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What is Insurtech?
Insurtech is a term that combines the words 
“insurance” and “technology” to describe the 
use of emerging technology in the insurance 
industry. According to Investopedia, insurtech 
emerged around 2010. Similar to the technology 

used widely in the financial industry (fintech), 
insurtech takes digital-based capabilities, for 
which the slower-moving insurance industry has 
been long overdue, to the next level.

Some examples of insurtech applications are 
those that use artificial intelligence (AI), machine 
learning (ML), blockchain and the Internet of 
Things (IoT). These applications offer capabilities 
and solutions that are more commonly applied 
in and associated with online insurance 
applications, quotes & policy management, 
chatbots, claims reporting and payment 
processing – just to name a few. Here, we’ll take 
a closer look at what these applications are and 
the enhanced capabilities they bring to the table. 

Over the past decade, we have seen the insurance industry gradually increase its 
adoption of new digital technology to better meet the needs of consumers who, as with 
many other industries, are demanding speed, convenience and transparency. Having 
technology that can scale and update with these changing demands is helping 
insurance professionals and companies stay ahead of the competition.

Brokers, carriers, and retail/wholesale insurance firms that are harnessing insurtech capabilities are:

 » Effectively collaborating with their clients.

 » Developing and maintaining relationships that promote trust.

 » Generating more sales and referrals.

 » Increasing retention. 

In this white paper, we’ll take a closer look at what this technology is, what it has to offer, and how 
it can be strategically applied to critical areas – to improve business growth, retention and market 
opportunities. 

Insurtech and COVID-19
COVID-19 was a rapid accelerator of the adoption 

of insurtech capabilities – which was already well 

underway prior to March 2020.

As a result, industry support, trust and confidence 

regarding the technology continue to grow and 

gain momentum.

The Global Insurtech 
Market is expected to reach 
$158,994.52 million by 2030.

https://www.investopedia.com/terms/i/insurtech.asp
https://www.alliedmarketresearch.com/insurtech-market-A12373
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Helping, Not Replacing, Human 
Interactions
Despite the increased adoption of digitally 
enhanced capabilities and the growing list of 
proponents for automating certain processes, 
skeptics have concerns regarding the impact on 
humans in the workplace. Those in opposition 
feel that this new technology is focused entirely 
on improving processes by replacing humans 
with machines, which is simply not the case. 
In fact, a key value proposition of insurtech 
(when done well) is to enhance and streamline 
processes – making it easier for carriers, brokers, 
and wholesalers to focus less on processes and 
more on personalizing the overall insurance 
experience for clients and policyholders. 

It is estimated that 50% of the workload in 
the insurance industry involves collecting and 
processing information. This leads experts to 
believe there is potential for technology to 
automate nearly 43% of a worker’s time. When 
applied correctly and augmented with human 
intelligence, insurtech enhances processes 
and skills by building on already established 
capabilities. 

As 2022 approaches, we’ll see more companies 
make the investment in new technology as they 
look to lower costs, create a better customer 
experience, and improve efficiency by reducing 
workers’ processing loads.

Artificial Intelligence: Delivering 
on Insurance Industry 
Expectations
Artificial intelligence, where machines can 
effectively mimic the cognitive function of 
the human mind, is the driving force behind 
machine and deep-learning technology. 
Simply put, AI is a set of digital tools that make 
machines smarter, allowing them to perform 
certain automated activities that would normally 
require human intelligence. 

AI and digital technologies present a strong case 
for helping brokers, carriers and wholesalers 
gain a competitive advantage. Key capabilities 
include: 

 » Enhancing Consumer-Centricity. AI is being 
used in tandem with humans to enhance the 
customer experience by effectively combining 
digital automation with human intervention. 
For example, a wholesale agent can first 
receive a quote and underwriting information 
digitally, then personally follow up regarding 
specific coverage and pricing options. This 
gives the broker an opportunity to present 
prospects with a proposal in an expedited,  
yet personal, manner.

 » Deep Learning. Utilizing customer data  
provided by AI and applying it to a machine 
learning model allows an insurer to evaluate  
a customer’s risk profile. As a result, insurance 
companies can get a better understanding of 
their customers and direct them toward new 
products and services based on policyholders’ 
individual needs. For example, AI can identify a 

It is estimated that by 2025, AI will have 
automated 25% of the insurance industry - with 

50-60% of all manual tasks being automated.

AI solutions are making it easier for insurance 

professionals to focus on market opportunities 

that can give them a competitive advantage, while 

making the customer buying experience better 

than before. 

https://www.mckinsey.com/business-functions/mckinsey-digital/our-insights/where-machines-could-replace-humans-and-where-they-cant-yet
https://research.aimultiple.com/digital-transformation-insurance/#automation


3  •  COPYRIGHT © 2021. DIRECT CONNECTION ADVERTISING & MARKETING LLC. ALL RIGHTS RESERVED.

business client that has a professional or 
cybersecurity risk exposure – providing an 
opportunity to market specific products  
directly to clients that have an immediate 
need. 

 » Identify Target Markets. AI’s ability to capture 
and effectively analyze consumer data allows 
carriers and wholesalers to offer specific 
product and service recommendations to 
targeted markets, based on digital data that 
includes location, interests and online  
browsing history. By default, it can also present 
clients and prospects with additional buying 
options and recommendations.

 » Intelligent Customer Service. To be  
competitive, companies need to offer the best, 
most seamless customer experience possible. 
Today, AI is a key resource in boosting the 
insurance customer experience. For example, 
chatbots can help customers get instant 
responses to their queries and, when needed, 
be routed to the right agent or adjuster or 
another specific person/department. This type 
of intelligent call routing and conversational AI 
technology helps insurance companies 
respond faster to customer replies – increasing 
customer satisfaction and retention.

Machine Learning: Practical 
Applications for the Insurance 
Industry
Machine learning (ML) is being used extensively 
across the insurance value chain – helping 
insurance companies save time and money 
by improving operational efficiencies in areas 

such as fraud detection, claims management, 
quoting, billing and customer service. 

As a subfield of AI, ML’s job is to analyze data so 
computers can learn from and use information 
in the identification of specific patterns – without 
requiring human intervention or having to 
program an entire system. As data continues to 
be produced, ML solutions adapt autonomously, 
learning from new information as well as from 
previous processes. An example would be an 
insurance chatbot or an online insurance quote. 

According to Accenture, the following are the top 
areas for ML applications.

 » Insurance Advice / Information. The ability to 
assist consumers at every stage of the buying 
process is useful for achieving the desired goal 
of customer acquisition and retention through 
guidance. A big part of this is the use of  
chatbots on messaging apps, as ML algorithms 
analyze data to help resolve things such as 
claim processing inquiries as well as answering 
basic questions. 

 » Fraud Prevention. Property & casualty fraud 
steals an estimated $30 billion every year from 
the insurance industry and occurs in nearly 10% 
of all property & casualty losses. ML identifies 

The insurance sector is a highly competitive industry. 
More than ever before, a greater number of carriers and wholesalers are looking to write new business and retain 

customers by rolling out enhanced products and services to better meet the evolving needs of the market and 

deliver more value. 

In a saturated field of competition, AI makes it possible for a company to gain an advantage over others.

Today, more insurers are exploring the use of 
ML to drive strategic, automated applications in 
nearly every sector of the insurance industry. 

With most insurers utilizing a mere 10%-15% of 

their accessible data, ML has unlimited untapped 

potential to improve processes across the insurance 

value chain.. 

https://www.accenture.com/_acnmedia/pdf-84/accenture-machine-leaning-insurance.pdf#:~:text=Insurance%20companies%20lose%20an%20estimated%20US%2430%20billion%20a,well%20as%20structured%20data%2C%20to%20identify%20potential%20fraud.
https://www.iii.org/article/background-on-insurance-fraud
https://insurancefraud.org/fraud-stats/
https://www.accenture.com/_acnmedia/pdf-84/accenture-machine-leaning-insurance.pdf
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and flags potential claim situations early in the 
claims process, allowing insurers to promptly 
investigate and correctly determine whether a 
claim is legitimate or fraudulent. 

 » Claims Processing. From the initial claim 
submission to reviewing coverages and  
scheduling on-site adjusters, the claims 
process is labor-intensive and time-consuming. 
By leveraging ML technology, adjusters can 
reduce processing time and costs. ML can also 
be an effective tool for insureds to use to check 
the status of their claim without having to 
contact their broker or adjuster.

 » Risk Management. ML has become a vital tool 
in loss prediction and accurately establishing 
policy premiums. By taking data and designing 
algorithms that can instantly detect possible 
abnormal or unexpected activity, ML can help 
significantly mitigate risks. An example would 
be usage-based insurance devices, more 
commonly known as telematics, that base auto 
insurance rates on specific driving skills or 
behaviors. 

Blockchain: Enabling Greater 
Digital Adoption 
Blockchain is a form of mutualized record 
keeping in a time-stamped ledger, also known 
as distributed ledger technology. Simply put, 
it’s a database that offers a secure place in 
which to store, share, record and process digital 
transactions. Another way to describe it would 
be as a massive spreadsheet that has been 
duplicated across a network of computers. 

Blockchain’s ability to provide complete 
accountability, transparency and superior 
security (by encrypting transactions) can help 
insurers save time and money while improving 
customer satisfaction by:

 » Ensuring customer privacy across all channels. 

 » Reducing claims processing time and  
insurance claims payouts by collecting and 
processing information in real time. 

 » Developing smart contracts that can be  
programmed to automatically execute  
insurance policies when certain conditions are 
met.

 » Storing complete claims information and 
history on a blockchain as a permanent record 
– helping insurers, brokers and carriers readily 
identify suspicious behavior and reduce the 
risk of fraud.

Many insurers are considering 
blockchain as a potential solution 
to improve underwriting, claims 
processing, and carrier-to-carrier 
communications – as well as to 
streamline premium payments, client 
and agent onboarding efforts, and the 
transition from a paper-based to a 
digital workflow. 

Items to consider before 
implementing Machine 
Learning 

• Begin with reliable data.

• Start with small and very specific areas 
where ML can be a benefit — before 
investing in much larger projects. 

• Establish and assign individual teams 
in various business areas of the ML 
process to better address issues as they 
arise. 

• Be specific in your objectives: what 
problem does your company need to 
solve – what’s your biggest pain point? 
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The Internet of Things: The Future 
of Commercial Insurance 
The term Internet of Things (IoT) refers to a 
system of interconnected elements that allows 
machines, computers, sensors and even people 
to collect, transmit, share and exchange data 
directly — without needing a human operator 
to manage the entire process. In insurance, IoT 
uses the data from these internet-connected 
devices (e.g., telematics devices in vehicles, smart 
home devices and wearables) to improve the 
understanding of risks, increase productivity and 
profitability, and monitor the risk profile of an 
insurance portfolio. 

The commercial insurance sector can benefit 
greatly from this new interconnected technology 
in that it can help the industry:  

 » Better define the needs of customers.

 » Increase the delivery speed of products and 
services.  

 » Improve loss mitigation and prevention 
through behavior modification and alerts (e.g., 
sensors in vehicles and homes can provide 
warning signals when recognizing unusual 
actions or patterns that could lead to accidents 
or damages).

 » Cut the cost of the claims process by 30%, 
creating more competitive premium pricing 
for consumers. 

 » Allow insurers to partner with companies 
across multiple industries to develop and 
deliver more personalized products and value-
added services for consumers.

Key Areas that are Worth the 
Insurtech Disruption 
 » Targeted Marketing. Highly targeted and 
tailored marketing (e.g., new product/service 
launches, marketing campaigns, reducing 
monoline policies, etc.).

Through the IoT, insurers and brokers 
can better connect with consumers 
by adding important touch points 
in particularly sensitive phases – like 
acquisitions and claims.  
Moreover, IoT advances can be 
realized in the full range of products 
and lines of business. 
National Association of Insurance 
Commissioners

Use cases for blockchain technology include 

addressing improvements in an insurance 

company’s operational functions, as well as 

dealing with providers, intermediaries and 

policyholders to improve the customer experience 

– thereby enhancing product value and laying the 

groundwork for greater consumer choice in the 

market.

— Deloitte

Data collected from devices helps carriers more quickly develop and 
design insurance policies for new and emerging industries and other 
challenging lines of business. 

By not having to wait years to collect and assimilate enough data to determine form rates for these 

companies, insurers can quote them like any other client. Moreover, IoT allows them to keep up with the rapid 

changes in protocols and regulations that are synonymous with hard-to-place/emerging industries such as 

cannabis and robotics. 

— McKinsey Global Insurance Pools insurtech database 

https://content.naic.org/cipr_topics/topic_internet_things_iot.htm
https://content.naic.org/cipr_topics/topic_internet_things_iot.htm
https://www.forbes.com/sites/blakemorgan/2018/05/16/heres-how-iot-will-impact-the-insurance-claims-process/?sh=55efde38366e
https://content.naic.org/cipr_topics/topic_internet_things_iot.htm
https://content.naic.org/cipr_topics/topic_internet_things_iot.htm
https://www2.deloitte.com/us/en/pages/life-sciences-and-health-care/articles/blockchain-in-insurance.html
https://www.mckinsey.com/industries/financial-services/our-insights/insurance-blog/insurtechs-are-increasingly-ripe-for-insurer-investments-and-partnerships
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 » Expanded Sales Capabilities. The ability to 
offer instant quotes and sell policies 24/7 
through a website can bring in more business 
without sales calls or having to enter data to 
retrieve quotes. 

 » Automation. Automating routine back-office 
operations can save time and money, increase 
accuracy, and improve customer service for 
greater retention. 

 » Analytics & Data-Driven Campaigns. Tracking 
tools use analytical data to determine what is 
working and what isn’t. This provides insurance 
professionals and companies the ability to 
identify and then focus on more profitable 
areas of business (such as a specific line of 
coverage and/or particular demographic) to 
design highly targeted marketing campaigns. 
Analyzing customer data can also help predict 
what types of marketing strategies are most 
beneficial to the business. 

For example – data could identify customers 
who may be at risk for nonrenewal due to 
heavy losses, prompting a broker to proactively 
market the account well in advance of the 
expiration date to avoid a lapse.

 » Brand Awareness. Stay ahead of the  
competition by using digital strategies such as 
display advertising that focuses on intent-
based terms – whatever a company wants to 
build its brand around. You can also target 
audiences with specific roles, such as  
insurance brokers, product managers and 
insurance carriers, on LinkedIn. 

Getting Started with Insurtech 
Implementation 
Implementing an insurtech solution can feel 
like a complex undertaking. Before investing 
time and money, it is important to evaluate 
all factors associated with a new solution to 
determine whether it is a good fit, as well as any 
maintenance that may be required. For example:

 » Does your company require a “set-it-and-for-
get-it” solution? 

 » Will the program require a certain degree of 
self-maintenance once implemented? If so, 
how much?

 » Is the solution addressing the problem you are 
trying to solve in a very specific way? Within 
each category of insurtech you are considering, 
be sure to analyze different vendors to see 
which company most closely matches your 
needs.

 » Can the program easily scale along with your 
firm’s future goals and objectives? 

 » Is the new technology or consumer software 
platform compatible with an existing legacy 
system or processes?

Finally, know that insurtech adoption doesn’t 
have to be an “all or nothing” process. It is 
certainly appropriate for insurers, brokers, 

Property and casualty (P&C) insurance 

leads other industry segments in insurtech 

innovation. 

In terms of product categories, 66% of insurtechs 

operate within P&C lines of business (led by auto 

insurance), while just 18% and 16% percent focus 

on health and life insurance, respectively.

Today, approximately 47% of insurtechs are 

focused on personal lines, with the number that 

operate in commercial lines rapidly increasing.

— McKinsey Global Insurance Pools insurtech 
database 

https://www.mckinsey.com/industries/financial-services/our-insights/insurance-blog/insurtechs-are-increasingly-ripe-for-insurer-investments-and-partnerships
https://www.mckinsey.com/industries/financial-services/our-insights/insurance-blog/insurtechs-are-increasingly-ripe-for-insurer-investments-and-partnerships


carriers and retail/wholesale firms to start 
incrementally, picking and choosing what’s 
right for them. Even then, if a technology isn’t 
providing the anticipated value and return on 
investment, then it is perfectly acceptable to 
stop, regroup and take it in another direction. 

Conclusion 
Insurtech is here to stay. Whether you are an 
independent agent, retail broker, wholesaler or 
carrier, it’s important to understand the tools and 
technology that are available to increase sales 
opportunities and stay ahead of the competition. 

“It’s clear that automated insurance platforms 
will be the industry’s new normal,” said Brad 
Nevins, co-CEO of Direct Connection Advertising 
and Marketing. “Those that are successful will 
learn to adapt, embrace and implement this new 
technology in key areas of business.”

About Direct Connection Advertising & 
Marketing
As the insurance industry model changes, 
insurers and brokerage firms are looking to 
capitalize on insurtech opportunities to improve 
operations and better serve the needs of 
today’s digitally immersed customers. At Direct 
Connection, we understand the importance of 
leveraging insurtech capabilities. Whether you 
are launching a new product or implementing 
new service capabilities, our marketing experts 
can give your brand the competitive advantage 
it needs — at every stage of the buying cycle. 

True technological “disruption” (i.e., innovation) 

almost never begins with a single invention; rather, 

it begins when a community emerges to support 

it.

— Willis Towers Watson.

Contact Details
Phone: 707.759.5391 
Website: directconnectionusa.com 

Email: brad@directconnectionusa.com

Offices in Fairfield, Indio & San Diego, California

https://www.willistowerswatson.com/en-US/Insights/2021/04/quarterly-insurtech-briefing-q1-2021
http://directconnectionusa.com
http://directconnectionusa.com
mailto:brad%40directconnectionusa.com?subject=

