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Bancassurance - What lies ahead

Digital technologies are disrupting the
traditional bancassurance business
model. This disruption is forcing
bancassurance entities to re-imagine
how they will interact with customers
over digital channels. The new high
tech solutions that are emerging are
ones that are low-touch business
models that aim to convert bank
customers into insurance policy holders
by capitalising on insurtech solutions.
To succeed, bancassurers will need to
make strategic co-investments to
achieve growth with the
bancassurance model by co-investing
and harmonising the capabilities of both
the bank as well as the insurer with the
common goal of enhancing customer-
centricity.

Bancassurance sales account for
almost 55 percent of the business in

the life insurance industry. These sales are likely to be significantly impacted as
a result of the COVID-19 pandemic that is sweeping across the world. With sales
taking place through bank branches where dedicated personnel engage with bank
customers to introduce and sell insurance policies, the pandemic has come as a
body blow. As a result of COVID-19, banks introduced social distancing measures
to ensure the safety of their employees as well as customers. This resulted in a
far less personalised interaction with customers who were especially anxious to
transact only their specific task at the bank and exit the premises immediately
after.

A huge number of customers have also preferred to
transact their banking business online from the safety and
comfort of their homes and this has resulted in a drastic
reduction of footfalls at banks. In India, moneycontrol.com
reports that according to their sources, “the government
has asked banks to strictly adhere to rules and not engage
in non-core activities like sale of insurance at the
branches until the lockdown is lifted.



Despite the strain placed on bancassurers as a result of COVID-19, they will need
to carefully consider and plan for investments post the pandemic. These strategic
investments are of prime importance given that most bank customers are shying
away from face to face interactions at banks and prefer the convenience and
flexibility of digital interventions that meet almost all of their banking
requirements. Of late, both bankers and insurers have looked to leveraging the
personal information of customers in order to provide them with products that are
more personalised. While this move is one that is different to the traditional
models of banking or insurance, it allows for a significant transformation in the
business model – one that has enormous potential and promises to create a more
targeted and relevant engagement with customers. A leading bancassurer in Asia
has been actively working on a simple, purely digital solution that is unmatched in
the market in terms of value for money and ease of online application.
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While going digital is undeniably the main focus, what cannot be lost is the need
to retain customer-centricity at the core of the digital transformation. Many
bancassurance executives believe that up to 15-30 percent of the premium
generated through the bancassurance channel could be from new digital
channels in the near future. The main areas from which this growth is expected
are from the mass markets of health products and simple protection products.

What customers very clearly desire is the
ease of access, quick responses and their
critical data easily available. The provision
of enhanced customer experiences (CX) in
the insurance sector will continue to drive
technology change in the coming years,
including a wider use of blockchain-
enabled bancassurance platforms. These
platforms allow the insurer and its bank
distributors to share and utilise policy data
and digital documents in real time,
streamline the on-boarding process,
improve transparency, and reconcile
commissions automatically through smart
contracts. Although this may sound
futuristic, we have already seen
successful implementations in the market.

The bancassurance move to the digital
channels will allow for a lower cost
structure for the untapped market. This
factor will enable the bancassurance
partnership to expand their target
customer segments in a more scalable
manner to smaller sectors as compared to
the previous understanding that those
sectors were not viable due to low ticket
size versus high acquisition cost.



Bancassurance was all about
network, less about digital
Traditionally Bancassurance was a preferred channel for non-life products.
However, Bancassurance debunked trends to account for 30 percent of total new
life insurance business by 2019.

Banks have been slow to sell bancassurance digitally. This disparity may exist
simply because, with rare exceptions, banks do not offer these products digitally.

Finalta’s survey of 118 banks around the world found digital bancassurance
channels accounted for 19 percent of bancassurance non-life sales (up from 12
percent in 2015). Meanwhile, digital bancassurance channels accounted for only 2
percent of life sales, where branches and physical advisers remain dominant (85
percent of sales in 2017).

Bancassurance
productivity in
Asia – Leaders
vs. Laggards
Base on new business
avg. Productivity per
branch (2018)

-10x

Vietnam

Note: Productivity figures are based on outside-in estimates basis public data to arrive at directional
productivity difference. Comparisons are between established banks. Source: Regulator data, Press run,
annual reports, expert opinions, OW analysis.
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The current state of bancassurance
Most banks especially those located in the Asia-Pacific markets have traditionally
focused on selling life insurance products rather than non-life products. This is
because life products generally have a higher average sale price and higher profit
margins than most non-life products. Due to their close affiliation with
investments, life insurance easily fits into the bank framework and portfolio of
offerings and this also serves to make it a natural focus for banks. With a view to
offering tax benefits, banks also promote life policies with a built-in cash value as
an alternative form of investment.

Not many banks have explored the entire depth of auto and commercial lines of
insurance though many have fared well with combining home insurance with their
mortgage products.

Bancassurance is now the source for 30 percent of total new life insurance
business. However, the share of bancassurance as a percentage of the bank’s
total customer base remains at a low level. This presents an enormous
opportunity for banks to increase their bancassurance sales. Digital tools hold the
key for bancassurers to successfully grow their sales – whether in life or in non-
life products.

How insurers can re-ignite Bancassurance
The new normal on CX needs to be collectively enabled between the Bank and the
Insurer with a clear understanding of the shift in customer needs and behaviour.
There needs to be a concerted drive to enable a behavioural change in employees
starting from the customer experience mindset by finalising and implementing the
right business strategy with a continuous monitoring of outcomes and re-
factoring feedback to re-align strategy as required.

The following steps need to be followed to ensure that the solution is properly
strategised, deployed and managed:



Co-Invest in a common CX
strategy
Co-investment in the end-to-
end capabilities with a
common goal of enhancing
Customer-centricity will be
the way that bancassurers
need to go.

Leverage the power of data
to address customer needs
better
Wealth managers, banks
and insurers must harness
their data and analytical and
digital capabilities to
effectively manage a
multichannel distribution
model.
.

Embed digital business
models
The bank partner must build
insurance knowledge into their
customer profiling and lead
generation analytics, while the
insurer partner must provide
insurance specific models and
campaign insights.

Think of in-branch
experiences differently
While the pressure will
continue, the best response
isn’t to cut back towards zero
branches. Take a digital-led,
modular, globally standardised
and locally-flexible approach to
offerings

This will allow insurers to:
• Target the right customers at the

right time via their trusted digital
banking platform with the most
suitable insurance product

• Factor potential in-bank experiences
to create a source of differentiation
and competitive advantage with
customers compared to their digital-
only challengers

• Manage the overall business and
systems architectures on a cross-
channel global basis. Go beyond
regulatory compliances.



Defining
experience
s across
the
customer
journey
AI-driven
bancassurance -
Proactively identifying,
underwriting, and
selling to the partner
bank's customer base
via analytical models
will create cross-sell
opportunities.

A strategy and target CX must address
changing customer preferences and
expectations in a digital world:

CONNECTED
▪ Always connected, always on
▪ Switched on multiple devices and channels
▪ Wants to interact with companies in his digital

environment

SOCIAL
▪ Relies on “wisdom of crowds”

(social media, blogs….)
▪ Wants to be able to share and

learn

SWITCHERS
▪ Have switched partially or

completely in the last 6-12
months

EXPERIENTIAL- INSTANT
GRATIFICATION
▪ “unique experiences” personalized

to their needs and preferences
▪ Willing to share data to review

personal advice & coverage

PROVIDE PRICE CONTROL
▪ Looks for what he wants,

whenever, wherever - often
on the go

▪ Wants to be in control

INFORMED & SELF-
DIRECTED
▪ Wants access to relevant

content in real-time
▪ Used to instant

gratification

Customer

72%

47%80%

34%64%

44%
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68%



Bancassurance – What’s in it for banks?

Specialized Training for Tellers and Branch Staff
Banks enlist the help of insurers to develop and launch attractive
incentive plans & provide them with specialized training. In this way,
banks would be able to keep their employees motivated, and help them
build the skills needed to sell bancassurance products.

Cost-effective Use of Existing Resources
Banks use their own, existing premises and employees to sell the
bancassurance products. There is no additional cost involved in
infrastructure or facilities. Insurers also help banks to package products
attractively and train their employees as well. These factors help reduce
costs significantly for both insurers and banks and help improve
profitability. The ROA for banks is also increased.

Improved Profitability & Non-interest Fee Income
In bancassurance models, banks generate risk-free income by way of
commissions from insurance carriers. Many studies done in the Indian
bancassurance context prove its positive impact on the profitability of
banks.

Customer Loyalty and Retention
Banks add to the portfolio of offerings that they have for their customers
and by providing an integrated financial services solution, they improve
customer relationships and build customer loyalty and improve customer
retention levels.

Increased Customer Lifetime Value
Increased loyalty and retention brings a higher customer lifetime value
(CLV) per customer which is a very important metric for banks.

Diversification of Customer Portfolio
Banks already have a relationship with their customers selling them an
amalgamation of financial products. With Bancassurance, insurance is
added to the mix, diversifying the customer portfolio.

Access funds
The banks have greater access to funds that would otherwise be kept
with life insurers, who sometimes benefit from tax advantages that
accrue as a result. The availability of real-time, authentic customer
financial data from banks allows insurers to segment customers more
appropriately and to develop and fine tune specific insurance products
for each refined customer segment.



With the disruption of traditional bancassurance business models by digital
transformation and emerging technologies, there is a unique opportunity for the
bancassurance sector to configure effective customer engagement through
digital channels. This will require both banks and their insurance partners to
transform their business models, and adopt a digital ecosystem approach in
alignment with a common business strategy.

There are many successful instances of
deployment of technology in the Bancassurance
channel. An example is cited of the success of a
global bank for their bancassurance partnership
with their Asian partner bank where they have an
instant claims payout for travel insurance claims.
In the Asian market, they developed and
launched an application user interface (API)
where their corporate clients can plug in to pay
their retail customers. After implementation of
the API, they have experienced the claims
processing time dropping from an average time
of between five and seven days to just a matter
of minutes. Their travel insurance is now being
distributed across their partner banks’ various
platforms including the banks’ very popular
banking app.

24% 22% 21% 19%

5% 5% 3% 1%

Global Top Profitable Bancassurance Products
Respondents were asked to specify their top 5 profitable bancassurance products

Life products
E.g. Term Life,
Whole Life, UL,

etc.

Living benefits
E.g. Cancer or
disability,

Accident, etc.

Credit-related
products

E.g. Mortgages,
Loans, Credit
Cards, Credit
Life, etc.

Savings products
E.g. Annunities,
Endowments,
Unit Linked
Investments

Unemployment
Retrenchment

Health products
E.g. Hospital
Cash, Surgical
Cash, etc.

Funeral Travel



In another instance, a European bancassurer faced challenges of price
competition in similar products, limited insurance information with bank advisors
and the challenge of banks to easily integrate an insurance product into their
existing process. Using advanced analytics and predictive analysis of the
voluminous data available with the bank, a bundled solution was created. This
consisted of two new products offered to customers when purchasing residential
property. The first of the products provides comprehensive protection for the
property insured while the other product ensures that the mortgage continues to
be paid in case of an unforeseen event such as death, unemployment, or
separation. In six months of its launch, the bundled product saw around 90
percent of customers give positive or very positive feedback with 75 percent of
them setting up an appointment. And, a total of 40 percent purchased at least one
insurance product.

Neutrinos is a one-stop platform for bancassurance with MXDP capabilities for
true omnichannel experience. From Marketing to Sales, Onboarding to Service &
Delivery and on to Renewals and Retentions, the Neutrinos team has proven
expertise in developing effective solutions for bancassurance. Driving increases
in customer interaction, co-creating experiences and using digital to reinforce and
leverage the benefits of emerging technologies, we provide our clients with a
combination of experience-driven bancassurance solutions and powerful low-code
platforms that help bancassurers to rapidly roll out their CX strategy. Talk to our
experts today.



Reach out to our experts today.
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Neutrinos is a Multi-experience Development company that offers a
platform to ideate, transform, and build complex enterprise
applications within days – or sometimes hours. Neutrinos is
headquartered in Singapore and has operations across South Africa,
South East Asia, India, and the USA.
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