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The insurance industry is no stranger to the importance 
of analytics in insight-driven decision making. But a new 
competitive landscape and stepped up demands from customers 
mean that industry players will need to better personalize their 
products, services and interactions. Advanced analytics can 
provide novel solutions to these challenges.

 
To excel at extracting and acting on data insights, insurers  
will need legions of analytics talent—people with the ability  
to use statistics, quantitative analysis and information-modeling 
techniques to make business decisions. However, as new research 
from the Accenture Institute for High Performance demonstrates, 
when it comes to analytics talent a critical mismatch between 
supply and demand is looming.
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Bright prospects 
but new obstacles 
ahead
Insurance companies can look forward to 
bright prospects in the next five years. 
Emerging markets saw a 9.8 percent real 
growth in gross premiums in 2010, and 
analysts project upwards of 11 percent 
annual growth out to 2015.1 Rising 
incomes in high-growth markets will fuel 
demand for health, vehicle and small 
property insurance products. Even in the 
more mature insurance markets, gross 
premiums are projected to grow at a steady 
annual pace of 2.2 percent, thanks to aging 
populations’ demand for financial and 
pension products.2

However, insurers will need to surmount 
new obstacles to remain profitable.  
Several forces will constrict revenue 
streams, particularly consequences from 
the global financial crisis (including low 
interest rates and increased regulation) and 
new competition from aggregators acting 
as price-comparison platforms and online 
intermediaries. In addition, customers’ 
weakened loyalty, heightened price 
sensitivity and frustration with indifferent 
service will challenge insurers’ ability 
to command high premiums. Evolving 
technologies will force these companies  
to rethink how they market and sell 
insurance to customers whose expectations 
were raised by technology-leading 
consumer goods and retail companies. 

Industry players must be mindful of such 
critical developments while simultaneously 
taking the right steps to improve profitability, 
generate growth and stay on course. 
Enhanced analytics capability—delivered  
by strong analytics talent—will be a key 
means to this end.

Customer 
insight: The new 
imperative

Insurance companies have long used 
analytics in key aspects of their business 
such as underwriting and risk management. 
The value they place on their actuarial 
workforces testifies to the centrality 
of analytics and analytics talent to the 
business. However, success in this industry 
no longer hinges on the ability to calculate 
the usual measures of risk—because all 
insurance companies know how to do 
that. Instead, success now depends on the 
ability to gain new insights into customers’ 
needs and preferences. In a recent 
Accenture consumer survey, 26 percent 
of responding insurance customers said 
they had no loyalty to their insurer, and 
76 percent said they saw no significant 
difference in the products and services 
offered by insurance companies. More and 
more consumers, especially in emerging 
markets, expect personalized products, 
services and interactions through their own 
preferred channels.3 Insurers who haven’t 
kept up with these changes are already 
seeing their profits eroded by independent 
intermediaries jumping in to meet 
customers’ needs in more innovative ways.

Companies  
that can harness 
the power of 
sophisticated 
predictive analytics 
will be in a 
better position 
to attract—and 
retain—the ever-
fickle customer.

Insurance companies need to view analytics 
through a broader lens—rethinking how 
they use it and applying more advanced 
predictive analytics. The amount of data 
being generated within and outside these 
companies is growing exponentially, 
ranging from claims call center performance 
and consumers’ responses to certain 
product features to regional climate 
dynamics. All of this data is available for 
the mining of valuable insights. Those who 
can harness the power of sophisticated 
predictive analytics will be in a better 
position to attract—and retain—the ever-
fickle customer. Insurers are already 
applying such analytics in product 
development, marketing and distribution, 
and claims processing. 
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Product development

Many customers are willing to pay a 
premium for insurance products that  
are more relevant to their needs.4 But 
what’s important to a customer can vary 
by many factors, including the stage of 
life he or she is in, type of dependents, 
geographical market and culture. Predictive 
and behavioral analytics tools help insurers 
segment customers with ever-increasing 
granularity, understand their needs better 
and then create customized, differentiated 
products. Such tools also enable these 
companies to assess the likely take-up of a 
particular product and to model the impacts 
of price changes and different features.  
In addition, they help companies create 
real-time insights for fine-tuning products 
and meeting evolving customer needs.5

Marketing and distribution

Besides preferring more personalized 
products and becoming increasingly 
price sensitive to product features, 
more consumers also prefer to access 
information about insurance products 
and services through a widening array 
of channels.6 Successful marketing and 
distribution efforts correctly segment 
customers, channels and markets through 
predictive analytics.7 The use of such 
analytics improves sales by helping insurers 
identify the right product(s) for the right 
customers at the right time and delivered 
in the right ways, improving adoption and 
boosting cross-selling.8

Claims processing

The claims process is where the insurer 
either delights or disappoints customers. 
Yet when it comes to claims processing, 
companies are finding it increasingly 
difficult to master the art of satisfying 
customers. The difficult economy has only 
exacerbated the erosion of customers’ trust 
in business. This loss of trust, combined 
with perceived poor customer service, has 
led to an increase in fraudulent claims, 
inefficiencies and burdens on insurance 
companies’ claims functions.

Predictive analytics can help insurers better 
understand their customers’ preferences 
regarding claims; for example, how they 
may want their damaged property repaired 
or how they prefer to be contacted. 
Companies can then use this understanding 
to provide a higher-quality customer 
experience. Predictive analytics also helps 
reduce fraud by spotting characteristics of 
a claim that indicate a higher propensity 
for fraud. In addition, it gives claims 
professionals insight into the complexity 
and severity of a claim so they can manage 
it most effectively. Only by addressing 
challenges in customer satisfaction, fraud 
detection and inefficiencies can the claims 
function foster the kind of customer loyalty 
that contributes to strong financial results.9
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While most insurance companies 
understand the power of analytics, many 
have a difficult time figuring out how to 
use it to improve their business results. 
Some of the challenges are technical. For 
example, companies must determine how 
to scrub and match databases to extract 
insights from massive stores of data that 
reside in different parts of the business. 
They must also figure out how to evaluate 
and choose the best analytics tools and 
techniques. Other challenges are more 
strategic. For instance, insurers need to 
understand where to target their analytics 
investments and how to embed analytics 
into business processes. Analytics talent—
especially scientists and experts—is the key 
to overcoming these hurdles.

Analytics scientists understand the 
foundational components of analytics and 
can articulate the skills and tools needed  
to ramp up an analytics capability. 
Analytics experts have an even greater 
impact on the business, since they best 
understand how analytics can be applied 
to business problems and opportunities. 
Moreover, they are the interface between 
the analytics scientists and the business 
leaders—and can translate the results of 
analyses and the benefits of analytics into 
layperson’s language. They know the right 
questions to ask, and those questions are 
almost always about business strategy, not 
mathematics. Without a layer of business-
savvy experts, even the best scientists will 
have little impact on business outcomes.

Analytics talent’s 
central role in 
insurance
Because advanced analytics will be 
increasingly critical to their success, 
insurance companies will need analytics 
talent more than ever. These are 
people with the ability to use statistics, 
quantitative analysis and information-
modeling techniques to shape business 
decisions. Analytics talent includes but 
also goes far beyond the actuaries already 
important in insurance companies.  
Pricing, product development, valuation, 
financial reporting, claims processing— 
all of these areas will require more 
strategic use of analytics talent.

Access to a range of analytics skills will 
be critical as insurers seek to become 
more analytical. We see three main types 
with distinct skills and responsibilities: 
analytics scientists, who construct the 
complex models to extract insights from 
data; analytics experts, who apply these 
statistical models to business problems; 
and analytics specialists, who take the 
output of analytics models and algorithms, 
combine that with their specialized business 
knowledge and generate insights that can 
be acted on by the rest of the organization. 
(For examples of each type of analytics 
talent, see sidebar: Help wanted.)

Access to a  
wide range of 
analytics skills 
will be critical 
as insurers seek 
to become more 
analytical.
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Analytics expert

Senior Actuary

Job description:
•  Develop sophisticated pricing models  

for commercial casualty lines.
•  Work closely with underwriting and IT  

to implement pricing model changes  
and identify pockets of profitable  
growth opportunities.

•  Monitor profitability and loss trends by 
industry segment and country/region and 
effectively communicate to management.

Requirements:
•  BS in actuarial science, mathematics, 

statistics or related area.
•  Fellowship in the Casualty Actuarial 

Society. 
•  7 or more years of experience.
•  Proficiency in Microsoft Excel, and 

Access, VBA, SAS or other programming 
languages preferred.

•  Written and verbal communication 
skills, including ability to effectively 
express technical actuarial and statistical 
concepts to non-technical audiences 
internal and external to the organization.

Analytics specialist

Product Analyst

Job description:
•  Work with an energetic, hard-working, 

results-focused team to create business 
and pricing plans of property and 
casualty products.

•  Evaluate insurance metrics and contribute 
to making real-life decisions about how 
to manage and grow the business.

•  Analyze profitability and competitiveness 
using advanced Microsoft Access and 
Excel tools.

Requirements:
•  BA/BS or advanced degree or equivalent 

experience with a math, economics, 
actuarial, statistics or similarly 
analytically focused emphasis.

•  High proficiency in managing data in 
Microsoft Excel and Access.

•  Excellent written and verbal 
communication skills; positive and  
team-focused attitude.

•  Previous insurance background or 
business data analysis background a plus.

Analytics scientist

Senior Web Analytics Modeler

Job description:
•  Lead project teams within the 

quantitative research and modeling 
group to provide actionable, quantitative 
solutions to support e-business 
operations and strategy.

•  Build advanced-level predictive models 
and design data-mining methods on web 
analytics data sources in combination 
with a variety of other data, including 
unstructured text data.

•  Perform and manage complex data 
gathering, checking, manipulation, 
predictive modeling, data mining and 
business analytics projects.

Requirements:
•  MS or PhD in quantitative field such 

as statistics, finance, econometrics, 
mathematics, computer science, 
operations research or physics.

•  At least 3 years of post-graduation work 
experience utilizing relevant skills in 
mathematical modeling/statistics.

•  Demonstrated experience analyzing data 
from WebTrends and/or Google Analytics, 
particularly in combination with other 
data sources (offline and online);  
some familiarity with text analytics 
software and algorithms, such as SAS  
or SPSS Text Analytics.

•  Strong database skills, including SQL, and 
general understanding of e-commerce 
architecture and technologies.

Help wanted: Analytics talent
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Figure 1: Analytics jobs in insurance (thousands), 2010-2015

Most of the insurance industry’s new analytics jobs will be in the US.

UK China Japan India Brazil SingaporeUS

CAGR 5.1% 4.8% 5.7% 1.5% 6.6% 4.6% 5.0% 
2010-2015

Source: Accenture Institute for High Performance analysis. 
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Analytics jobs 
in the global 
insurance industry
The Accenture Institute for High 
Performance undertook a yearlong project to 
gather and distill data on job creation and 
skills availability in the market for analytics 
talent to determine whether companies will 
be able to find the talent they need, where 
they need it.10 As part of our research, we 
determined the size of insurers’ dedicated 
analytics groups in key analytics areas. 
These areas include risk-return tradeoffs, 
portfolio modeling and risk aggregation, 
underwriting, product development, casualty 
clash modeling, loss control, litigation spend, 
marketing and operations.

 

We also forecasted the number of analytics 
jobs insurers will add in those areas of the 
business between 2010 and 2015.

The global footprint

Over 60 percent of the 87,700 insurance 
industry analytics jobs across the seven 
countries we studied are in the United 
States. (See Figure 1.) The US, after all, has 
the largest slice of the $4.32 trillion global 
insurance market—a slice that was worth 
as much as $1.16 trillion in 2010.11 By 
contrast, only 9 percent and 10 percent of 
analytics jobs are located in Japan and the 
UK, respectively, the second- and third- 
largest insurance markets in our study. 



The looming global analytics talent mismatch in insurance

8 | Accenture Institute for High Performance | Copyright © 2012 Accenture. All rights reserved.

In terms of growth in gross premiums, 
high growth markets are far outpacing 
mature markets (11 percent versus 1.4 
percent), but demand for analytics talent 
will grow briskly everywhere.12 Insurers will 
add 23,700 new analytics jobs across the 
seven countries between 2010 and 2015, 
reflecting an annual job growth rate of 4.9 
percent. A whopping 15,300 of those jobs 
will be in the US.

Analytics jobs in the US, UK and Japan  
will be created more than five times 
faster than overall employment in those 
countries. (See Figure 2.) Employment 
will grow fastest in India, where the 
insurance sector has been burgeoning 
rapidly ever since the government allowed 
the entry of private players.13 However, 
even at 6.6 percent annual growth in 
India and 4.6 percent growth in Brazil, 
analytics jobs growth will not differ much 
from the overall pace of job growth in 
those countries, given that economic and 
population expansion is spurring increases 
in the number of all kinds of jobs.

Figure 2: Growth in analytics jobs in insurance and overall national 
employment, 2010-2015 
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Insurance companies in the US, UK and Japan are adding analyst jobs more than five 
times faster than overall national employment growth.
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New jobs by type of 
analytics talent

As we see in other industries, the fastest-
growing analytics jobs in insurance will 
vary by country. (See Figure 3.) Employers 
everywhere except India and China will be 
adding new analytics expert jobs faster than 
analytics scientist and analytics specialist 
jobs. Why? Insurers in most markets 
increasingly need the full range of assistant- 
to senior-level actuaries and other analytics 
experts at the intersection between 
statistical modeling and business decisions.

Comparing across countries, analytics 
expert jobs will grow fastest in the 
US owing to the renewed focus on 
underwriting to manage risk in the face of 
increased regulation.14 Insurance companies 
in India and China, on the other hand, will 
build their ranks of analytics specialists 
as fast, or faster, than the other types. 
Analytics specialists able to generate 
analytics insights based on their knowledge 
of the local market are important assets to 
companies seeking to capture opportunities 
in rapidly-growing insurance markets.
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Figure 3: Growth by analytics job type in insurance, 2010-2015

The US will see the fastest growth in the number of analytics expert jobs.

Source: Accenture Institute for High Performance analysis. 
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We’ve noted that the US insurance industry 
is the largest in the world in terms of both 
gross premiums and analytics talent.  
It is also where the vast majority of the 
industry’s new analytics jobs will be 
created. Insurers will create 75 percent  
of the 2,100 new analytics scientist jobs in 
the US. Another 11 percent will be created 
in the UK. (See Figure 4).

The picture looks very similar when it 
comes to analytics expert talent in the 
industry. Most (4,100) of the 5,500 new 
expert positions will be located in the US; 
next, in the UK (500). (See Figure 5).

Analytics specialist jobs, however, will be  
a different picture. While the US will still 
host the majority of new jobs (60 percent  
of the 16,000 new jobs will be located 
there), nearly one quarter of the new 
specialist jobs will be created in China  
and India. (See Figure 6).

Figure 4: Analytics scientist jobs in insurance, 2010-2015
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Figure 5: Analytics expert jobs in insurance, 2010-2015 
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US UK China

An
al

yt
ic

s 
sp

ec
ia

lis
ts

Japan India Brazil Singapore

CAGR 4.7% 4.6% 5.7% 1.5%  6.7% 4.6% 4.9% 
2010-2015

Source: Accenture Institute for High Performance analysis.

Analytics jobs in 2010

Additional analytics jobs by 2015

9,600

1,500

37,800 6,200 5,800

1,900

6,000

500

4,600

1,800

2,200

600

800

200



The looming global analytics talent mismatch in insurance

12 | Accenture Institute for High Performance | Copyright © 2012 Accenture. All rights reserved.

The looming 
mismatch
Insurers will have to compete fiercely 
for the analytics talent they need to 
convert data into valuable insights 
about customers, agents and markets. 
As more organizations everywhere step 
up their analytical prowess, analytics 
talent is already in high demand in 
industries from information technology to 
pharmaceuticals—not just insurance.

In our larger research study, we analyzed 
analytics job growth across all industries in 
each of the seven countries and found that 
a critical mismatch between supply and 
demand is looming.15 In many countries, 
analytics talent supplies will not keep pace 
with new job growth, and there simply 
won’t be enough talent to go around. For 
example, the US could encounter a sizeable 
shortfall of more than 260,000 analysts by 
2015. (See Figure 7).

Hence, just when insurers everywhere will 
need to ramp up their analytics capabilities, 
many will experience major shortages of the 
analytics scientists, experts and specialists 
who have the skills required to help them 
strengthen their analytics capabilities. 
Indeed, the countries where insurers are 
adding the most analytics jobs—the US and 
UK—will likely face acute shortages of all 
three types of analytics talent.

Figure 7: Total shortages and surpluses of analytics talent by country, 2010-2015

Source: Accenture Institute for High Performance analysis. 
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Even where sufficient supplies of analytics 
talent are likely—in India and China,  
for example—insurers may still find it 
difficult to locate talent with the specific 
skills they need. The reason: employers 
may have additional skills requirements, 
such as understanding of a specific 
geographical market, competency in 
particular languages or familiarity with  
the basics of business operations.

The countries 
where insurers are 
adding the most 
analytics jobs—the 
US and UK—will 
likely face acute 
shortages of all 
three types of 
analytics talent.

Each company, and every industry,  
faces unique talent challenges in different 
markets. But one thing is clear: sourcing 
analytics talent will be tough everywhere. 
Demand is rising and supply is not keeping 
up—nor will it be able to keep up in the 
foreseeable future.

Of course, a shortage of analytics talent 
to fill new analytics jobs is just one 
talent challenge confronting insurers.16 
Perhaps the biggest challenge is an aging 
workforce. The majority of insurers in North 
America have an average workforce age of 
over 50. More than half of their workforces 
will probably retire in the next ten years. 
Insurers will not only need to find ways to 
fill newly created analytics jobs but also 
replace the retiring employees who will be 
vacating jobs—a major feat indeed.

Unfortunately, in a hypercompetitive 
market for analytics talent, insurers are 
not well positioned to capture the needed 
share of qualified graduates. Few new 
graduates dream of a career in insurance. 
The UK Chartered Insurance Institute’s 
survey of university students revealed that 
only 1 percent had interest in working in 
insurance after graduation, compared with 
15 percent who were interested in finance 
and banking and 22 percent likely headed 
into professional services.17
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Closing the gap
Employers, educators and policymakers 
everywhere are confronting hard choices 
about how best to head off shortages of 
critical talent. These stakeholders can work 
together to increase the analytics talent 
supply pool in a few different ways:

Influence universities to add business 
analytics coursework to a wide variety  
of programs. 
Specialized business analytics degree 
and certificate programs are already 
popping up across the globe. However, 
by incorporating more statistics training 
within non-quantitative programs or 
business training within “traditional” 
science and engineering programs, either 
as common core requirements or full-
fledged minors, universities will be able  
to generate many more graduates with  
the skills to do analytics work.

Seek reforms in educational curricula. 
Companies can increase the number of  
qualified graduates by lobbying governments  
to improve the quality of national education 
and training systems. Organizations can 
also work with educators to build stronger 
bridges from community colleges and 
vocational-technical programs to analytics 
career paths. For example, US colleges 
award 50,000 associate degrees each year 
in fields relevant to analytics.

Work to influence national policy  
on retaining non-nationals. 
More and more foreign nationals in highly 
quantitative fields are now returning 
home after completing their degrees, 
especially at the master’s and doctorate 
levels. Companies can lobby governments 
to create more work visas and other 
mechanisms to retain foreign-born math 
and science graduates.

While large institutional changes like  
these may remedy the mismatch in the 
long run, there are no quick fixes when it 
comes to closing the analytics talent gap. 
However, employers can do a great deal 
in the short term to increase their share 
of the supply pool or reduce how much 
analytics talent they will need. Based  
on our research, here are some practical  
steps organizations can take now:

Get the most out of the talent you 
already have. 
This starts with defining roles and 
allocating tasks in ways that better utilize 
analytics scientists’ highly advanced and 
specialized skills. Then, create development 
opportunities and stretch assignments for 
analytics experts. New visual software tools 
and advances in analytics technology allow 
tasks previously done by analytics scientists 
to be done by experts. Finally, find hidden 
talent across the organization: employees 
with strong quantitative skills who are not 
working in analytics roles. Provide them 
with training to prepare them to take on 
analytics specialist roles.

Raise awareness among students  
and university recruiters. 
Today, a small percentage of qualified 
graduates take analytics jobs; the rest 
take up other types of occupations, 
becoming, for example, investment 
bankers, consultants, software developers, 
professors or scientists. Too often, the 
choice is shaped by a lack of awareness of 
the opportunities in analytics. Employers 
can and should work with universities to 
make students aware of the bright career 
prospects in analytics.

Make sure analytics jobs are appealing 
to prospective recruits. 
First and foremost, analytics jobs must 
allow analysts to use their highly 
specialized skills.18 Employers need to 
define roles and allocate tasks in ways 
that ensure analysts can do challenging 
work that contributes directly to the 
organization’s goals—not just generate 
simple reports. Customized roles and career 
paths for analytics talent provide clearly 
defined objectives, reward structures 
and growth opportunities. By developing 
distinct analytics career paths, rather 
than shoehorning analysts into the 
organization’s standard career models, 
companies can better attract and retain 
analytics talent.

Work with labor market intermediaries. 
Employers who must compete for talent  
in countries where there are shortages 
can work with labor market intermediaries 
to find and access the analytics talent 
they need. Intermediaries facilitate the 
match between “sellers” and “buyers” in 
the labor market. Some intermediaries 
will attempt to consolidate analytics 
talent (either through platforms such as 
Kaggle or networks such as YourEncore) 
to create a single source for project-based 
access to skills. Still others (for example, 
StatsCareers.com, oDesk Corp. and Y-Axis 
Overseas Careers) will help connect 
employers with talent for long-term or 
project-based employment—a global spin 
on a traditional role for intermediaries.

The ability to find the analytics talent 
that they need is a critical imperative for 
insurers everywhere. Employers will need 
innovative skills and sourcing strategies 
to overcome the looming analytics talent 
gap. Insurance companies should begin 
now to plot out their strategy for finding 
the talent they need to compete and win. 
Those that make that investment will 
achieve a competitive advantage over rivals 
who find their growth strategies frustrated 
by a dearth of analytics talent.
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