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The Wellness Revolution

."

How insurers are driving growth with
customer well-being
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— Voice of Customer Survey
(24 markets — 7628 customers)

o
91% 80%

Health Insurance

Policy ownership by customers

Life Insurance

Insurance Executives Survey
(16 markets — 168 executives)

71% 74%

Life Insurance Health Insurance

Type of Insurer

] InsurTech Executives Survey
(11 markets - 50 executives)

78%
48%

Life Insurance Health Insurance
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THE WELLNESS REVOLUTION
HOW INSURERS ARE DRIVING GROWTH WITH CUSTOMER WELL-BEING
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UNDERSTANDING
WELLNESS-DRIVEN
CUSTOMER BEHAVIORS



MY HEALTH IS MY ULTIMATE WEALTH ‘

Physical and financial wellness have common elements... ...and they are interconnected

Physical Wellness Common Elements Financial Wellness

Access ad-hoc
and regular (RE)BUILD
medical care

Meet current
financial needs

Customers who say good financial health
positively impacts their physical health’

Avoid injury,
illness and harm,
access vitamins

and vaccines

Be prepared to
PREVENT manage future
unexpected events Employed adults in the UK?

In good health \/S In poor health m

Seek advice for a Seek advice for
whole health life IMPROVE better financial

approach planning

Sources: 1. APIS; 2. FCA

“I need to accumulate wealth to look after my health. I can’t have one without the other.”

Physical .Both Financial


https://apis.pe/insight/the-convergence-of-financial-and-physical-wellness-a-new-paradigm/
https://www.fca.org.uk/insight/health-personal-finances-and-coronavirus

GLOBAL MACRO-ECONOMIC CHANGES MAKE WELLNESS MORE RELEVANT ‘

Long term trends bring wellness to the fore

As individuals live longer, governments face increasing budget constraints

Longevity increase’ +6 years 2020

Public debt increase? +50%

These challenges are exacerbated by a mix of demographics, inflation and workforce trends

Retirement savings gap? Global shortfallin healthcare workers* Increase in elderly
(60+) populations

Sources: 1. WHO; 2.IMF;; 3.WEF ; 4 WHO; 5. UN
Notes: 6. The retirement savings gap is estimated for Australia, Canada, Ching, India, Japan, Netherlands, UK, and the US — markets with the largest established pension systems and populations.

Significant wellness-related changes are already happening, but do policyholders notice?
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https://www.who.int/data/gho/data/themes/mortality-and-global-health-estimates/ghe-life-expectancy-and-healthy-life-expectancy#:~:text=Globally%2C%20life%20expectancy%20has%20increased,reduced%20years%20lived%20with%20disability.
https://blogs.imf.org/2021/12/15/global-debt-reaches-a-record-226-trillion/#:~:text=Global%20debt%20rose%20by%2028,record%2099%20percent%20of%20GDP.
https://www3.weforum.org/docs/WEF_White_Paper_We_Will_Live_to_100.pdf
https://www.who.int/health-topics/health-workforce#tab=tab_1
https://www.un.org/en/development/desa/population/publications/pdf/popfacts/PopFacts_2017-1.pdf

CONSUMERS ACT AS FUTURE-FOCUSED INSURERS TAKE NOTE ‘

e Physical and financial wellness is gaining customers mindshare... ...and insurers are taking notice

Customers’ interested in wellness offerings and taking wellness Initiatives, % Top-20 life and health insurers’ annual reports analysis’

3-year
increase in

wellness-related
terms

Showing interest Taking initiatives

Sources: 1.Statista, Annual reports
Notes: 1. Top life and health insurers by market capitalization

Wellness is a major concern for both individuals and insurers, who is acting?
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https://www.statista.com/statistics/431547/leading-insurance-companies-worldwide-by-market-cap/

CONSUMERS CONSIDER INSURERS A VIABLE OPTION FOR ‘
PROMOTING WELLNESS

When it comes to wellness, customers consider insurers an attractive Customers are relatively aware of insurance wellness offerings, but
option usage remains limited

Policyholders’ most preferred physical wellness partners, % Policyholders’ familiarity and usage of insurance wellness initiatives, %

"""""""""""""""""""""""""""""""""" s, I

Local Sports Facility _ 15%
Grocery shop | N 5%

Policyholders’ most preferred financial wellness partners, %

sank [ o S ——
(J

ettt ettt = Wearables
Insurer | 24%

= Wellness coaches

Financial Advisor [ 22% * Mobile applications
‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘ ' = Robo advisor
Payment Providers [N 8% » Financial calculator

Online Aggregators [ 6%

Keyarea | |

If the industry improves the relevance of its offerings, insurers can evolve their customer relationships

Physical .Both Financial




ENABLING
WELLNESS-AS-A-SERVICE




WELLNESS CAN UNLOCK LIFE AND HEALTH INSURERS' SUCCESS BY ‘
SHIFTING FROM TRANSACTIONS TO RELATIONSHIPS

% Insurers interact transactionally with
customers and face challenges to evolve

Challenges for physical and financial wellness providers, %

Customers expect more guidance,
engagement and personalization

b

Top wellness-related customer expectations, %

53%
31% data and insights

Lack of adequate

o
49% Slow shift from traditional
36% to wellness solutions

42%
Concerns around
77% data privacy and regulations

Insurance as a transaction

WELLNESS

Insurance as a relationship

On-demand and better
o,
customer services 83 Yo

Ongoing physical and
financial guidance

Hyper-personalized value o
added services and rewards 74%

To own wellness, insurers need to deliver wellness-as-a-service, if they won’t someone else will occupy this space

Physical . Both Financial
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WELLNESS-AS-A-SERVICE ENABLES A WIN-WIN PROPOSITION FOR ‘
LIFE & HEALTH INSURERS AND POLICYHOLDERS

r Wellness framework ~\ Destination state

Value proposition
@ Wellness-as-a-service
embedded across the
Hyper-personalized experiences value chain
= Service
Understand your customers better Hyper-personalized

Vaiue propos!tl:on

Deepen engagement through insights = Expertise

Wellness as an add-on Prevention focused
through loyalty and .
rewards = Customer experience

Ongoing engagement
= Service ( \ i

Commoditized Reach

Ecosystem intensive
= Expertise Wellness-centered Better digital
Indemnity focused business customer journeys ecosystems solutions

= Customer experience Reinvent propositions Coordinate wellness journey Create simple and scalable
Ad-hoc engagement across the value chain across multiple actors solutions

= Reach Create a halo effectand Improve insights and CX Use APIs to monetize data
Information intensive improve risk selection through Al, ML, and cloud and manage data concerns

By focusing on the wellness framework, insurers will Fundamentally evolve their customer value proposition

Capgemini World Life and Health Insurance Report 2022 | Webinar | Oct 2022 Public © Capgemini 2022. All rights reserved | 15



BY BETTER UNDERSTANDING KEY CUSTOMER SEGMENTS, INSURERS CAN ‘
DELIVER MORE APPROPRIATE WELLNESS INITIATIVES

e As customers mature, they require personalized incentives to remain loyal and engaged

Segmentation criteria Population, % Individuals’ expectation, %

27%

o
Physical / Financial wellness initiatives taken' 59% OIS LURRTEE

73%

Usage of physical/Financial tracking tools2

Willingness to share data 53%

41% Slow Starters

® Traditional product centric services ® Hyper-personalized services

Notes: 1. Initiatives taken refers to 7 physical initiatives including exercising, diet management, tracking health metrics through health check ups and doing meditation and 9 financial initiatives including setting budget, tracking savings and
expenses, actively managing invesments, and availing of advisory services. 2. Usage of tracking tools include mobile app, wearables, wellness coaches, financial expense calculator and robo advisors.

Tomorrow’s wellness winners will deliver hyper-personalized incentives



ONGOING ENGAGEMENT IS THE FOUNDATION OF SUPERIOR ‘
POLICYHOLDERS' EXPERIENCES

Wellness provides touchpoints For insurers to seamlessly create ongoing engagement and personalised services
From transactions to relationships through Wellness as a service touchpoints... ...that enable proactive identification of intervention points
1 Policy purchase
~———@ Communicate Physical Wellness Financial Wellness
« Share win-win outcomes Relevant data
* Ask for data and explain its usage monitoring Evolving nutrition habits | v Getting married
* Create trust Changing path of W . .
physical activity Having children
. Engage Recovering from injuries v Paying off mortgage
A . . ; Managing chronic
* Leverage behavioural science Tailored nudges ferree v Retiring
» Capture customer sentiment & customized
« Deliver insights and motivate planning
® Retain
 Educate agents, brokers, customers on wellness Hyper-
» Advocate for employers engagement personalized > Ongoing reassessment of risk proﬁ[e
[ ] I(:Zlal-m \t LSS > Targeted engagement around key life changes
ay-ou for advice and for coverage appraisal
'Renew

Customer engagement is not a one off, it is about ongoing engagement opportunities

Physical .Both Financial



BY CREATING BETTER CUSTOMER JOURNEYS, INSURERS CAN DELIVER ‘
HYPER-PERSONALIZED EXPERIENCES

Hyper personalization needs Insurers’ capabilities
o _ _ _ Applying Al \ ML to analyse
, 4 Ind|V|dua.l|zed risk profiles apd scores . . customer wellness behaviours
O Personalize customer experience and information sharing

& Guardian

4 )

Hyper Leveraging cloud
. . ~ 0O Regularly update wellness offerings % capabilities
personalization ~ @ Securely store data to navigate data privacy concerns ‘
and engagement B Microsoft M

- /

Better CX
Alternate data to build new wellness offerings

Product innovation, Al \ ML and the cloud are the key capabilities required to accelerate the wellness journey



COLLABORATION WITH INSURTECH AND BIGTECH UNLOCKS CAPABILITIES ‘
TO OFFER WELLNESS

Insurer must beef up their wellness capabilities ... @ ... and InsurTechs are the right partners

Insurers with highly developed wellness capabilities, % InsurTechs with highly developed wellness capabilities, %

Applying Al \ ML to

analyse customer

wellness behaviours

39% 33%
28% 33%

But collaborations remain limited

I 43 % Insurers effectively co-innovating with ecosystems players 44% I

By pursuing complementary partnerships, insurers can strengthen their capabilities

Physical .Both Financial



IN THE OPEN INSURANCE ENVIRONMENT, ‘
SOME PLAYERS ARE MORE AGILE THAN OTHERS

Innovative insurers are already creating digital wellness ecosystems

* Improve customer experience
» Develop a data-driven culture INSURERS

= Access and attract new talent NEEDS
) INSURERS * Navigate regulatory environment

*= Enhance customer engagement
= Accelerate tech capabilities

; REINSURERS API BIGTECHS . ;
@ Swiss Re Connectivity INSURTECHS amazon Enrich and analyse data
» Scale faster VALUE ADD
WELLNESS = (Capitalize on B2B2C OF OTHER
PROVIDERS = Offerancillary services for monetization PLAYERS

Vikelity

= Enable continuous underwriting
= Serve as innovation advisors

Ecosystems are essential for wellness, but insurers are not the only players well placed in this space



FEW INSURERS ARE WELL POSITIONED TO SERVE CUSTOMERS ‘
COMPREHENSIVELY THROUGH WELLNESS

% R 0 [TECTE . Wellness frontrunners are considerably ahead in our wellness framework
offer Wellness-as-a-Service
® @ ® - Frontrunners - Mainstream
Wellness-as-a-Service \/
embedded across value chain : ]
= Prevention focused Hyper-personalised experiences

®= Ongoing engagement
= Ecosystem intensive Systems capabilities linking wellness data across platforms
Personalised interactions with customers
Advanced insurers
Wellness as a Proposition
as a standalone product

Indemnity focused

® Event driven engagement

@ [ ] [ ]
" Interaction intensive Wellness centered Better digital Connected
business customer journeys ecosystems solutions

Mainstream insurers
[ Mainstream insurers Wellness led by Head of | -

Wellness as an Add-on Strategic Partnerships  ERARLE) :‘r’gll"s’?zsui’;ha;’\'m[ 92% | 45% '“IZ‘;;TeCh partnerships in FRSSHDTE
through loyalty and rewards (vs the Head of Product) y 9 P

o " Indemnity focused

: Beyond insurance
Free wellness modules o o Hyper-personalized o o —— o 0
for the general public 62% nudges through apps 92% partnerships in place 92% | 26%

(eg retailers, banks, etc)

=  Ad-hoc engagement

= Education intensive

Wellness-as-a-Service capabilities enable customers interactions to evolve from transactions to relationships



FEW INSURERS ARE WELL POSITIONED TO SERVE CUSTOMERS ‘
COMPREHENSIVELY THROUGH WELLNESS

Wellness frontrunners are considerably % A.nd are realizing short term .
ahead in our wellness Framework organizational and customer benefits

Insurers’ short-term benefits mostly include frontline activities

and branding

Hyper-personalised experiences
Increased cross

Engagement i
and policy servicing selling

Marketin Increased
and salesf1| profitability

J1t

Translating clients benefits into operational results will require

[ ) [ ]
business customerjourneys ecosystems solutions
Enhanced
physical fitness

Improved

underwriting results
and claims ratio Increased 73%
financial literacy 40%

- Frontrunners - Mainstream

Wellness-as-a-Service capabilities enable customers interactions to evolve from transactions to relationships
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TO CREATE VALUE AT THE INTERSECTION OF PHYSICAL AND FINANCIAL Q
WELLNESS, INSURERS SHOULD CONSIDER WHAT INITIATIVES TO PRIORITIZE

Building win-win relationships through wellness require a comprehensive approach and clear priorities

Common Priorities What to offer Where to invest How to monetize
Elements
(RE) ] »
BUILDING _ Promote tangible F tomized Deploy continuous
. Remver]t.your custonjer value o INDIVIDUAL yvellngss bgnefits for r:;‘;::snfgl:z:e";:: underwriting to price
proposition by enabling healthy living LINES intangible insurance customer engagements better
products
» Build a data-driven platform using
PREVENTING Al/ML and cloud to improve UW,
create nudges and scale offering
Develop advanced Monetize consultin
. . PUb“Cize reduced data analysis 9
= Leverage proprietary and third-party GROUP Ry and nudges by
data to offer personalized upselling LINES deepen employee Build capabilities for Flemonstrating
and cross selling engagement easy group to increased employees
IMPROVING individual hand-off productivity and loyalty

Wellness is the key to drive engagement, take the lead NOW
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THANK YOU! -

: : . .
For more information, visit '
of
For a personalized presentation with your team,
contact us at
Join the discussion on social media



http://www.worldinsurancereport.com/
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About Capgemini

Capgemini is a global leader in partnering with companies to transform and manage their
business by harnessing the power of technology. The Group is guided every day by its
purpose of unleashing human energy through technology for an inclusive and sustainable
future. It is a responsible and diverse organization of over 350,000 team members in
more than 50 countries. With its strong 55-year heritage and deep industry expertise,
Capgemini is trusted by its clients to address the entire breadth of their business needs,
from strategy and design to operations, fueled by the fast-evolving and innovative world
of cloud, data, Al, connectivity, software, digital engineering, and platforms. The Group
reported 2021 global revenues of €18 billion.

Get The Future You Want |



