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Presentations are intended for educational purposes only and do not replace independent
professional judgment. Statements of facts and opinions expressed are those of the
participants individually and, unless expressly stated otherwise, are neither the opinion nor
position of The Digital Insurer. The Digital Insurer do not endorse or approve, and assume
no responsibility for, the content, accuracy or completeness of the information presented.
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» How to participate:
If you have a question please type into the Q&A area
If you have a comment please type into the chat area

» Session format:

The moderator will use a combination of their own questions and those from the
audience
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TDI PoV: Industry Warning - digital
tipping point i proaching insurers
faster than expected

Executive teams must urgently
accelerate their transformation efforts

TDI Academy. Learning for the digital age.



Most insurers will lose 18 — 24 months

...off transformation roadmaps if they want to keep up

ACADEMY

LEARNING FOR THE DIGITAL AGE

Consumer TP now expected 2020

Consumer TP was expected 2022

T

I
2020/218 |
post-crisis |

“TIPPINGPOINT”{

Widening Gap likely for most
Insurers

* Already laggards

Consumer? * Focus on ‘keeping the lights on’

Expectationstl « Curtailment of ‘discretionary spend’

» Failure to re-set strategically

* All resulting in increased
vulnerability to competitors and new

I
I
I
I
I
I
|
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|
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I
I
I
I
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I

I

I

|

I

I
Innovators® | Early@Adopters@i Early@Majority®, Late@MajorityQ Laggardsh

TDI Academy. Learning for the digital age.



Working together to accelerate the digital transformation of insurance



New Market Space is Emerging in Insurance
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TDI PoV.

In this TDI Point of View, Hugh Terry & Simon Phipps consider the
future of the insurance advisor in Asia, and present the OMNI
Advisor Model (Fig 1) as a strategic approach to reinventing face-
to-face insurance advice in an increasingly digital world,

to-face me re u

19 to iustrate what happens as consumers  Hugh Terry Simon Phipps
TheDighallmsursr  Te Oightatlnsurer

It has taken Ci
accelerate adoption of technology and reduce their face-to-face
meetings and visits to branches. Lead generation has stalled, and
this has inevitably fed into reductions in new business volumes for
many. Each insurer is in a slightly different position, but most wil
identify with the reasons opposite.

- Many insurers are hoping for a return to business as usual once
’ , pandemic has shown is that customers have leapt ahead in their
adoption of digital, and this trend is likely to continue (albeit at a

slower pace). In our recent it the digital tipp

»

[ we estimated that consumer adoption of digital has already

uraen ransform from ‘traditiona B
expectation vs reality gap for most insurers.

TOI s clear, and insurers in their hearts now know, that existing

sales’to an ‘OMNI advisor’ model - not

But all is far from lost. For the first time there is an alignment of

key stakeholders: advisors are asking for tech and risk management
y committees have, at long last, put digital towards the top of their

agenda. Growth prospects and core fundamentals, especially in

Asia, remain extremely positive.

generate significant growth in the years =
ahead

TDI Academy. Learning for the digital age.
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Opportunities for insurers to move into '
_new space

Channel
Performance

Model
Maturity

Working together to accelerate the digital transformation of insurance 13
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Will platforms & ecosystems transform insurance? s INSURANCE INSTITUTE
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ECOSYSTEMS are the future of insurance
)

14 Source: https://platformed.info/platform-business-models-are-transforming-insurance/
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There is a big prize to play for

THE MALAYSIAN
INSURANCE INSTITUTE
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Price-to-Revenue Multiple

Product Company

Service Provider Linear Tech

15 Source: www.linkedin.com/pulse/platform-business-model-what-alex-moazed/

Platform Business

15
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McKinsey: Ecosystems 25-30% global GDP by 2025 INSURANCE INSTITUTE
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New ecosystems are likely to emerge in place of many traditional industries by 2025.

Ecosystem illustration, estimated total sales in 2025,' § trillion

Housing Digital
Education 5.0 content
DJB 3‘3
Health
Travel . 6.0
and hospitality Auto and ® .
3.6 gasoling sales ® Talacorm Puh_llc
Restaurants ® servicos ) seaces
Hotsls Private 4.4
M.E and digital
health
Clathing
Recreation
and culturs .
B2C Retail .‘ Wealth and
marketplace protection
o ol Institutional J
8.3 1.1
Corporate Accounting Transport-
banking support
activites
Management
Machinery | of companies
and equipment Global
corporate
services
29
B2B
marketplace
9.4 9.6

'Circle sizes show approximate revenue poal sizes. Additional ecosystems are expected to emerge in addition to those depicted;
net all industries or subcategories are shown.

'\'.;l\'ilwcu}'-.‘_'u[_ ompany | Source: IHS World Industry Service; Panorama by McKinsey, McKinsey analysis

16

Source: https://www.mckinsey.com/industries/financial-services/our-insights/insurance-beyond-digital-the-rise-of-ecosystems-and-platforms

16



Bain: Insurer ecosystem opportunities plentiful

THE MALAYSIAN
INSURANCE INSTITUTE
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Fiawie /: Ecosystems—insurers are beginning to deliver these kinds of value-added services to their customers

Safe driving 'ﬂ'

Purchase and sale =

*+ Halp buying/selling homes and cars
* Advice on Finc:ncing

Home security w
* Home security advice

* Remote monitoring and alerts
* Discounts on smart davices

Emergency support )‘

* Automatic shutofts during
fire, smoke, loakage

* Emergency service

* Safe-driving alerts and rewards
» Maintenance nofifications
and discounts

Emergency support /"
» Aleris for theft or dnmuga
* Broakdown service

On the road K
* Voice control

* Wireless connection

» Assistance to find car

* Concierge services

Healthy living o)
* Diagnostics and advice
* Rewards for healthy living
* Checkups and access

to digital health racords

Source: Bain & Companv

Health

Trealment

. Finding and scheduhng doctors
* Remote dicgnosis and consultation

* Ramote assessment

Energy

. Energy—aﬂiciancy advice
and discounts

* Alarts to save enargy

Comfort iz
* Remote home control
and assistance

. Di "
Life Discounts on housshold items

Senior citizen support
* Housing, inc|uding 5p9ciu| '

care, meal-delivery discounts
* Emergency support

Financial planning 'E
* Pension and estate |:u|c|nning
* Advice on persona| finances

17
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Bain Report — Ecosystems increase insurer NPS s INSURANCE INSTITUTE
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Figure 32: Customers who use ecosystem services give their life insurer the highest value ratings

High-value space

Americas Asia-Pacific Europe
60%
(] ® o
® o
40 : o © ®
° o ® % o o ‘
° e o ® O e o o o
@ — o * o °® <
® o ® e o o ©
e ° @
0
Brazil Mexico Australia Hong Kong France Italy Spain UK
Canada us China Singapore Germany Netherlands Switzerland

@ Customers who are not offered @ Customers who do notuse @ Customers who
ecosystem services the services offered use services

Note: High-value space is the percentage of scores 8 or higher (on a scale of 10) across Elements of Value®; includes only countries where the sample sizes are
greater than 50 for every data point
Source: Bain/Research Now Insurance NPS Survey, 2018

18 Source: https://www.bain.com/contentassets/6949813d3e664clcaf061421e8c06d02/bain report-customer behavior_and loyalty in_insurance 2018.pdf
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https://www.bain.com/contentassets/6949813d3e664c1caf061421e8c06d02/bain_report-customer_behavior_and_loyalty_in_insurance_2018.pdf

TDI's

“InsurTech Wheel”

DIGITAL INSURER



InsurTech Landscape — Category view

THE MALAYSIAN
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20

Source: TDI InsurTech Directory — “The World’s InsurTech Database”
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THE MALAYSIAN }{\M
Landscape Overview of Malaysia s NSURMNCE TTOTE i L msune

COVER GENIUS

We are an end-to-end B2B distribution platform
enabling the world’s largest digital companies to
insure their global customers, at the point of sale
or sign up.

Vas Ramunujam
Head of insurance, Malaysia, Cover Genius

21



MALAYSIAN INSURANCE ECOSYSTEM

e Vibrant Fintech Ecosystem

o
o
(@)

(@)

>200 Fintechs (2019)

Malaysian Digital Economy Corporation (MDEC)
Malaysian Global Innovation and Creativity

Centre (MaGIC)
Cradle

e  Progressive Regulator

(@)
(0]

Fintech Regulatory Sandbox

Fintech Booster Program (with MDEC)

e Notable Partnerships

o

O O O 0O O O

Chubb <> Grab

Great Eastern <> Boost

Axa <> Digi

Allianz <> Speedhome

Policy Street <> Foodpanda
Allianz <> BIMA

Takaful Ikhlas <> GHL <> Senang

COVER GENIUS

o
o
o
o
o

Massive Opportunity

33m: Population

55%: Life Insurance

75%: Smartphone

50%: Mobile banking (5x from 2014-18’)
86%: Internet

° Investor Interests

o
(0]
(0]
(0]
(0]

Policy Street: $1.8m (Series A)
Qoala: 13.5m (Series A 1D)
PolicyPal (Acquired by AMTD sG)
Lemonade: >S4bn (IPO)*

Duck Creek: >$5bn (IPO)*

e What to expect

(0]

©)
©)
©)

Pandemic shift on Digital Consumer behaviours
Operational shifts for insurers

Increased ecosystem partnerships

Realisation of “New-age” distribution models



Malaysia’s Dynamic InsurTech Map

Administration/Systems sales

Jirnexu
? Qoala

tigeriab

silverlake”

Claims
Management

COVER
GENIUS

agiliux”

Product Development Risk Assessment
2
’”‘ sia Venture Group

QKATSANA
INTRES e

EnterpriseOnline

InsurTech Supporters

IT’S DYNAMIC - CLICK AWAY!

Ecosystems

& neuroware

[Qoost

eWallet

{2&/ MyCash Online

(@mpareteros,

MONEYMATCH fo@b Set‘:,oquE

Qaspirrq;,‘i HelloGold” || Ringgitflus

On Demand & DIRECT

@ SURE

P2P & Community

V &

PolicyStreet

F Llfe

Microlnsurance

4 BIVA

N
A moovby insurback”"

BETA VERSION

D DIITAL INSURER

Comparison Sites
iMON@Y GolNsuraNcE

[@Loansfreet

(FIATBERRY

Banding ) Bjak

Health & Wellness

@ & oaicos
clickncare -
d@c

DOCTORON EOAMITJ!;
pulse

by Prudential ’ n a r 1 I

Financing

1337
TUA

Knowledge
A
S
A< DIGITAL INSURER

CAPITAL

PARTHERS societies

Cradie

Industry / Govt Bodies

L A = ©

Source: TDI Analysis using

[ 4 [ W =4 S

Disclaimer : Not claiming to be exhaustive and may include InsurTechs that are no longer active. Please let us know if you think we need to make a change


https://www.the-digital-insurer.com/search-insurtech-directory/
https://www.the-digital-insurer.com/insurtech-directory/clickncare/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://www.prudential.com.sg/wedopulse
https://www.the-digital-insurer.com/insurtech-directory/neuroware/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://www.the-digital-insurer.com/insurtech-directory/mycash-online/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://www.the-digital-insurer.com/insurtech-directory/moneymatch/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://www.the-digital-insurer.com/insurtech-directory/hellogold/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://www.grab.com/sg/
https://www.the-digital-insurer.com/insurtech-directory/comparehero/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://www.the-digital-insurer.com/insurtech-directory/fatberry/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://www.the-digital-insurer.com/insurtech-directory/getcover/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://loanstreet.com.my/
https://www.the-digital-insurer.com/insurtech-directory/policystreet/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://www.the-digital-insurer.com/insurtech-directory/ringgitplus/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://www.the-digital-insurer.com/insurtech-directory/goinsurance/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://fi.life/
https://www.the-digital-insurer.com/insurtech-directory/insurback/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://www.the-digital-insurer.com/insurtech-directory/moovby/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://www.iglooinsure.com/
https://www.the-digital-insurer.com/insurtech-directory/bookdoc/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://www.the-digital-insurer.com/insurtech-directory/merimen/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://www.the-digital-insurer.com/insurtech-directory/tigerlab/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://www.the-digital-insurer.com/insurtech-directory/qoala/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://asiaventuregroup.com/
https://www.the-digital-insurer.com/insurtech-directory/intres-capital/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
http://ieol.com.my/
https://www.vsure.life/
https://www.senangpks.com.my/
https://ouchfree.co/en
https://www.the-digital-insurer.com/insurtech-directory/katsana/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://www.the-digital-insurer.com/insurtech-directory/jirnexu/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://www.the-digital-insurer.com/insurtech-directory/agiliux/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://www.the-digital-insurer.com/insurtech-directory/bima/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://mdec.my/
https://mymagic.my/
https://www.cradle.com.my/
https://www.1337accelerator.com/
http://tuascp.com/
http://th.capital/
https://www.the-digital-insurer.com/insurtech-directory/imoney/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://www.naluri.life/

“In 2019, Bain & Company projected that the number of digital consumers — anyone
who has purchased a product or service online (excluding travel) in the past 12 months
in Southeast Asia will reach around 310 million by 2025.”

That day will arrive by the end of 2020

COVER GENIUS



PANDEMIC IMPACT

How has the pandemic shifted consumer behaviour in retail?

Total SEA-6 population (15 years old and above) - 443M

203M 77M 75M 58M

137M

118M
(58%)

(68%) 1% (63%)

@  Digital consumer population in 2019
@ Digital consumer population in 2020

Non=digital consumer population

COVER GENIUS

25M 5M

21M
83%

ll
20M
80%)

(?Q%)

3.IM
(74%)

Increased adoption of online as channel
for shopping across markets
% responses citing online as most used channel

@  Online (2019) Online (2020)
48

a4 46 46 45 a5

SG

Source: Facebook & Bain Digital Consumers of Tomorrow, Here Today 2020 report



https://www.facebook.com/business/news/digital-consumers-of-tomorrow-here-today
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Wan Najib
Chief Strategy & Digital Distribution Officer, FWD

FW)

takaful
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Digital Insurance in Malaysia Webinar FWD

Family Takaful | Direct Channel Evolution takaful
\' Term 66k APE @ 36% 90k APE @ 370% 432k APE 50k APE

224 cases 16% 260 cases 278 363% 1,204 cases 519 cases
MYR
1,00,000 A A 156 134 180 144 107 127 A
17 22 16 19 65 8 T3 11 15 12 20 g 22 26 29 54 30 20 P2 32 34 2o 82 a3 77 4 59 80
90,000
80,768
80,000 75,155
70,000
60,000
50,000
40,000
30,000 26,198
20,000 4,03214,036
6,595 7.857 8,222 8,610 10,58410,01012:13¢ =
10,000 ™ 5,324 s05 2,719 5,629 2,960 4,639
Jul-17 Aug-17 Sep-17 Oct-17 Nov-17 Dec-17 Jan-18 Feb-18 Mar-18 Apr-18 May-18 Jun-18 Jul-18 Aug-18 Sep-18 Oct-18 Nov-18 Dec-18 Jan-19 Feb-19 Mar-19 Apr-19 May-19 Jun-19 Jul-19 Aug-19 Sep-19 Oct-19 Nov-19 Dec-19 Jan-20 Feb-20 Mar-20 Apr-20 May-20 Jun-20
127k APE 108k APE 838k APE 814k APE
138 cases 153cases .. ) 872 cases 1,021 cases
Cl . 4 9 Medical - 4
27 25 24 24 20 MYR
MYR 10 12 18 9 11 7 16 3 3,00,000 188 167 141
75000 83 69 66 98 106 99 106 129 139
’ 2,50,000 55
60,000 2,00,000
45,000
’ 1,50,000
88,53492,57696,63196,439 103,8351268410,225
30,000 1,00,000 81099 >
11,915 g 195 15,33015,660 ] 62'76746 05254,759
15,000 8649 1Y%, gag 5809 3379 7572 7,300 50,000
0
Apr-19 May-19 Jun-19 Jul-19 Aug-19 Sep-19 Oct-19 Nov-19 Dec-19 Jan-20 Feb-20 Mar-20 Apr-20 May-20 Jun-20 Apr-19 May-19 Jun-19 Jul-19 Aug-19 Sep-19 Oct-19 Nov-19 Dec-19 Jan-20 Feb-20 Mar-20 Apr-20 May-20 Jun-20




Digital Insurance in Malaysia Webinar >

An Online Journey takat

abnormal cells
Family is worth everything -

protect them (O Tumeur, lump or polyp

Optica s
Wi cvuple

o Online Purchase Experience Intelligent Underwriting  Powered by: underv\-“ri‘l'h
-
- 8 Have you ever had or received medical advice or
O . ]
e Who would you like to cover ? treatment for:
==l FWD Protect Select a plan o gat a quote . o )
% 6 Direct () Cancer or leukaemia () Carcinoma in situ, pre-malignant changes or
—4 0
(@]
—

cprion Optionz
Fomnity with chiden (o Lo 2lildeer) Single
@ fwc.commy <

GEY A FREE QUOTE

RM 353 ([ p=a RM29.42
I e

(o]
8 1 Me (certificate owner) s . NRIC:
- N ] Here's your quick quote:
g E — Estimeted total contribution = ‘
o Q lama - RM 29.42/month
c e or RM 363/annum Full norn fos pov NRIC):
] FWD Care Mle Famala ‘
[&] o
-1 o Direct
) Yourlife is worth living, enjoy
[T Shoan My birthday is W oz21983
GET A FREE QUOTE Cowaragn
T E-Payment
Sum covered (RM) Up toage
2 Sy < g h Mo Cardholder Name [ |
=L ol Non-Smoker R 100,000 52
lama i
Credit Card No. [ |
o
TN CVCICWV2 [ |
L O . L
5« Online | Digital ]
C = Pollcy 3 steps to nominate Onllne
S . .
T < MedSecure ot Nomination
- ™ Direct Nominate Executor/Beneficiary
Step 2
Get your login ID in email Nominate a wasi or hibah online ) Choose a Witness ()
Got a fres quote FWD Protect irect We will e-mail you your login D for your MyPortal Nominate a Executor or Beneficiary to receive
BEECHICAN: access, where you can download your certificate benefits under your takaful plan! -
- document and manage your plan easily. f you already e e rvecHioation by Wi
had your login details, log in to MyPortal. Start online nomination

Get ready to live FWD
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Rohit Nambiar
CEO of Axa Affin - Life Insurance
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Untapped Market Opportunity for Digital

Conventional Market At T20

1
1
1
g 4 o
T20” or Top 20% I [ ~4.0M Affluent & High Net Worth (Annual Income >MYR 200K; > USD 48K)m
* Household income : * Business owners, Senior executives
MYR16K/month orannual v Target segment: Affluent and
ILIEER ! masgs afflugent established family
| Mass Affluent (Annual Income ~MYR 50-200K; USD 12K-48K)
: * Upper income working class; Sub-segments based on ethnicity / resident status v Ages 35-65
1 v ot
“M40” or Middle 40% ! T ished families Retirees Characteristic: Value agent
Household income i families (Early 30s- 60) (>60 years) services, prefer comprehensive
. jousel - . .
MYR6.5K/month orannual ! Teens (Early 20s-30s) product v_\nth re?urn in long run,
1 £ and detailed oriented
MYRT8K 1 £ (<Early 20s) EXTH
' @ | crudents Mass (Annual Income ~MYR 35-50K; USD 8K-12K) v' Channel: Agency or Banca
: = ocen ® Middle income working class; Distil b-segl ts based on [t ion — v C h ive |
I urban or rural, and income type — periodic or steady L'orl:]ri;el ensive Investment
inked Insurance
| = @ [ 5o ] [ -1 |
“B40” or Bottom 40% : Youne fpar:-n:fi:ssw“ ol ht(:blilsh:: f::'i;ies (::)ﬁ rees )
arl S-60s, ears)
* Household income : (Early 20s-30s) Y v
MYR2.8K/month orannual | Untapped Market Opportunities
YRSAK . [ 1064 o M
: Emerging (Annual Income <MYR 35K; < USD 8K)
" A P h‘ fB'rtAh . Ch'IdA ) cmdA . R% . g v Target segment: mass affluent and
larriage rPurchase of Bl o) iaren go o iiaren get Hetiremen . R
house / car first child school married mass young professional/ family
Life Stage v Ages 20-40
v' Characteristic: Tech savvy, value
seeker, mobile, and self-service
Digital Vision oriented
v Digital Strategy: Offer fast, easy,
20% market share in digital mobile and affordable product
To be the leading digital insurer v Entry level insurance
Digital can be ~10% of the market by 2023, up from 0.01%
Exponential growth possibility, coupled with differentiation opportunity
Notes: -
1.Household income data and population data are sourced from AFI:/iﬁ

Department of Statistic Malaysia Internal



Digital Strategy based on Consumer Demand

* The AXA eMedic was launched out of market demand...

Online Survey Result 2017:

Could you please tell me which of the Launch of AXA eMedic in Apr 2018

following is the MUST HAVE product?

v" In 2017, we conducted customer v' Product market fit test shows
Medical Card survey to understand the product positive result
. B 6% needs .
(i.e.... i ) v This product was launched out of
N v Medlcal card is the utmost _ market demands, not due to the
Traditional 1 9% important product to the millennials regulatory requirement
Life... ﬁfuestomers only followed by term v AXA eMedic: targeting 18-39 years
o old, millennials tech savvy market
Investment I 8% v' Management take the decision to with annual limit up to RM100K and
Linked... Izac;mch medical product in Dec » APE is about RM600
o 17
Critical I 7% v" We conducted the focus group to
llinesses Plan

understand customers

Savings Plan | 7% E

e \u Hil I'm Michelle, your eMedic guide.
| To begin, lets Check Your Price
-
Cancer Plan | 2%
=
Others
| 1%
(please..!

Rt .4 PoM| g insurance
AXAS Awards 2019

Survey Sample N=303

™ AFEiN

Internal



Digital Growth Strategy

* eMedic as the anchor product to attract the mass market and cross sell is the profit contributor

AD

v' eMedic as the anchor product to attract the M40 segment

v' Marketing campaign - both digital and conventional media to drive the awareness

v" Focus on the price strategy — RM37 a month for an adult, RM150 a month for a family of four
v' Become the talking point

v' Enhanced UX/UI journey

v Seamless online buying experience

v

Payment gateway for online baking and credit card

4

v
v

Partnership — Insuretech & Fintech

Work with as many partners as possible, i.e.
aggregators, insuretech or fintech partners (23 today_

Partnership via Data API or Affiliate model
Drive awareness and comparison across industry

v

v
v

Teleassist — Virtual Service

Not all customers comfortable buying online, hence
we need tele-assist as the virtual assistant

Call back customer within same day
Can even close on the phone

eMedic just an anchor product

We will try to cross sell eLife
or critical illness products to
the customers or any high
margin product

Either online cross sell or via
tele-assist

Digital customers have
authentic contact details in the
database

™ AFEiN

Internal



eMedic Typical Journey

Customer Journey - [ Buy T
Customer
DIRECT 1 [

BookDoc

Rewards + Discounts
BookDoc ¢

i

—
‘43;
®

TELE-ASSIST

«s ePolicy
. —
® @ ﬂv%,l{&fi
o - P
° AFFiN —_ S .. Health Coach
- 8
b4 RPA
[
O= Digi Stepz.
® >

N K@ 0 5% Discount

.E dlgl ancomi 100{? 10% Discount
[

PARTNERS @

e-Medic
Interface '
_ e
1. Get Quote 2. Choose 3. Answer 4. Make 5. Done
your Plan Health Questions Payment

M AFE/iﬁ_ AALI TODAY 15
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Panel Discussion

THE MALAYSIAN
INSURANCE INSTITUTE

DIGITAL INSURER

Shalini Pavithran
CEO, The Malaysian Insurance Institute

Vas Ramunujam
Head of insurance, Malaysia, Cover Genius

Wan Najib
Chief Strategy & Digital Distribution Officer,
FWD

Hugh Terry

Founder, The Digital Insurer

Rohit Nambiar
CEO of Axa Affin - Life Insurance

Simon Phipps

Founder, The Digital Insurer
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. . sTHE MALAYSIAN }{\}M
D|SCUSS|On Th em eS INSURANCE INSTITUTE 1= DIGITAL INSURER

1. Speed: Explore the move to online - why does it seem to be taking longer in Malaysia

2. Ecosystems advantages: Explore the advantages that new digital ecosystems players have over
incumbents

3. Partnerships: Explore the importance of partnerships & how to create them . Are we going to see
partnerships between P&C and life insurers to offer full service ? Should composites come back into
fashion? What do insurers need to do to partner better with start-ups and vice versa?

4. Product: How important is product choice in digital ecosystems? And what are the new products
5. Face-to Face: What is the future role of the advisor in a digital world

6. Regulations: how can regulators support this transition to a digital world?

7. People: a The cultural / organizational challenges insurers face adopting digital

35



Snap Poll

%
£
THE MALAYSIAN £ )
INSURANCE INSTITUTE % DIGITAL INSURER

What % of life and health business In
Malaysia will be distributed via

ecosystems by 20307

Response options:

a) <10%
b) 10-30%
c) 30-50%
d >50%

What % of general insurance will be
“digital first” by 2030?

Response options:

a) <10%
b) 10-30%
c)  30-50%

d >50%

36



MIl Updates

L

THE MALAYSIAN
INSURANCE INSTITUTE

DIGITAL INSURER

Shalini Pavithran
CEO, The Malaysian Insurance Institute
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New Skills For The New World

I'he gr sater reliance
on technologies
means that
employees must be

trained to operate

.
THE MALAYSIAN
INSURANCE INSTITUTE



~ Virtual

I slt_rggtor Instructor Digital Social Mobile
5 Led Learning Learning Learning

Webinar Vodcast

4

Q THE MALAYSIAN BUILDING KNOWLEDGE. TOGETHER
INSURANCE INSTITUTE



Trainer
In The
Driving

Seat

Transforming The Learning Experience

Pre 2000s 2000s ‘ Our Focus Now & Beyond |

Facilitator centred

Learner centred

Learner driven

Classroom Learning

an

Mobile/social learning

5

LLearner
) .
S H)) in The
Individual focus P——— g;lgltl ng
2 dhy
Expert tells - Expert facilitates : Expertabares

BUILDING KNOWLEDGE. TOGETHER



Supporting Capacity Building

i\ ‘”“ ‘ y Z
78 ' Board & C-Suite |
Programmes

> 50 programmes

| N Technical
[V Programmes

= > 100 programmes

Business
Management

> 50 programmes

I{ Future Proofing
B | Workforce

== 1 > 30 programmes

‘; [/
- nh/\/
s ~
oW
(< »

EEEEEEE—

“Governance Risk [0,
Compliance (GRC)
Programmes

> 70 programmes \

Personal
l Development

> 50 programmes

———————

Leadership
Programmes

[ > 50 programmes

Essential Skills
> 50 programmes

THE MALAYSIAN
INSURANCE INSTITUTE
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THE MALAYSIAN
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4 DIGITAL INSURER

TDI Updates
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THE MALAYSIAN M
INSURANCE INSTITUTE DICITAL INSURER

www.the-digital-insurer.com/tdi-academy/

About the TDI Academy

“Ensuring the right level of
digital insurance learning is
provided to the right people
at the right time, at the right
cost and in the right way”

Academy Differentiators
100% virtual
Insurance relevant
Outward looking
Constantly refreshed
Lifelong learning
Global community

Executive Digital Insurer (EDI)
Learning & coaching for leadership
teams

cOorwN~

Associate Digital Insurer (ADI)
‘mini-MBA” and business qualification

Certificate in Digital Insurance (CDI)
Online certificate

Knowledge Portal & Community (TDI PRIME)

Opportunities for all to participate in digital insurance via the TDI PRIME membership schemes

Working together to accelerate the digital transformation of insurance 44


http://www.the-digital-insurer.com/tdi-academy/

Common Core
Curriculum

TDI
PRIME

 DIRITAL INSURER

ADI.

., ASSOCIATE
|’ DIEITAL INSURER

P-III._

THE MALAYSIAN
INSURANCE INSTITUTE

" DIGITAL INSURER

www.the-digital-insurer.com/tdi-academy/

S

OUR
CHANGING WORLD

~

1.1 The 4th Industrial Revolution
1.2 Our connected world

1.3 The power of Social

1.4 Changing consumer behaviour
1.5 More change coming

1.6 Why data is King

1.7 Cloud crushes costs

S

TECH
ENABLER
)

2.1 SMAC as a baseline

2.2 Al, Machine Learning & RPA
2.3 Blockchain

2.4 10T

2.5 Chat & Voice

2.6 Immersive Technologies

2.7 APIs & Microservices

\

1.8 Insurance Re-Booted

s

NEW DIGITAL
BUSINESS MODELS

/
\

5.1 Platforms & Ecosystems

5.2 Microinsurance

5.3 On-demand

5.4 Comparison Sites

5.5 Peer-to-Peer & Community
5.6 Health & Wellness

5.7 Commercial

5.8 Building new digital business

\ /

2.8 Tech Architecture best practices

S

DATA&
ANALYTIC
)

3.1 The Power of Data

3.2 Python basics

3.3 Python intermediate

3.4 Data visualization & example
tools

3.5 Machine learning (+ a little bit of
deep learning)

3.6 D&A use cases in P&C

\

3.7 D&A use cases in Life & Health
&.8 Predictive Modelling /

/

s

VALUE CHAIN
INNOVATIONS

4.1 Sales tools for agents

4.2 Underwriting — Life & Health
4.3 Underwriting — P&C

4.4 Product Development

4.5 Service & Administration
4.6 Claims — Life & Health

4.7 Claims — P&C

4.8 implementing value chain

innovations

; N\ / 7
MARKETING & STRATEGY &
CUSTOMER EXPERIENCE TRANSFORMATION

6.1 Data-led marketing

6.2 Direct digital marketing

6.3 digital marketing for advisors
(020)

6.4 Power of content

6.5 Omni sales & servicing

6.6 Customer lifetime value &
customer advocacy

6.7 Customer experience

@ Out-of-industry use cases /

7.1 Why Strategy beats execution

7.2 Regulations and ethics in a digital world
7.3 Transforming the old vs building the new

7.4. Partnerships in a digital world
7.5 AGILE & LEAN basics

7.6 Change Management as a discipline
7.7 Cultural change for a digital world -

Digital as DNA
7.8 How to succeed when most

@sformaﬂons fail

~

/

TDI Academy — learning for the digital age

7 X 8 x 1hr lessons

100% Virtual

MCQs for each

Range of Industry
Experts

45
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ADI & CDI compared

THE MALAYSIAN
INSURANCE INSTITUTE

i’ DIBITAL INSURER

ADI

2020

%, ASSOCIATE
y DIGITAL INSURER

“mini-MBA” &
business
qualification on
digital insurance

' Shared elements :

6-9 months

100% virtual

Cohort based

8 x1-hour lessons

1-3 Months

Self-paced

Quick Fire MCQs

Weekly Discussion
Groups

After Each Lesson

[ )
[ 7 Courses each with J
[ )

Company branding

Personal Mentors

& customisation
options for TDI

\ members )

[
[
[
[
[

Business Related
Assignments

[ Life-long learning )

)
)
)
)
)

and membership of
a global TDI
network.
All connected
digitally

Personalised by
participant —select
and complete

minimum of 50% of
lessons to earn
certificate

Certificate on
digital insurance

TDI Academy —

learning for the digital age
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o feedback on ADI INSURANCE INSTITUTE i BGTAL INSURER

[JI|l Excellent participant & sponsor s THE MaLavsiAN B

/jgankﬂpantFeedback <\\

NPS “the ADI course has fundamentally

+49%

Excellent

re-wired my brain, it is one of the
best investments | ever made"

L /
//gponsorFeedback \\\

“I have to say, I'm most impressed. The feedback from our
teams is overwhelmingly positive — you took on a mighty
task to disrupt something that needs to be disrupted — and

delivered. We’ll undoubtedly be putting more team-
members through ADI... and are very interested in EDI
and CDI too”

TDI Academy — learning for the digital age 47



Snap Poll Ny ey D

THE

DIGITAL INSURER

Q. How interested are you in virtual learning & development programs
on digital insurance?

Response options:

a) Yes - for me & my company
b) Yes - for me
c) Yes - for my company

d) No - | think we know enough in this space

48



TDI INSURTECH DIRECTORY
THE WORLD'S INSURTECH DATABASE ,

THE MALAYSIAN m
INSURANCE INSTITUTE DIGITAL INSURER

Working together to accelerate the digital transformation of insurance 49



Malaysia’s Dynamic InsurTech Map

Administration/Systems sales

Jirnexu
? Qoala

tigeriab

silverlake”

Claims
Management

COVER
GENIUS

agiliux”

Product Development Risk Assessment
2
’”‘ sia Venture Group

QKATSANA
INTRES e

EnterpriseOnline

InsurTech Supporters

IT’S DYNAMIC - CLICK AWAY!

Ecosystems

& neuroware

[Qoost

eWallet

{2&/ MyCash Online

(@mpareteros,

MONEYMATCH fo@b Set‘:,oquE

Qaspirrq;,‘i HelloGold” I Ringgitflus

On Demand & DIRECT

@ SURE

P2P & Community

V &

PolicyStreet

F Llfe

Microlnsurance

4 BIVA

N
A moovby insurback”"

BETA VERSION

D DIITAL INSURER

Comparison Sites
iMON@Y GolNsuraNcE

[@Loansfreet

(FIATBERRY

Banding ) Bjak

Health & Wellness

@ & oaicos
clickncare -
d@c

DOCTORON EOAMITJ!;
pulse

by Prudential ’ n a r 1 I

Financing

1337
TUA

Knowledge
A
S
A< DIGITAL INSURER

CAPITAL

PARTHERS societies

Cradie

Industry / Govt Bodies

L A = ©

Source: TDI Analysis using

[ 4 [ W =4 S

Disclaimer : Not claiming to be exhaustive and may include InsurTechs that are no longer active. Please let us know if you think we need to make a change


https://www.the-digital-insurer.com/search-insurtech-directory/
https://www.the-digital-insurer.com/insurtech-directory/clickncare/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://www.prudential.com.sg/wedopulse
https://www.the-digital-insurer.com/insurtech-directory/neuroware/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://www.the-digital-insurer.com/insurtech-directory/mycash-online/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://www.the-digital-insurer.com/insurtech-directory/moneymatch/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://www.the-digital-insurer.com/insurtech-directory/hellogold/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://www.grab.com/sg/
https://www.the-digital-insurer.com/insurtech-directory/comparehero/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://www.the-digital-insurer.com/insurtech-directory/fatberry/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://www.the-digital-insurer.com/insurtech-directory/getcover/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://loanstreet.com.my/
https://www.the-digital-insurer.com/insurtech-directory/policystreet/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://www.the-digital-insurer.com/insurtech-directory/ringgitplus/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://www.the-digital-insurer.com/insurtech-directory/goinsurance/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://fi.life/
https://www.the-digital-insurer.com/insurtech-directory/insurback/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://www.the-digital-insurer.com/insurtech-directory/moovby/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://www.iglooinsure.com/
https://www.the-digital-insurer.com/insurtech-directory/bookdoc/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://www.the-digital-insurer.com/insurtech-directory/merimen/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://www.the-digital-insurer.com/insurtech-directory/tigerlab/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://www.the-digital-insurer.com/insurtech-directory/qoala/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://asiaventuregroup.com/
https://www.the-digital-insurer.com/insurtech-directory/intres-capital/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
http://ieol.com.my/
https://www.vsure.life/
https://www.senangpks.com.my/
https://ouchfree.co/en
https://www.the-digital-insurer.com/insurtech-directory/katsana/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://www.the-digital-insurer.com/insurtech-directory/jirnexu/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://www.the-digital-insurer.com/insurtech-directory/agiliux/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://www.the-digital-insurer.com/insurtech-directory/bima/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://mdec.my/
https://mymagic.my/
https://www.cradle.com.my/
https://www.1337accelerator.com/
http://tuascp.com/
http://th.capital/
https://www.the-digital-insurer.com/insurtech-directory/imoney/?utm_source=itd&utm_medium=tdi_landscape_map&utm_campaign=tdi&utm_term=&utm_content=my
https://www.naluri.life/

Snap Poll Ny rszi

%
£

£ e
A DIGITAL INSURER

Would you like to volunteer to help to analyse InsurTechs?
Response options:
a) Yes, I'm interested

b) Possibly, please send me more information
c) Not at the moment
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EVENMT TYPE WEBINAR

BLENDED LEARNING FOR THE INSURANCE INDUSTRY IN A DIGITAL
WORLD

El Date
Thursday, 27 August 2020

Time
9:30 am 5GT- 10:30 am 5GT

Live webinar

O]
g Location
&}

Organiser
The Digital Insurer / LIMRA

https://www.the-digital-insurer.com/event/blended-learning-for-
the-insurance-industry-in-a-digital-world/
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THE MALAYSIAN
INSURANCE INSTITUTE

Insights to Solutions s
Series 2 coming soon

pﬁn

ITAL INSURER

I
\ /

THE 7~ \
— INSIGHTS 10 SOLUTIONS —

| -
— SERIES | FALL 2020

VIRTUAL EXPERIENCE
E1 |88 |

DIGITAL UNDERWRITING DIGITAL CLAIMS DIGITAL DISTRIBUTION
TRANSFORMATION TRANSFORMATION TRANSFORMATION

OCTOBER 712020 NOVEMBER 4TH2020 DECEMBER 240 2020
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WORLD TOUR  INSURETECH CONNECT
_.  ©ITC GLOBAL

September 21-23,2020

I
AL

ITC + DIA WORLD TOUR ITC GLOBAL
SEPTEMBER 15 - 18™, 2020 SEPTEMBER 2157 - 2370, 2020

35 Stops in 3 Weeks 24 Hours A Day Immersive Experience

LEARN MORE LEARN MORE

https://insuretechconnect.com/


https://insuretechconnect.com/

THE MALAYSIAN \{\M
Feed baCk pleasel s INSURANCEINSTSITUTE '_{,:-' DIGITAL INSURER

Three ways
= At end of webinar using survey

= When you receive the recording link
= To TDI/ Mll individually
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Contact Deta”s INSURANCE INSTITUTE % DIEITAL INSURER

Hugh terry @ TDI hugh.terry@the-digital-insurer.com
Simon Phipps @ TDI simon.phipps@the-digital-insurer.com
Shalini Pavithran @ Ml shalini@mii.org.my

Vas Ramunujam @ Cover Genius vas.r@covergenius.com

Wan Najib @ FWD wan.najib@fwd.com

Rohit Nambiar @ AXA Affin Life rnamb@yahoo.com

TDI Academy - learning for the digital age
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