
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.
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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 
insurance groups across the world rely on the 
Mendix Platform for their digitization projects. 

WANT TO CREATE A FAST LANE 
FOR PRODUCT INNOVATION?
Here are five steps to accelerate 
insurance product innovation

Connect with Mendix

DOWNLOAD EBOOK

http://ww2.mendix.com/Insurance-Product-Innovation.html


LEARN MORE AT MENDIX.COM

VISIT THE MENDIX BLOG

Connect with Mendix

© Mendix Inc. 2016. All Rights Reserved


