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for technologies that collect, record and transmit �ne-grained 
physical data about what is happening in a particular place and 
time. Although estimates and forecasts vary wildly, we�re at the 
beginning of an IoT revolution: the number of devices that make 
and send data to other devices seems to be doubling every couple 
of years and are estimated to reach something like 30 billion by 
2020.1

The quantity and quality of this information means that the 
business of writing policies has lost some of the asymmetry 
between what�s known about the claims generated by a class 
of risk, and what�s known about the present level of risk of 
each individual member of that class. It is inconceivable for 
such a transformation not to lead to signi�cant changes in how 
companies interact with their clients both before and after a claim 
is made. This includes the possibility of o�ering services that 

One of the general principles of the insurance industry is that large 
amounts of historical data and accumulated experience can be 
used to assess both risks and claims. The peculiar magic of the 
industry is that in most cases, the insurer knows relatively little 
about the individual or company for which they are writing the 
policy. Often there will be nothing more than an underwriting 
questionnaire, but it can still make a decent prediction about 
what will happen to it, because it has a great deal of data about 
what has happened to similar entities in the past, be they; people, 
automobiles, houses or consignments of frozen �sh. And when 
they are noti�ed of a claim, they can pay, or dispute the claim 
based on little more than the noti�cation, a few bits of paperwork 
and, occasionally, a visit by a loss adjuster.

In the past 15 years or so, that picture has been radically altered 
by the arrival of the Internet of Things (IoT): a catch-all title 

INTRODUCTION

1 https://spectrum.ieee.org/tech-talk/telecom/internet/popular-internet-of-things-forecast-of-50-billion-devices-by-2020-is-outdated
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prevent claims arising, as well as the opportunity to assess those 
that do arise based on high quality, objective data. It is also likely 
to disrupt their underlying business models and their internal 
organisations.
 
Our report is based on the knowledge accumulated by our survey, 
the IoT Insurance Observatory and Insurance Nexus� network of 
thought leaders, 23 of whom have given us in-depth interviews 
in which they discussed their organisation�s IoT strategy. 
One of the striking �ndings from these interviews is the scale of 
the task they face and for several reasons: 

FIRSTLY the stakes are extremely high: companies that get 
their IoT strategies right may have the chance to grow their 
market share in leaps and bounds. 

SECONDLY changes in IT can lead to rapid change in other 
industries: the obvious examples are Amazon, Uber, Airbnb 
and Net�ix, to which we can add the rise of �ntech in the 
past few years � and beginnings of an insurtech �revolution�. 
Matteo Carbone, the founder and director of the IoT Insurance 
Observatory, titled his book on the sector �All the Insurance 
Players will be Insurtech� and Ty Sagalow, the founder of New 

INTRODUCTION

York-based Innovation Insurance Group commented at a recent 
Insurance Nexus event in Chicago, that in �ve years nobody will 
talk about insurtech, because everybody would be practising 
some form of it. This whole debate is taking place against the 
clock.

THIRDLY this is largely a journey without maps: the industry�s 
conversations about connected insurance is characterised by 
a great deal of speculation and conjecture, a few generally 
accepted �truths� and little hard data to back any of it up. 
This lack of information is compounded by the wide variety of 
possible �plays� that companies can make, most of which have 
outcomes that are hard to predict with con�dence. 

In this context, the opinions and experiences of our interviewees 
are of interest to anyone looking to get a sense of where the 
market and its individual segments are going in the next �ve to 
10 years. The report looks at how their peers are framing the 
problems and issues thrown up by the IoT, the kinds of solutions 
that they are considering, and the thinking behind those solutions. 
We present this analysis over �ve sections, which together add 
up to one of the most in-depth investigations yet written into the 
future of the insurance industry.
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OUR INDUSTRY LEADERS

He is internationally recognised as an insurance industry 
strategist with a specialisation in innovation. Matteo is an 
author and world-renowned authority on insurtech, ranked 
among top international insurtech in�uencers, and he has 
spoken to audiences in twenty di�erent countries. In 2017 
he published the �rst bestseller dedicated to insurtech: �All 
the Insurance Players will be Insurtech�.

Matteo has advised more than 100 di�erent players in more 
than 10 insurance markets around the world and has wide 
insurance experience which includes setting up industrial and 
commercial plans, growth strategy de�nition. He has given 
support to new initiatives, digital strategy development, 
insurance products innovation, channel strategy and 
commercial model de�nition, start-ups mentorship and 
advice M&A deals. He has worked directly with players 
which account for more than 80% of the international IoT 
insurance.

Before creating the IoT Insurance Observatory and  
co-founding Archimede, he spent 11 years in Bain  
& Company�s Financial Service practice.

A Senior Insurance Executive, Allison has over 20 years 
industry experience, working within Zurich Municipal for 
more than 5 years. 

 She has an in-depth knowledge of the housing sector, 
stretching across a wide range of the risks faced, including 
modern methods of construction and connected homes.  
Her role as a board member of a Surrey based housing 
association means she understands, �rst hand, the 
issues organisations face and her Chartered Management 
Accountant background gives her a keen appreciation of 
�nancials.  She has lead a multi award winning Internet of 
Things project exploring the opportunities within the housing 
and insurance sectors.

MATTEO CARBONE
Founder and Director of the IoT 
Insurance Observatory, Co-founder 
of Archimede Spac, Global Insurtech 
Thought Leader, and Investor

ALLISON WHITTINGTON
Head of Housing at Zurich Municipal Introduction
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OUR INDUSTRY LEADERS

Anton leads Discovery�s digital transformation strategy, 
leveraging his experience in technology management 
consulting and product management.

Anton Fatti is the Chief Digital O�cer for Discovery, leading 
the enterprise-wide digital transformation strategy, 
incorporating disruptive technologies and approaches 
to enhance Discovery�s business model and create new 
competitive di�erentiators. Anton has a background 
in technology, management consulting and product 
management.

Dr. Andreas Braun joined Accenture in October 2017 
as the Managing Director heading up Accenture�s Data 
Powered Enterprise (DPE) capability in Europe. DPE 
supports Accenture�s clients to build and run end to end 
data supply chains to deliver actual business value from 
data and analytics, considering all related aspects, such as 
compliance, data management and quality, protection/ GDPR 
etc. In addition, Andreas also heads up Accenture�s Applied 
AI business in Germany, Austria, Switzerland.

Previously, Dr. Braun worked for Allianz SE, the holding 
company for the Allianz Group. At Allianz, he conceptualized, 
built, and led the group competence center for Global Data  
& Analytics (GD&A) and Advanced Business Analytics (ABA), 
reporting into the group�s COO and Chief Digital O�cer 
respectively. 

ANTON FATTI
Chief Digital O�cer at Discovery Limited

ANDREAS BRAUN
Head of Data & AI,
Accenture Europe/ ASGR
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OUR INDUSTRY LEADERS

Cecilia is Head Smart Homes Solutions at Swiss Re.  During 
the past 15 years, she has been leading innovative growth-
related strategies within the �nancial sector, bringing them 
to market through partnerships with alternative distribution 
channels. In the rise of IoT and data-driven environments, 
Cecilia has been engaging with insurtech and leading 
emerging business opportunities within Swiss Re.
 
Cecilia holds an MA in Financial Marketing from the Toulouse 
University as well as an Executive diploma in Strategic 
Marketing from INSEAD. 

CECILIA SEVILLANO
Head Smart Homes  
Solutions at Swiss Re

Boris Collignon is Vice-president Strategy, Innovation and 
Strategic Partnerships with Desjardins General Insurance 
Group, the Property and Casualty arm of the Mouvement 
Desjardins, the largest Canadian cooperative �nancial group. 
Desjardins General Insurance Group is the 3rd largest P&C   
insurance company in Canada, present across Canada with 
various brands and distribution models (direct and exclusive 
agents).    

Before joining the company, Boris worked as a strategy 
consultant for leading consulting �rms, both in Europe 
and Canada, with a specialization in the �nancial industry 
in Canada. Boris is a Chartered Financial Analyst and 
graduated from HEC School of management in Paris with a 
specialization in Strategy.  

BORIS COLLIGNON
VP Strategy, Innovation and Strategic 
Partnerships at Desjardins General 
Insurance Group
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OUR INDUSTRY LEADERS

Davide is currently in charge of Reale Mutua Assicurazioni 
Auto business, the area where he spent most of his working 
background having begun back in 1998 as a junior motor 
underwriter for Axa Assicurazioni. Davide followed his career 
within auto insurance dealing with all the disruption that 
occurred in the Italian Market, then joined the start-up team 
for Quixa, Italian Axa Assicurazioni�s direct motor company, 
acquiring a new perspective of the trade. 

He then went back to company headquarters in 2011 
to lead the overall motor business, mainly in product 
development, where telematics was heavily involved.  

DAVIDE DEVIETTI GOGGIA
Direction Auto-Planning / Products 
and Scenarios in Auto at Reale Mutua 
Assicurazioni

Dan Campany has been with The Hartford since 2004. Dan 
is responsible for creating and executing The Hartford�s long-
term innovation agenda working with leaders across the 
enterprise to uncover, explore, and launch new technology 
and capabilities to accelerate The Hartford�s strategic 
priorities.

Prior to leading Enterprise Innovation, Dan most recently 
served as Head of Business Development, Strategy and 
Marketing for alternative distribution partnerships in The 
Hartford�s Small Commercial Business segment.  Prior to that 
Dan held various leadership positions in Small Commercial 
Sales and Underwriting.  As well, Dan was the Strategy 
Lead for the invest project that built and launched Hartford�s 
industry-leading agency quoting portal.

Dan holds a bachelor�s degree in Economics and 
Mathematics from Hamilton College.

DAN CAMPANY
AVP Innovation at The Hartford Introduction
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OUR INDUSTRY LEADERS

Franz has a wide range of responsibilities at KBC Bank, 
a subsidiary of KCB Group, the second largest bank and 
insurance company in Belgium. As well overseeing business 
development and actuarial processes, he is in charge of 
customer services and operations. Before taking up those 
responsibilities, he was general manager for strategy and 
support, a role that required him to become familiar with 
the KBC�s strategy for innovation and transformation. Franz 
has gained experience in a number of European markets. A 
graduate of the IESE Business School in Barcelona, he has 
worked for Polish insurance and reinsurance company Warta, 
and Head of Customer Services at the Prague o�ce of KBC.

FRANK FRIPON
General Manager Life & Health  
at KBC Bank & Verzekering

With over 20 years in the insurance sector, he has developed 
diverse experience spanning all distribution verticals 
with roles in sales, product development, distribution 
management, pricing and corporate underwriting.  An 
innovation thought leader, he challenges the status quo to 
drive clarity and perspective for all impacted stakeholders.  
In his current role, he is leading the technology and 
organizational transformation and enablement of long term 
strategic direction at a mutual insurer in Ontario, Canada.

ENRICO MASTRANGELI
Director, Business Innovation and 
Product Owner at The Commonwell 
Mutual Insurance Group
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OUR INDUSTRY LEADERS

As Head of Connected Home and Product Innovation for 
DLG, Jenny is responsible for de�ning and delivering product 
innovation through the Connected Home strategy. With 
almost 20 years� experience of working in the insurance 
industry, most recently in insurance product development 
and trading performance management, Jenny brings an 
unrelenting focus on the customer and how to deliver value 
in a relatively unknown area of opportunity. She has an 
eye on the future, monitoring consumer trends and market 
insights, analysing how these create opportunities for DLG. 

Working across all functions within the organisation and 
externally with technology partners, Jenny is passionate 
about driving the strategic focus on the future of connected 
home technology in insurance.

JENNY TRUEMAN
Head of Connected Homes & Product 
Innovation at Direct Line Group

Jac  is an accomplished Senior Executive and Board 
Member with more than 25 years of success across 
the �nancial services, insurance, and investment 
management industries. Throughout his career, Jac 
has held various leadership positions including Senior 
Manager at PricewaterhouseCoopers LLP, Finance Director 
at Northwestern Mutual, and Senior Vice President and 
Controller of Genworth Financial. 

Jac has had tremendous success over the years serving as 
a key strategist and contributor to numerous organizational 
achievements including developing and implementing 
technology, increasing and driving organizational alignment 
and operational processes that resulted in signi�cantly better 
e�ciency and enhanced internal controls at Northwestern 
Mutual and Genworth Financial. In his current role at Blue 
Cross Blue Shield of Michigan, Jac is spearheading an 
enterprise wide �nance initiative involving cloud technology 
and intelligent automation that will have a major impact on 
the company�s internal and external reporting, forecasting, 
capital planning, and regulatory reporting. 

JAC AMERELL
Corporate Controller  
at Blue Cross Blue Shield of Michigan
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OUR INDUSTRY LEADERS

As the Head of the Client Risk Solutions (CRS) Industry 
Services Group in Europe, Julien�s mission consisted of 
commercially developing and harnessing all of AIG risk 
consulting, risk engineering and analytics capabilities across 
Commercial Lines (Property and Special Risks, Liability and 
Financial Lines) to bring holistic and comprehensive risk 
management solutions to clients to help improving their total 
cost of risk.
 
Julien most recently contributed to AIG�s white paper series 
on the Internet of Things (Evolution or Revolution?) and 
plays an active part in the deployment of risk management 
pilots combining data mining, engineering expertise 
and technological innovation with key Commercial Lines 
customers across the UK and Continental Europe.
 

JULIEN COMBEAU
Industry Services Lead Europe, Client 
Risk Solutions at AIG

Jonathon Valentine is Chief Technology O�cer at ThingCo, a 
new insurtech focussing on developing the next generation 
telematics, to o�er a customer-centric solution, built with a 
telematics focussed FNOL eco system. 
Previously Jonathon was a founding member and Head of 
Innovation at Insurethebox, the UK�s �rst telematics only 
car insurance o�ering. They sold over 800,000 policies, 
and during his time there, was POST magazine�s Rising Star 
as well as winning multiple industry awards for CARBS, the 
world�s �rst telematics fraud detection platform.

JONATHON VALENTINE
Chief Technology O�cer at ThingCo Introduction
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OUR INDUSTRY LEADERS

Michael sits as the CMO of AmTrust Financial Services. 
AmTrust Financial Services is a Fortune 500 global 
insurance corporation o�ering Commercial Property and 
Casualty, Warranty, Specialty Risk and Program Insurance 
products for small- to medium-size businesses. He leads 
his team to maintain and develop company�s web presence 
and oversees all online assets, digital commerce, and tra�c 
generation platforms. His current initiatives include building 
consumer-facing platforms that allow policyholders and 
new customers to interact with AmTrust in a seamless and 
e�cient manner. Michael is working to bridge the start-
up creativity and innovation, at the scale and e�ciency of 
an international corporation. Early in his career, Michael 
acquired Flower.com and began creating what was then a 
revolutionary ecommerce platform.

MICHAEL LEBOR
Chief Marketing O�cer / SVP,  
Strategic Innovation: AmTrust  
Financial Services, Inc.

Leigh is an experienced insurance industry marketer and 
strategist, specialising in future-proo�ng organisations by 
providing strategic and operational frameworks for dynamic 
and sustainable growth. He has worked across life and 
pensions, private healthcare and general insurance, holding 
senior roles in digital strategy, customer segmentation, 
marketing, data analytics, research and proposition 
development. 

Leigh is a frequent speaker at leading business conferences 
on topics including arti�cial intelligence and the role of 
insurance companies in the smart home and has worked 
for several blue chip �nancial service companies. Leigh now 
works as a Senior Consultant for Consumer Intelligence.

LEIGH CALTON
Senior Consultant, Advisory  
at Consumer Intelligence
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OUR INDUSTRY LEADERS

Shaun Wilson joined the American Family Insurance 
business development division in early 2016. He brings 
over 18 years of experience starting and growing businesses 
across a number of industries, including �nance, real 
estate, healthcare, and technology. Shaun has experience 
developing commercial real estate in the multifamily and 
healthcare sectors as well as residential and commercial 
construction. This background, combined with his roles with 
data and technology start ups, positioned him well for the 
role of Business Design Manager, with a focus on building 
connected home business models at American Family 
Insurance. He brings a ton of curiosity and optimism to his 
work as he grapples with how technology and data can help 
create great experiences and a better future for American 
homeowners.

SHAUN WILSON
Business Development Manager  
at American Family Insurance

Nick Ayrdon runs Aviva Futures which looks at the 
development and launch of next generation propositions for 
Aviva�s UK general insurance customers. His team harnesses 
insights from consumer R&D to understand emerging 
demand across mobility, connected technology and services 
to drive changes to existing and new products. 

Nick has held a variety of positions within Aviva, across 
procurement, business change and strategy and previously 
worked for Exxon Mobil having graduated in history from 
Nottingham University.

NICK AYRDON
Head of Aviva Futures at Aviva Introduction
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OUR INDUSTRY LEADERS

Tony joined the Hannover Re Group in July 2012 and is 
currently leading the Partnership Solutions Group, which 
supports carriers� web, mobile and digital strategies. In 
addition to working with carriers, Tony�s team works with 
high-tech distribution companies and insurtech players, 
vetting their technology and helping them gain access to 
insurers. 

In his 25 years in the insurance industry, Tony  has 
worked in product development, pricing, risk management, 
distribution, consulting, and strategic planning. Prior to 
joining Hannover, he served as Chief Actuary for The 
Newport Group and as Chief Product and Innovation O�cer 
for Transamerica�s Clark Consulting business. His additional 
industry experience includes roles such as lead pricing 
actuary for Lincoln Financial Group�s MoneyGuard product 
and Chief Actuary of Lincoln Financial�s Executive Bene�ts 
business. 

Tony graduated from the University of Hartford with a 
degree in applied mathematics. He is a Fellow of the Society 
of Actuaries and a Member of the American Academy of 
Actuaries.

TONY LAUDATO
Vice President of Partnership  
Solutions at Hannover Re,  
and Founder of TDJ Systems LLC

Passionate for Innovation, with a strong Marketing & Sales 
orientation consolidated in many transversal engagements. 
I strongly focused on product and service innovation 
in the Financial Services Sector, identifying market and 
client needs, driving organizational change, developing 
methods and building strong internal and external (cross-
industry) network of relations. My orientation to transform 
businesses through digital and technology is supported by a 
strong IT and Operations background matured as business 
consultant at IBM and leading International projects at 
Cardif. Managing several complex projects, I enhanced soft 
skills to drive people, work with complexity and manage 
cross-organization teams. Now I�m leading a Unit dedicated 
to generate Cross Selling opportunities for the BNP Paribas 
Group in Italy.

SIMONE MACELLONI
Marketing R&D at BNP Paribas Cardif Introduction
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500 RESPONDENTS WORKING IN INSURANCE AND RELATED 
INDUSTRIES

This report was partly based on a survey of 500 people working 
in insurance and related industries. Our respondents deal with 
the issues thrown up by connected insurance daily, and their 
responses give an up-to-date picture of the industry as it enters 
the digital maelstrom that is reshaping one industry after another 
across every sector of the global economy.

ABOUT OUR RESPONDENTS

What type of company do you work for? (all respondents)

Figure 0a

INSURER 40
%

REINSURER 5
BROKER / AGENT 14
DISTRIBUTION / 

AFFILIATEPARTNER 3

TECHNOLOGY PARTNER 30
PRESS / MEDIA 1

ASSOCIATION 2
GOVERNMENT BODY 1

REGULATOR 1
OTHER 13
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NORTH AMERICA, EUROPE AND THE REST OF WORLD

Connected insurance is developing �rst in the markets of Europe, 
North America and North East Asia, with important branches 
in Australasia and South Africa. This is where the value of 
premiums, the breadth of demand, the expectations of customers 

and the availability of technology are aligned, and so it is where 
companies are beginning to compete on the new terrain. This 
was re�ected in the geographical scope of our survey: a third of 
our responses came from people working in the North American 
industry, a third from Europe and a third from the rest of world. 

ABOUT OUR RESPONDENTS

In what region are you personally based? (all respondents)

Figure 0b

NORTH AMERICA

33%
EUROPE

35%

LATIN AMERICA

6%
AFRICA

6%

ASIA-PACIFIC

16%
MIDDLE EAST

3%

CENTRAL ASIA

1%
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ABOUT OUR RESPONDENTS

PERSPECTIVES FROM THE INSIDE AND OUTSIDE OF THE 
CHALLENGES FACED

The largest group surveyed are, naturally, those working in 
insurance and reinsurance, who make up more than 60% of our 
sample; the other main category, almost a third, is accounted for 
by insurers� technology partners, who see the industry from the 
outside. They can measure the gap between what companies 
would like to know about their customers, and what they can 
�nd out given the present state of sensors and networks. The 
technology and systems people are well placed to say what the 
latest software and architecture can do with companies� stock 
of static, archival data and the in�ux of dynamic data they are 
dealing with now, and increasingly, in the future. 

DIVERSE VOICES FROM ACROSS THE ORGANISATIONAL 
STRUCTURE

One of the striking features of digitalisation in general, and 
particularly connected insurance, is that it is a cross-company 
process. In a sense, everyone potentially has something to gain 
and to lose from the transition to new technology, so everybody 
is involved, whether they realise it or not. Although some people 
are expected to make strategic decisions as part of their job 
description, in practice connected initiatives can come from any 
department, and any grade of management. Often it comes from 
enthusiastic advocates who are seized by the possibilities or can 
see advantages that will make their department�s work easier.  
Sales, marketing, claims, underwriting and the actuarial sectors 
are all likely to operate in new ways, and should each have a voice 
in the discussion about the company�s digital/IoT strategy. The  
spread of respondents horizontally (by department) and vertically 
(by management hierarchy) re�ects this fact.

Which field do you work in? (all respondents)

DISTRIBUTION / SALES 14%DIGITAL 15%

CUSTOMER SERVICES 8%CLAIMS 15%

ACTUARIAL / PRICING 9% ANALYTICS / DATA 17%

IT / OPERATIONS 18%INNOVATION 22%

MARKETING 13% SENIOR LEADERSHIP 24%

UNDERWRITING 10%STRATEGY 23%

OTHER 8%FINANCE INVESTMENT 
CAPITAL MANAGEMENT 
TREASURY

5%
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ABOUT OUR RESPONDENTS

INSIGHTS FROM SECTORS AT ALL  
STAGES OF THE INNOVATION JOURNEY

Motor
Another peculiarity of connected insurance and a theme that 
runs through this report, is that lines appear to face diverging 
futures. Vehicles were one of the �rst kinds of insurance risk to be 
controlled using continuously recorded data, and the employment 
of telematics is further advanced here than anywhere else 
(although still a small proportion of the total number of policies 
sold, outside Italy). So, it is not surprising that the largest single 
grouping among our insurance-based respondents were from 
auto. 

Home
The second largest group is made up of people working in the 
homes line. Whereas auto insurance is expected to dwindle as 
the IoT makes cars safer, demand for services in this sector 
is expected to grow as sensors are adopted in the home, and 
insurers work out what that means for their business models. 
Unlike vehicles, where most of the data relates to their velocity, 
location and condition, much of the homes data is vaguer and 
more �sociological�, and therefore harder to turn into actionable 
intelligence. The report looks at how companies are seeking to �t 
the connected home into an adapted business model and a wider 
ecosystem of services.

Health and Life
The health and life groups have been relatively slow to respond 
to IoT, but we expect these lines to be one of the most deeply 
a�ected as the technology, social trends, economic forces and 
demographics all converge. For example, the maintenance of 
wellness is likely to become an ever more important goal, shared 
equally by insurers and the insured, as populations age and the 
cost of healthcare provision increases. It was therefore important 
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for the balance of the survey that we captured the views of both 
groups.

This report brings together our survey data and our in-depth 
interviews to create a 360° picture of the insurance industry as 
it begins its transition from a 20th-century industry that relies on 
analogue systems and manual processes to one that is based on 
digital system, enhanced by automation, AI and machine learning, 
and based on access to a quantity and quality of data that would 
have been unimaginable 20 years ago. Clearly, digital insurance 
is going to create digital insurers, and they may not look much like 
the companies that we have become familiar with over the past 
several hundred years. This report seeks to explain the scale of the 
challenge posed by this transition, and the ways companies can 
adapt themselves to meet it.
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1.1 IOT MEANS MORE DATA, LESS CLAIMS & LESS COSTS

When changes in technology improve productivity, the question 
inevitably arises as to how those gains are going to be shared out 
between an industry�s value chain and its customers. In the case 
of insurance, this boils down to the extent to which access greater 
volumes of better data will translate into a fall in the cost of claims, 
a shrinking of premiums and a reduction on the insurance ��oat� 
(that is, the reserves of customers� money that a company holds). 

Amid the uncertainty over the impact of IoT on insurance, there is 
general agreement that it will lead to a reduction in the number 
and the average size of claims for those players who are able to 
make business sense out of the data they collect from connected 
devices. For example, smarter cars, homes and workplaces are 
going to be safer, so the volume of claims will fall; and the more 

accurate data there is about how an accident, the less likely 
it is that a claim will be in�ated. That said, there is signi�cant 
disagreement over how that fall will a�ect the entire industry, and 
how the experience will di�er depending on the line of insurance 
being o�ered.

1.1.1 IoT data doesn�t lie: quick, objective claims management
One consequence of the spread of IoT-enabled policies is that 
the insurer will often know what has gone wrong before the 
client does, which reduces the possibility of claim in�ation. Cecilia 
Sevillano, Head of Smart Homes Solutions at Swiss Re, gives the 
example of an escape of water or a burglary in a house that has a 
leak detector and sensors that detect intruders. 

A THEORETICAL VIEW OF IOT IN INSURANCE

Cecilia Sevillano: �This opens the possibility of what we call �active 
claims�,� she says. �Often the insurer could act without the clients 
even �ling a claim, because it would know everything in advance. 
We know that the longer it takes people to �le, the higher the 
probability of fraud, because they get time to think about how to 
build it up. When it�s immediate, it�s genuine and spontaneous. 
If I spill some co�ee or wine over the carpet, I�m going to take a 
short �lm or picture, message it to the insurer and get my money 
immediately.�

Sevillano�s point is backed by empirical evidence from BNP 
Paribas Cardif, which launched a home telematics product in the 
Italian market back in 2013, alongside its traditional o�ering. 
Simone Macelloni, Head of Marketing R&D at the company, says 
a comparison of telematics and non-telematics claims shows that 
the former is up to 20% lower. 

What is true of the connected home is even more true of the 
connected car. The modern automobile is something of a best-
case scenario for connected insurance, largely because it is a 
much simpler and more controllable environment than a house, 
and the quality and quantity of its telematics allows a much 
higher-resolution picture of it to be built up. 

Carbone�s data backs up this point. 

Matteo Carbone: �Over the past �ve years or so, I�ve been lucky 
enough to work directly with insurers and telematics service 
providers who together account for more than 80% of the 14 
million telematics based policies (size of the global insurance 
telematics market at the end of 2017). Of course, I�ve seen 
many pitfalls but also extraordinary successes. There are some 
Observatory members that have been able to reinvent their 
claim process to exploit the full potential of telematics data. 
These insurers are sending near real-time data to their claims 

Often the insurer could act without 
the clients even �ling a claim
Cecilia Sevillano, Head Smart Homes Solutions, Swiss Re
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handlers showing precise reconstructions of the crash dynamics 
through telematics enriched with contextual data.�

Among the advantages Carbone has observed are: 

� The increased use of preferred body shops for car repairs
�  Reduced claims settlement time and loss adjustment 

expenses
�  Improved claims evaluation and more accurate �reserving�  

of money to settle them
� The minimisation of in�ated claims and fraud 

Carbone adds that these players are also delivering 
a better experience to their claimants and can o�er 
enhanced support after an accident, including faster 
settlement of claims, partly because they are able to 
have more con�dence that they are accurate. This last 
point was underlined by Insurethebox, a subsidiary 
of insurer Aioi Nissay Dowa Insurance Europe, which 
was founded in 2010 to bring telematics to bear 
on the auto line. This company demonstrated what 
telematics could do in 2016, when it used data 
collected by black boxes to expose a £500,000 
insurance fraud.2

1.1.2 Prevention and change of behaviour
One of the most controversial issues to crop up in our interviews 
was the newfound ability of insurers, to not only continuously 
monitor the risks they are managing, but also in�uence them 
in real time, reducing the likelihood of claims occurring. The 
IoT Insurance Observatory has identi�ed two main ways that 
companies are doing this: one is to intervene in real time if IoT 
data indicates that a client is getting into a risky situation, and the 
second is to adopt a more indirect, educative approach to promote 
safe behaviours. 

Regarding the �rst category, Nick Ayrdon, now Head of Strategy  
& Development at Aviva, puts the case like this: 

Nick Ayrdon: �In the home, IoT is already enabling customers 
to avoid bad things happening to them. Some people call it 
prevention. I see it as empowerment of customers. In the past, 
that�s only been available to big businesses: sprinkler systems and 
CCTV systems for example. IoT is shrinking that down to make it 
a�ordable and mass-market.�

Swiss Re�s Sevillano goes even further. Safety, she 
says, is the �bonding element� in IoT�s emerging 
value propositions. 

Cecilia Sevillano: �We are shifting from a claims-
handling business to a prevention one. And the 
willingness to pay for actually preventing things from 
happening is much stronger than buying insurance 
that just pays out when there�s a claim and maybe 
there will never be a claim.�

Some of our interviewees have given compelling 
examples what can be done in the second category. 

South African insurer Discovery Health developed the seminal 
Vitality health insurance programme, which takes into account 
clients� activity levels, as measured by their �tness tracker. One of 
Discovery�s products actually gives its clients an Apple watch at no 
upfront charge, and then sends them weekly performance targets 
to o�set some or all of their repayment costs. 

The idea is to use the watch to measure the client�s weekly 
�Vitality Active Rewards goals�. If they meet all four of their 
weekly goals in a month, that month�s payment for the watch will 
be refunded in full. Discovery has found that these targets work 
best if they are �personalised and dynamic�, as the company�s 

2 https://www.ft.com/content/a1b082b8-2d80-11e6-a18d-a96ab29e3c95 
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website puts it.  When members miss goals, the weekly goal will 
start to drop, thereby nudging them to get active. And when they 
meet their targets, the bar starts to rise, to maintain the sense of 
challenge and improve �tness even more. 

Another company that has successfully launched a product that 
seeks to in�uence as well as indemnify is Insurethebox. Jonathon 
Valentine, the company�s Head of Innovation, says it is already 
using telematics to make driving safer. 

Jonathon Valentine: �We�ve got real-time monitoring in terms 
of accidents but we�re taking it a step further to driver coaching, 
making sure that you�re aiding that driver in real time, rather than 
waiting several weeks before sending them an email or a text 
message. That�s where this whole new �telematics 2.0� comes 
in, in terms of actually using them not to just price customers but 
actually to change their behaviour.�

1.1.3 Self-selection bias 
The IoT Insurance Observatory keeps a record of case histories 
that show how companies have demonstrated the material 
bene�ts from the self-selection of risk. One clear fact to emerge 
from this is that, at any pricing level, clients attracted by 
IoT policies are those with lower risk pro�les, and the more 
comprehensive the monitoring, the greater is the self-selection 
e�ect. This is, of course, also testament to the extra help that IoT 
gives to marketing departments when it comes to highlighting a 
product�s features and the kind of storytelling that can be woven 
around it. 

Leigh Calton" �The people that are happy to share data with the 
insurer are the good risks anyway.�

So, good drivers will opt for a telematics-based policy that 
monitor how quickly they accelerate and decelerate, how often 
they break the speed limit, as well as the physical dynamics of a 
crash. On the other hand, bad drivers will stick with a traditional, 
�not connected� policy. Similarly, people who  prefer the gym 
to the pub will seek rewards for their healthy behaviours, and 
will opt for life insurance products that takes their resting heart 
rate into account, and people who make a point of checking that 
all their doors and windows are locked before they go to bed, 
have their heating, ventilation and plumbing systems regularly 
serviced, have �re alarms upstairs and down and �t their own leak 
detectors will be happy to share their peace of mind with their 
insurer.

A THEORETICAL VIEW OF IOT IN INSURANCE
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1.1.4 Challenges in acquiring the data
It is perhaps not surprising that the successful stories in reducing 
risk with IoT solutions seem to have occurred with automobiles 
and home. For these lines, insurers can focus their attention on a 
few well de�ned KPIs, which they can plug into actuarial models 
and test against real life. The process of gathering data and using 
it to o�er an enhanced service is clear with the home line. In the 
French market, many insurers are selling professional security 
and safety services to their home insurance clients even though 
the annual fee for the service and cost of renting the devices 
is frequently higher than the annual premium. In 
this way, the French insurance sector has shown that 
several approaches can work, from comprehensive 
bundles of services to more targeted o�erings, and 
have been able to in�uence the home safety and 
security market.

Many insurers in other markets we talked to have 
given home sensors to their sta� as an initial move, 
and others have gone on to set up volunteer pilot 
schemes, although here, as already noted, there is 
a need for control of self-selection e�ects and the 
reliability of preventative actions. Then there is the 
example of Neos, the �rst mover in the UK market; 
its progress is being tracked closely by other companies (partly 
because it operates in English rather than French). Although 
opinions on its signi�cance vary, it has already attracted a 
£5 million investment from Aviva, the UK�s largest insurance 
company.3 

Several interviewees expressed the view that the home line was 
lagging, and that the value proposition was �just a hypothesis�. 
One issue that cropped up in many discussions was the cost and 
reliability of IoT sensors, and the question of �who would pay for 
them�. Then there were doubts about whether the devices were 

able to warn insurers and homeowners about an event before it 
occurred. On top of this, there are lively concerns about the �Big 
Brother e�ect� of allowing an external company to �know how 
often you go to the toilet in the night�, as one interviewee put it.
 
You could take the view that these objections re�ect the relative 
immaturity of the home and property line. After all, the smart 
home industry is itself in its infancy, and is su�ering the usual 
teething troubles with the interoperability of devices and the 

unfamiliarity of buyers with what is being o�ered to them. It 
is also apparent that there is a de�nite appetite for 
smart speakers, the industry is forecast to reach 
annual sales of $12 billion by 20234  We will 
be examining the complex question of insuring a 
connected house in later parts of this report, but here 
we would like to point out some of the issues that 
insurers must take into consideration. 

One point is that companies will have to take their 
place in a smart home ecosystem, rather than 
o�ering an independent, standalone product, so they 
will be relying, to some extent, on other companies to 
keep the promises they make to their customers. 

Shaun Wilson: �If we�re going to deploy devices, customers are 
unlikely to call the device maker if they have a problem with their 
device; instead, they�re going to call American Family Insurance. 
And tech support isn�t something we�ve traditionally done. A huge 
part of smart home technology, for us, is that it just has to work.�

He adds: �Three quarters of what it takes to get a good connected 
home insurance solution deployed is not inside a carrier�s 
wheelhouse, so you have to partner with people. And then you 
must be very mindful of service levels, because you�re trying to 
make a customer safer and happier, so they stay with you longer.�

3 https://neos.co.uk/neos-series-funding-announcement/
4  https://www.prnewswire.com/news-releases/118-billion-global-smart-speaker-market-forecasts-to-2023---issues-related-to-connectivity-range-

compatibility-and-power-300587621.html
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A THEORETICAL VIEW OF IOT IN INSURANCE

Another consideration that insurers must keep in mind when 
deciding what to o�er customers is that it must have �depth�. 
What it should not be, according to Consumer Intelligence�s 
Calton, is a traditional home and contents package with added 
sensors. 

Leigh Calton: �If I�m critical, I think that�s still probably where a lot 
of insurers� heads are at. They kind of think that�s what connected 
home insurance means. Whereas, for me, in my experience 
and in all the research that I�ve done, talking to customers as 
well, it must be something fundamentally di�erent that really 
creates value for their lives. Because if we�re just going to badge 
traditional insurance �connected homes� and send someone a 
sensor, then it�s not really going to work.�

Matteo Carbone: �We�ve already seen many trials in which a 
company has given a basic device for free,� he says. �Well, this 
doesn�t work in the home line, just as �tness riders haven�t 
worked in health contracts: people don�t turn on the device or they 
stop using them after a few weeks. Insurers have to focus on the 
services; the device is only an instrument to make the services 
work better.�
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1.2 REINVENTING THE CUSTOMER RELATIONSHIP

Calton and Carbone�s comments prompt questions as to how an 
insurer might change its o�ering to add value, particularly when 
it comes to home insurance. The balance of opinion among our 
interviewees was that more data is needed before the worth of 
home sensors as a means of preventing claims for water, �re and 
theft can be ascertained � particularly when it is the insurer that 
is paying to have them �tted.

Matteo Carbone: �We need to consolidate experiences with 
di�erent data sources and di�erent processes in di�erent 
geographies to address the insights. We must compare like with 
like if we�re going to be able to quantify the bene�ts. But we have 
been demonstrating that a professional security and safety system 
with 24/7 service is able to deliver value to the homeowner, 
and so we can charge fees for delivering it. This has been 
demonstrated in the French home insurance market.�  

However, insurance is not just about o�ering the most 
comprehensive cover at the keenest price point. As Enrico 
Mastrangeli, Business Innovation Manager at Ontario insurer 
Commonwell Mutual, explains, there are three axes to an insurer�s 
di�erentiation strategy. 

Enrico Mastrangeli: �You typically have your low-cost leader as 
one, then you�ve got your product superiority or niche as another, 
and then the third is customer intimacy. So, when you look at that 
spectrum, it�s quite admirable if you want to be an expert in all 
three, but that�s not realistic � for example, sometimes customer 
intimacy costs a bit more, so that comes into con�ict with being a 
low-cost leader.�

So, what does IoT have to o�er a company that is looking to 
establish the superiority of its o�ering and to become closer to its 
customers in ways that they genuinely value? 

1.2.1 Changing expectations
How many of the additional services that are being made possible 
by the IoT should be provided by an insurance company? If 
so, how does that company make a return on its investment? 
And  a more fundamental question still, does a deepening of the 
relationship with customers imply that an insurance company 
should become something more than a provider of cover on a 
periodic, arm�s length basis? These questions are being debated 
within the insurance community, and it�s fair to say there is a wide 
spectrum of opinions. 

1.2.2 New ways of interacting 
One company that may give a clue as to the industry�s direction 
of travel is Canadian insurer Desjardins, which has launched a 
service called �Alert� that is o�ered to all home policyholders. 
This consists of a single detector from Californian company 
Roost that combines a water, temperature and humidity sensor. 
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Boris Collignon, the Vice President of Strategy & Innovation at 
Desjardins, describes it as a very small device, easy to install, that 
can be attached to the home Wi-Fi network and positioned close 
to a washing machine or toilet. 

Boris Collignon: �if the humidity level is too high, or if there is a 
leak, then you receive an SMS or an Alert on your app. Our own 
perspective is that we�re trying to increase customer engagement 
and at the same time reduce claim expenses in terms of their 
severity and frequency. But currently our major focus is on 
customer engagement, especially with Alert, because we wanted 
to bring peace of mind to our members and clients. We hope 
that Alert will also translate into a reduction in 
claims, but for the time being we do not have the 
data to prove it. But we didn�t want to wait to see if 
these kinds of devices have an impact on the claims 
side before entering. So, �rstly, it�s about client 
engagement and the peace of mind of the customer, 
and then we�ll see if there�s an impact on the claims 
side.�

Not everyone agrees. A spokesperson for the 
sceptics is Andreas Braun, Head of Global Data and 
Analytics at Allianz, who adopts an attitude of icy 
realism to IoT-enabled insurance. 

Andreas Braun: �We started developing connected 
homes, car, and health back in 2014, but until now it�s more 
marketing and data collection than anything else. So far, it 
remains a quite signi�cant investment with little returns. Thinking 
backwards from the customer, two obvious use cases were home 
security (e.g. intrusion and hydrocele detection) and support 
for care-dependent people (such as the elderly). We soon 
identi�ed prevention and mitigation as the upcoming theme in 
insurance, as pure UW doesn�t give you relevant uplift. But we 

found many problems, plus data protection and GDPR became 
an issue. Moreover, we found big competition from major tech 
players (Apple, Amazon, and many others) who are active in the 
connected home. So what we see across the board today is IoT 
being a desolate collection of failed proofs of concept.�

Jac Amerell, Corporate Controller at Blue Cross Blue Shield of 
Michigan, is less categorical than Braun, but makes a similar point. 

Jac Amerell: �It�s nice to have home devices that can monitor 
your elderly parent and tell you when you�re driving too close to 

somebody or turning too fast. That technology is phenomenal, 
but when you try to put it in the context of a larger 
business model with an end-to-end perspective, how 
does it �t in? How do you connect all the pieces? How 
do you drive the greatest value for the enterprise as 
well as for your shareholders from that technology?�

On the other side of the argument are companies that 
believe intuitively that insurance companies ought 
to be able to �nd new ways to o�er customers peace 
of mind and accept Mastrangeli�s argument that this 
can act as a di�erentiator in the market place, build 
customer loyalty and ultimately allow companies to 
create a platform from which to o�er further services 
in the future. 

The champion for this viewpoint is Carbone. 

Matteo Carbone: �The Observatory has done a deep dive into all  
the success stories based on the sensor usages in the insurance 
sector, from auto insurers with millions of devices on the road, 
to the niche players who are scaling up their pilots on workers� 
compensation. I would argue that we�ve discovered things that 
are impossible to understand with a super�cial outside�in 
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perspective. The source of success that is common to all these 
experiences has been the ability to sell services to policyholders. 
A few insurers have been able to put in place a platform strategy 
that is providing them with additional revenues from third parties. 
It is unbelievable, the negotiation power an insurer can have. It 
can obtain services at a fraction of the price customers can, partly 
because suppliers are of course very happy to be introduced to its 
customer base. So, by combining fees paid by the customers and 
partners� contributions, these insurers are o�setting all their IoT 
costs, and in some cases realising positive margins.�

1.2.3 Managing the customer relationship
Carbone�s insights are particularly interesting given the general 
lack of agreement on the best way to install IoT equipment in 
the home. Frank Fripon, the General Manager for Strategy at 
Belgium�s KBC Insurance, gives the �astonishing� example of a 
Dutch company that became so frustrated with its customers� 
unwillingness to buy their own sensors that it decided to spend 
�1 million and provide them with free units, on the understanding 
that it would have access to the data generated. 

Frank Fripon: �What that experience teaches is that, even if a 
customer gets it for free and engages them self to exchange the 
data from the sensors, 50% didn�t activate the package. And the 
Dutch market is an even more digitally driven market today than 
the Belgian market.�

This illustrates the truism that people attach less value to things 
they get for free, but it also poses the question of how sensors will 
be �tted if you can�t give them away. 

Shaun Wilson of American Family Insurance is clear that the 
nameless Dutch company�s approach was wrong in principle. 

Shaun Wilson: �We�ve learned from our pilots that it is not a good 
idea to give these things away. The customer must have some 
skin in the game, otherwise they ascribe much less value to it. 
On the �ipside, they�re not going to pay full retail just because 
you tell them that we can do good things from an insurance and 
protection standpoint.�

Wilson�s solution is to look for discounting deals with device 
makers, and to then pass on some or all that price reduction to 
the customer along with a �compelling o�er� of extra services 
that are enabled by the devices. This is a solution that Fripon 
endorses, partly on the belief that the presence of IoT devices, 
together with a smart hub, will generate demand for services that 
do not exist now, but will emerge as people adjust their lifestyles 
in response to the new technology, as has already happened with, 
for example, smartphones and ride hailing services.  

Simone Macelloni of BNP Paribas Cardif brings an alternative 
viewpoint. As mentioned above, his company�s home telematics 
product is enjoying �rst-mover bene�ts in the Italian market. 
He says BNP has built up a business model that embraces the 
ecosystem idea by teaming up with other companies that want to 
bundle an insurance o�ering with their own products. 

Simone Macelloni: �We have a business model that I think, 
personally, gives us an advantage, because it�s linked and 
integrated in other business models,� he says. �We want to be 
the partner selected by other innovative industries selling our 
products. We are a good partner for companies that want to 
grow their set of services, so their value proposition can include 
insurance.�
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1.3 NEW PRICING MODELS: THE AUTO EXPERIENCE

1.3.1 Individualised policies
The pricing of IoT-based insurance has been like a ghost following 
us through all the interviews. It has been always present but 
di�cult to photograph from a value creation perspective. On the 
one hand, the availability of abundant data about the risk insured 
ought to allow underwriters to calculate a unique price for that 
risk based on objective criteria. But how should they choose the 
criteria? What weight should be given to each factor? And how 
should changes in premium be implemented? 

1.3.2 Risk scores
As usual, the clearest case is presented by the auto line, which has 
the best telematics, the most abundant data, and � in theory � 
the clearest correlations between that data and the risks covered. 
The IoT Insurance Observatory puts the case like this:

Matteo Carbone: �The only mature approach on pricing based on 
IoT is auto. There are six or seven players at global level that have 
been able to obtain a decent new risk model integrating IoT-based 
risk factors on the traditional model. Those more granular risk 
models are better at assessing the risks and are more accurate in 
predicting the losses.�

Davide Devietti Goggia, the head of Turin-based Reale Mutua�s 
automobile division, explains insurers� starting point. 

Davide Devietti Goggia: �By behaviour I mean the usual �ve KPIs: 
acceleration, cornering, braking, the kinds of roads you drive on, 

and when you drive on them. I collect that data on an aggregated 
basis every week, and I can use to discount or to increase your 
premium. You can do it quarterly, weekly, monthly, once a year.�  

There is more to it than that, of course. Michael Lebor, Head of 
Marketing and Innovation at US insurer AmTrust International, 
says insurers face two types of risk: one is based on events and 
the other is based on the claims, by which he means fraud, both in 
the application for a policy and any claim later made on it. 

Michael Lebor: �It used to be, when you wanted to get personal 
auto insurance, you�d call up your carrier and they�d ask you 
a bunch of questions such as, how many miles do you drive 
every day? And you would say �I drive three miles every day�. 
But in fact, you drive 30, through urban areas. So, pricing had 
to be increased as part of the actuarial calculation to account 
for lies and in�ated claims. But data doesn�t lie; phones don�t 
lie. GeoTelematics and all the diagnostics, they don�t lie. So, 
we can price it better because we don�t have to deal with the 
lies anymore. One of the two types of risk have become de-
risked using these IoT devices, and I think that�s going to be 
transformative over the next couple of years.�

1.3.3 Value creation and renewal pricing
The assumption underlying the discussion so far that that there is 
a positive correlation between accuracy in price determination and 
the creation of value, both for insurers, who will have lower costs, 
and for customers, who will have lower premiums.

Matteo Carbone: �This approach hasn�t worked as of today 
because people would like to know the exact premium they will 
pay to insure their car; they don�t want a formula. They don�t 
want a fair price. They want to save money. This has been the 
experience of those insurers who are o�ering a telematics-based 
policy with an up-front discount and a usage-based policy with a 
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Data doesn’t lie
Michael Lebor, Chief Marketing O�cer / SVP, Strategic 
Innovation, AmTrust Financial Services, Inc.
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variable premium depending on how the customer drives. They 
have found that it is the guaranteed up-front discount that attracts 
the business, not the usage-based one. All the players with a 
mileage-based tari� have been able to acquire only the customers 
that almost never uses their car. It may be that a niche approach 
may be more interesting for a start-up looking for an unique 
selling point than for an incumbent.� 

A second way to make those risk models generate some value 
would be for an insurer to assess the telematics data at the 
underwriting stage. This approach means treating a driver�s 
�score� the same way loan companies treat an applicant�s credit 
rating. This may allow a more accurate risk model to be used 
when calculating the quote. This way, the value is created through:

�  Positive selection, because the insurer can attract the best 
risks for each pricing level and send more risky clients to 
competitors with less accurate rating systems

�  �  Premium leakage minimisation, because each policy is 
priced more accurately. This e�ect would be lower than in 
the previous use case, but it allows the client to be o�ered a 
individualised price.

As of today, this approach has remained wishful thinking, owing 
to a number of factors, such as the di�culties of establishing 
the basis of cooperation between insurers and car makers, the 

absence of a market standard, and technical problems in handling 
the data. On the other hand, we can expect these di�culties to 
diminish as the market becomes more mature. 

A more e�ective way to use the new possibilities in compiling the 
risk model may be to adjust the price at renewal. Insurers simply 
proposing a renewal price to each customer based on the data 
collected on the previous year. This is typically a discount for good 
drivers and a promise to not to add surcharge for bad drivers. 

Matteo Carbone: �Compared to a product with only an up-front 
discount, this approach create additional value and increase the 
retention of lower risk clients at any pricing level. The Observatory 
carries out periodic mystery shopping exercises in the various 
markets and it looks as though the sale of the product is more 
relevant to the �rst-year price (which attracts the up-front 
discount) than the promise of potential saving at the renewal. 

�When there is an intermediary � the dominant channels for the 
purchase of auto insurance in many western countries excluding 
UK and The Netherlands � the renewal mechanism is frequently 
not mentioned at all. So, I have a lot of doubts about the ability to 
generate a positive return on investment by any premium discount 
of 20-30% at renewal for lower risk clients in markets where the 
annual churn rate is 15% or lower. Those clients are not going 
away, and you don�t need to shrink your premium so much to 
retain them.�
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1.4 SHARING THE VALUE BETWEEN EVERYONE

If there was one universal principle to emerge from Insurance 
Nexus� interviews, it was that for a business strategy to succeed, 
it has to o�er something to everyone. Ideally, a company�s 
strategies should aim to bene�t the insurer, its partners in other 
industries, the consumer and regulators concerned with the 
wider public good. At the most basic level, a successful marketing 
campaign must convince customers that they stand to bene�t 
by accepting an IoT devices into their home, car or o�ce. This 
point is even clearer if expressed in the negative: if clients develop 
the impression that the sensors are there to give the insurance 
company grounds to disallow a claim, they are unlikely to be 
enthusiastic about �tting them. 

A guiding principle for carriers looking to grasp what this means in 
practice is o�ered by Jenny Trueman, Head of Connected Homes 
and Product Development at Direct Line Group (DLG). The key is to 
look at the question from the customer�s viewpoint, and to look for 
ways to tailor an o�ering to the individual needs of each customer, 
or potential customer. As with Fripon and Wilson, she argues 
that the most likely outcome is a reduction in premiums and a 
growth of services. What DLG has found in the pilot schemes it 
is running is that the focus is going to be on �how can we help 
you to understand more about the way you use your home that 
makes you safer� and any technology installed should be about 
�improving their experience of their homes rather than just giving 
them a di�erent price�.

Some of the speci�c initiatives discussed by our interviewees 
demonstrate this �everybody wins� approach: Discovery 
Healthcare�s Vitality programme cuts the cost of claims, improves 
the health of policyholders and brings multiple bene�ts for the 
wider society by enabling more people to lead productive lives. 
Much the same is true of auto policies that encourage safe driving.
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This point is underlined by data collected by the IoT Insurance 
Observatory, summarised in �gure 1a above. The black bars show 
how much money accrues to the insurance company by such 
things as risk self-selection and the reduction in claim in�ation, 
and the yellow shows the cost of adding incentives. 

Matteo Carbone: �The opportunities to enhance the interaction 
frequency with customers, to compile knowledge about the 
customer base and its risk pro�les, and the positive e�ects on 
society, are all great. But honestly, IoT insurance is all about value 
creation, improving the insurer�s pro�t and loss, and the sharing 
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of this value with the customer to deliver a superior value 
proposition.�

He adds that the Observatory�s experiences across the sector has 
shown that:

�  Successful IoT value propositions bundle insurance with 
services based on IoT data

�  The data needed to deliver services also �naturally� 
improves assessment, management and risk 
transfers, and thereby create value

�  This value can be shared with the client through 
discounts, incentives, enhanced and additional 
service delivery and �cashback� o�ers

This unique competitive advantage for the insurers 
compared with any other service provider, 
according to Carbone, is linked to the amount of 
risk insured. The bigger the di�erence between 
insurance premium and service cost, the higher the 
potential of the insurance IoT solution.

He also underlines the point that this can work in the 
home line. 

Matteo Carbone �If we think about the average cost of 
home insurance in Europe, around �300 a year, it�s clear 
that this is the toughest challenge to European insurance 
strategists. To compete when the annual cost of IoT services is 
at the same level as the insurance premium is di�cult, but it can 
be done, as has been demonstrated by the French smart home 
insurance market. What�s more, there is a terri�c opportunity to go 
further when you have homeowner insurance premiums at more 
than $1,200 as it is in today�s US market. I�m bullish about the 
chances of smart home insurance take o� in the next �ve years in 
the US.�
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A THEORETICAL VIEW OF IOT IN INSURANCE

CASE STUDY: VIVID AND ZURICH MUNICIPAL (PART 1)

Allison Whittington: �One concrete example of how an 
insurance company can improve the lives of its customers 
came from a rather unexpected source,� 

This was Allison Whittington, Head of Housing at Zurich 
Municipal, who has just conducted an experiment in 

partnership with Hampshire housing association VIVID. 

The idea was to �t a range of sensors in the homes of 
volunteers, as well as some �ats that were being refurbished 
prior to being let. This was an example of blue sky research, 
since all parties to the experiment were simply curious as to 
what they would �nd out. 
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Allison Whittington :�We used leak detectors, motion 
detectors, temperature sensors, humidity sensors and 
another one �tted on windows and doors to monitor if they 
open,�

Among the �ndings that emerged from the experiment were 
a number that were early indicators of problems that could 
lead to claims. For example, one type of leak detector showed 
that some �ats had leaks in washing machine connections, 
which might eventually turn into a claim if the structural 
integrity of the building were to be a�ected. The detectors 
also showed up toilets that were continually running water 
into the cistern. 

Allison Whittington: �We�re talking about the poorest in 
society in social housing. So, if they�re on a water meter and 
they�re continually pouring water down the toilet, that�s a 
waste of their money. There is a wider issue that, if a toilet 
is blocked for some reason and the home is vacant for a 
period, then the water can�t drain away and so may �ood a 
bathroom.�

Another �nding had a less direct link to insurance claims but 
had a signi�cant impact on the welfare of tenants and duties 
of housing associations. A combination of temperature and 
humidity sensors showed that some residents were living in 
low-temperature, high-humidity environments. 

Allison Whittington: �That�s perfect for damp and mould 
conditions, which is unpleasant to live in and damages 
the property.� One �at belonged to an elderly lady whose 
heating system wasn�t working properly. VIVID replaced a 
radiator and the double-glazing, rebalanced the radiators, 
and the result was �a warm, damp-free happy home. So 
that elderly lady is now living in much better conditions and 
actually has a lower fuel bill because she�s no longer trying 
to run her heating in a way that doesn�t work.�

A �nal unexpected �nding was that the unoccupied �ats that 
were being refurbished were completed more quickly than 
expected. The reason seems to be that once the contractor 
carrying out the work found out that motion detectors were 
in the property, tradespeople arrived earlier, had shorter 
breaks and left later in the day. This resulted in �ats being 
�nished ahead of schedule which meant they could be let 
sooner than would otherwise have been the case. 

In principle, some of these results could be replicated at 
owner�occupied properties, if residents were willing to share 
their data and at least some of the cost of �tting sensors with 
their insurer-cum-facilities manager. Now, this degree of 
�intimacy�, as Mastrangeli puts it, seems a bit of a leap for 
many homeowners. However social attitudes are as subject 
to change as anything else that encounters IoT, and it may 
be that having one�s domestic systems monitored by a third-
party, will be just another Spotify-like service to be opted into 
using one�s smart speaker or home hub. 
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THE STATE OF PLAY

This is the second of our �ve reports on how the coming of the 
Internet of Things is changing the global insurance industry. 
In this part we look the e�ect telematics is already having 
on the industry�s four main lines, auto, home, health and life 
and commercial, and we include four detailed case studies 
of a pioneering programme in each of these areas. All face a 
fundamental change in their environment, but each seems about 
to follow divergent evolutionary paths. We conducted more than 
20 in-depth interviews, a global survey and detailed case studies 
to �nd out which.
   
2.1 AUTOMOTIVE
The idea of putting devices in vehicles to record what happened 
to them began some 40 years ago with the so-called �spy in the 
cab�: disks of wax that were �tted to commercial vehicles to check 
that long-distance drivers were keeping to the rules on taking rest 
breaks. These analogue devices, which became mandatory for 
certain classes of European vehicles as long ago as 1986, were 
replaced 20 years later by equally mandatory digital data loggers, 
and the age of vehicular telematics had dawned.  

Those primitive beginnings have evolved into a sophisticated suite 
of sensors and chips that detect, record and transmit a vehicle�s 
speed and acceleration, its location in time and space and other 
relevant little details, such as whether a driver is attempting a 
dangerous manoeuvre, such as trying to operate a car and a 
smartphone at the same time. And speaking of smartphones, 
much of the same information is automatically recorded by their 
GPS sensors and accelerometer chip. The data from these sources, 
once cleaned, normalized, and interpreted, can be accessed by 
remote computers. In the future that data may be part of an 
environmental network that includes street furniture such as 
overhead lights, other cars and other phones, and anything else 
that ends up being part of the Internet of Things (IoT). Technology 
is rede�ning everything.   

2.1.1 Survey statistics for auto insurance
The automobile industry is where connected insurance started 
earliest and has made the greatest inroads. Some 78% of motor 
insurers who responded to our survey said they had a connected 
product on the market: 10 percentage points more than life/
health or home, and 28 more than commercial. Only 13% of 
respondents said their company had yet to make its mind up 
about whether to proceed with a project, whereas 31% were at 
the pilot stage, 25% had begun to wire up their customers and 
another 31% were up and running. 
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AUTO INSURANCE
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Introduction

Our industry leaders

About our respondents 

SECTION 1  
A theoretical view of IoT  
in insurance

SECTION 2 
The State of Play

SECTION 3 
Practicalities

SECTION 4 
The Insurance Tech Stack

SECTION 5  
Long-Term Future 
Opportunities

SECTION 6 
Conclusion



Please select headings below to 
navigate around this document

NAVIGATE 

www.insurancenexus.com

THE STATE OF PLAY

That result re�ects an industry consensus that the risks of not 
joining the telematics race are greater than those of taking part, 
particularly given the fact that 13% said their company had 
already achieved market penetration with a connected policy, 
easily the largest �success set� in our sample, and a powerful 
encouragement to their competitors. 

Of those respondents who were able to comment on the absolute 
and relative size of their company�s connected business, 9% said 
it had a revenue stream greater than $500m and 22% said this 
accounted for more than 5% of business (with 5% adding it was 
worth more than 20%). The �nding suggests that the �rst movers 
in auto have been the ones best able to grow their connected 
product, and that telematics have already had an impact on their 
business models. 

These responses give a statistical snapshot of the industry during 
this early stage of its accommodation with IoT. Two further 
questions tried to gauge the industry�s subjective view of the 
overall importance of connected insurance, and the impression 
of individual companies as to their maturity level relative to main 
competitors.  

When it came to whether the IoT had permanently established 
itself, the insurers� reply was �de�nitely maybe�. Some 47% said it 
was here to stay and 46% thought there was still some doubt, only 
7% being without an opinion one way or the other. In some ways, 
this result is surprising, given that insurers in Italy seem to have 
proved the business case in their domestic market (see below). The 
explanation may be the industry�s opinion on whether telematics-
based services will lead to an evolutionary transformation of the 
industry, or whether they are simply going to extend the playing 
area. Interestingly, 55% of those who responded thought that 
telematics would lead only to incremental change, compared with 
38% that believed it would be a game changer. 

That result is even more important based on the answers we 
received to our second question. We probed companies� sense 
of their own maturity with respect to IoT, 61% said they had 
brought a policy or policies to market, out of which 20% said they 
regarded them as being at the front of the pack. This is rather 
more than second placed health/life, where only 53% said they 
were operational, and comfortably above commercial, where only 
43% of those who replied said their company had an IoT product 
in the market. 

This suggests that the more companies in this line become 
acquainted with connected insurance, the more it seems like 
an enhancement of their existing business rather than its 
replacement; for health, by contrast, the opposite conclusion 
emerged from the �gures. 

2.1.2 The customer perspective
Before analysing the future possibilities for auto insurance, we 
should begin by looking at where the market is now, in terms 
of customers� expectations and motivations. The IoT Insurance 
Observatory carried out a survey of 3,500 customers in seven 
national markets to �nd out how they approached the problem of 
buying automobile cover.  
 
Most drivers are accustomed to choosing insurance cover on a 
price basis: 56% of those interviewed said this was the most 
important factor in choosing an insurer, compared with 21% who 
nominated additional services and 5% who were in�uenced by the 
company�s image
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How likely would you be willing to agree to have a black box  
fitted in your car or a driving app on your smartphone that would 
track position and driving behaviours in order to receive services 

and a discount on your auto insurance premium?

NOT AT ALL 
LIKELY

VERY  
LIKELY

The graph above gives a breakdown of the willingness of drivers 
to opt for a telematics-enabled policy in return for a discount on 
the premium and the o�er of additional services. The geographical 
di�erences are striking, with a clear majority of Italian drivers 
likely or very likely to sign up to a policy that allowed their insurer 
to access data from their car � a testament to the e�ectiveness 
of UnipolSai in selling telematics policies to its 10 million auto 
customs over the past eight years or so. However, we should 
note that even in countries where little has been done to prepare 
the market for telematics, as is the case in France and German, 
around a third of drivers are likely or very likely to accept a loss of 
privacy to gain the lower premium and extra services o�ered by 
telematics. 

The result also re�ects the initial degree of familiarity each market 
has with telematics, and indicates that customers� willingness to 
accept the bargain varies according to how well they understand 
what that bargain is. This then forms a virtuous circle, because 
the more data companies can collect from their customers, the 
better they are able to turn that data into improved or additional 
services. The provision of extra services then stimulates a growth 
in policies taken out, and increases the �ow of data. 

When it comes to pay-how-you-drive policies, the survey 
established some reference points for the level of reward 
necessary to incentivise customers. For example, 38% would go 
for a monthly discount, 26% would be content with a no-claims 
cashback deal, 11% would opt for a system whereby their good 
behaviour was tallied up and translated into a discount at renewal.
 
The lesson here seems to be that drivers appreciate immediate 
rewards for good driving but may not wish to feel as if their 
insurer is micro-managing them � the possibility of a small 
reward for going 100km without breaking the speed limit was 
attractive to only 7.5% of the survey. 
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It is, however, a di�erent story with micro-marketing. Companies 
such as Neosurance are pioneering �sachet� policies that cover 
individual events in the life of a vehicle. For example, a customer 
may park their car in an unusual place in the evening, whereupon 
Neosurance sends a text o�ering enhanced coverage for the next 
few hours. This can be ignored or accepted with no more than 
three clicks on the smartphone screen. We can surmise that this 
kind of smart, personalised, situationally aware service will be 
attractive to customers who, because they own a smartphone, are 
coming to expect and appreciate all these things from service 
providers. Time will tell. 

2.1.3 Early adopters: the Italian experience
In 2017, there were more than 7 million 
black boxes �tted to Italian cars as part of 38 
distinct products. The result has been that one 
in �ve policies sold in Italy in the last quarter of 
2017 involved telematics. UnipolSai, the largest 
auto insurer in Italy, has now achieved a 40% 
telematics rate on its portfolio, and it has pushed 
the entire market forwards in a remarkable way. To 
understand how remarkable, one must consider that 
country with the second highest rate of telematics 
penetration is the UK with 3.5% and the third is 
the US market with 1.4%. So, it is to Italy that we 
should look for a preview of how other areas will to 
react to the coming of auto-telematics. 

The �rst result to be noted from this is that it is possible to achieve 
a signi�cant reduction in pay-outs. Research by the Italian 
Association of Insurance Companies (ANIA), carried out in 2014, 
showed that companies� telematics portfolio had a 20% lower risk 
adjusted claim frequency rate than the non-telematics portfolio. 
This is partly because self-selection e�ects improved customers� 
risk pro�les, and partly because insurers were able to o�er other 

services on top of coverage against accident, which allowed a 
new level of customer engagement. What�s more, the service fees 
paid by clients in return for these extra services o�set the discount 
on premiums used to persuade customers to take up telematics 
policies: ANIA�s data suggested that almost 40% of policies 
showed no top-line shrinkage. 

Then there is the ability to introduce �pay how you drive� policies. 
Like many Italian insurers, Reale Mutua Assicurazioni relies on 
bespoke boxes developed by Octo Telematics, which also make 

it possible to o�er theft and recovery, roadside assistance and 
a crash-recording services. The main commercial 
advantage, however, is that it allows the company to 
collect enough raw data to craft �money o� for good 
behaviour� o�erings by rewarding careful driving and 
awarding discounts to those who keep their vehicle 
in good shape by, for example, �tting snow tyres 
in the winter. Davide Devietti Goggia is the Director 
of Auto-Planning Reale Mutua. He points out that 
without the option of o�ering extra services, there is a 
danger that price becomes the main attraction for the 
consumer. 

Davide Devietti: �Experience has taught Italian 
insurers that a pay-per-use telematics o�ering 
overwhelmingly attracts people who don�t use their 
cars much, and like the idea of making large savings 
on their premiums. This raises the prospect of an 

insurer having to fund the high costs involved in moving to an IoT 
solution to sell its policies for less than it would have otherwise.�

Finally, there is an increased ability to analyse accidents, establish 
the truthfulness and accuracy of claims and control the way 
repairs were carried out. Statistics compiled by the IoT Insurance 
Observatory showed a doubling of body shop use, an 11% fall in 

A pay-per-
use telematics 

o�ering 
overwhelmingly 
attracts people 
who don’t use 

their cars much
Davide Devietti,  

Direction Auto-Planning/ 
Products and Scenarios 
in Auto, Reale Mutua 

Assicurazioni
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material damage costs and an 18% lower incidence of injury 
claims. 

As Carbone maintains, the basis of a successful IoT product is 
value sharing, so most of those wins for the insurer are returned 
to the customer in the form of the up-front telematics discount, 
with another slice going to the agents to compensate them for 
the loss of commission caused by that discount. The net result is 
a clear superiority of the telematics product for the insurer and 
their clients, and this in turn o�ers a kind of hidden bonus, in 
that companies that get their telematics o�er right have a higher 
customer retention rate than their competitors.  

2.1.3 The new relationship 
As noted above, the principal motivator to take up a telematics 
policy is that they come with a discount. The evidence from Italian 
studies is that the higher the cost of the vehicle being insured, the 
more willing the customer is to opt for telematics, presumably 
because the percentage discount is higher in absolute terms. 
However, a study by Swiss Re, Unveiling the Full Potential of 
Telematics, found that for policies priced below �400 represented 
almost half of the Italian telematics portfolio for third-party 
liability insurance.5 For these deals, the value of discounts is likely 
to be small (lower than the annual cost of the services), and it 
is the bundle of extra services that provides the incentive to take 
up the deal. The means that the provision of extra services is 
essential rather than optional

However, once the insurer takes on that challenge, it �nds it 
has to manage a new kind of relationship, because rather than 
interacting with the customer only when the time comes to renew, 
or deal with a claim, it is continually �in touch� with them. Clearly, 
the opportunity is there to leverage that closer relationship to 
di�erentiate the company�s o�ering, build brand loyalty, reduce 
the value and frequency of claims, market additional services 

and �upsell� the ones it�s already providing. But how should 
companies go about doing all of this?

Customer surveys in Italy, such as the one mentioned in section 
2.1.2, suggest that the most attractive o�erings are theft 
prevention and detection, car �nding and maintenance reminders. 
Other possibilities that were looked on with favour included fuel 
e�ciency recommendations, help with claim processing, location-
based weather alerts and the automatic payment of parking fees 
and road tolls. 

It is likely that some of these services will become standard 
elements in the telematics policy, particularly those such as car 
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location that do not require much extra e�ort on the part of the 
insurer. 

What is likely to catch the customer�s eye are services that go 
beyond what the telematics do automatically. For example, an 
insurer can commission algorithms that squeeze more value out 
of the data that it has by doing such things as identifying who 
is behind the wheel from their style of driving. Another option 
for companies is to seek to combine speci�c data from an 
individual vehicle with general information about the 
environment. If the insurer knows that a customer�s 
car is parked in an area that is about to be swept by 
the municipal authorities, it could send out an alert to 
inform them of the fact. Then there is the opportunity 
to partner with related companies, such as those 
providing roadside assistance. An insurer that wanted 
to prioritise that aspect of its o�ering might dispatch 
help to a car that has broken down, and handle all 
of the paperwork and logistics that ensue. A client 
in distress who is called by their insurer as soon 
as a breakdown occurs is likely to earn that client�s 
gratitude when the problem is dealt with.   

In the future, as cars become more autonomous, these services 
could be extended to include features based on �mobility as a 
service�, such as car sharing. This aspect is discussed in more 
detail in section 5 of this report. 

2.1.5 Choosing between a mobile solution or a telematics box
Many companies have adopted the smartphone as the provider 
of telematics data. This avoids the hassle and expense of �tting 
a bespoke ��ight recorder� to the car, but it doesn�t allow it to 
reconstruct crash dynamics. It also ignores the vehicle�s integral 
telematics, which are comprehensive and sophisticated, and are 
on a development path of their own. A decision like this, one of 

the �rst that an insurer makes when designing a strategy, can 
have important consequences for how a system is able to develop 
in future.

One obvious issue with an app-based approach is whether 
it can o�er real-time assistance in the event of an accident. 
Smartphones may not be well suited to this role, for the simple 
reason that they may generate false positives when they are 

dropped. 

One of the insurers that has been most convinced of 
the advantages of �tting a �ight recorder rather than 
relying on an app is Insurethebox, a subsidiary of 
Aioi Nissay Dowa Insurance Europe that was founded 
in 2010 speci�cally to exploit the possibilities of 
vehicular telematics. 

Jonathon Valentine, its Head of Innovation, says the 
decision to go down the �tted-box route determined 
much of his company�s o�ering. The key, for him, 
was to ensure the quality and reliability of the data, 

and the company was willing to pay whatever it cost to achieve 
that. 

Jonathon Valentine: �We took the hit and went for the longer 
route, the more expensive route, because we needed to rely on 
that data. So, we �t the box onto the frame of the car so that we 
can guarantee the lack of vibrations and its tamperproof-ness. 
That allows us to provide accurate data to customers; it allows us 
to do accurate scoring. As soon as you can�t guarantee the quality 
of your data, you start to second-guess your data, which means 
you might not use it to a full extent.

Valentine contrasts that with an app-based solution. �I think some 
companies have gone down a route where they �t the cheapest, 
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which is an app. For some approaches, apps might be okay. If 
you want to teach someone about telematics, an app is perfect 
because you�re not really relying on the results.

That reliability is key if you expect to be relying on it in court one 
day. We found that if you want to be a full telematics player, you 
need to have a �tted solution. Because customers lie, they try and 
get out of things. Within a few weeks of Insurethebox going live 
we had people on the internet talking about how they get this box 
out of the car without anyone knowing. So, you need to make it as 
hard as possible to do that.� 

Insurethebox has already demonstrated Valentine�s contention 
in a landmark legal case. This involved two motorists, one of 
whom claimed after he was rear-ended by an Insurethebox 
policyholder on a quiet country road in South Yorkshire in March 
2013. The drivers denied knowing each other, but telematics 
data showed that the policyholder had visited the other claimant�s 
home on more than 50 occasions. The case went to court in 
October 2015, and the claimant was ordered to pay Insurethebox 
£14,400 in costs. 

Other claims disallowed since include a man whose car was in 
London when he claimed for an accident in Bristol, and a case in 
Dartford that showed a car circling the same two roundabouts 
several times before the brakes were slammed on, causing 
another rear-end collision. This claimant in this case was the 
director of an accident management company.

Insurethebox is so con�dent of the e�cacy of its telematics that 
it claims to be about to detect the �vast majority� of fraudulent 
activity � a highly important fact for honest motorists, who pay 
around £50 a year to cover the cost of cheats, according to the 
Association of British Insurers.6

Insurethebox went live in June 2010, and is the UK�s largest 
telematics (or black box) insurer. Its brands include Insurethebox 
and drive like a girl, and it also administers the Tesco Bank Box 
telematics o�ering.

The Japanese insurer ANDIE (Aioi Nissay Dowa Insurance Europe) 
acquired a majority stake in Insurethebox  in March 2015. 
Together they are taking a leading role in the development of 
technologies that will change the face of motor insurance and the 
way we view the car.

2.1.6 OEM telematics
Another approach to vehicle telematics that avoids the app vs 
box dilemma is to use the systems that are �tted as standard on 
all new cars. The hope is that, sooner or later, insurers will not 
need to add another set of telematics to cars that already have 
hundreds of embedded and connected sensors as standard and 
can obtain the customer�s aggregated and certi�ed driving score 
at the instance of policy quotation. This scenario would solve 
many strategic problems with telematics, because the driving 
score would already be known up front by the insurer. The data 
management problem would also be simpli�ed, because the 
insurers would receive a composite score that could be easily 
stored and would follow the driver in the manner of a credit 
reference.

One particularly convinced partisan of this approach is Andreas 
Braun, Head of Global Data and Analytics at Allianz. He argues 
that insurers should not even think about installing telematics. 

Andreas Braun: �Car manufacturers build that into their car 
systems, into their car platforms. As it�s in the car, it is much 
closer to the problem. You don�t need to share the data at huge 
cost with an insurer, the car just avoids an accident�.
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The issue for insurers is that they could �nd themselves 
�disintermediated� by the car makers, who have large �nancial 
services arms to handle purchase loans, and now have direct 
access to data relevant to insurance pricing. BMW, says Braun, has 
been �tting sophisticated telematics systems since 2007 and it 
therefore has a data reservoir the size of Lake Garda. Now it sells 
insurance through Allianz, but clearly there is a possibility that it 
will at some point seek to monetise its data. 

Currently there is little visible sign that car companies really want 
to become insurers � an experiment by the Ford Company back in 
2000 did not go well � but rumours say some OEMs are thinking 
about it. However, insurers and manufacturers are both interested 
in the data, and it may be in both their interests to use it as the 
basis for collaboration rather than competition. Theoretically, 
car makers could make their real-time telematics, and their 
data lakes, available to insurers in return for fees. Yet few of the 
partnerships between OEMs and insurers trailed in the past few 
years have got as far as the market, and the few that have do not 
seem to have acquired much traction.   

2.1.7 Conclusion
So, the technology is out there, and the customers are probably 
happy to go where it is leading, with a little explanation and 

persuasion. So, what does this mean for auto insurers? 
On the one hand, it should be possible to build up a picture of a 
person through hard data in a way that would be more di�cult, 
and more intrusive, in other contexts. On the other, insurers �nd 
themselves somewhat behind the curve, both in terms of their 
own capability for collecting and processing data, and in the 
strategic know-how needed to design an approach to create value 
through this data. 

One problem is the range of potential objectives. Careful drivers 
don�t want to pay higher premiums because of �all the lunatics� 
they share the road, and the risk pool, with. And insurers want to 
o�er more transparent pricing. But they would also like to reduce 
the likelihood of accidents, prevent fraud, engage with their drivers 
and sell more services by broadening their range of products or 
adding value to those they already o�er. 

In the next case study, we look at some of the choices, and the 
strategies, that are available to companies. We start with the best 
practices on the most mature market, Italy and afterwards focus 
on some of the recent innovations around the globe that provide 
the perspectives of players which are exploring di�erent ways to 
make telematics come of age.
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CASE STUDY: DESJARDINS’ AJUSTO PROGRAMME

North American insurance companies began using GPS data 
in their actuarial calculations about 10 years ago, when 
the General Motors Assurance Company o�ered discounts 
to drivers based on how many miles they covered. Over 
the years, many auto insurers have followed suit, and 
usage-based insurance (UBI) is now a normal part of many 

company�s risk assessment systems � but it still represents 
a tiny fraction of the insurance book of businesses in Canada 
and US. 

Quebecois �nancial services group Desjardins has been one 
of the �rst companies to fashion a product around telematics, 
rather than simply using data to enrich its existing policies. 
This was Ajusto, launched in May 2013. As the name 
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