
How is Digital Transformation 
overhauling the insurance 

sector?

MAY 2017

Often, underwriters and claim investigators rely on their experience and gut 
instincts to underwrite proposals or assess claims, leading to a lot of speculation, 
inaccuracies and injustice in the process. Implementing new digital capabilities 
can change entrenched paradigms about insurance sector, leading the processes 
in the sector to be more agile, innovative, customer-centric, streamlined, and 

efficient. 
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The Outlook of Insurance Sector 
The business of insurance involves complex procedures of risk assessment and claim 
evaluation. Insurers often sift through huge swathes of data to assess the underlying 
risks involved in a proposal. Likewise, at the time of processing claims, the insurer has to 
go through huge volumes of data to find out whether the claim is genuine. Processing 
such data manually is both time consuming and error-prone.

 
At the customer end of the spectrum, there is a strong perception that insurance 
companies are happy to accept premiums but reluctant to honour claims. Most 
policyholders find filing claims stressful owing to the complexity and uncertainty 
associated with the process. They do not have accurate information about their policy, 
including the coverage and exclusions. Much of the policy have been sold by agents, with 
customers having little or no contact with the insurance companies unless the time 
comes to file a claim.

Such actions and state of a�airs run counter to the overriding sentiment of the 
do-it-yourself (DIY) generation, who seek speed, certainty, transparency, and control 
over their activities. Insurance companies are increasingly looking at digital 
transformation to become receptive to such customer demands. 
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• Improved Quotes and Claim Processing

• Automated Data Collection

• Accurate Data Analysis 

The Changing Face of Insurance Sector 

Insurance players, both entrenched and upstarts, now apply big data analytics to their 
data to identify the underlying risks while generating a quote. Big data analytics takes 
both manual work and gut instinct out of the process, improving transparency, accuracy, 
and velocity; in the process improving both revenues and customer satisfaction.

 
Premium calculations have traditionally been based on claim experience of customer 
groups, with clienteles segmented on the basis of demographics and the type of 
insurance they seek. There is an inherent inaccuracy in the process, which big data 
eliminates. BBIC Ltd. pegs, claims expenditure at about 80% of the insurer’s total costs. 
With Big Data induced operational improvements, insurers are able to reduce their 
overall claims cost by up to 20%. 

Procuring data from customers in digital form, and automatically amending the required 
calculations in the back-end, spares time and resources required to digitalize the data for 
analysis, thus reducing the chances of errors manifold. A case in point is obtaining data 
from telematics device fit in vehicles directly. When preparing proposals for motor 
insurance, the accurate insights by big data analytics allows insurers to get a more 
realistic assessment of risk factors. This permits insurers to reduce premiums and 
become more competitive. 

To save settlement costs, insurers often tend to settle small claims without probing too 
deeply into the facts of the case, as they are hard-pressed for time. Such practices, 
though convenient, has an adverse impact on the insurer’s bottom line.

Insurers have to read countless pages of information, generally resulting in errors and 
omissions. Text-mining tools empower the users to process large volumes of text in 
quick time, identify potential subrogation situations and initiate prompt action, saving 
the insurer a good deal in claims. 

By automating the process along with big data analytics, the claims are processed much 
quicker, improving accuracy manifold. 

2



• Fraud Detection

Insurers are inevitably overburdened with multiple claims and proposals at any given 
time. By applying predictive analysis, insurers can unearth fraudulent claims. By 
e�ective use of data analytic tools such as text mining, data modelling, database 
searches, and exception reporting, used in conjugation with regulatory practices, make 
it easier to identify fraudulent claims. Big data analytics could highlight inconsistencies 
or factually incorrect information during claim processing.

• Fund Balancing

Insurers are increasingly applying predictive analytic tools to balance and optimize 
funds at their disposal, ensuring more e�cient utilization of funds. Insurers always 
maintain a war-chest of money against potential claims, as it is impossible to predict 
with any certainty the size of claims that will come at any point of time. With predictive 
analytics tool that o�ers greater insight and control, optimizing the reserve fund is a 
herculean task, requiring constant assessment of risk, and taking considerable time and 
e�ort. 

• Innovative Products 

Big-data powered digital transformation is not just improving internal e�ciencies of 
insurers, but also heralding new, innovative business models. For instance, new players, 
such as Oscar, MetroMile, and Climate Corporation, have launched new pay-as-you-go 
products, which leverage big data to analyse risks and fix premiums.

Big data supports microanalysis much faster, at cheap costs. Minutest details related to a 
customer and the object to be insured can be obtained. Such in-depth analytics and 
speed were beyond the realms of possibility not too long ago. A case in point is fixing 
premium for property insurance. It is possible to do an in-depth analysis of the electric, 
plumbing and other systems on the property, and evaluate usage patterns, average 
temperature in the area, and other risks the system pose to the property. The insurer can 
use the insights to suggest to the property owner how to reduce the risk, resulting in 
improved customer satisfaction, and a win-win situation. 

Insurers are also applying digital transformation tools to o�er value added services, 
essential for a healthy bottom line in an increasingly competitive world. For instance, 
the US based FM Global o�ers “RiskMark,” which permits customers seeking property 
insurance assess the risk to their property before deciding on the amount of insurance. 
MetLife allows customers to post information on its product “wall.” Agents who view the 
wall suggests relevant products, easing the interaction.
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• Workforce Optimization

Insurance companies now apply digital transformation to manage their 
workforce/agents in a much better way than before, thereby improving sales. By 
o�ering insights via big data, insurers can e�ciently prioritize work and manage 
workload distribution across a virtualized pool of workforce.

 
Most sta�ng requirements are based on historical call volume patterns. This is when 
something as mundane as a TV advertisement can suddenly increase call volumes, 
beyond all expected range. The stark reality is that with bad service, the insurer is likely 
to end up annoying more customers than they please when it should be ideally 
boom-time for them. 

Contextual information improves routing of an inquiry. Using predictive analysis, it can 
be detected if a home insurance policyholder is calling from an area just hit by hurricane. 
Most probably it could be a call to make a claim on their home. In this case, the best 
course of action would be to present the policyholder with the appropriate self-service 
decision tree or an agent with skills based on disaster claims and home policies. 
On the customer facing front, the workforce is empowered with greater contextual and 
historical information about the customer, enabling them to take better decisions and 
process them seamlessly, delivering a superior customer experience, and boosting 
customer conversion rates.

• Increased Receptiveness to the Customer

E-commerce has permeated to the insurance sector as well, and insurance companies 
are applying digital transformation in a big way to attract new customers online, and 
make digital touchpoints a viable interface for their existing customers.

 
Common methods to drive website tra�c, such as blogging, online ads, search engine 
optimization techniques, and more, have their limitations. Online insurance shoppers 
move from site to site in search of suitable products, and the first insurer to engage with 
them on a qualitative basis, to educate and inform the consumer, usually gets the 
customer. Insurance companies who equip themselves with proactive engagement 
tools, such as having a pool of ready agents equipped with chat and voice call tools, 
having dynamic “pop up” invites in their websites, real-time analytics to discern 
customer’s online activity and scour their visible social profiles, often wins the customer. 
About 35-50% of all sales go to the agent who makes the first contact, and the odds of 
converting the customer is 100 times greater, if the contact is initiated five minutes after 
a shopper submits an inquiry on the website than if the contact is initiated 30 minutes 
after submission. 
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• Improved Call-Centre E�ectiveness

Insurers now use digital tools in a big way to improve their call centre e�ectiveness. 
Operational ine�ciencies, such as no agent available, long wait times, agents unfamiliar 
with the process, having to repeat the same matter to multiple agents, can all be 
e�ectively addressed by big data analytics. Having a proper system in place will ensure 
the customer is routed to the right agents, and provide agent access to contextual and 
historical information related to the customer.
 
Ernst & Young estimates 50% of policyholders who goes through poor claim experiences 
would not renew their current provider. 

Some of the tools made possible by applying digital technologies, to serve customers 
better, include:

• Omni-channel routing along with state of the art voice and web self-service.

• Fully integrated mobile applications.

• Proactive customer communications through channels of customer preference,

• Mobility

The rapid spread of smart phones makes it convenient for insurance companies to roll 
out intuitive mobile apps as an option for customers for internal e�ciencies.

A handy mobile app o�ering First Notice of Loss (FNOL) is almost essential now. Having 
an app tool can guide policyholders to rapidly file claims, once they send the pictures of 
the damaged goods. Mobile apps can be used to track the claim process, right from FNOL 
to payment or repair, and keep policyholders fully informed about the claim lifecycle, 
support real-time chat, voice or video call, are other key features that app o�ers.

At the backend, mobile tools streamline claim handling for field representatives. 

   including email, voice, text, chat, and other modes.

• A unified and integrated data source for prospect and policyholder contact.

• Text and speech analytics.

• Optimized contact centre workload and resource management.

• Improved back o�ce and o�ine workload and resource management
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Stakeholders, such as field agents, external appraisers, contractors and other third 
parties may use mobile apps to update claims, verify repairs, and send payments 
without any hitches. 

The millennial and do it yourself (DIY) generation has forced insurance companies to 
overhaul existing paradigms and go about transforming the sector using latest 
technologies. Companies who are fully primed up take the lead in such an initiative, find 
themselves geared up to face competition to succeed in today’s digital age. 
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About Suyati 

Reference

Suyati is a fast-growing, digital transformation solutions company that helps you rebuild 
your customer experience for the digital consumer. We collaborate with businesses to
strategize and implement impactful digital initiatives that position our clients ahead of
the competition. We are digital-first and we focus on delivering digital transformation
solutions that support your various engagement strategies. With our niche and rich
expertise in a wide range of technologies and services- CMS, CRM, e-commerce, Cloud,
IoT, Data Analytics, and Product Engineering- we help companies leverage their best on
web/cloud/mobile platforms.

We enable you to create insights driven customer engagement across all touch points to
build a unified marketing approach. Our custom technology solutions have been
deployed successfully in companies across the globe, especially in the US, UK, Europe
and Australia.

http://www.genesys.com/resources/whitepapers/Genesys_Taking_the_insurance_cust
omer_experience_to_the_next_level_Whitepaper_Final.pdf

http://suyati.com/the-role-of-big-data-in-the-insurance-industry/

https://www.i-scoop.eu/digital-transformation/8
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