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SCOR almost triples its gross written premiums and doubles its 
shareholders’ equity over the last 10 years
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Since 2013, gross written premiums have 
increased by EUR 3.4 billion or +34% 


Over “Optimal Dynamics”, shareholders’ 
equity increased by ~EUR 1.5 billion or +33%


+EUR 8.9bn 
since 2007


+EUR 2.7bn 
since 2007


4







SCOR resists shocks and consistently increases its Net Asset Value
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SCOR is recognised by industry specialists and rating agencies 


Market 
Leader


Industry 
Trendsetter


Tools & 
Processes 
Developer


Independent 
Group


Global 
Player


Strong 
Technical 


Profitability


1 


Global Tier 1 reinsurer


All rating agencies give a positive assessment of SCOR’s current financial strength 
and capitalization, confirming its Tier 1 position


Stable outlook Positive outlook Stable outlook


AA- AA- A Aa3
Stable outlook
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SCOR has an outstanding track record of successfully achieving the targets 
of its strategic plans
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Profitability and solvency: 
two equally-weighted 


targets


Normalize the asset 
management policy


Expand and deepen 
the franchise


Build on continuity and 
consistency 


1) Based on a 5-year rolling average of 5-year risk-free rates
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SCOR’s new strategic plan “Vision in Action” builds on its successful 
strategy to expand profitably


“VISION IN ACTION”
2016-2019


1


2


3


4


 Leverage on proven principles and cornerstones


 Pursue a twin-engine strategy, combining Life and P&C reinsurance


 Focus on reinsurance


 Controlled risk appetite and robust capital shield


 Deepen franchise through organic growth development


 Leverage existing and new platforms


 RoE ≥ 800 bps above 5-year risk-free rate over the cycle1)


 Solvency ratio in the optimal 185% - 220% range


 Maintain an upper mid-level risk appetite


 Align investment risk appetite to the Group’s overall risk appetite


 Reduce the very high level of prudence


SCOR values its principles







SCOR Global Life is offering tailored solutions


Risk solutions
• Helping our clients to mitigate claims volatility


Distribution solutions
• Supporting our clients in business generation and claims management


Financial solutions
• Helping our clients manage their solvency and cash needs
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3


1


The right solution to your business needs







Traditional
Solutions


Financial 
Solutions


Digital 
Solutions


Product 
Development


Client 
Trainings


Distribution 
Solutions







E-underwriting in a nutshell


Insurer’s sales portal E-UW system


Web based / Mobile phone straight-through-processing solution


Online tool as well as mobile phone solution for smart automated underwriting at POS


Fully Integrated for transparent quick-quoting on insurer’s sales portal.


Direct & Secure access for the Applicant / Agent / Broker or Bank


Embedded state-of-the-art rules-engine generating real-time decisions


 Available online 24/7


Applicant







Reinsurance can unlock value  complementing debt and capital markets


Growth


SolvencyProfitability


Reinsurance to 
operate as a 


balance sheet 
protection tool


Reinsurance to 
reduce the 
volatility of 
earnings


Reinsurance to 
finance growth 
and monetize 


future business 
value


x


Sweet
spot


x


Reinsurance can help 
insurers efficiently 
move from this 
starting point to


Reinsurance Debt and Capital markets


 Optimize diversification of your 
risks  Liquidity management


 Reduce the risk margins  Reduce SCR for market/assets 
risks


 Reduce biometric/lapse
Solvency Capital Requirement 
(SCR)


 Improve available capital
(subordinated debt/hybrid 
capital)


 Recognise off-balance sheet 
value of inforce due to contract 
boundaries into net asset value 


 Management of volatility of 
assets (duration)


 Reduce or manage the 
volatility of the solvency capital 
ratio


 Assist in acquisitions







SCOR ONLINE EXPERT MANUAL


YOUR
SCOR


CONTACT
IN 


STOCKHOLM


Yvonne ETHOLÉN
Chief Medical Underwriter


Phone : +46 707 99 96 83
yvonne.etholen@swedenre.se







SCOR Sweden Re:s Life Insurance Conference
October 7th 2016


WELCOME


Svein Børre SOLVANG





		WELCOME

		Slide Number 2

		Slide Number 3

		SCOR almost triples its gross written premiums and doubles its shareholders’ equity over the last 10 years

		SCOR resists shocks and consistently increases its Net Asset Value

		SCOR is recognised by industry specialists and rating agencies 

		SCOR has an outstanding track record of successfully achieving the targets of its strategic plans

		SCOR’s new strategic plan “Vision in Action” builds on its successful strategy to expand profitably

		�����SCOR Global Life is offering tailored solutions

		Slide Number 10

		Slide Number 11

		Reinsurance can unlock value  complementing debt and capital markets

		                        SCOR ONLINE EXPERT MANUAL

		WELCOME






Stockholm, October 7th, 2016 


Innovation in the Life Insurance Industry  







CONSUMER INSIGHTS CONSUMER PROPOSITIONS CONSUMER JOURNEY 


HELPING INSURERS TO BETTER UNDERSTAND THE EVOLVING CONSUMER 


◎ Delineate Big and Smart Data 


capability to create unique consumer 


insights & IP 


◎ Understanding consumer 


motivations to “pay and stay” 


◎ Develop insights to help partners 


design and promote more relevant 


products & superior pricing via 


targeted 


◎ Predictive Analytics & Modelling 


◎ Participation in emerging  


ecosystems 


◎ Deliver more effective & efficient 


consumer experience 


◎ New and Alternative distribution 


channels 


◎ Superior Underwriting, Fulfilment & 


Claims Management 


“Provides Distribution Solutions that Enable Life & Health Customers to Establish & Grow Valuable and 


Sustainable Consumer Relationships” 
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CONSIDER DISCOVER SELECT APPLY PURCHASE MONITOR CLAIM 


CONSUMER JOURNEY 


CONSUMER INSIGHTS CONSUMER PROPOSITIONS 


SUPPORTED ACROSS MULTIPLE BRANDS’ 


Syndicated Research 


(Big & Smart) 


Data Management 


Data Modelling (BPP) 


Customer Profiles 


Direct to Consumer 


Omni-Channel 


Product Development 


Proposition Design 


Execution Capabilities 


Financing 


POS & E Portals 


Expert Auto UW 


Data Driven UW 


Sensor Capable 


Fulfillment Platforms 


Engagement 


Servicing 


Retention 


Leads/referrals 


Billing & Maintenance 


Assessment tools 


Prevention 


Rehabilitation 


Wellness 


FOCUSED ON ENHANCING THE CONSUMER JOURNEY 
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CONSUMERS 


 


IT STARTS WITH THE CONSUMER 


Development of deep and unique customer insights utilising SMART data, longitudinal consumer studies and 


online engagement platforms to understand consumer motivations to “pay and stay”. 
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GLOBAL CONSUMER STUDY – UNDERSTANDING CONSUMER BEHAVIORS AND ATTITUDES 


2014 2015 2016 


COMING SOON 
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GLOBAL STUDY – COVERING 14 KEY GLOBAL MARKETS 
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CURRENT CHANNEL USAGE FOR THE PURCHASE OF LIFE INSURANCE – GLOBALLY  
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FUTURE CHANNEL USAGE FOR THE PURCHASE OF LIFE INSURANCE – GLOBALLY  
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CURRENT AND FUTURE CHANNELS FOR LIFE INSURANCE PURCHASE 
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CURRENT SOURCES OF INFORMATION FOR THE PURCHASE OF LIFE INSURANCE 
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FUTURE SOURCES OF INFORMATION FOR THE PURCHASE OF LIFE INSURANCE 
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CURRENT AND FUTURE SOURCES OF INFORMATION FOR THE PURCHASE OF LIFE INSURANCE 
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HOW LIFE INSURANCE IS SEARCHED FOR ON WEB 


13 







USAGE OF SOCIAL MEDIA FOR LIFE INSURANCE PURCHASE 
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CUSTOMERS ARE CHANGING THE INTERACTION PROCESS 
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Analytics and modelling support more effective promotion, the development of more relevant products and the 


achievement of sharper pricing – necessities to participate in the emerging life insurance ecosystem. 


ANALYTICS 


 


INSIGHTS INFORM PROPOSITIONS 
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FROM BIG DATA TO GATHERING OF SMART, RELEVANT DATA 


ELECTRONIC 


MEDICAL 


RECORDS 


WEARABLES 


PORTFOLIO DATA 


CLAIMS 


REPORTING 


CREDIT SCORES 


BANKING DATA 


UNDERWRITING 


PLATFORMS 


SALES 


REPORTING 


EXPERIENCE 


ANALYSIS 


SOCIAL MEDIA 


DEMOGRAPHIC 


DATA 


HEALTH DATA 


CRM 


CALL CENTER 


AGENT 


WEBSITE 


EMAIL 


APPENDED DATA 


RESEARCH/ 


ANALYTICS 


FULFILLMENT 


CUSTOMER 


SERVICE 


DIRECT MAIL 
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‘LIVE DATA’ IS AN EXTREMELY VALUABLE COMMODITY 


IN THE RAPIDLY EXPANDING ERA OF BIG DATA AND ADVANCED ANALYTICS, DETAILED ‘LIVE DATA’ IS THE 


NEW CURRENCY 


RAPID GROWING WEARABLE MARKETS 


Wearables market growing very rapidly. 18% increase in devices 


sold forecast from 2015-2016 (232-275 million) 


PARTICIPATIVE DEVICE GENERATED DATA  


THE 


WEARABLE 


Alerts/ 


Analytics 


THE MOBILE 


THE 


ENTERPRISE 


Transducers for 


data collection 


P2P 


Chatty 


wearables 


Online/offline mode 
Companion 


(mobile/tablet/desktop) 


Online/offline workflows 


Data centric channel device  


(mobile, tablet, kiosk, desktop) 


Enterprise in premise  


Cloud services 


Exploring potential partnerships to develop a data driven wellness proposition with applicability across the division 
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INVESTING IN THE API ECONOMY 


AGGREGATES DATA FROM VARIOUS SOURCES, PROVIDES MEANINGFUL FEEDBACK TO PARTICIPANTS 


AND ALLOWS FOR SHARPER PRICING 


1 TRACKING TOOLS 


• Activity Monitors 


• Heart Rate Monitors 


• Blood Pressure Monitors 


• Body Scales 


• Glucose Meters  


• Pulse Oximeters  


• Biometric Trackers 


• Quality of Life Trackers 


• Vice Trackers 


• Diet and Nutrition 


Management  


• Fitness Management  


• Stress Management  


• Sleep Management 


• Medication Management  


• Supplement Management  


2 ASSESSMENT & 


DIAGNOSTICS 
3 HEALTH & LIFESTYLE 4 MOTIVATION & SUPPORT 


• Health and Lifestyle 


Assessment Questionnaires 


• Lab Records and Genomic 


Records 


• Personal Health Feed 


• Social Networking 


• Challenges / Plan 


Management 


• Digital Coaching 


• Live Coaching 


PLATFORM 


AGGREGATOR 


COMMUNICATIONS 


• Secure Messaging 


• Live Chat 


• Notifications & Reminders 


E-COMMERCE 


• Recommendations Engine 


• Ratings & Review 


• Administration & Billing 


RECORDS & REPORTING 


• User Accounts 


• Personal Health Records 
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WILLINGNESS TO ANSWER HEALTH QUESTIONS 
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PREFERRED METHOD OF COMPLETION FOR HEALTH QUESTIONS 


21 







PATHWAY TO 


PURCHASE 


ENABLED BY A ROBUST CONNECTED INFRASTRUCTURE 


Collect, store and process data to support the insight and proposition development. Deliver efficient and effective 


consumer journeys. Encompassing underwriting, fulfillment and claims management. 
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PATHWAY TO PURCHASE vs OMNI-CHANNEL vs. MULTI-CHANNEL 


GIVING THE CUSTOMER THE MEANS TO BE CONTACTED AND RESPOND HOW THEY WANT 


SOCIAL MEDIA 


MICROSITE 


COLLATERAL 


EMAIL 


MOBILE 


FACE TO FACE 


DIRECT MAIL 


TELEPHONY 
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NEW ECOSYSTEMS BEING CREATED – USING EMERGING TECHNOLOGIES 
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VELOGICA EUROPE NEW BUSINESS ACQUISITION PLATFORM 


DISTRIBUTION 


E-UNDERWRITING 


TELE-UNDERWRITING 
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SUPPORTING ACROSS THE CUSTOMER JOURNEY 


2 3 1 4 
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PRISSÄTTNING AV
DELKASKOFÖRSÄKRING – EN
METODJÄMFÖRELSE
Tove Brickner 2016-10-07







AGENDA


 Inledning
 Prissättningsmetoder
 Validering
 Sammanfattning
 Slutsatser







VAD ÄR EN DELKASKOFÖRSÄKRING?
 En fordonsförsäkring som täcker ett flertal olika skador 


såsom
 Glas
 Stöld
 Brand 
 Räddning
 Maskin


 Den obligatoriska trafikförsäkringen tillsammans med en 
delkaskoförsäkring bildar en så kallad halvförsäkring.


 I helförsäkring ingår även vagnskadeförsäkring.


 Att delkaskoförsäkringen täcker ett flertal olika skador ger 
möjlighet att beräkna tariffen på olika sätt.







MÅLSÄTTNING


 Huvudsakligt mål: Utreda om det alltid är bättre att 
genomföra tariffberäkningarna per skadetyp, och i så fall 
om det är värt det extra arbetet.


 Delmål: Finna lämpliga sätt att kunna jämföra de olika 
tarifferna (valideringsmetoder).







DATA


 Försäkrings- och skadedata från försäkringsbolaget If
 Åren 2007-2011 ligger till grund för undersökningen
 Totalt 1 200 000 försäkringsår och 130 000 skador
 7 tariffargument ingår i tariffanalyserna
 18 000 möjliga kombinationer, s.k. tariffceller


Nr Tariffargumen
t


Antal Klasser


1 Import 2
2 Körsträcka 5
3 Område 5
4 Bilklassning 6
5 Garage 2
6 Förarålder 6
7 Bilålder 5







PRISSÄTTNINGSMETODER


 Generaliserade linjära modeller (GLM)
 Multiplikativa modeller
 Standard GLM (S-GLM)


 Modell för skadefrekvens, antal skador antas poissonfördelade
 Modell för medelskadan, skadebeloppen antas 


gammafördelade
 Jungs metod


Riskpremie = Skadefrekvens * Medelskada 
Riskpremie = Skadekostnad / Duration







PRISSÄTTNINGSMETODER


 Enkel Standard GLM:


 Komplex Standard GLM:


 Jungs metod: 


Det är främst Enkel och Komplex Standard GLM som har 
jämförts.  


𝑅𝑅𝑅𝑅𝑅𝑅𝑅𝑅𝑅𝑅𝑅𝑅𝑅𝑅𝑅𝑅𝑅𝑅𝑅𝑅 = �
𝑗𝑗=1


6


𝐵𝐵𝑗𝑗 ��
𝑖𝑖=1


𝑘𝑘𝑗𝑗


𝑓𝑓𝑖𝑖𝑖𝑖 ��
𝑖𝑖=1


𝑘𝑘𝑗𝑗


𝑚𝑚𝑖𝑖𝑖𝑖


𝑅𝑅𝑅𝑅𝑅𝑅𝑅𝑅𝑅𝑅𝑅𝑅𝑅𝑅𝑅𝑅𝑅𝑅𝑅𝑅 = 𝐵𝐵 ��
𝑖𝑖=1


𝑘𝑘


𝑓𝑓𝑖𝑖 ��
𝑖𝑖=1


𝑘𝑘


𝑚𝑚𝑖𝑖


𝑅𝑅𝑅𝑅𝑅𝑅𝑅𝑅𝑅𝑅𝑅𝑅𝑅𝑅𝑅𝑅𝑅𝑅𝑅𝑅 = 𝐵𝐵 ��
𝑖𝑖=1


𝑘𝑘


𝑟𝑟𝑖𝑖







PRISSÄTTNINGSMETODER


 I tariffen enligt enkel S-GLM är alla tariffargument signifikanta, 
d.v.s alla tariffargument har betydelse för risken.


 I tariffen enligt komplex S-GLM är det inte så för respektive 
deltariff. Tabellen nedan visar vilka tariffargument som ingår för 
respektive deltariff. (F=skadefrekvens, M=medelskada)


Tariff Import Körsträck
a


Område Bilklassnin
g


Garage Föraråld
er


Bilålde
r


Glasbyte F M F F M F M F M F F M


Stöld F M F M F M F M F M F M


Maskin F M F F M F F F M


Brand F M F F M F F M F M


Räddnin
g


F F M F M F F


Glasrep. F F F F F F







VALIDERING


 Slumpmässigt valideringsdata enligt korsvalidering (grupp 1-5)


 År 2011 som valideringsdata
 Totalt beräknas 6 tariffer per tariffmetod


VT T T T


T T T TV


T T T TV


TT T TV


T T T TV


Grupp 1


Grupp 2


Grupp 4


Grupp 3


Grupp 5







KVOTJÄMFÖRELSE, ENKEL JMF KOMPLEX STANDARD GLM


Alternativ Gällande


Alternativ < 
Gällande


102,0% 90,0%


Alternativ > 
Gällande


98,0% 110,0%


Exempel:


Grupp 1:
Komplex S-
GLM


Enkel S-GLM


Komplex < Enkel 105,5% 94,8%


Komplex > Enkel 94,1% 107,0%







KVOTJÄMFÖRELSE, ENKEL JMF KOMPLEX STANDARD GLM


Komplex S-GLM Enkel S-GLM
Grupp 1 105,5% 107,0%
Grupp 2 102,4% 111,1%
Grupp 3 105,5% 108,2%
Grupp 4 103,2% 110.4%
Grupp 5 108,3% 104,0%
År 2011 105,4% 110,0%







KVOTJÄMFÖRELSE, JUNG JMF ENKEL STANDARD
GLM


Enkel S-GLM Jung
Grupp 1 106,7% 100,0%
Grupp 2 102,9% 103,2%
Grupp 3 102,8% 104,5%
Grupp 4 106,2% 100.6%
Grupp 5 110,2% 94,7%
År 2011 105,9% 100,5%







STABILITETSTEST, ENKEL JMF KOMPLEX S-GLM


Grup
p


1 2 3 4 5


1 0,0% 5,9% 5,7% 6,3% 5,9%
2 5,9% 0,0% 4,9% 5,4% 5,1%
3 5,7% 4,9% 0,0% 3,4% 4,1%
4 6,3% 5,4% 3,4% 0,0% 4,2%
5 5,9% 5,1% 4,1% 4,2% 0,0%


Grup
p


1 2 3 4 5


1 0,0% 2,8% 3,1% 3,9% 2,8%
2 2,8% 0,0% 2,9% 4,0% 3,2%
3 3,1% 2,9% 0,0% 4,0% 2,9%
4 3,9% 4,0% 4,0% 0,0% 3,9%
5 2,8% 3,2% 2,9% 3,9% 0,0%


Enkel Standard 
GLM:


Komplex Standard 
GLM: 







SAMMANFATTNING
Fördelar med en tariff enligt komplex Standard GLM


 Ger enligt undersökningen en bättre tariff.
 Förståelse vad som driver risken, både frekvens och 


medelskada, per skadetyp.
 Möjliget att kalibrera tariffen på skadetypsnivå.


Nackdelar med en tariff enligt komplex Standard GLM


 Tidskrävande, både för tariffkonstruktionen och underhåll. 
 Många och komplexa beräkningar. 
 Premien blir svår att förklara för kunden då tariffen inte är 


multiplikativ. 







SLUTSATSER


 Denna undersökning visar att det är motiverat att beräkna en tariff 
utifrån skadefrekvens och medelskada per skadetyp.


 Om inte skadetyperna analyseras för sig behöver inte heller frekvens 
och medelskada analyseras separat.


 Kvotjämförelsen tillsammans med ett stabilitetstest är ett bra sätt 
att validera tariffen.







FRÅGOR?
 tovebrickner@gmail.com
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Solvency II – potential consequences for customers and 
competition in Norway (chapter 3 in speakers note) 


Stockholm 7. October 2016


Mikkel A. Berg
Managing Director
Silver Pensjonsforsikring AS
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The volume of Guaranteed Defined Benefit Paid-up policies (PPs) 
has grown by 78 % from 2011, and now accounts for 51 % of
the total private sector insured occupational pension market, 
and more than 70 % of the total Defined Benefit market


Source: Finance Norway


PPs share of total







PPs are still growing rapidly, and dominates compared to the
other segments; Active Defined Benefit (DB), Active Defined
Contribution (DC) and DC- Paid Ups. PPs and DB-schemes still 
dominates the total pool of private pension assets in Norway 


Insurance liabilities


Active DB DB PPs Active DC DC- paid up policies


Source: Finance Norway







Norway Life & Pensions Insurance market; 
the most concentrated and dysfunctional market
in the EU/EEA ?


The following extract of a mail sent late 2010 from a new Defined Contribution pension provider  to the 
Confederation of Norwegian enterprises (NHO) explaining why they refused a tender to offer,  tells about the 
unsound structure of the Norwegian market ;


Quote; “Let me remind you that the Norwegian life& pension market is a heavily oligopolistic market totally 
dominated by 2(3) companies. The entry barriers/complexities in this market are so high that the influx of new 
entrants and subsequent strengthening of the competition is absent, especially in the traditional market. When 
the DC-pension market was introduced, It was a pleasure to see that many new providers entered the field, but 
unfortunately do we now see that this diversity is in the process of fading away because the dominant players 
were allowed to set prices that were and still are meaningless. This was only possible because they at the same 
time charge high and protected margins in the DB-market.”; Unquote


Sadly the situation and outlook may have worsened since 2010,  especially because of Solvency II.







Market concentration


Source: Finance Norway


DNB Livsforsikring; 39%


Storebrand Livsforsikring; 35%


Nordea Liv; 14%


SpareBank 1 Livsforsikring; 5%


Gjensidige Pensjon; 3%


Danica Pensjonsforsikring; 2%


Silver Pensjonsforsikring; 1%
Andre (Frende+ KLP Bedriftspensjon+SHB); 1%


Insurance liabilities pr company Q2 2016







Substantial amounts were successfully used to 
shake out new entrants from the DC-market


Defined Contribution providers 2001-2006-2015


Source: Aon Norway







Also Silver was met by aggressive price cuts on the PP-market. 
When Silver entered the market in 2005 the product mix on the
market was 70 % Active DB and 30 %.PPs. Now the mix is the
opposite.


The following extract from Silvers Chief Actuary’s report for 2009 to the
FSA illustrates the cost benefits to PP-customers because Silver 
created competition in this market;  


«It is the Actuary’s opinion that todays low margins are a result of the
competition. Some companies have reduced their margins to as low as 13 
Basispoints per year, and Silver is experiencing losing tenders to offer because
the prices have been lowered to 10 Basispoints per year. 


These prices are conspicuously much lower than for comparable traditional
products, including individual pension policies. The Actuary cannot ignore the
that this may be an attempt to exclude Silver from the market, and It’s uncertain
how long the competitors can sustain such low prices»







The unexpected strong growth in unprofitable and capital intensive 
DB Paid-up policies has created a major problem that needs to be 
financed by high prices on most other products. Solvency II makes
this necessary, and the lack of competition and transparency makes it possible.


Source; Storebrand capital markets day May 2016







Norwegian Private Pension Funds (pure IORPs), accounting for 30 % of the
DB-market, have outperformed the Life Insurance Companies by 
far, both in terms of higher yield on assets and lower administration costs.
And they have managed to keep the traditional mix of 70 % DB and
30 % PPs, to the benefit of policyholders







Their outperformance is mainly explained by 
their higher proportion invested in euquities







The Norwegian pension funds are worried about the risk that the 
regulators will introduce Solvency II type of absolute capital 
requirements also for them. This may eliminate much of their 
proven value creation, at the expense of sponsors and members. 







A forceful Group of key stakeholders has therefore 
commissioned an independent impact study, the first and 
only in Norway. The result was presented 9. September 2016


Main conclusion; The new solvency requirements will have a considerable
Social Loss that will have to be weighted up against the potential benefits from 
the same requirements. These benefits are not estimated by the regulator, but
It’s hard to see that they are as considerable as the loss.     


Key Findings;


1. If all pension funds (private and public)are forced out of equties the estimated loss will be NOK 
400 Billion over 20 years


2. If their equityportfolio is reduced by 50 % the loss is estimated
to NOK 192 Billion over 20 years


Remarks from Silver; These are estimated future income losses for the Pension Funds, 
but more sadly the figures points to the actual losses to date for the customers in the
Insurance companies.


Source: Samfunnsøkonomisk analyse AS







Final  Q & A 


• Question; Will the mixture of 1) Solvency II 2) the special Norwegian 
product regulation 3) the product mix heavily loaded with DB Paid-up 
policies and 4) the high market concentration; now become a Poison 
Cocktail for Private Sector in particular ? 


• Answer;  The Gordian knot can be cut if the politicians follows the advice 
from the FSA in their risk outlook for 2012 ? ;


• Quote; “Any change in the regulatory framework that improves insurers' ability to 
handle rate-of return risk will facilitate the increase of equity capital. This will benefit 
policyholders in the form of expectedly higher long-term return on pension assets.”;  
Unquote


• But, may Silver add; such a change must be based on and stimulate a common interest 
between the Insurance company and the customers.





		Solvency II – potential consequences for customers and �competition in Norway (chapter 3 in speakers note) 

		The volume of Guaranteed Defined Benefit Paid-up policies (PPs) �has grown by 78 % from 2011, and now accounts for 51 % of �the total private sector insured occupational pension market, �and more than 70 % of the total Defined Benefit market

		PPs are still growing rapidly, and dominates compared to the �other segments; Active Defined Benefit (DB), Active Defined �Contribution (DC) and DC- Paid Ups. PPs and DB-schemes still �dominates the total pool of private pension assets in Norway 

		Norway Life & Pensions Insurance market; �the most concentrated and dysfunctional market �in the EU/EEA ?

		Market concentration

		Substantial amounts were successfully used to �shake out new entrants from the DC-market

		Also Silver was met by aggressive price cuts on the PP-market. �When Silver entered the market in 2005 the product mix on the �market was 70 % Active DB and 30 %.PPs. Now the mix is the �opposite.�

		The unexpected strong growth in unprofitable and capital intensive �DB Paid-up policies has created a major problem that needs to be �financed by high prices on most other products. Solvency II makes�this necessary, and the lack of competition and transparency makes it possible.

		Norwegian Private Pension Funds (pure IORPs), accounting for 30 % of the �DB-market, have outperformed the Life Insurance Companies by �far, both in terms of higher yield on assets and lower administration costs.�And they have managed to keep the traditional mix of 70 % DB and�30 % PPs, to the benefit of policyholders

		Their outperformance is mainly explained by �their higher proportion invested in euquities

		The Norwegian pension funds are worried about the risk that the �regulators will introduce Solvency II type of absolute capital �requirements also for them. This may eliminate much of their �proven value creation, at the expense of sponsors and members. ��

		A forceful Group of key stakeholders has therefore �commissioned an independent impact study, the first and �only in Norway. The result was presented 9. September 2016

		Final  Q & A 
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Feedback on the 2015 Conference


• Generally interesting and a good mix of presentations
• Nice to meet colleagues and to exchange experiences
• Absolutely fantastic. Already looking forward to next year
• Fredrik Reinfeldt is the best speaker I have heard ever – good catch 
• The Actuarial Price is a very nice initiative 
• It was a well balanced program. An interesting and funny day


• The SCOR Global Life movie was not gender neutral and not representative 
for a modern company who takes gender discrimination seriously 


• Some of the speakers could maybe explain better the implication for the 
insurance industry


• The actuarial stuff was to complicated
• The food was not good enough
• The new CEO was ok but could loose some weight………….
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Please deliver your valuable feedback also in 2016
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