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Knowing your customer is key to business in 2015 and beyond 

…and you should know your customers 

much better than your competitors 
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Source: Ernst and Young – Global Customer Insurance Survey - 2012 

Focus on New Customers or Inforce Customers?  
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Needs always changing! 
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Age x 

Marriage 

House 

Car 

Children 

Education Living  

costs 

Retirement 

Disability 

Long-term Care 
Critical illness 

Medical Expenses 

Critical Illness 
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Maximizing In-force Values by focusing on Customers’ Needs 

1 Why is it valuable? 

2 What customers’ information do we have?  

3 How should we use it? Customer profiling 

4 What hurdles do we have to jump? 

5 Q&A 
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Why do this?  The Value of Inforce Customers 

As offer becomes more focused, value from offer substantially increases in all of these areas 

Referrals 

Improvement in other lines 

Improved Claims 

Improved Persistency 

Expense efficiency 

Low acquisition costs 

Securing customer 
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Value of inforce customers - Acquisition 

 

 

• Existing relationship 

• Response rates extremely 

higher than for new customer 

• Accurate contact data 

minimizes contact expenses 

• May use simplified issue 
 

 

Referrals 

Improvement in other lines 

Improved Claims 

Improved Persistency 

Expense efficiency 

Low acquisition costs 

Securing customer 

Marketing existing customers Response rates  

Age - Males  Comp 1 Comp 2 Comp 3 

35-39 43% 39% 39% 

40-44 47% 29% 38% 

45-49 41% 38% 32% 

50-54 31% 38% 22% 

55-59 22% 13% 7% 

Same product has 1.4% response rate for new customers 
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Key to optimal marketing using propensity modeling 

8 

Optimal Marketing utilizes data 

mining/segmentation to market to 

all customers where the customer 

lifetime value exceeds the cost of 

the marketing 
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Simplified Example – Life Time Value vs Cost of marketing 
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0

500

1000

1500

Lifetime Value Cost of Marketing

All Potential Customers 

Lifetime value = Present value of all future cash flows after initial marketing 

Cost of Marketing = All acquisition expenses 

 

In this example, decision would be made to not market to this customer 
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Value of inforce customers – Ongoing expenses 

 

 

 

 

• Consolidated billing 

• Simplified customer 

communications 

• Customer profiling 

already completed 
 

 

 

 

Referrals 

Improvement in other lines 

Improved Claims 

Improved Persistency 

Expense efficiency 

Low acquisition costs 

Securing customer 
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Value of inforce customers – Persistency 

 

 

 

• Customer already proven 

persistent 

• More inconvenient to move 

to new company 

• Loyalty bonuses enhance 

• Also more sure in pricing 
 

 

 

Referrals 

Improvement in other lines 

Improved Claims 

Improved Persistency 

Expense efficiency 

Low acquisition costs 

Securing customer 
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Value of inforce customers – Claims 

 

 

 

• Can use customer inforce data to 

segment customers for future 

offerings, resulting in future 

improved claims performance 

• Also results in more accurate 

pricing 

• Can also do propensity to claim 

modeling 

 

 

Referrals 

Improvement in other lines 

Improved Claims 

Improved Persistency 

Expense efficiency 

Low acquisition costs 

Securing customer 
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Further enhancements using claims experience 

         65%  

with no claims  

over 5 years  
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1 million clients Multiple benefit cover 

 Experience data on the portfolio enables us to 

estimate the number of clients that have no claims 

over 5 years 

 Most clients have cover for more than one benefit 

generating premium across multiple covers 

 Offers to customers can be: 

 Inflation top up cover 

 Cover to fill in coverage gaps 

 Simplified underwriting product 
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Value of inforce customers – Improvement in other lines 

 

 

 

• All products customer owns 

benefit from cross sell from 

perspective of persistency 

and expense savings 

• Can share with customer 

using multiline bonuses or 

loyalty programs 
 

 

 

Referrals 

Improvement in other lines 

Improved Claims 

Improved Persistency 

Expense efficiency 

Low acquisition costs 

Securing customer 
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Value of inforce customers – Referrals 

Referrals 

Improvement in other lines 

Improved Claims 

Improved Persistency 

Expense efficiency 

Low acquisition costs 

Securing customer 

 

 

 

“ Referrals are very powerful. When I 

refer you, I give a little bit of my 

reputation away. If you do a good job, 

my friend that hired you is pleased. 

 

But if you do a bad job, that reflects 

badly on me. People forget that ”  

 

– Ivan Misner 
 

• Ffrom FamousQuotesAbout.com 
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Source: Ernst and Young – Global Customer Insurance Survey - 2012 

Customers tend to extensively research insurance purchases 
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11% 

28% 

16% 

22% 

13% 

10% 

Advertisement

Company Reputation

Parent's Company

Price

Recommendation

Other

Where do customers look for advise? Primary Source 

Survey from USA 
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Source: Ernst and Young – Global Customer Insurance Survey - 2012 

Where do customers look for advise? All sources 
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Will these people actually refer? 

0%

10%

20%

30%

40%

50%

60%

Agency Telemarketing Internet - PC Internet - Mobile

Likely to Refer

Likely to buy

Capgemini study – 2013  

Life insurance inforce customers with Positive experiences 
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Do our customers have positive experiences to talk about? 

0%

10%

20%

30%

40%

50%

60%

70%

80%

Latin America Developing Asia Pac North America Developed Asic Pac Europe

% Life customers with positive experience 

Capgemini study – 2013  
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Value of inforce customers – Securing Customer 

 

 

 

Certainly! Your competitors 

want your customers. 

Stronger relationships will 

persist 

 
 

 

Referrals 

Improvement in other lines 

Improved Claims 

Improved Persistency 

Expense efficiency 

Low acquisition costs 

Securing customer 
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There are two potential paths that Big data can lead us to  

Optimal data will allow customers 

to choose many insurers and still 

get good consolidated information 

Optimal data will allow one company 

to completely capture customer for all 

the customer’s financial needs 
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Amazon before 2000 Amazon today 
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Introduction | Why | What | How | What hurdles I Q&A 

Amazon today 
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Introduction | Why | What | How | What hurdles I Q&A 

Amazon today 
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Introduction | Why | What | How | What hurdles I Q&A 

Amazon today 
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Fidelity in 1995 – Online Investor Center 
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Fidelity Now – Non traditional competitors 
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What does Gen X and Y and Z expect 

Digital capabilities for everything 

Simplicity in their purchases 

Companies to know their needs 

To give loyalty to proven companies 

Customers will want to insure with one solid company that serves them well 
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Expanding the customer horizon 

Type of customer Ideas 

Existing customers Electronic needs assessment, 

insurance data based offers, unified 

billing, cross sell, online customer 

service and claims, upgrade outdated 

coverages, free or innovative offers 

Policyholders of affiliated company Single source of customer information, 

cross sell with discounts 

Affiliated customer in group Marketing using affiliate company 

information filters 

Family members of existing 

customers 

Free insurance to school graduates, 

child protection policies 

Friends of existing customers Enhance experience of existing 

customers to increase referrals 

Introduction | Why | What | How | What hurdles I Q&A 
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The value of strengthening customer relationships 

The value is high and the 

possibilities are numerous! 

Introduction | Why | What | How | What hurdles I Q&A 
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Maximizing In-force Values by focusing on Customers’ Needs 

1 Why is it valuable? 

2 What customers’ information do we have?  

3 How should we use it? Customer profiling 

4 What hurdles do we have to jump? 

5 Q&A 
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Customer information from Needs analysis 
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Insurance company customer data – Insurance application 
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Unique insurance company customer data – inforce customers 
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Continuously Update! 

Customer 
database 

Made 
payment 

Changed 
address 
or phone 

Had 
health 
claim 

Added 
coverage 

Took out 
policy 
loan 

Dropped 
child from 
coverage 
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Affiliated group companies or relationships  

Information about other 

insurance policies 
Affiliated bank information 

Credit card information Other sources? 
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Supplement Internal Data with External Big Data 

Introduction | Why | What | How | What hurdles I Q&A 
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Maximizing In-force Values by focusing on Customers’ Needs 

1 Why is it valuable? 

2 What customers’ information do we have?  

3 How should we use it? Customer profiling 

4 What hurdles do we have to jump? 

5 Q&A 

40 

How to execute? 

Customer Focus and Keep it Simple. 

“Strategy is really simple.  

 

What we want to do is we want to put an incredibly great computer in a 

book that you can carry around with you and learn how to use in 20 

minutes ... And we really want to do it with a radio link in it so you don’t 

have to hook up to anything and you’re in communication with all of 

these larger databases and other computers”  

 

Apple co-founder Steve Jobs 

Introduction | Why | What | How | What hurdles I Q&A 
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Principles of proper Data management 

Collect as much as you can Store it where it is safe and accessible 

Use it optimally! 
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Build a strong customer profile for all of your customers 

Customer Existing information Big Data 

Affiliated Company information 

Introduction | Why | What | How | What hurdles I Q&A 
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Build Customer Profile 

Personal profile 

Name, birth date, weight, 

height, occupation, address, 

phone number, e-mail, 

interests, family members 

Insurance profile 

Inforce coverage types and 

amounts, claims history, 

payment history, prior 

contacts, medical conditions, 

past u/w decisions 

Preferences 

Distribution channel, billing, 

communications, 

activeness 

Introduction | Why | What | How | What hurdles I Q&A 
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Now that we have the profile, what do we do with it? 

Right time Right method Right offers 

X – dates 

Birthday 

Baby birth 

New house 

Child entering college 

New 

awareness/event 

Agency 

DMTM 

Online 

Mail 

Mobile 

Level of underwriting 

Coverage gaps 

Top-up benefits 

Loyalty features 

Prior purchases 

Affordable premiums 

Consolidated billing 

Communications 

… Or 

Do we … 

??? 
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13/05/2015 

23 

45 

Maximizing In-force Values by focusing on Customers’ Needs 

1 Why is it valuable? 

2 What customers’ information do we have?  

3 How should we use it? Customer profiling 

4 What hurdles do we have to jump? 

5 Q&A 

46 

Biggest hurdles to overcome 

Distribution 

channel owns 

the customer 

and data and 

is very 

protective 

Companies 

within a group 

operate 

independently 

Regulators 

rightfully need 

to assure 

proper 

customer data 

protection  

Introduction | Why | What | How | What hurdles I Q&A 
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Hurdle – Agent conflict! 

Working 

with agents 

 Provide agents with the opportunity to opt out of the program 

 A one time payment for use of list  or a smaller payment with ongoing renewal 

commissions 

 Assure communication very clear and understandable for agent 

Marketing 
 Assure that marketing is low key, to avoid loss of existing business!   

 Mailings, inserts into bills, or low key phone calls are ideal 

Billing 

 Operationally, it is recommended that billing for new sale is incorporated into the 

existing customer’s bill, to ease payments for the customer, thus further improving 

persistency 

Marketing to inforce customers with active agents 

Or start by marketing to orphaned policyholders 

Benefits 
 More “profits” available since no agent costs 

 May want to provide additional value for customer 

Reassign 

to agents 

 Good to assign business to agent at same time, since best if customer not orphaned.  

New agent also picks up full or partial renewal compensation on current orphaned 

policies 
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Hurdle – Regulations 

- 100% compliance with existing regulations is crucial 

- Customers will voluntarily give information if they benefit 

- Full disclosure of information being used  

- Ultimately, use of data does HELP customer if done properly 

Prescription 

Drug 

information 

Motor 

Vehicle 

records 

Less than 1 

minute 

= Completed Application and offer! 

 

Over 1.5 million life applications in the US using SCOR Velogica technology 

Introduction | Why | What | How | What hurdles I Q&A 
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Information 

Bureau  
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Hurdle – Internal Sharing of data and maximizing customer value 

- Need to structure so that all interests are aligned 

- Need to understand the value of cooperation and the danger of not 

- Usually upside of sharing is not known as well as the downside 

- Need strong CRO function to assure company/customer alignment 

- Almost always requires commitment from top management 

 

Who wins? 

 

 

 

Customer – Products that meet 

needs at preferred prices, only one 

company relationship, company 

providing value added services 

Distribution channel – Additional 

revenue, more effective selling, 

customer referrals 

Company and Group – Revenue, 

expense saving, loyal customers, 

reduced claims, improved profits 
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Maximizing In-force Values by focusing on Customers’ Needs 

1 Why is it valuable? 

2 What customers’ information do we have?  

3 How should we use it? Customer profiling 

4 What hurdles do we have to jump? 

5 Q&A 
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Attracting your customers is a high priority for your competitors.   

Keeping them should be an even higher priority for your company! 

QUESTIONS??? 

Q&A + Velogica! 
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