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 What is the main driver of change in the insurance industry today, and why? 

 The drivers of change at play today in the insurance industry are many. Among the most important drivers are technology 
innovation and its corollary — the rising competition coming from big data companies and cloud-native insurers. 

But they are all being steered by customer behaviors and expectations, which have dramatically evolved during the past 
few years with the strong and steady emergence of the digital-native generations in the active population. Those younger 
generations do not interact with their products and services providers the way the older and past generations used to.  

For more than 200 years, the relationships between insurers and their clients have been based mostly, if not exclusively, 
on personal face-to-face contacts through agents, brokers, local offices, adjusters, doctors, and so on. 

But these times are waning. The Y and Z generations are expecting something completely different with much greater 
flexibility in the communication channels. As in all the other dimensions of their lives, they look for sustainable, 24 x 7, 
omni-channel, seamless, contextual, and personalized interactions. 

During the same day, digital natives will communicate with their insurer via multiple channels: They will visit the office of 
their agent, have a conversation with a representative at the company's call center, leave a message on the company's web 
portal, send an email to their agent, and confirm the entire interaction via a dedicated app. And they do it all with the 
expectation that all information flows in real time from one stakeholder to the next without any content loss. They also 
expect to be offered frequently updated and upgraded, on-demand, pay-per-use, behavior-based products and services. 

The movement of this tidal wave of change has been dramatically accelerated by the two-year-old pandemic; in particular, 
other (older) consumers have come to appreciate the benefits generated by the use of the new technologies. We're all 
being merged into one unique "Amazon generation," expecting the immediate delivery of any kind of tailor-made goods 
and services enabled by emerging new technologies such as data analytics, predictive modeling, artificial intelligence (AI), 
natural language recognition, or bots. 

Insurers are working on modernizing their traditional business model. This Analyst 
Connection looks at what they need to do to meet the changing needs of their 
customers. 
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 What does this wave of change imply for insurers from a technological point 
of view? 

 Meeting such expectations requires a dynamic 360-degree customer view based on advanced analytics allowing for  
real-time optimization and personalization of all customer journeys. This view of the customer must be accompanied by 
the full automation of the processes linked to the selection and the delivery of products and services across all customer 
interfaces in real time.  

Achieving this transformation will push insurers to move more and more of their legacy systems to the cloud and to 
further invest in AI-based technologies such as big data analytics, machine learning, natural language processing, 
augmented reality/virtual reality, and bots. 

For example, data that originates from multiple sources — and that is presented in a wide variety of formats and, 
occasionally, generated in real time — can be captured, cleaned, and sorted more effectively using intelligent data 
ingestion software. The speed and the reliability of such systems today exceed by far the performance of human 
operator teams, at a fraction of the costs. 

Robotic process automation allows knowledge workers to stop wasting their time performing repetitive low-value-adding 
and time-consuming tasks and to dedicate 100% of their unique capacities to those segments of the service value chain 
where using pure algorithms makes no sense. 

AI-enabled data analytics allow the same knowledge workers to augment their capacities, for example, by analyzing 
whether documents have been forged and by comparing them in real time with historical data to verify if similar 
documents were ever presented to the company in other nonrelated instances (e.g., a bill for water damages repairs sent 
years ago in PDF format where the date and the bill number have been Photoshopped to support a fraudulent claim).  

And these technologies are available in all types of business, including specialty lines such as marine hull insurance where 
insurtechs are bringing to market data analytics platforms that allow underwriters and brokers to exploit highly complex 
data and manage risks in real time on a worldwide basis. 

All insurers are already working on this modernization of their traditional business model. However, apart from rare 
exceptions, they still need to further invest there before being able to claim that they fully comply with the current retail 
market conditions. 

Data is now available everywhere in real time, and customers are willing to share this data when they perceive it is in 
their direct interest to do so. Other players in other industries are already spearheading this movement (big technology 
companies, car manufacturers, etc.), creating the risk for insurers to be surpassed in what used to be their exclusive 
domain of expertise: risk data analysis and management. 

The good news is that insurers do not have to count solely on their internal resources to close the gap. Insurtech companies 
are mushrooming at an increasing pace, further stretching the limits of technological innovation. They are fed by venture 
capital firms that understand the incumbent insurers are increasingly seeking "oven-ready" solutions to modernize  
their operations. 
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 But will this upgrading of the traditional business model allow insurers to 
fully meet their customers' expectations? 

 No. ESG-minded customers expect more from their insurer than just the collection of a premium and the financial 
compensation of the consequences of damageable events. They expect their insurer to demonstrate a strong 
commitment to their well-being and their safety by constantly supporting them and reducing their risk exposure.  

Of course, the traditional role of risk transfer is here to stay: It is what insurance is meant for.  

But insurers have both the specific expertise and the technological tools required to provide their customers with  
high-value services in the fields of risk prediction and risk prevention.  

Mobile technologies and connected devices (IoT) generating real-time personalized and contextual data, coupled with 
external data bases, allow insurers to finally develop frequent and positive interactions that will be valued by their 
customers, such as providing 24 x 7 tailor-made advice on how to avoid or reduce risks, generating targeted warnings 
when risk levels are suddenly rising and sending alerts when damageable events are happening. 

Using the same technologies, insurers are finally able to provide specific and personalized advice on how to reduce the 
propagation of the damages after a risk has materialized and to immediately activate the most relevant rescue services 
given the circumstances. 

By expanding their model to include such risk prevention services, insurers not only will respond to a demand from their 
customers but also will finally be able to create the frequent and positive touch points with their clients that their  
200-year-old traditional model never allowed. 

To extract the full value of such a new business model, most insurers will have to further improve their data consolidation 
and management capacities. As shown in IDC's April 2021 European Industry Acceleration Survey, barely a third of them 
already consolidate business data in real time or close to real time to provide actionable recommendations to their front 
lines. If a small majority of them already benefit from a 360-degree vision of their customers, only half are able to interact 
in real time with their customers through automated processes. 

 If the interactions between an insurance company and its customers are 
bound to become more digital, what should insurers do to maximize the 
expected impact of their virtual touch points? 

 Digital interfaces developed by the insurance industry still tend to be one-size-fits-all solutions. 

That is what you might desire when you want to convey messages only to your prospects and clients or when you 
communicate on the content of your products. It is also fine when you send mere instructions to your clients.  

But when one has the ambition of curbing the behavior of free-thinking individuals, for their own good in the case of risk 
prevention, there is no more room for one-size-fits-all interfaces.  
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Insurers will have to invest in really understanding the behavioral profiles of their clients to interact with each one using 
the tone and the form that will best suit the target of the communication and by identifying the best moment and the 
best channel for conveying such messages to maximize the expected impact. All this will rely once again on solid data 
analytics and intelligent technologies to dynamically adapt all customer interfaces according to the content and the aim 
of the interactions and the specific mood of their target. 
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MESSAGE FROM THE SPONSOR 

Reimagine Insurance with Data Analytics 

Insurers have the wealth of data, both real-time and historical, that can provide a thorough understanding of the 
customer. Data analytics is, hence, the key to faster business insights, smart decision making and unlocking new 
business growth opportunities.  This has made AI and next-level automation the essence of InsurTech.   

Imagyn.ai, the data-driven framework for insurers, is aimed at transforming your insurance business with data 
monetization. From enterprise data management to data reporting, Big Data engineering, and predictive 
analytics, Imagyn.ai can help insurers leverage data from all sources to aid business decisions, enhance operational 
efficiency, identify new avenues for growth, and improve customer experience. 

Visit the Imagyn.ai page to know more about our powerful data analytics accelerator. 
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