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Passionate about...

growing the protection market and engaging more customers
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Term Assurance is Simple ... or is it?

• Concept = yes (“you die, we pay”)

• Process = no!
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“You die, we pay”



Simple Review

Simple Life Cover Policy

• Single life product

• Guaranteed premiums

• Specified term• Specified term

• No additional features

• Suicide exclusion

• Clear language
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Background

– Largest Life Insurance operation in Ireland

– 30% protection market share– 30% protection market share

– Multi-channel distribution through brokers, tied 
bancassurance partners and a Direct Sales Force

– All tied sales completed through a Full Financial Review 
process (circa 1-1.5 hours). No execution only sales.
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Agenda

• Context

• Opportunity 

• Objectives

• Choosing a reinsurer

• The proposition

• Implementation

• The now

• The future

5
© 2012 The Actuarial Profession � www.actuaries.org.uk



Opportunity

• Just over 1 in 2 have some 
form of protection product

• 1 in 3 have a life insurance 
product which is not linked 
with their mortgagewith their mortgage

• 75,000+ children born in 
Ireland each year

• Significant under-coverage
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Amarach Research conducted on behalf of Irish Life (May 2011)



Opportunity

• 9 out of 10 people believed 
they had a protection need

• 1 in 5 intended to address 
this need in the next 12 
months

• Customers recognise the 
fundamental need
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Amarach Research conducted on behalf of Irish Life (May 2011)



Opportunity

• Current advised processes a 
barrier to some
– Perceived as too onerous
– “power-balance” between 

adviser and customers

• Bancassurance partners
– Considerable portion of 

bank customer never 
enter a branch

– majority are transactional 
customer not looking for a 
full financial review
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BANKBANKBANKBANK



Objectives

• Unlock market segments not currently engaged
• Eliminate leakages in the application process
• Deliver an additional protection sales / profit stream
• Remove obstacles / complexity to accessing cover
• Provide opportunity to have “some” cover• Provide opportunity to have “some” cover
• Offer value for money

• An online solution for low touch customers interested in 
self-fulfilment

• “Quicker / Immediate” proposition for transactional branch 
customers
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Achieving objectives…..

• The proposition is about a

– A simple product, with restricted choice

– A simple application / point of sale process

– A simple underwriting process

– A simple message and literature suite– A simple message and literature suite

– Seamless end to end execution, with minimum 
customer inconvenience

• Success for Irish Life is building a proposition that 
achieves these objectives and is deliverable through a 
variety of distribution nodes.
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Choosing a reinsurer

Standard Process
• Reinsurance Policy reviewed 

and agreed periodically. 

• Engaged with 8+ reinsurers 
on on-going basis

• For main product lines, 

Specific to this Process
• Invited ideas from a reduced 

number of reinsurers

• Finalised IL proposed product 
design

• Invited tender from a select • For main product lines, 
approach is to tender to all 
reinsurers who meet 
qualifying criteria

• 2-3 stage process depending 
on product, product changes 
etc 

• Invited tender from a select 
number of reinsurers (based 
on input into ideation process 
and proven expertise / 
innovation)

• amends to proposed product 
design following feedback

• Balancing underwriting / 
pricing / acceptance rates
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Choosing a reinsurer

• The non-standard nature of this proposition, meant that there 
was additional emphasis on:
- Knowledge of product design and sales process
- Ability to deliver set of underwriting questions to fit the brief
- Risk mitigation processes
- An agile approach to the pricing of different options on the - An agile approach to the pricing of different options on the 

table

- In addition to standard requirements of:
- Competitive terms commensurate with the risk
- Appropriate financial strength, diversification etc.

• Reinsurer selected

12
© 2012 The Actuarial Profession � www.actuaries.org.uk



The brief ...

Limited 
Health 

Online/ In- Affordable Minimum Sum Assured 
Health 

Questions

Online/ In-
Branch

Affordable Minimum 
Premium

Sum Assured 
Cap

No Financial 
Review Needed

Applications Reviewed 
Immediately

Instant 
Cover

Can Purchase from 
Comfort of Own Home



Customer Proposition

• A very simple term contract designed to:
• remove complexity

• remove the need for customers to make decisions

• fit with IL underwriting requirements

Age 18 - 49 No Indexation

14

Life Cover only

Max €150K

Single Life Only

No Indexation

No Conversion

€10 pm min

Guaranteed premiums

No Rider benefits

No Specified Illness

2 – 20 years

No Decreasing Cover



Issues to overcome ... 

• Ability to put the client on risk there and then

• No signature

• Didn’t want lots of acceptance categories (3 max)

• How to ask questions that would allow a decision to be • How to ask questions that would allow a decision to be 
made based on yes/no answers?

• What medical questions to include vs. which to exclude 
and price for?

• How to minimise additional risk?
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Underwriting

Starting point

Heavily
Rated

Heavily
Rated

Standard
Rates

Standard
Rates RatedRated

End point?
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75% • Standard Rates

20% • Rated

5% • “Declined”



Underwriting…

Three Underwriting
Questions

All answered
“No”

Any answered
“Yes”
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Customer offered
Standard terms

Four additional
Questions

All answered
“No”

Any answered
“Yes”

Customer offered
Rated terms

Customer offered a
Full Financial Review



So that was the easy bit ...

Irish Life Simple Cover
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No frills life insurance in an instantNo frills life insurance in an instantNo frills life insurance in an instantNo frills life insurance in an instant



The Proposition

• Simple Cover is about a

– A simple product

– A simple application / 
point of sales process

– A simple underwriting 
processprocess

– A simple message and 
literature suite

– Seamless end to end 
execution, with minimum 
customer inconvenience
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http://www.irishlife.ie/life-assurance/simple-cover.html



The Proposition

Standard

Customer 
underwritten at 
the start of the 

process

Customer’s 
premium quote 

reflects 
underwritten 

status

Basic Application Process
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Enter Process from 
landing page

3 initial yes / no 
questions + 4 

secondary questions

Standard
Accepted

Rated 
Accepted

Multiple Quotes 
Generated in €10K 

intervals

Complete personal, 
banking details., 
declarations and 

submit 

Declined / Offer 
meeting with adviser

Once submitted, 
customer is 

immediately on cover. 
Record of application 
and policy documents 
issued immediately.

http://www.irishlife.ie/life-assurance/simple-cover.html

Customer cannot 
get quote without 

underwriting

Term and Cover 
level chosen by

customer



Implementation - Customer Research

• Unanimously positive 
reaction to concept

• More affordable than 
anticipated 

• A little suspicious that it 

• Important to advertise to 
direct consumers to the 
product.

• A little suspicious that it 
was too easy – “where’s 
the catch?”

• Removed perceived 
pressure of adviser

• No experience of online life 
insurance previously
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One Cover Flyer

One Cover Booklet

One Cover Terms &
Conditions

> Life Cover Calculator Show         >

Right, here is your quote.
Please select the level of cover you want

Life Cover Monthly premium

€80,000
€90,000

€100,000

€120,000
€110,000

€30.00pm
€33.00pm

€36.00pm

€42.00pm
€39.00pm

<>

Back Next

To check the level of cover you need, why don’t you  try our Life Cover Calculator?

Once you are happy with the level of cover you have  selected please press “Next”.

One Cover Application

Add to BasketProceed to Checkout



Implementation – the process

Distribution
Methods Compliance 

and
Legal

framework

Application
Process

Office
Premiums /

MIS /  
Controls

Executive Business Case

Customer Researc h

IL Compliance / Legal

Advice Steering Group

Proposition Sign-off
Road Map

Process
Design

Underwriting
and

Disclosure

Expected
Acceptance 

Rate
Product

Assumptions

Reinsurance
Premiums

Distribution
Remuneration

Premiums /
Margin
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Areas of
Consideration

Advice Steering Group

Underwriting

Pricing / Risk

Financial Risk Committee

Distribution partners product and process 
approval

Distribution partners information security 
approval



Implementation - Distribution 

Objective / Plan
• Online (both IL and partner 

websites)
• Counter Staff in branch
• Outbound paper / electronic 

market campaigns

• Built to “directed sale” standard
• Documented in-branch process 

based on need identification
• In-branch required additional 

“need” screen and declaration.
• Execution only impacted tele-

support ability for online process

Complications
• Online execution only versus in-

branch “directed sale”
• Divergent requirements between 

bank partners
• Distribution conflict – impact on 

roll-out and marketing strategy
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• Variations in Compliance standards
• IT security standard
• IT linkages
• New Product Approval Processes

• Broker channel concern
• Impact on launch sequence
• Online / Offline marketing rules



Implementation – Compliance and Regulatory

Objective
• Seamless end to end 

execution, with minimum 
customer inconvenience

Complications
• Signature free application 

process 

• AML Requirements

• The Paperless customer• The Paperless customer

• Business Replacement 
Requirements

• Consumer Protection Code 
2012

• Onerous declarations

• Reading the literature

24
© 2012 The Actuarial Profession � www.actuaries.org.uk



Implementation – Application Design

Objective
• Seamless end to end 

execution, with minimum 
customer inconvenience

Complications
• Simplicity versus enforcing 

customer understanding 
and obligations

• Sales and risk • Sales and risk 
management

• IT expertise relates to B2B 
and application 
processing, not D2C needs

• Quote then underwrite or 
vice versa?
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Implementation – Underwriting and disclosure

Objective
• Seamless end to end 

execution, with minimum 
customer inconvenience

Complications
• 3-7 answers <> 3-7 

questions

• Customer comprehension

• Back testing requirements

• Simplicity versus 
disclosure and importance

• Online underwriting

• A new customer type –
Straight through 
processing despite “rating”
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Implementation – Assumption Considerations

Consider the impact of:

• Product design restrictions

• Underwriting process

• Sales Process and 
Distribution points 

Areas of consideration:

• Acceptance Rates

• Mortality

• Lapses

• ExpensesDistribution points 

• Expected customer socio-
economic group

• Expenses

• Average Premium

• Average Cover levels
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Implementation – Customer Premium

What is the right premium to charge the 
customer?
• Initial instinct - the premium should be higher than a 

standard product, if underwriting is somewhat weaker

But…..
• Are there expense and remuneration savings?• Are there expense and remuneration savings?
• Risk is only one of a number of factors determining 

customer premiums

Plus….
• Higher relative premiums risks losing “good” lives
• Customer research - customers expect premiums for 

online products / simple products to be lower
• Compliance product overlap obligations – premium 

differentials potentially raise issues for in branch 
processes
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Implementation – MIS / Controls

Considerations
• Perceived “weaker” entry 

restrictions

• New product and process

• New distribution

• Leakage / cannibalisation 

MIS / Controls
• Copy of answers

• Welcome call

• Backtesting

• Sales monitoring
– Customer Mix• Leakage / cannibalisation – Customer Mix
– Underwriting Mix
– Cross check versus standard 

review customer base
– Agent attached to each sale

• Client centric view

• Google Analytics

• Customer Research
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Implementation – The Final Position

The positives

• Single web delivered process

• Completely automated, end to end delivery

• Modular functionality supports partners 
variancesvariances

• Significantly simpler process for customers

• Customer has cover immediately

• Customer value proposition
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Implementation – The Final Position

The negatives

• Roll-out to Bank partners seriously 
impacted by banking industry conditions

• The process feels B2B rather than D2C

• Process feels compliance and declaration 
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• Process feels compliance and declaration 
heavy

• Decision not to support directly through 
offline marketing

• Not available through www.irishlife.ie yet



The Now – How is it going?

• Sales behind target
– Slower than planned roll-out

– Difficult Irish banking 
environment

– Not on irishlife.ie yet

Landing Page 100%

• Building up customer 
reaction
– Outbound marketing 

campaigns

– Google analytics positive 
feedback
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Completion 4%



The Now - Lesson learnt

• Customer research is key

• Making something simple for customers, can be 
complicated

• Deviating from the norm and pushing people outside their 
comfort zones results in a slower delivery process

• It is important to have the all the stakeholders involved 
early and often.
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The Future

• Deployment
– Bank online and in-branch 

roll-out
– www.irishlife.ie
– Targeted outbound DM 

campaigns 
– Online marketing – Online marketing 

• Learn and Develop
– Customer Research
– Introduce an execution-

only Click and Chat / Tele-
support function

– Simple Cover 2.0
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Questions or comments?

Expressions of individual views by 
members of The Actuarial Profession 
and its staff are encouraged.

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