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Accenture’s annual Technology Vision report
provides a perspective on the future of technology
beyond the current conversations about the cloud,
mobility, and Big Data. This year’s report—Technology
Vision 2012—outlines the trends that forwardthinking CIOs will use to position their organizations
to help drive growth, rather than focusing on
cost-cutting and efficiency improvements.
But the effort must not be IT’s alone. Yes, IT leaders must take
action, and they must be the ones to lead their enterprises
through this turbulent new world. But they have to undertake
this journey together with the business. Now that growing
numbers of business leaders associate their organizations’
future success with their ability to keep pace with technology,
they too must be prepared to recognize and quickly exploit
the opportunities enabled by new technology trends.
As customer demands increase and insurance companies focus
growth efforts on emerging markets, insurers will need to develop
simple, focused products and improve the customer experience.
As expectations regarding cost-to-income ratios mount and
regulatory pressures intensify, insurers will also have to leverage
low-cost channels and deploy proven, competitive underwriting
strategies—all while using regulatory requirements as sources
of competitive advantage rather than matters of compliance.
This paper gives Accenture’s view of what will influence the
choices of forward-thinking CIOs in the insurance sector.

Accenture has identified six technology trends that will
influence insurance over the next three to five years:
1.	Context-based services
Where you are and what you are doing will
drive the next wave of digital services.
2. C
 onverging data architectures
Rebalancing the data architecture portfolio and
blending the structured with the unstructured are
key to turning data into new streams of value.
3. Industrialized data services
The ability to share data will make it more valuable—
but only if it is managed differently than in the past.
4. S ocial-driven IT
Realize that social is not just a bolt-on marketing
channel. It will have true business-wide impact.
5. P aaS-enabled agility
The maturing platform-as-a-service (PaaS) market
will shift the emphasis from cost-cutting to
business innovation, supporting rapid evolution for
business processes that need continual change.
6. O
 rchestrated analytical security
Organizations will have to accept that their gates
will be breached and begin preparing their second
line of defense—data platforms—to mitigate the
damage caused by attacks that get through.
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Context-based services will anchor
competitive advantage
Many services today, especially mobile,
know where customers are and can point
them to a store or other location. But they
don’t “know” customers or what customers
are trying to do. The new high ground
for data services is in the kaleidoscope of
customer context that can add up to rich
customer experiences.

According to ABI
Research, a global firm
analysing connectivity
and emerging
technology trends,
global insurance
telematics users are
projected to grow from
1.85 million in 2010 to
89 million by 2017—a
CAGR of 90 percent1.

Insurance companies, of course, have long
leveraged information in data warehouses to
glean insights about customers and translate
those insights into competitive advantage.
Insurers regularly use driving and financial
history to create highly personalized and
differentiated products and cross-selling
opportunities. These are supported by
equally personalized marketing campaigns.
But imagine this customer experience:
right at the time of an accident, an insurer
supplies a customer with details on medical
facilities, rental car options, and auto repair
shops in the vicinity. To expedite the claims
process, an adjuster nearby is immediately
informed about the accident.
Context-based services are powerful,
and insurance companies can pursue any
of several different paths to realize this
source of competitive advantage. Take
pay-as-you-drive programs. Their success
is a given. Today, however, telematics
and location-intelligence tools can help
insurers deliver an even more powerful
customer experience by rewarding them
for how they drive. Travelers Insurance, for
example, recently launched its IntelliDrive
Fleet Safety Solutions program. It provides
consulting services and resources to help
customers better understand how their fleet
vehicles are operated. IntelliDrive combines
telematics with a SaaS location-intelligence
platform (by Telogis) to give customers
feedback on everything from speeding and
hard braking to data needed to eliminate
false or exaggerated third-party claims2.

events. For example, insurers can
model outcomes using location-based
information, manage triage with emergency
and health services, informing local
agents and adjusters, or calculating
risk based on proximity to flood zones,
tornado zones, or forest fires3.
Understanding customer context also
paves the way toward more effective
and real time customer targeting. The
social media trend to communicate
often about lifetime events is critical
for insurers to target customers with
dedicated offers for insurance, and to sell
to specific needs correlated with certain
life events, such as starting a new job,
retiring, getting married, or having a
child4. A simple example: if a customer
announces travel plans on Facebook or
Twitter, an insurer can immediately offer
her appropriate travel-insurance products.
Insurance companies can also accelerate
sales processes and speed-to-issue
processing time by using the trio of
mobility, social media, and analytics. These
will improve agents’ and brokers’ selling
prowess by providing meaningful customer
contexts and deep understanding of what
those customers are seeking5.
To capitalize on context-based services,
insurance companies will need to develop
significant analytical capabilities. They will
also have to break down silos and develop
customer-centric business and technology
architectures. To acquire and manage
meaningful data, insurers must be able
to process structured and unstructured
data—maximizing the value of data in
existing systems and hybridizing it with
unstructured data from sources such as
social media. Expanded use of customer
data must be buttressed with knowledge
of customer expectations on how their
personal information is used.

Insurers can also use location-specific
information to respond to catastrophic
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Big data is a big opportunity
for insurers

The ability to process
ever larger amounts
of data in multiple
forms will be a
signature technology
breakthrough for
insurance companies
that successfully
generate real-time
customer insight
and accelerate
claims processing.
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Big data isn’t just about volume, however,
and capitalizing on it requires fusing
structured data with unstructured
information harvested from sources such
as social networks, email, video, and
blogs. Big data leveraged this way offers
insurers the ability to build powerful
competitive advantage through better
plans and pricing as well as improved
fraud detection and loss control. It can
be even more valuable when combined
with data from partners such as clinics.
San Francisco based SeeChange Health,
for example, offers a powerful approach
to developing health insurance plans with
its “value-based benefits.” In addition to
covering care for a customer illness or
accident, the plan offers cash rewards or
lower out-of-pocket costs to patients who
complete specific action plans. Using data
gleaned from personal health records,
claims databases, lab feeds, and pharmacy
data, SeeChange identifies patients with
chronic illnesses who would benefit from
customized compliance programs6.
Big Data also offers a rich portfolio of
nonstandard data types that insurance
companies can leverage to their advantage.
For example, an insurer could use
remote sensing data such as satellite
images to help it improve real estate risk
assessment. Moreover, statistical analytic
techniques, such as neural networks,
can boost pattern recognition and
optimization capability. That capability,
in turn, can be used in applications such
as identifying high-value customers at
risk of leaving a particular insurer and
spotting fraudulent insurance claims7.

Big Data also drives usage-based insurance
pricing. The emergence of real-time
location data has helped create a new
breed of location-based services ranging
from navigation to auto insurance pricing
based on where and how people drive
their cars. For example, Snapshot from
Progressive Insurance gives customers
personalized discounts based on their
driving habits if they agree to install
a small data recorder in their cars8.
How can technology leaders help
companies realize these opportunities?
To begin, IT leaders should evaluate
their data portfolios for opportunities
to rebalance the use of relational
and nonrelational databases. Today’s
data architects, faced with solving
unstructured-data problems, now have
choices beyond simply jury-rigging
relational databases. In the future, IT
leaders will be gauged by their ability to
bridge the gap between the structured
and unstructured worlds. They will need
to manage the convergence of nontraditional databases and build the skills
needed to manage them. As they build
those skills, IT organizations can avail
themselves of bridge technologies such
as SQL-MapReduce from Aster Data.
Eventually, however, the IT organization
will have to develop even more new
skills and beef up its ranks of specialists
in alternative database technologies as
well as statistical and analytical skills.
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Data services can provide
a leap forward

Today, providing
business-process
owners with useful
data is often
accomplished through
one-off solutions
created as needed.
However, insurance is a
data-intensive industry
and data sources are
ballooning—through
increased M&A
activities and new
sources of collaboration
such as social media,
digital marketing,
gaming, telematics
devices, and blogs.

Data from these myriad sources must be
brought together to support analytics, risk
management, and customer relationship
management (CRM). Nationwide Mutual
Insurance, for example, has been an early
adopter of master data management
(MDM). Using MDM, the company has
achieved a host of benefits including
improved financial reporting, cost
reductions, process standardization,
better customer data, and reduced risk of
regulatory fines9.
Business units all over the enterprise will
be creating, consuming, and sharing data
with one another, making it important
to focus on data responsibility instead
of data ownership. The shift has created
a data supply chain, and it will be the
CIO’s responsibility to work with business
units to coordinate data responsibility
from creation to distribution. A carefully
managed and orchestrated data supply
chain isn’t necessary only for the purpose
of leveraging the opportunities inherent
in Big Data. It also anchors the Solvency
II mandate, which requires an integrated
view of risk-adjusted performance by
business units, products, or regions
to ensure better capital allocation and
potential diversification.

Best practice at insurance companies will
involve industrializing data services to
eliminate redundant solutions and drive
data management efficiency. Leading
insurance companies will create data
platforms to provide data as a service
to break down the silos and hide the
underlying complexity of storage and
access. Leaders will also set up data
exchanges through which information can
be traded—published and accessed through
a single interface. And leading companies
will learn how to place a value on data by
understanding the supply and demand for
it across the company.

Yet in most insurance companies, data
still sits in silos and is encased in related
applications. The marketing department,
for example, extracts data from the
CRM system to analyze customer
loyalty trends. Underwriting uses the
same system to profile risk. Both will
often build ad hoc solutions to analyze
a common set of customer data. The
result is a growing number of redundant
systems that prevent data from flowing
efficiently to those who need it.
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The insurance business is based on
trust: social media builds it

Social media is
sweeping the world at
eye-popping speeds.
Europe’s Bebo has
nearly 120 million
members. China’s
Renren has 160 million.
Facebook tops them all
with nearly 900 million
members worldwide10.

Perhaps the biggest social media boon
for insurance companies is building
communities and creating a major
evolution in customer experience
management. Accenture predicts that
leading insurers will use social platforms
to manage customer interactions across
all communication channels. The goal is
to foster greater intimacy and trust with
customers—more efficiently and with
better results.
Take Northwestern Mutual and its Click
for Kids campaign. Customers can view
videos from organizations such as Action
for Healthy Kids, Teach for America,
and Easter Seals. Northwestern Mutual
will donate $10 to the organization the
customer chooses. The company is also
developing tools to measure resulting
consumer sentiment as a means to keep
the conversation going.
Aetna offers its members a version of the
Mindbloom Life Game, where consumers
record personal health and wellness goals
and are rewarded with achievements each
time they reach a goal. Meeting the growing
trend to game with friends online, players
can connect with other Life Game users and
share goals with them11.
Friendsurance, a Germany-based insurance
newcomer, lets customers manage their
own insurance claims. Customers create
communities of up to 15 people who
agree to provide a small amount of money
(around US$50) in the case of an accident.
Friendsurance pays the rest. The insurance
cost to consumers can be 50 percent
lower than what is offered by competitors:
Friendsurance has reduced sales and
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administrative costs, as well as reduced
incidence of small claims and fraud12.
The social media channel also increases
the impact and reach of traditional media
efforts, but at a lower cost than traditional
media. Insurers use social media to
distribute messages, host conversations,
provide customer service, and support basic
insurance transactions. State Farm, for
example, launched a Facebook application
where customers can lightheartedly praise
a friend’s driving ability or tease them
about how to improve. State Farm also uses
Twitter to answer customer questions13.
Some insurance companies use the social
media channel to create better and more
innovative products and services that
reflect realtime customer demand and
attract growing numbers of people to the
company’s social media pages14. Social
networking sites have also become a
standard tool in fraud investigation. Peter
Foley, vice president of claims administration
at the American Insurance Association,
remarked that investigators could be
considered negligent if they don’t at least
conduct “a quick scan of social media to
check for contradictions15.”
Underscoring the importance of social
media, Accenture is developing a social
media underwriting approach for Aviva.
With the relatively inexpensive processing
power of the cloud, there is an opportunity
to explore how social media data can
reduce underwriting costs in developed
and developing markets. For these and
other social media experiments, Accenture
advocates an agile approach that allows
phased development based on new learning.
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PaaS does more than reduce costs

Gartner’s CIO survey
in 2011 found that
cloud computing and
virtualization were
the top two priorities
for insurance CIOs16.
But CIOs and their top
managers typically
view cloud computing
as a means to reduce
cost and increase OPEX
to CAPEX ratios.

They are missing the potential of PaaS.
It can enable businesses to act and react
quickly and to support the iteration
and experimentation needed to build
significant innovation and flexibility over
the lifetime of an application—possibilities
that are simply impractical without
capacity-on-demand computing. PaaS
will also encourage business innovation
by providing a level of agility that lowers
innovation barriers and overcomes longtime
IT challenges such as rigid application
development, provisioning, and deployment.
Many Insurance companies have lagged
behind other industries in using cloud
computing. But some are increasingly
warming to it. Guardian Life Insurance, for
example, has moved 18 applications into
the cloud and has transferred its actuarial
modeling application to Amazon’s EC2
cloud. It has also embarked on a broad
deployment of Workday’s SaaS solution for
human resources management17.

a result, the company enjoys simplified
development and deployment, is able
to focus on business logic rather than
technology hurdles, and has reduced its
capital expenses20.
Accenture predicts that PaaS use will jump
in the next few years. Platform providers
have made significant strides and have
added capabilities that weren’t available
a year ago. For example, data options on
various platforms have increased: Google
now offers Google Cloud SQL to use
with the Google App Engine. Microsoft is
piloting Hadoop, a software framework
that supports data-intensive distributed
applications, on Azure. Java-based PaaS,
such as Red Hat’s OpenShift, are also now
available. In addition, SaaS players are
moving to PaaS to boost the relevance of
their products, and IaaS firms with strong
infrastructure capabilities are swiftly adding
platform services in order to climb the stack.

Other examples of cloud adoption within
the insurance industry include:
Accenture has entered into a multimilliondollar agreement with a leading U.S.
property and casualty insurer to support
claims management with a SaaS solution18.
Aon, Allianz, Phoenix, and Standard Life
are major users of Salesforce.com19. AXA
Seguros implemented the Windows Azure
platform to add flexibility and efficiency
to its claims-management system; as
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Insurers need high octane
data security
A few years ago, security standards and tools
were appropriate. But with the proliferation
of distribution channels and increased
sophistication of attack, these standards will
no longer pass muster. In one recent survey,
only 10 percent of organizations polled felt
they were secure from external cybercrime.
Many insurance companies still consider
security as a burden even as breaches occur
and recovery costs mount.

Technology is creating a
wealth of new business
opportunities for
insurance companies.
But new security
risks come with the
opportunities. Attackers
are becoming more
sophisticated. And in
mobile transactions,
insurers have little
control over devices and
the applications and
operating systems that
reside on them.
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Accenture believes that data security is a
C-suite-level agenda item. Data-centric
security management and orchestration
can help insurance companies rapidly adopt
secure technologies. Insurers should turn to
data platform technologies and analytics for
security management. The data platform will
allow security to easily handle large volumes
of fast-changing data. It will also help
suppress insider threats by analyzing data
about comparative network usage patterns
to see whether a suspect employee’s time
spent downloading reports is out of the
ordinary. The platform might compare data
packets; the same packets going to different
hosts could indicate that information is
being echoed to a snooping threat.
Accenture expects that leading insurance
companies will adopt data platforms and
invest in orchestrating security resources
and responses. Orchestration will involve
identifying and accessing the right
resources needed and getting them to work
in concert, at speed. A scenario might look
like this: the CISO and team detect signs of a

cyber-attack in progress. They pull in threat
data from industry security researchers to
understand what is at stake, tap into pools
of niche skills to solve the problem, and then
work together with various infrastructure,
application, and service providers to close
the vulnerability.
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Achieving strategic advantage–
aligning insurance trends with
key technology trends
IT leaders must take action now—starting the journey together
with their business colleagues. The collaboration demands
detailed discussions with the insurer’s C-suite. It will call for
CIOs to internalize the key technology trends so that they
can start framing these discussions—talking not about the
techniques themselves but about the impact they will have on
the business and the new initiatives they can drive.

Drivers

What Typical Strategic Initiatives are Required?

Relevant Tech Trends

Changing Consumer
Attitudes and Behavior

• Focus on understanding the customer and reach out to
right customer through right channel for right product
• Integrate multiple channels to provide same
experience across channels
• Focus on improving customer service, while leveraging low
cost channels

•
•
•
•
•

Context-based services
Converging data architectures
Industrialized data services
Social-driven IT
Orchestrated analytical security

Shift in Growth to
Emerging Market

• Create an acquisition engine, and the capability to obtain
M&A synergies of cost and revenue in less than 12 months
• Develop innovative products, which are simple and targeted
towards customers in the emerging market
• Explore cloud based offerings

•
•
•
•
•
•

Context-based services
Converging data architectures
Industrialized data services
Social-driven IT
Orchestrated analytical security
PaaS enabled agility

Consumerization of IT

• Enabling mobile and social media as a channel
• Make digital marketing more relevant
• Use cloud computing to save costs and improve agility

•
•
•
•
•
•

Context-based services
Converging data architectures
Industrialized data services
Social-driven IT
Orchestrated analytical security
PaaS enabled agility

Financial Crisis Legacy

• Increase revenue from current customers
• Reduce IT run cost and ensure that cost reduction will
come at speed and will be sustainable
• Improve cost to income ratio
• Leverage low cost channel

•
•
•
•

Context-based services
Converging data architectures
PaaS enabled agility
Social-driven IT

Changing Face
of Competition

• Directly reach out to customers
• Improve competitive intelligence
• Redistribute cost from run to transformation

•
•
•
•

Context-based services
Converging data architectures
Industrialized data services
Social-driven IT

Increase Risk and
Regulatory Pressures

• Focus on risk management
- Data management
- Analytics and risk modeling
- IT infrastructure
- Enhance better integration of finance and risk processes
through process re-engineering
• Offer location-based services / pricing

•
•
•
•

Context-based services
Converging data architectures
Industrialized data services
Orchestrated analytical security
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