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The results were impressive. To begin with, offers were made pre-approved, thus eliminating the possibility of anti-
selection. Most importantly, the strategy produced sales conversions many times that of previous upsell campaigns. 
We assumed claimants would be especially interested in critical illness insurance as a complementary product to 
their existing coverage, but saw positive sales results for all products – cancer, one-year term life, whole life, etc. And 
these sales often came with additional unanticipated benefits, such as a sharp increase in referrals to customers’ 
family and friends.

Successful initiatives follow the same basic formula: identify a problem, define the opportunity, and develop a 
solution. In Korea we saw a market in which insurers needed to increase the lifetime value of existing customers 
but were not achieving positive results using their own upsell leads. We then identified a gap in this product-hungry 
environment, namely customers who had made previous hospital claims – a heretofore neglected segment. Finally, 
we leveraged RGA’s capabilities and experience as a leading global reinsurer to create a practical solution to tap into 
this underserved population. 

Moving forward, we plan to replicate this “Claims as a Business” success with other clients in Korea and in other 
markets we serve. In the process, we will continuously refine our rules engine and customize the interface to better 
integrate with client systems. We see great potential for this solution in the years to come for insurers seeking to 
better serve their existing customer base.

Contact pjones@rgare.com to learn more.


