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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



VÄXTBASERAT
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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
5

1
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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





VÄXTBASERAT

PROCESSAT

ANIMALISKT
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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

ñ  from quote to claim.



A leading global reinsurer

Thousands of satisfied clients 

A+ rated

Operations in more than 160 countries 

29 underwriting centres

û9.2 billion in gross written premiums (Life, 2022)

Since 2007, weõve 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 

SCORõs BAM algorithm

X

Our objective: to create the best possible customer experience.



A DECADE IN REVIEW: 
PAVING THE FUTURE 
OF INSURANCE

2023ï24



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



Whatôs 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 yearõs 
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, óGood Online Reviewsó 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 ògood
online reviewsó

(In Sweden, the #1 

consideration is 

òpriceó)

²ƘŀǘΩǎ your renewal preference?

What triggers young peopleõs insurance purchases?

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

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

































http://www.remarkgroup.com/






















































































http://www.MattiasRibbing.se/


http://www.MattiasRibbing.se/


http://www.MattiasRibbing.se/


http://www.MattiasRibbing.se/
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