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Crazy Responsive Actuaries: Be Risk Savvy 
Risk	and	uncertainty	are	fundamentally	different.		

In	essence,	a	risk	is	any	situation	in	which	you	
have	many	alternative	outcomes,	and	are	aware	
of	them	and	the	probability	that	they’ll	occur.	

This	contrasts	directly	with	uncertainty,	i.e.,	not	knowing	the	
probabilities	of	all	possible	outcomes,	or	even	not	knowing	
what	all	the	possible	outcomes	are.	



Agenda 

• Prevalence	of	diabetes	
• Voice	of	Customers	(VOC)	-	The	Singapore	story		
• CI	products	for	diabetics	in	Singapore	
• Q&A	
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Prevalence of Diabetes 



•  Type	1	Diabetes	
•  This	can	develop	at	any	age,	but	occurs	most	frequently	in	children	and	adolescents.		
•  The	body	produces	very	little	or	no	insulin.		
•  They	need	daily	insulin	injections	to	maintain	blood	glucose	levels	under	control.	

•  Type	2	Diabetes	
•  This	is	more	common	in	adults	and	accounts	for	~90%	of	diabetes	cases.		
•  The	body	does	not	make	good	use	of	the	insulin	that	it	produces.		
•  Most	type	2	diabetics	will	require	oral	drugs	and/or	insulin	to	keep	their	blood	glucose	levels	under	control.	

•  Gestational	diabetes	(GDM)	
•  This	occurs	during	pregnancy	and	is	associated	with	complications	to	both	mother	and	child.		

•  While	GDM	usually	disappears	after	pregnancy,	women	and	their	children	are	at	increased	risk	of	developing	
type	2	diabetes	later	in	life.	

Types of Diabetes 

Source:	https://idf.org/aboutdiabetes/what-is-diabetes.html	



Diabetes is a global issue with sizeable population worldwide 

Source:	International	Diabetes	Federation	–	IDF	Diabetes	Atlas	Eighth	Edition	2017	

•  In	2017,	approximately	425	million	
adults	(20-79	years)	were	living	with	
diabetes;	by	2045	this	will	rise	to	629	
million.	

•  More	than	1,106,500	children	were	
living	with	type	1	diabetes.	

•  More	than	21	million	live	births	(1	in	
7	births)	were	affected	by	diabetes	
during	pregnancy.	
	

•  352	million	people	were	at	risk	of	
developing	type	2	diabetes.	



Number of adults with diabetes has more 
than doubled in the last 15 years 

•  Total	number	of	adults	with	diabetes	(20-79	years)	

Source:	International	Diabetes	Federation	–	IDF	Diabetes	Atlas	Eighth	Edition	2017	



… the increasing number of cases of diabetes leave 
financial burden to social welfare and individuals 

•  Total	healthcare	expenditure	by	people	with	diabetes	(20-79	years) 

Source:	International	Diabetes	Federation	–	IDF	Diabetes	Atlas	Eighth	Edition	2017	



In Southeast Asia 
•  Across	the	6	countries,	there	are	25.8	million	adults	living	with	diabetes.	

Country	 Adults	with	diabetes	
(20-79)	in	1,000s	

Diabetes	age-adjusted	
(20-79)	comparative	

prevalence	(%)	

Adults	with	
Undiagnosed	

diabetes	(20-79)	in	
1,000s	

Mean	diabetes-related	
expenditure	per	person	
(20-70)	with	diabetes	

(USD)	

Singapore	 606.0	 11.0%	 327.1	 3,268.2	

Malaysia	 3,492.6	 16.7%	 1,766.8	 625.4	

Philippines	 3,721.9	 7.1%	 2,481.4	 234.1	

Indonesia	 10,276.1	 6.3%	 7,571.4	 165.6	

Vietnam	 3,535.7	 6.0%	 1,887.9	 216.6	

Thailand	 4,208.6	 7.0%	 1,849.4	 310.0	

Source:	International	Diabetes	Federation	–	IDF	Diabetes	Atlas	Eighth	Edition	2017	



Singapore – The War on Diabetes (since 2017) 

Source:	MoH	



As Crazy Responsive Actuaries,  
how can we help to tackle this global issue? 

Wellness		
Solution	

Help	with	prevention	or	
early	diagnosis	of	disease		

Financial		
Coverage	

Provide	financial	support	
upon	diagnosis	

Disease	
Management	

Offer	assistance	to	monitor	
and	manage	the	disease		

Diabetic	complication	is	usually	included	in	Critical	Illness	product,	
but	are	diabetic	patients	eligible	to	buy?	



Untapped market for insurance …  
but there are some key questions to address 

• Do	customers	feel	the	need	to	have	insurance	coverage?	
• What	benefit	coverage	would	be	most	relevant	/	appealing	to	them?	
• Can	we	improve	the	application	process	to	create	a	pleasant	
purchasing	experience?	

• How	can	we	broaden	the	accessibility	to	the	diabetic	customers?		

There	are	certain	answers	(hypothesis)	in	our	mind	but	how	do	
we	make	sure	it	is	aligned	with	customers	mindset?		
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The Voice of Customers (VoC) 
– The Singapore Story 



The Voice of Customers (VOC) 

Individuals	that	are	the	target	
customers	but	with	broad	
representation	of:	
-  Gender	
-  Age		

-  Marital	Status	
-  Ethnicity	
-  Household	income	
-  Insurance	history	(with	/	

without	insurance	coverage)	

Focus	group	participants	Create	a	product	
prototype	that	
addresses	the	issue	
that	we	identified	

Conduct	focus	groups	to		
•  Verify	the	customer	pain	

points	
•  Test	if	customers	like	/	

dislike	the	prototype	

Consider	the	customer	
feedback	and	check	the	
feasibility	to	incorporate	

Launch	the	refined	
proposition	that	best	
address	customer	pain	
points	



An example of our Qualitative VoC 

2nd  VoC 

Background	 •  To	hear	customers’	feedback	on	existing	product	in	the	market	and	test	out	their	
receptiveness	on	product	enhancement	features	

Objectives	
•  To	hear	the	customers’	views	on	the	current	product	in	the	market	
•  To	gauge	customers	interest	in	potential	product	enhancement	ideas	

Project	setup	
•  Focus	group	
•  Home	visits	

Background	 •  To	test	the	customers’	receptiveness	on	product	prototype	

Objectives	

•  To	hear	the	customers’	views	on	this	product	and	similar	products	in	the	market	
•  Understand	their	journey	from	diagnosis	to	lifestyle	changes	

•  Get	first-hand	input	from	potential	customers	about	their	receptiveness	towards	the	proposition	
•  Validate	the	hypotheses	made	for	the	proposition	

Project	setup	 •  Focus	group	

1st VoC 



Insight #1: Despite having Medishield Life/IP coverage, 
there is still demand for critical illness plan 

•  In	particular,	they	are	more	concerned	about	Diabetes-related	illness.	

•  Despite	having	Medishield	Life	&	
Integrated	Shield	plan	(IP)	coverage,	
diabetics	still	feel	a	‘protection	gap’.	

•  Apart	from	the	current	medical	bills,	
diabetics	also	worry	about	future	
health	conditions	and	risk	of	getting	
Critical	Illness.	

•  Heart	and	kidney	problems	are	some	
of	their	major	concerns.	

Takeaways	/	findings	

•  “SG	medical	bills	are	very	high…		
					Without	a	critical	illness	insurance	your										
savings	will	be	completely	wiped	out.”	

Key	quote	



Insight #2: Product design should focus on 
Diabetes- related conditions 

•  Diabetics	do	not	see	strong	links	between	
Cancer	and	Diabetes	(except	some	older	
patients	/	patients	with	family	history	of	
cancer).	Hence,	a	cancer-only	product	
may	not	be	marketable.	

•  The	product	becomes	much	more	
appealing	once	Diabetes-related	Illnesses	
are	included.	

•  “Whether	diabetes	can	cause	cancer,	I	say	
probably	not.	Cancer	is	hereditary.”	

	
•  “Conditions	related	to	diabetes?	Heart	attack,	

cholesterol,	hypertension,	stroke,	blindness.”	

Takeaways	/	findings	
Other	key	quotes	



Insight #3: Customers are frustrated about the 
process and UW decision, SIO is much preferred 

•  They	feel	the	need	to	buy	insurance,	but	the	lack	of	accessibility	made	them	frustrated	

•  A	few	diabetics	did	not	try	to	buy	as	they	
have	impression	that	it	must	be	
“decline”,	

•  Other	who	tried	confirmed	no	luck	in	
getting	extra	coverage	–	further	prove	
that	demand	is	here	and	just	need	a	
product	to	address	the	demand.	

•  Some	expressed	concern	over	
complicated	insurance	T&C	&	exclusions.	

•  “We	are	the	ones	who	need	insurance,	but	
we	don’t	get	covered.”	

	
•  “Actually	I	am	ok	with	loadings…	but	if	you	

impose	loadings	but	I	don’t	get	covered,	
that’s	NOT	OK!”	

	

Takeaways	/	findings	
Other	key	quotes	
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CI products for diabetics in 
Singapore 



CI products for Diabetics in Singapore 

March	2017	

March	2018	

October	2018	



In Summary  

It is a “Sweet Deal” 

Q	&	A	



22 

See Appendix for 
instructions on how to 
change sidebar photo 


