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“LEADERSHIP IS THE ART OF  
ACCOMPLISHING MORE THAN THE SCIENCE 

OF MANAGEMENT SAYS IS POSSIBLE.”
—Colin Powell
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 Welcome to the 40th anniversary edition of The Nolan  
Newsletter. The Nolan team is proud and thankful to be cele-
brating 40 years serving our clients in insurance, healthcare, and 
banking. We’re commemorating the occasion by introducing the 

Newsletter’s new design; we hope you enjoy it. And starting on page 10 my col-
league, Ben DiSylvester, has written a retrospective covering a few highlights from 
the world of business and management – and Nolan – over the years. Which leads 
me to two key factors that impact the long-term success of any company: customers 
and leadership.
 “Ask the customer.” That’s a phrase and a tactic I often use when working to 
solve a business problem or frame an opportunity. We have many tools and tech-
niques available to help us improve our companies. None is more powerful than 
asking the customer for feedback and ideas. Analytics in the realm of customer 
interactions are in essence a turbocharged way of “asking the customer.” Another 
surprisingly valuable technique is to monitor blogs, tweets, and other social media 
channels where customers typically offer unvarnished feedback. And let’s not 
forget one of our most knowledgeable sources for feedback: internal customers. Yet 
most of us don’t do a good enough job of listening to them. So, whether you are 
tackling short-term problems or building for long-term success, give yourself an 
easy advantage: just “ask the customer.”
 According to Colin Powell, “Leadership is the art of accomplishing more than 
the science of management says is possible.” Maintaining success over the long 
term is getting tougher for every company. It requires periodic reinvention, an 
intrepid spirit, and strong leaders. Just look at the difference one leader made for 
Apple Computer. Are you cultivating the future leaders of your organization? Will 
your company culture entice them to stay?
 These two ingredients – customer involvement and leadership – are a common 
thread among the most successful companies. In this newsletter my Nolan col-
leagues share their perspectives on these as well as analytics, effectiveness, endur-
ance, and more. Enjoy!

LEADERSHIP, CUSTOMERS, SUCCESS

ROD TRAVERS    /    EXECUTIVE VICE PRESIDENT    /    rod_travers@renolan.com



 Fiscal policy uncertainty, changing economic direction, and 
even election results are perennial concerns that must be con-
sidered now more than ever as leaders maintain their focus on 
competitive advantage and sustainable profitability. The chal-

lenges are complicated by rising consumer expectations, market diversity, distribu-
tion mix and technology advances. In seeking new ways to improve performance, 
leaders are finding big data analytics to be a significant game changer. 

The Source of Competitiveness

Our experience shows that market advantages and success come from a thorough 
understanding of markets, products, customers and distribution. Specific exam-
ples of how additional information and analytics can help companies differentiate 
include: 

 • personalize customer bills and correspondence in a relevant manner
 • reach out to offer additional coverage at the right moment
 • quickly evaluate customer value and risk 
 • provide tailored service to each individual customer
 • rapidly pay claims while aggressively lowering fraud costs
 • price coverage that provides competitive advantage

In today’s world, developing the information to guide and vector such efforts re-
quires mastery of “big data” – a.k.a. the collective data repositories in your com-
pany and from both inside and outside sources. Effectively mining this data pro-
vides powerful insights and makes the difference between leaders and followers.

Where Do We Go From Here?

There are four areas where big data analytics provides the most significant results. 
In priority order based on impact, they are:

>  Underwriting - including rate assignment, achieved by modeling at a more dis-
crete level based on deeper individual and categorical risk data. 

>  Claims - emphasizing fraud detection, litigation management, subrogation, sal-

INSURANCE GAME CHANGERS:  

BIG DATA ANALYTICS

STEVEN M. CALLAHAN, CMC    /    PRACTICE DIRECTOR    /    steve_callahan@renolan.com
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vage and recovery, repair coordination, work distribution across staff expertise 
of specific claims traits, concurrent triggering of requirements and automated 
escalation. 

>  Distribution - improving effectiveness by looking at saturation levels of agents 
in a region, training deficiencies based on placed business ratios, compensation 
mix by profitability, total portfolio performance, ideal prospect identification 
and profitable customer retention. 

>  Service - looking at lifetime customer economic value (LEV) across product 
lines and distribution channels, unique service requirements by segment, 
awareness of differentiating service touch points, sensitivity to personalized 
needs and delivery of services across methods and timeframes.

Two relatively new uses of analytics have been rapidly growing in importance 
and use, especially with the expanded use of social media: sentiment tracking and 
social intelligence. Sentiment tracking involves building indicators of external 
feelings towards a company based on posts in social media platforms like Twit-
ter, Facebook, blogs, and LinkedIn. Social intelligence is more controversial as it 
involves using publicly available data, including social media posts, for hiring, 
claims or underwriting purposes. Shopping habits, rewards programs, magazine 
subscriptions, travel habits, hobbies and social media posts are all harvested and 
mined for information. For both, analytics integrates the acquired data into models 
that inform business processes. While not all companies track sentiment or mine 
social intelligence, it seems inevitable as more and more data is made electroni-
cally available willingly by individuals. Especially since models using this data 
show it is relevant to insurance processes.

Tying It All Together

Finding competitive advantage requires starting with a strong foundation of people, 
processes and technology. Effective use of “big data” relies on this operational 
tripod. Given the speed and diversity of changes underway, agile companies recog-
nize the importance of thoroughly reviewing business processes within this context 
and at an enterprise level across all product and customer lines. Market advantage 
is often found in discrete questions like:

 • What data is consistently available for decision making?
 • Is there a defined process for translating findings into management actions? 
 • Are business processes streamlined and easily understood? 
 (continued)

…MARKET ADVANTAGES AND SUCCESS COME  
FROM A THOROUGH UNDERSTANDING OF MARKETS, 

PRODUCTS, CUSTOMERS AND DISTRIBUTION.
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PROFITABILITY IN TODAY’S RAPIDLY ADVANCING 
MARKETS REQUIRES EFFECTIVE TRANSLATION OF VAST 

KNOWLEDGE INTO DIFFERENTIATING BUSINESS 
CAPABILITIES THAT CAN BE DELIVERED EFFICIENTLY 

AND EFFECTIVELY.

 • Are effective communication and quality checks integrated? 
 • Are customer needs and expectations clearly addressed? 
 •  Is there a clearly understood rapid escalation path for unexpected problems 

and issues? 
 • Are the systems and interdepartmental interfaces efficient and reliable? 

 Profitability in today’s rapidly advancing markets requires effective translation 
of vast knowledge into differentiating business capabilities that can be delivered 
efficiently and effectively. Anything less fails both the customer satisfaction and 
sustainable profitability tests. 
 If you’re seeking a place to start and interested in learning more about how mar-
ket leaders are leveraging the operational value of analytics, what the new trends 
in social intelligence and sentiment monitoring are, or how companies are using 
big data to draw conclusions, I’d welcome the opportunity to talk with you. Two 
potential resources are 
Nolan’s analytics matu-
rity and process maturity 
models – which together 
define what’s needed for 
market-leading data trans-
lation and process design. 
We would be happy to 
share these with you. Just 
send me a note at steve_
callahan@renolan.com.
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 “Effective use of technology and data can improve the quality 
of care and make our health-care system more efficient,” said 
Health and Human Services Secretary Kathleen Sebelius.
The question of IT efficiency is one most IT executives no longer 

mind discussing. They may tout their cost for a particular service and demonstrate 
their cost in relation to industry benchmarks provided by services like the Gartner 
Data Center or the Computer Economics Report, both of which are credible third-
party assessments. Expense analysis, comparing operations to peer organizations, 
provides valuable insights and is a vital part of the IT dashboard. Measuring and 
analyzing IT efficiency demonstrates if IT is doing things right from a resource and 
cost perspective. 
 A recent Forrester study reports that 87% of U.S.-based businesses say they 
couldn’t operate without IT, a statistic that raises the obvious question of what the 
other 13% do. It isn’t a surprise to anybody that IT is critical to almost any business 
these days. For example, Health and Human Services Secretary Kathleen Sebe-
lius identified IT as a key for helping lower the costs and improving the quality 
of healthcare. The challenge in healthcare is that the demand for IT support often 
outstrips the resources available due to the general economy and pressure on med-
ical expense. Although IT efficiency has been a focus for several years, the demand 
can’t be satisfied by efficiency alone - IT effectiveness must also be addressed.
 Efficiency versus effectiveness is not a subject IT organizations generally 
discuss. They prefer to talk the nuts and bolts, the bits and bytes of their business, 
whether it’s a resounding debate on the value of cloud computing or the best 
platform for mobile applications. Yet, as IT organizations have taken on an increas-
ingly larger and more strategic role within their companies, a role that comes with 
a greater slice of the corporate budget, the pressure to justify their cost and position 
within the company has increased. Successful CIOs have learned to balance the 
needs and desires of a demanding user base with a limited budget.
 “61 percent of companies list IT efficiency as a top priority.” Gartner Research
While efficiency measures if you are doing things the right way, effectiveness deter-
mines if you’re doing the right things. When measuring efficiency, IT organizations 

EFFICIENCY VERSUS 

EFFECTIVENESS

GERALD SHIELDS    /    PRACTICE DIRECTOR    /    gerald_shields@renolan.com
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generally look to outside data for comparison. For effectiveness, the IT organization 
must look inside the company to get the answer. The primary sources for measur-
ing effectiveness are the executives, internal customers and users of the IT services. 
Effectiveness shows how well IT is performing for their users within the organiza-
tion, which is IT’s ultimate responsibility. To improve IT effectiveness, CIOs should 
focus on how they can help other business areas perform their mission, how they 
can get closer to their customers, and find practical yet effective solutions.
 It is easy for CIOs to focus on efficiency, as there are a wealth of concrete, third-
party benchmarks like the ones mentioned above to use. Focusing on effectiveness, 
looking inside the company to determine how well IT is serving its internal cus-
tomers, requires a different approach.
 IT effectiveness is based on the perceived value surrounding five key compo-
nents of IT delivery:

 • Governance 
 • Project Delivery
 • Support and Maintenance
 • Availability 
 • Innovation

 An effective IT organization must pay careful attention to each of these compo-
nents to deliver effective service and must listen to the internal consumers within 
their company. No matter what benchmarks IT may achieve, if the department’s 
customers don’t believe there is effective value delivery, then there is not.
 Few IT organizations seek to truly understand internal business units’ percep-
tion of IT’s impact and the importance the business units place on the five compo-
nents of IT delivery. This insight is critical to becoming an effective IT organization 
that impacts the business. It’s easy for IT to focus on one component, such as 
availability, but that pigeonholes the IT organization as a just utility provider. CIOs 
might boast of a 99% availability record, but if the users don’t perceive a greater 
value in IT than as a utility provider, they’ll only care about the 1% of the time the 
network is down.
 To become a truly effective IT organization, it is vital to understand the cus-
tomer’s expectations and how you’re performing according to those expectations. 
IT organizations must find a method that is simultaneously easy to administer and 
intuitive from both the IT and user perspective. One method we have found that 
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HEALTH AND HUMAN SERVICES SECRETARY  
KATHLEEN SEBELIUS IDENTIFIED IT AS A KEY FOR  

HELPING LOWER THE COSTS AND IMPROVING  
THE QUALITY OF HEALTHCARE.



NO MATTER WHAT BENCHMARKS IT MAY ACHIEVE, IF THE 
IT DEPARTMENT’S CUSTOMERS DON’T BELIEVE THERE  

IS EFFECTIVE VALUE DELIVERY, THEN THERE IS NOT.

is both useful and widely applicable is the RATER method, as outlined in Valarie 
Zeithaml’s Delivering Quality Service. RATER measures IT’s value in Reliability, 
Assurance (knowledge, quality and credibility of the staff), Tangible (physical 
aspects of IT’s communication, documents and processes) , Empathy (does IT relate 
to user concerns and issues) and Responsiveness. It is a qualitative and quantitative 
method that can help provide customized solutions to improve IT effectiveness.
 In our experience with effectiveness, we’ve often discovered the “perception” 
gaps are bigger than the “reality” gaps. That is to say, IT’s customers - and often, the 
IT organization itself - see the difference between IT’s effectiveness as it stands and 
where it should be as greater than it truly is. Whether real or perceived or some-
where in between, however, such gaps must be addressed. We suggest taking firm 
and direct action to bridge them by:

 1.  Confirming the Joint Strategic Agendas that IT should be working on with 
the business.

 2.  Identifying an intuitive method to understand perception v. reality - such as 
the RATER system mentioned above.

 3.  Engaging in a dialog with key IT stakeholders, executives and line managers 
to understand their expectations and how capabilities line up (both in reality 
and perception).

 4.  Working with key IT partners to develop a plan to address any “reality” or 
“perception” gaps.

In the last 15 years, the amount of the average corporate budget devoted to IT has 
risen dramatically, as have the expectations of IT’s customers – the functional lead-
ers and the end users. The proper mindset for any CIO is to produce greater value 
to the organization, to be effective as well as efficient, and to engender the idea that 
IT is a good value, not just a necessary expense. 
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 There are many 
companies that have 
achieved the milestone 
of 40 years in business. 

We are proud and thankful that Nolan is now among them.  On the occasion of our 
anniversary, we reflect on an interesting journey… 
 Imagine this: The country has fallen into a serious recession with unemploy-
ment spiking from 5% to 8.3%; inflation is on an upward trajectory from 7.4% to 
12.2% by year end; and productivity in the United States is slowing faster than 
other members of the G-7. It’s 1973, and instead of accepting offers for a “real job” 
from local Hartford insurance companies, Bob Nolan, married and father of five 
young children decided, “What a great time to start a consulting company!”
 So, on April 1, 1973, the Robert E. Nolan Company, Inc. began operations, imbued 
with an entrepreneurial spirit and a vision to build the very best firm in our chosen 
specialty: productivity improvement in the financial services segments of insurance 
and banking. And while the recession of 1973 to 1975 may have put a damper on 
potential business for the nascent consulting firm, it was also a catalyst in bringing im-
proving productivity and controlling costs to the top of the agenda in many c-suites.  
 The creation of the Nolan Company also included the development of Ad-
vanced Office Controls (AOC), a proprietary methodology to accurately and eco-
nomically measure and report on productivity levels throughout an organization. 
Within a few years it became the methodology of choice for more than 200 insur-
ance companies and banks.  
 The field of productivity improvement has evolved substantially since those 
AOC days, and so has the Nolan Company. Based on our experience with that 
methodology the firm gained invaluable and unique knowledge about what drives 
improvement in the operations of insurance companies and banks. That experience 
is embedded in the Nolan approach, based on the principle that our value to the 
client is to help them achieve results, and those results come from the quantifica-
tion of our analysis and recommendations, working with clients collaboratively 
and assuring there is a transfer of knowledge.

40 YEARS AND COUNTING

BEN DISYLVESTER    /    EXECUTIVE DIRECTOR    /    ben_disylvester@renolan.com

10



 One of the challenges of any consulting firm is to maintain relevance over the 
years. Methodologies, approaches and service offerings must continually evolve. 
Looking back over our 40 years the Nolan Company has evolved in a substan-
tial way in terms of its service offerings. And the key word there is “evolve,” 
not abandoning the previous, but building on it and taking it to the next logical 
level. For example, our productivity measurement expertise evolved to functional 
improvement, which evolved to quality improvement, which evolved to reengi-
neering, which evolved to process improvement and a number of service offerings 
that defy description by buzzwords but are designed to meet the specific needs of 
each practice specialty. Structurally, we evolved when healthcare insurance and 
managed care became distinct from insurance giving us three practices serving the 
Insurance, Healthcare and Banking industries. Technology, once a separate Nolan 
division, now permeates all that we do and is an integral part of each practice.  
 The one area where the Nolan Company has not changed is our culture. Early 
on we espoused the concepts of the “one-firm firm” meaning having consistency of 
culture across all practices and offices. Certainly, the needs of the clients in each of 
the practices demand differences in service offerings, but being true to the Nolan 
vision and values is consistent across the firm. 

ON APRIL 1, 1973, THE ROBERT E. NOLAN  
COMPANY BEGAN OPERATIONS, IMBUED WITH  

AN ENTREPRENEURIAL SPIRIT AND A  
VISION TO BUILD THE VERY BEST FIRM IN 

OUR CHOSEN SPECIALTY.
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Dennis Sullivan, Ben DiSylvester, 

Bob Grasing



 One of our favorite statements used whenever we are talking to a potential 
consulting candidate is, “Running a consulting firm like ours is really easy. All you 
need to do is hire highly qualified people, 100% of whom deliver results beyond our 
clients’ expectations, and our clients and their Nolan colleagues enjoy working with 
them.” When we make that statement, we are describing our values: ethical; client 
focused; results-oriented; open and honest communication; respectful of individu-
als; no excuses; team oriented; firm but fair; continuous improvement; true to our 
culture. Industry experience in our practice areas is “table stakes,” but expertise and 
working style are vetted through a series of interviews, tests and reference checks. 
 Among our proudest achievements is that today a third of the staff has been 
with the company for at least 10 years, and fifty percent of our consultants have 
over 25 years of Nolan experience. Five of us have 30 years or more of service.
 The above notwithstanding, a consulting firm has nothing if does not have 
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Thought leadership through the years

THE KEY WORD IS “EVOLVE,” NOT ABANDONING  
THE PREVIOUS, BUT BUILDING ON IT AND TAKING  

IT TO THE NEXT LOGICAL LEVEL.
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integrity. Just declaring one has integrity is not enough. So, we set out to join the 
most prestigious consulting association, the Association of Management Con-
sulting Firms, (AMCF). Joining the other AMCF member firms from around the 
globe involved a stringent qualification process. Maintaining membership requires 
adherence to a comprehensive code of ethics and a commitment to the industry. 
However just proclaiming membership was never our goal. Members of Nolan 
management have taken on active leadership roles and have served on the board of 
AMCF for more than 35 years.
 Based on statistics the lifespan of the typical start-up company is only 8 ½ 
years, so reaching the 40th anniversary milestone is quite an achievement. Fur-
ther, there have been six significant recessions since our founding, which weeded 
out many firms - start-ups and established firms alike. Add to that the fact that 
competition grew exponentially, given that the 1970s marked the beginning of the 
new technology revolution, featuring more powerful, more flexible systems. Many 
companies implemented these systems not only for their increased functionality, 
but also for their promise of productivity and cost improvements and streamlining 
their processes. The 1980s and 1990s saw heavy merger and acquisition activity 
that swallowed up some of the consulting industry’s pioneers. Through it all, the 
Nolan Company not just survived, but thrived.
 We know we did not arrive at this milestone on our own. There are so many 
people to whom we owe a sincere debt of gratitude. First and foremost, we are 
grateful to the executives and staffs of more than 600 organizations and counting 
that have selected us to assist them throughout the years. Thanks to the relation-
ships that have been built on trust and confidence, many of these companies have 
engaged us time after time over the years. 
 Last but not least, we thank our hard-working staff, both current and past. They 
are an amazingly cohesive group despite being spread across the country and 
across industries. There’s an adage that says, “Choose the right people and good 
things will happen.”  Nolan is living proof.
 The first 40 years were terrific, and we are looking forward to our 50th anniver-
sary, and beyond, and continuing to earn your trust and confidence.

WE ARE GRATEFUL TO THE EXECUTIVES  
AND STAFFS OF MORE THAN 600 ORGANIZATIONS  

AND COUNTING THAT HAVE SELECTED US  
TO ASSIST THEM THROUGHOUT THE YEARS.
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 One of the key trends in banking in recent years is the steady 
decline of branch transaction levels. As more customers have 
begun to take advantage of the convenience afforded them by 
such simple things as direct deposit and online banking, fewer 

customers make their way to their local branch. It’s a trend that’s all but certain 
to continue as technology and alternative delivery channels gain a foothold in the 
industry and reduce the need for customers to do their banking in person. The 
significance and mainstream nature of this trend were highlighted recently in a 
front-page Wall Street Journal article.
 Since there is a direct relationship between declining branch transactions and 
declining customer traffic, banks need to understand the strategic and financial 
impacts. It has become more important for banks to take a close look at the profit-
ability of their branch system and at individual branches due to the direct impact 
of this trend on the bank’s overall efficiency ratio. 
Examining the profitability of a bank’s branch system seems like a relatively sim-
ple—if involved—task, by analyzing basic branch information such as revenue, 
expenses, loans, deposits and so forth. However, the picture this paints lacks depth. 
To gain a better vantage and to achieve a clear understanding from a strategic per-
spective, a more concentrated and deeper effort is needed.
 When addressing the issue of branch system profitability and viability, it’s  

BRANCH VIABILITY IN 

TODAY’S BANKING WORLD

MIKE MEYER    /    SENIOR CONSULTANT    /    mike_meyer@renolan.com

TAKING A TAILORED AND COMPREHENSIVE  
APPROACH TO BRANCH ANALYTICS PROVIDES A BASIS 

FOR STRATEGIC DECISION-MAKING RELATIVE  
TO CURRENT AND PROJECTED FUTURE  

BRANCH PROFITABILITY….



important to look beyond the immediate numbers and take a comprehensive look 
at all of the variables that impact branch profitability including: 

 • Physical location, physical setup, and proximity to competitor branches
 • Customer buying habits, traffic patterns and demographics 
 • Local market and economic conditions
 • Direct and indirect branch expenses and revenue
 • Customer growth and attrition trends
 • Staff training, knowledge, and experience
 • Customer service and satisfaction levels

Of course, these are not the only factors at play. There are many others, some more 
tangible and some less, such as the bank’s level of technology capability or the 
degree of presence or importance a branch has in the community. The key is a 
structured approach to considering the factors collectively in order to get a clear 
picture before making decisions about the future of a given branch, which may 
result in some surprises. 
 A banking organization that just takes the high-level look at their branch system 
may conclude that their branch expenses are high relative to branch-generated 
income, but still believe their branches are either generally performing well, or they 
may be unable to pinpoint which branches are not performing well and why.
We addressed a similar situation in a recent client engagement. There was a per-
ception that performance at several branches was less than ideal from a profitabil-
ity perspective. As an initial step toward achieving a sharper picture of where the 
branch system stood, a strategic team was formed to oversee the process as a steer-
ing committee. A representative set of branches were selected for greater scrutiny, 
and comprehensive branch profiles were created to establish benchmarks and offer a 
vital baseline for comparing performance levels and best practices across the branch 
system. Branches were comprehensively reviewed not just for their current state, 
but for how they would fare relative to their markets and with an eye for the trends 
influencing the future of the industry. The data from this effort provided new and 
significant insights into the branch system and offered a more reliable roadmap for 
sound decision-making and ongoing monitoring of individual branch profitability. 
 The changes made resulted in immediate net expense savings and projected 
income increases, while in the longer term, tremendous dividends are anticipated, 
due to the structured framework and analytical review process which was estab-
lished. The ongoing expectation is a significant positive impact on the branch 
system’s efficiency ratio, not to mention the bank’s overall efficiency ratio.
Taking a tailored and comprehensive approach to branch analytics provides a basis 
for strategic decision-making relative to current and projected future branch prof-
itability, ultimately yielding a healthier, more prosperous organization. We have 
found that participation in our annual Bank Performance Study is an excellent 
first step in this effort. If you would like additional information on Nolan’s Bank 
Performance Study or would like information on the case study cited above, please 
contact me at mike_meyer@renolan.com.
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 An annual check-up (whether you think you need it or not) 
is a good discipline that usually ends up providing unexpected 
benefits. The same principle applies for the health of your organi-
zation, processes, and infrastructure. With investments yielding 

historically low interest rates, combined with increased costs, and dwindling reserve 
redundancy releases in the next few years, every dollar counts toward a carrier’s 
bottom line. Every insurer must be disciplined about reviewing and improving claims 
operations, processes and technology to reduce costs and become more efficient. 
 While it may sound simplistic, the lure of new technologies and the overall 
pace of change in this industry can make it remarkably easy to lose sight of the 
fundamentals, and the downside impact can be significant. It is important (and it is 
a best practice) to periodically identify and assesses opportunities for improvement 
across the claims organization, particularly those areas which will favorably affect 
loss and expense costs, as well as customer service. Our experience has shown that 
an efficient and quality-driven claims operation can save 2% to 4% off an insurer’s 
combined ratio, with a positive impact to loss costs and LAE.
 We all understand the importance, and the challenge, of controlling loss and 
expense costs while maintaining a high level of service. This important balance can 
only be accomplished by thoughtfully managing resources, processes and tech-
nology. A comprehensive analysis of financial, operational and technology issues 
within the claims operation - not to be confused with a claims audit – will provide 
clarity and identify areas of opportunity. We recommend examining every aspect of 
the claims operation which directly or indirectly impacts financial results, technol-
ogy, customer service and the quality of claims handling. 
 It is also vital to look behind the numbers so that improvement recommenda-
tions are relevant, practical, and sufficiently impactful. A few examples of im-
provement focus include:

 •  A comprehensive analysis of claims processes and workflow will typically 
yield significant improvement in claims cycle time, positively impacting 
both expenses and losses. 

IMPROVING THE FINANCIAL PERFORMANCE  

OF YOUR CLAIMS ORGANIZATION

MICHAEL T. MURDOCK    /    PRACTICE DIRECTOR    /    michael_murdock@renolan.com
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 •  Predictive analytics, modeling and textual mining can save millions with 
early identification of fraudulent claims. 

 •  Mobile technology can improve adjuster productivity, enhance customer 
service, and strengthen competitive differentiation. 

 •  A comprehensive claims financial loss cost and expense analysis, along with 
a reserve redundancy and deficiency analysis, can provide a foundation for 
improvement in financial results. 

 In our approach to claims operational assessment, we go through several phases 
which are tailored to the unique needs of each environment. We find these useful 
as a planning construct:

 • Analysis and validation
 • Recommendations
 • Design
 • Implementation planning
 • Implementation 
 • Results assessment

A key element of the Nolan methodology provides Views of the claims organiza-
tion, which allow for segmentation of the review process. Views are interrelated at 
the claims operational level. Core Views of the claims operations include: Re-
source Management; Process Workflow; Financial Analysis; Best Practices; Vendor 
Management; Customer Service; Technology; and Analytics. Our Best Practices 
View is tailored to each organization’s needs and further segmented by line of 
business or by specific claims function such as Litigation Management, Recovery 
and Fraud Management. 
 Staff engagement is another critical element in achieving the necessary results. 
A collaborative team drives identification and development of the necessary inputs 
to design a realistic improvement plan that will go beyond the numbers and break 
down barriers. This approach also promotes acceptance and ownership on the 
part of managers, supervisors and front-line employees. Lastly, the use of process 
analysis techniques assures organizational alignment and confirms that business 
processes and technology needs are properly integrated. 
 Addressing these fundamentals is of strategic importance to every insurer and 
they require periodic renewal to stay current with industry trends and competitive 
pressures. A thorough evaluation of your claims operations can result in overall fi-
nancial and operational improvement, bringing your results - and the health of your 
organization - to the next level. Let’s share ideas on how to build industry-leading 
claims operations. Feel free to contact me at michael_murdock@renolan.com.
 
Mike Murdock is the author of “Claims Operations: A Practical Guide” published by the Interna-

tional Risk Management Institute (IRMI).
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 When bankers search for ways to improve operating effi-
ciency, often those efforts are directed at increasing revenue or 
redesigning the major new business and servicing processes that 
generate revenue. One often overlooked category that in many 

ways represents the greatest risk to the bank is the administrative costs. These costs 
vary widely from bank to bank. The underlying risk is that, in a climate of merger 
and acquisition, administrative costs are largely redundant. This surplus presents 
an acquiring bank with funding for a purchase.
 When Nolan defines the scope of administrative costs for a bank, we include 
CEO and corporate staff, Finance, Marketing, Investments, Human Resources, 
Information Technology, Audit, Facilities, Compliance, Legal, Investor Relations, 
Security, Purchasing, and Risk Management. The difficulty many institutions face 
with analyzing the economic effectiveness of these functions is that there are very 
few reliable metrics offered to calculate the value or a reasonable level of expense. 
One source for that information is Nolan’s annual Bank Performance Study.
 Metrics provide an important measure of efficiency though unfortunately they 
are sometimes ignored or explained away. For example, with Marketing, the choice 
can be made to look at the cost over total bank revenue or the cost as a percentage 
of new business. We can assess marketing effectiveness in our most recent bank 
performance study by examining the gap between the top quartile (the bench-
mark banks) and the average banks. In top-performing banks, the marketing cost 
per $1,000 of new deposits is $59 vs. $125 for the average banks. We actually see 
some individual banks with extreme cost of more than 5% of their operating cost. 
The gap of 111% is significant enough on its own, but how do executives explain 
the gap? Some may explain that they opened new branches and had higher image 
advertising costs to introduce the bank to the new community. Others may cite 
a new branding program as a one-time event. It is interesting to note that, when 
these arguments are advanced, it is rarely asked whether the top-quartile banks also 
had new openings and rebranding programs or if the costs incurred by the average 
banks translated to new customers and accounts. It’s important to understand the 
true reasons for such gaps. It’s more important to take action to close the gaps.

HIDDEN IN PLAIN VIEW: OPERATING 

EFFICIENCY OPPORTUNITIES 

NOT EXPLORED

ROBERT E. GRASING    /    PRESIDENT    /    bob_grasing@renolan.com
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 With Information Technology costs, the gap overall between top-quartile and 
average banks for total spend to total bank revenue is 65% with 2.5% for top banks 
and 4.2% for average. Even more alarming is that we see individual banks over 
5% where our research shows that this alone has a direct correlation to lower bank 
performance. The discussions around the gaps often focus on outsourced vs. inter-
nal costs, new platform costs, high network costs, extensive projects to integrate 
systems that will lead to greater effectiveness down the line, and “building an 
infrastructure for a bank twice our size” to support aggressive growth plans. All of 
these arguments seem reasonable, but the question of when cost will be brought in 
line is rarely addressed. 
 When examining total administrative costs, Nolan’s BPS study shows that the 
gap between the top-performing banks and the average has increased in the last 
two years from 35% to 49%. The most current metrics are a range of 11% of cost 
to total revenue for the top performing banks and 16.5% for the average banks. We 
know from firsthand experience that it is more difficult for many banks to examine 
administrative costs than to examine line- of-business costs. But you must discern 

what is hidden from view versus 
what is simply a cost of doing 
business. The focus then reverts 
to the visible customer contact 
functions. Nolan has those 
essential metrics and we believe 
that the next wave of merger and 
acquisition activity will focus 
on these costs. The winners will 
be the banks that drive improve-
ment by paying close attention 
to the metrics. 

WHEN EXAMINING TOTAL ADMINISTRATIVE COSTS, 
NOLAN’S BPS STUDY SHOWS THAT THE GAP  

BETWEEN THE TOP-PERFORMING BANKS  
AND THE AVERAGE HAS INCREASED IN THE LAST  

TWO YEARS FROM 35% TO 49%.
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The Nolan Company recently completed its comprehensive 2013 P&C Executive 
Survey. The results reveal a number of emerging trends and bring others into 
sharper focus. Here is an excerpt from the forthcoming findings report which fo-
cuses on one aspect of the customer experience, specifically the misperceptions and 
opportunities regarding customer billing.

 Highlighting greater attention on the customer experience as a competitive 
differentiator, our survey analysis points to increased spending in service areas, 
distribution empowerment, communications accessibility and transactional speed. 
Billing is cited as the most frequent and, outside of claims, one of the most impor-
tant elements of a carrier’s relationship with customers. Unfortunately billing has 
often been given less attention in terms of process and technology improvement. To 
achieve and maintain the level of customer service any carrier should aspire to, the 
billing experience must be managed as an important opportunity for building and 
supporting relationships with customers.

With regard to billing, our research strongly indicates:

•  From the carrier’s standpoint, a straightforward and efficient billing process (en-
compassing issuance, inquiries and remittance) is table stakes in today’s market. 
Beyond the competitive imperatives, there are significant financial and opera-
tional benefits as well. 

•  From the customer standpoint, the billing experience must be hassle-free, easy to 
understand and transacted in paper or electronic form.

 Billing-related questions often represent more than 50% of the customer service 
contacts received by either the carrier or the agent. This is a huge percentage and 
represents a major factor in customer satisfaction. Relatively small investments in 
process refinement and online service options can reduce call volumes by 15% 
conservatively, while improving the overall customer experience. 
 Billing is only one component of the total customer service experience. Our 

THE RESULTS ARE IN:

NOLAN’S 2013 P&C EXECUTIVE SURVEY
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research and hands-on experience confirms that today’s customers are conditioned to 
gauge their service encounters relative to the best they’ve experienced, regardless of 
industry. Insurers are routinely compared to credit card companies, airlines, package 
delivery companies and online retailers among others. Delivering good service relative 
to other insurers isn’t good enough anymore. Insurers must raise their game and be 
competitive with the best service providers across a variety of service industries. 
 These findings about billing and the customer experience are only part of the 
analysis and results from 
our comprehensive P&C 
survey. Survey partici-
pants will automatically 
receive a copy of the full 
results. If you would like 
to receive a complimen-
tary copy of the find-
ings report, please visit 
renolan.com/pcsurvey to 
request a copy.

BILLING-RELATED QUESTIONS OFTEN REPRESENT 
MORE THAN 50% OF THE CUSTOMER SERVICE  

CONTACTS RECEIVED BY EITHER THE CARRIER OR THE 
AGENT. THIS IS A HUGE PERCENTAGE AND REPRESENTS 

A MAJOR FACTOR IN CUSTOMER SATISFACTION.



The Nolan Company is honored to sponsor 
Walter Isaacson as the IASA conference keynote 
speaker. Nolan Chairman and CEO Dennis 
Sullivan will introduce Mr. Isaacson in the 
opening session. 
      Mr. Isaacson, author of Steve Jobs, the only authorized  

biography of the Apple co-founder, is President/CEO of the Aspen Institute, former 
Chairman/CEO of CNN and former Managing Editor of TIME magazine. His other 
bestselling books include Einstein: His Life and Universe; Benjamin Franklin:  
An American Life; and Kissinger: A Biography. In 2012, TIME named Isaacson as  
one of the 100 Most Influential People in the World.
 
In addition, Nolan is a sponsor for the Executive Roundtable sessions and will be active as 

speakers and moderators throughout the event, including: 

Monday, June 3 and Tuesday, June 4

Nolan is a sponsor of the 2013 Chief  

Operating Officer Roundtable

Executive Vice President Rod Travers is  

Event Chairman

Monday, June 3 - 2:30 p.m.

Issues and Answers: COOs Share Insights

Panelist: Steve Discher, 

Executive Vice President

Tuesday, June 4 - 11:00 a.m.

The Art of Reserve Risk Management

Panelist: Michael Murdock, 

Nolan Practice Director 

Tuesday, June 4 - 3:30 p.m.

Optimizing Operations to Improve Quality, 

Performance, and Profits (Session 602)

Session Leader: Steve Callahan, 

Nolan Practice Director 

Wednesday, June 6 - 9:45 a.m. 

IT Town Hall (Session 771)

Moderator: Rod Travers, 

Nolan Executive Vice President

Visit www.iasa.org for more information about 

the 2013 IASA Annual Conference. 

We look forward to seeing you there!

NOLAN AT THE 2013 IASA 

ANNUAL CONFERENCE
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The Nolan Healthcare team looks 
forward to seeing you in Las Vegas at 
the Institute and Exchange  
Conferences. 

Exchange Conference – June 12

Mary Hood will be a featured presenter on the topic, 
Aligning Your Customer Service Model with Exchanges.

Institute – June 12 -14

Nolan will be an exhibitor at the Institute. Look for us in booth #636. 

Institute Exhibit Hall Schedule 

Wednesday June 12, 2013 5:30 pm - 7:30 pm Opening Night Reception 

Thursday June 13, 2013 9:45 am - 10:00 am Coffee Break 

                               11:00 am - 11:30 am    Break   

                               12:15 pm - 2:00 pm      Luncheon 

                  2:45 pm - 3:00 pm        “Wellness” Break 

       5:35 pm - 7:00 pm        Wine & Cheese Reception 

We hope to you see you there! For more information, visit www.ahip.org

NOLAN AT AHIP IN JUNE
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 If it’s lonely at the top, perhaps it shouldn’t be. 
 Leading an organization in an ever-changing business world 
is never easy for those in the C-Suite. It seems that every time you 
think you have a solution to a new problem or a new social trend, 

something else changes and you are back at the drawing board, adjusting to yet an-
other new variable. 
 The true role of a corporate leader is changing as well. Leadership today is about 
listening and observing what is happening in your business and in society. How you 
react and build your business plans requires a keen understanding of all the variables 
impacting your business. As leaders seek out new and innovative solutions and deliv-
ery systems to help grow the business, the days of having to be the smartest person in 
the room have passed. Leaders should be doing less problem-solving and more people 
development. By creating opportunities for people to experience new challenges, fail 
without being shut down and earn rewards for new ideas and new thinking that help 
the company grow, you build the next level of leaders within your organization.
 As business has changed, so too have the employees who populate it. Today’s 
business world moves fast in a state of constant flux, brought on by everything from 
the rocketing pace of technological innovation to the impact of new legislation. 
Today’s employees want to be more than an extension of the leader - the best and 
brightest want to be acknowledged for their contributions and to have a hand in the 
direction of the company’s future. A leader who insists on making all the decisions 
may soon find the good people have gone to greener pastures and the only ones who 
remain are those who simply need a job.
 Leadership is about developing the vision of the future, and then creating an en-
vironment that encourages the management team and employees to build the frame-
work and the solutions to realize that vision. As a leader, if you stay involved with 
your employees and listen to their ideas, give them the support they need to create 
new solutions and recover from bad decisions, you’ll find yourself in a position of 
providing oversight to a skilled, enthusiastic group of people, rather than having to 
do everything yourself.
 You won’t be lonely at the top. You’ll be in good company.

LEADERSHIP CHANGES 

WITH THE TIMES

DENNIS SULLIVAN    /    CHAIRMAN AND CEO    /    dennis_sullivan@renolan.com



ACORD LOMA Insurance Systems Forum | May 6-8 | Las Vegas, NV

Practice Director Steve Callahan is a session presenter for this event in Las Vegas at the MGM 

Grand – loma.org

IASA Annual Conference | June 2-5 | Washington, DC

Nolan is honored to again be the keynote sponsor, a roundtable sponsor and session presenter  

at the IASA annual conference. This year’s event will be held at the Gaylord National in  

Washington, DC – iasa.org

AHIP Institute | June 12-14 | Las Vegas, NV

Nolan is a sponsor and exhibitor at the annual Institute conference to be held at the Wynn  

Las Vegas/Encore Booth #636 – ahip.org

AHIP Exchange Conference | June 12 | Las Vegas

Nolan is pleased to be a sponsor for the event held at the Wynn Las Vegas/Encore. Practice  

Director Mary Hood will be a session speaker on Healthcare Exchanges – ahip.org

America’s Claims Event | June 19-21 | Austin, TX

Michael Murdock, Nolan Senior Consultant will present on controlling claims costs at the event 

being held at the Hilton Hotel in Austin – americasclaimsevent.com

LOMA Policy Owner Service Seminar and Contact Center Workshop | Sept 9-10 | Orlando FL 

Practice Director Steve Callahan will be Keynote Speaker for this event. For more information – 

loma.org

AHIP Medicaid Conference | September 22-26 | Washington DC

Nolan is pleased to be a sponsor of this annual event. Nolan Healthcare Practice Director David 

Gutwald will be presenting at a networking breakfast on September 25th. For more information 

and to register – ahip.org. 

IASA Executive Edge | September 29-30 | Hartford CT 

Nolan is pleased to be a sponsor of IASA’s Executive Edge Conference For more information – 

iasa.org. 

LIMRA Annual Conference | October 20-22 | New York, NY

Nolan executives will be attending LIMRA’s annual conference. For more information and to 

register – limra.com.

NOLAN EVENTS
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