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Current State

‘78% believe Life Insurance is 

important

42% believe their insurer will 

be there at the time of need’
PwC survey of 2,002 respondents 

(representative sample of Australia), April 

2016



You can’t buy trust
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By law…

•Insurance Contracts Act 1984 s13

•a statutory obligation on both 
parties to act with the utmost good 
faith 

Insurer

•Superannuation Industry 
(Supervision) Act 1993 s52 (2) (c)

•to perform the trustee's duties and 
exercise the trustee's powers in the 
best interests of the beneficiaries;

•(d) (i) to give priority to the duties 
to and interests of the beneficiaries 
over the duties to and interests of 
other persons

Trustee

•FoFA: Division 2 of Part 7.7A of the 
Corporations Act 2001 (Cth)

•act in the best interests of their 
clients (section 961B) 

•prioritise the client's interests 
(section 961J).

Adviser



Festival of Life Insurance



16 March 2017, ASIC Deputy Chair Peter Kell
acknowledged the “intense media, 

government and regulatory scrutiny in relation 
to conduct and culture concerns” 

“one pleasing aspect of this is a positive response 
from many in the industry to address the concerns 
that have arisen. An example is the launch of the 

Life Insurance Code of Practice in October last 
year, which has sought to lift standards across the 

industry.”

She’ll be right



Rubber hits the road



Up to scratch



Take your money and run



As good as new
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Poms know their onions



Ice is dangerous



Good work 
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Sunsuper

VicSuper

PSSap Catholic Super

AustralianSuper
$48,900

$309,000

$162,500

Any, rehab

50% +15.4%

2 years3 months

90 day 

WP

5 year

BP
24 months60 day 

WP

Own

75% +15.4%

Day 0 Year 1 Year 2 Year 3 Year 4 Year 5

$40k$40k $40k $40k $40k $40k

5 years3 months60 day 

WP

$3,000

Own for 2 years, 

Any for 3 years

3 years

60% of 

$201k
40% of 

$201k

$2,500

Own occupation

3 months

$3,000

Own occupation

2 years60 day 

WP

*Age Next 35 Default comparison 



We’re in this together
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Strength in numbers
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Nothing like a good friend
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Cull your Facebook friends



Charity case



Split the bill

http://www.google.com.au/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwinoaPo38PTAhXqgVQKHVy3C2sQjRwIBw&url=http://www.chamonix.net/english/transport/car-sharing&psig=AFQjCNGz0T_c6UXEm1H-tZsRIlkKq6arJg&ust=1493351697348290


Sources: Pacific Life Re and Maurice Blackburn research into impact of advertising on claims notifications

Melbourne: Maurice Blackburn Advertising Impact on Super Inquiries and Insurance Claims notified

Designated driver
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Name the time and place
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3 second wonder



Someone else’s shoes



Pre-existing Condition exclusion
vs Limited Cover vs New Events Cover

Do you speak Klingon?

Income Protection vs 
Group Salary 
Continuance

Person Claiming 
vs Claimant

Unable vs 
Unlikely

Who is the…?
• Fund
• Trustee
• Insurer



Play to win
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Awareness of 
cover

Fun to be 
underwritten

Ongoing 
engagement

Reduces risk 
behaviour



Fighting fit



The good, the bad and the ugly
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Case study: leading North American health insurer sought to help patients manage their 
treatment programs for serious long-term illnesses, involving regular, scheduled calls from nurses 
over several months.

Source: Richard B. Chase and Sriram Dasu, “Want to perfect your company’s service? Use behavioural science”, 

Harvard Business Review, June 2001, Volume 79, Number 6, pp.78-84

Get bad 
experiences 

over early

Break up 
pleasure but 

combine 
pain

Finish strong

Give them 
choice, so 
they feel 
more in 
control. 

Let them 
stick to their 
habits rather 

than 
unexpected 

change



Above and beyond
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Medical 2nd opinion

• Support to ensure 
best treatment for 
the customer. 

• Can obtain from 
medical centre of 
excellence (e.g. a 
specialist in 
Singapore)

• Important at no 
cost. Undertake in 
cashless way for 
customer. 

Concierge

• Use of a third party 
administrator to 
efficiently handle 
the process of 
getting a second 
opinion, confirming 
diagnosis and 
recommending best 
treatment options.

• Removes 
administration 
component from 
customer. 

Overseas treatment 
recommendations

• Best treatment often 
in Singapore, 
Bangkok, Australia 
or US. 

• Can assist with end 
to end including 
flights and 
accommodation 
bookings. 

• Focus groups identified that money is a secondary concern at these 

difficult times – people focus on their health, their family and their future 

prospects. 



Industry

Embrace Regulation

Offers that meet customer 
needs

Engage in the customer’s 
language and channel

Focus on health and wellbeing

Actuary

Take a leadership position

Challenge the business - learn 
from other industries/countries

Give credit for positive steps

Think differently, Act differently


