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Have you got any predictions 
for the 11 months left of 2022? 
It's amazing how quickly time flies.  
I think one prediction is that we're going 
to continue to struggle throughout 
the year with attracting and retaining 
talent and onboarding new people in a 
virtual world. Embracing whatever this 
new culture is that we have, compared 
to what maybe the culture was a few 
years ago.

Also, corporate social responsibility, 
diversity, equity, and inclusion are 
really going to start to have a greater 
impact on product development.  
I expect to see more and more focus 
on how to build products that are 
increasingly relevant to new audiences, 
maybe people who in the past would 
not have been on the radar for 
insurance and that's part of a corporate 
mandate or purpose. We're here to do 
good for the world and in light of that, 
we need to be reaching more people. 
That's where diversity ties in. 

Sustainability is another area that 
I think of within corporate social 
responsibility, although there's a clearer 
line between property and casualty 
and the environment. But I believe 
in the life and health space, we have 
an opportunity as well. Even thinking 
about annuities, that could include 
products that are tied to sustainability 
objectives. I think the consumer 
interest will continue to be there about 
understanding what kind of coverage a 
family needs in order to leave a legacy to 
their kids - we’ll see a multi-generational 
approach to addressing that.

I'd wrap up with the data and security 
topic, which is going to continue to be 
an ongoing focus.  It's not just from a 
regulatory perspective, but by gaining 
consumer confidence around privacy 
and data security and when it can be 
used as an advantage or looked at as 
a strategy, as opposed to one that is 
purely defensive.  

What does that mean for 
the way that you’re meeting 
the needs of your own 
customers? 
I'd say there's continued interest 
in alternative data sources for 
underwriting. So as the consumer 
is looking for a faster journey, a few 
clicks to the buying experience, those 
alternative sources are critical.

Digital Transformation journeys within 
our client organisations were also 
accelerated - something might have 
been on the roadmap for years, and 
suddenly it was no longer an option - it's 
got to be done in order to stay relevant.

Also, new themes are emerging around 
embedded insurance, which I think 
we've seen more of in property and 
casualty, but you're starting to see 
products embedded in life and health 
with affinity groups and other channels.

With COVID, there’s a recognition of 
the significance of not just physical 
health, but mental health too and 
there's been a desire to bring more 
health engagement solutions forward. 
We used to describe emerging 
technologies, as machine learning and 
AI and robotic process automation.  
But they are no longer emerging - 
they're here and impacting the journey 
for the consumer from distribution 
through to claims. It challenges us 
to ask: “how do we automate and 
streamline the experience?”

So I'd say, you know, those algorithms 
are being honed, those technologies are 
being refined, and all of that is what's 
impacting our carrier clients and, in a 
big way, our organisation too.

Can you tell us a bit about 
yourself Dennis? 
First of all, thank you for having me, 
Matt, I look forward to continuing 
our dialogue with Sønr and our 
relationship. It's exciting. And, you 
know, I'm approaching my five year 
anniversary with RGA. I came in as 
CEO of RGAX, which is our innovation 
arm. Really, our focus has been 
innovating across the value chain 
of insurance, and trying to explore 
how we can modernise, leverage 
new technologies, and explore new 
business models. So to get there, 
we've been also looking at partners 
and trying to identify areas where 
we can partner or in some cases, 
even invest in organisations to really 
advance our agenda, and accelerate 
our learning. It's been a great journey.

So can you tell us a bit  
about what’s going on in  
the Life space? 
I’ll start with the end consumer. 
COVID has really increased awareness 
and demand for life insurance, but 
consumers also have less interest in 
sitting down in front of you as they 
explore their opportunities. So, from a 
digital experience perspective that’s led 
to another level of momentum and the 
digital transformation of organisations 
has been more critical than ever.

 

Has the conversation shifted 
from implementation to 
refinement then?
That’s largely the case, as many 
organisations have now gotten to a 
point where they've implemented and 
are refining, which is a good thing 
because the customer experience 
should be better. They should be 
finding efficiencies out of those new 
technologies. I think, if the pandemic did 
anything positive for our industry,  
it was to increase awareness and a sense 
of urgency to meet consumers where 
they are and provide an experience 
better aligned to the digital interactions 
they experience from brands generally.

What are the biggest 
challenges you’re seeing?
I can tell you that whether it's in 
our leadership meetings or board 
discussions or talking to C-suite clients, 
the conversation has changed. Maybe 
five years ago during our conversations 
with customers it was a lot about data, 
technology and insurtech - what's 
happening out in the landscape, and 
how do the carriers keep up with it and 
leverage it. 

      Our focus has been 
innovating across the 
value chain.
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How are incumbents reacting 
to the growth in niche 
propositions? 
A few years ago it felt like a bit of a 
frenzy. There were so many things 
happening and incumbents were 
having to react to what was happening 
around them. Do we need to stand up a 
corporate venture capital arm? Do we 
need to stand up an Innovation Group? 
How do we keep up with all of this?  
Now I believe that things have kind of 
settled in and insurtech has become 
part of their strategies. 

So back to kind of build, buy, partner 
type discussions, you know, is their 
strategy going to be to go acquire 
a tech, or to partner with it? As an 
incumbent, we're going to build faster, 
better, cheaper than somebody else? 
So, I feel like it kind of went from the 
wild west and a bit of fear of missing 
out and a fear, like how do we deal with 
this, to: it's here to stay. It's actually 
good for our industry, it's not going to 
put us out of business, let's go figure 
out how to leverage it. 

And that's been a refreshing evolution, 
in my view. It's also started, I think, 
to spring up some interesting other 
trends. The intersection of health and 
wealth has been a common discussion 
over the years but I think there's this 
third piece that's really critical, which 
is around data. As the intersection 
of health and wealth comes closer 
together, the consumer has to have 
trust in an organisation around data 
usage, because the benefits are clear 
of sharing that data, but it has to be 
protected and consumers have to really 
trust in these capabilities. 

CEOs are talking very differently.  
Now the conversation has really shifted 
to corporate social responsibility, 
diversity, equity and inclusion (DEI) and 
of late, really around attracting and 
retaining talent. As they're considering 
virtual versus on-premise, and hybrid 
working models, how do you maintain a 
corporate culture in that hybrid world?

I've heard a stat that a little more than 
20% of workforces in our industry have 
been onboarded during the pandemic. 
So if you think about having nearly a 
fourth of your workforce coming into a 
virtual environment and maybe never 
having met physically, what impact is 
that going to have on the culture of an 
organisation? Something that would 
otherwise have probably evolved 
because of people's shared experiences 
in the conference room or passing in 
the hallway.

If you think about what that could 
mean down the road, as those themes 
continue to be discussed across the 
C-suite, and permeate the rest of those 
organisations, what impact might that 
have on product development?

As we look at products for more 
diverse audiences, or at sustainability 
in products from a corporate social 
responsibility perspective, we have to 
be thinking about the future benefits. 
Based on what we've just gone through 
as a world over the last few years, we 
need to explore how to bundle in more 
health-focused solutions both in terms 
of physical and mental health.

If I was going to do a little bit of 
predicting, I think those conversations 
around corporate social responsibility, 
DEI, talent and culture are here to 
stay. Those are going to be on the 
roadmaps for a while, but I do believe 
they're going to really impact product 
development. It’s going to be an 
interesting journey ahead.
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