
The changing 
distribution landscape 
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Distribution channel focus 

•Productivity 

•Cost of sales 
Agency 

•Ease of sale 

•Simpler underwriting 
Banks and 

Direct 

•Price sensitive 

•Response time 
Brokers 
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Early death and inability to pay medical 
expenses are two of the biggest drivers for 
insurance purchases in India 
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Getting a serious illness Early death

Unable to pay for long term medical expenses Unable to maintain my living standard after retirement

Supporting the family (e.g. elderly/children)

Main worries/ concerns for the future that might lead respondents to consider buying life/health 
insurance (%) 

Source:  Survey of Risk Appetite and Insurance: Asia-Pacific 2011 
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Around 80% of respondents own some kind of 
insurance and “a policy that would cover 
investment and protection” is the most popular 
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A life insurance policy that would pay out in case of death

A policy that combines investments (e.g. investment funds) and life insurance protection

A policy that would pay me an amount if I contracted a serious illness (e.g. cancer)

A policy that would pay me an amount if I became disabled (e.g. losing an arm)

A policy that would cover hospitalization expenditure

Product ownership rate (% of respondents owning some kind of insurance)

Insurance products personally owned (%) 

Source:  Survey of Risk Appetite and Insurance: Asia-Pacific 2011 



Preference of channel for insurance 
purchase in future? 
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Life (individual protection) distribution is shifting 
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 Customer behaviour 

– Changing consumer preferences are evident  

– Customers are showing an increasing willingness to acquire insurance through 'non-traditional' channels  

– Digital channels are becoming an essential part of consumers' daily lives and are having a major impact on the insurance 
industry 

 

 

 

 

 
 

 Distribution diversification 

– Intermediated f2f channels still dominate, however insurers continue to be challenged in connecting with customers in 
new ways. Grow opportunity for bancassurance and direct to consumer models  

 Insurer response 

– Internet and mobile are two channels that provide opportunity for insurers to connect with customers in a differentiated 
way and increase business (when done right!)  

– Delivering of a complete, end-to-end insurance proposition which is appropriate for channel, customer need & brand is 
key  
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A changing world 

Internet: Usage and penetration is fast increasing and the growing influence of smartphones and 
tablets is reshaping the internet. 

Mobile : Smartphone and tablet users are rapidly growing in numbers and insurers require new ways 
of thinking to engage customers and generate business. 

Social 
Media: 

Peer-to-peer advice is taking over expert advice. This means the customer REALLY needs to 
be at the centre. 



Digital 
Channels  
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Internet 



Internet user #s are huge and growing... 
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 Average time spent online: 16 hours per month 
(32 hours per month for US) 
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Average time spent online 

Spend a lot of 
time on social 
media. 

Insurers need to consider where people spend their time as it will 
affect product design, marketing, processes, claims, etc. 

http://www.mindjumpers.com/blog/2012/05/time-spend-online/ 



A common misunderstanding….. 
Online = Offline 
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An online experience must be created: 

 STP is expected and is the new 
standard 

 From information to sales (take away 
all the barriers) 

 24-7 & multi-channel (internet, chat, 
email and telephone)  

 From words to symbols  

 From steps to interaction 

 Customer review and testimonials 

 Instruction videos 

 Continuous optimisation   



 
 
 
 
 
 
 
 
Optimising an online model  
– it's a balancing act! 
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Easy to 
understand & 

purchase 

Quality of risk 

Policy 
fulfilment 

Ticket size & 
affordability 

Product features 

Underwriting 
requirements 



Brand Awareness 
 

 Do consumers know your brand? Is your brand top of the mind?  
 What affinity do customers have with your brand? 
 Go-to brand for insurance protection? Online? 
 Lead generation - How do you drive your target customers to your website? 

Customer 
Experience / 
Engagement 

 Is your website design to provide an online customer experience? 
 Layout and process appropriate to  target customer segments? 
 Engaging design (look & feel, symbols vs. words, scroll vs. clicks, game vs. forms)? 
 Policy fulfillment - straight through processing while providing 24/7 multi-channel 

support (chat, email,  click to call)? 
 Driving sales vs. providing information (interaction and instructions) 

Easy to Buy Product • Address the needs of the target customer segment? 
• Benefits are easy to understand? Able to determine level and coverage amount without 

much advice needed? 
• Low ticket size premium  

Customer 
Education 

 How to make customers aware of their protection gap and need for cover? 
 How to make it easier to buy insurance? Instruction video? Customer testimonials? 

Risk Management • Promotion of policy benefits & features, process design and u/w approach to mitigate 
anti-selection risk and other claims risk associated 

Data Analytics  Website optimization to continuously enhance  effectiveness and efficiency 
 Customer insights to maximize value – optimize engagement & manage drop off points 

19 

Key Elements for Online Distribution 
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Case 1: 
A differentiated customer centric approach 
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Case 2:  
Simple to understand, simple to buy 
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Case 3: 
Policy fulfilment  
– optimising the online experience 



  Social Media 



The Social Media population 

 

 

24 

There is a difference between user numbers and user 
activity. Insurers need to understand what they need 

EXPOSURE or ENGAGEMENT 



Know your customers 

25 
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Social media and the impact on brands 

The more they like a 
brand, the more short 

updates they want. 

People follow 
brands, and they 
promote them. 

Was: 1 person tells 10 others of a 
bad experience but only 2 of a 
good experience. 

Now: 1 person tells 100 others of 
a bad experience but also 100 of a 
good experience. 

A good review 
travels much 

faster and 
reaches more 
people these 

days. 
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More than BRANDING and 
CUSTOMER SERVICES 



Risk Management 

28 

More and more insurance companies are using Social Media sites to 
detect insurance fraud. Consumer organisations and lawyers have 

argued that scouring social networking sites to find evidence of 
insurance fraud, is an invasion of privacy. But insurance companies and 
their attorneys argue that they only use public available information on 

social media profiles and do not invade any privacy. 

http://socialexcerpts.com/wp-content/uploads/2011/10/social_media_fraud_rick_ellis_aismedia.png
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Social media and the impact on claims 



 ‘Death’ records  

 Obituaries & Death Notices 

 News articles  

 Lawsuits: Probate, Family, Civil, Criminal, Bankruptcies  

 Marriage and Divorce records 

 ‘People Finder’ databases ($$$) 

 Delinquent Taxpayers 

 Incarceration Records 

 Registered Sex offenders 

 Property Assessments/Deeds 

 Motor Vehicles/Watercraft/Aircraft 

 Accident Reports 

 Financial data (ex. ‘Dun & Bradstreet’) 

 Internet domains (including 'Whois' directories) 

 Telephone directories (including cell phones, international 
directories and 'reverse look ups) 

 

 

 

 

 

What Type Of Data is Available Online ?  
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CONFIDENTIAL | RESTRICTED DISTRIBUTION 

 Fictitious Business Names/‘Doing Business As’  filings 

 Corporate filings  

 SEC filings 

 Education Verification 

 Professional License verification 

 Driver’s History reports 

 VIN with Claims 

 License plate numbers 

 Boat registrations 

 Aircraft registrations 

 Address History 

 Potential Relatives/Beneficiaries 

 Licenses (includes professional certifications, driver’s 
histories, FAA airmen registry, hunting & fishing permits, 
concealed weapons, DEA  controlled substances schedules) 

 State & Federal Legal Statutes/Regulatory Compliance 

 

 

 

 

 

 

 



 Death claim: missing person, allegedly drowned in a lake. 

 > GBP 1 million SA 

  '' Death'' occurred in 2006 

– Photos uploaded to the internet in June 2010  

– 'Deceased' and his wife and family 

– UK Metropolitan Police are now following up matters. 
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Missing Person 
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Case 1: Selling through Facebook 

"Malayan Online" allows you to 
complete the entire policy 
acquisition journey on Facebook. 
You can choose to automatically 
use your personal info (e.g. name, 
surname, email, date of birth, etc.) 
from Facebook of fill it in manually. 

This is one of the first (if not the 
first) insurance company to sell 
insurance policies on Facebook. 

They offer travel insurance, 
personal accident, life 

insurance, critical illness 
insurance and some other 

health products 
* click on the above picture to go straight to the Facebook page 

https://www.facebook.com/MalayanInsurancePH/app_251458316228


Case 2: Regular customer engagement 
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Discovery Vitality, which 
is the loyalty program 
run by the Discovery 
Insurance Group (life, 
medical, short term, 

banking, investment), 
successfully advertises 

and engages its 
members via Pintrest. 

This platform allows 
them to regularly 

engage with customers 
and target a very 

specific demographic of 
users (through sub 

groups). 
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Case 3: Insurance & Social Media 

Liberty Mutual 
(US) has 

launched a 
campaign on 
its Facebook 

page where it 
will donate $5 

to a breast 
cancer charity 
for every life 

insurance 
quote. 



  Mobile 



Mobile phone numbers have radically increased 
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Mobile Internet > Desktop Internet in 2013 
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It is important to have an engagement 
process designed for the customer that is 
device independent and continuous when 

switching devices or even allow for 
multiple device use on one process (e.g. 

application form) 

http://www.digitalbuzzblog.com/2011-mobile-statistics-stats-facts-marketing-infographic/ 



 Majority of the Apps are being deleted within 3 months to a year 

 Challenges for insurers  

– not FUN! 

– not INFORMATIVE 

– not RELEVANT 

– not ENGAGING 

38 

 
 
To App or not to App 

Defines user 
acceptance and 
regular usage! 
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Case 1:  
Great Eastern's  21 Days Mobile App 
 Health & wellness themed app to support brand and company positioning 

 

 Research says that it takes 21 days to form a new habit. Set your goal and 
make it a habit in 21 days with this app. 

 

 Acts as a mobile coach to achieve your health and wellness goals and keep 
you motivated along the way.  

 

 Support from family & friends through sharing via FB & twitter 

 

 



Case 2: Bupa's Foodswitch 
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This is an app that the 
health insurer makes 
available to users that 
allows them to scan the 
bar code of the food they 
are purchasing and 
suggest healthier 
alternatives. This makes 
it easier for people to get 
access to this "informed" 
opinion and have it on-
hand. 

* click on the above picture to go straight to the website 

http://www.bupa.com.au/health-and-wellness/tools-and-apps/mobile-apps/foodswitch-app
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Case 3: Insurance & Mobile 
 'Better Health' app - Swiss Re's mobile app with the most important 

features: 

– Pedometer 

– Health Tracker 

– Route and distance tracker 

– Life expectancy calculator (share via FB, Twitter, email) 

– Age photo feature (share via FB, Twitter, email) 

– Insurance quote (if needed) 

 

 

 

Swiss Re makes this white-labelled 
app available to our clients  
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  Strategies, approaches 
& techniques for 
considerations 



 Push campaigns through a Wellness Platform to ''pre-selected'' customers 

– Personalized product offer based on the ''health risk profile'' of customers 

– Seamless & hassle free products with u/w questions embedded in the health risk 
assessment 

– Value-added benefits and services will be needed to engage customers and  promote 
repeat and future purchase 

 Wearable technology 

– Customer engagement 

– Better understand customers  

– Data doesn’t lie 

– Early intervention to encourage healthy lifestyle 

– drive claims cost down 

– lower insurance premium 

– Right time for insurance  

43 

Strategies, approaches & techniques for 
consideration – digital  



 Online channel to support Advice /f2f channel rather 
than compete against it 

– f2f  vs  Assisted  vs  Non-assisted 

– Should online be a separate channel or complementary (or 
both)? 

– Opportunity to move from a single to multiple product 
strategy. Use customer information collected over time to 
propose more complex products sold through f2f 
distribution.     
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Strategies, approaches & techniques for 
consideration – digital  
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Blended models 

online 

TV 

Mobile 

 86% of mobile internet users are 
engaged with their devices while 
watching TV 

 Daytime cycle of consumer device 
preferences changes 

 

 

 

 

 

 

 

 

The winners of the future will explore 
this opportunity and engage the 

consumer through multiple media and 
develop a complete experience 

10 

2.5 

3 

2.5 

Average time U.S. customers of online 
video sites spend on such sites per month 

Netflix

Tudou

Youtube

Hulu



 Trend: Consumers are spending less time traditional financial service 
providers while interaction with other distributors, online and offline, is 
increasing 

 Consumers in many countries are showing an increasing willingness to 
acquire insurance and other financial services from new (non-financial) 
distributors, such as retailers and brands (where there is an affinity and an 
established relationship)  

 Number of retailers offering financial and insurance products is increasing 
with market share of new business sold through retailers on the rise in 
many countries 

 An opportunity not maximised in Asia? 

 Generally not common - some retailers do have programs in place but 
play a passive role. Insurers' approach is to generate leads through the 
retailer's customer base to support other distribution channels 

 Brand affinity & forthcoming customer loyalty is rarely leveraged 
resulting in missed opportunity for both retailer and insurer – 
propensity to buy not maximised  
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Strategies, approaches & techniques for 
consideration – retail & brand affinity 

http://www.google.com.hk/imgres?imgurl=http://www.notbornyesterday.org/tescologo.jpg&imgrefurl=http://www.notbornyesterday.org/tesco1.htm&usg=__tmpMcV3N-YoW-ydZJWhFbW-VpBQ=&h=404&w=682&sz=32&hl=en&start=7&zoom=1&itbs=1&tbnid=Gh6ayYwx42_uiM:&tbnh=82&tbnw=139&prev=/images?q=Tescos&hl=en&sa=G&gbv=2&tbs=isch:1&ei=NFpGTfi8KcOcOvz9xLwB
http://www.google.com.hk/imgres?imgurl=http://www.haslemere.com/images/upload/boots.jpg&imgrefurl=http://www.haslemere.com/business/listing.php?businessid=30&usg=__cjb-qNFJaJo3CPr8_u9H97YjDuk=&h=145&w=238&sz=11&hl=en&start=3&zoom=1&itbs=1&tbnid=NKUnqeqqNDXMkM:&tbnh=66&tbnw=109&prev=/images?q=Boots+the+chemist&hl=en&sa=G&gbv=2&tbs=isch:1&ei=XFtGTY7rOc2eOoS6qb8B
http://www.mrprice.co.za/predefined.aspx?Page=1
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Strategies, approaches & techniques for 
consideration – The Distribution Equation 
(bancassurance) 

Products 

Skill 

Will 

Opportunity 

 Simple and easy to sell when 
needed (Bancassurance) 

 Simple underwriting 
 STP 
 Training & Coaching 
 Genuine Needs Based Sales Process 

supported by KPIs that allow this 
 

 Marketing uniqueness and 
differentiation 

 Lifestyle focused to capture 100% of 
customers 

 Segment specific solutions 
 

 Thoroughly researched product 
innovation 

 Bought in the place of the 
customers choice 

 Optimising the customer data and 
cross sell opportunities 
 

4
7 

Create 

Sales 



Future strategies, approaches & techniques 
– Conversational Selling (bancassurance) 

An Award Winning Game Changer in Sales Dialogue Skills 

 

 Customer benefits: Customer 
feedback and data suggest that 
they prefer this very low-key, softer 
sales approach rather than product 
push that is prevalent in most sales 
environments in Asia. Happier 
customers means higher retention, 
higher propensity for cross-sell, up-
sell and higher referrals. 

 Whilst many types of selling exist 
around the world (e.g. consultative 
selling etc.) Conversational Selling 
hasn't been used before in a 
structured process with training & 
role play from a certified 
Conversational Selling Coach.  

 The lead generator is trained to use a 
phrase or a series of phrases 
(without even mentioning the word 
“product” or “insurance”) whilst the 
authorized sales person is trained to 
use a customer friendly interview 
process that revolves around four 
“key” questions designed to “unlock” 
the genuine needs of a customer.  

 This approach creates trust and 
allows the sales person to 
understand 80% of what they need 
to know to fully understand needs, 
prioritise them and deliver solutions, 
all in less than 15 minutes.  

 Conversation selling skills was launched in   
Indonesian bank in 2010. The performance was 
measured against a control group and they delivered 
an average increase in sales leads of 282%, case 
count doubled and NBI increased by 151%. Results 
from a similar control group in Philippines have shown 
a 43% increase in leads resulting in a 56% increase in 
case count; indicating even higher quality leads.  



Thank you 



Legal notice 

©2013 Swiss Re. All rights reserved. You are not permitted to create any 
modifications or derivatives of this presentation or to use it for commercial 
or other public purposes without the prior written permission of Swiss Re. 

Although all the information used was taken from reliable sources, Swiss Re 
does not accept any responsibility for the accuracy or comprehensiveness of 
the details given. All liability for the accuracy and completeness thereof or 
for any damage resulting from the use of the information contained in this 
presentation is expressly excluded. Under no circumstances shall Swiss Re 
or its Group companies be liable for any financial and/or consequential loss 
relating to this presentation. 
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