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Preface

We have been exploring insurer-customer relationships, market dynamics, and business models for more than a
decade. In 2020, the 13t year of the World Insurance Report, let’s add global, cross-generational digital adoption —
as well as the impact of pandemic - to the list of compelling reasons why established insurers must transform their
modus operandi, now!

Digital adoption is no longer a function of age but has become mainstream across generations. As the digital divide
crumbles, all age groups have begun adopting a millennial mindset, relying more on friends and digital channels than
traditional information sources to learn and buy. And, as prolonged COVID-19 virus lockdowns force everyone to learn
and more extensively use digital channels, adoption will accelerate further.

In our Insurance Report surveys, policyholders told us that internet research and various digital channels had
empowered them to make independent decisions about insurance purchases. They also said that the convenience
offered by digital touchpoints had convinced them to buy insurance from non-traditional firms such as BigTechs or
product manufacturers (think auto insurance from Tesla).

After being virtually pampered by online retailers that personalize every aspect of the online shopping experience,
today's policyholders want hyper-personalized coverage via the channels they use the most. Yet, to our surprise, half
of the insurance executives interviewed said product fit was not necessarily critical to experience-led engagement,
and fewer than 30% said they considered websites and mobile applications to be worthwhile sales drivers.

We analyzed customers’ personality dimensions and purchasing behavior to classify insureds into four segments
with clear-cut preferences based on their tendency to adopt different social media behavior and shopping practices
quickly or to take a cautious, late-mover approach. Meaningful data mined from all policyholder touchpoints can help
insurers to enhance products and services, and to create a hybrid digital and emotional connection for balanced and
personalized engagement.

From escalating policyholder demands to competition from bold newcomers, from omnichannel ultimatums to
the unknowns of a post-COVID-19 virus world, we understand that near-term challenges may appear daunting.
Subsequently, now is not the time to work unilaterally.

Instead, draw upon your ecosystem partners. Leverage the brains and unique capabilities of knowledgeable and
tech-prepared third-party specialists. Tear down internal silos. Become an inventive insurer that develops innovative
solutions and takes them to market quickly.

The World Insurance Report 2019 said that superior customer experience had become table stakes, and product
innovation and experience development were the new competitive battleground. In 2020, we urge you to take an
evolutionary path that begins with an honest assessment of your firm'’s readiness to collaborate with ecosystem
partners at scale. Reach out for tech-powered solutions to help close competency gaps —no matter how wide they
may currently appear. Within today’s sharing economy, you are not alone.
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Executive summary

Almost everyone is digital

« Digital adoption is no longer a function of age but is now mainstream across generations.
— Prolonged coronavirus lockdowns in 2020 are forcing universal learning and extensive use of digital channels
for day-to-day transactions. Everyone is digital may soon become a global slogan

» Two overarching factors define customer behavior when it comes to buying insurance — social media behavior
and shopping preferences.

» The new trust equation
— Today's customers trust online research and social media testimonials from friends over broker/agent advice
and feel prepared to make independent policy purchase decisions
— Customers are increasingly willing to buy insurance from non-traditional firms such as BigTechs or product
manufacturers (eg., Tesla)

Have it your way — hyper-personalized, experience-led engagement is critical

« To effectively engage with today’s knowledge-empowered policyholders, insurers must prioritize:

— The right products that suit evolving needs and preferences across the customer lifecycle

— Timely communication when customers are likely to perceive insurance to be valuable; predict customers’
life situations and offer coverage when they need it most

— The right channels that customers prefer and access most

» Doinsurers offer experience-led engagement based on what customers want?

— Surprisingly, half of the insurance executives interviewed said product fit was not necessarily critical to
experience-led engagement

— Most firms lack adequate tools and techniques to help them understand and predict when to push
appropriate products

— Less than 30% of insurers consider online channels —website and mobile apps — to be effective sales drivers,
while more than 60% said agent/broker channels sell policies

Super-charged, real-time data can fuel insurer lift off

* Real-time customer data is packed with valuable details to help insurers gain actionable insight into
policyholder preferences that can propel engagement to the next level.

 Based on customer data, insurers can revisit their portfolios with a keen eye on products that accommodate
customers’ current needs and high demand for usage-based insurance.

» Meaningful data mined from all policyholder touchpoints can help firms map the customer journey to enhance
offerings and promotional timing.

A hybrid blend of digital and emotional connection offers a balanced approach to personalized engagement.

« Although today’s challenges may appear daunting, incumbents are not alone. Now is the time for insurers to
embrace the open ecosystem and to collaborate at scale with mature InsurTechs and third-party specialists to
develop innovative solutions and enable quick market launches.
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Almost everyone is digital

When you hear the term social media, what do you
envision? Young people using smartphones to post
selfies and share comments? Or 80-somethings
dominating Instagram as senior influencers?

Around 70% of baby boomers in the United States
used smartphones in 2019, and about 60% used social
media. For Gen X and millennials, the numbers were
90% and 93% for smartphone use and 76% and 86%
for social media, respectively.!

So, what does this mean? It means that digital
adoptionis no longer a function of age but has
become mainstream across generations.

Responses to Capgemini customer surveys (as part
of recent World Insurance Reports) illustrate this
phenomenon. While it's not surprising that more and
more millennials use digital channels as part of daily
life, it is noteworthy that preceding generations have
now caught up (Figure 1).

Gen X and previous generations have realized that
digital channels are convenient and easy to operate —
and have broadly embraced their use. The irresistible
appeal of conveniently accessing services 24/7 eroded
the generational digital divide and drove mobile

apps and online channels mainstream for day-to-day
engagement by just about everyone.

The crumbling of the digital divide and critical events
in the past few decades that have shaped the socio-
economic scenario of today are the key reasons

why all age groups have begun to adopt a millennial
mindset (personality dimensions including use of
digital channels, online shopping, a penchant for the
sharing economy). In short, the millennial mindset has
transcended age.

Moreover, as prolonged COVID-19 virus lockdowns
force people to learn about and extensively use digital
channels for day-to-day transactions — irrespective of

Figure 1. Customers frequently doing transactions online or via mobile app (%), 2018-2020

e Millennials (born after 1980)
54%

57%

62%

Gen X or older (born in 1980 or earlier) !
30%

43%

64%

dH

Note: We analyzed customers’ use of websites/mobile apps to purchase electronics, clothes, food/groceries, or
travel-related or entertainment services, or to pay bills, transfer money, or make investments.

Source: Capgemini Financial Services Analysis, 2020; Capgemini Voice of the Customer Survey, 2018, 2019, 2020.
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The needs and preferences of
customers today are shaped by the
tough challenges they have faced
— the global financial crisis, high
education costs, the burst of the
housing bubble, and recession."”

COO, Northwestern Mutual

Gk

Millennial needs and preferences
are not unique. Today, customers
across all age groups expect a digital
experience from insurance firms."

Chief Information and Strategy Officer,
State Automobile Insurance Co.

' Pew Research Center, “Millennials stand out for their technology use, but older generations also embrace digital life,” Emily
A.Vogels, September 9, 2019, https://www.pewresearch.org/fact-tank/2019/09/09/us-generations-technology-use/.




And that's why it is essential for insurers to determine
policyholders’ distinguishing characteristics, beyond

We believe special needs and tech-savviness, to segment accordingly, and to more

preferences attributed to fully understand the dynamics of the customer base.
millennials also apply to a broader

range of customers." What's age got to do with it?

CEO, Centraal Beheer Online activity, shopping preferences
indicate insured behavior

We analyzed customers’ personality dimensions and
purchasing behavior and identified two overarching

age or tech-savviness — the digital divide will narrow parameters that shape insurance-buying actions.
even further. Everyone is digital may soon become a
global slogan. « Social media behavior: Policyholders connect

online with friends, family, and colleagues for advice

If age and tech-savviness are no longer consumer T e -

differentiators, will the customer preference curve

be flattened? Not likely. While online reviews and + Shopping preferences: Customers seek

ratings influence around 60% of purchase decisions, convenience, and to get it, they remain vigilantly on
about 40% of shoppers still seek input from the lookout for new market offerings and options.
traditional sources such as sales staff, agents, and Next, we classified customers into four segments with
brokers. Around 40% of customers are willing to pay clear-cut preferences based on their proclivity to adopt
more for a firm's brand name, but approximately a differentiating social- or shopping behavior early or to
60% prefer value-for-money and will buy from a take a cautious late-mover approach (Figure 2).

lesser-known brand.

Figure 2. Customer segments based on their distinct social behavior and shopping preferences

Differentiating social behavior:
Customers' preference for connecting via social media channels and their review-seeking mindset

Differentiating shopping preferences:
Customers’ convenience-seeking behavior and their readiness to explore new things in the market

Experimenta

« Actively seek information — High

* Propensity to buy new things — High
« Willingness to pay for services - High
* Propensity to switch — High

- * Actively seek information — Moderate

* Propensity to buy new things — High
@ * Willingness to pay for services - Moderate
ﬂ * Propensity to switch — Moderate

Follower

Shopping preference

« Actively seek information — Low . « Actively seek information — High
o - Propensity to buy new things — Low * Propensity to buy new things — Moderate
y « Willingness to pay for services - Low @ « Willingness to pay for services - Moderate

* Propensity to switch — Moderate

Social behavior

Source: Capgemini Financial Services Analysis, 2020; Capgemini Voice of the Customer Survey, 2020.

* Propensity to switch - Low




Above all others, those in the Pioneer segment

are enthusiastic early adopters of differentiating

social and shopping behavior. Pioneers actively seek
information — they research online product reviews
and consult friends, family, and colleagues — before
making a purchase decision. They are open to trying
new insurance offerings. They value service quality and
are willing to pay more for an excellent post-purchase
support experience.

However, more than 85% of Pioneers say they
would drop an insurer that did not offer convenient
connectivity and a personalized and consistent
cross-channel experience.

At the other end of the spectrum, those in the
Follower segment are more cautious and wait, watch,
and follow the direction of the market. Followers
(38%) made up the largest segment among our survey
respondents. These insureds are not very likely to
access product/service information proactively, and
less than 40% seek either online reviews or advice
from their friends, family, or colleagues before
making a purchase decision. Followers like a good
deal, and, more than other customer segments, they
prioritize price.

Followers are less willing to try new products or

pay extra for additional services. However, these
customers make a loyal policyholder base because
they are less likely to switch theirinsurer if they believe
they are getting value for their investment.

Inquisitive customers are social media savvy and

have a review-seeking mindset, but they are not likely
to try new offerings. Moreover, they prefer value

over convenience. Their quest for information helps
members of this segment understand more about
products and services, and they may end up trying new
products (32%) and additional services at a premium
(36%) if they perceive value.

Customers within the Experimental segment, on the
other hand, are not particularly active on social media

\
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and are only mildly interested in guidance from family,
friends, or online reviews before making a purchase
decision. While these customers lack information, they
are not afraid to experiment and try new products.
Members of this customer segment also are somewhat
willing to pay for additional services (47%).

Our analysis makes two points clear:

- The availability of information can have a profound
impact on purchase decisions (across all customer
segments).

» The number of customers influenced by online
reviews and guidance is growing dramatically
(across all customer segments).

Therefore, the information channels customers
use to guide their policy purchase decisions are
chock full of critical indicators. Do customers still
prefer traditional agent/broker channels to gather
information? Or, because nearly everyone is tech-savvy
these days, do they only access digital channels? Or do
they prefer a hybrid approach that includes traditional
support and touch-enabled technology? Thoughtful
consideration of these questions will help insurers to
engage policyholders more meaningfully.

The new trust equation

Before the internet was ubiquitous, anytime,
anywhere, data, statistics, and commentary were
inconceivable. Insurance agents and brokers were the
primary information source for most policyholders.
Agents owned their relationships and knew success
relied on first-hand knowledge of a customer’s habits,
family, income, and life-event needs. Hand-signed
birthday and holiday cards were elements of doing
business. As a result, effective agents and brokers
earned policyholders’ unwavering trust. Moreover,
customers sought the most seasoned institutions to
entrust with their financial services-related decisions.

34
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Fast forward to 2020: Social media behavior and research and comparison, all customer segments

research-backed shopping have upended the preferred methods that empowered them to review
homespun traditional trust equation. relevant information autonomously (Figure 3).
Online research and social media When it came to policy purchases, branch/agent/

broker channels retained theirimportance in

testimonials have empowered the overall scheme of things. However, for most

customers to trust themselves customer segments, channels such as mobile apps
to make policy decisions and aggregator websites that allow customers to buy
without agent/broker input a policy personally either exceeded or matched the

importance of a branch/agent/broker. Surprisingly,
Today's informed consumers examine insurance a higher percentage of customers also prefer to
products via multiple channels and often opt to buy access the company’s website for research as well as
policies without direct input from a firm. For insurance policy purchase.

Figure 3. Customers’ preferred mode for insurance research and policy purchase, by segment (%), 2020

Inputs from agents and brokers _ 38%

/»  Review from friends, family, and colleagues - 86% 49%
' Online reviews and ratings _ 41%
LJ  Insurance firm's website - T8% 42%
Customers’ preferred modes for purchasing an insurance policy

Agents and brokers 2% 37%
L1 Insurance firm’s website S T9% 38%
Ll Insurance firm’s mobile app - T6% 23%

/™  Aggregator websites that distribute insurance . 68% 32%

Question to customers: Indicate your preference for using the following channels for understanding/researching an insurance
policy. Rate on a scale of 1 to 7, where 1 = Do not prefer, and 7 = Highly prefer. Responses above 4 are
shown in the figure.

Source: Capgemini Financial Services Analysis, 2020; Capgemini Voice of the Customer Survey, 2020.
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Figure 4. Customers preferring three or more channels for insurance research and purchase, by segment (%), 2020

Experimental
=

[ =
]
3 ‘O
o ‘A
i
o o o
47% 27%

o
2
=
a2
5
o
=

& .
‘% Insurance research g Policy purchase

Channels: For insurance research: Policy comparison websites/aggregators; mobile app; interactive games based on
insurance; company website; online reviews and ratings; review from friends, colleagues, and family; and

inputs from branch/agent/broker.

For policy purchase: Aggregator websites; company website; mobile app; partner websites; banks offering

insurance products; branch/agent/broker.

Source: Capgemini Financial Services Analysis, 2020; Capgemini Voice of the Customer Survey, 2020.

Gone are the days when agents were the primary or
exclusive source of information, and insurance was sold
to customers. Today, customers buy specific policies

in the manner they prefer. Customers across age and
demographic groups rely on a variety of channels to
research custom-fit insurance and to purchase policies
(Figure 4).

What’s more, the trend affects all geographies
- from mature European and North American
markets to developing Asia-Pacific and Latin
American regions.

A high preference for omnichannel communication
(including traditional and digital channels) illustrates
that customers continue to value emotional connection.

Sharing the love: Trust in
non-traditional insurers is
growing exponentially

Purchasing attitudes are changing. In the past, trust
was the paramount indicator, and customers accepted
slight inconveniences from the firms in which they
had faith. A little wait seemed to be worth it! Today,
policyholders demand superior experience in terms
of ease of purchase and convenience. When non-
traditional firms such as digitally agile BigTechs or
product manufacturers offer top-notch customer
experience (CX), consumers are often eager to take a
chance (Figure 5).

Figure 5. Customer willingness to purchase insurance from non-traditional firms, by segment (%), 2020

Non-traditional firms

ﬁ':.— BigTechs (such as Amazon, Tencent)

.
-

G\ Product manufacturers (such as Tesla)

Follower

Pioneer

Question: The following entities have already launched or may launch insurance offerings in the future. Would you
consider buying insurance from the following entities? Rate on a scale of 1 to 7, where 1 = Highly unlikely, and
7 = Highly likely. Responses above 4 are shown in the figure.

Source: Capgemini Financial Services Analysis, 2020; Capgemini Voice of the Customer Survey, 2020



Policyholders may perceive that product
manufacturers are prioritizing their needs by
following a human-centric design approach.

Since 2018, The World Insurance Report series has
examined how global BigTechs such as Amazon,
Apple, and Google have been staking a claim within
the insurance space.? What's more, Chinese BigTechs
Tencent and Alibaba also are making insurance waves
by attracting a massive customer base.

Tencent launched insurance platform WeSure in
November 2017, and by the end of 2019, it had insured
more than 25 million customers.? Xiang Hu Bao, an
online mutual-aid platform owned by Ant Financial,
attracted 100 million users within a year of its October
2018 launch; insurers on Alipay’s platform increased
health policy revenues by 60%. *

The entry of product manufacturers, such as Tesla, into
insurance, may mark a critical juncture for the industry.
Product manufacturers have a keen understanding of
their products and their customers — details an insurer
might not have. What's more, product manufacturers
collect real-time customer data using IoT devices or
mobile apps. Leveraging this asymmetric information,
product manufacturers could aggressively price
insurance offerings and put incumbents at a

severe disadvantage.

In my opinion, customers who
frequently interact with BigTech
firms have a higher propensity
to purchase insurance from
them. The days when customers

inherited an insurer from their
parents are long gone."

President and CEO, Folksam

Customer appetite for BigTech insurance is becoming
ravenous. While only 19% of our World Insurance
Report 2016 survey respondents said they would
consider purchasing insurance from a BigTech, the
2020 number has nearly doubled (Figure 6).

So, now what? Incumbent insurers’ long-standing hold
on customer trust can no longer be assumed. Alarm
bells are sounding. Insurers seeking to retain or jump-
start customer stickiness, loyalty, and confidence must
shift their experience-led engagement efforts into
high gear.

Figure 6. Customers willingness to purchase insurance from BigTech firms is rising fast

17%

30% 36%

Source: Capgemini Financial Services Analysis, 2020; Capgemini Voice of the Customer Survey, 2016, 2018, 2020.
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Capgemini | EFma, World Insurance Report 2018, May 13, 2019, https://worldinsurancereport.com.

PR Newswire, “Tencent's insurance platform WeSure celebrates its 2nd anniversary; 55 million users within WeChat

ecosystem,” December 12, 2019, https://www.prnewswire.com/news-releases/tencents-insurance-platform-wesure-

celebrates-its-2nd-anniversary-55-million-users-within-wechat-ecosystem-300973842.html.

IS

South China Morning Post, “Ant Financial's mutual-aid platform Xiang Hu Bao attracts 100 million users, boosts insurers’

sales by 60 per cent in first year,” Georgina Lee, November 27, 2019,
https://www.scmp.com/business/companies/article/3039554/ant-financials-mutual-aid-platform-xiang-hu-bao-attracts-100.
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California-based Tesla Motors launched an insurance offering in August
2019,° for now, only available for Tesla vehicles in some US states. The
company leverages the advanced technology, safety, and serviceability
of its electric cars to provide personalized pricing that traditional insurers
simply cannot offer.

Tesla accesses its extensive real-time vehicle data as well as information
about driver behavior (including camera recordings and sensor readings)
to develop highly personalized, value-added services for the future. It

can estimate the risk of accidents and repair costs accurately. Tesla's
strategy to insure its own vehicles is a strong differentiator to its clientele.
It reinforces the feeling of belonging to a uniqgue community and, thus,
exponentially increases customer retention.

While traditional insurers would charge a relatively high premium for Tesla
cars because they don't have much historical information about electric
vehicle repair costs, Tesla knows it all! By vertically integrating insurance
into its offering, Tesla brings down its products’ price of ownership.

-

5 Tesla, “Introducing Tesla Insurance,” August 28, 2019, https://www.tesla.com/blog/introducing-tesla-insurance.

6 The Conversation, “Why is Tesla selling | nsurance and what does it mean for drivers?” Alex Zarifis, January 31, 2020,
http://theconversation.com/why-is-tesla-selling-insurance-and-what-does-it-mean-for-drivers-130910.
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Have it your way

Customers want personalized
engagement; make that hyper-
personalized engagement

As customer behavior and attitudes evolve, traditional
engagement approaches are falling flat. And not unlike
the finicky burger lovers that TV's vintage fast-food
commercials used to target, contemporary policyholders
want to hear theirinsurers say, have it your way.

Personalized, experience-led, and convenient
engagement is capturing the attention of information-
overloaded insurance shoppers as well as those who
may need information but turn a blind eye to same-old/
same-old product-centric communication (Figure 7).

A successful experience-led engagement strategy
offers:

» Products that suit evolving customer needs and
preferences across the lifecycle

» Outreach to customers during the times they are
likely to perceive insurance coverage to be the
most valuable

Figure 7. Experience-led engagement model

Customers today demand a hyper-
personalized offering through unique
consumer experience. In simple terms,
they demand it ‘right here right now’
while valuing the corporate purpose
and contribution to a greater good.

Assertively addressing this new
demand is not only imperative but
also a demonstration of corporate
intelligence.”

CEO, Zurich Portugal

« Interaction via the channels that customers prefer
and access the most

Keep in mind also that customer preferences are
evolving more quickly than ever. Therefore, continuous
assessment — through substantial, real-time data
management —should be baked into any customer
engagement strategy so initiatives may be modified on
the fly as needs and preferences evolve.

Experience-led engagement

across the entire lifecycle — from product design to distribution to engagement

Engage with me the way | prefer

Right
offerings

Right experience

Right
channels

4 Continuous assessment

Make the data talk

Source: Capgemini Financial Services Analysis, 2020.



Are insurers delivering
what policyholders want?

Surprisingly, half of the insurance executives we
interviewed said product fit was not necessarily
critical to experience-led engagement.

The right products

Results from Capgemini’s 2020 Voice of the Customer
Survey decidedly indicate that traditional products
promoted through digital channels will not serve up
experience-led engagement. Customers are hungry
for new, innovative, and more personalized offerings
to cater to their needs du jour.

Meanwhile, our 2019 World Insurance Report found a
significant percentage of customers to say they felt a
coverage gap in their current insurance policies. Yet,
only around 50% of P&C personal-line insurers and
less than 40% of life and health insurers reported a
developmental pipeline of new products that would
offer more comprehensive coverage.

This year, we found that demand for usage-based
insurance had skyrocketed, and now more than 50%
of customers request it. Additionally, its adoption
potential is high because customers across all

four segments (Pioneer, Follower, Inquisitive, and
Experimental) say they prefer it.

Figure 8. Usage-based insurance is now mainstream

World Insurance Report 2020

Insurance product portfolios
must align with today's new
requirements such as coverage
for individuals riding in a vehicle
(that of a friend, his or her own,

or car-sharing) or coverage for a
remote-visit medical exam."

Deputy CEO - Digital Transformation,
Cardif Italia S.p.A.

Survey respondents across segments like usage-based
insurance because it is the best expression of a hyper-
personalized approach, which also offers a sense of
value for money.

However, only half of the insurers we interviewed
said they had rolled out usage-based insurance
options (Figure 8).

Insurers must evolve quickly from one-size-fits-all
products to offering experiences that align with
policyholders' specific and individual preferences.
For example, discounts to customers who maintain
healthy behavior are now a popular CX improvement
tactic across segments.

Customers' demand for new insurance

offerings (%), 2019-2020
2020

On-demand insurance

Usage-based insurance

Customers' demand for new insurance offerings (%), 2020

Pioneer Inquisitive Experimental Follower

On-demand

insurance 38% 30% 31% 26%
Usage-based

LR 53% 52% 49% 48%

Insurers with new offerings already
rolled-out in the market (%), 2020

Usage-based insurance On-demand insurance

Question to customers: Of the following offerings, which would influence you to purchase a policy from an insurance firm? Select

all that apply.

Question to insurers: Please rate your firm’s progress when it comes to rolling out the following offerings. Use a scale of 1 to 4,
where 1 = Already rolled out, 2 = Planning to roll out in the short to medium term (3-5 years), 3 = Planning
to roll out in the long term (>5 years), and 4 = Not relevant for us. Only answer 1 is shown in the figure.

Source: Capgemini Financial Services Analysis, 2020; Capgemini Voice of the Customer Survey, 2020; World Insurance Report

2020 Executive Interviews, 2020.



"Underwriting risk for small-to-medium
enterprises (SMEs) with industrial, relatively risky
activities and low fixed capital is an insurance

Is Generation Y unique while

challenge. Case-by-case examination by an facing the risk? P e haps not quite.
underwriter is not cost-effective, and delegating When millennials’ parents and
risk evaluation to the sales team can impact grandparents were aged 25 to 40,
the loss ratio. To mitigate the problem, Allianz their behavior towards risk was not
Portugal now offers SMEs innovative segmented very different from that of today's
product packages in which pre-evaluated risk Gen Y. They changed gradually as
classes are based on global claims history. The they experienced life events like a
new product gives Allianz a competitive edge new job, marriage, or the birth of
within a high number/ low-medium premium a child. So, it could be anticipated
segment. As a result, Allianz Portugal's sales that millennials’ will also change
increased, and operational efficiency improved."" along their life cycle.”

The rig ht time Country Head of Digital, Grupo Ageas

Traditionally, most customers would purchase insurance Portugal

because the law required it, or to realize tax benefits,
or because agents/brokers/firms convinced them that

coverage was prudent. However, with information at » When they assess their finances and consider the
everyone’s fingertips these days, many insurance personal and monetary losses that would be caused
shoppers have a review-seeking mentality that is by the theft or damage of existing possessions

influencing the timing paradigm. » When they purchase a high-value item that could

More than 70% of customers surveyed suggested potentially be stolen or damaged
that they understand the need to insure their
life and possessions. For members of the Pioneer
segment, the number jumped to 85%.

« During a significant life event that makes the
customer more sensitive to risk

- During a catastrophe or global health crisis such as

However, customers don't usually wake up one Ehe COVID=19 virus pandemic,

morning and decide to buy an insurance policy. Instead,
these scenarios are likely to influence a purchase.

Y T —a

7 Source: Capgemini Financial Services Analysis, 2020, World Insurance Report 2020, Executive Interviews, 2020




It is essential to offer insurance
when a customer makes a major
high-value purchase. Buying
coverage should seamlessly blend

into the process of purchasing
the item for superior customer
experience.”

CEO, MAPFRE ESPANA

There is no doubt that insurers that reach out to
customers at critical moments earn their loyalty.
However, most firms lack adequate tools and
technigues to help them understand and predict when
to push appropriate products.

Only about 35% of insurance executives said they
empower their agents with digital tools that offer
a heads up about policyholder life events (Figure 9).

Around half of insurers said the most impactful
promotions were those timed at a policyholder’s
life stage - marriage, a new child, home purchase,
etc. However, capturing information the policyholder
doesn't provide, but the firm can access via external
sources, can enable a better understanding of

Figure 9. Reaching customers at the right time

World Insurance Report 2020

customers'’ critical life events. Insurers that do not
leverage external data limit their ability to act at the
right time.

Remarkably, only about 25% of insurers said
external data tracking is useful. If airlines and
aggregator websites (MakeMyTrip) analyze travelers’
journeys via data management tools to gain insight
into customer travel plans, why can’t insurers conduct
similar analysis? Airlines and aggregators make
educated predictions about the needs of current and
prospective customers and offer personalized and
real-time value propositions, such as promotions and
discounts through a range of channels.

Insurers can take their cue from these best practices
and capture policyholder data from a variety of
sources —within the realm of data privacy regulations.
For instance, membership in an integrated open

APl ecosystem can help insurers to obtain customer
viewpoints, preferences, and recent purchases. Only
the right data can accurately signal the right time to
reach out to customers.

The right channel

New-age customer behavior —socially connected,
review seeking, willing to explore new things, and
convenience focused - significantly influences their
channel preferences.

Customers’ preferred time for researching an
insurance policy (%), 2020

Follower

Pioneer

When | do my financial
planning/tax planning

purchase “high cost, high

@ When | am planning to
2 value” assets

During important events

in my life

Insurers’ view on the effectiveness of the channel
reaching customers at the right time (%), 2020

Target promotions at the most
appropriate time

Enable agents/brokers with digital
tools

Pitch insurance while selling other
products

Al systems to track external data

Question to customers: When do you prefer researching the details related to your insurance needs? Select all that apply.

Question to insurers: What technigues do you use to reach out to customers at an appropriate/advantageous time? If you

already leverage/invest in a technique, how effective is it? Rate on a scale of 1 to 7, where 1 = Not
effective at all, and 7 = Highly effective. Responses above 5 are shown in the figure.

Source: Capgemini Financial Services Analysis, 2020; Capgemini Voice of the Customer Survey, 2020;

World Insurance Report 2020 Executive Interviews, 2020.
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In addition to their preferences

for digital and self-service options,
customers today are open to
personalized advice from specialists
via bricks (a broker at his office)

or clicks (a video chat with an
insurance representative). We call
it, digital by default when possible,
and human when needed.”

CIO, Allianz Benelux

With another nod to travel services, informed
consumers often visit travel aggregator sites/apps
(TripAdvisor) or hotel websites to collect information
about the quality of a hotel or sightseeing destinations
before finalizing a booking.

Similarly, more and more customers are taking
advantage of insurance policy comparison websites,
firm websites, and other channels to gather
information before making an insurance purchase
decision. (Figure 10).

Customers who seek first-hand, valid information
prefer company websites and mobile apps over
other sources of online information. Despite the

Figure 10. Channels for educating customers

popularity of digital channels, agents/brokers remain
essential information resources. However, they must
be equipped with the right real-time data to further
sharpen their customer knowledge.

Less than 30% of insurers said they believe their
websites are useful for sharing policy information
with customers. And, only 37% said comparison
websites help educate customers about insurance
and policy details. Both of these responses signal a
gap ininsurers’ understanding of their customers, and
a failure to realize the power of online platforms for
sharing information.

Although agent/broker channels have been around
for along time, only 50% of insurance executives said
they are practical for providing personalized advice to
customers. Why? Traditional channels have not kept
pace with innovation. Numerous opportunities exist
for insurers to empower agents and brokers with
digital tools that can help them to offer customers
better advice and more up-to-date information.

Considering that customers value online channels
when seeking coverage, insurers should beef up
investments in online channels to enable digital
straight-through processing and reach to a stage
where customers can get their work done in a single
click of button.

When it comes to policy sales and distribution, all
customers say insurers’ websites and mobile apps (and

Customers'’ preferred channels for researching an
insurance policy (%), 2020

Experimental

Followers

S Comparison websites

Comparison websites Insurance firm's website

54% 78%
Insurance firm’'s website Insurance firm's mobile app
53% 71%

Insurance firm's website

44% 60%
=] Insurance firm's website Agents and brokers

42% 56%

Insurers’ view on the effectiveness of the
channel for educating customers (%), 2020

Pushing relevant

information via
agents and brokers

Comparison
websites

#

Insurance firm's
website

Insurance firm's
mobile app

)

Question to customers: Indicate your preference for using the following channels for understanding insurance/researching an
insurance policy. Rate on a scale of 1 to 7, where 1 = Do not prefer, and 7 = Highly prefer. Responses

above 4 are shown in the figure.

Question to insurers: In your experience, how effective are the following channels to educate customers about the need for
insurance and making aware of your policy details? Rate on a scale of 1 to 7, where 1 = Not effective at all,
and 7 = Highly effective. Responses above 5 are shown in the figure.

Source: Capgemini Financial Services Analysis, 2020; Capgemini Voice of the Customer Survey, 2020; World Insurance Report

2020 Executive Interviews, 2020.



agents/brokers for three customer segments) are their
preferred means of purchasing a policy (Figure 11).

While insurance executives trust agents and brokers
to drive sales effectively, they are yet to ramp up their
website and mobile channels to enable direct sales.

Figure 11. Channels for policy sales and distribution

World Insurance Report 2020

Less than 30% of insurers say that online channels
—website and mobile apps - drive sales effectively.
Customer preferences were mixed when it came

to policy service channels — a balance of digital and
traditional channels. Pioneers prefer to connect

Customers’ preferred channels for purchasing
an insurance policy (%), 2020

Experimental

Insurance firm’'s website
52%

Agents and brokers

m ()

Inquisitive

Insurance firm's website
61%

Agents and brokers
57%

Pioneer

Insurance firm’'s website
79%

Insurance firm's mobile app
48% 76%

Insurers’ view on the effectiveness of the
channel for sales and distribution (%), 2020

: Insurance firm’s
: mobile app

Question to customers: Indicate your preference for using the channels listed below for purchasing an insurance policy. Rate
on ascale of 1to 7, where 1 =Do not prefer, and 7 = Highly prefer. Responses above 4 are shown in the

figure.

Question to insurers: In your experience, how effective are the following channels for Policy Distribution? Rate on a scale of 1
to 7, where 1 = Not effective at all, and 7 = Highly effective. Responses above 5 are shown in the figure.

Source: Capgemini Financial Services Analysis, 2020; Capgemini Voice of the Customer Survey, 2020;

World Insurance Report 2020 Executive Interviews, 2020.
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digitally with their insurers for policy service, while
Followers favor call centers or agents/brokers (Figure 12).

Not surprisingly, insurers are confident in traditional
channels because they realize that engagement
through call centers and agents/brokers is a must
for post-purchase support. However, they struggle
to make websites and mobile apps more useful for
service-related interactions.

Seamless omnichannel delivery is essential because
as many as 75% of surveyed customers say they
would switch if seamless policy servicing options
were not available across all channels.

However, maintaining a consistent digital connection
with policyholders has been problematic. Throughout
the customer lifecycle, from policy research to post-
purchase support, insurers are not able to establish
reliable omnichannel communication. Firms also lag
behind when it comes to optimizing support from
agents and brokers.

The good news is that insurers appreciate the criticality
of omnichannel communication, and around 70% say
they are willing to invest more in traditional channels
(call center, branch/agent/broker) and 80% say they are
prepared to invest in digital channels (website, mobile
app, social media).

However, when it came to policy-comparison websites,
only around 45% of our respondents said they were
willing to invest. In the information era, not investing
in policy-comparison websites may be shortsighted

Figure 12. Channels for policy servicing

A debate going on for years is around
which channels will eventually
disappear, such as independent
agents. The fact is, no channel will
ever disappear. All will continue to
be relevant, and customers will opt
for various channels based on their
personal tastes or needs. This is why
insurers must support all channels
without prejudice, which includes
providing a consistent experience
across channels and enabling clients
to change channels without having
to start over."

Industry Go To Market Director, Salesforce

because most customers say they want to compare
before making a policy purchase. Therefore, a presence
on comparison websites is critical.

Although insurers realize the importance of an
omnichannel experience, they must also ensure
consistency of information quality and messaging within
whichever channel customers use for research or post-
purchase support. No matter where an insurance policy
is purchased, the experience should be seamless.

Customers' preferred channels for post-purchase

support (%), 2020

Experimental

Insurance firm's website Insurance firm’'s mobile app
54% 80%

Followers

a Agents and brokers
44%

Pioneer

Insurance firm's call center Insurance firm'’s website
55% 82%

Insurance firm's call center
65%

('\ Insurance firm’s call center Insurance firm's website |8
J 43% 62% ;

Insurers’ view on the effectiveness of the
channel for policy servicing (%), 2020

Insurance firm's
call center
Agents and brokers -
Insurance firm's
: mobile app
: Insurance firm's
website (chat options)

Question to customers: Indicate your preference for using the channels listed below for interacting with the insurance firm for
resolving issues, updating information, or filing claims. Rate on a scale of 1 to 7, where 1 = Do not
prefer, and 7 = Highly prefer. Responses above 4 are shown in the figure.

Question to insurers: In your experience, how effective are following channels for policy servicing? Rate on a scale of 1to 7,
where 1 = Not effective at all, and 7 = Highly effective. Responses above 5 are shown in the figure.

Source: Capgemini Financial Services Analysis, 2020; Capgemini Voice of the Customer Survey, 2020; World Insurance Report

2020 Executive Interviews, 2020.
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As with most businesses, insurers are facing significant challenges related
to the COVID-19 virus. Enterprises everywhere are struggling to maintain
business continuity while working to ensure employee safety. And nervous
policyholders are looking to their insurers for active and confident
engagement that will eventually be critical for their long-term retention.

The first impact of the crisis has been a surge in online research about policies,
requests for details about coverage, and extensively about claims submissions,
related to canceled travels. In the absence (or limited functionality) of traditional
channels (agents/call centers/etc.), digital channels have practically become THE
ONLY go-to modes of interaction.

Preparedness checklist:

« Do life and health insurers have coverage details for the COVID-19 virus posted
on their social media channels, their website?

 Doinsurers —including P&C — have fully digital claims solutions?

« Are preconfigured chatbots ready to augment call centers inundated with
general inquiries and claims across multiple different lines?

» Caninsurers handle the surge in online claim submissions on time and in a
customer-friendly/focused way?

Successful customer engagement throughout this unfolding and unprecedented
global scenario primarily, if not exclusively, depends on the effectiveness of
online channels, as customers might not be able to reach a call center. Some
insurers might have realized late that quick adoption of emerging technologies
is the need of the hour —and is dependent on immediate, collaborative, scalable,
and effective partnerships with third-party specialists.




Super-charged real-time data is
fueling insurer lift off

Actuaries are no longer the only insurance team
dependent on data. These days, advanced data is a
high-impact commodity that powers the productivity
of allinsurance functions.

How does advanced data handling boost efficiency?

* |t captures previously unavailable real-time data
sources such as those from loT (smartwatches
and telematics devices) and natural language
processing-based (NLP) support systems such
as chatbots.

Automated processes and intelligent process
automation enable proficient internal data transfer
and external sharing with ecosystem partners.

 Techniques such as predictive analytics boost data
processing, performance management dashboards,
and sales/renewals forecasting.

« It can help to harmonize customer data across
business units and subsidiary firms to create a 360-
view of policyholders, which can bolster upselling
and cross-selling.

Customer preferences are dynamic, and a 360-degree
single view of the customer enables predictive insight
into their needs and preferences, so all touchpoints
are met with seamless CX and personalized service.
Asingle view offers an aggregated, consistent, and
holistic look at policyholder data.

For example, German insurer Allianz uses continuous
monitoring processes through social media and
telephonic touchpoints to convert customer feedback
into innovation and ongoing improvement. Allianz
analyzes data from thousands of policyholders each
week using a Qualtrics software program, and, Verint,
a speech analytics tool.®

Figure 13. Insurers’ implementation of tools/techniques for capturing customer preferences (%), 2020

Data capture
Data transfer

Automated processes

Data processing

Desired output

Real-time insights from loT devices

NLP-based support systems

Intelligent process automation

Advanced analytical techniques

360-degree view of customers 76%

50% or less

51%-75%

‘ Above 75%

Question: Please indicate at which stage your organization is when it comes to using the following tools and techniques. Use a
scale of 1 to 4, where 1 = In progress, 2 = Plan to implement in the short to medium term (3-5 years), 3 = Plan to
implement over the long term (> 5 years), and 4 = No plans to implement. Only answer 1 is shown in the figure.

Source: Capgemini Financial Services Analysis, 2020; Capgemini Voice of the Customer Survey, 2020; World Insurance Report

2020 Executive Interviews, 2020.

8 Allianz Worldwide Partners: thought leadership article, “Customer Experience is Your Competitive Advantage,”
https://www.allianzworldwidepartners.com/usa/thought-leadership/customer-experience-your-competitive-advantage,

accessed March 2020.
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Effective communication requires
understanding customer needs
through transparent dialogue that
mitigates product complexity and
helps policyholders understand their

purchases. Leveraging technologies
such as Al and NLP, engagement can
be mobile, intelligent, and guided."”

Director of Industry Strategy for Financial
Services, Adobe

Nearly 76% of insurers leverage a single view of
customer to strengthen engagement. And, more
than 65% of the insurers we interviewed said they use
advanced analytical techniques to generate deeper
insights from captured data. Moreover, they focus on
efficient data handling via rules-based automation
technigues (91% of firms) or Al-infused intelligent
automation (64%).

In summer 2018, Manulife became the first Canadian
life insurance provider to adopt an Al decision
algorithm (AIDA) for underwriting. The algorithm
uses artificial intelligence to simplify and speed up
the policy application process while reducing manual
intervention and allowing potential and current
customers to get answers more quickly.’

For customer data to produce actionable insights,
however, insurers must leverage a variety of tools

to ensure data mining effectiveness. The right data

is necessary to yield insights that lead to a better
understanding of customers’ needs and a proper 360-
degree view of customer.

Only 38% of insurers capture insights from
real-time loT devices and only 33% mine data

via NLP-based support systems. In contrast,
BigTech companies mine real-time customer

data through voice assistants or wearables, or via
interactive chatbots that record customer needs and
sentiments through frequent interactions across
multiple touchpoints.

Real-time customer data and interactive chatbots can
spur opportunities to engage customers effectively.

World Insurance Report 2020

To improve customer experience,
we are enhancing our social media
presence, increasing customer
listening, and focusing on a mobile-
first strategy.”

Head of Innovation & Market
Management, Zurich Group Germany

With real-time IoT data, insurers can provide real-

time advice for drivers, on-the-spot health advice,
immediate accident assistance, and even trigger claim
payments. Chatbots can centrally capture all customer
inquiries and data to strengthen the single view of
customer —and they are programmed to react to
human emotions. More importantly, chatbots can be
scaled-up during times of crisis.

Considering how much BigTechs leverage chatbots,
it's no wonder they can provide superior CX and
engage customers with hyper-personalized precision.
Anyone who has shopped online understands how
tech giants use real-time customer purchasing history
to personalize product recommendations, bundle
products, and offer frequent-shopper incentives.

However, not all insurers have ignored actionable
insights opportunities. Some frontrunners have
implemented real-time data capturing systems and
are realizing multiple benefits. For example, US insurer
MetLife uses an Al system to help its contact center
staff improve engagement by tracking and monitoring
customer emotions during conversations and then
prompting agents to strengthen responses based on
those emotional needs. The system also monitors the
emotions of staff and provides insight to those who
sound tired or detached.”®

Ping An, China's second-largest insurer, introduced the
healthkonnect cloud platform in 2019 to help health
managers control costs and identify fraud scenarios by
leveraging NLP."

9 Manulife, press release: “Manulife Growing Canadian Insurance Business: Re-enters Participating Whole Life Insurance
Market and the first in Canada to underwrite using artificial intelligence,” June 19, 2018,
http://manulife.force.com/Master-Article-Detail?content_id=a0Qf200000Jg4krEAB&ocmslang=en_US.

10 USA TODAY, “Al at work: Machines are training human workers to be more compassionate,” Frances Yue, August 23, 2019,
https://www.usatoday.com/story/tech/2019/08/23/ai-training-human-employees-to-have-more-empathy-work/2070002001/.

" MarketScreener, “Ping An Insurance of China: Annual Report 2019,” March 18, 2020,
https://www.marketscreener.com/PING-AN-INSURANCE-GROUP-1412620/news/Ping-An-Insurance-of-China-Annual-

Report-2019-30182330/.
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Data management and data quality
are critical levers in reaching out

to customers. We cannot build the
foundation of the house at the

same time as we build the walls; the
foundation must be there first."

CEO, Ldnsforsdkringar AB

Insurers must begin capturing the right data and
leveraging advanced data processing systems for deep
analysis that delivers actionable insights. Without the
rightinput (data) and the right output (a 360-degree
customer view), incisive insight is improbable.

The Inventive Insurer’s
playbook: An evolutionary
success path

As we have illustrated, customers have become
increasingly digital and self-reliant. They trust
themselves to make purchasing decisions, and they are
willing to forego past loyalties to buy coverage from
new insurance entrants.

This sweeping behavioral shift — evident among
all age groups —is not a change, but an evolution
of preferences that demands immediate action.
Relevance within this evolutionary paradigm requires
insurers to reevaluate their portfolios with a keen eye
on products that accommodate customers’ current
needs and preferences, and that can scale to meet
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We believe in collaboration. We
offer a standardized library of
products that align with our
partners — ranging from banks to
bicycle manufacturers. In parallel,

we partner with InsurTechs to learn,
experiment, and test new things."

Managing Director, NN Non—Life Belgium

any future demands. Take usage-based insurance as
animmediate action area. Predicting the offerings of
the future —and creating a development pipeline and
go-to-market strategy — also are critical.

It all starts by capturing pertinent customer data.
Insurers should prioritize meaningful data mining from
all customer touchpoints and then leverage analytics
to map the customer journey. Relevant data empowers
insurers to positively influence the customer journey,
to boost CX, and to earn policyholder loyalty.
Observing and adapting best practices from other
industries is critical when it comes to providing a
superior customer experience!

Meaningful touchpoints lead to better results. And
as we identified in the World InsurTech Report 2019,
insurers can develop significant connections through
relationships with ecosystem partners (brokers,
platform providers, professional services firms) and
other businesses to establish an insurance marketplace
that provides end-to-end customer solutions.

T

In the coming years, insurers and
bancassurers should be able to

take on new roles in ecosystems.

The key challenge is to be closer to
the customer needs, providing an
interconnected set of products and
services with a seamless experience.”

Deputy CEO P&C Insurance, Crédit Agricole
Assurances

World Insurance Report 2020

“Spanish insurer MAPFRE collaborated with
Vodafone Spain in 2019 to launch Moto
Conectada coverage for connected motorbikes.
Policyholders install a discreet GPS device on
their motorcycle that allows users to monitor
their vehicle’s GPS position at all times and track
it via smartphone in the event of theft. The
corresponding app can even detect an impact
before it happens and automatically make an
emergency services call alerting of a possible
accident.” 2

“Netherlands-based Centraal Beheer (CB)

offers P&C and life insurance, and pensions

and annuities. Leveraging strong relationships
with other industry players, CB launched

a sustainability initiative for homeowners.
Policyholders can purchase solar panels home
via the CB platform. By collaborating with
InsurTech partners, executives said CB developed
a solution within six months. The insurer expects
the initiative to drive cross-sell opportunities and
increase customer retention.”

Ablend of digital and emotional connections is
critical for superior engagement — be it creating
awareness, selling policies, or providing support.
The unique dynamics of today's ongoing NAT CAT
scenarios underscore the criticality of digital/
emotional communication as agents work to
process claims efficiently while calmly and assuredly
keeping policyholders up to date. Digital tools

can augment traditional channels while feeding
emotional intelligence modules (self-awareness,
selF-management, social awareness, and relationship

T

Omnichannel presence is critical

for insurers. As we invest heavily in
digital channels, we also want to
offer customers the human touch
when they need it. When it comes to
customer engagement, digital is the
hub but not always the only solution!"

SVP Accident @ Health Nordic, Product &
Price, Gjensidige Forsikring ASA

2 Source: Capgemini Financial Services Analysis, 2020, World Insurance Report 2020 Executive Interviews, 2020
3 Source: Capgemini Financial Services Analysis, 2020, World Insurance Report 2020 Executive Interviews, 2020
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management) to digital channels. Similarly, automation
is essential to delivering on these expectations as is
the capacity to innovate fast to develop meaningful
products that serve customers’ needs.

Evolutionary survivors will be Inventive Insurers
that have worked to understand customers’ current
needs and preferences and have created efficient
processes to nimbly deliver personalized, time-sensitive
products as part of an open ecosystem based on a
seamless connection with sharing-economy partners.

Not there yet? You
are not alone.

Insurer action is critical and requires immediate and
focused attention. However, the deployment of a
time-sensitive Inventive Insurers’ playbook requires
agility and a risk-taking mindset that are not in the
DNA of traditional players. The 2019 edition of the
World Insurance and World InsurTech reports raised
the flag about the challenges (new risks, new needs,
new players) and strongly encouraged incumbents
to shore up their capabilities through collaborative
partnerships with nimble, new-age players.

Today's competitive and fast-changing
environment, which has been inexorably altered by
the COVID-19 pandemic, has abruptly eliminated
the luxury of drawn-out decision making.
Subsequently, many strategically-savvy frontrunners
are ramping up collaboration with mature InsurTech
firms to develop innovative solutions — now — for
speedy market rollout. Let's observe and measure

its real impact on customer, adoption, retention,
engagement, and overall satisfaction.

Also, prolonged lockdowns due to the COVID-19
pandemic are forcing people across age groups to

$

i

Today, InsurTechs are great

partners for insurance firms - They
enable insurance firms to close the
technology gaps and enhance the
speed of innovation, time to market
and build innovatve digital solutions.

By collaborating with each other,
both insurers and InsurTechs can
reap success and enjoy positive
outcomes.”

Asia ClO, MetLife

use digital channels extensively for their day-to-day
transactions, motivating everyone to become digitally
SavVy.

Yes, it's a lot to unpack. And while we recommend
prompt and decisive action, a winning playbook
requires strategy. Now is no longer the time to work
unilaterally. Draw upon ecosystem partners. There

is strength in numbers. Pick the brains, the skills, the
capabiliites of third-party specialists and consultants.
Tear down internal silos. Take risks. The first step on
an evolutionary path begins with a frank discussion
about your firm's strengths and weaknesses, and an
honest assessment about the readiness to collaborate
at scale. Then, reach out to experts to help close the
gaps —no matter how wide they may currently appear.
Within an ecosystem, you are never alone.
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Methodology

The World Insurance Report 2020 draws on insights from two primary sources — the 2020 Global Insurance Voice
of the Customer Survey and the 2020 Global Insurance Executive Interviews. Together, these primary research
sources cover insights from 32 markets: Argentina, Australia, Belgium, Brazil, Canada, China, Colombia, Denmark,
Finland, France, Germany, Hong Kong, Hungary, India, Italy, Japan, Malaysia, Mexico, Morocco, the Netherlands,
Nigeria, Norway, Philippines, Portugal, Saudi Arabia, Singapore, Spain, Sweden, Switzerland, Turkey, the United
Kingdom, and the United States.

2020 Global Insurance Voice of the Customer Survey

Our comprehensive Voice of the Customer Survey, which was administered in January and February 2020 in
collaboration with Phronesis, polled more than 8,000 insurance customers in 22 countries. The survey sought to
gain deep insight into the general behavior and preferences of customers and how these shape their attitude
towards insurance. The survey questioned customers on their personality dimensions such as lifestyle, education
and work, social behavior, financial behavior, shopping preferences, and technological affinity; and insurance
purchase behavior for their product, channel, and time preferences. Participants were also asked questions
covering factors that may influence their decision to switch their current insurer, their interest in adopting new
insurance models, and their willingness to purchase policies from non-traditional insurance firms.

2019 Global Insurance Executive Interviews

The report also includes insights from interviews of over 150 senior insurance executives of leading insurance
companies across 29 markets. These markets together represent all the three regions — Americas (North America
and Latin America), EMEA (Europe, Middle East, and Africa), and Asia-Pacific (including Japan).

25




About Us
Capgemini@®

Capgemini is a global leader in consulting, digital transformation, technology and engineering services. The Group
is at the forefront of innovation to address the entire breadth of clients’ opportunities in the evolving world

of cloud, digital and platforms. Building on its strong 50-year+ heritage and deep industry-specific expertise,
Capgemini enables organizations to realize their business ambitions through an array of services from strategy to
operations. Capgemini is driven by the conviction that the business value of technology comes from and through

people. Today, it is a multicultural company of 270,000 team members in almost 50 countries. With Altran, the
Group reported 2019 combined revenues of €17billion.

Visit us at www.capgemini.com.

“@Efma

A global non-profit organization, established in 1971 by banks and insurance companies, Efma facilitates networking
between decision-makers. It provides quality insights to help banks and insurance companies make the right
decisions to foster innovation and drive their transformation. Over 3,300 brands in 130 countries are Efma members.
Headquarters in Paris. Offices in London, Brussels, Andorra, Stockholm, Bratislava, Dubai, Milan, Montreal, Istanbul,
Beijing, Tokyo and Singapore.

Visit https://www.efma.com/

©2020 Capgemini

AllRights Reserved. Capgemini and Efma, their services mentioned herein as well as their logos, are trademarks or registered
trademarks of their respective companies. All other company, product, and service names mentioned are the trademarks of
their respective owners and are used herein with no intention of trademark infringement. No part of this document may be
reproduced or copied in any form or by any means without written permission from Capgemini.

Disclaimer

The information contained herein is general in nature and is not intended, and should not be construed, as professional advice or
opinion provided to the user. This document does not purport to be a complete statement of the approaches or steps, which may
vary accordingly to individual factors and circumstances, necessary for a business to accomplish any particular business goal. This
document is provided for informational purposes only; it is meant solely to provide helpful information to the user. This document
is not a recommendation of any particular approach and should not be relied upon to address or solve any particular matter. The
text of this document was originally written in English. Translation to languages other than English is provided as a convenience

to our users. Capgemini and Efma disclaim any responsibility for translation inaccuracies. The information provided herein is on

an “as-is” basis. Capgemini and Efma disclaim any and all representations and warranties of any kind concerning any information
provided in this report and will not be liable for any direct, indirect, special, incidental, consequential loss or loss of profits arising
in any way from the information contained herein.

26



World Insurance Report 2020

Acknowledgements

We would like to extend a special thanks to the companies and individuals who participated in our
executive interviews and surveys.

The following Firms agreed to be publicly named:

A.S.R., Achmea Pensioen & Leven , Acoreana, Adobe, AdvanceCare, Aegon Santander Portugal Seguros, AG
Insurance, Ageas Seguros, Ageas Vida, AlA, Al Rajhi Takaful, Allianz Benelux, Allianz France, Allianz Portugal, AXA
Seguros, AXA XL, Baloise Insurance, BanSabadell Pensiones, BanSabadell Seguros Generales, BanSabadell Vida,
Basler Versicherungen, BCA AG, Belfius Bank & Insurance, Belfius Insurance, CA Seguros, CA Vida, Cardif Italia
S.p.A., Cargeas Assicurazioni, Centraal Beheer, Covea Insurance, Credit Agricole Assurances, Curalia, Daiichi Life
Holdings, Inc., DAS - Difesa Automobilistica Sinistri, Dialog Versicherung AG, EIKA FORSIKRING AS, esure, Ethias
SA, Ethica Sigorta, FBN General Insurance Ltd, Federale Verzekering, Fennia, Fidelidade — Companhia de Seguros,
Folksam, FREMTIND FORSIKRING AS, Generali, Generali Companhia de Seguros, Generali Deutschland AG,
Generali Seguros, Generali Vida, GJENSIDIGE FORSIKRING ASA, GNP Seguros, Gothaer Allgemeine Versicherung
AG, Groupama Assicurazioni, Groupama Gan Vie, Grupo Pelayo, Gruppo Cattolica Assicurazioni, Handelsbanken Liv,
Hastings Mutual Insurance Company, |A Financial Group, If P&C, ITAS MUTUA, justinCase, Inc., KBC Verzekeringen,
La Banque Postale, La Parisienne Assurances, LahiTapiola, Lansforsakringar AB, Liberty Mutual Insurance, Liberty
Mutual Re, LIBERTY SEGUROS, Compafia de Seguros y Reaseguros, S.A., LIFENET INSURANCE COMPANY, Linear
Assicurazioni— UnipolSai Group, Logo, Manuel On Insurance, MAPFRE ESPANA, Markel Insurance SE, MetLife,

MN Services, MS AMLIN , Multicare, NN Non — Life Belgium, Northwestern Mutual, Ocidental Vida, P&V Group,
Poolpo, Provinzial Rheinland Vers. AG, R+V Versicherung AG, Reale Group, Reale Seguros, RMA ASSISTANCE, RSA
Insurance Group, Salesforce, Santa Lucia S.A. Compania de Seguros y Reaseguros, Seguros Sura Colombia, Skandia,
State Automobile Insurance Co., STOREBRAND ASA, Swiss Re , The Hanover Insurance Group, Tranquilidade,
Trygg-Hansa, UnipolSai, Versicherungskammer Bayern, Victoria Seguros de Vida, SA, Victoria Seguros, SA, W&W
Group, Zurich Australia Ltd, Zurich Group Germany, Zurich Insurance Company Ltd., Zurich Insurance Group, Zurich
Portugal, and Zurich Seguros.

We would also like to thank the following teams and individuals for helping
to compile this report:

Elias Ghanem, Vikash Singh, and Kumaresan A for their overall leadership for this year's report; Saurav Swaraj,
Avinav Chowdhury, Tamara Berry, and Dinesh Dhandapani Dhesigan for researching, compiling, and writing the
findings, as well as providing in-depth market analysis.

Capgemini’'s Global Insurance network for providing insights, industry expertise, and overall guidance: Shane
Cassidy, lan Campos, Seth Rachlin, Christophe Bonnard, Claire Sauvanaud, Ajoy Bhavnani, Alistair Benson, Amit
Saxena, Aruna Mahesh, Cecilie Vatn, Christian Morlacchi, Christopher Snyder, Christopher Stevens Diez, Cuno
van Diepen, Daniele Di Maio, Diogo Baptista, Eiji Yamada, Geovanni Alfonso Millan Laija, Harold Williams,
Hiroyasu Hozumi, James Kruger, Jan Verlinden, Janelle Clifford, Jarmo Kortelahti, Jerome Buvat, Jimut Basa,
Joachim Rawolle, Jordi Valls Ribas, Kai Schmidt-Roepke, Karthik Muthukumaran, Kent Ho, Kevin Jiang, Kiran
Boosam, Lars Boeing, Maria Teresa Martin Gimeno, Martin Baumann, Masayuki Imazu, Mathieu Hege, Michele
Inglese, Michiel Otten, Prashant Shastri, Ramesh Darbha, Satish Weber, Sharon Petrell, Sivakumar V., Stéphanie
Donal, Thierry Loras, Timothy Dwyer, Vijay Amballa, Vipul Singhal, Wade Dewald, and Yves Cornu.

Marion Lecorbeiller, Mary-Ellen Harn, Aparna Tantri, Sai Bobba, Unni Krishnan, Martine Maitre, Brent Mauch,
Ashley Munoz, Suresh Papishetty, Leena Joshi, and Ken Kundis for marketing leadership, and the Creative Shared
Services Team for report production: Pravin Kimbahune, Suresh Chedarada, Jagadeeshwar Gajula, Sourav
Mookherjee, and Parveezeh Namazi.

Hannah Moisand, Boris Plantier, Anna Quinn, Martin Kolinek, and the Efma team for their collaborative
sponsorship, marketing, and continued support.

27



g RESEARC.H INS':'I'Ig ..It; E f m G




