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Dr. Patrick Chin is a seasoned professional with over two decades of
expertise spanning behavioral and consumer insights, 360 marketing,
digital, data analytics and branding. His entrepreneurial ventures in
ecommerce, AI, web3 blockchains and digital transformation startups
reflect his dynamic approach. Equipped with a background as a trained
data scientist and an award-winning AI record, Dr. Chin embodies a true
data-driven marketing and business professional. His diverse skill set
includes strategic thinking, brand and marketing, AI and analytics,
feasibility studies, AI applications, and leadership.

Notably, he holds a Doctorate in Business from UniSa, Master of Science
in Statistics from the National University of Singapore and has pursued
various other qualifications from renowned institutions like Harvard
Business School and MIT Sloan School of Management. Dr. Chin's
impressive career includes pivotal roles at reputable organizations such as
Sompo and MetLife, where he spearheaded significant growth and digital
and data innovation. With a track record of driving results through data-
driven strategies, he stands as a forward-thinking digital evangelist and a
leader in the field of marketing, digital and data analytics. Some of his
clients include Sompo, Intercontinental Hotels Group, OCBC Bank,
Mastercard, SIA, National University of Singapore Medical School various
Web3 companies and agencies.

Chief Digital Officer
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Six Building Blocks of Digital Transformation

Strategy and Innovation

Focus on future value and drive fueled 

by experimentation

Technology

2-Speed IT to support core functions 

and rapid development

Process Automation

Reinvented processes and customer journeys 

through automation and agile processes

Customer Decision Journey

Deep analysis and ethnographic research to understand how 

and why customers make decisions

Data Analytics

Usable and relevant customer analytics 

tied to goals and strategies

Organization

Agile, flexible, and collaborative processes and 

capabilities that follow strategy
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An engine of startups, a house of specialists that helps brands 
actively seek and enrich customer’s lives through great 

customer experiences. 

Wholly Owned Partner

Coming in Jan 2024

Coming in Mar 2024
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LET'S
CREATE
SOMETHING
DIFFERENT.
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Innovating New 
Business Models 
remains a priority…

In a 2022 McKinsey survey, 24 

percent of insurers named 

business building as their top 

priority and 65 percent saw it as 

one of their top three priorities, up 

from just 27 percent in 2017…
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The struggle to 
remain relevant…
While the replication of analog models with 

an online focus has become a common 

trend among recently launched insurance 

businesses, it is important to note that such 

an approach may not be adequate for future 

innovation. Despite its prevalence, relying 

solely on digital replication is becoming the 

norm rather than a differentiator for 

emerging business models.
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Given that digitalization alone is no 
longer a differentiator, insurers need 
to look elsewhere for their 
competitive edge...
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New and rising risks:

Helping clients in markets that are becoming hard to insure 
due to new and growing risks is a challenge – eg
cybersecurity, scam or IP. Safeguarding clients in the 
intangible economy is a major concern.
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Underserved segments:

The growth in underinsured populations, particularly within 
the expanding gig economy, creates opportunities for 
innovative insurance solutions. The need for flexible, portable 
policies to ease transitions between jobs is evident. 
Underserved segments, including specific sectors like health, 
present avenues for targeted insurance offerings.

Also applicable to banking too
12
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Lagging CX:

Challenging the common perception of insurance as a low-
engagement category, leading firms are demonstrating that 
superior customer experience can inspire loyalty and attract 
new customers frustrated by their experiences with their 
current carriers.

Also applicable to banking too
13
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A TYPICAL INSURANCE CUSTOMER JOURNEY MAP
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A TYPICAL INSURANCE CUSTOMER JOURNEY MAP
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Streamlining Claim Submissions:

Leveraging blockchains with smart contracts 
for low-cost handling of consumer claims.

Automation of underwriting and claims 
handling based on predefined rules and 
reliable data sources.

Triggering and processing payouts upon 
claim submission, using verified databases 
and intelligent rules, including social media 
profiles.
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A TYPICAL INSURANCE CUSTOMER JOURNEY MAP

Product 
purchase

Submit
Claim

Claim
Fraud 
issues

Customer 
support

Loyalty
Engagement

DECISION SERVICE ADVOCACY

2024-2028

Industry Sharing of Claims Data On Chain 
To Counter Fraud:

In essence, adopting an industry standard for 
sharing encrypted claims records creates a 
united front against fraudulent activities. 

It empowers insurance companies with a 
more robust and interconnected defense
mechanism, ultimately safeguarding the 
industry and its stakeholders from the 
detrimental effects of fraud.
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Customer Retention Through Web3 
Blockchain Loyalty Platforms:

Blockchain plays a pivotal role in customer 
retention through interoperable loyalty 
programs, promoting seamless token
exchange across various initiatives. 

This not only eliminates program silos but 
fosters collaboration among providers. 
Additionally, blockchain empowers insurers 
to grasp real-time customer preferences, 
fostering a consent-driven and customer-
centric approach.
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LET’S
CONNECT
THANK YOU


