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CAFII ALERTS WEEKLY DIGEST: June 24-28, 2024 
June 28, 2024 

 
The CAFII Alerts Weekly Digest is intended to provide a curated compendium of news on insurance, regulatory, and 
industry/business/societal topics of relevance to CAFII Members – drawn from domestic and international industry trade 
press and mainstream media – to aid in Members’ awareness of recently published media content in those areas. 
 
The Weekly Digest will begin its summer hiatus, during which it will be produced every two weeks. This hiatus will begin 
July 1 and continue until August 30, 2024. The Weekly Digest will resume regular production as of September 2, 2024. 
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GOVERNMENT/LEGAL/REGULATORY/BUSINESS DEVELOPMENTS 
BC Financial Services Authority Announces CEO/CSO Retirement 
By BC Financial Services Authority, June 26, 2024 
 
https://www.bcfsa.ca/about-us/news/news-release/bc-financial-services-authority-announces-ceocso-retirement 
 
Blair Morrison, Chief Executive Officer and Chief Statutory Officer of BC Financial Services Authority (“BCFSA”) will be 
retiring in early 2025 after over five years in the role. 
 
As CEO/CSO, Blair has led a successful, holistic transformation of financial services sector regulation in British Columbia. 
His time at BCFSA has been marked by a number of formative events such as the establishment of BCFSA as a crown 
agency in 2019, the integration of real estate regulation into BCFSA in 2021, and the reimagining of regulatory 
approaches in areas such as capital requirements and the use of data. 
 
Blair’s passion and commitment to people and community has been demonstrated in a variety of ways, including 
introducing programs at BCFSA for equity, diversity and inclusion, and employee giving. He has served as member of the 
United Way Campaign Cabinet, contributing to helping people in need across the province. Guided by his leadership, 
BCFSA has been recognized as a “Great Place to Work” and has been named to the List of Top BC Employers for the past 
two years. 
 
Dr. Stanley Hamilton, Chair of BCFSA Board of Directors, stated, “On behalf of the Board of Directors, we would like to 
thank Blair for his leadership, dedication and significant achievements that has made BCFSA a modern, efficient, and 
effective regulator of B.C.’s financial services sector.” 
 
“Looking back on my time at BCFSA, I am immensely proud of what has been achieved. It has been a privilege leading 
such a talented team of professionals, who are committed to helping protect British Columbians,” said Blair. “I will leave 
the organization in good hands and well positioned to continue its success in the future.” 
 
The recruitment of BCFSA’s new CEO/CSO will be conducted by the CEO Search Committee of the BCFSA Board of 
Directors which is being led by the BCFSA Board Chair. Massey Henry, an external search firm, will support the CEO 
Search Committee in the recruitment and selection process. 
 

 
  

https://www.bcfsa.ca/about-us/news/news-release/bc-financial-services-authority-announces-ceocso-retirement
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FSRA Review Finds Compliance With Seg Fund DSC Ban  
Regulator Reviewed 54 Information Filings From 14 Insurers 
By IE Staff, Investment Executive, June 24, 2024 
 
https://www.investmentexecutive.com/news/from-the-regulators/fsra-review-finds-compliance-with-seg-fund-dsc-ban/ 
 
Following a ban in June 2023 on new sales of segregated funds with deferred sales charges (DSCs), a regulatory review in 
Ontario has found its insurance industry to be largely compliant with the ban. 
 
The Financial Services Regulatory Authority of Ontario (FSRA) reviewed 54 information filings from 14 insurers in 2023, 
finding the companies complied with the DSC ban, as well as with prohibitions against adding DSC options to existing seg 
fund contracts and making an existing DSC less favourable to a client. 
 
“Consumers shouldn’t have to pay to withdraw their own money, and that’s why we banned deferred sales charges,” 
said Huston Loke, executive vice-president of market conduct with FSRA, in a release. “I am pleased to report that, 
based on the filed information, insurers are complying with the ban on deferred sales charges in new segregated fund 
contracts.” 
 
Earlier this year, the regulator required insurers to remove DSCs as an option from existing segregated fund contracts if 
that change were possible. In cases where the DSC option can’t be dropped, insurers must provide investors with 
disclosure to help them determine whether to continue making deposits. 
 
FSRA further required companies to provide investors with disclosure about their sales charge options for seg fund 
contracts when the DSC is eliminated. 
 

 

Whole Life Sales Drive Overall Premium Increase In Canada 
By Kate McCaffery, June 18, 2024 
 
https://insurance-portal.ca/life/whole-life-sales-drive-overall-premium-increase-in-
canada/?utm_source=sendinblue&utm_campaign=daily_complete_202406-24&utm_medium=email 
 
New research from LIMRA shows that Canadian life insurance's new annualized premium increased two percent year-
over-year in the first quarter of 2024, reaching $445 million during that period. The Canadian Individual Life Insurance 
Sales Survey also found that the number of policies sold was level with the results reported in the first quarter of 2023. 
 
“Whole life and term product sales – which typically serve middle-income and younger consumers respectively – 
recorded growth this quarter,” says LIMRA’s associate research director, Nancy Moussa. Noting an opportunity for 
advisors selling the product, she adds that LIMRA’s research shows 30 percent of Canadian adults say they need life 
insurance or need more of it. She adds that younger adults tended to express the greatest need, but Canadians, in 
general, often don’t follow through on buying due to a lack of knowledge and uncertainty. 
 
  

https://www.investmentexecutive.com/news/from-the-regulators/fsra-review-finds-compliance-with-seg-fund-dsc-ban/
https://insurance-portal.ca/life/whole-life-sales-drive-overall-premium-increase-in-canada/?utm_source=sendinblue&utm_campaign=daily_complete_202406-24&utm_medium=email
https://insurance-portal.ca/life/whole-life-sales-drive-overall-premium-increase-in-canada/?utm_source=sendinblue&utm_campaign=daily_complete_202406-24&utm_medium=email
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Policy Count Was Flat 
 
Whole-life sales powered the overall increase in the first quarter, jumping four percent, following record sales in 2023. 
They say policy count was flat for the quarter. “Whole life premium represented 68 per cent of the life insurance market 
in Canada. Participating whole life sales increased five per cent and represented 89 per cent of total whole life sales in 
the first quarter,” they state. 
 
Term life new annualized premium, meanwhile, increased one per cent year-over-year to $85.7-million. Term products 
made up 19 per cent of total new annualized premium in Canada. At the same time, universal life new annualized 
premium fell seven per cent to $58.9-million. Policy count fell one per cent when compared to first quarter 2023 results. 
Universal life premium made up 13 per cent of the total. 
 
“Started in 1993, LIMRA’s Canadian Individual Life Insurance Sales Survey represents 93 per cent of the Canadian 
market,” they conclude. 
 

 
OTHER CAFII MEMBER-RELEVANT NEWS 

Canadian Banks Are Doing Well With Advice, Except For One Major Thing  
New JD Power Report Shows Misalignment Between Supply And Demand 
By Steve Randall, Wealth Professional, June 27, 2024 
 
https://www.wealthprofessional.ca/investments/retirement-solutions/canadian-banks-are-doing-well-with-advice-
except-for-one-major-
thing/386273?hsmemberId=83982452&tu=&utm_campaign=&utm_medium=20240627&_hsenc=p2ANqtz-9jEKzE-
agbRzSLYkEKwtHarsIJmvx3F2NQFBti69nSIXzgVs4eRWfKRdF2lf-8W3GYMkSd8FR-
GvT_3_qQ8pZVPnql2Q&_hsmi=313450222&utm_content=&utm_source= 
 
Canadian bank customers are keen to receive financial advice, and they are generally satisfied with what they receive. 
But there are some gaps between what’s on offer and what’s required. 
 
A new report from J.D. Power reveals that almost two thirds of customers are suffering some degree of financial stress 
and eight in ten are receiving advice from their financial institution with 77% acting on the advice they are given such as 
shifting funds between accounts (29%); updating account settings (21%); downloading the mobile app (20%); and 
scheduling a meeting with a bank rep (20%). 
 
When advice is acted upon, customers report higher levels of satisfaction with their bank, typically 142 points higher on 
a 1,000 point scale. 
 
Asked about receiving financial advice from their banks, younger customers (61% of under 40s vs. 47% of older 
respondents) and new immigrants (79% of those who have been in Canada for less than two years) are more likely to say 
they remember having done so. 
 

https://www.wealthprofessional.ca/investments/retirement-solutions/canadian-banks-are-doing-well-with-advice-except-for-one-major-thing/386273?hsmemberId=83982452&tu=&utm_campaign=&utm_medium=20240627&_hsenc=p2ANqtz-9jEKzE-agbRzSLYkEKwtHarsIJmvx3F2NQFBti69nSIXzgVs4eRWfKRdF2lf-8W3GYMkSd8FR-GvT_3_qQ8pZVPnql2Q&_hsmi=313450222&utm_content=&utm_source=
https://www.wealthprofessional.ca/investments/retirement-solutions/canadian-banks-are-doing-well-with-advice-except-for-one-major-thing/386273?hsmemberId=83982452&tu=&utm_campaign=&utm_medium=20240627&_hsenc=p2ANqtz-9jEKzE-agbRzSLYkEKwtHarsIJmvx3F2NQFBti69nSIXzgVs4eRWfKRdF2lf-8W3GYMkSd8FR-GvT_3_qQ8pZVPnql2Q&_hsmi=313450222&utm_content=&utm_source=
https://www.wealthprofessional.ca/investments/retirement-solutions/canadian-banks-are-doing-well-with-advice-except-for-one-major-thing/386273?hsmemberId=83982452&tu=&utm_campaign=&utm_medium=20240627&_hsenc=p2ANqtz-9jEKzE-agbRzSLYkEKwtHarsIJmvx3F2NQFBti69nSIXzgVs4eRWfKRdF2lf-8W3GYMkSd8FR-GvT_3_qQ8pZVPnql2Q&_hsmi=313450222&utm_content=&utm_source=
https://www.wealthprofessional.ca/investments/retirement-solutions/canadian-banks-are-doing-well-with-advice-except-for-one-major-thing/386273?hsmemberId=83982452&tu=&utm_campaign=&utm_medium=20240627&_hsenc=p2ANqtz-9jEKzE-agbRzSLYkEKwtHarsIJmvx3F2NQFBti69nSIXzgVs4eRWfKRdF2lf-8W3GYMkSd8FR-GvT_3_qQ8pZVPnql2Q&_hsmi=313450222&utm_content=&utm_source=
https://www.wealthprofessional.ca/investments/retirement-solutions/canadian-banks-are-doing-well-with-advice-except-for-one-major-thing/386273?hsmemberId=83982452&tu=&utm_campaign=&utm_medium=20240627&_hsenc=p2ANqtz-9jEKzE-agbRzSLYkEKwtHarsIJmvx3F2NQFBti69nSIXzgVs4eRWfKRdF2lf-8W3GYMkSd8FR-GvT_3_qQ8pZVPnql2Q&_hsmi=313450222&utm_content=&utm_source=
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However, banks are still not providing enough financial planning advice with a 16 percentage point gap between those 
receiving this and those who want it, especially around tax reduction. Almost every category and topic of advice had 
gaps between what is supplied and what is required. 
 
As for the FIs that are leading in providing financial advice, RBC Royal Bank ranks highest in customer satisfaction for a 
fourth consecutive year, scoring 582 points out of 1,000. Scotiabank (568) ranks second and the segment average is 566. 
 
“Bank customers’ appetites for financial advice is high and an increase in quality advice will only increase their customer 
satisfaction,” said Jennifer White, senior director for banking and payments intelligence at J.D. Power. “Therefore, 
providing personalized advice is mutually beneficial as customers who receive it are taking actions and benefitting 
financially, while banks are experiencing strong engagement and brand advocacy.” 
 

 
Gender Health Gap Still Impacts Working Women – Sun Life Canada  
What's Hampering Their Career Growth? 
By Noel Sales Barcelona, Insurance Business, June 27, 2024 
 
https://www.insurancebusinessmag.com/ca/news/life-insurance/gender-health-gap-still-impacts-working-women--sun-
life-canada-494964.aspx?hsmemberId=83982452&tu=&utm_campaign=&utm_medium=20240627&_hsenc=p2ANqtz-
_rEoaYlu0sSXswrnSgCNm5xTnNlHC13IXE-wCAvWgCji-
NS73I1gZEgm7mnBDT3HSfQIZzwDteHpF9fZndwB1WONwtNA&_hsmi=313470016&utm_content=&utm_source= 
 
A new Sun Life Canada study has shown that six out of 10 working women (60%) said that health issues around 
reproductive health, menopause, and menstruation could affect their career growth. 
 
Without proper and adequate health support, some women feel they need to step back, step down, or step away from 
their careers, the study found. 
 
Forty percent (40%) of the 1,400 respondents said they had made career-limiting decisions due to health-related 
concerns or to care for their family. Meanwhile, 10% of working women have left, or are planning to leave, their jobs 
because of menopausal symptoms. 
 
Mental Health Issues Remain A Primary Concern 
 
The Sun Life study also revealed that more than 40% of disability claims for women are for mental disorders versus 30% 
for men. The study also noted that one of the reasons that trigger women’s mental health concerns is stress associated 
with reproductive health issues. 
 
Furthermore, the study also noted that 29% of working women felt they needed to lie to their managers about why they 
were taking sick days for women's health issues. 
 
The study also showed that there has been some lack on the part of employers in dealing with women’s health issues in 
the workplace. 

https://www.insurancebusinessmag.com/ca/news/life-insurance/gender-health-gap-still-impacts-working-women--sun-life-canada-494964.aspx?hsmemberId=83982452&tu=&utm_campaign=&utm_medium=20240627&_hsenc=p2ANqtz-_rEoaYlu0sSXswrnSgCNm5xTnNlHC13IXE-wCAvWgCji-NS73I1gZEgm7mnBDT3HSfQIZzwDteHpF9fZndwB1WONwtNA&_hsmi=313470016&utm_content=&utm_source=
https://www.insurancebusinessmag.com/ca/news/life-insurance/gender-health-gap-still-impacts-working-women--sun-life-canada-494964.aspx?hsmemberId=83982452&tu=&utm_campaign=&utm_medium=20240627&_hsenc=p2ANqtz-_rEoaYlu0sSXswrnSgCNm5xTnNlHC13IXE-wCAvWgCji-NS73I1gZEgm7mnBDT3HSfQIZzwDteHpF9fZndwB1WONwtNA&_hsmi=313470016&utm_content=&utm_source=
https://www.insurancebusinessmag.com/ca/news/life-insurance/gender-health-gap-still-impacts-working-women--sun-life-canada-494964.aspx?hsmemberId=83982452&tu=&utm_campaign=&utm_medium=20240627&_hsenc=p2ANqtz-_rEoaYlu0sSXswrnSgCNm5xTnNlHC13IXE-wCAvWgCji-NS73I1gZEgm7mnBDT3HSfQIZzwDteHpF9fZndwB1WONwtNA&_hsmi=313470016&utm_content=&utm_source=
https://www.insurancebusinessmag.com/ca/news/life-insurance/gender-health-gap-still-impacts-working-women--sun-life-canada-494964.aspx?hsmemberId=83982452&tu=&utm_campaign=&utm_medium=20240627&_hsenc=p2ANqtz-_rEoaYlu0sSXswrnSgCNm5xTnNlHC13IXE-wCAvWgCji-NS73I1gZEgm7mnBDT3HSfQIZzwDteHpF9fZndwB1WONwtNA&_hsmi=313470016&utm_content=&utm_source=
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Only 37% of the respondents said that their employers provided adequate resources and support for their health needs, 
while only 42% of working women said there was an open culture for discussing women's health at work. 
 
Employers Must Be ‘Proactive’ 
 
Sun Life Canada's senior vice president for group benefits, Marie-Chantal Côté, said employers must be more proactive 
in dealing with women's health issues as women play a critical role in Canada’s overall economic and societal growth. 
 
“While we've seen progress breaking through the glass ceiling, support for women's health issues continues to be 
lacking. We need more awareness and open dialogue. Talking about women's health should be as comfortable as 
discussing back pain,” she said.  “The gender health gap affects not only women but their workplaces and society at 
large. Prioritizing women's health should be table stakes.” 
 
Workplaces ‘Play A Vital Role’ In Women’s Health 
 
The Sun Life study suggested employers can better support women by removing the stigma and creating an inclusive 
work environment for discussing women's health. 
 
Providing the right tools and resources to address women's health challenges is vital. These include benefits like 
contraceptives, mental health support, physiotherapists and pelvic floor specialists, fertility procedures, and hormone 
therapy. 
 
The study added that employers offering tools and resources to support women's health must ensure employees know 
what's available. 
 
Sun Life's executive vice president and chief people and culture officer, Helena Pagano, said that during their 
consultations, there has been an overwhelming response to women’s health issues. 
 
“We started hosting employee awareness sessions about women's health, and the response has been tremendous. 
What I hear from everyone, including men, is how illuminating it is to learn about the challenges the women in their 
lives face,” Pagano said. 
 
"We firmly believe in supporting women's health at Sun Life. Workplaces play a vital role, from offering inclusive 
benefits to mental health support to hybrid work environments. Supporting people in all of life's moments empowers 
them to thrive. The gender health gap is a solvable problem that benefits everyone.” 
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Chubb's Jill Francis Promotes The Value Of Insurance Education 
By Patricia L. Harman, Digital Insurance, June 23, 2024 
 
https://www.dig-in.com/news/chubbs-jill-francis-promotes-the-value-of-insurance-education 
 
Relationships have been the hallmark of insurance for literally centuries. From working with local agents on home and 
life insurance to managing entire risk portfolios for commercial clients, understanding who customers are and what they 
need has been at the center of every insurance transaction. 
 
For more than 30 years, relationships have been a priority for Jill Francis, who is the EVP of North America Field Ops 
Marketing and Distribution Management for Chubb. Francis joined the company in 1992 after seeing a post for an 
underwriting job at the company on a bulletin board at the University of Texas in Austin. She applied for the job, and it 
was the people she met during the interview process who persuaded her of the value of insurance and working for 
Chubb. "And I'll tell you that is the same reason why I'm still with Chubb today, 32 years later. The quality of the people 
is just unparalleled," she shares. 
 
Francis is one of the two individuals receiving the Women in Insurance Leadership Lifetime Achievement Award from 
Digital Insurance. The award recognizes her contributions to her company, the impact she has had in promoting 
education and her role in creating opportunities for women across the industry. 
 
While the company was much smaller when she started there, she is excited about how Chubb has evolved over the last 
three decades. "It's such a bigger company with so much more to offer given the depth and breadth of the product 
offerings…It's been a good evolution from a company perspective," she observes. 
 
During her time with the company, Francis has held several underwriting and managerial positions, including executive 
protection senior underwriter, commercial lines underwriting officer, energy resources underwriter and marketing 
manager for the Southern Zone and Western U.S. Currently, she leads the digital and technology aspects of Chubb's 
distribution strategy for their agency access platform as well as their online agency training. "The common denominator 
for me is that all of my responsibilities focus on distribution management, and we define that as our partnership and 
collaboration with our agents and brokers," she explains, breaking down their focus on agency education into four areas: 
in-person training, webinars, online learning and continuing education (CE). 
 
Francis says they have seen a huge increase in demand for online learning access to programs that will help agents 
improve their specialization skills. "If someone wants to specialize in cyber or they want to be a life sciences specialist, 
then we have online digital tracks and suggested courses that can help them do that." In addition, the company is also 
focusing on their portal side which provides access to policy information, data statements and marketing information to 
agencies, giving them access to vital data 24/7. Her team also manages training for the Xplore App, which helps agents 
grow their book of business by identifying prospective accounts by geography, industry, class or revenue size that align 
with their areas of expertise. 
 
  

https://www.dig-in.com/news/chubbs-jill-francis-promotes-the-value-of-insurance-education
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While much of her expertise falls in the areas of sales and marketing, Francis finds that she is encouraged by how 
technology gives her team the ability to personalize the information available to agents and customers. It makes it easier 
for agents to cross-sell their products, provides valuable information for international foreign coverage, and enables 
them to use their data to quickly quote different risks or even identify additional ones that a customer may not have 
considered. Since customer and agent needs vary, Francis says that "technology is all about understanding how the data 
can make us better and smarter and faster at sales and marketing, and really think about and identify growth 
opportunities…it's another avenue to be more efficient about targeting growth." 
 
Francis is also actively involved with Chubb's international business resource team, IMPACT, which focuses on 
supporting the development and advancement of women to help them realize their career goals. She sits on the 
national advisory board for the organization, but they operate at the branch, regional and national levels, and are 
expanding their engagement with agents and brokers. 
 
Two years ago, they created Ignite IMPACT and paired executive female brokers with Chubb peers in their local markets. 
They also brought in female speakers from Wharton to discuss strategic agility and leadership development to help 
these executives learn more about their leadership styles. This year Chubb is expanding the program to Philadelphia, 
New York and Chicago, and targeting over 100 women agents and brokers in each city. "In agency education and 
IMPACT, the development and advancement of women is a priority. We actually have a couple of other female-focused 
executive education programs through Wharton and West Point that are specific to women and executive leaders trying 
to get to that next level in the executive suite," explains Francis. 
 
One of the most rewarding programs she's worked on during her time at Chubb involves their Circle of Excellence, which 
recognizes and rewards the top 5% of their production staff who are non-managers, targeting those who work on the 
front lines for the company. "It could be underwriters, it could be sales or business development people, but essentially 
the program honors frontline individuals working directly with our agents and brokers to grow. And the program is just 
an example of how recognizing someone's accomplishments can drive this culture of excellence. Not that there's no 
monetary reward, we do [sponsor] a reward trip, but it's more about the recognition that you earn – the Circle of 
Excellence designation – and a little recognition goes a long way. I love that people will come up to me and say, 'I earned 
the Circle of Excellence this year and I'm going to earn it again next year.' And they really are working to go above and 
beyond for that recognition." 
 
"In Jill's 32 years at Chubb, she has taken on a diverse range of roles and proven to be an outstanding leader," said Chris 
Maleno, Division President, NA Field Operations. "She often takes the lead on new projects and shares her invaluable 
business knowledge with her team. Jill has a deep understanding of NA Field Operations and makes significant 
contributions including expanding Chubb's information access tools – Chubb Agent Portal and Chubb IQ – that we 
deliver to our distribution partners." 
 
One of the benefits of working in an industry for a while is that it gives one a different lens through which to view work, 
challenges and success. Francis cautions women not to be too impatient with where they are in their careers and 
encourages them to enjoy the job they are in at the moment. "Make sure you learn as much as you can and make as 
many connections as you can while you're in the role. I think when that happens and you do your job well, you naturally 
get tapped on the shoulder for the next job versus trying so hard to look out for that next role." 
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However, she does encourage women who find a job that utilizes their skillsets to speak with someone who influences 
that position and ask, "What do I need to do to get into that role?" to help alert executives to their interest in a 
particular role. "I think it's certainly okay [to let them know,] but enjoy the role you're in and try to knock it out of the 
park, and that naturally gets you promoted along the way." 
 

 
Younger Customers Want A “Big Tech” Customer Experience  
To Attract And Retain Younger Consumers, Carriers Should Take A Page From The Omnichannel 

Customer Experience Strategies Of The “Big Tech” Providers. 
By Insurance Thought Leadership, June 18, 2024 
 
https://www.insurancethoughtleadership.com/our-partners/younger-customers-want-big-tech-customer-experience 
 
Love them or hate them, you have to credit the “Big Tech” companies, such as Amazon, Google, Meta, and Apple, for 
consistently engaging their customers. Their strategic use of omnichannel customer engagement, personalization, self-
service, and leveraging customer data help them stay in constant contact with their customers, building deeper 
relationships that deliver big ROI. They are successfully attracting younger customers with this strategy, ensuring the 
longevity of their companies. After all, younger consumers are the future of any industry. 
 
What can mid-sized insurance carriers learn from the Big Tech customer engagement models, particularly when courting 
Millennials and Gen Z? Here are five key takeaways from the tech giants that carriers can apply to their customer 
engagement strategy. 
 
Create a digital experience that aligns with customer preferences. Forcing customers to interact with you on your 
terms instead of theirs is a surefire way to experience customer churn. This extends to your mix of risk products and 
services, how customers find you, how you price your products, and how customers send and receive information. It’s 
always a good idea to invest in some market research to truly understand the unique needs of your target market, and 
Millennials and Gen Z are no exception. They are not the same as their parents or grandparents, which will inform the 
customer experience you provide for them. Find out what motivates them to evaluate or buy a risk product in the first 
place. Are they just entering the workforce? Did they just get engaged or married? Are they expecting their first child? 
Remember that this generation is very sensitive to a “one size fits all” engagement strategy. Younger insurance 
customers may want to purchase personal insurance, such as auto, homeowners, or rental insurance policies. Yet, many 
young people own their own businesses and are looking to purchase commercial insurance. It’s up to you to know your 
target customer and respond accordingly. 
 
  

https://www.insurancethoughtleadership.com/our-partners/younger-customers-want-big-tech-customer-experience
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Provide customers with choice. It’s not enough to have multiple engagement channels or to start a TikTok channel just 
for the sake of having one. The bigger question is, Are your channels the right ones for your target audience? Consumers 
want specific channels that suit their unique needs. For example, the customer contact center was once the gold 
standard for customer service in insurance. However, today’s younger consumers don’t want to spend time on hold 
while waiting for an available agent to answer questions. In fact, they don’t want to talk on the phone at all. Research 
confirms that 26% of Millennials and Gen Z consumers say they “actively ignore” phone calls, and another 20% find it 
“weird” to receive calls. It’s more important than ever for carriers to offer a wide choice of channels, including text 
messaging, self-service customer portals, and Interactive Voice Response (IVR) systems. These real-time, synchronized 
channels go a long way with younger customers who want to quickly get the information they need without speaking to 
a live agent. Our own research shows that by adding SMS text messaging to the mix, carriers can reduce policy 
cancellations by 52%. 
 
Leverage technology to personalize engagement. Younger consumers respond well to offerings and messages that look 
and feel personalized. For evidence of that, look no further than Spotify, the popular music and content streaming 
service. Consumers love Spotify’s personalized playlists and new artist recommendations powered by machine learning 
(ML). Personalization in insurance is critical to winning younger consumers. They want to see evidence that they are 
more than just a policy number. It’s your job to find the right ways to engage with them and demonstrate that you’re 
thinking of them and constantly trying to bring more value to the relationship. Policyholders experience more value 
from their insurers through proactive communication that helps them solve problems, especially ones they didn’t know 
they had. For example, a simple text message reminding an insured that their policy is up for renewal can help you 
retain that customer. Insurers can open a direct line of communication with policyholders by sending links to chat with 
CSRs and offer helpful information about contacting the insurer, filing a claim, printing ID cards, and tips for risk 
mitigation. Technology like ML and AI can do a lot of the heavy lifting with this by analyzing your customers’ data and 
making your agents and CSRs more efficient. AI-driven insights can make it easier for carriers to tailor experiences, 
offering younger customers bespoke policies that match their unique needs. From personalized coverage options to 
real-time policy adjustments, personalization strengthens customer loyalty and satisfaction. 
 
Make it easy and intuitive to do business with you. Regarding Gen Z, it’s important to remember that this generation of 
consumers are digital natives. They are used to being able to do everything online, from opening a bank account to 
getting financing for a large purchase. Younger customers are used to “one-click” experiences when shopping on 
Amazon. Your first priority as a carrier is to make it as simple and fast as possible for younger consumers to interact with 
you throughout the buying process. That means providing fast, transparent policy quotes for them to compare, payment 
options that align with how they make purchases online, and the ability to enroll and renew a policy in just a few clicks. 
Consider adding tools to make payments easier and reduce your customer’s effort level. Flexible options like autopay, 
the ability to schedule a payment in the future, and allowing customers to pick their payment date can increase 
customer satisfaction. Convenient payment solutions that align with preferred customer payment types, like credit 
cards, EFT, PayPal, Stripe, and other popular systems, are essential to include in your omnichannel system. Avoid making 
customers re-key information into forms or making them rehash a service question to an agent. Nothing will frustrate 
them more than an inefficient digital experience. That’s when a carrier is at the greatest risk of churn. 
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Never stop being innovative. If there’s one thing about the “Big Tech” companies that we can learn from, it’s that they 
are constantly re-engineering and tinkering with their user experience to improve it. Not every upgrade is a winner, but 
overall, they make these changes with the customer in mind. It’s no coincidence that Amazon, Apple, Meta, and 
Microsoft constantly land on annual lists of the “100 most innovative companies.” Big Tech companies must also change 
and update their user experiences as consumer preferences change. The insurance industry must rise to meet this 
challenge, too. 
                                      
Like Big Tech, carriers can leverage their customer and operational data to achieve all five of these. Carriers are sitting 
on a gold mine of data that can provide insights into how customers interact with omnichannel systems over time. The 
most common barrier is accessing this data in real-time. A proper omnichannel customer engagement strategy removes 
these barriers and ensures that data is interconnected. When your omnichannel strategy is unified, you will have the 
power to access customer insights and cross-sell products that younger customers really want and need. Big Tech has 
already figured out that data is the lifeblood of their company. Carriers must take cues from them and understand what 
works well and what doesn’t in their system. 
 

 
Bankthink: AI In Financial Services Will Require Robust, Transparent Regulation 
By Jeff Pedowitz, Digital Insurance, December 12, 2023 
 
https://www.dig-in.com/opinion/ai-in-financial-services-will-require-robust-transparent-
regulation?utm_source=dg_email&utm_campaign=dg_dig_snowflake_q1_2024_abm_newsletter_20240627_p3&utm_
medium=newsletter&oly_enc_id=1794I9343067F0V 
 
As the financial sector rapidly integrates artificial intelligence, the necessity for evolving regulatory frameworks becomes 
increasingly paramount. 
 
Just as the European Union's General Data Protection Regulation transformed data privacy practices, the rise of AI in 
finance necessitates a similar revolution in regulatory approaches. These regulations must adapt to current AI 
capabilities and anticipate future advancements. This involves a shift from traditional regulatory frameworks to more 
dynamic, responsive models capable of keeping pace with AI's rapid development. 
 
Regulations focusing on algorithm transparency and accountability are particularly crucial. These areas are essential for 
ensuring AI systems are used ethically and fairly, avoiding biases that could lead to discriminatory practices. Robust 
regulatory oversight in these domains is critical to preventing misuse of AI, thereby protecting consumers and 
maintaining market integrity. Regulations should ensure that AI systems are transparent enough to be understood and 
examined by regulators and are accountable, so liabilities and responsibilities are clearly defined. 
 
Effective regulation in the AI era also means balancing innovation with consumer protection. It's about creating an 
environment where financial institutions can leverage AI for growth and efficiency while ensuring that these 
advancements do not compromise consumer rights or market stability. This balanced approach requires collaborative 
efforts between technologists, industry experts, and regulators to craft technologically informed regulations aligned 
with the broader goals of consumer protection and market fairness. 
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Incorporating ethical AI in finance transcends mere efficiency; it demands a commitment to fairness. This honest pursuit 
involves meticulously designing AI systems trained on diverse and representative datasets. Such a practice is pivotal in 
mitigating biases, particularly in critical financial areas like credit scoring or investment advisory services. Financial 
institutions are responsible for ensuring their AI systems do not become conduits of socioeconomic inequality. This 
responsibility entails continuously reviewing and updating AI algorithms to safeguard against the subtle perpetuation of 
existing disparities. 
 
This commitment to ethical AI necessitates a multidimensional approach. It's about the data used for training these 
systems and the underlying principles guiding their development and deployment. Financial entities must establish 
robust ethical frameworks that govern AI operations, ensuring these systems serve all sections of society equitably. 
 
In the modern financial landscape, where data is as valuable as gold, its protection is paramount. Financial institutions 
are tasked with fortifying their systems against data breaches while leveraging AI for personalized services. This is not 
merely about adherence to regulatory mandates like the EU's GDPR; it's fundamentally about nurturing and maintaining 
the trust and loyalty of customers. 
 
Effective data privacy measures in the age of AI require a robust and multifaceted approach. Financial institutions must 
implement and continuously update state-of-the-art security protocols to counter emerging threats. This commitment 
to data protection should be embedded in the company culture, emphasizing every employee's critical role in 
safeguarding customer data. 
 
Moreover, transparency with customers about data usage is critical. Institutions should communicate how AI utilizes 
customer data, reassuring customers that their personal information is used responsibly and ethically. This transparency 
builds trust and fosters a deeper customer relationship, as they feel respected and valued. 
 
As we navigate the future of AI in finance, a symbiotic relationship between financial institutions and regulators 
becomes indispensable. This collaboration is beneficial and essential for creating an environment conducive to 
responsible AI growth. It involves a proactive dialogue between industry leaders and policymakers, aligning 
technological advancements with regulatory frameworks. 
 
Anticipating the trajectory of AI development is crucial. Financial institutions must adapt to current AI innovations and 
prepare for future advancements. This foresight involves crafting policies and strategies that are agile and forward-
looking, ensuring the industry remains at the forefront of innovation while maintaining ethical and regulatory standards. 
 
This collaboration extends to sharing knowledge and insights, fostering a culture of learning and adaptation. By working 
together, financial institutions and regulators can balance the scales of innovation and oversight, ensuring that AI's 
integration into finance is both progressive and secure. This joint approach will be pivotal in ensuring that the financial 
industry continues to thrive and innovate, all while safeguarding the interests of consumers and the market's stability. 
 
Integrating artificial intelligence in finance is akin to walking a tightrope, where every step must be calculated to 
maintain equilibrium. Financial institutions face the challenge of harnessing AI's transformative potential without losing 
sight of the evolving regulatory landscape and ethical considerations. This balancing act demands a keen understanding 
of both the opportunities presented by AI and the responsibilities that come with it. 
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Financial leaders must be adept at navigating this complex terrain, leveraging AI to drive innovation in services, risk 
management and customer experience while ensuring that these advancements adhere to stringent regulatory 
standards and ethical norms. The goal is to create a financial ecosystem where AI acts as a catalyst for growth and 
efficiency yet operates within a framework that promotes fairness, transparency and data security. 
 
This journey is not just about compliance or technological adoption; it's about fostering a harmonious coexistence of 
innovation and regulation. By striking this balance, the financial sector can ensure that the AI revolution is powerful, 
progressive, responsible and equitable, benefitting the entire spectrum of stakeholders in the economic landscape. 
 

 
UPCOMING CAFII-RELEVANT WEBINARS & EVENTS; AND RELATED EDUCATION CONTENT 

How Technology Is Changing The Claims Experience 

Date: Tuesday, July 2, 2024 
Time: 2:00 PM, EST 
 
Digital Insurance recently surveyed insurers, brokers and adjusters about the technology they're using in the claims 
space. We'll discuss the results of the survey and share insights on how insurers are investing in claims technology and 
explore how it's changing the experience for policyholders. 
 
Register Here  
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