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The world has been lately influenced by the occurrence of 

unexpected and outlier events with unpredictable results, such as 

the Covid-19 pandemic and a war in Europe, whose effects have 

revealed multiple weaknesses of the global economic world.

We are witnessing a disruptive worldwide change in the 

geopolitical, economic and lifestyle model, reshaping the society 

from globalisation to protectionism and from a physical to a digital 

mindset. Maintaining supply chains, preserving the environment, 

understanding new population needs and facing digital threats 

represent some of the dynamics causing a number of vulnerabilities 

for our global landscape. In such an evolving world, the ability to 

think proactively, out of the box, adapting risk assessments and 

planned management actions will become a must to reach a 

suitable level of preparation for understanding and managing the 

challenges of the future. 

Emerging risks are difficult to quantify, due to their long-term 

implications and uncertain development over time. Nevertheless, 

an adequate identification and assessment are crucial considering 

their potential to evolve into future threats. By providing a view on 

future risks that could impact the Group risk profile, this Booklet 

aims at giving valuable insights for their prompt and proper 

management. 

FOREWORD

The document, which leverages on Generali “Lifetime Partner 

24: Driving Growth” strategy, is the result of professional views 

collected from the whole Generali Group. As provided in the Group 

Own Risk and Solvency Assessment the main emerging risks able 

to reshape the future business environment are Geopolitical 

instability, Climate change and natural disasters, Digitalisation, 

Demographics and social changes. 

The identified emerging risks are first presented in a brief summary 

and, afterwards, are each described in a dedicated page, that 

also considers their connection with Environmental Social and 

Governance (ESG) matters.

Hope the reading provides new insight on the way Generali is 

getting ready for the future, 

Group CRO

Generali Group
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HOW TO READ 

THE BOOKLET
Details on each emerging risk are presented in a dedicated 

page through the dimensions explained in the following table

Description of what the risk means

Examples 

Relevant 

strategic 

objectives

Assessment

ESG factor(s)

Strategic 

management 

actions 

Connection with Group Materiality Matrix, which identifies the 

most relevant Environmental, Social and Governance factors, on 

which the Group focuses its strategies and actions to protect its 

ability to create lasting value for all stakeholders

The level of concern of the risk for Generali Group, based on the 

perceived vulnerability and timeframe, are distinguished in:

It is based on expert judgement, relying on risk professionals within 

the Group, main Business Functions and a set of external references 

including the Global Risks Report of the World Economic Forum and 

the ERI Risk Radar of the European CRO Forum. 

The trend in respect to previous year assessment is also provided

Selected non exhaustive examples within the insurance market

Strategic pillars and levers based on Generali “Lifetime Partner 

24: Driving Growth” Group Strategy

Strategic pillars in bold and the listed levers represent the ones 

related to the specific risk analysed

Actions, part of the Generali Group Strategy “Lifetime Partner 24: 

Driving Growth”, that could be put in place to manage the risk

L E V E L  O F 

C O N C E R N

HIGH CONCERN ACTIVE CONCERN INITIAL CONCERN
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GEOPOLITICAL INSTABILITY

A VULNERABLE 

WORLD
“Geopolitical instability” depicts a global landscape characterized by 

increasing protectionism, violent unrests, terrorist attacks, social inequalities 

and populism. 

These can in turn lead to business interruptions, supply chain failures, trade 

wars and migration accelerating economic and social divides and causing 

financial turmoil. Other implications, such as pressure on commodity prices 

and increased unemployment rates, may take longer to manifest but can 

further accelerate market and social unrest and reduce trust in financial 

markets. 

In the past two years, two events have exacerbated the geopolitical 

instability namely the Covid-19 pandemic and Russia’s invasion of Ukraine. 

During the pandemic crisis, for example, the combination of an increasing 

demand for key pharmaceuticals and technological devices with trade 

restrictions and limitations has manifested in supply chain issues. 

As the global economy was recovering from the Covid-19 threat, Russia’s 

invasion of Ukraine has hindered the recovery. The military conflict in 

addition to the enormous humanitarian crisis, has caused financial, 

economic and social impacts. These include, respectively, increased 

uncertainty in financial markets and inflation, a sharp rise in the commodity 

prices raising the fear of new supply disruptions, and increasing fear 

of global war. Also, financial institutions have to comply with tighter 

international sanctions implemented at European and global level.

The resulting geopolitical landscape hence appears more fragile, with 

international cooperation and globalisation being at risk, leading to 

increasing vulnerabilities in the economic and financial systems. 

H I G H 

C O N C E R N

Examples 
- Risk of increased market turmoil and financial market volatility

- Economic growth slowdown

- Pressure on supply chains and business interruptions 

- Geopolitical and trade tensions between US, Russia and China 

 impacting global and European GDP 

- Mass migration issues in Europe putting at risk the common EU 

 countries’ vision

- Conflicts, such as Russia’s invasion of Ukraine, putting global 

 stability and growth at risk 

Relevant 

strategic 

objectives

Strategic Pillars (and Levers): 

- Drive Sustainable Growth (Boost P&C revenues and maintain 

 best-in-class technical margins; Grow capital light business, 

 technical profits and ESG product range; Underpin growth with 

 effective cost management)

- Enhance Earnings Profile (Improve Life business profile and 

 profitability; Redeploy capital to profitable growth initiatives; 

 Develop Asset Management franchise further)

- Lead Innovation

Assessment No change from last yearHIGH CONCERN

ESG factor(s) - Geopolitical and financial instability

Environmental Social Governance

- Reinforce leadership in Europe and strengthen presence in 

 selected Asian markets

- Drive Unit Linked business volumes and further internalize 

 margins

- Boost protection as a de-risking tool for investment solutions

- Focus investments in Asia and fee businesses

- Enhance strategic asset allocation, integrate ESG and leverage 

 real asset platform to improve returns

- The Human Safety Net - A social innovation hub powered by 

 Generali’s skills, networks and solutions to create social impact, 

 supporting the most vulnerable groups in unlocking their potential

Strategic 

management 

actions 
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CLIMATE CHANGE AND NATURAL DISASTERS 

PLANET EARTH
SPACESHIP ROUTE
Climate change risk arises from the increase in greenhouse gas emissions, 

causing progressive global warming, which in turn leads to the occurrence of 

catastrophic events. Climate change risk also emanates from political, market 

and technological changes that aim to reduce these emissions. 

The climate change risk impact can be split in two perspectives: Outside-In (or 

incurred risk) related to the impacts of climate change on the Group, in particular 

on the value of the investments and on the profitability of services and products 

provided as well as insured losses, and Inside-Out (or generated risk) related 

to the impacts that the Group generates through its operating activities and, 

indirectly, through investments and services and products provided.

The potential impacts are due to the worsening of extreme weather events and 

chronic climate trends, deriving from global warming also referred to as physical 

risk, and the tightening of climate regulations, the introduction of new “greener” 

technologies, and the shift in consumer preferences as well as socio-economic 

changes also referred to as transition risk. Expected impacts for transition risk are 

already observable in the short and medium-term, while for physical risk also a 

longer time span is considered. 

During Covid-19 lockdown, emissions plummeted but soon after, their raising 

trajectory resumed faster than the average of the last decade, proving how the 

global economy is still fossil-fuel dependent. Uncertainty is spurred also from the 

recent conflict. The International Energy Agency observed that in response to the 

Russian invasion of Ukraine, many European Union countries announced plans 

to accelerate renewables deployment aimed at reducing their dependence on 

natural gas imports from Russia. However, such climate focus may be slackened 

by the call for more oil and gas drilling and the fire up of old coal power plants, 

that challenges its emissions reduction target. 

For further details, please refer to Annual Integrated Report and Consolidated 

Financial Statements 2021 pp.31-36 (https://www.generali.com/investors/reports-

and-presentations/report-archive) where results are based on RCP 2.6, RCP 4.5 

and RCP 8.5 for physical risks and IEA NZE 2050 and IEA STEPS for transition risk.

H I G H 

C O N C E R N

Examples 
- Depreciation or stranding of assets not meeting transition 

 requirements (e.g. coal, oil, and other CO2 intensive sectors)

- Physical damage to own and insured assets, due to 

 increasing frequency and severity of climate events (e.g. 

 floods, windstorms)

- Increased cost for reinsurance for vulnerable assets and 

 climate events 

- Decrease in value of buildings in coastal areas and generally 

 for assets highly exposed to physical risks 

- Reputational risks deriving from business relationship with 

 carbon intensive companies

Relevant 

strategic 

objectives

Strategic Pillars (and Levers): 

- Drive Sustainable Growth (Boost P&C revenues and maintain 

 best-in-class technical margins)

- Enhance Earnings Profile (Improve Life business profile and 

 profitability)

- Lead Innovation 

Assessment No change from last year HIGH CONCERN

ESG factor(s) - Climate change

- Pandemics and extreme events

Environmental Social Governance

- Expand ESG solutions proposition

- Enhance strategic asset allocation, integrate ESG and leverage 

 real asset platform to improve returns

- Leverage new data capabilities to improve technical leadership 

 and offer value-added services through digital ecosystems

- Integrate ESG and climate risks in asset selection 

- 2050 Carbon Neutral investment portfolio with an interim goal of 

 25% carbon footprint reduction, by 2024 

- 2050 Carbon Neutral insurance portfolio

- Develop powerful and sustainable innovation engine to support 

 future growth

Strategic 

management 

actions 
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DIGITALISATION 

A DIGITAL 
RETHINKING
Digitalisation is pervasive with increasing reliance on digital data and 

platforms and the massive use of big data in all economic sectors. The 

main risk deriving from this trend is cyber threat, including terrorist attacks 

on computer systems. Cyber threats can lead to operational, legal and 

reputational losses, requiring more effective cyber security and, consequently, 

a higher demand for insurance coverages.

 

The digital acceleration also exacerbates the already observed digital gap 

affecting the more vulnerable part of the population, those with a low socio-

economic status, disconnected geographical locations, and workers that need 

to be upskilled and reskilled. Even if a more digital and automated work may 

lead to a reduction in physical injuries, it also has the potential to exacerbate 

the level of stress on people, in addition to the reduction of workforce in a 

digitalized world.

The shift to digital can evolve even more rapidly than expected, as shown 

by the Covid-19 experience that has accelerated the adoption of innovative 

technologies, working and learning practices in remote and hybrid 

environments. More frequent and severe cyber attacks are also spreading 

following Russia’s invasion of Ukraine, potentially leading to unavailability of 

critical systems, disruption of IT infrastructures and manipulation/destruction 

of key data. 

When looking at the adoption of more digital solutions in people’s lifestyles, 

one of the most visible phenomena is the Internet of Things in terms of 

domotics and medical devices such as wearables, posing a number of 

questions around data ownership, liability and broader health and social 

implications. Finally, data reliability needs to be carefully assessed, to avoid 

misinformation linked to the broad and uncontrolled use of social media and, 

in general, to the access to unreliable sources. 

In parallel, the strategic risk of not adopting advanced technologies and of not 

capturing the opportunities of big data, for example in pricing, underwriting 

and developing new products represents a significant challenge for insurers. 

H I G H 

C O N C E R N

Examples 
- Cyber threat of sensitive data theft 

- IT systems breakdown and connection interruption

- Missed opportunity to develop new products or to leverage on 

 new technologies

- Evolving underwriting practices in digitalised environment to 

 identify new insurable risks

Relevant 

strategic 

objectives

Strategic Pillars (and Levers): 

- Drive Sustainable Growth (Boost P&C revenues and maintain 

 best-in-class technical margins; Underpin growth with 

 effective cost management)

- Enhance Earnings Profile

- Lead Innovation (Increase customer value through Lifetime 

 Partner advisory model; Accelerate innovation as a data-

 driven company; Achieve additional operating efficiency by 

 scaling automation and technology)

Assessment No change from last yearHIGH CONCERN

ESG factor(s)

Environmental Social Governance

- Increase customer value by scaling digitally-enabled advisory model

- Leverage new data capabilities to improve technical leadership and 

 offer value-added services through digital ecosystems

- Reduce costs through digitization, core process automation and 

 shared platforms

- Develop powerful and sustainable innovation engine to support 

 future growth

- Ensure Group security through cyber and infrastructure 

 harmonization

- Invest in digital and strategic skills placing people at the heart of  our 

 transformation

- Unleash the power of data capturing opportunities from IoT, 5G and AI

Strategic 

management 

actions 

- Digital revolution and cybersecurity

- Changing nature of work

- Urbanization

- Unmediated access to information
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DEMOGRAPHICS AND SOCIAL CHANGES

YOUNG AT HEART 

IN AN AGEING 
WORLD
Demography, although traditionally considered a well understood actuarial 

science, poses new challenges with the evolving social landscape. 

Notwithstanding the recent negative impact of Covid-19 on life expectancy, the 

population pyramid in most developed countries is reshaping towards a higher 

percentage of old people. The current workforce is hence increasingly squeezed 

between work, and care for elderly and children, with proportion of the latter 

getting smaller over time. 

Younger generations are developing different priorities compared to their parents 

and grandparents. They are more interested in digital products, increasingly 

conscious of environmental and social matters, whilst taking care of their future 

in a less stable and more flexible working environment. Society is also increasingly 

divided due to income polarization, which also reveals intergenerational gaps.

The main challenge for insurers is to adequately meet these evolving and different 

needs. For example, as the ageing population puts pressure on public budgets, 

long-term care programs, healthcare and pension propositions need to be 

rethought. At the same time, attractive products should be developed for younger 

customers in line with their priorities. 

Unpredictable events may rapidly lead to demographic and social changes, 

hence requiring the financial and insurance industry to rapidly adapt. A 

clear example is the Covid-19 pandemic, with its health, social and economic 

implications. Not only have the older segments of the population been 

significantly hit by the virus, but society as a whole has deeply changed and some 

behaviours, such as mobility, may not return to the pre-pandemic situation. 

Lastly, the impacts of Russia’s invasion of Ukraine, even if still ongoing, are already 

visible not only in terms of people lives but also of large scale migration. What is 

still unknown is how the conflict will develop and what long-term implications it 

will have.

H I G H 

C O N C E R N

Examples 
- Underwriting risks related to underestimating longevity risk, 

 annuities’ pricing

- Risks related to healthy ageing and long term care products

- Risk of not having attractive products for new younger 

 customers

- Risk of decline of some relevant geographies’ earnings growth 

 in the mid-term due to negative demographic trends

- Redefinition of geographical presence and portfolio balancing 

 to capture demographic/social needs

Relevant 

strategic 

objectives

Strategic Pillars (and Levers): 

- Drive Sustainable Growth (Boost P&C revenues and maintain 

 best-in-class technical margins; Grow capital light business, 

 technical profits and ESG product range)

- Enhance Earnings Profile (Improve Life business profile and 

 profitability; Redeploy capital to profitable growth initiatives)

- Lead Innovation (Increase customer value through Lifetime 

 Partner advisory model)

Assessment No change from last yearHIGH CONCERN

ESG factor(s) - Ageing and new welfare

- Increasing inequalities

- Migrations and new households

- Urbanisation

- Women and minorities inclusion

Environmental Social Governance

- Seize growth opportunities offered by health protection gap 

 thanks to our leadership in core markets

- Expand ESG solutions proposition

- Increase customer value by scaling digitally-enabled advisory 

 model

- Personalized value propositions enriched with service ecosystem 

 to prevent and assist

- The Human Safety Net - A social innovation hub powered by 

 Generali’s skills, networks and solutions to create social impact, 

 supporting the most vulnerable groups in unlocking their potential

Strategic 

management 

actions 
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PANDEMICS & ANTIMICROBIAL RESISTANCE

NOT ONLY 

COVID
Pandemics, defined as a globally spread infectious disease and 

antimicrobial resistance, making medicine less effective, are growing 

concerns in a fast and connected world. Changes in lifestyle such 

as drug abuse and increased stress levels, together with increased 

mobility and evolving natural environment, may provide ideal 

conditions for infection and disease transmission. 

As seen with the Covid-19 experience, pandemics may have a 

devastating impact on economies, specific business sectors 

and society as a whole, requiring a rapid response. This must be 

supported by medical innovations, changes in the healthcare system 

as well as overall people and authorities’ preparedness. 

Moreover, pandemics can lead to other second-order effects. For 

example, since the beginning of the Covid-19 pandemic, mental 

disorders have been increasingly observed leading to a broader 

consumption of pharmaceuticals, especially anxiolytics. In parallel, 

the delays of medical screening have led to a higher amount of late 

diagnoses leading to long-term illnesses.

In this context, insurers are called to provide coverage and 

assistance to support in emergencies, even though it might be 

challenging to keep up with the rapid increase in customer demand, 

given the operational difficulties hitting the financial sector as well 

and the need for specific products features for such emergencies.

Examples 
- Claims costs and operational challenges with increasing illness 

 and mortality

- Increasing costs for health products, especially in areas which 

 are more exposed to pandemic risk with lower level of health 

 services

- Risks related to business continuity, employees relations and 

 workplace safety

Relevant 

strategic 

objectives

Strategic Pillars (and Levers): 

- Drive Sustainable Growth (Boost P&C revenues and maintain 

 best-in-class technical margins; Grow capital light business, 

 technical profits and ESG product range; Underpin growth with 

 effective cost management)

- Enhance Earnings Profile (Improve Life business profile and 

 profitability, Develop asset management franchise further)

- Lead Innovation (Increase customer value through Lifetime 

 Partner advisory model)

Assessment No change from last yearACTIVE CONCERN

ESG factor(s) - Pandemics and extreme events

- Change in healthcare

- Geopolitical & Financial instability

Environmental Social Governance

- Seize growth opportunities offered by health protection gap 

 thanks to our leadership in core markets

- Reward healthy customer behaviour, countering key drivers of 

 major diseases

- Evolve traditional telemedicine into “doctor in your hands” service

- Expand ESG solutions proposition

Strategic 

management 

actions 

A C T I V E 

C O N C E R N
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AUTONOMOUS MACHINES AND NEW MOBILITY

ARE HUMANS 

STILL IN THE 
DRIVER’S SEAT?
Most visible example of autonomous machines are driverless cars, already 

used in some parts of the world, where specific laws were introduced to 

regulate the new transport and define responsibilities in case of accidents. 

Also in Europe, some preliminary laws were issued to take into account 

this innovation. Public transport has already adopted some autonomous 

vehicles, for example, the most recent underground lines in Paris and Milan. 

The impact on the current motor insurance market is expected to affect 

both products and clients. In particular, it is expected to shift current 

Motor Third Party Liability (MTPL) from the driver to the producer hence to 

a B2B business. In the period of the transition to autonomous vehicles also 

sensors-based devices are expected to be used and risks may arise from 

the simultaneous presence of autonomous and traditional vehicles and their 

different behaviour on the roads. Also, reparation costs could be higher with 

increasing levels of vehicle sophistication. 

New mobility is also driven by shared solutions even though growing at a 

slower pace than forecasted after the pandemic. 

Besides transportation, industries are more and more impacted by the use 

of autonomous machines such as in logistics or heavy jobs like mining or 

farming where human labour is being substituted by robots and workers 

supervise the overall process. The new tasks require specialised personnel 

able to manage, for example, coding errors.

Autonomous machines can be used more and more in other sectors, from 

healthcare and robot surgery to military equipment, this latter representing 

a severe threat to populations in case of conflict.  

Our houses and cities are increasingly connected through domotics 

and computers, with increasing autonomy levels in sanitary devices and 

increasing automation of household appliances. 

Examples 
- Cyber and cyber terrorism risk on autonomous vehicles 

- Shift from B2C to B2B2C liability insurance

- New risks/opportunities from autonomous health devices

- New operating model for insurance losses detection

Relevant 

strategic 

objectives

Strategic Pillars (and Levers): 

- Drive Sustainable Growth (Boost P&C revenues and maintain 

 best-in-class technical margins)

- Enhance Earnings Profile

- Lead Innovation (Increase customer value through Lifetime 

 Partner advisory model; Accelerate innovation as a data-

 driven company)

Assessment No change from last year

ESG factor(s) - Digital revolution and cybersecurity

- Resource scarcity and sharing economy

Environmental Social Governance

- Develop powerful and sustainable innovation engine to support 

 future growth 

- Invest in digital and strategic skills placing people at the heart of 

 our transformation

- Reduce costs through digitization, core process automation and 

 shared platforms

- Leverage new data capabilities to improve technical leadership 

 and offer value-added services through digital ecosystems

Strategic 

management 

actions 

A C T I V E 

C O N C E R N

ACTIVE CONCERN
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ARTIFICIAL INTELLIGENCE (AI) & SMART AUTOMATION

MACHINE 
ALMIGHTY
Artificial Intelligence (AI) and in general cognitive computing 

techniques, even though at an initial stage, are entering into most 

facets of society, from finance, to industry and medicine. There 

are machines able to learn, accumulate information at a great 

speed and to solve problems that up to now only human beings 

were able to manage. Investments and time are needed to develop 

and industrialize tools and manage adequate controls, with an 

expected disruptive impact on operations. 

Smart automation and the use of robots can significantly reduce 

labour and production costs, posing at the same time an increasing 

concern on unemployment and related social implications. 

Notwithstanding the cost efficiency, further risks may also arise 

from replicated errors in the processes, or inadequate use of data, 

therefore it is crucial to implement appropriate controls performed 

by humans. 

Ethical implications can derive not only from increasing 

unemployment caused by the replacement of human workers 

with robots and machines but also from data protection matters, 

with relevant reputational risks especially in case of sensitive data 

management. 

Examples 
- Strategic risk of inadequate use of big data and AI in asset 

 management or underwriting processes

- Strategic risk related to new customers’ expectations from 

 robot advice and assistance

- Reputational risks related to human resources being at risk of 

 unemployment

Relevant 

strategic 

objectives

Strategic Pillars (and Levers): 

- Drive Sustainable Growth (Boost P&C revenues and maintain 

 best-in-class technical margins; Underpin growth with 

 effective cost management)

- Enhance Earnings Profile (Develop asset management 

 franchise further)

- Lead Innovation (Increase customer value through Lifetime 

 Partner advisory model; Accelerate innovation as a data-

 driven company; Achieve additional operating efficiency by 

 scaling automation and technology)

Assessment No change from last year

ESG factor(s) - Digital revolution and cybersecurity

- Changing nature of work

Environmental Social Governance

- Develop powerful and sustainable innovation engine to support 

 future growth

- Optimize further claims management using Artificial Intelligence

- Reduce costs through digitization, core process automation and 

 shared platforms

- Invest in digital and strategic skills placing people at the heart of 

 our transformation

- Ensure Group security through cyber and infrastructure 

 harmonization

- Improve operational efficiencies & minimize customer effort at 

 every step 

- Unleash the power of data capturing opportunities from IoT, 5G 

 and AI

Strategic 

management 

actions 

ACTIVE CONCERN

A C T I V E 

C O N C E R N
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LIFESTYLE DEVELOPMENTS & MEDICAL ADVANCES

HEALTHIER, 
STRESSED OR 

ADDICTED
Lifestyles have changed in recent years, with the exacerbation of a 

number of phenomena such as lack of sleep, smart and other drugs 

abuse, electronic cigarettes, obesity, malnutrition, sedentary habits, 

mental illness and, on the other side, increased perception of the 

importance of wellbeing. This latter relies on a number of medical 

devices that enable people to have a deeper understanding of their 

lifestyle and habits.

Medicine is for example rapidly evolving, leveraging both on 

research and technologies such as automated diagnoses, robots, 

nanotechnology, telemedicine and Artificial Intelligence. However, it 

is worth noting that there are developing health hazards to be still 

fully understood, such as human body exposure to small particles and 

dangerous chemicals as, for example, microplastics and endocrine 

disruptors.

Insurers can play an important role in contributing to people’s lifestyle by 

offering products aimed at promoting healthy behaviours, for example 

by encouraging sport, improving diet monitoring and reduction of 

alcohol consumption or smoking prevalence.

Insurers need to keep life products updated, both in terms of services 

offered and coverages, taking into account the improvements in 

medicine together with the new risks deriving from evolving medical 

practices. Additionally, other risks arise from the management of 

sensitive personal data. 

Examples 
- Digitalisation, social media and IoT allow customers to be 

 better informed on healthcare and related insurance 

 assistance while posing data protection issues

- Insurance products increasingly promoting health, wellbeing 

 and quality of life

- Artificial Intelligence to detect diseases earlier and guide  

 diagnosis and early treatment

- Increased reliability of data used for pricing

- Insurability and ethical considerations with reputational 

 impacts

Relevant 

strategic 

objectives

Strategic Pillars (and Levers): 

- Drive Sustainable Growth (Boost P&C revenues and maintain 

 best-in-class technical margins; Grow capital light business, 

 technical profits and ESG product range)

- Enhance Earnings Profile (Improve Life business profile and 

 profitability)

- Lead Innovation (Increase customer value through Lifetime 

 Partner advisory model; Accelerate innovation as a data-

 driven company)

Assessment No change from last year

ESG factor(s) - Change in healthcare

- Polarization of lifestyles

Environmental Social Governance

- Increase customer value by scaling digitally-enabled 

 advisory model

- Establish seamless omni-channel approach across distribution 

 channels

- Develop powerful and sustainable innovation engine to support 

 future growth

- Leverage new data capabilities to improve technical leadership 

 and offer value-added services through digital ecosystems

- Reward healthy customer behaviour, countering key drivers of 

 major diseases

- Evolve traditional telemedicine into “doctor in your hands” service 

Strategic 

management 

actions 

A C T I V E 

C O N C E R N

ACTIVE CONCERN
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NEW MARKET PLAYERS FROM OTHER MARKETS

GUESS WHO

IS COMING

TO PLAY?
New market players from other markets have started selling 

insurance products to their own clients, jeopardizing the traditional 

customer relationship model.

InsurTech and FinTech companies can not only benefit from solid 

capital and clients base, but can also leverage on the availability of 

big data and on their technological and communication skills, useful 

to achieve higher efficiency and to optimize the offerings.

The impact for insurers has not been as disruptive as expected 

so far, also due to the regulation and specific skills needed which 

characterize the whole financial sector. Nevertheless, traditional 

insurers should consider developing new technologies, data 

analyses and easy access to clients for maintaining their share 

of business in the future as well as the possibility to develop 

partnerships with different players. The Covid-19 pandemic has 

already forced insurers to rapidly embrace new technologies, 

products and ways of attracting customers.

Examples 
- New players entering the insurance market, thus requiring the 

 pursuit of a new positioning in the ecosystem 

- Brand management to be strengthened by working also on 

 platform companies

- Risk of market share loss and profitability over a long-term  

 period in case of failure to compete with new market players

Relevant 

strategic 

objectives

Strategic Pillars (and Levers): 

- Drive Sustainable Growth (Boost P&C revenues and maintain 

 best-in-class technical margins)

- Enhance Earnings Profile (Redeploy capital to profitable growth 

 initiatives)

- Lead Innovation (Increase customer value through Lifetime 

 Partner advisory model; Accelerate innovation as a data-

 driven company)

Assessment No change from last year

ESG factor(s) - Digital revolution and cybersecurity

- Changing nature of work

Environmental Social Governance

- Establish seamless omni-channel approach across distribution 

 channels

- Leverage new data capabilities to improve technical leadership 

 and offer value-added services through digital ecosystems

- Reduce costs through digitization, core process automation and 

 shared platforms

- Collect, analyze and extract value from customers data delivering 

 value added services 

- Proactively deepening relationships with our existing clients

- Evolving our customer relationship model based on personalized 

 advice and digitally-enabled interaction

- Develop powerful and sustainable innovation engine to support 

 future growth

Strategic 

management 

actions 

A C T I V E 

C O N C E R N

ACTIVE CONCERN
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CHANGE IN HEALTHCARE

TO BE WELL 

OR NOT TO 

BE WELL
Changes in healthcare systems benefit from medical science 

developments, use of big data and hyper-connected devices and at 

the same time have to deal with an increasingly ageing population 

and chronic diseases. It is crucial for insurers to consider the 

strategic implications of this evolving context, both developing and 

reviewing products and services in order to meet the new customers’ 

needs. 

The medical sector is also affected by an increase in litigations for 

medical malpractices and increased costs due to an augmented 

number of prescriptions for diagnostic or preventive medical 

treatments, leading to increased costs for insurance coverage. 

Public healthcare systems are struggling to face the increasing costs 

requiring the need for people to buy additional coverages, resulting 

in a shift in demand from public to private and the need to establish 

new ecosystems integrating public and private care. 

The Covid-19 pandemic and its ongoing consequences have 

demonstrated the vulnerabilities and limits of existing healthcare 

systems and, at the same time, the need for further investments in 

skilled resources and suitable infrastructures. 

Examples 
- Opportunity of increasing market share in case of growth in 

 demand for private healthcare coverages

- Health costs change due to regulation, new technologies and 

 privatization and subsequent need to adjust business model 

 and product/service offering, in order to remain relevant in the 

 market and maintain market share

- New competitors from other sectors in the health insurance

 business

Relevant 

strategic 

objectives

Strategic Pillars (and Levers): 

- Drive Sustainable Growth (Boost P&C revenues and maintain 

 best-in-class technical margins; Grow capital light business, 

 technical profits and ESG product range)

- Enhance Earnings Profile (Improve Life business profile and 

 profitability)

- Lead Innovation (Increase customer value through Lifetime 

 Partner advisory model)

Assessment No change from last year

ESG factor(s) - Change in healthcare

Environmental Social Governance

- Seize growth opportunities offered by health protection gap thanks 

 to our leadership in core markets

- Reward healthy customer behaviour, countering key drivers of major 

 diseases

- Facilitate care access and pertinence, reducing time/cost of services

- Vertically integrated value chain to serve specific targets through 

 cost-efficient business models

- Establish seamless omni-channel approach across distribution 

 channels

- The Human Safety Net - A social innovation hub powered by 

 Generali’s skills, networks and solutions to create social impact, 

 supporting the most vulnerable groups in unlocking their potential

Strategic 

management 

actions 

A C T I V E 

C O N C E R N

ACTIVE CONCERN
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BIODIVERSITY LOSS

SOS FROM
LIFE FORMS
Loss of biodiversity is increasingly harming the global ecosystem. 

It is caused by human activities which generate pollution, 

uncontrolled waste production, global warming, and deforestation 

to cope with an increasing population. Many species are at risk of 

extinction, and this is happening at a faster pace than in the past. 

Pollinators, for example, crucial for the functioning of ecosystem 

and for food and medicines availability, are on the verge of 

extinction. Although several policies are promoting organic 

agriculture, reducing the use of pesticides and other environmental 

pollutants, many challenges remain in tackling the various drivers 

of this decline.

Food or drinkable water shortages increase people’s unhealthiness, 

thus leading to a potential increase in morbidity and mortality in 

the future. 

The uncertainties surrounding biodiversity, their interconnection 

with climate change and their long-term impacts on people’s 

health does not allow for a full understanding of the implications on 

insurance business. However, the increasing awareness regarding 

the planet’s fragility requires insurers to make sustainable choices 

and better capture future developments of the risk to their business. 

Examples 
- Impact on life and health business in case of non availability of 

 food and medicines

- Reputational damage deriving from non-sustainable 

 investments/insurance activities

Relevant 

strategic 

objectives

Strategic Pillars (and Levers): 

- Drive Sustainable Growth (Grow capital light business, 

 technical profits and ESG product range)

- Enhance Earnings Profile

- Lead Innovation

Assessment No change from last year

ESG factor(s) - Resource scarcity and sharing economy

- Biodiversity degradation

Environmental Social Governance

- Expand ESG solutions propositionStrategic 

management 

actions 

INITIAL CONCERN

I N I T I A L 

C O N C E R N
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BUSINESS STRUCTURE DEVELOPMENT

WORK 

DIFFERENT,

THINK 
DIFFERENT
Business structure developments are driven by the changes in the way 

people work and think, supported by new technologies and widespread use 

of social media, increasing digitalisation and hyper-connectivity while, at 

the same time, developing a more sustainability-focused environment. New 

ways of working, such as remote working, use of platforms and social media 

have been accelerated by the outbreak of the Covid-19 pandemic. If on one 

hand these trends are creating several known advantages, such as greater 

flexibility either in terms of time, space and costs reduction, on the other hand 

there are many disadvantages, such as lack of a clear boundary between 

work and personal spaces and greater isolation, as well as, risks related to 

data protection and cyber attacks. 

From an underwriting perspective, increasing digitalisation and the rise of 

digital companies among clients require insurers to rethink their underwriting 

offering. Innovative product design requires new skills and digital 

competencies together with the need to collect statistical data related to 

new businesses, which is still very limited given the fast evolution of new 

technologies. The significant growth of e-commerce & digital sales during 

Covid-19 pandemic has, for example, already led to an improvement in the 

digital product and coverage offering and, at the same time, has raised the 

awareness concerning cyber related risks. 

Finally, businesses are increasingly adapting to ESG standards, as customers 

seek more sustainable products and embed sustainability considerations in 

their choices. Insurers, similarly to other businesses, have therefore to meet 

the needs of a more sustainability-focused customer base. 

Examples 
- Risks related to selection and pricing of new corporate risks in 

 a hyper-connected environment

- Smart working initiatives

- Assurance of digital companies

- Risk of failing to adapt to new technologies

- Strategic risk of not capturing the shift in customer preferences 

 towards sustainable business models

Relevant 

strategic 

objectives

Strategic Pillars (and Levers): 

- Drive Sustainable Growth (Boost P&C revenues and maintain 

 best-in-class technical margins; Underpin growth with 

 effective cost management)

- Enhance Earnings Profile (Redeploy capital to profitable growth 

 initiatives)

- Lead Innovation (Increase customer value through Lifetime 

 Partner advisory model; Accelerate innovation as a data-

 driven company; Achieve additional operating efficiency by 

 scaling automation and technology)

Assessment No change from last year

ESG factor(s) - Changing nature of work

- Transparency and purpose-driven businesses

Environmental Social Governance

- Develop powerful and sustainable innovation engine to support 

 future growth

- Reduce costs through digitization, core process automation and 

 shared platforms

- Establish seamless omni-channel approach across distribution 

 channels

- Enable an efficient and agile organization embracing a 

 sustainable hybrid work model rooted on digital 

- Sustainability within all people processes, enabled by a People 

 Strategy focused on culture, diversity, competence upskilling and 

 new way of working

Strategic 

management 

actions 

INITIAL CONCERN

I N I T I A L 

C O N C E R N
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MENTAL HEALTH 

THE INVISIBLE

ENEMY
Mental health is a state of wellbeing that significantly affects how a 

person feels, thinks, behaves, and interacts with other people. It can 

be undermined by a wide spectrum of biological, psychological and 

socio-economic factors, that are often interconnected.

The Covid-19 pandemic and the related restrictions have 

exacerbated mental health issues: the feeling of isolation and the 

uncertainty around the pandemic as well as the increasing financial 

and social challenges are some of the main issues that have 

contributed to this trend, together with the boost of digitalisation in 

private and professional life. 

The potential implications for the insurance industry can be relevant, 

considering the expected higher demand for insurance coverage 

and related costs in the years to come. Challenges also derive from 

the complexity of assessing mental health conditions and risks in the 

underwriting and claims settlement phase. 

Finally, as with all other businesses, insurers could be vulnerable to 

operational losses related to employee related matters, such as a 

lower productivity, absenteeism and increased risk of mistakes.

Examples 
- Impact on disability claims related to work inability or life 

 settlements in case of early life termination

- Increase of medical expenses related to mental health matters 

- Operational challenges

Relevant 

strategic 

objectives

Strategic Pillars (and Levers): 

- Drive Sustainable Growth (Boost P&C revenues and maintain 

 best-in-class technical margins; Grow capital light business, 

 technical profits and ESG product range)

- Enhance Earnings Profile (Improve Life business profile and 

 profitability)

- Lead Innovation

Assessment NEW compared to last year

ESG factor(s) - Change in healthcare

- Polarization of lifestyles

Environmental Social Governance

- Seize growth opportunities offered by health protection gap 

 thanks to our leadership in core markets

- Personalized value propositions enriched with service ecosystem 

 to prevent and assist

- Facilitate care access and pertinence, reducing time/cost of 

 services

- Enable an efficient and agile organization embracing a 

 sustainable hybrid work model rooted on digital 

- The Human Safety Net - A social innovation hub powered by 

 Generali’s skills, networks and solutions to create social impact, 

 supporting the most vulnerable groups in unlocking their potential

Strategic 

management 

actions 

INITIAL CONCERN

I N I T I A L 

C O N C E R N



WHAT WE DO AND WHY WE DO ITWHAT WE DO AND WHY WE DO IT

1. 

Scanning of the external environment 

through a rigorous analysis of the 

political, economic, social, technological, 

legal and environmental context to 

identify and assess the emerging risks 

that could impact the Group risk profile 

over time 

2. 

Raising awareness on the evolving risks 

context and sharing know-how to grant 

preparedness to take actions if they 

should materialise

WHO IS INVOLVEDWHO IS INVOLVED

Generali has structured the Group 

Emerging Risk (ER) Analysis process, 

steered by the Group Risk Management 

Function, involving:

• all Group Business Units

• main Group Business Functions

HOW WE DO ITHOW WE DO IT

All inputs from Group Business Units and Group 

Business Functions are gathered through a 

qualitative approach. 

For each emerging risk:

• a level of concern - high, active, initial - is 

assigned, based on perceived vulnerability,  

in terms of expected impacts, and timeframe, 

in terms of time horizon in which they are 

most likely to materialize

• related ESG factors of the Group Materiality 

Matrix are pointed out with the support of 

Group Sustainability & Social Responsibility

 

• related strategic actions, part of the Generali 

Group Strategy “Lifetime Partner 24: Driving 

Growth”, are identified for the emerging risks’ 

management, with the support of Business 

Strategy

• relevant market studies, such as the World 

Economic Forum publications and the 

discussions held within the CRO Forum 

- Emerging Risk Initiative, are taken into 

account

APPENDIX 

GENERALI’S 

APPROACH TO 

EMERGING RISKS
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GroupEmergingRisks@generali.com

For comments or suggestions please contact




