
Dutch Insurance Outlook 2019
A two way look at the insurance industry



Dutch Insurance Outlook 2019 – A two way look at the insurance industry

3

Dutch Insurance Outlook 2019 – A two way look at the insurance industry

2

Table of contents

Outside-in

Foreword 05

Introduction 07

AI and voice can give insurers new business  09 
models and new market opportunities 

The one who gets closest to the client wins 16

Imagine, develop, run 25

Bringing outside-in and inside-out together 30

Acknowledgements

Inside Out
Jan Boerboom,  Acting head of Insurance & Pensions Supervision 
Division and head of Market Integrity and Enforcement Division, AFM
Willem van Duin, CEO Achmea
Wim Hekstra, CEO Aegon wholesale
Sjoerd Laarberg, CEO Allianz Nederland
David Knibbe, CEO NN Nederland
Ron van Oijen, CEO Vivat
Richard Weurding, Managing Director Dutch Association of Insurers

Outside In
Nils Beers, Director StartupDelta
Dirk de Bruijn, Founder Swapfiets
Russell Corbould-Warren, Head of Insurance EMEA Uber
Erik van Engelen, former Director Consumers Eneco
Ruud Kleynen, Founder Hi There
Christian van Leeuwen, CTO FRISS
Sabine VanderLinden, CEO Startupbootcamp 

Furthermore, we would like to thank Arjan Gras, GRAS communicatie, 
Hassan Bettani, Jurjen Boog, Sanne van den Brink, Marco Dobbelmann, 
Philippe Dony, Siebe Groenveld, Robert van der Heijden, Remon 
Houweling,  Franklin Heijnen, Ronald Meijers, Intissar Ouari, Michiel 
Peters and Hendrik Pries for their contribution in producing this report.

Contributors

Hans Honig
Partner
FSI Leader Deloitte NL

Agnes Muskens
Partner 
Consulting - Strategy & Operations

Pieter Hofman
Partner
Consulting - Technology

Robert Collignon
Director
Consulting - Monitor Deloitte 

Daan Witteveen
Partner
EMEA Technology Sector Leader

Adgild Hop
Partner
Retail Lead Deloitte NL

Arjen Beers
Director
Consulting - Strategy & Operations

Maarten Oonk
Senior Manager
Center for the Edge

Jelske Adema
Senior Consultant
Risk Advisory

Kimberly Ernest
Consultant 
Risk Advisory

We would like to thank the following 
thought leaders in the field for their 
valuable input during the interviews.



Dutch Insurance Outlook 2019 – A two way look at the insurance industryDutch Insurance Outlook 2019 – A two way look at the insurance industry

54

Many insurers have developed a strong client focus, 
as their strategies show. But how does it effectuate? 
Are insurers capable of being attractive and relevant 
to clients? What does it take to lead them to insurers’ 
websites and invite them to their ‘customer journeys’?

One thing is for sure: insurers will not be able to do 
this on their own. They have to develop platforms 
and ecosystems where they work together with an 
increasing number of partners. There is probably a 
lot insurers may learn from the ‘technology firms’. 
These firms have embraced modern technology and 
translated it into powerful propositions and concepts. 
 
This Insurance Outlook tries to derive lessons from 
looking at the Techs’ experience, asking the (not 
imaginary) question what they would do or change if 
they would enter the insurance market. This ‘outside-in’ 
view, combined with our outlook from the current state 
of the insurance market (‘inside-out’) and reflected 
upon by insurers and supervisors, leads to an insightful 
synthesis and a different perspective, that I think is an 
interesting read to you.

I would like to thank all contributors, industry leaders, 
supervisors and technology representatives that were 
interviewed and, by sharing their vision, gave us the 
inspiration for this Outlook.

Foreword
It is with much pleasure that I present to you 
a new edition of Deloitte’s Dutch Insurance 
Outlook. Although the Dutch insurance market 
is regaining strength, trust and confidence, 
there are still numerous challenges. A non-life 
market that has to be more and more inventive 
as a result of increasing self-insurance and loss 
prevention opportunities and a life and pensions 
savings market that has not yet become very 
attractive to the clients, define the current 
landscape.
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“Insurance companies 
should invest in 
technological capabilities, 
to start building new 
products and services 
from scratch.”

Many sectors have changed drastically in recent 
years. Airbnb took the hotel industry by surprise, 
Uber did the same to the taxi world, Spotify 
turned the music industry upside down, Netflix 
conquered the TV market and Amazon continues 
to build its cross-sectoral empire. 
What can the insurance sector learn from the 
experiences in other sectors? How does one view 
the insurance world from the outside, and is it 
indeed as impregnable a fortress as insurers 
often think? How strong is their position at the 
international level?

Insurers have not been able to rest on their laurels for 
a moment since the financial crisis of 2008. They had 
to put their solvency in order, carry out a large number 
of reorganisations, comply with tighter legislation and 
regulations, respond adequately to a shrinking market 
and regain customer confidence, while keeping up with 
technological innovation at the same time.
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Technology is still high on the agenda of Dutch 
insurers. Experiments are being conducted 
with new forms of data analytics and artificial 
intelligence, for example to assess mortgage 
applications or detect fraud. Steps are also 
being taken to do more about prevention and 
other related services. But however necessary 
this renewal may be, says Matthijs Aler, COO 
of Ohpen, it’s low-hanging fruit. “Everything is 
undergoing change at the front of the company. 
There are apps, it’s easier to submit claims, 
there are new possibilities for interaction with 
customer service. But at the back, in calculating 
premiums or policy administration, I see little 
innovation. When it comes to the products 
themselves, insurers are left reasonably 
undisturbed, and at the moment there’s little 
external threat.”

Calm before the storm?
And that’s precisely what could change in the short 
term, expects Nils Beers from StartupDelta. He sees 
that large tech firms have initiated developments which 
are changing the world. “The Netherlands is lagging 
behind, certainly compared to China and the US. We’re 
missing the boat when it comes to some of the most 
fundamental technologies that are on their way.”

Ruud Kleynen, founder of Hi There, also believes that 
the mindset should change. “Inside-out thinking is 
stuck. You need outside-in thinking to stay relevant. 
First of all companies need to realise that they’re 
there for their customers. You have to know them 
and serve them out-of-the-box. Many organisations 
in the Netherlands have difficulty in changing. In this 
world you need a willingness to change. Otherwise 
you become redundant, and others will produce the 
solutions that you haven’t seen coming.”

AI and voice can give 
insurers new business 
models and new market 
opportunities

?

Adjust Bob’s playlist
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of the product sought can therefore distinguish 
themselves far less, and the owner of the platform 
gains a far larger voice. This is how Amazon, which is 
also a supplier, can achieve an enormous market share 
in every product category with its own products. That 
could also happen with insurance.

Cloud, data, data analytics and AI
Most developments in recent years can be traced 
back to data-related innovations and improvements. 
The growth in computing power and the advent of 
the cloud have made it more effective to analyse data 
and speed-up processes. Ruud Kleynen is clear about 
this: “Without the cloud, SaaS Hi There would not 
have existed.” He believes it’s essential to simplify the 
complex matter of insurance and thus bring it closer to 
customers and intermediaries. Data processing and a 
simple presentation of the results can help.

Data processing offers countless possibilities. It’s 
not only insurers who have invested heavily in this in 
recent years. Developments in other sectors, such as 
the energy sector, have also been rapid, says Erik van 
Engelen, former Director Consumers of Eneco. “You can 
do a lot with data, as long as you achieve added value 
for your customers. For example, if you can show the 
ideal charging times for an electric car, or demonstrate 
to customers other ways they can save money, they will 
want to share their data with you.”

Payment platforms and voice
According to some of our interlocutors, payment 
platforms and Voice Interface Technology (voice) in 
particular will have an impact on our daily lives, and 
therefore also on the insurance world in the years 
ahead. 
In Europe, voice is now mostly associated with the 
virtual assistants which the various tech giants have 
devised for their smartphones. In the US, Amazon has 
conquered a significant share of the market with Alexa, 
a cloud-based voice service available on millions of 
Amazon-owned and third-party devices.

Voice
Tens of millions of Americans use the Echo or 
Home Assistant to search for music, ask questions, 
shop online, make calls, fill in their diaries, make 
appointments and operate all kinds of smart home 
devices that can communicate with this voice platform.
Voice is a growth market because consumer demand 
for voice control increases as more devices can 
handle it and the underlying technology works more 
effectively. Companies marketing devices that can work 
with voice platforms are thus seeing their market share 
grow considerably. Voice is expected to offer many new 
possibilities in the future.

This will change the way users search for information 
and products. Anyone looking for insurance in the 
Netherlands can consult a range of comparison apps or 
websites, all of which produce their own suggestions. 
Voice takes over the function of all these apps. The user 
asks a device a question, and that device selects the 
choice that’s best for the user. The different providers 

WeChat, a fully-fledged ecosystem
In China, Tencent has linked the WePay payment 
platform to the popular WeChat app, which now 
allows almost a billion Chinese to pay by mobile 
phone, book cinema tickets, order taxis, rent 
bicycles, have meals delivered, reserve tables in 
restaurants and more.

What distinguishes WeChat from the mobile 
services we know in the Netherlands is that it’s 
a fully-fledged ecosystem. The Dutch have to 
install a range of apps to be able to perform 
various actions, and these apps generally don’t 
work together. WeChat integrates a great many 
different functionalities under one roof. What 
started out as a chat app has grown to become a 
social medium with extensive payment options, 
where millions of companies also offer their 
services. WeChat is a chat app, browser and 
digital wallet in one, and is the central hub for a 
tight community of users. In essence, WeChat 
allows users to do anything they want to do on 
the Internet. So WeChat has become the portal to 
a world of services that are indispensable in the 
daily lives of Chinese people in the big cities.

The European market 
is less protected than it 
seems. Any party with 
sufficient capital could 
create its own market.

We’re missing the boat 

when it comes to some 

of the most fundamental 

technologies that are on 

their way.
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Emergence of a new business model
Payment platforms are shifting the relationship 
between financial services providers and consumers. 
They pull all the services involving a financial 
transaction from a banking environment, reducing 
them to an app that allows the user to arrange 
everything on demand. This dilutes the contact 
between the consumer and the financial services 
provider, which effectively disappears behind the 
front of the app. Amazon is developing a mobile bank, 
complete with its own deposit account, credit cards 
and business loans. The company has also entered into 
partnerships with various American banks to expand 
its financial services further. Earnings models of such 
platforms are usually no longer based on the margin 
from the sale of one product or product category, but 
often operate on the basis of a fixed subscription rate 
(subscription-based), advertising income (freemium) 
or the total earnings per customer (Customer Lifetime 
Value).

Dominant payment apps and voice are still small or 
absent in the Netherlands. But that doesn’t mean it 
will stay that way, warns Nils Beers: “My friends always 
chuckle when I talk to my Amazon Echo. It’s a bit like 
the way we regarded the mobile phone in 1998. But 
ignoring such a development is dangerous. At the 
very least, you need to consider what this means for 
insurers. We are not building new business models, 
even though in America they already have platforms 
containing fifty thousand apps. An entire industry is 
being developed there. By the time the big boys from 
Silicon Valley start here, they will have been sharpening 
their revenue model for five years.”

Big Tech as an insurer?
The fact that tech companies could make the 
switch to the insurance world is not as far-fetched 
as it might seem. Anyone who can offer a good 
customer experience, including fast delivery, service, 
and accessible communication, has an edge. Tech 
companies are ideally equipped to deliver this. The 
traditional barriers to new entrants can also be 
circumvented. Even a company like Uber, which is 
absolutely not an insurer, provides a link between 
insurance companies and its drivers.

Success leads to unique new ecosystems
In the words of Head of Insurance EMEA Russell 
Corbould-Warren, these days Uber is no longer a 
tech company for ride-sharing and taxi services, but 
a mobility platform. “We’ve forged partnerships with 
Lime, with bus companies in Egypt and Latin America 
and with train companies, so customers are able to 
order their train tickets as well as their Uber at the 
end of their train journey. We’ve also developed Uber 
e-services, and rental programmes partnering with 
rental companies, for short-term rentals which are 
pre-registered with local authorities and on the Uber 
system. It’s all about creating new opportunities for 
transporting people and goods from A to B, using 
whatever mobility solutions are available to make that 
journey complete. ”Thanks to these many connections, 
Uber has become the centre of its own ecosystem and 
used that unique insight to partner with insurers and 
provide Accident insurance protection for 500k Drivers 
and Couriers who use the Uber App in EMEA. And this 
doesn’t even start to address the opportunities with 
commercial car insurance.
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Creating new markets
Nils Beers points out that the European market is less 
protected than it seems. “Any party with sufficient 
capital could create its own market. The main difference 
between European organisations on the one hand and 
Chinese and American ones on the other, is that the 
latter are willing to spend a lot of money to buy market 
share. Often they also have a very large war chest 
with which to gain actual access. There are thresholds, 
but they’re much lower than most people think.” New 
parties also often operate with a scalable business 
model, where connecting a new country adds relatively 
little extra cost. Although the Netherlands is relatively 
small compared to other European nations, it’s an 
ideal country to test propositions. After all, internet 
penetration is high, the Netherlands is logistically 
compact, and from a cultural-technical point of view, 
the Dutch are usually open to innovation and change.

Payment platforms, and 

voice in particular, will 

open up new markets.
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From products to services
With its positioning as an insurer, Big Tech is in line 
with a broader, global trend: the shift from products 
to services. Younger generations in particular attach 
more value to the experience of a product or service 
than to its possession. This explains not just the 
emergence of shared cars in cities. Both B2B and 
consumer markets are responding to this development. 
Some car manufacturers make their models available 
for a fixed amount per month, to customers who can 
thus drive a car when they need it. Another example 
is where customers access their word-processing and 
spreadsheet programs online. They used to buy a 
licence to own the software, but now the software is on 
servers that may sit on the other side of the world, and 
customers buy the right to work with it. They don’t have 
to install or update anything anymore, but pay for the 
best possible service.

Insurers lose ground
This development is also relevant for insurers. In the 
current situation, anyone who buys a product will 
receive a warranty at most, but is responsible for the 
use and insurance of his purchase. The risks therefore 
lie with the user. In the new situation, the customer 
purchases a service and the final responsibility for the 
risks lies with the supplier of that service.

These risks can be placed with an insurer. But if the 
supplier is a large party that provides the same service 
to a large number of customers, it is easier for that 
supplier to hedge away the associated risks. He may no 
longer even have to take out insurance, because he can 
spread the costs of the risks over that large number of 

customers. Leasing companies no longer always have car 
insurance. They have so many vehicles on the road that it’s 
worthwhile to set up a damage repair shop and carry out 
repairs themselves.

Apple has something similar. If you buy an iPhone you can 
take out AppleCare+, an insurance policy that also entitles 
you to repairs, replacement and help with software 
problems. But whether Apple transfers the risks to an 
insurer or takes care of them from its own resources is 
irrelevant to the consumer. For him, Apple is the party 
he is dealing with, and as long as the service is good, the 
consumer doesn’t care how Apple arranges it.

Insurance as part of a total package of services will grow 
in volume. So embedded insurance is right at the top of 
the insurance trends according to Sabine VanderLinden, 
CEO of Startupbootcamp Insurtech. “The basis is a shift 
from reaction to prevention. It requires the insurers to 
show their added value in the system. On the other hand, 
the importance of reinsurers grows, as excess risks still 
need to be (re)insured and this is the expertise of the 
reinsurers.”

If the business models that arise from the 
technological developments make one thing clear, 
it’s that the party that can use that technology 
to get closest to the customer has an enormous 
advantage. In that respect, companies like 
Amazon or Google are ideally equipped to storm 
the insurance market. Not only do they have 
millions of loyal customers, about whom they 
also collect a lot of accurate information, but they 
also have the knowledge and expertise needed to 
make maximum use of that customer data.

This means that Big Tech could also act as an 
intermediary for a selected number of insurance 
companies in each market where these companies 
operate. This would give those insurance companies an 
opportunity to defend or expand their market position, 
but at a high price. The consumer would only have 
contact with the administrator of the platform, while 
the insurer would remain virtually invisible. Building a 
long-term customer relationship would be a challenge 
and the insurer would come in a similar position as 
customer packaged goods (CPG) manufacturers in a 
retail environment.

The one who gets closest 
to the client wins

Younger generations in 

particular attach more 

value to the experience

of a product or service 

than to its possession.

Insurers do have a lot of 
information about their 
customers, but in fact 
they know very little 
about them.
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One market that has 
already had to deal with 
the prevailing disruptive 
developments in the recent 
past is retail. Several retail 
chains have had to face the 
growing share of internet 
sales, and the market 
share of independent retail 
has dropped to minimum 
levels. Empty shopping 
streets have been the 
result, but the market is 
reinventing itself. 

Commerce
The market has gone through 
a transition from focusing on 
transactions to focusing on 
outcome. A good example is the 
Dollar Shave Club responding 
to the idea that razor blades 
are too expensive, having 
developed a new concept in 
response: a one-stop-shop for 
bathroom products, where 
customers can take out a 
subscription.

Engagement
Both the suppliers of Consumer 
Packaged Goods and retailers 
compete for the loyalty of their 
customers. In recent years the 
focus has shifted from loyalty 
programmes and cutting-edge 
marketing to ‘brand as oil’, with 
brands and labels receiving 
more attention. Remarkably 
enough, in recent years web 
shops have been trying to get 
closer to their customers by 
opening their own physical 
stores.

CHOOSE YOUR SUBSCRIPTIONRetail

Channels
E-commerce has turned the 
market completely upside 
down. But where many 
Dutch companies invest in 
improvements to their own 
websites and webshops, the 
forerunners are already taking 
the next steps. Much is invested 
in inline concepts (to ensure 
that the customer always feels 
the same with the brand or 
concept), voice and ubiquitous 
computing (so that exactly 
the right offer is presented, 
always and everywhere). 
These investments could 
potentially herald the next retail 
revolutions.

Fulfilment
The provision of services 
has changed considerably in 
recent years. Delivery services 
delivering within a few hours 
(including on Sundays), and 
collection points, ensure a 
better match with customers’ 
needs. But given the low 
margins, these services are 
also an additional burden for 
retailers, which creates more 
complexity. 

e-insure

Insure me

e-insure

Insure me

e-insure

Insure me

bestbuy

this

 
side

 
up

Home

delivery

In the retail market the 
race for the customer 
has also erupted with full 
intensity. Concepts such as 
‘from product to service’, 
digitisation and loyalty are 
central and the market is 
constantly changing.
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Improving customer satisfaction
Maintaining satisfied customers is an important 
motivation for the business being conducted. For many 
companies the Net Promoter Score (NPS) is important 
for managing the company. Erik van Engelen indicates 
that insurers need to work even more towards NPS. 
“At Eneco, the challenger brand Oxxio had an NPS of 
about -30 in 2015. Further research showed that the 
sales channels were wrong, that the wrong customers 
came in, that the costs were high and that the NPS was 
extremely low. A change in approach towards an app-
only proposition yielded Oxxio cost savings, and the 
NPS went to almost positive in 2017.”

Strengthening customer contact
Strengthening customer relationships is a spearhead 
for insurers. Insurers do have a lot of information about 
their customers, but in fact they know very little about 
them. The contact between customers and insurers is 
limited. Few people can recall off the top of their heads 
where they have placed their building insurance, travel 
insurance and car insurance. Often customers only 
hear something from their insurer when they receive 
the annual policy. People are more likely to have a 
payment relationship with their insurer than a customer 
one.

Technology can help to intensify the relationship with 
customers. For example, with a central access portal 
where the total situation can be viewed in a harmonised 
way. Sending a photo of a dental invoice and claiming 
for it via an app is a basic step to make things easier for 
the customer. But one could also look further. There’s 
still a lot of credit to be gained in health and wealth 

management. Consumers and insurers, for example, 
have a common interest in having as little contact as 
possible with healthcare institutions. This creates an 
opportunity to raise awareness about smoking, alcohol 
consumption and obesity in a way that gets across to 
the customer. Not through an impersonal mass mailing, 
but by making the customer more aware of certain 
risks. This gives the policyholder the feeling that the 
insurer knows him, and knows that he has children, 
or which dentist he’s registered with. Then insurers, 
possibly with partners, can provide tailor-made 
programmes.

Consumers are also often unsure whether they are 
building up enough capital for later and will be able 
to support their (grand)children sufficiently when 
necessary. Financial advice is considered expensive and 
complex. Enabling a complete and transparent picture 
of the customer’s assets is a good first step. But energy 
suppliers like Eneco go a step further. Customers can 
compare their energy consumption against that of 
other households in the neighbourhood. If it turns out 
that they consume considerably more energy than their 
neighbours, this actually gives them an extra incentive 
to consider better insulation.

Technology to fill up the protection gap
Offers can be individualised thanks to a higher level 
of knowledge of customers and their needs. As 
Sabine VanderLinden notes, this offers important 
opportunities for insurers. “The protection gap is still 
an important problem.” According to VanderLinden, 
uninsurability is a major topic in countries where 
many people are uninsured. Africa can have insurance 

penetration rates of below 1%. “There’s a whole world 
to win by knowing your customer and being able to 
offer innovative solutions.”

A good example is Wakanow. This Nigerian travel 
company introduced a new payment model making 
use of a pre-paid card with a reward system attached 
to it. Those with less capital can pay for their journey 
with this card, and thus have access to the product. 
This system makes it possible for Wakanow to ensure 
fast payments and thereby to avoid the large bank 
guarantees they previously had to rely on, and whose 
costs they had to pass on to customers.

Cost reduction
Knowing the customers not only yields customer-
friendliness and better propositions, but also improved 
opportunities for detecting fraud. Over the past year 
Dutch insurers have saved over 101 million euros by 
detecting fraudsters. The Dutch Association of Insurers 
believes this is far from covering all cases. Christian 

van Leeuwen, CTO of FRISS, agrees. The power of AI is 
used increasingly to detect fraud on the FRISS platform. 
“There’s still more to be achieved in the area of fraud 
within the possibilities of data availability. This does 
require the right skillset that has to come from a scarce 
market, and continuous monitoring.”

All in all, insurers are also well advised to tackle fraud 
preventively. It is all about growing healthy portfolios. If 
high risks do not enter the portfolio, this saves insurers 
from having to pay-out fraudulent claims later on. 
Principles like cash for crash are disappearing. On the 
one hand, a top service is now provided to solve the 
problem, and on the other, the insurer avoids having to 
spend money while it’s difficult to determine whether 
this is indeed used to actually solve the customer’s 
problem. The result of using automated fraud solutions 
is an customer satisfaction; genuine claims get paid-out 
faster and policy applications can be accepted in a 
straight-through process.

Usage-based insurance
Insurers who develop tailor-made programmes can 
thus take an innovative direction. In South Africa, for 
example, Vodafone developed a form of usage-based 
insurance that allows consumers to insure their phones 
for one specific event. For example, if you go to a 
festival, where the chance of something happening 
to your phone is greater than usual, you can take out 

The customer-friendliness of Ping An
Anyone who has insured their car with Ping An 
in China and is involved in a collision will receive 
very customer-friendly assistance. With an app, 
the customer can send a photo of the damage, 
which an AI system then compares directly 
against a database of millions of photos. The 
AI then makes an estimate of the damage, and 
may even have paid the amount before the car is 
towed away.

The idea that insurance 
is static is losing ground.
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insurance for that one day. The insurance then starts to 
look more like an on-demand consumer product. The 
idea that insurance is static is losing ground. Insurance 
companies should invest in technological capabilities, to 
start building new products and services from scratch.

Swapfiets proves that modern platforms can also make 
use of old-fashioned marketing techniques. With this 
new subscription service for bicycles, subscribers are 
always guaranteed a working bicycle for a fixed monthly 
fee. But acquiring new subscribers is by no means 
revolutionary: 70% of new subscribers are actually friends 
or family members of existing subscribers. Apparently 
the experience is so satisfying that people recommend 
Swapfiets to people in their immediate surroundings. 
Swapfiets’ high NPS (+63) is testimony to its success.

No more intermediaries?
In the insurance world, the movement to find the 
customer directly can be at the expense of the 
traditional intermediary, especially if customer contacts 
are increasingly automated without this affecting the 
direct relationship with the insurer. “In every sector, 
you see that the winning parties are the ones who can 
exclude intermediaries,” says Nils Beers. “I understand 
that there are insurance companies that put extra 
effort into their intermediaries. But then it’s as though 
you are ignoring all the economic trends because you 
think they won’t happen in your business.” Still, focusing 
on intermediaries can be an effective strategy, as long 
as personal, human contact remains necessary. But if 
the trends outlined here are spreading to the insurance 
world, it may be time to review that strategy.

Swapfiets: a Spotify subscription for 
transport
The idea that a flawless product experience 
is more important than owning an item has 
also penetrated the world of cycle transport. 
Swapfiets (‘fiets’ is the Dutch word for
bicycle) now operates in the Netherlands, 
Belgium, Denmark and Germany, supplying a 
working bicycle to customers for a low, fixed 
monthly fee. If the bicycle breaks, it’s repaired or 
replaced with a new one within a day. This gives 
subscribers the security of a working bicycle, 
without having to worry about additional costs 
or maintenance. The concept of the subscription 
bike has caught on. Since its inception in 2014, 
Swapfiets has grown into a company with 600 
employees and a turnover of over 4 million 
euros; in 2017 it already had 20,000 customers 
and is now approaching 100,000. The fact that 
the Swapfiets-bikes are recognisable in the 
streetscape by a blue front tyre has certainly 
contributed to this. Dirk de Bruijn, founder of 
Swapfiets, explained the concept: “You should 
see us more as a service company. Customers 
pay a subscription to be sure they can be mobile, 
and we take care of the maintenance. Swapfiets 
is the only bike you can always count on.”
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Which business models could Dutch insurers 
develop to be prepared for the future? Along with 
developing better customer communication and 
new products, insurers can of course build their 
own platforms.

Ecosystems as a possible answer
Insurers are stronger when they work together in 
new ecosystems. The sector itself recognises this. 
By forming teams with partners, they can expand 
their markets and increase their effectiveness. A 
disadvantage is that they will have to accept that they 
won’t necessarily be the most powerful parties in 
these ecosystems. They may have to limit themselves 
to taking care of part of the offering. Erik van Engelen 
recognises the difficulty in this cooperation. “Only a 
limited number of companies have really achieved 
something successfully from a collaboration. The 
(perceived) inequality and many instances of backing 
out often offer too many obstacles.”

Imagine, develop, run

It’s not a brand new 
skillset, it’s about 
evolving and applying 
the existing concepts
to new types of dynamic 
risks.

Blockchain facilitating ecosystems
Although blockchain is currently, according to 
Gartner (2018) at the top of the hype curve, 
the insurance industry globally has already 
developed several applications. The technology, 
has the potential to connect several entities while 
at the same time allowing for a trusted record 
to be used. It is therefore ideally positioned to 
facilitate ecosystems. Insurance consortia such 
as RiskBlock and B3i are quickly developing user 
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applications for the front end, administration and 
back-end of the insurance value chain. 

Whether blockchain will be a game-changer for 
the insurance industry remains to be seen. The 
technology however has a clear tipping point 
after which it is difficult to catch on. As such it 
could provide for a competitive advantage to early 
adopters.

Some recent blockchain use cases:

Blockchain in Claim management: Fizzy
In 2017 AXA launched Fizzy, a 100% automated 
platform for parametric insurance against delayed 
flights. On the basis of a smart contract, Fizzy offers 
direct, automatic compensation to policyholders 
whose flights are delayed. If your plane is more than 
two hours late, fizzy will reimburse you immediately. 
If via the global air traffic databases it is observed 
that a flight is more than 2 hours delayed, Fizzy 
automatically (via the smart contract) pays out the 
claim. There is no longer a need to report the claim.

Blockchain in Bancassurance distribution: China Life
A key challenge in banks and insurers teaming up 
to sell insurance products is the usage of the banks 
customer database and the trust of the bank to 
receive the commissions on the insurance sold. As a 
result, the traditional way to set-up a Bancassurance 
distribution is in the form of a Joint Venture; risk and 
profits are legally split between the bank and the 

insurer. China Life has taken a different approach. 
Life insurance products are made available to banks 
via a blockchain platform. By participating on the 
China Life blockchain platform banks are able to sell 
the China Life propositions and receive commissions 
when an insurance policy is sold based on a smart 
contract automation. On the basis of this platform 
vast amounts of paperwork and clerical processes 
have been eliminated. It also allows China Life to 
introduce new products at a faster pace. 

Blockchain facilitating KYC and ALM: Japanese Banks
In Japan the 3 mega-banks have decided to build the 
KYC process together on the basis of a blockchain 
platform. The customer can be identified by any 
of the 3 banks and the information will be stored 
safely on the blockchain platform. The platform 
facilitates the other banks to increase their efficiency 
(they don’t need to conduct the KYC process if the 
consumer is already validated via the blockchain 
platform) but also satisfies the regulator who is 
able to validate the process and the data on a real 
time basis. After the blockchain platform has been 
brought live (expected in 2019) other regional banks 
will also participate on the platform. When being 
in operation, this platform also has a potential to 
function as a key source of reference for many other 
industries.

Key player
In many large ecosystems, one party is the key player 
and other parties join in. In doing so, they surrender 
part of their independence to the manager of the 
platform. Instead of value creators, they have become 
value catchers.
That doesn’t have to be a problem, but it’s good if 
all parties involved realise that this is how it works. 
These new ecosystems offer huge opportunities for 
creating value. Insurers can participate in this, but the 
question of what’s left in the barrel for them is often still 
unanswered.

According to Corbould-Warren of Uber, there are 
sufficient opportunities for insurers who are prepared 
to join the platform model. “All insurers know the 
industry is going to have a major emphasis on a 
platform model. But very few have the capabilities to 
launch a platform-based approach. The majority have 
too much legacy, historic pricing models and rigidity of 
thinking to properly expand into that space. It may take 
a while to understand the right model to implement, 
but ultimately the risk concepts, the pricing models, the 
skills and expertise are the same. It’s not a brand new 
skillset, it’s about evolving and applying the existing 
concepts to new types of dynamic risks.”

Corbould-Warren recommends that insurers who prefer 
to build their own platform should make sure that their 
services have a strong basis on which to build: “The 
baseline for insurers is that they have a strong solvency 
position, the trust of their customers, and stability. They 
shouldn’t shy away from investing in that. If your baseline 
is in order, you can add services on top of that.”

Privacy or technology?
In Europe, Dutch insurers are leading the way 
when it comes to digitisation. But the insurance 
sector does run into specific problems here. “If 
there’s one sector that could use technology 
to tailor the best product for the customer, it’s 
the insurance market,” says Matthijs Aler of 
Ohpen. “The problem is the privacy-technology 
paradox. As an insurer, you can do a lot, but 
you’re not allowed to do very much. With a car, 
travel or life policy, an insurer is actually able to 
find out more about the applicant, but privacy 
rules prevent this. That means some people pay 
lower premiums than they should, and some pay 
higher. That’s a pity. If an insurer could also make 
use of data in the public domain, in combination 
with smart intake interviews with the customer, 
the service could be improved considerably and 
could translate into better premiums.”
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Searching for a new strategy
Platforms don’t necessarily have to mean that insurers 
give up their sovereignty. Collaboration is also possible 
on a more equal basis. It helps if insurers are aware of 
their distinctive character. Many of them look mainly 
at the other players in the Netherlands, and they don’t 
differ that much from each other. But compared to 
the rest of the world, the Netherlands has a fantastic 
and unique system when it comes to insurance. It’s a 
wonderful export product, which could very well be 
exported digitally. New business models don’t even 
need to be invented for this.

International orientation
Scale is certainly an important factor. A company with 
a 20 per cent market share in the Netherlands is an 
important player, but that counts for nothing at the 
international level. Companies that don’t want to end up 
like Hyves, which occupied a dominant position in the 
Netherlands but simply couldn’t compete against the 
force of Facebook and was swept away in no time at all, 
would do well to orientate themselves internationally.

Continue to innovate
Insurers should therefore continue with initiatives to 
innovate, experiment and improve processes. Scaling 
up initiatives is often still a struggle for many insurers, 
but it is important that small-scale initiatives that 
are successful receive the full support of the parent 
company. Then serious investments must also be 
made, under the supervision of the board. A company 
should not shy away from takeovers and joint ventures.
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What should an insurer 
with a clean sheet and 
all the power of a large 
tech firm do to become 
successful?

In this Insurance Outlook we have taken an 
inside-out view, where we have looked at 
the developments of the insurance industry 
from an insiders’ perspective. Additionally, we 
collected an outside-in view, where experts 
and entrepreneurs from outside the insurance 
industry reflect upon insurance.

One of the main goals for this Outlook was to 
see what we can learn from the world outside 
the insurance industry. Our exploration followed 
three main themes (with their main conclusions):

1.  The effectiveness, potential and 
disruptiveness of technology 
The power of technology and making this central 
in the company’s DNA is a likely key to success and 
digitisation is a must for a sustainable future. Data 
and Data science form a link between technology 
and the customers.

2.  Customer relation enhancement opportunities 
The challenge is to get close to the customers. 
Technology in turn empowers the opportunities, 
but the mindset should also really comply with this. 
Services with or related to the core product become 
increasingly important.

3.  Possibilities of working together in 
partnerships on platforms or in ecosystems 
Partnerships are inevitable. This is especially 
true on the service side. On the other hand, the 
tech-driven rise of platforms gives a new range of 
possibilities. An innovative mindset is needed in the 
creative domain combined with a good handover to 
the scale-up situation in the existing organisation.

Insurance Outlook 

Bringing inside-out and 
outside-in together

We identified that Big Tech companies normally possess 
multiple elements of these three needs. They are by 
nature technology-driven companies, have significant 
notice of their customers and work in or create 
ecosystems with third parties. Incumbents need to take 
some steps to shift to an obsessive-compulsive focus 
on the customer. We therefore bring outside-in and 
inside-out together by asking the following question:
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Use artificial intelligence for almost everything, from 
pricing to claims handling to customer contact to 
compliance: there are many steps in the insurance 
value chain to which artificial intelligence can be 
applied. Large tech firms have the data scientists 
and programmers required to build AI applications. 
Just to mention a few examples, the insurer can 
build overarching underwriting models using AI that 
produce or use predictive analytics to identify potential 
customers and new markets for their marketing 
department. Also image recognition and fraud 
analytics can be used to detect fraud or decrease 
claims handling time and natural language processing 
can be used to analyse customer interactions and 
flag interactions that may lead to angry customers or 
compliance violations.

Investigate blockchain: although being at the top of 
the hype curve according to Gartner, blockchain does 
offer the prospect of becoming a standard technology 
embedded in the business processes. Use cases that 
show the potential are now being developed and early 
adopters might gain a competitive advantage.

Use the technology of voice assistants: while 
the insurance industry is still working on getting its 
digitisation and processes in order, the technology of 
voice (assistants) is gaining attention. In our outside-
in view, voice was mentioned as a potential game 
changer in coming years. If it enters into the rooms 
of households and companies, it brings a new way 
of communication a new sales channel and need for 
different business models.

Legacy as a burden
Through their long history and with all the associated 
legacy issues, the incumbents do not normally have a 
tech heart in place. However, the importance of tech 
is increasingly present in the industry. The industry 
has mainly been focussing on the front-end to the 
customer. But the service surrounding the product 
(like the website, the app, the communication, claims 
handling etc.) can still be very much improved.

Tech as an enabler
Leaving these burdens behind, the insurer could learn and 
replicate from other industry trends and experiences.

Think tech: tech is the enabler for companies at the 
start of the 21st century. In our outside-in interviews, 
we frequently received an appeal for more tech people 
in executive boards. Understanding the needs and 
possibilities is an important requirement.

Use tech: digitisation of the company brings 
opportunities that were not existent. Cloud, robotics, 
automation at the front and back end are required to 
connect the whole value chain of the insurer. This has 
brought the most successful companies of current 
times to where they are now. In addition, this helps the 
insurer manage new concepts like usage-based and 
embedded insurance.

Entice customers to share their data: depending 
on the sales channel, insurers find it hard to retrieve 
all important data from their customers. In addition, 
the technology and siloed processing of data in the 
organisation do not motivate the insurer to collect an 
abundance of data. Other industries have found data 
to be the key to connecting with their customers. They 
entice customers to share their data in exchange for 
relevant services and lower premiums. For example, 
it is often in both the interest of the customer and the 
insurer that the customer adopts a healthier lifestyle. 
A large tech insurer would find innovative ways to 
stimulate the customer to do exactly that, with lower 
premiums in combination with e.g. discounts at gyms 
or badges that can be shared on social networks – so-
called ‘nudging’ of the customer. 

1. Technology at the heart
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Focus on top quality service and fast claims handling: 
insurers are increasingly looking to deal with claims 
faster and more conveniently. Using the large amount 
of available customer data and the AI expertise present 
in the firm, claims can be risk-rated and dealt with 
largely automatically and fast. Similarly, preventive and 
customer management services (anticipation of under 
or over-insurance) need a tech core to mature further 
and be of the best help to customers. The duty of care 
of the insurer can be boosted and Net Promoter Scores 
increased.

Make insurance accessible: in line with the customer 
centric mindset, the tech insurer has the possibilities 
to make insurance accessible and even fun by creating 
new customer journeys. Visualisation is a great tool in 
this respect.

Capture best-value-to-risk customers: some say that 
the ‘principle of solidarity’ and the sharing of risks is a 
fundamental tenet of insurance. But the customer is 
not always interested in solidarity. The lowest possible 
price to insure a future adverse financial event (i.e. 
a large future cash outflow) is still the number one 
incentive in buying insurance. Using tech, the insurer 
would deploy the available data provided by customers 
and its data analytics skills to implement dynamic 
underwriting to offer customers the best possible 
product and price and diminish inadequately priced 
risks. Of course, this appears most applicable to private 
lines customers. However, new skills and technologies 
will help tailor insurance for SME and commercial lines 
customers, also for a good price and under better 
conditions. 

Pass me the secret sauce, please
Amazon is often mentioned as a leading Big Tech. “The 
secret sauce of Amazon, the number one thing that 
has made us successful by far, is obsessive-compulsive 
focus on the customer as opposed to obsession over 
the competitor,” Jeff Bezos, CEO of Amazon, said at 
the Economic Club of Washington meeting on 13 
September 2018.

“And I talk so often to other CEOs. And I can tell that 
even though they are talking about customers, they 
are really focusing on competitors,” Bezos continued. 
“And it’s a huge advantage to any company if you can 
stay focused on your customer instead of on your 
competitor.”

Cuddle up to the customer
Adopt a customer centric mindset: insurers are 
increasingly focused on becoming customer centric and 
have turned this into a core element of their strategies. 
They are defining new skills and hiring people from 
other customer-focused industries (like retail), to 
engrain this mindset in the organisation and to get 
some more of Amazon’s ‘secret sauce’: an obsessive-
compulsive focus on the customer.

Maintain control over the interaction with the 
customer: to offer customers the best possible 
customer experience and to be able to adjust that 
experience in an agile way, a large tech firm would 
assert full control over the interaction with the 
customer. After all, this is the strength of the tech firm 
and not something they would want to outsource to 
an agent. Chatbots and voice platforms will become 
a more central part of customer interaction and 
need to be developed and connected to the dynamic 
underwriting environment.

2. Insurer in the 
customers’ heart
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Find opportunities in platforms: a traditional firm 
develops products and then markets these products. 
A large tech firm starts off with one product or service 
and then adds new service offerings, new consumers 
and new partners to their ecosystem. Many large 
tech firms already have an expansive ecosystem, so 
insurance will be a welcome addition to this. Amazon 
is already selling smart home devices, such as smoke 
alarms, cameras and electronic locks. Combining these 
products with home insurance is a logical next step.

Possibility to offer customers a big selection of 
insurance providers: Amazon’s online web store offers 
both products from Amazon itself and from third party 
vendors. The same model may be chosen for insurance, 
where insurance products from multiple insurers are 
provided. Insurers that have their processes set up to 
integrate swiftly into the platform have an advantage.

Connecting with (re)insurers: due to globalisation in 
a more and more connected world, large firms have 
enough capital to bear some or all of the risk (become 
self-insured). Yet they might want to focus on their 
strength and are not interested in bearing the risk. It is 
therefore very possible that those firms will enter into 
partnerships with either reinsurance companies or with 
incumbent insurance companies, who will be given the 
role of risk-bearer at the back end.

From dominance and always in control…
Traditionally we see that insurers work together with 
partners, whether these are body shops (auto repair 
shop), intermediaries or other service providers. 
However, the rise of technological globalisation as 
embodied by platforms brings new opportunities. 
Outside insurance, we see tech (small and big) 
gathering around platform-based solutions in 
ecosystems. An important reason is found in the 
innovative and creative vigour and value that other 
parties might bring.

…to a win-win system
Improve services and build ecosystems: the insurer 
has in depth knowledge of the products it sells, but 
many adjacent services do not belong to the core of 
their business. This is something that they can develop 
or acquire if this is in the interest of their own strategy. 
Nevertheless, in many other situations, it would be in 
the best interest to partner with service providers that 
help service the customers. Customers require more 
attention and new technology makes it possible to give 
that attention to them through the above-mentioned 
platforms and ecosystems.

3. Working together and 
innovation through the 
veins
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The autonomy enjoyed by employees also ensures that 
innovation is part of the company’s mindset. Employees 
actively think of good ideas to streamline the customer 
experience or the back office operations and these 
ideas find their way to the right department within the 
company.

Improve regulatory capabilities: regulatory 
compliance is a key element in the insurance industry. 
To comply with complex regulations, insurers are 
expected to hire more specialists and make more use 
of technology (so called RegTech). 

Think international: globalisation and tech make 
distances smaller. Working in the cloud creates 
easier international opportunities. Ecosystems and 
partnerships also tend not to be locally positioned. 

International thinking with a tech heart also gives rise 
to the opportunity of filling up the protection gap. This 
is in line with the discussion in The Netherlands on 
uninsurable groups that is part of the inside-out part 
of this Outlook, where we see certain groups in society 
having difficulties getting insured. Eventually, those who 
are under or uninsured could be insured using the right 
technologies and analysis of data.

History as a strength
Unlike legacy being seen as a burden, the long history 
has also brought insurers the knowledge and knowhow 
of the business, products, market and competition. 
And of their customers. Although for the latter we 
once again refer to changing customer behaviour and 
needs. Insurers should exploit the fact that they are the 
frontrunners in these matters.

The opportunities for incumbent insurers
Get the required new skills in-house: from the world 
outside insurance, we learned that new skills (e.g. on 
data, IT, IoT and AI) are a key to success. 

Use the agile methodology, stimulate innovation 
throughout the company: in many large tech firms, 
development teams enjoy a high degree of autonomy. 
And even this wasn’t mandated by management but 
grew organically over time. They are already aware 
of how the handover between start-up and scale up 
concepts in the company work. Generally, ‘agile’ works 
well in companies that have worked that way from 
the beginning, like Amazon. Companies that want to 
transition to an agile way of working regularly have 
a hard time creating the handover between value 
creation and capturing the created value.

4. Levy your own 
knowledge
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Insurance companies may 
sometimes feel threatened by the 
large tech firms, but there is a lot 
they can do. By building on their 
traditional strengths, adding some 
of the new thinking that big (and 
small) techs bring, they all have 
the opportunity to stay relevant 
to their customers. Because the 
response differs very much per 
insurer and per product type, it is 
not possible to give a one-size-fits-
all list of actions that incumbent 
insurers should execute, in 
response to the arrival of Big Tech 
on the insurance market.

However, there are some generic 
takeaways from the above:

Do not assume the insurance sector is safe from 
disruption: don’t join the list of companies that 
thought they were safe from disruption, and then 
found they weren’t.

Determine who is your customer: especially in 
the Netherlands, where many insurers reach 
the customer through agents, it is important to 
determine who exactly is the customer to be able 
to focus on the needs of that customer.

Ask yourself – do you have an obsessive-
compulsive focus on the customer: insurance 
companies are not known for their customer 
centricity. Let’s change that.

Determine which skills or technology you want 
to invest in: a large insurance company can feel 
like an oil tanker – very hard to turn around. But 
a relatively small investment in the right skills or 
technology can have a huge impact on the entire 
organisation.
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Thus, looking at the insurance 
industry from both an Inside-
Out and Outside-In view offers 
different perspectives on the 
challenges of this industry. There 
is a lot that insurers can learn from 
technology firms. Taking these 
lessons into account and looking 
for opportunities to work together 
will be the defining factors to 
stay successful in an industry in 
motion.

Encourage people towards an innovative 
mindset: this doesn’t need to cost a lot in terms 
of money but can have a huge impact on the 
entire organisation. Hackathons, innovation labs, 
dedicated intranet sites: get those creative juices 
flowing.

Think about which ecosystems and partnerships 
to join: another way to become relevant 
to customers that doesn’t require a huge 
investment. But don’t assume you, as an 
insurer, will be the dominant party in all those 
ecosystems. And perhaps even consider becoming 
part of a large tech firm’s ecosystem – if you can’t 
beat them, join them. 

Think international: globalisation and tech makes 
distances smaller. Working in the cloud creates 
easier international opportunities. Ecosystems 
and partnerships also tend to be not locally 
positioned.



Dutch Insurance Outlook 2019
A two way look at the insurance industry



Dutch Insurance Outlook 2019 – A two way look at the insurance industry

32

Dutch Insurance Outlook 2019 – A two way look at the insurance industry

Table of contents

Inside-out

Inside-out: The insurance industry 2019 05

Theme 1: Disruption in the insurance market 15

Theme 2: The use of data and data science 21

Theme 3: The relationship with the customer 25

Theme 4: Working together with third parties – 

                 services and platforms  31

Theme 5: New skills in a new world 35

Authors

Marco Vet
Partner 
Insurance Leader Deloitte NL 
Risk Advisory
mvet@deloitte.nl

Yoeri Arnoldus
Director 
Risk Advisory
yarnoldus@deloitte.nl

David Feltkamp
Director
Risk Advisory
dfeltkamp@deloitte.nl

Pelle van Vlijmen 
Partner
Risk Advisory
pvanvlijmen@deloitte.nl

Deloitte refers to one or more of Deloitte Touche Tohmatsu Limited (“DTTL”), its global network of member firms, and their related entities. DTTL 
(also referred to as “Deloitte Global”) and each of its member firms are legally separate and independent entities. DTTL does not provide services 
to clients. Please see www.deloitte.nl/about to learn more.

Deloitte is a leading global provider of audit and assurance, consulting, financial advisory, risk advisory, tax and related services. Our network of 
member firms in more than 150 countries serves four out of five Fortune Global 500® companies. Learn how Deloitte’s approximately 264,000 
people make an impact that matters at www.deloitte.nl.

This communication contains general information only, and none of Deloitte Touche Tohmatsu Limited, its member firms, or their related entities 
(collectively, the “Deloitte network”) is, by means of this communication, rendering professional advice or services. Before making any decision 
or taking any action that may affect your finances or your business, you should consult a qualified professional adviser. No entity in the Deloitte 
network shall be responsible for any loss whatsoever sustained by any person who relies on this communication. 

© 2018 Deloitte The Netherlands



Dutch Insurance Outlook 2019 – A two way look at the insurance industry

54

Dutch Insurance Outlook 2019 – A two way look at the insurance industry

Inside-out: the insurance 
industry 2019

Working in the insurance industry, we can say 
that the industry has been able to continuously 
develop and adapt itself from the inside-out. 
Recent years have seen some turmoil in the 
sector and a great deal of uncertainty prevails. 
The life insurance business stabilises at low 
points, climate changes cause more and more 
intense storm risks for P&C, market competition 
remains fierce, reinsurers are on the rise and 
consolidation is still ongoing with increased 
foreign attention for the Dutch market. 
Regulation and compliance are still consistently 
on the Board’s agenda with the enforcement of 
GDPR and IDD in 2018 and the implementations of 
IFRS 9 and IFRS 17 at hand. 

On the other hand, technological advancements have 
been predicted by some to disrupt the insurance 
market in recent years. In our previous Insurance 
Outlooks, we focused on the necessity of innovation 
and achieving sustainable growth in the market. There 
are still plenty of opportunities for incumbents in 
technology, evolving risks and for new ways of working.

This Insurance Outlook’s “Inside-Out” part will explore 
the insurance market and the future of insurance along 
the lines of the following five main themes we defined:

Theme 1: Disruption in the insurance market
Theme 2: The use of data and data science
Theme 3: The relationship with the customer
Theme 4:  Working together with third parties – 

services and platforms
Theme 5: New skills in a new world

Before we go into these themes one by one, we 
will describe the current market situation and 
developments.
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Market developments – Inside Insurance
In recent history, the Dutch insurance market has been 
challenged in several ways. In this first section, we 
look at the developments of market shares, Solvency 
II risk positions, of business lines separately, industry 
priorities (as extracted from the annual reports) and 
consumer reputation.

Topline developments
The Dutch insurance market in total still constituted 
a € 69.5 bn business in 2017. The total gross written 
premium for health, life and pensions (L&P) and 
property and casualty (P&C) has thus remained stable 
over the past four years. The health insurance business 
grew steadily to a total of € 43.8 bn in 2017. Gross 
written premium of P&C business is larger than the 
L&P business1. The P&C business continued its growing 
trend since 2014 to € 13.2 bn, while the L&P business 
decreased further to € 12.5 bn gross written premium 
in 2017. 

Looking at the market shares development for the 
Dutch business of the insurers , NN surpassed Achmea 
in 2017 as the largest insurer in the combined L&P and 
P&C domain after the acquisition of Delta Lloyd. Insurer 
a.s.r. remains the third largest in the Netherlands. 
The three largest insurers have a significantly larger 
P&C portfolio than the fourth and fifth insurers of the 
Netherlands, Vivat and Aegon respectively.

1. It should be mentioned here that in our presentation, the Health 
SLT business for Income insurance as sold by non-life insurers is 
included in the P&C figures.

2. In comparison: Aegon’s GWP is € 2.2 bln in The Netherlands and 
€ 22.8 bln worldwide. For NN Group, GWP is €12.1 bln worldwide.

Market share of insurance types 
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Figure 1. Source: DNB

Developments in Solvency II risk positions
The insurance market has shown signs of revival over 
the past few years. Solvency results have generally 
improved since the introduction of Solvency II.

The total average Solvency II ratios of the five largest 
insurers (NN including Delta Lloyd) increased from 
185.4% in 2016 to 193.2% in 2017. The Solvency ratios 
of Aegon, a.s.r. and Achmea have increased respectively 
due to a capital injection of € 1 bln, organic growth and 
the impact of a capital hedge. Those of Vivat (adverse 
change in Volatility Adjustment) and NN (acquisition of 
Delta Lloyd) decreased in 2017.
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Zooming in on the contribution of each of the individual 
risks to the capital requirements (SCR), we see that the 
risk profile generally remained stable as no significant 
changes were noticed on total market level between 
2016 and 2017. The average diversification (-47%) is 
significant. Market risk is still the main risk for insurers 
and has become slightly more prominent (57%). Life 
underwriting risk is the second largest risk (49%). 
Underwriting risks in general have decreased slightly, as 
has the effect of LAC DT. 

There have been changes in the contribution of the 
individual insurer’s contribution of the market risk. 
Most notably, the size of the market risk of a.s.r., NN 
(including Delta Lloyd) and Vivat have increased mainly 
due to increased equity value, while the market risk of 
Achmea (capital hedge) and Aegon (due to major model 
changes (mainly spread) in the PIM, changing asset mix 
and additional hedging) has decreased.

Business lines development
This section gives a short overview of the market 
developments in the near future per business line.

Life and pensions
In the pensions business, the time of gilt-edged defined 
benefit plans in pensions is past. IORP II will create 
a level playing field for the future pension system, in 
which pension funds and providers will compete with 
insurers. 

We are heading for more transparency and less 
complex products in life insurance. Currently, very few 
life products are being sold and the main challenge for 
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the market is to manage the remaining closed books 
as cost efficiently as possible as premium volume has 
decreased further from 13.4 bn in 2016 to 12.5 bn in 
2017 (bear in mind that this market was about twice as 
big a decade ago). However, the demand for long term 
saving propositions or products will most probably 
rise again, as customers will still want to secure their 
financial futures. Lifestyle and wealth management 
offerings and products with a focus on growing older 
more healthily will gain attention.

Property and casualty
The P&C market remains difficult in the basis. In 2017, 
relatively low claims and low costs eased the results, 
overall reducing the combined ratio from 108.4% 
in 2016 to 102.0% in 2017. Due to positive results 
elsewhere, non-life insurers still show positive net 
results in general. Underlying this, we still see that 
climate changes are creating more volatility. 

In addition, the competition remains fierce. This is 
especially true in the motor market, where price 
increases will probably continue. Technological 
advancements are becoming key to defining a 
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competitive edge and the customer journey. Besides 
low prices, customers are comparing services, policies, 
buying a policy and getting a pay-out after a claim. 
Pressure will remain on margins for certain products, 
such as motor insurance. Other products such as 
cyber insurance will take up the pace, due to upcoming 
Internet of Things, increased digitisation and the focus 
on web-based applications.

The disability premium volume has remained stable 
and the combined ratio decreased to 96%. Disability 
insurance for individual policyholders has become 
less profitable since 2014, while collective disability 
insurance has become more profitable. A number of 
legislative changes have been announced, putting more 
uncertainty on this sector as the exact impact of the 
changes is yet unknown. 

Health 
Health insurance premium volume has risen, but 
claims have increased even more. This development 
puts pressure on the net combined ratio, which rose 
to 102% in 2017. Innovations in coming years will for 
a significant part be focused in the health industry, 
changing the insights, risks and needs of this sector. 
Furthermore, the sector remains uncertain regarding 
the future business models due to increasing costs, 
tight regulations and the ban on withdrawing dividends 
from the insurers. At the same time pressure has 
increased on the hospitals and health providers who in 
turn are seeking funding to enhance and maintain their 
business.

Market priorities
Text analysis on annual reports from 2010 to 2017 
of the large Dutch insurers show an increased focus 
on sustainability and customer relations, Solvency 
requirements and data and innovation. Deloitte has 
identified the key topics in the annual reports and listed 
the three most important topics per year. 

Source: Deloitte Annual Reports study

Topic 2010 2014 2017

1 7%  Development of risk 
management framework

6%  Effective risk management  
systems

8%  Customer focus and  
sustainability

2 7% Tailor-made insurance 6% Regulation and supervisor 7% Solvency

3 6% Responsible business 5% Customer focus 6% Data and security

Most important topics of annual reports
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From the analyses, we conclude that the prime focus of 
insurers in 2010 was on developing risk management. 
In 2014, this shifted to maintaining the effectiveness 
of these systems around  in the run to Solvency II. 
Recently, customer focus has taken over the most 
prominent place in the annual reports.

Other important topics in 2010 related to tailoring 
insurance towards the policyholder and having a 
responsible business after the profiteering policies affair 
(Woekerpolis). We note a shift in focus four years later. The 
impact of regulation and the supervisor complements 
the focus on risk management systems, with the 
implementation of Solvency II close by. In 2017 Solvency 
II remained an important topic and the new topic of data 
and security (driven by the massive worldwide cyber 
attacks in 2017) is also important to insurers nowadays.

In addition we have tracked the focus of the large insurers 
on five topics: customer focus, technology, corporate 
responsibility, risk management and identity. 

While customer focus was more prominent in 2010 than 
in 2014, insurers have increased their efforts on this topic 
as a number one agenda item again, as is shown by the 
annual reports. 

Technology has become increasingly important to the 
insurance business. If we look at the years after 2014, 
many financial institutions embraced technological 
improvements that personalised the traditional products 
in the financial sector. Moving to 2017, insurers picked up 
on this trend and switched their focus to more digitised 
products, customised to the individual. 

Corporate responsibility has gradually lost importance 
as a topic relative to 2010. In 2014, a slight decrease in 
attention was observable and that decrease persisted in 
2017. Similar trends can be seen in risk management. 

Identity and how to be distinct from the competition in 
these competitive times has grown significantly since the 
period of 2014, where it was at a similar level as in 2010. 

Reputation
Although the corporate responsibility index has 
decreased in recent years, we see that the reputation 
of insurers has improved in recent years and they are 
the highest valued financial institutions. The rating for 
insurers increased to 6.1 in 2017 (source: consumer 
monitor Verbond van Verzekeraars). Consumers have 
indicated they are being valued more by insurers, 
primarily due to rapid and adequate claim handling. 
More value could be added by providing better 
information when selling insurance products. 
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Technology will continue to have a weighty 
impact on the insurance sector in the coming 
years. The market has kept an eye on the 
evolution of the InsurTechs, where small tech 
firms, which can cherry pick profitable activities, 
are mainly under consideration. Incumbents 
have invested seriously in acquiring start-ups 
and we saw many of them setting up their own 
internal innovation labs. Start-ups have been 
integrated into their own business. Furthermore, 
processes have been digitised and insurers have 
set up new subsidiaries that have integrated 
new technologies and the agile way of working. 
A lot of innovation is going on at the incumbent 
insurers. But the main focus in this has been on 
improvements of (parts of) the insurance value 
chain.   

Theme 1: 
Disruption in the insurance market

Tech brings change, 
but the insurance value 
chain is less prone to 
disruption

e-insure

INSURE ME

e-insure

INSURE ME

e-insure

INSURE ME

BESTBUY

“Insurers are facing great challenges. Business 

models are becoming obsolete, competition 

is tightening and the need to consolidate is 

growing. Moreover, the traditional market is 

shrinking. On the positive side: insurers are 

responding to this and they hold a strong card 

- they insure trust. That should create new 

opportunities.”

Jan Boerboom, Acting head of Insurance & Pensions 

Supervision Division and head of Market Integrity and 

Enforcement Division, AFM
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Comparing the degree of disruption in the insurance 
sector to the disruption in the banking sector, for 
example, the disruption in insurance has indeed not yet 
caused as much of a shockwave. The components of 
the insurance value chain seem less prone to disruption 
than some of the components of the banking value 
chain. An example is the payment process at banks. 
This is a process that does not have associated 
capital requirements and it does not require in-depth 
knowledge of the regulatory framework. Non-banks, 
such as Apple or Google, can set up their own payment 
process with little hassle. Insurance is different. For 
many insurance products, companies require a large 
amount of capital to maintain their solvency ratios. 
And companies offering insurance products have to 
deal with complex regulations and with prudential 
authorities like DNB and AFM. It is therefore quite hard 
for a start-up to become a serious threat to incumbent 
insurers. 

Fintech vs Insurtech
As the FinTech industry is reaching maturity, 
there has been an increase in diversification 
in the market, with early stage investments in 
InsurTech on the rise. The InsurTech investments 
have picked up over the last seven years. In 
addition to an overall growth in volume and 
value, we see a strong increase in InsurTechs 
focusing on software and platform business. 
Some insurers have active partner strategies, 
although they come in different shapes and 
forms. Some have set up a Venture Capital Fund 
to invest in InsurTech, some are participating 
in Start-up Accelerator Programmes (such as 
Start-up Bootcamp or Rockstart) to learn and co-
create with InsurTech, while others have invited 
InsurTech to fulfil some activities of the insurance 
value chain as a ‘plug in’ solution. 

Annual global VC-backed FinTech deals Annual deal share by stage - global VC-backed FinTech 
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Although the perception may be that the disruption 
threat is over, insurers should stay vigilant. The 
insurance sector is still seriously upended by new 
technology and by new entrants coming in from a 
different angle. Big Tech companies can monitor 
customer behaviour almost continuously and can 
apply the data acquired to offer relevant products 
to customers. Also, new entrants do not carry the 
burden of legacy systems and start with a clean slate. 
Furthermore, capital burdens can be overcome more 
easily by such companies. 

We are experiencing an evolution, not a 
revolution
It remains to be seen how Big Tech will act in insurance. 
The Dutch market might be less obvious to start with, 
due to our transparent market and low returns. Also, 
heavy regulations surrounding some insurance types, 
such as health, will block the sudden entrance of a 
completely new player in the insurance domain for now.

However, disruption may not arrive with a bang, but 
slowly start eating away at the insurance sector. At first, 
it might be hard to notice. Car makers will start to offer 
their customers standard insurance that comes with 
the car. Our economy is slowly moving from ownership 
to access (leasing, sharing). Owning companies might 
choose to bear large parts of the risks themselves and 
only (re)insure the top risks, rather than insuring these 
risk fully. Retailers and large tech firms might start 
offering insurance, managing the customer contact, 
while still transferring the risk to insurance companies. 
But this will force insurers to become less client-facing 
and to act more as risk-bearer at the backend.

“You often hear that 

the change won’t be so 

profound. Whoever is 

saying that will have to 

face the consequences of 

that attitude later on.”  

Ron van Oijen, CEO Vivat

Besides the shift to accessibility, pooling risks before 
they enter the insurance market originates in the fact 
that large corporates tend to gain more insight in risks 
by using data analytics. The trend of retaining more 
risk in the company is therefore expected to continue. 
A recent example is the partnership between Amazon, 
JP Morgan and Berkshire Hathaway which has started 
self-insuring their approximately 1 million employees’ 
health plan. 

A final trend relates to the technological potential of 
preventive measures. Prevention reduces risks and 
claim costs, but also lowers the need for insurance as 
a whole. From a societal perspective, this is a bright 
future, but for insurers this would mean less insurance 
business.

Such developments that would slowly reduce insurance 
premium income might not even be noted at first. 
However, it is not unreasonable to expect the trends to 
intensify and it is important that insurers are aware of 
this.

Disruptive technologies in the coming years
In the short term, data analytics and artificial 
intelligence are the technologies with the greatest 
impact. To be able to use these new technologies, data 
must be of sufficient quality, which is still an important 
topic for insurers (see also Theme 2). Artificial 
intelligence can only be used effectively when data 
quality is good enough and the required data lakes are 
in place. 

Another piece of technology with potential 
is blockchain. Several insurers are currently 
experimenting with blockchain, although there still is a 
debate about whether the technology will be disruptive 
to the industry. Nonetheless, there are examples 
that show its potency (see the box on blockchain in 
the Outside-in part of this publication). Blockchain 
can deliver a first mover advantage by connecting 
multiple parties to deliver services in a secure and valid 
manner directly to the customer. Besides insurers, re-
insurers are also assessing the potential of blockchain 
technology. Initial use cases seem to suggest that 
blockchain can add value when ecosystems have to be 
bonded and trust has to be established without setting 
up a (legal entity) ‘middle man’.
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Insurers are used to working with data. However, 
due to the lack of customer contact moments and 
customer engagement, the legacy systems still 
in place and the siloed use of data, the complete 
power of this data is often diminished. 

Additionally, what often happens in practice is that a lot 
of time and effort is invested in the algorithm but the 
practical applicability is lacking. Using the full potential 
of artificial intelligence therefore requires a different 
mindset and investment in developing this mindset is 
needed.

Data can help insurers improve in several different 
areas of the insurance value chain: product 
development, underwriting, customer contact, risk 
identification, risk response and regulatory compliance. 
However in more infrastructural areas such as HR 
(strategic workforce planning), facility management 
(optimising buildings and service level agreements) or 
in (internal) audits, data analytics can also enhance 
efficiency and effectiveness.

Theme 2: 
The use of data and data science

Data is becoming more 
and more important

“If you want to become 
really proficient in 
artificial intelligence, 
you should invest 10 
percent of the time in 
algorithms, 20 percent 
in technology and 70 
percent in the business 
application.” 
David Knibbe, CEO NN 
Nederland
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Ever more sophisticated underwriting models 
may lead to the undermining of the solidarity 
principle and uninsured groups

By using more and more data to produce personalised 
offerings to clients, the trend of hyper-individualisation 
is also making an entrance in the insurance industry. 
Inevitably, the use of more data and the use of more 
sophisticated underwriting models will lead to tighter 
risk selection and improved and more individualised 
pricing. We see that an increasing number of segments 
and people are becoming uninsurable for the large 
commercial insurers. The 27.7% increase in gross 
written premium in 2017 for “De Vereende” can be seen 
as an indicator of this increase.

In recent months, insurability has also been the subject 
of national discussion. Taxi drivers’ motor insurance, 
roofers’ liability and self-employed professionals’ 
disability seem difficult to get insured. It might be 
reasoned that insurance not only consists of the right 
to claim but also involves customer responsibility to 
keep claims to a minimum. This is indeed true, but 
working from a customer-centric mindset, (preventive) 
services could be developed that reduce claim costs 
and re-creates insurability. Advanced data analytics and 
AI currently help health insurance become less costly. 
However this could be considered in other sectors as 
well and claim costs might also be curbed using other 
new technologies and partnerships.

The question is whether the insurance sector will 
regulate itself, or whether outside intervention from 
the regulatory authorities will be required. Such 
intervention could consist of either the obligation of 
insurers to accept certain high risk customers or of the 
creation of a government-sponsored fund that high risk 
customers can use to submit claims to.

“Groups that seem hard 

to insure also have some 

responsibility to become 

less risky and more 

insurable. As an insurer, 

you can also help these 

groups move to better 

risk profiles,” 

Richard Weurding, 

Managing Director Dutch 

Association of Insurers
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A frequently expressed fear is that a Big Tech 
firm or retailer could start a successful insurance 
platform, where new customers would not only 
purchase their insurance, but which would 
also manage a tremendous amount or all the 
interaction with the customer. If that happened, 
incumbent insurers could be pushed more to 
the ‘back end’, as a risk-bearer and underwriter, 
losing most of the contact with the customer. 
This would be a similar position to Consumer 
Packaged Goods (CPG) manufacturers in their 
relation to retailers (see also the retail box in 
our outside-in part). This would bring additional 
complexity in sales, product development and 
market potential.

Insurers found different ways to stop that from 
happening. One of the measures was not to outsource 
the claims management. Although they could 
outsource claims management, they often made a 
conscious decision not to do that or to establish very 
close partnerships with service providers. As we see 
from the annual reports, the insurers value the contact 
with their customers more and more. Doing the claims 
management themselves is necessary for insurers 
to maintain contact with customers and know what 
customers want.

This is the time to really cuddle up to the customer, 
provide truly valuable financial advice, deliver the best 
duty of care and show the customers how they can 
make the best use of our insurance products. Insurers 
should move from delivering products to bringing 
the finest product propositions and services to the 
customer.

Theme 3: 
The relationship with the customer

If insurers lose the 
battle for the customer, 
they risk becoming risk-
bearers at the back end

HALLO, MET 

KIMBERLY...
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The rise of the reinsurers
The necessity to get closer to the customer also 
becomes apparent in the way reinsurers move on 
the insurance market. They have also noticed that 
insurance products are increasingly purchased 
automatically. Becoming the first mover is 
becoming more and more important.
Other important factors in reinsurance are the 
increased amounts of alternative capital (e.g. cat 
bonds) in the sector (16% of global reinsurance 
capital according to Aon) and the current soft 
market. This has forced reinsurers to diversify their 
business portfolio and improve their performance 
in other areas. 

Since 2015, we have seen reinsurers investing and 
partnering significantly on multiple foundations of 
innovation closer to the end user of the insurance 
products. The activity of especially the two largest 
reinsurers, Swiss Re and Munich Re, has been 
noteworthy. On the Internet of Things, we see for 
example Munich Re acting as partner with Bosch 
and investing in IoT platforms like Relayr. Other 
start-up investments include Swiss Re as partner of 
StartupBootcamp and Munich Re as investor in on-
demand direct insurers Trov and Slice. In turn, Trov 
plans to insure Waymo’s self-driving cars, bringing 
telematics developments and many different 
innovations within reach of Munich Re. In the Dutch 
market, we have seen the arrival of IptiQ (a Swiss Re 
white label) in the health insurance market, which 
was the first new arrival in the health insurance 
market 10 years’ time.

Communicating with the customer in new ways

Customers’ purchasing behaviour has changed radically 
in recent years. Many customers no longer feel for 
calling their insurer and even websites are already 
old-fashioned. Instead, the smartphone has become 
one of the most important ways to purchase insurance. 
New ways of communication like voice and ubiquitous 
computing (as part of Industry 4.0) are already on 
their way. Insurers should keep developing a multi-
channel approach: through social media like Snapchat 
and messaging services such as WhatsApp, through 
website and through apps. It is therefore important to 
understand that the concept should be set up so that it 
can be easily connected to any required communication 
platform.

Customers are increasingly getting used to maximum 
convenience – insurers are looking for ways to invest in 
ways to provide this convenience.

Dealing with customer apathy when it comes to 
insurance products
A financial product might not seem very relevant to the 
customer. On a Saturday morning, people might look 
for a second-hand car on the Internet, but not for car 
insurance. It’s a real challenge to get people to care 
about their insurance products. Even though the above 
is related to car insurance, it may be even more difficult 
to get people to care for their life insurance or for their 
pension product.

Insurers need to be inventive to get people to start 
caring more for their financial future. One of the 
ways is to actively visit the customer and explain 
their insurance product. In the case of pensions, it is 
possible to visit the customer’s company and inform 
the customer in the lobby. New technologies are also 
deployed: using augmented reality, a customer can view 
their financial future and visualise different scenarios, 
based on the choices they make. What impact does 
marriage have on our pensions? What impact does 
buying a house have? The customer can also choose 
less fortunate scenarios, such as divorce or death. 
By viewing these events through augmented reality 
glasses, they come alive and make the customer think 
for a second. And even more importantly: insurance 
becomes a fun topic.

“You need to keep in 
touch with the market, 
listen to your customers. 
Customer needs are 
shifting more and more 
towards transparency 
and insight. I am convinced that innovation 

to accommodate this can 
be found in technology. In 

the simplification of our 
processes, products and 
services.” 
Sjoerd Laarberg, CEO 
Allianz Nederland
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Unlocking the Small and Medium Enterprises 
insurance market
The SME market still has sufficient potential in 
it. SMEs are normally too small for insurers to 
do a good due diligence on their risks and too 
large and complex to just treat the insurance as a 
standardised product. Furthermore, SMEs are more 
at risk of being underinsured than other insurance 
clients (over 40% underinsurance on average 
according to multiple surveys of the Financial 
Conduct Authority in the UK, amongst others)3. This 
is due to a certain mindset, a constantly changing 
business (environment) and a lack of time to spend 
on complex insurances.

With technological advancements creating a closer 
connection to customers, it is tempting to think that 
SMEs will move more and more from B2B customers 
towards a B2C environment. Also data analytics 
might bring the potential for insurers to offer 
automated or standardised products more easily 
to their SME customers. It seems like a small step in 
this case to add the SME part to the aggregators and 
sell the policies accordingly. 

Deloitte research shows four opportunity models4: 
1.  First option is to focus on direct sales. However, 

the survey indicates that the appetite is relatively 
low, but can be increased by adding specific 
related services to the product. 

2.  Boost the agent value. SMEs seem satisfied with 
the services of the agent, although this service 
is hardly perceived to be more than personal 
service, knowledge and shopping. If the value of 
the agents can be increased, this model works.

3.  The insurer is to generate direct leads for the 
agents. Does this using new technologies that 
directly connect the customers, but keeping the 
agents’ added value.

4.  The final option for insurers is a hybrid, parallel 
approach to the SME market, i.e. setting up a 
direct channel but keeping open the option for 
customers to engage through an agent.

We believe that the insurers should shift the 
mindset to a customer-centric one. SME customers 
do not have time to really think about the complex 
insurance they need. They want their business to 
grow. If insurance is presented as a “must-have just 
because”, this will not help them achieve this goal. 
However, insurance is also an enabler for SMEs to 
gain sustainable growth. Insurance should not be 
the product; the insurer should sell “the enabler 
to do business” for growth to the SMEs. Data 
analytics, partnering to provide additional services 
and platforming are vital to achieve this. Helping 
SME customers find their way and linking it to their 
specific business is the key to unlocking the market’s 
potential and reduce the protection gap. 

3. Handling of insurance claims for Small and Medium-sized Enterprises, FCA May 2015.
4. Small business insurance in transition, Deloitte 2015

Creating a customer-focused mindset
In order to create a mindset that truly places the 
customer at the centre, it is important to hire a new 
type of person. Some insurers actively recruit among 
people who come from retail, because retail is a 
sector where it is already much more common to 
continuously reason from the customer’s point of view. 
The ‘customer journey’ is an increasingly well known 
concept in insurance companies but it requires time 
and effort to really integrate this way of working in the 
relevant processes. Insurers traditionally developed 
products and then tried to sell these products to 
customers. But the start of the business might as well 
start with the customer. 

Currently, the insurers are not very well positioned 
to have frequent communication with customers. 
Communication is mainly driven by customers who 
either buy or make use of the insurance (claim). 
Insurers send mailings to their customers, but 
these communications are not always very effective. 
Customers need to read these communications and 
take an active interest in their policies. Customer 
engagement is not currently at a high level. While 
acquisition of customers is more expensive, creating 
a better way to promote customer engagement also 
helps the insurer increase retention and reduce costs.

More and more insurers are holding ideation sessions 
about the aspects of the customer journey that 
they can impact. An example is the moment when 
a policyholder retires. That is a moment when the 
policyholder wants to have a very clear overview of the 
monthly pension amounts he will be receiving in the 
coming years. The insurer should not only send out this 
information in good time, but also ensure that it is as 
clear and comprehensive as possible. New technologies 
can also improve the visualisation of the individual 
consequences for this specific policyholder.
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The concept of prevention has already been 
mentioned several times. On the one hand, it 
might lead to fewer risks and reduce premium 
income. On the other hand, prevention and 
related services offer new business opportunities 
for insurers. 

Prevention and services can come in many forms. 
Insurers can assume a wider responsibility. If someone 
is no longer able to work due to illness, the insurer 
can pay the employer, but also deploy the necessary 
expertise to reduce the sick leave and help people get 
back on their feet (service and claim management). This 
avoids people becoming marginalised and improved 
claims management delivers value.

Moreover, with the increased use of sensors, the focus 
of attention will also shift. The insurers can have more 
predictive information about insured events, enabling 
them to respond rapidly in the case of emerging risk 
or even prevent it from happening. They can also only 
insure objects if the required sensors are in place (in 
cars, in homes, etc.). This would drive the adoption of 
such sensors, which is ultimately in everybody’s best 
interest.

Although there is a clear movement where insurers 
move from mere risk-bearer to service provider, it is 
not always clear what the insurer’s new business model 
will be. Some insurers try to integrate prevention in the 
insurance product they are offering. This is quite hard 
to do. Often it is easier to join an existing platform or 
enter into a partnership with a third party.

Ecosystems and platforms
Being able to put the customer central sometimes 
raises the need to offer not just one more or less 
feasible product but a less tangible product. Examples 
that we see in the market are offering mobility, security 
or “a good life”. These offerings are not just established 
from one sole product but a concept of products in 
an ecosystem and/or provided by a platform where 
insurance can be embedded in this offering. This 
implies the need to develop or acquire the necessary 
technology and tools or to work in partnerships.

Moreover, working in ecosystems with third parties 
is not always easy. The insurer is not necessarily the 
orchestrator of the ecosystem, which might be difficult to 
get used to: not being fully in control of a system or the 
environment. Insurers which can work together in this 
new landscape can gain a lot of future market potential.

Theme 4:  
Working together – services and platforms

Prevention and services

HOW CAN 
I HELP
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There is a future for intermediaries
Outsiders looking at the insurance industry are often 
puzzled by the important role played by intermediaries 
in insurance, given the trend in other industries to 
provide direct consumer service through platforms or 
use new technologies like blockchain. 

However, the insurers we spoke to appreciate working 
together with intermediaries. Insurance can be a 
complex product and intermediaries are often required 
to provide the customer with the right advice. Also, 
intermediaries are specialised in customer contact 
and often do a good job involving the customer. 
Intermediaries develop many initiatives, such as online 
initiatives for small and medium sized companies. 
However, just as insurers should invest in technology, 
the insurance leaders we spoke to emphasised that 
intermediaries should also keep developing themselves 
and keep adapting to a changing market place.

 “In innovation, partnering is crucial. 
We are now letting go 
of the urge to always be 
the controlling party. 
Reasoning mostly from 
a control perspective is 
an unfitting competence 
when it comes to 
innovation.” 
Willem van Duin, CEO 
Achmea
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We often heard that it is a challenge to raise 
awareness of the importance of innovation 
internally, among colleagues at insurers. 
“Sometimes, it seems as though there’s some 
kind of internal blockade.”

Insurers are doing the two things possible to transform 
the workforce: training colleagues and teaching them 
the skills required in the new world and hiring new 
colleagues who have the desired skills. Innovation 
master classes should convince everyone about the 
importance to keep innovating. 

Insurers find it hard to hire people with the right data 
analytics and programming skills. Data scientists and 
programmers prefer to work in a creative environment, 
not in a large office. It is therefore often more effective 
to acquire a start-up that has already proven itself and 
give the people working for the start-up the freedom 
they need, rather than trying to hire the people directly.

Theme 5:  
New skills in a new world

Creating an innovative 
mindset
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Handover – From value creation to value 
capturing
In the innovation labs, a lot of interesting and 
potential new material is developed. Nevertheless, 
we have not seen a wide variety of successful market 
movers emerging from them yet. Besides the impact 
on the workforce, insurers seem to find it difficult to 
move from value creation to value capturing. In the 
labs, the start-up spirit is very much alive. Working 
might be chaotic, but it is creative and free. Work 
is done from the bottom-up, where everyone has 
a say and experimenting is key. Yet, if the creation 
gains traction, there is a need for a handover to 
the scale-up situation. This is a difficult phase that 
requires a transition to a top-down approach with a 
more professional structure, discipline and hierarchy. 
Furthermore, this needs a deep investment and we 
see that this risk is often not taken, which is another 
reason why we seldom see the step from a good idea 
to successful implementation.

Modernisation of the compliance function  - 
More than just a cost of doing business
Compliance and other functions are often 
challenged to keep pace with increasing 
organisational changes and external pressures. 
The future demands a fundamental shift towards 
efficiency and effectiveness to enabling compliance 
organisations to deliver measurable value and 
protect the business. But how do your bring your 
compliance function to the next level? And what can 
we learn from across different industries? 

An organisation must find its sweet spot when it 
comes to overhauling its compliance approach 
and put the theory into practice. As demonstrated 
by developments within other industries, the 
modernisation of the compliance function can be 
achieved by considering the following; 

-  Rethink your three lines of defense: consider 
restructuring and eliminating overlapping 
responsibilities across the three lines of defence. 
In particular, organisations should ensure that 
business units take full ownership of the risks in 
their area, while the risk management function 
focuses on its risk control role through oversight 
and challenge.

-  Investigate the possibilities of technology:  
investigate which tools and techniques best 
complement your needs and upskill your team 
members to implement and maintain such 
techniques and tooling. By using tools, employees 
can focus on high value activities instead of 
repetitive ones. 

-  Invest in your people and culture: in order 
to keep up with changes and expectations, 
consider the skillset and background of your 
team members within the compliance function. 
Furthermore, be aware of how the culture of your 
organisation is influencing compliance outcomes 
and behaviours.

Benefits
Modernisation of the compliance function will 
increase productivity and drive down costs, 
including the potential cost of regulatory scrutiny. 
In addition, modernisation brings enhanced core 
processes that will make the compliance function 
more effective. 

“You need other skills 

now. I tell my colleagues: 

go out, attend seminars, 

watch closely when 

doing groceries.  Because 

you can learn from a 

customer-centric view at 

any moment.” 

Wim Hekstra, CEO Aegon 

wholesale
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To conclude: The strategy going forward
Not all insurers agree on the degree of disruption that 
will occur in the coming years or on the advantages 
that incumbent insurers have over FinTechs, InsurTechs 
and large tech firms. For this reason, there is no single 
strategy that emerges for insurers. However, we believe 
that the following actions should be high on the priority 
list of insurance companies. Per theme:

Theme 1: Disruption in the insurance market
•  Invest in technology and acquire start-ups in relevant 

value chain needs.
•  Leverage the advantage you, as an insurer, have when 

it comes to knowledge of the regulatory landscape.

Theme 2: The use of data and data science
•  Invest in gathering and analysing data and consider 

innovations in Artificial Intelligence.
•  Re-assess the responsibility of insurers and whether 

the increasing sophistication of underwriting models 
undermines the principle of solidarity.

Theme 3: The relationship with the customer
•  Have a customer-centric mindset and organisation.
•  Make good use of the strength of intermediaries, but 

determine for each product or offering whether the 
intermediary adds value and what that value is.

•  Focus on service and develop or extend services 
where possible.

•  Increase the level of self-service and offer an omni-
channel experience: customers use a wide array of 
methods to purchase insurance products and submit 
claims.

Theme 4: Working together – services and 
platforms
•  Invest in valuable partnerships: these do not require a 

large investment but can yield great advantages.
•  Carefully select which domains to compete in. 

Consider domains from a customer perspective, not 
product areas from an insurer’s perspective.

•  Determine whether it is worth setting up your own 
platform, or whether it is wiser to join an existing 
platform.

Theme 5: New skills in a new world
•  Attract tech-savvy talent or acquire start-ups with the 

required knowledge in house.
•  Invest in the existing workforce, ensuring that they are 

aware of the importance of adopting an innovative 
mindset.

•  Be prepared to invest in innovation. Make sure that 
you are willing and able to take the leap to scale up 
good ideas.

•  Conduct strategic workforce planning. The insurer in 
2025 will be very different from the current insurer.

Technology offers insurers many challenges but also 
ample opportunities. Now is the time to seize those 
opportunities. Ultimately, the aim is to become the 
customer’s trusted advisor for financial products.




