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to help insurers anticipate, adapt to, and manage risks during the crisis and move toward the New Reality

REACTION

(< 3 months)

RESILIENCE RECOVERY NEW REALITY
(3 — 6 months) (Beyond 6 months) (Into the Future)
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[0 Pronties Tor Financial oervices leaders Inthe new reality

Based on research done by KPMG Australia team covering more than 50 executive teams, over 250 individuals, we found 10 common
areas of priority that leadership teams are focusing on to thrive in the new reality.

®_® Anticipating customer behavior Refocus transformation programs
Do pating Fon ré prog

MA™ change 22l around critical processes

cawf Embed resilience in technology

o/ 4 .
/Ol Transform portfolio for growth infrastructure

Meet credit, control, risk and
regulatory demands

Embrace the evolution of work

Simplify to lower cost and workplace

Accelerate digital solutions Strengthen leadership and culture

Source: KPMG - 10 priorities for financial services leaders in the new reality
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Ower return chalenges insurers, despite they are now
the strong capital position

The Thal insurance industry remains well
capitalized as a whole, having observed

Insurers need to assess investment
strategies under challenging yield

environment and shifting views of
economic recovery patterns.

impacts from the pandemic.

. . . , Thailand zero coupon bond 10-year spot rates over time
Thailand insurance industry CAR over time . J .
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IoUlels Gdl 0ain advantade from the unexpected events

(Ney are Iuture-reacy
N
8 u 5 M @ COVID-19 helps stimulate insurance business in

both short-term and long-term
of COVID-19 insurance sold
within 2 months via online only

@ Revenue/premium received when spending has stalled

Mass awareness of health protection, potentially
expanding opportunity for insurers in the future

Change customer habits to be familiar with digital
channel for insurance



nderstanding the customers SPECiic needs and providing experiences talored 1o
CIrcumStances are key SUCCesS factorsS for insurers Inthe new reality

3 Customer behavioral changes g Pillars to build customer experience

Shifting spending from non-essential to M5 EXPEC
essential products with economic value En
OR
Personalisation Time and Effort Expectations
Using individualised attention to Minimising customer effort and Managing, meeting and exceeding
Digitally savvy customers expects the ease drive an emotional connection. creating frictionless processes. customer expectations.
\ of interactions with the brands they have to

Q

Integrity Resolutlon Empathy
Being tru tvv rthy an /ence Achieving an understandin g of
engendering trust. g T thecustomer's circumstances to
drive deep rapport.

deal with
‘ Trust is one of the key purchase factors where .

It iIs becoming more complex to build

Source: KPMG - Customer and the new reality Source: KPMG - Customer experience in the new reality
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NSUrers must connect the entire value chainacross 1ront, midde,
and back orfices tothnve In the new reaity

Primary activities

Asset and
Investment
Management

Product and
Service
Development

Claim
Management

Policy
Administration

Distribution and
Sales

Underwriting

Leveraging and

Using customer and
market insights to
design, develop and
deploy products and
services

Driving, monitoring
and enabling sales
and customer
retention through
brand management,
advertising and
customer engagement

Understanding and
strategically
penetrating the
addressable marketto
deliver products and
services and to
generate revenue

Analyzing risk profiles
and premium pricing
models to bind and
issue policies

Managing the
administrative
activities required by
the inforce populations
(e.g. inquiries,
cancellations,
changes, billing and
collections)

Evaluating and settling
claims, including
payment, reinsurance
recovery and litigation,
when applicable

investing assets from
policyholder surplus
and reserves to
generate revenue and
provide solvency for
liabilities

Human resources
management

Risk management Data and technology

Finance, actuarial and tax

Managing, monitoring and securing an
enterprise's entire collection of hardware,
software, networks, data, facilities and
related equipment

Developing and implementing strategies to
assess, manage and mitigate losses due to
risk exposure across the entire organization

Managing and reporting on finances, including
controllership, FP&A, AR/AP, tax and actuarial
(reserving, capital liquidity and ALM)

Managing the organization's workforce to
engage people effectively (e.g. recruiting,
hiring, training, compensating, terminating)

Source: KPMG - New Reality for Insurance (Insurance Value Chain: Commmercial Insurance)
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[ne new reality brings anew wave o worklorce considerations, drven by

UtUre ways or working,

Our Observation
during COVID-19

Rapid and large-scale
shift toward remote
working

Ix

é ‘D Technology and
infrastructure

are in place

Surge in virtual
communication
platform in the market

Source: KPMG - Ways of working

KPMG

The Changes of Workforce Management

Pre COVID-19

Shaping Focus on structure
and roles
Planning Focused on expanding team
to meet demand
Sourcin o .
9 Limited sourcing based on
geography
Experiencing .
Limited employee
experience by office culture

New Reality

> Skill-based design

Fluid movement of all

sourcing options to meet
demand

. Widen talent pool for
sourcing

Allowed to motivate and
inspire performance &
retention in a flexible model

Source: KPMG - COVID-19: Reality of work and the virtual workforce
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0 FULLIe FOCUS for the Insrance business In the new reaity

Business Continuity
and Resilience

:’f ol

Delivering Customer
Expectation &
Experience/

Workforce Safety Net
N
\ \

Future Growth/ Digital Acceleration Remote Working &

New Business Creation across the v§~lue 'ch,ain Workforce Management
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Head of Insurance, KPMG China & Asia Pacific
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