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Expected ROI on innovation investment over the next 3 years
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Key priorities for alliances and
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Top strategies to achieve growth

m Strategic alliances

m Organic growth
Joint ventures

m M&A

m Qutsourcing
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first ask ourselves several questions:

®)

O Cell Phone +

Phone number
Device model!
Cell call history
Text history
Contacts
Photos
Birth Apps & permissions

App data

Severmentl Biometric identifiers

Birth certificates Facial profile

Legal name Voice profile

Date of birth {age)

Birth location —

Gender

Language

Hair color

Eye color

Face profile

Finger prints

Biometrics

DNA

Ancestry / relatives

C

O Employment

Salary
@ Work titles
Email address

‘ Employee ID
~ Employee badges /
/ card access to facilities
Performance evaluations
Corporate affiliations

Colleagues
Professional networks
{LinkedIn)
Devices used
— - a Certifications
Licenses
O Education Organizational memberships
School Names e
School Locations '
School 1D Number
Email Address =| I l
Degrees
Grades
Awards

Behavior Records
Classmates

Athletic accomplishments
Extracurricular activities

O Marriage

Marriage license

Name change (new legal name)
Legal spouse
Year of marriage
Marriage
Location

&

Relatives
Divorce

@)
Children

New dependents
(see Birth column)

Adoption records
Tax changes ‘

Financial changes

O Autos

Vehicle title

Car {year, model)

Car registration

Car loan documents
Auto insurance
Maintenance records
Accident records

O Health

Health insurance/account
Numbers

Electronic medical records
Childbirth

Vaccinations

Medications

Medical devices

Medical treatments
Hospitalization

Medicare/ Medicaid

O Retirement

O Home

Age and date of retirement
Investment portfolios

Social Security
401K

Pension

R

- A e

House title
Mortgage
Home values
@ o : o
fr— Home insurance policies
Insurance claims
Utilities O
Maintenance records
Death
‘ Estate planning documents/wills
Death certificate
— Date of death
= Cause of death
Location of death
Estate transfer
Inheritance tax
u -A A n Outstanding debt fulfillment
O Financial O Government
Credit history Passports
Credit score Visas
Bank accounts Driver's license
Savings accounts Voter registration {voter ID#}
Loans Tax returns
Life insurance Lawsuits
Taxreturns (federal, Bankruptcies
state, local) Military records
Bill payments Security clearances

Gun registration
Criminal records



(5dMe changing reguiation: Accountind chande

Comparability of IFRS financial performance information

provided by insurers with other insurers

% of respondents
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easy difficult to
compare
insurers
with each

other

Sources:
KPMG International, KPMG IFRS 17 Global Survey.
Canadian Underwriter, Sept 24, 2019.
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Beyond IFRS 17: OSFI regulations
 OSFI B-3 making waves in the P&C space
» OSFI E-25 near on the horizon
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say fundamental
change is needed

O to insurance
0 accounting

say change is
needed —

regardless of 80 D |
cost | Oﬂ

sticker shock for
OSFl's proposed
reinsurance rules
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Of Canadian CEQOs
say their inability to
find the workers
they need is
negatively
impacting growth

Source: KPMG in Canada, 2019 Canadian CEO Outlook.
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Of Canadian CEOs
want their
employees to
innovate without
fear of failure

Workforce capabilities
considered highly effective

Dlgltal transformation _ 59%
managers
Cybersecurity specialists [ 60%
Data scientists [ 63%

Technology specialists I 73%
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WICN you today

Neil Parkinson
BOD Member

Katie Bolla

Partner, Customer
and Digital

Gore Mutual,
Genworth Financial
and Equitable Life
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Areweready..

For the seismic shift in customer dynamics?
How can we get to know our customers’ needs and wants better?

How can we change or expand our products and services to enhance flexibility and
address short-term needs?

What proactive and preventative services can we offer or inform our customers about
that would help protect them and/or help them reduce the impact of an insured loss

event?

How can we use technology to make it easy for our customers to choose our products
or services and to interact with us?

How can we become more proactive in informing our customers of new risks,
opportunities, and policy or product changes?

How can we manage our data effectively in terms of usage, privacy, and security?

KPMG
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Are we ready.

For business model disruption, innovation, and technology
change?

What will our organization need to look like (e.g. structure, products,
channels) in order to be successful in the future?

How can we adjust our internal processes and structures to support the
creation and implementation of innovative ideas and solutions?

How are our internal and external innovation programs being structured to
drive real value for our organization?

Do we have the data we need to make the most of our innovative solutions?

What are our innovation ambitions? Are we on the strategic course to be a
trailblazer of new ideas, a fast follower, or do we just want to keep pace?
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Areweready..

For strategic alliances and partnerships?

* What functional activities are we behind the curve in — and could a
service provider help us up our game while letting us focus on more
strategic business areas?

* How could a strategic alliance help us create new value (e.g. innovation
capacity, product breadth, market access)?

* How are the different technologies we are deploying creating business
value — and are they working together?

 How do our internal processes and governance structures need to be
adjusted to account for third-party strategic alliances or partnerships?
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Areweready..

For game-changing regulations?

Have we identified the resources and budget we need to support IFRS 17
compliance to ensure we are ready by 20227

Recognizing IFRS 17 will be finalized in 2020, what ‘no regrets’ activities can
we do now to lay the groundwork for compliance?

What is our plan for communicating the ramifications and impact of IFRS 17
to our stakeholders (e.g. board of directors, investors, customers)?

Beyond IFRS 17, are we fully aware of the other regulatory changes that will
likely affect our organization? (e.g. OSFI reinsurance guidelines)
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Areweready..

To build a future-forward workforce?

* What skills will be most important to us as we transition into a future forward
organization?

* How can we upskill our current employees so that they can be effective as the
insurance industry in Canada continues to evolve?

 What processes and organizational structures do we need to change in order
to support our transition to a future-forward workforce?

« How can we incent the shift to a more collaborative and innovative focused
culture where employees are not afraid to fail?
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-MBracing a new frontier

Insurance companies need to be
aware, diligent, and focus on building
a resilient company that can withstand
and embrace disruption no matter
when, where and how it comes.

Insurance frontiers: Here to horizon

m home.kpmg/ca/insurancefrontiers
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Chris Cornell

Partner, National Insurance
Sector Leader
416-777-8665
ccornell@kpmg.ca
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