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Key Messages

= Your assumptions about millennials May not be Correct
= True Digital Natives...the key characteristic that is universal about millennials

* Eliminate Customer Friction
 Shift to a mobile first strategy
* Mobile first must also include SMS (“texting”) with millennials

- Start with new business (remove customer friction)

= Key technology trends that are aligned with millennial buying behavior:
* Omni-channel

« Atrtificial Intelligence (Machine Learning)
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Understanding Buying

= A generation Is a group of people born and
living during the same time period (historically
30 years):

Silent Generation:
Baby Boomers
Gen X (Baby Bust)
Gen Y (Millennials)
Gen Z

1925-1945
1946-1964
1965-1979
1980-2000
2001-today
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Habits of “Generations”

Classifying generational characteristics is
used to understand needs and buying behaviors.

What technology tools are your biggest distractions from getting work done?

GEN Z

GENY




Renters
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W5 Millennial Characteristics

Millennials are primarily defined as the children of the baby boom generation
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Millennial Characteristics

Some Characteristics are Not Correct About All Millennials
= Not Competitive—Everyone Gets an Award

* There are large segments of the millennial population that are very competitive

Significant increase in college and “club/travel”

Half-million students compete in sports-style
sports teams

robotics competitions

Sponsorship Levels — Numbers of Participants

NCAA Championship Sports Participation

—t—Women =i=Men

1990 1991 1992 1993 1994 19% 1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 2005 2007 2008 2009 2010

(Provisional members included from 1995-96 to present)

OMENS
YoRTS
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Millennial Characteristics

Some Characteristics will Change Over Time
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Understanding Millennials

Some Characteristics will Change Over Time

“Less money to spend”

THE MILLENNIAL SHOPPER ‘

According to the Bureau of Labor
105 MILLION
46%

t X . will comprise 46% of the United
Millennials are in the

States workforce—skyrocketing
market today. to 75% by 2025.

Ydo% of male SAY THEY
HIENTTETS WOULD BUY

EVERYTHING
N ol $200 BILLION

Millennials ~ ONLINEIF

THEY COULD. IN ANNUAL BUYING POWER.

Kalu Yala Panama (JungleTown) — Baby
Boomers are spending $5,000 to send their
millennial kids to the jungle for 10 weeks.

k $30 Trillion in assets will pass to
Millennials in the next 20-40 years
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Millennial Characteristics

= Millennials are the largest and most diverse generation

* 44% of US millennials are not white

105
77

Millennials

120
100
80
60
40
20

o

The size and diversity of this generation will make it difficult to make general assumptions about what they
like to buy and how they like to buy

Difficult to Define Millennials

Baby Boomers
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Millennial Characteristics

Some Characteristics Will Drive Your IT Strategy
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Understanding Millennials

Focus on How Millennials Buy

Millennial characteristics that must influence
how you engage:

- The most educated generation and the first True

Digital Natives (mobile devices, Internet, instant
access to information, anywhere, anytime)

* Buy online (Amazon) and use pricing
comparison tools

* Online reviews and ratings influence

buying decisions 100%

- Financial services brand decision Influenced by 233
parents (family) o
- This is the Mobile generation that engaged 20%
with their electronic devices 0%
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MARKETING + MILLENNIALS

watching TV
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Focus on How Millennials Buy

Agents are old, out of touch, & inconvenient
Millennial Insurance Behavior i Insurance Tech Implications

Why do | need to wait more than a few

) _ ; Real-time underwriting
minutes to get an insurance price/quote?

_ _ Electronic signature everywhere
Why should | go to the office to sign paper?

Omni-channel capability
Why do I need to talk to a person?

_ _ _ 24x7 Omni-channel transactions
Why do | need to wait until business hours?

$$$$
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= Direct them to an “actionable” web
page that is relevant to the topic being

= Improving search results in the first

Millennial Digital Strategy

an NTT DATA Company

Customer Experience Starts with the Search Engine

Millennials do not use Bookmarks... They

Google it

Do not just direct them to your home page

searched.

step in removing customer friction

Tech Tip: Make sure your SEO team

understands Google’s search algorithm updates

(Fred, Possum, Penguin, Panda, etc.)
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insurance in mexico $ Q

Todo Maps Noticias Imagenes Videos Mas Preferencias Herramientas

Cerca de 128,000,000 resultados (0.78 segundos)

Mexican Auto Insurance - Mobile Friendly - motormexico.com
www.motormexico.com/ ~
Compare 6 Mexican Auto Ins Co Quotes on 1 WebPage Easy to Quote Buy Print Online
Quotes from 6 companies - Free anonomous quote

Mexico Requirements Why MotorMexico

FAQ

Mexican Auto Insurance Online - Baja Bound Mexico Insurance Services
hitps:/iMww.bajabound.com/ ~ Traducir esta pagina

The easiest way to buy Mexican auto insurancel Purchase and print out your Mexico insurance policy
from our easy to use website. We offer great rates on

Get A Quote - Login - Before You Go To Mexico - Autos & Vans

Mexico Insurance — Mexico Car Insurance | Progressive
hitps:/AMww.progressive.com/mexico-insurance/ ¥ Traducir esta pagina

Get coverage when traveling to Mexico. Make sure you get Mexico insurance for your car, truck,
motorcycle, RV or trailer.

Learn About Mexico Car Insurance | GEICO
https:/Mww.geico.com/information/aboutinsurance/mexice/ v Traducir esta pagina

Get a free Mexico car insurance quote, review your policy details, and purchase online today! Don't get
stranded in foreign country without the right protection.

Mexican Auto Insurance | Lewis and Lewis Mexican Insurance Agency
https:/Mww.mexicanautoinsurance.com/ v Traducir esta pagina

More Mexican Insurance coverage, a superior value, and a great choicel Superb Mexican auto
insurance for travel in Mexico.
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Millennial Characteristics

Some Characteristics Will Drive Your Product Design
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Millennial Digital Strategy

Reduce Customer Friction

5 5 ()/ = Customer Friction is any aspect of customer
0 interaction that has a negative impact on the
of U.S. online adults are likely customer’s experience

to abandon their transaction = The less friction a customer encounters, the more

if they cannot find a quick likely they will continue do business with your
answer to their question or company
problem

= Millennials will consider all non-digital
Interactions as friction

...reduce customer friction _ o |
ints to eliminate del = Determine Customer Friction points across each of
points 1o eliminate delays your critical customer touch points

and engage mi”ennials -‘m
Distribution Underwriting
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Millennial Digital Strategy

Why is Customer Friction Important?

 Among top hotel brands, those with the  Among top retail organizations, those with
lowest customer friction score were the lowest customer friction score grew

twice as profitable as those with 4 times faster than those with higher
higher scores scores

Profit Average

CAGR

=

. >
Customer Friction Score Customer Friction Score
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Generation Customer Friction Factor Scoring

Greatest Silent
Generatlon Generation

“’-‘? - ﬁ:\ { % =
t/ % &

A‘
Customer Friction varies based on generation
Channels need to vary based on generation

Baby Boomer Gen X Millennial Boomlets

Preferred Come See Me

Channel || B Call Me Email Me I’'m Online Text Me I’'m Mobile
Disliked Don’t make Don’t make Don’t make me Don’t make me Don’t call me. Don’t call me.
Channel me go online me go online come over there ~ come over there Ever. Ever.

4

Mobile First Strategy
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Omni-Channel

Shift to a Mobile First Strategy

Millennials will assume they can perform transactions with your
company on their mobile device

To engage millennials, your Omni-channel strategy must be driven
from a “mobile first” approach

* Millennials must be able to eng%age with your business as they need, where

they want, and when they want with no difference in the experience across
all channels

A mobile first strategy should include enabling SMS (“text”) based
customer interactions

* Use SMS to reminder them about upcoming payment, opportunities to
reduce cost, or obtain answers to simple questions

Tech Tip: Do not under estimate the importance of software
performance (slow applications lose customers)

Tech Tip: Focus on Responsive Design frameworks such as
AngularJS, Bootstrap, etc.
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Straight Through Processing

Reduce Customer/Agent Friction in Your Sales Channel

= Automated Underwriting has improved significantly over the last 10-20 years:

= Use configurable rules to manage and automate the new business process
= Automate the determination and ordering of external information

= Straight Through Processing of insurance applications

= Current levels of new business automation will not be enough to attract and
engage millennial buyers

1. True Digital Natives
2. Why do | need to wait more than a few minutes to get an insurance price/quote?

3. No Tolerance for Delays
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Next Generation New Business Solutions

Reduce Customer/Agent Friction in Your Sales Channel

= Combination of simplified product and
machine learning solutions will
engage millennials..

 Lead management applications that evaluate and
engage prospective customers

* Virtual agents to guide product configuration

* Machine learning new business platforms that
evolve product rules based on |
experience as you train the engine

 Electronic policy delivery

Product
Design

Classification

Representation
Associations

= Tech Tip: Al has become the latest IT buzz word
that software vendors are using to label their
products. Many are not real learning systems.

© 2017 NTT DATA, Inc.
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Millennials: Innovation Engine

Take Out Summary

Your assumptions about millennials may not be correct...Largest and most diverse
generation

Implication of the most important millennial characteristics:
* True Digital Natives

« Shift to a mobile first strategy

 Start with new business

Eliminate Customer Friction

« Start with the search engine

» Evolve to a mobile first strategy
* Mobile first must also include SMS (“texting”) with millennials

Leverage next generation technology platforms
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Additional Information

= For additional information go to the following = Sources
website:

_ o * NTT Data Services
http://www.transforminginsurance.com/

* Everis

nce.. © ~ € || | Transforming Insurance

e comScore
* CNBC.com

Inicio Panorama Insurtech Articulos  everis Mexico W everisMexico in everis

aesdarnanao al negocio traaicional.

« Pew Research Center

La Transformacion digital impulsa un nuevo ecosistema formado por compaiiias de
seguros, gigantes de la tecnologia y startups. Insurtech facilita la innovacion disruptiva
a través del uso de intensivo de tecnologia, proponiendo nuevas estrategias y
modelos de negocio, modelos de relacion con clientes y aprovechamiento del big data.

v, {l
~ [ i
S &
InsurTech, los desafios que

« Agency Nation

» Gallup

la digitalizacion al negocio tradicional

« Search Engine Land

* Forrester Research

InsurTech: inversiones, nuevos Registrate y descarga el analisis
jugadores y digitalizacion del “Panorama global de
InsurTech”

Politica de cookies + _ e
o S | i

Utiizamos cookies propias y de terceros para realizar analisis de uso y de medicion de nuestra web paramejorannuesiros servicios:Sicontinua:navegando, consideramos que-aceplaisuyso. Puede

cambiar |a configuracion u'ebtener mas informacion OK

21 © 2017 NTT DATA, Inc.
)



http://www.transforminginsurance.com/

NTTDdATAa 4 ﬂ

Services

an NTT DATA Company



@ an NTT DATA Company

‘h
R
e

\_ 2

\\ |
‘- \
3,

THANK YOU

: | mm,mc.‘**f N | ’ » . :




