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OUR VIEWPOINT

By J.C. Brueckner, President & COO

Happy New
Year, every-
one! | hope
you enjoyed
the holidays
and brought
2011 to a suc-
cessful close.
In this edition
of the View-
point you will
find an article
by Tammy
Kapeller, Sr.
Vice Presi-
dent of Ad-
ministration and IT, highlighting one of
our big successes of 2011 - the imple-
mentation of the Everest system. It has
been a long road requiring a company
wide effort but we have finally “reached
the peak” having gone live January 1st. In
her article Tammy highlights the key
benefits of the Everest system. We be-
lieve this new platform will provide us
superior administrative capabilities and
strengthen our position as a value added

reinsurance provider.

This edition’s “View On” features Greg
Clinton, Information Technology Vice
President at Generali USA. Greg has
proven to be a great addition to our IT
staff and has played a key role in the suc-
cessful implementation of the Everest
system. Greg’'s strong technical
knowledge and excellent communication
skills allow him to understand users’
needs and translate them into system
development. | hope you enjoy learning
more about Greg and his approach to his
job.

The last article deals with a topic I'm cer-
tain you have heard a great deal about -
identity theft. It is written by Vladimir
Poletaev, Strategic Account Manage-
ment, Europ Assistance USA. Europ As-
sistance USA is a sister company of Gen-
erali USA that provides a wide range of
travel assistance services and personal
services such as identity theft protection.
I trust that you will find his article in-
formative and helpful in offering you and

(Continued on page 9)



Over the last few years, we
have communicated several
updates on Generali USA’s
systems conversion project
called Everest. After a lot of
hard work by both business
and IT associates, our plan
is to place the entire system
into production at the be-
ginning of 2012. We began
our initial project in 2007
by commissioning Celeritas
Technologies to help us
build data storage capabili-
ties. Ultimately, we decided
to re-engineer and integrate
all systems applications and
processes onto one platform
using Microsoft SQL Server
and .NET technologies.

Our project began by build-
ing a project roadmap and
logical data model. Once
the framework was de-
signed, we met to discuss
functionality requirements
for our business applica-
tions. We implemented an
Agile development method-
ology where IT and busi-
ness users met continuously
to design, test and improve
systems applications to-
gether and deploy in phas-
es. During 2008-2009, we
placed our client and com-
pany contact application,
individual and group life
pricing applications and our
treaty application into pro-
duction. Since that time,
we have been working to
integrate our cession ad-
ministration applications
and prepare them for stand-
ard processing activities.
These applications include
our underwriting applica-
tion, claims application and
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EVEREST UPDATE:

THE VIEW FROM THE SUMMIT

By Tammy Kapeller, FSA, MAAA,
SVP, Technology & Administration

assumed and ceded admin-
istrative applications.

Generali USA now has the
infrastructure necessary to
improve our business pro-
cesses, providing the core
benefit of the Everest pro-
ject. Following are the “Top
10” advantages our new
system brings to Generali
USA and our clients:

4110 Comprehensive

5
: [

Data Capture: Data
available in our compa-
ny and contact applica-
tion along with data
captured during the
pricing and treaty pro-
cess flows through the
system and allows us to
manage and audit our
business as it arrives
from our clients.

-

q Integrated Applica-
tions and Workflow:
All Everest applications
are tied together
through a common da-
tabase. Data is entered

once and is used in
multiple systems.
Some workflow is built
into the application,

and we intend to build
more rigorous process-
es over time.

& 8 Easy Access to Data:

Reports are available
throughout the differ-
ent applications provid-
ing the cession, pricing
and treaty information
necessary for improved
underwriting, cession
administration and
claims processing. A

state-of-the-art data ware-
house is also available for
reporting purposes.

Automated Claims Pro-
cessing:  Our system is
designed to auto-adjudicate
up to 85% of our claims,
depending on built-in rules
and tolerance levels. We
will also have the ability to
provide information on
outstanding documents or
other data necessary to
conclude the claims pay-
ment process for any par-
ticular claim.

Automated Retroces-
sion Administration:
Our system is fully auto-
mated to process retroces-
sion transactions directly,
based on the status of our
ceding company transac-
tions.

Improved Document
Capture Processes:
More streamlined process-
es in our Records Depart-

(Continued on page 3)
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Tammy Kapeller,
FSA, MAAA, MBA,
SVP, Technology &
Administration

As SVP, Technology &
Administration, Tammy is
responsible for
Reinsurance Systems,
Technology, Process
Management, Process
Improvement and
Reinsurance
With

nearly 25 years experience,

Administration.
Tammy’s has worked in
individual life product
development, experience
reporting, and reinsurance
and

pricing, sales

marketing.

If you are
interested in
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contacting

Tammy or
have any questions about
this article, e-mail her at:

tkapeller@generaliusa.com




(Continued from page
2)

ment will reduce the
number of steps re-
quired to set up,
deliver and process

facultative  under-

writing and claims

documents.
Generali USA 2% g '\mproved  Under-

can share
information
more efficiently
and securely
with our clients.

¥ writing Capabilities:
Turnaround time will
be reduced by having
treaty and cession data
instantly available, and
more substantial under-
writing data will be
available for collection
and evaluation, allow-
ing us to provide con-
sultative feedback to
our clients.

Improved Reinsur-
ance Administra-
tion: The Everest sys-
tem allows us to nor-
malize data from our
numerous client files in
order to efficiently pro-

In 2011, Microsoft
selected Generali
USA for a case
study about its
Everest project to
convert its mis-
sion-critical applications
and data from an IBM
mainframe environment to
a new platform that inte-
grated all applications and
processes using Microsoft
SQL Server and .Net tech-
nologies. In the case study,
Tammy Kapeller, SVP,
notes that, “To stay compet-
= itive, we have to actually
=~ GENERAII USA
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cess the business. Busi-
ness rules and data
mapping capabilities
allow us to audit busi-
ness as it enters the sys-
tem for accuracy and
place unexpected trans-
actions into a suspense
account until further
research and reconcilia-
tion are completed.

Im-
plementation: Gen-
erali USA can share
information more effi-
ciently and securely
with our clients. Claims
and retrocession ad-
ministration billing re-
ports will be available
via secure e-mail or
SharePoint.

1 State-of-the-Art
Platform for Future
Projects: Building the
core Everest system is
only the beginning. We
plan to use the new in-
frastructure to improve

reduce costs while increas-
ing the returns they gener-
ate. Moving our mission-
critical systems from the
mainframe to SQL Server is
an important way for us to
do this.”

The case study details the
process Generali USA fol-
lowed to evaluate options,
craft a solution, develop a
project plan and, most im-
portantly, develop the new
platform. The complete
case study can be down-
loaded from the link in The
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business processes in-
ternally and also with
our clients through a
new client portal. We
will be working with
our clients soon to de-
termine how best to
meet our mutual goals
and bring value to our
partnerships.

Although we have had to
adjust our expectations at
times, Generali USA is ex-
cited to be making the “final
ascent” of our Everest pro-
ject. While we do not antic-
ipate any disruption to nor-
mal business processes with
our clients, we ask for your
patience and understanding
as we work through any
challenges that may arise
during the conversion pro-
cess. Please call me at (913)
901-4735 or e-mail me at
tkapeller@generaliusa.com
if you would like to discuss
any aspect of the Everest
system or the conversion
process in more detail.

MICROSOFT FEATURES GENERALI USA’sS
EVEREST PROJECT IN CASE STUDY

Viewpoint’s e-mail or ac-
cessed directly from Mi-
crosoft:

Generali USA Case

Study




VIEW ON...GREG CLINTON, INFORMATION

TECHNOLOGY VICE PRESIDENT

The Viewpoint (TV) is
pleased to feature the
latest installment in our
‘View On..."” series. Each
issue features an inter-
view with various key
players within the Gen-
erali USA circle. The
objective behind “View
On..." is to profile mem-
bers of our team and
give everyone the oppor-
tunity to hear directly
about their respective
responsibilities and
business activities, their
involvement and contri-
bution to our business,
information about mar-
ket issues and/or chal-
lenges affecting busi-
ness initiatives, plus in-
dividual ideas and views
on current business de-
velopments. Finally, it
provides an interesting
personal perspective on
them, e.g. hobbies, in-
terests.

This installment spot-
lights Greg Clinton, In-
formation Technology
Vice President.
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TV: Greg, please intro-
duce yourself to our
readers. What led to
your joining Generali
USA?

I wish | had a good story for
answering this question,
such as it had always been
my lifelong dream to work
with the intricacies of mor-
tality and lapse studies us-
ing real world data in order
to help aide companies
price insurance in the most
cost effective manner. Or,
that it was my personal vi-
sion to find a way to apply
technology to underwriting
a life insurance policy that
could alleviate many of the
tests that life insurance
companies must order to
place an individual in a risk
class. Unfortunately, the
real story is fairly boring
and mundane. It was the
beginning of the 2008 eco-
nomic downturn and the
company | was at lost their
biggest client. This meant
half the company was laid-
off. At that point, I was con-
tacted by a recruiting firm
that presented me to Gen-
erali. | interviewed and
liked the company, its peo-
ple and their plans for
growing. It must have been
mutual because they offered
me a position. Besides, my
children really liked it when
they saw the cool winged
lion which is the company
logo.

TV: Please tell us what
you do within Generali
USA.

My role within Generali
USA is to lead the IT de-
partment which consists of
the application develop-

ment and network groups.
This entails helping the
business align current com-
puter and network technol-
ogies with business process-
es, aiding in direction of
application archi-
tecture, develop-
ment and net-
work infrastruc-
ture and design.
One of my chief
responsibilities is
to help the busi-
ness work more
efficiently by ap-
plying technology
to new or existing
business process-
es. The short an-
swer to the question is, |
can best be described as
“head computer geek”. Peo-
ple seem to relate to that
easier and it works well as a
title on business cards.

TV: What do you enjoy
the most about your
job?

Working with great people
and helping them apply
technology to their business
process. | find that there is
nothing more rewarding
than having someone come
back and say, “I'm working
so much more efficiently
now that I have more time
to devote to other projects,
spend time with clients and
catch up on industry read-
ing, studies, etc. Thanks for
automating our processes.”

TV: Prior to life rein-
surance, what other in-
dustries have you
worked in? How do
they compare or differ
to the life reinsurance
business in terms of

(Continued on page 5)
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“One of my chief
responsibilities is to
help the business
work more efficiently

by applying technol-
ogy to new or exist-
ing business process-
es...l can best be de-
scribed as ‘head com-
puter geek’.”




your job/responsibili-
ties?

I've been working in IT for
24 years now; prior to that |
was in retail and grocery.
I've got a very broad back-
ground. I've worked for a
newspaper company, major
oil and gas companies, con-
sulting firms, major elec-
tronics manufacturer, com-
mercial life insurance soft-
ware company, commercial
higher education software
company and a marketing
firm. In terms of how they
compare to my current job/
responsibilities, 1 would say
that despite the different
industries, my day-to-day
work didn’t vary too much
from what | do now. 1 still
help out with software de-
velopment and help desk
support—just ask my staff. |
know they appreciate it. |
would say the biggest differ-
ence has been the ability to

focus on just
-y one busi-
E ness.

B . ' “
. TV: The
—] ~ work  on

Everest

‘Q has been a
' . major ef-
fort over
the last
few vyears.
Now that it
We are about to is in production, can

begin development you tell us about any
on several critical _”e_‘f[‘{ tis\?eCiaL t%rojﬁ(:trsi/
”eY" prOJeCtS"'t.he Izr(ynl?n ygz roarea?e °
client portal will

allow our business

units to easily
collaborate with
clients...

We are about to begin de-
velopment on several criti-
cal new projects, including:
the client portal project,
client mortality initiative,
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redesign our intranet and
others that we are still in
very early discussions
about. We are excited about
these projects because it
allows us to showcase how
the work done on the Ever-
est project can be leveraged
to bring value added ser-
vices to our company and
clients. The client portal
will allow our business
units to easily collaborate
with clients by leveraging
data and applications that
were built and designed for
Everest integration. The
client mortality initiative
allows us to leverage the
same mortality calculation
process
that is
used in-
ternally
which
will  al-
low us to
quickly
provide
feedback
to both
our actu-
arial teams and our clients’
actuarial teams. The other
projects will allow us to up-
date the current sites and
help add in some new fea-
tures that will make it easi-
er to add content and im-
prove communications.

TV: Enough about the
business. We would
like to hear more about
you. Does your job re-
quire  much travel?
What's the most excit-
ing place you’ve seen?

My current day job doesn’t
require too much travel but
my off hours job does. |
coach a highly competitive
youth girls’ fast pitch soft-
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ball team. That job requires
travel. I've been all over the
U.S. for softball tourna-
ments from the thriving
vacation hot spot of Jasper,
Indiana to Huntington
Beach, California and a
bunch of other towns in
between. My favorite place
though has to be Vancou-
ver, British Columbia. I love
the culture, food and cli-
mate there. Who doesn’t
like the Canadians?

TV: What do you enjoy
doing in your spare
time? Any specific hob-
bies or interests? Do
you enjoy sports?

I briefly touched
on it in the last
question. With 5
children and a
grandson, all of
my off time is
spent doing stuff
with them. The
majority of it has
to do with either
travel, softball or
baseball. As far as hobbies
and interests go, | read a lot
of *“geekie” articles and
books to help me stay cur-
rent with the latest and
greatest technologies. | do
enjoy sports; of course, my
favorite has to be fast pitch
softball followed by football
and then baseball. I'm just
now starting to watch soc-
cer and hockey.

TV: What is your most
memorable experience
in your career thus far?

I could say it was no longer
writing computer programs
on punch cards but that
might date me so | would
have to say that it will be

Page 5
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(Continued from page 5)
getting the Everest applica-
tion up and going. It’s been
a long, hard project that has
had a lot of good people
work together on it both on
the technical and business
sides.

TV: Finally, what mes-
sage or moral in the
form of an anecdote

IDENTITY THEFT SOLUTIONS FOR THE

would you like to share
with us?

I learned the hard way a
long time ago as a very
young, egotistical, “all-
knowing” and stubborn de-
veloper that if you can't ac-
cept change and be humble,
you will be passed by on the
road of life by those who
can and are.

INSURANCE INDUSTRY

STRATEGIC ACCOUNT MANAGEMENT EUROP ASSISTANCE USA

2011 will go down as one of
the most active for data
breaches with approximate-
ly 535 data breaches involv-
ing 30.4 million sensitive
records occurring last year?.
The growing number of data
breaches and the increase in
targeted, large-scale attacks
on major companies and
institutions means more
consumers’ are at risk of
identity theft. Indeed, iden-
tity theft is more common
than most realize. 5.5 mil-
lion vehicle crashes oc-
curred in the US in 2009,
yet over 9 million people
were victims of identity
theft2.

As insurance carriers, your
mission is to help consum-
ers protect what's valuable
and it's only natural that

BY VLADIMIR POLETAEV, DIRECTOR,

they look to their insurance
carrier to help them protect
their most precious asset —
their identity. Over the past
few years, more insurance
carriers are adding identity
theft protection to their of-
ferings — either bundled
into existing policies to
bring added-value to their
policyholders or as an ancil-
lary offering to generate
additional revenue.

The Cost of Identity
Theft

According to Javelin Strate-
gy & Research, identity
theft costs $54 billion per
year with the average victim
paying $373 and the aver-
age identity fraud case be-
ing $4,841. Beyond the fi-
nancial cost, identity theft

TV: Greqg, it's been a
pleasure talking to you
and thank you for shar-

ing your time with us.

takes an emo-
tional toll on victims who
experience more than just
the theft of their data. Vic-
tims also experience the
loss of precious time,
productivity, financial secu-
rity and trust. According to
the 2009 ITRC Victim Af-
termath Study, among vic-
tims of identity fraud:
= 45% report experi-
encing difficulty
sleeping.

= 29% report being
unable to concen-
trate.

= 36% report feeling

overwhelming sad-
ness.

(Continued on page 7)

Sources: 1 Privacy Rights Clearinghouse; 2- U.S. Department of Transportation, National
Highway Safety Administration, 2010 Summary of Statistical Findings and Javelin
Strategy & Research 2010, Identity Fraud Survey Report
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Vladimir Poletaev

Vladimir Poletaev is Di-
rector of Strategic Ac-
count management for
Europ Assistance USA,
where he created & im-
plemented the compa-
ny’s line of identity theft
resolution & data breach
products.  Poletaev is
certified in 23 states as a
continuing education
instructor in the area of
general insurance, and in
particular, identity theft
insurance. He recently
served on the advisory
committee of the Pro-
tected Health Infor-
mation (PHI) project,
which was led by ANSI
to help inform the
healthcare industry in
making investment deci-
sions to protect PHI, as
well as improve respon-
siveness if and when this
information is breached.

Page 6



Offering
identity theft
protection from
Europ
Assistance USA
allows
insurance
carriers to
further
demonstrate and
undersore their
promise to be
there for
customers...
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(Continued from page 6)
Addressing this emo-
tional toll is where we
come in. Most identity
theft protection pro-
viders focus solely on

| addressing the data

protection and detec-

tion aspects of the

crime, offering services

such as proactive fraud
alerts and credit monitor-
ing. What's missing though
is the human side of the
crime. While the preventa-
tive and detection services
are important, they're not
100% guaranteed to prevent
identity theft. This leaves
millions of victims to man-
age the arduous and stress-
ful aftermath of a potential
or actual case of identity
theft on their own.

Plus, with consumers’ per-
sonal information becoming
more widely distributed to
companies and networks
outside of their own con-
trol, there are more oppor-
tunities for one’s personal
information to be compro-
mised. Outside of actual
identity theft victims, there
are also millions of consum-
ers who deal with many of
the same stresses and has-
sles that victims do, should
they lose a wallet, become a
victim of robbery and so on.

Offering identity theft pro-
tection from Europ Assis-
tance USA allows insurance
carriers to further demon-
strate and underscore their
promise to be there for cus-
tomers when they experi-
ence loss, tragedies and the
unforeseen.

How Europ Assistance
USA Helps Victims
The insurance that carriers

[
TN
E

offer provides the financial
guarantee and the assis-
tance that Europ Assistance
offers provides the human
guarantee. In addition to
the full suite of prevention
and detection solutions
such as credit monitoring,
identity monitoring and
online data protection, Eu-
rop Assistance USA offers
customers access to a 24/7
team of certified resolution
specialists. From fraudulent
credit card charges to a
compromised social securi-
ty number, our 24/7 team
of dedicated specialists has
resolved thousands of cases.
This experience has built a
reputation of excellence,
which is reflected in our
98% customer satisfaction
rating.

The following customer sto-
ry shows how Europ Assis-
tance USA can ease the ad-
ministrative hassle and
emotional burden for vic-
tims of identity fraud.

Customer Story: Fraud-
ulent Checks Drain Cus-

tomer’s Account

A call
came
into
E A
USA’s
24/7
assis-
tance
center
from
a cus-
tomer whose bank account
had been drained by some-
one who wrote duplicate
checks totaling more than
$7,500, using her driver’s
license and bank infor-
mation. She had also re-

N2
\ :
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ceived notices from
Telecheque, a check verifi-
cation company, for checks
returned unpaid. The cus-
tomer had already called
her bank to have her ac-
count closed and filed a po-
lice report.

EA USA's ID Theft Resolu-
tion Specialist immediately
sent the customer an lden-
tity Theft Protection Kit and
Authorization and Affidavit
forms for her to complete.
Once the completed forms
had been returned, EA
USA’s ID Theft Resolution
Specialist took the following
actions on the customer’s
behalf:

= Placed a 7- year
fraud alert on her
credit report.

= Filed a complaint
with the FTC.

= Activated a 5-year
opt out of pre-
approved credit card
offers.

= Activated identity
monitoring  which
would monitor and
alert her about the
use of her identity in
non-credit  sources
including online
trading rooms, pay-
day loans, public
records, etc.

= Enrolled her in 3
bureau credit moni-
toring which would
monitor and alert
her of any changes to
her credit reports.

(Continued on page 8)
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(Continued from page 7)

= Contacted two check
verification compa-
nies, the customer’s
bank, two collection
agencies and two
retailers to dispute
and resolve the

charges resulting
from the fraudulent
checks.

= Activated a check
system fraud alert
which required that a
password be given if
any additional bank
accounts were
opened in her name.

The customer was also given
a copy of her credit report to
review for any additional
fraudulent activity. After the
above measures were taken
and the case was closed, the
customer received addition-
al notices of more fraudu-
lent checks from different
bank accounts that she had
not opened. EA re-opened
the customer’s case and con-
tacted those creditors to dis-
pute and resolve the charg-
es. EA’s ID Theft Resolution
Specialist also contacted the
two banks that the checks
were written against, noti-
fied them of the fraud and

75 GENERALL USA
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got the ac-
counts closed.

Ultimately, Eu-
rop Assistance
was able to get
the fraudulent
charges re-
moved from the
customer’s ac-
counts and the
money returned
to her bank ac-
count. The assistance EA
provided helped the cus-
tomer deal with a stressful
situation that could have
also resulted in significant
financial damage if the
fraudulent charges had not
been quickly resolved. Their
intervention meant she did
not have to lose valuable
time and productivity con-
tacting vendors, disputing
charges and trying to get
her accounts and identity
restored. The customer sent
the EA Resolution Specialist
a thank you card with a per-
sonal note that read “Your
response to me was so en-
couraging...”

How Europ Assistance
USA Can Help Insur-
ance Carriers

Europ Assistance USA has
been a pioneer in offering
white-label identity theft
protection solutions to the
insurance industry and to-
day we provide identity
theft solutions for some of
the biggest names in the
insurance industry. Insur-
ance carriers who have add-
ed our identity theft protec-
tion to their offerings have
experienced higher reten-
tion rates among policy-
holders, product differenti-
ation from their competitive

set and ad-
ditional
revenue per
policyhold-

T.hrough eeurol)

assistance

You live we care

our experi-
ence servic-
ing millions
of custom-
ers and be-
ing active
participants in the industry,
we've developed an exper-
tise in helping insurers
market and sell identity
theft solutions to their cus-
tomers. Many of our clients
experience a 15-20% pene-
tration rate among their
customer base through a
combination of offering our
best-in-class product, crea-
tive pricing and packaging
and proven marketing strat-
egies that Europ Assistance
has helped them develop
based on their specific busi-
ness model and needs.

To learn more about Europ
Assistance USA’s identity
theft solutions for the insur-
ance industry, visit our site:

WWwWWw.europassistance-
usa.com/idprotect

Or, contact me at:

vpoletaev@europassistance-
usa.com.

THE VIEWPOINT

About
Europ
Assistance
USA

As the most experienced
company in the assistance
industry, Europ Assis-
tance has been helping
customers in times of cri-
sis for nearly 50 years.
Europ Assistance USA's
expertise in managing the
complex issues involved
in identity theft, and its
24/7 team of resolution
specialists, have handled
thousands of cases and
protected millions of cus-
tomers. Europ Assistance
USA (EA USA) was one of
the first companies to
provide identity theft res-
olution services and today
provides white label iden-
tity theft protection solu-
tions to millions of cus-
tomers on behalf of finan-
cial institutions, corpora-
tions and insurance com-
panies. Headquartered in
Bethesda, MD, EA USA is
part of the Europ Assis-
tance Group, which is
wholly owned by As-
sicurazioni Generali .



(Continued from page 1)
your customers’ options to
protect your identity.

I hope that you enjoy this
edition of the Viewpoint.
On behalf of all of us at
Generali USA, | want to
thank our clients for choos-
ing us as your business
partner. We hope that 2011
was a good year for all of
you and that 2012 is even
better!

Generali USA Life Reassurance
Editorial Team

PR e
e e
(ovistn | comtmposnaraisacon

GENERALI USA

Life Reassurance Company

OUR VIEWPOINT

THE VIEWPOINT

The Viewpoint is published for the clients and pro-
spective clients of Generali USA Life Reassurance
Company. We welcome your comments. For addi-
tional copies or to reprint articles, please contact
Amy Cascone at acascone@generaliusa.com or
913-901-4724. For more information on Generali
USA products and services, please contact your
regional sales representative.
We value your business!
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