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Something to think about...

On one side, there are the baby boomer
parents; on the other side, their millennial
children or other beneficiaries. The goal?
To maximize the money that crosses from

one bank to the other, while minimizing the
money that falls into the river and ends up
being taxed. Life insurance is the bridge.

— Lisa Houston
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PERMANENT LIFE INSURANCE

Fewer policies sold
than 12 years ago

The number of individual life insurance policies sold annually in Canada is decreasing year
over year. This trend is impacting the transfer of wealth to new generations.

BY ALAIN THERIAULT | PHOTO BY FREEPIK




ccording to the World Life Insurance

Report 2023 by Capgemini, 60 per cent

of individuals aged 65 or older have not

sought financial advice from a professional
for retirement planning or wealth transfer. This trend
is worrisome for the life insurance industry, which
relies on permanent life insurance as a cornerstone
for wealth transfer.

Despite the apparent demand, with three out of four
consumers interested in innovative life insurance
offerings to support healthy aging, insurers are lagging
in product development capabilities, according to the
Capgemini report.

The report projects that by 2050, the global
population aged 50 and over could double compared to
1990. In 1990, this demographic accounted for 16 per
cent of the world’s 5.3 billion people. By 2050, they
are expected to constitute 33 per cent of the projected
9.7 billion global population. Capgemini attributes
this increase to enhanced longevity and declining
birth rates.

“As a result, the retirement protection gap is
projected to quadruple by 2050 to USD 400 trillion
(over 543 trillion in Canadian dollars) in markets with
the largest and most established pension systems,” the
Capgemini report states.

Meanwhile, the wave of baby boomers retiring
is sweeping across Canada. The potential retiree
population is substantial. As of July 1, 2022, nearly
one in five Canadians was aged at least 65, totaling
7,329,910 people, according to Statistics Canada

(see the retirement report in the November 2023 issue
of the Insurance Journal).

Is the life insurance industry ready for the financial
asset tsunami that will change hands in the coming
years? The decline in insurance sales in terms of the
number of policies suggests otherwise.

Alarming statistics

In October 2023, shortly after being promoted
to senior vice president, distribution and product
development at iA Financial Group, Pierre Vincent
told us in an interview that he wanted to reach more
people across Canada. Vincent revealed that the
number of life insurance policies sold in the country
decreased between 2010 and 2022, citing data from
LIMRA.

Vincent shared with the Insurance Journal a chart
prepared by iA using LIMRA data. It shows the
industry sold 647,257 life insurance policies in 2022,
down from 726,132 in 2010, a decrease of nearly
11 per cent.

According to this data, other insurance
products are stagnating. “For disability and
critical illness insurance, sales have increased
slightly, but with only 100,000 sales for these
products per year for 40 million Canadians,”
Vincent commented. “We still have a lot of work
to do in distribution to reach more Canadians,” he
emphasized, referring to the life insurance industry
in general.

_’

NUMBER OF INDIVIDUAL INSURANCE POLICIES SOLD IN CANADA

2010

2022 115,363

85,934

Source: LIMRA

B Life insurance

B Critical illness
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PERMANENT LIFE INSURANCE REPORT

This decrease in the number of life insurance policies
is reflected in the Canadian population, according to
preliminary data from the 2023 Canadian Insurance
Barometer Study, prepared exclusively by LIMRA for
the Insurance Journal.

The LIMRA barometer reveals that 57 per cent of
Canadian adults have life insurance. About 26 per
cent of Canadian adults reported having permanent
life insurance, and 18 per cent said they were well-
informed about life insurance.

Of those with life insurance, 52 per cent do so to
cover final expenses like funeral costs. 34 per cent take
out life insurance to transfer their wealth or legacy.

CEO and founder of insurtech Insurance
Supermarket International (ISI), Alexandr
Dudarev has transformed his distribution
strategy to allow advisors to meet more
Alexandr Dudarev clients and thus increase their productivity by
avoiding physical travel. IST acts as a distributor
for products from its subsidiary, Speciality
Life Insurance (SLi), underwritten by Humania
Assurance among others.

IST will launch a beta version of its digital platform

in early 2024. It will now assign client referrals to

EVOLUTION OF CANADA'S DEMOGRAPHIC GROWTH
FROM 1867 TO 2023

In 2015, the Canadian population aged 65 and over surpassed that of those
under 15, marking a turning point. In 2022, Canada experienced exceptional
demographic growth, exceeding for the first time the one million mark in a single
year, with an annual growth rate of 2.7%, the highest since 1957. The country
reached a population of 40 million on June 16, 2023. This is a historic milestone
for the country.

35M
o—
I
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Source: Statistics Canada

1960

independent advisors who will meet clients exclusively
online (see the article Distribution: Insurance
Supermarket International embraces full digital shift
published on the Insurance Portal on November 28,
2023).

In comments to the Insurance Journal following this
announcement, Dudarev attributed the decrease in the
number of policies sold to advisors targeting high-
net-worth clients. The CEO of ISI lamented that the
industry is seeing its premiums increase at the expense
of the number of policies.

“If you have to drive to the client’s location to
close the deal and then return to deliver the policy,
you will obviously prefer to sell a policy to a plastic
surgeon rather than an Uber driver. But for every
plastic surgeon using insurance as an effective tax
strategy, there are probably 20 Uber drivers who
would be greatly affected if they didn’t have individual
insurance coverage,” Dudarev said.

With its new platform, it will be very advantageous
for independent advisors to dedicate their time to
consumers in the middle-class market. Cutting out
travel “is almost like a return on investment,” he
added.

| | I | I |
1970 1980 1990 2000 2010 2020
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Results from the 2023 Canadian Insurance
Barometer Study, by LIMRA

97%

of Canadian adults
say they have life
insurance coverage

Why they own life insurance:

Cover burial/final expenses - 52%
Transfer wealth/inheritance - 34%
Pay off mortgage - 21%

Just 18% of Canadians say
they are very knowledgeable
about life insurance

a

69% indicate having individual coverage
52% affirm having group coverage

21% say they have both

Why they don't buy life insurance:

Believe it is too expensive - 53%
Have other financial priorities - 33%
Haven't gotten around to it - 19%

»

o

42% of adults say they work

with a financial professional
or insurance agent

Should the primary wage earner die unexpectedly...

of Canadian adults say their families would be

barely secure or not at all secure financially

say their families would face
bl financial hardship within a month

Source: 2023 Canadian Insurance Barometer Study, by LIMRA

19% say they are
looking for one

DECEMBER 2023
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PERMANENT LIFE INSURANCE REPORT

WHOLE LIFE INSURANCE MAINTAINS THE
LION’S SHARE

According to data from the 2023 edition of the LIMRA Canadian
Individual Life Insurance Sales Survey, whole life insurance
dominated the individual life insurance market in terms of
insurance premiums underwritten in Canada in 2022.

At $1.18 billion, whole life insurance premiums accounted for 65
per cent of the entire individual life insurance market in Canada in
2022, a market of $1.81 billion. In comparison, the $279.8 million in
premiums underwritten for universal life insurance represented 15
per cent of the market. The remaining 20 per cent belongs to term
insurance, with premiums of $351.3 million.

The results in terms of premiums published by LIMRA reveal that
universal life insurance sales grew by 9 per cent in 2022 compared
to 2021. Whole life insurance sales grew by 2 per cent in 2022
compared to 2021, while term life insurance sales dropped by 9
per cent during this comparison period.

In terms of the number of policies, the share of whole life
insurance sales reached 29 per cent of the total Canadian market
in 2022, representing 180,937 policies. In comparison, the share
of universal life insurance policies sold in 2022 was 19 per cent,
representing 117,553 policies. The share of term insurance policies
sold in 2022 surpassed the combined share of the other two
products. In 2022, the 316,733 term policies represented a 52 per
cent share of the Canadian market.

Term insurance generally garners the largest share of policies
sold year after year. With a lower premium than permanent life
insurance, term insurance allows, among other things, young
families to cover income replacement needs in the event of the
premature death of a parent. (Alain Thériault)

GROWTH BY MAJOR PRODUCT CATEGORY FROM 2013 TO 2023

PREMIUM SALES

53%

37%

14% 13%
10% g, mmm

B Universal life B Whole life

35%
29%

16% 15%
9%

-17%

2013 2014 2015 2016

For 2023, the data is for the first semester only. Source: LIMRA

2017

4%

0, -8% 109,
A 10% 10% 3%

2018 2019 2020 2021 2022 2023 Q2
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PERMANENT LIFE INSURANCE REPORT

Permanent life insurance:

A springboard for giving back

Permanent individual life insurance is extensively cited by our sources as an essential tool in the estate planning
of a household or a business. Whole life insurance and universal life insurance fall into this category.

BY ALAIN THERIAULT

he sale of permanent life insurance products

is on the rise in terms of premiums, reveals

the 2023 Canadian Individual Life Insur-

ance Sales Survey by LIMRA. Among these
products, whole life insurance has collected the most
premiums (see Whole life insurance maintains the
lion’s share on page 10).

Permanent insurance products stand out
for their ability to accumulate savings, in the
form of cash surrender values, a participating
account, or an investment option account (see
Different types of permanent life insurance on

page 14).

Director of individual insurance product develop-
ment at iA Financial Group, Sébastien Auclair be-
lieves that permanent insurance offerings must be part
of the client’s overall planning. “Permanent insurance

should not be sold as a savings product. If the insu-
rance liquidity is used during the insured’s life-

time, there will be a tax impact. It really needs to
meet an insurance need, integrated into an ove-
rall plan that includes insurance and savings,”
he explains.

For her part, Lisa Houston sees permanent
life insurance as a key element of client estate plan-
ning. A financial planner at Sun Life, Houston tells her
clients that she helps preserve their family’s quality of
life in the event of their death.

Houston also recommends permanent life insurance
solutions to her clients for their estate planning.
“Some policies can accumulate cash value over

time. Clients thus have peace of mind, knowing

they have lifelong coverage regardless of any
changes in their healthcare requirements. Their
coverage does not expire and, depending on the
type of policy chosen, the premiums do not inc-
rease with age,” explains the financial planner.

When meeting with clients to discuss life insurance
structured for estate planning, Houston uses the meta-
phor of the river to explain its value. “On one side,
there are the baby boomer parents; on the other side,

their millennial children or other beneficiaries.
The goal? To maximize the money that crosses
from one bank to the other, while minimizing

the money that falls into the river and ends up
being taxed. Life insurance is the bridge,” illus-
trates Houston.

Sébastien Auclair

Lisa Houston

Chantale Vigneault

Andrea Frossard

Paid directly to the designated beneficiaries, the tax-
free death benefit helps protect the inheritance, consi-
ders Houston. “It significantly increases the amount of
money that crosses the river!”

Giving back

Financial security advisor and mutual fund dealer
representative at Groupe Cloutier Investissement,
Chantale Vigneault has also positioned herself to
facilitate wealth transfer. She has made planned gi-
ving her trademark. In the business for 20 years, she
recently co-founded J’assure ma cause Inc., a firm
that offers a program of the same name in Quebec,
Ontario, and New Brunswick.

Under the program, the donor takes out life insu-
rance and designates the charity of their choice as the
owner and beneficiary. “Making a planned donation
through life insurance is a concrete way to leave a
lasting legacy that can grow in value over time, unlike
a conventional cash donation,” Vigneault said at the
launch of J’assure ma cause on November 1, 2023.

In an interview with the Insurance Journal, Chan-
tale Vigneault explains that the idea for J’assure ma
cause emerged in 2018, through meetings with donors
at charity events (see the Magazine Supplement An ad-
visor stands out in insurance for planned donations).
Vigneault shared her project with the general agent
Groupe Cloutier in 2019. She says she worked closely
on this file with Michel Kirouac, then vice president
and general manager of Groupe Cloutier (Kirouac left
his position at Groupe Cloutier in March 2023, to dedi-
cate himself to his group insurance firm).

The advisor explains that the insurance solution
behind J’assure ma cause is a whole life policy payable
over a maximum of 10 years. The donor can pay off
the policy cost more quickly, for example, in a single
premium. The product, developed four years ago, is
a no-medical-exam insurance from Assumption Life.
“We requested that the insurance have cash surrender
values and paid-up insurance values early on. After the
third year of the contract, we can already have values
in the program,” signals Vigneault.

Under J’assure ma cause, the donor pays the single
premium or annual premiums and benefits from the
corresponding tax credits. When the donor dies, the
capital of their life insurance is paid directly to the
beneficiary organization, tax-free.

12 INSURANCE JOURNAL DECEMBER 2023
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Vigneault gives the example of a 45-year-old man, a non-smoker in good health. Accor-
ding to the advisor, this man could take out life insurance with a protection amount of Ind
$10,000, for an annual premium of $624 to be paid for a maximum of 10 years. “The
net donation amount would come to $333 per year due to a tax credit of $291. In total, it JOIN CAILBA TODAY
therefore amounts to $3,330 ($333 per year multiplied by 10 years) to bequeath $10,000 Visit ww.cailba.com
of life insurance,” explains Vigneault. or contact Clementine Peacock,

CAILBA Executive Director at 1-647-472-9476

This is what she calls the multiplier effect of the donation through life insurance. “Moreo-
ver, J’assure ma cause gives an additional $125 to the selected organization, in addition to
the life insurance at the time of the insured’s death,” adds Chantale Vigneault.

Carving out a place

Despite such compelling arguments, insurance struggles to carve out a place in the plan-
ned giving niche.

Senior vice president, PAR insurance solutions at Canada Life, Andrea Frossard has
suggested a reason for the low share of life insurance in charitable giving vehicles. “One
of the reasons why insurance has not increased its presence in the charity donation space
is the issue of multiple premium payments,” she summarizes.

She explains that committing to multiple premiums worries both donors and charities:
the donor fears the consequences of not being able to meet their commitment; the charity
fears having to assume the payments to prevent the policy from being canceled.

Hence Canada Life’s choice to launch on March 30, 2023, a whole life insurance payable
in a single premium called My Par Gift, emphasizes Andrea Frossard. She says that the
product has generated a lot of interest from advisors. She did not, however, want to give
details on the product’s sales.

In a previous interview shortly after the launch, Andrea Frossard confided that “the charity
donation market is vast and untapped from the life insurance perspective.”

According to a document she then provided, life insurance represented only 2 per cent
of assets allocated to charitable giving vehicles in 2018. The assets of these vehicles, be
it cash, securities, or other assets such as life insurance, totaled $5.7 billion. The assets

_’

UNPRECEDENTED WEALTH REDISTRIBUTION IN
CANADA IN 2022

Insurers paid out $114 billion in benefits in 2022, surpassing pre-COVID-19
pandemic levels by $11 billion, highlights the Canadian Life and Health
Insurance Association (CLHIA) in the 2023 edition of its annual report
Canadian Life & Health Insurance Facts.

According to the CLHIA, this $114 billion is a record amount of benefits. Both
whole life insurance and individual universal life insurance contributed to this
unprecedented collective wealth redistribution.

The association specifies that $16.1 billion of these benefits were paid in life
insurance, including $9.4 billion in death benefits. The remaining $6.7 billion

were paid in disability benefits and cash surrender values.

The CLHIA reveals that the industry earned $27 billion in life insurance
premiums in 2022, with 83 per cent in individual insurance and 17 per cent in
group insurance. It emphasizes that life insurance is purchased by individuals
through an agent or advisor in 80 per cent of cases.

Also in 2022, individual life insurance was continuously growing in terms of
the amount of protection. According to the CLHIA, it accounted for 65 per
cent of the value of all active life insurance policies, compared to 58 per cent
in 2012. This growth in value is mainly attributable to term life insurance,
which represented 40 per cent of the value of all life policies, against 13

per cent for whole life insurance and 12 per cent for universal life insurance.
(Alain Thériault)
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PERMANENT LIFE INSURANCE REPORT

DIFFERENT TYPES OF PERMANENT LIFE INSURANCE

In the 2023 edition of its annual report Facts on Life and Health Insurance
in Canada, the Canadian Life and Health Insurance Association (CLHIA)
describes permanent insurance as a product that provides lifelong
protection.

“In addition to death protection, a cash surrender value accumulates and
can be used in case of unexpected financial needs or as a supplement to
retirement income. Premiums can be paid for a specific number of years
or for life, it reads.

The CLHIA describes the two main groups of permanent products:

» Whole life insurance is a type of permanent insurance that covers the
insured for life. It provides a fixed premium and the accumulation of a
cash surrender value.

- Universal life insurance allows consumers to choose and change the
level of premiums and investment options; the insurer assumes the
risk associated with death.

According to information available on InsurancelNTEL, a comparison site
for personal insurance product features owned by the Insurance Journal
Publishing Group, whole life insurance is divided into two subcategories:

« Participating whole life insurance.
- Non-participating whole life insurance.

Still according to information relayed by InsurancelNTEL, the insured
can choose between two types of insurance cost when subscribing to a
universal life policy:

» Universal life with annually renewable term insurance cost.
» Universal life with level (or uniform) insurance cost.

InsurancelNTEL’s database also allows for the comparison of features of
Term 100 life insurance (T100) products. Despite its label as a temporary
product, T100 has the qualities of a permanent product given its very
long coverage duration.

It's the most affordable permanent insurance option. However, an insured
who cancels their policy typically receives no cash surrender value in
return.

Director of individual insurance product development at iA Financial
Group, Sébastien Auclair describes T100 as the most standard and least
expensive product on the permanent life insurance market. “The insured
pays a predefined premium during the life of the contract, in exchange
for a fixed insurance protection amount,” he summarizes.

“The issue is that it does not offer much flexibility. If one year the client

is unable to pay the premium, it's problematic,” explains Auclair. He says
that the product does not offer cash surrender value or capitalization
funds. These values, which accumulate over the years in other types

of permanent insurance products, can be used to pay the outstanding
premium without forcing the termination of the contract. (Alain Thériault)

dedicated to charitable giving vehicles could reach
$6.5 billion in 2024, according to projections pres-
ented in the Canada Life document.

Choosing the product

How to help the client choose the appropriate per-
manent life insurance for their situation? Lisa Houston
relies on listening. “I take into account their wishes
and needs, their budget, their age, their health, and
their risk tolerance,” says Houston.

The financial planner at Sun Life specifies which
type of client each of these products may suit.

Universal life insurance is suitable, according to her,
for clients who want flexibility in payments, and also
the possibility of managing the growth of funds in
a tax-efficient way, thanks to diversified investment
options.

Participating life insurance allows for tax-efficient
growth of funds through participations, which are
managed by the insurer. Lisa Houston recommends
this solution to clients who want to increase the cash
surrender value and the death benefit, but who do not
want to manage the risk associated with the underlying
investments.

Non-participating life insurance offers guaranteed
premiums, a death benefit, and a cash surrender value.
Houston recommends this type of product to clients
who want coverage for final expenses or who want to
leave a specific sum of money to their beneficiaries.

T100 life insurance offers clients a uniform death
benefit. Houston recommends this product to clients
who plan to keep their insurance until their death, as it
does not have a cash surrender value. She often recom-
mends a universal life insurance contract to clients in
this situation.

The place of term insurance

Lisa Houston emphasizes her offer of comprehen-
sive advice. “I help clients establish a financial jour-
ney including term and permanent insurance,” she
explains when talking about shorter-term temporary
products than T100.

According to Houston, term insurance offers modest
premiums and short-term protection against the risk of
premature death during the client’s capital accumula-
tion phase. Among the examples she gives, the amount
of the insurance can provide, among other things, a
replacement income, money to pay for children’s post-
secondary education, or to repay debts. [N

MAGAZINE SUPPLEMENTS
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These articles will be available in the next few weeks on insurance-portal.ca
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RECREATIONAL CANNABIS LEGALIZATION

5years later: Areassuring
/ assessment amid looming concerns

Legalized in Canada since October 17, 2018, has the purchase and possession
of cannabis for recreational purposes led to the negative repercussions
that detractors of the Cannabis Act feared five years ago? The verdict: '

r a catastrophe has not occurred, but many fears and risks remain.
BY CHARLES MONGEON

ILLUSTRATION BY ADOBE STOCK



n Canada, cannabis consumption is on the rise.
According to the most recent data from the Can-
adian Cannabis Survey, more than a quarter of
Canadians aged 16 and over, or 27%, have used
cannabis at least once in the past year. In 2018, this
annual Health Canada survey set the figure at 22%.

These increases are in line with those observed be-
fore legalization, notes the Institut de la statistique
du Quebec. “The prevalence of cannabis use in the
past 12 months was already increasing among the
population aged 15 and over in Canada (12% in 2015
versus 15% in 2017),” summarizes the Institute in its
latest annual report on the subject.

However, the overall trends show significant dis-
parities when examined by age groups. In Quebec,
for example, fewer young people aged 15-17 have
tried pot or any THC-containing derivative in the past
year (-3.8 percentage points compared to 2018), but
the situation is different for those aged 25-34 (36.5%
consumed cannabis in 2022 versus 25.8% in 2018),
those aged 35-54 (20% versus 12% in 2018), and those
over 55, where prevalence has almost doubled (8.5%
versus 4.5%).

Caution and concerns...

With whom, in what form, how many grams, at what
time, why, before driving or not... Meticulously quan-
tified every year by Health Canada with more than
100 tables and by the Institut de la statistique over
more than 150 pages, cannabis consumption produces
a huge volume of raw data. But what conclusions can
be drawn?

“Five years is still premature to draw conclusions,”
judges Jean-Sébastien Fallu, professor at the School
of Psychoeducation at the Université de Montréal.
“There are so many variables to consider. Including
the COVID-19 pandemic, which is documented as
having favoured certain consumption. Not just can-
nabis, but alcohol. When looking at consumption data,
it’s very difficult, if not impossible, to separate the
effects of legalization from those of the pandemic.”

At the Institut national de santé publique du Que-
bec (INSPQ), caution and consideration are also in
order in the face of rising statistics. “Prevalence, the
proportion of people who report consuming, has gen-
erally increased, but that was expected.”

Scientific advisor Frangois Gagnon explains that the
large-scale distribution system put in place could only
facilitate certain consumption for a part of the popula-
tion without contact with the clandestine market. “So
we accept this increase,” he says, while keeping an

eye on the dashboard of how often cannabis product
enthusiasts indulge.

Smoked, ingested, in the form of oil or oral patches,

drops, ready-to-eat or self-cooked, for recreational
purposes or to treat some pain: it is estimated that 42%
of Quebecers who have used cannabis in the year have
done so on average less than one day per month,
19% occasionally (1 to 3 days per month), and
38% regularly (1 to 6 days per week) or daily.
Nationwide, 25% of enthusiasts use the sub-
stance every day or almost every day.

“In Quebec, we maintain about the same pro-
portion, in recent years, of daily or almost daily
consumers,” indicates Gagnon. “But that also
concerns us, especially if it continues long term.
Because combined with the increase in preva-
lence, it makes more daily consumers each year.”

In Toronto, Dr. Bernard Le Foll, a research
physician at the Centre for Addiction and
Mental Health, is monitoring the overall in-
crease in cannabis use in Canada. He notes
the growth in the number he already considers

Sébastien Fallu

“significant” of people who use cannabis on a
daily or almost daily basis. “It’s a bit alarming,
because we know they’re at greater risk of com-
plications, either of addiction or mental health.
It’s something to watch closely...”

Dr. Le Foll has not yet witnessed a notable
increase in psychiatric admissions related
to cannabis and its legalization. An increase
in cannabis-related problems was already
observed before October 2018, he notes. He
specifies that “the psychiatric impact” of the
substance is most often seen in users who have
a particular risk profile, such as family history
of schizophrenia or addiction, combined with
intense consumption.

Increased prevalence without raising a red
flag: the specialists consulted by the Insurance
Journal arrive at the same conclusion. But
vigilance is necessary, according to them. The

Dr Bernard Le Foll

Canadian Centre on Substance Use and
Addiction (CCSUA) states in this regard that
“close monitoring of public health, public safety, and
overall social impacts of legalization is essential to
limit harms and maximize the benefits of legalization.”
To be closely followed by the organization: new trends
related to products, including the increase in vaping
among young people, the mental health of consumers,
emergency room visits related to cannabis, and driving
while impaired.

LOSS OF CONTROL OVER CONSUMPTION

Statistics Canada estimates that 4.7% of cannabis users

aged 15 and over have lost control of their consumption. This
estimate, based on data from the Canadian Community Health
Survey (CCHS), also highlights that “male individuals, aged

18 to 24, single or never married, belonging to a low-income

to stop using cannabis.

household, diagnosed with anxiety and mood disorders, and

having started consuming cannabis at age 15 or younger” are
at increased risk of losing control. Loss of control particularly
means that the consumer often or always felt worried about

their consumption while finding it very difficult or impossible




REPORT

Youth and mental health at risk:
Nothing proven

A consequence of the legal age raised to 21 by Que-
bec in 2019? No one dares to affirm it. However, can-
nabis consumption among young people aged 15 to 20
has slightly decreased since 2018. If the good old joint
preferred by previous generations has lost popularity,
the cloud of smoke, although less dense, hides other
concerns.

Vaping worries observers. “From the perspective
of health and public safety, the increase in cannabis
vaping, especially among young people and young
adults, is concerning,” judges the CCSUA. In Que-
bec, among 15-17 year olds, the proportion of can-
nabis users who admit to having vaped has risen from
25% to 70% between 2019 and 2022. Among 18-20
year olds, from 23% to 46%. Public health stakehold-
ers fear the effects on young people of these products
acquired from illegal sources and whose THC concen-
tration is generally higher than that found in products
from the Société québécoise du cannabis (SQDC).

“If we talk about products that are not for sale in
Quebec, for example vaping products, we often see
THC concentration rates that are around 70% or 80%,”
explains Frangois Gagnon. These products are easily
accessible with a few clicks on the Internet.

We feared, and still fear, the possible and eventual
repercussions on young people, both cognitively and
in terms of mental health, such as lasting effects on
memory, learning abilities, etc.

A SECTOR “IN EXCELLENT HEALTH"”

In its Annual Cannabis Report for the year 2021, the firm Deloitte describes
the cannabis industry as a sector “in excellent health” that generated sales
of 11 billion dollars (G$) in Canada from legalization to the end of 2021. It
calculates that, during these three years, the cannabis sector contributed
to Canada’s gross domestic product (GDP) to the tune of 43.5 G$, of
which 25.2 G$ were labour income from 98,000 jobs. The total GDP of
Canada is just over 2,000 G$ annually. The firm Brightfield believes that
the legal cannabis market should generate annual sales valued at 8.6 G$
by 2026.-

Cannabis Sales Revenue in Canada Since 2018
(in billions dollars)

3.9
3.3

2.2
1.6

2018 2019 2020 2021

Source: Deloitte.

“It’s true that the brain is plastic until 25 years old,
but what empirical data from studies show is that
the effects of cannabis on mental health and cogni-
tive functions are mainly for consumption before 17
years old,” argues Professor Jean-Sébastien Fallu.
“That’s where we see a difference between consum-
ers and non-consumers. From 17 years old, the stud-
ies are mixed... It’s very theoretical, this risk to the
brain before 25 years old. But anyway, alcohol causes
much more well documented, more significant, even
irreversible, damage to the brain than cannabis.”

Admitting surprise at the extent of the debate on
the effects of cannabis on the mental health of young
people five years ago, Fallu seems reassured. “So far,
we can’t say that there are statistics showing an in-
crease in psychoses or mental health cases. If young
people are not consuming more than before, why
would there be more mental health problems than
before?”

According to him, the main risks hanging over
Quebecers under 21 years old are attributable to the
ban imposed on them from frequenting SQDC sales
outlets.

“About one in three young people aged 18 to 21
in Quebec reports having consumed in the last year.
That’s a lot of people! And they supply themselves
on the illegal market, where there is no quality con-
trol, where they do not know the THC rates, which are
generally higher, where there is no access to education
about how to consume. We suspect that the ban on
buying at the SQDC explains why vaporizers are so
popular among those under 21...”

Public health protected? Yes, but...

Controlled quality, well-displayed THC levels, con-
taminant-free products: legalization has had positive
effects on public health, according to stakeholders.

However, hospitalizations related to cannabis, as a
primary or secondary reason, are slightly on the rise
in Quebec, particularly. Frangois Gagnon explains this
by better management by doctors and hospital staff,
more aware and now more able to detect cannabis.
“Although the increase in THC levels could explain
part of the variation in hospitalizations,” says. Gagnon.

On the front of cannabis-related intoxications, a
slight increase is also noted in Quebec in recent years,
“but less than elsewhere,” notes. Gagnon. He attrib-
utes this record to the government’s choice to ban the
sale by the SQDC of sweets, treats, and other prod-
ucts that can be attractive to children when improperly
stored by adults.

On the radar

Should we be concerned about negative repercus-
sions on public health due to increases in cannabis
use in the coming decades, as the supply of both legal
and illegal markets diversifies and consumers opt for
products with higher THC content? Francois Gagnon
believes that the “fairly reliable” indicators of preva-
lence and frequency allow for short-term reassurance.

However, Gagnon questions, “What will we discover
in 30 or 40 years? We can suspect that, as with tobacco
or alcohol, it’s in three or four decades that we’ll see
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the full implications of the choices we’ve made. Some
people say we know about as much today as we did
in the 1950s about tobacco. Until we have a more de-
tailed picture of all the ins and outs, we adhere to a
cautious stance. But we do not wish for a continuous
increase in the prevalence, frequency, and THC levels
in products...”

“We’re seeing not only the emergence of edible
products but also vaporizers, cannabis extracts, which
are legal in Canada but not in Quebec, and also shat-
ters, which are very potent products,” explains Jean-
Sébastien Fallu. They can be consumed responsibly,
except some people treat them as ordinary cannabis.”
According to him, these new modes of consumption
are “to be monitored.”

The increases in prevalence do not worry the profes-
sor of psychoeducation. “If we reached rates of 100%,
there might be issues. But it’s also necessary to look
at the overall picture and evaluate the judicial cost of
prohibition and its stigmatizing effects. I am one of
those who believe that the prohibition of a product like
cannabis is worse than its legalization.”

Dr. Le Foll speaks of the necessity to properly in-
form the public. “We really need to ensure that we
continue to educate the public about the risks associ-
ated with cannabis and try to reduce the prevalence of
risky consumption. There will always be people who
will use cannabis in Canada, but measures must be
implemented so that a larger fraction of users do so in
a non-harmful way.”

Little upheaval among insurers

In 2018, just before the legalization of recreational
cannabis, the Canadian Life and Health Insurance
Association (CLHIA) anticipated an increase in au-
thorizations for access to therapeutic cannabis. But the
reality has been quite different. While some compan-
ies had chosen at the time to add the option of thera-
peutic cannabis to their healthcare coverage, with the
demand then increasing, the situation has changed in
recent years. “Since cannabis was legalized for rec-
reational purposes in 2018, the demand for coverage
of therapeutic cannabis has dropped,” summarized
Dominique Biron-Bordeleau, senior manager, public
and governmental affairs, for CLHIA-Quebec, to the
Insurance Journal.

At the Insurance Bureau of Canada (IBC), the
legalization of cannabis seems to have been a non-
issue. Anne Morin, public affairs manager, indicated
to the Insurance Journal that the subject had not been
brought to the attention of any committees responsible
for analyzing issues that the property and casualty in-
surance industry might encounter. Only a few calls
were received by the Insurance Information Centre,
and according to Morin, they mainly related to the

THE ILLEGAL MARKET STILL PRESENT

“The way it was formulated in the federal law, in 2018, we couldn't fail...”
Professor Jean-Sébastien Fallu believes that the Cannabis Act did indeed
have the effect of reducing the market share of organized crime in
cannabis sales. The illegal market would now only account for 40%

of sales, compared to 60% going to the legal market. The Cannabis Act,
he points out, does not set a target for reducing the illicit market.

number of plants that could be cultivated (which is
prohibited in Quebec, but not in other provinces) or
difficulties in renewing home insurance.

In the long term, should insurers keep an eye on any
particular indicator? The risks that cannabis use poses
to the health of consumers are difficult to quantify, ac-
cording to Dr. Bernard Le Foll. “Historically, we don’t
have really precise data,” he says. “The exact risk of
developing a cardiovascular or pulmonary disorder, or
cancer, is still debated at present. Over time, as more
people report using cannabis, data will emerge more
clearly, and we will gradually be able to estimate the
risk in terms of mortality and morbidity, if applicable.
But it will take time...” [N

CONSUMPTION BASED ON CONSUMERS’ SELF-ASSESSMENT

OF THEIR PHYSICAL HEALTH

Mental health
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In good health
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Source: Quebec Cannabis Survey 2022.
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Solving equations
with multiple unknowns

Technology, cyber risk, climate change, car theft... in exclusive interviews with the Insurance Journal, Canada Life, the
leading life insurer in terms of market share in Canada in 2022, Intact, the leading property and casualty insurer in terms
of market share in Canada in 2022, and their competitors are addressing the challenges that will mark their year 2024.

REPORT COORDINATION BY AURELIA MORVAN
TEXTS BY JOSEPH ELFASSI, KATE MCCAFFERY, CHARLES MONGEON,
MARIE-HELENE PROULX, MEHREEN SHAHID
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Canada Life focused on advisor
and client experiences

Chief operating officer says acquisitions signal commitment to independent wealth management.

BY KATE MCCAFFERY

Jeff Macoun

eff Macoun, Canada Life president and chief

operating officer (COO) for Canada says he’s

never been as positive as he is today about the

prospects for growth in areas of the company’s
business he oversees. He’s particularly enthusiastic
about advisor development and independent wealth
management.

“Advisors are really the key to our success,” Ma-
coun says. “It’s our mission to become the lead-
ing destination for entrepreneurial advisors and
their clients.”

This strong conviction — that the independent
advice sector is one that is growing and worth
growing — lead the company to make two major
acquisitions in 2023: Value Partners Group
Inc. was announced in June and acquired in
September 2023, while the acquisition of In-
vestment Planning Council Inc. (IPC), closed
in November 2023.

At the time the Value Partners deal was an-
nounced, the company said following the close
of both acquisitions, Canada Life is expected
to have more than $89-billion in assets under
administration. Today, when combined with the
assets under administration with Financial Horizons
Group, Macoun puts that number at $97-billion.

Focus on wealth management

Value Partners Group, a Winnipeg-based investment
firm made up of Value Partners Investment Council,
Value Partners Investments and LP Financial Plan-
ning Services Ltd., is known for serving complex
and sophisticated wealth needs. IPC, meanwhile, is a
wealth management platform for independent advis-
ors and their clients. Over time, the company says it
expects to build a single end-to-end wealth platform.

“IPC’s mutual fund, securities and discretionary
dealer platforms mean advisors can grow their prac-
tices in support of the changing needs of their clients
and do so within the evolving regulatory environ-
ment,” Macoun stated, at the time the deal was an-
nounced. “Canada Life and IPC will offer independent
advisors practice management, planning and succes-
sion support that will help then ensure continuity of
advice and service for clients.”

In the IPC deal, Canada Life will reportedly pay cash
totalling $575-million for the company. The price paid
to Value Partners stakeholders and founder was not
made public. Since the deal was announced, several
executives have stated that the company’s future focus
will be on organic growth. In April, Canada Life’s

CEO, also the CEO of parent company Great-West
Lifeco, also alluded to the possibility the companies
would make further investments in market consolida-
tion that support the same strategy.

“IPC and Value Partners signal our commitment to
growing in this segment as we head into 2024,” Ma-
coun adds today. “I can’t tell you how excited I am
about our opportunity in the wealth business.”

Customers and advisors

For both clients and advisors, then, the company’s
focus would appear to be on three things — creating
choice, ease and flexibility for those who need to inter-
act with the company. “We’re guiding Canadians to
reach their potential every day. That’s our consumer
focus,” Macoun adds. “We’ve never been more fo-
cused in terms of our goals.”

The president and COO was also able to discuss
digital (a core focus, he says), artificial intelligence
(AI) uses, cyber concerns and staffing.

“We have been extremely fortunate to be able to at-
tract specialized talent. Good talent attracts good tal-
ent,” he says, adding that the company makes a point
of providing tools and support. “We also recognize
that employees have choice. There are lots of good
employers in the marketplace. It’s up to us to provide
an environment that works for employees.”

Regarding advisors, then, he says it’s necessary to
continually earn that business — a job the company
takes seriously. “If you’re an entrepreneurial busi-
ness person, we don’t think there’s any better place
than Canada Life to be a partner,” he says. “Being
a partner with our advisors, fulfilling our goals and
missions and helping Canadians every day. I cannot
get enough of that.”

During his long tenure with the company (Macoun
has risen through the ranks over the course of 30 years
until he was appointed to the position he holds now
in 2018), he says he has never been more motivated.

“I’m not sure I’ve ever been as positive and motiv-
ated for our customers and our advisors and our staff
as I am right now in terms of the good work that the
company is doing,” he says. “(We’re) fuelled by an
amazing brand and high engagement scores and sup-
ported by strong momentum from our board to make
it happen. Those are sort of motherhood statements,
but it’s a good feeling.” I
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Sun Life Canada focused on
Canadian’s health in 2024

Creativity today will be needed to effectively meet client needs in the future.

BY KATE MCCAFFERY

un Life Canada has a relatively unique

priority for itself going forward into 2024,

that is to become a more creative company.

To be sure, the company’s executives don’t

ever stray far from its overarching mantra and pur-

pose: “To help people achieve lifetime financial secur-

ity and live healthier lives.” That said, the drive for

creativity and a renewed focus on the health side of

that equation are two commitments Jacques Goulet,

president of Sun Life Canada makes when discussing
the company’s near-term plans for the coming year.

“We’ve given ourselves a goal to become the most

creative company in our industry,” Goulet says. “To-

day’s creativity is our insurance policy for tomorrow’s

successes.”

Trying to stand out

That creativity in the past has resulted in the launch
of digital financial planning tools before the COVID-
19 pandemic made such things commonplace. Sun
Life Global Investments, the company’s mutual fund
arm, meanwhile, has attracted more than $54-million
in assets under management since its launch in 2010,
according to the president.

Goulet also says Sun Life was one of the first carri-
ers to offer coverage for medical cannabis and points
to the support available to those seeking gender af-
firmation coverage through their extended benefits
plans. Going forward, Goulet says he is tasking
underwriters with the job of making certain cover-
ages more attainable. Everything from suicide clauses
to diabetes coverage would appear to be on the table.

“Hopefully the industry will change. But if others
don’t do it, we’ll do it ourselves,” he says. “From an
actuarial point of view, it will make things a bit more
complicated. Often, we’re challenging the teams.”

Meeting that challenge in 2023, Goulet says his
teams successfully delivered a new product designed
to be helpful for Canadians living with diabetes. The
product is designed to address the needs of nearly
50 per cent of those with diabetes who are rated and
denied outright when they apply for coverage.

“A key way in which you achieve financial security
for your family is to have insurance in the event that
something unexpected happens,” Goulet says. “We’re
committed to this cause globally, and yet turned down
one out of two. This is not good enough.” In the spirit
of creativity, he says the teams charged with the task
of addressing this inequity came back with the signa-
ture solution product which gives the rated clients a
term life policy provided they follow a chronic dis-
ease management program. Goulet says the product
will be more widely available in 2024.

Health in the viewfinder

Also going forward into 2024, Goulet returns to
the subject of helping Canadians address their health
needs. In 2023, this focus showed up in at least three
deals the company entered into during the year, in-
cluding the company’s acquisition of health and
wellness virtual care provider, Dialogue Health
Technologies Inc. in October 2023 and the launch
of Lumino Health Pharmacy, in partnership with
full service digital pharmacy services provider, Pill-
way in June. The company is also the recipient of an
early work agreement with the federal government,
worth $15-million, to undertake pre-contractual work
to ensure the timely launch and successful operation
of the Canadian Dental Care Plan, designed in turn to
support up to nine million uninsured Canadians with
net incomes below $90,000 who need dental care.

The work it is undertaking on behalf of the govern-
ment includes recruitment, information-technology
planning and business planning.

“It’s becoming more and more important for com-
panies like ours to look after the health of our
clients,” Goulet says. “We’re going to continue
to put a lot of emphasis on the health side, deep-
ening our focus there. Same thing on the wealth
side. We’re expanding the number of advisors
that we’re working with.”

In 2024, he adds that it will be a priority for
Sun Life advisors to provide a basic financial
plan to all clients.

“Digital remains something that is very im-
portant to us. A lot of what we invest in these
days is digital by nature,” he adds.

Artificial intelligence will augment the service
Sun Life’s representatives are able to provide,
as well, as it is currently being used in straight-
through underwriting and customer service. At-
tracting and retaining those with the specialized
skills needed in digital and cybersecurity roles is also
something the company does effectively, Goulet adds.
“Generally, I would say we’re quite lucky in terms
of our ability to attract and retain talent,” he says.
“That’s something I’m quite proud of because I would
say we do that quite well.”

All of this will remain a concern for the executive,
he says, but the primary drive for the company in
2024 will be to meet more client health needs directly
with its products and services. I

Jacques Goulet
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Strong capital position sets
the path for iA Financial Group

Having just completed the implementation of its latest four-year strategic plan,
the insurer will work to plan for the future.

BY MEHREEN SHAHID

Denis Ricard

10-year strategy of investing in the less
capital intensive segments of the insurance
sector put iA Financial Group in a secure
capital position leading up to 2023.

“We have [Cdn] $1.8-billion of capital that could
be deployed to acquisition or additional organic in-
itiatives,” says Denis Ricard, president and chief
executive officer of iA Financial Group. “At the end
of the day, if we can’t deploy it, we can buy back
shares.”

And the company keeps adding to the capital
through high earnings and profits.

The Québec-based insurance company boasts
robust year-over-year growth in the last five
years. According to numbers Ricard shared in
a year-end interview with Insurance Journal,
iA sales have grown to $387-million in 2022
from $191-million in 2018, with a slight dip to
$188-million in 2019 (all figures in Canadian
dollars, unless otherwise indicated).

“We’re pretty pleased, even with the macro-
economic unstable market. Individual and segre-
gated funds are doing great,” Ricard says. In the
first six months of 2023 alone, iA advisors sold
113,244 policies valued at $178-million.

Ricard says iA also benefited from implementation
of the new IFRS 17 accounting standards that came
into effect for annual reporting periods beginning on
or after Jan. 1, 2023, with earlier application permitted
as long as IFRS 9 was also applied. The accounting
change, he says, was huge for the industry overall,
but especially for iA. The new accounting standards
served to cement iA Financial Group’s top position in
the industry Canada-wide.

“It’s been mainly positive in terms of the transition
and impact on book value,” he says. “What we have
recognized in the past as profit has been good. For
most of our peers, it’s been negative because the book
value went down during the [accounting] transition.”

Distribution

iA, Ricard says, has also consolidated its leadership
position with 25 per cent of marketshare in insurance
and is number one in the segregated funds sector, be-
cause people are moving more and more toward guar-
anteed investments.

But product offerings are only one part of the secret
to growth.

“The way we deliver the products is also import-
ant,” Ricard says. “We’ve been ahead of competition,
even during the COVID-19 pandemic. Advisors were
able to sell our products using digital tools that already
existed.”

iA Financial Group’s extensive distribution network
enables us to reach customers in all Canadian markets,
but there’s always room for more expansion. A step in
that direction was iA’s acquisition of the US-based in-
dividual insurance carrier and digital agency, Vericity
for US $170-million.

“We can do a better job of offering related products
to our clients proactively,” Ricard says. “Technology
will help us identify these situations and providing
leads to the advisors, so they can put together product
offerings. We still need to fine tune how this relation-
ship will work.”

Operating costs

The above elements, he says, provided iA with a
good moat during the pandemic and continue to do
SO even now.

When talking about how inflation affected iA, Ricard
says, a rise in interest rates worked in the insurance
industry’s favour.

“For a life insurance company, higher insurance
rates is positive in the long term. We have long-term
commitments and liabilities, so we need to invest long
term. So when interest rates go up, we benefit.”

But higher inflation also means higher operating
costs, he says.

“It’s a challenge, because salaries are increasing
higher than before, so it’s important for us to be dili-
gent and make the right investments, such as in tech-
nology. We have to be disciplined in setting priorities
and growing the business.”

Another way of saving on operating costs is by al-
lowing advisors to work from anywhere during and
after the pandemic.

“We have a [work from anywhere] philosophy that’s
standing out in the market,” Ricard says.

Maintaining the pace

The steady pace set over the last few years is how
he sees iA progressing over the next few years, too.

There’s no revolution coming, as iA just finished
implementing its latest four-year strategic plan, Ricard
says. The next step is to launch the 2030 Plus strategic
plan, which the board will begin working on soon.

In the meantime, iA will continue to build on tech-
nology-based solutions, using artificial intelligence.

Another future focus of iA is improving the global
customer experience.

“Now it’s customer-first and distribution second,”
Ricard says. “It’s to bring the customer more solutions.
That means more data and using Al or other tools to
help the advisors be more productive in bringing more
solutions to the client.” IN
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Healthy year of new sales pushes
Desjardins Insurance higher in rankings

In 2024, the insurer will keep an eye on the continued growth of individual insurance, without abandoning group insurance.

BY MEHREEN SHAHID

Chantal Gagné

rise in new sales made 2023 a very happy

new year for Desjardins Insurance,

whose market share went from 3.2 per cent

to 3.8 per cent, allowing the company to
go up to 7" place in the overall market.

“It’s the consequence of the last three years,” says
Chantal Gagné, senior vice president, life and health
insurance at Desjardins. “We’ve made investments in
our service levels, product offerings and process fees.”

It was a good year for Desjardins group bene-
fits, too. A specific kind of growth was seen in
that category, with 15 per cent of the insurance
company’s group insurance clients adding gender
affirmation coverage for plan members, shares
Gagné in a year-end interview with Insurance
Journal.

A real highlight for the year, she added, was the
company’s ability to accelerate its digital trans-
formation in tools offered to plan members.

“We launched the accumulators, which allows
our clients to know how much they have spent so
far this year on each [feature] of their coverage.
We also launched the virtual group benefits card
on the Apple Wallet.”

For the next few months, Dejardins will con-
tinue working on full digital adhesion of new mem-
bers to group plans. Other improvements in the digital
claims experience are also expected to begin in 2024.

The overall growth in individual insurance for Des-
jardins was 20 per cent, says Gagné. Growth was seen
specifically in Desjardins’ PAR product, in which sales
increased by 60 per cent compared to 2022. PAR prod-
uct, which represents about 55 per cent of Desjardins’
individual insurance sales, now offers a unique short-
term payment option for clients, she explains.

Growth

Desjardins saw more than sales growth in 2023. The
company launched the year by moving ahead with its
acquisition of three IDC Worldsource entities from
Guardian Capital Limited.

Dejardins acquired IDC Worldsource Insurance
Network Inc. (IDC WIN), Canada’s leading life and
health insurance managing general agency, World-
source Financial Management Inc. (WFM), a mutual
fund dealer and Worldsource Securities Inc. (WSI),
an independent, full-service securities dealer.

There’s strength in numbers and now more than
5,000 insurance and financial advisors served by IDC
WIN, WFM and WSI across Canada have been added
to Dejardins’ arsenal.

“This is something big for Desjardins,” Gagné says.
The move positions the company well to achieve its
future intentions in capturing more marketshares.

But it wasn’t always smooth sailing in 2023; inflation
had both positive and negative repercussions for the
company, as it did for other insurance entities.

“In the life and health division, high interest rate is
positive in terms of profitability of business because
we’re investing money in long term,” Gagné says, talk-
ing about the positives of inflation.

However, she adds, inflation was tough on Desjar-
dins’ members.

But the company did its best to give members flex-
ible options to continue paying their premiums and not
to lose out on their investment due to the economic
crunch.

Similarly, if someone had credit insurance with Des-
jardins, Gagné says, the company offered solutions
to prevent members from removing this feature as an
expense they could no longer afford.

For the coming year, Desjardins is keeping its eye on
continued growth in individual insurance.

“At Desjardins, 90 per cent of our sales are done by
captive networks or exclusive networks. We want to
continue within all our networks and start to be well
known in the independent network,” Gagné says.

Technology

The way forward is digital. That’s why the insur-
ance company is making investments in improving
and equipping its advisors with technology and digital
sales tools to make doing business easy.

“Most of the improvements we are working on are
related to our e-app and WealthServ — both with the
objective to simplify the life of advisors,”Gagné says.
“Desjardins started this end-to-end modernization in
the last three years. We’ve done it from underwriting
to the end point in claims. To me, it’s key in becoming
[a] Canadian leader in client experience.”

It’s not just the advisors that are getting digital tools
to play with, clients will also be able to experience a
digital shift by way of being able to file claims and
access plan features online.

Improved offers

To continue a healthy growth in 2024, Desjardins is
evolving its PAR product to better answer the needs of
high-net-worth clients.

Gagné says this is being done by offering an addi-
tional deposit option (ADO) that allows policy owners
to make flexible payments within certain limits, in re-
turn for more benefits or to buy paid-up additional life
insurance.

On the group benefits side, the focus is more pre-
ventative through global investments in mental health
research. IN
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Culmination of integration highlight

for Beneva's year

The savings made through cost sharing allow the insurer to achieve its objectives.

BY MEHREEN SHAHID

eneva’s year began by wrapping up its three-
year integration of La Capitale and SSQ
Insurance.
“This year was the final stretch,” says Jean-
Frangois Chalifoux, president and chief executive of-
ficer of Beneva, a Québec-based insurance company.
“We became the largest mutual benefits insurance
company in Canada with 2.8 million members and 3.5
million insured people being served by 5,500 devoted
Beneva employees across Canada.”

Chalifoux says the amalgamated brand was launched
in December 2020, but the company didn’t conduct an
official marketing campaign until a year later.

There’s now a 74 per cent brand awareness in the
province of Québec, he says, indicating that Beneva
is ranked number one in group insurance in Québec
with 27 per cent marketshare.

“It’s still a little less known in Ontario and Eastern
Canada, but we’re within our 10 per cent target of
brand awareness in those areas.”

He says there’s need to conduct more mass market-
ing campaigns in Ontario, where people are aware of
Beneva via its property and casualty insurance (P&C)
subsidiary, Unica Insurance.

Developing growth and notoriety

To build wider brand knowledge, Beneva is investing
in the community.

“We’re gaining grounds through community partner-
ships,” Chalifoux says, “we’re the title sponsors for the
first Mississauga Marathon in 2024.”

The company has also launched a new advertising
campaign geared toward informing financial advisors
and intermediaries about Beneva and its products and
offerings as it grows.

“We’re growing profitably,” Chalifoux says. “We’re
growing both in Québec and Ontario in commercial
P&C. In fact, all of our product lines are growing.”

Beneva is positioned 4" in Québec and 5" in the
country for Individual insurance and annuities.

Chalifoux says Beneva is ahead of its sales targets
in all major lines of products. As of June 30 this year,
the company ranked 2" in the Canadian market with
respect to net entries in investment accounts.

“There’s a bit more pressure on new sales in all of
our divisions as consumers are struggling with rising
costs. The demand is certainly lower and it’s a bit chal-
lenging to bring in more sales, however, the business
volumes are there.”

Lowering the costs

Beneva owes its ability to achieve its targets to sav-
ings realized from lowered operating costs.

On individual insurance and financial services front,

Beneva continues to build its investment offerings.

On the group life and health insurance front, the
company is focusing on systems implementations fol-
lowing the complex migration as the two companies
merged with Beneva.

Chalifoux says attention is now on sustaining the
momentum.

“We don’t emphasize growth but we’re focusing on
cost containment in the context of rising dental, drugs,
and claims costs.”

This has been a trend in the insurance industry for
some years now, he says.

“In group life and health, drug costs continue to rise
in double digits. In the dental care side, we see num-
bers rise around 10 per cent. We have not seen that in
the last decade,” Chalifoux says.

To deal with these effects of inflation, he says Ben-
eva is developing what product listing agreements
(PLAs) with drug manufacturers to reduce the costs
of claims.

“We’re also using a biosimilars strategy to contain
the cost of drugs,” Chalifoux adds.

And just as generative artificial intelligence
(AI) has grabbed everybody else’s attention, it’s
also on Beneva’s radar.

“We’re using Al to identify potential fraudu-
lent cases and keep claims down,” Chalifoux
says. “Leveraging generative Al is the way to
go into the future to reduce our own operating
costs and alleviate the pressure on rising claims
costs.”

“We’re launching our new system deploying
modern technology, streamlining processes and
eventually bringing costs down,” he explains.

Mental health

Inflation wasn’t the only factor on the rise dur-
ing the COVID-19 pandemic. Mental health also
became an issue that demanded more attention.

“We see a rise in anxiety-related drugs, trending
up 30 per cent in our own data for people below 35
years,” Chalifoux says.

That trend has lead Beneva to sit up and pay attention
to the need to invest in health and wellness.

“We’re spending in partnership with Telus Health,”
Chalifoux says. “We’re doing a lot of research and ef-
fort in partnerships with other companies on bringing
innovative solutions to the marketplace so that people
are capable of self-managing their mental-health
needs.”

Internally, Beneva is expanding its employee assist-
ance program on mental health to reduce the length
of disability. [¥

Jean-Francois Chalifoux
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Intact Insurance, a leader aiming to stay

at the top

The insurer has grand ambitions in specialized solutions, but caution is key.

BY CHARLES MONGEON

Jean-Francois Desaultels

esting on its laurels? That’s not in the plans

for Intact Insurance, a leader in property

and casualty insurance in Canada. While

2023 brought some destabilizing surprises,
the insurer is looking to 2024 to advance its strategic
projects.

"I must admit that the quantity of disas-
ters has taken us somewhat by surprise," says
Jean-Francois Desautels, Intact’s Senior Vice
President, Québec and Digital Distribution*, to
Insurance Journal.

Faced with increasingly violent and frequent
weather events, Intact adjusted its models using
artificial intelligence several years ago.

"We have a plan that prepares us for a climate
warming of 3 to 5°C by the end of the century,
higher than the target of 1.5°C set by the Paris
Agreement," explains Desautels. "But in the
current context, home insurance and business
property insurance are the most likely to be
impacted by climate change. We will take this
into account in our pricing and segmentation.
The challenge that awaits us in 2024 will be to
balance costs for customers and the level of insurance
coverage required or expected. But one thing is cer-
tain: it will be more expensive."

Specialized solutions, ambitious goals

Desautels believes that the market will see premium
increases of around 7 to 9 percent in business and
specialized insurance to cover the inflation in claims
costs, just like in personal insurance.

"We will need a firm underwriting approach. We
must be able to write new business and also retain
risks. Caution will be the watchword at Intact in
2024," predicts the vice president.

Desautels sees significant growth potential for Intact
in 2024 and the years that follow in the area of specia-
lized business insurance solutions. The company has
made many acquisitions in this segment since 2011.
"We went from a premium volume of $100 million
with four lines of business to $5 billion and 23 lines
of business. Our global network can cover risks in 150
countries. We want to increase the $5 billion to $10
billion by 2030. It’s an ambitious goal."

Higher capital returns
To minimize the impact of natural disasters on
the company’s financial performance, Desautels

believes that Intact made the right choice by building
well-equipped investment management teams. "We
generate very interesting profits from investment ma-
nagement, which uses models incorporating artificial
intelligence. This generates margins on the premiums
we manage, waiting to use them to pay claims."

The leader reveals that the goal for 2024 is to out-
perform the industry by five points in terms of capital
returns in order "to invest in customer experience,
technology, and new products," he says.

When discussing the $500 million over five years
that Intact began deploying last year in technology,
Desautels expresses pride in the new platform for in-
dividuals, as well as the one established for Canadian
underwriters. Now, he says, the focus is on Intact’s
two labs. "We have the data lab, which is working on
artificial intelligence projects, and the digital lab, for
the development of our digital tools." This will pro-
vide Intact with assets that will provide "even more
value for customers."

Customer Service is a recurring theme for the leader.
"We want three out of four Canadians to be satisfied
with their experience with us, so that they become ad-
vocates." Surveys conducted after calls or transactions
show a satisfaction rate of 70 percent. "We need a few
more percentage points," says Desautels. "We want to
reach 75 percent by 2024."

Equipping brokers

What worries him most in the industry? "Cybersecu-
rity”, he says right away. “Cyberattacks are a growing
phenomenon." A survey of 450 Canadian firms made
him realize that a good portion of them are "in the
early stages of establishing an adequate cybersecurity
plan." Insufficient, according to Desautels. "But a
large majority of the firms are SMEs with fewer than
10 employees who do not have the resources or the
means to have people monitoring this. So we must
share best practices, equip distributors, and raise awar-
eness so they can protect themselves against possible
attacks."

But Desautels does not blame the brokers. Several
times during the interview, he commends their work
during the COVID-19 pandemic: in the field, during
disasters, in labor shortages, with clients, always sup-
porting them or advising them on the product that best
suits their needs.

*Since the interview in November 2023, Desautels
left his position at Intact Insurance. I
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Despite headwinds, Aviva Canada leads

the charge

Car thefts and climate change: urgent issues to address, says the Chief Distribution Officer.

BY CHARLES MONGEON

ith a 19% increase in profit in the first

quarter of 2023, Aviva Canada, the

second-largest player in property and

casualty insurance in Canada (hold-
ing 7.6% of the Canadian market share, compared to
16.8% for the leader, Intact Financial Corporation),
will stay focused in 2024 on reducing the impacts of
rising car thefts and climate change on the insurer and
its customers.

When reviewing the year’s end with Insurance Jour-
nal, Ben Isotta-Riches, Chief Distribution Officer at
Aviva Canada, emphasizes the effort the insurer has
made to strengthen its relationship with brokers. "We
visited all provinces to listen to the brokers we work
with, then formulated a strategy based on their feed-
back. In 2024, we will concentrate on maintaining this
strong momentum and continue to build trust with our
brokers and customers through our expertise, level of
service, and flexibility in all our business areas," he
projects.

"We have also launched a new cyber risk endorse-
ment for personal insurance and updated our product
for business insurance, proactively protecting custom-
ers against the increased risk of cyberattacks," adds the
executive. An Aviva report reveals that one in three
surveyed businesses suffered a cyberattack in the past
12 months.

In Ontario, the insurer inaugurated two Aviva Auto-
Care Centres, where customers can have their vehicles
repaired. "Our plan is to have five more soon," says
Isotta-Riches. "Our customers will benefit from faster
claims processing, which helps reduce stress during
the process." This also allows the company to better
monitor damage assessments and necessary replace-
ment parts.

Aviva Canada’s latest estimates suggest that auto re-
pair fraud costs insurers and drivers $537 million an-
nually in Ontario alone. In Canada, these costs would
amount to $2 billion annually, according to the insurer.

Tackling the car theft epidemic

"This is not where we want to be." Commenting on
Aviva Canada’s semi-annual results last August, CEO
Jason Storah, who was succeeded by Tracy Gar-
rad, was clear: the combined ratio of around 100%

in personal auto insurance must be lowered to around
95%.

"What I want us to improve is our work with brok-
ers, governments, and the industry to combat car thefts
because the alarming rate at which they are increasing
is troubling," says Isotta-Riches. There was a 31% in-
crease in car thefts in Quebec and a 17% increase in
Ontario during the first quarter of 2023 compared to
2022, according to the insurer. To mitigate the rising
costs associated with this issue, the Chief Distribu-
tion Officer believes that Aviva Canada’s brokers must
continue to promote the installation of the Tag track-
ing system, which the insurer offers for free to custom-
ers with vehicles considered at the highest risk of theft.

A risk we can no longer ignore

In its 2023 Aviva Risk Insights Report, Aviva Can-
ada identifies economic uncertainty, business interrup-
tion, public health events, employee loss due to labor
shortages, and the disconnect between the risk posed
by cyber threats and businesses’ response as the main
risks facing businesses.

"It will be the same in 2024, as global events con-
tinue to add to economic uncertainty and cyberattacks
become more widespread than ever," observes
the leader. "But one risk is not in the top 5, and
it should not be ignored: climate change."

For businesses, which rely on human resour-
ces, these disruptions also have consequences.
"Climate change is a threat to Canadians and
can have an impact on the cost, availability,
and scope of insurance coverage." Isotta-Riches
reiterates that the industry has a responsibility
to lead the charge in the fight against climate
change. "We need to act faster, collaborate more,
and find solutions to address the urgency. What
concerns me is that there is still too much talk
and not enough concrete and meaningful action.”

Among the concrete steps taken by Aviva Can-
ada is the extension of its Charged for Change
program in 2024. These grants, which enabled
the installation of electric vehicle charging stations in
seven Ontario communities in 2023, will be offered
nationwide to selected communities and municipal-
ities that apply by next February. I

Ben Isotta-Riches
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Desjardins General Insurance:
From complexity to simplicity

The insurer aims to make databases its allies, especially in times of adversity.

BY MARIE-HELENE PROULX

32

Valérie Lavoie

nflation, increased claims, car thefts, repeated cli-
mate disasters... The year 2023 presented various
challenges to insurers, especially during its early
months, said Valérie Lavoie, President and Chief
Operating Officer at Desjardins General Insurance
Group (DGIG), and Executive Vice-President, Prop-
erty and Casualty Insurance, at Desjardins Group, in
an interview with Insurance Journal.
It was the perfect opportunity for Desjardins to dem-
onstrate its resilience.

Adversity and 2023 innovations

One of the challenges that many Canadian insur-
ance agents faced in 2023 was announcing premium
increases to a large number of their members. With
each claim, insurers found themselves having
to replace losses for claimants with increasingly
expensive property, materials, and services.

Car thefts were also on the rise during this
time. In fact, car theft rates reached unpreced-
ented levels, tripling in Quebec in 2022, which
also had an impact on premiums. Lavoie per-
sonally participates in the Insurance Bureau of
Canada (IBC) to make recommendations to the
federal government regarding auto insurance.

Desjardins General Insurance, a subsidiary
of DGIG, also seeks to leverage its privileged
position as a major player in damage insurance
by using the vast amount of data at its disposal to
mitigate premium increases whenever possible:
"This requires good cost management, mastery
of our processes, and the development of effect-
ive segmentation."

Catastrophes... again

Among the other unfortunate records of recent years
are climate disasters. And if the storms pass, their fre-
quency is here to stay. This is how Lavoie and her
team approach this issue, for which they have already
designed a multitude of prevention tools: first by pro-
moting the use of weather-resistant materials, by tak-
ing a stand within the IBC on this issue, but also thanks
to the preventive options now offered by technology.

Now, every insured person with Desjardins Gen-
eral Insurance can be alerted on their phone through

the new Ajusto program when a weather event is ap-
proaching their area: "We will notify them, saying,
“There’s a storm coming near you. It might be time to
secure your belongings. This will prevent more dam-
age.”" Another similar program called Radar focuses
more on damage from water, theft, and fire inside
homes.

Getting closer but seeing further

And Desjardins is far from finished with technology.
They would like to refine Ajusto in the coming years.
Lavoie also states that the top priority for the next
year is the increased development of their omnichan-
nel interaction system with their clients.

The overall goal of this approach? To use the most
sophisticated technology to provide more simplicity
and flexibility to clients, whether they want to submit
a quote online, speak to an agent, or switch between
these approaches along the way, explains Lavoie. "It
will be very smooth across channels. You won’t have
to repeat all the information, so everything is always
well-preserved and secure. We continue to capitalize
on this and develop our digital ecosystem."

In the long term

These innovations make life easier for everyone, al-
though they are not the only focus of the insurer, which
also prioritizes supporting Canadian SMBs. Desjar-
dins even considers the possibility of occasionally
using brokers to reach this business clientele, although
nothing is definitive on this front at the moment.

Their managers have time to think about it, as com-
mercial development is a long-term strategy. One
thing is certain: a significant first step was taken in
this direction in February with the acquisition, through
an investor consortium, of Insurance Company of
Prince Edward Island (ICPEI), which serves both
individuals and businesses.

And this transaction seems to have fueled Desjardins
General Insurance’s growth appetite, as revealed by
its president: "We are positioned as a player looking
to buy in the market. We are always active in this re-
gard. We go with the opportunities that may arise in
the future." I
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Projected growth in 2024 for Co-operators

The upcoming year for the cooperative will be marked by balance and acquisitions in the face of inflation and climate change.

BY JOSEPH ELFASSI

Patrick Décarie

ith over 600 offices across the country

and assets under administration exceed-

ing $61.5 billion, Co-operators was the

sixth-largest property insurer in Canada
in terms of market share in 2022.

Ontario is the insurer’s most significant market, re-
presenting more than half of its net insurance reve-
nues. However, while Co-operators’ annual growth in
Ontario is 6.1% in 2023, it is 9.7% in Western Canada
and the Maritime provinces and 15.5% in Quebec.

Growth in Quebec

The superior growth in the province of Quebec is
partly due to the acquisition of Assurances Oligny at
the beginning of the year. This marks the sixth Quebec
acquisition in six years for Co-operators.

"We are very active. Our plan is to continue with
acquisitions in Quebec in 2024," explains Patrick
Décarie, Co-operators’ Region Vice President, Que-
bec, and Vice President, Property & Casualty
Contact Centres and Group Sales, in an inter-
view with Insurance Journal. "For us, it’s part
of the strategy."

The pace of acquisitions is likely to be similar
to previous years. "It takes 12 months, the time
to renew all insurance policies. We would like to
do more, but it’s a lot of work to find, negotiate,
and integrate policies, as well as employees,"
says Décarie. "We are in discussions with seve-
ral insurance brokers in Quebec to carry out a
mutually profitable transaction."

Regarding Co-operators’ strategy for the co-
ming year, Décarie suggests that it will be de-
ployed on multiple fronts.

"We want to continue our development in pro-
perty insurance in Quebec. Outside Quebec, we are
very focused on the growth of our financial services,
including segregated funds and mutual funds. This is
very important, as is business insurance, an area where
we see a lot of future potential," he says.

Pricing

With ongoing economic and climate disruptions in
Canada, Co-operators’ goal is to adapt to serve the
customer optimally. "This summer, we had wildfires
like we’ve never seen before; there were floods... With

inflation added to that, claims costs are rising," ex-
plains Décarie.

"We will have to work very hard to find a balance to
cover inflationary costs," he says. "There are possibi-
lities, such as increasing the deductible in the event of
a loss. Sharing more risk with the insurer by taking a
larger deductible is a good way for a consumer to get
a discount. This is an example of something we can
do to help the situation."

As for auto insurance, the rate freeze implemented
by the Alberta government in 2023 frightened some
insurers in the country, but Co-operators does not plan
to withdraw from this market in 2024.

"We have very good growth in Alberta right now.
You may have seen something about insurers com-
mitting to still cover people in Alberta. We signed that
document," emphasizes Décarie. "We are there, very
close to the clientele, to support them."

Work environment

Founded in 1945, Co-operators was ranked 23rd
among Canada’s best employers in 2023, according to
a Forbes survey. An achievement that pleases Décarie.

"We are very proud of that. Being a cooperative, it’s
really remarkable to see how we can think as an em-
ployer," he explains. "The values of this organization
often align with the personal values of our employees."

Sensitivity to the environmental issues of the time,
the company became carbon neutral in 2020. Deter-
mined to achieve its net-zero emissions goal by 2040
and 2050, Co-operators is among the 50 most res-
ponsible companies of the year in Canada, according
to Corporate Knights.

The construction of the new headquarters in Guelph,
Ontario, which is expected to be operational by the
summer of 2024, is carried out with this environmental
perspective. With an area of 226,000 square feet, the
headquarters will have solar panels on the roof that
will generate approximately 9% of the total annual
building energy consumption.

Environmental protection is "important for the new
generations, and it’s becoming increasingly important
for everyone," explains Décarie. "For us, building a
new building in that direction is an example of our
commitment." IY
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Wawanesa: A whirlwind of growth

to harness

New markets, restructuring... the insurer is on the move.

BY MARIE-HELENE PROULX

awanesa has taken advantage of the

period of upheaval since 2020 to re-

define its approach. Nearly exclusive

interaction through brokers is a corner-
stone of this approach. However, this wasn’t the only
aspect of its transformation.

When the insurer announced its decision last August
to exit the U.S. market, it was another step towards
focusing its efforts on Ontario and Quebec. Building
trust in these promising territories while keeping an
eye on technological expectations and new climate
realities has become the organization’s new guiding
principle.

Conquering the East

In Quebec, there is still a vast market to capture.
However, progress since 2020 has already exceeded
the expectations of Baldwin Diaz Acosta, Wawanesa’s
Vice President, Quebec, who mentions the evolution
of his commercial underwriting team: ""We saw growth
in 2021 and 2022; over 10% in the Québec market, and
that was huge for us. We also contributed to the econ-
omy here. Everyone knows that we were focusing on
commercial insurance. So we started from zero: zero
people in commercial. Now, we invest in 40 human
resources."

From that initial zero in 2020, the local commercial
market has now seen triple-digit growth. Therefore,
the decision for the current year is to focus on these
customer and territory diversification fields rather than
actively seeking acquisitions.

Internal transformation

To ensure that certain managers fully dedicate them-
selves to these new markets, Wawanesa announced sig-
nificant internal restructuring in January 2023, when
Anna McCrindell became Senior Vice President and
Chief Operating Officer — East. It was only in October
2023 that Diaz Acosta assumed his current position.

This more sectoral approach, in collaboration with
well-seasoned brokers in the local market, helps, ac-
cording to McCrindell, maintain proximity to local
needs: "In the company, we always like to say: “Small
town values, big city strength”."

McCrindell reports that various methods used
by the insurer to survey its members have also set

expectations and future directions. "Members and
brokers want us to make their life easy by providing
simple and efficient ways to do business with us. Gen-
erally, they want options on how they interact with us."

Courting members closely

The idea of going through brokers rather than inter-
nal agents in this era of consolidation surprised many,
admits Diaz Acosta. "We made some waves and the
approach we have is quite different," he says. McCrin-
dell explains that it’s clear that it works, as the brokers
the organization collaborates with bring their in-depth
knowledge of the field. "Many of them have specific
territories and specific class of business," she
says.

To make the most of the wealth of expertise
their collaborators bring, it was necessary to
provide prompt responses, corresponding to
their specific areas of expertise. McCrindell ex-
plains that the advancement of portable digital
technology at Wawanesa this year has met this
expectation, becoming an essential requirement
for anyone wanting to serve a business clientele.
"We see a direct success tied to this across all
provinces. It allows brokers to quote, sell, and
issue policies on our behalf," she says.

After significant financial investments, she and
her team remain convinced of the importance of
continuing in this direction, allowing this tech-
nology to expand and become more precise as
brokers explore its possibilities and limitations.
Another part of the organization’s technological
sophistication effort aims to anticipate upcom-
ing, and increasingly frequent climate disasters
in order to provide more informed emergency
services.

But in this field, disaster anticipation goes
much further than data collection. Wawanesa de-
ploys fleets of drones to locate disaster hotspots.

The insurer also assigns professionals on-site
to provide direct emergency support, answer
questions, and reunite families—a collaboration
with the community, of which McCrindell is
particularly proud and has no plans to abandon
anytime soon. [¥

Baldwin Diaz Acosta

Anna McCrindell
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Definity aims for the top 5 in Canada

The COVID-19 pandemic is behind the insurer, and now it’s all about consolidation.

BY JOSEPH ELFASSI

Sébastien Vachon

ecoming a public company in November
2021, Definity was the eighth-largest prop-
erty and casualty insurer in Canada in 2022, in
terms of market share. The company doesn’t
hide its ambition to climb higher in that ranking.

"We aspire to be in the top 5 in Canada. That’s truly
our vision," says Sébastien Vachon, Vice President of
Definity for the Quebec region.

The holding company brings together several in-
surers, including Economical, Sonnet, Petline, and
Family Insurance Solutions. "In general, we have
$1.6 billion in auto insurance, $1 billion in home
insurance, roughly $1.2 billion in commercial in-
surance, and it varies by province," says Vachon,
regarding Definity’s market shares.

Technological advancements

In 2023, Definity won the Guidewire Soft-
ware’s Innovation Award. The insurer was
recognized for its cloud migration, enabling an
increase in virtual claims processing and faster
response times to broker quotes.

"We also launched an insurance product in On-
tario earlier this year with Sonnet, a usage-based
product," adds Vachon. "It’s a good example of
what we’re doing with technology to benefit our
clients.”

Vachon reveals that "the only downside is Son-
net in Alberta."

The Alberta situation

In 2023, the freeze on auto insurance rates imposed
by the province’s government prompted various re-
sponses within the industry. For Definity, it’s a dy-
namic situation that continues to be monitored.

The province represents 14% of Definity’s auto in-
surance portfolio but 25% of Sonnet’s total portfolio.

"The measures put in place, in our opinion, threaten
the competitiveness of the auto insurance market in
Alberta," says Vachon. "The rate freeze will expire at
the end of the year. However, the government is intro-
ducing new measures that will allow them to control
insurers’ prices and profit margins."

"Earlier this year, in response to the fact that we
couldn’t raise rates, we suspended all our marketing
activities in Alberta for Sonnet," explains Vachon.
"Clearly, we will continue to closely follow this
matter."

Vachon asserts that Definity is committed to work-
ing with the Alberta government to implement reforms
and regulatory improvements. "What we desire is
that there are no new interventions in the future," he
summarizes.

Continued growth

Once "very focused" on auto insurance, Definity is
proud of its diversification, which has expanded its
portfolio into home and commercial insurance.

Definity now aims to participate in what Vachon de-
scribes as a "wave of consolidation."

"That was one of the reasons for demutualization: to
have access to capital and to actively participate in the
consolidation of the insurance market in Canada. We
believe that’s where it’s headed," he explains, citing
recent examples of growth through acquisition.

"We’ve completed several acquisitions of broker-
age firms. In October, we completed the acquisition
of Drayden, a broker in Alberta. In the past twelve
months, we’ve created a platform of nearly $1 billion
with McDougall and their acquisition of McFarlan
Rowlands."

The pandemic in the rearview mirror

When asked if the industry has emerged from the
depths of the COVID-19 pandemic, Vachon is un-
equivocal and optimistic. "Absolutely," he says. "The
new reality is now."

The regional vice-president noted that there has been
less activity in the market in recent years, "probably
because of the pandemic," which led many businesses
to suspend their operations.

"We expect the dialogue to increase in terms of mer-
gers and acquisitions, and we will probably return to
more historical levels," predicts Vachon. "In the past,
there were always one or two acquisitions per year,
1% to 2% of market share changing hands. We expect
that to come back."

While the pandemic seems to be behind Definity,
challenges related to climate change are likely to
grow. According to Vachon, this will require collab-
oration between companies, citizens, and government
officials.

As a member of the Climate Proof Canada coali-
tion, Definity "advocates for increased collaboration
to ensure that Canada is more resilient in the face of
climate change."
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Market Insight

Insurers will need to rely on technology
to overcome market challenges.

Facing rising costs and changing demand, insurers must have technology as an ally to hope for market growth.

BY SABRINA FEKIH

2023-2024 FORECAST: GLOBAL PREMIUM GROWTH RATES IN REAL TERMS

Non-life insurance

Life insurance

2023 2024 2023 2024
World  1.4% [ | 1.8% [ ] 0.7% [ | 1.5% [ |
North America 0.7% | 0.8% | -0.2% | -1.3% B
Advanced Europe,
Middle East, and Africa 0.9% i 21% . —0.8% I 1.2% i
Advanced Asia  1.5% | | 2.4% || -01% | 1.6% [ |
Emerging Asia o 5 o ®
(excluding Ghing)  58% I 6.7% Bl 69% s 67% [
China 6.8% B 5% [ 4.0% [ ] 47% [ ]

Source: Deloitte, 2024 global insurance outlook. With data from Swiss Re Institute, Sigma World insurance: stirred, and not shaken, July 2023.
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few weeks before the end of 2023, Deloitte released
its global outlook for the insurance sector. In its 2024
Global Insurance Outlook report, the firm states that
"insurers must evolve to address changing operating
environment and precipitate even greater societal impact."

Non-life insurance is experiencing significant revenue growth,
particularly through above-average price increases across nearly
all lines of business.

Globally, non-life insurance premiums increased by 0.5% in real
value year-on-year in 2022, which is below the ten-year average
(3.6%). However, premiums are expected to improve in 2023 and
2024, reaching 1.4% and 1.8% year-on-year, respectively. The
profitability of non-life insurers is expected to improve in 2024
as rising interest rates boost investment returns, premium rates
continue to tighten, and expectations for slowing inflation lowers
claims severity.

However, the authors note the current market challenges for
this sector. In the United States, for example, there was a net
underwriting loss of US $26.9 billion for non-life insurers in 2022,
the largest since 2011.

Overall, insurancerates are increasing and affecting the economy.
Commercial property premiums have increased by 20.4%. Similarly,
vehicle repair costs have risen, influencing consumer behavior to
the point where 45% of those aged 18-34 are considering giving up
auto insurance. Deloitte also highlights that "uncertainty related to
catastrophe experience and claims severity patterns may inhibit a
near-term return to an underwriting profit."

In its forecasts for the coming year, the firm indicates that the
adoption of artificial intelligence, coverage of renewable energy
projects, and insurtech innovation will contribute to market growth.

Analysts also suggest that embedded insurance could experi-
ence strong growth. This distribution method could expand into
new lines "bypassing traditional sellers, such as insurance agents,
upending direct-to-consumer sales from insurers, or even exclud-
ing legacy carriers altogether."

Modernization of the sector

For life and annuity insurers, consumers’ concerns about in-
flation and the economy are also being felt. Premium growth in
the sector varies between developed and emerging markets. Re-
cord sales were recorded in the first quarter of 2023 in the United
States.

In the coming months, "weakened financial markets and eco-
nomic indicators are expected to keep pressuring variable an-
nuities but will likely continue to benefit sales of annuities that
provide more predictable outcomes."

The year 2024 is expected to be a turning point for the sector
as customer expectations evolve with digitization. Insurers must
consider the changes needed to meet these demands and better
withstand external market pressures.

Modernizing systems could help life insurers move towards
more interactions that strengthen customer relationships. Col-
laborations with insurtechs and the use of cloud technology are
key strategies to overcome the challenges of this modernization.

Like non-life insurers, future growth will depend on insurers’
ability to adapt to the increasing digitization of processes,
meet customer expectations, and effectively leverage new
technologies to reach under-penetrated markets. [
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How to Make Selling Instinctive

Question: | marvel at top insurance advisors when
they talk about how they sell. They make it seem so
natural and easy. How can | be that good?

Watching top advisors sell is almost mesmerizing. They are so good that
we want to buy what they are selling ourselves.

The good news is that high performance like this is a learned skill so you
can do it too.

Great sales professionals are “instinctive” and that’s why it is so
marvelous to watch them work. To be “instinctive” means to say and do
the right thing at the right time without thinking or reasoning. There is
no “hemming or hawing”. There is just pleasant, comfortable, forward
progress to the intended objective.

Instinctive selling is saying and doing whatever it takes unconsciously,
naturally, and automatically to help people do what they wouldn’t do
except that we helped them along. It's not being manipulative. It's being
supportive so your clients can do what they need to do to get the results
they want for themselves, their families, and their businesses.

Here’s how instinctive selling looks:

« Instinctive professionals don't have think about adjusting their
presentation when their prospect is interested in something they didn't
consider before they got there. They just do it. They pivot and move
forward.

- They welcome objections because they know they can handle anything
their prospect brings up calmly, professionally, and effectively. In fact,
they know that objections and proper responses will only solidify the
sale and make the close easier.

« They use the right word at the right time with the right prospect to get
the right response every time. They are communication experts in their
field. They know the words, stories, and questions that help people buy.

« They ask the perfect question when their sale looks to be lost so they
can turn the situation around and get the deal anyway.

« They know the right motivating story for every situation in their
specialty and deliver it so that it sounds new and believable every time.
Nothing ever sounds contrived or fake.

« They don't believe every comment or objection they hear from a
prospect during an interview because they know that when people are
under pressure, they will say anything. And they usually do. They know
people balk even when they want to take the prescribed action, so they
soldier on.

+ They ignore some questions and objections because they know they
are fake and only intended to delay or as an unconscious response to
their anxiety.

« They presume that everyone buys because they know that with the
right presentation the sale is made. So, they get started with the
paperwork. Almost no one stops them.

Becoming an instinctive sales professional is a “do-it-to-yourself project”.
It takes desire, effort, commitment, rehearsal, and practice. A lot of
practice. And focus.

Focus because the only way you can ever know enough about your
business to be instinctive is to specialize. Focus is the very essence of
professionalism and instinctive sales. Without focus you will never be
instinctive.

With your focus in mind, you must then research your business and

the industry. Read, watch, and listen to everything you can about your
specialty. Also read and watch more about professional selling especially
in the life insurance business. Read and watch the stories of the greats
like John Savage, Burt Meisel, Roger Zener, Bruce Etherington, George
Sigurdson, Ben Feldman, Marv Feldman - and others - maybe like Brian
Tracey. Watch them on YouTube. Buy their books. Take notes.

Great producers are students of the business. They know their business
and especially their specialty as well as anyone. They know their favourite
polices better than the actuaries and marketers at home office. They
know underwriting as well as underwriters. They know the appropriate
tax law as well as the accountants. They know their specific legal
responsibilities like they lawyers. They use compliance as an advantage

- a stepping stone and not a stumbling block. They get the professional
coaching they need to help them do their job even better. Become a
student of the business, the business will become more instinctive. You
will become more successful.

However, knowledge is not enough. Many advisors are knowledgeable
as evidenced by their lengthy lists of designations but are still not
instinctive. They are missing a key requirement. They are not sufficiently
rehearsed and practiced. They still must think and reason their way to a
response.

To be instinctive, you must seriously, honestly, and diligently rehearse
every line you use and every thing you do in an interview many times
over. To be instinctive you must practice not just until you get it right, but
until you can’t get it wrong. That means the right words a the right pace
and with the right tone. Put in the time. The life insurance business is only
a half day job, and you can work any 12 hours you like.

Something else. Rehearsal is what you do in front of a mirror, or on
video, or with your staff person. Practice is what you do in front of actual
prospects. You need both. Practice with leads that didn’t work out before
and trying again for meetings. Talk to old prospects. See enough people
so that you build good sales development momentum. And to be clear,
this takes time. Don't think that you can be a success in this business by
putting in just 4 hours a day. This is not a “side hustle”.

When you build narrow and deep knowledge in a specialty and put
in enough time so that you can act and react without thinking and
reasoning - you will have made selling instinctive. Yes. You. Can.

For more information on the tools to use to build your brand, check out
Advisorcraft.com.

Jim Ruta’s mission is simple - to preserve, promote and propel

the financial advisor business. A former insurance advisor and executive
manager of a 250-advisor agency, Jim is a highly regarded coach,
author, podcaster and keynote speaker. He has spoken four times at

the MDRT Annual Meeting including the Main Platform. Jim Ruta is

an Executive Coach and Keynote speaker specializing in life insurance
advisors and leaders. He works with top advisors around the world and
re-energizes audiences with his deep insight and passion.

Discover more at www.jimruta.com.
If you have a question for Jim, you may send an email to jim@jimruta.com
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