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Q1: 1. End of Insurance As We Know It - Your new book. Still in the launch phase, and it’s already No. 1 on the Amazon Bestsellers list of property insurance books. Can you tell our audience what’s in it, and why they should buy it?
Ans 1: The reason the book is called “The End of Insurance As We Know It” is not to say that insurance is going away, at all, as a product. I do think, and I talk about this in Part 4 of the book, that you could design something that is similar, that provides that downside protection. I call it a kind of a risk transfer product, right?

So it has elements of insurance, but it’s not insurance... so I absolutely believe that there is a way to build a better product that may be much more applicable in some, if not all, scenarios in terms of trying to appear like the entity of... what is insurance at its core.. it's really to provide that negative downside financial ruinous event from happening.

So I'm...not that insurance is going away. There's still a need for the product whether we call it insurance or whether a risk transfer product or whatnot kind of remains to be seen. But that fundamental need is not going away. At the same time, all these technologies, so much money pouring into this space, so many bright people thinking about this from around the globe.... Insurance has so many opportunities, and I talked to a lot of insurance executives - they recognize the change, but they think it's going to be a decade or more, you know…

And it's very convenient if you're planning to retire in the next three to five years, and insurance does tend to skew to be an older industry, to kick the can down the road. And so my key message to traditional insurance agents and brokers and carriers is - the speed of change is accelerating. You see it all around you in other parts of your life. It is coming to insurance. And this is not stuff that's going to happen eight to 10 years from now. It's happening now - in the next six months, in the next year and the next two years.

And I started the book by talking about an analogy of going on a road trip with my dad, to go visit his sister. My dad's elderly - he’s 84 years old, and so I agreed to drive him halfway across the United States to go visit his sister for the last time at her farm in Upstate New York from Texas.

And he went and he got paper maps and he's trying to navigate me with paper maps and I've got a G.P.S., and he's talking to me that you shouldn't go on this road because they have a lot of trucks, and that you know, when you get behind a truck and it'll be really slow and so you know you should take this path that’s less traveled instead, and I told him - “but I have G.P.S. I can have the Google map, and I can tell you that this way is 3 hours faster - I have hard data, I have hard numbers, I have evidence. I don't have to... look at a paper map and I don't have to speculate as to which the faster way now as you might have in the past. I don't need your conventional wisdom. I have better technology that can definitively answer this question.” And he kind of refused to believe it - refused to kind of believe the G.P.S. could lead to a better decision, a better outcome.

And so I think traditional insurance players that continue to rely on paper maps rather than G.P.S. are doomed to fail - they're really... it may not happen tomorrow, it may not happen next week, but that is the path to irrelevance. And so you need to understand these new technologies are out there now.

You need to understand which is ready for primetime now, like AI that need to be a core part of your strategy, and automation and others. And then you need to understand things like blockchain that are not quite ready for primetime yet, but are going to be soon, and the potential is huge to me to make that initial investment now.

And I also make one final point in the United States, and I think this may be true in 2 other countries as well... not every country certainly. But in the United States, I look at the top 10 P&C carriers - the youngest P&C carrier in the top 10 was founded in 1937 - over 80 years ago.

And if you look at almost any other industry, you would not see that the youngest person that was in a top 10 position in that industry was founded over 80 years ago. There's so much dynamists here in the economy in the US and elsewhere. And so the question is, you know, 20 years from now, are we still going to see that company, you know 80 years old or older or.. all dominate the top 10 - and I don't think that's the case.

I do think you're going to see a new company that started in the next… has started in the last five years, or will start in the next five-10 years - will be in the top 10 in 20 years and so that's really...we’re facing the inflection point. We face a tipping point. This is coming much faster than people realize in the traditional space. And so it is the end of insurance as we know it. We haven't hit that tipping point... that inflection point yet, but we're rapidly approaching it, and everybody needs to understand that - because it has profound implications for the insurance industry.

Question 2. How did you get into insurance? You started off with banking, I think. So how did you get into insurance, and what made you cement the choice - that this was the career you wanted?
Ans 2: I was an economics major at Michigan State University and after I graduated with my economics degree, I went to work at the Federal Reserve Board in Washington D.C., which is the central bank of the United States, and worked with Alan Greenspan at that time who was the chairman. I worked with the PhD economists to analyze banking markets, investment markets to help them determine what they should do with interest rates and the health of the economy. 

I moved to San Antonio, Texas for personal reasons. My college sweetheart had moved down here, and so when I moved down here a friend of mine advised me to get on with a company called USAA. And so I worked there as a temporary employee for six months and I left and I worked for an investment broker at Citigroup for six months. But I had the opportunity to go back to USAA, and USAA is a very large insurance property and casualty carrier that does personal lines of auto insurance and homeowners insurance for military members and their families. And you know, even when I had started there, they also have a bank and they have an investment company, and so I always wanted to, kind of, get into the bank or see the investment side of things because that's where I had started. But I stayed in the insurance side of things and got more familiar with insurance. I realized that it was inherently much more interesting and much more complex, and the problems that you had to solve was much more interesting to me, at the same time that the product itself fundamentally helps so many more people - because insurance is there in people's greatest time of need - when they’ve had some disaster or devastation. Something's happened to them that's really terrible, and they need help in their greatest hour of need and that's the promise that insurance has. 

So I loved that... and I actually spoke with a gentleman from India, and he had said he always wanted to be in insurance ever since he was a boy, and I asked him why? And he said “because “when I lived in India we had a typhoon that came ashore in my hometown and wiped out so many homes and so many businesses and we didn't have any insurance, and everybody had wiped out their life savings and had to start fresh again.“ He said if we had such a wonderful product, it would have helped us much more in terms of the covering, everybody getting back on their feet. And so once I discovered that insurance has this quality, I knew that that was the industry I wanted to be in for the rest of my life. And that really resonated with me as well.

Question3: Moving forward 20 years, and you announce (on LinkedIn) your plan to quit your job at USAA. What’s interesting is that the post generated over 100,000 views. Who are all these people who know you, and how did you become “The Most Interesting Man in Insurance” and such a huge insurance industry influencer in these 19 years and 7 months that you worked at USAA?  
Ans 3: So I've been fortunate that, in my career, I specialized in underwriting for most of my career, and specially catastrophe underwriting. So riding in areas that are prone to typhoons and cyclones, tsunamis, earthquakes, wild fires or bushfires, you know, all sorts of perils, and so I didn't want to look at just the numbers and just the statistical models and the pricing and underwriting. 

But I actually wanted to go see these things. I wanted to talk to the geologist and the fire ecologist and the meteorologist and also the scientist that studied this. And so I had some great experience, you know, seeing some of the lava flows in Hawaii, and going up in a helicopter in San Diego and seeing what the firefighters see, now going to the National Hurricane Center and having them describe what it's like to have a hurricane and having to shut the doors to keep the hurricane actually out while it's passing over the Hurricane Center.

And so I’ve just had all sorts of wonderful... you know, I've been interviewed many times on TV and so I just got very fortunate my career to have some of these very interesting unique experiences in insurance, and I have been very active on social media for over 10 years and I would just kind of post, you know, my thoughts on insurance and some of these experiences that were there were really neat and wonderful and compelling, and kind of have grown a following since that time. And it's amazing that people from all over the world know who I am, and leaving USAA now and coming out with a book, I've had over 40 countries have visited my website, to kind of investigate the book. 

I just saw a post today from somebody in Australia that was very happy that he was able to get a copy of the book. I had somebody in Mexico that was able to get a copy of the book. I've been asked if it going to be translated into Turkish, because I'm going to Istanbul in a couple of weeks to speak at a conference there.

And so, yeah I think just a lot of sharing my experiences online over social media has really resonated with so many people and not just at my company and not just in the United States, but all over the world. It's pretty pretty incredible, and I love meeting people that say you know I know you from online and that followed you post and thank you so much for everything that you share, keep up your great work.

Question4. Talking about claims, If only 5-10% of Insurance filed claims, how do you provide value (apart from peace of mind) for the remaining 90-95% of insurance buyers? Seems like they don’t quite get what they pay for. 
Ans 4: This is exactly the point I make in the book, that you know the remaining 90 to 95 percent of people really aren't seeing any value out of it. They're paying the money but they're not getting any value out of it. The value is the means to the end. The ability to show somebody that you have insurance coverage if you need to. Sometimes it's required by law. It's required by the bank or somebody like that. And so you've got that piece of paper that you can kind of show your proof of insurance, but otherwise it's you know - potentially it is a piece of mind or it's very prudent you know that that thing didn't happen this year but you still keep the policy because a bad thing can happen next year. But this is exactly my point in the book, is that, you know, it's not very valuable. Most people don't see any value for that money that they paid in. The money that they paid is often quite similar to what you might pay to rent a place to live or to run your electricity or pay your water bill or those things that you see tangible benefit from, you know... if I don't pay my water bill, you know. I don't get water in my taps. I can't use a toilet. I see benefits for these things. 

And so for insurance you know, and I do think that - this is part of the big challenge for consumers - is that they want to be able to understand what they're getting for that money. A lot of insurance companies now are talking about being partners, providing services you know if I can detect water leaks or I could tell you how you're driving. I can tell you that you know your plumbing needs to be replaced, or give you some feedback on your driving to make you a better driver. 

And these models are very interesting, to think that there's going to be much more engagement with a customer rather than, you know, a once a year renewal or maybe at claim time we interact with the insurance company. But I think that consumers are used to working with their insurance company in that way. So I actually think that startups have a much better chance of making these types of models work, because they the consumer doesn’t have a preconceived notion of them, and how they should interact with them, in the way that they do have a preconceived notion of how to interact with an insurance agent, the insurance carrier and they're kind of accustomed to that very limited interaction, until they try to have, like, a lot more interaction to be your partner, to support you or be support your lifestyle. I think these are things that are going to be very difficult for traditional carriers to change the engagement model with their consumers. Not impossible. But I think it's going to be much harder than most traditional agents and carriers realize.

Question 5. Little more about claims – Customers are broadly aware of their coverage, but a lot of claims get rejected, and a smooth claims experience is the most important part of the whole process. How do we solve this challenge of better educating customers about the coverage they’re getting, or not getting?
Ans 5: Yeah, I think this is a great question, and this is where I like the possibility of parametric insurance. So parametric Insurance works by a trigger. It trips some parameters. It trips. And then the contract pays out a fixed amount. It doesn't matter how much was damaged. It's not based on an indemnification model that insurance was typically based on. So for investment, right? When you make an investment, you understand that I could lose money or I could gain money from that investment. Insurance is explicitly been set up so that you're supposed to be back.. put back to your pre-loss state. No better, no worse. There may be some deductibles or some other things that come into that, but for the most part it's meant to not be speculative, right?

But the challenge is, it's very difficult and expensive to determine, you know, what caused the loss? Like, what actually caused it - Is this cause covered, how much is the damage, what do we owe? So parametric insurance tried to solve that problem by kind of saying, “hey! I'm not gonna worry about indemnification, because that's very costly and very time consuming and expensive model and weeding out fraud, and you know.. taking forever to try to get people money that really need it if they have a legitimate claim.” So parametric insurance is when say you have a hurricane or cyclone insurance, and so the wind speed you know if it's over 120 kilometers/hour, we're going to pay out this amount, and if it's over 200 kilometers per hour, it's the other amount - higher amount. 

And so you know, based on objective measures, whether or not that wind speed was tripped at that location. And to think about in the United States, Puerto Rico got hit by Hurricane Maria. So it's an island, it's a very remote part of the United States, it's not even a state. It's a territory, and catastrophe five cyclone goes over it. Very, very devastating. And it took a long time to get people out to the island, to assess all the damage, but we knew what the wind speed was from weather stations. So if we can just see the observed wind speed and we can model that wind would cause this type of damage to these types of buildings, and just pay out instantly, we could have gotten cash in people's accounts right away and simplified it. 

So I think that the number one thing is actually to continue to push to simplify the product. Insurance has been forever about educating consumers, and I just think that’s the failing strategy. So for the short term - Yes. You know a thing that we can do to educate consumers about the product they have is better than not educating them. But I think the ultimate solution is they shouldn't have to be educated. Consumers are very savvy at a number of products that are inordinately complex. But driving a car is really a complex process. But all you need to do is move the wheel and press the gas or the brake. It's very simple for consumers to understand it, to drive the vehicle. We need to make insurance that simple as well.

Question 6: It’s complicated - That’s the title of Chapter 4 in your new book. So, how do we simplify insurance purchase for the customer, and sales for the insurance company and their agents?
Ans 6: I think there is much… I talked about parametric insurance. I think there are some other ways to make it simple. So insurance very... in its infancy, and I look at a lot of insurance carriers that have very compelling, foundational stories. If you ask, how did this insurance company get started? Often times, it was a group of farmers or a group of laborers, or for the USA, it was a group of military officers that couldn't purchase insurance anywhere else and so they decided to insure each other. It was very much a..So today we call that peer-to-peer insurance, but back then they didn't have that term. But it was just - I have something in common with these fellow.. farmers or fellow laborers or fellow military officers. And so we trust each other and you know we are probably exposed to similar risks, and so you know we're gonna be there for each other, and I think there's we need to get back to the roots of insurance. 

Again, this is where I think a lot of countries that traditionally have not had a robust insurance market and don't have a ton of laws and regulations on the books, and a lot of kind of legacy things that are really kind of holding insurance back and make it very difficult to change. I think you can actually quickly get up to speed, to have a very robust insurance market or possibly even exceed what we have in the United States and Western Europe and other countries, and there's still much more now you can do with mobile phones, with 5G technology, with mobile payments that we see in other countries that - I think there are definitely more simplifying ways, especially with big data. I don't need to guess at how much you charge. I have now sensor data to actually directly tie to behaviors into loss events, and things like that. 

So I think a lot of these technologies are going to make some of the questions we try to answer in insurance that had been so bedeviling over these years, to be much more straightforward to answer, and therefore the opportunity to make it simpler for customers.

I think when you start off with a few hundred years of history, and you've got all this edifice and there's this complexity, it's hard to strip all of that away. So it's actually easier to kind of start when you don't have... if you live in a country that doesn't have as robust an insurance market. I think it's actually easier to...in today's world with today's technology of how you would create an insurance market in your country. And I think those that have a robust insurance market need to completely rethink insurance. There are absolutely ways to make it simpler and a whole host of different ways. And it's a lot of legal contracts and regulations and old business processes and methods that really get in the way of simplification. And so I think there is a responsibility all around the globe to kind of just rethink insurance. 

Question 7. What, in your opinion, is the future of insurance and insurtech? There’s a wave of digitization ongoing, and large players in other industries (ride-sharing, real estate, SMEs) are entering the market at scale. There’s blockchain, AI, micro-insurance, APIs, wearables and connected insurance (telematics), and a lot more. Which new technologies are going to be part of the future of insurance in 5-10 years?
Ans 7: There's two different categories that I would put things in. I would say there's technology that's ready today and there's ready technology that's going to be ready tomorrow or in the near future. So let me give you an example. So A.I. That's a ready now technology. My daughter just turned nine years old today. She has an Amazon Echo in her room and she asks Alexa every morning what the weather's going to be, so that she knows what to wear a school - whether she should be wearing short sleeves or long sleeves. She just likes to play music or she's in her room and a whole host of different things. This sounds very futuristic, but this is here today and it's simple for a 9-year old child to use. 

And so I was at USAA and talking with the Chief Underwriting Officer who is looking to improve productivity in the underwriting department by five or 10 percent, by looking at business practices and trying to become more efficient and shaving a little bit here and there from a mountain of business practice management. So I was talking with him talking, with some folks from our innovation team, our I.T. group, and we felt very confident that we could actually increase productivity by 50 percent, using A.I., basically using existing processes just having AI in the background and then improving on it, and the whole idea to be able to have a 60 percent productivity improvement in 12 months, meaning that other people were going to have to find new jobs and new things to do. It was almost too good to be true. 

It didn't seem believable, and it was kind of put off, and they just kind of wanted to continue down the path of the 5 percent improvement, and so I tell people there's a failure of imagination to serious technologies. A.I. is a famous thing, that is a core thing that needs to be throughout everything that you do - in pricing and underwriting and marketing and claims today that’s here today - technology that's used in other industries. 

Other things like blockchain, I think have a ton of promise. So much of insurance is about forms and paperwork and double checking things and having to work with other parties. You know, it's not just you and the insured - that’s the person you're insuring - that it's the person that may have hit them - if they can, they claim it. There's other medical providers, and the body shop that’s fixing the car and all these kind of parties when you get involved in the claim and there's all of these you know checking they did you really own the item is the item really worth what you say it's worth. Did the loss occur that that blocking there's a lot of promise for that. But I look at all the crypto currencies that are supposedly immutable records and they've had to have these hard forks and you hear that they get hacked into and other stuff so it's kind of one of those it's not ready for prime time as it relates to insurance that doesn't mean we shouldn't be looking at it. And I also think with block that having a private bar chain does it help you a great deal. It's not that different from having an encrypted database on your own but when there's an industry standard out there as it relates to block chain that could be enormously beneficial. You know there's only one internet there's not you know 30000 different Internets that we're all kind of using right. And the Internet is a much more powerful network than everybody's own kind of virtual private network behind their firewall. So I think those you know I could go on and on. But I think that's really the key is looking at a lot of these technologies and saying you know what's really for primetime now. I mean I think there's a few that I could avoid but there's many more that are going to be much more applicable for insurance in the next two to five years and you need to be exploring this technology now and understanding the nuances. They're not a panacea. It's not going to solve every problem but when deployed thoughtfully can make a revolution in your business practices.

Question 8. Should technology providers compete or collaborate - become insurers or help digitize the carrier’s operations and send them customers. If you want to compete, what is the best way to do it, and how hard (or easy) is it, for a tech startup to become an insurance company? 
Ans 8: This is a really great question. So it's interesting. I think there was...I was talking with some folks in San Francisco about this a few weeks back. We kind of have Insurance 1.0., I would say, which was... all these venture capitalists and startups saying - What... insurance is this stodgy old industry, that it's very inefficient and we're going to completely disrupt them the way Uber disrupted taxis, and AirBnB, you know, disrupted the hotel industry. And they raised a lot of issues because, there's a lot of regulation, like you know, insurance is a legal contract so there's a lot of law, that involves a lot of attorneys, regulations... that the product - like I said, that we don't even know if it's product or service. So it's it's much more inherently complex than trying to get a ride from point A to Point B and you can rent a car, you can order a taxi, or you can now do ride sharing with Uber and Lyft - and stay with a hotel, as well, you know you could stay at a Bed and Breakfast, or you could stay at a hotel, or now you could, kind of, you know rent somebody's apartment or their B&B. 

Insurance is a much more complex transaction, complex process. It's much more sticky, if you live with it. It’s not just one ride or one night stay. And so I think as people get into it, they understood these complexities, right? Over the past three or four years.. And so insurtech 2.0 now is all about partnerships and you kind of see this... I think I mentioned in the book that over 90 percent of people surveyed by McKinsey said that they were either looking to collaborate, kind of enhance the existing value change, or do some have a disintermediation to simplify the value chain, but still partnering with traditional players. Less than 10 percent were actually looking to compete with traditional entities, and so I think that's the buzzword I hear all over the industry today is - partnership, partnership, partnership. 

I do think that has its limits. I also hear a lot about pilot purgatory. You know we never get beyond the proof of concept phase. I see a lot of press releases, but not a lot of change. And I've even heard in insurer out there claiming one benefit when they're actually doing something entirely the opposite, and there's a lot of smoke and mirrors as a lot of misinformation out there. 

I hear a lot from startups that they work with a traditional carrier for 12 or 18 months and they do pilots and they work together and they think they're going to find a big deal only to get left at the altar - you know for that big company to kind of walk away.

And I tell startups all the time that even if you're looking for revenue and you're looking to scale, your time is still the most valuable resource you have. And your time is worth something. You should never give anything away for free, and you need to understand who's serious and who's just kicking the tires and who just wants the buzz or to be associated with a startup and be able to say they're innovating versus who's truly interested in fundamentally disrupting their company and doing what I would call true innovation. 

So I think we're going to eventually get into Insurtech 3.0 where companies, having learned a lot about insurance as an industry and how it works and all the regulation for insurance, and why insurance is different than other industries, and they're going to understand when partnerships matter, but they're also going to understand where the areas to compete are, and they're not going to spend 18 months negotiating with every single big carrier. That's just not a sustainable business model. You can't drag out that long and you can't be so dependent on getting a huge contract or having nothing to show for it. 

So I think insurance startups, I'm sorry, tech startups are getting much more smarter about insurance, much more savvier, and I do think you're going to see more competition than what you see today. And frankly, that is one reason I wrote the book - is to help arm venture capitalists, investors, founders, startups with some of the core basic insurance information that they need to be successful in this space even if they want to compete.

Question 9. What are the top areas of opportunity today for innovation within the insurance industry? Claims automation to reduce the time and hassle customers face seems like a no-brainer. What else is an area where there’s an urgent and pressing need for improvement? 
Ans 9: That is spot on with the claims, and starts with the claims expenses. You know, they tend to be 20 percent of the expenses that are paid out depending on the company and depending on the line of business. So that's not paying the claim, that's the expenses associated with adjusting the claim, and so there's the amount that's paid, the speed at which the claim is paid, but then the amount of time it takes. I think there is very much reasonable desire that if somebody has a claim - this traumatic experience, and so they may be willing to file their claim online, they may be able to take photos uploaded, but more often than not they want to speak to a human. They don't know what to do. They reached out for help. That's why they've paid all the premiums for insurance all this time. 

So I think, you know, as people get more and more comfortable using technology, they may kind of handle the claim from start to end online. But I still think the vast majority of people are not going to be that way. I think the automation has to be intelligent and has to be intermixed with the human touch throughout the process, depending on the type of business and how much interaction is. But there's so much paperwork and efficiency, checking on things, you know, process things that can easily be automated through claims. And I also think that's going to help with the speed of settlement, and ultimately customer satisfaction and customer loyalty and customer retention. 

We know the reason that most people switch insurance companies - a) either the price went up, or b) they had a bad claims experience. So when you can improve their claims experience, not only can you probably save some expenses, but you can improve your retention and we know it costs five times more to acquire a new customer than it does to retain an existing customer. 

The other areas that I think are very much improved, and I talked about the expense ratio earlier - There are so many expenses that do not benefit customers. And what I mean by that is as an existing customer for an insurance carrier, if you've got outdated legacy systems that are costing an arm and a leg to operate and to maintain and to change. And then I could go to a competitor that has new systems that are agile and quick to change, very flexible... I don't get anything by spending more expenses on the old outdated system. That doesn't benefit me at all from the customer... advertising expenses is a huge expense here, at least in the United States. 

There's a loss of a lot of commissions - to agents and brokers and stuff, and oftentimes there's a lot of that is around acquiring new customers, whether that be the advertising expense or oftentimes commissions are higher for new business and for more business. And so as an existing customer, you know, paying a bunch of expenses for you to acquire other customers doesn’t benefit me at all either. And so there's just a lot of things if you boil down the expense equation that I think can be reduced or eliminated through automation.

Question 10: Let’s talk agents - your words in the book - “they’re somewhere in between the Stone Age and Y2K in their adoption of technology.” How can insurers make their physical network of agents relevant again in the age of online quotes and purchase via digital channels?
Ans 10: Yeah. So agents is really interesting, because a lot of people have talked for a very long time about the demise of the agent - that they're going to go the way of the travel agent. They're not necessary anymore. People are going to do business direct, or buy everything online. And people have been saying that the last two decades, since the advent of the Internet in the mid-1990s. And so I think what we've come to realize is that the agent for many people is an integral part of the experience. You know, some people are comfortable going directly to the agent, but many many more people rely on the agent - whether that be an exclusive agent or an independent agent, because insurance is so complex.

And so, with agents you kind of see two camps, one of which has been doing this for a very long time the way it is. They're very loathe to change. Digitization for them is making their paper form available as a pdf. And that is not true digitization, as we know. I'm seeing more and more agents, however, that are really embracing technology, and embracing social channels in particular. And those are the ones that I think are are seeing tremendous success because they're able to interact with their customers in channels that they're in, right? And different social channels, and that could be Instagram, that could be Facebook...they could be doing teleconferences. You know, Twitter and Pinterest and others and then, you can find them easily in a Google search because they've SEO optimized to have a company website that's robust. It's not just a static HTML page. And then they use technology to handle a lot of the backend stuff. So there's a lot of information gathering, there's a lot of passing information back and forth with their carrier, and insured, the prospect and others. 

And so agents that are smartly using technology and automation are able to spend more time with their customers and their prospects. And that's what they're good at, and that's what adds value and that's what brings in revenue for agents. And so, you know, those that are smartly using technology to handle the back office stuff and the automation and some of the more mundane stuff, the things that need to be done and they absolutely are a critical part role of being an agent. But to the extent that they're able to leverage technology to minimize their time that's spent on that. And that's really where the expense part comes in. That's just adding expense, it's not adding more to it to a client, so something they can do it in an automated fashion versus somebody that's spending two hours manually typing it in or transcribing some handwritten thing or a pdf form into an actuarial system. I’m not sure that’s adding any value. They could do it in two seconds with automation.

So I think, you know, for four simple lines of insurance, I think in certain countries it's very fascinating to me that certain countries are very very comfortable going online - there’s competitive bidding. And there's there's not necessarily a lot of loyalty to the agents or brokers or even carriers. They're very price sensitive. It's just, you know, who is the cheapest. And in others, they're heavily reliant on an agent or a broker, or they have a high brand recognition for the carriers that do a lot of advertising. So it's really fascinating and this is where I would encourage people to spend some time and work across country boundaries at the way the insurance market works in different countries because it is very, very different across different countries. 

And I think there's a lot to learn even within your home countries. There's a certain way that's traditionally been done, so you kind of need to be mindful of that, you know, convert - convincing everybody else to do business an entirely different way than they do in a different country isn’t going to happen overnight. But I do think that's a great place for ideas, and to kind of Innovate. 

And, you know, I talked to a gentleman based in Singapore, and I can’t remember all the countries that he's deployed his solution in, but I want to say that he was in Malaysia and UAE and either Mongolia or Kazakhstan. Anyway, he was very intelligent about where he was either choosing to deploy and what countries, because he really had studied the market in kind of the consumer attitudes and how insurance was purchased, and how it was used in the interaction of the ecosystem, and where his solution made sense in those countries. That's the way he did it. So he wasn't trying to constrain himself to a particular geography or just neighboring countries. He was really kind of picking and choosing which countries he was deploying his solution in.

Question 11: A word about Lucep – your thoughts, if you don’t mind.
Ans 11: I'm thrilled to see the work that Lucep is doing, in terms of... put out the insurance influences list, which I was honored to be a part of. So very ecstatic to be part of that thought leadership that's coming from Lucep in terms of all the social posts... I see a lot of activity generated on - just the intelligence and thought leadership that they're putting out in the social space in terms of talking to all the experts and driving a lot of conversation. 

In terms of the technology - it’s exactly what we were talking about, right? That automation, that callback, that ability to capture and to convert prospects into customers. I think it’s huge. That's exactly what we're talking about in terms of the way technology needs to advance, and I think - just looking at some of the top customers in the fintech world and in others that Lucep works with - just shows kind of how advanced the company is. So you've got Marriott, you've got Mercedes-Benz, Citi. CBRE in the real estate space, as well as a lot of insurance clients as well. So I think that's always good because I think insurance has developed so many times its own kind of solutions for the industry. And there are some times that there is a very good reason to have an insurance-specific solution. But too often I think we've got our blinders on, and we don't necessarily look at what's going on with other industries and we tend to be laggers, we tend to be follow behind. So I'm looking for companies that offer solutions in the insurance space that also are cross-industry - I think it’s really important...And so, I just think Lucep’s leadership globally is really impressive so far and I continue to look for more great things in the future.

To find our more, visit https://lucep.com/

