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Translation Service



DRONE 

FAMILLE 

RUNNERS

Forward 2026

Driving 

value  creation.

Shaping 

the  reinsurer 

of tomorrow.



Sustainability at 
the heart of 

SCOR’s
“Raison d’être”

Protecting societies from extreme events
by helping economic agents to mitigate and adapt to the 
effects of climate change

Supporting people’s health and well-being
by developing accessible prevention and protection 
solutions

Nurturing clients
through a culture of trust and integrity

Combining the art and science of risk 
to protect societies



Four major competitive advantages to thrive

Sustainability 
at the heart of 

SCOR’s
“Raison 
d’être”

Global 
leading 
franchise

Strong balance 
sheet

Differentiating 
in-house 
expertise, 

recognized by 
clients



Strong balance sheet with a AA level of capital

226%

220%

226%

213% 213%

2019 2020

1. Solvency capital requirement

2021 2022 Q2-2023

220%

185%

Solvency ratio in optimal range High diversification
SCR split per line of business as of 30/06/2023, % of SCR

A+
Stable outlook

S&P rating

A1
Stable outlook

Moody's rating

A+
Stable outlook

Fitch rating

A
Stable outlook

AM Best rating

Optimal range

SII ratio, end of period 2019 to Q2-2023, %

4%

10%

21%

31%

34%

SCR1 before tax 
and diversification

-54%

Diversification

-4%

Tax

4%2%7%

37%

50%

SCR

Property & Casualty
Life & Health

Market 
Credit

Operational



Fundamental changes and uncertainty fuel Reinsurance demand

Recognized diversification 
benefits under Solvency II 
and Economic Value with 
IFRS 17

Favorable market conditions 
with growing demand for both 
L&H and P&C reinsurance, 
as well as increasing 
reinvestment rates

New opportunities:
Forward 2026

Regulatory and accounting changes 
External events

1. Hurricanes Harvey, Irma, Maria and earthquakes in Mexico

2016 2017 2018 2019 2020 2021 2022 2023 2024

Solvency II

.

.

.
IFRS17

Impact of climate change
HIMM1 Michael, Florence Dorian

Increasing social inflation

Unprecedented pandemic

Geopolitical and macroeconomic tension
Rising inflation rates Russia-Ukraine war

Droughts in 
Brazil and 

France

Uri Bernd Ida Wildfires Ian 
in

California



Further deploy digital services to differentiate offering

10+ proprietary 
digital services 
covering the entire 
value chain

Differentiated 
offering: services co- 
developed with clients 
and creating shared- 
value

Supporting business 
generation: more than 
half of Protection GWP 
comes from clients we 
partner with to develop 
new services

Selected examples

Automated policy issuance process
• Approx. 90% of underwriting evaluations within 1 minute
• Deployed in the US, Europe and Asia

Underwriting

Digital portal automating the claims assessment process
• 50% reduction in processing time
• Deployed in France, Australia and New Zealand

Claims 
management

Digital platform:
• Providing clients with distinctive experience analyses and 

benchmarking tools
• Leveraging AI to enhance SCOR’s predictive models

Data 
analytics



We do everything from second opinion 
to full medical underwriting

SCOR Sweden Re Service & Toolkit

Building and sharing market 
knowledge to the benefit of our clients

Developing new as well as improve 
existing products

Medical Underwriting

• All products

• Medical Manuals & Tools

Market Analysis / Data Insights Product Development

• Benchmark survey

• Solvency II QRT Overview

• Global Consumer Study

• Underwriting guidelines advising

• Data analyses & Data pooling

• Tariffs

• Terms and conditions wording

• Underwriting guidelines

• Medical UW guidance
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Sharing the workload to save our 
clients time and resources

SCOR Sweden Re Service & Toolkit

Bespoke financial solutions, in addition 
to traditional reinsurance protection

We regularly share with our clients the 
knowledge of our multidisciplinary 

expert teams

Actuarial Support

• Actuarial analyses

• Standardized and recurring

• Ad hoc

• Reinsurance administration

• Pricing

• Reserving

• R-programming courses

Risk Transfer, Solvency & Balance 
Sheet Improvement Education / Inspiration

• Traditional reinsurance

• Loss portfolio transfer

• Mass Lapse cover

• Value-in-Force financing

• Outsourcing- & run off solutions

• Medical Seminars

• Conference

• Workshops

• Trainings

• SCOR Campus

• Medical reports and research
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David Stenholtz

Den gröna kostens potential

SCOR Sweden Re:s Nordic Life Insurance Conference



David Stenholtz 
Överläkare Onkologi

Ordförande Läkare för framtiden

Den gröna 
kostens potential



www.lakareforframtiden.se

http://www.lakareforframtiden.se/
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Experterna är 

överens



Växtbaserade 
”mejeriprodukter”



Den grönare Matcirkeln

”För att vi ska kunna ställa om 
till ett mer hållbart sätt att leva 

är det bra att äta mer 
växtbaserat. Därför finns det 

numera växtbaserade alternativ i 
alla delar av Matcirkeln.”



Maten har en stor 

potential att gynna 

hälsan
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Visst borde vi 
informera om 

kostens 
betydelse för 

hälsa, men jag 
vet ju hur 

mycket mina 
patienter älskar 

”god mat”.



Visst borde vi 
informera om 

motionens 
betydelse för 

hälsa, men jag 
vet ju hur 

mycket mina 
patienter älskar 

att sitta still.



Visst borde vi 
informera om 
rökningens 

betydelse för 
hälsa, men jag 

vet ju hur 
mycket mina 

patienter älskar 
att ta ett bloss.



HUR ÄTER VI I SVERIGE?

Känsliga tittare varnas!





VÄXTBASERAT

PROCESSAT

ANIMALISKT

8
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Förlänga livet?

Minska risk för att 

dö i förtid?









Hjärt-kärlsjukdom



Hjärtkärlsjukdom





William C. Roberts – 
American Journal of 

Cardiology



William P. Castelli, 
director of The 

Framingham Heart 
Study

''In 34 years in 
Framingham, we've never 

seen anyone with a 
cholesterol below 150 

who's developed 
coronary heart disease.''



Kolesterolvärde 80-tal Kolesterolvärde idag

Sverige
6 5

Kina
3,28 4,6





Intervention
Kontroll

Progress
24 % 40 %

Regress
29 % 0 %



Dr. Dean Ornish

Randomiserad studie 
30 min lågintensiv motion

Ej randomiserad studie 

Endast koständring

Dr. Caldwell Esselstyn



Sexuell 

dysfunktion



Vaskulär demens 
Stoke

Hjärt-kärlsjukdom

Hypertoni 
Njursjukdom

Impotens 
Sexual dysfunktion

Bensår 
”Fönstertittarsjukan”

ATEROSKLEROS – ÅDERFÖRKALKNING







+ 26%



FSSI: +33% i MED-gruppen 
Ingen förbättring i kontrollgruppen



Diabetes typ 2









Vad händer när patienter vistas 26 dagar på ett hälsohem och 
äter stort sett bara oprocessade vegetabiliska livsmedel?

BARNARD ET AL, DIABETES CARE, VOLUME 17, NUMBER 12, DECEMBER 1994





Hälsosam vikt 

och normal aptit









VÄXTBASERAT

PROCESSAT

ANIMALISKT
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Psykisk hälsa och 

arbetsförmåga





FÖRBÄTTRINGAR I 
GEICOSTUDIEN

Arbetsförmågan ökade

Symptom på depression och ångest minskade 

Psykiskt välmående ökade



Men! En så extrem 
kost som helt 
växtbaserat 

kommer ingen att 
följa! Det är lönlöst 

att ge sådana 
kostråd!



Barnard ND, Levin SM, Yokoyama Y. A 

systematic review and meta-analysis of 

changes in body weight in clinical trials 

of vegetarian diets. J Acad Nutr

Diet. 2015;115:954–969

Huang R-Y, Huang C-C, Hu F, et al. 

Vegetarian Diets and Weight 

Reduction: a Meta-Analysis of 

Randomized Controlled Trials. J Gen 

Intern Med. 2015

Vad visar studier som jämför följsamhet till 
växtbaserade kostregimer med sådana 

som innehåller kött?

Turner-McGrievy G, Mandes T, Crimarco A. A plant-based diet for overweight 
and obesity prevention and treatment. J Geriatr Cardiol. 2017 May;14(5):369- 
374.

69 %

Genomsnittliga data från 11 studier Följsamhet

Växtbaserat

Blandkost 64 %



Får vi

i oss allt?



Brister?
HÄLSOSAM 

NÄRINGSMÄSSIGT TILLRÄCKLIG 
LÄMPLIG I ALLA LIVETS SKEDEN

ALLA LIVETS SKEDEN
Graviditet 
Ammning 

Spädbarnsår 
Barndom 

Tonår
Äldre 

Idrottare
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Tack!



Rishi Behl

Marketing Director på Remark 

SCOR Digital Solutions

Global Consumer Study 2023

SCOR Sweden Re:s Nordic Life Insurance Conference



ReMark and the Global Consumer Study



1 2 3

Background

Who are we?

Our Solutions

Solutions Overview 

Velogica

BAM

VClaims

Consumer Research

Global Consumer Study



Insights

Marketing Digital 

Solutions

220
Staff

5
Languages

15
Offices

33
Nationalities

ReMark is a global 

provider of insurance 

solutions and services 

that help clients gain, 

retain and engage 

policyholders by 

delivering the best 

consumer experience

—  from quote to claim.



A leading global reinsurer

Thousands of satisfied clients 

A+ rated

Operations in more than 160 countries 

29 underwriting centres

€9.2 billion in gross written premiums (Life, 2022)

Since 2007, we’ve worked together with our parent company.



Data Analytics

C
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Automated medical 

underwriting

Sales Claims Management

Optimised claims 

declaration platform

Customer Engagement & Loyalty

Health & Wellness application powered by 

SCOR’s BAM algorithm

X

Our objective: to create the best possible customer experience.



A DECADE IN REVIEW: 
PAVING THE FUTURE 
OF INSURANCE

2023–24



What is it?

Published since 2014

One of the largest global surveys on 

insurance customers

Read by insurance executives and the 

wider public

Examines consumer attitudes towards 

insurance, health & wellness, P&C, tech 

and more

Why do we need it?

To be people centric

To help insurers listen to consumer 

voices and design products/solutions 

for the people

To bring unique value: other insurers 

don't do this

To close the protection gap by 
connecting insurers and consumers

About  the

GCS



What’s new in our 10th edition?

7
insig hts a c ro ss thre e  the me s:

c o nsume r jo urne y, L&H and P&C

12,563
yo ung  pe o ple

22
ma rke ts



INSIGHTS 
ON THE 
CONSUMER 
JOURNEY

0
1



Respondents had the greatest confidence in their knowledge 

of Savings (69.3%) and Banking (62.6%), with Life & Health 

Insurance (58.9%) and Home & Motor Insurance (57.3%) next 

down the list.

Whilst both Millennials and Gen Z have similar have broadly 

similar self-assessments of their knowledge, upon testing we 

saw that the elder age group have a considerably higher 

average insurance literacy score (6.1 vs 5.45).

De c o d ing  the  Future  

o f Insura nc e

Insight 1:

5.87 /  10

6.32/ 10 (SWE)

This year’s 
Global 

Insurance 

Literacy score

Most appealing ways to learn about insurance

Q  / What would be your ideal way to learn more about insurance?

Q  / Do you feel you need additional education about insurance?

Desire for insurance 
education

23.1% 76.9%



For the first time this year, ”Good Online Reviews” are 

more important than price for young people considering 

their next insurance purchase, with a quarter choosing this 

as their priority (26.2%).

However, price is still a crucial factor, with over 50% of 

respondents willing to forsake brand reputation if the new 

online competition were cheaper or more convenient.

Ma pping  o ut the  

c o nsume r jo urne y

Insight 2:

#1
#1 consideration  

during the purchase 

process is “good
online reviews”

(In Sweden, the #1 

consideration is 

“price”)

What’s your renewal preference?

What triggers young people’s insurance purchases?

Q  / What initially triggered your purchase of your most recent product?

Q  / If renewing an insurance policy, what would you usually do?



INSIGHTS 
ON LIFE &  
HEALTH 
INSURANCE

0
2



 69.9%
(52.3% in SWE)

69.9% of Gen Z 
and Millennials 
regularly use, or 
are interested in 
using, health apps.

Liv ing  w e ll in  a  

c o nne c te d w o rld

Insight 3:

This year, respondents from China (92%), Mexico (88.3%) and 

Chile (82.5%) attribute the most importance to healthy living.

Encouragingly, young people appear very aware of the utility of

health & wellness apps to improve fitness.

Importantly for insurers, there is enthusiasm among 

policyholders for the prospect of sharing optional data in 

exchange for insurance discounts.

Q  / Would you consent to sharing optional data with your insurer, such as from a car analytics device 
or smart watch, if they were able to offer you a customised insurance plan?

Potential rewards for sharing data

Q  / How appealing are the following as potential rewards from your insurer for sharing such data?

Propensity to share data with insurers



46.7% of our Millennials and Gen Zs reported feeling often or always stressed, 

a rise of more than 6% on the previous year (40.2%).

The largest cause of stress is financial issues.

Despite 86.3% of respondents checking social media at least once every 2 

hours, only 24.3% of users say it negatively affects their mental health.

But when cross-referencing, a greater correlation appears between stress and 
social media usage.

V i r t u a l  l i v e s :  curse

or cure?

Insight 4:

86.3%

86.3% of young 

people check social 

media at least every 2 

hours.

Q  / How often do you look at your phone to view social media platforms?

Does social media usage correlate with stress levels?

In Sweden, 67.2% of those who check social 

media every 10 minutes state they are 

always/often stressed.



Where is the most stressed?

Always/
Often stressed

55.5%

32.5%

Q  / Generally speaking, how do you feel?

IRL

55.5%

IDN

32.5%



Re tire me nt p la nning

Insight 5:

61.3%
(59.4% in SWE)

61.3% of Gen Z
are taking steps 
to financially 
secure their 
future

Savings accounts (22.6%) are the most popular ways 

young people are financially preparing for their future, 

followed by employer (16.6%) and personal (16.5%) 

pension plans.

But confidence in savings products far exceeds that of 

pension products –  a potential opportunity for providers.

Q  / Are you taking any steps to prepare for your retirement?

19.2%17.1% 15.5% 11.8%13.6% 10.3%

11.6%16.4% 13.5% 25.2%22.1% 23.7%

Are you making plans for your retirement?



INSIG HTS 

ON PRO PERTY 

& C ASUALTY 

INSURANC E

0
3



More than a third of Gen Z drivers around the world have a 

telematics device fitted in their car (35%), with the highest 

adoption in Hong Kong and China.

The leading trigger for getting a device fitted is the attraction of 

cheaper car insurance premiums (31.5%), with many also keen 

to take advantage of the driving insights telematics generates.

Telematics

Insight 6:

35.9%
(33.9% in SWE)

35.9% of young drivers 

want safety coaching & 

recommendations based 

on telematic analytics.

What motivated you to get a telematics device?

Q  / What motivated you to get a telematics device on your vehicle?

What are your preferred rewards for good driving behaviour?

Q  / What type of vouchers or rewards would you like to receive in exchange for good driving behaviour?



Would you be interested in such a product? 
(Interest in small amount, stackable cover)

32.0% 68.0%

No

Gen Z

39.3% 60.7%

Millennials

No

Yes

Yes

Q  / Would you be interested in the type of product described below?

There are new types of insurance products that allow individuals to make small and regular contributions to an insurance policy, by dedicating a portion of their daily 
or monthly spending to the policy. For example, if you buy a coffee priced at $2.70, the transaction would automatically be rounded up to $3.00, and the 30 cents 
difference would go towards increasing your protection cover for a life/health/property insurance you had pre-selected.

Awareness of embedded insurance is highest in Taiwan 

(83.2%) and lowest in Japan (51%). But for those who are 

aware, price is the main barrier when it comes to adding 

this onto their purchases.

When it comes to short-term, stackable insurance, there 

is broad interest in this as a concept (63.3%).

Co nve nie nc e  vs va lue :

a  b a la nc ing  a c t

Insight 7:

53.6%
(34.7% in SWE)

53.6% of Gen Z 

respondents are 

happy to add 

insurance cover to 

their bookings when 

using ride sharing 

apps.

* excludes N/A respondentsWould you pay a little extra for insurance 
against accidents when using ride-sharing 
apps or taking e-bike/scooter trips?

32.7% 53.6%

No

Gen Z*

32.3% 49.2%

Millennials*

No

Yes
Yes



10 Years of

the GCS
10 Ye a rs 

o f the  

GCS



Purchase 
evolution -

the changing landscape

Changing trends:
• Socioeconomic factors dominated insurance purchases in 

2014.
• Health and tech indicators surged from 2017 to 2020.

2021 shift:
• Financial and demographic factors returned as drivers.
• Homeownership, parenthood and age gained prominence.

Rebalancing in 2022-2023:
• Health/tech indicators regained importance.

• Strong correlation with health metrics emerged.

Gender influence:
• Women played a key role in shaping decisions during 2016- 

2018.
• Coincided with the rise of health and tech indicators.

2017-2020 top predictive variables: health apps and wearable ownership

2016- 2018: women close the gender gap in propensity to buy

Male 

Female

*Mean (SHAP value)



Propensity to purchase: men vs. women

Pandemic-driven shift (pre-pandemic to 2023):

• Initial shift away from health-related technologies.

• More male purchasers, less health-focused, less educated and 
lower employment.

2023: Re-emerging health correlation:
• Health-related metrics regaining importance in insurance 

purchases.

• Financial/demographic variables still most prominent

Pandemic's ongoing impact:

• Coexistence of pre-pandemic and post-pandemic mindsets.

• Consumer behaviours still influenced by post-pandemic 
insecurity and uncertainty.

• Pandemic's influence on financial decisions remains significant.

The shock of a 
pandemic

Male Female



Age and insurance literacy impact purchasing behaviour:
• Ages 20-40: Higher literacy correlates with higher purchase likelihood.

• Ages 40 and above: Lower literacy linked to increased recent purchases, 
possibly due to financial security concerns.

Implications for insurance providers and future insights:
• Prioritise customer education for all age groups.

• Explore non-traditional data sources to enhance understanding of 
insurance purchasing behaviour.

equation

Insurance literacy is a key predictor:

• Insurance literacy scores strongly predict consumer purchase behaviour, 
especially among younger demographics.

Knowledge = 

Sales, the winning

2022: relationship between 
insurance literacy, age and 
propensity to purchase

2023: Insurance literacy dominates predictive performance

Literacy Score > 0.5 

Literacy Score < 0.5

Age

20 30 40 50 60 70

0.6

0.4

0.2

0.0

-0.2

-0.4

-0.6
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*Mean (SHAP value)

0.05

0.10

0.15

0.30

0.200.10

0.20

G C S  10: 2023  –  Baseline plus all* G C S  10: 2023  –  Baseline plus all and Literacy*

Age

Residential status

Area type 

Health app 

Exercise 

Work status

Income 

Wearable 

Children 

Industry 

Steps 

Diet

Income source 

Financial decision 

Marital status 

Education

Sleep 

Healthy living

Smoking

Risky 

Gender

Literacy score

Residential status

Age 

Health app 

Area type 

Work status 

Exercise 

Income 

Wearable

Steps 

Industry 

Children 

Education

Diet 

Marital status 

Financial decision 

Income source

Sleep 

Healthy living

Smoking

Risky 

Gender

0.0

0.0



A focus on

Gen Z &  Mi l lennia ls

1

Reviews & price

Insight:
Good online reviews, not price, 

drive insurance purchases among 

Gen Z and Millennials.

Potential:
Enhance online reputation and 

maintain brand image to attract 

younger customers.

2

Embedding insurance

Insight:

54% of Gen Z are happy to 

consider embedding insurance in 

their ride-share app.

Potential:
Offer embedded cover, tapping into 

evolving preferences of the younger 

demographic.

3

Health & purchasing

Insight:

Health-conscious living trumps 

income in predicting insurance 

adoption.

Potential:
Insurers providing a more holistic 

experience are more likely to attract 

and retain policyholders.



Q &A



Data Dashbo ard



www.remarkgroup.com

2023–24 AVAILABLE NOW

http://www.remarkgroup.com/
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Application and Comparison of Machine 
Learning and Traditional Methods to Insurance 

Pricing in Scarce Data Environments

Asmir Prepic

Actuary/Data & Analytics @ EY
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1989

2015

2017

2018

2021

Child between 1989 and 2007. Started my studies in 
Energy Systems Technology. Finished a B.Sc. In 
Business & Economics. Masters in statistics.

First actuarial position at BNP Paribas Cardif. 
Continued studying mathematics & IT part time

Actuary at Folksam

Pricing & Analytics at Agria

1. Introduction – About Me

EY

Actuary and part of the Data & Analytics team in 
technology consulting.
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2. Background

Objective

Transfer of economic risk 

from the policyholder to the 

insurance company. In 

exchange for an insurance 

premium.

Statistical Properties

Loss of the insurance company 

is a sum of a large number of 

comparatively small 

independent losses. More 

predictable than individual 

losses.

Methods

Statistical models are 

needed since expected 

losses vary between types 

of policyholders and the 

insured objects.



Data

Quality and Accuracy 

Volume management 

Dimensionality

Modelling

Complexity 

Calibration 

Dimensionality

Market

Customer Expectations 

Regulatory changes

Environment

Interest rates 

Emerging risks 

Environment

2. Background – Challenges in Insurance Pricing
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2. Background – Challenges in Insurance Pricing

Modelling

𝑌 = 𝑓 𝑿; 𝜽 + 𝝐
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2. Background – Challenges in Insurance Pricing

Modelling

𝑌 = 𝑓 𝑿; 𝜽 + 𝝐 𝑌!  = 𝑓$ 𝑿; 𝜽(

Some outcome that we 
observe. Claim incidence, 
claim cost, etc.

Some function that we do 
not know

A set of observable variables𝑋 !,  𝑋", … , 𝑋#

such as vehicle brand, 
power, policyholder age etc.

Random Noise Predicted variable Estimated function Estimated parameters



2. Background – Traditional vs. “New” models

Historically the Generalized Linear Model has been the backbone of 

insurance pricing. GLM offers simplicity and predictability making it 

the go-to-choice for years.

Advancements in technology and especially increased computer power, 

complex models such as neural networks and random forests emerged. 

These promise better accuracy and insight.

Pros:

• Well established

• Simplicity

• Consistency

• Assumptions of distributions

• Provides confidence intervals.

Cons:

• May not capture intricate 

patters in risk

• Less flexible in adapting to data

trends

Pros:

• Higher Accuracy

• Flexibility

• Rich insights

Cons:

• Requires larger dataset for 

optimized performance

• Difficult interpretability

• Risk of loosing generalization
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How do Machine Learning methods compare to 
GLM’s when data is limited in insurance pricing, and 
can we do something to improve the estimations?

3. Problem Statement
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3. Problem Statement & Solution – Creating a simulated environment
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3. Problem Statement & Solution – Creating a simulated environment

Underlying lambda function (incidence rate of insurance 

claims)

Incidence rate is simulated in a setting where we have full 

knowledge of the underlying data generating process. One risk 

factor is linearly increasing, and the other risk factor is linearly 

increasing
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Conventional Generalized Linear Model

GLM fails to capture the full relationship between the 

variables in a simple setting

3. Problem Statement & Solution – Creating a simulated environment

Underlying lambda function (incidence rate of insurance 

claims)

Incidence rate is simulated in a setting where we have full 

knowledge of the underlying data generating process. One risk 

factor is linearly increasing, and the other risk factor is linearly 
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3. Problem Statement & Solution – Approach in a known environment

SMOTE

One of many algorithms to simulate 
new data points based on data from 
observed data



Scope

A total of 410 different models 
fitted and compared in each of 
the total 4 datasets.

The fitting algorithms are run 
approx. 16000 times for the 
specifications to be evaluated

Applied Models

Generalized Linear Models with different 
specifications

Generalized Additive Models with 
different specifications

Generalized Additive Models with 
different specifications

Random Forests

Regression Trees

Artificial Neural Networks

Datasets

Simulated data with known risk 
properties without oversampling

Simulated data with known risk 
properties with oversampling

Real dataset from Wasa motorcycle 
insurance without oversampling

Real dataset from Wasa motorcycle 
insurance with oversampling

3. Problem Statement & Solution – Summary of approach
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4. Results – Summary & Conclusions

* Out of sample

Simulated data

Yes

No

Yes

Best Performance*

GLM

Regression Tree

GLM

Random Forest

Oversampling

No

Data

Wasa insurance 
data



3 4 5
Problem Results Going Forward 
Statement &
Solution

1 2
About Background



3 4 5
Problem Results Going Forward 
Statement &
Solution

1 2
About Background



5. Going forward

Pricing

Develop or enhance your current 

pricing models with new methods 

to improve the pricing accuracy in 

a more competitive environment. 

Be aware of regulations.

Research

Develop a culture of research and 

build solid use-cases. Leverage 

new tools like LLM (e.g., ChatGPT) 

as code assistants or to create 

simulation cases relevant to your 

business

Portfolio assessment 

& planning

It is challenging to apply new 

models and methods I insurance 

pricing practically. Models with 

improved performance can be 

used to track portfolio risk or for 

better planning



Thank you for listening!



Mattias Ribbing

Psykisk hälsa och arbetsförmåga

SCOR Sweden Re:s Nordic Life Insurance Conference



MattiasRibbing

DIN HJÄRNA 2.0

13/ 10 2023 

Mattias Ribbing 

- NYA VERKTYG FÖR VÄLMÅENDE OCH PRESTATION 
I  EN DIGITAL VARDAG



6728547609147295867376027572627623756263718139595937492946426485739059

5472657303595962515396070429374686020203045725344028603860192755826590

8017486027596827626597068768265660727696737637657110485987395837756218

0728685636586746829105476937601930424402864528592657392056573766125387

9840265927591759276027607693755244165071397047276983669463683669229682

3977637672516597665636286638920497940208674737693827564373538563452769
7674387643927362868370858673859790548373796799830975893969594736096821

5089465684936685473652517486932675583272659584632638686643637684938692

7365764434345345329673030464654302004506404058739203035049392929893859

3484647302630606043030859750663729606983627605726286984627596836469322

2626486956275946265941268572662760472635483202950573625265927265660398

4757453255858453265958362375967463547788436264967553638678697975340603

2658437254557899173956626596047940274769603737887930939697997530358653

6959583757643516375969074728296957373496957362663637299625593725256026

4938603826596984049473352575832766463525284069265940686059375241938602
2659265927

1 timme siffror
OFFICIELLT RESULTAT 1060



@MattiasRibbing | www.MattiasRibbing.se | 144

FOKUS, FLEXIBILITET OCH FLER TIMMAR OM DYGNET!?

http://www.MattiasRibbing.se/


@MattiasRibbing | www.MattiasRibbing.se | 145

Upplevelse Simulerad upplevelse

http://www.MattiasRibbing.se/


@MattiasRibbing | www.MattiasRibbing.se | 146

En bild per sida

http://www.MattiasRibbing.se/


@MattiasRibbing | www.MattiasRibbing.se | 147

http://www.MattiasRibbing.se/


Closing
SCOR Sweden Re:s Nordic Life Insurance Conference
October 13, 2023
Svein Børre Solvang, CEO



DRONE 

FAMILLE 

RUNNERS

Forward 2026

Driving 

value  creation.

Shaping 

the  reinsurer 

of tomorrow.



Livförsäkringskonferens 14 oktober 2022

• Tackmail till deltagarna

• Utvärderingen gick till 191 personer

• Enkät på 7 frågor med fritext



Feedback on the 2022 Conference

■ Asle Toje world class even though very depressing
■ Torbjørn Åkerstedt very funny (unintentional) about sleep
■ Would like to learn more about sleep
■ Finally, an Actuary (Lina Palmborg) who could communicate with 

normal people
■ Still impossible to understand the actuaries
■ Great meeting place
■ Food and drinks a disaster. The desert, what on earth was it?
■ Food very good
■ Enjoyed the longer breaks
■ Bring more wine to the tables
■ Well done SCOR Sweden Re - Fantastic

■ Presentation messy and impossible to follow
■ One of the most boring persons I ever have listened to
■ His ego is out of proportion
■ A very nice guy



Feedback on the 2022 Conference

■ Asle Toje world class even though very depressing
■ Torbjørn Åkerstedt very funny (unintentional) about sleep
■ Would like to learn more about sleep
■ Finally, an Actuary (Lina Palmborg) who could communicate with 

normal people
■ Still impossible to understand the actuaries
■ Great m
■ Food and

eeting place
drinks a disaster. The desert, what on earth was it? 

y good
he longer breaks

■ Food ver
■ Enjoyed t
■ Bring more wine to the tables
■ Well done SCOR Sweden Re - Fantastic

■ Presentation messy and impossible to follow
■ One of the most boring persons I ever have listened to
■ His ego is out of proportion
■ A very nice guy

Please give us your valuable feedback also in 2023



Translation Service

Presentations available on our 
website from 17.00



154


	Diapositive 1
	Diapositive 2 Translation Service
	Diapositive 3
	Diapositive 4 Combining the art and science of risk to protect societies
	Diapositive 5 Four major competitive advantages to thrive
	Diapositive 6 Strong balance sheet with a AA level of capital
	Diapositive 7 Fundamental changes and uncertainty fuel Reinsurance demand
	Diapositive 8 Further deploy digital services to differentiate offering
	Diapositive 9 SCOR Sweden Re Service & Toolkit
	Diapositive 10 SCOR Sweden Re Service & Toolkit
	Diapositive 11
	Diapositive 12 David Stenholtz
	Diapositive 13 Den gröna kostens potential
	Diapositive 14 www.lakareforframtiden.se
	Diapositive 15
	Diapositive 16
	Diapositive 17 Experterna är överens
	Diapositive 18
	Diapositive 19 Den grönare Matcirkeln
	Diapositive 20 Maten har en stor potential att gynna hälsan
	Diapositive 21
	Diapositive 22
	Diapositive 23
	Diapositive 24
	Diapositive 25 HUR ÄTER VI I SVERIGE?
	Diapositive 26
	Diapositive 27
	Diapositive 28
	Diapositive 29
	Diapositive 30
	Diapositive 31
	Diapositive 32 Hjärt-kärlsjukdom
	Diapositive 33 Hjärtkärlsjukdom
	Diapositive 34
	Diapositive 35
	Diapositive 36 William P. Castelli, director of The Framingham Heart Study
	Diapositive 37
	Diapositive 38
	Diapositive 39
	Diapositive 40
	Diapositive 41 Sexuell dysfunktion
	Diapositive 42 ATEROSKLEROS – ÅDERFÖRKALKNING
	Diapositive 43
	Diapositive 44
	Diapositive 45
	Diapositive 46
	Diapositive 47 Diabetes typ 2
	Diapositive 48
	Diapositive 49
	Diapositive 50
	Diapositive 51 Vad händer när patienter vistas 26 dagar på ett hälsohem och äter stort sett bara oprocessade vegetabiliska livsmedel?
	Diapositive 52
	Diapositive 53 Hälsosam vikt och normal aptit
	Diapositive 54
	Diapositive 55
	Diapositive 56
	Diapositive 57
	Diapositive 58
	Diapositive 59
	Diapositive 60
	Diapositive 61 Psykisk hälsa och arbetsförmåga
	Diapositive 62
	Diapositive 63 FÖRBÄTTRINGAR I GEICOSTUDIEN
	Diapositive 64
	Diapositive 65 Vad visar studier som jämför följsamhet till växtbaserade kostregimer med sådana som innehåller kött?
	Diapositive 66 Får vi i oss allt?
	Diapositive 67 Brister? HÄLSOSAM NÄRINGSMÄSSIGT TILLRÄCKLIG LÄMPLIG I ALLA LIVETS SKEDEN
	Diapositive 68
	Diapositive 69
	Diapositive 70
	Diapositive 71
	Diapositive 72
	Diapositive 73 Tack!
	Diapositive 74 Rishi Behl
	Diapositive 75 ReMark and the Global Consumer Study
	Diapositive 76
	Diapositive 77 Insights
	Diapositive 78 Since 2007, we’ve worked together with our parent company.
	Diapositive 79 Our objective: to create the best possible customer experience.
	Diapositive 80
	Diapositive 81 About the
	Diapositive 82
	Diapositive 83 INSIGHTS ON THE CONSUMER JOURNEY
	Diapositive 84 Insight 1:
	Diapositive 85 Insight 2:
	Diapositive 86 INSIGHTS ON LIFE & HEALTH INSURANCE
	Diapositive 87 Insight 3:
	Diapositive 88 Insight 4:
	Diapositive 89
	Diapositive 90 Insight 5:
	Diapositive 91 INSIGHTS ON PROPERTY & CASUALTY INSURANCE
	Diapositive 92 Insight 6:
	Diapositive 93 Insight 7:
	Diapositive 94 10 Years of the GCS
	Diapositive 95
	Diapositive 96 The shock of a pandemic
	Diapositive 97 Knowledge = Sales, the winning
	Diapositive 98 Gen Z & Millennials
	Diapositive 99
	Diapositive 100 Data Dashboard
	Diapositive 101 AVAILABLE NOW
	Diapositive 102
	Diapositive 103 Aktuariepriset
	Diapositive 104 Application and Comparison of Machine Learning and Traditional Methods to Insurance Pricing in Scarce Data Environments
	Diapositive 105 1 2 About Background
	Diapositive 106 1 2 About Background
	Diapositive 107 1. Introduction – About Me
	Diapositive 108 1 2 About Background
	Diapositive 109 1 2 About Background
	Diapositive 110 2. Background
	Diapositive 111 2. Background – Challenges in Insurance Pricing
	Diapositive 112 2. Background – Challenges in Insurance Pricing Modelling
	Diapositive 113 2. Background – Challenges in Insurance Pricing Modelling
	Diapositive 114 2. Background – Challenges in Insurance Pricing Modelling
	Diapositive 115 2. Background – Traditional vs. “New” models
	Diapositive 116 1 2 About Background
	Diapositive 117 1 2 About Background
	Diapositive 118
	Diapositive 119 3. Problem Statement & Solution – Creating a simulated environment
	Diapositive 120 3. Problem Statement & Solution – Creating a simulated environment
	Diapositive 121 3. Problem Statement & Solution – Creating a simulated environment
	Diapositive 122 3. Problem Statement & Solution – Creating a simulated environment
	Diapositive 123 3. Problem Statement & Solution – Approach in a known environment
	Diapositive 124 3. Problem Statement & Solution – Approach in a known environment
	Diapositive 125 3. Problem Statement & Solution – Approach in a known environment
	Diapositive 126 3. Problem Statement & Solution – Approach in a known environment
	Diapositive 127 3. Problem Statement & Solution – Approach in a known environment
	Diapositive 128 3. Problem Statement & Solution – Approach in a known environment
	Diapositive 129 3. Problem Statement & Solution – Approach in a known environment
	Diapositive 130 3. Problem Statement & Solution – Approach in a known environment Synthetic Minority Oversampling Technique - SMOTE
	Diapositive 131 3. Problem Statement & Solution – Approach in a known environment SMOTE
	Diapositive 132 3. Problem Statement & Solution – Approach in a known environment SMOTE
	Diapositive 133 3. Problem Statement & Solution – Summary of approach
	Diapositive 134 1 2 About Background
	Diapositive 135 1 2 About Background
	Diapositive 136 4. Results – Summary & Conclusions
	Diapositive 137 1 2 About Background
	Diapositive 138 1 2 About Background
	Diapositive 139 5. Going forward
	Diapositive 140 Thank you for listening!
	Diapositive 141 Mattias Ribbing
	Diapositive 142 DIN HJÄRNA 2.0
	Diapositive 143 1 timme siffrorOFFICIELLT RESULTAT 1060
	Diapositive 144 FOKUS, FLEXIBILITET OCH FLER TIMMAR OM DYGNET!?
	Diapositive 145 Upplevelse
	Diapositive 146 En bild per sida
	Diapositive 147
	Diapositive 148
	Diapositive 149
	Diapositive 150 Livförsäkringskonferens 14 oktober 2022
	Diapositive 151 Feedback on the 2022 Conference
	Diapositive 152 Feedback on the 2022 Conference
	Diapositive 153 Presentations available on our website from 17.00
	Diapositive 154

