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Introduction to your presenters

Your presenters for today’s session are as follows.

Aly Jamal Rishabh Gupta

• UK qualified actuary

• Member of IFoA (UK), SAA (Switzerland) and SAS (Singapore)

• Experience across UK, Mainland Europe and SEA

• Focused on multi-disciplinary insurance initiatives

• UK qualified actuary

• Member of IFoA (UK) and SAS (Singapore)

• Experience across UK, Mainland Europe, South America and SEA

• Focused on multi-disciplinary insurance initiatives

• Chair of PI claims working party, Member of SAS GI committee
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Setting the scene: Actuaries as a strategic business partner in the transformation journey

Customer centricity and cost optimisation are just a couple of reasons why insurers are transforming their business operations. Actuaries have the 
knowledge and expertise to actively contribute to transformation initiatives and create value for the business. 

Why insurers are prioritising transformation

Distribution Underwriting (and pricing) Claims management Operations

• Improve sales effectiveness (e.g. 
right products to the right 
customers) and boost revenues

• Accelerate acceptance while more 
effectively assessing risk 

• Improve operating model across 
back-office functions to support 
with business decisions, improving 
customer centricity, increasing 
efficiency, reducing cost etc. 

• Accelerate and automate reporting 
and payments

• Reduce claims fraud

• Break the misconception 

• Contribute to value add through our broad skillset (particularly data analytics)

• Actuaries must become strategic business partners – key individuals in the transformation journey and not just reserving / pricing experts

• Customers have changed their habits and many traditional insurers have not kept up 

• Failure to integrate new technology and transform operations will impact profitability

• Improved customer journey requires changes to several aspects of the insurance value chain

How and why actuaries can help
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Where are insurers in their journey of adopting new technology?

Currently, many insurers have not started the journey of adopting new technology to improve processes and services to stakeholders. For those who 
have started, the experience has been varied.

Actively engaging in latest 
developments but processes are 
largely the same

Following

Have not started. No real change to 
the organisation

No action

Proof of concept phase for certain 
new technology

POC

Processes are optimised and the 
insurer is a sophisticated user of 
new technology

Full 
Adoption

Already begun implementing certain 
new technology

Beginning

• Most respondents have not started their journey of implementing any new 
technology

• Those that are in the POC and beginning stage have experienced various 
degrees of success

• Insurers who have found success in their journey indicated that adopting 
and implementing the “correct” technology, rather than simply the 
“newest”, and a focus on technology that prioritises the users needs have 
been contributors to their success

• Very few respondents have been following the development of new 
technology

• Of these, some of them have indicated the transformation journey has had 
moderate success

Business Size Insurer Progress*

Life Insurers 27% 48% 12% 12% 0%

General Insurers 33% 44% 22% 0% 0%

Barriers to implementing new technologies

*NOTE: Since the survey, insurers have progressed with their 
transformation journeys and moved closer to full adoption
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Distribution

With big data, predictive analytics capabilities and the actuarial skillsets and domain knowledge, actuaries are able to transform insights into actionable 
strategies that is relevant to the Distribution function. 

Campaigns 
Recommendation

Product 
recommendation

Agent 
Recommendation

Controls

Predictive Analytics

Implementation

Policy Data

Sales Data

External Data

• Propensity-to-Buy
• Campaign Optimisation
• Customer/Agent 

Segmentation
• Customer Lifetime Value

• Avoiding too frequent offers to a CS
• Lead recommendation charge
• Agent score
• Capture more CS info after lead

• Sales campaign
• Product campaign

Customer 
recommendation

• Product data
• Claims data
• Other channels

• Agent profile
• Campaign data
• Customer data

• News & social 
media

• 3rd party database 
• Surveys & public 

statistics

Feedback loop
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Value across 

stakeholders

Existing Value 

Pools

Transactional ContinuousPersonalised

Phase 1 Automated 
Underwriting
• Ensures consistent 

rules and faster 
underwriting

Phase 3 Personalised 
Underwriting
• Leverage “Open 

Insurance”  to 
develop risk 
categories

Phase 4 Continuous 
Underwriting
• Ables Dynamic Pricing 

Products based on 
behavioural changes 

Phase 2 
Accelerated 
Underwriting
• Digital 

submission with 
immediate 
issuance

Customer and eco-system centric underwriting - with implications on product and pricing technology at the core 

Intake Triaging Risk 
assessment Pricing Processing

21 3 4 5

Data completion using third-
party data, speech analytics 
and behaviour analysis

Prioritisation of submissions 
based on traits using ML 
recommendation techniques 

Automated risk assessment 
based on intelligent rules 
engine and virtual assistant

Tailored pricing based on 
scenario modelling using 
predictive analytics and data 
visualisation

Real-time policy management 
(i.e. changes, renewals) using 
digital workflow 

Reimagining underwriting value chain

Digital underwriting – An example of what good looks like

Driven by the need for efficiency and evolving customer expectations, most insurers have been moving steadily towards greater digitisation within the 
underwriting function. Most insurers have actively been upgrading their underwriting capabilities with more advanced technology and expanded data 
sources to more effectively assess risk in an accelerated manner while improving the customer experience.
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Claims management

A main driver for retention and loyalty is the direct interaction policyholders have with insurers. One of these few touchpoints is upon making a claim –
therefore, effective claims management should be high up on the agenda of transformation programmes.

Typical challenges: Manual processes increasing time to process and pay, core systems acting as a barrier to an enhanced digital experience

Future capabilities: Predictive modelling to support point-of-claim fraud identification, enhanced claim segmentation using analytical modelling, automated claims handling 
with robotics and cognitive automation and advanced analytics, on-demand billing / payment management

Reimagining the claims value chain
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Finance and planning

The future will require insurers to leverage digital tools to drive efficiency and accuracy throughout planning execution via process automation and 
systematic linkage of drivers and assumptions across the P&L, balance sheet and cash flow statements. Dynamic tools and dashboard environments will 
facilitate sharing, adjusting and reviewing plans in an effective manner.

Next-Gen planning

Common Information Model
Data collection and analysis is 
automated and sourced from a 
common information model 
providing reliable and accurate data 
inputs.

Data Collection & Inputs System Generated Baseline Plan Development Management Reviews

Connected Planning
Drivers, assumptions, and 
adjustments flow seamlessly 
across functions and drive tight 
linkages throughout the P&L, 
balance sheet and cash flow 
statements.

Advanced Analytics
Data scientists leverage internal 
and external business drivers to 
feed predictive models and 
produce a systematic starting 
point for plan generation; 
machine learning continuously 
improves accuracy.

Visualisation
Plans are shared via interactive 
dashboards and collaboration 
tools with standard templates and 
aligned KPIs to enable faster 
organisational alignment, allowing 
more time for impact and action-
oriented discussions.
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Conclusion

Actuaries can act as true business partners by leveraging the use of advanced technologies and modelling skillsets to transform different parts of the 
business value chain for the insurance of the future.     

DISTRIBUTION
Using actuarial skillsets and analytics to convert sales 

insights into strategies 

DIGITAL UNDERWRITING
Using advanced technologies and data to modernise 

underwriting capabilities

CLAIMS MANAGEMENT
Using advanced modelling, automation and technology to 

improve claims management 

FINANCE AND PLANNING
Leverage digital tools to drive efficiency and accuracy across 

financial planning process

Actuaries as

strategic business partners




