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The future of iInsurance?
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Examples of change

Driverless Cars
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African Insurance: Message
from global insurance leaders




5 key lessons to consider

Insights from the KPMG 2017 Global insurance CEO survey
in the sector

A Customers are king
Risks are changing
The future is everything

Focus on results
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Disruption is a long term opportunity
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Striking the right balance




What kind of customer do you targer

1. The Al wonbét n e esdnsiiive, nodrillsycustomeay who ig willing ®
forego experience, service and cover in exchange for the lowest premium?

2. The figet it done now (all of it)ofocustomer seeking -
whom completion here and now is more important than anything else?

3. The Al want help from a human | can trusto customer
deducti ble, doesndt know what coverage | evel to choi
machine can provide tailored advice?

4, The Al am hiring you to do this for meod customer wh
and peace of mind but isnét seeking to put in the |

5. Or maybe all of the above?

To drive profitable growth, striking the right balance between
customer expectations and experience is critical
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Where Is your focu®

83%o0f respondents in oWiPMG EA Produit insurance survey
New 2017focusedn existing customers as a prioowgrwinning
"B new customers

The millennial customers are driving new challenges- they rent not buy, they

share not buy, they are short term not long term, they want instant things and

they are disloyal and disruptive. These behaviours and habits will drive new

products, pricing models and distribution. You cannot ignore these traits and

stay relevant.t Af ri ca in particular has a very young
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Case Studyz Millenials as

consumers

KPMG Innovation labs




Spending more money online

Millennials online buyers spend more than the
average U.S. buyer, despite having less income

A Millennials spend more time and money online
than other generations
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Product research shopping process

A 65% of Millennials compare prices
across different websites before making
the purchase

of smartphone shoppers
use their devicesto help .
shop while in a store ‘
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Anti - traditional advertising

A 84% of millenial
advertising. Their trust is in their
friends and social media
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On a scale of 1 to 5, with 1 being the
least trustworthy, advertising and
sales people ranked the lowest with
an average score of 2.2; company
websites averaged 2.7; news
reports and friends on social

media at 2.8; and closest
friends averaged a score of 4.

0
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sales
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Supporting causes

A 45% agree: @Al am mor e
brand that | know supports a charityo

A 70% of Millennials believe "my
investment decisions are a way to
express my social, political, or
environmental valueso LET’S DO GOOD.

We're building a company
to do good in the world.

A 73% believe it is possible to achieve
market rate returns in companies based
on their "social or environmental impact
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Preference for personal, authentic

brands
i
A 72% think authenticity of brand or private label is TOMS
important e -

A 37% agree: @Al would pay 77(“‘{5“'55@ product

consistent with the image | want to conveyo
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Referrals and recommendations

A

1st Annual

41% use social networking sites to pass
on recommendations of products ,
services to friends and family

Millennials are 2x more likely to share
their personal information online than
Boomers
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