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> S68 what your insurance peers are doing

Jo
> Much has aready been said about the need

for a digitalization strategy and key sSUCCess
[actors. For example, experts agree that no
nsurance company can aiford to take a
Wall and seg position. You cant evenlook 1o

Decause Its other Industries that are In fact
shaping customer expectations and Setting
the benchmark for insurance companies.

1he consensus IS that digital transformation

gn * oo needsadeuuate nvestment and a senior
o, .\ O Sponsor [0 succeed. But where should
S e insurance companies begin? What areas
LU should they focus on and what steps do
. "e ® L they need to take?
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De-composing the insurance value chain helps to detect

the true benefits of digital initiatives

Internet of things, wearables, telematics Process auto

\

mation, less human intervention

Changing client behavior (mobile, on-line, social)

Smart data analytics, predictive intelligence

New algorithms, machine learning More toucl

hpoints, new products and services

Insights for new products, pricing, fraud Cognitive
detection, etc.
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OPTION 1: DEVELOP THE FRONT-END

computing, artificial intelligence
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Simplicity and speed, client satisfaction

.

OPTION 2: IMPROVE YOUR OPERATIONS

Operations is becoming the major source of differentiation
and will be integral to the overall value proposition. It's
good to have the best products or the most accurate risk
assessments, but if you don't have the right processes,
you won't be able to scale — which is of course the key to
benefit from cost differentials.

Evidence for the rising role of operations can be seen at
Zurich Insurance, where the newly appointed COOQ is in
charge of the group-wide digitalization program, alongside
a substantial investment budget. Operations is where you
turn a strategy into cost-efficient solutions.

OPTION 3: DEVELOPING INSIGHTS

Digitalization will deliver big benefits at each stage of the
value chain: on the front-end, insurers can gain market
share, drive growth and enhance customer retention with

the right digital tools. For example, Swiss Life's ‘My World'

portal gives customers a transparent view of the products
they own and ways to assess what additional cover they
need. The trend is shifting from multi-channel, in which
customers use various sales channels successively, to
ers use multiple options

Analytics will also deliver deeper insights that allow insurers
to optimize prices or develop entirely new customerspecific
products. Swiss Re, for example, is developing smart analytics
capabilities to expedite the processing of submissions and
claims. It is also exploring ways to create entirely new types
of services through digitally-supported underwriting.

As more and more real-time data becomes available, digital
analytics will change the game in underwriting because it
will allow a shift from historic risk modelling to real-time risk
assessments. For example, telematics plus analytics will
allow new types of pay-as-you-go motor insurance.
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ital transformation journey for KPMG insurance clients
ig and move fast”
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