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Strategic
partnerships
How can you work strategically with other
businesses to enhance your offering?
Strategic partnerships are essential to an insurer’s success. Just 20
years ago insurers tried to be as self-sufficient as possible using
“suppliers” for delivering non-core services. Some of the “legacy
system” problems that inhibit the industry come from that type
of thinking. Complex IT systems developed ‘in-house’ rather than
leveraging specific external IT expertise.
We are part of an InsurTech revolution, with a vast range of consumerfocused ideas from new innovative partners from outside the
traditional industry. We are also seeing growth in external platforms.
These not only take away the “heavy lifting” from insurers but allow
them to broaden their reach to meet the new needs of consumers.
‘Insurtech’ was originally seen as a “challenger” to the insurance
world with new products or distribution models, for example,
Lemonade or Cuvva seeking to disrupt the traditional insurer.
‘Insurtech’ has shifted to ‘enablers’, companies and platforms that
focus on assisting established carriers to improve and innovate and
grow often using techniques developed outside the insurance industry.
The next trend we predict is for a platform to platform ecosystems
bringing services and use-cases together to meet changing

consumer needs. Today’s consumers want flexibility, and
personalisation, and are shifting from “owning” to “using”, for
example, the shift to mobility.
In the mobility use-case, we should be thinking of products
beyond coverage and more about solving, for example, how to get
from A to B in the most convenient, eco-friendly and flexible way.
If a car insurance customer chooses to use an Uber, a scooter or
even walk, we should consider how we deal with their needs even
if it’s not based on a traditional motor insurance product. Today’s
product and systems boundaries disenfranchise the car insurance
customer every time they choose a different mode of transport.
To meet the needs of this socio-economic phenomenon, insurers
need to support insurance use cases and a high-quality mobility
experience with added insurance protection.
Octo has developed strong strategic ecosystem partnerships
with best of class software companies, analytics providers, CRM
specialists, and niche service providers, allowing our insurer
partners to constantly innovate via our IOT4Insurance platform
ecosystem to boost the offering to their policyholders.

Vincent Bonnet,

Senior VP Revenue and Sales, Octo Telematics.

Investing in
digitisation
How is industry competition changing
regarding new entrants into the market such as
mobile companies and internet providers; and
is this having an effect on business strategies?

We have invested a huge amount in the digitisation of our data and
transformation of our business processes. That means introducing
speed and efficiency at every stage, using API technology, for
example, to reduce first notification of loss times and robotic
processing to automate numerous parts of the claims lifecycle.

While there was much talk about the potential for data-led,
technology-driven entrants to disrupt the insurance market, the
recent wave of insurtech firms have proved to be valuable enablers
rather than threats to established market practitioners.

It also means capitalising on innovations such as the Internet of
Things and sensor technology to be much more responsive. For
example, we’re using water detection sensors linked to an alert
system to reduce the severity of ‘escape of water’ claims. We are
also piloting an app that enables loss notification via Alexa.

Of course, the potential for information behemoths such as
Amazon and Google to alter the insurance sector still exists;
however, insurance carriers have made up significant ground and
they are now much better equipped to compete in the digital
‘arms race‘ by capitalising on new technologies and forging
partnerships with insurtechs.
From a loss-adjusting perspective, while these data giants clearly see
potential in accessing the insurance market, there is limited appetite
to take on the claims function. While existing online platforms lend
themselves to insurance product development and distribution,
several have baulked at spending on a claims infrastructure.
For Crawford, therefore, this new form of competition creates
opportunity, but to capitalise on that we must be able to provide
a claims experience that offers self-service capabilities, customer
straight-through processing, automated triage etc. in a highly
controlled and efficient environment.

The centre of this transformation is our digital platform and data. By
centralising collection and analysis of data and integrating our services
through a unified platform, we are creating the digital infrastructure to
deliver market-relevant insight both to our teams on the ground and to
our clients. By developing this data-driven environment to support our
specialist claims teams we can deliver a business environment not only
to serve the potential demands of these new entrants but also to meet
the rapidly evolving needs of the existing market.
As part of our investment, we can fulfil the needs of any new
entrants, including the provision of digital FNOL, auto triage,
customer self-service portals in a digital platform and the
collection and analysis of all related claim and service data.

Kieran Rigby,

Global President, Crawford Claims Solutions.
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