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1. Introduction 
Insurance and superannuation have long been viewed as relatively stable offerings within the financial services 
sector. Notwithstanding legislation changes, people paid their premiums and made super contributions on a regular 
basis with monies invested for long term gains. Recently though the underlying assumptions, and indeed the very 
business models of insurance and superannuation, have shifted to the point where both industries will be forced 
to undertake significant change driven by a range of challenges that stem from: 

• Population demographics change where there are far fewer workers per retiree; 
• Elevated risks associated with an unfamiliar, post-Global Financial Crisis, economic environment; 
• Heightened global tensions and cyber security influence the debate relating to how our data should be 

shared; 
• The accelerated adoption of technology that disrupts current jobs via automation while (hopefully) creating 

new ones; and  
• The overall increasing digitisation of the financial services we consume. 

The response of Government and the boards of our financial institutions has often lagged in response to these 
market forces. Many Australian institutions now find themselves endangered from overseas competitors who have 
been early adopters and beneficiaries of digitisation and are now seeking to globalise their offerings.  
As an industry, we cannot wait to innovate. This is now an imperative. The real question is: how do we innovate to 
transform insurance and superannuation in a sustainable fashion to best leverage our current strengths in the 
sector to better fit rapidly changing customer needs? 
 

2. Market Challenges 
The insurance and super fund products and services market globally is changing rapidly. The case for change will 
have internal as well as external drivers. The internal aspects are to provide efficiency in the operating model 
aligned to strategy, capability and policy. The external aspects require the operating model to align to customer 
needs, competitive threats and regulatory intent. 
Each of the categories below will need to be addressed in order to provide the most optimal customer proposition. 
A deficiency in any one of these will increase the difficulty of an insurer or super fund to operate in a competitive 
environment. 

Customer Acquisition and Retention 
Customer loyalty is deteriorating and it is becoming easier to switch between insurers or super funds for an outcome 
that better suits that individuals need. These organisations are struggling to differentiate, make it easy to do 
business with, and hold onto their profitable customers. Comparison sites, such as “Compare The Market”1 or 
“Canstar”2 make it simpler and easier to compare offers between competing providers and enable customers to 
make decisions that better support their individual outcomes. 
It is naïve to think Australians will always be disengaged with their superannuation and stay in a default fund’s 
MySuper default investment option forever. As digitisation raises, the financial literacy of Australians and digital 
tools make it easier for them to make financial decisions, super fund members are more likely to make their own 
super fund and investment choices. Customers are increasingly seeking a better experience where “better” means 
an excellent customer experience at every point of contact, a highly personalised yet simplified service, a rapid and 
accurate response and at a fundamentally lower cost of service. 
Added to these burdens are the changing nature of the interactions between a customer and their insurer or super 
fund. As more and more business and transactional functions are made available in self-service channels, such as 
online portals, or via call centres, there is a corresponding reduction in the volume of these functions within the 
assisted service channels3. This, in turn, reduces the “stickiness” of a customer as overall loyalty to a brand reduces 
over time. 

                                                           
1 https://www.comparethemarket.com.au/about-us/ 
2 https://www.canstar.com.au/ 
3 https://www.theguardian.com/business/2017/apr/26/swinton-to-close-84-more-branches-and-cut-900-jobs 

https://www.comparethemarket.com.au/about-us/
https://www.theguardian.com/business/2017/apr/26/swinton-to-close-84-more-branches-and-cut-900-jobs
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Superannuation and the Australian Financial System 
The Global Financial Crisis (GFC) 
The superannuation system was valued at $2.3 trillion at the end of the March 2017 quarter which is $600 billion 
more than Australia’s Gross Domestic Product (GDP) of $1.7 trillion. The sheer size of the Australian superannuation 
fund pool now means many funds need to invest offshore to diversify returns. 
Post GFC, international markets are still adapting to an unfamiliar 
investment environment. Superannuation fund managers like certainty, 
as it allows them to invest with confidence in quality assets. The GFC 
resulted in global stock markets being flooded with liquidity due to the 
quantitative easing implemented by the central banks. Some global 
stock markets are now at an all-time high and bond yields at an all-time 
low with investors needing to be careful to assess their own tolerance 
for risk, the risk characteristics of the assets they are investing in and 
striking the right balance in asset allocation.  
Australian superannuation funds with more than four (4) members hold 
$355 billion in Australian listed shares according to ASFA4. These 
superannuation funds in aggregate are valued at $1.5 trillion. In June 
2016, the ATO5 reported SMSF’s held $187 billion in Australian Listed 
shares. This equates to approximately 25% of shares on the ASX being 
held by superannuation funds. 
 
Government Policy 
One of the biggest challenges the industry faces is the lack of bipartisanship in politics. The superannuation industry 
is in desperate need of stability through consistent government policy to provide a known and understood 
framework to operate in and to allow long-term decision making to be performed. Mercer’s 2020 Super Fund 
Executive Report – Change or be Changed6 identified that 58% of superannuation fund executives regard 
government regulation and the Productivity Commissions enquiry as their funds top risks.  
Successive governments have significantly increased the costs associated with regulatory compliance. The added 
complexity has, in part, made the cost of advice prohibitive for most Australians. Rather than make long term 
structural changes to encourage retirement savings, like increasing the Super Guarantee or higher Concessional 
Contributions for those over 50 years, the focus has been on short term policy changes for popular issues or dilute 
the attractiveness of super in the name of ‘budget repair’. The Australian Budget for 2017/187 saw an increase in 
compliance and complexity allowing first home buyers to voluntarily contribute up to $15,000 per annum, up to 
$30,000 in total, to superannuation to take advantage of concessional tax treatments and be drawn down for a 
housing purchase. In addition, individuals over 65 are able to contribute $300,000 from the sale of their principal 
residence into their superannuation. 

Revenue Growth 
Cost reduction alone does not confer a competitive advantage and the focus has switched to revenue growth. Yet 
in developed markets, where organic growth is low and the market is close to saturation, the key battle is for the 
share of wallet of existing customers at your competitor’s loss. This places far greater emphasis on efficiency, 
flexibility and competence than ever before. 
The Mercer survey1 also notes 71% of respondents believe they will grow organically with only 16% focused on 
member retention as a strategic goal. Superannuation funds are clearly blind sighted by the potential impact of 
digitisation on their businesses.  

                                                           
4 https://www.superannuation.asn.au/resources/superannuation-statistics  
5 https://www.ato.gov.au/Super/Self-managed-super-funds/In-detail/Statistics/Quarterly-reports/Self-managed-super-fund-statistical-report-June-
2016/?anchor=Assetallocation#Assetallocation  
6 https://www.mercer.com.au/newsroom/2020-super-fund-executive-report.html  
7 http://budget.gov.au/2017-18/content/glossies/factsheets/html/HA_11.htm 

https://www.superannuation.asn.au/resources/superannuation-statistics
https://www.ato.gov.au/Super/Self-managed-super-funds/In-detail/Statistics/Quarterly-reports/Self-managed-super-fund-statistical-report-June-2016/?anchor=Assetallocation#Assetallocation
https://www.ato.gov.au/Super/Self-managed-super-funds/In-detail/Statistics/Quarterly-reports/Self-managed-super-fund-statistical-report-June-2016/?anchor=Assetallocation#Assetallocation
https://www.mercer.com.au/newsroom/2020-super-fund-executive-report.html
http://budget.gov.au/2017-18/content/glossies/factsheets/html/HA_11.htm
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Competitive Threats 
“For Profit” and “Not For Profit” super funds and insurers are under increasing competitive pressure as: 

• New entrants expand their global footprint to other countries (e.g. Progressive;) and 
• Non-traditional organisations create services complementary, or even ancillary, to their existing businesses 

through white-labelling (e.g. Woolworths or Coles Insurance; Spaceship Superannuation). 
These competitors are not hindered with legacy systems and out-of-date technology service delivery, so they are 
in a better position to be able to meet those demands. 

 

Australian Population Demographics 
Longer living with improved health 
Australia’s demographic profile is undergoing the same change as practically every other western democracy. 
People are living longer and as a result, the number of workers per retiree is dropping drastically over time. 
The 2015 Intergenerational Report8 highlighted: 

“Australians will live longer and continue to have one of the longest life expectancies in the world 
(2054–55, 95.1 years for men and 96.6 years for women, compared with 91.5 and 93.6 years today). 
Not only will Australians live longer, but improvements in health mean they are more likely to remain 
active for longer. 'Active ageing' presents great opportunities for older Australians to keep participating 
in the workforce and community for longer.” 

These statistics highlight the importance of the insurance and superannuation industries, which aim to help people 
fund their retirements and protect their families. This in turn places further pressure on the health and aged care 
systems in future years. 
Is the age pension sufficient to live on in comfort with dignity? 

• The Association of Superannuation Funds of Australia (ASFA) in the ASFA Retirement Standard9 notes the 
income required for a single person to live a comfortable lifestyle is $43,665 per annum. The lump sum 
required at retirement to fund this income is $545,000 (making allowances for a part pension and assuming 
that the retiree has no mortgage); 

• The single base ‘aged pension’ is $808.30 per fortnight or $21,015 per annum; and 
• The ASFA Superannuation account balances by age and gender10 notes in 2013/14 the median 

superannuation lump sum for males aged 65 to 69 was $194,633 and $117,144 for females. 
Deloitte in their 2015 Dynamics of the Australian Superannuation System11 paper note:  

“According to Federal Treasury numbers only just over 10% of retirees remain self-funded throughout 
their period of retirement. This means that almost 60% of those who retire self-funded need to fall back 
on Government support at some stage during their retirement phase.” 

On current figures, the majority of Australians retiring now will be reliant on the aged pension at some stage in their 
retirement years. With increasing health and aged care costs in the twilight years, there will be a large burden for 
future generations of tax payers to fund the age pension for those whose retirement savings run out. 
Unfortunately, the issues of adequacy of income in retirement, appropriate funding of Health Care and Aged Care 
are not on the agendas of either side of politics, therefore the responsibility of living in comfort and dignity in 
retirement rests with each individual. 
 

                                                           
8 http://www.treasury.gov.au/PublicationsAndMedia/Publications/2015/2015-Intergenerational-Report 
9 https://www.superannuation.asn.au/resources/retirement-standard  
10 https://www.superannuation.asn.au/ArticleDocuments/359/ASFA_Super-account-balances_Dec2015.pdf.aspx  
11 https://www2.deloitte.com/content/dam/Deloitte/au/Documents/financial-services/deloitte-au-fs-dynamics-australian-superannuation-nov-
2015.pdf  

http://www.treasury.gov.au/PublicationsAndMedia/Publications/2015/2015-Intergenerational-Report
https://www.superannuation.asn.au/resources/retirement-standard
https://www.superannuation.asn.au/ArticleDocuments/359/ASFA_Super-account-balances_Dec2015.pdf.aspx
https://www2.deloitte.com/content/dam/Deloitte/au/Documents/financial-services/deloitte-au-fs-dynamics-australian-superannuation-nov-2015.pdf
https://www2.deloitte.com/content/dam/Deloitte/au/Documents/financial-services/deloitte-au-fs-dynamics-australian-superannuation-nov-2015.pdf
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The Rise and Rise of Technology Mobility 
Australians have embraced technology in all facets of their lives. Over the past two (2) years ownership of smart 
phones and tablets have increased significantly according to the 2016 Australian mobile statistics12. 
If an organisation wants to engage with Australians, it has to be 
where they are – mobile connected – where smartphone and 
tablet usage made up 63% of total time spent on devices in 
September 2015.  
Australian businesses need to adapt to the new ways Australians 
like to be connected. These customers are mobile and an 
organisation has to be where their clients are – and they are on 
mobile and social. When their expectations are not met, and 
they can’t find you on social media or via a Google search, they 
are more likely to go somewhere else to the organisations they 
can find. This is especially the case for millennials, who 
predominantly interact with the world via their smart phone. 
 

Operational Efficiency and Cost Containment 
The use of technology across the financial services industry varies by sector. With constant legislative change in the 
superannuation sector, super fund administration businesses have come under increasing pressure to provide 
services to funds cost effectively. This was the challenge confronted by five of Australia’s largest super funds when 
they decided to merge their shared administration business, Superpartners with Link Group. 
In addition, the data requirements for business to government (B2G) transactions were so costly to implement, 
when the Australian Taxation Office’s (ATO) SuperStream Initiative commenced, the majority of superannuation 
funds entered into outsourcing arrangements with “clearing houses” like SuperChoice rather than build a 
SuperStream Gateway capability themselves.  
Up to 17 July 2017, weather related catastrophes in Australia have resulted in 112,000 customer claims, with an 
estimated loss value of $AUD 1.95B13. As a way of containing, or restraining, costs the use of prevention or 
avoidance systems are becoming prevalent. This includes collision avoidance systems in vehicles and smart home 
technologies to reduce the impact from floods or other natural events14.  
 

Risk Management, Fraud and Cyber Security 
The expected impacts of climate change will have an impact to both the superannuation and insurance industries. 
For superannuation, investments made in infrastructure expected to generate returns over a long-term may face 
unanticipated operational expenses that impact investment returns. When investing in shares, the valuations of 
companies will need to take into account policy decisions and a changing economy with the increased use of 
renewables and decreased use of fossil fuels15. Super funds are already considering these factors in their investment 
decisions and regularly assessing these decisions.  
The Insurance Fraud Bureau of Australia (IFBA) is a working element of the Insurance Council of Australia (ICA), 
established to help combat insurance fraud in all of its forms. It quotes that insurance fraud is estimated to cost the 
industry more than $AUD 2.2B16 annually.  
The insurance and superannuation industries are a prime target for cyber security incidents. There is clear evidence 
that cyber “attacks” are increasing in frequency and sophistication. As such, a heightened level of awareness and 
vigilance is required in order to implement measures to protect systems and data from cyber-attacks. The APRA 
2015/16 Cyber Security Survey17 results identified that 75% of Superannuation and 46% of Life and General Insurers 
reported that they experienced a cyber security incident.  

                                                           
12 https://yump.com.au/2016-australian-mobile-statistics-how-digital-is-increasingly-a-mobile-first-experience/  
13 http://www.icadataglobe.com/access-catastrophe-data/ 
14 http://blog.responsetek.com/opportunities-and-threats-to-the-insurance-industry-in-the-digital-age/ 
15 https://www.australiansuper.com/investments-and-performance/how-we-invest/esg-active-owner/esg-in-practice/climate-change.aspx 
16 https://ifba.org.au/ 
17 http://www.apra.gov.au/AboutAPRA/Documents/Information-Paper-Cyber-Security-2016-v4.pdf 

https://yump.com.au/2016-australian-mobile-statistics-how-digital-is-increasingly-a-mobile-first-experience/
http://www.icadataglobe.com/access-catastrophe-data/
http://blog.responsetek.com/opportunities-and-threats-to-the-insurance-industry-in-the-digital-age/
https://www.australiansuper.com/investments-and-performance/how-we-invest/esg-active-owner/esg-in-practice/climate-change.aspx
https://ifba.org.au/
http://www.apra.gov.au/AboutAPRA/Documents/Information-Paper-Cyber-Security-2016-v4.pdf
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3. Core Questions Raised By Market Challenges 
With all of the market challenges, what is the most appropriate outcome for insurers and super funds? How do 
these organisations not just retain customers, but expand in an ever more complex environment constrained by 
low systemic market growth? With customers being increasingly aware, and personally invested in, what are the 
outcomes that they are looking for? How best to meet customers’ needs? 
Where will super fund trustees and those members who make investment choices, invest their money in a world 
where the “old way” is being disrupted? What will the role of financial advisors and planners be in the future? 
People want, and expect, their superannuation to provide real growth with the desired level of risk during their 
active years and a real return during their retirement. Will we continue to observe the exceptional growth rate of 
SMSFs? Will we see future Governments direct super funds to invest in new innovative Australian enterprises to 
create jobs and stimulate economic growth? 
From an insurance perspective, why spend hundreds or even thousands of dollars per year on something that 
doesn't provide the protections that you need? Being able to select what you need, when you need it, means you 
only pay for what you need to be insured for. One size does not fit all. 
In this increasingly consumer aware market, price also becomes a critical consideration. If an insurer or super fund 
cannot provide a price competitive option for consumers’ needs, it will become less relevant. Operational efficiency 
is key to ensure that costs are no more than what they need to be to provide the best pricing option for both existing 
and prospective customers. 
Financial Advisors 
Advisors play a critical role in helping Australians achieve their financial goals. Yet research by the Financial Planning 
Association of Australia (FPA) shows that 61% of Australians18 do not receive financial advice, despite the massive 
positive impact it can have upon their lives. Much has been said about the ethical conduct of some financial advisors 
in the past and the Government has implemented a number of changes to the education requirements and 
professional conduct of financial advisors to restore trust within the community. Trust is the key ingredient for the 
client / advisor relationship and more work needs to be done by advisors and their Professional Associations. In 
addition to re-building trust, advisors need to become aware of the digital solutions available for their businesses 
to improve efficiency and enhance the customer experience.  
Contribution rates and investment strategy are the two levers that have the greatest effect on the ultimate 
superannuation balance at retirement and both of these are within the member’s control. The earlier a member 
seeks appropriate advice on making the most of their superannuation, the bigger the impact on their final 
retirement outcomes. Robo-advisors are increasingly being used to provide low-cost, single issue advice to super 
fund members. As per ASIC Regulatory Guide 25519, robo-advice is defined as “Digital advice (also known as robo-
advice or automated advice) is the provision of automated financial product advice using algorithms and technology 
and without the direct involvement of a human adviser.” 
With robo-advice, the objective is to use technology to enhance the offering and not to completely replace the 
human element. Robo-advice is an effective tool to provide a low-cost mechanism to advise and implement asset 
allocations to investors without the need for human intervention. We are seeing the emergence of the “bionic 
adviser” serving clients with higher net wealth or more demanding needs. The “bionic adviser” uses their 
interpersonal skills to build the “trust” relationship whilst leveraging robo-advice algorithms to deliver efficiency 
within the business. 
Super Funds and Investment Structures 
Customers have become more discerning with their super as their awareness has grown of the long-term 
importance that superannuation has on a persons’ life. This has reached the point where customers are managing 
their own portfolio structures in SMSF’s. By taking ownership of the portfolio, customers are able to blend their 
acceptance of risk with the products and features they want tailored to their individual circumstances. Access to 
“Ethical, Social, Governance” (ESG) options are also gaining popularity as some investors choose to make their 
personal contribution to a sustainable future. 

                                                           
18 https://fpa.com.au/news/australians-eager-for-financial-advice/ 
19 http://asic.gov.au/regulatory-resources/find-a-document/regulatory-guides/rg-255-providing-digital-financial-product-advice-to-retail-clients/ 

https://fpa.com.au/news/australians-eager-for-financial-advice/
http://asic.gov.au/regulatory-resources/find-a-document/regulatory-guides/rg-255-providing-digital-financial-product-advice-to-retail-clients/


White Paper Disruption in Insurance and Superannuation 

 

Page 9 of 19 

Some superannuation funds are leveraging the modern awards to grow their membership. Those who are most at 
risk of disruption eagerly await the Productivity Commission Alternative Default Models20 enquiry. Any 
recommendations to the Government are likely to be hotly contested in Federal Parliament by both sides of politics 
and the outcome may be an acceleration of super fund mergers.  
Life Insurances (Temporary and Permanent Disability (TPD), Trauma and Income Protection) 
With super funds providing a default level of life insurances, this is an important aspect to be taken into account by 
members when determining whether supplementary life policies are needed. Super funds have varying terms, 
conditions and outcomes and there may be benefits to members changing funds to take advantage of these 
differences. Alternatively, some customers may structure their insurances outside super to access more favourable 
policy terms and conditions or split fund these policies using their SMSF or retail Wrap platform. 
Recent innovation in MySuper default products has seen 
SunSuper offering a “TPD Assist” cover which aims to get 
people back to work. Their research concluded that 36% of 
people who claimed TPD were back at work, or seeking work, 
within three (3) years21. This innovation has resulted in a 30% 
reduction in TPD premiums. 
AIA Vitality uses a preventative approach that rewards its life 
insured customers based on their healthy lifestyle behaviours 
– eating/drinking, sleep, frequency of exercise, medical 
check-ups, etc. – through the assignment of AIA Vitality 
Points22 and Status. 
Health Insurance23 
Health insurance costs continue to increase. In some cases, annual increases have outpaced inflation for many 
years24, a situation which is further exacerbated by an increasing gap between service cost and benefit return25. 
This continual “double-impost” of private health insurance brings into question the overall benefit26 of its value in 
a country that has a full-coverage public health system. 
To provide closer alignment to customer expectations and better control of their coverage, health insurers have 
introduced flexibility within their coverage options. This includes categorisation based on life stage (e.g. BUPA) or 
the choice of extras options (e.g. NIB). Traditional life insurer AIA are also disrupting the status quo by entering the 
Health Insurance market and promoting its ‘Vitality’ program as a way of attracting a healthy pool of lives who are 
frustrated at cross subsidising premiums for unhealthy Australians. 
General Insurance 
The exponential growth of “intelligence” being added to more and more devices will provide significant benefit to 
General Insurance. Increases in the availability of relevant data allows risks to be better assessed, tailored and 
subsequently priced for each individual circumstance. One example relates to car usage patterns, called 
“telematics”, which rewards less risky drivers with lower premiums27. A recent case study on a top 10 UK P&C 
Insurer using Digital Claims28 resulted in: customer service NPS of 76, better efficiency with call centre workload 
reduction by 66%, cost savings of £80M and anti-fraud identifying 50% more red flagged cases in personal injury 
motor claims with only 4% false positives. 
Another example involves environmental sensors that are able to provide predictive alerts on specific events, such 
as hailstorms, that then encourage policy holders to take precautions prior to the event29.  

                                                           
20 http://www.pc.gov.au/inquiries/current/superannuation  
21 https://www.sunsuper.com.au/library/media/sunsupermedia/documents/pdfs/media-releases/sunsuper-launches-industry-leading-tpd-insurance-
product.pdf 
22 https://www.aiavitality.com.au/vmp-au/points_and_status/earn_points 
23 https://www.usatoday.com/picture-gallery/opinion/cartoons/2012/09/25/editorial-cartoons-on-health-care/1593795/, Gary Varvel 
24 http://health.gov.au/internet/main/publishing.nsf/content/privatehealth-average-premium-round 
25 http://www.apra.gov.au/PHI/Publications/Documents/1705-QPHIS-20170331.pdf 
26 http://www.news.com.au/lifestyle/health/health-problems/is-this-proof-health-insurance-is-a-rip-off/news-
story/fdcdcbf90930bc64eb8ad5297c277a82 
27 http://insuranceblog.accenture.com/iot-could-create-product-opportunities-new-business-models-for-insurers 
28 http://bit.ly/DXC-OMNI, DXC Technology  
29 https://www.forbes.com/sites/robertreiss/2016/02/01/5-ways-the-iot-will-transform-the-insurance-industry/2/#40cb24193628 

http://www.pc.gov.au/inquiries/current/superannuation
https://www.sunsuper.com.au/library/media/sunsupermedia/documents/pdfs/media-releases/sunsuper-launches-industry-leading-tpd-insurance-product.pdf
https://www.sunsuper.com.au/library/media/sunsupermedia/documents/pdfs/media-releases/sunsuper-launches-industry-leading-tpd-insurance-product.pdf
https://www.aiavitality.com.au/vmp-au/points_and_status/earn_points
https://www.usatoday.com/picture-gallery/opinion/cartoons/2012/09/25/editorial-cartoons-on-health-care/1593795/
http://health.gov.au/internet/main/publishing.nsf/content/privatehealth-average-premium-round
http://www.apra.gov.au/PHI/Publications/Documents/1705-QPHIS-20170331.pdf
http://www.news.com.au/lifestyle/health/health-problems/is-this-proof-health-insurance-is-a-rip-off/news-story/fdcdcbf90930bc64eb8ad5297c277a82
http://www.news.com.au/lifestyle/health/health-problems/is-this-proof-health-insurance-is-a-rip-off/news-story/fdcdcbf90930bc64eb8ad5297c277a82
http://insuranceblog.accenture.com/iot-could-create-product-opportunities-new-business-models-for-insurers
http://bit.ly/DXC-OMNI
https://www.forbes.com/sites/robertreiss/2016/02/01/5-ways-the-iot-will-transform-the-insurance-industry/2/#40cb24193628
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4. Engaging With Customers Effectively 
Highly connected customers are spoiled. They won’t hesitate to move on to other providers if their individual needs 
aren’t being met. For the insurance and super fund sectors, this dynamic, customer centric landscape makes an 
already competitive environment even more challenging. Finding new customers and hanging onto existing ones is 
harder than ever. Even more worrying for 
organisations is the entry of disruptive new 
competitors and the prospect of the millennial 
generation choosing a non-traditional source of 
these services. 
Insurance and super fund organisations must 
engage with their customers and build an 
emotional connection and loyalty or risk losing 
them to those who will. They must commit to 
becoming customer-focused. An integrated 
approach, as opposed to separate one-off 
solutions, should be at the core of the strategy that 
focuses on increasing customer knowledge and 
engagement.  
Barriers to success in today’s customer-centric 
digital age can be legacy IT systems and a 
disconnection between the IT department and 
those leading customer experience. Any solution 
must start by discovering what customers really 
want and involving them in the design. By removing 
the guesswork, the path opens to provide a more 
valuable and personal connection with every 
customer on a one-to-one basis. 
 

Ten Critical Areas of Customer Engagement30 
There are ten (10) critical areas that insurance and super fund providers must address to meet the demands of 
these new connected customers: 

1.  Immediacy: Respond now or not at all 
The internet is the first-choice sales channel for modern customers who expect near-instant delivery and this 
includes immediate analysis and decisions from insurance and super fund providers. 

2.  Mobility: No gaps allowed 
Digital life flows seamlessly into real life for today’s mobile customers who are now continuously connected. 
Insurance and super fund organisations should be exploring the next generation of applications to further improve 
this capability. 

3.  Multi-Channel: Anywhere, anytime, any device 
A consistent engagement approach must be the backbone of customer interactions and access must be available 
at all times across any channel. 

4.  Simplicity: Vital for acceptance 
Simplicity and convenience are now essential elements for customers who have high expectations for context-
aware, intuitive internet interaction. Sites must meet customer needs for clean, unambiguous interfaces. 

                                                           
30 http://hpe-enterpriseforward.com/wp-content/uploads/2016/03/HPEF-KeepingUpWIthTheCustomers-v3.pdf, Daniel Biondi 

http://hpe-enterpriseforward.com/wp-content/uploads/2016/03/HPEF-KeepingUpWIthTheCustomers-v3.pdf
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5.  Quality: Failure is not tolerated 
Universal connectivity makes it more critical than ever for insurance and super funds organisations to focus on a 
quality product and service. Those who fail to deliver can expect instant widespread exposure on websites and 
social media. 

6.  Personalisation: Understand the individual 
Companies that treat customers as individuals, not as unidentifiable parts of a mass market, have a major 
advantage. This is the next key differentiator – personalised electronic commerce. 

7.  Security: Create consumer confidence 
Security of personal and financial information is a fundamental requirement. In an age of data sharing, organisations 
must overcome the technical challenges of meeting this personalised privacy. 

8.  Participation: Emergence of the active consumer 
Next-generation customers will expect an opportunity to participate in product and service development cycles to 
ensure their needs are met. Insurance and super fund organisations need to find ways of managing these 
expectations. 

9.  Sustainability: Environmental awareness 
Customers increasingly make purchase decisions based on an organisation’s environmental record as ranked on 
websites such as climatecounts.org. This is placing greater focus on ecological and business value chains. 

10.  Integration: Capitalise on connections 
Using technology to integrate seemingly unrelated information about customers is an invisible enabler for the 
delivery of the ultimate proactive experience. 
 

Transforming the Customer Experience 
The availability of new technologies, from Big Data to the cloud, makes it easier to optimise the customer 
experience. As such, insurance and super fund organisations should focus on: 

• Harnessing actionable insights from Big Data and using customer data analytics to cross-sell and up-sell; 
• Using analytics to measure the customer experience and evaluate and plan new initiatives; 
• Leveraging the power of the cloud to create an agile response and cost-effective links with customers; 
• Engaging and educating customers, so that they care more about the “what” and the “how” of their 

insurance and super fund experience. Give them more control; and 
• Discovering what engagement feels like from the customers’ perspective to drive a more satisfying 

experience. 
 
Customers will dictate the products and services that best meet their needs. Insurance and super fund organisations 
that fail to transform the customer experience will lose business to those that do. The focus must be outside-in with 
technology integral to understanding, measuring and constantly improving and anticipating the customer 
experience. Success is all about predicting what the customer wants and having the flexibility to respond in a unique, 
relevant, and satisfying way. The winners will be those organisations that are willing to embrace the opportunities 
with an IT strategy that is customer-facing and provides a unified customer experience at all touchpoints. 
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5. Technology and Innovation: Tomorrow is already here! 
Unfortunately, the superannuation and insurance sectors have been slow to adapt when it comes to adopting new 
technology. To accommodate legislative changes, the ability to innovate is constrained by the need to focus efforts 
on compliance. This means that existing approaches, such as the use of Microsoft Excel acting as the primary tool 
for calculations and advice31, remain in place and opportunities to improve and modernise are being lost. 
Overseas, technology companies are at the forefront of leveraging the latest financial technology and these 
technologies are ripe to replicate here. This means that the superannuation and insurance industries battle for 
survival will not be waged against traditional financial institutions but against the likes of Facebook, Google, Amazon 
and Apple. Not only is more information being shared with these organisations, knowingly and unknowingly, these 
organisations are already delivering the level of customer service that customers expect. 
In the future, there is significant opportunity for InsurTech, FinTech and RegTech companies to enhance back office 
efficiency, reveal customer insights and enhance the customer experience. Automated solutions to regulatory 
challenges are needed to manage the cost of regulatory change as it is no longer affordable to throw project teams 
of people to implement change programs. The use of open source including open API’s, data analytics, blockchain, 
cognitive computing, Artificial Intelligence, digitisation and customer communications management and Robotic 
Process Automation (RPA) will assist the industries. 
In essence, there is a need to look outside the traditional domains of these industries and to start adopting new 
technology to be consistently successful in the future. If investment capital is allocated to the commercialisation of 
Australian ideas, there is the potential to “seed” new solutions and technology into businesses to enhance the 
efficiency of insurance and superannuation organisations, create new jobs and grow our economy. 
The diagram below represents the Key Challenges and Tech Trends in relation to the Life Insurance business in 
Australia32. 
 

                                                           
31 http://www.financialobserver.com.au/articles/practices-reluctant-to-embrace-new-tech 
32 KPMG: General Insurance Industry Review 2016, Oct. 2016, PwC: Future of Life Insurance in Australia, March 2017 

Tech Trends

Changing 
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Profile: 
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of older customers 
(more claims) as 

well as tech-savvy 
customers

Trust Issues: 
As a population, 
Australians are 
underinsured 

(proportion to GDP)

Technology 
Disruption: 

Shift towards 
digital capabilities, 
data and insights 

and customer 
centricity

Capital 
Intensive: NAB 
and Macquarie has 
already decided to 

sell their life 
businesses

Rising 
Competition: 
Threat from foreign 
players, specifically 
Japanese players

Regulatory 
Changes: Recent 

changes include 
standard policy terms, 

capping sales 
commission and more 

transparency

Macro-
economic 

volatility: Low 
interest rates, 

exchange rates 
and investment 

returns

Key 
Challenges

New technology
1. Blockchain: Simplify the death 

registration and related claims processes, 
creating new efficiencies across the value 
chain

2. InsurTech: Nascent but growing fast; 
Trov, an Aussie app that empowers on-
demand insurance

3. Core system transformation: From 
legacy to mobiles to robots - Core systems 
are being modernized to optimize 
processes, increase collaboration and 
reduce costs

New products / markets
1. UBI/Telematics: Despite privacy 

concerns, the benefits are too great to 
ignore; US insurers are offering policy 
holders sizable discounts for wearing Fitbit 
wristbands

2. Connected devices/ IOT: Life insurers 
are using data from wearables to better 
asses the health of insured; Will help 
mitigate risks and assess premiums

New approach
1. Regulatory shifts: Stricter, more 

transparent consumer protection guidelines 
as part of the financial services industry’s 
first ever Life Insurance Code of Practice for 
consumers; Implementing minimum 
standards definition

2. Cyber- security: Always-on technology 
and data-driven operations mean 
cybersecurity must be proactive and 
strategic, not reactive and defensive

New insights
1. Data and Analytics: Customer 

centricity and 360 degree view of 
customers; Risk & claims management with 
underwriting loss analysis

2. Digital transformation: Leveraging 
digital and mobile tech. to enhance risk 
mgmt. and improve customer experience –
MLC Life Insurance recently launched 
LifeView, a new digital platform for 
superannuation funds focused on digital 
experience and data analytics

http://www.financialobserver.com.au/articles/practices-reluctant-to-embrace-new-tech
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Analytics and the Internet of Things 
Artificial intelligence (AI), cognitive computing and machine learning can all be applied to uncover behaviour and 
detect patterns in how information is connected to reveal insights and enhance process efficiency. 
With customer segmentation fast reaching its limits, 
data analytics is now increasingly being used to create 
personalised offerings and not just as a means to 
allocate them to an existing offering. Predictive 
analytics is being used to generate customer-centric 
investment ideas33, monitor portfolios or as early 
warning systems for assets at risk for a specific 
individual. This is the challenge that FinTech firms, 
such as InvestFit34, are looking to address. 
Adding to this, AI will manage portfolios of 
investments without human intervention as the AI 
taps into “unstructured” text based data including 
social media35, press releases and transcripts to make 
real-time decisions based on individuals within the 
overall portfolio. 
Data analytics isn’t just restricted to portfolio maintenance though. Predictive data analytics and targeted 
campaigns is one of the strategies superannuation funds use to identify members who may change super funds36 
or have had a change in circumstance that will impact future contributions to the fund. With a finite pool of 
customers, predicting the behaviour of existing customers and identifying any additional needs will enable the super 
funds to grow and plan investment outcomes for these customers. 
The usefulness of analytics isn’t just restricted to individual super funds. They are required to provide a tremendous 
amount of data about their operations to APRA, ASIC and the ATO. This data is used by the Government, with the 
aid of Treasury and the Productivity Commission, to create their financial models from which future decisions are 
made. Unfortunately, this aggregated information is not shared with superannuation funds or the financial services 
industry. If this data was made available this would enable market-wide insights including: 

• Government and regulators making decisions based on real time data; 
• Super funds benchmarking their membership demographics to the broader industry; and 
• Spatial recognition of data. 

Initiatives such as these can create tremendous value for members and require long-term vision by Government 
and collaboration of all super funds. 
In contrast, the insurance industry is much more progressive in sharing rich data that can be analysed to understand 
consumer behaviours, identify insurance fraud and support claims management37. The analysis of “Big Data” is an 
important part of ensuring that the policy premiums are set to the most appropriate price based on the attributes 
that go into making up the policy. Set the premium too high and the risk is that both existing and prospective 
customers will be driven away. Price the premiums too low and the cost of the risk may be more than the return38. 
Insurance is now a finely tuned data-driven high-wire balancing act where one false “step” could lead to trouble. 

                                                           
33 http://www.superreview.com.au/news/superannuation/predictive-analytics-key-unlocking-super-fund-engagement 
34 https://australianfintech.com.au/Company/investfit/ 
35 http://www.greenbookblog.org/2011/12/29/moments-of-truth-cartoon-life-insurance-is-not-trending/ 
36 http://www.financialobserver.com.au/articles/super-funds-access-analytics-to-retain-members 
37 http://dnb.com.au/article-media-Australian-Insurance-Industry-Database.html#.WX6gMIiGNaQ 
38 https://www.forbes.com/sites/bernardmarr/2015/12/16/how-big-data-is-changing-the-insurance-industry-forever/#56e4ac2b289b 

http://www.superreview.com.au/news/superannuation/predictive-analytics-key-unlocking-super-fund-engagement
https://australianfintech.com.au/Company/investfit/
http://www.greenbookblog.org/2011/12/29/moments-of-truth-cartoon-life-insurance-is-not-trending/
http://www.financialobserver.com.au/articles/super-funds-access-analytics-to-retain-members
http://dnb.com.au/article-media-Australian-Insurance-Industry-Database.html#.WX6gMIiGNaQ
https://www.forbes.com/sites/bernardmarr/2015/12/16/how-big-data-is-changing-the-insurance-industry-forever/#56e4ac2b289b
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Technology is also having an impact on the elements that make up the decision points in policy creation. For 
example, it won’t be too long before self-driving cars become a reality and when they do the notion of personal car 
ownership will be called into question. Questions that arise from this fundamental change are: 

• Why buy an expensive asset that today lies idle, in most cases, for at least 90% of the time, when you can 
rent its use at the click of a button before it then goes off to be used by someone else? 

• Will cars shift to become fleet vehicles39 to 
which one subscribes for a certain level of 
access? 

• Will the fact that accident rates for self-
driving cars, which has already been shown 
to be much less than for human driven 
cars40, mean that premiums to drive a car 
manually become expensive and only 
accessible by those that are able to afford it 
or enthusiasts? 

• What will insurance companies do when the 
underlying risk of a human error41 is largely 
eliminated and the pool of car insurance 
premiums drops significantly? 

This is just one scenario where the Internet of Things (IoT) will enable considerable disruption to an existing 
function. By 2019, usage-based insurance enabled by IoT will account for at least 15% of the global vehicle insurance 
market and 10% of the global home insurance market42. 

With the inter-networking of physical devices, vehicles, buildings, etc., that are embedded with sensors to enable 
these objects to collect and exchange data it doesn’t take too much imagination to see how this continuous flow of 
information will change the risks that can be tracked and managed in other areas. The health industry, through 
various wearables, is at the forefront of health management and the assessment of an individuals’ risk. 
Underpinning all of these changes will be data, increasingly smart algorithms and machine learning that are capable 
of uncovering previously misunderstood human behaviour. This will provide actionable insights into new business 
models that deliver radically improved value for consumers. 
 

Blockchain 
Blockchain, in its pure distributed ledger sense, offers many benefits to both the superannuation and insurance 
industries. For superannuation, blockchain will transform the back office of super funds and fund managers by 
simplifying processes and improving efficiencies for things such as trade matching, payments, clearing, 
reconciliations and regulatory reporting. 
In insurance, the potential uses of blockchain extend beyond relatively simple process-based activities such as 
insurance claim settlements43. Anything of value can be added to a specific blockchain to provide an immutable 
record. For example, Everledger is being used to track the history of diamonds44 and the Commonwealth Bank of 
Australia (CBA), together with Wells Fargo and Brighann Cotton performed a trade45 using the blockchain as a smart 
contract store and the IoT. 

                                                           
39 http://www.abc.net.au/news/2016-09-14/uber-launches-groundbreaking-driverless-car-service-in-us/7845820 
40 https://www.fastcompany.com/3055356/the-first-study-of-self-driving-car-crash-rates-suggests-they-are-safer 
41 http://www.henrypayne.com/wp-content/uploads/2013/09/091713_TicketSelfDrivingCar_UFSGRAY.jpg 
42 IDC FutureScape: Worldwide Financial Services 2017 Predictions, Doc #US40132516, November 2016 
43 http://assets1.dxc.technology/banking/downloads/DXC-Banking-Blockchain_in_Financial_Services.pdf, Daniel Biondi, Tom Hetterscheidt and Björn 
Obermeier 
44 http://www.wired.co.uk/article/blockchain-conflict-diamonds-everledger 
45 https://www.commbank.com.au/guidance/newsroom/CBA-Wells-Fargo-blockchain-experiment-201610.html 

http://www.abc.net.au/news/2016-09-14/uber-launches-groundbreaking-driverless-car-service-in-us/7845820
https://www.fastcompany.com/3055356/the-first-study-of-self-driving-car-crash-rates-suggests-they-are-safer
http://www.henrypayne.com/wp-content/uploads/2013/09/091713_TicketSelfDrivingCar_UFSGRAY.jpg
http://assets1.dxc.technology/banking/downloads/DXC-Banking-Blockchain_in_Financial_Services.pdf
http://www.wired.co.uk/article/blockchain-conflict-diamonds-everledger
https://www.commbank.com.au/guidance/newsroom/CBA-Wells-Fargo-blockchain-experiment-201610.html
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Contemporary Regulation and Compliance 
The Privacy Amendment (Notifiable Data Breaches) Act 2017 amends the Privacy Act 1988 to establish a mandatory 
data breach notification scheme. Organisations regulated by the Privacy Act 1988, which includes insurance 
companies and superannuation funds, will be required to notify the Australian Information commissioner and 
affected individuals of any “eligible data breach”. 
This is an example of where regulatory requirements are placing additional compliance needs on these 
organisations leading to the rise of the “RegTech46”. By providing platforms and tools to assist organisations with 
audit, governance, risk and compliance solutions, additional regulations can be managed and controlled to ensure 
that no requirements are missed. 
 

Open Source Data and Open Applications 
Government agencies and private businesses are being encouraged to participate in the sharing of their data. In 
particular, financial service institutions (FSI), in general, are rich in data. When this is combined with other ‘open 
sources’ of data this can enrich the information they already hold relating to their customers. Simplistically, Census, 
ABS, ATO and other data when combined with spending habits can paint very revealing insights from which 
marketing and other campaigns can be triggered. Geo-coding of these data sets further enables insights by location. 
Overseas, financial Application Programming Interface (API) sharing has been embraced. However, in Australia, FSI’s 
are reluctant to open access to their data. Locally, FinTech and RegTech companies are keen for Account Deposit-
Taking Institutions (ADIs) to open their API’s but this won’t happen without Government action. As things currently 
stand, all Australian Government agencies are encouraged to make their data available47. As an aid to put more 
competition into the market, the Australian Government will look to legislate for ADIs to make customers data 
available48. While the focus is currently on ADIs similar benefits to competition will also exist for insurance and 
super funds. 
APIs will enable developer’s access to an FSI’s data allowing their software to communicate and interact with this 
data. To date FSIs have been reluctant to share their API’s with external entities which is inhibiting innovation in 
this sector. In contrast to this, some superannuation funds are exploring sharing their API’s with vendors involved 
in payments to enhance the on-boarding of new members. The way payroll providers re-engineer their business 
models to comply with the ATO’s Single Touch Payroll reporting requirements49 is an emerging disruption to the 
way new super fund members have been allocated to default super funds under Modern Awards. 
In the super fund arena, financial planning software vendors have started to share their API’s with CRM platforms, 
fund managers and insurers to obtain data feeds and providers of virtual advice platforms. 
 

                                                           
46 http://www.regtech.org.au/ 
47 https://www.pmc.gov.au/public-data/open-data 
48 http://sjm.ministers.treasury.gov.au/media-release/044-2017/ 
49 https://www.ato.gov.au/about-ato/about-us/in-detail/strategic-direction/streamlined-reporting-with-single-touch-payroll/ 
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Digital Insurance and Business Platforms 
A shift is needed in the way insurers run their businesses if they are to truly harness the benefits of new 
technologies, differentiate their businesses and deliver an improved customer experience. Incumbent businesses 
of today run on a “pipeline” structure, meaning that companies simply create products to sell to customers. But 
disruptive challengers are increasingly moving away from selling commodities to monetising data.50  
A platform strategy that includes 
a “platform of platforms (POP)” 
allows a business to bring 
together an ecosystem of 
partners, infrastructure and data 
to create a customer-centric 
experience. The partner’s 
services complement the 
businesses core offering adding 
to the overall value for the 
customer.  
For an insurer, the platform 
strategy allows the business to 
utilise data and monetise value 
creation for their customers, as 
opposed to monetising an event 
after it has occurred. That is, 
rather than insuring for a car 
accident, insurance will be 
focused on preventing that accident. 
Technology and data will be crucial for enabling insurers to adopt these preventative strategies into their insurance 
offerings. Insurers need to distinguish between critical and non-critical data. Critical data is garnered from sources 
such as the insurance policies, whilst non-critical data is sourced from technology such as wearables or car tracking 
devices. 
No longer can insurers sell the traditional commoditised indemnification products through a network of traditional 
agents. Instead, they must create an entirely new set of offerings that inspire customer demand and anticipate and 
address customer needs and wants. 
These products must be simple and flexible enough for customers to evaluate, tailor and purchase through any 
channel. The products will also need to offer a holistic value proposition which is centred on the aspirations that 
really matter to consumers, including well-being, safety and reaching personal goals. 
This shift is crucial, as insurers move from an indemnification-based value proposition to one of continuous value. 
Indeed, the concept of a core protection product has become fully commoditised, creating another entry point for 
new competitors. But consistent customer engagement through digital channels goes a long way toward helping 
insurers maintain mindshare in the marketplace and simultaneously ward off competitive threats.  

The digital insurance experience is less about determining and dictating product terms and more about 
understanding and meeting customer needs throughout many life stages and experiences. USAA, for instance, now 
maps its products to “life events”, and this type of navigation guides its online content as well.51 

                                                           
50 https://www.rfigroup.com/australian-banking-and-finance/news/insurers-need-rethink-business-models  
51 http://www.dxc.technology/digital_enterprise/insights/135962-defining_the_future_of_digital_insurance, Brian Wallace and Phil Ratcliff  
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Digitisation and Customer Communications Management 
Disruptive forces are creating the new digital enterprise and new business models are needed to meet the demands 
of the mobile consumer. Consumers expect immediate access to customised and relevant information and a 
seamless customer experience in their preferred channel. This is why organisations must transform from paper-
based to digital processes and capture, organise, and store digital content to automate and streamline processes. 

Key insights: 
• Transform your enterprise content from paper to digital channels; 
• Create seamless and targeted customised communications; 
• Efficiently capture, organise, and access enterprise content to reduce costs; and 
• Manage and securely store content to reduce business and compliance risk. 

Digitisation is an enabler for creating the Digital Enterprise. It is the process of converting analogue content into 
digital content. This process enables the integration of content across multiple channels, automation of processes 
to enable self-service, straight-through-processing and new digital-focused business models. 

 

Robotic Process Automation (RPA) 
Robotics Process Automation is changing the ways CFOs and CMOs do business. Due to the high levels of manual, 
repetitive work within their operations, insurers and super funds are expected to benefit most from RPA adoption52. 
By choosing processes that take structured inputs that need to be dispersed across multiple systems or act over a 
large, consistent data set, these activities can be automated with a high-degree of certainty with a consistent level 
of quality that is not able to be achieved using traditional, people-based approaches. 
For the insurance industry leading candidates for the deployment of RPA is in claims processing53. By instituting 
RPA, repetitive and time-consuming processes are able to be performed by a never tiring “workforce” with a 
consistent level of efficiency and quality. Added to this, compliance aspects are catered for through discrete logging 
of activities that are able to be audited and reported on. 
RPA will be a key support tool when combined with analytics and AI. With analytics and automated decision making 
for investment portfolios, the robots will be there to apply those decisions. With the individualisation of portfolio 
choices it will not be possible to provide a cost effective, personalised service without this robotic support. 
  

                                                           
52 http://www.dxc.technology/au/offerings/141155/141171-robotic_process_automation 
53 https://www.uipath.com/blog/rpa-and-the-insurance-industry 
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6. Conclusion / What Business Leaders Should Do 
This white paper has looked at the market challenges being faced by insurers and super funds, explored how they 
could respond, customer engagement elements and then examined technology and innovation solutions to enable 
these organisations to engage and serve customers more effectively. 
Insurers and Super funds must evolve to ensure that they remain relevant in a rapidly changing, customer-driven 
environment. No longer are these companies in the driver’s seat as it has never been easier to change between 
companies than it is today thereby overcoming a previous historical cause of customer “retention”.  Customers 
know what they want, when they want it and, just as importantly, how they want it. A lack of attention to the 
“anywhere, anytime, any device and any channel” mantra will ensure that customers will move their business to 
those organisations that do understand this need. 
How service is delivered to the customer – the customer perspective view of service delivery – is the only view that 
matters. Customers will not care what it takes, internally to an insurer or super fund to deliver that service. They 
do care that the service is delivered with high quality in a simple fashion. Organisations that use a customer-centric 
approach, focusing from the outside-in, will understand and measure the customer experience of their services and 
put in place actions to enhance this experience to engender customer loyalty. 
In the end, the way to the customer’s mind is all about context. Provide your customer with a simple, intuitive and, 
most importantly, relevant experience.  It might not be an impersonal online interaction that a customer wants, 
but rather a face-to-face one. The point is, a flexible, customer focused organisation will know this and be able to 
predict what a customer will want, as well as, react to that customer in a unique, relevant and satisfying way. 
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About AIIA 
The Australian Information Industry Association 
(AIIA) is Australia’s peak representative body and 
advocacy group for those in the digital ecosystem. 
We are a not-for-profit organisation to benefit 
members, and AIIA membership fees are tax 
deductible. 
Since 1978 the AIIA has pursued activities to 
stimulate and grow the digital ecosystem, to create 
a favourable business environment for our 
members and to contribute to Australia’s 
economic prosperity. 
We do this by delivering outstanding member 
value by: 
• providing a strong voice of influence 
• building a sense of community through events 

and education 
• enabling a network for collaboration and 

inspiration; and 
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About AIIA’s Financial Services SIG 
AIIA established the Financial Services SIG to: 
• Facilitate meaningful networking between the 

innovators in financial services and the 
suppliers of technology solutions. 

• Take a thought leadership position in financial 
services technology: 
o Innovation; 
o top of mind technology trends and issues 

for the CIO/CTO and Line of Business 
leaders; and 

o aligning technology vendors and business 
users. 

• Discuss and create technology-led business 
opportunities in financial services. 

• Grow AIIA membership by proving the 
benefits of membership through the SIG. 

• Provide input into government on any policies 
relating to financial services technology that 
may impact members. 
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