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Cover all your bases with ANZIIF's guide to upcoming events
and what you should be reading and learning right now.
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It will be a double celebration for ANZIIF this awards season as we celebrate not only our
140th anniversary, but also 20 years of the Australian Insurance Industry Awards.
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achievements of Australian organisations and individuals across the insurance value chain.
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tips to help customer service
representatives maintain their
own wellbeing when dealing
with challenging interactions.
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what you can do to help.
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Despite a dramatic
improvement to the
insurance sector’s
performance over the
past decade, the public’s
general perception is
that there is a lot more
work to do.

Media coverage
of insurance failures,
coupled with a lack of
coverage of successes
and advancements,
creates a serious
challenge for the
reputation of the sector.

Insurers are focusing
on upskilling within
their own organisations,
as well as offering public
education campaigns
targeting myths and
misperceptions, to begin
to change the narrative.

iy zizzzzzzzzzzizzuizizizzaziddzdga

PERCEPTIONS

ike clockwork, the minute a natural

disaster occurs, the media begins

reporting on home and contents

insurance failures. If the event is

in another country, that coverage

might instead focus on travel
insurers. And if numerous people die during or
after the disaster, life insurers are also likely to be
placed under the microscope.

A level of scrutiny can be a positive thing — it
ensures constant improvement and a pursuit of
excellence across the sector. At the same time,
however, it can have a negative impact by ignoring
advances in the industry and creating or further
reinforcing misconceptions among customers.

Some of these misconceptions seem as old as
insurance itself. In the field of life insurance, says
Jane Barron, marketing and digital manager at

Pinnacle Life in New Zealand, some of these
include: a belief that customers will get their
premiums back if they don't claim; that a health
loading is a personal judgement indicating the
insurance company does not wish to provide
cover; and the suspicion that life insurers won't
pay out.

Misconceptions also exist in travel insurance.
Todd Nelson, CEO of Cover-More Australia, lists
some of the most problematic myths:

« Travel insurers hide nasty surprises
in the fine print.

« Travel insurance doesn't provide cover
for many medical conditions.

« Customers won't be covered if they
have a drink while on holiday.

« All policies are the same.

« Travel insurers won't approve claims.

by Chris Sheedy
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“While we work actively to debunk these myths,
including publishing content on our website and
social platforms, it is difficult to get good traction
when online channels and platforms and the
mainstream media are much more likely to focus on
negative stories and declined claims,” says Nelson.

So, what is being done to combat the negative
media coverage and educate customers around
much-improved outcomes offered by today’'s
technologically transformed insurers?

Studies by the Australian Securities and
Investments Commission and the Australian
Prudential Regulation Authority, as reported by
Insurance Watch, say that between 2016 and 2021
life insurers in Australia paid out between 92 and
94 per cent of claims.

ATA New Zealand's Annual Claims Data 2022 report
says the organisation accepted 93 per cent of all claims
received that year, paying out NZ$646.4 million, with
life insurance accounting for 42 per cent of the claims.
More than 30,000 AIA health claims were submitted
via the online self-service portal, making lodgement
and delivery of payouts simpler and faster.

A 2023 CHOICE travel insurance report, published
by the Australian Government’s Smartraveller
website, says "Australian travellers lodged almost
300,000 insurance claims in 2018-19, the last financial
year before COVID-19 travel bans. Almost 90 per cent
of those were paid out”.

The top reasons for denying the small
percentage of claims were:

« policy exclusions, or events not included
in the policy conditions

« the claim amount was below the excess

« the claim was due to a pre-existing
medical condition

« the claim was for an item that was
stolen while unattended.
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Most travel insurers offer specific coverage
for people with pre-existing medical conditions.
This is vital as, according to the Australian Bureau
of Statistics, 49.9 per cent of Australians have one
or more chronic conditions. Life insurers offer
similar options.

Barron says the Financial Services Council has
been working diligently in the education space

to ensure a better understanding of the purpose,
function and facts of insurance. In New Zealand,
initiatives include financial literacy website

Money and You and the new Empower Women
network, which aim to improve financial confidence
and wellbeing.

“These efforts, along with other proactive
measures taken by insurers, enhance financial
literacy and trust,” she says.

Insurers, including Pinnacle, have made significant
efforts to improve communication with customers.
The company’s documents, websites and other
communications have a focus on plain English
free of jargon so they are easy for customers to
understand. This makes insurance interactions
“more comfortable and transparent”, says Barron.

At Cover-More Travel Insurance, Nelson says,
educative content is regularly published on the
company’s channels.

“We invest in PR and customer testimonials,” he says.
“[For example], in the second half of 2023, we invested
in a paid editorial campaign, A survivor’s story: What
to do if you end up in hospital on an overseas holiday,
which ran on a high-profile news platform.”

Still, more needs to be done by mainstream media
outlets to help debunk myths and spread news of
positive insurance outcomes.

In 2022, Australian insurers paid out A$36.5 billion
in claims, according to the Insurance Council of
Australia (ICA).

“This helped people to rebuild their homes and
businesses after natural disasters, to get back
on their feet after accidents and illnesses, or
compensate them for loss through theft or even
cyber attack,” says an ICA spokesperson.

When media focuses only on the negative, the
result tends to be reduced insurance coverage
or underinsurance, which can cause significant
consequences for individuals, communities and
the economy as a whole.
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“Australian travellers
lodged almost 300,000
insurance claims in 2018-19,

the last financial year before
COVID-19 travel bans. Almost 90
per cent of those were paid out.”

2023 CHOICE travel insurance report
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“We use the telematic data

to create new risk models
which can be cheaper in many
cases, and to build a truly
engaging and valuable car
care solution.”

Andrew WOIlg / KOBA Insurance
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The ICA spokesperson says this growing
protection gap is a real concern for the industry,
as underinsured and uninsured households have
significantly less capacity to cope when a significant
incident occurs and they need to make a claim.

Barron concurs, pointing to an increase in lapses
and cancellations at Pinnacle Life due to the cost-
of-living crisis. More people are relying on the
generosity of others or on government benefits
when they hit hard times, she says.

“The long-term impact of a family coping with
the death of the primary income provider can be
devastating, turning into a poverty cycle that can
be hard to get out of. Ultimately, the losers are often
the children, whose life outcomes might have been
quite different with life cover.

“In my mind, the media has a fundamental role
to play in changing the dialogue, and this means
insurers need to work harder to get positive stories
into the limelight.”

The Insurance Council of New Zealand (ICNZ)
agrees, saying the insurance sector, media and
others would do well to promote the great leaps
forward in insurance, which result in better service
for customers.

CHRIS SHEEDY

“"Having written in the insurance space for two decades, | have witnessed vast improvement in
the performance of insurers in our region, particularly around disaster response and the use of
technology to improve claims response times. Customer experience is being enhanced across
the board. It is undoubtedly frustrating for those in insurance to face mostly negative media
coverage, but as insurers and peak bodies learn to better tell their stories to the public — and
become more media-friendly themselves — I'm confident perceptions will change.”

W 7z /22722722
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“The response to last year’s Auckland Anniversary
Weekend flooding and Cyclone Gabrielle is an
example of how the industry was able to provide
certainty to those affected as quickly as possible,”
the ICNZ says. “These extreme weather events were
New Zealand's second-largest insured loss event,
involving over 117,000 claims. Some 91 per cent, or
nearly 107,000, of all types of claims had been settled
as at 1 March 2024."

Of course, insurers are taking responsibility for
their own consistent improvement, too.

“We continue to invest heavily in training for
our own customer service teams and for travel
agents and other authorised representatives to
enable them to clearly articulate the benefits of
travel insurance,” says Nelson. “And we will continue
to offer layers of travel insurance policies to cater
for different budgets.”

Cover-More Travel Insurance has also developed
an in-house, 24/7 medical assistance and travel risk
management service. “We invest in this capability
because travellers are demanding more connected,
more informed and safer travel,” says Nelson.

Even the insurtech space is not free from its own,
data-related customer misconceptions.

One example comes from Australian insurtech
KOBA Insurance, which offers pay-per-kilometre
cover by connecting its tech to the onboard
computer of a customer's car.

“The biggest misconception is that we are a big,
bad insurer and want telematic data so we can find
more evil ways to deny claims,” says Andrew Wong,
KOBA Insurance founder and CEQ. “In truth, it's
the complete opposite. We use the telematic data
to create new risk models which can be cheaper
in many cases, and to build a truly engaging and
valuable car care solution.”

He continues: “The data is the key to changing
the service offering and resetting customer
expectations. Like in all other industries, more
data equals more service, equals more convenience,
equals more value.”

As one demonstration of this, Wong explains that
the smartphone app that packages the company's
electric vehicle insurance offering also includes
valuable information about how the customer
has managed and maintained the EV car’s battery.
When it comes time to sell the car, evidence of good
battery management throughout the ownership
period will add to the sale price. /.




v

7 HUNTER o

Premium Funding

Help your clie
unlock cash

Today, strong businesses
need easy access to cash

flow. Hunter Premium Funding,
one of Australia and New
Zealand’s leading specialist
premium funders is here

to help your clients when

they need it the most.

Visit HPF.com.au to find out
how Hunter can help your
clients today.

Ready For Today,
Prepared For Tomorrow

Hunter Premium Funding Limited ABN 80 085 628 913.


http://www.hpf.com.au

12 LOYALTY PROGRAMS
by Susan Muldowney

IN SHORT
DI

> Data shows that APAC consumers
are loyalty program enthusiasts,
but successful programs require
leadership buy-in and a deep level
of customer understanding.

> Programs that reward risk-
averse habits can benefit insurers
through customer retention and
the potential for fewer claims.

Y Loyalty programs present

costs and challenges that

must be carefully managed

and clearly communicated.
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UNLOCKING
CUSTOMER
LOYALTY

Retaining customers is vital for insurers to
maintain profitability, reduce expenses and remain
competitive. Do loyalty programs give insurers
and their customers what they really want?
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n a competitive insurance industry, loyalty
can be hard won. Given the rising cost of
living and soaring customer expectations,
insurers can risk losing customers unless
they offer a compelling reason to stay.
Loyalty programs are widely viewed as
powerful tools for driving customer growth and
retention, but do they really work and what are
the key ingredients for success?

Data from global public opinion company
YouGov shows 72 per cent of APAC consumers
are loyalty program enthusiasts who subscribe
when given the opportunity. At their best, the
programs can strengthen customer relationships
through tangible, personalised rewards and help
to reduce claims by encouraging risk-averse habits,
such as safe driving or a healthy lifestyle. At their
worst, they can be a costly exercise, with minimal
customer buy-in.

Adam Posner, founder and CEO of customer
loyalty consultancy The Point of Loyalty, says
successful programs share several common traits.

“The number one ingredient for success is having
clarity around a program’s purpose,” he says.

“The entire leadership team and everyone else in
the business needs to know why theyre building
a program. I've seen programs fail or experience
real challenges when the CEO says to the head
of loyalty, Why have we got the program again?
Why is it costing us this amount? What's the
return on investment?".”

“The number one
ingredient for
success is having
clarity around

a program’s
purpose.”

Adam Posner / The Point of Loyalty

| z777Z
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LOYALTY PROGRAMS

Giving customers what they want
Loyalty programs come in many forms. Some

offer points to be redeemed with program partners,
while others promote longer-term engagement
through tiered program membership. Members are
ranked into groups based on certain metrics, such
as exercise milestones. Some programs also target
customer acquisition by rewarding members for
referring a friend.

Research from IBM shows customer acquisition
costs rose from 15.8 per cent of gross written
premium in 2018 to 17.9 per cent in 2022. It also
shows that 64 per cent of consumers want their
insurers to understand them well.

This level of customer understanding is another
feature of successful loyalty programs, says Posner.
“Insurers clearly have a wide customer base, but
there are opportunities to segment them. There

might be an older skew or a younger skew, for
example, and certain benefits and rewards are
going to be much more appealing to some than
others, so knowing your customers will ensure
a loyalty program is fit for purpose.”

In Singapore, Manulife's ManulifeMOVE rewards
program is tailored to customers’ preferences.

The company's research shows that four in five
Singaporeans choose to stay healthy through
general everyday movements and that they are
significantly more likely to want cashback as a
reward, compared with their regional counterparts.
ManulifeMOVE, launched in Singapore in 2018, was
localised so that customers who achieve an average
0f 10,000 steps daily will receive a recurring S$50
cashback every six months, until the end of their
life insurance policy.

Posner says financial benefit is one of the
most attractive customer rewards for loyalty
program members (see breakout on next page).
“Programs that build community are also
attractive,” he adds. “One example is Medibank,
which sponsors parkrun events.”

Medibank has been a parkrun partner since
2016. Eligible members of its Live Better rewards
program earn extra points to be redeemed with
Medibank retail partners when participating in
one or more parkrun events in a month.

A win-win proposition
Loyalty programs that incentivise behaviour like a
healthy lifestyle can be a win-win for insurers by
helping them to retain customers while potentially
reducing claims.

Two such programs in Australia are TAL Health
Sense and Health Sense Plus. The Health Sense
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BMI discount supports and encourages long-
term good health by offering customers up to
15 per cent off TAL Accelerated Protection Life,
Critical Illness and TPD premiums when their
BMI is between 19.0 and 28.0. Health Sense

Plus rewards customers for participating in
preventive screening programs, such as regular
blood glucose monitoring to identify diabetes
mellitus at an early stage. While TAL does not
request the results of these screening tests, its
eligible customers are rewarded with a 5 per cent
discount on their lump-sum premiums every
two years.

Aaron Newman, TAL general manager of
Individual Life Product, says the programs help
to build the brand’s reputation and encourage
customer retention.

“The programs also align with the evolving
expectations of our customers and reward and
encourage them for making healthy lifestyle
choices,” he says.

The AIA Vitality program also provides
an incentive for members to make healthier
lifestyle choices.

Stephanie Phillips, chief shared value and
marketing officer at AIA Australia, says the
savings generated from reducing claims and
improving retention are passed back to members
in the form of lower insurance premiums and
behavioural incentives.

“This creates a virtuous circle that benefits
AIA customers and society, as well as AIA itself;
she says.

The AIA Vitality program in Australia celebrates
its 10th anniversary this year. Its data shows that
throughout that time, program members have
taken more than 420 billion steps, completed
almost two million health and wellbeing
assessments and earned shopping rewards
vouchers worth A$60 million.

“They've also had almost four million visits to
our partner gyms,” says Phillips.

Easing the cost of living
Times of economic turbulence can present a
huge opportunity for loyalty programs to engage
and support members. The 2024 For Love or
Money™ report by The Point of Loyalty shows
42 per cent of loyalty program members become
more actively involved with the programs during
times of economic uncertainty to maximise their
rewards and savings.

New Zealand's largest health insurer, Southern
Cross Health Society, rewards its members
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INGREDIENTS
FOR SUCCESS

US  “Connect me with
Social " community and causes.”

| | .’

My “Let me choose
Choice my rewards.”
ME

“Show me you know me.

PETTEL Make me feel special.”

Emotional
(E? = Ego and Exclusivity)

“Save me time.
Make life easy for me.”

MEMORY “Add moments of
Experiential magic to my life.

Transactional MONEY “Show me
Financial the money.”

Adam Posner is author of the annual @ MONEY O ME

research report For Love or Money™, Programs that reward and remunerate Programs that make members feel special,

which tracks key trends and insights members with financial benefits such as through personalised communications,

on customer loyalty and loyalty discounts, cashback, earning points for tailored offers or product recommendations
rewards and members-only pricing. based on previous purchases.

programs in Australia and New
Zealand. The research has tracked © MEMORY O MY
what Posner calls “the collection

Programs that add ‘moments of magic’ to Programs that provide a choice of rewards
of six currencies loyalty program members’ lives, with experiences such as that members can redeem, such as the
members care about”. special events, limited releases and gifts. choice of a birthday gift or choice from

a catalogue of rewards.

© TIME

Programs that make life easier, such as O us

providing digital receipts, an app with easy Programs that connect members with

payments or a member support hotline. other people and causes, such as member

forums, fitness clubs or opportunities to
donate rewards to charity.

Source: The Point of Loyalty 2024
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LOYALTY PROGRAMS

with a range of benefits, including partner offers
from healthcare retailers such as Bailey Nelson,
Specsavers, Feel Fresh Nutrition and Les Mills.

Regan Savage, chief sales and marketing officer
for Southern Cross's health insurance arm,
says details of reward uptake are commercially
sensitive, but that “a significant percentage of
our membership base” engages with the offers
each month.

“Across a year, due to our strong membership,
this means hundreds of thousands of transactions
where our members take advantage of the deals
and offers we have negotiated on their behalf
to aid their health and wellbeing,” he says.

Savage says the key to a successful partnership
is ensuring there’s a “win-win for all key
stakeholders, with the member at the top
of the tree”.

“Partners must have good national coverage and
meet the needs of members on their healthcare
and lifestyle wellbeing journey,” he says. “They
must also provide valuable products and services
in a challenging cost-of-living environment.”

The cost of loyalty

Loyalty programs may generate benefits like
customer retention, but they also come at a cost.
One of the biggest expenses, notes Posner, may
be the rewards themselves.

“Are you giving away margin by offering
membership discounts? Even if the reward is
through a partner, there will still be some kind
of cost associated with bringing them on board.”

There are also system and technology costs
associated with setting up and maintaining a
program platform, plus the expense of program
resources and management. Data from the
Global Customer Loyalty Report 2023 by loyalty
technology provider Antavo shows that the
average loyalty program requires a management
team of 16 employees from a single or multiple
departments. “There are also marketing costs,
plus the costs associated with protecting customer
data,” says Posner.

Along with costs, loyalty programs carry risks
associated with rolling back a reward.

“It's the breaking of a promise and members feel
they've earned their rewards, so if you change the
value or you remove an entire reward, you risk
losing trust, which is closely aligned to loyalty,”
says Posner.

However, partnerships change, and insurers
may be required to modify their reward offerings.
In some cases, entire reward programs may
be discontinued.

“The tip I give is to always be generous, knowing
that there could be a big impact,” says Posner. ‘As
an example, I rolled back a program for a company,
and they closed the points program down and

JOURNAL // ISSUE 02 2024 // ANZIIF.COM

LOYALYY CARD 00000

“ThetipIgiveis
to always be generous,
knowing that there

could be a big impact.”

Adam Posner / The Point of Loyalty
| 77

attributed the points to a certain value that they
had promised. They turned them into vouchers,
and they doubled the value. They had very positive
feedback. In fact, some members were surprised by
the generosity.”
Clear communication is vital when modifying
loyalty rewards, but customer engagement is also
a valuable outcome of loyalty programs. They give
insurers another reason to communicate with
customers and to reinforce what's in it for them.
Newman says keeping members connected to its
loyalty programs also keeps them connected to TAL.
“The programs provide opportunities for TAL
and advisers to regularly engage with customers
and clients on a range of topics, beyond the
value of life insurance, which can foster more
meaningful relationships.” Z

SUSAN MULDOWNEY

“An email from your insurer usually relates to
your premium — and that’s rarely good news
for customers. Loyalty programs create a point
of difference, and they give insurers another
reason to communicate and reinforce the value
of membership.”

Vi /4244472222227
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For Honey Insurance's Angelo Azar, the

company's innovative tech initiative is an

important building block to take customer ' -
relationships to the next level.
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sk Angelo Azar what his role is at
Honey Insurance and hell tell you: it's
to make peoples lives easier, “whether
it's our people or our customers’.
However, Honey's chief operating
officer confesses he didn't start out thinking that way.

Azar's immigrant parents instilled in their son a
strong work ethic and a clear message: study hard
and work your way up the ladder to win.

“But winning is not the way that people think of
it historically,” he says. “Lucky for us, to win doesn't
mean someone has to lose. The opportunities are so
big, it's not as if there's one slice that everyone’s got
to take from. So, in reality, everyone can win.”

It's a view Azar has taken in his many leadership
roles across insurance, banking and even
manufacturing and engineering.

“Every person that you encounter is a person who
you have the opportunity to make a difference for,”
he says. “Some days you get it right, and some days
you reflect on it and know that you could have done a
little bit better. But you should be trying, rather than
passively watching what happens.”

From us, to you

With his extensive experience on the front line of
customer interactions, Azar says that insurance has
not changed fundamentally over the past 20 or so
years — but customers have changed a lot.

“Essentially, insurance is a promise, and customers
want to know that they've got that ticket to cash
in on the promise if something were to go wrong,”
he says. “In the past, insurance companies offered a
one-size-fits-all solution. When customers needed to
engage with their insurer, they did it in a way that
suited the insurance company. Now, customers want
a personalised experience, and that's the main reason
they no longer make decisions purely based on the
brand name.”

Azar says it's about treating customers as
individuals: taking advantage of technology, so they
can engage with you wherever they want to, and
using data, so you can make things easier for them.

“You should be taking something complex and
making it simple: [if I'm a customer] I don't want
to have to rely on a 100-page document alone to
understand what I'm covered for. I want it to be
simple and easy. And if I've been with you for a
number of years, the least you can do is acknowledge
our relationship.”

Azar says there has been a shift with insurers from
what the company needs to what the customer wants.
He acknowledges that it becomes more difficult with
increasing regulatory obligations, more complex
technology and associated costs. “But it's around how
you do the simplest things customers want, listen to
them and deliver for them,” he says. “I find that even
just apologising to a customer and looking to remedy
anything that's gone wrong is appreciated.”
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Changing frequencies

Honey Insurance is backed and underwritten by
RACQ, and counts AGL, McGrath, Mirvac and Gallatin
Point Capital in the United States as some of its
investors. When customers sign up for insurance,
they receive smart sensors to help detect issues

such as flood or fire, and limit the damage.

Azar says risk mitigation is, in some ways,
secondary to the role technology plays in the
customer relationship.

“Insurance is, by default, a reactive service because
of the payment for promises to be delivered when
something goes wrong,” he explains. “We take that and
we say, Through the use of technology, we can help
you better manage the risks in your home. And if you
do we'll reward you through a lower premium.”

As well as helping to mitigate claims, Azar says
a major benefit of the technology is the number
of customers who come to the business saying
their sensor just went off and that they appreciate
that connectedness.

And that changes Honey's customer relationships
at a very fundamental level.

“The number one thing that customers tell insurance
companies they want is more frequent and meaningful
engagement, but insurance communications are very
low frequency and very high impact,” says Azar.

“If you think about your relationship with your local
grocery store, it's high frequency, low impact. If you go
to your local supermarket every week, one mediocre
experience is not necessarily going to change your
mind about shopping there.

“When we look at insurance, we want to try to
increase the frequency of interactions with the
customer, so that we have a better relationship. And I
want to make it so that when we do engage in those
high-impact situations, they are pleasant and positive.”

Azar says that every time a customer gets a
notification through their smart sensors that
something may be amiss at their property, they
associate this with Honey Insurance and that the
company cares about their wellbeing.

“Meanwhile, competitors are silent throughout that
entire experience” he says. “They speak to you when
you buy something and when it's time to renew, while
we might have engaged with you dozens of times in
that period.”

He points out that what Honey does is not new
thinking. “It's not that insurers haven't thought about
these things; it's just that they haven't done them.

It's an execution piece.”

By changing to higher customer interaction
frequencies, the company has more opportunities
to shine.

And it's working,

Honey has a year-to-date Net Promoter Score (NPS)
of 91in an industry that has had single-digit NPS for
some time.
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“When we look at insurance,
we want to try to increase
the frequency of interactions

with the customer, so
that we have a better
relationship.”

All on board

As everyone in customer service knows, the true test
of the relationship is not when things are going right;
it's when they go wrong.

“We don't argue against customer feedback,” says
Azar. “We tell customers that we would love to hear
what we could have done better.

“We reinforce this internally to our people, because
our staff get very passionate about the work they
do, which is great. But we reinforce that this is not
about them. This is about the process and how the
procedure can be improved. They have to remove
themselves from being emotionally attached and see
customer feedback as an opportunity to do things
better, and then they are more interested in trying to
improve the experience.”

Through the customer'’s eyes

Azar proudly wears his Honey-branded T-shirt and
gets lots of impromptu customer responses and
interactions. His dad’s advice still rings true: everyone
is of equal importance and everybody deserves

equal respect.

“T've got two boys and when my 11-year-old was in
kindy, parents were invited to come and talk about the
work they do,” says Azar. “There was stiff competition,
because one parent was a firefighter and another
was a professional football player. I'm like, How do I
compete with this?".

“I said to my son: ‘Think about when someone’s
house burns down or floods. I'm the person who helps
fix it all up. We make sure that the house they call
home is built again.’

“It's funny. Talking to my four-year-old helped me
pivot the way I think about this entire industry.” ~
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EDUCATION

Angelo Azar initially studied for
a bachelor of technology degree
at Macquarie University before
transferring to RMIT to study a
bachelor of business, finance and
financial planning. He has also
completed a number of executive
leadership programs and holds
an MBA from the Macquarie
Graduate School of Management.

CAREER

Azar began his career in
insurance with IAG, followed
by call centre management
stints with St George Bank
and MetLife insurance. He
then became general manager,
sales, customer services and
commercial management, at
BOC, before moving to CBA as
executive manager, insurance
operations. Following CBA, he
spent four years with Hollard
Insurance as head of operations,
before joining Honey Insurance
as COO in February 2021.

TOP CAREER TIP

“I experienced a marked
difference when | realised

that my happiness wasn’t
intrinsically linked to my career
trajectory. My happiness is
driven by helping and lifting up
others,” he says. Apart from
helping customers, Azar says
leaders can help staff members
achieve their career goals.

“It's a privilege to lead.”

OUTSIDE THE DAY JOB
Azar says he and his wife live
very disciplined lives. “We wake
up at 4.15 am to go to the gym,”
he says. “It's what | need to be
available for everyone in my
life and give the best version of
myself.” They also support their
sons’ football and basketball
commitments, and make time
to practise their faith. “We aim
to be balanced as people and to
instil that in our boys.”

74744400
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LANGUAGE
by Abigail Murison

Perfectly

plain

With more customers purchasing insurance
online, the pressure is on insurers to make

sure people know what they are actually
buying. Enter plain language.

L Z

IN SHORT
0

) Plain language uses wording,
structure and design to make
information easy to understand
and use.

2 In addition to enhancing the user
experience and SEO, plain language
can reduce customer enquiries

and misunderstandings, saving
insurers time and reducing the
number of complaints.

> Rewriting insurance product
disclosure statements in plain
English can make customer and
insurer responsibilities clearer, and
helps to ensure you have genuine,
informed consent when a customer
purchases insurance.

iz ,

n June 2022,

communications

firm Ethos CRS released

a readability scorecard for 26

Australian insurance companies, reviewing

their home and motor insurance product
disclosure statements (PDSs), FAQs and websites.
The firm used a tool called VT Writer to measure
average sentence length, passive and active voice
and the grade reading level of the content.

On average, insurers scored 74 out of 100,
with some scoring in the sixties and others —
such as NRMA Insurance — achieving scores
in the low eighties.

“Our team of accessible information specialists
provides clear and concise information by
including basic language and grammar,
subheadings and simple font and layout, to help
our customers understand the services and
support we provide,” says an NRMA Insurance
spokesperson. “We have also enhanced the
layout and content on our website to
allow customers to find information more
easily about our products and services,
access our support and provide feedback
about the accessibility of our services during
their experience.”

So, what are some insurers doing right?

And why does it matter?




“Our team of accessible
information specialists
provides clear and concise
information by including

basiclanguage and grammar,

subheadings and simple
font and layout.”

/ NRMA Insurance

Y

- /
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LANGUAGE

“So many organisations treat

their website like a library or a
filing cabinet and whack up the

documents they have.”

Greg Moriarty / Plain English Foundation

|77

What is plain language?

According to the International Plain Language
Federation, “A communication is in plain language
if its wording, structure and design are so clear
that the intended readers can easily find what
they need, understand what they find and use
that information.”

Director of content at Ethos CRS Helen Portillo-
Castro adds: “The focus is on the reader, and whether
the reader can understand and use something.
While we usually think of word choice when we
think about plain language, there are actually three
essential elements. Wording is just one of them.”

The other two are structure — the information
you present and the order in which you present it —
and design — fonts, colours, images and the like.

Over the past 85 years, the plain language
movement has used brain scans, eye movement
monitoring and user testing to confirm how
important these last two elements are.

Says Greg Moriarty, product and quality manager
at the Plain English Foundation: “If you want to put
people off, use italics and all caps everywhere. Have
tiered content in dot points 1.1.1 through to 1.4.6.

To your customers, it looks like hard work — and
the user testing is really clear that people will stop
reading. It's too much for the brain; they want an
easy read.”

How plain language underpins UX
These elements of plain language should be ringing
bells for anyone intimately involved with website
content and design (see breakout at right).

“Plain language was almost the original form
of UX," says Lynda Harris, founder and CEO of
Write Limited and creator of the WriteMark® Plain
Language Standard. “It is a cornerstone of usability,
because users read or access information when
they have to use it in some way — particularly
insurance documents.”

Moriarty says that United States communications
expert Ginny Redish draws an interesting distinction
between paper documents and information on the
web. “She says a paper document is a conversation
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7 BASIC
PRINCIPLES
OF UX
DESIGN

According to Dublin’s
UX Design Institute,
there are seven basic
principles of UX
(user experience)

@ User-centricity —
solve user problems.

@ Consistency — meet
user expectations, based
on what they expect of
the product.

© Hierarchy — make
the most important
information easy to find.

@ Context — consider
how users access
and interact with your
product and what their
emotional and physical
state is when they do.

© User control —
how simple it is to
undo or redo actions and
correct mistakes.

O Accessibility —
most users should
be able to access and
use your product.

@ Usability —
how functional
your product is.

Source: UX Design Institute, Dublin

started by the writer to the reader,” he explains.
“Online, people look for what they want. If they visit
your website, that's a business conversation the visitor
started. You should continue having that conversation
with the customer using the language they use.

“So many organisations treat their website like
alibrary or a filing cabinet and whack up the
documents they have. They should ask, ‘What
question did the customer form in their head to
generate the visit to this webpage?'.”

Flight-booking websites provide a good example of
the effectiveness of this approach.

“Airlines realised that customers wanting to book
a flight didn't want to read a history of air travel,”
says Moriarty. “They stripped everything back and
now your flight booking form is at the top of the
page. There's no aviation jargon — just the departure
date, destination, passengers and single or return
trip. Seconds later, you've got a ticket to take you
around the world.”

Building in the words and terms customers will use
to find your website is a search engine optimisation
(SEO) essential. And with voice search and artificial
intelligence becoming mainstream, there's an even
bigger incentive to use natural language in place of
industry jargon or legalese. Ask yourself, do you say:
‘Alexa, insurance claims process’ or do you say: Alexa,
how do I make an insurance claim?".

Whenever you've done a plain-language rewrite,
Harris recommends user testing, no matter how
reader friendly you think the content is.

“You might have a webpage or document that is
really quite clear to you, it reads well and it seems to
tick all the boxes. But when you put it in front of real
people who don't have any particular understanding
of insurance, that's when you pick up those extra
things that are still confusing,” she says.

Can insurance contracts be

written in plain language?

A contract lies at the heart of any insurance product

a customer purchases. So, can plain language capture

all the legal nuances underwriters need to convey?
According to Harris, the risk-assessment role of

an underwriter and a lawyer can lead to a more
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cautious approach. “Naturally they want to revert
to wording that hasn't got them into trouble in the
past,” she says. “I think understanding why there is
a reluctance [to change policy language] goes a long
way to having a constructive conversation.”

In fact, some risk lies in not using plain language in
insurance contracts.

Ethos CRS research officer Ethan Howard headed
up the 2022 readability research. He says: “Mandated
disclosures for insurance products are not enough
for customers to make an informed financial choice.
Using plain language is one element that can help

insurers go beyond what is mandated.”
He says a number of regulators, including the .
Australian Prudential Regulation Authority (APRA)

and the Australian Securities and Investments
Commission (ASIC), are interested in the readability
scorecard results and what they mean for consumers.

“Legal teams should be aware that using plain
language is something that is mandated by the
regulatory agencies themselves,” he says, “and I
think there is a willingness among insurers to make
the change.”

Using plain language can also clarify what actions
are legal obligations for the customer and the insurer
(‘you / we must’) and what actions are optional (‘'you /
we may’). Legal documents sometimes still use terms
such as ‘should’, which can be open to interpretation
by customers and the courts.

Contract structure and design can also play a big
part in informed consent — particularly if you use
sentence-like, descriptive headings and subheadings.

“If a customer looks at the start of a document
such as a PDS, they should get a summary of what
it says before they read the detail,” says Moriarty.
“They should be able to scan the subheadings
and understand their main obligations. That's a
tentatively more ethical way to proceed when
people are signing a contract.”

Advantages and efficiencies

Beyond creating a better user experience, using
plain language can reduce customer enquiries and
complaints, saving the company time and money. No
wonder, then, that industry codes of conduct, from
New Zealand's Fair Insurance Code to the Hong Kong
Federation of Insurers’ Code of Conduct for Insurers
and Australia’s Life Insurance Code of Practice, state
that insurers must explain key information in plain
language. (Notably, the revised Life Insurance Code
was rewritten as a plain language document before
its release in 2021 — a requirement of ASIC.)

“We know from the work that we've done over the
last 20 or so years, how much organisational time
gets lost in explaining and clarifying information
that'’s already there, on a website or in a document,”
says Moriarty.

When it comes to reducing complaints,

Howard points to the tangible benefits of clear
communication. “Each year, AFCA [the Australian
Financial Complaints Authority] summarises the

MAKE SOME PLAIN-
LANGUAGE CHANGES
TODAY

PLAIN LANGUAGE SHOULD:

be clear and concise

use everyday words instead of jargon or legalese

explain technical terms in regular language

keep sentences short (15-20 words)

use the active voice

use ‘you’ and ‘we’, rather than ‘supplier’, ‘customer’, ‘insured’

or ‘applicant’

e use sentence-like, descriptive headings and subheadings,
such as ‘How to make a claim’ rather than ‘Claims process’
use real-life examples and images to help bring concepts to life
address the most common reasons customers visit a webpage
first, going into more detail in deeper layers of the document
or website.

To illustrate some simple wording differences, Tower offers the
following before-and-after example.

OLD POLICY WORDING:

The correctness of all statements made in relation to this policy or
any claim under this policy is essential before we have any liability
under this policy or pay your claim.

PLAIN LANGUAGE POLICY WORDING:
You must be honest and fair with us. All your statements about this
policy and any claim must be honest, correct and complete.
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information about the insurance complaints it
receives. These are the complaints that have gone
beyond mediation, so they are significant problems
for customers and insurers,” he says. “One of the
leading complaints categories is denials of claims
due to exclusions or conditions, or misleading
product information. Using plain language is one
way to avoid these issues.”

In fact, in AFCAs 2023 annual review, denials
of claims due to exclusions or conditions made
up 17 per cent of general insurance complaints.
Misleading product or service information was the
most common issue in life insurance complaints,
at 19 per cent.

Portillo-Castro notes that the UX concepts of
‘accessibility’ and ‘context’ are additional reasons to
use plain language — whether for a customer who is
a second-language English speaker or for someone
who is a vulnerable customer.

“Plus, if someone has experienced a loss through a
natural disaster, you need to consider their state of
mind when they are dealing with their insurer,” she
says. “They may be under a great deal of stress or
experiencing mental health issues.”

Start small, but start now
Reworking all your webpages, PDSs and paper
documents may appear daunting, but the SEO and
UX benefits — and the efficiencies from reduced
customer enquiries and complaints — more than
justify the effort and investment.
In 2016, Tower became the first insurer in
New Zealand to begin transitioning its policies to
the WriteMark® Plain Language Standard. This
involved updating policies, removing complex words
and phrases, adding comparisons between different
levels of cover, and new images and design features.
“The purpose was to make our policies easy
to understand, giving customers confidence in
what they're covered for, without any surprises
when it comes to claims time,” says Tower's chief
underwriting officer Ron Mudaliar.
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“The purpose was to make our
p011c1es easy to understand,
giving customers confidence
in what they're covered for,
without any surprises when
it comes to claims time."

To date, 80 per cent of the company’s policies in
New Zealand and 70 per cent of policies in Fiji are
WriteMark® certified — a practice Tower is pursuing
with its policies in other Pacific territories.

“Our team has enjoyed reviewing our policies,”
says Mudaliar. “Our customers are thrilled with
the simplicity, and we've received lots of positive
feedback in the years since first launching plain
language policies.”

Harris says organisations are often hesitant about
flagging their plans to address the issue of plain
language until they've actually completed the work.
“But really, customers appreciate the intention and
commitment,” she says. “Come out and tell your
customer base that you're going to do this. Start off
with one thing and say, ‘We are so proud of our new
terms and conditions’, or whatever it is. ‘We've made
a real effort to get them in plain language. Were on
a journey and weTe really committed to this. We
welcome your thoughts and your feedback'. Just be
very open about it.

“You build the trust and the goodwill even before
you act, and, as long as you follow through on that
commitment, you can only do your reputation a great
deal of good.” As Ernest Hemingway, a master of plain
language, summed it up: “All you have to do is write
one true sentence. Write the truest sentence that
you know.” /

ABIGAIL MURISON

“As a business and finance editor, | know how much

| appreciate it when companies explain complex
information in everyday language. If we really want

to engage customers and we're proud of what we do
and what we offer, we shouldn't bury our messages in
jargon and legalese.”

/72744224 |
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When Prudential Indonesia chief customer and
marketing officer Karin Zulkarnaen started her
career in life insurance, the market was very young.
This challenge sparked her sense of adventure.

PHOTOGRAPHY
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arin Zulkarnaen, chief customer
and marketing officer at Prudential
Indonesia, was raised to seek a challenge
and explore new experiences without
fear. Her father, a professional in the
textile industry and an entrepreneur, and her stay-
at-home mother always rewarded her for trying
something out or starting a new project.
“That approach has shaped the person I am today,”
says Zulkarnaen, who joined the life insurance industry
in 2000 as a management trainee in Singapore.

Helping families

While the insurance industry was initially unfamiliar to
her, Zulkarnaen quickly recognised it as one that helps
families in difficult times. “I thought, ‘OK, this is really
cool,” she recalls.

Having experienced a variety of roles across sales,
marketing and product during her trainee position in
the United Kingdom, Zulkarnaen also observed that
the industry in Jakarta was relatively young.

As the current life insurance market leader in
Indonesia, Prudential is just 28 years old, and many of
its 56 other competitors are much younger. Meanwhile,
life insurance penetration is less than 1 per cent of gross
domestic product. Financial literacy is just 49 per cent,
with insurance literacy even lower.

Distribution challenges

Zulkarnaen says a major challenge for life insurers in
Indonesia is distribution, with customers currently
concentrated in the country’s largest cities.

“Indonesia is a big country with thousands of islands,
so access to financial advice in much smaller cities is
nearly impossible,” she says.

She asserts that there is still a common public
misconception that once a life insurance policy is
purchased, it covers the insured for everything — and
that a health insurance policy means all expenses will
be paid.

“Customers perceive insurance to be complex, so
gaining an understanding of their product can be a
challenge,” says Zulkarnaen. “They need to understand
what is covered and what is not covered and have
exclusions and pre-existing conditions explained to
them properly by our agents.”

To remedy the situation for customers and the
population, she says education and continuous
communication from agents and the industry overall
is required. She believes this has always presented
exciting opportunities for development and innovation
— factors that perfectly suit her personality.

“T like doing things that no-one has done before,”
she says. “This industry has allowed me to explore and
implement new ideas and initiatives.”

ANZIIF.COM // ISSUE 02 2024 // JOURNAL
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A 25-year career

Born in Manchester, England, Zulkarnaen grew up

in Jakarta and went back to the UK to study at The
University of Warwick and London School of Economics
and Political Science.

As part of the Allianz Asia Pacific insurance
management training program, Zulkarnaen spent two
years working in Singapore, Germany and again in
the UK. Having gained experience in a variety of life
insurance functions, she returned home well prepared
to start her career. At Allianz Indonesia, she held roles
including product manager, bancassurance business
development manager and agency general manager.

From 2005, when she was appointed general manager
of marketing at AXA Services Indonesia, she progressed
to Bank OCBC NISP's head of bancassurance in 2006
and was promoted to the bank’s division head of direct
sales almost three years later.

Before joining Prudential two years ago, Zulkarnaen
held several senior marketing and sales positions back
at Allianz Indonesia, culminating in chief marketing
officer in 2019.

Leading customer transformation

As chief customer and marketing officer at Prudential
Indonesia, Zulkarnaen is spearheading an internal
transformation in customer centricity.

“Our new purpose as a group is to revisit how our
relationship with customers can improve,” she says.
“We are currently rolling out our ‘Customer is our
Compass' values, which intentionally incorporate
the insights we receive through feedback from our
customers into services and solutions.”

Zulkarnaen explains that part of the strategy involves
a deep level of communication with agents, who
are the company’s representatives when interacting
with customers.

“We also create various opportunities for our 1,000-
plus colleagues to meet with the customer through
our ‘Customer Day’' campaign,” she says. “For example,
staff can sit in on conversations within call centres
and walk-in centres. They can also join our service
teams huddles to witness how feedback — especially
complaints — can be turned into real opportunities for
service improvements.”

Zulkarnaen adds that such initiatives are crucial for
back-office staff, who may not have a direct sense of
the ‘real’ customer on a day-to-day basis.

“Staff need to hear what customers say about our
services, products or transactions,” she says.

“Fulfilling customer needs is not just a task, because
each customer is a real person with emotions. When our
colleagues experience conversations in the call centre or
walk-in centres, the importance of making our services
more relevant becomes more tangible for them.”

Providing benefits

With the cost of hospital stays and medical
treatment rising, Prudential Indonesia also partners
with the healthcare industry to help contain
customers’ expenses.
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“We partner with hospitals with strong service
standards, and that provides customers with clear
clinical pathways and tariffs,” says Zulkarnaen. “Such
collaboration with ‘priority hospitals’ has become
extremely strategic as it drives the cost of claims
and to some extent determines the way we will price
premiums in the future.”

She adds that Prudential also works very closely
with hospital partners to create prevention programs
for customers. “We offer breast cancer screening, for
example, and access to a discounted rate for vaccines
including pneumonia, typhoid and influenza.

“When these vaccines or other treatments are not
covered by our products, our wholesale deal with the
hospitals means we're able to provide lower prices to
our customers and they sincerely appreciate it.

“If our customers can access vaccines, they can
hopefully stay healthy for longer. We believe educating
the public and maintaining their health and wellness is
our larger role in society.”

The role of technology

Incorporating technology and automation into the
customer experience is another critical aspect of
Prudential Indonesia’s customer strategy.

“We are proud to say that our existing processes have
made us Indonesiass life insurance market leader and
service leader,” says Zulkarnaen.

“But weTe not stopping there. There are always new
technologies introduced to the market that we need to
review so we can ascertain how their adoption might
simplify the customer journey.”

Zulkarnaen says the evaluation of technology is based
on customer feedback — specifically, the company’s Net
Promoter Score. This supports decision-making around
assigning priority improvements.

She says best-practice customer service brings
together an understanding of various customer
personas, as each segment comes with different
expectations. “We need to acknowledge that there
is no one size fits all,” she says.

One similarity among all customer segments,
whatever their age, is that they want their insurance
experience to be fast, simple and seamless. Given
this, Zulkarnaen says it's up to insurers to identify
the differences between each customer persona and
how to simplify their transactions.

Providing transparency
Another similarity customers share is the desire for
transparent processes and options.

For example, younger customers want self-services
on their mobile; they want access to policy information
anytime, anywhere; and they expect it to be easily
available online. Anything less than this is deemed not
good enough.

Older customers want a personalised service, with
agents making time to explain their options. “They like
to make their own decisions, but they also want our
agents to be available anytime for a conversation,”
says Zulkarnaen.
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“With greater automation we'll
also have better control of
data privacy, including how
customers access the data.”

“We frequently observe the demand for comprehensive
cover with personalised services from high-net-worth
customers. On the other hand, we also have customers
who need basic affordable cover.

“Understanding these differences and how we can
facilitate all kinds of personalised transactions and
channels both on and offline, while maintaining
availability for all our customers, is key.”

Implementing automation

In the next three to five years, Zulkarnaen would like
to implement more automation to customer feedback
processes so that it can be received and monitored
more systematically.

She also aims to increase automation in back-office
operations, so that customer-facing services can be
undertaken faster. “For example, if customer service
could use an Al chatbot, they could create a much
better experience for the customer,” she says.

“With greater automation well also have better
control of data privacy, including how customers
access the data. This will give them confidence that
their data is secure with us and create greater access
across all the online touchpoints.

“With all this in mind, we're currently assessing how
we can adopt technology to support the way we design
future services for customers.”

V2222242444444

TWO-
MINUTE BIO

EDUCATION

A bachelor’s (honours) degree in Science
at The University of Warwick was followed
by a master’s degree at the London School
of Economics and Political Science, and
then a postgraduate diploma in Marketing
at the Chartered Institute of Marketing.

CAREER

After studying in the United Kingdom,
Karin Zulkarnaen began her insurance
journey as a trainee under an Allianz
Asia Pacific management program. She
then returned home to Jakarta and joined
Allianz Indonesia, where she held various
roles before being appointed general
manager of marketing at AXA Services
Indonesia and then head of bancassurance
at Bank OCBC NISP. A further stint at
Allianz Indonesia culminated in her
appointment as chief marketing officer.
She joined Prudential Indonesia in 2022,
where she is now chief customer and
marketing officer.

OUTSIDE THE DAY JOB

When she’s not working, Zulkarnaen likes
to be outdoors. Her favourite activities are
paddle boating in the ocean and playing
golf in the mountains. She is currently
training for her second dragon boat race
in Jakarta.

PHILOSOPHY

“Nothing is as good or as bad as it seems.”

TOP TIPS

“There is no limit to what you can do, so
when you join a big company, explore,
offer ideas and show what you can
provide. That’s the advice | give all the
young people | have mentored in the past.
There are still a lot of opportunities for
young people to make their mark [and]
there is a lot of room for personal and
professional growth in this industry.”

iz
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Are you ready to manage your customer
relationships when everyone is under pressure?
The best plans take all possible scenarios into

account, but it’s practice that makes them effective.

_______________Z

atural disaster, data breach,
reputational challenge
— whatever the crisis, an
insurance company's future
can be shaped by how well it responds.
“Effective crisis management is never
a last-minute response,” says Matthew
Collins, director of FastTrack Solutions,
a business continuity management
consultancy based in New Zealand.
“The whole team must be well prepared,
match fit and sure of their role.”
And preparation begins with a
comprehensive crisis management plan.
“This should include clear definitions
of everyone’s roles and responsibilities,
a communication strategy and a process
for assessing and mitigating risks,” says
Craig Furness, CEO of Gallagher Bassett
New Zealand. “It should also identify
potential crises and their impact on
operations, policyholders and stakeholders.
This assessment can then inform the
creation and implementation of risk
mitigation strategies, such as investing in
resilient infrastructure, so insurers can
minimise the severity of potential crises.”
At the same time, the plan must be short
and simple enough to make sense under
pressure. “One client started out with a
70-page tome,” says Collins. “No-one is going
to work through that in the middle of a
crisis. I managed to condense it to a usable
three pages.”

Focus on the consequences
When clients are drawing up a plan,
Collins asks them to focus on the
consequences of an event, rather than
trying to pin down every possible cause.

“Whether your IT system failure is
due to sabotage, a virus, ransomware or
a physical hardware malfunction, the
consequences will be the same,” he says.

He would also like to see a less academic
approach to risk assessment. ‘I often find
that companies have simply updated
previous assessments, rather than
thinking outside the box and taking a
broader view.”

Furness says a claims-surge plan is
essential if there's a possibility that
the crisis will be triggered by a natural
disaster or severe weather event.

“The rapid increase in claims, complex
customer needs and challenging
recoveries mean insurers should have
established partnerships with expert
claims management providers, loss
adjusters, geotechnical engineers,
quantity surveyors and the all-important
remediation supply chain,” he says.

“These plans will detail the
collaboration required with partners,
with clearly defined roles and
responsibilities in advance, so that
the insurers can respond to a surge
event in a co-ordinated way that protects
their customers and reputation.”

IN SHORT
7 0

Every company should
prepare for a crisis by
assessing risk, creating a
usable plan and regularly
rehearsing its response.

Effective training programs
are tailored to team
members’ different roles
and responsibilities.

In a crisis, saying nothing
is not an option. Companies
must be prepared to tell
their own story before social
media takes over with its own
version of events.

/4444444
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Testing and training

Ben Hamilton, Sydney-based senior
managing director at FTT Consulting,
points out that even the best plan is
worthless if the crisis management and
crisis communications teams aren't
familiar with it.

“We recommend crisis teams test their
plans through regular desktop exercises
and at least one full crisis management
simulation a year,” he says. “These pressure
test the teams, and it's much better to do
that in a controlled environment than in
the midst of a real crisis event.”

Collins has found that well-run simulations
can have an enduring effect.

“Last year, I did some work with a client
I first consulted for in 1998,” he says.

“People who are still with the firm said
they vividly remember the simulations
we did back then.”

The right responses also demand training,
and training programs should be tailored to
different roles and responsibilities.

“Senior executives may benefit from
training in strategic decision-making
and crisis communication,” says Furness.
“However, as frontline workers are the first

point of contact for customers seeking
support during a crisis, theyre likely to need
training in how to support vulnerable or
distressed customers, and also [in] the Fair
Insurance Code. Running regular upskilling
during ‘peace time' periods will also help to
ensure that any temporary workers brought
on to deal with a surge are supported by a
highly skilled existing workforce.”

Furness adds that insurers and their
partners should also remember that
speaking to distraught customers can have
a negative effect on a team’s wellbeing,

“We train our people to ensure they have
the tools to manage difficult conversations
with customers, as well as cope with the
stress, uncertainty and heightened tension
that the event can cause for a team member
on an individual level,” he says.

Essential communication

A crisis communications plan is separate
from, but closely related to, the crisis
management plan.

“Whatever the nature of the crisis, saying
nothing is not an option,” says Hamilton.
“Customer and broader stakeholder
communication is critical, and companies

oj0ydxo035! :Aydedboioyd
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need to be prepared to tell their own story
before someone else fills the gap. Once you
lose control of the narrative, it can be very
difficult to regain the voice of authority.”

He advises insurers to act as soon as
possible to acknowledge that there has
been an event, that you're aware of it,
that youre working to resolve it, and that
more information will be provided as it
becomes available.

“Gone are the days of just relying on
a media release,” says Hamilton. “Your
stakeholders will be listening, watching,
browsing — and your communications
response needs to take that into account
with a multichannel approach.”

This can include email, social media
and your website, as well as direct
communication through customer service
channels like text or phone.

“In times of crisis, it's critical that insurers
are communicating in a clear and simple
way,” says Furness. “Customers will be in a
state of stress and may be unable to process
complex or confusing messages. Ensuring
they receive important information
through the medium they prefer means
theyre more likely to retain what you need
them to know.”

Messages should also be tailored to the
specific needs and preferences of different
customer segments.

“In New Zealand, for example, insurers
need to consider how best to communicate
with a diverse and multicultural population,”
says Furness. “This can include engaging
translators, adding image descriptions or
utilising non-digital channels.”

Common factors for success
Hamilton has supported clients from many
different sectors and industries through
incident response. In his experience, those
who handle a crisis well have a few things
in common.

“T've found that their crisis teams
are made up of people who trust each
other, who know the intricacies of their
businesses, who keep calm under pressure
and who are able to lead the strategic
response to a crisis,” he says.

The most common mistake? “Not being
prepared,” says Hamilton. “If you don't have
up-to-date crisis management and crisis
communications plans, you won't be able to
respond effectively when a crisis hits.” ~

CAREER DEVELOPMENT

“We recommend crisis teams
test their plans through regular
desktop exercises and at least
one full crisis management

simulation a year.”

Ben Hamilton / FTI Consulting

7z

A CO-OPERATIVE
APPROACH TO CRISIS

FOR ASEAN+3

In South-East Asia, some countries are taking a collaborative approach
to crisis management. With a large regional population that is mostly
underinsured, the initiative acknowledges that disasters don’t always

recognise country borders.

In partnership with the World Bank, which serves as lead technical
partner, the Southeast Asia Disaster Risk Insurance Facility

(SEADRIF) provides cover for governments in the region and serves
as a platform for rapid payouts in the aftermath of a loss event.
Participating nations also receive advisory and financial services to
increase preparedness, resilience and co-operation in response to

climate and disaster risks.

Cambodia, Indonesia, Lao PDR, Myanmar, Philippines, Singapore,

Japan and Vietnam are currently members, and membership is open to
all ASEAN+3 countries — the 10 ASEAN member states plus the People’s
Republic of China, Japan and the Republic of Korea.

Disaster risk financing and insurance products are offered through
the SEADRIF Insurance Company, which was incorporated in

Singapore in 2019.

DOMINI STUART

“Like the crew of an airline, everyone in an insurance company's team should be so familiar
with their role in a crisis that they automatically respond smoothly and calmly. Insurers also

need to prepare for the emotional toll a crisis takes on both its customers and its frontline

workers, who might be affected by the crisis themselves.”
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Empathetic Claims Management

Empathy is a crucial skill in claims handling, as it fosters
trust, understanding, and satisfaction among claimants.

This short course aims to equip insurance professionals
with the skills to provide empathetic and trauma-informed
customer service to all claimants, including vulnerable
customers. Explore the difference between sympathy and
empathy, how to identify and respond to trauma, and what
empathy looks, sounds, and feels like in the context of Management ()
their work. b
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ust like businesses,
cybercriminals are also on
their own digital transformation
journey: they are constantly
looking for new and innovative
ways to infiltrate organisations.
At the top of the list of potential
threats are breaches resulting from social
engineering, a tactic where hackers trick
employees, suppliers or contractors into
revealing confidential information, clicking
on malicious links or providing entry to
IT systems.

A particularly menacing group that is
successfully using social engineering tactics
is Muddled Libra, also known as Star Fraud,
UNC3944, Scatter Swine or Scattered Spider.
Over the past two years, these hackers
have largely infiltrated organisations via
IT help desks and are now believed to be
also targeting cloud service providers and
software as a service (SaaS) applications
to steal data.

The group has already been linked to
several high-profile cyber attacks. One
example is the September 2023 attack on
MGM Resorts, where Muddled Libra used
multifactor authentication fatigue attacks
(numerous authentication requests) to gain
access to the network. The attack resulted
in systems across the conglomerate’s
30-plus hotels and casinos around the
globe being offline for more than 10 days,
leading to substantial revenue loss. In the
same week, Muddled Libra attacked Caesars
Entertainment, gaining access to various
parts of the customer infrastructure and
causing widespread disruption.

According to an Incident Response Report
from Unit 42 at Palo Alto Networks, Muddled
Libra is believed to be primarily made up
of operatives from the United States and
the United Kingdom. Unlike some other
hacking groups, members have strong
English language skills and a clear strategy
for breaches — including targeting clients
downstream from the initial breach.

“They are in it for the money. Their ransom
demands are very large, often in the tens of
millions of US dollars. And, of course, they
demand payment in cryptocurrency,” says
the report.

Here's what we know about Muddled Libra,

the technigues they are using and what
insurers and their clients should be doing
to protect themselves.

THE WEAKEST
(SUPPLY CHAIN)
LINK

“One of the top issues that we're
continually talking to our clients
about is how to manage potential
vulnerabilities in their digital supply
chain,” says Gill Collins, head of cyber
at Marsh McLennan Pacific. “There

is an increasing frequency of cyber
attacks that stem from infiltration
through third-party technology
providers who have access to clients’
systems or data.”

Collins says that, from an insurance
perspective, customers who are using
either outsourced business operations,
cloud service providers, or SaaS
platforms and applications may be at

a greater risk because that’s exactly
what Muddled Libra is targeting.

“Our advice to businesses who are
about to enter an agreement with a
supplier that will have access to any

of their critical information technology
assets is to take the time to understand
what controls and risk management
procedures they have in place around
cybersecurity,” she says.

“Specify your minimum cybersecurity
standards in the contract, as well as
your right to review those standards
on a regular basis, so that you can see
whether they’re actually upholding
their end of the bargain.”

Cyber attack
by Megan Breen

"Specify your
minimum
cybersecurity
standards in the
contract, as well as
your right to review
those standards on a
regular basis, so that
you can see whether
they're actually
upholding their end
of the bargain.”

Gill Collins / Marsh McLennan Pacific

7

Zero-day vulnerability

Software often has security vulnerabilities
that hackers can exploit before developers
have time to fix the problem. This is known
as a ‘'zero-day’ attack.

Groups like Muddled Libra find those
vulnerabilities and then impersonate IT staff
or help desk personnel to trick employees
into sharing their credentials. Or, they
convince the user to perform an action like
opening a file or visiting a malicious website.
Doing so downloads the attacker’'s malware,
which infiltrates the user’s files and steals
confidential data.

“They also use phishing, push bombing
and SIM swap attacks to gain unauthorised
access to networks,” says Faisal Yahya,
cybersecurity strategist at Vantage Point
Security in Indonesia.

“These tactics typify an advanced
persistent threat [APT], where sophisticated
groups utilise various tactics, technigues and
procedures — including social engineering
and zero-day exploits — to infiltrate a
network and steal confidential data over
an extended period.
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“It is a very methodical operation and
it takes time. The frequency of attacks is
actually small, but the impact of an attack is
massive. Essentially, once the vulnerabilities
have been located, the APT group will sell
the zero-day to the highest bidder.”

What are the warning signs?
Vigilance is a must when it comes to
cybersecurity, says Tom Roberts, manager of
threat and incident response at cybersecurity
adviser CERT NZ.

“Often there is not just one particular
thing happening,” he explains. “You need to
make sure you are across everything and
that when you're not necessarily looking at
something in particular, the defences are
holding up well enough.”

Roberts says classic network-infiltration
strategies used by groups such as Muddled
Libra include: out-of-hours help desk requests,
logins from strange locations or devices,
people tampering with logs, a barrage of
multifactor authentication attempts against a
single target or multiple password attempts.

Despite the growing threat posed by
Muddled Libra, no arrests have been made
public. This means organisations need to
take proactive measures to protect their
networks, says Yahya.

There are some simple steps to take,
he suggests. In addition to implementing
strong password policies and multifactor
authentication, businesses should keep all
operating systems, software and firmware
up to date and educate employees on
phishing tactics.

“Organisations should also implement
application controls to manage and control
software execution. Regular auditing of
remote-access tools can help identify any
unauthorised software or abnormal usage
patterns,” says Yahya.

“The effectiveness of these measures
depends on proper configuration and
management. Investing in the right tools and
expertise is also important. These should
be integrated into a comprehensive security
posture, with additional layers like threat
detection and incident response.”

Human touch

Gill Collins, head of cyber at Marsh
MclLennan Pacific, says that clients who see
cybersecurity and cyber risk as a whole-of-
business risk may be far better prepared to
respond to these cyber threats.

“An executive team should consider
cyber risk management really seriously,
and they need to activate that kind of culture
throughout the whole of the organisation,
so that cyber risk is recognised as a real
business risk and that people are well-
versed in how to respond accordingly,”
she explains.

Recognising that the breach may occur
because of the actions of employees is also
crucial, adds Roberts.

“We need to shift our focus from purely
technical vulnerabilities to a more holistic
approach that prioritises social engineering
threats, because in most businesses —
including those in the insurance industry
— the weakest link isn't always the software;
sometimes it's the person behind the screen.”

This means integrating social-engineering
awareness training and phishing simulations
into employee security education programs.

“Essentially, it's about training your
employees,” says Roberts, “or your
employees will train the hackers.” /

MEGAN BREEN
“With new cybersecurity risks emerging daily,
the weakest link is often us humans, which

means the safest approach is educating people
on what to look out for."
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Beyond smoke detectors and Certain smart-home
alarm systems, some insurers  features can prevent
are incentivising customers to  claims, while enhancing
use smart-home technology
such as smart leak detectors

to mitigate risk. in the market.
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et smart

Smart-home technology can
fast-track the claims process and
even prevent claims by providing
accurate information to claims
teams. Though many insurers
are still treading carefully in this
space, others are leveraging the
technology to benefit customers
and themselves.

Z

flooded house was the last thing Melbourne
homeowner Ash Grove expected to find when
he returned from a three-week holiday last
year. A pipe in his upstairs bathroom had
burst, causing A$130,000 worth of damage
and forcing him and his family to move into a rental

property for eight months while the repairs were made.

Though his home and contents policy covered
the relocation and repair costs, the situation was
a huge inconvenience.

Now back home, he plans to install leak detectors in
his kitchen, laundry and bathrooms. “If I'd known about
these before, it would have saved us a lot of time and
heartache,” he says.

Grove's story will sound all too familiar to property
claims teams. Allianz Home Insurance data reveals
almost 30,000 claims for burst pipes in 2022-23.
Meanwhile, water damage incidents accounted for
nearly a quarter of all home insurance claims lodged
through GBE in 2021, with the average cost coming in
at A$5,000 and severe cases reaching more than half
a million dollars.

Hoping to curb this trend, some insurers are
incentivising customers to use smart leak-detector
sensors — offering discounts on premiums, for
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Insurers that adopt smart-
home devices into their claims
processes need to navigate
customer engagementand  customer concerns around
helping insurers stand out  cybersecurity and data privacy.

example, or even giving the devices to policyholders for
free. Such sensors can be connected to smartphones
via apps, issuing alerts when a leak is detected so the
user can remotely switch off their water and prevent
the damage escalating.

In Australia, Honey Insurance is leading the way in
smart-home protection. When purchasing home and
contents cover, customers receive sensors valued at
A$250, which alert them to the ‘trinity’ of avoidable
household mishaps: fire, water damage and theft.
They can identify water leaks; act as ‘co-alarms’ for
smoke and carbon monoxide detectors; keep tabs
on important entry points such as doors, windows,
garages and safes; and monitor temperature changes,
to avoid frozen pipes and other risks. Customers who
keep these sensors activated subsequently pay less
for premiums, receiving a discount of up to 8 per cent
every year.

It's a mutually beneficial solution, with Honey helping
customers to be more proactive about averting
accidents that could otherwise lead to claims.

White-label insurtech Open likewise encourages
the brands using its embedded insurance platform
in Australia, New Zealand and the United Kingdom to
incentivise smart-home technology. Alongside smoke
alarms and water detectors, smart-home security
features such as cameras, doorbells, locks and motion
sensors can earn customers discounted premiums to
reflect their reduced risk.

In Hong Kong, significant seasonal weather
fluctuations contribute to a high incidence of

water damage claims. In this environment, the
Water + Climate sensor from home security
start-up Kangaroo can be a valuable claim
deterrent. In 2021, QBE Hong Kong partnered with
the company for a limited-time promotion — offering
free sensors to new home insurance customers.
Kangaroo co-founder Dhruv Garg says it was
fascinating to see people used the device to notify
them on their phone if they had a leak from a burst
pipe, but also to keep precious items and family
members safe — “from checking humidity where
handbags or wine bottles are stored, to knowing the
temperature in a baby's room without waking them”.




Smart homes
by Beth Wallace

| (A

Another partnership emerged in May this year
between Hong Kong Broadband Network and AXA Hong
Kong and Macau. The two companies have launched a
comprehensive home protection package, combining
fibre broadband with a home network security solution,
smart-home solutions and home insurance. The
smart-home element of the ‘All-in-one Home Kit' allows
customers to easily add motion sensors, smart door
cameras and other Internet of Things (IoT) devices in a
convenient bundle, to manage and protect their virtual
and physical properties.

Kenneth Lai, chief general insurance officer at AXA
Hong Kong and Macau, says AXA has always been a
strong advocate of customer centricity and innovation,
and that this novel solution will “provide customers
with comprehensive home protection that caters for
their household needs”.

A growing number of insurers are following suit,
partnering with smart-home technology companies to
prevent and manage claims while also enhancing their
value proposition, says Jennifer Kent, vice president
of research at Parks Associates — a global market
research firm that specialises in the analysis of loT
residential products.

POPULAR SMART-HOME TOOLS

SMART LIGHTS
AND BLINDS
can be programmed or accessed
remotely to create the illusion
of occupancy when homeowners
are away

SMART LOCKS

keyless locks that enable users
to lock and unlock doors remotely

HOME SECURITY
video doorbells, motion sensors
and cameras deter intruders
and provide visual evidence
of crime

DOOR AND
WINDOW SENSORS
send alerts when entry
points are left open

SMART SOCKETS
can be accessed remotely, so
users can check appliances are
switched on or off

SMART DETECTORS
water, smoke, carbon monoxide
and temperature sensors send
live alerts to customers’ phones,
so they can act before a repair or
claim is necessary
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Smart homes

PLUGGING THE
CLAIM DRAIN

A proof-of-concept pilot is underway for a smart
water-leak alarm designed specifically for
Australian and New Zealand conditions. Ondo
InsurTech Plc, a United Kingdom leader in claims
prevention technology for home insurers, is
developing and testing a modified version of

its LeakBot product in partnership with IAG's
innovation arm, Firemark Ventures.

UK insurers, including Hiscox and Admiral,
already supply the device to — and fix leaks for —
some policyholders, free of charge. Homeowners
simply attach the device to a water pipe near their
stop tap (sometimes known as a stopcock or shut-
off valve), then connect it to their home’s wireless
network. LeakBot’s patented Thermi-Q technology
uses temperature to monitor mains water usage
across the entire home and detect leaks of any
size. If a leak occurs, the homeowner is notified via
a mobile app, which provides access to a team of
LeakBot engineers to find and repair any damage.

Given that stop taps are located outside properties
in Australia, the device under development is being
built to withstand all weather conditions.

Research conducted by Ondo shows that in the
UK, LeakBot lowers water damage claim costs by
70 per cent and reduces the frequency of claims
by 39 per cent.

VZ

“We do feel like we're at the point where we're
starting to see some of the major [insurance]
providers step into the market in a more real way,”
she says.

Kent points to United States insurer State Farm's
US$1.2 billion equity investment in home security
leader ADT. When the deal was announced in 2022,
State Farm's chief operating officer Paul Smith said
it would enable the insurer to “provide smart-home
technology that takes us from our ‘repair and replace’
model to a ‘predict and prevent’ mindset”.

So far, data from Parks Associates shows that US
consumers are favouring smart-home technology
such as video doorbells and cameras, which not only
deter theft and intrusion but also generate evidence
that can be shared with insurers in the event of a
claim. However, uptake of products that stand to have
the greatest impact on claims — such as smart leak
detectors — is still low.
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“But now that we have these partnerships, we
expect to see more data emerge around which homes
have which types of devices and whether or not claims
are being impacted in a positive way,” says Kent.

Proof that the technology delivers value will likely
give rise to more tech-insurer partnerships, she adds,
as will insurers’ efforts to maintain the affordability
and accessibility of cover, particularly as extreme
weather events drive premiums up. “l think anything
that can help turn the tide on profitability, or that can
keep insurance somewhat more affordable, will be
something insurers strongly consider.”

Though smart-home technology delivers many
benefits, it does raise some concerns — especially in
relation to cybersecurity and data privacy.

Kent says insurers must ensure that the data
that claims teams collect from smart devices is
properly protected and used responsibly to maintain
customer trust.

“Insurers need to be very transparent about how
they handle the data,” she says. “They should also
clarify its terms of use. For example, if a leak detector
battery runs out without the customer knowing and
a leak occurs, will the claim still be paid? Customers
will want to know that the devices won't put them at a
disadvantage; they want to trust that their insurer is
going to treat them the right way knowing they have
these devices in their home."

Despite challenges, there's certainly appetite for
the technology, with a recent Parks Associates study
finding that one-third of US internet households
with homeowner's / renter’s insurance would switch
providers to acquire smart devices.

This represents a major opportunity for insurers,
says Kent. "Customer satisfaction goes through
the roof when smart-home products or associated
discounts are offered. Customers who received a
discount for smart-home devices from their insurance
provider gave them an NPS [Net Promoter Score] of
31. Those who don'’t receive any sort of discount rated
ita10.”

According to Kent, increased uptake of smart-home
technology allows insurers to reduce risks, enhance
customer engagement and differentiate themselves in
the market. “It's a win-win strategy that benefits the
insurance industry and homeowners seeking enhanced
protection and peace of mind.” ~

BETH WALLACE

“The benefits offered by certain smart-home technologies are so obvious it seems ridiculous that
they're not automatically installed in every home. Anyone who has experienced extensive water
damage, for instance, would no doubt kick themselves for not having had the foresight to install a

leak detector — a mistake they're unlikely to make twice. It will be interesting to see how insurers
embrace smart-home technology, given the value it can deliver both to themselves and their
customers in reducing the number and severity of claims.”
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Young customers
by Christopher Niesche
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> Young people are still Y Insurers are educating
less likely to have life young people on the
insurance, because the platforms they use, such
risks can seem distantand  as TikTok and Instagram,
the benefits unclear. with some using influential

celebrities to get the
) There is a push to bring message across.
young insurance advisers
on board, so young
people can get advice
from their peers.
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How do we get young people to engage with, and take out, life insurance?
T
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etting young people interested

in life insurance cover for events

they don't expect to occur for

decades has been a perennial

challenge for the sector, with
cohorts of life insurance policyholders
skewing to an older demographic.

In Australia, new customers aged under
40 make up only 10 per cent of AlA's male
customers and 17 per cent of its female
customers. And, in New Zealand, just 8 per
cent of under 35s have sought professional
financial advice. The average age of a new
customer at New Zealand's Fidelity Life is 37.

Bronwyn Kirwan, chief commercial officer
at Fidelity Life, says that across the life
insurance industry in New Zealand the
insured population is declining because
young people are under-represented and,
increasingly, policies are lapsing due to
greater financial pressures.

Research commissioned by Fidelity Life
— titled Advice for good: Rethinking New
Zealand's relationship with financial advice
— delved into why younger people are less
likely to take up life insurance. The statistics
are telling: 37 per cent of 18-24-year-olds
feel overwhelmed about their financial
situation; 66 per cent of 18-34-year-olds lack
confidence with making money and finance
decisions; and 41 per cent of New Zealanders
under 35 don’t know where to get financial
advice they can trust.

Educating a generation

Delivering educational content about life
insurance to the younger demographic via
social media — TikTok, Facebook, Instagram
and LinkedIn — is key, says Kirwan.

She points to the work of Josh Cuttance,

a young Dunedin-based financial planner
producing clear and straightforward
financial content aimed at a younger
audience. Cuttance posts a large number
of talking-head videos across social media.
Each is less than a minute long and covers
basics such as ‘insurance — choosing a
provider” and ‘is insurance expensive?’.

“We really back the advice community in
New Zealand to deliver a professional, holistic
experience for customers,” says Kirwan.

Allianz Life Insurance Malaysia Berhad
also relies on bite-size, easy-to-comprehend
content to engage younger customers.

“In general, we prioritise interactive
and engaging content such as videos,
social media, seminars and customised
customer promotions,” says CEO Charles
Ong. “We focus on building a thriving online
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“We are very keen to
see a vibrant advice
industry. Also one that
looks like the New
/ealand population,
with diversity in terms
of gender, age, heritage
and experiences.”

Bronwyn Kirwan / Fidelity Life
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and offline community around our brand,
not just short-term engagement.”

While young people in Malaysia are less
interested in life insurance than in pursuing
a better lifestyle, Ong says this is changing.

“We see younger segments without
insurance — that is those aged 21 to 30 —
having a higher interest in getting insurance,”
he says. “With evolving life stages and
heightened awareness from the pandemic,
we recognise the need to play a bigger role
in imparting wider knowledge on sustainable
protection and medical plans to this segment
of Malaysians.”

Apart from communicating on the right
platforms for younger segments, Allianz Life
Insurance Malaysia Berhad recognises that,
like many insurance customers, young people
often prefer to deal with companies online,
on demand. The insurer offers health and
wellness services via its self-serve customer
portal MyAllianz, which also allows customers
to access and manage their general, life
and employee benefits policies from mobile
or computer.

A focus on the flip side

If you can’t get young people engaged with life
insurance, can you capture them with a focus
on avoiding risks through a healthy lifestyle?
That's one approach AlA is using. It targets the



“In general, we prioritise interactive
and engaging content such as videos,
social media, seminars and customised
customer promotions experiences.”

Charles Ong / Allianz Life Insurance Malaysia Berhad
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younger demographic to get them engaged
in life insurance via its wellness offering,
AlA Vitality.

AlA Vitality is a behavioural, science-backed
wellbeing program that supports customers
to make healthier choices. It provides rewards
to incentivise them to move more, eat well,
complete regular health checks and look after
their mental health.

The program appeals to a younger
audience but more needs to be done, says
AlA chief shared value and marketing officer
Stephanie Phillips.

“It helps to start that conversation around
what AlA is about. We're championing and
encouraging everyone to live healthier and
longer, better lives,” she says.

Life insurance might be low on the list of
priorities for young, healthy people, but AlA is
trying to emphasise that they have financial
responsibilities and should protect themselves
with income protection, trauma insurance and
total and permanent disability cover.

The insurer also uses sports stars such as
Ash Barty, Stephanie Gilmore and Patrick
Cripps as brand ambassadors on Facebook,
Instagram and, more recently, TikTok.

“We want to build that approachable and
trusted brand image and keep pace with those
audiences to effectively reach and connect
with them,” says Phillips.

Young customers, young advisers
Kirwan sees advice as a key part of the
solution in engaging young customers with
the benefits of having life insurance.

“I think there's a real reticence from
some young people to reach out for advice
when they think that is going to show up
in the form of a particular demographic,
that may not necessarily look or feel like a
demographic they want to open their heart

to about something as deeply personal as
things financial,” she says.

Fidelity Life launched its ‘Career connect’
education and scholarship program to help
more young people and those from more
diverse backgrounds become financial
advisers. It has doubled its commitment to
the program this year.

Similarly, Allianz Life Insurance Malaysia
Berhad is working to attract future leaders
to the ranks of Allianz's insurance agents.

“The aim is to provide full-time, committed
professional agents who can sell all
insurance solutions, including life insurance
and general insurance, thus catering to the
broader needs of the younger segment,”
says Ong.

Kirwan says the industry in New Zealand
is trying to shift the profile of advisers.

“We are very keen to see a vibrant advice
industry,” she says. “Also one that looks
like the New Zealand population, with
diversity in terms of gender, age, heritage
and experiences.” /.
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“It's always a challenge to get young people to think about what their life will be like in 20, 30 or even 40 years’
~ time. Life insurers in APAC are overcoming the problem with easily digested, educational content that they
hope will get younger potential customers to think about their future financial responsibilities — and how to
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2 Global association ACORD is
driving data standardisation
across the insurance industry
through its Global Advisory
Council (GAC), created in
February 2024.

> Already, 20 of the top

25 global reinsurers have
joined the council, along
with regional organisations
such as the Singapore
Reinsurers’ Association.

The GAC aims to standardise
data at all levels of the industry
and across associations,
driving efficiencies and
enabling better compliance.

Photography: iStockphoto

As our reliance on data increases, reinsurers are leading
the way on standardisation to make that information more
shareable and more useful across the insurance industry.

everal years ago, The Economist
magazine famously described
data as the “new oil". As data
volumes increase and as data
analysis has become increasingly
important to the insurance
industry, so has the issue of
data standards. Rigorous standards for
data enable accurate benchmarking and
comparison, while driving more efficient
collection and transfer of data between
reinsurers, insurers and other stakeholders.

Data standardisation, then, might be
described as creating a common language
that aggregates data from diverse sources
and makes it easier to interpret and use.

This has been a key driver for global
standards body ACORD (Association for
Cooperative Operations Research and
Development) to launch an initiative to
standardise data across reinsurance
and insurance.

Announced in February this year, ACORD's
Global Advisory Council (GAC) data
standardisation project includes members
from 20 of the top 25 global reinsurers,
along with regional industry bodies such
as the Singapore Reinsurers’ Association.

Other regional bodies include the
International Underwriting Association
of London (IUA), the Association of
Bermuda Insurers and Reinsurers and
the Dubai International Financial Centre.
The GAC is chaired by Dave Matcham,
chief executive of the [UA.

Data standardisation
by Lachlan Colquhoun

The initiative comes after several
milestones in global insurance industry
digitalisation, such as the full alignment
of the Core Data Record and other

key aspects of Lloyd's Blueprint Two
modernisation program with ACORD
standards, as well as the Italian Market
Data Exchange Platform project.

This leverages the ACORD Solutions
Group's ADEPT platform to connect the
Italian (re)insurance community using
ACORD Global Reinsurance and Large
Commercial Standards.

Bill Pieroni, ACORD’s New York-based
chief executive, says the data project is
part of the organisation’s wider mission to
“support interoperability” in the industry
through standardisation.

“The goal is that any time a piece of data
is exchanged across the insurance value
chain and between stakeholders, it will be
an ACORD standard and will be usable by
our 36,000 members across 120 countries,”
he says.

While ACORD is a global body, Pieroni
says the industry “tends to be very local
and because of this, much of the role of
the GAC will be to consult with regional
associations and understand their issues,
such as local compliance and resource
allocation, and how that might drive

data standardisation.
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“Data standardisation is about using data at
the moment of value, when the customer calls
with a claim or when someone is quoting or an

agenda needs data.”

Bill Pieroni / Association for Cooperative Operations Research and Development (ACORD)

“We are one of the few organisations
where competitors can come together to
collaborate and co-operate,” says Pieroni.
“We can bring these people into the same
room and the truth is that they will all
benefit from pervasive data standards.

“The output I'm really looking for is to
identify those shared opportunities and
priorities, but to make progress we need
to allocate and align resources to make
it happen.”

Pieroni likens data standardisation
to the industry using “the same power
plug” around the world. Just as Apple
and Samsung realised that using
ecosystem-specific connectors for
devices doesn’t guarantee customer
loyalty, reinsurance — among many other
industries — is finding that restricting
the flow of customer data is no sure-fire
way to retain business.

“The industry has realised over the last
few years that it doesn't help anyone in
terms of their competitiveness,” he says.
“It does nothing to help keep a customer,
because you've locked them in with a moat
from which they can't escape.”

Asked to describe his vision of how
data standardisation could improve the
efficiency of the reinsurance industry,
Pieroni says it would impact the whole
“operational value chain”.

“It is the ability to seamlessly apply,
guote, find the cover and then share that
data across underwriting, claims, finance,
investment and the back and front office,”
he says. "There are multiple stakeholders,
such as the big brokers, the independent
agents and the reinsurers, so it can deliver
an ecosystem level of efficiency.

“Data standardisation is about using data
at the moment of value, when the customer
calls with a claim or when someone is
guoting or an agenda needs data.”
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Reinsurers that are implementing
artificial intelligence (Al) would also gain
more value from the data standardisation
project, because Al “really benefits from
tagged data”.

“Tagging makes Al so much better in
terms of its ability to derive insights,”
says Pieroni. “In theory, Al could use
unstructured data, but that creates issues
around transparency. It creates a black
box, which is difficult to understand. Being
able to build a software solution with a
consistent set of data standards to allow
it to be leveraged across stakeholders
globally creates huge levels of impact for
the software community.”

The final, but equally compelling, benefit
is in faster and easier compliance.

“Compliance is becoming more onerous,
and standards can have a big impact
on how data is collected, stored and
reported,” says Pieroni. “Standardisation
can take a lot of the pain and cost out of
compliance, so | think it will have a big
impact there too.” ~
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“| am used to hearing that data is the new oil,
but the idea of data standardisation driving

a common language across an industry was

a new insight. The analogy helped me better
understand the benefits data standardisation
could bring to the (re)insurance industry, with
data talking and communicating seamlessly
across organisations and geographies.”



http://anziif.com/professional-development/articles/2023/05/how-to-manage-bias-in-insurance-data-and-algorithms
http://anziif.com/professional-development/skills-units/ge20006-20

AICLA/ANZIIF @AICLA @ANZIIF

CC24

Claims Convention

aicla.org anziif.com

Claims Under
the Microscope

DRIVING BETTER
OUTCOMES

26 SEPTEMBER 2024

SYDNEY, AUSTRALIA

EARLY BIRD CLOSING DATE
31 AUGUST 2024



http://www.anziif.com/claimsconvention

BROKING

Industrial special risk
by Abigail Murison

IN SHORT
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> Medium and large companies with
complex needs may need tailored
cover beyond an off-the-rack business
insurance package.

> Brokers can design a more
comprehensive combination of material
damage and business interruption
insurance to match unique risk profiles.

2> Supply-chain disruption and rising
inflation in some countries will require
brokers to update asset valuations

as often as quarterly for some large
businesses if they are to avoid being
under-insured.

Made 10
measure

While there are differences in the
details, what’s common across
industrial special risk-style insurance
is the diligence required from brokers
— from quote to renewal to claim.
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hat do you do if your
company has outgrown
standard business insurance
or is too complex or unusual
for an off-the-rack policy?
The smart ones speak to a broker about
a custom solution.

Known in Australia as industrial special
risk (ISR) and in Malaysia as industrial all
risk (IAR), these policies can be built to
address a unique business risk profile.

“The sort of businesses that typically
require ISR cover have a wide range of
assets over varying geographies and need
a tailored solution for those assets,” says
Robert Kelly, co-founder, managing director
and CEO of Steadfast Group in Australia.
“ISR can be tailored to suit the risk
transfer that the client wants, whereas
business insurance packages are usually
locked down to a standard, broad range
of coverages.

“An ISR policy is capable of providing
more coverage and is drafted to make
sure that the events you want to get
covered are included in the specifications.”

Kelly says the two standard parts of
ISR / IAR cover — material risk and business
interruption — go hand in hand. "A business
interruption section of an ISR policy is
only triggered if there's a claim under the
material damage side of the policy,” he says.

While this might sound straightforward,
it can be anything but. As an example,
Kelly points to the 2011 floods in Thailand.
While some Australian businesses had ISR
cover for their overseas suppliers, their
policies did not cover flood damage to
overseas premises and stock. As a result,
they could not claim against either their
material damage or business interruption
ISR insurance sections.

"An ISR policy is
capable of providing
more coverage and
IS drafted to make
sure that the events
you want to get
covered are included
in the specifications.”

Robert Kelly / Steadfast Group

_________________Z

Regional differences

In New Zealand, the primary cover
offered is the material risk aspect, and
it's commonly taken up by medium
and large businesses.

“It's treated differently in New Zealand
because we have material damage, rather
than industrial special risks. Different
terminology, different coverage. Each
market has its own little quirks,” says
Chris Pirie, general manager, Commercial,
at PIC Insurance Brokers Ltd. “New Zealand
has always seemed to have some of the
most comprehensive policies in the world,
and in our material damage cover, you're
covered for full accidental damage, unless
it's explicitly excluded.”

In Malaysia, Puriantoh Supu, head of
Commercial Lines Underwriting, Generali
Malaysia, says businesses taking up
the equivalent IAR cover have a total
sum insured exceeding RM50 million
(A$15.7 million). “Manufacturing or heavy
industry would opt for IAR cover due to
the additional accidental and theft cover
which is not provided in the standard fire
tariff,” he explains. "For normal commercial
property risks, the standard fire tariff
would suffice.”

Puriantoh says that the other option in
Malaysia is the large and specialised risk
(LSR) scheme IAR, which is only available
for industrial risks exceeding the combined
sum insured (material damage and
business interruption) of RM300 million
(A$94.4 million).

“The scheme is managed by the LSR
scheme manager appointed by Bank Negara
Malaysia [Central Bank of Malaysial,” he
says. "The main difference between the LSR
scheme IAR and the tariff IAR is the open
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WHAT'S
COVERED?

Industrial special risk (ISR) /
industrial all risk (IAR) insurance

is typically more comprehensive
than a standard business insurance
package or Malaysia’s fire tariff.

COVER INCLUDED:

9 Post insurance event clean-up

COVER NOT INCLUDED:

Wear and tear
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pricing of the LSR scheme. It also allows
the option for a wider coverage compared
with the standard tariff. Given the type

of coverage available in the LSR scheme,
large industrial-based companies would
normally choose this IAR cover.”

As brokers in Australia and New Zealand
might have suspected, Puriantoh says
there is @ common misunderstanding of
the phrase “all risk” in the IAR cover, with
clients assuming that all types of perils
are covered and any loss is within their
IAR coverage.

“Just like any type of insurance cover,
IAR has its own exclusions and conditions
as defined in the full PDS. For example, the
standard IAR tariff has fixed mandatory
wordings to be applied and even the price
is determined by an appointed committee
known as the Special Rating Committee,”
he explains. “No amendment of wordings
are allowed for risks within this category.”

It's a different story with LSR. “The LSR
IAR has room for tailored wording, subject
to the approval of the scheme manager,”
says Puriantoh. “In general, the coverage
is wider and may have the flexibility to
include engineering sublimit cover, such
as machinery breakdown, within the limit
approved by the scheme manager.”

Designing cover

Both material risk and business interruption
elements require significant fact finding and
due diligence from the broker in order to
design a policy that responds appropriately
to the customer's risks.

Pirie says a broker would need a good
six to eight weeks to get all the facts
and review and analyse the business
information for the submission. “For
material damage, people underestimate
the value of what they have,” he says.

In addition, Pirie says capacity for cover
is "an issue” in New Zealand, with restricted
reinsurance limits, so a broker may have
to approach multiple insurers in addition
to drawing up a good-quality submission.

“Nothing beats face to face,” adds Pirie.
“You want to be able to paint as good a
picture as you can to prospective insurers,
so you need to actually go and eyeball
the client and their workplace. Look
around, check their security, check their
fire protection, check the construction of
the buildings and show interest in what
the client does and how they do it.”

Says Puriantoh: “Understanding the risk
and exposure is the key to asking the right
questions and providing sound advice to the
client. For example, a factory that produces
goods is exposed to accidental damage

Illustrations: iStockphoto



within the premises and possible loss of
goods from theft exposure. [In this case],
IAR coverage is the most suitable cover,
rather than the standard fire tariff.”

For material risk, an in-depth analysis of
the physical assets, their location and their
exposure to weather events such as flood
and bushfire is required. If a company has
physical assets or supplier assets overseas,
the cover must reflect that risk exposure
from their geography.

If a client’s revenue comes from buying
widgets from Thailand, you have to
evaluate their exposure to that widget
factory and make sure you mirror the
cover under the Australian ISR policy,
Kelly explains. “That way, if the non-supply
of a part or product would lead to loss of
turnover and trigger a claim, you've got
that coverage.”

Pirie says that lots of insurers in
New Zealand don't really want to cover
anything outside the country, so brokers
need to understand which insurers will
be willing to offer that cover. While having
that discussion, it's a good idea to also
negotiate cover on unigue elements.

If a client has a building with a plant
room or a lift, for example, you should be
looking at insurers that don't exclude those
locations immediately and don't leave it as
a sub-limit. "You can ask other insurers to
include them but there may be a premium
involved,” says Pirie.

Kelly adds that a broker cannot build
section two — business interruption
cover — without a full analysis of the
customer’s revenue stream. “A good
insurance broker would do two things:
get the accounts at the company for two
or three accounting periods and, secondly,
ask what the customer’s budget is over
the next two years,” he says. "Sometimes
an indemnity period is required to cover
future exposure, so you have to then look
both retrospectively and going forward to
give a concise analysis of what the business
interruption policy should respond to if
there's an insurance event.”

Buyer beware

In countries such as Australia and

New Zealand, brokers and their clients
can’t afford to ignore the impact of inflation
on insurance cover. (Malaysia is currently
less exposed, with headline inflation in 2024
estimated to stay at a moderate 2-3.5 per cent
by the Central Bank of Malaysia.) All three
countries are similarly affected by global
supply-chain interruptions that delay parts,
materials and replacements.

“Understanding the
risk and exposure is the
key to asking the right
guestions and providing
sound advice ..."

Puriantoh Supu / Generali Malaysia

7

“If an insurance broker is not advising
their client of the trends of these elements
on replacement value, they're committing
an error in the advice protocol they're
giving to the client,” says Kelly. The ways to
rectify that and make sure you've got full
value, he adds, is to have valuations done
on machinery and buildings and to also
establish the value of imported products
when they arrive in Australia.

He says that brokers should be reviewing
values at least annually, and perhaps even
twice a year with bigger clients.

While Malaysian customers may not
need property valuations more often than
every three to five years, Puriantoh warns
of another concern in that jurisdiction.
“Customers need to know there is an under-
insurance penalty in the event of a loss if
the actual value at the time of the loss is
typically more than the percentage allowed
in the policy,” he says.

Pirie says stockpiling due to supply issues
is @a common challenge for New Zealand
clients. “They order extra container loads
of product when they can get it and forget
to tell their broker that the extra stock
has been sitting in their warehouse for six
months,” he says.

“You need to keep in touch with your
clients, especially if you think or know
that they have a lot of imported stock.
Perhaps do six-monthly reviews or
quarterly reviews on larger clients.”

Another consideration for landlord
clients in New Zealand is indemnity
periods for loss of rents. Pirie says that
currently, anything less than 12 months
is too short. “It can take a long time for
the claim to be investigated and accepted,
for repairs to be tendered and then
done, and then there's the time to replace
a tenant,” he says. “We're usually
suggesting 24 months [of indemnity]
for property owners.” 7

Industrial special risk

CLAIM
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New Zealand
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ABIGAIL MURISON

“With customers commonly buying so

many types of general insurance online,

it was fascinating to take a closer look

at a product that really draws on broker
expertise and service if it is to deliver for the
client. The story also highlighted again how
interconnected our world is, when a supply-
chain breakdown in Europe or a storm in Asia
can lead to substantial business losses in
Australia or New Zealand."
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| NEW MEMBERS

NEW ANZIIF MEMBERS

ANZIIF would like to extend a warm
welcome to its newest members.

g zzzzz7z7z7z7zz2z22227227242
*For the period 13 March to 9 July 2024

FELLOW

Dianne Clark
Francois du Plessis
Jonathan Mak
Kwong Fuk Li
Michael Pocknee
Nicholas Beswick
Siew Wei Chai

Todd Pemberton
Xubin Wu

Yuk Chun Chiang

Australia

Australia

China (Hong Kong)
China (Hong Kong)
Australia

Australia

Australia

New Zealand
China (Hong Kong)
China (Hong Kong)

SENIOR ASSOCIATE

Abraham Maiyo
Adam Carter
Adrian Maynard
Alex Hand

Alicia Millar
Amornrat Buathong
Ana Curtis
Anastasia Tresidder
Andrew Goldfinch
Angela Hew

Angela Wahrlich
Anita Rankine
Anjali Sharma
Antonia-Deanne Koevoets
Arunodi Goonewardene
Ashley Fyfe

Braden Hunt
Brandon Yap
Brenton White
Bryan Kong
Caroline Njuguna
Catherine Bozoky
Cheuk Hei Lam
Ching Yin Rhoda Yu
Chiu Yee
Christopher Jenkins
Chui Lin Ip

Chun Wai Tsang
Chun Wu

Chun Yin Wu
Cristini Lyra de Souza
Daniel Evans
Danielle Chalmers
Danielle McMahon
Daphne Villanueva
David Yuan

Deon Locke

Diep Minh Duong
Dion Owens

Do Tuan

Eden Gordon
Edward Gachichio
Elyse Fairbairn
Elyse McKee
Eunice Ngano
Farahnaz Lock
Francine Benson

Kenya
Australia
Australia
Australia

New Zealand
Thailand
Australia
Australia
Australia

New Zealand
Australia

Australia

New Zealand
Malaysia

Australia

China (Hong Kong)
Kenya

New Zealand
China (Hong Kong)
China (Hong Kong)
China (Hong Kong)
Australia

China (Hong Kong)
China (Hong Kong)
China (Hong Kong)
China (Hong Kong)
Australia

Australia

Australia

New Zealand
Australia

Australia

Australia

Vietnam

Australia

Vietnam

Australia

Kenya

Australia

New Zealand
Kenya

Australia

Australia
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Graham Burt

Guo Chen

Guy Goodale

Haritas Suttisarn
Hathaichanok Soodjaroen
Helen Stephens

Henry Renehan

Hieu Pham

Ho Yin Chu

Hoang Vu

Hoi Lam Chan

Hon Ting Lee

Huy Pham

| Wei Tee

lan Stowers

James Kamau

Jamie Hutchison

Jaryd Gush

Jayasilan Balasubramaniam
Jeanne Hoogenboezem
Jessica Tate

Jiliang Chen

Jodie Krafft

Jonathan Isijanovski
Joseph McCulloch

Ka Yan Karen Tam
Kacey Webb
Kanokkorn Prabpram

Kapu Mudiyanselage Sumanathunga

Kate Burmester
Kate Greaves
Katrina Miles
Kerrod Ward
Kiara Ward

Kin Tsui

Kin Yuen Cheung
Kristen Long
Kwok Wing Cheng
Kylie Wilson
Kylie-Rae Ellis
Lai Tsoi

Le Thanh

Leigh Harrington
Liandri du Plessis
Lin Wang

Lisa McColl

Lloyd Bleasdale
Lok Yee Shum
Long Fung Tse
Madelaine Griffin
Margaret Chulcheski
Marine Evans
Mario Zannettou

Mary-Ann Janse van Rensburg

Matthew Bates
Meena Bulsara
Mei Yang

Mercy Gachichio
Millicent Gikonyo
Minjian Lu

New Zealand

China, People's Republic
New Zealand

Thailand

Thailand

Australia

Australia

Vietnam

China (Hong Kong)
Vietnam

New Zealand

China (Hong Kong)
Vietnam

Australia

New Zealand

Kenya

Australia

Australia

Malaysia

Australia

Australia

China (Hong Kong)
Australia

Australia

Australia

China (Hong Kong)
Australia
Thailand
Sri Lanka
Australia
Australia
Australia
Australia
Australia
China (Hong Kong)
China (Hong Kong)
Australia

China (Hong Kong)
Australia

Australia

Australia

Vietnam

Australia

Australia

China, People's Republic
Australia

Australia

China (Hong Kong)
China (Hong Kong)
Australia

Australia

Australia

Australia

Australia

Australia

New Zealand
China (Hong Kong)
Kenya

Kenya

China, People's Republic

Mohamed Musthaq Sri Lanka
Mohammad Alhaj Jaber Jordan
Mugdha Shrikant Kuber Australia
Nguyen Phuoc Vietnam
Nguyen Thi Huyen Trang Vietnam
Nicholas Tay Australia
Ninh Hue Vietnam
Noksorn Chaiwongkham Thailand
Oanh Nguyen Vietnam
Pak Ming Tsang China (Hong Kong)
Paul Titley New Zealand
Phiphat Akkaphiphat Thailand
Phuong Nguyen Vietnam
Prajusha Preman New Zealand
Pui Yeung Wong China (Hong Kong)
Quyen Nguyen Vietnam
Ralph Louise Australia
Ranasinghe Arachchige Perera United Arab Emirates
Rhea Ram Australia
Richard Basa Australia
Robin Miles Australia
Robyn Munn Australia
Ronald Pors Australia
Ross Ankers Australia
Ross Wales Australia
Rui Chen China, People's Republic
Ruth Jethro Papua New Guinea
Sahib Maidh Australia
Samantha James-Millar Australia
Samantha Thompson Australia
Sangini Bassant Australia
Sarah O'Neill New Zealand
Sarunyu Banditgul Thailand
Shan Lu China, People's Republic
Shanae Gathercole Australia
Shaolong Liu China, People’s Republic
Shari Wilson Australia
Shreya Ghai New Zealand
Shuk Hang Cheung China (Hong Kong)
Sinong Song Australia
Siok Kuan Yap Brunei
Siu Yeung Fan China (Hong Kong)
Sium Rosul Australia
Somsak Kaewboonchuay Thailand
Son Nguyen Vietnam
Stephanie Holt Australia
Stephanie Hurst New Zealand

Sze Man Tam

Tai Lu

Tanae Witheridge
Tengku Kamarudin
Theresa Orsborn
Thitiya Cheewalukkanalikit
Thomas Thai
Thomas Wheeler
Thu Nguyen

Thu Nguyen Tien
Tonderai Chipunza
Tsz Ching Chang
Vanessa Leak

China (Hong Kong)
China, People's Republic
Australia

Australia

Australia

Thailand

Australia

Australia

Vietnam

Vietnam

Mauritius

China (Hong Kong)
Australia

Vu Trang

Wai Kwan Chiu
Wai Lok Leong
Widya Himawan
Yanmei Xie

Yen Nguyen
Yenny Cariolo
Yingli Su

Yiyan Zhang

Yu Hang Shirley Tse
Yuen Cheung Lee
Yuk Shan Chan
Zhifei Zhu
Zhongkai Fang

ASSOCIATE

Aaron Thompson
Adeline Lim
Alexandre Keosayavong
Amanda Yeadon
Andrew Korck
Andrew Lam

Anh Ha

Anthea Hayes

Ariya Khunphuang
Arunnittaya Thantaha
Belinda Halpin
Benjamin Bathersby
Bernita Pocock

Bo Wang

Brianna Baird
Bridgette Pillay
Bryan Madden
Carmen Choo
Catherine Dillon
Cathryn Roberts
Chanwich Jabjainay
Cheryl Lee

Clare McLean
Connor Payne
Cynthia Van Damme
David Ward

Denice Crowley
Denise Hill

Dianne Field
Edward Taylor
Elizabeth Burke
Emily Witts
Faaalualuo Reupena
Fiona Simpson
Gareth Roberts
Gavin Boon

Gerard Cumiskey
Gregory Taylor

Hui Yu

lan McGregor

Inara Harris

Jade Curwood
James Coplestone

Vietnam

China (Hong Kong)
China (Hong Kong)
Indonesia

China, People's Republic
Vietnam

Australia

China, People's Republic
China, People's Republic
China (Hong Kong)
China (Hong Kong)
China (Hong Kong)
Australia

China, People's Republic

Australia
Australia
Thailand
Australia
Australia
Singapore
Vietnam
Australia
Thailand
Thailand
Australia
Australia
Australia
Australia
Australia
Australia
Australia
Australia
Australia
Australia
Thailand
China (Hong Kong)
Australia
Australia
Australia
Australia
Australia
Australia
Australia
Australia
Australia
Australia
Australia
Australia
Australia
Australia
Australia
Australia
China (Hong Kong)
Australia
Australia
Australia
Australia




Jaruda Klungngoen Thailand
Jason Williams Australia
Jeremy Richmond Australia
John Motu Australia
Joumana Aboujamra Australia
Juan Tjhang Australia
Kalolaine Ika Australia
Karen Lind Australia
Katherine Bartlett New Zealand
Katherine Bourton Australia
Kayla Beattie Australia
Kenneth Nicholas Australia
Khoa Pham Australia
Kristy Lane Australia
Lachlan Clark New Zealand
Lisa Paisley Australia
Madhavi Mudunuri Australia
Manjiang Qu China, People’s Republic
Maria Ovington Australia
Mark Curran Australia
Mark Masotti Australia
Matthew Weight Australia
Matthew-Hai Nguyen Australia
Melanie Hoctor Australia
Melisa Thomson Australia
Mengyang Qu China, People's Republic
Meyer Malone-Prince New Zealand
Michael Land Australia
Michael Webb Australia
Michele Castles Australia
Michelle Williams Australia
Myles Beddoes Australia
Nhung Nguyen Vietnam
Niamh O'Connor Australia
Nichola Kneeshaw Australia
Nicole Acosta Australia
Nishantha Mathotage New Zealand
Niti Juneja Australia
Nutchaya Chantana Thailand
Oliver Johnson Australia
Oliver Ousley Australia
Olivia Lewis-Powe Australia
Paul Hampel Australia
Philippa Jacombs Australia
Praweena Sirijan Thailand
Quyen Dang Vietnam
Rachael Charlesworth Australia
Robert Michel Australia
Robyn Thomson Australia
Sam Wright Australia
Sarah Griffiths Australia
Satjarporn Rujiharn Thailand
Scott Harrison Australia
Scott Robinson Australia
Sean Donovan Australia
Sean Kirby Australia
Seow Tan Australia
Shane Fairhall Australia
Soraya Jones Australia
Srinivasulu Annadi Sathyanarayana Australia

Suraset Kitsiri
Talamalae Shaw

Ten Cheong Li Fat Chuen
Thanaporn Dechakampoo
Thanatson Tima
Timothy Elliot

Vana Ratavosi

Vasko Suleski

Wensi Guo

Wittaya Thongputharuk
Yew Wei Chai

Zak Budden Bennett

AFFILIATE
Aashu Singh
Ankur Sharma
Armie Deans
Courtney Richards
Daena Parsons
Dean Capazorio
Jack Bowkett
James Kehoe
Juan Paolo Martin Galang
Lauren McCully
Linda Tischhauser
Marija Ristevska
Michiko Okazaki
Paul Ngo

Scott Bates

Sidath Ariyaratne
Taylah Harris

Thet Htar Swe Zin
Tristan Newsome
Wendy Jones
Wesley Strong
William Warburton
Zachary O'Collins

ALLIED

Aaron Rickert
Aisling Sheridan
Amel Loga

Amir Dedic

Amy Milnes
Anastasia 0'Donohue
Andrew Flowers
Anna Tomic

Anne Okwuofu
Appaiah Subbaiah
Ashlee McLeod
Ashleigh Israel
Barry Regan

Ben Phelps
Bernadette McDougall
Blake Sartor
Brendon Batchelor
Catherine Kastan
Catherine Mann

Thailand

Australia

Australia

Thailand

Thailand

New Zealand
Australia

Australia

China (Hong Kong)
Thailand

China (Hong Kong)
Australia

Australia
Australia
Australia
Australia
Australia
New Zealand
Australia
Australia
Australia
Australia
Australia
Australia
Australia
Australia
Australia
Australia
Australia
Australia
Australia
Australia
Australia
Australia
Australia

Australia
Australia
Australia
Australia
Australia
Australia
Australia
Australia
Australia
Australia
Australia
New Zealand
Australia
Australia
New Zealand
Australia
New Zealand
Australia
Australia

Charlotte Beach
Charmaine Santiago
Chloe Royle

Chun Chit Yeung
Clare Cochrane
Clem Cunningham
Clerissa Tran
Damith Vidana Gamage
Daniel Mahoney
David Frew

David Otto

David Rowell

Deb Whyte

Debra Cardamone
Deveraux Tui

Divya Pandya
Dylan Van Der Pol-Harney
Elizabeth Matambuaii
Ellie Cronin

Emma Cronin

Fane Ravulo
Fatema Gilitwala
Gary Elliott

George Kappatos
Georgina Bartlett
Georgina D'Ettorre
Glenny Santana Feliz
Grant Day

Hanlie Lottering
Hayden Capell
Ibrahim Muavin
Jackie Leighton
James Templer
Jasmina Nagar
Jasmine Dela Cruz
Jason Themistoklis
Jenny Stewart
Jenny Wade
Jeremy Heard
Jessica Cohen

Jin Haixin
Jingchun Chen

Joe Colgan

John Bureta
Joseph Looby
Joshua Kelland
Juanine Montile
Justin Hurrell
Kailin Wei

Kale Townsend
Katherine Dimakis
Kelly Winter

Kevin Wang

Kin Lung Lam

Kira Ohaion

Kylie Thompson
Lai Mei Renee Wan
Liam Bakes

Libby Munro
Lilliana McGovern

Australia
New Zealand
Australia
China (Hong Kong)
Australia
Australia
Australia
New Zealand
Australia
Australia
Australia
Australia
Australia
Australia
Australia
Australia
Australia
Papua New Guinea
Australia
Australia

Fiji

Australia
Australia
Australia
Australia
Australia
Australia
Australia
Australia
Australia
Maldives
Australia
Australia
Australia
Australia
Australia
Australia
Australia
New Zealand
Australia
China, People's Republic
Australia
Australia
New Zealand
Australia
Australia
Australia
Australia
Australia
Australia
Australia
Australia
Australia
China (Hong Kong)
Australia
Australia
China (Hong Kong)
Australia
Australia
Australia

Linda Lloyd
Logan Evans
Lynda Zheng

Malcolm Macintyre

Mandy Serhan
Marc Desio
Marcia Court
Marie-Irong Silas
Mariel Corbett
Mark Smith

Matthew Sunshine

Michael Altamura
Michael Grevelis
Michael Holian
Michelle Love
Mitchell Wood
Myriam Acevedo

Natalia Borzestowska

Natalie Dudeja
Nick Bokides
Olivia Drew

Olivia Lambourne

Paris Williams
Patience Nanedo
Patricia Brindle
Patrick Miller
Philip Mills
Rayan Ranawaka

Rhiannon Kondisenko

Richard Barry
Richard Haig
Rita Hitti

Robert Scerri
Rodolphe Yata
Roxanne English

Samantha Popplestone

Samuel Shanks
Sandra Du
Sarah Izevbigie
Sarah Meredith
Sarah Rafferty
Serena Arabian

Shanesh Ranchhod

Sharon Naing
Simon Loi

Soroush Sajedi Toyghoun

Stephen Moloney
Stephen Olman
Steven Cirson
Suellen McAlpin
Tom Hatton

Toni Ferrier
Travis Wu
Wendy Yu
William De Laine
Yang Gu

Yew Kheng Lim
Zain Saleem
Zhili Zhang
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Australia
New Zealand
Australia
Australia
Australia
Australia
Papua New Guinea
Papua New Guinea
Australia
Australia
Australia
Australia
Austral
Austral
Australia
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Australia
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New Zealand
Australia
Australia
New Zealand
Australia
Australia
Australia
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Australia
Australia
Australia
Australia
Vanuatu
Australia
New Zealand
New Zealand
Australia
Australia
Australia
Australia
Australia
New Zealand
Australia
Australia
Australia
Australia
Australia
Australia
Australia
Australia

New Zealand
Australia

Australia

Australia

New Zealand
Australia

Australia

China (Hong Kong)
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ANZIIF'S CORPORATE SUPPORTERS

The ANZIIF Corporate Supporter Program brings ANZIIF and the
insurance industry together to work on not-for-profit projects that

offer long-lasting benefits to the community, the industry and its people.
ANZIIF thanks its corporate supporters for their generous support.
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ways to help
customers
cut costs and
retain their
cover

As cost-of-living pressures continue

to bite, more and more customers are
feeling the pinch. How can insurers help
them retain their insurance cover while
still inding some savings?

Our expert:

REBECCA STYLES

// Investigative team leader, Consumer NZ

by Megan Breen

FOR MANY HOUSEHOLDS, it can be tempting to opt out of paying
insurance premiums when things are tight. However, customers need
to understand the long-term impact of the decisions they make now.

The people most affected by the increased cost of living are also those
who can least afford a substantial loss, so cancelling insurance is the last
thing you want them to do. Rather than see them priced out of the market,
consider these options from Rebecca Styles, investigative team leader at
Consumer NZ.

O'] // Increase policy excesses to bring down premiums
Contact your customers to make them aware they can reduce
the cost of their premium by increasing the excess they will pay
in the event of an incident. Make sure to outline the increased
costs if the worst does happen, so there are no surprises.
“People see a higher excess as one of the most effective
ways to save on insurance costs, by lowering the premium,”
says Styles.
“It could be more painful at claim time, but if it's the difference
between keeping or cancelling a policy, it's easier to find the cost
of the higher excess than paying to replace uninsured belongings.”

02 // Discounted premiums for preventive measures
People may not be aware they can be proactive in reducing
their premiums by using sensors and increasing security
around their home. Consider offering a cheaper premium if an
alarm or cameras are installed, and highlight that the initial
outlay may quickly pay for itself.
“The installation of cameras or alarms might bring a saving

that will subsidise the cost of installation,” says Styles.

O // Annual payments and one provider

Offering discounts for making an annual payment is one way to
ease the costs for customers. Another could be to suggest that
they reassess their insurance needs and consider moving all
policies to one provider in return for a discount, suggests Styles.

“We encourage people to look for ways to discount their

policies,” she says. “We’ve seen offers of up to 20 per cent for
a multi-policy discount, for example.”

O // Offering different types of cover
Rather than cancelling a policy, customers might be tempted to
change to a cheaper, more basic product. Be explicit about what
is and isn’t covered to make sure customers fully understand
the differences and can make an informed choice.

“It might be tempting for people to cancel car insurance, for
example, but another option could be to move to a third-party
insurance to cover damage to the other car, or take out a third-
party fire and theft policy,” says Styles.
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Building Excellence, Together

With an ANZIIF membership you can access a wide variety of exclusive
member benefits and premium resources.

Tune in every Thursday for our
L=~ ) free weekly webinar series
with industry experts.

(;) Browse webinars
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>> Join our community of dedicated professionals. ‘) Become a Member - ANZIIF
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