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Agenda
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Digital CI Key Challenges

Global Case Studies

Lessons Learned
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6Source: ABI 

Complexity of Critical Illness 
policies limit ability to sell at 
scale digitally
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Digital CI Challenges: Complexity & Unguided



Digital CI Challenges: Positioning & Confusing Information  
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 Products difficult to compare

 Cost & “Critical Illness” name

 Google confusion



Digital CI Challenges: Customer Risk Perception
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 “Not going to happen to me”

 Avoidance

 Missing link between customer problem & 
insurance solution

– “Covered by national healthcare system”







Persuasion

Awaken
Recognition of need

Not an impulse buy

Intangible, uncertain: 
value lies in future
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Default 
Cover

People stick with default option rather than
expressing preference
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Cancer only

3 minutes to buy online

8 questions only

Policy issued instantly
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44 conditions

20 minutes to buy online

Policy can be issued instantly
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Triangle of 
Tension
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Online community

Digital adverts

Digital thought leadership

Relevant influencers
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• Blogs (SEO)

• Trust online

• Clear target market – parents & couples

• Content marketing; word of mouth

• Affiliate Partners (e.g. mortgage brokers)
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Lessons Learned
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 Understand your target market and design products to meet the need 
(e.g. simple vs comprehensive and value vs underwriting)

 Communicate the problem to solve for your target audience & awaken 
the need

 Make the utility clear and remove objections to improve consideration

 Help people to understand their cover needs & anchor price

 Digital is not only a direct-to-consumer channel

 Marketing is key to support sales and retention (ongoing 
demonstration of insurance value)

 Control of your customer journey is critical
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No part of this publication may be reproduced in any form without the prior permission of RGA. 
The information in this publication is for the exclusive, internal use of the recipient and may not be relied upon by any other party other than the 
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	Slide Number 1
	Successfully Selling Digital Critical Illness Insurance in 2023 and Beyond: Lessons Learned
	Slide Number 3
	Slide Number 4
	Agenda
	Digital CI Challenges: Complexity & Unguided
	Digital CI Challenges: Positioning & Confusing Information  
	Digital CI Challenges: Customer Risk Perception
	Slide Number 9
	Slide Number 10
	Slide Number 11
	Slide Number 12
	Slide Number 13
	Slide Number 14
	Slide Number 15
	Slide Number 16
	Slide Number 17
	Slide Number 18
	Slide Number 19
	Slide Number 20
	Slide Number 21
	Slide Number 22
	Slide Number 23
	Slide Number 24
	Slide Number 25
	Slide Number 26
	Slide Number 27
	Slide Number 28
	Slide Number 29
	Lessons Learned
	Slide Number 31
	Slide Number 32

