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Using Big Data to become US President —
Imagine what it can do for your business
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Big data is like teenage sex:
everyone talks about it, nobody really knows how to do it,
everyone thinks everyone else is doing it, so everyone
claims they are doing it....
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“5 month and 150 votes”
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“And this is the first time that
George Clooney has ever
been photoshopped out of a
picture,” Mr Obama said, to
laughter and applause.
“Never happened before,
will never happen again”
[The New York Times]

George Clooney's Backyard Function for Obama Sets
New One-Night Fundraising Record
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You tuber Play the ad “47 percent,|
Romney"
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PERCENTAGE

OF VOTES CAST FOR
OBAMA BY EARLY
VOTERS IN HAMILTON
COUNTY, OHIO
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On the face of it a narrow win....

Popular Vote

2012 ELECTION RESULTS
oBAMA ROMNEY
_‘& 1 TOTAL 65,899,660 60,932,152
# Gbama  Romney —— 51.1% 47.2%

Hin 332 206
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..But how it was won is the key

Battleground States *
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WHO VOTED HOW
Obama'’s victory comes
despite exit polls showing
weaker support among key
traditional groups
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$932 813,388 $1,828,213,064

Amount supporters spent on Obama’s campaign ~Amount supporters spent on Romney's campaign

$376 800,000 nﬁ479,.00,000

monthly salary
of campaign

e

800

campaign field
offices for Obama
(rough estimate)

Median S

staffers Br3
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300
campaign field
offices for Romney
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2008: 69,456,897 names of each voter

Get every one of them to veie Gbama again
AND .
More money
More door knocks

More phone calls
More registrations

More votes

The methods
changed the
landscape forever
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ﬂt’s about the
NON-VOTER,
stupid.
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Commercial
lists of all adult
voters

Current
registration
rolls
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¥ MONEY SPENT ON

OMLINE ADS THROUGH
MID-OCTOBER

$26  §52

campaign campaign

1 million people signed up
> 5-10 seconds to match their
friend

> listto the persuasion score
509 accurate hits

million = million
Romney Obama

ERENTRAK

> 20 million decoders

> g million homes

> 15 million persuadable voters
> Just match them up”

TELEVISION
COMMERCIALS AIRED
ON TV LAND
(HATIOMAL CABLE LEVEL)
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“Not
a category
ina
geography”

Text
analytics y

4

Microtargeting
models

Big data — not just a big story




Not just mortality!
More data
Techniques

What you do with it?

&

KEEP
CALM

AND

LISTEN TO
EXAMPLE
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Policyholder behaviour
Cross-selling
Elasticity
Click-through-rates
Calls

Distribution

Processes
New business
U/W consistency
Lapse
Claims

What is a good broker or agent?
Sales
NTU
Early lapses
Policy size

What about quality of business?
Mix
Number of benefits

Other quality measurements?




Model of underwriting decisions
- Age

« Gender

« Smoker-status

« Sum assured

« Medical evidence > Expected underwriting outcome?
— Standard
« Etc. . .
— Loadings (% or per mile)
— Postpone
- Decline ﬁzgﬁ:“‘c Cary
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The “mean is no longer the method”

Woman who only had
20%-40%

probability of voting democrat

could be swung to Obama on

the single issues of
health and equal pay
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> NON-voter, stupid:
The importance of the
non-voter customer in
an almost perfectly
competitive world
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> Gamefied Distribution:
gave the (actual) customer to the
channel rather than incentivising
the channel to find the customer
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> Controlled anarchy:
opened up the platforms, let go of the
main message and trusted the data at
the nodes

> Packaged at the nodes:
the product, so centric in our worlds,
could be built by the volunteer and the
voter at the extremities
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> Juxtaposition:
On- line to off line,
physical to personal,
empirical to the
intuitive;
customer to channel
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Understanding our customer
Segment
Better product
Better offers
Less hassle
Understanding our business
Efficient processes

Find value
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There are risks... SFactuanics

Courage

...and good judgement!
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Questions

Expressions of individual views by members of the Institute and Faculty of
Actuaries and its staff are encouraged.

The views expressed in this presentation are those of the presenter.
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