
The insurer’s guide: 
The winning insurer is 
a digital one
Do you have what it takes to be 
one of the winners?
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Getting started
Digitalization is on every insurer’s agenda and for those looking 
for information about “becoming more digital” there is a wealth 
of information available. The ubiquitousness of the topic shows 
how important it is and how distinctly disruptive digital techno-
logies have been to the industry. 

A perfect storm has arisen in the last decade, not only in the insurance branch but in 
all consumer-facing industries. The immense potential of digital technologies has led 
to the increasing power of the consumer. These two elements have merged to create 
a mighty wave of change. 

The winning insurer is the one that acts today – ready to ride the wave. But for every 
winning insurer out there, there are many others who hesitate and lose the ability to 
gain a competitive advantage.

To be a winner you must understand and have answers to each of the following 
questions:

This eBook gives you answers to these questions.
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What does it mean to be a digital 
insurer?
Ask five different insurers what being digital means and you will 
get five different answers. There is no one single view, probably 
because no one really knows what it takes to be a truly successful 
digital insurer yet.

The key elements of the digital wave, although not necessarily cutting-edge technologies, 
are more or less new in the scheme of the insurance industry. Cloud computing, the 
collection and use of big data, social interaction, mobile communication and online 
customer service and engagement are a few of the digital technologies available  
to insurers today. And not only are they available, they are imperative parts of a digi-
tal strategy that can create growth and profitability for insurers that embrace them  
correctly, as well as spell the downfall of those that do not. 

Digital technology has the ability to impact an insurer in many areas, 
most importantly:

 Facilitating collaboration; both internally and externally
 Optimizing processes within departments, across the organization and 
 with external suppliers
 Accelerating the development and distribution of new products and services
 Improving the use of data and decision making abilities

Insurers that embrace and achieve digitalization before their competition will be better-
positioned to meet insurance customers’ demands for new insurance products and 
new ways of electronic interaction.



5
€

€

Winning with a new digital brand

A large South Africa insurer wanted to establish a direct-to-consumer business 
model and go digital. To do this in the most efficient way possible they started 
a new brand, MiWay, completely separate from their traditional brand. The key 
was to move fast and gain the competitive advantage, as a few competitors had 
their eye on the same business opportunity.

MiWay was the first South African insurance brand to embrace the internet 
and unlock its potential through speedy purchase processes and intelligent 
workflows. MiWay was up and running with a new core system and efficient 
processes and workflows in just four months. They also developed a web front-
end shortly thereafter – within their first year of business. The Chief Innovation  
Officer of MiWay understands the importance of being a digital insurer and how 
technology influences the company’s success: 
 

“Technology is a critical enabler for growth and success in the direct insurance 
market. The web and call center are our main sales channels and regardless of 
the channel customers use to access our products and services, their experience 
of speedy purchasing processes and overall convenience is critical to our brand.”

- Leon Oosthuizen, Chief Innovation Officer (CINO), MiWay

The long-term plan is for the digital brand to extend its offering to a complete  
array of services all under one umbrella, conveniently bought and managed  
online. With the correct digital strategy, core systems, processes and workflows 
in place already, MiWay is well on its way to meeting this goal.
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Four elements of digital

According to McKinsey & Company, we can break digital down into four components 
or ways that technology drives value in business 1). 

It revolves around the following four elements:

 Connectivity – communicating effectively via the right channels and at the 
 right time, with customers, suppliers, colleagues, etc.
 Innovation – the ability to create new products, new business models and 
 new operating models quickly.
 Automation –  replacing manual processes and labor with technology that 
 allows process automation, like straight-through-processing (STP).
 Decision making – Making smarter decisions based on better data, 
 including big data and advanced analytics tools.

An advanced digital strategy – one that can give a true competitive advantage – must be 
a comprehensive and transforming mix of all four elements. It must build upon the unique 
nature of the company, strengthening its capabilities and smoothing out its challenges.  

Insurers must look at how each of the elements can be used, in all aspects of the busi-
ness, to connect, innovate, automate and improve decision making, not only in each 
department or silo within the organization, but across it. And even more than that, the 
technology must be used to bridge the gap between the company and the outside 
world – especially customers but also including suppliers and intermediaries.

Using the four elements of digitalization to move insurers forward

• 360o customer overview 
• Multi-channel
• Real-time feedback
• Mobile solutions (for 
 internal and external use)
• Social media listening 
 and communication

• New product offerings
• New business models
• New pricing models 
 (like micro insurance)
• Product configuration  
 capabilities
• Multiple brands and 
 white labelling

• Self service policy 
 administration
• Online/mobile FNOL
• Straight-through-
 processing
• Business process and 
 task management

• Micro tariffing
• Telematics
• Business intelligence 
 and predictive analytics
• Use of big data
• Fraud management

1) Finding your digital sweet spot – McKinsey & Company: 
http://www.mckinsey.com/insights/business_technology/finding_your_digital_sweet_spot

Connectivity Innovation Automation Decision making

1
2
3
4
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Moving beyond a narrow digital focus

Is it enough to say that an insurer is digital because it uses digital technologies to do 
some of its business?  No. A digital insurer is one that sees the potential in technology 
trends and embraces them. These insurers use technology to enhance, streamline, 
innovate and create new opportunities across the entire value chain of their business. 
This is not an easy task. 

While most insurers are aware of several of the benefits that technology can bring their 
business, many have very narrowly-focused plans; often betting on the benefits of 
streamlining processes and improving efficiency in their workflows to cut costs. This is 
a too narrow approach to be considered a truly digital insurer.

To become a digital insurer you must look beyond the small advantages of individual 
digitalization initiatives that improve existing business processes. You must use digital 
technologies to make significant transformation that impacts the way you do business.

 

There is a big difference between true digital transformation 
and the mere digitalization of existing business processes2). 
Both can improve an insurance business but only one leads 

to true long-term success.

2) Playing to win – Accenture 2013 Consumer-Driven Innovation Survey: 
http://www.accenture.com/microsite/consumerdriveninnovation/ 
Documents/pdf/Consumer-Driven-Innovation-Insurance-Survey-2013.pdf
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Two different, yet common pitfalls

Insurer A wants to be a digital insurer and understands that being digital means 
doing business where its customers are. It decides to invest in direct commu- 
nication with its customers – creating a direct selling website that allows customers 
to easily buy its insurance products. Insurer A also adds a mobile application that 
does the same. While it is true, that connecting to customers in this way is a critical 
competence, unfortunately, Insurer A has actually increased costs and complexity 
with the new initiative. Focus is on connecting to the outside world but manual 
processes are needed internally to make the set up work.

Connectivity without innovation, automation and improved decision making is not 
reaping the full value of digitalization.

Insurer B knows that by going digital it can save costs and realize more efficient 
internal processes. This insurer focuses on the behind the scenes processes for its 
auto claims administration only, disregarding synergies and connectivity between 
its auto insurance customers and other parts of the business. This can be a very 
successful strategy that can cut costs, but it should only be seen as a first step in 
becoming digital as it leaves many of the benefits of digitalization behind. 

Automation without connectivity, innovation and improved decision making is not 
reaping the full value of digitalization.

Although both of these examples are relevant ways to start down the path of  
becoming a digital insurer, neither of them are fully-committed digital strategies. 
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An industry lagging behind

If you don’t feel confident that your company is living up to the definition of being a 
digital insurer you are not alone. But you need to get started because research shows 
that a lack of a comprehensive digital strategy costs an insurer. 

If fact, insurers with advanced digital strategies are on average 63% more profitable 
than those that don’t  have them 3). Still, not many insurers have valid digital strategies 
in place. It is however encouraging that insurers are aware that their digital maturity is 
lacking. According to an Ernst & Young global insurer survey, 79% of surveyed insurers 
responded that they didn’t see themselves as digital leaders and that they were still 
learning how to use digital capabilities for a competitive advantage4). Well a good 
place to start is to know that you need to improve. 

There are many ways to get a foothold in the digital insurance world. One way 
is through partnerships, which is one of many strategies that Allianz UK is trying 
out.

Allianz has entered into a partnership with BMW, to provide a pre-fitted tele-
matic solution for its lightweight electronic vehicles, the i3 and i8. The solution 
will perform all the usual functions if customers are inclined to use it. It will track 
where they have driven, how fast they drove and whether they take part in any 
risky driving, like sharp braking and acceleration. However the system will only 
come into play if Allianz insurance is taken out with the car.

To support the initiative, Allianz has devised two specific insurance products 
designed with the new vehicles in mind and to take advantage of the telematics 
system: Flexi Mile and Unlimited Miles. These products are only for the new 
electronic vehicles, but the usual products, available with other BMW cars are 
still available. 

Allianz has many digital initiatives in play. This one shows that they understand  
the big picture of digitalization.

Source: Allianz UK

3) Digital Maturity Is a Key Factor in Profitability for Insurers – Gartner: 
https://www.gartner.com/doc/2755917/digital-maturity-key-factor-profitability

4) Insurance in a digital world: the time is now – Ernst & Young: 
http://www.ey.com/GL/en/Industries/Financial-Services/Insurance/
Insurance-in-a-digital-world--The-time-is-now

Starting a digital partnership
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Why is it important to be a digital 
insurer?
The global insurance market, like many other markets, has under-
gone an extraordinary transformation over the past decades. 
The digital revolution has empowered insurance consumers, first 
through access to information and later also through access to 
each other. Today, all the information you need to research and 
purchase an insurance policy is available anywhere, anytime. 
This transparency and availability has shifted the power in the 
insurance purchase strongly over to the customer. 

What do customers expect?

Today’s customers expect a lot from their insurance provider. Unfortunately, the  
industry as a whole has not yet learned how to live up to these expectations. While  
this is negative in general, it does allow especially insightful and proactive insurers to 
carve out a stronghold while the rest flail around looking for a path. 

Besides a good price for their insurance, this is what your customers want.

 They want to be known and understood, wherever and whenever they 
 contact you
 They want self service opportunities so that they can do some key tasks
 themselves
 They want to be valued as a good customer and pay rates that reflect this
 They want the choice to pick between different products they can understand
 They want your advice and assistance in difficult areas of their life and in
 tough situations
 They want to contribute and share their opinions about your brand
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How positive an experience do you give your customers?

This all boils down to one thing: Your customers are digital so you must be too. 
And, on top of that, your customers expect a certain level of service from you when 
- and wherever they meet you. Live up to (or exceed) their expectations and they 
will stay, disappoint them at a critical touch point and they will move on. Fortunately  
today’s technology allows insurers to create positive touch points throughout the 
entire customer lifecycle that reiterates the mutual commitment and builds trust. Take 
a look at the familiar example below. How positive an experience do your customers 
get throughout their lifecycle? 

What about your customers 
– do they stay or do they go?

Do you have the systems, capabilities and insights necessary to support your 
customers in their life-changing events?

Does she stay or does she go?

Stay or 
switch

Evaluating
possibilities

Narrowing
it down

Making the
decision

Life event – buying 1st  car

Needing
help

FEnDEr BEnDEr
in a parking lot!

Depends upon the dialog, support and 
services she has received. The claims  
situation is still the moment of truth in the 
insurance life cycle 5).

• Gets information from other party
• Takes pictures with smart phone
• Downloads insurer’s mobile app and  
    reports FNOL on the spot

• Chooses an insurer based on 
    information gathered in steps 1 & 2
• Goes to insurer´s website, gives 
    information and buys a policy

• Goes to price comparison site and 
    gets prices 
• Sees an advertisement at the mall and 
    visits an insurer’s mobile website
• Calls insurer with coverage questions

• Google search: car insurance
• Visits 3 insurance websites
• Chats with friends and family
•  Posts on social media that “insurance
     is confusing” – gets 50 responses from
     online friends

5) Why claims service matters - claims customer survey – Accenture: 
http://www.accenture.com/us-en/Pages/insight-insurance-claims-
customer-satisfaction-survey-service.aspx
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The importance of customer-centricity

As the example on the previous page shows, customers have the power in their 
hands. They have instant access to information about an insurer and their competitors. 
They can compare products and prices with a few click of the mouse. They can (and 
often do) check with their friends, family and colleagues about their experiences with 
insurance and insurance companies. 

Added to this, customers are becoming more and more demanding; unwilling to settle 
for too expensive products and poor service. They are less loyal and more than willing 
to change insurers if the one they use doesn’t live up to expectations. 

Here are some statistics that can be a bit frightening to most insurers 6) 7): 

Close to 70% of insurance customers remains a flight risk – close to changing 
companies

Only 32% of customers globally cite positive experiences with their insurer

Customers with positive experiences are nearly 2X more likely to refer friends to 
their insurer

78% of customers trust peer recommendations

6) World Insurance Report 2014 – Capgemini: https://www.worldinsurancereport.com/
7) The successful insurer will be digital (Infographic) – IBM: http://www.slideshare.net/
digitalinsurance/ibm1635-insurance-infographic-a4-2013-0912-27983444
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Digitalization improves customer satisfaction 

Embracing digital technologies enables an insurer to transform itself into a highly  
efficient business that also focuses on the customer experience. Insurers that are  
responsive, transparent, highly communicative and technologically savvy – customer-
centric, in short – will be the most likely to grow and profit. Through better customer 
engagement, insurers can influence persistency, retention and reputation.8) 

Today, leading insurers are trying to use these opportunities to take customer satisfaction 
to the next level. They initiate innovative products, processes, tools and communica-
tions that meet customers’ needs and, in the best examples, push customers’ views 
on insurance and adjacent services. Most of all they put the customer at the center of 
everything they do.

And by doing this (and having the right technology in place to facilitate customer- 
centricity), you can meet the customer wants that we referred to back on page 10:

Some of these services above are extremely difficult for many insurers to supply.  
Outdated legacy and disparate peripheral systems coupled with inefficient manual 
processes combine to make quick, transparent and personalized customer service 
(nearly) impossible. Yet embracing a digital strategy with future-proof systems can 
make an insurer into a winner, both now and in the future.

They want to be known and understood, wherever and 
whenever they contact you

They want self service opportunities so that they can do 
some key tasks themselves

They want to be valued as a good customer and pay rates 
that reflect this

They want the choice to pick between different products 
they can understand

They want your advice and assistance in difficult areas of 
their life and in tough situations

They want to contribute and share their opinions about  
your brand

Easy-to-use and useful presence on a variety of platforms and media
The ability to know and recall customer information whenever needed

Self service opportunities on various platforms (online, mobile, portals)
Online updates on their claims status 

Loyalty programs that reward customers
Personalized pricing structures
Personal data exchange for lower prices or extra value services

Tailored products
Understandable product information 
A way to compare products easily

Quick response and speedy claims resolution 
Purchasing and product advice
Information on how to secure property and valuables
Accident/catastrophe prevention tips

Accessibility to customer caretakers via social media channels
Service that motivates customers to make positive reviews

What customers want: What insurers should provide:

8) Insurance in a digital world: the time is now – Ernst & Young: 
http://www.ey.com/GL/en/Industries/Financial-Services/Insurance/
Insurance-in-a-digital-world--The-time-is-now
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Where do I get started with my digital 
transformation?
So now we have looked at what a digital insurer is and isn’t and 
why it is important to start taking the steps now to become a digital 
player. But the tough question still remains … 

How do I make it happen?

Start by looking within

As the old saying goes, you can’t know where you are going until you know where you 
have been. So do you know where you are? Let’s start with some simple questions.

Do you have an up-to-date business case for digital? 
(47% of insurers do not) 9)

Do you have the right operating model in place?
(57% of insurers don’t believe they do) 9)

Do you have a clear implementation plan for your digital strategy?
(If you said no to the first two, most probably no)

9) Insurance in a digital world: the time is now – Ernst & Young:
http://www.ey.com/GL/en/Industries/Financial-Services/ 
Insurance/Insurance-in-a-digital-world--The-time-is-now
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Reach out and move forward
Now you’ve reached the end of this eBook and we hope you 
found a new idea or two to consider. If you are still contemplating 
how to find the most value for your company in your digitaliza-
tion efforts, or perhaps even how to set out on the digitalization 
path, we have some additional offers for you.

Our digitalization maturity scorecard can help you gain a quick overview on how 
far you are in your digitalization efforts. It asks 20 questions about your company’s  
current use of the four elements of digital – so you can see how well you are using 
technology to improve your connectivity, innovation, automation and decision making. 
Going through this exercise will give you a benchmark to move on from. 

We hope you will contact us. 

We would love to arrange a digitalization workshop for your organization, where we 
work together to explore your digital maturity and map the value of digital strategies 
in your company.
 
For more information about the workshop we offer, please visit 
www.tiatechnology.com/digitalizationworkshop

We are TIA.

Our business has been created by helping insurance companies such as Allianz, Alm. 
Brand, Liberty Direct, RSA and Zurich, get closer to their customers and understand 
their needs. And with 100,000 insurance professionals in over 60 companies using the 
TIA Solution across 40 countries, we’re the market leader in what we offer. 

        
  +45 70 22 76 20                marketing@tia.dk

What happens next is up to you.

Next step.
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This guide is a SIM publication. SIM is in charge of driving strategic innovation and 
marketing initiatives at TIA Technology. The team creates innovative ideas and content 
that provide insurers with the information and insights they need to help move their 
business in the right direction. 
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