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Trend: 
Entrance of Nontraditional into the Insurance Industry - Companies with large amounts of data and capital, 
such as Google, Facebook, and Amazon, are entering the insurance market, starting with sales and 
distribution, and with the potential to become actual risk bearers. 
 
Implications 

 Increase in E&O exposures for these companies due to lack of experience and knowledge. 
o Increase in litigation and litigation costs due to lack of or incorrect coverage – could be the 

fault of the insurer or the insured. 

 The carriers’ and wholesalers’ roles need to evolve – The role of the carrier and the agent will evolve 
more into Risk Management and Loss Control. 

o Similar to what the car dealership model is fighting with Tesla where the car dealerships 
need to evolve more into car repair and maintenance versus sales. 

 This trend will first impact the Standard markets and then the simpler E&S business, driving those 
companies to focus on growing in the more complicated parts of E&S market in order to remain 
relevant. 

o This would drive a significant increase in acquisitions as companies need to consolidate to 
compete in a smaller marketplace. 

 There will be significant implications to UW talent in the insurance industry as well as IT talent in 
general. 

 This could be the entry into other financial businesses such as Banks. 

 If Google is successful in its efforts to aggregate shoppers and offer price comparisons, market share 
changes will take place as business is written through their channel. Carriers and agencies who 
participate will see market share gains as they write business formerly written by non-participants. 
Those agencies and carriers who don’t participate will see their market share decline. This shift in 
market share could lead carriers and agencies to exit those lines where they can’t compete. 

 These companies currently make their money by connecting the insureds with the carriers.  They 
may not want to change that model. 

 Wholesalers need to become more efficient to keep their competitive place with these types of 
companies entering the market. 

 There is a lot of value provided by wholesalers that will be hard to replace with comparative raters 
and these non-traditional insurance companies that are focuses more on volume.  

 Customers will research insurance options online and be able to have a live online chat with an 
agent.  

 
Opportunities 

 Worldwide Regulatory changes would make it easier to do business globally for carriers and the 
distribution.  This would create new E&S markets outside of the U.S. 

 The younger generation is more willing to have sensors and devices that track their behaviors, 
because they are less sensitive to privacy issues.  This leads to: 

o Additional Cyber Exposure 
o Increased use and accuracy of Predictive Analytics, making it easier to automate UW for 

many products 
o Target marketing for specific types of insurance 

 Wholesalers can focus on becoming specialists for niche markets rather than generalists, which are 
at risk of moving to the standard markets. – Specialist could also refer to specialized services, such 
as risk management/loss control. 
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 Wholesalers could partner with these companies (i.e., Google) and receive referrals for non-
standard business that their current partners do not offer and the Google would not offer in the 
future. 

 If they use a third party for claims, there is an opportunity for Wholesalers to sell their superior 
claims services. 

 Wholesalers will still be needed for the more complex products. 

 Could offer a prime opportunity for wholesalers to explain how much value they add to retailers as 
opposed to buying online just based on a price comparison. 

 When you buy more complex products online, what you actually receive is not what you thought it 
would be.  The personally contact through a wholesaler is a competitive advantage here. 

 
Threats 

 The belief is that the new model of these companies acting as part of the distribution will emerge 
into them becoming agents and carriers themselves. 

 There may be massive U.S. Regulatory changes erasing the boundaries between the Standard and 
E&S Markets driven by customer demands. 

 Disruption to distribution channels and carriers, potentially putting smaller companies out of 
business.  Smaller companies may be under greater pressure given that they have access to less 
data.  The exception may be smaller companies that find specialized niches or have strong carrier 
relationships. 

 This model, coupled with social media, facilitates the creation of unlikely Risk Retention Groups 
buying insurance in bulk or insuring themselves. 

 The younger generation is more willing to have sensors and devices that track their behaviors, 
because they are less sensitive to privacy issues.  This leads to: 

o Additional Cyber Exposure 
o Increased use and accuracy of Predictive Analytics, making it easier to automate UW for 

many products 
o Target marketing for specific types of insurance 

 Due to the decreased loyalty of younger generations and the ease of online shopping, renewals 
become much less common and insurance is re-shopped yearly. 

 Insureds can earn commissions for bringing in new leads, making them a growing sales force. 

 The competition between the Carriers and their pricing will increase as these non-traditional 
companies track who sells the most insurance through their sites and at what prices. 

 This is a real threat to wholesalers heavy in personal lines. 

 Long term, the E&S market will probably shrink given the increasing amounts of data available to 
companies such as Google and Amazon.  This is especially true for the simpler E&S products. 

 Could companies such as Amazon offer an automatic discount for prime customers buying insurance 
products. 

 These companies will probably target standard markets first.  If that is the case, those standard 
companies will probably start to target more E&S business. 

 Nontraditional insurance companies will probably not want to go after many of the E&S risks (i.e., 
coastal property).  The threat would come more from standard companies and potentially 
reinsurance companies that are looking to grow given all of the excess capital.  For larger brokerage 
types accounts, this could also apply to Risk Retention Groups. 
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Trend 
Entrance of Nontraditional Companies in the Insurance Industry (Google, Amazon, Facebook) 
 
Summary of Research 

 “In a recently published report in cooperation with BCG India, Google concludes that insurance is among 
the top five product categories in which the web is the dominant purchasing channel in addition to 
travel, digital media, ticket purchases and books magazines.  The same report predicts that 75 percent 
of all insurance purchases will be online by 2020. If these predictions are accurate, it will give Google a 
dominant position as the primary sales channel for the insurance industry.” Will Google Enter The 
Insurance Industry? – Christoffer O. Hernces – 6-14-2014 – TechCrunch Daily 

 
 “The Digital Economy is Shaped by the Convergence of Four Mega Trends” 

o The world is going mobile 

 
 

http://www.bcgindia.com/documents/file156453.pdf
http://www.bcgindia.com/documents/file156453.pdf
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o Micro-transactions are the new norm 
“Falling technology costs have radically lowered break even requirements in terms of transaction 
size.  This has allowed companies to conduct all kinds of transactions online, allowing them to sell a 
wider range of products and services through the Internet than was feasible only through physical 
platforms. 

o Man is a social animal 
Social media satisfies our urge to belong (Twitter, Google, Facebook), increases our self-esteem 
(social platforms), and helps with self actualization (blogs).  In the words of Mark Zuckerberg – 
“People influence people.  Nothing influences people more than a recommendation from a trusted 
friend.  A trusted reference influences people more than the best broadcast message.” That’s what 
social media offers. 

o Big data Leverage 
Big data technology has made it increasingly easy to acquire granular level data.  Granularity of data 
allows micro-segmentation, customization of offers, de-average pricing, and risk diversification.  All 
of this has been made possible in recent times do to four enablers: (1) Lower data storage costs, (2) 
Increased data processing capability, (3) Enhanced abilities to integrate company and public data, 
and (4) Augmented capabilities for pattern recognition.” 
 



2015 AAMGA Emerging Trends 
Entrance of Nontraditional Companies in the Insurance Industry (Google, Amazon, Facebook) 

Edition Date 10/8/2015 
 

P
ag

e5
 

 
 
“Insurance @ Digital-20X by 2020” – BCG (The Boston Consulting Group) – March 2014 – Alpesh 
Shah and Burjor Dadachanji 

 
 Goggle – Compare Auto Insurance – Allows Internet user to compare auto insurance with 17 carriers 

(Mercury, USAA, MetLife, General Insurance, Infinity, Kemper, Titan, Stillwater etc.) in the state of 
California.  They plan to expand to Texas, Illinois and Pennsylvania and will add ratings and insurance 
agent support.  They’re used this model in the UK since 2012 after purchasing BeatThatQuote.com.    

 
 Compare.com started in 2013 (as comparenow.com) and now has 41 carriers who have partnered with 

               them.  Currently, they offer auto comparison quotes in 48 states and plan to expand into homeowners 
               and renters insurance later this year. (2015)  Compare.com is the U.S. version of confussed.com that   
               started in 2002 in the UK and is also owned by parent company, Admiral, the former owners of  
               esurance.com.  “Compare.com Confirms Partnership with Google Insurance Comparison Site” – Amy 
               O’Connor – Insurance Journal – 3-10-2015 

 
 Retail agents are afraid that people will purchase insurance through Google Compare without 

professional help from an agent.  Insurance Journal – April 22, 2015 
 

 Google is licensed in 26 states to sell auto insurance.  Walmart allows shoppers to enroll in health plans 
at more than 4,000 of their locations.  They have joined up with Autoinsurance.com so shoppers can 
quickly buy auto insurance. 
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“Three Big Trends Pushing Insurer to Customer-Centricity” – SAPIENS – 6-15-2015, Eric Danis 
 

 
 Google Capital has invested $32.5 million in a two-year old start-up called Oscar Health Insurance 

Corporation (valued at $1.75 billion).   The business has more than 40,000 patients in New Jersey and New 
York who have paid an average of $5,000 for their service.  Rather than going after the employer base client, 
Oscar targets individuals.  The service matches patients with physicians and gives patients free fitness 
tracking devices plus free unlimited telemedicine service which connects patients to physicians within 10 
minutes. 
“Google Bets on Insurance Startup Oscar Health” Douglas MacMillan, 9-15-15, Wall Street Journal 

 
 IKEA (the world’s biggest furniture retailer) got into the insurance business by selling Child and Pregnancy 

Coverage in select Swedish stores under the brand name of Omifall.   
“IKEA Gets into Insurance Business” – Jens Hansegard & Sven Grundberg – Wall Street Journal – 10-8-2014 

 
 The insurance industry is under estimating some of the newest players like Walmart, Overstock, Google 

and others.  These companies are marketing and sales organizations who are responding to the new 
consumer buying behavior patterns by offering customers a fresh approach to underwriting, pricing, selling 
and servicing.   
 “Could New Insurance Players Disrupt the Market? – Marty Agather – 4-28-2015 – Insurance Journal  

 
 Insurance buyers want an insurance channel that is convenient for them.  So agents need to provide 24/7 

service.  Mobile apps, online quoting and a Web portal fit this need.  “A portal’s most important element is 
functionality – clients need to be able to interact with the agency.  It shouldn’t just be a marketing tool.   

 
Functional features include those that allow self-service, such as policy changes, claims assistance and 
providing certificates of insurance.  If an insured posts a photo of his or her new car on social media, does 
Google “like” the photo?  Can Google reply with winter safety tips, such as raising windshield wipers on a 
parker car during a snow storm?  Despite all of Google’s algorithms and data collecting, the Internet giant 
cannot connect with its insureds in that way – but independent agents can.”  “5 Ways Agents Can Beat 
Google’s New Insurance Service” – Melissa Hillerbrand – PropertyCasualty360.com – 2-9-2015 

 
 

 “With retail defining and moving toward omni-channel selling, through what is known as “device-
independent e-commerce,” it is time for insurers to piggyback on Amazon, which is on the leading-edge of 
the emerging distribution model.    
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o The critical question is: “Will customers want to buy from Amazon when there are other aggregators 
available?”  For customers, having reusable information reduces effort, so VPP insurance would be a 
natural for Amazon. It gets more complex (and interesting) when analyzing the success factors 
involved in selling complex products such as auto, renters, homeowners and life insurance. 

o Few insurers can share data and process across products.  Still fewer can share across channels. 
Aggregators are set up as silos.  But Amazon’s shopping cart can provide ease of buying, plus 
reusability of data across channels (web and mobile) and products. The shopping cart actually can 
resolve the commodity dilemma of insurers through bundling. It can take the customers’ experience 
to the next level. 

o Amazon’s analytics-driven capabilities, such as detailed product features and comparisons (price to 
value of benefits), product reviews, questions and answers, “customers who bought this also 
bought,” “customers who viewed this also viewed” and offers for the week can be customized for 
insurance to offer suitable product advice to customers. Insurers do not have such an integrated 
view because of internal challenges in the effective use of data. 

o Amazon’s comparisons on features and pricing could improve transparency for customers. The 
reviews, Q&A and “similar customers” features would provide advice. “Weekly offers” would help 
customers continually review and tweak their insurance coverage. Hence, Amazon could become 
the channel of choice for all consumer insurance needs.” 
“Can Amazon Dominate in Insurance, Too? – Sathyanarayanan Sethuraman – Insurance Thought 
Leadership.com – 2-19-2014 
 

 Walmart partnered with AutoInsurance.com offering car insurance to their customers.  This arrangement 
provides an auto insurance comparison service from national carriers including Progressive, Esurance, 
Safeco, Travelers and 21st Century.  As of April 2014, they were only in eight states (Arkansas, Louisiana, 
Mississippi, Missouri, Oklahoma, Pennsylvania, Tennessee and Texas) but plan to expand nationwide and 
include more carriers.   

 
 The Switching Economy – “Companies must adapt to the demands of a more dynamic empowered 

consumer and address a revenue potential “at play” of up to $5.9 Trillion.”  
o 67% of insurance customers would consider switching to a different carrier. 
o Many would consider buying from online service providers, home service providers 

(telecommunications or home security companies), retailers and car dealers. 
o Main reasons: lower prices and more personalized service  

“The ‘Switching’ Economy: Consumers Open to Buying Insurance from Google, Amazon, Verizon” 
Insurance Journal – 2/7/2014 

 
The Digital Insurer – Accenture Digital Innovation Survey 2014 – Accenture - 2015 



2015 AAMGA Emerging Trends 
Entrance of Nontraditional Companies in the Insurance Industry (Google, Amazon, Facebook) 

Edition Date 10/8/2015 
 

P
ag

e8
 

 
 
 

 “A particularly significant finding is that carriers expect successful agents, brokers and advisors, as 
important members of the existing insurance value chain, to leverage digital technologies in a variety of 
ways to respond to disruption of that value chain. The top actions noted in the research are making 
better use of customer data (41 percent), and leveraging the contact-center and self-service capabilities 
provided by the carrier (40 percent). 

 
These findings confirm that traditional distribution channels are viewed by insurers as one of their key 
strengths;  many insurers see them playing a vital role in their multi-channel and digital strategies. The 
finding that innovative insurers are expected to take more market share than new entrants provides a 
further indication of the continuing importance of agents as insurers transform their distribution 
channels in an increasingly digital world.  
 
Approximately one out of four insurers are taking the lead in digital transformation, and this elite group 
is already aiming to achieve significant benefits.  These are the companies to watch because, if they are 
successful, competitors will find themselves scrambling to catch up.” 
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“Seizing the opportunities of digital transformation” – The Digital Insurer – Accenture Digital Innovation Survey 
2014  
 
 
 Risk implications for brokers: 

1. “Adapt business and operating models to simultaneously support both cost-efficient standard risk 
management and a knowledge-intensive consultative interaction with clients. 

2. Expand their information gathering network to better anticipate and understand the new 
emerging risks facing their clients. 

3. Improve their ability to collect, integrate, analyze and communicate data to create actionable 
insights – shifting to more of an “analytical/consultative” broker.”  
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 Five drivers that brokers and carriers have to address: 

 
“Broking 2020: Leading from the front in a new era of risk” – PWC – www.pwc.com/insurance 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

http://www.pwc.com/insurance
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“Insurance 2020: The digital prize – Taking customer connection to a new level” – 2014 - PWC – 
www.pwc.com/insurance 
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 Three waves of change are taking place to add value through digital channels 

 

 
“Insurance 2020: The digital prize – Taking customer connection to a new level” – 2014 - PWC – 
www.pwc.com/insurance 
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 PWC is predicting three distinct changes in commercial lines: 
1. “Virtual Business Affinity Groups – Social networking among small business owners will create 

virtual business affinity groups that pool their risks and retain greater predictable layers of risk.  
Greater availability of information and increased price transparency will facilitate this trend.  

2. Automated Underwriting – Current trends is automation of quoting and underwriting functions for 
commercial insurance will continue as insurers try to match underwriting capacity with the 
complexity of application inflow.  The talent premium, especially underwriting talent, will have a 
much greater impact on commercial insurance than on personal insurance. 

3. Business Model Transformation – Real-time data from sensors and devices will continue to 
transform the commercial insurance business model.  Commercial insurance will increase focus on 
providing standardized products and value-added services that involve working with the clients to 
proactively avoid or reduce losses and manage risks.  In addition, risks are becoming more complex, 
offering the opportunity to harness improved data analytics to develop new risk transfer markets.” 
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Research Resources 

 “Will Google Enter The Insurance Industry?” – Christoffer O. Hernces – 6-14-2014 – TechCrunch Daily - 
http://techcrunch.com/2014/06/21/will-google-enter-the-insurance-industry/ 

 “Insurance @ Digital-20X By 2020” – BCG (The Boston Consulting Group) – March 2014 – Alpesh Shah 
and Burjor Dadachanji - http://www.bcgindia.com/documents/file156453.pdf 

 “What Agents Think About Google Compare” – Insurance Journal – 4-22-2015 - Podcast 
http://www.insurancejournal.tv/videos/12131/ 

 “Three Big Trends Pushing Insurer to Customer-Centricity” – SAPIENS – 6-15-2015, Eric Danis   
http://blog.sapiens.com/3-big-trends-dominating-the-insurance-market/ 

 “IKEA Gets Into Insurance Business” – Jens Hansegard & Sven Grundberg – Wall Street Journal –  
               10-8-2014 - http://www.fastcompany.com/3036927/fast-feed/ikea-now-sells-insurance 

 “Could New Insurance Players Disrupt the Market?”– Marty Agather – 4-28-2015 – Insurance 
 Journal - http://www.insurancejournal.com/news/national/2015/04/28/365829.htm 

 “5 Ways Agents Can Beat Google’s New Insurance Service” – Melissa Hillerbrand –  
PropertyCasualty360.com – 2-9-2015 - http://www.propertycasualty360.com/2015/02/09/5-ways-
agents-can-beat-googles-new-insurance-servi 

 “Can Amazon Dominate in Insurance, Too?” – Sathyanarayanan Sethuraman – Insurance Thought 
Leadership.com – 2-19-2014 - http://insurancethoughtleadership.com/can-amazon-dominate-    in-
insurance-too/#sthash.mBjBHGyv.dpbs 

 “The Digital Insurer – Accenture Digital Innovation Survey 2014” – Accenture – 2015 
https://www.accenture.com/t20150523T032510__w__/us-en/_acnmedia/Accenture/Conversion-
Assets/Microsites/Documents11/Accenture-Digital-Innovation-Survey-2014.pdf#zoom=50 

 “Walmart Begins Selling Auto Insurance Online” – Amy O’Connor – Insurance Journal – 4-30-2014 
http://www.insurancejournal.com/news/national/2014/04/30/327853.htm 

 “The ‘Switching Economy: Consumers Open to Buying Insurance from Google, Amazon, Verizon –    
Insurance Journal – 2-7-2014 - 
http://www.insurancejournal.com/news/national/2014/02/07/319835.htm 

 “Google Poised to Enter U.S. Auto Insurance Market: Report” – Andrew Simpson – Insurance Journal –  
1-9-2015  http://www.insurancejournal.com/news/national/2015/01/09/353593.htmcostcp 

 “Compare.com Confirms Partnership with Google Insurance Comparison Site” – Amy O’Connor – 
Insurance Journal – 3-10-2015 - 
http://www.insurancejournal.com/news/national/2015/03/10/360013.htm   

 “Broking 2020: Leading from the front in a new era of risk” -2014 – PWC 
       www.pwv.com/insurance 
 “Insurance 2020: The digital prize – Taking customer connection to a new level” – 2014 – PWC 
        www.pwc.com/insurance 
 “Insurance 2020 & beyond: Necessity is the mother of reinvention” – 2015 - PWC 

www.pwc.com/insurance 
 “Insurance 2020: Turning change into opportunity” – 2012 – PWC -  www.pwc.com/insurance 
 “Google Bets on Insurance Startup Oscar Health” Douglas MacMillan, 9-15-15, Wall Street Journal 

http://blogs.wsj.com/digits/2015/09/15/google-bets-on-insurance-startup-oscar-health/ 
 
 

 
 
 
 
 
 
 

http://techcrunch.com/2014/06/21/will-google-enter-the-insurance-industry/
http://www.bcgindia.com/documents/file156453.pdf
http://www.insurancejournal.tv/videos/12131/
http://blog.sapiens.com/3-big-trends-dominating-the-insurance-market/
http://www.fastcompany.com/3036927/fast-feed/ikea-now-sells-insurance
http://www.insurancejournal.com/news/national/2015/04/28/365829.htm
http://www.propertycasualty360.com/2015/02/09/5-ways-agents-can-beat-googles-new-insurance-servi
http://www.propertycasualty360.com/2015/02/09/5-ways-agents-can-beat-googles-new-insurance-servi
http://insurancethoughtleadership.com/can-amazon-dominate-%20%20%20%20in-insurance-too/#sthash.mBjBHGyv.dpbs
http://insurancethoughtleadership.com/can-amazon-dominate-%20%20%20%20in-insurance-too/#sthash.mBjBHGyv.dpbs
https://www.accenture.com/t20150523T032510__w__/us-en/_acnmedia/Accenture/Conversion-Assets/Microsites/Documents11/Accenture-Digital-Innovation-Survey-2014.pdf%23zoom=50
https://www.accenture.com/t20150523T032510__w__/us-en/_acnmedia/Accenture/Conversion-Assets/Microsites/Documents11/Accenture-Digital-Innovation-Survey-2014.pdf%23zoom=50
http://www.insurancejournal.com/news/national/2014/04/30/327853.htm
http://www.insurancejournal.com/news/national/2014/02/07/319835.htm
http://www.insurancejournal.com/news/national/2015/01/09/353593.htmcostcp
http://www.insurancejournal.com/news/national/2015/03/10/360013.htm
http://www.pwv.com/insurance
http://www.pwc.com/insurance
http://www.pwc.com/insurance
http://www.pwc.com/insurance
http://blogs.wsj.com/digits/2015/09/15/google-bets-on-insurance-startup-oscar-health/
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Research Highlights 
“Will Google Enter The Insurance Industry?” – Christoffer O. Hernces – 6-14-2014 – TechCrunch Daily - 
http://techcrunch.com/2014/06/21/will-google-enter-the-insurance-industry/ 

“When it comes to collecting and organizing information, Google is well on its way to establishing its hegemony 
through the registration of 6 billion daily unique searches and indexing of over 50 billion web pages (2013). 
What remains to be seen is how this information is being made universally accessible and at what price. One of 
the industries that has particular advantage of access to the world’s information is insurance. 

So far, Google has managed to capitalize on this information through keyword advertising through AdWords. A 
glance at the keyword advertising data shows that insurance and other financial services are the top spenders, 
with a combined annual spend of $4 billion according to Google AdWords and Wordstream statistics. The 
absolute greatest vertical in Google’s AdWords revenue is auto insurance, where State Farm, Progressive and 
GEICO alone accounted for $110 million in keyword advertising revenue. 

“Insurance @ Digital – 20X By 2020” – BCG (The Boston Consulting Group) – March 2014 – Alpesh Shah and 
Burjor Dadachanji 
“Companies such as GEICO and Progressive, with their direct models with limited physical presence, have 
consistently been more profitable than the overall market and traditional rivals like State Farm. 

 

GEICO is an example of a highly successful direct sales insurance model with 12 million automobile policies in 
force and 18 million vehicles insured.  Their sales come from three different channels:  (1) Online and phone,   
(2) A thin network of local agents, and (3) Existing customers converted to sellers. (A unique and highly 
successful affiliate program where customers earn commissions by bringing in leads.) 

 

http://techcrunch.com/2014/06/21/will-google-enter-the-insurance-industry/
http://www.statisticbrain.com/total-number-of-pages-indexed-by-google
http://www.statisticbrain.com/industries-that-spend-the-most-on-google-advertising/
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In an effort to create awareness amongst young adults, State Farm partnered with YouTube, Coachella Valley 
Music and Arts Festival and other music sites to bring music lovers an exclusive, front row experience that went 
beyond on-site activation, through online live stream.  State Farm brought Coachella 11.8 million views in 3 days 
at an average duration of 49 minutes per user, nearly thrice the results by other brands.  GEICO is another 
example of an Insurance company that uses YouTube very well.  It has over 80,000 subscribers and videos with 
over one million views. Such a large fan following is only possible because of the company’s You-Tube–specific  
content and strategy. The content is designed to be consumed quickly, to catch the eye of the young population 
visiting YouTube.”  
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“What Agents Think About Google Compare” – Podcast 4-22-2015, 
http://www.insurancejournal.tv/videos/12131/ 
 
“The independent agency system is no stranger to competition. But one new competitor in the marketplace has 
some agents and industry experts on watch.  
 
Google Compare — which stepped into the insurance ring in March — is nothing more than another auto 
insurance comparison website that misleads consumers, according to Bill Wilson, director of the Virtual 
University at the Big “I” (Independent Insurance Agents & Brokers of America). 
 
There have been countless comparison auto insurance sites to hit the market during the past 10 years but the 
difference now is in the Google name, he says. And with that name comes financial power.  
Wilson says that because Google Compare isn’t anything new most independent agents aren’t overly concerned. 
What worries Wilson the most is the risk consumers will face buying their auto insurance without the 
professional advice of an agent.  Bill Wilson doesn’t think these comparison sites will effect their business.  
Independent agents are using more regional carriers rather than national companies.  He doesn’t feel you can 
buy insurance online and get what you want.  He doesn’t feel Google, Walmart etc will get in the insurance 
market unless they partner with carriers.   
 
Progressive offers price comparison.  He thinks agents have to educate the public that all insurance policies are 
not the same and that agents can be of most value when the customer has a claim.” 
 
“Could New Insurance Players Disrupt the Market?” – Insurance Journal – 4-28-2015 – Marty Agather 
http://www.insurancejournal.com/news/national/2015/04/28/365829.htm 
“Those with long careers in the insurance industry have seen newer entrants flounder on the shoals of our 
business.  Many well-intentioned outsiders don’t understand the innate complexities of the insurance 
ecosystem – complexities such as the long tail of liability claims, state-by-state regulation, and the technical 
challenges of a data-heavy industry.  Unfortunately, that history may lead some in this industry to 
underestimate the potential challenges posed by the newest entrants: Walmart, Overstock, Google, and others 
sure to follow. 
 
What makes these latest interlopers unique is they aren’t just technologists with a better widget. They are 
marketing and sales organizations looking to crack a new market.  A number of revolutionary changes that 
drive consumer buying behavior and enable fresh approaches to how we underwrite, price, sell and service 
insurance are combining to provide unique opportunity to upstarts. 
 
Taken at face value, the approaches taken by Walmart, Overstock and Google seem very similar. They are using 
their ability to generate visitors, either in the cyber or the physical world, and offering those visitors the option 
of researching and comparing insurance options. However, in looking at the three, Google appears to have the 
highest likelihood of disruptive success – Google has the advantage of being the premier search engine, and has 
a successful insurance operation in the U.K. upon which to build. 

If Google is successful in its efforts to aggregate shoppers and offer price comparisons, market share changes 
will take place as business is written through their channel. Carriers and agencies who participate will see 
market share gains as they write business formerly written by non-participants. Those agencies and carriers 
who don’t participate will see their market share decline. 

The barriers to carrier participation are low. A carrier can choose to either present their rates and write the 
consumer direct, or can work through Coverhound as an agent/broker to do the final bind, issue and service. 
 

http://www.insurancejournal.tv/videos/12131/
http://www.insurancejournal.com/news/national/2015/04/28/365829.htm
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It isn’t clear whether Google will chose to work with additional agencies or not, but if they are going to expand 
the number of agency partnerships, odds are that it will only be with a select few. That means that most 
agencies won’t be able to participate, leading to slow attrition in those lines where Google is having success. 
This may result in agency valuation taking a big hit, as acquirers derive less value on that business. 
 
In the longer term, this shift in market share could lead carriers and agencies to exit those lines where they can’t 
compete. 
 
Major disruptions could take place if Google decides to aggressively change their current model in order to 
revolutionize insurance underwriting, sales and service. To simplify pricing, Google could demand that any 
participating carrier be able to generate a bindable rate based exclusively upon publicly accessible records and 
write policies without an agent. These requirements would quickly divide the industry into those carriers who 
are willing and able to make the required changes, and those who can’t or won’t.   
 
The wild card in the mix is if Google decides to use their access to behavioral data to form an insurance company 
with a new underwriting paradigm. Their strong suit is data. The carrier who can underwrite and price more 
effectively wins every time. 
 
The size of the P&C marketplace and the amount of profit it generates guarantees that this industry will 
continue to see new entrants. As consumer behavior continues to evolve and technology improves, 
opportunities for innovative companies to revolutionize the business will continue to be created.” 
 
“IKEA Gets Into Insurance Business” – Jens Hansegard & Sven Grundberg – Fast Company –  
  10-9-2014 
“IKEA is getting into the insurance business.  The world’s biggest furniture retailer starter selling child and 
pregnancy insurance in Sweden this month and is planning on offering home insurance is Sweden in the very 
near future.  
 
The furniture giant is offering trial insurance policies, branded Omifall, at select stores in Sweden and targeting 
the 2.5 million Swedish members of IKEA’s loyalty club.  But, according to the Wall Street Journal, insurance 
could be made available to the club’s 59 million members worldwide in the future. 
The Wall Street Journal goes on to report that this could point to a generational transition within the company. 
The insurance products are managed by the Ikano Group, which is under IKEA’s corporate umbrella but is owned 
by the sons of 88-year-old IKEA founder Ingvar Kamprad. "This is the first time daddy properly lets the sons’ 
company into IKEA," a person familiar with IKEA’s insurance push said.”  
 
“Can Amazon Dominate in Insurance, Too?” - Sathyanarayanan Sethuraman – Insurance Thought 
Leadership.com – 2-19-2014 
“Amazon has proven leadership as an e-commerce distributor, and there are compelling reasons for insurers 
and Amazon to create a distribution model to match ever-evolving customer demands. 
 
In January 2013, LIMRA reported that 90% of industry executives it had surveyed believe that insurance 
companies will continue to form strategic alliances with “non-traditional organizations” to expand distribution. 
The example cited was MetLife’s trial alliance with 200 Wal-Mart stores. Then Accenture’s “Customer-Driven 
Innovation Survey” found that more than two-thirds of customers would consider purchasing home, auto and 
life insurance from businesses other than insurers—23% were open to purchasing from online service providers 
like Amazon or Google (which acquired auto insurance aggregator BeatThatQuote.com way back in 2011 in the 
UK).  Amazon has proven leadership as an e-commerce distributor, while Google is seen primarily as an 
information organization, so I would like to elaborate exclusively on the compelling reasons for insurers and 
Amazon to create a distribution model to match ever-evolving customer demands.  
 

http://online.wsj.com/articles/ikea-gets-into-insurance-business-1412769415
http://online.wsj.com/articles/ikea-gets-into-insurance-business-1412769415
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Every information source and every analyst report on insurance in the recent past points to changes in 
customer’s preferences. Generation X, Generation Y and Millennials prefer doing business with companies 
that provide: 

 Convenience of on-demand buying and self-service, predominantly through digital channels such as web 
and mobile. 

 Personalizations of product and service delivery, including helping the customer choose the right 
product. 

 Building trust through transparency in pricing, simplified products and clear articulation of benefits. 
 
So, insurers must innovate in personalizing products, providing transparency in the value of products and 
services and demonstrating excellence in on-demand distribution. Innovation must also touch “moments of 
truth” such as claims and policy changes. It is also critical that the distribution lifecycle should be an iterative 
process to consistently review the value of benefits and help customers fine tune the products and services they 
purchase.” 
 
“The Digital Insurer – Accenture Digital Innovation Survey 2014” – Accenture – 2015 
https://www.accenture.com/t20150523T032510__w__/us-en/_acnmedia/Accenture/Conversion-
Assets/Microsites/Documents11/Accenture-Digital-Innovation-Survey-2014.pdf#zoom=50 

 
 
The overwhelming message of the Digital Innovation Survey is that insurers see the need to adopt digital 
technologies.  But how should they balance their priorities, and what is the best way to set about achieving 
them? 

 Build capabilities now to collect data and turn it into actionable insights 

 Adopt a solution based approach to embed themselves in customers’ lives 

 Develop new partnerships 

 Aim for the sweet spot where customer value and business value intersect 

 Create an outcomes based digital business strategy” 
 
“Walmart Begins Selling Auto Insurance Online” – Amy O’Connor – Insurance Journal – 4-30-2014 
http://www.insurancejournal.com/news/national/2014/04/30/327853.htm 
“Daniel Eckert, senior vice president of services for Walmart U.S., says the retailer began looking into areas 
where it could bring its “everyday low prices” and where customers are looking to save money about two and a 
half years ago. The firm said its studies showed that auto insurance was one area where customers expressed 
frustration.   Insurance is one of our consumers’ biggest monthly expenses and many feel they are overpaying 
for the insurance they have and don’t know if they are getting the best coverage and the coverage they need,” 
he says. “We thought we could bring something to life in both of these arenas. 

https://www.accenture.com/t20150523T032510__w__/us-en/_acnmedia/Accenture/Conversion-Assets/Microsites/Documents11/Accenture-Digital-Innovation-Survey-2014.pdf%23zoom=50
https://www.accenture.com/t20150523T032510__w__/us-en/_acnmedia/Accenture/Conversion-Assets/Microsites/Documents11/Accenture-Digital-Innovation-Survey-2014.pdf%23zoom=50
http://www.insurancejournal.com/news/national/2014/04/30/327853.htm
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Prior to this launch, Walmart piloted a single insurance carrier option in stores in Georgia and South Carolina 
and an aggregator model with multiple carriers in Pennsylvania. Walmart also experimented with offering 
Esurance auto insurance discount cards to consumers at kiosks in Illinois.  Eckert and Joshua Kazam, founder of 
AutoInsurance.com, say that both single carrier and aggregator pilots were successful. The annual savings 
reported by customers in Pennsylvania was $1,168 on average.” 
 

“Insurance 2020: The digital prize – Taking customer connection to a new level” – 2014 – PWC 
        www.pwc.com/insurance 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

http://www.insurancejournal.com/news/midwest/2013/03/22/285615.htm
http://www.pwc.com/insurance
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“The competitive threat posed by the technology, mobile and internet giants is their ability to reach customers 
across the market, and then use this to capture, process and interpret data on a vast scale and at huge speed.  It 
is this combination of scale, access to data and high-speed precision analytics that non-life businesses will need 
to match. 
Figure 5 outlines the six key considerations for bringing businesses into line with the digital age and fostering 
customer-centricity and profitable growth.  What this comes down to is a clear sense of how customer behavior 
and desired outcomes are changing, where and how the business can best compete in this new marketplace and 
what capabilities it needs to achieve this.  A lot of companies have put digital innovation at the forefront of this 
strategic shift.  But it is the customer that should be the centerpiece of this rethink, with digital developments 
being the means to the end rather than an end in themselves.” 
 

 
 
 
PWC conducted a survey in May, 2014 (9,281 customers – UK, the US, Canada, Mexico, Brazil, China/Hong Kong. 
France, India, Singapore, Spain, Sweden, South Africa, Germany, Netherlands, Central & Eastern Europe (CEE) 
and Switzerland) about the kind of non-life insurance they hold, their attitudes toward purchasing non-life 
insurance digitally and what would encourage them to buy this way.  Here are some of the findings. 

 “71% of consumers surveyed used some form of digital research before buying insurance (e.g. price 
comparison or social media) 

 26% of consumers surveyed bought their policies online (e.g. web or via a mobile device) 

 68% of consumers surveyed would be willing to download and use an app from their insurance provider 

 67% of consumers surveyed would be willing to have a sensor attached to their car or home, if it could 
result in a reduction in premiums 

 50% of consumers surveyed would be prepared to provide their insurer with additional personal and 
lifestyle information to enable them to seek the best deal for relevant services on their behalf” 
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50% of policies in the UK were bought online. 
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“What insurers know about their customers is still very much geared to an individual product view of risk, 
understanding the individual risk rather than the customer and their needs.  The more developed profiling 
techniques being used by many of the new entrants into the sector are enabling them to more closely tailor 
interactions, products and services to a customer’s exacting needs and deliver a bigger share of wallet. 
 
The challenge posed by ambitious new entrants and joint ventures is exemplified by the newly formed 
partnership between Ping An, a leading Chinese insurer, Tencent, the country’s biggest social media network 
and a leading e-commerce platform. 
 
The joint venture is targeting the younger generation.  It has immediate access to millions of young people, 
taking advantage of their partners’ customer data and strong brand image within this segment. 
 
Eventually, new entrants may begin to reach further into the insurance value chain by taking on client services, 
such as overseeing claims’ management, in much the same way as brokers do today.” 
 

 
 
“As customers become more informed, demanding and prepared to switch, the importance of a being able to 
deliver what they genuinely value rather than more of the same is going to greatly increase. 
 
The front-runners are already developing the focused analysis and organizational collaboration needed to turn 
reams of unconnected data into telling customer insights.  They’re looking beyond the confines of reactive 
insurance cover to higher margin proactive risk advice and prevention.  They’re also looking beyond sensors and 
big data analysis as simply pricing tools, as they seek to develop a new generation of information-based services.  
And so they can sustain their lead, they’re  able to get to market quickly, take on feedback and adapt as 
demands evolve and new insights come to light.  By the time the followers attempt to catch up, the market will 
already have moved on.”       
 

 
 
 
 


