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France non-life market
Asignificantdevelopmentinthemarketoverthepasttwoyearshasbeenthedistribution
ofnon-lifebancassuranceproductsbythestate-ownedpostalservicethroughits17,000
localoffices,assistedbycampaignofinternetandmobilephonemarketing

Table1:Total insurancemarketpremiumincomeinFrancein2011

Category Life Non-life
Personalaccident

andhealth
Totalmarket

Premium (€m) 129,680.0 46,450.0 36,650.0 212,780.0
Premium ($m) 180,272.5 64,571.7 50,948.4 295,792.7
% of totalmarket 61.0 21.8 17.2 100.0

Source:AxcoGlobalStatisticsbasedondatafromFrenchinsuranceindustryassociationsandregulatorybodies

Table2:Annualgrowthratesofnon-lifepremiumincomeinFranceinlocalcurrencycomparedwith
nominalGDPgrowthandinflationratesoverthefiveyearsto2011(%)

Category 2007 2008 2009 2010 2011
Premium growth 2.5 3.4 0.9 (0.8) 4.6
NominalGDP growth 4.9 2.4 (2.4) 2.6 3.1
Inflation rate 1.5 2.8 0.1 1.5 2.1

Source:AxcoGlobalStatisticsbasedondatafromFrenchinsuranceindustryassociationsandregulatorybodies

Table3:Aggregatemarketshareofthetopfiveandtop10non-lifecompanies inFranceoverthefour
yearsto2011(%)

Marketsegment 2008 2009 2010 2011
Topfivecompanies 63.7 63.5 71.0 70.9
Top10 companies 86.8 87.1 92.3 92.1

Source:AxcoGlobalStatisticsbasedondatafromFrenchinsuranceindustryassociationsandregulatorybodies

Graph1:Percentage split
betweenmainclassesofnon-life
business inFrancein2011
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At the beginning of 2012
the number of insur-
ancecompaniesauthor-
ised in France was 434,

down from 504 in 2001, with a fur-
ther 1,080 licensed to operate
under EU freedom of services
rules. In accordance with EU rules,
life insurance companies incorpo-
rated in France may be authorised
to cover certain non-life accident
andhealthclasses.Suchoperations
are knownassociétésmixtes.

The leading companies in the
market includethreeFrenchfinan-
cial giants – Axa, Groupama and
Covéa – and two foreign insurers –
Allianz (Germany) and Generali
(Italy). Several bank groups are
among the largest non-life insur-
ers. A large group named Sferen
resulted from the combined activi-
ties of threemutuals in2009.

Provisional market figures for
the year 2012 have been released
by insurers’ association the
Fédération Française des Sociétés
d’Assurances (FFSA). Non-life pre-
miums were €49.8bn ($63.8bn), an
increase of close to 5% over 2011.
Personal accident and health busi-
ness totalled €18.3bn, up 4.6%. Life
insurance premiums were
€114.2bn, showing a decrease of
8% from the previous year. The
total market figure for non-life pre-
miums in 2011 was €46.45bn,
excluding personal accident and
health insurance; this represented
an increase of 5.2% over 2010. Per-
sonal accident and health business
written in the non-life account rep-
resented an additional €10.8bn. In
2009, non-life business in French
overseas territories accounted for
about €1bn, or 2% of the total mar-
ket. Later figuresarenotknown.

Premium rates for personal lines
rose in 2011 and 2012 and further
increases are expected for 2013.
Motor insurance premiums for own
damage are rising as much as 4% a
year owing to higher damage repair
and bodily injury costs. Homeown-
ers are seeing premium increases of
up to 5% as a result of both natural
hazards and an upturn in burglary.
Exceptforloss-makingorspecialised
risks,premiumsforcommercialand
industrialbusinessremainedstable.

Non-life insurance penetration is
highinFrance,largelybecausemost
property is insured. New forms of
products are still being designed in
an attempt to satisfy customer
requirements for packages that
includecoverandextraservices.

There are often calls for legisla-
tion and government subsidy or
intervention in difficult risks,
whereitisnotclearwhetherprivate
insurance can cover high volatility
or frequency. The different interest
groups are well organised, there-
forenationaldiscussionstaketime.

The personal and family acci-
dent policy known as GAV, sold to
millions of citizens as a low-cost
standard market cover, has
become increasingly adapted with
customised add-ons.

Stateownership
The French state used to own or
partly own businesses in many
sectors, including insurance, but
duringthe1990ssuccessivegovern-
ments began to implement a proc-
ess of privatisation. In the direct
insurance sector privatisation is all
but complete: the reinsurer Caisse

Centrale de Réassurance is still
state-owned, but as it provides
cover with government backing in
the areas of terrorism and natural
hazards, its status is unlikely to
changeinthenearfuture.

The largest of the former state-
owned insurers were AGF, UAP
and GAN: a majority share in AGF
was sold to Allianz in 1996, a major-
ity share in UAP was sold to Axa in
1997 and a majority share in GAN
wassoldtoGroupamain1998.

CNP was floated at the end of
1998 but various public institu-
tions, such as the post office and
savings banks, remain majority
shareholders. While the continu-
ing involvement of these organisa-
tions in CNP is mutually beneficial,
as a considerable volume of busi-
ness is transacted through these
outlets there are regular protests
about its special position. In Octo-
ber 2003 the government rejected
CNP’s application to transact mass
non-life business. In 2011 CNP’s
totalpremiumswere€30.9bn.

In 2012 the French state’s share-
holding in CNP was only 1%, but the
public sector entity Caisse des

Depots owned 40%. Sopassure,
which belongs jointly to the Banque
Postale and the co-operative bank
BPCEowneda35%holding,withthe
remaining24%publiclyquoted.

The long-awaited launch of non-
life bancassurance products by the
French state-owned postal service
took place in December 2010. The
newsubsidiaryisLaBanquePostale
Assurances IARD, in which the
insurer Groupama has a 35% stake.
Thestatedintentionistoobtaina5%
market share within 10 years. Dis-
tribution was by internet and
mobile phone marketing initially,
thenthrough17,000localofficesfol-
lowing staff training in 2011. The
first products include household,
legal protection and private car
insurance: private car insurance
can be on the basis of third party
only, third party plus certain dam-
agecover(fire,theftandglassbreak-
age), or all risks. In March 2012 the
company said it had sold 285,000
policies and hoped to increase this
toonemillionbymid-2013.

Marketstructure
Both joint-stock companies and
mutuals are allowed to offer insur-
ance in France. Cross-ownership of
banksandinsurersisallowed,asare
holding company structures. The
market includes banking and finan-
cial groups, both national and for-
eign.Subsidiariesandbranchoffices
of foreign companies wrote 26% of
totalnon-lifepremiumsin2011.

There are two significant groups
of companies that historically have
provided a form of cover similar to
insurance under different legisla-
tion. These groups are mutual code
organisations and provident insti-
tutions, as describedbelow.

Historically, “Mutuelles 45” and
provident institutions enjoyed
operating advantages including an
exemption from premium taxes
and from compliance with EU
insurance directives. Following
pressure from the European Com-
mission, however, the French gov-
ernment introduced reforms that
provided for the insurance super-
visor to assume regulation of the
remaining Mutuelles 45 and provi-
dent institutions.

Graph2:Topninenon-lifecompanies inFrancein 2011rankedby
premiumincome($bn)
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Graph2:DevelopmentofpremiumincomegrowthintheFrenchlife,
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Mutual insurers play a major
role in the French insurance mar-
ket. In addition to local or regional
insurers, there are a number of
mutuals that have been set up to
target specific sections of the
workforce such as teachers, the
self-employed, government
employees, taxi drivers, military
personnel and food processing
workers. Another important sec-
tor is the strong agricultural
mutual movement.

The Mutuelles 45 and provident
institutions are not involved with
the FFSA. The statistics of the
Mutuelles 45 and provident institu-
tionsarenot includedinourtables.

All insurance companies estab-
lished in France are subject to the
Insurance Code. Except for
branches of European Economic
Area (EEA) companies and the EEA
companieslicensedunderfreedom
to provide services, they are con-
trolled by the local supervisor, the
AutoritédeContrôlePrudentiel.

Distribution
The distribution of non-life busi-
ness continues to be dominated by
the general agents and mutuals,
but bancassurance grew to a share
of 11% in 2010 and 2011. The mar-
ket share of general agents is
decreasing as bancassurance’s
grows and has already fallen from
46% in the early 1990s to 34%. Bro-
kers have maintained a stable
shareofdistribution.

In 2008, following the expiry of a
several-year-long ban, the French
state-owned postal service began
to prepare for the distribution of
non-life insurance products. It is
expected to become a significant
force in mass risks such as house-
hold and motor. Products were
underwritten by its chosen partner
Groupama and launched in
December2010.

Reforms to the Insurance Code
were considered because of cer-
tain shortcomings. For example,
legal experts pointed out there is
no provision in the code for the
activities of wholesale insurance
brokers. This was subsequently
addressedbyself-regulationunder
a code of conduct.

Directhandling
The main force in direct client
relationships used to be the
activity of members of mutuals
association Gema, then known as
the “mutuals without intermediar-
ies” (mutuelles sans intermedi-
aires). These mutuals built up a
strong position with affinity
groups and employees in profes-
sions such as teaching, reaching

more than 30% of total sales includ-
ing half all motor insurance sales.
By2006,however,aleadingmutual
said one in four new motor insur-
ance sales was concluded by tele-
phone, rather than by face-to-face
discussion. Since 2009 mutuals
have been trying to maintain their
strong position and are also work-
ing on e-commerce as a more mod-
erndistributionmethod.

Insurers are continually looking
for new “white label” solutions
through which they provide the

expertise and underwriting for a
product sold under the name of an
affinity group or communal body.
One leading insurer estimates
such partnerships produce 75%
of its life business but less than 5%
of non-life.

Telesales and mailing are grow-
ing, particularly for motor insur-
ance. Direct insurance brokers
allow completion of online ques-
tionnaires and in some cases
immediate premium payment by
creditcard.

Some large supermarket groups
have distribution arrangements.
Carrefourhasajointventureinsurer
with MMA named Carma and sales
outlets in 220 stores throughout
France. The Casino and Auchan
groupshavesimilarfacilities.

Bancassurance
Bancassurance originated in
France in the 1970s, with life prod-
ucts being distributed through
banking outlets while the non-life
side was pioneered by Crédit
Mutuel selling non-life products to
its own employees. By 1993 more
than 50% of the total life premium
in France was collected by banks
and the post office and since 2008
thefigurehasbeen60% to61%.

Sales of non-life insurance by
this method began to grow in the
early 1990s. The principal covers
are household and motor. It is a
concentrated form of distribution
and Crédit Agricole (whose sales by
this method grew by nearly 9% in
2011) and ACM accounted for more
than 60% of non-life bancassur-
ance. The insurers’ association
says bancassurance accounted for
11% of total non-life sales by 2011,
although other information indi-
cates for domestic property alone it
was16%.

A market study released in early
2010 indicated individual banc-
assurers had very different rates
of cross-selling of non-life products
to life clients and success rates
varied between 10% and 40%. In
addition, an aggressive marketing
style with high initial penetration
seemed to lead quickly to loss of
businessonrenewal.

Agencies
Since the mid-1990s the number of
general agents has fallen from
23,000 to some 12,000 in 2011,
employing 30,000 staff. More than
half this number have taken
advantage of the rule that permits
them to have a supplementary
activity as a broker. There is now
greater emphasis on life products
than before. The non-life market
share of these agents was 35% in
the years 2004 to 2009 but 34% in
2010andin2011.

The status of the tied agents
allows them to sell the products of
more than one company and
makes their role closer to that of a
broker. Legislation from 2005
required tied agents to purchase
professional liability insurance.

Insurancebrokers
There were close to 2,800 compa-
nies including all the small inde-
pendent brokers, with 20,000

registered individuals (thousands
of whom mainly act as agents or
are inactive) in 2011. A different
breakdown was given by a report
in 2012: there were estimated to be
9,000 brokers plus up to 4,000 com-
panies that act as both general
agentandbroker.

On January 1, 2006 two rival
organisations merged to form the
Chambre Syndicale des Courtiers
d’Assurances (CSCA). The CSCA
represents all the large and
medium-sized brokers and
also has a large number of the
smaller brokers among its 1,000
members. In 2012 the CSCA said
it wanted to increase its member-
ship to 3,000 or one-third of all
brokers. In February 2008 a new
organisation, known as Syndicat
10, was formed to represent whole-
salebrokers.

The majority of the business
handled by brokers in France is
domestic, but some brokers are
enlarging their operations into
sectors such as health claims
administration, risk management,
insurance engineering and risk
prevention, captive handling,
insurance consultancy on a fee
basis and reinsurance. Broking
business remains orientated
towards commercial and group
business, with more than 75% of
premium income handled in
respect of business risks. Some
companies, however, are active in
individual lifeandhealthbusiness.

There are close to 20 French
broking groups working overseas.
French brokers attract more than
€750m in foreign premium income
intotheFrenchinsurancemarket.

In 2011 there were more than 20
wholesale brokers, with a turn-
over of €700m. The largest was
April group of Lyon, which domi-
nated the sector with more than
half the total. The next largest
were Alptis of Lyon and Solly Azar
of Paris, each with a turnover of
more than €60m.n

Thisarticle isbasedonmaterial
suppliedbyAxcoInsurance
InformationServices
(www.axcoinfo.com).Axcoisa
leadinginsurancemarketresearch
organisationandwebpublisherthat
providesmarketreportsand
statisticsonmorethan160countries.
Thefieldresearchteamsdeliver
regularupdatesonallaspectsof
non-life (property/casualty)andlife
andbenefitsmarketsincluding
regulationandcompliance,
marketconditions,hazards,
reinsurance,marketbackgrounds
andbusinessdirectories.
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France non-life market
Asignificantdevelopmentinthemarketoverthepasttwoyearshasbeenthedistribution
ofnon-lifebancassuranceproductsbythestate-ownedpostalservicethroughits17,000
localoffices,assistedbycampaignofinternetandmobilephonemarketing

Table1:Total insurancemarketpremiumincomeinFrancein2011

Category Life Non-life
Personalaccident

andhealth
Totalmarket

Premium(€m) 129,680.0 46,450.0 36,650.0 212,780.0
Premium($m) 180,272.5 64,571.7 50,948.4 295,792.7
%of totalmarket 61.0 21.8 17.2 100.0

Source: Axco Global Statistics based on data from French insurance industry associations and regulatory bodies

Table2:Annualgrowthratesofnon-lifepremiumincomeinFranceinlocalcurrencycomparedwith
nominalGDPgrowthandinflationratesoverthefiveyearsto2011(%)

Category 2007 2008 2009 2010 2011
Premiumgrowth 2.5 3.4 0.9 (0.8) 4.6
NominalGDPgrowth 4.9 2.4 (2.4) 2.6 3.1
Inflationrate 1.5 2.8 0.1 1.5 2.1

Source: Axco Global Statistics based on data from French insurance industry associations and regulatory bodies

Table3:Aggregatemarketshareofthetopfiveandtop10non-lifecompanies inFranceoverthefour
yearsto2011(%)

Marketsegment 2008 2009 2010 2011
Topfivecompanies 63.7 63.5 71.0 70.9
Top10companies 86.8 87.1 92.3 92.1

Source: Axco Global Statistics based on data from French insurance industry associations and regulatory bodies

At the beginning of 2012
the number of insur-
ancecompaniesauthor-
ised in France was 434,

down from 504 in 2001, with a fur-
ther 1,080 licensed to operate
under EU freedom of services
rules. In accordance with EU rules,
life insurance companies incorpo-
rated in France may be authorised
to cover certain non-life accident
andhealthclasses.Suchoperations
areknownassociétésmixtes.

The leading companies in the
market includethreeFrenchfinan-
cial giants – Axa, Groupama and
Covéa – and two foreign insurers –
Allianz (Germany) and Generali
(Italy). Several bank groups are
among the largest non-life insur-
ers. A large group named Sferen
resulted from the combined activi-
tiesof threemutuals in2009.

Provisional market figures for
the year 2012 have been released
by insurers’ association the
Fédération Française des Sociétés
d’Assurances (FFSA). Non-life pre-
miums were €49.8bn ($63.8bn), an
increase of close to 5% over 2011.
Personal accident and health busi-
ness totalled €18.3bn, up 4.6%. Life
insurance premiums were
€114.2bn, showing a decrease of
8% from the previous year. The
total market figure for non-life pre-
miums in 2011 was €46.45bn,
excluding personal accident and
health insurance; this represented
an increase of 5.2% over 2010. Per-
sonal accident and health business
written in the non-life account rep-
resented an additional €10.8bn. In
2009, non-life business in French
overseas territories accounted for
about €1bn, or 2% of the total mar-
ket.Later figuresarenotknown.

Premium rates for personal lines
rose in 2011 and 2012 and further
increases are expected for 2013.
Motor insurance premiums for own
damage are rising as much as 4% a
year owing to higher damage repair
and bodily injury costs. Homeown-
ers are seeing premium increases of
up to 5% as a result of both natural
hazards and an upturn in burglary.
Exceptforloss-makingorspecialised
risks,premiumsforcommercialand
industrialbusinessremainedstable.

Non-life insurance penetration is
highinFrance,largelybecausemost
property is insured. New forms of
products are still being designed in
an attempt to satisfy customer
requirements for packages that
includecoverandextraservices.

There are often calls for legisla-
tion and government subsidy or
intervention in difficult risks,
whereitisnotclearwhetherprivate
insurance can cover high volatility
or frequency. The different interest
groups are well organised, there-
forenationaldiscussionstaketime.

The personal and family acci-
dent policy known as GAV, sold to
millions of citizens as a low-cost
standard market cover, has
become increasingly adapted with
customisedadd-ons.

Stateownership
The French state used to own or
partly own businesses in many
sectors, including insurance, but
duringthe1990ssuccessivegovern-
ments began to implement a proc-
ess of privatisation. In the direct
insurance sector privatisation is all
but complete: the reinsurer Caisse

Centrale de Réassurance is still
state-owned, but as it provides
cover with government backing in
the areas of terrorism and natural
hazards, its status is unlikely to
changeinthenearfuture.

The largest of the former state-
owned insurers were AGF, UAP
and GAN: a majority share in AGF
was sold to Allianz in 1996, a major-
ity share in UAP was sold to Axa in
1997 and a majority share in GAN
wassoldtoGroupamain1998.

CNP was floated at the end of
1998 but various public institu-
tions, such as the post office and
savings banks, remain majority
shareholders. While the continu-
ing involvement of these organisa-
tions in CNP is mutually beneficial,
as a considerable volume of busi-
ness is transacted through these
outlets there are regular protests
about its special position. In Octo-
ber 2003 the government rejected
CNP’s application to transact mass
non-life business. In 2011 CNP’s
totalpremiumswere€30.9bn.

In 2012 the French state’s share-
holding in CNP was only 1%, but the
public sector entity Caisse des

Depots owned 40%. Sopassure,
which belongs jointly to the Banque
Postale and the co-operative bank
BPCEowneda35%holding,withthe
remaining24%publiclyquoted.

The long-awaited launch of non-
life bancassurance products by the
French state-owned postal service
took place in December 2010. The
newsubsidiaryisLaBanquePostale
Assurances IARD, in which the
insurer Groupama has a 35% stake.
Thestatedintentionistoobtaina5%
market share within 10 years. Dis-
tribution was by internet and
mobile phone marketing initially,
thenthrough17,000localofficesfol-
lowing staff training in 2011. The
first products include household,
legal protection and private car
insurance: private car insurance
can be on the basis of third party
only, third party plus certain dam-
agecover(fire,theftandglassbreak-
age), or all risks. In March 2012 the
company said it had sold 285,000
policies and hoped to increase this
toonemillionbymid-2013.

Marketstructure
Both joint-stock companies and
mutuals are allowed to offer insur-
ance in France. Cross-ownership of
banksandinsurersisallowed,asare
holding company structures. The
market includes banking and finan-
cial groups, both national and for-
eign.Subsidiariesandbranchoffices
of foreign companies wrote 26% of
totalnon-lifepremiumsin2011.

There are two significant groups
of companies that historically have
provided a form of cover similar to
insurance under different legisla-
tion. These groups are mutual code
organisations and provident insti-
tutions,asdescribedbelow.

Historically, “Mutuelles 45” and
provident institutions enjoyed
operating advantages including an
exemption from premium taxes
and from compliance with EU
insurance directives. Following
pressure from the European Com-
mission, however, the French gov-
ernment introduced reforms that
provided for the insurance super-
visor to assume regulation of the
remaining Mutuelles 45 and provi-
dent institutions.
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Category Life Non-life
Personalaccident
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Totalmarket

Premium(€m) 129,680.0 46,450.0 36,650.0 212,780.0
Premium($m) 180,272.5 64,571.7 50,948.4 295,792.7
%of totalmarket 61.0 21.8 17.2 100.0

Source:AxcoGlobalStatisticsbasedondatafromFrenchinsuranceindustryassociationsandregulatorybodies

Table2:Annualgrowthratesofnon-lifepremiumincomeinFranceinlocalcurrencycomparedwith
nominalGDPgrowthandinflationratesoverthefiveyearsto2011(%)

Category 2007 2008 2009 2010 2011
Premiumgrowth 2.5 3.4 0.9 (0.8) 4.6
NominalGDPgrowth 4.9 2.4 (2.4) 2.6 3.1
Inflationrate 1.5 2.8 0.1 1.5 2.1

Source:AxcoGlobalStatisticsbasedondatafromFrenchinsuranceindustryassociationsandregulatorybodies

Table3:Aggregatemarketshareofthetopfiveandtop10non-lifecompanies inFranceoverthefour
yearsto2011(%)

Marketsegment 2008 2009 2010 2011
Topfivecompanies 63.7 63.5 71.0 70.9
Top10companies 86.8 87.1 92.3 92.1
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At the beginning of 2012
the number of insur-
ancecompaniesauthor-
ised in France was 434,

down from 504 in 2001, with a fur-
ther 1,080 licensed to operate
under EU freedom of services
rules. In accordance with EU rules,
life insurance companies incorpo-
rated in France may be authorised
to cover certain non-life accident
andhealthclasses.Suchoperations
areknownassociétésmixtes.

The leading companies in the
market includethreeFrenchfinan-
cial giants – Axa, Groupama and
Covéa – and two foreign insurers –
Allianz (Germany) and Generali
(Italy). Several bank groups are
among the largest non-life insur-
ers. A large group named Sferen
resulted from the combined activi-
tiesof threemutuals in2009.

Provisional market figures for
the year 2012 have been released
by insurers’ association the
Fédération Française des Sociétés
d’Assurances (FFSA). Non-life pre-
miums were €49.8bn ($63.8bn), an
increase of close to 5% over 2011.
Personal accident and health busi-
ness totalled €18.3bn, up 4.6%. Life
insurance premiums were
€114.2bn, showing a decrease of
8% from the previous year. The
total market figure for non-life pre-
miums in 2011 was €46.45bn,
excluding personal accident and
health insurance; this represented
an increase of 5.2% over 2010. Per-
sonal accident and health business
written in the non-life account rep-
resented an additional €10.8bn. In
2009, non-life business in French
overseas territories accounted for
about €1bn, or 2% of the total mar-
ket.Later figuresarenotknown.

Premium rates for personal lines
rose in 2011 and 2012 and further
increases are expected for 2013.
Motor insurance premiums for own
damage are rising as much as 4% a
year owing to higher damage repair
and bodily injury costs. Homeown-
ers are seeing premium increases of
up to 5% as a result of both natural
hazards and an upturn in burglary.
Exceptforloss-makingorspecialised
risks,premiumsforcommercialand
industrialbusinessremainedstable.

Non-life insurance penetration is
highinFrance,largelybecausemost
property is insured. New forms of
products are still being designed in
an attempt to satisfy customer
requirements for packages that
includecoverandextraservices.

There are often calls for legisla-
tion and government subsidy or
intervention in difficult risks,
whereitisnotclearwhetherprivate
insurance can cover high volatility
or frequency. The different interest
groups are well organised, there-
forenationaldiscussionstaketime.

The personal and family acci-
dent policy known as GAV, sold to
millions of citizens as a low-cost
standard market cover, has
become increasingly adapted with
customisedadd-ons.

Stateownership
The French state used to own or
partly own businesses in many
sectors, including insurance, but
duringthe1990ssuccessivegovern-
ments began to implement a proc-
ess of privatisation. In the direct
insurance sector privatisation is all
but complete: the reinsurer Caisse

Centrale de Réassurance is still
state-owned, but as it provides
cover with government backing in
the areas of terrorism and natural
hazards, its status is unlikely to
changeinthenearfuture.

The largest of the former state-
owned insurers were AGF, UAP
and GAN: a majority share in AGF
was sold to Allianz in 1996, a major-
ity share in UAP was sold to Axa in
1997 and a majority share in GAN
wassoldtoGroupamain1998.

CNP was floated at the end of
1998 but various public institu-
tions, such as the post office and
savings banks, remain majority
shareholders. While the continu-
ing involvement of these organisa-
tions in CNP is mutually beneficial,
as a considerable volume of busi-
ness is transacted through these
outlets there are regular protests
about its special position. In Octo-
ber 2003 the government rejected
CNP’s application to transact mass
non-life business. In 2011 CNP’s
totalpremiumswere€30.9bn.

In 2012 the French state’s share-
holding in CNP was only 1%, but the
public sector entity Caisse des

Depots owned 40%. Sopassure,
which belongs jointly to the Banque
Postale and the co-operative bank
BPCEowneda35%holding,withthe
remaining24%publiclyquoted.

The long-awaited launch of non-
life bancassurance products by the
French state-owned postal service
took place in December 2010. The
newsubsidiaryisLaBanquePostale
Assurances IARD, in which the
insurer Groupama has a 35% stake.
Thestatedintentionistoobtaina5%
market share within 10 years. Dis-
tribution was by internet and
mobile phone marketing initially,
thenthrough17,000localofficesfol-
lowing staff training in 2011. The
first products include household,
legal protection and private car
insurance: private car insurance
can be on the basis of third party
only, third party plus certain dam-
agecover(fire,theftandglassbreak-
age), or all risks. In March 2012 the
company said it had sold 285,000
policies and hoped to increase this
toonemillionbymid-2013.

Marketstructure
Both joint-stock companies and
mutuals are allowed to offer insur-
ance in France. Cross-ownership of
banksandinsurersisallowed,asare
holding company structures. The
market includes banking and finan-
cial groups, both national and for-
eign.Subsidiariesandbranchoffices
of foreign companies wrote 26% of
totalnon-lifepremiumsin2011.

There are two significant groups
of companies that historically have
provided a form of cover similar to
insurance under different legisla-
tion. These groups are mutual code
organisations and provident insti-
tutions,asdescribedbelow.

Historically, “Mutuelles 45” and
provident institutions enjoyed
operating advantages including an
exemption from premium taxes
and from compliance with EU
insurance directives. Following
pressure from the European Com-
mission, however, the French gov-
ernment introduced reforms that
provided for the insurance super-
visor to assume regulation of the
remaining Mutuelles 45 and provi-
dent institutions.
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Mutual insurers play a major
role in the French insurance mar-
ket. In addition to local or regional
insurers, there are a number of
mutuals that have been set up to
target specific sections of the
workforce such as teachers, the
self-employed, government
employees, taxi drivers, military
personnel and food processing
workers. Another important sec-
tor is the strong agricultural
mutual movement.

The Mutuelles 45 and provident
institutions are not involved with
the FFSA. The statistics of the
Mutuelles 45 and provident institu-
tionsarenot includedinourtables.

All insurance companies estab-
lished in France are subject to the
Insurance Code. Except for
branches of European Economic
Area (EEA) companies and the EEA
companieslicensedunderfreedom
to provide services, they are con-
trolled by the local supervisor, the
AutoritédeContrôlePrudentiel.

Distribution
The distribution of non-life busi-
ness continues to be dominated by
the general agents and mutuals,
but bancassurance grew to a share
of 11% in 2010 and 2011. The mar-
ket share of general agents is
decreasing as bancassurance’s
grows and has already fallen from
46% in the early 1990s to 34%. Bro-
kers have maintained a stable
shareofdistribution.

In 2008, following the expiry of a
several-year-long ban, the French
state-owned postal service began
to prepare for the distribution of
non-life insurance products. It is
expected to become a significant
force in mass risks such as house-
hold and motor. Products were
underwritten by its chosen partner
Groupama and launched in
December2010.

Reforms to the Insurance Code
were considered because of cer-
tain shortcomings. For example,
legal experts pointed out there is
no provision in the code for the
activities of wholesale insurance
brokers. This was subsequently
addressedbyself-regulationunder
a code of conduct.

Directhandling
The main force in direct client
relationships used to be the
activity of members of mutuals
association Gema, then known as
the “mutuals without intermediar-
ies” (mutuelles sans intermedi-
aires). These mutuals built up a
strong position with affinity
groups and employees in profes-
sions such as teaching, reaching

more than 30% of total sales includ-
ing half all motor insurance sales.
By2006,however,aleadingmutual
said one in four new motor insur-
ance sales was concluded by tele-
phone, rather than by face-to-face
discussion. Since 2009 mutuals
have been trying to maintain their
strong position and are also work-
ing on e-commerce as a more mod-
erndistributionmethod.

Insurers are continually looking
for new “white label” solutions
through which they provide the

expertise and underwriting for a
product sold under the name of an
affinity group or communal body.
One leading insurer estimates
such partnerships produce 75%
of its life business but less than 5%
of non-life.

Telesales and mailing are grow-
ing, particularly for motor insur-
ance. Direct insurance brokers
allow completion of online ques-
tionnaires and in some cases
immediate premium payment by
creditcard.

Some large supermarket groups
have distribution arrangements.
Carrefourhasajointventureinsurer
with MMA named Carma and sales
outlets in 220 stores throughout
France. The Casino and Auchan
groupshavesimilarfacilities.

Bancassurance
Bancassurance originated in
France in the 1970s, with life prod-
ucts being distributed through
banking outlets while the non-life
side was pioneered by Crédit
Mutuel selling non-life products to
its own employees. By 1993 more
than 50% of the total life premium
in France was collected by banks
and the post office and since 2008
thefigurehasbeen60%to61%.

Sales of non-life insurance by
this method began to grow in the
early 1990s. The principal covers
are household and motor. It is a
concentrated form of distribution
and Crédit Agricole (whose sales by
this method grew by nearly 9% in
2011) and ACM accounted for more
than 60% of non-life bancassur-
ance. The insurers’ association
says bancassurance accounted for
11% of total non-life sales by 2011,
although other information indi-
cates for domestic property alone it
was16%.

A market study released in early
2010 indicated individual banc-
assurers had very different rates
of cross-selling of non-life products
to life clients and success rates
varied between 10% and 40%. In
addition, an aggressive marketing
style with high initial penetration
seemed to lead quickly to loss of
businessonrenewal.

Agencies
Since the mid-1990s the number of
general agents has fallen from
23,000 to some 12,000 in 2011,
employing 30,000 staff. More than
half this number have taken
advantage of the rule that permits
them to have a supplementary
activity as a broker. There is now
greater emphasis on life products
than before. The non-life market
share of these agents was 35% in
the years 2004 to 2009 but 34% in
2010andin2011.

The status of the tied agents
allows them to sell the products of
more than one company and
makes their role closer to that of a
broker. Legislation from 2005
required tied agents to purchase
professional liability insurance.

Insurancebrokers
There were close to 2,800 compa-
nies including all the small inde-
pendent brokers, with 20,000

registered individuals (thousands
of whom mainly act as agents or
are inactive) in 2011. A different
breakdown was given by a report
in 2012: there were estimated to be
9,000 brokers plus up to 4,000 com-
panies that act as both general
agentandbroker.

On January 1, 2006 two rival
organisations merged to form the
Chambre Syndicale des Courtiers
d’Assurances (CSCA). The CSCA
represents all the large and
medium-sized brokers and
also has a large number of the
smaller brokers among its 1,000
members. In 2012 the CSCA said
it wanted to increase its member-
ship to 3,000 or one-third of all
brokers. In February 2008 a new
organisation, known as Syndicat
10, was formed to represent whole-
salebrokers.

The majority of the business
handled by brokers in France is
domestic, but some brokers are
enlarging their operations into
sectors such as health claims
administration, risk management,
insurance engineering and risk
prevention, captive handling,
insurance consultancy on a fee
basis and reinsurance. Broking
business remains orientated
towards commercial and group
business, with more than 75% of
premium income handled in
respect of business risks. Some
companies, however, are active in
individual lifeandhealthbusiness.

There are close to 20 French
broking groups working overseas.
French brokers attract more than
€750m in foreign premium income
intotheFrenchinsurancemarket.

In 2011 there were more than 20
wholesale brokers, with a turn-
over of €700m. The largest was
April group of Lyon, which domi-
nated the sector with more than
half the total. The next largest
were Alptis of Lyon and Solly Azar
of Paris, each with a turnover of
more than €60m.n

Thisarticle isbasedonmaterial
suppliedbyAxcoInsurance
InformationServices
(www.axcoinfo.com).Axcoisa
leadinginsurancemarketresearch
organisationandwebpublisherthat
providesmarketreportsand
statisticsonmorethan160countries.
Thefieldresearchteamsdeliver
regularupdatesonallaspectsof
non-life (property/casualty)andlife
andbenefitsmarketsincluding
regulationandcompliance,
marketconditions,hazards,
reinsurance,marketbackgrounds
andbusinessdirectories.
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Mutual insurers play a major
role in the French insurance mar-
ket. In addition to local or regional
insurers, there are a number of
mutuals that have been set up to
target specific sections of the
workforce such as teachers, the
self-employed, government
employees, taxi drivers, military
personnel and food processing
workers. Another important sec-
tor is the strong agricultural
mutual movement.

The Mutuelles 45 and provident
institutions are not involved with
the FFSA. The statistics of the
Mutuelles 45 and provident institu-
tionsarenot includedinourtables.

All insurance companies estab-
lished in France are subject to the
Insurance Code. Except for
branches of European Economic
Area (EEA) companies and the EEA
companieslicensedunderfreedom
to provide services, they are con-
trolled by the local supervisor, the
AutoritédeContrôlePrudentiel.

Distribution
The distribution of non-life busi-
ness continues to be dominated by
the general agents and mutuals,
but bancassurance grew to a share
of 11% in 2010 and 2011. The mar-
ket share of general agents is
decreasing as bancassurance’s
grows and has already fallen from
46% in the early 1990s to 34%. Bro-
kers have maintained a stable
shareofdistribution.

In 2008, following the expiry of a
several-year-long ban, the French
state-owned postal service began
to prepare for the distribution of
non-life insurance products. It is
expected to become a significant
force in mass risks such as house-
hold and motor. Products were
underwritten by its chosen partner
Groupama and launched in
December2010.

Reforms to the Insurance Code
were considered because of cer-
tain shortcomings. For example,
legal experts pointed out there is
no provision in the code for the
activities of wholesale insurance
brokers. This was subsequently
addressedbyself-regulationunder
a code of conduct.

Directhandling
The main force in direct client
relationships used to be the
activity of members of mutuals
association Gema, then known as
the “mutuals without intermediar-
ies” (mutuelles sans intermedi-
aires). These mutuals built up a
strong position with affinity
groups and employees in profes-
sions such as teaching, reaching

more than 30% of total sales includ-
ing half all motor insurance sales.
By2006,however,aleadingmutual
said one in four new motor insur-
ance sales was concluded by tele-
phone, rather than by face-to-face
discussion. Since 2009 mutuals
have been trying to maintain their
strong position and are also work-
ing on e-commerce as a more mod-
erndistributionmethod.

Insurers are continually looking
for new “white label” solutions
through which they provide the

expertise and underwriting for a
product sold under the name of an
affinity group or communal body.
One leading insurer estimates
such partnerships produce 75%
of its life business but less than 5%
of non-life.

Telesales and mailing are grow-
ing, particularly for motor insur-
ance. Direct insurance brokers
allow completion of online ques-
tionnaires and in some cases
immediate premium payment by
creditcard.

Some large supermarket groups
have distribution arrangements.
Carrefourhasajointventureinsurer
with MMA named Carma and sales
outlets in 220 stores throughout
France. The Casino and Auchan
groupshavesimilarfacilities.

Bancassurance
Bancassurance originated in
France in the 1970s, with life prod-
ucts being distributed through
banking outlets while the non-life
side was pioneered by Crédit
Mutuel selling non-life products to
its own employees. By 1993 more
than 50% of the total life premium
in France was collected by banks
and the post office and since 2008
thefigurehasbeen60%to61%.

Sales of non-life insurance by
this method began to grow in the
early 1990s. The principal covers
are household and motor. It is a
concentrated form of distribution
and Crédit Agricole (whose sales by
this method grew by nearly 9% in
2011) and ACM accounted for more
than 60% of non-life bancassur-
ance. The insurers’ association
says bancassurance accounted for
11% of total non-life sales by 2011,
although other information indi-
cates for domestic property alone it
was16%.

A market study released in early
2010 indicated individual banc-
assurers had very different rates
of cross-selling of non-life products
to life clients and success rates
varied between 10% and 40%. In
addition, an aggressive marketing
style with high initial penetration
seemed to lead quickly to loss of
businessonrenewal.

Agencies
Since the mid-1990s the number of
general agents has fallen from
23,000 to some 12,000 in 2011,
employing 30,000 staff. More than
half this number have taken
advantage of the rule that permits
them to have a supplementary
activity as a broker. There is now
greater emphasis on life products
than before. The non-life market
share of these agents was 35% in
the years 2004 to 2009 but 34% in
2010andin 2011.

The status of the tied agents
allows them to sell the products of
more than one company and
makes their role closer to that of a
broker. Legislation from 2005
required tied agents to purchase
professional liability insurance.

Insurancebrokers
There were close to 2,800 compa-
nies including all the small inde-
pendent brokers, with 20,000

registered individuals (thousands
of whom mainly act as agents or
are inactive) in 2011. A different
breakdown was given by a report
in 2012: there were estimated to be
9,000 brokers plus up to 4,000 com-
panies that act as both general
agentandbroker.

On January 1, 2006 two rival
organisations merged to form the
Chambre Syndicale des Courtiers
d’Assurances (CSCA). The CSCA
represents all the large and
medium-sized brokers and
also has a large number of the
smaller brokers among its 1,000
members. In 2012 the CSCA said
it wanted to increase its member-
ship to 3,000 or one-third of all
brokers. In February 2008 a new
organisation, known as Syndicat
10, was formed to represent whole-
salebrokers.

The majority of the business
handled by brokers in France is
domestic, but some brokers are
enlarging their operations into
sectors such as health claims
administration, risk management,
insurance engineering and risk
prevention, captive handling,
insurance consultancy on a fee
basis and reinsurance. Broking
business remains orientated
towards commercial and group
business, with more than 75% of
premium income handled in
respect of business risks. Some
companies, however, are active in
individual lifeandhealthbusiness.

There are close to 20 French
broking groups working overseas.
French brokers attract more than
€750m in foreign premium income
intotheFrenchinsurancemarket.

In 2011 there were more than 20
wholesale brokers, with a turn-
over of €700m. The largest was
April group of Lyon, which domi-
nated the sector with more than
half the total. The next largest
were Alptis of Lyon and Solly Azar
of Paris, each with a turnover of
more than €60m.n
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France non-life market
Asignificantdevelopmentinthemarketoverthepasttwoyearshasbeenthedistribution
ofnon-lifebancassuranceproductsbythestate-ownedpostalservicethroughits17,000
localoffices,assistedbycampaignofinternetandmobilephonemarketing

Table1:Total insurancemarketpremiumincomeinFrancein2011

Category Life Non-life
Personalaccident

andhealth
Totalmarket

Premium(€m) 129,680.0 46,450.0 36,650.0 212,780.0
Premium($m) 180,272.5 64,571.7 50,948.4 295,792.7
%of totalmarket 61.0 21.8 17.2 100.0

Source:AxcoGlobalStatisticsbasedondatafromFrenchinsuranceindustryassociationsandregulatorybodies

Table2:Annualgrowthratesofnon-lifepremiumincomeinFranceinlocalcurrencycomparedwith
nominalGDPgrowthandinflationratesoverthefiveyearsto2011(%)

Category 2007 2008 2009 2010 2011
Premiumgrowth 2.5 3.4 0.9 (0.8) 4.6
NominalGDPgrowth 4.9 2.4 (2.4) 2.6 3.1
Inflationrate 1.5 2.8 0.1 1.5 2.1

Source:AxcoGlobalStatisticsbasedondatafromFrenchinsuranceindustryassociationsandregulatorybodies

Table3:Aggregatemarketshareofthetopfiveandtop10non-lifecompanies inFranceoverthefour
yearsto2011(%)

Marketsegment 2008 2009 2010 2011
Topfivecompanies 63.7 63.5 71.0 70.9
Top10companies 86.8 87.1 92.3 92.1

Source:AxcoGlobalStatisticsbasedondatafromFrenchinsuranceindustryassociationsandregulatorybodies

Graph1:Percentage split
betweenmainclassesofnon-life
business inFrancein2011
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At the beginning of 2012
the number of insur-
ancecompaniesauthor-
ised in France was 434,

down from 504 in 2001, with a fur-
ther 1,080 licensed to operate
under EU freedom of services
rules. In accordance with EU rules,
life insurance companies incorpo-
rated in France may be authorised
to cover certain non-life accident
andhealthclasses.Suchoperations
areknownassociétésmixtes.

The leading companies in the
market includethreeFrenchfinan-
cial giants – Axa, Groupama and
Covéa – and two foreign insurers –
Allianz (Germany) and Generali
(Italy). Several bank groups are
among the largest non-life insur-
ers. A large group named Sferen
resulted from the combined activi-
tiesof threemutuals in2009.

Provisional market figures for
the year 2012 have been released
by insurers’ association the
Fédération Française des Sociétés
d’Assurances (FFSA). Non-life pre-
miums were €49.8bn ($63.8bn), an
increase of close to 5% over 2011.
Personal accident and health busi-
ness totalled €18.3bn, up 4.6%. Life
insurance premiums were
€114.2bn, showing a decrease of
8% from the previous year. The
total market figure for non-life pre-
miums in 2011 was €46.45bn,
excluding personal accident and
health insurance; this represented
an increase of 5.2% over 2010. Per-
sonal accident and health business
written in the non-life account rep-
resented an additional €10.8bn. In
2009, non-life business in French
overseas territories accounted for
about €1bn, or 2% of the total mar-
ket.Later figuresarenotknown.

Premium rates for personal lines
rose in 2011 and 2012 and further
increases are expected for 2013.
Motor insurance premiums for own
damage are rising as much as 4% a
year owing to higher damage repair
and bodily injury costs. Homeown-
ers are seeing premium increases of
up to 5% as a result of both natural
hazards and an upturn in burglary.
Exceptforloss-makingorspecialised
risks,premiumsforcommercialand
industrialbusinessremainedstable.

Non-life insurance penetration is
highinFrance,largelybecausemost
property is insured. New forms of
products are still being designed in
an attempt to satisfy customer
requirements for packages that
includecoverandextraservices.

There are often calls for legisla-
tion and government subsidy or
intervention in difficult risks,
whereitisnotclearwhetherprivate
insurance can cover high volatility
or frequency. The different interest
groups are well organised, there-
forenationaldiscussionstaketime.

The personal and family acci-
dent policy known as GAV, sold to
millions of citizens as a low-cost
standard market cover, has
become increasingly adapted with
customisedadd-ons.

Stateownership
The French state used to own or
partly own businesses in many
sectors, including insurance, but
duringthe1990ssuccessivegovern-
ments began to implement a proc-
ess of privatisation. In the direct
insurance sector privatisation is all
but complete: the reinsurer Caisse

Centrale de Réassurance is still
state-owned, but as it provides
cover with government backing in
the areas of terrorism and natural
hazards, its status is unlikely to
changeinthenearfuture.

The largest of the former state-
owned insurers were AGF, UAP
and GAN: a majority share in AGF
was sold to Allianz in 1996, a major-
ity share in UAP was sold to Axa in
1997 and a majority share in GAN
wassoldtoGroupamain1998.

CNP was floated at the end of
1998 but various public institu-
tions, such as the post office and
savings banks, remain majority
shareholders. While the continu-
ing involvement of these organisa-
tions in CNP is mutually beneficial,
as a considerable volume of busi-
ness is transacted through these
outlets there are regular protests
about its special position. In Octo-
ber 2003 the government rejected
CNP’s application to transact mass
non-life business. In 2011 CNP’s
totalpremiumswere€30.9bn.

In 2012 the French state’s share-
holding in CNP was only 1%, but the
public sector entity Caisse des

Depots owned 40%. Sopassure,
which belongs jointly to the Banque
Postale and the co-operative bank
BPCEowneda35%holding,withthe
remaining24%publiclyquoted.

The long-awaited launch of non-
life bancassurance products by the
French state-owned postal service
took place in December 2010. The
newsubsidiaryisLaBanquePostale
Assurances IARD, in which the
insurer Groupama has a 35% stake.
Thestatedintentionistoobtaina5%
market share within 10 years. Dis-
tribution was by internet and
mobile phone marketing initially,
thenthrough17,000localofficesfol-
lowing staff training in 2011. The
first products include household,
legal protection and private car
insurance: private car insurance
can be on the basis of third party
only, third party plus certain dam-
agecover(fire,theftandglassbreak-
age), or all risks. In March 2012 the
company said it had sold 285,000
policies and hoped to increase this
toonemillionbymid-2013.

Marketstructure
Both joint-stock companies and
mutuals are allowed to offer insur-
ance in France. Cross-ownership of
banksandinsurersisallowed,asare
holding company structures. The
market includes banking and finan-
cial groups, both national and for-
eign.Subsidiariesandbranchoffices
of foreign companies wrote 26% of
totalnon-lifepremiumsin2011.

There are two significant groups
of companies that historically have
provided a form of cover similar to
insurance under different legisla-
tion. These groups are mutual code
organisations and provident insti-
tutions,asdescribedbelow.

Historically, “Mutuelles 45” and
provident institutions enjoyed
operating advantages including an
exemption from premium taxes
and from compliance with EU
insurance directives. Following
pressure from the European Com-
mission, however, the French gov-
ernment introduced reforms that
provided for the insurance super-
visor to assume regulation of the
remaining Mutuelles 45 and provi-
dent institutions.
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Mutual insurers play a major
role in the French insurance mar-
ket. In addition to local or regional
insurers, there are a number of
mutuals that have been set up to
target specific sections of the
workforce such as teachers, the
self-employed, government
employees, taxi drivers, military
personnel and food processing
workers. Another important sec-
tor is the strong agricultural
mutual movement.

The Mutuelles 45 and provident
institutions are not involved with
the FFSA. The statistics of the
Mutuelles 45 and provident institu-
tionsarenot includedinourtables.

All insurance companies estab-
lished in France are subject to the
Insurance Code. Except for
branches of European Economic
Area (EEA) companies and the EEA
companieslicensedunderfreedom
to provide services, they are con-
trolled by the local supervisor, the
AutoritédeContrôlePrudentiel.

Distribution
The distribution of non-life busi-
ness continues to be dominated by
the general agents and mutuals,
but bancassurance grew to a share
of 11% in 2010 and 2011. The mar-
ket share of general agents is
decreasing as bancassurance’s
grows and has already fallen from
46% in the early 1990s to 34%. Bro-
kers have maintained a stable
shareofdistribution.

In 2008, following the expiry of a
several-year-long ban, the French
state-owned postal service began
to prepare for the distribution of
non-life insurance products. It is
expected to become a significant
force in mass risks such as house-
hold and motor. Products were
underwritten by its chosen partner
Groupama and launched in
December2010.

Reforms to the Insurance Code
were considered because of cer-
tain shortcomings. For example,
legal experts pointed out there is
no provision in the code for the
activities of wholesale insurance
brokers. This was subsequently
addressedbyself-regulationunder
a code of conduct.

Directhandling
The main force in direct client
relationships used to be the
activity of members of mutuals
association Gema, then known as
the “mutuals without intermediar-
ies” (mutuelles sans intermedi-
aires). These mutuals built up a
strong position with affinity
groups and employees in profes-
sions such as teaching, reaching

more than 30% of total sales includ-
ing half all motor insurance sales.
By2006,however,aleadingmutual
said one in four new motor insur-
ance sales was concluded by tele-
phone, rather than by face-to-face
discussion. Since 2009 mutuals
have been trying to maintain their
strong position and are also work-
ing on e-commerce as a more mod-
erndistributionmethod.

Insurers are continually looking
for new “white label” solutions
through which they provide the

expertise and underwriting for a
product sold under the name of an
affinity group or communal body.
One leading insurer estimates
such partnerships produce 75%
of its life business but less than 5%
of non-life.

Telesales and mailing are grow-
ing, particularly for motor insur-
ance. Direct insurance brokers
allow completion of online ques-
tionnaires and in some cases
immediate premium payment by
creditcard.

Some large supermarket groups
have distribution arrangements.
Carrefourhasajointventureinsurer
with MMA named Carma and sales
outlets in 220 stores throughout
France. The Casino and Auchan
groupshavesimilarfacilities.

Bancassurance
Bancassurance originated in
France in the 1970s, with life prod-
ucts being distributed through
banking outlets while the non-life
side was pioneered by Crédit
Mutuel selling non-life products to
its own employees. By 1993 more
than 50% of the total life premium
in France was collected by banks
and the post office and since 2008
thefigurehasbeen60%to61%.

Sales of non-life insurance by
this method began to grow in the
early 1990s. The principal covers
are household and motor. It is a
concentrated form of distribution
and Crédit Agricole (whose sales by
this method grew by nearly 9% in
2011) and ACM accounted for more
than 60% of non-life bancassur-
ance. The insurers’ association
says bancassurance accounted for
11% of total non-life sales by 2011,
although other information indi-
cates for domestic property alone it
was16%.

A market study released in early
2010 indicated individual banc-
assurers had very different rates
of cross-selling of non-life products
to life clients and success rates
varied between 10% and 40%. In
addition, an aggressive marketing
style with high initial penetration
seemed to lead quickly to loss of
businessonrenewal.

Agencies
Since the mid-1990s the number of
general agents has fallen from
23,000 to some 12,000 in 2011,
employing 30,000 staff. More than
half this number have taken
advantage of the rule that permits
them to have a supplementary
activity as a broker. There is now
greater emphasis on life products
than before. The non-life market
share of these agents was 35% in
the years 2004 to 2009 but 34% in
2010andin2011.

The status of the tied agents
allows them to sell the products of
more than one company and
makes their role closer to that of a
broker. Legislation from 2005
required tied agents to purchase
professional liability insurance.

Insurancebrokers
There were close to 2,800 compa-
nies including all the small inde-
pendent brokers, with 20,000

registered individuals (thousands
of whom mainly act as agents or
are inactive) in 2011. A different
breakdown was given by a report
in 2012: there were estimated to be
9,000 brokers plus up to 4,000 com-
panies that act as both general
agentandbroker.

On January 1, 2006 two rival
organisations merged to form the
Chambre Syndicale des Courtiers
d’Assurances (CSCA). The CSCA
represents all the large and
medium-sized brokers and
also has a large number of the
smaller brokers among its 1,000
members. In 2012 the CSCA said
it wanted to increase its member-
ship to 3,000 or one-third of all
brokers. In February 2008 a new
organisation, known as Syndicat
10, was formed to represent whole-
salebrokers.

The majority of the business
handled by brokers in France is
domestic, but some brokers are
enlarging their operations into
sectors such as health claims
administration, risk management,
insurance engineering and risk
prevention, captive handling,
insurance consultancy on a fee
basis and reinsurance. Broking
business remains orientated
towards commercial and group
business, with more than 75% of
premium income handled in
respect of business risks. Some
companies, however, are active in
individual lifeandhealthbusiness.

There are close to 20 French
broking groups working overseas.
French brokers attract more than
€750m in foreign premium income
intotheFrenchinsurancemarket.

In 2011 there were more than 20
wholesale brokers, with a turn-
over of €700m. The largest was
April group of Lyon, which domi-
nated the sector with more than
half the total. The next largest
were Alptis of Lyon and Solly Azar
of Paris, each with a turnover of
more than €60m.n

Thisarticle isbasedonmaterial
suppliedbyAxcoInsurance
InformationServices
(www.axcoinfo.com).Axcoisa
leadinginsurancemarketresearch
organisationandwebpublisherthat
providesmarketreportsand
statisticsonmorethan160countries.
Thefieldresearchteamsdeliver
regularupdatesonallaspectsof
non-life (property/casualty)andlife
andbenefitsmarketsincluding
regulationandcompliance,
marketconditions,hazards,
reinsurance,marketbackgrounds
andbusinessdirectories.

Thisarticle isbasedonmaterial
suppliedbyAxcoInsurance
InformationServices
(www.axcoinfo.com).Axcoisa
leadinginsurancemarketresearch
organisationandwebpublisherthat
providesmarketreportsand
statisticsonmorethan160countries.
Thefieldresearchteamsdeliver
regularupdatesonallaspectsof
non-life (property/casualty)andlife
andbenefitsmarketsincluding
regulationandcompliance,
marketconditions,hazards,
reinsurance,marketbackgrounds
andbusinessdirectories.

Boston explosions
Insight intotheimpactof themarathonexplosionsandriskoutlook

8

TECHNOLOGYFOCUS
www.insuranceday.com|Wednesday 17 April 2013

Knowwhat
youmean
Big data is a big subject. But get-
ting value from this latest trend in
technology means zeroing in on
where big data can make a differ-
ence inthebusiness.

All else being equal, the more
data an organisation has, the
smarter it is and the more
effectively it performs. However,
data that isn’t accessible or
commensurable is just noise. To
make data usable, we need
context. In short, we need to
know what it means before we
canlearnfromit.

This is why, in the era of big
data, data standards are even
more important than they have
always been. In order to get the
types of insights surveyed by
our guest columnist Anthony
Duffy, you need a management
model that ensures meaningful
results. That is just one of the vital
rolesofstandards.

Is big data one of those techno-
waves that is safe to ride out? I
don’t think so. Business is an
arms race and failure to match
the analytic savvy of competitors
wouldbeunwise.

There will always be a need
for curve-ball creativity in our
industry, but the more we
base our activities on sound
knowledge, the less risky
innovationwillbe.

And,asDuffypointsout, it isnot
just your competitors who are
using big data to get smarter. Big
data can give consumers greater
powertoo.n

GregoryMaciag ispresident
andchiefexecutiveofACORD.
Hecanbereachedat
gmaciag@acord.org.

Big data: Fad or future?

Big data has three central
elements: data analytics,
the process by which
data is collected,

cleaned, analysed and modelled so
as to derive useful information; the
networks and IT hardware that
underpin the process; and the stor-
age systems in which collected data
is be deposited. It is at the front end
of this chain – data analytics –
where real insight can be gained,
offering a new understanding by
which business issues can be revis-
itedandaddressedin afreshway.

Theoceanofdata
It is no small challenge to take full
advantage of the vast amount of
data now being produced, partic-
ularly via the accelerating use of
computers and mobile phones.
Much of this data – and perhaps
the most valuable – is unstruc-
tured, stemming from sources
such as video, social media,
search histories and blogs. These
are easy for humans to under-
stand in isolation, but much
harder for computers to analyse
en masse. One of the main chal-
lenges for the analytics commu-
nity is to find ways to identify and
extract the value from this deep-
ening ocean of data.

But it can be done. Analysis of
big data is already being used to
rebuild customer relationships,
drive growth and manage costs.
Companies such as Amazon and
Google have built their operations
by pioneering the collection and
use of data. Retailers are now
using data feeds to “mood map”
how their company and its prod-
ucts are seen by the public. Tar-
geted customer programmes have
proliferated, with Tesco showing
via its Clubcard programme how
loyaltycangenerategrowth.T-Mo-
bile USA reportedly halved cus-
tomer defections in one quarter by
using big data to understand cus-
tomer motivations.

Typesofopportunity
The insurance industry is rightly
keen to exploit this new world too.

At Fujitsu, we believe opportuni-
ties lie in threeareas:
l Creatingnewopportunitiestoseg-

ment the customer base, thereby
improving ways to offer products
whichbalancepriceandrisk;

l Reducing claims costs, by pro-
viding insurance companies
with insights which help them
focus enquiry resource in areas
of interest;and

l Strengthening and accelerating
decision-making throughout the
organisation – from developing
propositions for selected cus-
tomersegmentsandspeedierand
targetedclaimsmanagement.

Bigdataforpersonal lines
Different opportunities exist in
separate lines of business. Within
personal lines, big data can be par-
ticularlyhelpful in:
l Determining pricing. Some

insurers already offer reduced
car insurance premiums for
drivers prepared to install a
telematics device. Some Ameri-
can insurers reportedly evalu-
ate customer foreign travel
patterns, as those who go abroad
have been found to be, on aver-
age,healthier ;

l Improving fraud detection,
through the capture and analysis
ofunstructuredclaimsdata;

l Link analysis works by identify-
ing claims that at first sight
appearunrelated–forexample,a

garage undertaking an unduly
largenumberofcarrepairs;

l Further opportunities might also
lie in reducing the number of
false positives and in addressing
claimfrequencyandsize;

l Enhancing processing and
translating this into better cus-
tomer service. Where big data
techniquessuggest, forexample,
no suspicion of fraud, claims can
befast-tracked;and

l Subrogation, where potential
cases can be identified, scored
and categorised earlier in the
claimcycle.

Commercial linesdrivers
Within commercial lines of busi-
ness, data analytics offers the
opportunity to improve under-
standing of the performance of the
business.

The need for straight- through
processing and the identification
and evaluation of potential litiga-
tion claims are just as strong in
commercial lines as personal.
However, other opportunities also
exist,not leastenhancedpredictive
modelling and monitoring of
actual experience against pre-
dictedresults.

Takeit fromhere
Not everything arising from the
data revolution will benefit the
industry. In particular, revenue is
likely to come under greater pres-
sure, particularly in personal lines.
As more data becomes available to
consumers – via an enhanced, tar-
geted service offered by aggrega-
tors for instance – price
transparency will increase. It will
become easier for consumers to
find the products they want at
lower prices, perhaps resulting in
lowermargins.

Big data is more than just tech-
nology hype. But its promise can
only be fulfilled if strategy is imple-
mented efficiently and effectively.
Insurance organisations should
start small, evaluating the applica-
tion of data analysis to their partic-
ular operations and only then
expanding its use. The value of big
data is maximised when focused
onveryspecificbusinessissues–be
it those that help deepen the cus-
tomer relationship or those which
help the organisation manage its
riskandcostprofiles.n

Isbigdatajustabuzzword–ordoesitofferrealopportunitiesfortheindustry?

Anthony Duffy,
retail financial
business specialist
Fujitsu, UK & Ireland

Big data is more than
just technology hype.
But its promise can only
be fulfilled if strategy 
is implemented
efficiently and
effectively. Insurance
organisations should
start small, evaluating
the application of data
analysis to their
particular operations
and only then
expanding its use
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