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Profile

WellPoint is committed to improving the lives of the people

we serve and the health of our communities by simplifying the
connection between health, care and value. Our goal is to help
shape the impact each health care decision has on individuals,
the health care system at-large and our communities. WellPoint’s
more than 42,000 associates work every day to help create
the best health care value for our customers. Through collabo-
rations with providers and with innovative programs, WellPoint’s
affiliated health plans reward healthy lifestyles and quality,
safe and effective care. As the nation’s largest health benefits
company, with approximately 35 million members in its affili-
ated health plans, WellPoint is at the center of the health care
system. This position provides us with the relationships and
insights needed to help create affordable and actionable
solutions that improve health care.

As an independent licensee of the Blue Cross and Blue
Shield Association, WellPoint serves members as the Blue
Cross licensee for California; the Blue Cross and Blue Shield
licensee for Colorado, Connecticut, Georgia, Indiana, Kentucky,
Maine, Missouri (excluding 30 counties in the Kansas City
area), Nevada, New Hampshire, New York (as the Blue Cross
Blue Shield licensee in 10 New York City metropolitan and
surrounding counties and as the Blue Cross or Blue Cross
Blue Shield licensee in selected upstate counties only), Ohio,

Virginia (excluding the Northern Virginia suburbs of Washington,
D.C.), and Wisconsin. We also serve our members throughout
the country as UniCare. Additional information about WellPoint

is available at www.wellpoint.com.
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FINANCIAL HIGHLIGHTS

Dollars in millions, except per share data

Operating results

Total operating revenue
Total revenue

Net income

Earnings per share
Basic net income
Diluted net income

Balance sheet information
Total assets

Total liabilities

Total shareholders’ equity

Medical membership (in thousands)
Commercial

Consumer

Other

Total medical membership

Years ended December 31

08

$61,579.2
61,251.1
2,490.7

$ 4.79
4.76

$48,403.2
26,971.5
21,431.7

28,304
5,352
1,393

35,049

07

$60,155.6
61,167.9
3,345.4

$ 5.64
5.56

$52,060.0
29,069.6
22,990.4

27,886
5,543
1,380

34,809

06

$56,179.8
57,058.2
3,094.9

$ 4.93
4.82

$51,574.9
26,999.1
24,575.8

27,484
5,260
483517

34,101

The information presented above should be read in conjunction with the audited consolidated financial statements and accompanying notes and Management'’s
Discussion and Analysis of Financial Condition and Results of Operations included in WellPoint’s 2008 Annual Report on Form 10-K.

Certain prior year amounts have been reclassified to conform to current year presentation.

TOTAL REVENUE

TOTAL MEDICAL
MEMBERSHIP

SELLING, GENERAL
AND ADMINISTRATIVE
EXPENSE RATIO
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TO OUR SHAREHOLDERS, CUSTOMERS AND COMMUNITIES

WellPoint remains a profitable and

financially strong company — well
positioned to address the challenges
of our current economy and capitalize
on future opportunities. Our Corporate
Promise, “to simplify the connection
between health, care and value,” is our
commitment to improving the lives of
the 35 million members in our affiliated
health plans as well as the health of

the communities we serve.

2 WELLPOINT, INC.

In 2008, WellPoint faced both company-specific
and broader economic challenges. No industry,
including health care, was immune from the effects
of a slowing national economy. The economic
environment also placed increased pressure on our
customers to tighten their own budgets, including
their health care expenditures. Even in the midst of
these challenges, WellPoint remained a profitable
and financially strong company.

We took swift and decisive actions to manage
our own challenges as well as to address external
factors throughout the year. In particular, we signifi-
cantly reduced our claims inventory levels, refreshed
our information technology strategy, and strengthened
our financial reserves. We have continued to effectively
manage our administrative expense costs as a percent-
age of revenue while making investments to grow our
business for the future. These actions contributed
to positive results for our customers. As an example,
our Member TouchPoint Measure scores were up
4.5 points in 2008 and our customer service metrics

continue to improve.

Increasing Shareholder Value in 2009

As the largest health benefits company in America by
membership, WellPoint holds a unique position within
the health care marketplace. We are well-equipped to
address the current challenges and capitalize on the
opportunities presented by the economy. Now more than

ever our customers are looking to us to create more

value for their health care benefits. We will continue
to focus on excelling at day-to-day operations for our
customers and will strive to exceed our operational
commitments and financial expectations.

We expect earnings per share growth in 2009
through innovative product offerings, disciplined pricing,
effective medical cost management and efficient capi-
tal management. We will continue investing for future
growth by delivering services that will help improve the
quality and affordability of health care for our customers
and ultimately lower our administrative cost structure.

Our national breadth and diverse membership
position us well for the current economic downturn as
we have multiple sources of revenue. As a Blue Cross
and/or Blue Shield licensee in 14 states, we have the
most recognizable brand in our industry and offer our
members unparalleled access to 82 percent of all physi-
cians and 94 percent of all hospitals in the United States
through the BlueCard® program. Our brand, access to
broad provider networks across the country and leading
presence in our markets deliver sustainable competi-
tive advantages.

There is a unifying urgency associated with achieving
responsible health care reform in America. WellPoint is
a leading advocate for responsible health care reform
and is actively involved in the discussions to address
quality, cost and coverage. | encourage you to review
page 26 of this report, where you will find a summary
of the four cornerstones of reform that we believe will
help improve quality, eliminate waste and optimize

costs in the health care system we all share.

Health. Care. Value.
Last year’'s accomplishments and this year’s outlook
are important to discuss, but we must never lose focus
on the most important reason we’ve become the nation’s
preeminent health benefits company: our customers.
We’ve organized this year’s report around our Corporate
Promise, “to simplify the connection between health, care
and value,” because it describes the three areas where
our health plans partner with our customers, doctors and
hospitals. Each section includes examples of the prod-
ucts, services and strategies that simplify the health
care experiences for the 1 in 9 Americans we serve.
When you read this report, | encourage you to pay
particular attention to the people, including: Christine
Rubio-Puente, who makes a difference in the Health
of our communities through our Community Resource
Centers; Maria Garcia, a nurse case manager who helps
to ensure the proper Care of our members; and Dr. Mark
DeFrancesco, a physician in Connecticut who sees Value
in providing incentives for better patient care. They are
among the many talented employees and partners
helping us fulfill our promise each and every day.
Health. Care. Value. represents the foundation of
our promise to our customers. As we simplify their
connection, WellPoint will continue to lead our industry
while improving the lives of the people we serve and

the health of our communities.

Crgple 7 Bty

Angela F. Braly
President and Chief Executive Officer
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onvey WellPoint’s promise
fone we serve. Together, they guide
our effort to improve the millions of live
we touch daily. Integrated, the
our ability to helpi

~and how we benefit
lives with better choices and

control over their own well being.




Health.

This is our most precious possession.
Quality of life has no greater measure.
Whether we help maintain it or bring
about its return after sickness or injury,

protecting our members — body and

mind, with compassion and dignity —

is core to WellPoint’s mission.

6 WELLPOINT, INC.




HEALTH. CARE. VALUE.

OUR HEALTH CONNECTS US
The choices we make affect not only our own health,
but also the health of friends, family and coworkers.

When we decide to lose weight, quit smoking or start

exercising, studies show that it inspires others around

us to do the same. What'’s good for the individual creates

a ripple effect, one that can ultimately extend through
the health care system. Through WellPoint’s range of
plans, provider networks and wellness programs, we
aim to strengthen this connection and start a health
movement that helps contain costs and improve quality

of life. After all, we're all in this together.

8 WELLPOINT, INC.

IMPROVING ACCESS AT THE LOCAL LEVEL
WellPoint’'s Community Resource Centers are
dedicated health-access facilities for our members,
providers and the underserved. The centers’ outreach
specialists conduct education and wellness programs
and address social service needs and other barriers to
navigating the health care system. By partnering with
community organizations, the centers give thousands
of families critical information and support to help
improve their lives. And as more of these centers go
“online,” we hope to reach even more underserved

members in our communities.

WellPoint associate, Christing,
Rubio-Puente is one, of the

multi-lingual professionals
staffing a Community Resource
Center in Indianapolis, Indiana.
She routinely helps with specific
community needs, such as edu-
cation and wellness programs for
diabetes or asthma. Here she
confers with a member about
health resources for her toddler.




Sheri Rattleff is both a WellPoint
associate and plan member, and
works as a Talent Acquisition

Consultant in Human Resources.
What's more, she is a consumer
of her company’s own Healthy

Lifestyle programs, literally “walk-
ing the talk” as she participates
in exercise and fitness classes.

HEALTH. CARE. VALUE.
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INFORMATION TOOLS FOR LIVING WELL
Throughout our history, WellPoint has empowered
members with valuable resources to help them take

a more active role in their health. Online tools engage
members and help them understand health risks, set
realistic goals and adopt healthier behaviors. Health
coaches reinforce online' education regarding nutrition,
smoking cessation, fithess and stress management.
Equipped with this information — and with access to the
nation’s broadest network of health care professionals —
members can improve their health and lower health

care costs today and in the future.

PERSONAL HEALTH CARE GUIDANCE
WellPoint’s 2008 acquisition of Resolution Health, Inc.
added a powerful new tool, MyHealth Advantage, to help
members receive the best care possible. The service
uses sophisticated data analytics to scan individuals’
claims data, lab results and other health information.
It then sends notices about potential drug interactions
and health care improvement opportunities, so that
members, physicians and care managers can take
appropriate action. MyHealth Advantage not only
strengthens patient/physician communication, but also

promotes better compliance with recommended care.

WELLPOINT, INC. 11
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Care.

This is the means to the end, embracing
what we do and why we do it. It expresses
our service ethic that’s present at each
touch point. This is the heart of our cul-
ture, the soul of WellPoint’s customer-first

approach. We provide access to quality,
affordable care and exceptional service

to our members. It’s that simple.

WELLPOINT, INC.

13|



cE
r ERFORMAN! )A'"
LTH IVOEL P
WEMFER WEA

SPECIALIZING IN COMPASSION
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CARE.

CENTERS OF MEDICAL EXCELLENCE

HEALTHCARE SAFETY SENTINEL SYSTEM

Marcus Wilson, Pharm.D.
(foreground), is president of
WellPoint’s research subsidiary,
HealthCore, where he collabo-
rates with colleague Rhonda
Bohn, MPH, ScD, to develop
the innovative Healthcare Safety
Sentinel System. The effort’s
enormous importance is also
attracting the help of nationally
recognized institutio

experts, such as Dr. Jerr

of Harvard Medical School.
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Value.

This is the yardstick. This is the
difference between one company

and the next, the ratio between what
members or customers get and what
they pay. While value can be defined
by premium rates and lists of services,
it's also often conveyed through the
intangibles — such as the passion we
bring to affordable new products and

services we provide.
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HEALTH. CARE. VALUE.
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TOUCH POINTS OF INNOVATION
Among our newest innovations is Anthem Care
Comparison" an online tool that lets members see
how their choice of hospitals for a specific procedure
may impact their costs. In collaboration with Zagat®
Survey, we introduced another tool allowing consumers
to review their patient-doctor experiences using Zagat’s
trusted methodology. And in 2008, WellPoint and the
WellPoint Foundation launched a collaboration with the
X PRIZE Foundation to develop a $10 million competition
for revolutionary new solutions to our nation’s most

pressing health care challenges.

20 WELLPOINT, INC.

THE REWARDS OF SUPERIOR PERFORMANCE
WellPoint encourages physicians and hospitals to
provide the highest quality care through innovative
pay-for-performance programs. We offer incentives for
meeting or exceeding industry-standard clinical practices
that result in better patient care and safety. For instance,
we reward hospitals for using programs and technologies
that improve medical outcomes, reduce errors and
increase member satisfaction. In many states, we were
the first to integrate all three of these components —

a critical link for driving real change and increasing

the value of every health care dollar.

As chief medical officer of
Women’s Health Connecticut,
the largest women'’s health care
practice in the nation, Dr. Mark
DeFrancesco has been a vocal
advocate for WellPoint’s perform-
ance incentive initiatives, which
reward physicians and hospitals
for following recommended care
guidelines that result in better
patient outcomes, reduced errors
and higher member satisfaction.




HEALTH. CARE. VALUE.

Selling, General and Administrative Expense Ratio

- 22.5%

- 20.0% \
- 17.5% \

L 15.0% S~

- 12.5%
I 10.0%
2000 2001 2002 2003 2004 2005 2006 2007 2008
1 1 1 1 1 1 1 1
TR,

AFFORDABLE PLANS FOR THE INDIVIDUAL DOING MORE WITH LESS

Too many Americans are uninsured, or lack adequate Lower selling, general and administrative expenses
When we introduced : _ coverage. Our SmartSense® plan offers a solution (SG&A) as a percentage of revenues allow us to offer
SmartSense® plans in INe A e g% that balances affordability with the kinds of benefits more affordable products. That’s why between 2000
independent broker Denise! ‘ N ; Yy /
Brown embraced the multiple™™ k- i - 4 y / consumers most want. Members choose the exact and 2008, we reduced our SG&A expense ratio from
beneiit optiGEES By h RS : f coverage options that fit their needs, at prices lower 21.4 percent to 14.6 percent. At the same time, we
reasonable rate structuf : . A 4 2 /
as an innovative soluti - £ A : ) than many other products. As a result, the plan delivers invested for growth and launched new programs and
affordable quallty reliable protection against expensive and unexpected products, such as 360° Health® and Prism:" Although our

ance. Since then, Smartse 3 \ % , ‘
has become a popular offeril T e i ‘ il medical bills, while offering a variety of deductibles that administrative costs per member are among the indus-
matching a choice of benefits :
with premiums that meet her i {
customers’ needs. ' W, \ ' with quality and value previously out of their reach. our products and services accessible and affordable.

allow consumers to select a premium they can afford — try’s lowest, we continue to strive to improve and keep

WELLPOINT, INC. 23




WELLPOINT AT A GLANCE

1+9

Americans
are covered by
WellPoint’s
affiliated
health plans

KEY FINANCIAL METRICS

$61.6 billion

OPERATING REVENUE

4.1%

AFTER-TAX MARGIN

$2.5 billion

OPERATING CASH FLOW

WellPoint’s affiliated

health plans have some of

the most diverse customer

bases in the industry.

Individual
Individual customers under age

65 and their covered dependents.

24 WELLPOINT, INC.

Local Group

Employer customers with less
than 1,000 employees eligible to
participate as a member in one
of our health plans, as well as
customers with generally 1,000
or more eligible employees with
fewer than 5 percent of eligible
employees located outside of the
headquarter state.

L m b

National Accounts

Generally multi-state employer
groups primarily headquartered
in a WellPoint service area with
2,500 or more eligible employ-
ees, of which at least 5 percent
are located outside of the
headquarter state.

BLUE CROSS
AND/OR
BLUE SHIELD
LICENSEES

CALIFORNIA
COLORADO

CONNECTICUT

GEORGIA
INDIANA
KENTUCKY
MAINE
MISSOURI
NEVADA

NEW HAMPSHIRE

NEW YORK
OHIO
VIRGINIA
WISCONSIN
UNICARE
NATIONWIDE

CUSTOMER BASE*

Local Group 47%

National Accounts 19%

BlueCard 13%
Individual 7%
State-Sponsored 6%

Federal Employee Program 4%

Senior 4%

The Blue Cross Blue Shield BlueCard®
program networks provide access to more
physicians and hospitals than any other health
plan network in the industry.*

80"

OF NATION'S TOTAL
PRIMARY CARE PROVIDERS

*Blue Cross Blue Shield Association.

- Anthem
- Empire

BLUECROSS BLUESHIELD

2008 MEDICAL ENROLLMENT

94*

OF NATION’S TOTAL
HOSPITALS

Anthem

Blue Cross

Empire &

BLUECROSS

240,000
new medical

//' members

o added in

Self-Funded 53%
M Fully Insured 47%

* At December 31, 2008.

2008

34"

OF NATION’S TOTAL
SPECIALISTS

® § ® §

BlueCross
BlueShield

of Georgia

BlueCross
BlueShield

GROWTH

2008 Growth
NATIONAL 504,000
SENIOR 54,000
FEP 13,000
LOCAL (31,000)
INDIVIDUAL (94,000)
STATE

SPONSORED  (206,000)
TOTAL 240,000

WELLPOINT, INC. 25



BUILDING A SUSTAINABLE HEALTH CARE SYSTEM CONSOLIDATED BALANCE SHEETS

In millions, except per share data Years ended December 31 08 07
We believe health care reform should be thoughtful,
) _ Assets
responsible and sustainable — and must get us on the CUiE FEsEE
path to universal coverage. Our efforts toward sustainable Cash and cash equivalents $ 2,183.9 $ 2,767.9
L ) Investments available-for-sale, at fair value 2,652.8 3,726.3
reform are focused on opportunities in four areas: St e AR, A 23.6 40.3
Premium and self-funded receivables 3,042.9 2,870.1
e Quality and Safety Other receivables 1,546.7 1,162.2
e Cost Income tax receivable 159.9 0.9
Securities lending collateral 529.0 854.1
* Insurance Market Reform Deferred tax assets, net 779.0 559.6
 Health Care Financing Other current assets 1,212.2 1,050.4
Total current assets 12,130.0 13,031.8
Meaningful reform must address both quality and Long—tgrm investments available-for-sale, at fair value 11,839.1 13,962.4
Other invested assets, long-term 703.2 752.9
cost issues. For many Americans, costs continue to Property and equipment, net 1,054.5 995.9
rise without an increase in the quality of care received. o] e BSfEas,
) ) N ) Other intangible assets 8,827.2 9,220.8
By promoting evidence-based medicine, preventive OURET MEmEUTER: Fasae 387.9 660.8
care and transparency, patients will experience better Total assets $48,403.2 $52,060.0
America’s health care system is renowned health care outcomes and overall costs will decrease. Liabilities and shareholders’ equity
. . . . Liabilities
for its premier medical research facilities We also believe in making the health insurance Current liabilities
. . . . market work more efficiently so that it offers more Policy liabilities
and life-saving innovations. Yet too . . Medical claims payable $ 6,184.7 $ 5,788.0
choice and extends access for all. All Americans should ) )
. , Reserves for future policy benefits 64.5 63.7
many do not have access to it. That’s be able to obtain affordable coverage, but this must Other policyholder liabilities 1,626.8 1,832.2
. . . . , . Total policy liabilities 7,876.0 7,683.9
be done in a way that doesn’t lead to higher costs and
why we are committed to fixing what is y g Unearmed income 1,087.7 11146
broken without breaking what works — more uninsured. We must work together to create a Accoulnts payable anq accrued expenses 2,856.5 2.909.6
) ) ) ) competitive, flexible marketplace that provides choice. Sec“rft_y trades_ pending payable 5.8 50.6
by improving quality, decreasing costs , Securities lending payable 529.0 854.1
After all, consumers know what’s best for them and Shortterm borrowings 98.0 _
and InCreasing access. their families. Current portion of long-term debt 909.7 20.4
) ) ) Other current liabilities 1,657.6 1,755.0
Finally, we support health care financing reforms o el Talies 15,020.3 14,388.2
that increase access in a sustainable manner. Employer- Long-term debt, less current portion 7,833.9 9,023.5
b d hould b ded and individual h Reserves for future policy benefits, noncurrent 664.7 661.9
ased care should be expanded and Individuals who Deferred tax liability, net 2,098.9 3,004.4
purchase coverage on their own should not face addi- Other noncurrent liabilities 1,353.7 1,991.6
. Total liabiliti 26,971.5 29,069.6
tional taxes. We also support better programs for the otal iabiities :
Shareholders’ equity
most needy, including premium assistance and stronger Common stock, par value $0.01, shares authorized — 900,000,000;
public-private partnerships focused on getting more sh.alres |ssu‘ed. and (?utstandlng: 503,230,575 and 556,212,039 5.0 5.6
Additional paid-in capital 16,843.0 18,441.1
Americans insured. Retained earnings 5,479.4 4,387.6
Our goals may be lofty, but the issue is too important Accumulated other comprehensive (loss) income (895.7) 156.1
) ) Total shareholders’ equity 21,431.7 22,990.4
to think small. Together, we can expand access, improve Total liabilities and shareholders’ equity $48,403.2 $52,060.0

qua“ty and Optlmlze costs — for our country, for our The information presented above should be read in conjunction with the audited financial statements and accompanying notes included in WellPoint's 2008

. Annual Report on Form 10-K.
children and for our future.
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CONSOLIDATED STATEMENTS OF INCOME CONSOLIDATED STATEMENTS OF CASH FLOW

In millions, except per share data Years ended December 31 08 o7 06 In millions Years ended December 31 08 o7 06
Revenues Operating activities
Premiums $57,101.0 $55,865.0 $51,971.9 Net income $ 2,490.7 $ 3,345.4 $ 3,094.9
Administrative fees 3,836.6 3,673.6 3,594.8 Adjustments to reconcile net income to net cash
Other revenue 641.6 617.0 613.1 provided by operating activities
Total operating revenue 61,579.2 60,155.6 56,179.8 Net realized losses (gains) on investments 1,179.2 (11.2) 0.3
Net investment income 851.1 1,001.1 878.7 Loss on disposal of assets 7.2 11.3 1.7
Net realized (losses) gains on investments (1,179.2) 11.2 (0.3) Deferred income taxes (481.4) (105.5) 273.7
Total revenues 61,251.1 61,167.9 57,058.2 Amortization, net of accretion 466.3 466.0 471.9
Depreciation expense 105.4 120.2 133.0
;);zee?i:fxpense 47.742.4 46.037.2 42192.0 Impairment of intangible assets 141.4 - -
Selling, general and administrative expense , ’ ’ Ehare—baseg con;per;sationh based ) 1223 g;; 12_222
SR SR B
General and administrative expense 7,242.1 6,984.7 7,163.2 effect of business combinations '
Total selling, general and administrative expense 9,020.5 8,701.5 8,817.7 Receivables, net (558.7) (448.6) (627.8)
Cost of drugs 468.5 4s2.1 4332 Other invested assets, current 103.3 (3.0) 234.9
Interest expense 469.8 447.9 403.5
Amortization of other intangible assets 286.1 290.7 297.4 Other a.ss.e.tsl, (340.2) iraa (362.4)
) ) : Policy liabilities 194.9 257.7 852.6
Impairment of intangible assets 141.4 - - )
Total expenses 58,128.7 55,910.0 52,143.8 Jneamed income (26.7) 1259 (69.5)
= Accounts payable and accrued expenses (106.3) (235.2) (91.7)
Income before income tax expense 3,122.4 5,257.9 4,914.4 Other liabilities (797.0) 176.5 134.2
Income tax expense 631.7 1,912.5 1,819.5 Income taxes (47.3) 4473 (112.0)
Net income $ 2,490.7 $ 3,345.4 $ 3,094.9
Net income per share Other, rjet . . 64.6 = =
Basic s 4.79 $ 5.64 $ 4.93 Net cash provided by operating activities 2,535.4 4,344.6 4,044.2
Diluted $ 4.76 $ 5.56 $ 4.82 Investing activities
_ _ _ o - _ _ _ : Net proceeds from (purchases of) fixed maturity securities 1,173.3 (184.6) (801.7)
The information presented above should be read in conjunction with the audited financial statements and accompanying notes included in WellPoint's 2008 ) .
Annual Report on Form 10-K. Net (purchases of) proceeds from equity securities (244.4) 225 516.4
Net purchases of other invested assets (112.2) (92.0) (419.6)
Changes in securities lending collateral 325.1 50.6 485.2
Net purchases of subsidiaries, net of cash acquired (192.7) (298.5) (25.4)
Net purchases of property and equipment (332.9) (264.7) (187.5)
Other, net - (2.2) (24.7)
Net cash provided by (used in) investing activities 616.2 (768.9) (457.3)
Financing activities
Net (repayments of) proceeds from commercial paper borrowings (900.6) 502.8 (306.0)
Proceeds from long-term borrowings 525.0 1,978.3 2,668.2
Net proceeds from short-term borrowings 98.0 - -
Repayment of long-term borrowings (38.7) (509.7) (2,162.1)
Changes in securities lending payable (325.1) (50.6) (485.2)
Changes in bank overdrafts 44.8 (117.1) 414.3
Repurchase and retirement of common stock (3,276.2) (6,151.4) (4,550.2)
Proceeds from exercise of employee stock options and
employee stock purchase plan 121.2 784.5 559.5
Excess tax benefits from share-based compensation 16.0 1588 136.5
Net cash used in financing activities (3,735.6) (3,409.9) (3,725.0)
Change in cash and cash equivalents (584.0) 165.8 (138.1)
Cash and cash equivalents at beginning of year 2,767.9 2,602.1 2,740.2
Cash and cash equivalents at end of year $2,183.9 $2,767.9 $2,602.1

The information presented above should be read in conjunction with the audited financial statements and accompanying notes included in WellPoint's 2008
Annual Report on Form 10-K.
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Ramiro G. Peru A

Former Executive

Vice President and

Chief Financial Officer,
Phelps Dodge Corporation

Jane G. Pisano, Ph.D. & <
President and Director,

The Natural History Museum
of Los Angeles County

Sen. Donald W. Riegle, Jr. & B

Chairman,
APCO Government Affairs

William J. Ryan ¢ @
Chairman,
TD Banknorth Inc.

George A. Schaefer, Jr. A
Former Chairman and CEO,
Fifth Third Bancorp

Jackie M. Ward ¢ o B
Retired CEO,
Computer Generation
Incorporated

John E. Zuccotti B
Chairman,

Brookfield Properties Corp.
and of counsel,

Weil Gotshal & Manges LLP

Blue symbol indicates committee chair
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EXECUTIVE LEADERSHIP TEAM

Angela F. Braly
President and
Chief Executive Officer

Lori Beer
Executive Vice President,
Chief Information Officer

Randy L. Brown
Executive Vice President
and Chief Human
Resources Officer

John Cannon

Executive Vice President,
General Counsel and
Corporate Secretary

Wayne S. DeVeydt
Executive Vice President
and Chief Financial Officer

Bradley M. Fluegel
Executive Vice President
and Chief Strategy and
External Affairs Officer

Ken R. Goulet

Executive Vice President,
President and CEO,
Commercial Business Unit

Dijuana K. Lewis
Executive Vice President,
President and CEO,
Comprehensive Health
Solutions Business Unit

Randall J. Lewis

Executive Vice President,
Federal Government
Solutions, Internal Audit and
Chief Compliance Officer

Cynthia S. Miller

Executive Vice President,
Chief Actuary and Integration
Management Officer

Samuel R. Nussbaum, M.D.
Executive Vice President,
Clinical Health Policy and
Chief Medical Officer

Brian A. Sassi

Executive Vice President,
President and CEO,
Consumer Business Unit
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SOCIAL RESPONSIBILITY

WellPoint’s commitment to corporate and
social responsibility inherently aligns with

the principles of the company’s mission.

Through our foundation, our community

relations, our associates’ volunteerism
and sustainability programs, we seek to
improve the lives of the people we serve
and the health of our communities. Learn

more at www.wellpointfoundation.org.

IT associate Craig Sheppard,

a 21-year WellPoint veteran,
helps to put a fresh coat of
paint on the Boys and Girls Club
of New Haven during WellPoint’s
2008 national Community
Service Day.

c2 WELLPOINT, INC.

Through charitable giving programs, community
grants and associate volunteerism, the company and
its foundation promote WellPoint’s commitment to
enhance the health and well-being of individuals and

families in the communities we serve.

The WellPoint Foundation

The WellPoint Foundation is among the largest U.S.
corporate foundations and supports programs and
initiatives that complement our promise “to simplify
the connection between health, care and value.” The
WellPoint Foundation awarded over $22 million to more
than 150 organizations in 2008, focusing on public
health issues such as diabetes, obesity, patient safety,

prenatal care, preventive care and the uninsured.

Associate Giving and Community Service Day

In 2008, WellPoint associates pledged more than

$16 million during the company’s Associate Giving
Campaign to support not-for-profit organizations. The
WellPoint Foundation’s 50 percent match of associate
gifts equaled a $24 million total commitment to our
communities. Last year also marked WellPoint’s first
national Community Service Day, when more than 3,600
associates and their friends and family members joined

together for a day of over 220 projects in 31 states.

Sustainability

We established 25 regional Green Teams of volunteer
associates to advance WellPoint’s environmental goals
related to using less paper, recycling, increasing energy
efficiency and reducing greenhouse gases. We also
launched a Personal Sustainability Program to encour-
age associates to take one small action that brings

environmental sustainability into their daily lives.
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SHAREHOLDER INFORMATION

Corporate Headquarters

Account Questions

Online Materials

Q Mixed Sources
I maged L‘)

Products with a mixed sources label support the
development of responsible forest management worldwide.
The wood comes from Forest Stewardship Council (FSC)-
certified well-managed forests, company-controlled sources
and/or recycled material. The recycling symbol identifies
post-consumer recycled content in these products.

Annual Meeting

Investor and Shareholder Information
Market Price of Common Stock

Dividends

WellPoint and the WellPoint Flag Design are registered
marks of WellPoint, Inc. Anthem is a registered trademark
of Anthem Insurance Companies, Inc. The Blue Cross
and Blue Shield names and symbols and BlueCard are
registered marks of the Blue Cross and Blue Shield
Association, an association of independent Blue Cross
and Blue Shield Plans.
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