure, the reality is that driver
behaviour remains a stubborn challenge. Fast acceleration and hard braking are more common than we’d like to
admit. This is a challenge we see clearly in our data — not just in our claims experience as Australia’s largest
motor and personal injury insurer, but also in the 500 million kilometres of telematics data that we have
amassed. For most of Australians, driving is the most dangerous thing we do on a regular basis.

We’ve long been a voice on road safety, and in 2024 we marked the 30 anniversary of AAMI’s annual Crash
Index. But this year, we’ve stepped it up, by launching the “AAMI Driving Test” national campaign. It's designed
to educate, engage, and incentivise safer driving behaviours, harnessing Australians’ competitive spirit and our
digital capabilities. And we are already seeing improvements in driver behaviour amongst active users of AAMI’s
safe Driver platform, including a 10% improvement in phone distraction scores. To amplify our efforts, we are
partnering with government and the Australian Road Safety Foundation to bring road safety education into
schools and communities.

We’'re deeply committed to being part of the solution on road safety, in the same way we have been for home
resilience.

To close, | wanted to end with a link between our advocacy agenda and Digital Insurer.
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As you have heard from Adam and Lisa, Digital Insurer gives us new ability to create product and customer
experiences that are fit for a modern-day leading insurer. Digital Insurer also gives us product power that can
amplify our advocacy agenda. It gives us the power to create innovative products that incentivise risk reduction,
like great driving and home maintenance.

Today, | wanted to show you that advocacy is not just a concept or a lofty ambition. It's a strategic investment in
Suncorp’s future and in the communities we serve. It helps us deliver on our purpose, it engages our people, and

it enhances our brands. It also delivers tangible benefits for shareholders — taking risk out of the system and
ensuring we are at the table during important public policy debates.

Our track record on advocacy shows real impact, and our future focus is clear.
We’re committed to leading the industry, collaborating widely, and delivering value for shareholders.

Thank you for your time today — and as a practical tip, if you ever hear running water and you’re not in the bath,
do check your flexi pipes!
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Investment proposition

Financial settings for long-term value creation
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Thanks Bridget.

Good afternoon, everyone. It's great to see you all here today.

I'd like to start on our overarching investment proposition.

And I've presented the key elements of this on the slide, which will no doubt be familiar to many.

Firstly, Suncorp is a growing business, and this has been demonstrated by our strong profitable growth
performance over recent years.

The strategic imperatives we have taken you through today of Platform Modernisation and Operational
Transformation are primarily designed to drive growth.

Lisa has taken you through how we are leveraging our unique brand portfolio and optimising our distribution
channels to drive ongoing growth in Consumer.

Michael has outlined key components of the Commercial growth strategy, including introducing new products
through Specialty Lines and leveraging the Vero and Group capabilities.

And our New Zealand business is in good shape, along with the high performing AA New Zealand Joint Venture.
But noting the current ongoing softer market in New Zealand with the weaker economy and NZD along with
competitive conditions persisting.

We aim to deliver strong and resilient risk adjusted returns, with an UITR range of 10-12% giving a strong ROTE.
| have a chart today that shows Suncorp’s leading position on EPS growth and return volatility that helps
demonstrate this.

And I'll remind you of some of the changes we’ve made to improve resilience in our returns shortly.

We have a well-managed balance sheet.
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In the lead up to our renewal in July, we conducted a thorough review of our reinsurance program. | think we
covered this off comprehensively with the full year result, but I'd just like to reiterate that we have a very clear
and disciplined framework of how to use reinsurance to optimise sustainable long term shareholder value
creation.

Having said that, | want to be very clear that we continue to review our reinsurance program and assess the
market, and we have retained significant optionality as market conditions continue to evolve.

And also on the balance sheet, we have a well-balanced and diversified investment portfolio with a good spread
of high performing managers, as well as a strong risk management capability.

And finally, we have a disciplined approach to capital management.

We have a robust and sophisticated approach to risk based capital modelling and our capital settings. Our
target CET1 range is between 1.025x to 1.325x PCA, and we look to operate in the top half of this range. We
believe these settings are appropriate and | remind you that we were one of the few financial institutions to not

have to raise capital during Covid.

We optimise our hybrid capital gearing within the regulatory framework set out by APRA, and I'll cover this off
later.

We remain committed to paying out between 60-80% of cash earnings, targeting the mid-point of the range.

And we’ll continue to return excess capital through on-market buybacks and are on track to return the $400
million identified for FY26.

This capital framework combines to deliver a good dividend and ongoing EPS accretion.
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Margin remediated, continue to build resilience, focus on growth

UNDERLYING MARGIN' GROW THE BUSINESS EXPENSES

Target range 10-12%

FY19 FY20 FY21 FY22 Fy23 Fy24 FY25

Gl EXPENSE RATIO NH ALLOWANCE PY RESERVE RELEASES

22.9%
18.6%
51,560m S -7

$720m
FY19 FY25 FY19 FY25 FY26 FY19 FY25 FY19 FY25

$261m

19% of total 25% of total
operating expenses operating expenses

1 FY19 — FY22 underlying margin exclude COVID-19 impacts. FY23 onwards presented under AASB 17, prior periods have not been restat ed

Now to the next slide and the plan we have presented today represents an important shift from the focus of the
last few years. We’re moving from being focussed on margin remediation to being focused on growth and the
ongoing resilience of strong margins.

We are now delivering margins consistently towards the top end of our 10-12% range.

And the quality of those margins has been improved significantly with added resilience driving a very different
quality proposition.

Our Natural Hazards allowance has increased from $720 million in FY19 to $1.77 billion in FY26, reflecting a
reset over the period, as well as an explicit resilience buffer in the FY26 allowance.

We are investing more in the business with Grow the Business spend increasing from around 19% of Operating
Expenses in FY19 to 25% in FY25. Our discretionary project investment has tripled over that period. It is critical
that we have a sustainable level of investment built into our financial framework — a healthy, competitive and
growing business needs ongoing investment. And the program of work we’ve outlined today is fully embedded
within our expense and margin guidance.

And our reliance on prior year reserve releases has reduced to just 0.4% in FY25.

All up our printed underlying ITR today is of a significantly higher quality, and we have more confidence in its
connection to the reported numbers, all the way through to the Cash profit that pays the dividend.

Now onto the next slide.

Last year we demonstrated how the Suncorp General Insurance business has driven superior growth in
fundamental value relative to insurer and bank peers.

Today, we give a different perspective on Suncorp’s investment proposition.
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Higher quality earnings: good EPS growth with lower volatility

P/E value versus domestic peers and ASX200

EARNINGS GROWTH VS VOLATILITY NOTES

FY19-25, bubble sizes represent NTM P/E ratios*

EPS growth (CAGR)?2 — Suncorp has demonstrated higher EPS growth and
lower volatility of earnings than peers and the broader

22 4

HIGH QUALITY STOCKS DEMONSTRATING STEADY GROWTH AND LOW ASX200

20 A VOLATILITY

18 — Adjusting for the divestment of Suncorp Bank and the

16 4 Life businesses increases EPS growth and reduces

14 1 earnings volatility

16.3x  Suncorp - GI'

12 4 — Suncorp growth organically generated with no

Suncorp o . . .
acquisitions in the period and several divestments
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. Domestic insurers ’ Domestic banks . International insurers ASX 200 Earnings volatility?
1. Calculated by deducting Suncorp Bank, Australia Life and NZ Life NPAT, gain/(loss) on sale and acquisition amortisation from  Group NPAT. 3. Standard deviation of reported eamings (Source: FactSet).
2. FY19-25 CAGR - EPS adjusted for extraordinary items (Source: FactSet). 4. At24 October 2025 (Source: FactSet).

I've presented a chart that positions Suncorp, domestic insurance peers, the big four banks, international
insurers and the ASX 200 based on growth in earnings per share and the volatility of earnings, with the size of
the circles representing the next twelve-month PE ratios for each.

As you can see from the chart, domestic insurers trade at relatively attractive multiples compared to the
domestic banks and the wider ASX 200, but with lower earnings volatility.

Acknowledging that Suncorp included Banking and Life operations through that period, we’ve included a bubble
that removes those businesses from the metrics — which both increases EPS growth and reduces earnings
volatility, demonstrating the quality of the earnings we’ve achieved in the General Insurance business in recent
years.

And compared to domestic insurance peers, Suncorp is attractively valued with a good mix of earnings growth
and earnings volatility.
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Value creation

Strategic optionality to reinvest into margin or growth

Creates value for all
stakeholders including
shareholders

Investment in customer experience
reduces friction, lowers cost and
improves efficiency
(platform modernisation and
operational transformation)

EXPECTED
BENEFITS

Benefits invested in
° competitive premiums, better
experiences or margin

and profitable growth

[ Results in more customers ] °

Moving to the next slide, and I'd like to take you through how we think about value creation and particularly the
role our Strategic Imperatives of Platform Modernisation and Operational Transformation.

Now both programs are effectively an investment in improving customer experience, delivering an experience
that is faster, has less friction, is more convenient and is right first time — all up just simply better for the

customer.

This will not only drive growth but also has a very clear line to lower costs to serve. This then provides us with
the optionality:

1) for more competitive premiums to drive growth;
2) toinvest further in customer experience, driving more benefits; or,
3) as required, cycle the benefits into margin.

Given our strong margin position, our current bias is to invest the benefits in value creation via growth.
This creates a virtuous cycle that in turn drives more growth, scale benefit and opportunity for Suncorp.

Now I'd like to reinforce a few important points here:

The development of our leading capability on Al underpins Suncorp’s ability to deliver ongoing competitive
advantage as Al continues to evolve.

Our strong credentials and capabilities on tech programme delivery, as well as the Software as a Service / Cloud
nature of our Digital Insurer program, are also a good source of ongoing competitive advantage.

And finally, the costs of our strategic programs are fully embedded in our margin guidance.
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Capital management

Pro forma FY25 Total Capital Stack

PRO FORMA FY25 TOTAL CAPITAL STACK 1 APPROACH TO CAPITAL GEARING
1.88x
— APRA capital standards enable CET1 optimisation through holding up to 0.2x PCA each of AT1 and T2
0.35x capital
0.22x — Asmall buffer of AT1 is held for forecast growth, volatility and PCA increase under stress
CET1 Operating Range — Asmall buffer of T2 is held for the same purpose. In addition, T2 is held to support diversification
1.025x — 1.325x PCA across different regulated entities

— Legacy excess AT1 and Tier 2 capital from Bank sale to be rebalanced in FY26
1.31x

CeT1 M Additional Tier 1 [l Tier 2

1. Presented as a multiple of PCA. Capital normalised above: CET1 is ex div, proforma for $400m buyback & deferred life proce eds; AT1 and T2 exclude stranded capital on issue

Turning then to Capital management, and | want to provide an overview of how we optimise our capital stack at
Suncorp, as this isn’t something we have previously spent a lot of time on.

The mix and level of capital that we hold is determined by our regulatory framework and risk appetite, and this is
validated through comprehensive stress testing and risk-based capital modelling.

In terms of mix, the APRA capital standards allow us to hold AT1 and T2 to reduce the amount of CET1
required.

These are capped at 20% of our stressed regulatory requirement for each Level 3 entity. But then with additional
T2 able to be used to fund diversification benefits between regulated entities, in our case the Australia and New
Zealand businesses.

The level of hybrid capital at any point in time includes buffers to manage volatility and covers future business
growth taking into account the expected timing of our refinancing plans.

| note that we expect all remaining stranded AT1 and T2 capital from the Bank to be utilised during FY26. Future
issuance plans, including the Bank stranded capital, will consider the profile of existing instruments, available

excess capital and projected growth.

So, in short, we optimise the gearing in line with APRA parameters, with hybrid capital above that being
inefficient.

Whilst on capital management, | remind you that the buybacks that we’re conducting this year will reduce our
excess capital as well as the associated investment earnings as they are completed.

Just to close out, I'd also like to draw your attention to the ASX we put out today with the details of some
proforma P&L geographical moves reflecting a clean-up post the Bank and Life sales. These have no impact on

the bottom-line result or key metrics.

And on that, I'll hand back to Steve.
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SUNCORP

In closing

Steve Johnston

Chief Executive Officer and
Managing Director

Thanks Jeremy.

Today’s presentation describes how we are putting the building blocks in place in order to participate in the
insurance industry of the future.

In the future, insurance will be hyper-personalised. Digital and Al will transform underwriting, ensuring
significantly more precision in pricing and risk selection.

The flip side is that customers will increasingly seek to monetise that precision in the form of new products and
personalised premium, which together will better reflect their particular risk profile.

Investment inside the home and those mitigations funded by government will also need to be monetised and
reflected in premium.

Cross subsidisation, or pooling, will continue to exist but in far narrower bands.

Here, our multi brand strategy sets us up well for this hyper-personalised, customer centric future.

Digital will be the prevailing method of engagement with your insurer. 90% of the end-to-end transactions will be
digitised with a residual, largely skilled, workforce equipped to support those who don’t want to or can’t engage

digitally, and those of course with vulnerabilities.

Automatic payment of claims will be the norm, with Al addressing non-compliance and fraud, effectively breaking
down the historic contract based and, at times adversarial nature of insurance customer engagement.

We will partner with government to extend the coverage of insurance closer to 100% of the population,
supporting affordability and availability of insurance products especially for those who can least afford the

premium.

The insurer of the future needs:
- Modern core systems across data, pricing, policy admin and claims;
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- Bestin class digital interfaces and claims processes;

- Al capability, across all its processes;

- Areadiness to advocate on behalf of its customers; and,

- Finally, a strong balance sheet and a capable and reskilled workforce.

Today we have outlined how we intend to be a leader in the modern insurance industry of the future.

So with that, let's move to Questions and Answers.
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Important disclaimer

This presentation contains general information which is current as of 30 October 2025. It is information given in summary form and does not purport to be complete.

Itis not a recommendation or advice in relation to Suncorp Group Limited (Suncorp) or any product or service offered by Suncorp or any of its subsidiaries. It is not intended to
be relied upon as advice to investors or potential investors, and does not take into account the investment objectives, financial situation or needs of any particular investor.
These factors should be considered, with or without professional advice, when deciding if an investment is appropriate.

This presentation should be read in conjunction with all other information concerning Suncorp filed with the Australian Securities Exchange (ASX).

The information in this presentation is for general information only. To the extent that the information is or is deemed to constitute forward-looking statements, the information
reflects Suncorp’s intent, belief or current expectations with respect to our business and operations, market conditions, results of operations and financial condition, capital
adequacy, specific provisions and risk management practices at the date of this presentation. Such forward-looking statements are not guarantees of future performance and
involve known and unknown risks and uncertainties, many of which are beyond Suncorp’s control, which may cause actual results to differ materially from those expressed or
implied. There can be no assurance that actual outcomes will not differ materially from these forward-looking statements.

Suncorp undertakes no obligation to update any forward-looking statement to reflect events or circumstances after the date of this presentation (subject to ASX disclosure and
legislative requirements).

There are a number of other important factors which could cause actual results to differ materially from those set out in ths presentation, including the risks and uncertainties
associated with the Australian and global economic environments.
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