


Capturing the insurance 
customer of tomorrow 
Three key questions to guide success
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Keeping pace as customer 
expectations transform
Today’s insurance customer is different from his 

predecessors. He is more empowered and more 

social. He has higher expectations of his providers. 

And the way he buys is significantly different. 

Largely because of these changes, loyalty has 

declined and the likelihood of switching is rising. 

Accenture’s recent Global Consumer Pulse Research 

(see About the Research) found that only 29 percent 

of insurance customers are satisfied with their current 

providers, and as few as 16 percent are sure to buy 

more from them.1 This has created a huge “switching 

economy” in which, we calculate, up to $470 billion 

in personal-lines life and P&C premiums were at play 

in 2014 (see About the Switching Economy). 

The big question is: who will be the winners in the 

switching economy, and who the losers? As digital 

technologies continue to evolve, the companies 

that are most successful at exploiting them are 

likely to have the advantage. Unfortunately for 

insurers, it’s those in other industries that have 

led the way in converting digital innovation into 

customer insight, mass personalization, hyperscale, 

interconnectedness, operational efficiency and 

agility—all the things that define an efficient, 

customer-centric provider. And a number of these 

outsiders have already thrown their hat into the 

insurance ring.

Carriers face a stark reality: to embrace digital and 

customer-centricity or move out of distribution to 

focus on a manufacturing role. Maintaining the 

status quo is no longer an option.

Most insurers can confirm: customers want more, and 
more of what they want is digital. To sustain relevance 
in this new environment, carriers need nothing less than 
a holistic digital business strategy that encompasses the 
entire enterprise. But what are the priorities? Extensive 
Accenture analysis has determined that there are three 
key questions, the answers to which will help them 
become successful digital insurers.
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Meeting the challenges of becoming  
a digital insurer
Insurers that choose to adapt to the needs of a changing 
customer and a competitive landscape, harnessing new 
transformative technologies, face significant challenges. 
Answering three critical questions will help carriers 
determine their path.

ALLIANZ

Allianz’s free mobile app, Ma sécurité, provides users with 
information on the risks they face in their current location 
and allows them to plan to keep their families and property 
safe. With this service, Allianz is positioning itself as a 
trusted and concerned source of assistance.

QUESTION 1
In transitioning away from being a product-centric insurer, how 
far—and how fast—should we proceed toward customer-centricity?  

Industry leaders will go as far and as fast as their customers 
demand… and market conditions require. 

                                                                                                          

Commoditization of insurance products is eroding not only 
insurers’ margins but also their differentiation. Twenty-one percent 
of the insurance respondents in the Accenture consumer survey 
believe most carriers are the same in terms of their products 
and services, 7 percent up on the previous year’s finding. This 
perception helps explain why price was cited as the main reason 
for customers switching providers (46 percent included it in their 
top three), followed by value for money (38 percent).2

While many insurers have improved their customer-centricity, only 
a minority—the Digital Transformers—have succeeded in putting 
the customer at the center of their business. The Accenture Digital 
Innovation Survey found that 82 percent of Digital Transformers 
have invested in digital channels and technologies to advance 
customer-centricity and provide tailored customer experiences across 
all products and channels. Only 56 percent of the Digital Followers have 
done so.3

Most carriers know they need to improve their understanding and 
segmentation of customers, enhance their ability to tailor their 
propositions and experiences to the various segments, and strengthen 
their multi-channel capabilities. Yet even this may not be enough. To 
give customers what they truly value, many will have to partner with 
other companies—probably outside of insurance—to form ecosystems 
that offer a broad and innovative range of products and services.

Rebuilding customer trust is also critical: only 27 percent of consumers 
have a high estimation of their insurance providers’ trustworthiness.4 
Carriers need to find ways of providing additional value to customers 
communicating more regularly—and relevantly—with them. And they 
need to improve the consistency of their interactions, making every 
touchpoint a trust point.
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QUESTION 3
What role can we play in a larger service ecosystem? 

Focus on maximizing value for the customer—to guide decisions 
about your role and your partners.

                                                                                                          

In any collaboration, the more one party brings to the group the 
stronger its position is likely to be within the group—and the 
stronger the group is likely to be. Insurers that take the initiative 
in creating ecosystems to offer customers a broader and more 
valued range of products and services are better placed to secure 
a leading role for themselves. But this won’t necessarily result in 
the most compelling ecosystem, and therefore the best outcomes 
for the insurer and its customers. It may be preferable to play a 
supporting role within a stronger ecosystem. For example, the 
carrier may benefit more from being added to a popular multi-
service mobile app than expecting consumers to download and use 
its own insurance-dominated app.

One thing that’s beyond dispute. The more sophisticated the 
insurer’s digital capabilities, the stronger its position will be within 
the ecosystem. Three things will reinforce its role:

• Improving distribution capabilities. Seventy-two percent of 
insurers are planning to form new distribution partnerships 
in the near future, or have already done so.9 In addressing 
their digital capabilities carriers are responding to customers’ 
clearly evolving preferences. Forty-nine percent of consumers 
worldwide who bought a P&C policy in the past six months did 
so online—the figure in emerging markets is 57 percent. And 
41 percent of those used their mobile devices—69 percent in 
emerging markets.10 

• Going beyond insurance. Carriers can broaden their product and 
service offerings to include adjacent non-insurance products—and 
tie it all together with digital to create customized offerings and 
seamless omni-channel marketing, sales and service experiences. 
Sixty-one percent of insurers are exploring the possibility of 
offering non-insurance products and services via ecosystems.11

• Introducing new skills. Consumers report that a skilled 
workforce aware of their needs is, today, the top driver of 
satisfaction with an insurance provider. However, as the simpler 
customer service needs are increasingly being met digitally, the 
bar is rising for the frontline to be able to address more complex 
customer needs. Building digital capabilities can be challenging, 
especially for industry players with little experience and complex 
legacy infrastructures. It makes sense, then, that 43 percent of 
insurers plan to acquire innovators/start-ups to build new digital 
capabilities, or have already done so.12

AXA

AXA is partnering in Europe with BlaBlaCar, enabling the 
long-distance ride-sharing platform to offer its millions of 
members innovative free cover. This is in addition to the 
conventional auto insurance carried by its drivers.

STATE FARM

State Farm has launched a smart-home risk management and 
insurance offering, in partnership with a number of security 
firms, that utilizes in-home sensors and the Internet of Things.

QUESTION 2
What does it take to be a Digital Transformer? 

It takes a holistic approach to transformation that includes looking 
beyond insurance and outside of the enterprise. 

                                                                                                          

Digital is having a profound effect on distribution and customer 
engagement. Nearly one-quarter (23 percent) of customers would 
consider buying insurance from online service providers. Almost half 
(47 percent) want more online interactions with their insurers, and 
only 15 percent are satisfied with their providers’ digital experience.5 

Insurers know this. Eighty-three percent believe digital 
technologies will transform the way they interact with their 
customers. Fifty-nine percent expect to be challenged by online 
service providers such as Google and Amazon, and 57 percent say 
the same about aggregators.6 

Digital Transformers focus their digital investments on the “sweet 
spots” where customer value and business value intersect. Three 
characteristics distinguish these leaders from the Digital Followers:

• Digital as a catalyst for transformation. Digital Transformers 
realize it’s not enough to do the same things better; they 
leverage digital to find new sources of customer value, often 
innovating beyond insurance. There will be no argument from 
customers—49 percent of P&C customers have already bought 
insurance online, and 52 percent would like more access to 
online channels at all stages of the insurance cycle.7 

• Holistic digital business strategies. Seventy-three percent 
of Digital Transformers have a digital strategy that spans the 
insurance value chain, compared to only 42 percent of Digital 
Followers.8 They explore all forms of digital technology—from 
analytics and cloud to mobility and social media—to help them 
emulate the customer-centricity of the successful online giants. 

• Digital value propositions—across the ecosystem. Many Digital 
Transformers are using digital to strengthen their relationships 
with their distribution partners, employees and even players in 
other industries to deliver collaborative and seamless experiences 
across channels. 
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Succeeding in the digital age
To compete effectively in the switching economy—keeping 
customers loyal and engaged—insurers need to be more 
assertive and more innovative. Simply striving to make the 
most of current business and operating models is no longer 
enough. The key? Developing a digital business strategy 
that spans the enterprise, transforms the value chain and 
enables a transition to authentic customer-centricity. 

Digital can go a long way to improving insurers’ existing 
processes, products and services, bolstering short-term 
performance. But to ensure sustained success, digital 
needs to create new sources of value for the customer, 
the carrier and its business partners. By answering 
three fundamental questions about the extent of their 
commitment to digital transformation, insurers can reap 
the rewards of long-term growth and profitability.
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Insurance in a digital world:
the time is now
Key findings from the EY Global Insurance Digital Survey 2013
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Executive summary
Shifting to digital: job 1 for insurers

The digital revolution has driven massive change and creative destruction in many industries. And now the digital transformation
opportunity – and imperative – has come to insurance. There’s no doubt that tomorrow’s top-performing insurance companies will
have stronger digital capabilities, as well as new skills, refined metrics, upgraded tools and re-oriented cultures. To get there tomorrow,
insurers must move fast today. Because in the digital world, standing still or just keeping up means falling further behind.

While there is widespread belief in the importance of digital (especially relative to the customer experience), many insurance
executives are concerned that shorter-term corporate priorities lie elsewhere. EY’s Global Insurance Digital Survey was conducted
to determine where insurance companies are today with their digital strategies, ambitions for the future and plans for achieving their
objectives.

Digital is a catalyst for dramatic change and rapid transformation of the competitive landscape.
And insurers are not yet where they need to be.
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Key findings
From the EY Global Insurance Digital Survey 2013

1 Insurers acknowledge their current low levels of digital maturity and the need to take action.

2 Companies have high digital ambitions – but are they grounded in reality?

3 Insurers are holding themselves back.

4 It’s all about retention through improved customer experience.

5 Distributors are digital customers, too.

6 Analytics are critical to digital success.

7 Insurers need to embrace the mobile and social media wave.

Insurers are lagging behind digital today but have a compelling opportunity and clear course
forward for tomorrow.

► Objective: extend on findings from EY’s 2012 Global Consumer Insurance Survey to determine the current state and future outlook
for digital adoption in insurance

► More 100 respondents –global life and non-life; large regional and domestic players

► Key regions – EMEA (UK, Spain, France), Americas (US and Canada, Chile and Mexico) and Asia-Pacific (Australia, Hong Kong,
Singapore, Thailand, Malaysia, Indonesia) with additional contributions from South Africa, India and other countries

► All results on following pages refer to global insurers (life and non-life), except where otherwise stipulated

About the survey
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Defining digital in insurance

Digital is everywhere. From new mobile devices that make interactions possible anywhere,
anytime, to proliferating social media channels, from cloud-based infrastructures to high-powered
analytics tools that convert raw data into actionable insights, digital can transform the entire
insurance value chain.

The marketing, sales and service opportunities are obvious. But the underwriting, claims, finance,
risk management and IT impacts are just as significant.

It’s about meeting customers where they live. Positioning for next-generation markets. Making key
operations and back-office functions more efficient and agile. Because what seems innovative and
next-generation today – submitting claims via tablets, making offers via social media – will be
standard operating procedure tomorrow.

Source: The world in 2013: ICT facts and figures, International
Telecommunication Union, February 2013.

Source: Google+ Usage Skyrockets, Hits 50 Million Users?, PCmag.com
website, www. pcmag.com/article2/0,2817,2393640,00.asp, accessed
6 September 2013.

Just how digital have we become?

6.8 billion: # of mobile subscriptions
worldwide

total world population

time it took Google to
reach 50 million users6 years:
time it took Google+ to
reach 50 million users88 days:7.1 billion:

proportion of world
population that is online40%:

It’s not a distribution channel – it’s a strategic enabler.
It’s not a technology – it’s a way of life.
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Time to move

Key finding 1: Insurers acknowledge their current low levels of digital maturity and the need to
take action.

Insurers have plenty of digital work to
do, but the potential upside is
enormous.

“Only play the digital game” or are “still
learning to use digital capabilities for a
competitive advantage”79%

Current operating models do not facilitate digital
57%

Have no business case or no unified digital strategy
47%

Bottom line
Insurers that stay on the digital sidelines:
► Risk the loss of existing customers

► Limit their opportunities to connect to new customers

► Miss out on cost-effective opportunities to enhance the customer experience
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Possibility vs. achievability

Key finding 2: Companies have high digital ambitions – but are they grounded in reality?

Insurers aspire to future digital leadership, but current levels of
investment and pace of implementation, won’t get them there.

Nearly 70% spend less than 10% of business and IT development
budgets on digital
Only 5%-10% plan for budget increases of 25+% in the next one to
three years
66% implement digital via “business as usual” or via “test and
learn” pilots
Only 10% have made transformational changes to digital capabilities

Bottom line
To drive digital transformation, insurers must have:
► Realistic investment plans

► Well-defined and achievable ambitions

► New, innovative ways of working that increase business velocity
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Cultural and organizational obstacles

Key finding 3: Insurers are holding themselves back.

Entrenched cultures. Conflicting priorities. Inflexible organizational structures. Legacy technology. These internal issues are
more significant than external market factors in inhibiting digital adoption in insurance. That’s why insurers must re-orient and mobilize
their cultures to drive change.

Key challenges in delivering digital strategies

Bottom line
To unleash the full value of digital, insurers must address internal barriers and drive culture change by:
► Accepting that digital is a mindset – not just a channel

► Encouraging experimentation and fostering innovation

► Recognizing that the business case for digital is multifaceted and non-linear
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Key finding 4: It’s all about retention through improved customer experience.

With rising acquisition costs, retaining existing
customers is an imperative. Insurers must look to the
digital landscape to retain and grow customer value.

Top drivers of digital strategies

32%: Enriching the customer experience

20%: Regaining more direct control of customer
relationships

14%: Attracting prospective customers and
increasing sales

9%: Reducing cost to serve customers and
intermediaries

The business case: growth through loyalty

Risk of complacency?

Only 46% of life insurers believe failure to embrace digital
will cause customers to leave.

Bottom line
Investing in the digital experience is about extracting value from the in-force book through improved:
► Quality and frequency of contact

► Cross-sell and up-sell performance

► Lifetime customer value
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Win-win

Key finding 5: Distributors are digital customers, too.

Because agents face many of the same digital challenges as insurers,
collaboration is key.

Challenge
#1: “Improving efficiency
and quality of customer
interaction” – most important
agent use of digital in next
three years

Opportunity
61% life and 50% non-life:
“Integrating digital with other
channels” is a key challenge

Bottom line
A clearly defined mutual value proposition will help reduce resistance, while better distribution network technology
means insurers can:
► Equip intermediaries and agents with powerful tools

► Improve customer relationships at multiple touch points

► Minimize channel conflict
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Insight before action

Key finding 6: Analytics are critical to digital success.

Segmentation. Customer intelligence.
Predictive modeling. Insurers should not delay
developing these critical capabilities; they must be
developed in sync with broader digital programs.

Why? Because analytics drives improvement in
the full range of operations, from marketing and
customer service, to underwriting and pricing, to
risk management. Respondents citing analytics

capabilities as the most in-demand
skill set

75%
Bottom line
Analytics is a game changer because:
► The full digital business case can never be realized without advanced analytics

► It represents a fundamental shift in how insurers measure performance, make decisions and manage operations

► There is real opportunity to deliver immediate results
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Where the customers are

Key finding 7: Insurers need to embrace the mobile and social media wave.

Insurers are not as social or mobile as they need to be – or as consumers expect them to be. Underinvesting in these channels
today means turning away from the future and the next generation of younger, digitally savvy consumers.

47%

43%

40%

23%

35%

Provide information about products/company

Provide quote

Customer self-service facilities

Process claims

Transact/purchase

% of insurers with digital functionality

Bottom line
Exponential growth in social, mobile and tablet usage means that they can no longer be viewed as emerging or separate
channels.
► Experiences must be device tailored but consistent

► Use robust customer analytics to close gaps between mobile and online offerings

► Monitor success to avoid mobile app proliferation or social media dilution of brand
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With companies at different evolutionary stages, no single solution can seamlessly integrate digital
into a business. However, certain elements are intrinsic to all effective digital strategies.

What insurers must do here and now

► Create a digital strategy and clearly define ambitions

► Identify initiatives with the most upside

► Help distribution partners develop digital capability by sharing
resources and expertise

► Frame the investment argument for digital

► Build analytics capabilities in step with digital

► Develop mobile functionality

► Take social media seriously

► Start to embed innovation in your organization

The digital “virtuous circle” – non-linear
business case

Data analysis and
segmentation

capability

Digital
distribution/

customer access

Digital
offerings/

capabilities Increased productivity/
reduced cost to serve

Increased sales

More relevant tailored offerings
More customer
insight (data)

Increased customer
retention

Increased customer
satisfaction

Digital service tools
/ better customer

experience

Better experience = customers
more willing to share data

Digital strategy cannot be created in isolation from corporate or customer strategy and should not start with
technology.

The right response: immediate actions
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01 02 03 04 05

To realize their full digital potential, many insurance organizations must transform their cultures, as well as
key operations. Looking for agility and flexibility, some companies will need to transcend traditional, product-
centric thinking and may opt to create entirely new businesses. Rapid change, large-scale collaboration and
learning by doing are critical to create a sustainable culture of innovation.

Alignment of leadership around a compelling story through the use of tools, methods and
approaches that will form the DNA of the future ways of work and digital culture (using
video, animates and social media

Establishing the performance management systems to reinforce the new ways of working
and sustain the collaborative environment

Delivering the training, education and development opportunities necessary to shift the
ways of working, as well as undertake development activity on specific topics pertaining
to cultural change, through the use of the collaborative working environments (03) —
thinking and learning by doing

Defining the cultural shifts necessary for the business to achieve its purpose and
creating interventions to achieve this alignment

Creating the physical, online and cognitive (methods, tools, approaches)
environments to support the business and embed cultural change

01 Leadership alignment

02 Cultural alignment

03 Collaborative working

04 Enablement

05 Momentum

The right response: cultural shifts



Page 14 Key findings from the EY Global Insurance Digital Survey 2013

Driving digital transformation

EY customer advisory services help insurers grow
profitable customer relationship through deep
analytics and sustainable change. We offer a suite of
issue- based, value-led services to drive digital
transformation, helping organizations to calibrate their
response to the opportunities and challenges that “the
digitization of everything” presents.

EY digital strategy canvas

Core elements of EY’s digital transformation
methodology

► Digital maturity assessment

► Digital and multi-channel customer
experience design

► Digital analytics

► Customer analytics and insight

► Data enrichment and management

► Innovation capability and culture development

► Digital governance

Work - Package Out of scope or Inputs

Digital Strategy

Digital
Governance
Framework Business

Processes

People &
Operating

Model

Technology
& Tools

Information &
Insight

Program

Partners &
Ecosystem

Benefits
Realisation

Risk &
Compliance

Customer Driven
Innovation

Enabling
Capabilities

Vision

Mission
statement

Financial
objectives

Customer
objectives

Digital
Ambition

Corporate
Strategy

Customer
Proposition
& Strategy

Segmentation

Personas

Brand

Research
& Insight

Customer
Journeys

Intentional
Customer

Experience

Visualisation

Customer
Strategy

Benefits
model

Digital
Initiatives

Prioritisation

Supplier
Shortlist

Roadmap

Supplier
Selection

Digital
Roadmap
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Find out more about how we can help at
www.ey.com/insurance/customer or contact a member of our team:

Graham Handy
Global & EMEIA Insurance Customer Leader

+44 (0)20 7951 8173
ghandy@uk.ey.com

Shona Burns
Global Insurance Customer Advisor

+61 424 280 242
shona.burns@au.ey.com

Christine Delany
Director, Global Insurance Center

+44 (0)20 7951 1733
cdelany@uk.ey.com

May Knight and Russel Lok
Asia Insurance Customer Leaders

+852 28499518
may.knight@hk.ey.com

+65 6309 8100
russel.lok@sg.ey.com

Walter Poetscher and Chris O’Hehir
Australia Insurance Customer Leaders

+61 2 9248 5145
walter.poetscher@au.ey.com

+61 2 9248 5435
chris.ohehir@au.ey.com

Kaenan Hertz, PhD
US Insurance Customer Leader

+1 212 773 5988
kaenan.hertz@ey.com

James Littlewood
LatAm Insurance Leader

+1 305 415 1849
james.littlewood@ey.com

Download the full report >
ey.com/insurance/digital-survey
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3 PRIORITIES FOR BECOMING 
A DIGITAL INSURER
With the rise in digital devices, we’ve grown accustomed to simple, intuitive 
apps that collectively help us manage all facets of our lives. This means that 
customer expectations are changing rapidly and are shaped by their digital 
experiences.



Customers now expect insurers to provide simpler, 

more personalized and relevant products and 

experiences. The insurance industry is under 

pressure to keep up with these customer demands. 

According to Accenture’s Global Consumer Pulse 

Research, nearly half (47 percent) of the survey’s 

respondents said they want more online interactions 

with their insurers¹. In the past six months, 49 percent 

of P&C consumers purchased a policy online and 41 

percent used a mobile device to make the purchase¹. 

Although many consumers are purchasing insurance 

products online, only 15 percent said they are 

satisfied with their insurers’ digital experience¹.

Clearly, providing a digital service alone is not 

sufficient. Insurers need to offer an integrated and 

personalized experience across all touch points. This 

requires a host of multi-channel, multi-device apps 

that seamlessly integrate into your core systems 

and processes. While this may seem daunting to 

those who have yet to embark on digitization efforts, 

consider the alternative. In the past 2 years, 37 

percent of customers have switched their insurers, 

and the churn rate is rising, up 13 percent over the 

last few years². 

1 http://www.propertycasualty360.com/2016/05/30/digital-transformation-can-help-insurers-keep-cust
2 http://www.insurancejournal.com/news/national/2015/08/25/379623.htm



Today, every insurer, whether property and casualty, life and 
pensions, reinsurance or specialist, must become a digital 
insurer. This means insurers must begin to explore the impact of 
digital technologies on the entire insurance value chain, beyond 
the direct focus on distribution. Digital Insurers leverage 
technologies such as mobile, social, IoT, analytics and cloud 
to make better decisions, automate processes, deepen their 
connection with customers, employees and intermediaries, and 
pursue profitable innovation, all at rapid speed. Furthermore, 
the most successful digital insurers integrate digital to inform 
everything from strategy and organizational structure to day-to-
day operations and workplace culture. 

Insurers are now at a crossroads. IT teams spend a 
considerable amount of time and budget on core and 
modernization projects. And a one-size-fits-all delivery 
approach slows the speed of innovation. In many instances, this 
means that great ideas are left as an afterthought. But this can 
no longer be the case. IT leaders need to find ways to deliver 
digital products faster. 

This eBook describes the current state of disruption within the 
insurance market, discusses the top three digital priorities that 
will create new opportunities for you, and highlights use cases 
from several insurance companies who have taken advantage 
of a rapid application development strategy to make digitization 
a reality.

of P&C consumers 
purchased a policy 
online

49%

are satisfied with 
their insurers’ digital 
experience

15%

are interested 
in more online 
interactions with 
their insurers

47%



Disruption within the insurance market
Digitization refers to the use of new technology to build better applications 
and services that help your business innovate and compete against a new 
breed of digitally native insurance providers.

These new digital businesses are disrupting the market through the rapid 
delivery of digital products and services. And the threat from outside 
competitors continues to increase. In fact, 65 percent of insurance CEOs 
see new market entrants as a threat to growth³. With more options on the 
market, expect customer loyalty to wane. 

One insurance startup that is disrupting the industry is Oscar, an all-digital 
health insurance tech company that allows users to be onboarded in 
minutes, search for doctors based on expertise and cost, and even be 
financially rewarded for walking and running more than usual (the app 
tracks your step count). With a current valuation of approximately $3 billion 
and over 125,000 customers in just over two years, Oscar is aggressively 
ramping up to become a bona fide disruptor in the health insurance industry. 

Other disruptors include Clover Health, an insurance startup that uses 
software and data analytics to fill gaps in healthcare, drive down prices, and 
improve health outcomes for senior members. Or Haven Life, an entirely 
online life insurance company offering information, calculators, and quick 
online application and purchase of MassMutual life insurance. 

65% of insurance CEOs see 
new market entrants as 
a threat to growth. 

3 http://pwc.blogs.com/press_room/2016/02/insurance-ceos-see-technological-change-new-market-en-
trants-and-over-regulation-as-main-threats-to-g.html



The top three priorities for your team
Will you be disrupted, or are you a disruptor? More than 80 percent of 
insurance leaders believe digital disruption will transform not only how they 
interact with their customers, but also how they manage their traditional 
processes and operations⁴. 

To compete with the new breed of tech-savvy startups, innovative tech 
giants, and established players, insurers need to make application 
development a core competitive advantage to support new business models, 
drive greater customer engagement, and streamline internal processes. 

The greatest return on investment for digitization projects comes by 
focusing across three core areas:

Digital competitors and traditional insurers alike are focusing on improving 
interaction across these areas. And those who succeed in quickly bringing 
new apps, experiences and efficiencies to market will see a host of benefits, 
including increased premium volumes, improved customer loyalty, improved 
margins, reduced costs and extended distribution channels. 

Product Innovation
Delivering new propositions 

through digital channels

Customer Experience
Digitizing sales and service 

channels

Operational Efficiency 
Digitizing differentiating 

processes

4 https://www.accenture.com/t00010101T000000__w__/de-de/_acnmedia/PDF-6/Accenture-Insur-
ance-Workforce-Of-The-Future-Final.pdf



PRODUCT INNOVATION
Both customers and brokers expect more targeted products, and 
they want to access those products through digital channels.

Many insurers are under the impression that when thinking about 
digital products they need to come up with breakthrough new 
products in order to successfully compete and disrupt the industry. 
While insurers should test disruptive ideas, they can also deliver 
value quickly by focusing on adjacent product innovation.

Simply put, adjacent innovation includes taking existing products 
into new markets and digital channels, or creating new digital 
products for existing markets. 

New technologies like wearables make existing products more 
tailored and user-based, new channels can help insurers sell 
these products in new and innovative ways that resonate with 
the customer better, and new customers can reshape an existing 
product to create an entirely new offering. 



Taking Existing Products into a New Channel 
A specialty insurance company wished to implement a new 
model that allows them to eliminate intermediaries and instead 
sell directly to the customer. By cutting out the middleman 
(broker) and selling directly to the customer, insurers can offer 
products at a lower, more competitive price because the cost of 
sales decreases. This means insurers can immediately increase 
revenue.

This is a high transactional model, so they created a multi-channel 
solution that is self-service and fast. They built an application 
for liability insurance which allows end customers to get quotes 
and buy and manage their policy without needing to do any 
interaction offline. This flexible, automated solution supports the 
new business model of selling directly to customers, with the 
advantage of being able to come in with lower prices. 



Creating New Products for an Existing Market
A life insurance provider wished to create a new version of their 
product to make it more simple, accessible and transactional, 
enabling the customer to easily get a quote online and buy the 
product. 

With the launch of new propositions into the market, the group 
maintained its competitive advantage while also increasing 
premium volumes through more targeted products. The team of 
two rapid developers delivered the working products in a matter 
of weeks — 12 times faster than the estimated 4 months. Their 
iterative releases also led to more frequent market feedback 
earlier in the go-live schedule, allowing the team to hone their 
product portfolio with additional releases.



CUSTOMER EXPERIENCE
In many ways, digitization ties into engagement as customers 

and employees now expect a seamless experience across every 
point of interaction. However, only 1 in 10 insurers has aligned its 
digital strategy to maximize effectiveness across the full decision 
journey⁵. Have you optimized your sales and service channels? Do 
customers and brokers have easy access to the information and 
assistance that they require on any channel?

Consider how you can simplify your sales and service channels, 
including broker performance management, guided selling or 
advisement tools, customer self-service, electronic first notification 
of loss, and automatic underwriting. The objective is to simplify 
the process to ensure that information is easy to access and 
transactions are seamlessly processed. It is also important to make 
sure the experience is seamless across multiple product lines to 
maintain consistency.  

5 http://www.mckinsey.com/~/media/McKinsey/dotcom/client_service/Financial%20Services/Latest%20thinking/
Insurance/Making_of_a_digital_insurer_2015.ashx



Improve customer access
A pension provider handles the administration of more than 60 
pension funds with more than 1 million participants. The group 
managed a majority of its operations and customer interactions 
through its call center and branches, which increased overall 
business costs and led to service delays. 

The provider built a multi-tenant, customer portal so that 
individuals can access their relevant fund and retirement 
information without having to speak to a call center representative. 
The portal is a single application that delivers a tailored user 
experience based on the style guide of the specific pension fund 
in which the individual participates. Two rapid developers were 
able to deliver the full portal in just 10 weeks. The app has created 
greater business agility, reduced the cost to administer the funds, 
and expanded communication/distribution channels.



OPERATIONAL EFFICIENCY
Efficient operations are critical to running any business, for 
example managing complex claims handling, rating and 
underwriting, fraud workflows and renewals. The typical margin 
for a GI product can be as low as 2%. Therefore, insurers need to 
increase their efficiency, and there are significant opportunities 
for them to do so, as many of their processes are often manual or 
reliant on complex spreadsheets with little or no control. 

By automating these processes through digital, insurers can 
increase their margins and improve efficiency, ultimately reducing 
the cost of service and support while improving speed of response 
and customer satisfaction. According to a recent survey by 
Accenture, 35 percent of insurers reported more than 15 percent 
in cost savings from automating systems and processes over the 
past two years⁶. 

Consider how you can streamline complex internal workflows in a 
way that enables future flexibility in case of claims calculation or 
regulation change. There are a variety of back-office workflows 
worth reviewing, including loss adjustment, claims reporting, file 
and policy management, risk assessment and detection, and fraud 
management processes. 

6 http://insuranceblog.accenture.com/intelligent-automation-the-essential-new-co-worker-for-the-digital-age



Automate procurement workflows
A specialty healthcare insurance provider had originally managed 
a highly manual procurement process where a team scanned and 
then entered form details into the insurer’s back-office system. 
The group would evaluate and select tenders as well as manually 
manage all costs and payments. 

Now, the group uses an e-procurement portal tied into its back-
office systems. Form submissions occur online and automatically 
populate within the back-office system through the portal. Three 
rapid developers were able to deliver this system in just six 
weeks. The new app has created greater efficiency within the 
team throughout the procurement, management, and payment 
processes. 



Rating engine efficiency
A P&C insurer implemented a new application to enable 
underwriters to consume complex financial models provided by 
acctuaries in order to provide the right level of tools and control to 
deliver consistant pricing. This new app reduces risk and provides 
control across the underwriting process. 

Actuaries need the power and flexibility afforded by tooling such 
as spreadsheets to provide the required arithmetic formulas 
and flexibility to build appropriate rating models; However, 
spreadsheets are not well suited to use as part of the underwriting 
and quotation process, as they are often too complex to fill in and 
require significant work to ensure critical formulas and data are not 
inadvertently changed or tampered with. 

There’s also the problem of ensuring that everyone is using the 
latest rating engine tables across the business, not to mention 
the issues with security and management of hundreds of 
spreadsheets. This is where an app was built to enable actuaries 
to continue to use the appropriate tools to build rating tables and 
financial models, but now with a rating app engine that consumes 
the models and lets the business control the distribution of critical 
information across the organization.



How to make digitization a reality 
In order to stay relevant, you need to become a digital insurer. But it’s 
important to remember that this does not happen overnight. And in many 
instances, great ideas rarely turn into reality because demand from the 
business far exceeds IT’s capacity to deliver new applications.

Overwhelmingly, insurers are failing to turn ideas into apps: 

While 63 percent of insurance businesses report that they are 
ready to move towards digital practices, only 23 percent of these 
businesses are actually ready⁷.  

80+ percent believe their future success hinges upon their ability to 
innovate faster than competitors. Yet just 32 percent consider their 
organization a first mover when it comes to innovation⁸.

79 percent of companies are already running at full tilt just keeping 
up with existing requirements⁸. 

Many insurers will struggle to become digital insurers because they are 
trying to balance large legacy modernization projects with the need for 
innovation projects. Insurers can’t afford to wait the five years it will take 
to finish a core project in order to get started on a digital broker portal. 
Furthermore, insurers are focusing on technology as a catalyst for change 
and not paying equal attention to the talent that will be needed to bring their 
visions to life. 

For these reasons, insurers need to rethink their 
approach to app development if they wish to 
make digitization a reality. 

7 http://www.propertycasualty360.com/2016/03/29/3-key-technology-trends-for-the-insurance-industry?slreturn=1474464910
8 https://advisory.kpmg.us/content/dam/kpmg/Strategy/pdfs/2015/kpmg-insurance-transformation-web.pdf



Rethinking your app
development approach 
Traditionally, insurers have looked to their own development teams to build 
custom solutions in traditional development environments or have bought 
packaged applications that fit a standard business function. Both solutions 
are costly and can take years to implement, if they progress at all. And 
during this waiting period, much could change. For example, you could 
fail to capture market opportunities, see a decline in customer and broker 
satisfaction, and witness a deterioration in operational processes. 

It’s time to rethink your approach and embrace a strategy that reduces time 
to market for digitization efforts and enables greater iteration, testing and 
collaboration throughout the development process. Gartner Research calls 
for a ‘bimodal’ approach to application development, where IT teams have 
the ability to utilize a ‘fast lane’ that speeds app delivery for projects that 
have unclear and changing requirements, without affecting the results of 
traditional development efforts.

A bimodal app development strategy offers a unique set of staff, processes 
and tools based on the type of application or change request. This is 
essential as applications required for digitization efforts are very different 
from core business systems where waterfall development is common 
practice. These digital apps require smaller, business focused teams that can 
work quickly, deploy regularly and iterate frequently. 

By utilizing a rapid application development 
platform, you can deliver the apps needed 
to meet evolving market demands without 
sacrificing your other projects. Rapid application 
development supports fast and iterative 
development and can be used by a wider 
population of developers, including business 
analysts and systems analysts. 



KEEP PACE WITH YOUR 
BUSINESS PLANS 
Make digital engagement a reality within your 
insurance group by rapidly building multi-
channel, multi-device apps that connect broker 
channels, empower employees, serve customer 
needs, and much more. 

Traditional app delivery is broken. To succeed 
in today’s competitive market, you need a rapid 
application development platform that can keep 
pace with your business plans. Find out why 
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Mendix Platform for their digitization projects. 
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Insurance 2020: 
The digital prize – Taking 
customer connection to 
a new level

Non-life insurers are being left behind by the rapid changes in customer expectations. 
How can digital innovation help them to engage more closely with customers and what 
untapped commercial opportunities would this open up?



0
Insurance 2020: Future of insurance

The digital prize – Taking customer connection to
a new level is the latest viewpoint in PwC’s Insurance 
2020, which explores the megatrends that are 
reshaping the competitive environment for insurers 
and the markets in which they operate.1

1	 	www.pwc.com/insurance/future-of-insurance	and	www.pwc.com/projectblue

Our clients are using Insurance 2020 to help them judge the implications of 
these trends for their particular organisations and determine the strategies 
needed to respond. The central message from Insurance 2020 is that whatever 
organisations are doing in the short-term – be this dealing with market 
instability or just going about day-to-day business – they need to be looking 
at how to keep pace with the sweeping Social, Technological, Economic, 
Environmental and Political developments ahead.

About our survey
9,281 consumers were surveyed in May 2014 about what kind of non-life 
insurance they hold, their attitudes to buying non-life insurance digitally and 
what, if anything, would encourage them to buy non-life insurance this way. 
The participants form a representative sample of ages, genders and income 
groups in Brazil, Canada, Central & Eastern Europe, China/Hong Kong, 
France, Germany, India, Mexico, Netherlands, Singapore, South Africa, Spain, 
Switzerland, Sweden, the UK and the US.
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Non-life insurers are struggling to engage with customers. Cover has become 
increasingly commoditised and decisions over its purchase are almost entirely driven 
by price as many customers fail to understand or underestimate its value. Customers 
have access to more information than ever before, using social media and price 
comparison sites to compare policies, prices and claims’ experience. 

At the same time, customers want insurers to offer them the simplicity and 
accessibility they’ve become accustomed to in other sectors. They want quotes and 
prices when they want via the platform they choose, access to help when they need 
it and to only interact when renewing or making a claim. They will happily change 
insurer on a regular basis and have little desire to forge a lasting relationship. Where 
customers are looking at value rather than just price, they want policies tailored to 
their requirements and to be only paying for what they need.  

Yet, few non-life insurers are able to meet these demands. Their focus on risk, 
ratings and products means that their understanding of their customers lags behind 
the advanced techniques being developed by internet and telecommunications’ 
businesses. Comparisons with other sectors highlight a customer experience that is 
undermined by limited integration between channels and the lengthy form filling 
needed for claims, policy adjustments and other ‘moments that matter’. These 
shortcomings are opening the door to more customer-centric competitors, including 
the data-rich and tech-enabled entrants who see non-life insurance as a vulnerable 
sector that is ripe for targeting. 

Disruptor and driver
Digital innovation has been the catalyst for this customer revolution, but it can also 
offer the opportunity to develop the sharper customer engagement, insight and 
experience needed to meet these more exacting demands. Most insurers are still 
primarily focused on e-commerce – doing what they do already – but, digitally. The 
leaders are developing deeper, more personal and longer lasting relationships by 
using their digital capabilities to gain an enhanced knowledge of their customers 
(e.g. through sensor technologies) and harnessing that information to profile 
customers more effectively, fine-tune underwriting and deliver customised solutions. 
The competitive benefits include being able to move away from simply competing 
on price, while more effectively controlling risks and matching the experience being 
offered by the entrants targeting their sector. 

Introduction
Digital holds the key to customer 
connection

We’re pleased to introduce 
The digital prize – Taking 
customer connection to a 
new level.2

2	 	In	this	paper,	‘customer’	describes	all	the	stakeholders	non-life	insurers	engage	with	along	the	value	chain	
including	brokers,	reinsurers	and	service	partners,	as	well	as	policyholders.

 26%
of consumers surveyed bought their 
policies online (e.g. web or via a 
mobile device)

 71%
of consumers surveyed used some 
form of digital research before 
buying insurance (e.g. price 
comparison or social media)



The new analytical insights can also open 
up fresh commercial possibilities. This 
doesn’t just include more risk prevention 
and remediation, but also using the 
deeper knowledge of customer needs to 
provide a broader range of non-insurance 
products, services and solutions. In 
other sectors we’re already beginning to 
see the advent of a third wave of digital 
evolution, in which companies take on 
the role of ‘digital identity manager’ to 
secure the best cross-sector deals for 
their clients. There could be valuable first 
mover advantages for insurers that lead 
the way in their sector.

As we explore in this paper, technology 
is going to be an important part of 
insurers’ ability to capture and analyse 
new sources of customer data and 
develop deeper relationships. Yet, the 
real differentiator is how effectively this 
information is turned into insights and 
a readiness to lead the innovations in 
the marketplace. What this demands 
is as much of a cultural leap as a 
technological shift. This includes 
comfort with big data decision-making 
and the ability to bring innovations to 
market with much greater speed and 
flexibility than today. It also requires a 
greater readiness to collaborate with 
customers and even competitors if this 
is the best way to give consumers and 
businesses what they want.

As part of our research for this paper, 
we spoke to more than 9,000 consumers 
across 16 countries to gather customer 
views on the changing nature of non-
life insurance.2 The findings provide 
valuable insights into how digital 
is reshaping buying habits and how 
companies can capitalise on new market 
openings.

What emerges from this research is how 
strongly embedded digital already is 
within the market and the potential to 
take the engagement and commercial 
possibilities further: 

•  Around 70% of consumers used some 
form of digital research before buying 
insurance (e.g. price comparison or 
social media)

•  Over a quarter bought their policies 
online (e.g. web or via a mobile 
device)

•  Nearly 70% would be willing to 
download and use an app from their 
insurance provider

•  Two-thirds would be willing to have a 
sensor attached to their car or home, 
provided the end result is a reduction 
in premium

•  Over 50% would be prepared to 
provide their insurer with additional 
personal and lifestyle information to 
enable them to seek the best deal for 
relevant services on their behalf

I hope that you find the paper 
challenging and useful. If you have any 
queries or would like to discuss any of 
the issues in more detail, please speak 
to your usual PwC contact or one of the 
authors listed on page 23.

David Law 
Global Leader, Insurance 
PwC UK

3	 	A	representative	sample	of	9,281	consumers	were	interviewed	in	the	UK,	the	US,	Canada,	Mexico,	Brazil,	
China/Hong	Kong,	France,	India,	Singapore,	Spain,	Sweden,	South	Africa,	Germany,	Netherlands,	Central	&	
Eastern	Europe	(CEE)	and	Switzerland.
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 68%
 of consumers surveyed would be 
willing to download and use an app 
from their insurance provider

67%
of consumers surveyed would be 
willing to have a sensor attached to 
their car or home, if it could result 
in a reduction in premiums

50%
of consumers surveyed would be 
prepared to provide their insurer 
with additional personal and 
lifestyle information to enable them 
to seek the best deal for relevant 
services on their behalf
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0
AM

The route to digital
Where is it all heading?
In the past, digital business meant e-commerce. But the landscape has changed; the rapid rise of 
social media, smart devices, big data and cloud computing has opened up new avenues of potential.

social media

Customers are changing too through demographic change, increased expectations and empowerment. Technology and social media are making 
customers better informed, more connected and more vocal.

smart devices, sensor 
technology, wearable tech

big data and analytics cloud computing

S CC

By 2017 a new breed of customer will  dominate  
– we call them Digital Natives

Digital Natives Traditional Consumer 

2000 2005 2010 2015 2020 2025

Transitionals
 

What does this mean for business?
As a result, businesses have changed to deal with: 

More transparency Reduced barriers  to interacting 
with  customers globally

Using new business models

Different threats and risks to 
privacy and security

An economy based on outcomes, 
not products and services

The rise of the trust economy



broader marketplace broader marketplace broader marketplace

1 Product-centric
Companies focus purely on  
their products/services…

3 Total customer-centric
Focus on customer outcomes and needs to 
tailor their products/services to  meet them.
This will invoke a merging of industry 
boundaries.

2 Customer-centric
Focus on the benefits of their  
products/services and improve  
user journeys…

BUSINESS FOCUS: 
PRODUCTS & SERVICES BUSINESS 

FOCUS: 
CUSTOMER 

NEEDS BUSINESS 
FOCUS = 

CUSTOMER 
NEEDSCUSTOMERCUSTOMER

company company company

Three waves of change are taking place:

Adding value through digital

1

3

2

Businesses have the right mix 
of digital channels to improve 
customers’ e-commerce experience 
and successfully integrate their 
physical and digital operations.

Customers’ digital identity will become complex. The 
more they interact with business’s products and services, 
the more insights they will gain about themselves. That 
then offers an opportunity for a ‘digital identity manager’ 
to work on their behalf to get the best deals.

Businesses exploit information gained from how customers 
want to use their products and services to develop new 
propositions that help customers improve their lifestyle and 
increase their loyalty.

retail channel

e-commerce

DIGITAL IDENTITY

Digital is a catalyst and accelerator of ‘total-customer centricity’:

…which means businesses need to become   
more customer-centric

NIKE+

Google+

PayPal

passwords

loyalty cards

Twitter

Facebook

payment 
information
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The impact of digital is transforming all forms of commerce. Customers are coming 
to expect the ease, intuition and anytime/anywhere interaction of digital retail. In 
the age of the customer, consumers have the power to dictate how and when they 
want to do business with an organisation and compare prices and offerings at the 
touch of a screen. Customers also want to communicate their views via social media 
and see their opinions taken into account. 

Further pressure is coming from social media and internet comparison, which are 
greatly expanding customers’ ability to discover and compare products and services – 
they will quickly switch if they see they can get something better for less. 

The impact can already be seen in the UK, where comparison sites have driven down 
margins and taken control of the customer relationship. Having initially focused on 
motor, the tentacles of the price comparison websites are now reaching into home, 
travel and business cover. Our research found that over 90% of UK respondents had 
used price comparison websites to research options and quotes for their non-life 
insurance. Over 80% had used social media as part of their research. The influence 
can be seen in the fact that the UK is the most price-sensitive market in our survey – 
73% respondents say price is the most important factor when considering non-life 
insurance products, compared to just 38% in Canada. 

All these opportunities for product discovery and comparison mean that people 
are increasingly information rich but time-poor as they’re bombarded by ever more 
data and offers. Therefore, more effort and ingenuity are needed to grasp their 
attention, make sure products and services stand out and ensure that gaining access 
to them is quick and easy. Crucially, customers are demanding a personalised service, 
tailored to their specific set of circumstances and their own personal wishes, and 
they demand this from all of their consumer purchases including insurance. As  
Figure 1 highlights, greater accessibility and tailoring to customer needs are seen 
by participants in our survey as the most important ways to improve their customer 
experience.

Adding value through 
digital

Far from just being another 
channel, the impact of 
digital is transforming what 
customers expect, creating 
fresh opportunities to get 
closer to the customer and 
moving non-life insurance 
from a price to a value 
consideration. Indeed, rather 
than a digital strategy, the 
key objective for insurers 
should be developing a 
business strategy for the 
digital age.

1
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For non-life insurers, the immediate 
challenge is how to keep pace with 
expectations that are largely being 
set outside their sector, while also 
competing to attract and retain 
customers and drive value across the 
product portfolio and over the lifetime 
of the customer. Yet what insurers know 
about their customers is still very much 
geared to an individual product view 
of risk, understanding the individual 
risk rather than the customer and their 
needs. The more developed profiling 
techniques being used by many of the 
new entrants into the sector are enabling 
them to more closely tailor interactions, 
products and services to a customer’s 
exacting needs and deliver a bigger share 
of wallet. 

The challenge posed by ambitious 
new entrants and joint ventures is 
exemplified by the newly formed 
partnership between Ping An, a leading 
Chinese insurer, Tencent, the country’s 
biggest social media network and a 
leading e-commerce platform. 
The joint venture is targeting the 
younger generation. It has immediate 
access to millions of young people, 
taking advantage of their partners’ 
customer data and strong brand image 
within this segment.

Eventually, new entrants may begin to 
reach further into the insurance value 
chain by taking on client services, such 
as overseeing claims’ management, in 
much the same way as brokers do today. 

Informed and empowered
The digital revolution has been one of 
the main catalysts for customers’ ever 
more exacting expectations. As such, 
these developments could also provide 
non-life insurers with the foundations 
for a more nimble, informed and 
competitive customer-centric model. 
In a complicated value chain in which 
traditional brokers have been joined 
by a new breed of affiliates and price 
comparison websites, digital insights 
and capabilities could also enable 
insurers to gain a single view of their 
customers and their experience.

Figure 1 Improving the customer experience

What	would	help	your	insurer	improve	customers’	experiences

Source:	9,281	consumers	interviewed	as	part	of	PwC’s	digital	insurance	survey,	2014

Accessibility

0% 10% 20% 30% 40% 50%

Tailor	to	customer	needs

Content	explanation

Variety	of	insurance	services/	
products

More	online	access

Loyalty	points	redeemable	at	
consumer	stores/outlets

Option
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What we mean by digital
Digital is the term we use to describe the ground-breaking array of ‘SMAC’ (Social, Mobile, Analytics, Cloud) 
developments in customer expectation, behaviour and interaction, which are rapidly reshaping the rules of business:

  Social – customers are increasingly using social media to find out about insurance products and how others rate 
the services. Social media also provides a very public medium to vent any dissatisfaction. Therefore, while social 
media is an increasingly valuable source of insight into customer sentiment and sales leads, it’s also important 
to be aware of what is being said about the company and intervene when required.

  Mobile and sensors – more and more customers want to be able to buy insurance and manage claims through 
their mobile or tablet. Through a ‘policy in your pocket’, customers can have all their relevant information to 
hand, as well as an instant way of connecting with insurers in their hour of need, such as putting in a claim 
after an accident. Mobiles and sensors also offer insurers a regular source of information into how customers go 
about their daily lives, which would enable insurers to price risk more effectively.  

  Analytics – using the wealth of data created through social, mobile and sensor channels offers huge 
opportunities including sharper customer profiling and pricing of risk. As a result, insurers can tailor and 
personalise products and pricing to particular customer needs and circumstances. They can also provide pay as 
you go and other new market offerings.

  Cloud – cloud computing frees insurers from the constraints of on-premise IT and allows them to move to a 
more flexible technology platform. Cloud enables insurers to innovate and try out new services and solutions for 
customers with much shorter lead times, which are essential when competing in a digital world. It also offers a 
highly effective way to bring together sensor and mobile technology, providing customers with access on the go.

A
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We see the development of customer 
strategies for the digital age as 
progressing in three waves.

Wave one:
Shaping a new customer 
experience

Leaders in the market have been 
investing in the digital channel to 
enable customers to receive quotes 
and buy online. More than a quarter 
of the participants in our global survey 
bought their policies on their PC, laptop, 
smartphone or tablet. Countries differ, 
however. Half of participants in the UK 
transacted online, compared to less than 
10% in Canada, for example. Figure 2 
sets out what attracted consumers to 
buy online. Notable results within 
particular countries include the more 
than 80% of Indian consumers who 
cited 24-hour availability and over 80% 
of their counterparts in Singapore who 
cited ease of access.

As Figure 3 highlights, digital is the 
preferred means of interaction across a 
range of key transactions.

When asked what type of cover they 
manage online, car insurance was by 
some way the most popular (38%).

When asked how they  would prefer to 
transact with their insurer across the 
life cycle, a third of the consumers would 
be willing to renew their policy, 36% 
make a policy amendment, 27% make 
a claim notification, and 28% track 
claims  online. Around a quarter would 
also like to use email to notify and follow 
up claims. 

Once the relationship is established, 
digital can help to enhance the 
experience in ways that customers 
will value and want to stick with. 
We’re already seeing apps that let 
policyholders send through photographs 
to their insurer of the damage to their car 
resulting from an accident for example. 
In this way, a customer can begin the 
process of claiming there and then. The 

Figure 2 Why we bought online

Ease	of	access

	24/7	availability

Cheaper

Ability	to	compare	
products	online

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50% 55% 60% 65%

Source:	Consumers	who	bought	insurance	online	as	part	of	PwC’s	digital	insurance	survey,	2014	

Figure 3 Preferred form of engagement

Which	channel	would	you	prefer	to	communicate	or	interact	with	your	insurer?

1.	Research

2.	Quote

3.	Purchase

4.	Renew

5.	Amend

6.	Claim

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

n	Digital		n Email		n Telephone

Source:	9,281	consumers	interviewed	as	part	of	PwC’s	digital	insurance	survey,	2014

 50%
of policies in the UK were bought online

36%
of consumers surveyed felt that they 
would need telephone support at 
hand if they were to purchase online.
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Wave two:
New and enhanced products

Digital is doing more than just changing 
the customer experience. As a non-
physical product, insurers have the 
ability to change the product and service 
itself.  

Where digital profiling and interaction 
can create real value is in enabling 
customers to understand how much risk 
they’re exposed to and how much of this 
they want to be protected or insured 
against. The results are more carefully 
targeted and tailored policies capable of 
responding to each customer’s particular 
risk profile, risk appetite and financial 
budget. Examples include offering 
insurance for single journeys or lower 
premiums for people in higher or better 
protected homes in otherwise high-risk 
flood plains.

Tracking sensors have already paved 
the way for the development of ‘pay as 
you go’ motor cover, which matches 
the premium to how much the car 
is used. This is now giving way to a 
more risk-sensitive ‘pay how you drive’ 
model, which allows insurers to judge 
how well the policyholder drives and 
reflect this in their pricing. Examples 
include Discovery Insure in South Africa. 
Drivers rated as good or excellent by 
the company’s Vitalitydrive programme 
can receive monthly cash rewards of up 
to 50% of their fuel expenditure. The 
benefits for Discovery include higher 

insurer can also use technology such as 
GPS tracking to arrange tow-away and 
deliver a replacement vehicle. 

Consumer reaction to the adoption of 
apps is generally positive. Our research 
showed that nearly 70% of participants 
would be willing to download and use an 
app from their insurance provider. But 
again, this varies considerably between 
countries. UK consumers are the most 
reluctant, with only 35% saying they 
would be willing, compared to over 90% 
in Mexico.

This more frequent interaction with 
consumers can hep to foster a deeper 
level of engagement between customer 
and insurer. The experience could be 
further enhanced through customised 
rewards such as cashback for people who 
fit certain safety devices in their cars, 
homes or businesses. Some insurers are 
taking this model further by seeking to 
develop closer ties with manufacturers. 
Insurance is provided at the point of sale. 
Buyers who opt for additional safety 
features such as self-parking benefit from 
lower premiums. 

In other sectors, we’re seeing a 
proliferation of everyday devices that 
are continually connected to the internet 
– the so-called Internet of Things (IoT). 
Devices like streetlights, kettles, watches 
and even bicycles can be connected 
and controlled via Wifi, Bluetooth and 
3G/4G connections, providing the 
user with greater control and access in 
both the home and the workplace. As 
customers become more accustomed to 
these developments, connected devices 
in the home and car are likely to be 
become more common. This will allow 
customers a greater level of interaction 
with, and control over, their insurance 
policy, and perhaps more crucially, their 
premiums. Two-thirds of participants in 
our survey would be willing to have a 

sensor attached to either their home or 
car if it resulted in lower premiums, with 
32% saying they would be happy to have 
both. Consumers in South Africa were 
most willing (83%). Consumers in the 
Netherlands were the least, though even 
here, nearly 50% would still be prepared 
to have a sensor fitted. Willingness 
among people of different ages also 
varies. People aged 25–34 are the most 
willing (76%), while people aged over 50 
are the least willing (57%) to have either 
or both sensors. 

Although the move to digital is 
well-established, there is still a strong 
need to interact with an individual. 
When asked what would encourage 
them to purchase online, access to 
telephone support (35%) and online 
advice from a professional advisor (30%) 
were important. Webchat, co-browsing 
and video chat provide ways to enhance 
the digital experience and be there to 
help the customer in their hour of need 
– a model would be the live advisor 
support available on Kindle HD devices 
through ‘Amazon Mayday’.

 76%
of 25–34-year olds would be willing 
to have a sensor fitted to their 
car or home if it could lower their 
premiums.
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In a price-sensitive market, this use of sensors is giving 
forward-thinking insurers a real edge.

4	 Presentation	by	Anton	Ossip,	CEO,	Discovery,	to	the	UBS	Conference,	April	2013.

5	 	A	key	catalyst	for	this	is	the	increase	in	driving	sensor	apps	on	smart	phones,	which	are	eventually	likely	
to	replace	the	first-generation	‘black	box’	devices.	These	apps	would	enable	insurers	to	track	all	of	their	
customers’	movements	beyond	just	their	car	journeys.

retention and lower claims costs. Even 
more important for the company are 
the benefits for society. The service is 
encouraging safer driving and reducing 
the incidence of serious accidents among 
policyholders in a country with one of 
the highest motor vehicle fatality rates 
in the world (33 per 100,000 inhabitants 
per year, more than twice the rate in 
China and the US).4

The next level of ‘information advantage’ 
is going to come from extracting risk 
and customer profiling data from the 
purchasing, GPS, social media and other 
digital trails people leave. A lot of this 
information is unstructured and new 
analytical techniques are emerging to get 
the insights from it. 

In the property market, we’re seeing how 
companies are overlaying unstructured 
and sensor data on top of basic location 
information. If we take flood risk as an 
example, this additional data might 
include investment in flood resistance 
measures, such as airbrick covers and 
raised thresholds. The unstructured 
element would include looking at social 
media to find out about expensive 
equipment in the basement, homes 
regularly unoccupied and other factors 
that could increase the level of flood 
loss. As a result, insurers can not only 
price-risk more precisely, but also offer 
more informed advice on how it can be 
reduced and mitigated.  

Through better advice on loss prevention 
and only paying for the risks they’re 
actually exposed to, customers cut their 
premiums. The insurer benefits from 
a better understanding of the risks, 
allowing it to offer competitive rates, 
while sustaining margins and lowering 
its combined ratio. In a price-sensitive 
market, this use of sensors is giving 
forward-thinking insurers a real edge.

Insurers could take this further by 
following the models developed by 
supermarkets and other retailers. 
This includes using insights into their 
customers’ lifestyle and daily routines 
to offer loyalty points in coffee shops 
along a regular route or money-off 
products they like.5 Customers feel 
more valued. The key other advantage 
of this approach is in creating more 
opportunities for interaction and 
engagement than the largely price-
driven annual renewal. Chances of 
customer retention would improve as 
a result. Our survey suggests that 
over half of global participants would 
be prepared to provide their insurer 
with additional personal and lifestyle 
information to enable them to seek the 
best deal for relevant services on the 
customers’ behalf.

What underlies these developments is an 
important shift from the insurer being 
a reactive claims’ payer to a proactive 
risk manager. By helping customers 
to understand and mitigate their risks 
more effectively, the true value and 
differential of insurers’ risk management 
expertise would become more tangible 
and they would be in a better position to 
increase their prices and returns. 

One of the keys to developing genuinely 
customer-centric solutions will be 
readiness to offer products and services 
from outside the company, if this is what 
best suits the customer’s needs and 
preferences. Many insurers may balk 
at the idea. But this is essentially what 
supermarkets do and both their own 
brand and overall sales are boosted by 
the choice.



14  PwC	Insurance 2020:	The	digital	prize	–	Taking	customer	connection	to	a	new	level

Wave three:
Managing the digital identity

The shift to managing and mitigating 
risk could also open up new commercial 
possibilities. Our survey reveals 
widespread readiness to provide a 
broader range of behavioural data to 
their insurer in return for the potential 
value – and cost-saving – that sensor 
and data can provide. Nearly 50% of 
participants say they would be prepared 
to provide their insurer with this type 
of data in order to benefit their lifestyle. 
An example of how this might work 
in practice is domestic boiler data. If a 
sensor in the home shows a fault with 
a boiler while the home is empty, the 
insurer could arrange to have it repaired 
before the policyholder returns home. 
This ‘home intelligence’ could pave the 
way for a broader range of concierge 
services built around a combination 
of customer knowledge and sensor 
technology. 

Some customers might go further by 
giving the insurer – or information 
company, which might be a better 
description for this evolving business 
model – access to all their personal data. 
The company would use the information 
to tender for a range of personalised 
services on the customer’s behalf. This 
would of course demand a high level 
of trust in the insurer, which can only 
be achieved if the customer believes 
that the company is willing to put the 
customer’s interests before their own. 
Indeed, our research found that nearly 
40% of UK participants, nearly 50% of 
those in the US and nearly 80% of Indian 
consumers would be willing to provide 
their insurer with additional personal 
and lifestyle data to enhance their 
service offering on their behalf. In the 
Netherlands, only 30% of participants 
would be prepared to do so.

Marking out the winners
So which non-life insurers are likely 
to emerge strongest? While the 
technologies and customer expectations 
will continue to evolve, we believe there 
are ten fundamental attributes that will 
mark out the companies best able to take 
advantage of the digital potential:

 49%
of US consumers would be prepared to provide their insurer with additional 
personal and lifestyle information to enable them to seek the best deal for 
relevant services on the their behalf
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1. Contextualised
Matching	the	experience	with	
customer	preferences 

Digital	interaction	and	insight	enable	the	insurer	to	know	all	about	each	customer’s	lifestyle	and	
buying	preferences	before	they	engage	with	the	business.	The	company	can	then	match	the	
buying	experience	to	the	profile	of	the	customer.

2. Optimised
Continually	testing	and	
enhancing	interaction

The	latest	digital	evaluation	techniques	allow	customer	interactions	to	be	individually	tested	for	
suitability	and	satisfaction.	Each	element	of	the	interaction	can	then	be	instantly	reconfigured	to	
increase	the	effectiveness	of	capturing	leads,	closing	sales	and	managing	contacts.	

3. Engaged
Creating	a	compelling	reason	
to	buy

	

Digital	offers	opportunities	to	strengthen	customer	understanding	and	engagement,	enhancing	
loyalty	and	creating	new	opportunities	for	cross-selling.	

The	competitive	benchmarks	should	be	internet	and	technology	companies	that	are	seeking	to	
move	into	the	sector,	rather	than	just	traditional	peers.

4. Targeted
Turning	new	sources	of	insight	
into	customised	solutions

Ability	to	use	existing	and	new	unstructured	data	to	create	customised	risk	solutions	and	provide	
a	platform	for	extending	services	into	new	areas.

Expertise	in	predicting	customer	behaviour	is	critical.	Key	differentiators	will	be	the	ability	to	
recognise	what	features	customers	value	and	are	willing	to	pay	for	and	dynamically	pricing	
according	to	demand.

5. Guided
Helping	customers	to	decide	
what’s	right	for	them

Digital	can	not	only	be	used	to	help	inform	customer	decisions,	it	can	also	help	to	guide	them	
through	a	structured	decision-making	process.	Models	for	this	type	of	personalised	online	
guidance	already	exist	with	tax	and	money	management.

6. Synchronised
Creating	a	seamless	
multichannel	experience 

Digital	is	not	a	channel	in	itself,	but	a	sharper	way	of	communicating,	interacting	and	responding	
internally	and	externally.	Key	capabilities	include	the	ability	to	bring	together	online	and	
social	media	dialogue	with	face-to-face	interactions	with	sales	teams	to	create	synchronised	
multichannel	engagement.	Being	able	to	encourage	people	to	move	from	online	and	‘live	chats’	
across	to	your	telephone	and	agency	channels	could	be	especially	important	in	bringing	the	sale	
to	a	close,	and	generating	leads	for	cross-selling.

7. All-embracing
Reshaping	the	mindset	and	
operations	of	the	business

Digital	influences	every	aspect	of	the	commercial	operation,	from	product	design	to	marketing	
and	sales,	through	to	the	servicing	of	the	policy	and	claims.	People	at	all	levels	of	the	organisation	
need	to	be	comfortable	with	big	data	decision-making	as	part	of	a	business	strategy	for	a	digital	
world	rather	than	just	a	digital	strategy.

8. Nimble
Leading	rather	than	following

Rather	than	waiting	for	perfection	at	launch,	it’s	better	to	get	innovations	into	the	market,	monitor	
feedback,	adapt	and	refine	–	the	best	place	to	test	an	idea	is	when	it’s	in	the	marketplace.	This	
requires	something	of	a	cultural	shift,	which	accepts	that	the	business	may	not	get	everything	
right	and	the	important	thing	is	to	learn	and	rapidly	move	on	–	it’s	better	to	fail	quickly	and	cheaply	
before	finding	the	right	answer.	Rather	than	the	quality	of	initial	design,	the	ability	to	interpret	and	
respond	to	customer	feedback	becomes	the	core	differentiating	capability	of	a	digital	insurer.

9. Efficient
Delivering	more	for	less

Digital	will	put	pressure	on	prices	by	making	products	easier	to	compare	and	opening	up	existing	
businesses	to	increased	competition.	But	it	also	offers	opportunities	to	price	more	keenly	by	
controlling	risks	more	effectively	and	delivering	products	and	services	more	efficiently.	

10. Sensitive
Clear	about	what	you’re	doing	
with	data	and	why

Sensitivity	over	privacy	is	crucial.	Policyholders	are	generally	willing	to	share	data	as	long	as	they	
see	a	clear	benefit	in	doing	so	–	the	sensors	used	to	monitor	driving	safety	are	a	case	in	point.	
Transparency	over	how	the	information	is	gathered,	used	and	protected	is	critical.
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What customers see as commonplace as opposed to differentiated is constantly 
changing. Businesses with digital at their heart are quick to respond and adapt, but 
few insurers are up to speed and many face the risk of being marginalised.

So what is holding non-life insurers back? The first issue is the readiness to embrace 
change. There is a general preference for incremental over radical innovation. 
Product development cycles and the decision-making and approval that underpin 
them can also often be quite prolonged. Indeed, such is the time and investment 
needed to bring innovations to market that there is a very low threshold for design 
and implementation risk. In faster moving sectors, it’s possible to test the waters, 
learn and adjust with greater freedom and at relatively low cost.

The pace of change is being held back still further by slow and unwieldy legacy   
systems. Many non-life insurers have instituted significant systems’ investment to 
bring their capabilities up to speed. But over-long and over-engineered planning, 
design and build phases mean that by the time systems are up and running, the 
market has moved on. Indeed, where the traditional mantra for IT upgrades has been 
‘the better the planning the better the execution’, this is no longer relevant in today’s 
fast-moving marketplace.

Just keeping heads above water
One of the key problems is that the change programmes are aimed at a fixed target, 
such as speeding up claims response or reducing administration costs. But in today’s 
market, the targets are constantly moving and the time to respond is very limited. 
Moreover, so much of the investment is directed at upgrading existing systems, 
processes and products that there is generally insufficient left to equip the business 
with the insights, flexibility and other key capabilities it needs to meet changing 
customer expectations.

Further problems centre on how the information being generated by the new 
analytical systems is used. Insurers are comfortable with using complex data in 
their actuarial and underwriting evaluations. But they’re less equipped to use big 
data to drive decision-making across the organisation in areas ranging from product 
design and marketing to new business development. Non-life insurers also still tend 
to gauge success in terms of product development and sales, rather than the smart 
solutions and enduring engagement that would define a genuinely customer-centric 
organisation. 

What’s holding 
businesses back?

As digital developments 
foster shorter innovation 
lifecycles through the ability 
to try and test new ideas 
and discard the ones that 
don’t work, the traditional 
approaches to business 
development, change 
management and process 
upgrades within the non-
life insurance sector are 
increasingly out of step. This 
is opening the door to faster 
moving competitors.

2
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Lowering barriers to entry 
This slow response is opening the door 
to faster moving peers and, increasingly, 
new entrants – 50% of insurance CEOs 
taking part in our latest global CEO 
survey see new market entrants as a 
threat to growth, far more than any 
other financial services sector.6 

In the past, established insurers have 
been protected by the high costs of 
developing systems and putting the 
distribution capabilities in place. In the 
digital age these high fixed costs are 
considerably reduced. A combination of 
cloud computing and a new generation 
of packaged application software mean 
that new entrants can get the critical 
systems’ infrastructure in place quickly 
and cheaply. 

Privacy
Data confidentiality is a further 
challenge. This goes beyond legal 
requirements as legislation may fail to 
keep pace with the rapid developments 
we’re seeing in the marketplace. 
Moreover, the ground rules are still 
developing and are being influenced by 
the different perspectives of particular 
generations and cultures. What is 
clear is that transparency over how 
the information is gathered, used 
and protected is absolutely critical. 
Our global survey suggests that many 
consumers would be willing to share 
data as long as they trust the company to 
use it responsibly.

Your fiercest competitor
As customer expectations change and 
the barriers to entry are reduced, the 
organisation’s ‘fiercest competitors’ are 
no longer just their traditional rivals – in 
fact they may be incomers from other 
sectors. What happened to the music and 
publishing industry in the face of the 
onslaught of digital distribution shows 
how quickly established distribution 
models can be swept aside. 

Our survey indicates that there is 
significant disruption already – Figure 4 
shows the proportion of participants who 
would be willing to purchase insurance 
products from companies outside the 
industry.

6	 	74	insurance	CEOs	polled	as	part	of	17th	Annual	Global	CEO	Survey	Fit	for	the	future:	Capitalising	on	global	
trends,		PwC,	2014	(www.pwc.com/ceosurvey).

Our global survey suggests that many consumers would be 
willing to share data as long as they trust the company to use it 
responsibly.

Figure 4 Buying cover from non-insurance companies

Which	of	the	following	companies	would	you	be	willing	to	buy	an	insurance	policy	from?

Source:	9,281	consumers	interviewed	as	part	of	PwC’s	digital	insurance	survey,	2014
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Competitive differentiators Potential new entrant

1

2

3

4

5

6

7

8

•	 Post	office	
•	 High-street	retailer

Brands that customers trust and might pay a premium for

Proven retail digital distribution footprint

Greater expertise in understanding and acting upon customer needs and values

Understanding of how to better price customer segments

Trusted source of guidance for customers making decisions

Ability to rapidly price risk and provide capital

Ability to deliver change quickly

Insights into changing risk demands

•	 Internet	retailer	
•	 Major	bank

•	 Mobile	phone	operator	
•	 Internet	search	engine

•	 Technology	and	internet	company

•	 Customer	advocacy	website
•	 Internet	search	engine
•	 Social	networks

•	 Reinsurer	
•	 Investment	bank

•	 Technology	and	internet	company

•	 Broker	
•	 Reinsurer	
•	 Price	comparison	websites

The box below matches some of the key competitive attributes of a competitive insurer with the characteristics of some potential 
new entrants.

A lot of companies have put digital innovation at the forefront 
of this strategic shift. But it is the customer that should be the 
centrepiece of this rethink, with digital developments being the 
means to the end rather than an end in themselves.
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The competitive threat posed by the technology, mobile and internet giants is their 
ability to reach customers across the market, and then use this to capture, process 
and interpret data on a vast scale and at huge speed. It is this combination of scale, 
access to data and high-speed precision analytics that non-life businesses will need 
to match. 

Figure 5 outlines the six key considerations for bringing businesses into line with 
the digital age and fostering customer-centricity and profitable growth. What this 
comes down to is a clear sense of how customer behaviour and desired outcomes are 
changing, where and how the business can best compete in this new marketplace 
and what capabilities it needs to achieve this. A lot of companies have put digital 
innovation at the forefront of this strategic shift. But it is the customer that should be 
the centrepiece of this rethink, with digital developments being the means to the end 
rather than an end in themselves. 

Getting up to speed 

As data insights emerge 
as the key differentiator, 
how effectively non-life 
insurers are able to use the 
information is going to be 
critical.

3

Figure 5 Prerequisites for success in the digital age

Understand	the	rapidly	evolving	digital	
customers’	behaviours,	needs	and	
desired	outcomes	and	the	impact	on	
profitability	and	growth.

Adopt	agile	approaches	to	design,	
build	and	integrate	enterprise-wide	
social,	mobile	and	web	solutions.

Be	equipped	to	protect	your	
assets,	data	and	reputation	
against	the	threats	of	the	
digital	world.

Design	your	required	proposition	
and	optimal	operating	model	and	
a	clear	route	to	achieving	it.

Understand	how	value	is	created	
in	the	digital	economy	in	your	value	
chain	and	ecosystem.	Define	your	
new	business	model.

Fostering	of	new	business	ideas,	
their	incubation	and	development	
to	scale.

Pr
ofi table growth

in the digital age
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Accelerate
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EvolveProtect

Source:	PwC
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Digital at the core
So what shift in culture, systems and 
organisational capabilities are needed 
to put non-life insurers out in front? If 
we look at how digital leaders in other 
sectors operate, they have embedded 
digital throughout the organisation, 
rather than just customer acquisition 
channels. Marketing people are 
comfortable with big data decision- 
making, understanding the complex 
decision-making journey customer’s 
go through across social media, online 
and affiliates. Contact centre support 
staff understand how customers want to 
interact and are there, ready, whatever 
channel they need assistance on. Brokers 
and intermediaries would have access to 
all the information and tools they require 
in a way that enhances and supports the 
customer journey.  

Employees within this digital 
organisation are sufficiently connected 
to not only solve customer issues, 
but also get products and services to 
market quicker. Actuaries and analysts 
would need good access to new 
sources of data and greater marketing 
and product know-how as they look 
at how to turn the surge of digital 
information into commercial insights. 
The key differentiator is how quickly and 
effectively all this analysis can be put to 
profitable use. Examples of this feedback 
loop would be a competitive price for 
covering a single car journey or advice 
on how to sustain production when vital 
supplies are at risk of being interrupted.  
Analytics and reporting functions need 
to have access to not just historical data, 
but also predictive modelling capabilities 
that support management decision- 
making.

Organisationally, there would be a 
shift away from developing and selling 
products through the separate siloes 
of design, marketing and distribution 

(looking inside-out) to discerning the 
needs and expectations of customers 
and working back to create the right 
solutions (looking outside-in). Decisions 
over what is right for the customers 
should include a ‘fairness’ lens that 
gauges whether they understand the 
product, they can afford it and is it likely 
to deliver value for money.

Making this work requires the right 
people. It also requires the right 
information in a sector that is behind 
the curve in understanding what 
customers think and want. Customer 
journeys would be mapped and 
analysed across channels to identify 
opportunities to improve the customer 
experience. Some companies are going 
further by moving to a co-creation 
model, in which products and services 
are developed, tested and adapted in 
partnership with customers and social 
media communities. In other sectors 
including banking, we’re also seeing the 
development of social media command 
centres, which allow companies to 
track customer ideas and attitudes in 
real time.

Successful companies will also be 
marked out by the development of 
effective indicators to measure whether 
they’re meeting customer needs. 
Measuring satisfaction through metrics 
such as net promoter scores (How 
likely is a customer to recommend the 
company?) can be helpful, but it doesn’t 
gauge whether the customer actually 
understands the product or whether 
it’s right for them. It will therefore be 
important to use the latest analytics 
to gauge understanding (Have they 
bought this kind of product before?, 
for example) and measure applicability 
against the customer profile. Similarly, 
rather than just measuring complaints, 
rating staff motivation and behaviour 
can provide a proactive early indicator 
of eventual customer outcomes. 

In turn, customer effort scores (the 
work the customer has to do to get 
what they want or have their problem 
solved) would measure whether the 
insurer is able to match the ease, speed 
and intuition customers have come to 
expect from interactions in other areas of 
commerce. For example, if a call centre 
knows what the customer is enquiring 
about because they had earlier looked 
at products or put in a query online, this 
would score highly. Having to start again 
for each channel would not. 

SMART analysis
A key challenge is how to deal with such 
a proliferation of data, the bulk of which 
is irrelevant ‘noise’. Most organisations 
are looking at how to increase their 
capacity to mine and analyse, but this 
can leave them drowning in data and 
make it difficult to extract genuine 
insights. 

As Figure 6 outlines, a more effective 
approach would filter the data gathering 
and analysis into what is specific, 
measurable, actionable, realistic and 
timely (SMART). This would seek to 
identify the key questions that should 
be addressed to support particular 
decisions: ‘Do our product designs 
reflect evolving needs?’, ‘What is the 
growth opportunity of our products and 
services?’ and ‘How does this change 
under different bundling and pricing 
scenarios?’, for example.

Quicker to market
The need to bring innovations to market 
quicker would demand a move away 
from lengthy and bureaucratic business 
planning to a faster and more flexible, 
data-led iterative approach to business 
decision-making. Organisations would 
monitor digital signals, test, take on 
feedback and respond in a model similar 
to that used by many of today’s telecoms’ 
and technology companies. 

A key challenge is how to deal with such a proliferation of data, the 
bulk of which is irrelevant ‘noise’. Most organisations are looking 
at how to increase their capacity to mine and analyse, but this 
can leave them drowning in data and make it difficult to extract 
genuine insights.
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The initial application of sensor tracking 
in non-life insurance highlights the value 
of getting into the market quickly and 
developing from there. In particular, 
the initial tests revealed the close link 
between hazardous driving and low 
credit scores, something that hadn’t 
been identified in the planning and 
design phase. This paved the way for a 
more proactive approach to screening, 
underwriting and customer targeting 
that doesn’t rely on a driving record once 
the cover is already in place.

Less design, more adaptability
The logic of cutting down on the plan 
and design phase and getting to market 
as quickly as possible would also apply 
to systems development. One option 
would be to develop start-ups that run 
alongside existing capabilities. These 
‘greenfield’ operations could be up and 
running quickly and then tested, adapted 
and expanded to meet rapidly evolving 
demands. Other possibilities include 
acquiring or partnering with companies 
that already have the necessary 
capabilities, such as technology 
companies or new entrants.7 

These approaches could allow much 
greater flexibility and room for 
innovation on the one side, while 
reducing costs, design and execution 
risks on the other. The main determinant 
of successful change is no longer 
planning and design, but how to 
interpret changing expectations, move 
quickly to market, gain feedback and 
quickly adapt.

Figure 6 Targeted insights

Source:	PwC
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7	 	‘Insurance	2020:	A	Quiet	Revolution	–	The	Future	of	Global	Insurance	M&A’,	PwC,	September	2013,	
looks	in	more	detail	at	the	role	of	acquisition	in	enhancing	competitive	capabilities	(www.pwc.com/
insurance/quiet-revolution).
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Digital is shaping customers’ ever more exacting expectations on the one side and 
enabling non-life insurers to engage more closely and develop smarter solutions on 
the other. It would enable insurers to move from commoditised competition based on 
price to differentiation through customer relationships and the ability to deliver what 
they value.

The front-runners are already developing the focused analysis and organisational 
collaboration needed to turn reams of unconnected data into telling customer 
insights. They’re looking beyond the confines of reactive insurance cover to 
higher margin proactive risk advice and prevention. They’re also looking beyond 
sensors and big data analysis as simply pricing tools, as they seek to develop a new 
generation of information-based services. And so they can sustain their lead, they’re 
able to get to market quickly, take on feedback and adapt as demands evolve and new 
insights come to light. By the time the followers attempt to catch up, the market will 
already have moved on.

Conclusion
Claiming the future

As customers become more 
informed, demanding and 
prepared to switch, the 
importance of a being able to 
deliver what they genuinely 
value rather than more of 
the same is going to greatly 
increase. 
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