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SMART PEOPLE

BUDGET

home insurance
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...current
experience of
buying life
insurance...
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Life products are overcomplicated with
unnecessary jargon...

Guaranteed

Insurability _
Options Guaranteed, reviewable and

renewable premium options

_
v ¥

h, Accelerated or
/_\ standalone critical illness
/

Waiver of
premium B
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Only 10% of the market buy online
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peace of mind

security
reassurance
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It may be in the interest
of some to have
complicated products
and terminology

People aren’t buying
online because it’s
too difficult
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People don’t buy life
insurance because
they're told they
need lots of it

People don’t want
to affect their
existing lifestyle
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Customer research

30% of

pielolo o Terrible

experience

Issues with
trust

prepared
to buy
online More
confident

e Don’t
Think it’s understand
too the

expensive product
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What customer say....and what they do!

/" 5.2m adults state they intend to
r purchase in the near future

y 1.7m policies bought ]
annually |

4 150,000 policies )
L bought direct /via '
aggregators i

e
—

Source: TGI, 2012/ YouGov, 2012
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BEAGLE STREET

Price | Simplicity | Ease of use
Help when needed

Our offering

Term Insurance Critical lliness
. Full online
No medicals
assessment
Through in 15 minutes
With a good

customer experience -

I

59,

)

©)
=
=
=]
=3
0]
=5
=)
(o]

Institute
and Faculty
of Actuaries

[~




Right-partners
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How we approached Price

Distribution

22 May 2013 7
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Your quote

Your quc

The quote we've supplied so far is a quick quote. To provide a final quote we
need a little more information about you, your health, occupation and lifestyle.
This will take about 10 minutes, you can save your information at any point and

complete it later.

Let's start by making sure you're happy with your quote for

£150,000 Life insurance
over 15 years # change

@ 0800 058 2929

® ® @ ® @]
£130,000 £140,000 £150,000  £160,000 £170,000

for anly for only

£5.39 £5.66

per month per manth

for only for only

£6.19 £6.46 H:l '
per manth per manth

BEAGLE STREET

B2 orsave itfor later

22 May 2013

29

You can add the option of critical illness cover from 10% to 100% of the
value of your life cover and, if you have children, the option of critical illness

cover for them__.

Life insurance

£150.000 Change
15 years (Level term) paid in the event of death

Enhance your cover by adding
Critical illness @
£15,000 Change

Faid in the event of serious ilness

Child Critical illness @
£3,750 Change
Paid in the event of serious iiness of your children

Policy start date
10/05/2013 Change

£593

per month

£1.97

per month

£0.07

BEAGLE STREET
£5.93

‘Your quote is valid until 15/05/2012

22 May 2013
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Our positioning principles

Modern

Democratic Instant

289,
/ u\
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Where are we today?

m Fair proportion is
s Direct
market

Fulfilling needs of self-directed

Customers &
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Next steps

More people through the journey =
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Our next focus

Next steps

Bring in new customer types

Our next focus

and evolve
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Continue
to talk to

Next steps
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The future

Life insurance distribution will

change dramatically

The customer journey
Is always

evolving

over multiple devices
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Beagle Street - the reinsurance
partner

Distribution

v

License

e

| | Administration

Institute
i« A% and Faculty
S0 | of Actuaries

Global perspective

Europe
Spain Ireland Great Britain France Germany Italy Sweden
America Madrid Dublin London Paris Hannover Milan Stockholm Asia
Canada Bahrain
Toronto L Manama
South Korea
J Seoul
USA =
Charlotte L o l Japan
Denver -w
New York ey s
Orlando " - China
T Hong Kong
i
Taiwan
Mexico Taipei
Mexico City
a India
Colombia Mumbai
Bogota
Africa Australia Malaysia
Brazil South Africa Australia § Kuala Lumpur
Rio de Janeiro Johannesburg Institute
and Faculty
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M Non-life reinsurance M Life and health reinsurance Il Composite
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Polarised purchasing

Cheap (price) Nicest (quality)
Function Feature
Convenience Either/ Choice
Or
Ethics Selfish
Anti-corporate Affluenza
) 24§§ Institute
TV dinner and plonk Big night out i{%\ and Faculty

The role of brand varies

Consumers less loyal leading to

brand dilution

Adopting new technologies
facilitating

easy market entry

Strong and established direct
channel with

brand dilution i
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Growth of the online insurance customer

Percent of consumers buying online

| UK

B9 |

Germany

France
[ 5%
0% 1000 200%

@

Current [l Motor
I Home

23%

300 400 500 6000 TO 80 90 100%

Next 12 months* [l Motor
M Home i;kg
l i m »\
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Source: Accenture Multi-Channel Distribution Consumer Survey 2010?

It's not only

what you buy but how you do it

“Are you comfortable buying the following online?”

None of these

A house

A car

Personal Insurance (life, critical illness)
Phones

Grocery shopping

Gas/ Electricity

General Insurance (house, car, pet)
Clothing

Holidays/ Travel

Books/ CDs/ DVDs

* Online confidence is
stronger for impulse and
lower risk purchases

» Consumers are less
confident using online
for longer term/more
complex purchases

— yet 31% were
comfortable buying
personal protection online

0%

i;§

10% 20% 30% 40% 50% 60% 70% 80% 90% ,J “\
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The Syndicate: Where are we on the consumer’s radar?
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Online shopping attitudes

“Are you comfortable purchasing the following online?”

50%

40%

30%

20%

- ] .:

%

18-24 25-34 35-34 45-54 55-64 65+
Confidence in buying Personal Insurance
online by age M
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"»@»\ and Faculty
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The Syndicate: Where are we on the consumer’s radar?

Online shopping attitudes

“Which of the optional insurance covers do you see as essential?”
(Top 3)

Mobile phone insurance

Pet insurance

Appliance breakdown cover

Income Protection insurance

Private medical insurance

Critical lliness insurance

Travel insurance

Life insurance

None of these

0% 10% 20% 30% 40% 50% 60% .
AN 1

N
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The Syndicate: Where are we on the consumer’s radar?
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Consumer sentiment around buying
protection

» Despite relatively low saturation in the personal protection market, 75% of
consumers believe they have sound knowledge of the benefits when making a
purchasing decision

 Information overload and negative connotations around insurance — make the
shopping experience more daunting for the consumer

» Lengthy application process and jargon have a negative impact on consumer
engagement

» With lack of post purchase communication and price leading the buying
decision — the opportunity for loyalty is missed

» R
B

LNk
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The Syndicate: Where are we on the consumer’s radar?

Vital factors

» Easy to understand product
information (benefits and exclusions)

* 50% are more likely to buy short term
policies (e.g. 1-5 year)

* Over a third expect to gain a quotation
price online in 2-5 minutes

|

LNk
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The Syndicate: Where are we on the consumer’s radar?
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The price ceiling

e Consumers are rarely willing to pay more
than £20 a month for protection insurance

— 46% of consumers were willing to pay up ‘BETTE
to £20 per month for protection products ,F

e PMI was the only product where the BEST PH'CE'

consumers were willing to stretch slightly
more to £30 — what is it that people value
more?

< Price has become an overriding decider over

cover
 Distribution under pressure to deliver “the T _
” . 2 Institute
best deal” to secure business R\ | and Facuity
"* /G’ of Actuaries

The Syndicate: Where are we on the consumer’s radar?

Target market ‘% \ ¢ ?
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Simple by design

Access
Ensuring we address key distribution challenges by consumer segment
touch point

Inclusion
Endeavouring to spread the benefits of insurance by expanding the scope
of coverage to more people

Certainty
Designing and pricing 'real' insurance products that deliver on their promise

Institute
and Faculty
of Actuaries

Simple is as simple does

Transparent terms with

one standard exclusion

Affordability and value for money through a

broker standard journey

Comprehensive cover with conditions
which add value

and no more PR

(e
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Simple journey via complex rules

e Complete rules review and rewrite to achieve
target STP with minimal target drop off

e Screen wording and help text production
< Offline help and journey scripting
* Agile rules development

« 3 major rules updates

R

AL
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and Faculty
of Actuaries

lterative process

PD, pricing, journey

lead by
customer

feedback and journey

DATA
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Product and price flexibility

Your quote

BEAGLE STREET

Life insurance

BEAGLE STREET
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and Faculty
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Building rapport

P Product simplicity does not guarantee true understanding and recollection of product benefits
— engagement and involvement at the point of purchase as well as post purchase
— raising the profile of protection in the eyes of the consumer — bring it into the day to day life
— need to review the way benefits are explained, product names and the use of jargon
— challenge assumptions around the need for insurance

— bring insurance into the range of solutions considered by consumers when addressing their financial
vulnerability

» Professional advice is not a preferred route for all
— consumers want to feel in control of their purchasing decision
— happy to research online; confide in family members and close friends for advice

— 31% were happy buying online; D2C and advised sales both have their role to play

> S
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The Syndicate: Where are we on the consumer’s radar?
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Building rapport

« Consumers of tomorrow are still lacking experience of personal protection

— need to change focus from traditional buying triggers (house buying) and move towards a needs based
approach

— an existing expectation of value for money and service standard influenced by online purchasing needs to
be put into context of personal protection

— combat perception of insurance being a luxury people can't afford and that the products are too
expensive

* Over reliance on Savings needs to be addressed
— Saving is important but current levels are insufficient to cover recreational and “rainy day” needs

* Brand loyalty — a matter of trust
— 67% would be less likely to cancel a protection policy if the provider valued their loyalty

— Once trust is established a deeper relationship can be established through tailored communication.
Starting with choosing the right product to avoid disappointment at the point of claim.
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The Syndicate: Where are we on the consumer’s radar?

Moments of truth

Paying valid claims

promptly
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BEAGLE STREET
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