Renovating the core

To accelerate customer engagement

John Agterdenbos — Enterprise architect
Marc Bakermans — Business Change Manager
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G Brief introduction of VIVAT

Introducing VIVAT and it's history

Our key figures:

Product line

Life 13%
Non-life 5% #4 I

Number of customers: Market share top 5 players:

Commercial ~74k

Personal 2,4 mln
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REAAL Group >REAAL renamed to
formed by a.o. Acquisition of AXA VIVAT

De Centrale and and Zwitserleven >Anbang Insurance

Concordia Group acquires VIVAT

Merger of SNSGroup
and REAAL Group
creates SNSREAAL

1904 and 1907

Establishment REAAL Group Nationalisation SNS
of DeCentrale acquires SNS REAALIPO REAAL and decision
and Concordia Proteq to divest REAALN.V.

Verzekeringen

G nowco  ackam




G Brief introduction of VIVAT

Getting customers back in our DNA is necessary to survive ...

Our ambition

What do we want to achieve

Be relevant to the customer again:
 Understand the changed market and
customers
Offer competing prices

“One VIVAT”:
*  One customer database
e  One customer view across labels
e (Case management across product lines

Increase NPS:
* Improve Customer journeys
 Seamless digital end-to-end processes




9 Why Pega for VIVAT: vision and current situation

... as Is being innovative

Innovation theme Type of innovation Approach

Business
model
innovation

“VINCE” (VIVAT innovation center) to
explore new business models.

Proposition “VINCE” collaborating with “Start up

Proposition
P innovation Bootcamp” and start ups.

1 ’
\aight Ahead

Customer
experience
innovation

Transform into a customer centric and digital
insurer by renovating the core.




9 Why Pega for VIVAT: vision and current situation

... as Is being innovative

Innovation theme Type of innovation Approach

Customer . : .
. Transform into a customer centric and digital
experience

) : insurer by renovating the core.
innovation
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a Why Pega for VIVAT: vision and current situation

Achieving these goals is hindered by complexity ...

Application Landscape Life Corporate Some VIVAT metrics

___;:—:: “:‘“”"""" _: :f- _EW;E:; :; * Over 500 products for Individual Life alone
) ;; | | = —z :,“;Z * After rigorous rationalization still 260 business
I - z_“"': = f-_**i_: applications for VIVAT
‘": ; : _;; j eracex ;E » 2.400 service operations via Service Bus
;{l g %:’fj T L i—:i_m:‘__i ;:T{ * Many point:point interfaces




G Why Pega for VIVAT: vision and current situation

. and our strategy is to wrap the legacy with Pega

Seamless digital end-to-end processes Our challenges

ew Start (5]
| working | ﬁ Buying

o Move out of
: parents’
house

1st house

e Highly complex architecture

»-@ Marrlage/ Liv-
> ing together

N0 * Leverage past investments

 Multiple (3) customer administrations

. Moving to
new house

e Customer journeys supported by manual

0 4 Children off prOCGSSGS
"* to college
& .
| - (5] * Show quick results

» Death of
L ;..L parents

t .
e = Retirement

q Move to
& retirement

home

Death of
e partner




9 Approach for change

The main principles in our approach — 1/4

Customer journey

Principle

vil
Reaal »,

CUSTOMER JOURNEY REAAL - VERHUIZEN

s ety ety

e e et v v ey [repesiy -y v v et ey [re g

Start with the customer in mind - from
“inside out” to “outside in” thinking

Think in customer outcomes



9 Approach for change

The main principles in our approach — 2/4

General view

Principle

= E e =

EEEE

e e G e S 2

Create a multidisciplinary team

Create a simple framework to facilitate
team discussions

Start with a common understanding of the
Customer Journey and Process at hand

Functionality and then Technology




9 Approach for change

The main principles in our approach — 3/4

Process

Principle

Ja Ja Ja Ja Ja Ja

Handmatig ~ Handmatig -Automatisch Automatisch
Lang Middel Middel -Hoog
Customer
Jouney

Product (B0)  Produet (BO)  Product (BO) Customer Journey
proces proces proces
Proces Proces Proces

Input 67% 72% (510€) 76% (1060K) 37% (430K) 100% (3590K) |
Process. 60% 58% (420K) 76% (820K) 20% (350K) 98% (3590K)

sa% (380 | 2w (470) | 8% (206
v

0oDD
A.M

wa
[input | 49% (180K) \ 0% (0K) 52% (80K) s (oK)
Process 14% 34% (180K) 27% (0K) _ 7% (110€) e (oK) ‘
‘Output 37% 15% (130K] 0% (0K) 68% (100K) I 37% (0K)
oDD

Pl I o % ® % ®  w%

Input 7% | S6% (oK) | 87% (870K) | 8% (150€) 100% (2530K) |

Process | 70% { 44% (40K) ‘ 81% (760K) | 0% (110€) 98% (970K)

Output 35% 49% (70K) 25% (410€) | 97% (50K) 28% (120€
0oDD

- O 6% O % ® 9% @ . 98%

Input 50% [

Process | 676 |

79% (130¢) |
_91% (180K) | 16% (60K)

26% (190K) |

83% (160K)

Process
maturity model

STP assessment
(sample - not real data)

Continuous improvement - no process
redesign upfront

A process is a process is a process —
standardize

Show acceptable results quick instead of
perfect results later



9 Approach for change

The main principles in our approach — 4/4

Technology Principle

Lfe svent Customer Journey ]
(product & process driven)

: *  Application follows process follows

PEGA VIVAT q

Stages [ Receive request gj [ Screen request dj [ Fullfill request =>] [ Deliver outcome 77 c u Sto m e r jo u r n ey

i
\

T \ \
Gsdsiun‘lzsewicaa ( CRM :em‘was ) Gsﬁon Related s«m‘@ ( . Product Related Smbas. ) (Am ing Senviss ) Cowumanaw ﬂ)
‘ [ —— = | Wrap the legacy, don’t improve the legacy

Product Transaction Broker

.
ek A PEh A S A S A Itself
nern " smm "
Person Product Data

Dec'ﬁidging PEGA CRM administration Hub ( ” ) ) ( I )( eren ) Archiving Ma(r?g:;?:rtlent
g *  Process and channel are loosely coupled

T 7
Workiow (]
3 ) Distribuion
Customer Product Financiel Risk Model A
Service Landscape Administration
Product
[
Seles




9 Approach for change

What have we achieved so far

Goals Achieved

* Migrated 3 CRM-systems to Pega for VIVAT
Contact Center

e Several processes life at Individual Life

e Started with:
* Pension contract renewal and Service
Processes for Life Pensions
* Claimprocess for Property and Casualty
* Implementation Pega Robotics

* Integrated customer service cases with back
office processes




9 Approach for change

... but we have barely scratched the surface

Seamless digital end-to-end processes What’s to come ...

e  Consistent omni channel customer
journeys across product lines

@% * Increased process maturity
§

* Pega livechat and chatbot

Data &

Intelligence e Connect marketing, sales and service

 Pega as system of record for customers
and full 360 customer view

* Implementation of Next Best Action in
processes




e First results/metrics

ur colleagues in the call center are happy

Reduce the screens

Why they are happy

) stare

Alle  ¥|zoeken.

=1 Mijn Werk

(@ Dashboard

[} Mijn Rapporten

<> Anders Toewijzen

& Programma's Voor Managers

O puise

() Labels

VIVAT IR

.| Welkom Bakermans, M A (Marc)

Bakermans, MA. (Mar) v/ §

Lead rapportage Naar xcel exporteren
Case ID v Medewerker * Klant Gemaakt op tijd T Resultaat Offerte gemaakt voor
570776 . 05/04/2018 07:56 Opgelast afgenandela &
571217 - R 05/04/2018 1228 Opgelostingetrokken B
571161 - g 05/04/2018 12:04 Opgelostingetrokken
568550 - 030412018 10:55 Opgelostafgenandeia Leven
568578 - - e 030412018 10:26 Opgelost afgenandeld o
Behoud rapportage Naar Excel exporteren
CaselD v Medewerkerm Kiant Gemasktoptijd ¥ Verliestype (reden)  Redenvoorbellen  Eerder contact Polistype Afronden notitie

Ivestment ABN geeftaan dstzede =

1-252263

1252281

1-252154

1252122

Scow

05/04/2018 12:28

05/04/2018 1227

05/04/2018 12:00

05/04/2018 12.08

Check service case
Afkoop

status

Supply information

which is availableon  UPO

website or portal

Check service case 5
Expiratie

Check service case

Verzekeringsinformatie

afcoopinformatie naar [

Nee mongage
e ans neoben gesturd.
insurance
Nog niet zichtoar.
Defined overzicht verstuurd per
Nee y
cortribution  email
Investment
Nee insurance
(tracition=

Funeral insurance

* From 13 screensto 1
* Improved insight into status customer case

* More relevant cross- & upsell possibilities



a First results/metrics
And the first customer responses and efficiency results speak for
themselves

New applications term life Customer and business benefits

Average Handle Time (sec)

e Customer satisfaction new process is 7.7

- \/\_J \/\’\/\/\’\/\/\/\/\f *  Throughput reduced from days to minutes

. * 45% of all new request are processed Straight
&@"" Q\'@b‘ Q\?P(O 0'39% Q'@\/Q c'@,\:\’ 63;\9‘ Q"’%\’b Q"cbib 0'3?9 Q"?:{L Q\q;‘?‘ 6\’@50 o\:g:b 6‘6’9 Q{g;\’ Q@;bb‘ Q\’CQ:Q’ Q"%’;b o"’%bp Q\’#ﬁb Q"??P‘
" s s o % % % % % % % " % o % % la% 2% % " Vv s Through
STP%
o * Capacity for the new underwriting process
. decreased with 70%
o * 45% not any handle time
10 * 55% areduction of 35% in AHT
Dqs?“ SIS S~ SIS g S A S A I I < A S L S




e Lessons learned

Our five most valuable lessons learned

0 Simply putting your existing process in Pega already creates value;

@ Don’t make the “big design up front” mistake, find a balance between designing up front,
implementing now and improve as you go;

e Make sure you have some quick successes and then be prepared to say “no” (success as a reason
for failure);

Q Be careful to not address Pega as a “solution waiting for a problem”, make sure you really
understand the problem first;

e Accept you’ll have to do rework as a trade off to quicker show value.
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