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Debbie Dimoff is a Vice President of Client Services at
PwC with a focus on helping clients to navigate the
iImpact and value of digital transformation.

Debbie specializes in developing integrated customer
and employee experiences online, on mobile and on
social media. She has launched many a digital
transformation in her time — from one of Canada’s
first direct bank, mbanx to online dating at Lavalife.
Debbie has also led initiatives in green procurement
for a public private partnership coalition, Toronto
Region Research Alliance and Greening Greater
Toronto.




Keegan lles

Keegan lles is a Director in PwC’s Consulting practice in
Toronto with over 8 years of financial services and
management consulting experience. Keegan has focused
this time in assisting clients through large scale
business led transformational engagements, re-
engineering business process and information and
technology management related initiatives.

As part of the Canadian Insurance group, Keegan has
consulted extensively with property and casualty and
life iInsurance companies across Canada. Keegan has
experience in developing and executing on business
strategies, organizational transformation, process
Improvement and information technology engagements.
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1. Trends and business drivers in digital channels
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'Digital growth is at/fthe centre of revolutionary
change o

Top Trends

« Consumers rule

« Ubiquitous technology

« The experience revolution
« Content explosion

« Community amplifies

...and Social media keeps on
growing!

PwC




Social is playing a central role in creating an
empowered customer

e oo

Global Internet audience stands at
2.4 billion

1.6 billion+ users on Facebook

Zf;l;lgll)logieces of content shared weekly fowsquwe YOlI
40 million users on Pinterest Linkedm. (Pmtereéi
212.2 million users of mobile payment

technology (2012) ..and Canada isa fast adopter...

$171 billion+ in worldwide mobile

. * 64% of Canadians are using social networks
transactions (2012)

* 42% of online Canadians visit a Social

Networking site everyday

e, b sttt comessioon * E-commerce totalled 22.3 billion dollars in
STy a— Canada in 2012
https://www.comscore.com
—"—‘J—Eﬁp;%'mfv‘;’i;élim.fg.com/Key.Faas « 22 million mobile subscribers in Canada

p.. www.Bloom erg.com
hgg://internetstatstoday.com o . .
http://www.searchenginejournal.com o 5 generatlons Of Canadlans are On_llne

TheGlobeandMail.com ; PwC Canada press release
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http://www.youtube.com/t/press_statistics
http://www.youtube.com/t/press_statistics
http://www.youtube.com/t/press_statistics
http://www.ipsos.ca/common/dl/pdf/Ipsos_InteractiveReidReport_FactGuide_2012.pdf
http://www.ipsos.ca/common/dl/pdf/Ipsos_InteractiveReidReport_FactGuide_2012.pdf
http://www.ipsos.ca/common/dl/pdf/Ipsos_InteractiveReidReport_FactGuide_2012.pdf
http://www.ipsos.ca/common/dl/pdf/Ipsos_InteractiveReidReport_FactGuide_2012.pdf
http://www.ipsos.ca/common/dl/pdf/Ipsos_InteractiveReidReport_FactGuide_2012.pdf
http://newsroom.fb.com/Key-Facts
http://newsroom.fb.com/Key-Facts
http://newsroom.fb.com/Key-Facts
http://go.bloomberg.com/tech-blog/2012-11-14-pinterest-reaches-out-to-businesses-with-new-service/
http://internetstatstoday.com/
http://www.searchenginejournal.com/
http://m.theglobeandmail.com/technology/digital-culture/social-web/most-canadians-still-shy-away-from-social-media-for-shopping-report/article7903948/?service=mobile
http://www.pwc.com/ca/en/media/release/2013-01-28-social-media-not-yet-taking-over-in-store-shopping.jhtml

" Different generations engage in social and digital

Generation X (1965-1979)

« Control over 80% of personal * “Latchkey" kids
Trait financial assets Trait * Independence, resilience ,
+ 50% of discretionary spending power skepticism and adaptability
* Prefer tried-and-true tools (email,
» Growing engagement chat)
Use » Consume content, light on Use * Not users of collaboration and
* content creation creative aspects

Generation Y “Millennials” Generation Z “Digital

(1980-1991) Natives” (1992 - onward)

» Team-oriented, collaborative and * Prefer mobile and Internet in place

Trait good at multitasking Trait of verbal communication
. . . * Super-users of collaborative and
 Highly-savvy with online and ) .
Use 1eny v ' Use creation aspects of social

mobile technologies

PwC



And all of these trends are changing the way we
engage and communicate

Business
processes

Customer
expectations

+ “Persistent digital
engagement” lifestyle

Changed expectations of
responsiveness and
engagement

-

’K:u.
\ﬁ‘

\ 4

Q

““/f

PwC

Co-create

Social business strategy

New ways to work with each
other

Improved services,
development, sales and
support




Insurance consumer preferences and expectations

A recent PwC survey of insurance consumers indicates strong preferences and
expectations around convenience, anytime/anywhere quick access to information.

Prefer a quicker policy selection process, using

online tool vs. a producer

5 O % Value receiving a quote in less than 1 day
o
1 mn 5 Want their benefits/claims paid in less than 2 days
1 e 2 Seek to access and service their account fully
ln online

° Would recommend insurer within their social
ln 1 O network after positive online experience

PWC Source: PwC international Insurer Survey ‘Project Blue’, 2011-12 8



Distribution Disruption and Customer Revolution

Poll Question: How far will the balance of power shift towards insurance customers/consumers?

Intermediated

o T
(4] (5]

Customers Distribution Distribution Distribution Distribution
predominantly disruption where disruption where destruction, where destruction, where
seeking face-to-face multiple channels integrated multi- customers buy self-forming groups
interactions with compete for channel interaction directly from of customers
intermediaries customer is the norm carriers negotiate bulk

interaction 47% purchase from

carriers
40%
23% 24% o
20% 20% 20% 20% 21% 20% 20%

10% 10%
4%
e _ _ _ _

Source: PwC Analysis; IIS Conference, Toronto, 2011 & EyeOpener Poll, Toronto, Sept. 2011

® PwC Global Survey = PwC EyeOpener Poll - Sept 2011

PwC

= PwC Poll Sept - 2012




Industry recognizes the need to move quickly to
meet customer expectations.

Insurers are aware of the need to
improve customer experience and
multi-channel capabilities*...

But customer satisfaction of
“Choice of Channel” is low.

/| Percentage of insurance customers
Percentage who . who “satisfied” with each channel**:

indicated Customer
Experience as top

strategic priority: Website, email, & 5 1 %

online chat

Percentage who Mobile 33 %
indicated

Distribution

Enhancement as top Social Networki

strategic priority: | ocwal iNetworking 21 (0)
\ & Media /O

* PwC 2012 Project Blue Poll Results (150 Life & Pension Executives)

** Source: North American Technographics Financial Services, Media and Marketing Online Survey, Forrester Research, Inc.

PwC
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2. How leading financial services firms are using
digital

PwC
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Financial services providers have had success with
targeted business strategies in digital channels

Customer ' : Communication
Service & Marketing

e @ Product

Innovation
Hf‘au AC é} \

Collaboration

Recruitment

PwC 12



E -commerce — Overview

- E-commerce landscape
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IEMWebS:;::e Com:mru 3 \ |Congo mywebgrocerg,
fifty e gsicommerce* v
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PwC

Business
Benefits

Instant, anywhere
access for customers

Word of mouth
marketing /
awareness

Real-time metrics
Cross sells and up
sells through targeted

recommendations

Self service
capabilities

13



| Mobile Phones and Tablets — Overview

- The mobile ecosystem :
Business

Benefits

* Real time, anywhere
access

Hotspots
Sprint ]

°ff§,

* Increased sales through
mobile commerce

» Efficient platform for
simple transactions

* Demographic and
location based
information

» Cost-effective
marketing , sales and
service channels

» Improved productivity
and work flexibility

PwC 14



Social Media— Overview

- The social ecosystem :
Business

Benefits

» Increased customer
engagement

* Improved customer

Dailymotion

satisfaction

wikia vimeo flickr
F0SNNG lideshar
m Scrlb: "
- 0% » Targeted recruiting
Koo facebook Playg_o_m B

* Cost-effective
marketing channel

PLANCAST twitter¥ 5 playfish g-

yelp ng <000 Q@

S Path_— (GoOgle+ - mmm
tripad hunch viadeo

e - myYear ]

PowerReviews pdym thdm

NETLNG claggsmates

Dade

* Product innovation
through collaboration

FredCavazza.net

PwC 15



Insurers are offering multi-channel experiences to assist
customers in research and purchase activities

PROGRESSIVE

Pﬂﬂﬂﬂ[_ﬂ'[[/[/ Insurance Choices  Claims Center  Customer Service

Search/Keyword p

1-800-PROGRESSIVE

Get a Quote Bundle & Save

You could save over  SRSICERERENECLITE
$475 on car insurance’ Qzvcoe fawo  [-JEEERIES

Get a quote in about 6 minutes

1%

J

Quote with a Local Agent Retrieve a Quote

rracmee | A

Manage Your Policy & Register

3 e
( g [] sava 1D Forgot Password?
= > Make a Payment (Iogin not raquired)

Car Insurance and More

Y Compare Auto Insurance Quotes =
Auto Insurance
Enjoy our concierge level of claims Auto Shopper D.S. in CT
service and 24-hour support. Chevrolet Malibu
y) 6/14, 2110 PM ET
< 3‘ 9 ! 4 > Progressive Direct 5530
ﬂ 3 ¢ State Farm (A) $742 - $8a1
v——_‘ ! State Farm (B) $1157 - $1283
Lﬂ‘ 3> Auto Range of Rates 5753

x

[ <5une| me to stay updated on Rocket Cat! %
OCKETCAT

ADVENTURES)

Sources: Progressive Insurance

HE
ARTFORD

The Hartford Experience

Flexible Solutions

Superior Service

> Seamless Enrollment

) Section Summary

Personal Claims Approach

Insights & Expertise

Ablty In Action
White Papers
Articles

Facts &Figures. Robert W. Reiff

» Talk To Our Experts

and Product, Group Benefits Division

areas of s Group Benehts Divsion
Have a question” Call or email Robert:

Read a Brief Bio

Expertise &

Contact Us

Close X

SVP & Director, Strategy, Distribution, Field Service, Association

An expart in the €3l and markting field 35 woll s n the
davelopment of nsurance products, Bob oversees prncigal

860-843-1994 | Robert ReiffBnartfordiife com

THE HARTFORD

SIGHTS &
EXFERIENCEY| Exreatise 'SendToAFriend 1 ContactUs

Sources: 2012 Forrester Research, Inc.

PwC
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Engaging millennials and “digital connectors” through
virtual and physical communities
@)

C Mem

)
USA Sta;e&zrm MALAYAAIY\(I?I:Nﬁ}JRANCE

1
Shopping Bag

€} MALAYAN INSURANCE

MALAYAN ONLINE:

Peace of Mind at Your Fingertips

Gallery. About Us. Get Started. Log In.

Total One Protection

. e sorance [OTAL. ONVE
{3 MALAYAN INSU E %-ECWON‘

o Malayan Insurance (Philip.. | Malayan Insurance ~  Like

© MaLAYAN INSURANCE \
lT-MVEL_ local G’

Don't let anything spoil your trip! ime you travel in the
Philippines with Walayan Onl

MALAYAN's TRAVEL MASTER LOCAL PESO POLICY COVERAGE

May 15. 2013 |5

Name of Baneficiary

Classes & Events Connect & Chillax

Snag a Seat

Hospital Cash Allowance [Per Day/Max 10 Days per

Recovery of Travel Expenses

ip with Beneficiary

Gallery. AboutUs. Get Started. Log In.

Promo Code (if applicable)

o [HIEY

Next Door
ot farm

nnnnnnnnnnnn

Sources: 2012, Forrester Research, Inc. & Chicago Statefarm Sources: www.visiblebanking.com

PWC 17



| . . . . .
Using Social Media and Mobile to engage customers in self-

service activities can improve the customer experience and
lower operating costs

jpas_______________gwes o oless ]
-l ATRT 3G 9:30 AM G il ATBT 3G 9:30 AM @ il ATET 3G 9:30 AM o= GEICO GloveBox Bill Pay & ID Card(s) [==0) My Policy
Nationwide® Mobile Accident Toolkit Back  Accident Photos
In the event you are in an accident, you should first . &% Get an Auto Quote Nace PAYMENT RFORMATION
BB Accident Toolkit > move to a safe location. Below are some additional Fieazs Iake phrctos from 5 salalionefion: PRy ey -
actions you can take: . -".,‘ 1D Cardis) > Ve e
| start a Nationwide® auto claim > Call the police > O Accident Helper
—= Crash Scen Your Car e oskres Aol
Exchange driver info > = 20 & n-mm,u o mng
+, Find an agent > [ videos & Social Media
Thia rhormation muy ot select peymessy
Record accident location > o Taxi/Rental Car s e bt 34 hoios.
Find a participati irshop > %) Auto How To's >
bl ek i, et 2 Take pictures of accident > >
\, Contact GEICO
Accident hist: > Call f tow truck > =
— fecidenthistony il Other Car License Plate
Y Start a Nationwide® auto claim >
© Flashlight >
[ ® t / GEICO.
b : 1-800-861-8380 1-800-861-8380
Sources: 2009, Forrester Research, Inc. & Nationwide Insurance Sources: www.mobilemarketingwatch.com

PwC 18



'USAA has designed an app that follows a customers’ life event
Jrom start to finish — purchasing, financing and insuring a car

USAA’s allows users to research, buy and insure a car all
in one stop.

C—F
Save time and money.
Find a car, get a loan and manage your auto
insurance account. We make it easy.
—
Find A New Vehicle Loan Calculator
v 2010 BMW M3  Loan Amount CTTT— ' l:::!! :
@ Jet Black @ 20000.
$51,145 iter ate P Total for All Vetucles on Polkcy
é $965.17 for 60 months P —— 6.
Estimated @ 5.0% Norw e Mt
S ) - " B — P eera
= Nore Details q_/ 5 0 Curvemt Sea W =2
Tt e Mttt P e re ane
e
MBS LS0ARRICE — 386.66 2 Prommass b rosse b Remander ol Pudey
Base: $57,575 $51,145 TYowmmn
Color: $0 $0 > ViR
Incentives: $0 ($0) > Commen ot e wve Owihin tode
Options: Learn More 2
1 Codba o O Vb
More Tools
Sources: 2009, Forrester Research, Inc. & USAA Website
19
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| . .
AXA has developed an application to help customers and
advisors select the best-fit life insurance

real people  real life

Select any of the photos below to see how Athena Indexed Universal LifeS"
works for different people. Or select “You” and we’'ll talk about your own
unique situation.

Hypothetical Historical Customize a Scenario
Returns

Natalie: Mike: You:
15 years from Parent and Business owner Let's discuss your
retirement professional needs

Hypothetical Historical Returns

Important Athena Indexed Universal Life ™ Disclosures, Terms of Use / Application Privacy Polic,
A i 7:ApM Y Y a AXA EQUITABLE

PwC 20



3. Innovative business models and strategies

PwC

21



Game changers - New business models are possible...

jFloat
Back-to-the-future
insurance 7

jFloat

Collaborative, Seif-Insurance.

m«s;unmlm,chm

We cansty w01 20 i oy Dt e yOur 0k n
e each o sy

Source:
www.kickstarter.com

PwC

Smartypig

A new way to save

The Climate Corporation

Sharing risk

Causes of Crop Loss

Protect your Insurance
Gap with Total Weather
Insurance

Agent Log In:

Emall Agdress

Your Insurance Gap

THE CLIMATE Al Sgeotloon Show Maviaatao (¥
gy PSR Q TOTAL WEATHER INSURANCE s
Weather Risk Report (Based on your crop & coverage profile) Brint Report g

Base Price: $5.00/bushel
Input Costs $225/acre

APH 120 bushels
Yiald 121 bushels

Learn More

Get connected with a local TWI agent

Forgo! sour passwera?

Log In

Password

FAQ/ContactUs | Biog | FDIC | Corporate | Press =

'smartupig:

Simple Smart Savings®

- TR - e IO £ G

©
~
8

Save for What You
Want & Get Morel

SmartyPig is a free online piggy bank for people saving for specific
financial goals like a wedding, a vacation or a flat-screen TV. Even if your
goal is saving for a rainy day, SmartyPig is here to help you reach that goal
faster and give you the most maney for your money when you get there

( Watch How It Works

D DD

' What Is SmartyPig? @ creating Goals B Reaching Goals Faster

' BBVA Compass

7

1.00% APY*

One of the most compettive interest rates in the country.

1% Cash Boost On Your Purchases™
Use your SmartyPig Cash Rewards Card for everyday purchases and
receive cash boost each fime you use your card. Learn more »

Cash Rewards
Redeem your goals. for Retaler Gift Cards and get up fo 1% cash
boost from SmartyPig. Learn more. >

0-0‘

Redeeming Goals
8 g &

...thanks to digital technologies



http://www.kickstarter.com/discover/most-funded

4. Implications of digital and social media usage

PwC
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Unique implications to be considered when
dealing with digital and social media:

. ©

W = £
iR -

Privacy?
What Privacy?

- : Post-review archiving, compliance g Q
Personal and business usage by key and supervision. Likelihood of
stakeholders (e.g., employees, regulatory (e.g., Privacy), legal
business partners, agents, challenge and data retention Increased customer
customers) in the public domain needs service expectations

a g == ;[;ﬁ[_éﬁlﬁg?ﬁa*;éll'*;‘ﬂm'
LI ke % !E Compube Imalware

% SeCcUriby; y swin

S SvirusilE o BE=T
o Ll
Surprise risks with 2 =
“recommending”, . ) =
“following” or “like” Introduction of viruses and malware Unclear content rights on social media
functions through social media sites sites and user-generated content outside

the firewall
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5.Where are we going in the future
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Where are we going in.
the future ?




Thank you

Debbie Dimoff

t: 416-947-8448
e: debbie.a.dimoff@ca.pwc.com

Keegan Iles
t: 416-815-5052
e: keegan.a.iles@ca.pwc.com

This publication has been prepared for general guidance on matters of interest only, and does
not constitute professional advice. You should not act upon the information contained in this
publication without obtaining specific professional advice. No representation or warranty
(express or implied) is given as to the accuracy or completeness of the information contained in
this publication, and, to the extent permitted by law, [insert legal name of the PwC firm], its
members, employees and agents do not accept or assume any liability, responsibility or duty of
care for any consequences of you or anyone else acting, or refraining to act, in reliance on the
information contained in this publication or for any decision based on it.

© 2013 PricewaterhouseCoopers LLP. All rights reserved. In this document, “PwC” refers to
PricewaterhouseCoopers LLP which is a member firm of PricewaterhouseCoopers
International Limited, each member firm of which is a separate legal entity.
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