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The EU-ASEAN Business Council (EU-ABC) is the primary voice for European Business across the whole 
of the ASEAN region

Only business association that is both formally recognised by the European Commission and ASEAN as 
the voice of European businesses in Southeast Asia, and accredited as an entity associated with ASEAN 

Represents a broad range of European businesses across multiple sectors

Key dialogue and advocacy partner on trade and investment issues in ASEAN

Raises the profile of European businesses in ASEAN through direct engagement and events such as the 
ASEAN-EU Business Summits

Raises the profile of ASEAN amongst policymakers and the business community in Europe
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Who We Are 
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Provide feedback to regulators

Senior Officials

EuroChams

EU Delegations

ASEAN Secretariat

ASEAN Working Groups

ASEAN Ministers

ASEAN Senior 
Economic Officials

Advocacy groups

Meeting & Seminar programmes

Consultations

ASEAN-EU Business Summits  

Working level discussions

An unprecedented advocacy & information sharing platform within ASEAN,  with 
excellent access to policy makers and senior officials throughout the region

What we do…



Associate members:

Japan Tobacco 

International

Current Membership
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I. 2021 EU-ABC Insurance Position Paper 

II. Healthy Ageing: Health and Wealth Solutions 

III. Digital Access to Insurance 

IV. Digital Literacy in the Insurance Sector

Agenda
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I. 2021 EU-ABC Insurance Position 
Paper 
Paul Lynch, Regional Government Relations Director, Prudential 
Corporation Asia 
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EU Insurers in Thailand and ASEAN

Country
Europe's 

Premiums

Gross 

Premiums

Europe's 

Share

Europe's 

Assets

Total 

Assets

Europe's 

Share

Indonesia 3,910 20,011 20% 11,902 51,059 23%

Malaysia 4,948 19,130 26% 19,575 85,367 23%

Philippines 1,277 6,196 21% 5,411 31,661 17%

Singapore 9,310 30,901 30% 53,079 198,473 27%

Thailand 4,814 27,458 18% 25,667 150,899 17%

Vietnam 1,425 6,867 21% 5,891 19,856 30%

Total 25,684 110,564 23% 121,524 537,315 23%

European insurers’ contributions to selected ASEAN countries in 2019
In millions of USD

Source: Prudential’s analysis of government official statistics and corporate financial reports.
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Source: Sources: 1) Swiss Re, sigma explorer; 2) ASEANstatsDataPortal by the ASEAN Statistics Division; 

3) The World Bank DataBank.
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Care, Prepare and Prosper:  Digital Tools for 
Affordable Protection

The pandemic has raised awareness among ASEAN citizens of the need for insurance protection.  At the same time, 
they have expressed their desire for affordable products, delivered using digital technology.  
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Affordable Protection

Digital Access to Insurance

Health, Wellness & Prosperity



Care, Prepare and Prosper:  Digital Tools for 
Affordable Protection
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▪ Tax policies, intelligent automation and investments can improve the affordability of insurance protection.
Targeted tax incentives on purchase and/ or benefits of insurance policies can spur protection coverage and
saving for old age. Cross-border data flows boost the local digital economy and create a sustainable digital
ecosystem where data-reliant industries grow quickly.

Affordable Protection 
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Market Premiums paid
Increase in cash 

value
Gain on 

surrender
Death benefit

China Yes Yes Yes Yes

Hong Kong Yes Yes Yes Yes

Indonesia No No No Yes

Malaysia Yes Yes Yes Yes

Philippines No No No Yes

Singapore Yes Yes Yes Yes

Thailand Yes Yes Yes Yes

Vietnam No No No Yes

Tax deductibility on health and life insurance under 
personal/corporate income tax

Sources: Deloitte, November 2018. EU-ABC analysis. 

Summary of the ASEAN Framework on Digital Data Governance



Care, Prepare and Prosper:  Digital Tools for 
Affordable Protection
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▪ European insurers are investing heavily to meet the shift in demand for products and services. A
comprehensive regulatory framework for digital insurance is needed to sustain this rate of investment. ASEAN
regional principles, supplemented by well-defined local rules, will help bring to market quickly the products
that consumers want at a price that they can afford.

Digital Access to Insurance

Sales, marketing 
and advertising3Service providers2Business activities1

5
Privacy and data 
protection

4
Infrastructure and 
security

Business operations6
Third-party 
Partnership78 Complaint handling



Care, Prepare and Prosper:  Digital Tools for 
Affordable Protection

▪ COVID-19 reminds us of the fact that health is not only critical for individuals’ wellness, but also crucial for
economic recovery and long-term prosperity. The economies which have been most resilient during the
pandemic have been those with the most effective health systems. A regional digital health strategy, based on
the WHO toolkit, will bring public and private sector resources together to improve health outcomes.

Health, Wellness & Prosperity
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39%
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Health financing schemes as a percentage of current healthcare 
expenditure in 2018

Source: World Health Organization, Global Health Expenditure Database
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II. Healthy Ageing: Health & 
Wealth Solutions
Susan Fanning, Chief Health & Wellbeing Officer, Prudential Thailand
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OUR 

SPEAKER &  

AGENDA Susan Fanning 

Chief Health & Wellbeing Officer, 

Prudential Thailand

Topics:

▪ Ageing in Thailand

▪ Challenges from ageing 

population

▪ What insurance companies 

in Thailand can do

▪ Potential support areas 

from OIC
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Ageing society in Thailand

1950 1965 1980 1995 2010 2025 2040 2055 2070 2085

US 611966 - 2027

Japan 1982 - 2005 23

Hong Kong 1995 - 2022 27

Singapore 2012-2026 14

Thailand 2013 - 2031 18

China 2015 - 2033 18

Vietnam 2024 - 2047 23

Malaysia 2029 - 2056 27

Indonesia 2034 - 2081 47

Myanmar 2034 - 2081 47

2050 - 2074 24Laos

75+< 1950 - 2025UK

Philippines 2049 - 2098 49

Cambodia 2046 - 2070 24

Number of years taken for old age population (65+) to go from 10% to 20% of total population

1950-2100
(Years)

7.9

10.0

8.7

10.6

10.6

11.8

12.6

20.2

18.5

19.1

27.8

52.0

28.4

32.0

Laos

Philippines

Cambodia

Myanmar

Indonesia

Malaysia

Viet Nam

Thailand

China

Singapore

Hong Kong

Japan

US

UK

Old-age dependency (Ratio of population 

65+ per 100 population 20-64)

2020
(Percent)

Thailand is becoming an ageing society 

with high old-age dependency

Asian countries age much faster than the west. Thailand will have population aged 65+ accounting for 

~20% by 2031, while likely still a middle-income country

Source: UN World Population Prospects 2019; UN World Population Prospects 2015;  Prudential’s analysis
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Challenges that come with ageing population

Health challenges

High 
indebtedness -

still in debt at age 
60

Lack of 
retirement 
planning

Wealth challenges

Heavy reliance on 
family members and 

government for 
income

Early labor force 
exit, and low 
employability 
given lack of 

education

Source: Bank of Thailand; Prudential’s research and analysis

Over-burdened 
healthcare 
facilities

Limited access to 
healthcare 

services in rural 
area

Chronic disease 
management

Sustainability of 
social health 

insurance 
schemes
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Enable access to care via digital 

solutions and partnership

▪ Teleconsultation

▪ Accessibility to various types of 

care via partnership 

▪ Digital in care delivery and other 

operations

▪ AI care delivery

Advocate for self-health management

▪ Tools and products to drive long-

term healthy behavior such as 

health journal, BMI tracker, 

subscription to care, etc.

▪ Low price for a variety of services to 

ensure affordability

Provide health education & info

▪ Health content

▪ Communities to share knowledge 

and support

Potential solution: Provide better access to care and disease management

Health challenges

Over-burdened 
healthcare 
facilities

Limited access to 
healthcare 

services in rural 
area

Chronic disease 
management

Sustainability of 
social health 

insurance 
schemes

Private sector can help provide better 
healthcare and disease management solutions
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Offer more inclusive products by 

aligning, sharing, & managing risks

Innovate and partner to address 

underserved population e.g., lower 

income population, impaired life, 

▪ Align risks using co-pay, deductible

▪ Share risks by working with re-

insurance or government

▪ Curb risks by giving people tools to 

self-manage diseases 

Make products more affordable but 

still commercially viable

▪ Use dynamic pricing to reward 

people who manage their health 

conditions well

▪ Periodic price adjustment to ensure 

product’s commercial viability, and 

hence, sustainability

Incentivize people to insure 

themselves

Work with government and partners to 

offer people insurance incentives  

▪ Employers’ subsidies - with 

potential public support such as 

corporate tax benefits

▪ Tax benefits for individuals

▪ Other public subsidies e.g., 

premium rebates

Potential solution: Increase private insurance participation

Health challenges

Over-burdened 
healthcare 
facilities

Limited access to 
healthcare 

services in rural 
area

Chronic disease 
management

Sustainability of 
social health 

insurance 
schemes

Insurance industry can support ageing 
population in financing their medical care
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Collaboration among government, private 
sector & individuals are key to Healthy Ageing 

Stakeholders’ partnership are recognized as both one of the guiding principals as well as an enabler to achieve the Decade of Healthy Ageing

The United Nations Decade of Healthy Ageing (2021-2030) is a global 

collaboration among governments, civil society, international agencies, professionals, 

academia, the media, and the private sector to improve the lives of older people, their 

families, and the communities in which they live

Source: WHO’s UN Decade of Healthy Ageing; Prudential’s research and analysis 18



Wealth challenges

Lack of 
retirement 
planning

High 
indebtedness -

still in debt at age 
60

Early labor force 
exit, and low 
employability 
given lack of 

education

Heavy reliance on 
family members and 

government for 
income

Educate people on financial planning 

and basic investment knowledge

▪ Help people recognize that wealth 

is critical to their happiness

▪ Provide basic investment 

knowledge

▪ Help people understand risks 

associated with different financial 

products so they are able to make 

informed decisions

Provide financial planning tools and 

personalized financial advice

▪ Enable people to see and 

understand their current wealth and 

the gap between it and their goals

▪ Allow users to visualize their wealth 

under with different scenarios

▪ Offer personalized financial advice 

and guidance to achieve their goals

Offer inclusive and affordable wealth 

accumulation products

Work with government and partners to 

offer relevant products

▪ Insurance – savings (endowment), 

investment (unit-linked), and 

protection (life, health, and CI)

▪ Wealth accumulation products e.g., 

savings for specific purposes, etc.

▪ Pension – with employers’ 

contribution, mandated or 

incentivized by corporate tax benefit

Potential solution: Educate, encourage, and enable wealth accumulation

For wealth, insurance industry can help people 
prepare for their retirement financially

Source: Bank of Thailand; Prudential’s research and analysis
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Government, private sector & individuals need 
to all contribute to old-age-income security

World Bank Policy Research Report’s Averting the Old 

Age Crisis: Policies to Protect the Old and Promote 

Growth, recognizes the role of government, private 

sector, and individuals’ voluntary action in contributing 

towards achieving old-age-income security

Old-age income security requires contribution and actions from multiple stakeholders including government, private sector, as well as individuals

Mercer CFA Institute Global Pension Index’s recommendations

- Increase the coverage of employees (including non-standard 

workers) and the self-employed in the private pension system

- Increase the state pension age and/or retirement age to 

reflect increasing life expectancy

- Promote higher labour force participation at older ages

- Encourage or require higher levels of private saving

- Introduce measures to reduce the gender gap and those that 

exist for minority groups

- Reduce the leakage from the retirement savings system, 

often with associated taxation support, are used for the provision 

of retirement income

- Review the level of public pension indexation to ensure that 

the real value of the pension is maintained

- Improve the governance of private pension plans

The World Economic Forum (2017) highlighted three key areas 

that will have the biggest impact:

- Provide a “safety net” pension for all

- Improve ease of access to well-managed cost-effective 

retirement plans

- Support initiatives to increase contribution rates

Source: Mercer CFA Institute Global Pension Index, 2020 20



Ability to make timely adjustment of insurance benefits and 

pricing e.g., insurance providers can substitute a benefit of a digital 

wellness solution with another with similar monetary value. This will 

enable them to dynamically respond to customers’ evolving needs in 

this digital era

Conducive insurance product regulatory 

framework

Co-pays and deductibles to be standard features for all products 

with health protection to ensure aligned incentives and make premium 

affordable

Dynamic pricing allows for product design to align health goals, 

promote healthy living, and improve affordability

Ability to embed partners’ solutions such as disease management 
tools or health-checks in the product and price for them to create 
compelling offerings and effective outreach to the population

Factors where OIC’s support is critical

Potential support areas from OIC to enable 
companies to better contribute to Healthy Ageing

OIC’s facilitation in collaboration 

with other government agencies

Support from MOPH and OIC to help facilitate adoption of 

standardized health codes, data and practices – aid benchmarking, 

outcomes, affordability, etc. by health players

OIC’s support will be highly beneficial

MOPH’s support to create and foster digital health infrastructure 

appropriate for digital product launches and operation

Support from the Revenue Department to incentivize people to 

insure themselves and for companies to contribute and encourage their 

employees to insure themselves

- Corporate tax benefits for employers’ contribution towards 

employees’ pensions or other savings products

- Tax benefits for individuals for individuals’ purchase of wealth 

accumulation products

Support e.g., rebates from the other public agencies such as MoPH

to incentivize people to buy protection or wealth products
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III. Digital Access to Insurance
Recommendations on regulatory framework

Chainarong Eursithichai, Chief Distribution Officer, Krungthai AXA 

Jan Rosemeyer, Country Chief Financial Officer, Allianz Ayudhya

Li Hui Lee, Director, Underwriting Propositions Lead, Swiss Re

Marco Ennilo, Chief Operating Officer, Generali Life Assurance Thailand
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Agenda

1. Thailand digital trend and consumer expectations

2. Digital insurance customer journey and use case sharing

3. Recommendations for accelerating digitalisation
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1. Thailand digital trend and consumer 
expectations

24



Digital Insurance Market - Growth and Opportunity
Digital Trend and Covid-19 plays an important role in Digital Insurance growth

0

20

40

60

80

Total Population Policy inforced

Opportunity with 
Insurance Gap (2020)

Room to grow: Thailand no. of insurance 
policy per 100 population is only at 37 

Malaysia: 40 

Japan: 322

Note: Premium income = FYP + 100% single premium

2020 78% growth in digital market in contrast 
with total market negative growth

Digital Opportunity – Thailand high rate of 
mobile connection and internet users

78%

-2%-10%

10%

30%

50%

70%

Digital Total market

+ Growth contrast to market
(2019 to 2020)

13%

3%
0%

10%

20%

Digital Total market

+ Growth During Covid-19
(1st half of 2020 vs 1st half of 2021)

Covid-19 stimulus Digital Sales: Digital sales 
during the peak of pandemic reached 13% 
growth 

Mobile Connection

Internet Users

Active Social 
Media Users

90.66 Million

129.7%
of Total Population

48.59 Million

69.5%
of Total Population

55 Million

78.7%
of Total Population
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Product by Channel Analysis 
Digital channel is significantly dominated by Endowment products. Whereas more 
sophisticated and bigger volume are distributed by face-to-face channels

33%
40%

92%

35%

3%

27%

19%20%

3%

2%

11%
19%

7%

3%

10%

9%
8%

7%
1%

3%

2%

4%

Agency Banca Digital Total

Life Insurance Market Product Mix by Channel, YTD 2020

Endowment Mortgage Health + CI Whole Life UL + ILP Term Others

Advisory Face-to-face Channel 
(Agency & Bancassurance – Branch) 

Customer Self Service Channel 
(Digital ecommerce)

• More complication products which 
require advise from salesperson 
especially Investment Linked products   

• Higher ticket size 
• Require full underwriting  

• Simpler product especially for 
‘commoditized product’ such as Sort 
term Endowment during Tax season 

• Lower ticket size 
• Simplified underwriting product (SIO) 

or packaged product (GIO) 
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Intended purchase channel in future 

39%

38%

15%

5% 3%

On insurer’s 
online site / app

Through an
agent / broker

Via bank /
financial
institution

Via non-
traditional
distributors

Other
18%

22%

28%

50%

Via non-traditional distributors

Via bank / financial institution

Through an agent / broker

On insurer’s online site / app

Source: Swiss Re Institute

Consumers intended purchase channel moves 
towards digital
Insurance distribution in APAC relies heavily on agent/broker model…
while recent experience and surveyed intention reveal a trend to go digital 
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Consumers are increasingly open to share data, 
driving opportunities in digitalisation
1/3 respondents are open to sharing personal data for personalized health advice. 
This is particularly true in emerging Asia countries, among younger generation and higher income segments. 

All markets

India

Thailand

Vietnam

China

Indonesia

Malaysia

Korea

Hong Kong

Australia

New Zealand

Singapore

Japan

NoYes Maybe
But need more information

35%

55%

47%

46%

46%

38%

27%

27%

26%

25%

22%

21%

14%

47%

40%

42%

47%

46%

49%

53%

52%

53%

41%

50%

54%

49%

18%

6%

11%

6%

8%

14%

20%

21%

22%

33%

28%

26%

37%

29%

35%

40%

39%

50-59

40-49

30-39

18-29

By age

24%

32%

47%

Low income

Medium income

High income

By Income

Among respondents saying “yes”:

Emerging Asia

Advanced Asia

Open to share personal data for personalized health advice

Source: Swiss Re Institute 28



2. Digital insurance customer journey and use 
case sharing
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Digital Insurance Customer Journey – Key Success Factor
Tailored to this business, enabling scale and a frictionless experience across the 
value chain despite low-ticket premiums to support product sustainability

Awareness

• Easy-to-access 
information with 
simplified message

• Attractive benefits with 
affordable price

Enrollment

• Digital-first enrollment 
• Data collecting/ 

Underwriting by Risk 
level

• Effective way for prove 
of enrollment 

Policy 
Management

• Customer 
communication 
capabilities (SMS, 
USSD, mobile apps)

• Flexibility on Policy/ 
Certificate received

Claims

• Flexibility on claims 
documents based on 
customer realities

• Behavioral analysis to 
avoid fraud 

Customer Service

• 24-7 support on digital 
channel

• Proactive contact and 
alert to customers for 
specific incident

Cross/Up-Selling

• Tailored to customers 
for next best option

• Multichannel 
marketing which links 
digital journey

30

Online product on 
partner mobile 

banking app

Various online 
communication 

channels providing 
simplified information

All policy information 
in one place at emma

by AXA

Ask emma: virtual assistant to support KTAXA 
customer 24-7 including claims procedure

KTAXA Data analytics 
and lead 

management



Male

Female

Telemedicine across the pandemic
@Generali and @KTAXA 

Growing Trend

Average age: 35 years old woman

Telemedicine customer profile

ZERO COMPLAINTS

CUSTOMERS RETURNING AFTER 1st VISIT
: 41%                      : 36%

Customers positively impressed

Raksa

0
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Jan Feb Mar Apr May Jun Jul Aug

KTAXA - Visits

0

50

100

150

200

Jan Feb Mar Apr May Jun Jul Aug

Generali - Visits
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Presenting various use cases (within/ outside 
Thailand) that increase digital adoption

Biometric Data

Insurer Data 
(Policy/Agent/
claims)

Transaction 
Data (Spending/ 
demographic etc)

Medical and 
Claims Data

Alternative 
Partners

Data availability

Plug and Play

Lifestyle Data 
Incorporating lifestyle data in risk assessment 
and insurance propositions

(Electronic) health records
Digitalise health check up reports and 
automating underwriting

Predictive Underwriting

Customized risk pre-selection model for 
targeted insurance offers
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Case Study: Health check up data
Increase customer awareness of health outcomes

BenefitsOur solution 

• Our client in Korea wanted to build a 
Health Age solution with SR after 
learning about our methodology. 

• As this will be a first in market solution, 
there will be rigorous review by the 
regulator before it can be approved.

Launched the Health Age methodology 
successfully and addressed all concerns that 
regulator had raised. 

Health Age solution shows an applicant's 
actual biological age vs chronological age 
based on his/her health improvement. 
Health Age changes depending on how 
applicants manage their health and 
modifiable risk factors (e.g. blood pressure, 
BMI, lipids, and glucose metabolism), which 
in turn continuously encourages customers 
to keep up with their health behaviours for 
better, attainable health outcomes.

Our client’s challenge
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Case Study: Predictive Underwriting Solution
Risk scoring model to generate SIO/GIO leads for up and cross selling marketing campaigns

Challenge BenefitsOur solution 

• Traditional rule-based L&H UW is 
increasingly deemed slow, costly and 
unfriendly. 

• That is why our client, a L&H insurer in 
SEA asked Swiss Re to help them 
develop a predictive model that will 
allow more automation in UW. 

• The goal is to streamline the decision 
process across the entire customer 
journey in order to deliver better 
customer experiences, reduced decision 
times and reduced sales drop off rates.

• Use traditional and alternative data to 
build a classification model to learn 
pattern of good/bad risk. 

• By using Machine Learning, we build a 
risk scoring model to identify customers 
with a better risk profile and qualify 
them for SIO/GIO offers.

• The learnt pattern are applied to score 
existing & new customers.

• Those customers have access to a shorter 
UW at full underwritten rates and no 
price loading.

80+ Features are included in the risk 
scoring algorithm including age, 
gender, BMI, etc. 

of existing customers are offered 
SIO/GIO with NO Price loading 
(standard rate)

Healthier portfolio suggested to 
cross and up sales marketing 
campaigns

60%
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1.08m
Inforce Customers

4.2bnTHB
Health Claims Paid

75%

25%

Claims 

Payment

Health Claims Cases

1.07m

Reimbursement

Cashless

Electronic

Paper

… huge potential for

further automation

Case Study: Health at Allianz Ayudhya

15%

85%

Claims 

Submission
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▪ Connecting hospitals and insurers with APIs

▪ Automated & paperless Claims process

▪ Faster service & more convenience for customers

API = Application Programming Interface

API Development with BDMS
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Roll Out to more hospitals

Sep 2021

▪ Bangkok Phuket

▪ Bangkok Siriroj

▪ Bangkok Hat Yai

▪ Dibuk

▪ Bangkok Surat

Nov 2021 2022

▪ Paolo Rangsit

▪ Paolo Phrapradaeng

▪ +31 hospitals

Pilot: OPD, IPD, E-Billing

▪ Bangkok HQ

▪ Bangkok Hua Hin

Pilot & Roll-Out Plan
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OPD

Cashier Collection

Customer
Experience

Back-Office
Productivity

E-Billing

50% Less Effort

▪ Request Payment

▪ Return Payment Detail
▪ Return Tax File

▪ Check cover

▪ Reserve benefit

▪ Return confirmation

▪ Send medical expense data, invoice
▪ Return approved amount

10-20 min

3 min

IPD

60 min

30 min

▪ Admission - check cover

▪ Admission - Reserve benefit

▪ Admission - Return confirmation 

▪ Concurrent - Request & Response
▪ Discharge - Request & Response

▪ Daily invoice

▪ Request Payment

▪ Return Payment Detail
▪ Return Tax File

50% Less Effort

Benefits for All: Insured, Insurer, Hospital
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Leverage tech to alleviate pain-points in risk assessment 

Submit

Applicant

Health 
Check-up 
Providers

Insurance 
Company

Reinsurer

health check 
up required

Referral case review

Make final UW decision

Return 
indicative UW 
decision

Get UW decision

Supported by Lifeguide

1st level evidence 2nd level evidence UW decision

Fill in application form 
and questionnaires 

Reviewed by UW

Conduct health check 
up

Assess disclosure with 
UW Engine 

(e.g. Magnum)

An example in a health check-up assessment process today 
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Health check up 
report

Structured data 
inputs

UW decision and 
overview of logic

Medical requirements are typically asked
due for routine purposes (exceeding NML),
past medical history from disclosure etc.

Given that health check up data are typically
more structured and standardised, leverage
tech (eg OCR) to digitize these reports .

Ability to ingest data from alternative
data sources to automate a currently
manual UW process.

Leverage tech to alleviate pain-points in risk assessment 
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Source: https://www.maestrohealth.com/blog/the-axa-acquisition/

Seek innovation to build new business models and 
global services



3. Recommendations for accelerating 
digitalisation
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Voice of ASEAN Insurers*

“Approve everything” 
is a stopper

Life: support to sales
Non-Life full-digital

Simple virtual customer
on boarding 

Customer portals & apps
Distributor portals & apps

Centralize 
medical 

information

Tax exemption for 
digital

“Go Green” 
project

Do not 
require 
paper

Digital 
payments

Allow simple AML 
KYC for digital

Mandatory 
eInvoice

Investing on
Would need 

regulator support

Legend:

Allow to download 
documents

(not only email)

(*) Generali research43



Digital Insurance Implication – Opportunities and 
Challenges

▪ New Risks, new way of pricing, and new 
customers journey

▪ Speed of change

▪ Customer perspective to insurance products: too 
difficult or too risky to go digital

▪ Technology readiness: AI, Internet, Cloud 
computing, internet of things

▪ New Sales channels: Website, Application, 
Mobile Banking, etc.

▪ Data Driven Strategy: Data Analytics 

▪ New way of connecting with huge customer 
base with lower cost

To address both opportunities and 
Challenges

• Design Sales journey base on Risk level to 
match the profile/segment of customers

• Use non-traditional data to help assess 
customers’ risk i.e. payment history, 
social media activities/pattern

Manage by Risk Level

• Selective on coverage that matters 
to customers

• Options of payment such as 
monthly plan to lower ticket size 
per payment

Make it affordable

• Mobile can be a strong medium to 
reach vast majority of customers with 
minimal expense

• Simplify online journey to create a 
frictionless transaction

Use digital to reach more 
customers
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Findings from international regulatory framework

Some interesting practice that would benefit digital insurance

Flexible with sufficient control in response to 
customers’ benefits: Telemedicine example 

in APAC

Timing & Speed for online direct sales 
approval

Digital Acceleration Grant to support 
Insurance agencies to adopt digital solutions 

& matching with Investors with holistic 
support from all regulators

Source: AXA AMO analysis
MAS: https://www.mas.gov.sg/

Data integration with health care 
information system to improve health 

care affordability and efficiency

OIC: https://cit.oic.or.th/sandbox.html 
https://www.ahrq.gov/data/apcd/index.html
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Proposals for accelerating digital access to 
insurance adoption

Digital technologies change 
quickly

Investments must be 
recovered quickly

Speed of development and 
adoption is of the essence

File
Get 

approval
Deploy File Deploy

Be fully 
accountable
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IV. Digital Literacy in the 
Insurance Sector
Bob Fox, Vice President EABC and Chair, Digital Economy/ICT Working 
Group 
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Digitalisation 

Digitalisation – process re-engineering, interoperability, SSO – a real digital 
end-to-end experience

Digitisation – soft forms of hard documents; a quick solution only but not a 
path to Digitalisation
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Digital Literacy – Broad 

• “Digital literacy is the ability to use, create and share digital content safely and 
responsibly. It is an overarching concept for a wide range of skills:

• i. technology competency, which is the use of digital technology;

• ii. information literacy, which is the ability to locate, identify, retrieve, process and use 
digital information optimally; and

• iii. media literacy, which enables us to comprehend, contextualise and critically evaluate 
information, as well as to create and communicate content effectively across digital media 
platforms.

• iv. cyber wellness, includes taking personal responsibility to use the internet for the good 
of the community, and understanding the risks of online dangers and negative online 
behaviours.

• (source imda.gov.sg)

49

http://imda.gov.sg/


Core
Digital literacy is about the ability to use computers, on-line tools and interact with others digitally.

EU – DigComp – Digital Competency for Citizens
• 1) Information and data literacy: Articulate information needs, Locate and retrieve digital information

• 2) Communication and collaboration: To interact, communicate and collaborate 

• 3) Digital content creation: To create and edit digital content , integrate

• 4) Safety: To protect devices, content, personal data and privacy 

• 5) Problem solving: To identify needs and problems and solve

https://ec.europa.eu/jrc/en/digcomp/digital-competence-framework

Digital Literacy – Other 
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ICDL programmes
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ICDL

ICDL (International Computer Driving Licence) or EDCL (European Computer Driving Licence) in Europe.

Globally recognised ICT and Digital Literacy qualification.

Developed through a professional task force; taken up by the EC as a Europe-wide certification scheme. 

Available in over 100 countries, 20,000 Test Centres,  issued over 70 Million ICDL certificates to over 16 
million. 

In UK : NHS benchmark IT qualification, free to NHS staff.  

ICDL the organisation is a Global Social Enterprise. 
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Training and Development

Empower the Industry
Enable consumers for better 
informed choice and ease of 
interaction
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Insurance sector needs

Marketing and Informing

Research

Actuarial assessments 

Onboarding and premium payments

Claims making 

Investigations

Claims processing and payments

Compliance

Interoperability with underwriters, service providers
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Training and Development

Enable consumers for better informed choice and ease of interaction

A national programmes with subsidised DL training based on standard, building-block 
curricula – eligibility could be anyone. Often proposed, eg by Digital Council of Thailand. 

Insurance sector could take a lead as a public:private initiative – eg OIC and the insurance 
industry working together to make a curriculum; ICDL (which is a Global Social Enterprise 
endorsed by the EU).

Example: In the UK, NHS sponsors all staff taking core ICDL certificates. Think of an 
insurance industry scheme for consumer education.
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Thank you

www.eabc-thailand.org
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