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It’s no secret that most P&C policy admin solutions 

perform admirably when dealing with simple lines and 

products ... but when things get complex, most fall 

short. Fortunately, there’s Adaptik.

Adaptik’s fl exible, scalable policy administration solution guides 

you through the landscape of complex insurance product 

implementations. That means di�  cult-to-administer lines – like 

workers’ comp and specialty liability – can become drivers of 

signifi cant and sustainable growth.

www.adaptik.com/complexityCreating Opportunity Out of Complexity

WE TAME COMPLEX.
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INSURANCE
NETWORKING

COM
 RSA Sees Bene� ts 

from Outsourcing
The insurer works closely 
with all its partners to
make sure it has strong
governance in place in 
order to achieve
the best business outcomes, 
says COO.
http://bit.ly/1UNrfvl

INN Blogs INN Slideshow
Upgrades are risky, but insurers
are equipped to take them on and
win, says Pat Speer
http://bit.ly/1Oc3E68

A checklist that insurers can use to � nd 
success in the cloud, courtesy of Novarica.
http://bit.ly/1UNpNZK

WHAT’S ONLINE THIS MONTH

Over two days in Austin, Texas, insurance tech experts shared their 
insights into how the industry can get better at interacting with an 
increasingly digital customer base. http://bit.ly/1VQKTrm

 Ensuring Vendor Security
Amica Mutual Insurance CISO doesn’t necessarily see third parties as 
liabilities, but his job is to fully vet the security and privacy capabilities 
of vendors before forging relationships. http://bit.ly/1WW0Lb8

 A look inside
INN’s Dig | In

Our Free App
Download our free app 
and read the magazine 
as soon as it’s online 
each month. � e app 
gives you access to 
daily news and the full 
magazine as it appears 
in print. To use the QR 
code, download a free 
code reader and aim 
your iPad, iPhone or 
Android device at the 
code. � en click on the 
appropriate link for your 
device.

 Advantages of
Next-Generation
Underwriting
Vermont Mutual is
revisioning its underwriting
process from the ground up
and is already seeing results.
http://bit.ly/23Cw0bz

twitter.com/_INN    facebook.com/insurancenetworkingnews   linkedin.com/groups/Insurance-Networking-News-3977076
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ivansinsurance.com

Increase In-Appetite Submissions
As a carrier, you spend a significant amount of time and resources educating 
agents about the risks you want to write, but still turn away 60% of submissions. 
IVANS Market Appetite is an online search tool that allows you to instantly 
communicate your appetite to agents, driving more in-appetite submissions  
for greater premium growth.

Learn how you can increase in-appetite submissions:  
ivansinsurance.com/in-appetite

T-64851_INN Magazine Ad_FINAL_R2.indd   1 4/26/16   2:48 PM

005_INN2016   5 5/9/2016   10:20:34 AM



6  I N S U R A N C E  N E T W O R K I N G  N E W S    Q U A R T E R  2 ,  2 0 1 6   I N S U R A N C E N E T W O R K I N G . C O M

I’M SITTING IN a hotel co�ee shop one day removed 
from emceeing INN’s �rst Dig | In: The Digital Future 
of Insurance conference, which we put on in Austin, 
Texas. Speakers from insurers like USAA and Farm-
ers, startups like Automatic Labs and Insurify, and 
even representatives the venture capital world took 
the stage to talk about how the digital customer is 
shaking up the insurance business.

I probably don’t need to spend too much time 
making the case for why this conversation is im-
portant. The customer experience has, ostensibly, 
been top-of-mind for insurers — at least that’s what 
many carriers have said over the years as they’ve 
announced online, mobile, and other connected ca-
pabilities. What’s interesting to me today is how this 
is changing the face of the industry.

Hotshots from the startup world rubbed elbows 
with representatives from century-old �rms at our 
even, and a funny thing happened. The energy in the 
room was quite di�erent from some other industry 
conferences I’ve been to over the years. You could 
feel that people were really learning from one an-
other about their wants and needs from these new 
relationships and technologies. There was a vitality of 

ideas as people discovered what was really possible 
in the 21st century. 

We see the pitches come in every day that such-
and-such an o�ering will “revolutionize” or “dis-
rupt” insurance. There is, perhaps, an idea that the 
industry has to be overthrown from the old ways. 
While inertia is strong in any legacy company, it’s not 
an impossible barrier. In fact, as the venture capitalist 
Caribou Honig of QED Partners said, “Insurers are 
probably ahead of where banks were” relative to the 
growth of �ntech around the industry. That is to say: 
Startups went after banks �rst, but the banks took 
longer to catch on than insurers have since insurance 
�ntech has taken o� in force.

When I came to my table in the co�ee shop, there 
was a newspaper on the table open to the business 
section. Speci�cally, the �rst item I saw was an article 
on Filld, a mobile app that will arrange for gasoline 
to be brought to your home so you can �ll up your 
car without going to the gas station. (Finally, no more 
tough decisions when you’re both exhausted and on 
fumes.) I admit, the �rst thing I thought was, “Why 
didn’t I think of that?” Second was: “Boy, there are 
major insurance implications there.” 

The on-demand, digital economy is marching on, 
and insurance is right in step. As the industry enters 
conference season in full force, I’m excited to be 
part of some more conversations about insurance’s 
transformation.
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Pay wrong.
Pay late.
Repeat.

Or talk to Burgess.

Revolutionize your claims reimbursement process 
 with Burgess, the cloud-based platform that can 
 save health plans millions. 

Price claims right the �rst time

Avoid re-work and �nes

Eliminate IT burden

Simplify
the business
of healthcare.™

burgessgroup.com 
Call 800.637.2004 for a demo.

BRGS0017_Pay_05_16_INSURANCE NETWRKNG NEWS.indd   1 3/15/16   6:59 PM
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 Toyota’s automaking and �nance arms have partnered with 
Aioi Nissay Dowa Insurance Co. on a jointly owned telematics 
car insurance services company, Toyota Insurance Management 
Solutions (TIMS) USA.

The new company, headquartered in southern California, is 
intended to synthesize Toyota’s telematics data access and �nan-

cial services, along with 
Aloy Nissan’s telematics 
insurance expertise to 
o�er customer-experience- 
friendly usage-based insur-
ance products. Its charge 
includes analysis of big 
data and conduct relevant 
marketing and promotion 
of the services.

Another goal of the 
partnership is to increase 
Toyota’s pro�le in the con-
nectivity and data science 
�elds. TIMS plans to make 
use of accumulated driving 

data obtained with appropriate consumer consent, and also 
plans to engage with the Toyota Research Institute, Inc., which 
Toyota Motor Company established as a research base for the 
�elds of arti�cial intelligence and robotics.

BRIEFS
INDUSTRY

 Insurance companies’ investment in 
big data and analytics is driving up the 
value of those services, spurring M&A ac-
tivity in the insurance technology sector.

Insurance investment analyst �rm 
Conning says in its “Global Insurance Dis-
tribution & Services Sector Mergers & Ac-
quisitions: Building for the Future” report 
that there were 34 insurance technology 
deals in 2015, up from the year before, 
and that should continue this year.

“The adoption of technological 
innovation in areas such as ‘big data’ and 
predictive analytics, a focus on customer 

experience, and increased health care 
infrastructure resulting from the roll-out 
of the A�ordable Care Act have driven 
insurance service deal-making,” Conning 
writes in the report. “The amount of ac-
tivity in the insurance technology sector 
was dramatic in 2015, and Conning sees 
those drivers of M&A supporting further 
M&A activity in 2016.”

Insurance technology companies were 
also the biggest buyers of companies in 
2015, Conning notes. Insurance compa-
nies themselves tended to stay on the 
sidelines, but invested in di�erent ways, 

the company says.
“Technology providers often are at-

tracted to broadening their product suite 
and see acquisitions as an e�ective way to 
gain scale and new product capabilities 
fairly quickly,” the report says.

“The number of insurers acquiring 
technology service �rms was sparse in 
2015, but that does not necessarily mean 
insurers are not focused on capitalizing 
on the ongoing technology transforma-
tion,” it adds. “Several insurers were 
active investors in technology startups, 
including insurance startups.”

I N N OVAT I O N

M & A

Toyota Partners with 
Insurer to Launch 
Insurance Telematics

More Insurance Tech M&As Coming, Conning Says

Join the conversation:
http://www.insurancenet-
working.com/blogs/

From: Joe McKendrick

Topic: Software is 
Eating the Insurance 
Business

In line with venture capi-
talist Marc Andreessen’s 2011 
proclamation that “software 
is eating the world,” it may be 
appropriate to also add the 
corollary that “software is eat-
ing the insurance business.”

�at’s the gist of a post 
from Matteo Carbone, principal 
at Bain & Company, who as-
serts that the insurance sector 
is undergoing a profound 
change. Digital transformation 
has become a major challenge 
for insurance companies all 
over the world.

In his native Italy, he notes, 
telematics installations be-
came an integral part of 15.5% 
of new policies and renewals 
during the third quarter of 
2015.

For more proof, Carbone 
adds, follow the money. �e 
insurance technology category 
“has seen investments of 
almost $2.65 billion coming 
in during 2015 compared 
with $0.74 billion in 2014.” 
�e companies succeeding in 
this category are focusing on 
developing industry solutions 
around platforms and roles 
for various players across the 
insurance value chain. Com-
panies from outside the tradi-
tional value chain, aside from 
carriers, agencies and brokers, 
are making their presence felt. 
An example may be telecom-
munications providers, who are 
designing and deploying the 
in-vehicle or in-fleet telematics 
systems that insurers are now 
embedding into their offerings.

Join the conversation:
http://www.insurancenet-
working.com/blogs/

ofour

BLOGS
BEST

 John Hancock has an-
nounced that its innovation 
center, the Lab of Forward 
Thinking (LOFT), will collab-
orate with two companies on 
a proof of concept for using 
blockchain technology in 
wealth management.

The companies, ConsenSys 
and BlockApps, will work 
with LOFT to apply block-
chain technologies in on-
boarding wealth management 
clients. Blockchain technol-
ogy, originally developed for 
the digital currency Bitcoin, 
works as an online ledger for 
recording transactions.

“Our goal is to simplify 
and enhance the customer 
experience when [custom-
ers] �rst begin doing busi-
ness with us. In the wealth 
management business this 
involves not only satisfying 
customers, but regulatory and 
legal aspects as well,” said Ace 
Moghimi, assistant VP and 
head of innovation, North 
America, John Hancock. “We 
could not have found a better 
partner than ConsenSys and 
BlockApps to accelerate our 
understanding and ability to 
build out applications leverag-
ing blockchain.”

I N N OVAT I O N

John Hancock Cooks up 
Blockchain in the Lab

 AXA’s U.S. division will sponsor and host four Data Driven NYC 
Meetups at its AXA Auditorium in midtown Manhattan. Organized 
by NYC venture capital �rm FirstMark, the monthly events focus 
on emerging startups, products and technologies; new business 
models and funding trends; and ways to leverage data to acceler-
ate their business and build competitive advantage. Speakers are 
typically founders, CEOs or CTOs of data startups; data scientists; 
and CTOs or chief data o©cers for large companies.

“Through this sponsorship of Data Driven NYC, AXA will con-
tinue to familiarize itself with innovative uses of data and explore 
how to apply these methods in the insurance business,” said Louis 
DiModugno, AXA’s chief data and analytics o©cer.

A N A LY T I C S

AXA Sponsors Data Meetups
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OCTOBER 24 – 25, 2016 | CHICAGO

THE MOST IMPRESSIVE 

LEADERS IN INSURANCE

Featured Sponsors and Exhibitors
For sponsorship and exhibit information contact 
Holli Gronset at (847) 428-0627 or 
holli.gronset@sourcemedia.com.
www.women-in-insurance-leadership.com

REGISTER NOW 
FOR BEST RATES!

Register online or 
call (212) 803-6091

For the past 9 years, Insurance Networking News has honored women whose 
leadership and performance have redefi ned the insurance business and its 
application of technology. Join women from all lines of business and enterprise 
operations while we showcase diversity in talent that is the envy of fi nancial 
services this October in Chicago.

This year’s forum will give you the opportunity to:

NETWORK WITH some 
of the most remarkable 

women insurance 
professionals in the country

LEARN HOW the insurance
 industry is taking the lead in 

diversity and inclusion 

FIND OUT how the insurance 
industry has created

 a niche for women in IT 

d31171_WIL_AD_10.5x12.5.indd   1 5/4/16   10:28 AM
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GROUNDWORK
Farmers CIO Ron Guerrier says there 
are plenty of diamonds in the rough who 
have a lot to offer insurance IT.

IT SKILLS
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Insurers are looking for more business-minded, agile tech 
employees to bring their companies into the digital age

By Nathan Golia and Danni Santana

Like many insurance carrier technology leaders, Ron Guerrier, who was appointed 
CIO of Farmers Insurance last December, �nds himself taking the reins of a company 
facing intense disruption. Insurers are transitioning not only from a legacy technol-
ogy environment — in terms of software and hardware — but also a legacy industry 
that has a reputation for being slow on the digital uptake. That means trying to com-
pete with hot technology companies, and industries with a better digital reputation, 

for the sta that will lay the groundwork for the next century of insurance. 
“People have a sense that insurance presents a unique opportunity to do some really interest-

ing things with technology like the Internet of Things, autonomous cars and blockchain,” Guerri-
er says. “There’s an energy and excitement about this ‘What if?’ and ‘Why not?’”

Farmers isn’t alone in getting ready for the future of insurance. Celent’s latest IT bud-
get forecast says that insurers worldwide are likely to spend nearly $185 billion on IT this 
year. And, the analyst �rm adds, 43 cents on every one of those dollars is going toward  
“implementation of new projects including software, development sta and services,” rather 
than legacy modernization or maintenance — a larger percentage compared to prior years.

As insurers shift their environments from mainframe-based, green-screen systems to device 
agnosticism and distributed computing, as well as all the digital innovations and breakthroughs 
that come along with that, they are looking to add new skill sets to their IT departments to meet 
the demand. Guerrier has already made two signi�cant hires since beginning his Farmers tenure: 
a chief architect and CTO. “We needed to double down on the engineering side of what we do 

GROUNDWORK
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We understand IT and we o�er very in-
teresting tech careers, and we have a 
war on talent every day.

Jayne Olsen
Analytics Enabling Manager, Americas, 
Swiss Re

What are the kinds of IT skills 
Swiss Re is looking to bring in? 

Swiss Re is currently hiring data 
scientists. They are expected to have 
strong computer science, math and 
statistics and machine learning skills. 
Also, they often have additional ex-
pertise with a speci�c technology or 
area of research. They work with Swiss 
Re business units to understand what 
problems they are trying to solve,  and 
then we grow analytic capabilities and 

design analytics solutions accordingly. 
What’s the balance between 
retraining existing sta� and �nding 
new recruits?

Retraining existing sta� is a priori-
ty. We have been o�ering and encour-
aging job rotations which give existing 
employees the chance to acquire new 
skills and knowledge. We are also 
working in cross-functional teams to 
blend skills and knowledge where it 
makes sense.  Existing employees also 
have the opportunity to learn about 
evolving technology trends in a series 
of planned innovation events. We’ve 
gone about trying to attract talent-
ed data scientists a couple di�erent 
ways, including most recently hosting 
hackathon events in New York and 
Bangalore. These events successfully 
increased the awareness in the tech 
community that Swiss Re is a company 
that invests in cutting edge technology.

because there’s a lot of focus on being aligned with the business,” he ex-
plains. “What I want to do is position the team to be prepared for the next 
level of systems of the horizon.”

At A�ac, CIO Julia Davis says that as speed to market becomes more 
important, the kinds of projects she’s asking her sta� to do are changing. 
Agile development skills are in high demand, as is comfort working with 
packaged systems, because many insurers are leveraging partners to bring 
capabilities to the market faster.

“It’s more of an incremental process instead of a big bang,” she says 
“You’re buying a package that gives you something right out of the box. 
Employees with knowledge about the existing systems and process can 
help develop that as part of the con�guration process for those packages.”

And it’s not just about new recruits. Guerrier, who started as a repo agent 
for Toyota before working his way up through the organization, says that 
professional development opportunities are a selling point for insurance.

“We’re �nding people who are diamonds in the rough,” he says, noting 
that people can move from role to role in a more �uid way as the industry 
evolves. “Not every opportunity has to be a ladder, it can be a lattice.”

To understand how insurers 
across business lines are handling 
this shift, Insurance Networking News 
spoke to �ve technology hiring man-
agers and asked them about their 
sta� needs, recruiting strategies, and 
challenges. Here are their responses:

Ron Guerrier
CIO, Farmers

What is driving your strategy for 
IT recruitment and training?

We want be a little more innova-
tive and keep up with what the consumer wants to do which is real time, 
even if that means shopping for insurance at 2 a.m. We have to make sure 
our systems can accommodate those demands and  enable the business 
with technology.  

What helps draw in new recruits?
We recruit from a lot of dot-coms, Bay Area companies, things like that. 

Whether they’re millennials or baby boomers, people tend to want to 
work for a company that has a strong 
message: “We’re there when people 
are at the most dire moment.” 

Julia Davis
CIO, Aflac

What’s changing about the feel 
of the A�ac IT department?

We’re converting a lot of our facil-
ities to be more collaborative We’ve 
seen an impact on how people work 
at all levels, not just millennials. 
Also, I’m not just hiring people that 
have tech backgrounds. We’re hiring a diverse organization not just demo-
graphically, but also with experience.

Kate Miller
CIO, Unum

What are some of the ways that Unum is recruiting employees? 
We are focused on colleges and universities to start a recruiting pipe-

line. We have several partnerships with universities. Unum also encour-
ages youth in communities to pursue 
careers in IT. We have programs with 
middle and high school students 
where we do tech nights. There, they 
learn more about opportunities out 
there for them. 

What are some of the advantages/
challenges you feel you have in 
IT recruitment?

Unum is a large, very strong com-
pany that has variety of opportuni-
ties, especially for people who are 
not sure about their future but know 
they want diversity. Our biggest chal-

lenge in recruiting is location. We have o�ces in Maine, South Carolina 
and are headquartered in Chattanooga, Tennessee. In some cases, how-
ever, people evolve in their career and want to get away from big cities.

Vivian Chow
VP of HR, Travelers

What kinds of IT skills is Travelers looking to add? 
We always look to take advantage of hardware engineering and soft-

ware development, but especially these days on data security. We have 
adapted an agile methodology, moving away from waterfall. Coders and 
developers with familiarity and ex-
pertise in SaaS and geospatial coding 
also greatly appeal to us.

How is Travelers recruiting 
employees to �ll that need? 

There are several avenues for us 
to bring people in. Training internal 
sta� is big for us. We have an IT uni-
versity for skills development that 
we started two years ago. There are 
several concentrations junior level 
employees and veterans can enter, 
including architecture, project man-
agement, and information security. 
We have, however, been training sta� for a very long time using in-house 
and outside experts.

Aside from the IT university, we recruit experienced candidates from 
di�erent industries. You name the industry, we recruit it. We also have a 
sizable intern program and IT leadership development program that we 
hire entry-level employees from.

What are some of the recruiting challenges Travelers faces? 
As an insurance company, it’s probably misunderstood how fast-paced 

our IT careers are. IT sta� makes up one-tenth of our entire organization. 

IT SKILLS
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We understand IT and we o�er very in-
teresting tech careers, and we have a 
war on talent every day.

Jayne Olsen
Analytics Enabling Manager, Americas, 
Swiss Re

What are the kinds of IT skills 
Swiss Re is looking to bring in? 

Swiss Re is currently hiring data 
scientists. They are expected to have 
strong computer science, math and 
statistics and machine learning skills. 
Also, they often have additional ex-
pertise with a speci�c technology or 
area of research. They work with Swiss 
Re business units to understand what 
problems they are trying to solve,  and 
then we grow analytic capabilities and 

design analytics solutions accordingly. 
What’s the balance between 
retraining existing sta� and �nding 
new recruits?

Retraining existing sta� is a priori-
ty. We have been o�ering and encour-
aging job rotations which give existing 
employees the chance to acquire new 
skills and knowledge. We are also 
working in cross-functional teams to 
blend skills and knowledge where it 
makes sense.  Existing employees also 
have the opportunity to learn about 
evolving technology trends in a series 
of planned innovation events. We’ve 
gone about trying to attract talent-
ed data scientists a couple di�erent 
ways, including most recently hosting 
hackathon events in New York and 
Bangalore. These events successfully 
increased the awareness in the tech 
community that Swiss Re is a company 
that invests in cutting edge technology.

When disaster strikes, everyone needs a hero. 
Restoring a way of life for your policyholder 
makes you a hero in their eyes. Provide a 
complete property solution to your policyholders 
– when they need you the most.

Contractor Connection – The claims solution for 
residential and commercial damaged property, 
whether during a disaster or day-to-day 
property claims.

BE THERE
WHEN IT COUNTS

GENERAL CONTRACTOR AND EMERGENCY SERVICES
A leading provider of policyholder satisfaction | Servicing U.S. & Canada | 5,000 Contractors 

24/7/365 | contractorconnection.com | 800.690.0174

Kate Miller
CIO, Unum

What are some of the ways that Unum is recruiting employees? 
We are focused on colleges and universities to start a recruiting pipe-

line. We have several partnerships with universities. Unum also encour-
ages youth in communities to pursue 
careers in IT. We have programs with 
middle and high school students 
where we do tech nights. There, they 
learn more about opportunities out 
there for them. 

What are some of the advantages/
challenges you feel you have in 
IT recruitment?

Unum is a large, very strong com-
pany that has variety of opportuni-
ties, especially for people who are 
not sure about their future but know 
they want diversity. Our biggest chal-

lenge in recruiting is location. We have o�ces in Maine, South Carolina 
and are headquartered in Chattanooga, Tennessee. In some cases, how-
ever, people evolve in their career and want to get away from big cities.

Vivian Chow
VP of HR, Travelers

What kinds of IT skills is Travelers looking to add? 
We always look to take advantage of hardware engineering and soft-

ware development, but especially these days on data security. We have 
adapted an agile methodology, moving away from waterfall. Coders and 
developers with familiarity and ex-
pertise in SaaS and geospatial coding 
also greatly appeal to us.

How is Travelers recruiting 
employees to �ll that need? 

There are several avenues for us 
to bring people in. Training internal 
sta� is big for us. We have an IT uni-
versity for skills development that 
we started two years ago. There are 
several concentrations junior level 
employees and veterans can enter, 
including architecture, project man-
agement, and information security. 
We have, however, been training sta� for a very long time using in-house 
and outside experts.

Aside from the IT university, we recruit experienced candidates from 
di�erent industries. You name the industry, we recruit it. We also have a 
sizable intern program and IT leadership development program that we 
hire entry-level employees from.

What are some of the recruiting challenges Travelers faces? 
As an insurance company, it’s probably misunderstood how fast-paced 

our IT careers are. IT sta� makes up one-tenth of our entire organization. 
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CLAIMS/DRONES

Insurers are ready to put drones in the �eld, but regulatory barriers remain.

By Danni Santana

DRONES:
CLOSER THAN EVER

As they move from theoretical use cases into the testing 
phase, insurance companies are witnessing the impact 
unmanned aircraft systems will have on claims and un-
derwriting processes quickly. Allstate, State Farm, USAA 
and other insurers foresee drones as a means for roof in-
spection and scene investigation after catastrophic events, 

such as hailstorms or wild�res. This will result in expedited claims esti-
mates for customers and time saved on manual inspections of damaged 
property, industry leaders say. 

The industry’s use of small unmanned aircraft systems is not without 
restrictions, however. Complying with regulations set by the Federal Avi-
ation Administration is proving to be carriers’ biggest challenge. Yet, the 
drone market is booming. According to the FAA’s latest forecast, there 
could be as many as 7 million small drones ying in national airspace by 
2020.  Total sales of drones will also increase from $2.5 million to $7 mil-
lion in the same period with commercial purchases accounting for $2.7 
million of that total.

“Drones are a game-changing technology that we can translate into 
something usable like an estimate,” said Kristina Tomasetti, director of 
strategic innovation at USAA. “The image can deliver data directly into the 
claims system instead of validating or measuring it through a third party. 
It also allows us to use manual labor on processes that will remain manual 
by nature.” 

Early Testing Results Are In
The drones of choice for insurers are quad-rotors: aircraft with four pro-
pellers. USAA began testing with 3DR’s Solo Quadcopter north of Dallas 
and around Tomasetti’s home in San Antonio before recently adding DJI’s 
Inspire. The insurer now tests both in residential and rural areas and has 
been particularly busy during hail season, she says. 

“Testing is about location and the sensors (cameras) on the drone. We 
test areas where we have losses and are able to y, adhering to FAA rules,” 
she said. “The question for us when we began was, ‘Do we use our own 
eet and pilots?’ We looked internally, but quads are the way to go be-
cause they allow us to get closer and get better images.”

Echoing Tomasetti’s sentiment is Erie Insurance’s VP of property and 
subrogation claims, Gary Sullivan. “Quad-rotors are very safe and reli-
able,” he says. Erie Insurance began loss control inspections in September 
and has used both the DJI Phantom 2 and DJI Phantom 3 in its testing. DJI, 
a Chinese tech company that also manufactures the 
Ronin, controls 75% of the drone market, according 
to Sullivan.

Both State Farm and Allstate said it is still too early 
to fully gauge results from pilot programs. However, 
Allstate �nds using drones to evaluate property dam-
age does o¡er easier access into restricted areas by 
authorities or debris.

In addition, State Farm commented, “We see drone technology as an 
additional tool to complement our claim associates. Following a catastro-
phe event, damage to infrastructure can make it di¢cult to access dam-
aged communities.  Therefore, it may be days or weeks before our teams 
are allowed into the community to begin physical inspections.”  

While drone data quality is impressive, using the unmanned aircrafts 
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By Danni Santana

CLOSER THAN EVER

As they move from theoretical use cases into the testing 
phase, insurance companies are witnessing the impact 
unmanned aircraft systems will have on claims and un-
derwriting processes quickly. Allstate, State Farm, USAA 
and other insurers foresee drones as a means for roof in-
spection and scene investigation after catastrophic events, 

such as hailstorms or wild�res. This will result in expedited claims esti-
mates for customers and time saved on manual inspections of damaged 
property, industry leaders say. 

The industry’s use of small unmanned aircraft systems is not without 
restrictions, however. Complying with regulations set by the Federal Avi-
ation Administration is proving to be carriers’ biggest challenge. Yet, the 
drone market is booming. According to the FAA’s latest forecast, there 
could be as many as 7 million small drones ying in national airspace by 
2020.  Total sales of drones will also increase from $2.5 million to $7 mil-
lion in the same period with commercial purchases accounting for $2.7 
million of that total.

“Drones are a game-changing technology that we can translate into 
something usable like an estimate,” said Kristina Tomasetti, director of 
strategic innovation at USAA. “The image can deliver data directly into the 
claims system instead of validating or measuring it through a third party. 
It also allows us to use manual labor on processes that will remain manual 
by nature.” 

Early Testing Results Are In
The drones of choice for insurers are quad-rotors: aircraft with four pro-
pellers. USAA began testing with 3DR’s Solo Quadcopter north of Dallas 
and around Tomasetti’s home in San Antonio before recently adding DJI’s 
Inspire. The insurer now tests both in residential and rural areas and has 
been particularly busy during hail season, she says. 

“Testing is about location and the sensors (cameras) on the drone. We 
test areas where we have losses and are able to y, adhering to FAA rules,” 
she said. “The question for us when we began was, ‘Do we use our own 
eet and pilots?’ We looked internally, but quads are the way to go be-
cause they allow us to get closer and get better images.”

Echoing Tomasetti’s sentiment is Erie Insurance’s VP of property and 
subrogation claims, Gary Sullivan. “Quad-rotors are very safe and reli-
able,” he says. Erie Insurance began loss control inspections in September 
and has used both the DJI Phantom 2 and DJI Phantom 3 in its testing. DJI, 
a Chinese tech company that also manufactures 
the Ronin, controls 75% of the drone market, ac-
cording to Sullivan.

Both State Farm and Allstate said it is still too 
early to fully gauge results from pilot programs. 
However, Allstate �nds using drones to evaluate 
property damage does o¡er easier access into re-
stricted areas by authorities or debris.

In addition, State Farm commented, “We see drone technology as an 
additional tool to complement our claim associates. Following a catastro-
phe event, damage to infrastructure can make it di¢cult to access dam-
aged communities.  Therefore, it may be days or weeks before our teams 
are allowed into the community to begin physical inspections.”  

While drone data quality is impressive, using the unmanned aircrafts 

does have its challenges, Sullivan says. Privacy concerns are an issue when 
dealing with the general public. So, too, are weather and property condi-
tions. Video �les pulled from drones have also proven to be too large to 
process quickly. 

“Data storage �les are huge,” he said. “We are able to upload images 
onto our software without a problem. But we �nd video �les take much 
longer and are working on a way to speed it up.”

At the Mercy of the FAA
As insurers venture more into drones, complying with FAA regulations 
may be even more obstructing, sources said. In February, the FAA pro-
posed �nal safety measures for small unmanned aircrafts, less than 55 
pounds. The proposal submitted for public comment addresses height re-
strictions, aircraft registration, marking and operator certi�cations. 

According to the agency, pilots have to be at least 17 years of age to y 
and are required to pass FAA knowledge tests every 24 months to retain 
their license. Flights can also only occur in daylight and in visual line of 
sight, or non-cloudy days. 

Carriers are currently allowed to test drones under Section 333 exemp-
tions. Under the rule, drones must y below 400 feet from the ground and 
have a tail number. Pilots are also not permitted to y within �ve miles of an 

airport without airline approv-
al, leaving insurers like Erie at a 
disadvantage.

“We cannot y a drone over 
our home o¢ces because we 
are too close to the airport,” 
Sullivan said.

In response, the FAA says 
insurers have to operate ac-
cording to the same rules as 
all Section 333 exemption 
holders. “Their petitions are 
considered just like any other 
applicant’s,” the agency says.

The FAA is expected to �-
nalize the new guidelines next 
month. The decision will o¡er 
more clari�cation for insurers 

on how to add to current exemptions and better adhere to FAA guidelines.
Going forward, the bright side for insurance companies is customers 

are willing to take part in drone surveillance. 
“Ultimately, we want to add to our exemption to deploy drones quicker 

and easier,” said Tomasetti. “If we remove some barriers it would be better 
for customers.”

“We want to deploy drones quicker and easier. If we 
remove some barriers it would be better for customers.”
-Kristina Tomasetti, director of strategic innovation, USAA
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Every day, insurance companies put more 
money and resources behind big data and 
analytics with the hope that greater insight 
into policyholders’ risk will help their com-
panies grow strong books of business. But 
carriers must tread carefully and ensure 
that the data and models they use pass the 
scrutiny of the public and regulators, and 
are viewed as fair and relevant to the insur-
ance product.

That’s one way to interpret the message sent by 18 state insur-
ance departments over the past several months through bans on 
the practice of “price optimization” in those states. At issue is the 
use of certain data points in setting rates at renewal time.

The Consumer Federation of America (CFA), among other con-
sumer advocacy groups, contend that insurance companies are 
using certain kinds of data, not related to policyholders’ actual 
risk prole, to identify the absolute highest rate a customer can be 
charged before they will switch carriers.

The upshot, according to J. Robert Hunter, director of insur-
ance for the CFA, is that a customer’s rate could go up not based 
on their actual risk, but based on their appetite or ability to shop 
for insurance.

“Price elasticity of demand is being applied to each individual 
person,” Hunter says. “You start with two people who are equal 
risks, but now they have di�erent rates.”

As the CFA won victories in several states, insurers began to 
worry that the denition of price optimization and the practices 
that were being taken o� the table would run into other things as 
well, and the industry pushed back looking for clarication. At 
the time of publication, 19 states have explicitly banned price op-
timization, with only two evaluating and permitting the practice.

“We were concerned about that [the bulletins] were kind of 
sloppy in terms of what they were talking about and identifying 
the concern and the x, and that carried over a couple states,” 
says Alex Hageli, director of personal lines policy for the Property 
Casualty Insurers Association of America (PCI).

Last year, the National Association of Insurance Commission-
ers (NAIC) convened hearings and commissioned a whitepaper 
from its Casualty Actuarial and Statistical Task Force to attempt to 
bring some uniformity to the process. The whitepaper identied 
four data points as “inconsistent with statutory requirements that 
rates shall not be … unfairly discriminatory’”:

• Price elasticity of demand
• Propensity to shop for insurance
• Retention adjustment at an individual level
• Propensity to ask questions or le complaints
The NAIC also issued a draft bulletin that has been used by the 

states who have banned the practice since the whitepaper was 
released in November 2015. Hageli says that the NAIC brought 

“much needed uniformity to termi-
nology and regulatory outcomes.”

Overall Big Data Impact
The Center for Economic Justice, a 
partner group of the CFA, has termed 
this practice as “big data run amok.” 
Despite this battle, insurers aren’t 
slowing down their e�orts to rene 
processes using data, but the prec-
edent is set for scrutiny of new ap-
proaches to ratemaking.

Insurers’ appetite for more and 
better tools to quantify risk means 
that they are drawn to any sort of 
technology promising that, says Ben 
Seessel, an attorney with Carlton 
Fields who specializes in insurance.

“Vendors are coming up with new 
technologies, and insurance compa-
nies are eager to get a competitive 
edge,” he says. “There’s a recognition 
that big data is here to stay, but the 
insurers need to prepare with caution 

-- the regulators are looking at it and could act quickly.”
Many observers liken the ght over price optimization to the 

ght over credit-based insurance scoring, which has been called 
the rst major use of big data in insurance. Even today, opinions 
on the credibility of credit scores range from Seessel’s view that 
“it’s been validated and much more widely accepted” to Hunter’s 
contention that “they still don’t know what they’re measuring.”

However, not all insurance big data is equal. Consumer advo-
cates say that there is plenty of opportunity for advanced big data 
and analytics, combined with clear opt-in practices, to make the 
insurance product more consumer-friendly, For example, Hunter 
says, with an appropriate amount of transparency, data such as 
that collected from usage-based insurance programs is perfectly 
OK with his group.

“We like the idea of moving away from things like credit scoring 
and into risk-based things,” he says. “We like the idea of collecting 
data that would help rene rates so people who get in more acci-
dents pay more than people who don’t. If it’s tied directly to the 
risk, we can support it, as long as it’s transparent.”

That’s likely to be where the battle lines are drawn for insurers 
as big data proliferates throughout the industry. Hageli says that 
companies he’s talked to are still more than willing to innovate 
around big data.

“Insurers are indeed looking to maximize and utilize big data to 
make their process more e¥cient,” he says. “It seemed to me that 
this [price optimization] was an issue outside that.”

Insurers Pursue Big Data E�orts 
Despite Regulatory Headwinds

NEWS ANALYSIS

For more about price optimization, see www.insurancenetworking.comi

Battle over so-
called price 
optimization 
could be a 
window into 
the future of 
insurance big 
data projects

By  
Nathan Golia

�ere’s recogni-
tion that big data 
is here to stay, 
but the insurers 
need to prepare 
with caution.

Ben Seessel,  
attorney, 
Carlton Fields
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ASKED & ANSWERED

MassMutual’s 
Data Lab Pushes 
the Envelope

INN: Can you tell us a 
bit about your data 
background?
SM: I spent a lot of time doing 
network infrastructure builds 
for telecom carriers and con-
sulting work for small �rms 
out in Colorado. While I was 
doing that I was pursuing ed-
ucation, getting my Ph. D. in 
computer science.

INN: How did you 
eventually come to the 
insurance industry?
SM: I wanted to transition 
away from traditional tech-
nology work and transfer 
into stu� that was more da-
ta-driven. My consulting work 

things that need to be done. 
We’re set up in such a way in 
that when we work on a basic 
thing, we use it as a foundation 
for the next two things.

INN: Can you give an 
example?
SM: Well, we recently started 
a middle-market retirement 
business. First, we had to build 
out a basic data infrastructure 
that pulls in all our data and all 
the key performance indica-
tors they need. Now we can do 
things that are more sophisti-
cated, like forecast how long it 
will take a particular consum-
er to transit our sales process. 
How many times will they call 
a call center to service a poli-
cy? Are they going to be an in-
dividual that changes payment 
type or product type? We can 
structure the business around 
that customer pro�le.

INN: MassMutual has 
a robust data science 
staff development 
program, graduates 
of which populate this 
center. Can you tell us a 
little about it?
SM: Our program is a mix be-
tween this center and tight 
partnerships with �ve area 
colleges. Every year we take 
in a cohort of individuals that 
are graduation with some sort 
of STEM background. They 
take additional courses, and 
in parallel with that, we pair 
them up with senior data sci-
entists here and work on proj-
ects. Over the course of three 
years, we set up a sequence of 
milestones that they have to 
perform to become an inde-
pendent data scientist.

INN: How does the data 
science lab work with 
MassMutual corporate 
IT over in Springfield?
SM: Obviously we work with 
the business to specify a pro-
gram, identify the data, the 
computational and statistic 
methods that are associated 

with that problem, and how 
to take those answers to turn 
into business process change. 
We have relationships with the 
data warehousing team and 
the core infrastructure team 
-- the big data tools and sys-
tems runs on MassMutual in-
frastructure, so they support 
that for us. We’ve been able 
to partner up with IT and act 
very nimbly. The tech infra-
structure here, like can be said 
for any insurance company, is 
very complex. There’s legacy 
systems that have been around 
for decades, and they’re going 
to continue to be around for 
a while. When we build tools 
and systems, we work with 
them to set up environments 
to set up infrastructure that 
they ultimately support with 
us. Generally, we push appli-
cations and software into pro-
duction much like a traditional 
IT organization.  

INN: What are some 
of the major projects 
you’re working on?
SM: Anything focused on cus-
tomer lifecycle is critical. The 
environment where insurance 
has been sold is changing. 
We have to realize that those 
changes are coming and gen-
erate knowledge and insights. 
Then there’s post-sale cus-
tomer lifecycle events: How 
do we do an even better job at 
customer service, what can we 
predict or estimate will hap-
pen in the future, what’s the 
best time to call a customer in 
order to minimize the possi-
bility of an event like a lapse? 
That can be a very broad set 
of problems. There’s also 
things like fraud that have a 
lot of promise from analytics. 
And Salesforce has been a rich 
opportunity for us. We have 
a centralized area to capture 
data and interact with the �eld 
force. We have built  a number 
of predictive models that we 
feed into our Salesforce sys-
tem and act as key decision 
points for our agents.

More from this interview can be found at insurancenetworking.comi

15 minutes with
Sears Merritt, MassMutual

As told to
Nathan Golia

Insurance Networking News traveled to MassMutual’s data science 
lab in Amherst, Mass. earlier this year. The lab is led by Sears Merritt, 
VP of data science for the life insurer, who talks here about the 
lab’s mission, its relationship with traditional IT and how it works to 
push the boundaries of what’s possible in insurance. 

involved predictive modeling 
for sports and the job market, 
and I came out of that and 
was really looking for a place 
that had a really rich set of 
problems to work on. A lot of 
the more mature �rms on the 
tech side have problems that 
they’ve been working on for 
10 years. The gains that you 
can make there are much less 
than a more traditional indus-
try like life insurance.

INN: What do you mean 
by that?
SM: There are incredibly hard 
problems to be solved and we 
work on those every day, and 
there are some more basic 

ASKED & ANSWERED

INN: Why is it so crucial for  
life insurance companies to 
become analytics leaders?
SM: If we just focus on the under-
writing process that’s been around 
forever, it’s always been a data 
intensive type of process and we 
want to maximize our customer ex-
perience. Now that the data is avail-
able more passively, we can get ac-
cess to it much faster and do that. 
We’re able to now understand the 
needs of our policyholders, and 
respond faster. If we observe a par-
ticular type of bene�ciary change, 
from there we can infer what that 
life event might have been and 
what additional needs those poli-
cyholders might have. 

INN: What are some of the 
new kinds of data sourc-
es you are looking to tap 
into?
We use data from all di�erent plac-
es to understand who our policy-
holders are. We have a substantial 
retirement services business and 
there is some fraction that are also 
mass mutual policyholders. So we 
can build pro�les of those individ-
uals and look at the broader retire-
ment services population, and �nd 
how many of those pro�les data 
that’s being generated from wear-
able devices to estimate risk. From 
an life insurance point of view, 
that’s hard because wearables ha-
ven’t been around for a long time 
to estimate that risk if you will. So 
we have experiments and research 
partnerships set up where we’re 
trying to incorporate that space.

INN: What are some of the 
challenges to innovation in 
this way?
SM: For life insurance, it’s com-
plicated because you don’t get to 
observe outcomes like you do in 
P&C. P&C claims come in on the or-
der of months. The cycle by which 
you can run an experiment and get 
results is much faster. And also, in 
our world the regulatory frame-
work really does put guardrails 
what you can and cannot do. You 
have to come up with novel ways to 
balance traditional methods with 
emerging ones.
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with that problem, and how 
to take those answers to turn 
into business process change. 
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data warehousing team and 
the core infrastructure team 
-- the big data tools and sys-
tems runs on MassMutual in-
frastructure, so they support 
that for us. We’ve been able 
to partner up with IT and act 
very nimbly. The tech infra-
structure here, like can be said 
for any insurance company, is 
very complex. There’s legacy 
systems that have been around 
for decades, and they’re going 
to continue to be around for 
a while. When we build tools 
and systems, we work with 
them to set up environments 
to set up infrastructure that 
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best time to call a customer in 
order to minimize the possi-
bility of an event like a lapse? 
That can be a very broad set 
of problems. There’s also 
things like fraud that have a 
lot of promise from analytics. 
And Salesforce has been a rich 
opportunity for us. We have 
a centralized area to capture 
data and interact with the �eld 
force. We have built  a number 
of predictive models that we 
feed into our Salesforce sys-
tem and act as key decision 
points for our agents.
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we have experiments and research 
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trying to incorporate that space.

INN: What are some of the 
challenges to innovation in 
this way?
SM: For life insurance, it’s com-
plicated because you don’t get to 
observe outcomes like you do in 
P&C. P&C claims come in on the or-
der of months. The cycle by which 
you can run an experiment and get 
results is much faster. And also, in 
our world the regulatory frame-
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what you can and cannot do. You 
have to come up with novel ways to 
balance traditional methods with 
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We Get It Right. 
Crawford & Company®’s Total Property Solution gets your claims into the right hands.
No matter the size, frequency or complexity of your claim, Crawford® has a solution that puts you fi rst—
from fi rst notice through payment and repair. With more than 70 years of claims handling experience, we 
have the right expertise and best-in-class practices to meet your specifi c needs. 

Additional services include: Catastrophe, Contents Services, 
Forensic Accounting and Desk Adjusting

Our claims divisions have the experts to handle your unique needs.
Global Technical ServicesTM | Premier Property Services | U.S. Property & Casualty | Contractor Connection®

1001 Summit Blvd. | Atlanta, GA 30319  | www.crawfordandcompany.com | eoe

For more information please call 800.241.2541 or email info@us.crawco.com

Crawford and Company is proudly celebrating 75 years of service.
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Policy administration transformations are 
large, complex, risky, costly and down-
right ugly projects – but very necessary. 
Legacy systems are no longer able to 
support the �exibility and time to market 
necessary to compete in today’s market, 
and insurers are taking action.  We have 
seen activity peak over the past �ve years. 
More than half of the insurers that Novar-
ica surveys report that they are about to 

begin or are in the middle of a policy system replacement.  We advise 
many of these insurers as they go through these challenging project 
and have observed several common themes, such as:

• Own the project and manage your vendors. You spent 
months selecting the best vendor and a good system integrator to be 
your partners through this project. But remember, they may be best 
�t, but they will not be perfect. Something will go wrong, whether it 
is optimistic estimating, inadequate requirements gathering frame-
work, narrow focus, poor quality controls, or a shallow bench. Failed 
or troubled projects are often a result of the insurer failing to under-
stand the issue with their partners before it is too late to course cor-
rect.  Insurers that truly own their projects, not just govern the pro-
gram or manage their vendor relationship, engage the vendor early 
to understand each phase of implementation and the details of how 
it will work. Assigning roles and responsibilities, assembling project 
teams, establishing protocol for development and testing, and deter-
mining an inventory and accountability for deliverables are all crucial 
to ensure that the project runs smoothly.  

• Thoughtfully embrace agile. Agile is typically good for insur-
ers, resulting in accelerated delivery and better IT and business align-
ment. Conversely, many vendors do not utilize agile methodology de-
spite claims to the contrary. Some apply a pure waterfall approach, 
but most use an iterative approach that is not totally agile. Even so, 
many vendor’s “agile-ish” methodologies are proven for implemen-
tation of their product and have some key strengths.  The best pro-
cess employed will be a blend of your agile approach and the vendor 
approach that retains the key strengths of the vendor’s methodology.  
Clearly de�ning the methodology and the tools you will use to man-
age work and provide project transparency at the start of a project 
can help reduce project risk and appropriately set expectations.

• Admire the forest before the trees. Many vendors and insur-
ers alike have a tendency to dive down into detailed gap analysis or 
user stories without gaining consensus on big picture scope, process, 
and technology. This often causes extreme “swirl” in the require-
ments process as SMEs try to articulate requirements without know-
ing the boundaries or the ultimate operating vision. Early in incep-
tion or in sprint zero, the project team should develop and clarify the 

business vision, guiding principles for making decisions, high level 
to-be processes for key transactions, and an architectural blueprint 
that will govern development. 

• Solution architects are invaluable. Core systems implemen-
tation requires substantial collaboration and synthesis. But many im-
plementations move forward with no one responsible for this. Solu-
tion architects are critical members of a project team as they have a 
high-level, well-rounded understanding of the business and all tech-
nologies involved. They are able to take requirements and “solution” 
options for addressing the requirements through varying processes, 
capabilities, and technologies. In a projects that demands enterprise 
coordination, team members with a birds-eye view of the business 
and technologies are critical.

• Paving the cow path isn’t enough. Legacy processes work 
for legacy systems. Opportunities abound to improve processes and 
adopt industry best practice in PAS implementations. Capabilities 
around automated rule execution, work�ow, reporting, and analyt-
ics present the insurer with a new set of tools to improve.  Get advice 
from your vendor and/or analyst advisor on best practice and take 
advantage of the good opportunities these project o�er.

• Shortcuts should be assessed carefully. Shortcuts around 
strategic capabilities like work�ow, data and integration architecture 
can impede an insurer’s competitive agility in the future. It may be 
tempting to save time leaving out the master customer view, or only 
exposing a slice of the data for reporting and analytics, or leaving 
your work�ow management in your imaging system. The reality is 
that shortcuts are necessary for some projects, but these decisions 
should be made with full consideration of the cost of retroactively 
adding this capability in the future, not to mention the business im-
pact in the short term. 

• It gets worse before it gets better. Here is the ugly: Your orga-
nization will be exhausted and strained, and when you launch your 
�rst release into production, you will likely have more systems, busi-
ness process variations and complexity than you had at the begin-
ning. Plan for this, communicate this, but know that it is temporary. 
As your conversion completes and legacy systems and processes can 
be retired, the complexity will subside.

We’ve come a long way as an industry. Unlike 10 years ago, the 
vast majority of projects are successful. Vendor solutions are more 
abundant and proven, insurers are better at integration and vendor 
management, and quali�ed partners are there to support us. 

Core Systems Updates: A Look 
at What Works and What Doesn’t

By
Martina 
Conlon

With half of insurers replacing systems, new best practices emerge.

INNSIGHT

For more about policy admin replacement, check out www.insurancenetworking.com

INNSight is exclusive content from Novarica. 
Martina Conlon is SVP of research and consulting at Novarica, focusing on 
agent portals, core systems, business intelligence, and technology 
strategy. Prior to Novarica, Martina was director of enterprise technology 
for Arbella Insurance. She can be reached at mconlon@novarica.com.
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visionary thinking 
is no longer a 
nice-to-have 
ideal but rather, 
a realistic 
expectation.
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T
he formal de� nition of the word visionary--thinking about or planning the future with imagination or wisdom—is 
one that has, in the past, been loosely interpreted by insurers as a nice-to-have ideal, but not necessarily a common 
or even realistic expectation. 

Visionaries come in many forms: individuals, teams or even an entire organization by way of culture. What sets 
visionaries apart is that they make a dedicated e� ort to think di� erently about solutions for tomorrow, most often with a 
focus on new business ideas and new business models that hold innovation at the core.

� e hallmarks of visionary thinking apply to all vertical markets, as most rely on technology to predict trends and 
disrupters that may create opportunities or risks for the company. � ese visionaries use the insights garnered from this process 
to uncover unique perspectives on where the next growth opportunity will come from, and what products and/or services 
will be needed to serve it.

Although not as common to the insurance industry as it is in other vertical markets, visionaries also use speed to 
quickly spot opportunities for creating unique sources of value that can keep the organization’s strategy ahead of both 
newely discovered trends and competitors.

 ENSURING 
INNOVATION
 FOR THE 
FUTURE 

Insurers are beginning 
to recognize that visionary 
thinking is no longer 
a nice-to-have 
ideal but rather, 
a realistic expectation. 

Continued on page 12
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Not all insurance suites
are created equal.

vs.

Insurance software doesn’t get any easier than SurePower Innovation®. 

All the modules work so well together because our suite is built with 

one common architecture, delivered as one platform. You get a far 

greater user experience with only a single login, plus faster training 

and upgrades. SurePower Innovation—clearly the one without equal.

Will your technology platform enable you to 
quickly respond to what the future holds?

Learn more about SurePower Innovation. 
One platform for all of your insurance processing needs.

Find out more at iscs.com or call us at 888-901-ISCS.

Changing Auto Landscape

•  100% of cars will be connected by 2025. 
Source: GSMA

•  75% of cars on the road will be autonomous 
by 2035. 
Source: Navigant

Internet of Things

•  More than 2/3 of consumers plan to buy 
connected technology for their homes by 2019. 
Smart thermostats are expected to have 43% 
adoption in the next 5 years. 
Source: Acquity Group

• The number of connected devices is projected to 
grow from 22.9B in 2016 to 50.1B by 2020. 
Source: World Economic Forum

Demand for New Products

•  21% of businesses state that their organization 
has purchased cyber insurance coverage. 
Source: Marsh

• Only 52% of small businesses have a basic 
cybersecurity strategy or plan. 
Source: National Cyber Security Alliance

Increased Data from New Sources

•  78% of customers are willing to share personal 
information with their insurance companies in 
return for bene� ts like lower premiums or faster 
claims settlements.
Source: Accenture

• Machine-generated data will increase to 42% 
of all data by 2020, up from 11% in 2005. 
Source: IBM

• It is estimated that by 2020, there could be 
4 times more digital data than all the grains 
of sand on earth.
Source: IBM

Evolving Distribution Channels

• There will be nearly 5 billion mobile users by 
2018, up from 4.1 billion in 2013. Smartphones, 
laptops and tablets will drive 94% of mobile 
data traf� c. 
Source: Cisco

• Global mobile data traf� c will increase nearly 
eightfold between 2015 and 2020. Mobile data 
traf� c will grow at a compound annual growth 
rate (CAGR) of 53% from 2015 to 2020, 
reaching 30.6 exabytes per month by 2020. 
Source: Cisco

© 2016 ISCS, Inc. All Right Reserved.
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The LUTCF® program offers unmatched insights into fundamental 
prospecting, selling and practice management skills, and the four 
practice specialties. These topics are essential knowledge for new 
agents that can make or break your career. In fact, the College for 
Financial Planning and NAIFA redesigned the program to focus on the 
tools that the industry demanded that new agents have.

Invest in yourself and grow your own career with the LUTCF® program.

Call: 800.237.9990 Visit Us: CFFPinfo.com/LUTCF

The Life Underwriter Training Council FellowSM 
or LUTCF® program provides you with the 
knowledge to grow your career.
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Experience the  
New SIMS Claims  
User Interface

Browser Compatibility  
Safari, Chrome, Firefox, Internet Explorer.

Amplified Performance   
Even faster than before.

Intuitive Design  
Elegant, efficient, and easy to use.

Powerful Architecture  
More flexibility and robust features.

Business Intelligence  
Stunning interactive reports and dashboards.

Any Device  
Flexible from desktop to tablet.

Fast. Flexible. Functional.

900 Larkspur Landing Circle, Suite 201, Larkspur, CA 94939
www.systemasoft.com • sales@systemasoft.com
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T
o realize this vision, Jose � rst introduced SIMS Claims™, an award-win-
ning claims solution in 2006. SIMS provides a robust set of out-of-the-box 
features and functions that can handle any organization’s claims environ-
ment. It also o� ers a high level of � exibility and can be con� gured to meet 
any organization’s unique data, work� ow, and security requirements. 

Over the years, Jose’s mission has been to meet the needs of the claims market and 
maintain SIMS as the leading claims solution. In 2016, he identi� ed two critical technol-
ogy trends that his company leveraged to keep SIMS at the forefront of the claims space.  

A Sleek Interface to Engage Users 
Jose’s � rst visionary initiative was to assess how the digital age had impacted 
other industries—and to bring this transformation to claims. He found brows-
er-based applications and cloud computing were the new norms. Online banking 
and the ability to compare and book travel arrangements online demonstrated 
the urgent need for speed, convenience, and easy-to-use web features that today’s 
digital consumers expect and desire.

Insurance and claims have lagged behind in this digital transformation that 
now demands fast, intuitive, and convenient user interfaces. To keep SIMS at the 
cutting edge, Jose decided it was time to stylize the interface design, making it 
contemporary but keeping the same powerful engine and logic underneath. His 
company leveraged HTML5, CSS3 and the latest design standards to strip away 
framing, so SIMS is streamlined and can run at accelerated speeds. 

Key features and bene� ts of the new interface for SIMS Claims include: 

•  Browser Compatibility – Users will be able to access SIMS using various browsers, 
including Safari, Chrome, Firefox, Internet Explorer, and Edge. � is is appealing as 
competition among browsers yields ongoing performance improvements. 

•  Ampli� ed Performance – With its streamlined design, SIMS is even faster than before. 

•  Intuitive Design – It’s easier to learn, navigate, and use SIMS; adjusters can 
focus on the tasks that drive claims toward closure and optimal outcomes.  

•  Powerful and Flexible Architecture – Under the hood of the new SIMS 
interface is the same power, but with more � exibility in terms of custom � elds, 
client branding, globalization capabilities, con� gurable claims modules, and a 
dockable/undockable diary. 

•  Any Device – Users will be able to access SIMS from any device, from desktop to tablet.

Business Intelligence for Powerful Results 
In addition to this elegant design, Jose saw a vital opportunity to leverage Business 
Intelligence (BI) tools. His company launched SIMS Insight—the sophisticated BI 
module of SIMS Claims. � is module o� ers powerful data analysis and reporting 
capabilities that provide clients with the information they need to improve claims 
results, reduce costs, and minimize future risk.

For example using SIMS, one client identi� ed trends and used targeted programs 
to reduce claims by 50% in one year. Another insurer client was able to leverage 
SIMS to improve productivity so 70% of new claims were closed within 30 days. 

With outstanding results, Jose decided to fully integrate Microsoft’s new Power BI 
experience into SIMS Insight. Customers now have more power to transform data 
into stunning visuals, easily share reports among team members, and focus on the 
information and metrics that matter most to their business and bottom line. 

SIMS Insight with Power BI includes these impressive capabilities: 

•  Ask a simple question; get a powerful answer – With a feature known as 
Power BI Q&A, users can type in a question using everyday, natural language, 
such as “What o�  ces experienced the highest claims costs last month?” Q&A 
decides on the best chart or graph to display the information, and users reap 
the bene� t of a powerful, visual answer. 

•  Dig deeper – Users can visually explore data using a free-form canvas. � ey 
can “drag and drop” datasets and dimensions to incorporate into the analysis. 
Information can be displayed with a broad range of visualization capabilities, 
including charts, graphs, and maps. 

•  Leverage dashboards – Users can create dashboards, keeping their � nger on 
the pulse of their businesses through key performance measures. Dashboards 
can be con� gured and personalized to provide one quick glance of all the statis-
tics organizations need to make fast, informed decisions. 

The Digital Edge 
Jose’s vision has advanced claims technology for the industry. Organizations that 
leverage SIMS can immediately ramp up and gain an edge in today’s digital para-
digm. � e system’s sleek interface empowers users to automate tasks and boost 
productivity. Equipped with Power BI, organizations also gain deeper insights into 
claims to further boost program performance. 

Envisioning a Digital Transformation for Claims 
Jose Tribuzio, founder and CEO of Systema Software, has always viewed the claims process as a vital 
opportunity for insurance organizations to drive e�  ciency, cost savings, and customer satisfaction. 
To help organizations attain these objectives, Jose envisioned an advanced claims platform that is 
simultaneously powerful in terms of performance, features, and data analysis, while also being extremely 
intuitive and easy to use.  

VISIONARIES

Contact Information:
Systema Software, LLC.
900 Larkspur Landing Circle, Suite 201
Larkspur, CA 94939
www.systemasoft.com
800-272-9102

-Jose Tribuzio, founder and CEO, Systema Software
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User Interface

Browser Compatibility  
Safari, Chrome, Firefox, Internet Explorer.

Amplified Performance   
Even faster than before.

Intuitive Design  
Elegant, efficient, and easy to use.

Powerful Architecture  
More flexibility and robust features.

Business Intelligence  
Stunning interactive reports and dashboards.

Any Device  
Flexible from desktop to tablet.

Fast. Flexible. Functional.

900 Larkspur Landing Circle, Suite 201, Larkspur, CA 94939
www.systemasoft.com • sales@systemasoft.com
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Uphill Climb
If the insurance industry has su� ered from a reputation as a technology 
innovation laggard, it follows that it also faces the greatest opportunities 
for visionary leadership and success in the future. Yet surprisingly, the 
insurance industry is not the only vertical market on an uphill climb. 

A study of 3,500 employees from companies in the United States, 
Canada, the U.K., Germany, and India notes that employees below the 
management level are not getting the encouragement, funding or other 
support they need to innovate. � is disconnect between leaders and 
lower-level employees exists for large companies and small and for all 
age groups, notes the research, which was conducted by London-based 
O.C. Tanner Institute and published in Harvard Business Review.

“We found two important ideas from our research,” says David Sturt, 
EVP at O.C. Tanner and co-author of the HBR article, “A Global Survey 
Explains Why Your Employees Don’t Innovate.” “First, there is a gap 
in expectations of who should and who does perform great work, and 
second, there is a lack of support for employees.”

Whether from the top down or bottom up, it’s never been more 
important for insurers to embrace a visionary culture. Yet the search 
for new business ideas and new business models is hit-or-miss in most 

corporations, despite the extraordinary pressure on executives to grow 
their businesses, notes an HBR study entitled “� e New Patterns of 
Innovation.” � e study’s authors point to managers skilled at executing 
clearly de� ned strategies, yet ill-equipped for out-of-the-box thinking.

“When good ideas do emerge,” notes the study, “they’re often doomed 
because the company is organized to support one way of doing business 
and doesn’t have the processes or metrics to support a new one.”

In the insurance industry, moving beyond a culture of “we’ve always 
done it this way” to one that exempli� es innovation-led visionary 
transformation may seem especially insurmountable in light of a new 
report that reveals that few insurers have any technology expertise on 
their boards of directors, and even fewer have a formal committee to 
oversee technology strategy and investments. As a result of this addi-
tional disconnect, insurers tend to have board governance structures 
that manage technology not as a competitive advantage, but as a risk.

“Without an understanding of the opportunities that technology pres-
ents, boards tend to focus on what they do understand: risk and cost,” 
says Matthew Josefowicz, CEO and president of Novarica, an insurance 
technology research consultancy. “� is may be leading insurers to under-
invest in transforming their technology-enabled capabilities.” 

Facilitating Fast Failure
Perhaps because the insurance industry’s primary focus is on mitigat-
ing risk, the popular idea that is now tied to visionary thinking—that 
of failing fast in order to succeed—also does not come naturally, but 
the industry is beginning to recognize that the path to visionary-led 
competitive advantage must involve a transformational cultural shift. 

� e type of fast failure promoted by Timothy Ryan, Vice Chairman - 
Markets, Strategy and Stakeholders Leader at PwC, is not about putting 
an entire company at risk, he notes in a recent blog. “It’s about creating 
an open environment where today’s business people can learn from 
mistakes, experiment and innovate without the stigma often associat-
ed with failing.” 

Ryan points to cloud technology as one that facilitates fast failure. 
By speeding up the availability of applications and infrastructure and 
decreasing costs, the cloud allows innovators to try out more ideas 

“Without an understanding of the 
opportunities that technology presents, 
boards tend to focus on what they do 
understand: risk and cost.”
 Matthew Josefowicz,
 CEO and president, Novarica

VISIONARIES

Continued from page 3

Visionaries from Outside the Insurance Industry 

The best way to predict the future is to create it  
– Peter Drucker

Aside from the more familiar futurists such as 
Gordon Moore, Bill Gates or Steve Jobs, 
in general terms, visionaries have had a huge 
impact on how insurers conduct business. 
Here is some trivia – a look at the individuals 
whose visionary inventions have made 
a di� erence:

Invention 

Linux operating system/
Linux kernel 

The Java programming
 language 

The World Wide Web 

Social media chat rooms

E-mail  

The mobile phone  
 

Inventor

Linus Torvalds 

Bill Joy

Tim Berners-Lee

Steve Case (AOL)

Ray Tomlinson

Martin Cooper
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more quickly. Because cloud technology enables analysis of huge quan-
tities of data, ideas that aren’t working can be quickly identi�ed and 
passed over while investments continue in areas that are performing 
well, he observes. 

“Whether learning simply to use a new app or implementing new 
technological systems, most of us don’t get it right the �rst time,” notes 
Ryan. “Ultimately, a willingness to try, fail, and learn creates opportuni-
ties for [insurance] organizations and individuals ready to innovate. An 
organization that focuses on quickly and e�ciently extracting lessons 
learned from failures, instead of pointing �ngers, is well-equipped to 
lead in real time.”

The Obvious Path Forward
�e reasons for insurers to push a forward-thinking visionary culture 
agenda are obvious:

• A culture that embodies visionary thinking improves an orga-
nization’s well being. By its intrinsic nature, innovation is designed 
to increase productivity, either by use of technologies or improved 
processes. 

• The improvements made possible by innovation enable fu-
ther visionary thinking. This pattern results in uncovering ideas 
around new ways of doing business, entering new markets, meet-
ing customer demands, creating new products, and more. Those 
new ideas germinate, leading to routine review and spin-off ideas.

• The innovations born of visionary thinking affect brand.
Insurers with a well-publicized visionary culture are viewed as 
being ahead of the game, already having competitive advantage. 
As a result, these insurers are more likely to be able to attract the 
type of talent that will fuel visionary thinking forward.

• Properly channeled, visionary efforts lead to enhanced protection 
from outliers. �e recent activites related to Google Compare 
(entering, exiting and strategizing about its future within the insurance 
P&C space) are just the beginning, and insurers that value and act on 
visionary thinking can anticipate and respond to similar potential 
competitors. 

Insurers committed to creating and sustaining a visionary culture 
are stepping forward in a variety of ways, some individually and some 
via organized e�orts (see “Where Would the Insurance Industry be 
Without Visionaries”), and for the �rst time, in a formalized collaborative 
e�ort via Careers in Insurance Month, an organized e�ort to bring 
attention to the need for our industry to reach young, brilliant talent 
and communicate the exciting opportunities a career in insurance has 
to o�er. �e initial consortium of companies, including Hamilton Insurance 
Group, Lloyd’s of London, Marsh & McLennan, �e Institutes, MyPath, Valen 
Analytics, �e Jacobson Group, InVEST and Property and Casualty 
Insurers of America, are among the more than 320 companies and 400 
industry professionals supporting the idea that creating a continuous 
culture of innovation is no longer considered a nice-to-have ideal, but a 
realistic expectation that will solidify the industry’s success. 

VISIONARIES

Whether learning simply to use a new app  
or implementing new technological systems, 
most of us don’t get it right the first time.”

-Timothy Ryan, 
Vice Chairman, Markets, Strategy, and Stakeholders Leader, PwC
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INDUSTRY SPEAKS

ROBERT BURNS
Product Strategy Leader, Insurity

What are some specifi c examples of insurers’ 
visionary activities that lend themselves to 
competitive advantage?

Carriers are leveraging technology to access 
and aggregate data to improve operating 
e�  ciencies and gain a competitive advantage. 
Consolidation enables product refi nement 
but is also critical to drive the entire policy 
lifecycle from customer acquisition, to 
automated underwriting to claims processing. 
Understanding how to e� ectively leverage 
data into processes and user experiences is 
a substantial task but can yield signifi cant 
e�  ciency and ease of interaction. 

What is the role of solution providers/
partners in promoting innovation born of 
visionary thinking that can benefi t the entire 
insurance industry? 

Solution providers are in a unique position to 
provide insight into a cross-section of the in-
dustry’s visions, strategies and needs.  That 
knowledge must guide technology solutions 
to enable companies to be more innovative 
in their use of data in insurance processes – 
especially around process e�  ciency and the 
user experience.   Providers looking beyond 
the confi nes of the industry for inspiration 
can help inform the development of their 
solutions and provide them with innova-
tion that will bring support to the evolving 
demands of the insured and enable them 
to more readily meet the needs of their 
customers.

Contact Information:
Insurity
170 Huyshope Ave.
Hartford, CT. 06106
Robert.Burns@insurity.com
Insurity.com

Continued on page 15

In the history of insurance, there 
have been individuals, teams and 
organizations responsible for highly 
visionary accomplishments that 
our industry relies on even today. In 
some cases, the visionary responsi-
ble for their innovation may not even 
had insurance in mind as an origi-
nal benefactor. Here are but a few 
examples of insurance innovation 
visionaries:

In the early 90’s, James Karat 
introduced a concept that enables 
the entire trade process for capital 
market and payment transactions to 
be completed electronically, without 
the need for rekeying or manual 
intervention. Insurance underwriters 
were quick to seize upon the bene-
fi ts of Straight-Through Processing 
(STP), citing shortened process-
ing cycles and reduced operating 
costs. Using analytics to identify the 
types of claims that have the least 
variability in outcomes provides 
fertile ground for STP, especially in 
property & casualty claims where an 
adjuster is not required.

Before the year 2000, independent insur-
ance agents kept their potential customers 
waiting… and waiting as they frantically 
searched between closed carrier systems 
and browser portals for the best possible 
rates. Today, in large part to the e� orts of 
David Price, David Plante and Michael Du� y, 
these same agents can use a single entry, 
multiple carrier interface (SEMCI), a compar-
ative rater that converts ACORD XML fi les 
to and from ACORD AL3 fi les in real-time via 
the use of ACORD’s Web Transaction Interface 
standard as well as its XML Insurance and 
Surety Service Specifi cation. The result is 
being able to conduct electronic business- 
to-business commerce for insurance.

Among his many talents, Alan Bauer 
may best be known for being one of the 
fi rst to recognize the importance of optimiz-

ing the online customer experience when 
it comes to driving Internet sales. Back in 
2003 when he was director, group president 
at Progressive, Baurer led a team of fi ve 
innovators to create the fi rst-of-its kind 
insurance rate ticker, which scrolled 
Progressive’s rate compared with those of its 
rivals, even when Progressive’s rate is higher 
than the competition’s. The use of mobile 
technology would further Progressive’s 
success, especially in the pay-as-you-drive 
arena. 

Albert Savoia, founder of Pretotype 
Labs and former engineering director at 
Google, reports that using his pretotype 
theory enables teams to consider a variety 
of products in hours, days or weeks versus 
the old-school prototype method, which 
could take months or more. Last year, 
MetLife, which has come to embody the 
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ANDY SCURTO
President, ISCS

What (if any) are the challenges inherent in 
promoting visionary programs tied to 
innovation? Of not promoting it?  How can an 
insurer overcome these challenges?

Insurers’ largest challenges to innovation 
programs are their need to always have 
a calculable ROI for any project and their 
sheer fear of failure, which is why many 
initiatives don’t produce expected results or 
fail completely. Not all innovative initiatives 
can have a calculable—or even a tangible— 
ROI. True innovation means trying new 
things and seeing what they accomplish, 
even if they fail. Instead, failures are consid-
ered a bad project and blame is set, killing 
the innovative environment and prevent-
ing people from wanting to try to be truly 
innovative. Failure is OK; it’s how we learn. 
If some initiatives aren’t f ailing, they’re not 
innovative enough.

What is the role of solution providers/
partners in promoting innovation born of 
visionary thinking that can benefi t the entire 
insurance industry? 

Insurers can’t innovate if they’re spending 
their time and resources being a data center, 
keeping the lights on or worrying about 
business continuity. The right solution 
provider will take on these concerns and 
enable insurers to focus on the business and 
innovating. An innovative solution provider 
will have a budget for innovating with an 
expected failure rate to ensure out-of-
the-box thinking and truly innovative solu-
tions that are tested. They will challenge the 
status quo with constant improvements to 
their product o� erings and keep their fi nger 
on the pulse of insurance technology to 
provide their customers with the tools and 
processes they need to be innovative. 

Contact Information:
ISCS
wwww.iscs.com
888-901-ISCS

JOSE TRIBUZIO
Founder and CEO, Systema Software

What do insurers need to do to ensure that 
innovation in business and technology remains 
a priority and receives the attention it requires? 

The fi rst thing any company can do is to 
nurture a strong culture of innovation. If 
you look at the world’s most innovative 
companies, like Apple, Amazon, or Google, 
they encourage a forwarding-thinking 
environment. In fact, 3M sets the expectation 
that employees should spend 15% of their 
time on innovation. This time can be spent 
on new products and services, or new 
systems and procedures. Such a policy 
creates a mindset that says we’re not resting 
on our laurels or waiting for our products 
and services to fall behind. Instead, we’re 
driving change to achieve both incremental 
and radical progress. 

What is the role of solution providers/
partners in promoting innovation born of 
visionary thinking that can benefi t the entire 
insurance industry?

Solution providers, especially technology 
vendors, should be advancing the agenda 
for the industry. Insurance companies can 
increase their innovation quotient by drawing 
on this expertise. At Systema Software, we 
listen to our customers’ needs. We organize 
panels on “Emerging Technologies” to 
present at conferences to educate the 
industry on today’s latest digital trends. 
We continually evaluate the feasibility of 
new capabilities for our product roadmap 
and for the benefi t of our customers. For 
example, we recently integrated Microsoft 
Power BI to provide extended business 
intelligence capabilities, and we redesigned 
the user interface of our SIMS Claims 
system to provide a more intuitive and 
e�  cient user experience. 

Contact Information:
Systema Software, LLC.
900 Larkspur Landing Circle, Suite 201
Larkspur, CA 94939
www.systemasoft.com
800-272-9102

WHERE WOULD THE 
INSURANCE INDUSTRY BE 
WITHOUT VISIONARIES? 

organizational approach to visionary 
thinking across a variety of functional 
areas, is used pretotyping theory 
in its boot camps at its LumenLab 
disruption innovation center for Asia. 
MetLife says the lab will function as a 
business creation engine, focused on 
illuminating new business models for 
the market.

Taking an organizational approach, 
property and casualty insurance 
giant Allstate plans to set up a 
400-member sta�  o�  ce in Chicago 
Quantitative Research & Analytics 
and Connected Car teams that will 
focus on developing next-generation 
telematics. Hires will support 
innovation specialists that back, in 
part, the QR&A team, which focuses 
on research, synthesizes data and 
builds predictive modeling. Allstate’s 
Connected Car division, in turn, 
has focused on developing next-
generation telematics.

In a fi rst-ever inside-out-approach 
to support visionary thinkers, a group 
of insurers in Iowa is focused on 
helping to foster the indstry’s most 
successful future technology 
solutions. Known as the Global In-
surance Accelerator, this consortium 
of insurance companies provides a 
$40K seed investment in exchange 
for 6% equity, access to more than 
80 mentors, a desk in which to work 
in their Des Moines o�  ce, 100-days 
of on-site support and time on stage 
at the Global Insurance Symposium to 
a crowd of 350+ industry executives.

Continued from page 14
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ENSURING 
INNOVATION
FOR THE
FUTURE 

Insurers are beginning 
to recognize that 
visionary thinking 
is no longer a 
nice-to-have 
ideal but rather, 
a realistic 
expectation.

PRODUCED BY SOURCEMEDIA MARKETING SOLUTIONS GROUP

AN ADVERTORIAL TO
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T echnology hasn’t just in�ltrated our work 
and personal lives, it’s also insinuated it-
self onto our bodies. Wearable technolo-
gies such as the Fitbit and Apple Watch 
have the power to measure our health 
and activity levels, track our movements, 
remind us of appointments, take dicta-
tion and update us on current events. 
These devices are becoming so popular 
an estimated 20 percent of Americans 

are currently using them and the number will only go up.  With 
wearable technologies poised to become ubiquitous in our society, 
we have to consider what kind of e ect they have on insurance.

The Good
Integrating wearables in the application, underwriting and 
claims process can help insurers improve their customer service 
and bottom line in many di�erent ways. Let’s look at a few of 
them:

• Data obtained from wearable technologies can provide 
more accurate health, driving and activity information for appli-
cants.  If insurers can get access to this information, it will allow 
them to improve underwriting, minimize risks and create more 
accurate quotes.

• Companies that provide their employees with wearable tech-
nology can improve training and safety while increasing produc-
tivity.  For example, Fitbit could be set up to alert workers they 
they’re dangerously overexerting themselves or let an insurance 
carrier know if an insured is getting their heart rate elevated for 
20 minutes three times a week from exercise.  

• Better training and enhanced safety should result in lower 
workers’ compensation insurance rates, and may help cut health 
insurance costs too. Manulife and John Hancock were the �rst 
insurance companies out of the gate o�ering free FitBits to some 
of their policyholders who sign up for their “Vitality” program. 
They earn points for exercising, having annual checkups and 
getting their �u shots. The points are then used to get premium 
discounts. It won’t be long when this can be used on a group 
basis for employee bene�t plans. Perhaps one day wearable tech 
will lower the cost of life, disability, health and dental insurance 
while at the same time promoting wellness and lowering claims.  
That’s a win for everyone involved.

• Wearables can help ensure more accurate claims assessment 
and quicker claim processing.  They can help con�rm the validity 
of various claims, including those for personal injuries and work-
ers’ compensation.  An adjudicator could view claims in real time 
and approve the plan of action, medication or rehabilitation. 

• Google Glass, in particular, may help insurance adjusters 
and agents quickly, easily and more accurately establish asset 

values and damages.  Even 
more than a laptop or a smart-
phone, Google Glass can help 
adjusters by recording dam-
age automatically. 

• When used properly, 
wearables can provide ser-
vices such as driving direc-
tions, tra�c reports and 
weather alerts that allow pol-
icyholders to stay safe and re-

duce the likelihood of accidents and injuries.
• By o�ering premium incentives for healthier activities and 

eating as tracked by a wearable, insurers could signi�cantly in-
crease their market share.

The Bad
There’s a strong case to be made for the bene�ts of wearables, 
but that doesn’t mean there are no concerns or drawbacks. Here 
are �ve that every insurer should consider:

• Certain wearable technologies introduce privacy concerns 
that may increase liabilities for companies issuing them to em-
ployees.  Ultimately, insurers are likely to bear the costs of claims 
and lawsuits.  

• Wearables convey a lot of information to the user, and that 
can be distracting, which may result in more accidents and inju-
ries, just as texting while driving is already doing.

• Wearable technology isn’t perfect and there could be dis-
putes about the accuracy of its reporting.

• Some individuals may �nd a way to game the wearable’s 
data, resulting in undeserved lower rates and problems for em-
ployers who rely on honest reporting.

• The data collected by wearables can fall prey to hacking and 
other security risks.

Wearables are a new reality we must integrate into our pro-
cesses and standards. Companies that take time to examine the 
downsides of these new technologies will be better positioned to 
utilize them strategically and safely.  

And while industry standards may need some time to catch 
up, using wearable technology to keep customers safe, healthier 
and potentially reduce insurance payouts and premiums can re-
sult in a win-win for everyone.

The Good, Bad, and Ugly For 
Insurance and Wearable Tech

VANTAGE POINT

For more about insurance and weareable tech see www.insurancenetworking.comi

Onboarding, 
underwriting 
and claims all 
likely to see 
bene	ts from 
wearables  —
eventually

By Michael J. 
de Waal

Michael de Waal is president and founder of Global IQX, a software 
provider of web-based sales and service solutions to the employee 
benefits industry. He was a financial planner and a benefits consultant 
with the life insurer  Manulife Financial before becoming a technology 
entrepreneur.  He can be reached at mike@globaliqx.com.  
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Nationwide Selects 
Lexis Nexis for Mobile 
Telematics 
Nationwide has rolled out 
SmartRide Mobile, an exten-
sion to the company’s exist-
ing dongle-based SmartRide 
program, is powered through 
a partnership with LexisNexis 
Risk Solutions for the mobile 
technology.

Nationwide’s program 
allows members to save an 
average of 10% at signup and 
up to 40% after six months 
of driving with no penalty. 
Nationwide has deployed the 
program in 25 states so far, 
the company said.

“By adopting telematics 
solutions from LexisNexis, 
we are providing yet another 
avenue for our members to 
take charge of their rates and 
become the best and safest 

drivers they can be,” said 
Larry Thursby, VP of property 
& preferred auto product/
pricing at Nationwide.

LexisNexis’ telematics 
program contains data 
collection and storage and 
processing capabilities as well 
as a dashboard presentation 
so drivers can check their 
progress. Additionally, the 
software’s advanced analytics 
help provide speci�c driver 
feedback.Nationwide has also 
partnered with LexisNexis to 
provide a mobile app option 
where future participants can 
sign up. 

Farmers Insurance 
Launches New FNOL 
System
Farmers Insurance has an-
nounced the launch of its new 
Enterprise First Notice of Loss 

(EFNOL) system. The new 
platform allows Farmers per-
sonal lines customers to cap-
ture new loss information and 
expedite the claims process, 
the company says. EFNOL will 
also send a summary of se-
lected repair facilities, the as-
signed claims representative’s 
contact information and any 
scheduled services to clients’ 
computer or mobile phone. 
Additionally, Farmers’ agents 
are also able to secure related 
loss details, and help set up 
services for customers.

ProSight Specialty 
Insurance Goes Digital 
with Intelledox
ProSight Specialty Insurance 
has selected Intelledox’s In�n-
iti software to improve opera-
tional e�ciency, the compa-
ny announced. The specialty 

insurer, based in Morristown, 
New Jersey, will use In�niti 
to convert manual processes 
into digital, thereby improv-
ing customer experience. The 
elimination of paper and PDF 
forms will also reduce costs 
and increase speed to market, 
the company said.

“We selected In�niti for 
the ability to rapidly develop 
and deploy new, automated 
business processes,” said 
Nestor Lopez, VP of IT at 
ProSight, in a statement. “We 
experienced the bene�ts of 
the platform in our �rst imple-
mentation which went live in 
less than three weeks.”

Mutual Trust Life 
Selects Sapiens For 
Policy Admin
Mutual Trust Life has success-
fully deployed Sapiens Inter-

national Corporation’s ALIS 
policy administration system 
for its life insurance business, 
according to the company.

The launch is the �rst 
phase of a transformation 
initiative to modernize MTL’s 
technical infrastructure. Sapi-
ens ALIS Agent and Commis-
sion module was also rolled 
out to help manage MTL’s 
sales and distribution net-
work. Ultimately, the insurer 
plans to use ALIS to support 
all of its products.

“The ALIS system was the 
right choice for our modern-
ization initiative,” said Steve 
Batza, MTL’s president and 
CEO, in a statement. “Sapiens 
ALIS provides us with the 
functionality and �exibility 
to more e�ciently process 
our business and support our 
growth plans.

WHO’S BUYING WHAT
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Novarica published new research on adoption rates and  
deployment trends for several of the hottest insurance technolo-
gies: analytics, mobile, big data and cloud. �e upshot? Large 
insurance companies tend to have a leg up on their small or 
midsize counterparts.

For example, Novarica says that “midsize life insurers continue 
to lag substantially” on analytics while midsize P&C companies 
are only catching up to their larger counterparts compared to 
earlier studies.  And adoption rates for cloud are “lowest among 

the midsize P&C insurer group,” the company says. “Few insurers 
are actively building the capabilities to handle true big data today,” 
author Matt Josefowicz writes. “�ose that are embracing big 
data today are the largest firms.”

Nevertheless, there are more deployments every year in 
these technology growth areas. “Increased, but still uneven, 
deployment rates in mobile, social, big data, and other areas 
indicate that this evolution is continuing, and that some compa-
nies are evolving faster than others,” Josefowicz concludes.

Next-Gen Techs 
Underdeveloped 
by Most Smaller 
Insurers

StatisticallySpeaking
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Meet the All-Star Experts,
Analytics Visionaries and
Big Data Practitioners
in Insurance

100% 25+ 275+
Attendee Growth

Over the Past 3 Years
Speakers Representing the 
Top Carriers & Innovators

Attendees from Across
the Insurance Industry

Save $100 with Promo Code: NOLA
InsuranceAnalytics-Symposium.com | 212.803.6091

Thanks to Our Platinum Sponsor

presents

For sponsorship and exhibit information, 
contact Holli Gronset at (847) 428-0627 or holli.gronset@sourcemedia.com
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