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Transforming  
Insurance

The Trend
These trends are manifest across multiple insurance 
sectors from Health (Oscar), Employee Benefits 
(Zenefits), Life (Policy Genius) and P&C (Metromile). 
Companies unable to keep pace will watch their cost 
structures and pricing become uncompetitive while 
customers defect to insurers better able to 
meet their needs.

In this piece from Razorfish, we explore several 
technologies that the customer-obsessed insurance 
company should get on its radar to join the list of 
digital innovators. 

As emerging technologies continue to disrupt 
critical elements of the insurance industry 
value chain, traditional players relax their 
historic cautious approach toward digital 
investments. Now, mature providers, along 
with innovative startups, are aggressively 
making big bets that promise to reshape the 
basis of competition as the global economy 
becomes increasingly connected.
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50 years ago. Today’s wearables offer ever-bigger 
breakthroughs in the quest to support decisions 
with precision data. 

Generali, John Hancock and AXS have publicly 
announced programs to integrate wearables 
into their solution portfolios. Discovery, a South 
African insurer, has grown significantly over the 
past decade largely through its customer-centric 
Vitality program, where members are rewarded 
for demonstrating healthy, safe behaviors, with 
gym membership discounts and healthy foods. 
Wearables will enable insurers to price risks more 
individually while offering personalized services 
that couple preferences and needs of the customer 
with contextual information and biodata gathered 
through wearables. 

Connected 
Devices 
Mitigate Risk 
Internet of Things (IoT) 
Enables Real-Time Monitoring 
and Risk Mitigation
Today’s connected economy goes beyond 
interactions of people collaborating across global 
information networks. Now, non-humans have 
joined the Internet through embedded technology 
that allows them to communicate things like 
status and alerts, helping owners take proactive 
action before an accident occurs. In particular, 
sophisticated, cloud-based sensor technology is 
enabling consumers and insurance companies to 
monitor such risks in real time. For example, the 
startup Wally markets a series of connected sensors 
that provide real-time monitoring and mobile alerts 
at the first signs of water leaks. These systems are 
inexpensive and easy for consumers to install. As 
the costs of these sensors continue to decline even 
as their sophistication and ease of use grow, certain 
risks could decline dramatically, along with the 
insurance profit pools associated with 
their coverage.

Wearables Improve  
Information Accuracy
The IoT concept, adding digital services to physical 
things, is also a chief attribute of wearables; for 
example, smartwatches, smart clothes, wristbands, 
sensors on the skin and headsets. Today, wearables 
transmit information sensed by the wearer’s 
environment (keyboard not required) back to a 
device such as the smartphone, a connected home 
gateway or to the cloud. Eliminating user error when 
entering data was an early benefit of automation 

“Generali, John Hancock 
and AXS have publicly 
announced programs to 
integrate wearables into  
their solution portfolios.”

Source: fitbit.com
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Telematics Harness Vehicle  
Usage Data 
Telematics solutions that capture a broad spectrum 
of real-time vehicle, passenger and environmental 
data are primed to have a transformational impact 
on insurance over the next five years. Telematics 
provide insurance companies with actionable 
insights to more accurately assess risk, price 
premiums, service claims and reduce fraud. 

In the future, these devices can also serve as a 
platform for insurers and partners to engage with 
their customers in new ways, in the provision of 
new services. P&C insurers have been piloting and 
deploying telematics solutions for several years. 

For example, in the U.K., Insure the Box provides 
young drivers lower rates when they install 
black box telematics solutions that monitor their 
driving habits. Over the next five years, we expect 
telematics initiatives to accelerate globally amongst 
large and midsize insurers in both mature and 
emerging markets. Such initiatives will increasingly 
shift to behavioral models enabling insurers to share 
personalized driver feedback with customers to help 
them manage risks. 
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Solve Big 
Problems Faster, 
Smarter and at 
a Lower Cost 
Machine Learning Adds Speed and 
Accuracy to Problem-Solving
Artificial intelligence (AI) technology harnesses 
computer systems to perform cognitive tasks that 
usually require human intelligence—performing 
everything from routine tasks to solving complex 
problems, often in real time. As these systems 
become increasingly sophisticated and better at 
mimicking human intelligence, the potential impact 
across sales, underwriting and servicing grows daily. 

For the insurer, AI provides the key to delivering 
fast, contextually relevant information to help 
it manage complex product lines. For example, 
Genworth Financial automates the underwriting of 
life insurance applications through AI. Underwriter 
guidelines are encoded into the system and a self-
evolving algorithm optimizes performance. Life and 
P&C insurers that staff highly skilled professionals 
to sell complex products, provide actuarial pricing 
support and manage claim investigations are the 
best candidates for early investments in AI-enabled 
smart machines. 

A Smarter Personal Assistant 
Offers Similar Benefits
Virtual assistants, which also tap into machine 
learning, are poised to have high business impact 
on insurance as they deliver voice- or text-based 
information to a user via a web, kiosk, or mobile 
interface. The virtual assistant is ultimately designed 
to use its natural language processing, dialogue 
control and domain knowledge to help anyone with 

“FAA rules for the commercial 
use of drones will be 
finalized by 2018.”

any problem make faster, more informed decisions. 
In order to maximize the benefit of these virtual 
assistants, they should be designed to learn from 
ongoing customer interactions and relevant data 
sets in order to continuously improve key business 
metrics; for example, call times, resolution rates, 
upsell, cross-sell, etc.

Habliss, a digital startup, provides agents with full-
time dedicated virtual assistants that have extensive 
industry knowledge garnered from working with 
insurance firms and their customers. In the future, 
virtual assistants will be paired with gamification to 
drive an even more compelling experience across all 
types of devices, particularly wearables. 

Unmanned Aerial Vehicles (UAVs) 
Go Where Adjusters Can’t 
UAVs are poised to have a big impact on the 
insurance industry, particularly for property review 
and inspection. UAVs, often referred to as drones, 
use GPS, navigation and, increasingly, AI for aerial 
imaging and other analysis. Memory caches and 
communication links enable drones to collect 
and transmit large insurance-related datasets for 
real-time analysis. Data can be collected from 
across the insurance lifecycle, from initial property 
assessment to monitoring and claims processing 
and verification. UAVs’ ability to cost-effectively 
access environments that may not be easily or 
safely accessed by humans enhances the ability 
for underwriters and adjusters to quickly survey 
and assess risks or damage to large, remote or 
inaccessible structures with greater accuracy. The 
U.S. Federal Aviation Administration has approved 
limited deployments of drones for several insurers 
for experimentation. According to Gartner, the FAA 
should finalize rules for commercial usage of drones 
in insurance within the next two years. 
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Reach Beyond the Corporate Walls
Video Chat Enhances 
Customer Experience  
This technique provides one- or two-way video 
streaming between agents and their customers to 
enhance customer service. In the next few years, 
video chat will become mainstream over mobile 
devices, websites and kiosks, putting a human 
face in front of the customer for insurers and other 
service-oriented sectors. 

Several insurer websites and call centers have been 
enhanced with video chat to support the digital 
customer experience to enhance sales, claims and 
policy or contract reviews. Its use could reduce 
the number of field agents and brokers as it shifts 
interactions from the field to call centers. 

When enabled at the agent office, video chat 
improves customer experiences through real-
time interaction. We expect video chat to be an 
investment priority for insurers as video becomes 
an integral part of any customer experience 
improvement initiative. 

Peer-to-Peer (P2P) Business Models 
P2P models in the insurance industry enable groups 
of individuals to pool their premiums in exchange 
for discounts, refunds, and lower deductibles. P2P 
insurance models were inspired by P2P lending in 
banking, which forms communities of Internet users 

Crowdsourcing Expands 
Enterprise Knowledge
If you’ve ever used the collective intelligence of the 
crowd to select a winning idea, generate concepts 
or stimulate other types of contributions, you know 
how productive it can be. Departments with small 
staffs use crowdsourcing to give them access 
to minds and ideas far beyond their capabilities. 
Crowdsourcing will continue to have high impact on 
the entire insurance industry.

Crowdsourcing has garnered high awareness 
with facilities such as Wikipedia and other open-
source platforms. Businesses have mimicked these 
success stories by drawing on contributors outside 
its corporate walls. In insurance, crowdsourcing 
will be increasingly used to get feedback (outside 
the enterprise, including agents, customers and 
partners) to help inform the design or modification 
of products and services. Crowdsourcing techniques 
also increase the frequency of interactions 
with customers, which garners higher levels of 
satisfaction and retention.

“ Departments with small 
staffs use crowdsourcing to 
give them access to minds 
and ideas far beyond 
their capabilities.”
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Peer-to-Peer (P2P) Business Models 
P2P models in the insurance industry enable groups 
of individuals to pool their premiums in exchange 
for discounts, refunds and lower deductibles. P2P 
insurance models were inspired by P2P lending in 
banking, which forms communities of Internet users 
in a private marketplace with the aim of providing 
service to underserved markets. 

P2P insurance models appeal to users of social 
media who buy commodity insurance products. 
These models are particularly powerful in the 
emerging markets of Asia and Africa that have large 
segments of buyers who can’t afford high premiums. 
Startup Friendsurance delivers cheaper insurance 
using a P2P method that lets customers create their 
own insurance pool. Small claims are paid out of 
this pool with large claims covered by traditional 
insurance. 

The firm also reports that, each year, over 90 
percent of its members get cash back. Since its 
2011 launch, Friendsurance’s rapid growth has 
caught the attention of technology investors such 
as Horizons Ventures, VantageFund, e.ventures and 
the German Startups Group, as well as the European 
Regional Development Fund. Overall, P2P models 
could help insurers access emerging markets that 
were previously unavailable due to traditional (and 
expensive) sales channels. 

Games Engage & Educate 
Gamification, often called Funware, motivates users 
to obtain their goals by applying game mechanics 
through a digital engagement model. Though still 
an emerging trend in insurance, gamification is fairly 
mainstream in apps designed to help people lose 
weight, monitor their health, file their taxes or save 
money for college.

Gamification is useful for emerging market 
segments, or in younger populations with minimal 
exposure to complex life insurance products such 
as annuities or pensions. Given its ability to help 
change behavior, gamification in insurance can be 
applied to challenges in understanding life, property 
and casualty insurance. Examples include Farmers 
Insurance and Zynga, Helsana’s Helsi-Game and 
AXA Equitable Life Insurance Company’s Pass It On 
game. Other examples include telematics and health 
insurance offerings found with Progressive and 
Discovery’s Vitality program (both integrate 
game features).

Tap Emerging Markets
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Contact Us 
Motivated and inspired by what’s next, Razorfish 
helps its clients navigate the unknown, drive 
change and transform business. This content 
series is designed to help brands achieve 
customer-obsessed business transformation, 
with a special focus on the core pillars of 
Experience Innovation, Participation Marketing, 
Ubiquitous Commerce and Intelligent Platforms. 
For more content, visit razorfish.com. 

Meet the Author
Akbar Bhaidani  
Group Director of Strategy
akbar.bhaidani@razorfish.com 
 
With over 15 years 
of business strategy 
experience, including 

insurance, banking, retail, transportation, 
technology, consumer products and media, 
Akbar has led multiple Razorfish engagements 
designed to recast a brand’s offerings for a 
digital economy and to drive revenue growth 
while elevating its market position.

Launch an Aggressive Digital 
Business Strategy and Roadmap
In a 2014 survey of 321 insurance executives 
conducted by the Economist Business Intelligence 
Unit, only 30 percent of respondents said digital 
strategies were aligned with business goals. Not 
surprising, a 2015 cross-industry survey conducted 
by Forrester reveals 84 percent of insurance firms 
are investing in a comprehensive digital marketing 
strategy, compared with 68 percent of all 
firms surveyed. 

Plan for Digital’s Increasingly 
Disruptive Impact on Distribution 
New intermediaries are emerging from the online 
retail world, public and private exchanges, and HR 
management tool providers (for example, Zenefits, 
amazon.com and healthcare.gov). Since April 2014, 
Overstock.com has sold auto, property, liability and 
workers’ comp for businesses through an exchange 
where consumers get live quotes, select their 
preferred coverage, and then have a policy 
bound for them.  

Look Outside the Insurance Sector 
When Benchmarking Your 
Digital Experience 
Customers compare their digital experience with your 
brand against their other digital interactions. You’re 
being assessed against the likes of Uber, Amazon, 
and Google, not your traditional competitors. Focus 
on ensuring that the areas that drive the biggest 
impact on customer satisfaction are being addressed 
quickly—namely claims and billing.

Make Independent Investments 
in Innovation 
A growing number of insurance providers are 
launching in-house insurer accelerators or venture 
capital funds. As an example, State Farm has 
partnered with the University of Illinois to house 
its innovation centers. One of the center’s projects 
built a mobile application to complement a 
program that helps drivers under age 25 receive 
auto insurance discounts.  
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