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WTO, AEC

GATT — General Agreement on Tariffs and Trade (1 Jan 1948)

H 9 Y
APEC — doamslt APEC dluilsemnauiimsauazmsasnulaodiavysainuy (Taelusidenavanalaqneau) aeluil a.q.

2020

AEC - liberalisation by 2015 (Brunei, Cambodia, Indonesia, Malaysia, Philippines,
Singapore and Viet Nam)

ASEAN Leaders declared that the ASEAN Economic Community (AEC) shall be the
goal of regional economic integration by 2020.
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expectations, o e
Blockehain Software-Defined Security
Autonomous Vehicles
PR ol e Nanotube Electronics
Gesture Control Devices Q Software-Defined Anything {SDx)
| loT Platiorm
Commercial UAVs (Drones)
Affective Computing
|Smart Data Discovery

Virtual Personal Assistants
Brain-Computer Interface
Converssﬂmql User Interfaces
Volumetric Displays

Smart Workspace

Personal Analytics

Quantum Computing

Data Broker Paa$ (dbrPaa$)
Nwmcwon Brokering Virtual Reality

| 802.11ax

General-Purpose Machine Intelligence
4? Printing —<7

Q Natural-Language Question Answering

2 Enterprise Taxonomy and Ontology Management

Smart Dust £
As of July 2016
Peak of
Innovation Trough of Plateau of
Inflated Sl f Enlight t
Trigger Expectations Disillusionment ool o Productivity
time o
Years to mainstream adoption: obsolete

Olessthan2years O 2toSyears @5t 10years A morethan 10 years @ before plateau
Sourcec Gartner (ky 2016)
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Figure 1. Hype Cycle for Insurance Technologies, 2005

Visibility BPM Tools

A

Key: Time to Plateau

; . O Less than two years
Claims Management Solutions
Product Configurators/Development Tools O Two to five years

Electronic Signatures
ICM/Commission Technologies

Mobile Applications — Consumer

Mobile Applications — Corporate

@ Five to 10 years
Distributor Extranets

£\ More than 10 years

Reinsurance E-Marketplaces

Geographical Information Aggregation

Systems Solutions
Wireless Glaims Applications Chip-Based
! ; Cards for
Advanced Fraud Detection Clai Pavout
and Analysis Technologies Ims Fayo

SEMCI Models

Network Identity Business Rule Engines

Management Data Mining and Business Intelligence

Corporate Performanc

Management Solutions Document/Content Management

XML
Insurance-Specific CRM Solutions

Automated/Exception-

Telematics Based Underwriting Tools

Enterprise
Resource
Management
) ) . Tools
Claims Animation As of February 2005
Technology Peak of Inflated Trough of Slope of Plateau of
Trigger Expectations Disillusionment Enlightenment Productivity
Maturity
Acronym Key
BPM business process management ICM incentive and compensation management
CRM customer relationship management SEMCI Single Entry Multiple Company Interface

Source: Gartner Research (February 2005)
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Gartner Hype Cycle Digital Insurance Trend 2013
On the Rise

P&C Insurance App Stores
Web-Based Sales Platforms
Peer-to-Peer Insurance Business Models
Real-Time Operational Intelligence
Big Data

Digitalization

Gamification

Case Management Solutions
Customer Experience Management
Next-Generation Portals

Agency CRM SaaS

Agent Portal Solutions

Aerial and Digital Imagery

eEG7 Standard

Underwriting Workstation
Microinsurance Solutions
Insurance Data Models

P&C Insurance Policy Administration/Management SaaS
Takaful Solutions

Modular Core Solutions

P&C Insurance BPO

Customer Communications Management Solutions

Gartner Hype Cycle Digital Insurance Trend 2014
On the Rise

P&C Insurance App Stores
Pricing Optimization Solutions
Peer-to-Peer Insurance Business Models
Web-Based Sales Platforms
Video Chat

Cross-Channel Analytics
Gamification

Quantified Self

Augmented Reality Applications
Automobile eCall

Big Data

Customer Experience Management
Loyalty Marketing

Virtual Assistants in Insurance
Case Management Solutions
Data Science

Internet of Things in Insurance
Social Analytics

Crowdsourcing

Aerial and Digital Imagery
Agent Portal Solutions
Mashups

Wearable User Interfaces
Digitalization

Analytical In-Memory DBMS
Digital Marketing
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Gartner Hype Cycle Digital Insurance Trend 2015
On the Rise
Artificial Intelligence
P&C Insurance App Stores
Commercial UAVs (Drones) for Insurance
Connected Home
Multichannel Sales Platforms
Pricing Analytics
Autonomous Vehicles
Billing as a Service (BaaS)
Peer-to-Peer Insurance Business Models
Real-Time Operational Intelligence
Gamification
Customer Experience Management
P&C Data Platforms
Underwriting Workstation
Aerial and Digital Imagery
Big Data
Case Management Solutions
Microinsurance Solutions
Takaful Solutions
Agent Portal Solutions

Gartner Hype Cycle Digital Insurance Trend 2016
On the Rise
Microservices
Smart Machines
Software-Defined Architecture
Digital Data Services
Blockchain
Design Thinking
Commercial UAVs (Drones)
10T Platforms
Pricing Analytics
Video Chat
Multichannel Sales Platforms
Data Science
Loyalty Marketing
Augmented Reality Applications
Gamification
Virtual Assistants
Quantified Self
Customer Experience Management
Peer-to-Peer Insurance Business Models
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Social

SMACIT:
Disrupting
your business

k3
Internet

of Things

s Center for Information Systems Research (CISR)
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Digital Marketing Capabilities Roadmaps, 2013-2016

IT and Marketing Leaders at More Than 100 Organizations Worldwide Benchmarked the Adoption of 96 Digital Marketing Capabilities

Capabilities by Mainstream Adoption Timeline, Value, and Primary Marketing Objective
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MARKETERS FACE A PROFUSION OF DIGITAL MARKETING CAPABILITIES

Representative List of Digital Marketing Capabilities

T T TR T

1. Augmented Reality 17. Automatic Language Switching 31 Custom Social Metworks 42 Dynamic Content

2. Dymamic In-Game Marketing 18. Behavioral Marketing 32. Multichannel Content Creation 43, Live Content

Z. Dynamic Mobile Coupons 19. Competitive Ad Tracking 33 Social Content Aggregation 44 Publish-to-Social
w 4. Location-Based Advertising (LBAY 20 Dynamic Keyword Recognition 24 Social Customer Service 45 Responsive E-Mail Design
@ 5. Marketing Within Apps 21. HTMLS 35 Social Display Advertising 46, Send-Time Optimization
E &, MMS Marketing 22 Live Video Chat 36 Social Gaming 47 Share-to-Social
E 7. Mobile Display Advertising 23 Multiplayer Web Gaming 37 Social Graph Ad Targeting 48 Spam Filter Diagnostics
U B. Mobile Loyalty Cards 24, Multisite Content Management 38 Social Lead Management 49 Subscriber Management
E Q. Mobile Rich Media Advertising 25 Persistent Web Gaming 29 Social Search Optimization Cptimization
E 10, Near Field Communications {NFCY 26. Predictive Behavioral Targeting 40 Tailored Sccial Administration 50. Subscriber Segmentation
0 1. QR Code Marketing 27. Rich Media Advertising 41 User-Generated Content Curation 51. Subscription Snoozing

12. Second Screen Advertising 28 Site Content Monitoring 52. Transactional Sending

13. SM5 Marketing 29 Social Plugins

14. Static In-Game Marketing 30 Web Gaming

15, Static Mobile Coupons

16, Two-Way Messaging

T—— arkting nabic i

Marketers are experimenting

53. Dlgil.:al Re;eipts 7. Cc:llaborative.ﬂpproval Management a1 Advance_d Displ.a'_..r Attril:uuticn with hundreds of digital
~ 54. Flexible Pricing B8 Data.lntegmtlon . 82 Ccn\r@rsmn.DpFlmlzatan ] marketing capabilities to
@ 55. In-Stream Payments &9, Distributed Campaign Management 23, Data Visualization reach thelr objectives.
= 56. Multistore E-Commerce 70. Events Management 24.E-Mail Engagement
o 57. Personalized Design 71. Interactive Videco Management 85, Eye Tracking
E 58. Product Recommendation Engines 72 Marketing Dashboards 86. Google Big Query
8 58. QR Code Offers 73. Marketing Technology Roadmapping 27, In-Database Analytics
E 60, QR Code Payments 74, Marketing-5ales Collaboration 28, In-Memory Analytics
= El. Real-Time Cffer Management 75. Multichannel Campaign 29 In-Store Customer Tracking
E E62. Remarketing Management 90. Mobile App Analytics
=1 E£3. Responsive Store Design 76. Rapid Interface Prototyping 91. Mobile Web Analytics
g' 64 5M5 Payments 77 5aa5 CREM Sclutions 92, Multichannel Attributicn Modeling
w B5. Social Storefronts 78. 5aak Digital Asset Management 33 Multichannel Experimentation
6. Universal Cart Checkout 79. Social CRM 94, Predictive Marketing To view the definitions of these
80. Third-Party Plug-and-Play 95. Social Media Sentiment Analysis digital marketing capabilities,
6. Unstructured Data Analysis see the Appendix on pp. 82-90.

Sowca: CEB 2013-3016 Digital Markating Capabilitas Survey
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Companies appear to build silos of connectivity
instead of a digital services platform

B

Product
Data 2

Product
Data 3

Operational

Backbone

What are the implications of this approach to APIs?



amauds:modmnansing
e

INDUSTRIAL AGE INFORMATION AGE DIGITAL AGE

Defined Industry Boundaries
Single-Purpose Products

Competition as Zero-Sum Game

Producer + User Roles
Buying Economy

# Innovation
m Effectiveness

m Efficiency

——CHANGE AND DISRUPTION—»

B Automation

Adding
Machine

Teletype

1940 1945 1950 1955 1960 1565 1970 1975 1580 1985 1590 1995 2000 2005 2010 2015 2020 2025 2030

Punch Cards |

IBM 305
RAMAC Boomer Millennial

Evolutionary p.— Revolutionary —>

Strategic Cooperation P
T

Artificial
i Intelligence

Blockc_in I

ey
Market Shift

| Vehicles
| Wearables |
SOA

PCs | Internet

Open
Source Mobile

Client-Server_ '
Mainframe |

Calculators |

When generations turned 18 New Technologies Market Characteristics

Source : tweeter
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Digital Strategy
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MIT CISR Annual Research Forum

Transforming Your Business: How
Big Old Companies
Become Digital
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The digital economy is driving organizational redesign

Divide &
Conquer

In the pre-digital economy
we architected for efficiency

In the digital economy
we architect for agility

Empower ,
& Partner . |

How do we design for agility?
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The outcomes to expect

from a successful digital strategy

Customer
Engagement
Strategy

Marketing/Sales
Driven Digital Strategy

Seamless across all channels and consistent
across sales and servicing

Responsive to changes in customer expectations »

Engages customer in a personalized relationship, »
differentiated by customer segments,
supported by deep insights

Connects customer with related community when desired »
Differentiated from customer experience at competitors »

R&D Driven
Digital Strategy

Integrated to provide a customer solution
Responsive to emerging opportunities in the market
Enriched with meaningful information and insights

Seamlessly includes partner products and service
as appropriate

Differentiated from competitor products

Companies tend to have neither or both of these sets of outcomes.

Source: Survey of 171 senior executives, August 2016.
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An operational backbone is table stakes
for your digital strategy

Marketing/Sales
Driven Digital Strategy

Source: Ross et al, “Designing Digital Organizations,”
MIT CISR Working Paper Mo. 406, March 2016.

Customer Digitized
Engagement Solutions
Strategy Strategy

Operational
Backbone

Operational Excellence

R&D Driven
Digital Strategy
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Execution of digital strategy 7
depends on digital capabilities b

Agility and Innovativeness

Digital
Services
Platform

Marketing/Sales S wuasd R&D Driven

Driven Digital Strateqgy

Engagement Solutions
Strategy Strategy

Digital Strategy

Operational
Backbone

Operational Excellence
Source: Ross et al, “Designing Digital Organizations,”
MIT CISR Working Paper No. 406, March 2016.
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A digital services platform grows organically

The digital services platform is like a
coral reef

» Facilitates rapid innovation and
responsiveness to new market
opportunities

» Incorporates repositories
of data for analytics and analytics
engines

» Includes a store/catalog
of digital components like apps,
microservices, partner offerings

Can you architect a digital services
platform (i.e., a coral reef)?

Source : MIT — Enterprise Architecture for Digital Companies
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What is digital business transformation?

Integrated Experience Future Ready
v = Customer gets an (simulated) integrated * Both innovative and low cost
g experience despite complex operations * Great customer experience
- = Strong design and UX * Modular and agile
§ E * Rich mobile experience including * Data is a strategic asset
2 @ = purchasing products * Ecosystems ready
|
g =
X2
&
E 9 Silos and Spaghetti Industrialized
1]
% = E = Product driven * Plug and play products/services
= 0 = Complex landscape of processes, systems + Service enabled ‘crown jewels’
o =}
ﬁ and data * One best way to do each key task
s * Perform via heroics * Single source of truth

Traditional Transformed

Operational Excellence
Improving cost to income ratio

Source: MIT CISR 2015 CIO Digital Disruption Survey (N=413 and 2016 interviews) and 2016 company interviews. Customer Experience=effectiveness on customer
knowledge+omnichannel capability+customer experience projects+customer experience performance. Operational Excellence=effectiveness on automation and
employee productivity projects+% of core capabilities with APIs+cost of operations performance. Quadrants are splits at 2/3 along each axis.

Source : MIT — Enterprise Architecture for Digital Companies
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The four pathways to Future Ready

Integrated Experience Future Ready
e * Customer gets an (simulated) integrated * Both innovati cost
E ' - , s reat custo nce
..E + Wrong design and UX * Modular and
v E ch mobile experience including purchasing ta is a strategic asset
E - B ucts
FE:
o o
s
W
@ o s and Spaghetti
ES ’
S £ B * WPpglict driven
g s landscape of pgbcesses, systems abled ‘crown jewels’
o g ] . ay to do each key task
5 vj§ heroics * Single source of truth
=

Traditional Transformed

Operational Excellence
Improving cost to income ratio
The lines are the transformation pathways.

Source: MIT CISR 2015 CIO Digital Disruption Survey [N=413) and 2016 company interviews. Customer Experience= effectiveness on customer knowledge+
omnichannel capability+customer experience projects+customer experience performance. Operational Excellence =effectiveness on automation and employee
productivity projects+% of core capabilities with APIs+cost of operations performance. Quadrants are splits at splits at 2/3 along each axis.

Source : MIT — Enterprise Architecture for Digital Companies
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The four pathways to Future Ready

Integrated Experience Future Ready

=
[ ']
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Source :

S§os and Spaghetti

Industrializeg
. ;

Traditional Transformed

Operational Excellence
Improving cost to income ratio

MIT — Enterprise Architecture for Digital Companies

Choose a Pathway

. Where are you today on business digital

transformation?

. Move right on path 1 if your customer

experience is ok (e.g., NPS around industry
average).

. If you can’t wait to improve your customer

experience (e.g., NPS is below industry
average or new scary competitors), then
move up on path 2.

. If you can’t wait to improve customer

experience but can do a few initiatives that
make a big difference (e.g., build a great
app), start with those and then focus on
operations—and repeat in small steps, say
120 days each—on path 3.

. If you can’t see a way to change the culture

of your company and its customer
experience and operations fast enough to
survive—build a new company using path 4.
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How companies become agile and innovative

Performance
Outcomes

) PROFITABILITY

Governance Capabilities Digital Outcomes

Service OWNer =————p Digital Services
Accountability == Platform
Customer Digitized
: —
Agile De":';p":"t  —— Linkages > Engagement Solutions
evips — Strategy Strategy
PA I_|g|!:_n e':.t & Operational
rioritization ,
Processes

Backbone
y, INNOVATIVENESS

Source : MIT — Enterprise Architecture for Digital Companies
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5.0

Automates repititive business processes

Accesses single source of truth

Supports seamless end-to-end transaction
processing

Provides visibility into transactions

Ensures reliable, stable, secure operations

Is architected in a modular way

Sourca: Survey of 171 senior executives, August 2015, Respondents were asked to describe these characteristics of their digital foundations on a scale of 1 (not at all) to 5 {best in
class). High and low performers represent top and bottom quartile on 2 measures of apility and 2 measwres of innovativeness.

Bottom Performers
Top Performers
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1.0 15 2.

Repository of reusable biz services
Repository of reusable tech services
Supports partner created services

API accessible to external partners

API accessible to internal partners
Repository for analyzing sensor data
Repository for analyzing social media data
Leverages a cloud-based platform (PaaS)

Leverages open-source software

Facilitates expenments A/B testing

0 25

20

22

19

22

3.0

3.0

3.0

3.5

3.9

3.3

3.3

3.2

3.4
3.9

3.9

4.0

45

50

Source: Survey of 171 senior execufives, August 20H8. Respondents were asked to describe these characteristics of their digital foundations on a scale of 1 (not at all) to 5 (best in class). High and

lowr performers represent fop and bottom guartile on 2 measures of agility and 2 measures of innovativeness.

Bottom Performers
Top Performers
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Key characteristics of digital linkages

1.0 20 3.0 40 2.0

Allows digital services to access customer master data

Bottom Performers
Top Performers

Allows digital services to access product master data

Links digital services to our transaction processing
systems

Source: Survey of 171 senior executives, August 2015. Respondents were asked to describe these characteristics of their digital foundafions on a scale of 1 (not at all} to 5 (best in class). High and
low performers represent top and bottom quartile on 2 measures of aglity and 2 measures of innovativeness.
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To become digital, Lego’s platforms
expanded beyond operational excellence

OPTIMIZATION INNOVATION

(Operational Backbone) (Digital Services Backbone)
Supply Chain

Open IT (Cloud)

Manufacturing

Engagement

Source: Andersen and Ross, “Transforming the LEGO Group for the Digital Economy,”
MIT CISR Working Paper No. 407, March 2016.
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Ping An Direct — Customer Centric Digital Transformation initiative

Ping An Direct is an initiative started by Ping An Group -
in 2014 to capitalise on the potential of digital. The ( \! w

Business Unit is a digital retail financial service
business providing insurance (P&C and Life), personal u

financing and investment products through 3
telemarketing. internet, mobile apps and social

Customer Intelligence is at the core of Ping

media. Ping An Direct is now the market leader with An Direct’s profitable h engine and

14.7Mn customers and 50,000 employees. they have built a best in class customer
Started as a channel development business unit in intelligence and data analytics capability In
2004, it has since evolved into the largest digital sales china.

ecosystem in China for Ping An Group. Today. Ping An

Direct provides Chinese consumers with an array of financial services products including
motor insurance, non motor insurance, life insurance, personal loans, and investment
products through a wariety of online channels such as internet., mobile, social media.

telemarketing and smart ATM's.

Ping An Direct has a mature marketing platform that includes tools for big data analytics.
customer & behavior segmentation., dynamic pricing, scoring and propensity models.
Customer Intelligence is at the core of Ping An Direct's profitable growth engine and they

have built a best in class customer intelligence / data analytics capability in China.

- See more at: initiative/#sthash.JzM5xQI5.dpuf


http://www.the-digital-insurer.com/dia/ping-an-direct-customer-centric-digital-transformation
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Ping An Direct: Our Journey to Customer Centric Digital Business Transformation

PAD Integrated Architecture

>

CUSTOMER
Mon-financial Auto and Mon Life (Life & Loan Digital Wealth CD;HMU
business Auto Digital Accident) Market Place Management - - CUSTOMER
Digital Market § | Market Place Digital Market Digital Market NITIES RELATIONSHIP
Place Place Place MANAGER
| | | | | |

Integrated sales & services channel— internet + mobile + customer relationship manager

Wealth Mgmit m“
s B9 @R
o [

COMPLETED BY
end of 2014

A

Payment Credit Card | Consumer Fin
Services Services Services
Ping An App Store:

=
World
PR Health

Consumer
Products

[}

1

|

i Retail

! Distribution & Customer Centric Sales & Service Workflow Capability

E Service Capabilities

1

| Customer . »

| Intelligence Piatform CRM / CVM/ Big Data Capability

I -

i = :‘am Integrated risk management, pricing and underwriting capability

! Business Payment CreditCard  Consumer Fin  Wealth Mgmt P&C Life Health Consumer
! Operational Platforms Platform Platform Platfarm Platfarm Flatfarm Platform Platform Prod. Plat

STARTED in June
2013

Credit Card | Consumer Fin | Wealth Mgmt

Senices Senaces

Services

PEFEZ PINGAN 7

PaC Life Health Consumer
Products

YETHIA
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WORLD
ECONOMIC
FOQRUM

S

The industry has been slowly evolving over the past couple decades, adopting
customer centric innovations from other financial services functions

What are the core capabilities of insurers today?
* |nsurance is typically considered one of the functions within financial services where the adoption of innovation has been the slowest

*» However, over the past decade many innovative practices such as digital channels and process automation have been gradually adopted by many
insurers. This has been espeacially true in personal lines of business while large commercial lines have continued to focus on establishing a “personal
touch”™ across the value chain

» Traditional broker / agent in-person distribution faces
significant competitive pressures from digital channels
in personal lines

* Distribution partnerships with banks and retailers
through white-labelling and over-the-counter products
have become increasingly popular

* In some geographies, customer-centric high-touch services
have emerged to provide differentiated claims experience
(e.g., rapid response teams)

* The adoption of digital channels has begun to replace manual
time-consuming processes to empower customers and / or
workforce

R&D/ Product Risk Capital &
Investment

Distribution Underwriting

Manufacturing Y—

* |Innovation labs within insurance = Advanced statistical models are being = Insurers traditionally deploy their own

companies are being established to
combine brand and product managers
with technological and analytical
resources

Mew products increasingly require
integration with 3rd party data providers

Source : World Economic Forum

deployed to understand the correlation
between measurable factors and risk
(actuarial) using historical data

A large portion of pricing risks with
collected data (underwriting) has been
automated over the years to improve
accuracy and speed, especially with the
advent of out-of-box solutions

capital and premiums collected to
reserve funds for future claims and
invest the rest in various classes of
assets to earn investment income. They
also reinsure a portion of their business
to reduce exposure to catastrophic nisks
The amount of reserve capital required
and allocation of investment assets
allowed are mandated by regulatory
bodies and limits insurers’ underwriting

capacity
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A number of emerging forces will lead to pressure on the insurance industry P

across the value chain (1/ 2)

3
IMPROV NG THE STATE
OF THE Wi

Key pressures across the insurance value chain

Advancing technologies, changing customer preferences and the market landscape are enabling a number of innowvations and trends, which create

pressure across the insurance value chain

e-Aggregators
Online aggregators that allow customers to
compare prices and purchase insurance
products online may displace traditional
distnibution channels as customer
preferences change and more insurance
products are commaoditised (e.g., UK P&C

Entry of tech players

Technology providers with brand
recognition and trust surpassing financial
institutions may enter the insurance
distribution market, leveraging their
extensive data and distribution capability.
Google acquired a UK e-aggregator
BeatThatQuote charging insurers up to $54
per click

market)
I

Product

Distribution

Go Slc amazon

Underwriting

Manufacturing

S 9O
)
Meroedes-Bens

Self-driving cars

A

Fully or partially self-driving cars are
emerging leveraging smart sensors,
connectivity and machine-to-machine
communications. This will considerably
reduce the risks associated with driving and
ray shift the principal of insurance from
dnvers to manufacturers

Impact on all Insurers

Source : World Economic Forum

.
e {9\ airbnb T O £p Getaround

Sharing economy

As sharing economies emerge from pay-as-
you-go rentals to shared vehicles and
houses, the concept of ownership may
radically change, challenging traditional
insurance models developed based on one-
to-one ownership structure

Impact on PA&C insurers

Securitization

Insurance linked securities such as
catastrophe bonds are infroducing new
pools of capital providing fully collateralised
coverage to insurers, outside of traditional
re-insurance and insurance pools

|™ Leadenhall l[‘hk.ﬁlrfh ¢ -

Risk Capital &
Investment
Mgmt.

K] . .
. [RIPLEPOINT r;[-:;_h T S|lAIC

[T

Entry of hedge funds

Driven by a low interest rate environment
and access to premiums, hedge funds and
alternative sources of capital are moving
closer to the insurance value chain by
setting up reinsurers, providing additional
funding options for insurers

]
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As the result, the insurance value chain will be increasingly disaggregated in the
future, changing the nature of the insurance business

Key characteristics of the future state insurance value chain

R&D/ Risk Capital &

Product Distribution Underwriting Investment
Manufacturing Mgmt.
Disaggregation of Distribution Commoditization of Risks Decoupling of Capital
e-Aggregators and technology providers could As properties (home and auto) become safer A larger proportion of investment risks will be
disaggregate the distribution of personal and and sharing economy homogenises rnsks, transferred outside of an insurance company as
small commercial policies and the ownership of  individual nsks will be increasingly standardised  more alternative providers of capital (e.g., hedge
customer relationships from insurers and commoditised funds) offer cost-effective opfions
=  Customer loyalty to insurers will decrease = The importance of actuarial and = Growth of insurers will be less constrained
as aggregators create distance between the underwriting capabilities will grow as other by their access to risk capital
individual and their insurer parts of the value chain are disaggregated = Increased underwriting capacity, transfer of
= Erosion will occur in the competitive = [nsurers’ margins on personal and small catastrophic risks and commoditisation of
advantages from existing retail channels commercial products will decrease risks may lead to decreased impact of
(2.g., agent force, brand) insurance cycles

How will disaggregation across the value chain change the insurance landscape in the future?

Source : World Economic Forum
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Smarter, cheaper sensors Internet-of-things

Drivers behind the emergence of connected devices

Communication protocols

Advanced analytics

1. Connected Cars 2. Connected Homes

= Run on operating systems (apps can be =
installed) and are connectad to the internet

Monitor key metncs (e.g., temperature) and
automatically modify the environment
accordingly based on leaming

Identify nsk factors (e.g., smoke) and take
adequate actions for prevention / triaging

= (Gather and transmit information on every
part of the vehicle =

= Communicate with other cars to prevent

Innovations creating potential opportunities for the connected insurance model

3. Connected Lifestyles

= Quantify, track, monitor and manage daily
activities through wearable devices

= |dentify trends, patterns and
recommendations based on quantified data

= Measure, track and analyse vitals relevant

accidents = Communicate with the environment to adapt for specific conditions and illness
to surrounding environments
<= [l Y &avwszcm  nest s ‘ER MR .2 UP® Sscanaou i Aivecor
= 4. Standardised Platforms »
= |ncrease interoperability; facilitate data gathering, management and utilisation; and improve coordination among connected devices
m Apple CarPlay g? Open Automative Alliance C SmartThings -

Key advantages

Real-time communication
Data from vehicles, properties and individuals
are gathered and analysed in real-time to
provide fimely, relevant insights and
information to users

Easier utilization of data

Gathered data can be shared easily via
connectivity and data-based services can be
easily pro vided as apps through platforms
(Le., a tap to install and opt in)

Source : World Economic Forum

Mix-and-match of data
Data from multiple sources can be combined
and analysed to create more comprehensive
and accurate understanding of users
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Digital Insurance Roadmap

Sustain
-Customer Co-Creation
-Business Agiity

-Digital Culture

Optimal

~Seamless Inlegmtion
Rasources Sharing
pon Data and Standard

Sufficient Digital Insurance

e copatiny " Roadmap
Digital Govemance
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Digital Insurance Strategic Plan

° Frictionless Experiences
° Seamless Integration
® Innovative Products & Services

Enhancing Customer

Core Business Process

Master Data Management Experiences

Resilient IT Infrastructure
Digital Leadership

Business Analytics

Operational Collaboration and

Growth

Efficiency

4 )

¢ Sustainable Business

® Co-created Innovation

* Knowledge Management Platform
® Open Innovation

* Digital Culture

N /
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Digital Capability Maturity Elements

Organization

Structure

Corporate

Human Resource

Management Culture

Digital
Capability

Business

Knowledge

Management Networking

Leadership and

Change

Management
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Father _ Seek advice Pur_chase Afte_r sales
information policy service

On-line Fill out

| Post rating
Online  Compare  Browse customer on-line
and review
search  quotes reviews Buy online survey claim request

Text/emall

Targeted confirmation

advert

Renewal
notification

Tweeat
revlew

Check with
fnends

Social media

review | Referrals

to family,
friends

Agent/broker

Lialson with

loss-adjuster

Call centre Product-related
call call claim
Retail branchy

bank Request further

Information

MNote: The red line shows an example buying journey Initiated by a mobille advert. and the blue line a
purchase experlence via online search.

Source: Swiss He Economic Research & Consulting based on Insights from “Powering the Cross-Channel
Customer Experlence with Oracle’s Complete Commerce”, Oracle (2012)
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COUNTRIES WITH THE LARGEST NUMBER OF ACTIVE FACEBOOK USERS

#

01
02
03
Ol
05
06
07
08
09
10
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FACEBOOK’S TOP COUNTRIES AND CITIES

COUNTRIES AND CITIES WITH THE LARGEST ACTIVE FACEBOOK USER BASES

TOP COUNTRIES

UNITED STATES
INDIA

BRAZIL
INDONESIA
MEXICO
PHILIPPINES
TURKEY

THAILAND
VIETNAM

UNITED KINGDOM

USERS

214,000,000
191,000,000
122,000,000
106,000,000
76,000,000
60,000,000
48,000,000
46,000,000
46,000,000
42,000,000

° SOURCES: EXTRAPOLATION OF FACEBOOK DATA, JANUAR

Source ; Hootsuite

% TOTAL*
11%
10%

7%

# TOPCITIES

01 BANGKOK
02 MEXICO CITY
03 DHAKA

0%  JAKARTA
05 ISTANBUL
06 CAIRO

07 SAO PAULO
08 NEW DELHI
09 LIMA

10 HO CHIMINH

USERS

24,000,000
19,000,000
16,000,000
16,000,000
14,000,000
13,000,000
12,000,000
12,000,000
11,000,000

9,700,000

Hootsuit

CITIES WITH THE LARGEST NUMBER OF ACTIVE FACEBOOK USERS

% TOTAL*

1.3%
1.0%
0.9%
0.9%
0.7%
0.7%
0.6%
0.6%
0.6%
0.5%
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vl AVERAGE E-COMMERCE REVENUE PER USER

2017 AVERAGE TOTAL AMOUNT SPENT ON E-COMMERCE PURCHASES BY EACH E-COMMERCE USER IN 2016, IN UNITED STATES DOLLARS

iiiiiiiiiiiiﬁ | :
> 2 8

ifs mil
-1

=

o SOURCES: STATISTA DICITAL MARKET OUTLOOE, E-COMMERCE INDU URES CORRECT AS AT JANUARY 2017, HootSUite ure

social

PHILIPPINES I %33

HONG KONG
ARGENTINA

Source ; Hootsuite



