


information we’re asked to process and
evaluate every day. The very volume of
information we have available makes the
job of predicting the future — and planning
for how to deal with it — harder than ever.
It also makes it imperative that we, as an
industry, do everything in our power to
meet that challenge effectively.

Will ‘Slow and Steady’ work in the future?

By its very nature of dealing with
risk, the insurance industry has always
valued the virtues of caution. Does that
have to change?

Yes and no. The success of our
industry has been built on carefully
considering risk, on innate caution about
the unknown, on extensive gathering
of information, on the development of
processes that are adaptable to changing
conditions. These virtues, and I firmly
believe they are virtues, should and
will continue.

However, we must commit to move
more quickly than ever to meet the changes
that are coming our way faster than ever.
What will this entail?

First, we have to broaden our scope.
We tend to see things in terms of state
regulation or national markets. That isn’t
enough anymore. The globalization of
the world economy won’t overlook the
insurance industry any more than it has
the banking or energy or pharmaceutical
industries. Our playing field will be
larger and more complex, and we have to
embrace that fact.

Second, we have to deal with the
changing demographics and expectations
that characterize our customers. We have to
accelerate the move towards customizing
coverage, and move more away from a
“one size fits all” mentality that still lingers
in parts of our industry. Perhaps we should
borrow a page from financial services
companies that have developed “affinity”

cards for special interest groups. Similar
customization on our part could reap
considerable benefits.

Some demographic trends, such as
the drop in the number of smokers, are
positive for the industry. Others, such as
the increasing obesity of the American
public and its attendant diseases such as
heart attack, stroke, diabetes and sleep
disorders, are cause for concern. And
other trends, such as the emergence of
Hispanic-Americans as our largest minority
population, will bring challenges to which
we need to find the right responses.

Third, we have to develop effective
ways of separating the wheat from the
chaff when it comes to the information
clamoring for our time and attention.
Certainly we address some of these
challenges already with filtering software
that eliminates irrelevant information and
focuses on the important.

Even so, it sometimes seems as
if getting the big picture is as difficult
as reading a report that’s already been
shredded. Yes, you have the piece parts,
but putting them together takes inordinate
time and effort. That’s why we have to use
every technological means at our disposal
to focus on the information that’s truly
important, not just the information we can
pluck from the low hanging branches. To
use a comparison that is already becoming
out of date, we have to focus on the
broadsheet news, not the tabloid news.

I also think we have to take a closer
look at our internal resources. As an
industry, and as individual companies,
we are repositories of vast amounts of
information—information that can serve as
the basis for sound decision making as we
face the future.
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At MIB, for example, where we’re
already completely electronic and Web-
based to allow for the rapid access and
delivery of information, we update the
subject content on an ongoing basis to
meet customer expectations. We add codes
for new medical conditions that were rare
even five or ten years ago. But we also
track which codes become more occasional
over time. It’s helpful to know that nearly
40 percent of the states ban smoking in
public. It’s even more valuable to know,
from our own resources and based on our
own experience, how the incidence of lung
cancer or related conditions is diminishing
over time.

Predicting the future has never been
exact. But planning for the future has
always been the business and strength of
the insurance industry. We’ve played and
continue to play a critical role in protecting
and creating personal financial security and
business growth. But it’s imperative that
we not cocoon ourselves in the familiar
and proceed with business as usual.
There’s no future in that. We have to adapt
our services and develop new products
to meet our customers developing — and
despite our best efforts — sometimes
unexpected, needs.
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