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SOCIETY OF ACTUARIES
Antitrust Notice for Meetings 

Active participation in the Society of Actuaries is an important aspect of membership. However, any Society activity that arguably could be 
perceived as a restraint of trade exposes the SOA and its members to antitrust risk.  Accordingly, meeting participants should refrain from any 
discussion which may provide the basis for an inference that they agreed to take any action relating to prices, services, production, allocation 
of markets or any other matter having a market effect.  These discussions should be avoided both at official SOA meetings and informal 
gatherings and activities.  In addition, meeting participants should be sensitive to other matters that may raise particular antitrust concern: 
membership restrictions, codes of ethics or other forms of self-regulation, product standardization or certification.  The following are 
guidelines that should be followed at all SOA meetings, informal gatherings and activities:

•DON’T discuss your own, your firm’s, or others’ prices or fees for service, or anything that might affect prices or     fees, such as costs, 
discounts, terms of sale, or profit margins.
•DON’T stay at a meeting where any such price talk occurs.
•DON’T make public announcements or statements about your own or your firm’s prices or fees, or those of competitors, at any SOA meeting 
or activity.
•DON’T talk about what other entities or their members or employees plan to do in particular geographic or product markets or with 
particular customers.
•DON’T speak or act on behalf of the SOA or any of its committees unless specifically authorized to do so.
•DO alert SOA staff or legal counsel about any concerns regarding proposed statements to be made by the association on behalf of a 
committee or section.
•DO consult with your own legal counsel or the SOA before raising any matter or making any statement that you think may involve 
competitively sensitive information.
•DO be alert to improper activities, and don’t participate if you think something is improper.

If you have specific questions, seek guidance from your own legal counsel or from the SOA’s Executive Director or legal counsel.
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Presentation Disclaimer

Presentations are intended for educational purposes only and do not replace independent professional 
judgment. Statements of fact and opinions expressed are those of the participants individually and, unless 
expressly stated to the contrary, are not the opinion or position of the Society of Actuaries, its cosponsors 
or its committees. The Society of Actuaries does not endorse or approve, and assumes no responsibility 
for, the content, accuracy or completeness of the information presented. Attendees should note that the 
sessions are audio-recorded and may be published in various media, including print, audio and video 
formats without further notice.
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1Confiden'al

Jamie Hale, CEO and Co-Founder



To fund the resilience of families and communities  
by closing the life insurance gap for 50 million families.

Our mission



Our story is personal
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Solve the Customer Problem

Expensive Unpleasant Complicated Slow
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What the user sees and experiences
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What's under the water line

Product



Average adult attention span

seconds
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People are busy

outside business hours
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Ladder customers are happy

NPS
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www.optimity.life



Consumers are  
More Health-
Conscious than  
Ever!

Ideal Customers
● 25-55 year olds

● Health & wealth conscious

● Have wearables (Apple, Fitbits, etc)

● Strong social networks

94%
of consumers in
2018 reported making personal  
health & financial  
improvement commitments.

$4.2T
Wellness Industry

Our Growing Tribe

www.optimity.life



Insurance Companies Need to Digitally Engage with  
Today’s Consumers

Ideal Consumers
● Health- & money-conscious

● Care about quality of life

● Have young families

● Use mobile apps

● Strong social networks

Insurance Carriers & Agents
● Keep customers healthy

● Protect families

● Leverage new tech to  
improve profits

● Acquire customers

● Stay engaged &  
cross-sell/up-sell

www.optimity.life



~70% of total cost  
of life insurance  

is spent on  
acquisition

An Economic Analysis of Life Insurance Expenses

$60 Billion
MARKETING & LEAD-GEN

SELLING (i.e. AGENTS)

ISSUING POLICIES 
(UNDERWRITING)

OTHER COSTS

Selling Insurance is Very Expensive

www.optimity.life



94%
skip TV ads

50%
are on do-not-call lists  

(over 200M)

Billions of $ Are Spent
On Fatigued Marketing Channels

63%
ignore internet  

ads
www.optimity.life



Affinity-based Customer Engagement & Acquisition Platformwww.optimity.life



www.optimity.life

Stay Happy, Have Fun, Live Well Together

www.optimity.life



• Financial WellnessAssessment

• Health Risk Assessment

• Nutrition, Food Photos, Calories

• Workout Journal

• Personality

• Daily Micro-activities

• Challenges

• Personal Goals

• … and more

Key Unique Data are Continuously Updated in Optimity

www.optimity.life



Enriched Insights

Collecting life-event  
and life-goal data
Optimity continuously provides  

trusted trigger data on each user  
while performing organic lead-gen,  

nurturing warm leads,

automating pre-qualifications.

www.optimity.life



Data &  
Risk Scoring

Live Well  
Self-
Improvers

Rewards & Products

Sales & Agent Appointments

Member Invites  
Friends & Family

Viral  
Lead-gen

Risk Selection
(success in underwriting)  
Segmentation for Cross/Up-Sell

Enhanced Pre-qualification  
Marketing & Sales Dashboard

How It Works (Flywheel)

www.optimity.life



Special Offer: You quallifi ed for                        a discount!

$100

We help insurance companies  
maximize the life-time-value  
of their customers.
We build software solutions that empower insurance  

providers to utilize llongitudiin al data to servtce their  

customers better by offering them the most relevant  

poli,cies in an aut hentic and c,ost-effectiive way.

100

Are you sure you want to redeem

this reward?

Redeem

Cancel

. ()

"

www.optimity.life



Live. Work. Play.
with Optimity

Jane Wang, CEO

jwang@optimity.life

www.optimity.life
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Afficiency has created a digital life insurance platform that 
provides tailored life product for digital distributors

25

Carrier 2

Carrier 3

Employee benefit 
platforms

Direct to consumer 
platforms 

Bank and P&C X-sell

Others …

Carrier 1   

CARRIERS DIGITAL DISTRIBUTORS

We manufacture new digital 
product

We serve product on our full 
value chain platform

We white label this to carriers



By making the sale of life insurance more transactional 
many new distribution opportunities emerge
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BGAs

Multi Level 
Marketing

Career 
Agents

Independent
P&C

IBDs

Wire houses

Lead Gen 
platforms

Affinity 
Marketing

Private 
Banks

Direct to Consumer 
Marketers

Digital Voluntary 
Benefits 

Digital BGA/ 
MGAs

Bank 
Platforms

Credit 
Unions

Direct 
P&C

Digital Affinity 
Marketing

PPGA

Multi Line Exclusive
Voluntary 
Benefits Online Marketers

Robo 
Planners

DiversityM
arketing

Current Traditional Distribution
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Non-traditional distributors



Worksite and 
Affinity

Digital BGAs

Direct to 
Consumer

Lead Platforms

Digital Banking and 
P&C

Digital distributors seek “plug-in” insurance product
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Quoting

Application

Underwriting

Policy Issue

Administration and CRM

Digital Life Platform

API Gateway

Full data capture



…Which challenges the traditional product design process
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Instant

CONSUMER CENTRIC 
DESIGN

DIVERSE DISTRIBUTOR 
RISK PROFILES

HIGHER PRODUCT 
CUSTOMIZATION

Multiple Products
Differentiated Pricing

Call to Action & Purchase Process

Demographics

Ability to Target and “Pre Score”

+ =
Product A Product B

Product C

Product D



Use Behavioral Economics to 
Improve  Chronic Disease 
Outcomes

Matt Loper
CEO and Co-Founder
matt@wellthapp.com
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Scalable behavior change will redefine insurance

Behavioral Economics married to scalable technology provides the toolkit to 
change client behaviors

People don’t make rational choices, which results in premature 
morbidity and mortality

If you can change behaviors, you change outcomes

If you change outcomes, you change insurance
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Wellth uses behavioral economics to improve 
Morbidity and Mortality Risk

Morbidity Mortality

Healthcare Providers Health Insurers LTC & Disability Life Insurers
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In order to change behaviors, you need a better 
understanding of what motivates it
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Reminders Education Connected devices

Reminders just become a 
nuisance over time

Patients already know they 
should take their meds.

Devices measure adherence 
but do not improve it.

…but previous solutions don’t provide the instant gratification 
that is necessary to overcome Present Bias.
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Case Study: Poorly Controlled Diabetics
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85%
Average Daily Adherence

with Wellth

-1.29
Average A1c Reduction

with Wellth

Average Change in A1c 
After Wellth Program
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Risk of adverse selection 
in pricing chronic disease 

products

STATUS QUO

GROWTH OPPORTUNITY

Wellth enables Life Insurers to 
capture new and underserved markets



Millenial Maven:
Panel Discussion
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