DIGITALISATION

The Key to Connecting
Customers
COVID-19 has been the
catalyst for innovation
in insurance, unlocking
greater levels of
customer experience
and personalisation,
observes Michele
Grosso.
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echnology is the key to connecting
customers w it h agents and
delivering the context needed to
solve problems quickly. Technology
provides options and lets customers choose
how they engage.
InsurTechs are disrupting the industry not
only through the application of technology
but they are also reshaping consumer
expectations and demands. InsurTech is
a new space in emerging markets such as
the Middle East and there is much more
to be done that can add value to the entire
ecosystem and connectivity for insurers.
With the global insurtech market
estimated to reach USD10.14 billion by 2025,
the Middle East can play a strong role in
not only its own digital transformation but
creating new innovative solutions to the
wider insurance and fintech ecosystem.
The general potential to fill the gaps in

penetration of insurance coupled with the
ambitions to be digital can see insuretech
specifically help bring insurance to a
new audience. Insurers will have to start
thinking out of the box and challenge the
status-quo. Consolidation; digitalisation;
re-engineering the operating models; cost
optimisation; capital efficiency; new revenue
streams and business models built around
alliances and partnerships, are few of the
strategic priorities the insurers will have to
carefully evaluate.
From the pandemic, we learned that 86
percent of customers expected companies
to accelerate digital initiatives due to the
global health crisis, while 68 percent of
customers are more likely to be online than
not (versus 42 percent in the previous year).
Other data that we came across showed
the exponential rise of AI-related patents
filed by insurers. According to a report by
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the Swiss Re Institute, the number of AIrelated patents filed by insurers increased
by 5,600 percent over the last decade. And
AI-related mentions in insurer investor
reports skyrocketed from 0 to 116 in only
four years.
Artificial intelligence (AI) is beginning
to transform the insurance industry. Once
the preserve of science fiction, AI today has
a growing number of practical applications
within insurance. An example is our
activities in Egypt, where we sell health
microinsurance (for premiums as low as
USD1 a day and claims that average USD20
payout), and spending time investigating
a claim is not economically viable. On our
platform, we rank doctors, hospitals and
customers based on previous claims and
fraud data, so that if a claim comes from
a customer, hospital or doctor that is not
black-listed it can be paid automatically
without any claims officer having to spend
time on it.
There is a lot of hype in emerging markets
within the Middle East and organisations
want to leverage data science and AI, but
are then surprised when they can’t. This
is a frequent occurrence in these markets.
According to Kearney, the GCC is one of

the world’s fastest growing markets for
the insurance sector, registering growth
of nearly seven percent each year in gross
written premiums over the last six years—
several times higher than the global average.
But that growth has slowed in the last three
years, ramping up the pressure on insurers
to out-innovate the competition.
The recent slouch in growth boils down to
three reasons: data availability and quality,
adapting businesses to leverage data science
and regulation on data privacy laws.
Data science in insurance, including
machine learning and AI, allows providers
to reduce risk and streamline workflows,
increasing value and improving the customer
experience, but most insurers are at the
early stages of automation and technology.
Fuelled by population growth, regulatory
reforms, infrastructure development, the
influx of foreign capital, and the current
low penetration, The GCC insurance
market is projected to grow from USD32
billion in 2020 to USD43 billion in 2025,
registering a healthy CAGR of 4.3 percent.
Capturing these opportunities is going to
require insurers and therefore drivers of
InsurTech to ramp up digital capabilities
in the near term.
Moving insurers away from highly
manual brick and mortar practices to basic
automation and technology is the key to
growth. Even something simple as being able
to sell through a website which is common in
most other industries such as e-commerce,
finance and so on needs structured and
focused technological approach.
Data is also being placed at the forefront
of our aspirations as we aim to create a
data-powered platform with five layers of
capabilities for customers including a single
source of truth for all data on platforms,
data extracts and reporting for 24/7 analysis,
dashboards to keep on track with KPIs across
sales, renewals, intermediary performances
and user behaviour analytics; third party
data integrations using API and other
integrations with data vendors across the
insurance value chain; and analytics, data
science and AI to create a sophisticated
and customised modeling and engineering
techniques applied to business goals.
The core focus should be in distribution
and sales verticals. Setting benchmarks
in transforming customers expectations,
creating fresh opportunities to get personal
with customers and moving insurance from
a price to a value consideration are all ideas
worth exploring.
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There is a lot of hype in
emerging markets within
the Middle East and
organisations want to
leverage data science and
AI, but are then surprised
when they can’t. This is
a frequent occurrence in
these markets.”
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