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Introduction 

In November 2016, Singapore’s Central Bank, the 

Monetary Authority of Singapore (MAS), announced a set 

of regulatory changes that allowed for insurance products 

in Singapore to be sold online to consumers without advice. 

With this announcement, MAS instituted specific guidance 

for assisting Singaporean consumers in making informed 

insurance decisions on products, coverage, and 

underwriting standards. This transformation of market 

regulations created fresh impetus for insurers to assess 

their plans for providing digital propositions and services to 

the Singapore market. 

To take advantage of this opportunity, Prudential decided 

to accelerate its digital capability plans, including the design 

and build of a consumer-facing digital platform to make 

available select products online. This platform would allow 

consumers to buy insurance directly from Prudential, 

provide a new source of leads and sales for its agency 

channel, and create the capability for partners, including 

banks, to use the platform to sell insurance to their 

customers. Prudential collaborated with PwC on what was 

its first Agile development project. The initial MVP was 

ready to deploy with 10 weeks and from there the team 

iterated the platform adding more products and features to 

turn it into a fully operational digital platform. 

Background 

Prudential Corporation Asia (PCA) is a business unit of 
Prudential plc (United Kingdom), comprising its life 
insurance operations in Asia, and its asset management 
business. Headquartered in Hong Kong, PCA owns a multi-
diversified portfolio of life insurance businesses across 12 
Asian countries. Prudential Assurance Corporation 
Singapore (PACS) is the Singapore business.  

 
 

Solution Snapshot 

Organization: Prudential Assurance 

Corporation Singapore (PACS), an 

indirect wholly-owned subsidiary of UK-

based Prudential plc, is one of the top 

life insurance companies in Singapore. 

Business Challenge: Leverage 

regulatory reform to create new 

sources of leads that unlock the 

digital-native segment in the 

consumer and household market 

while at the same time supporting 

traditional, financial advisory 

channels. 

Solution: A digital platform for selling 

insurance and investment products 

digitally direct to customers and 

through alliance partners. 

Project Duration: MVP—10 weeks; 

build-out conducted in ongoing sprints. 

Benefit: Unlocking digital markets, 

enabling partnerships, growing the 

policy base, lowering risk, creating 

higher-margin premiums. 
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Opportunity 

The newly announced changes created the opportunity for Prudential to be first to market in 
Singapore with a direct digital proposition for existing products. To do this, the Prudential product, 
marketing, and technology executives accelerated the introduction of the digital platform, making 
available its top-selling products online. Prudential was also challenged with responding to emerging 
consumer preferences around self-service and fully digital product/service provisioning, designing an 
innovative operating model, enhancing consumer experience, and creating additional opportunities 
for its existing network of agents and partners. 

The Solution: A Digital Consumer Platform 

 

To deliver on its accelerated plan and respond to challenges faced, Prudential embraced innovation 

and Agile development. The company engaged PwC to help with the strategy, customer experience 

design, and technology build of the platform. With PwC as its digital platform partner, a blueprint and 

roadmap were formed around the following streams: 

 Business Vision: Articulate the digital origination and customer acquisition strategy, including 

expected market size and the end-to-end customer. Map the journey for relevant direct customer 

segments. 

 Customer Proposition: Collaborate with business stakeholders from legal and compliance, 

digital and customer service, product and marketing, and actuarial and underwriting, to develop 

the digital customer proposition. 
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 Organizational Integration: Engage frontline staff to develop an integrated operating model to 

enable Prudential to successfully run its new online business as part of a cohesive product 

ecosystem. 

 Regulatory Collaboration: Communicate with the MAS and the Ministry of Health as they 

developed guidelines, educational content, and servicing strategies that allow consumers to 

make the most informed decisions when purchasing insurance online.  

 Solution Design: Design a customer-centric, mobile-first digital platform, ensuring each step of 

the customer purchase journey was supported by the necessary knowledge, content, and 

services for making informed decisions on insurance needs. 

 Build and Implement: Implement the digital platform, including the end-to-end customer 

experience, all necessary encryption, payments, and legacy system integration via APIs and 

microservice architectures for lead generation and straight-through processing. 

 Knowledge Transfer: Transition the newly developed Agile ways-of-working to Prudential, 

showing the power of cross-functional teams to support its broader ongoing transformation. 

 Training: Provide staff training aimed at ensuring frontline staff and agents are empowered to 

provide customers with a seamless experience as they move between channels. 

Methodology: Business, Experience, and Technology (BXT) 

At the core of PwC’s approach is the philosophy of seamlessly combining Business, (User) 

eXperience, and Technology skills (BXT). In this case, to execute each of the workstreams, PwC 

collaborated with Prudential executive, management, and staff teams across the enterprise. For 

example, to create personas that represented Singapore's digitally savvy consumers, PwC brought 

together a team of creative, business, and technology experts, embodying its BXT methodology as 

part of a joint cross-functional team. Following a four-week fact-finding phase, PwC‘s experts 

conducted a series of Agile/design thinking sprints with Prudential’s product, finance and accounting, 

customer service, and technology representatives. This accelerated the design and development 

process and fostered collaboration between Prudential functional groups and PwC BXT experts. 

The collaboration sessions were organized into a set of simultaneous business, experience, and 

technology activities:  

 Business Strategy – establishing blueprints, plans, and a target operating model for driving 

Prudential sales from new and existing customers through the online platform and generating 

multi-channel leads. PwC and Prudential brought together product, business analysts, legal, tax, 

and finance specialists, and user experience subject-matter experts (SMEs) to deliver on these 

activities. The business strategy was supported by a series of success and key performance 

metrics to provide insights into customer, compliance, finance, and human resource operations. 

 Experience – creating user journeys, from marketing through to fulfillment, that reimagined and 

simplified online engagement and connected buying experience to customer needs. This 

leveraged PwC proprietary technology and emerging solutions for exploring, designing, and 

testing product and channel ideas, and prototypes to deliver a digital platform that could be 

continually evaluated, measured, and improved. These activities required a mix of innovation, 

creative, usability, and design skills and resources. 

 Technology – assessing Prudential's existing technical architecture and organizational 

requirements and building the entire digital platform in sprints. This included integrating end-to- 

encryption, payment, and fulfillment gateways, and product/underwriting APIs to middle- and 

back-office legacy systems, as well as a data migration capability for integration of multiple 
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sources and legacy databases into a big data environment. Technology architects, mobile SMEs, 

web developers, data science, and cyber security experts worked together on this activity. 

Challenges 

One of the most critical challenges facing Prudential was to launch a new direct channel that would 

not be seen as threat by its agency network and could actually create benefit to their existing 

business by accessing new customers and generating new sales leads. To overcome this challenge, 

the team paid significant attention to understanding the “omni-channel” aspects of the initiative, 

whereby a digital direct channel would not only drive sales from new and existing customers, but 

would also be value-creating for the agency channel, connecting agents and partners with new cross-

sell and up-sell opportunities. 

In addition, Prudential wanted to be positioned with first-mover advantage in the digital insurance 

market, both through direct and partner-enabled offers. Prudential leaders knew that Agile 

development methods and an API/microservice architecture were critical to the solution, allowing for 

the investment to be re-used for existing systems while enabling rapid delivery and scalability of the 

digital business. 

Benefits and Success Metrics 

Prudential recognized that keeping pace with evolving customer preferences and regulatory change 

while providing easier access to online insurance products was fundamental to the benefits they 

hoped to achieve through the digital platform. Several benefits have already been realized, including: 

 New business and digital capabilities: The consumer, advisor network, and alliance partners 

have access to a digital purchase experience and new sales/service capabilities to generate 

more business from new and existing customers. 

 Open architecture: Supported by a carefully designed operating model and integrated with the 

organization’s systems, the flexible platform provides for the rapid delivery of new customer-

centric features and additional products. 

 Omni-channel customer experience: Moving content from offline to online, without making 

fundamental changes in underwriting and product design and compliance, while producing a 

high-quality online customer experience. 

 Agility: Rapid design, development, and concept/system testing, allowing for a viable prototype 

to be delivered quickly on a fully operation platform, with business process and backend system 

integration to be deployed on that existing foundation. 

Conclusion 

Success in digital transformation depends on the ability of the business to stay centered on the needs 

and expectations of its customers. The design and launch of the Prudential digital platform is the 

outcome of an effective customer-centric business strategy, aided by innovations in design thinking 

and partnerships with next-generation professional services embodied by PwC's BXT capability. 

Using Agile development methods that incorporate a broad set of business strategy, technology, and 

creative capabilities to visualize new opportunities, design new business models and processes, and 

rapidly iterate with technology and business process change, Prudential has produced a digital 

platform that is market-leading, capable of better serving customers and partners. 
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Methodology 

The project and company information contained in this document was obtained from multiple sources, 

including information supplied by PwC, questions posed by IDC directly to Prudential employees, and 

Prudential corporate documents. 
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