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INSURANCE TRENDS
Technology and societal changes driving unprecedented customization for consumers

WELCOME TO THE ERA
OF ULTRA-PERSONALIZED
INSURANCE. New types
of products and services are
available to Canadians through
a growing number of channels
and, increasingly, consumers are
purchasing insurance tailor-made for
their personal needs.
While traditional policy categories
and annual commitments still exist,
insurers are launching innovative
forms of insurance that break the
historic mould, such as insurance
that you activate and deactivate as
warranted or premiums based on
your behaviour – demonstrated by
data – instead of your demographic
risk proﬁle.
Digital monitoring technologies and connectivity are fuelling
much of the transformation. “All
the sensors and connected devices
in our homes, vehicles and ﬁtness
devices are generating tremendous
amounts of data, and data is the
new gold,” says Doug Grant, partner
at Insurance-Canada.ca Inc., an organization that provides independent
information about technology and
the business of insurance. “Using
analytics and AI, you can understand
your customer much better and
make them offers or add products
they tell you they want.”
This wealth of data is allowing
insurance companies to be more
proactive in risk management, says
Mr. Grant. Examples include vehicle
telematics that reward safe drivers
and premium reductions for homeowners who install sensors that
warn of dangerous water leaks.
“The traditional model was based
on the understanding that if something goes wrong, I will indemnify
you for the loss,” he says. “With this
shift, the insurer is giving you tools
to reduce your risk, and both parties
beneﬁt when insurance claims are
reduced.”
Personalization of insurance is
enabling new forms of usage-based
policies. That principle motivated
CAA Insurance to take a non-traditional approach with the launch of
Canada’s ﬁrst pay-as-you-go auto
policy, CAA MyPace.
“Our goal is to give the motorists
who rely on our insurance choice
and control over how they beneﬁt,
based on their lifestyle and their
stage of life,” says Matthew Turack,
president, CAA Insurance. “MyPace
is most beneﬁcial for people who
don’t drive very much maybe
because they use public transit for
work or are retired. Motorists pay
in increments of 1,000 kilometres
driven.”
Low-mileage drivers with this
policy are saving an average of
40 per cent in premiums, says Mr.
Turack.
CAA is also a big provider of
travel insurance via its Orion Travel
Insurance Company, and innovation
is happening in that sphere as well.
For example, the company’s emergency medical travel insurance now
offers policyholders virtual health-
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We’re providing
the opportunity
for people who get
a minor ailment
while travelling to
get telemedicine,
linking with a
physician through
a secure video
link. It is another
customized
offering that
responds to
consumer needs.

care services. “We’re providing the
opportunity for people who get a
minor ailment while travelling to get
telemedicine, linking with a physician through a secure video link. It
is another customized offering that
responds to consumer needs.”
In addition to technology changes, insurance providers are also
responding to signiﬁcant societal
change. As VP of Emerging Business
Models at The Co-operators, Peter
Primdahl works to identify opportunities for new types of policies and
delivery channels.
“The nature of work is changing
with the ‘gig economy,’ and consuming is changing – moving away
from ownership to access,” says Mr.
Primdahl. “Changes in the ways we

live are creating new risks, and by
addressing these and facilitating
participation in this economy, we
hope to help people improve their
ﬁnancial security in this new era.”
The other shift is the fact that
consumers are always connected
and expect their insurance providers to be the same, he says. “We
are now focusing more than ever
on how our clients interact with us.
While we continue to manage our
core business, we are exploring a
‘test and learn’ approach to new
products – releasing them to clients
and inviting their feedback, making
improvements as requested.”
This more experimental approach
led to creation of a suite of digital
products called Duuo by The Co-

operators, he says. “We developed
the ﬁrst digital on-demand policy
in Canada for short-term rental
housing, an activity typically not
covered by regular homeowner’s
insurance. Users can pop in and
out of the coverage – turning it on
before their guests arrive and having it automatically turn off when
they leave.”
The Co-operators responded to
client requests with another novel
product: on demand Rent My Stuff
insurance for people renting out
their equipment. “We’re encouraging our customers to continue to
tell us how we can reﬁne more of
our products and client experiences
to align with their lives,” says Mr.
Primdahl.

Matthew Turack
president, CAA Insurance

We live at the
intersection of
insurance and
technology
We provide independent and impartial information
about technology and the business of insurance
in Canada, through thought leadership events;
deep content website, blog and e-newsletter;
and custom webinars and surveys.

INSURANCE MODELS AS INCENTIVES FOR
POSITIVE CHANGE
Technology advances in digital
monitoring and connectivity are
transforming relationships between
Canadians and their insurance providers and enabling partnerships that
not only beneﬁt both parties but
also tackle some of society’s biggest
challenges.
One of those challenges is the
surging cost of providing health care
to Canada’s aging population – a
problem that Manulife wants to help
alleviate.
“Diabetes, cardiovascular disease
and other chronic diseases are
fuelling higher health-care costs in
Canada and globally, and we know
that unhealthy behaviours such as
poor diet and lack of exercise are
contributing factors,” says Camille
Stewart, Manulife’s VP Strategy
and Digital Experience, Canadian
Division.
“The burden on our health-care
system will likely reach unsustainable economic levels without action,
and we recognize that governments
alone can’t solve this problem. So,
we looked at our insurance offerings
to see how we can help Canadians
improve their health by changing
lifestyle behaviours.”
That examination led to an innovative, personalized approach to insurance. In 2016, Manulife became the
ﬁrst Canadian insurance company to
launch life insurance that rewarded
policyholders for demonstrating
healthy behaviours. Manulife Vitality
now includes health and dental
insurance as well. Consumers who
enroll in the program amass points
for activities that promote health,
such as exercise, healthy eating and
regular dental visits. They can then
receive rewards and discounts including lower premium costs.
“Traditionally, you purchased
health insurance and hoped you
wouldn’t get sick,” says Ms. Stewart.
“This new approach makes us
partners with our customers to help
them build a healthier lifestyle and
increase the likelihood they will
remain healthy for the long term.”
Customers set personalized weekly
goals and receive a weekly reward
for reaching it. The program also
encourages them to increase their
goals as they progress.
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“They can document their healthpromoting activities in different ways
including by sharing data from wearable ﬁtness devices,” she says. “It’s
a popular choice, as this technology
is already integrated into the lives
of many Canadians. A number of
different wearables can be linked
to the platform, while consumers
who don’t have wearables can
show progress in other ways, such
as through health assessments or
online quizzes.”
On average, those enrolled in the
program are interacting with it 23
times a month, adds Ms. Stewart.
“We are seeing that being accountable for healthy choices is a powerful
motivator, and through this program
we have unlocked a closer, more
productive relationship with our
customers.”
Another major issue affecting
Canadian society is road safety. The
World Health Organization reports
that Canada has the third-highest
number of road deaths per year
(2,000) among developed nations.
Annual road-related injuries number
165,000.
Onlia, a digital insurance and
mobile technology company, aims

to motivate Canadians to develop
safer driving behaviours – through
tools and technologies, as well as
partnerships with other safety advocates and its All for Safety awareness
campaign.
“Our goal is to create a movement
in Canada and build a community focused on safety,” says Pieter
Louter, Onlia’s CEO. “We want to
foster more road safety consciousness among Canadians – not in a
negative way but through positive
incentives.”
The company’s tech-driven safety
app, Onlia Sense, gives drivers a
view of their performance in areas
such as braking, acceleration and
instances of distracted driving,
coaching and rewarding them for
safer driving practices.
Onlia Sense is available to anyone
who wants to use it, regardless of
whether they purchase Onlia insurance. By mid-November, the app
had 85,000 downloads, says Mr.
Louter.
“We want to share the app as
widely as possible. By supporting
individual change, we believe we
can help create a safer Canadian
society.”

Experience insurance at your ﬁngertips
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