Responding to
insurers’
long-term care
dilemma
Prudential is
using data and
AI to help
policyholders
remain happier and
healthier at home—
giving them the
lifestyles they
want while saving
on care.
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The challenge: Exponential potential claims
As the average human lifespan increases, it can mean more
medical and financial challenges. Prudential is working to address
both these burdens through innovations in long-term care
insurance, as Prudential’s John Sieb and Rhett Wieland explained
at Think 2020.
Long-term care policies provide financial security to cover
late-in-life needs, such as senior-living accommodations, visiting
nurses or supporting family help.
Prudential, and the entire insurance industry, are confronting
parallel issues with long-term care:

Policyholders are living longer than
actuaries anticipated

→ Watch
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Medical and assisted-living
costs continue to rise

“It gives us a
competitive advantage
and will ultimately
lead to claim savings
as well as positively
impacting our
customers’ lives and
the brand—producing
a significant a value
for all.”
–John Sieb
Prudential COO for long-term care

The approach: Platforms, prevention, influencers
Prudential is turning to technology to simultaneously help assess
risks and help change behaviors for long-term care policyholders.
The goal is safety and savings through prevention. Generally,
the longer Prudential’s customers can stay home, the happier they
are and the less coverage they are likely to require.
The insurer is developing a special platform with IBM to meet
all these needs. It will offer tools for fostering healthier, safer
spaces to avoid injuries and cognitive tests for spotting the
subtlest cognitive impairments before they become serious.
“It’s fully integrated: home safety, mental and physical
wellness and a virtual human experience with content and
engagement,” John Sieb said. “It gives us a competitive
advantage and will ultimately lead to claim savings as well
as positively impacting our customers’ lives and the brand—
producing a significant a value for all.”
A particular focus of the platform is family and friend
“influencers,” who will become users of Prudential’s apps and
services as much as policyholders can. Research has shown
they can be some of the most effective advocates. By keeping
everyone informed of the policyholder’s well-being, the platform
seeks to sway individuals and their influencers to make different
health and lifestyle choices.

The impact: Staying home, saving on care
“The average age for our policyholder is still in their sixties, and
most folks who apply for a long-term-care claim are in their
eighties,” Rhett Weiland explained. “So we have a ways to go
before we expect to see a tsunami of claims. A lot of work is going
on, developing the technology, the infrastructure, the automation
and the artificial intelligence to support claim adjudication.”
That work is already paying off now that COVID-19 has
changed so much: medicine, aging, living. For one, Prudential has
accelerated its plans to pilot the platform from four years out
to this year. And it is also looking at ways to use the technology to
do medical reviews and cognitive screenings, as individuals limit
visits to doctors and their homes.
“COVID-19 has given us an opportunity to take a step back and
really evaluate our strategy,” Seib said.
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“Carriers are losing billions in the long-term-care
space, and they are asking regulators for premium
rate increases to partially offset those losses. We
feel we have an obligation to enhance our offering
to our clients in order to drive savings, which helps
regulators approve the filings. By investing back into
technology and driving claim savings, companies
should have less need for premium rate increases.”

“COVID-19 has both created challenges but also
created opportunities that will forever change the
face of business. Prudential’s guiding principles
are really twofold in this environment. One is to
go above and beyond with our customer base,
regardless of cost. The impact on the firm’s capital
is secondary to providing, and being there, for
customers.”

“Prudential feels very strongly that we have the
opportunity to proactively engage our policyholders
primarily in their fifties, sixties and seventies, and
engage their family, friends and influencers, to
change their behavior so that they live healthier,
happier and more independent at home for longer. To
accomplish this, we need to develop an ecosystem
that leverages digital assets and strategic partners
to deliver a fully digitized experience that’s seamless,
consistent and a personalized journey. We only want
to engage at times that matter.”

“The wearable sensor space is just exploding. It
provides a lot of good, relevant information that
people can see, not only their physical activity,
but how they’re sleeping, how they’re breathing
during sleep, etc. If we could integrate all that
in our aging-in-place programs, and provide a
holistic view to not only our policyholder but their
influencers and caregivers, there could be kind of
a team approach to living healthier, happier and
more independently.”

“COVID-19 has both created challenges but
also created opportunities. One is to go
above and beyond with our customer base,
regardless of cost.”
–John Sieb
Prudential COO for long-term care
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