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Preparing for your future 

This session is based on The Intelligent Insurer, 
seeking to understand what the insurance sector will 
look like in 5, 10 and 20 years 

1 

Our discussion today will initially outline the four key 
mega-trends 

2 

We will discuss the actions insurers are taking in 
search of profitable sustainable growth 

3 
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Why taking a long term perspective is important 



“It is not the strongest of the 
species that survives, nor 
the most intelligent. It is the 
one that is the most 
adaptable to change.” 

Clarence Darrow 
US lawyer and civil libertarian 
(1857-1938) 
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What do the mega trends mean for your business? 

What could the impact of the mega-trends be on the business you are doing 
today?  

1 

Who will your customers be? What do they want? What will they need in the 
future?  

2 

How will the business operate in the future? 
3 

As we walk through the mega-trends, consider the following with regards to your business 



What does the 
future hold? 
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We have distilled the changes we see emerging today into four over-arching 
megatrends 

Source: KPMG International, 2012 

Demographics Technology

Environment
Social 

values and 
ethics
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Demographics 

Demographics Technology

Environment
Social 

values and 
ethics
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Demographics Technology

Environment
Social 

values and 
ethics

…‘As populations in mature markets age and the taxpayer base shrinks, stretched 
public finances will be unable to match increasing expectations, increasing a need 

for self-reliance’ 

Demographics 
Strain on public finances 
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 Offer a solution to address the problem of unsafe driving by 
young drivers  
(aged 16 to 24 years old) 
 

 Change incentives scheme: collaboration vs. coercion  

Objective 

 Drivers pay monthly fee based on driving behaviour  
Good behaviour is rewarded by savings, as much as 25%, 
and vice versa 

 
 Drivers can review their driving habits online and get 

personalized tips to improve their driving 

Characteristics 

IAAH trying to drive the right behaviours 

Mobiliz 
Demographics Technology

Environment
Social 

values and 
ethics
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Technology 

Demographics Technology

Environment
Social 

values and 
ethics
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Demographics Technology

Environment
Social 

values and 
ethics

‘Technologies ... bring 
new and often uncertain 
risks into the scope of 
coverage…. 

…. The more we enter a 
knowledge economy the 
more important intangible 
assets become and the 
greater the challenge to 
insurers to innovate to 
protect what  
we value.’ 



‘3D printing will 
increasingly replace 
large scale 
manufacturing, 
changing the nature 
and demand for 
insurance in the 
manufacturing, 
transport and logistics 
sectors. It may also 
have an impact on 
economic growth of 
both developed and 
developing markets’. 

Demographics Technology

Environment
Social 

values and 
ethics

http://www.newlaunches.com/archives/3d-printers-used-to-create-aston-martin-db5-models-for-skyfall.php/3d-printed-aston-martin-3�
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Technology 
Increasing expectations of ‘digital services’ 

Demographics Technology

Environment
Social 

values and 
ethics

http://www.youtube.com/watch?v=9c6W4CCU9M4&feature=player_embedded#! 

…‘Customers increasingly expect to access services where, when and how they 
want – using smart-phones and tablets.’ 

http://www.youtube.com/watch?v=9c6W4CCU9M4&feature=player_embedded�
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Kilimo Salama Safe Agriculture 

Kilimo Salama 
Safe 
Agriculture 

This 'pay as you plant' type of insurance 
allows farmers to 'try out' insurance, a 
product they have never bought before 
and which has a negative reputation in 
Kenya.  Experience shows that as 
farmers learn to trust insurance, they 
expand their coverage and are 
comfortable investing more in their farm, 
raising their productivity and increasing 
their food security 
 
Syngenta Foundation 
 
 

Demographics Technology

Environment
Social 

values and 
ethics



© 2013 KPMG LLP, a UK limited liability partnership, is a subsidiary of KPMG Europe LLP and a member firm of the KPMG network of independent member firms affiliated with KPMG International Cooperative, a Swiss entity. All rights reserved. 15 

Environment 

Demographics Technology

Environment
Social 

values and 
ethics
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‘Flooding still has the 
power to shock – but 
is becoming an annual 
event ’ 

Demographics Technology

Environment
Social 

values and 
ethics
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Demographics Technology

Environment
Social 

values and 
ethics

…‘‘Increasingly wealthy urban areas are exposed to natural catastrophes and 
emerging risk such as climate change and pandemics’ 

Environment 
Climate change & pandemics 
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Demographics 
Wealth, urbanisation & expanding populations 

Demographics Technology

Environment
Social 

values and 
ethics

…‘Growing wealth, urbanisation and expanding populations, most notably in high 
growth markets increase demand for insurance as more people have assets to 

protect, and as economic migration causes fragmentation and dislocation of 
traditional family units.’ 

Demographics 

http://www.youtube.com/watch?v=UAIv15fWfHg�


‘Just as climate change 
may substantially 
increase insured 
losses, it also 
threatens the 
performance of 
investment portfolios.’ 

Demographics Technology

Environment
Social 

values and 
ethics
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The world is getting very small ... 
Demographics Technology

Environment
Social 

values and 
ethics
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Social values and ethics 

Demographics Technology

Environment
Social 

values and 
ethics
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Social values and ethics 
Lack of trust in financial services 

Demographics Technology

Environment
Social 

values and 
ethics

 
…‘Trust is shifting from being earned through customer engagement to being 

dispensed via social media, and the penalty for breaching trust is immediate and 
severe, with companies potentially being defriended for life’ 
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Demographics Technology

Environment
Social 

values and 
ethics

 

‘Social media is changing 
the way consumers 
interact with businesses 
and each-other.  
Increasingly, businesses 
reputation is based on 
the comments of experts 
and consumers who will 
freely comment upon 
their experience and 
share it with the world.’ 
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Crowd Sourcing 

 Online platform allows customers to 
interact 

 Customers promote or demote ideas 

 The bank already rewarded a 
customer with $10,000 for a new 
purchase receipt service on its e-
banking platform 

 Collaborate with customers  
 Help shape and create the future of 

banking 
Objective 

Description 

Results 

Commonwealth Bank IdeaBank 

 Credit or debit card donations online 
in under a minute 

 “Fast community building” and easy 
follow-up for donors 

 32-year-old Jenny Adams raised 
$10K in a couple of days for Sandy 
Storm relief in her neighborhood 

 Quick-response fund raising 
 Reach a community of givers in an 

efficient way 

Disaster relief crowdfunding 

Objective 

Description 

Results 

Demographics Technology

Environment
Social 

values and 
ethics
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Mapping the mega trends against the insurance business model 
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Questions to ponder 

What could the impact of the mega-trends be on the business you are doing 
today?  

1 

What will customers need in the future?  
2 

How will the business operate in the future? 
3 



Audience  
polling 

27 
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A Historically low interest rates 
and significant equity market 
volatility 

B Increasing impact of natural 
catastrophes 

C Regulation 

D Consumers becoming better 
informed and shopping for 
lowest prices 

Q1. Which of the following do you consider poses the biggest threat to 
insurers’ profitability over the next 10 years? 
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Q2.  In a rapidly changing world how will the insurance industry best ensure it 
understands the needs of its clients? 

 

A Greater use of data 
analytics 

B Building collaborative 
partnerships with 
customers 

C Working  more closely 
with distributors and 
intermediaries 

D Making greater use of a 
range of experts from 
academics to branding 
consultancies and design 
‘gurus’ 
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Q3. Which of the following uses of technology do you expect to have the 
greatest long term impact for insurers? 

 
 
 

A Cloud computing 

B Mobile communications 
and payments  

C Social media 

D Data mining and 
analytics 

2% 
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17% 

54% 

7% 

38% 

11% 

44% 
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32% 
29% 27% 

3% 
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* Australia responses cover KPMG Australia partners and staff who completed the survey 
since 22 Feb 2013 
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Q4. How well placed do you consider the insurance industry is to manage the 
potential conflict between greater use of data and analytics to price risk, and 
trends against discrimination ? 

 
 
 
 A Very well placed – only minor 

adjustment needed 

B Extensive changes will be 
needed to use of biometric data 
and customer profiling to select 
and price risks 

C This is a big threat to the 
potential viability of personal 
lines insurance 

D This could lead to wholesale 
restructuring of the industry and 
a return to tariffs 
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Q5. How do you think investors will respond to greater transparency of the risks 
run by insurers? 

A Investors  will demand a higher 
Return on Equity 

B Investors will accept a lower 
Return on Equity 

C Insurance becomes an even 
more complex sector to 
understand as compared with 
the rest of the investment 
universe 

D Greater value  will be attributed 
to those insurers who can 
demonstrate a superior ability to 
manage and price risk 

5% 3% 
10% 

83% 

7% 6% 
11% 

76% 

5% 3% 3% 

89% 

8% 5% 
13% 

74% 

5% 
0% 0% 

95% 

A B C D 

Australia  North America Latin America Asia Pacific Gen Y  

* Australia responses cover KPMG Australia partners and staff who completed the survey 
since 22 Feb 2013 



How are 
insurers 
responding? 
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From The Intelligent Insurer to The Valued Insurer 

Focusing on how insurers can position 

themselves for future 
profitable growth 
 

Particularly in an uncertain 
economic outlook 
 

 
 

 

 A prompt for lively, future oriented 
conversations 
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Investors have not favoured insurance 
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But some insurers have been conspicuously successful ... 

We identified 7 life companies 
and 8 non-life insurers who 
show cumulative growth in net 
asset value per share over the 
last 11 years … 
 
… including over the global 
financial crisis. 
 
So what makes them 
exceptional? 
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The Valued Insurer 
Five attributes underpin an insurer’s growth trajectory 

 
 

The best-performing insurers charted highly individual paths, incorporating their  own distinct combination of these characteristics.   
 

 

With the customer as the focal point, The Valued Insurer provides a pragmatic vision of the future and an 
actionable strategy for success. Finding a way to remain competitive, relevant to customers and profitable for shareholders will be 
key to our clients (and our) future success.  
 
 

Customer-centric 
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Case studies – client interviews 
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The Valued Insurer: Vision to Action 

Strong focus on customers as a source of profitable growth 
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The KPMG name, logo and “cutting through complexity” are registered 
trademarks or trademarks of KPMG International Cooperative (KPMG 
International). 

The information contained herein is of a general nature and is not intended to 
address the circumstances of any particular individual or entity. Although we 
endeavour to provide accurate and timely information, there can be no 
guarantee that such information is accurate as of the date it is received or that 
it will continue to be accurate in the future. No one should act on such 
information without appropriate professional advice after a thorough 
examination of the particular situation. 

Thank you! 
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