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“If we created

a solution

that provided
efficiency gains
for us, it had to
also provide
efflciency gains
for our [agents].”
—PAUL ZAMORA, ICW GROUP

i

system. “All systems are a work in progress. We think
we have a really good system, but by no means do we
think it's finished and perfect,” Zamora relates. “Your
best ideas are going to come from your customers
and your primary users.”

Another Brick in the Wall

That mind-set is shared by Aflac, where recent
improvements made to its SNG sysiem have drasti-
cally improved a key aspect of the carrier's ease-of-
use strategy. Until recently, agents who wanted to use
Aflac’s applications needed to buy a specific laptop.
By the time all of the necessary security and applica-
tions were loaded onto it, the computer would cost
agents $2,5600 to $3,000 out of their own
pockets, Aflac’s Shields says.

Once purchased, the laptop certainly
provided ease of use to agents, but it
became apparent to Aflac that the high
price tag had become a barrier to adoption
for new potential agents, Shields acknowl-
edges. The obvious remedy, he notes, -
would seem to be a Web-based system n((ﬂ-f

THE AGENT EXPERIENCE

Shields says. “You're able to plug it into any Windows-
based PC and you have all the encryption, security,
edits, applications and quoting mechanisms.”

Aflac refers to the external hard drive as “The
Brick.” Measuring about four inches long, two-and-a-
half inches wide, and a half-inch thick, The Brick
connects to an agent’s laptop via USB cable and
places a client on the computer’s desktop.

“It's using VMWare (Palo Alto, Calif.), so we basi-
cally take over the image of the PC,” details Shiclds,
who names Redmond, Wash.-based Microsoft and
Addison, Texas-based security vendor Credant
Technologies as key partners on the hard drive proj-
ect. In the future Aflac intends to work with Topaz,
its e-signature vendor, to offer a combination hard
drive and e-signature pad in a single form factor to
agents, Shields adds.

SNG via the Hard Drive was first offered to the
broader agent community in December 2009, accord-
ing to Shields, who reports that sales of The Brick
have taken off. Already 43 percent of agents pur-
chasing a connectivity solution from Aflac choose
the external hard drives, which cost just $500, rather
than the $3,000 loaded laptop. “The barrier to entry
is just removed,” Shields says.

The Bricks were first made available to select
agents in a trial program last summer. Similarly, both
ICW Group and Country Financial conducted lengthy
pilot tests with their agents before fully launching
their ease-of-use initiatives.

At Country Financial, a group of 130 financial rep-
resentatives tested the software before the full roll-
out, according to the carrier's Harrison. Feedback
from that pilot helped Country fine-tune the agent-
facing LifeSuite capabilities, leading to
higher than expected adoption rates of
the technology, he says, adding that
45 percent of Country’s agency force has
tried the system at least once and
40 percent of applications are now sub-
mitted electronically, well ahead of the
il carrier’s estimates.

“What we've found is that, with most

that agents could access. But, the nature of fnSf Of USf of our financial representatives, if we can

Aflac’s business, he explains, made this a
difficult proposition. “The issue is that we go to wher-
ever [the employers] are to do an enrollment,” Shields
says. “If you're in a rock quarry out in Uncertain, Texas,
you just aren’t going to get good Web connectivity.”
Nonetheless, Aflac decided the benefits outweighed
the challenges, and the carrier will roll out SNG to
agents via the Web later this year, Shields reports, not-
ing that a Web-based version of the system already is
inuse in Aflac call centers. To truly solve the Web con-
nectivity issue, though, Aflac has recently launched
“SNG via the Hard Drive,” an external hard drive that
comes packed with the entirety of Aflac’s technology.
“This, with full functionality, runs our applications,”
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get them to try it once, they continue to
use it. It's just a matter of getting the other 55 percent,
to try it,” Harrison says. “Change management is not
something we've taken lightly. We've said all along
that if we built the greatest system in the world and
nobody used it, then it wouldn’t have any value.”
ICW Group also recognizes the importance of
engaging agents and helping drive adoption of its
improved agent environment. “Behavioral change is
not something you can underestimate,” ICW Group’s
Zamora, relates. “There are a lot of folks out there
who have been doing the same thing over and over
again for the last several years. Even though thisis a
better workflow, it’s still different.” W
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DEFINING ‘EASE OF USE’

A Flexible Backbone

“Ease of use” can mean different
things to different carriers. What
does the term mean to Liberty Mutual
Agency Markets?

Scott: For us, strategically, ease of use is
an agency’s experience with our tools
and services. That is, it’s their definition
of “ease of use” [that matters], not ours.

Liberty Mutual Agency Markets com-
prises many regional companies. Is
there a centralized strategy for ease
of use, or does each company handle
the issue individually?

Scott: We really operate under 12 brands
now. Within our Regional Companies
Group [RCG], which supports commer-
cial lines, those brands all use a suite of
systems. Part of the specific value propo-
sition for Agency Markets is to be able to
deliver localized, regional
service and decision making
but with the capabilities of a
national backbone — so that
we can deliver top-notch
capabilities across the
board. We are very cog-
nizant of giving each of
those 12 brands the flexibil-
ity to manage their business
within the context and the
environment of their agencies. Different
parts of the country do in fact operate
differently.

What about your Safeco brand,
which operates on more of a nation-
wide scale — does it operate under a
different model?

Scott: It's not a different model. Liberty
Mutual Agency Market's personal lines
business, which is operating under the
Safeco national brand, is still similar to
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the RCG. ... Safeco is using a national
suite of systems that provides a consis-
tent backbone while still affording that
regional flexibility. Our goal over time ...
is to take some of the systems we have in
play today out of the portfolio and fur-
ther streamline our operation. Every
operating company, whether it's a per-
sonal lines operation under the Safeco
brand or a regional company for com-
mercial lines, has the availability of that
suite of systems to work with.

What are some of the characteristics
of that suite of systems that foster
ease of use?

Scott: [ think about ease of doing business
in three components. The first component
would be our extranet, our agent secure
portal, ... which gives agents access to
underwriting appetite guides
and our proprietary quoting
tools. We also push notices
and alerts back out to agen-
cies through that mechanism.

The second component
would be our comparative
rating tools, which are
more predominant in per-
sonal lines than in commer-
cial lines. We are engaged
with a number of the comparative rat-
ing vendors, so an agency can use that
as a starting point to generate a quote
and have that quote delivered back into
their agency management system.

The third set of capabilities is what
is commonly referred to as “real-time”
[capabilities]. That would be policy
inquiry, billing inquiry, claim inquiry —
all initiated through an agency’s agency
management system. We do have some
real-time quote capabilities available

LIBERTY MUTUAL AGENCY MARKETS UNDERSTANDS THE VALUE OF EASE OF USE.
OFFERING PERSGNAL AND COMMERCIAL INSURANCE PRIMARILY THROUGH INDE-
PENDENT AGENTS, THE BUSINESS UNIT OF BOSTON-BASED LIBERTY MUTUAL GROUP
($108.5 BILLION IN TOTAL ASSETS) SEEKS TO DELIVER EASY-TO-USE CAPABILITIES
THAT FEATURE THE FLEXIBILITY NORMALLY ASSCCIATED WITH A REGIONAL CARRIER
BUT THAT ARE BACKED BY THE STRENGTH ASSOCIATED WITH A NATIONAL BRAND,
SAYS PEGGY SCOTT, ASSISTANT VP AND MANAGER OF MARKETING INFORMATION
MANAGEMENT. IN AN INTERVIEW WITH SENIOR EDITOR NATHAN CONZ, SCOTT DIS-
CUSSES WHAT “EASE OF USE” MEANS TO LIBERTY MUTUAL AGENCY MARKETS.

Components
Of Ease of Use

Liberty Mutual Agency Markets’ Peggy
Scott says there are four components
to the carrier’s ease-of-use strategy:

1. Agent portal/extranet.

2. Comparative rating tools.

3. Real-time capabilities, such as

policy, billing and claims inquiry.
4. Download capabilities.

in a similar manner.

And the download capability might
be a fourth component — the ability to
download personal and commercial
lines information back into an agency
management system. We also do com-
mission statement download [the data],
commission download [the actual
record] and claim download.

So how does the business partner
with IT on ease-of-use initiatives at
Liberty Mutual Agency Markets?
Scott: The business defines what capa-
bilities, workflows and business
processes require development, and
then we engage our IT partners to build
it for us. We look at it as a partnership.
Business takes the lead on defining the
strategy and the overall road map for
developing business. Year over year, the
business also decides where investment
should be made in technology. Once we
define what it is we need and how that
fits into our technology strategy, then
our IT partners do the “how.” What are
the right technology tools to solve this
business problem? What does the devel-
opment cycle look like? W
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AGENT PORTALS

Final Destination

A RELATIVELY SMALL INVESTMENT IN DATA QUALITY CAN MAKE A BIG DIFFERENCE
IN HELPING INSURERS GET MORE OUT OF THEIR AGENT PORTALS THAN THEY PUT IN,
ACCORDING TO JOEL CURRY, COQO, EXPERIAN QAS NORTH AMERICA.

Improved docu-
ment delivery
allows insurers to
meet customer
expectations and
create stronger
customer
relationships.

DDRESSES ENTERED IN a self-
service environment often are
the worst files in an insurer’s
database. Agents eager to process
rate quotes mistakenly submit inaccurate
addresses, causing myriad problems down the
line. By integrating address verification into
an agent portal, insurance carriers can make
sure that each new address collected is accu-
rate before producing a policy. Accurate
addresses improve companywide operations
in five different ways:

1. Accurate Rate Quoting

Premium calculation processes vary, but
most insurers require addresses for geo-
graphic location, background and credit
check information. These checks, however,
are only as accurate as the address data pro-
vided. Correct address infor-
mation provides as much as a 5
percent higher hit rate, result-
ing in more accurate informa-
tion for decisioning.

For example, an agent
quotes a rate for 1040 Main
Street without realizing that
there is a North Main and South
Main. That policy could be
issued for a location that does-
n’t exist (1040 Main St.) or for the wrong loca-
tion (North rather than South). Having the
correct address at the beginning of this
process would result in more accurate, more
efficient rate quoting.

2. Greater Agent Portal Usability
Non-interactive address checks often trigger
holds on quote requests. By simply accepting
or rejecting an address, agents are not sure
what is wrong when a quote is not issued. Ulti-
mately the quote request is put on hold and the
agent must call support or underwriting. This
situation frustrates agents and could lead them
to issue another insurer’s policies. An interac-
tive, front-end verification tool prompts the
agent to fix erroneous or missing address ele-
ments before submission, preventing addi-
tional phone calls and processing delays.
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3. Improved Customer Experience
While insurers are increasing their use of e-
mail communication, the industry continues to
rely heavily on postal mail. Inaccurate address
files prevent receipt of statements, renewal
notices and claim checks. Even with batch
cleansing, on average 2.5 percent to 5 percent
of postal communications remain undeliver-
able. Improved document delivery allows
surers to meet customer expectations and
create stronger customer relationships.

4. Reduced Operating Costs
Inaccurate addresses result in numerous
downstream inefficiencies, such as wasted
postage and printing or employee time spent
correcting and resending mail. If addresses
are verified up-front, budgetary dollars and
valuable employee time can be saved, benefit-
ing the entire organization.

5. Better Data for Claims and
Policy Management

Claims and policy management rely
on agent portal data. Inaccurate
data captured through portals leads
to interdepartmental frustration
and disruption in business opera-
tions. Wrong address data being
used for claims correspondence
will certainly cause processing delays, affect-
ing customer service. v

Empowering Agents

Implementing interactive address verification
delivers significant benefits to departments
across an insurance organization. Empower-
ing agents to verify customer addresses upon
entry enables insurers to offer more-accurate
quotes, improve policy administration, save
costs on customer communication and
develop customer loyalty.

The purpose of the agent portal is to allow
efficient, automated service to customers and
agents. Ultimately, a relatively small invest-

-ment in data quality makes a large impact on
portal usability and efficiency, allowing insur-
ers to get more out of their portals than they
put into them. W






