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Disrupt or be disrupted
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IT SPENDING
@ Increase from 3.8% to 5.5% of revenues for life in 3-5 years

Increase from 3.7% to 4.1% of revenues for P&C in 3-5 years
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= Step-change in consumer engagement needed
= “Digital natives” could threaten incumbents

= Risk pools are likely to shift and shrink

=  New entrants can cause disruption

= Ecosystems drive the need for partnerships
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Digital Insurer is the answer

Data from both internal and external
sources is gathered in real time and
mined for actionable insights.

Digital
analytics and

Two-speed IT allows for rapid dsrrne A digital strategy adapts to
digital development and making rapid industry change while
ensures that transactional supporting overall business
systems are safely Technology aspirations.
maintained.

Digital

insurer

Organize for Customer- . .
The corporate culture, digital centricity Digital tools improve the
approach to talent and customer experience at
organizational model all Digitize every step in the decision
support digital excellence. business journey, and beyond.

processes

Processes are reimagined from a
zero base, reducing costs and errors,
and boosting customer satisfaction.
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How is Aviva moving
forward to become a
Digital Insurer?



Aviva Digital Way: Customer Driven Architecture

Web Social E-mail Contact Digital Applications
Centre (My Aviva, Broker Secure)
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Aviva Digital Clitomer Channels

Digital Marketing Platform
(Marketing View of Customer)

Business Logic (Next Best Action, Business Applications)

Customer
Relationship
Management

Big Data & Analytics
(Analytical View of Customer)

Single View of

. Third Party
Customer H

Data Sources
(SVOC) (Operational View of H

(Social, Gov, Aggregators)
Customer) "

Digital Marketing

Big Data & Analytics CRM Data Set

Data Set Data Set Data Set

* User Journey » Gl Business Data + Customer &Prospects
Information _ « Life Business Data Data

* Access Device * Health Business * Mkt Segmentation
Information Data Data

* User Interaction + Third Party Data + Customers &

+ Channel Statistics + DMP Data Prospects relationship

«..CRM Data historical
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Digital Marketing Platform

Collects , Orchestrates & Manages
Customer Digital Interactivity across all
digital channels. Manages and
Automates cross channel campaigns.

Customer Relationship Management
Manages view of customer and
prospects, segmentation allocation and
relationships historical.

Single View of Customer (SVOC)
Extract customer data from core systems
as a Data Hub (e.g. MDM or APIs).

Analytics & Big Data

Stores and Analysis Large Data sets from
DMP,CRM, and GI,LIFE & Health down
stream systems combined with external
data (structured and unstructured).

Business Logic

Application Layer , contains software
based business rules & Data Access
API’s that enable journeys and content to
be created in real time.



Aviva Single View of Customer

Using Red Hat technologies, Aviva Italy were able to deliver a robust solution in a very short time span (fast,
highly flexible, quickly adapting to new requirements, highly scalable both on premises and in the cloud)

Customer
Portal _A"==ll
lsl:le l-l
Opec
Rest
Soap

OpaTa

Rep HaT JBoss Fuse

RED HAT SWITCHYARD
INFINISPAN

RED HaT DATA VIRTUALIZATION

Cics

DB2

OracLe DB
WEB SERVICES

FiLes
Life

THE COMMUNITY OF
OPEN INNOVATORS

In collaboration with The Innovation Group

O
X

Mabile
Serwces

DaTa
INTEGRATION

Claims

'ﬂ Detectloq

Fraud
CRM

& 3
oooooo

B E E E E

Financial
Services

Document
Repository

General
Insurance

Pl AVIVA

> DATA >> |NFORMATION>> KNOWLE DGE >

RED HAT

ENTERPRISE LINUX

RED HAT JBOSS'
MIDDLEWARE

@PostgreSQL



MyAviva: the pillar of the Digital Strategy Is in place

The business results enabled by the digital architecture

. Improved brand awareness

. Improved the service quality for
Aviva customers

. Increased company visibility in
the Digital Market

. Business process optimized

- Reduction of paper
consumption and related costs
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