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Definition: insurtech
Insurtechs are revolutionizing the entire value chain of the insurance industry
Insurtech: Any company operating in the insurance sector that adopts emerging technologies to improve industry
efficiency and add value for the customers
ü Due to large entry barriers, which have led to limited competition, agility and innovation, the insurance industry
has a reputation of being a slow adopter to change. Not surprisingly, the emergence of insurtechs did not pick up
steam until the 2010s
ü Whereas earlier insurtechs have mainly focused on the distribution of insurance products, they can slowly be
found along the entire value chain of the insurance process
ü Covid-19 has greatly accelerated the technological disruption brought by insurtechs, leading to an all-time high in
terms of funding and an increased willingness to engage and adopt technologies within the industry

Leading
Insurtechs
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The insurance market
Insurance is a $5 trillion industry, equivalent to more than 6% of worldwide GDP
Total Gross Written Insurance Premiums* (GWP)

GWP by Region
6%

34% P&C*

>$5.000B
2020

33%

66% L&H**
29%

-4% in GWP

in 2020 (COVID-19)

* P&C

** L&H
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7%
42%

Rest of World
Asia

21%

Western Europe

32%

30%

North America

2020

2030

4.4% CAGR
until 2030

Property & Casualty Insurances: Insurance products that protect someone’s belongings or offer liability coverage from damage
occurred to someone else
Life & Health Insurances: Insurance products that provide coverage on the risk of life and medical expenses that arise from health
issues

Source: Allianz, CFI, Lemonade, McKinsey, Munich Re, Swiss Re;
Note: *GWP is the sum of revenue expected to be received by an insurer before deductions for reinsurance or ceding commissions

Stakeholders in the insurance value chain
The complex insurance value chain is managed by many different players

Value Chain

Customers
Agents/Brokers

Companies that provide customers with insurance policies from either multiple insurers (brokers) or one
single insurer (agents)

MGAs

Managing General Agents are agents/brokers that are vested with underwriting authority. Thus, they
can perform functions of carriers, such as underwriting, pricing and settling claims.

Carrier

The carrier or insurance provider is the company that provides the insurance coverage. It issues the
policy, charges the premium and pays for the covered claims.

Fronting Insurers

Carriers that transfer the entire risk to a reinsurer. Although fronting insurers underwrite the policies
themselves, the reinsurer is responsible for paying the claims.

Reinsurance Partners

Reinsurers provide insurance against loss for other insurance companies. They mainly handle very
complex risks and thus, must meet strict regulatory and financial conditions.

ILS Investors

Insurance-linked securities are investments assets that are linked to insurance-related, non-financial
risks. They allow insurance carriers to transfer risk to the capital markets and raise capital.

Note: Not all of the stakeholders have to be involved in the insurance process. In particular, new digital business models enable a
shortened value chain.
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Processes of the insurance value chain

Value Chain

The insurance value chain consists of many different processes and is fragmented
Claims Management

The process of managing, assessing and paying out of claims. This also includes claims prevention as
well as fraud detection.

Policy Administration &
Servicing

The process of managing tasks such as rating, quoting, binding, issuing, endorsements, and renewals of
insurance policies as well as additional customer services

Distribution, Sales &
Marketing

The process of distributing insurance products to customers. Typically, this is done by agents or
brokers. Distribution costs account for about 50% of all overhead expenses

Underwriting

The complex process of assessing insurance risk in order to know if and how much insurance should be
granted to someone

Product & Pricing

Optimising existing and developing new insurance products, as well as determining appropriate
insurance premiums

Asset & Liability
Management

Managing assets and cash flows to ensure the payment of suddenly occurring liabilities and the optimal
structure of the balance sheet and risks

Source: BCG, Line, Simon Torrence

Note: The sequence of the processes often looks quite different, yet it represents the typical sequence of the insurance process.
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Source: BCG, Simon Torrence

Main insurance product categories
Although L&H accounts for about 2/3 of GWP, many new P&C products are emerging
Life & Health
~$3.500B GWP with a GDPR of -4.5% in 2020

Property & Casualty
~$1.750B GWP with a GDPR of 1.3% in 2020

Life
~$1.600B GWP

Health
~$1.900B GWP

Personal
~$950B GWP

Commercial
~$800B GWP

Term Life

Medical Expenses

Auto

Auto

Whole Life

Disability Income

Liability

Liability

Accidental Death &
Dismemberment

Homeowners

Casualty

Travel

Crime

Further products such as
Pet, Drone, Delivery …

Speciality Lines

Supplemental Policies

Further products such as
Business Interruption,
Workers Compensation...
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Source: Allianz, EY, GlobeNewswire, McKinsey, Nauta analysis, The Business Research Company

Three main challenges for the insurance industry
Incumbents are increasingly challenged by a rapidly changing landscape
Changing customer needs

45%

Adopting new technologies

of C-suite insurance executives believe that
changing customer needs are the top challenge
facing the insurance industry

Various emerging technologies are disrupting
the insurance landscape

Expectations have been set by challenger
startups offering speed, lower prices, flexibility
and new product categories, but only for
narrow and simple products

of C-suite insurance executives see compliance
with cyber and data protection laws as biggest
hurdle for adopting the newest technologies

Legacy insurers are playing catchup on their
simple products while challengers are racing to
create the same quality of experience for more
complex products (e.g., B2B insurance)

of insurance executives expect to make 2 or
more M&A deals over the next three years in
order to adopt emerging technologies

>50%

>50%

Increasing competition

Accelerated by changing conditions in recent
years, more and more tech giants and
insurtechs enter the industry, which makes the
capital-intensive market even more
competitive
To stay competitive, incumbents will have to
adapt their business models and cost structure
or exploit new revenue streams

In 3 years

it is expected that most insurance companies
will be generating over 30% of their revenues
with service-based offerings

Key take-away: To overcome these challenges, insurers have to offer new tailored products, better customer oriented service and find
new ways to interact and attract customers
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Source: Deloitte, Deloitte, KPMG

The protection gap
The insurance protection gap has doubled since 2000 due to market imperfections
The protection gap refers to the difference between total economic losses and the amount of these losses actually insured
Reasons for the Protection Gap
$1.24T

2x

Is the total value of combined
global protection gap in
premium-equivalent terms

The global protection gap has
more than doubled from 2000 to
2020

1

New unmet needs for insurance products arise due to trends such as urbanisation, digitization
and climate change.

2

Failure to penetrate with existing products due to market imperfections on both the supply and
the demand side of the insurance market:

Supply Side

Demand Side

High distribution costs

Complex and inflexible products

Lack of real-time data

Lack of awareness and often miss-sold
insurance products

Limits to insurability due to factors such as
capital intensity and strict regulations

24%

Is the estimated worldwide
catastrophe risk coverage level

Very high entry barriers that limit

innovation

High cost and affordability
Poor customer journey with a bad
purchasing process

Key take-away: Although incumbents were not able to change the insurance market imperfections, insurtechs and their digital
businesses’ competitive advantages might be able to help closing the protection gap
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Understanding the Insurtech Ecosystem
•
•
•
•
•
•
•
•
•
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Evolution of insurtech
So far, insurtech has seen four key waves, all differing in their incremental scope of impact

Challengers
ü

Yet, most of these B2C startups
were not able to capture
significant market share - the
few winners were those that
created distinctive business
models, such as Lemonade,
rather than just improved
operational delivery

ü

ü
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The first wave of insurtechs
solved painful customer
experiences, using digital
distribution to stay competitive
on price and pioneering new
product categories (e.g., pet)

However, Challengers have
changed customer expectations

Source: companjon, Roger Peverelli

Enablers
ü

The third wave is all about
ecosystems. More and more
insurers recognize that the most
effective way to reach
customers is to be part of
holistic platforms

ü

The second wave has led to the
emergence of many B2B
insurtechs and was fuelled by
the urgency of incumbents to
accelerate innovation in order to
compete with Challengers
ü Enablers offer established
carriers technologies and help to
improve or renew parts of the
traditional value chain

ü

Ecosystem Partners

Although the disruptive impact
of the wave is still limited, it
accelerates the digital
transformation and impacts
incumbents’ Top and Bottom
Line

ü

ü

To become relevant ecosystem
partners, insurers have to start
offering services beyond
coverage and traditional industry
boundaries - for that, they have
to partner with start ups outside
the industry as well as
embedded Enablers
This wave is about increasing
relevance and opening up new
revenue streams

Purpose-led
More and more insurtechs apply
newest technologies to tackle
important social and economic
challenges

ü

ü

ü

With new sources of data (e.g.
from IoT devices) and improved
analytics capabilities, a new
wave of insurtechs is trying to
enable micro-insurance
solutions, improve patient care
or offset damage caused by
natural catastrophes
With the help of these novel
players, it might become possible
to close the insurance protection
gap

Insurtechs based on their degree of vertical integration
Distributors and Enablers dominate the insurtech market, with great differences among the US & Europe
Full Carriers

Distributors

Enablers

Insurtechs that both underwrite and
distribute insurance products. They
represent a significant change from the
traditional insurance model.

Insurtechs that only distribute insurance
policies. They add value by empowering
customers with more convenience and
information as well as price savings.

Insurtechs that provide technological
solutions to existing insurers. They
enable incumbents to improve their
technology capabilities.

4%*

20%

Main Sub-Categories

47%

25%

Main Sub-Categories

Simple Digital Carriers

49%

55%

Main Sub-Categories
Front-Office Solution Provider

P2P Insurers

Marketplaces & Comparison Sites

Policy Solution Provider

Micro-Insurers

Digital Brokers

Claims Solution Provider

On-Demand Insurers

Value-adding Intermediaries

Underwriting Solution Provider

Usage-Based Insurers

Multiple Solution Provider

Note: The boundaries of the categories are fluid and insurtechs can also fall under more than one category. For instance, many brokers
and intermediaries distribute or develop products that also fit into certain sub-categories shown for full carriers.
Page 13

Source: Capgemini 2018, Capgemini 2020

* % of insurtechs falling under each category for Europe and the US

Carrier categories explained*
Digital Carrier

P2P Insurers

Micro-Insurers

On-Demand Insurers

Usage-Based Insurers

Definition

Insurtechs that use the
traditional insurance models
but either conduct it online
or on mobile

A risk sharing network
where a group of individuals
pools their premiums to
insure against risk

Insurtechs that can offer
smaller insurance packages
with lower premiums, but
typically also lower
coverage

On-demand insurance
refers to policies that can be
bought very flexibly and
tailored to someone’s own
needs

Firms that offer insurance
with premiums priced
according to the real-time
usage or behavior of the
customer

Value Prop.

As more and more
customers expect digital
channels, digital carriers
have a strong position to
capture these customers

Offering significant cost
savings and thus, attracting
new customer segments

Filing the under-insurance
gap by creating more
affordable solutions for lowincome populations.

Addressing a key customer
need gap for flexible and
personalized coverage.

They offer more
personalized products for
customers and allow
insurers to have a better
pricing and lower claims
costs

Adoption

Insurtechs are focusing on new customer-oriented insurance products

In the long run, customers
might prefer to purchase all
insurance products through
digital channels

Moderate potential because
of high complexity and
uncertainty on cost savings
for the customers

In markets with lower
income populations they will
find adoption, but it is
uncertain whether they will
catch on in more developed
markets too

Great potential as it is very
convenient for the
customers and allows
insurers to reach new
segments

Will probably find strong
adoption as they add value
and cost savings for both
the customers as well as the
insurer
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Source: Capgemini 2018, Capgemini 2020

* Not all of the respective startups shown for each category are carriers. Some of them
are distributors or enablers that make it possible to offer such insurance products

Distributor business models explained
Many insurtechs focus on distributing insurance products in a more customer friendly way

Definition

Empowering customers with
more information and
choices which can lead to
price savings and access to
better products

Adoption

A website or app that allows
customers to compare
insurance products from
different providers

Value Prop.

PCWs & Marketplace
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High potential since online
transactions become more
and more common

Digital Brokers

Value-Adding
Intermediaries

Insurtech that advices
customers and allows them
to compare and purchase
insurance policies

Individual front-office
solutions via partnership
with insurance providers

Enhancing customer
convenience and offering
insurance providers a costeffective channel

Great potential as younger
and tech-savvy customer
population grows

Source: Capgemini 2018, Capgemini 2020

Important:
Value-adding intermediaries form the largest and
broadest group of distributors.

Creating customer-centric
value additions in the
purchase stage

Great adoption since the
solutions are customercentric and it enables
insurers to access new
markets

In contrast to other distributors, they do not focus on
selling existing insurance products, but develop (often
together with their carrier counterparts) offers tailored to
specific target groups. Such offers can include insurance
products or additional services.
MGAs are the most prominent example within this
category. Unlike typical brokers, they get granted
underwriting authority. They are usually the sole face to
the customer and assume most activities of an insurance
carrier except for carrying the risk. MGAs offer
advantages such as shorter time-to-market and capital
efficiency.

Enabler business models explained
Front-Office Solution
Provider

Policy Solution
Provider

Claims Solution
Provider

Underwriting
Solution Provider

Multiple Solution
Provider

Definition

A company that provides a
solution which improves the
front office of insurance
firms

Insurtech that offers
process-improvement
solutions for policy
management

A company that offers
solutions which specifically
improve the management of
claims

Insurtech that offers
process-improvement
solutions for risk assessment
and underwriting

Insurtech that offers a
technological solution that
improves various processes
along the insurance value
chain

Value Prop.

Satisfies the need of
customers for more
convenience and
personalization and enables
insurers to reach new
customers

A streamlined policy
management increases
transparency for the
insureds

Provides better customer
experience at a very
decisive point within the
insurance lifecycle

A more efficient
underwriting process and
risk assessment benefits
both the customers and the
insurers

Depending on the type of
technology, insurance value
chain can be redefined

Adoption

Many different technologies enable insurtechs to impact the entire insurance value chain

High relevance due to
customers demand for
digital and convenient
products

Very likely to be adopted
widely as customer seek
clearer and more
convenient transactions

High potential because
customers demand seamless
claims services and insurers
seek innovative solutions to
differentiate

Depending on the efficiency
gains, very likely to be
adopted as underwriting is a
decisive part of the value
chain

Adoption of new
technology-based models
will depend on technology
proliferation and each
specific use case
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Source: Capgemini 2018, Capgemini 2020

Impact of insurtech on the industry
Big Data and AI are the technologies that have the highest impact on the industry
Emerging Technologies that will have the biggest
Impact on the Industry*
81%

Big Data
Artificial Intelligence

79%
77%

Cloud Computing
Bio-medical Technology

75%

Blockchain
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46%

Internet of Things

38%

5G

37%

Others

36%

Source: KPMG

Insurance Business Processes that are and will be
affected the most by Insurtechs*
87%

Marketing & Channels
Claim

81%

Product Design

81%

Underwriting

79%

Customer Service

77%

Pricing

75%

Training & Sales
Organization Management

46%
38%

Regulation

37%

Use of Funds

36%

* % of interviewees agreeing to the statement according to a KPMG survey

How modern technologies benefit the insurance industry
As data is key for insurers, big data, AI, cloud computing and IoT offer many benefits
•

Big Data

•

•

Artificial
Intelligence

•

•

Cloud Computing

•

•

Internet of Things
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•

Source: Eckert & Osterrieder

Big data allows insurers to generate valuable insights from semi-structured and unstructured data which fosters a
better understanding of the customers
It enables insurers to have a more precise underwriting and pricing, which consequently allows tailoring products and
services to the policyholder. Furthermore, using big data and behavioral analytics, insurers can identify fraudulent
claims patterns.
Implementing algorithms into the insurance value chain allows firms to strongly increase effectiveness and efficiency of
some of the processes
Using AI can help insurers to improve customer segmentation which enables better churn propensities and cross-selling
strategies. Also, it can lead to more precise risk factors which can improve pricing. On top of that, through AI firms can
automate claims assessment and customers services via chatbots and smart advisors.
External computing and storage capacities allow insurers to become more flexible and efficient which can lead to a
decline in management costs
Cloud computing enables efficient information streams within organizations which can allow insurers to shorten
implementation times of new products and services. This cannot only be used to enhance customer experience, but
also to enhance cross- and up-selling strategies.
Making use of the internet of things helps insurers to increase the knowledge about its customers and to increase the
interaction with them
The behavioral insights enable insurers to improve the accuracy of its pricing which allows for products such as
telematics and usage-based insurance. Furthermore, the data allows companies to improve loss prevention by offering
preventative support for customers.

How insurtechs disrupt the insurance value chain
Through the use of newest technologies, insurtechs improve existing processes
•

Distribution

Pricing &
Underwriting

Policy & Claim
Management

Customer Service
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•

•
•

Incumbent distribution models have largely remained unchanged due to lack of technology infrastructure and rigorous
regulations
Insurtechs are using many different online distribution models, reducing the need of intermediaries such as agents and
brokers

Leveraging Big Data and predictive analytics, insurtechs can more accurately determine premiums and predict claim
filings and future losses.
This allows companies to offer personalized and usage-based premiums which satisfy the needs of the modern
consumers for more transparent products and processes

•
•

Digital distribution models enable insurers to streamline policy and claim management
Additionally, by leveraging historical data and data from sensors and images, and using technologies such as AI,
insurtechs can automatically and accurately assess damages and predict costs.

•

The digitization of the insurance industry allows customers to use websites and applications to interact with the
insurers.
Furthermore, insurtechs leverage artificial intelligence and bots to provide real-time advice which further reduces the
need of intermediaries such agents and brokers

•

Source: Eckert & Osterrieder, J. Ferry

Important metrics for insurers
Key figures of insurtechs and incumbents vary greatly from one another
Industry
Average
Gross Written
Premium Growth

Growth rate of the total amount customers have agreed to pay on
existing and new insurance policies

Loss Ratio

Total amount of claims paid out to policyholders as a percentage of total
premiums earned over the same period of time

55%

70%
(from 166% in 2017)

Renewal Ratio

Percentage of customers who continue coverage after their policy has
expired – the insurance industry average is very high

84%

67%

LTV / CAC *

Ratio of a customers’ value to the company to the total amount of costs
incurred to acquire an additional customers

7 (e.g.,
Allstate)

0.75

Net Promoter
Score

Customer loyalty and satisfaction measurement to find out how likely
customers are to recommend a company, product or service

Average Time to
settle a Claim

Claim cycle time is one of the most important indicators for customer
satisfaction

Underwriting
Speed

Average time required to process a new policy, from coverage offer to
policy approval and delivery to the customer

-4% (2020)

<20
Up to months

88% (2020)

70
Set a WR (3 seconds)

Varies greatly depending on the coverage

Key take-away: Whereas the new digital insurance carriers are faster and more customer-centric, they struggling to lower their loss
ratios and are challenged by very high customer acquisition costs as policy holders rarely switch insurance policies
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Source: coverager, F. Sigona, Guiding Metrics, Modern Accelerator

* Lifetime Customer Value / Customer Acquisition Cost

Trends
•
•
•
•
•
•
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SMEs are highly underserved
Embedded Insurance
Open Insurance
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The COVID-19 effect
New are players entering the market

SMEs are highly underserved
Most of B2B insurtechs focus on the SME market as it is still very underserved
Companies with fewer than 250 employees account for about 99% of companies within the OECD nations and for
about 75% of jobs. However, in terms of gross written premiums, SMEs account only for about 60% of P&C premiums

Majority of P&C Market
belongs to SMEs

As SMEs are very heterogenous and often have highly complex needs, it is difficult for insurers to underwrite and
serve small and medium businesses at scale. Many SMEs do not understand their insurance needs and underestimate
the importance of coverage

Yet, SMEs are still
underserved

Percentage of SMEs being covered by Insurance
77%

100%
80%
60%
40%
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20%
0%

.. of Insurtechs in the B2B
Space focus on SMEs

The SME insurance market offers great growth
potential and insurtechs offer the transformative
technologies that make it possible to tailor
policies and services around the specific needs
of SMEs in a scalable and efficient way

SMEs are switching more and more towards digital insurance products
The smaller the company, the higher the preference for digital insurance products/services
Channel Preference by Revenue

Usage of Websites/Applications to … by Size of SME
Sole
trader

Micro

Small

Medium

… research insurance products

54%

46%

46%

35%

60%

… set up payment

47%

38%

36%

33%

40%

… request quotas

50%

40%

38%

30%

20%

… purchase insurance policy

51%

39%

34%

25%

… submit documents to get claim

34%

39%

31%

30%

… get help with the policy

33%

27%

25%

21%

Online

Face-to-face

80%

0%
$0-100k

$100-500K $500K-$1M $1M-2M

COVID-19 accelerates
the Switch
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Source: McKinsey, pwc

$2M-10M $10M-20M

- More than 30% of small and medium SMEs and about 20% of micro and sole traders want to use websites and
applications more often after COVID-19
- 34% of SMEs are even expected to either stop or reduce contacting the insurance company via a broker or the
insurance provider itself

Embedded insurance presents a huge market opportunity
Partnering and integrating with third-parties allows insurers to sell more effectively
Embedded insurance means abstracting insurance functionality into technology that enables third-party providers in any sector to
seamlessly integrate those insurance solutions into their customer journeys. In this way, the insurance product is not sold to the
customer ad hoc, but instead provided within the purchase of a product or service.
Worldwide relative distribution of
embedded insurance

<2%

>25%

2020

2030

Embedded insurance is enabled through the shift towards modularization of the insurance industry
caused by easier integrations via APIs and technologies such as AI.

As a system in which the purchase of an insurance is separated from the purchase of a product
associated with the underlying risk is inefficient, the rise of embedded insurance has the potential to
help closing the worldwide insurance protection gap.

Benefits of Embedded Insurance

Consumers: It enables companies to offer simpler and more affordable solutions that can be bought at the touch of a button at a moment when
it is most relevant for the consumers.
Insurers: As third-party providers are usually much closer to the customer and thus can more easily identify customer demand for insurance products,
distribution of insurance products, which accounts for roughly 50% of total industry costs, and underwriting can become more efficient.
Third party providers: Offering insurance products allows them to differentiate themselves, attract new customers and increase the loyalty of existing
ones, as well as generate new sources of revenue.
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Source: Baloise, J. Bartos, S. Torrance, N. Sidhu

Open Insurance can do to insurance what Open Banking has done to banking
Incumbents will try to integrate with third parties to improve distribution and delivery of their products
Open insurance refers to insurance providers opening data resources to third parties and accepting data from other sources through APIs to
distribute their products as well as to improve the products they deliver (e.g., using a retailer’s data to price insurance on its products)
Benefits of Open Insurance
Improved customer experience: Huge flows of data allow insurance providers to offer more personalized services such as on-demand insurance,
variable pricing, real-time risk protection and valued-added services supplied by potential business partners
New distribution models: Integrating insurance products with non-insurance offerings extends the traditional market and allows incumbents to reach
totally new customers.
New revenue streams: Offering transaction processing services and APIs for payment services, risk analysis and customers acquisitions to other
organizations adds new sources of revenues. Furthermore, it enables insurers to reach customers earlier in the insurance buying process.
Operations improvement: The network and partners allow incumbents to fast-track product innovation, as traditional bottlenecks such as legacy
software and intermediaries can be bypassed. It generally improves transaction speeds and efficiency and lowers fractional costs.

Driving Factors for Insurers to open-up their Data
Rise of digital ecosystems
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Source: Accenture, Accenture Insurance blog

Growing competition from tech firms

Rising demand for personalized services

APIs lead the way to Open Insurance
Insurance related APIs are increasing, yet they are still mainly focused on the distribution side
Application Programming Interfaces enable insurers to
open up their data, algorithms and processes

ü Although 63% of insurers claim that they are effective at
integrating with partners, data-privacy concerns, legacy
technologies and a lack of needed capabilities are key barriers
for insurance companies to make use of APIs in an effective
manner.
ü Today, almost 70% of insurance industry APIs are focusing on
customer acquisition, marketing and distribution. The second
most common use case are APIs related to claim and policy
management.
ü Regarding the different industry sectors, Auto, Travel, Health,
and Weather are the areas with the largest relative number of
APIs focusing on the insurance market.
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Source: Accenture, Accenture Insurance blog

Number of APIs

The rise of Parametric Insurance
A new generation of parametric insurance covers could help close the protection gap
Parametric insurance products differ from traditional products in that they offer pre-specified payouts based upon certain trigger
events instead of indemnifying on actual losses suffered by the insured.
Reasons for the Protection Gap

Typical Use-Cases

Parametric insurance products have already been around for years, yet traditional
insurers were lagging some critical risk-quantification capabilities and often miss
access to real-time data.

Damage from natural catastrophes

Now, a new generation of parametric insurance solutions is leveraging new data
sources, data science, new sensor technologies and IoT devices as well as artificial
intelligence to expand use cases.

Weather-related events that can impact travel,
business continuity or cargo transport
Other events such as power outages, disease
outbreaks, cyber threats

Benefits of Parametric Insurance
Speed: As the trigger events are usually tracked automatically and the payouts are made quickly, policy holders benefit from a swift and conflictfree claim settlement. Especially in the case of large damages, this can be of enormous advantage.
Transparency: As third-party providers are usually much closer to the customer and thus can more easily identify customer demand for insurance
products, distribution of insurance products, which accounts for roughly 50% of total industry costs, and underwriting can become more efficient.
Lower administrative costs: as payout amounts are predetermined there is no loss adjustment process and there’s a lower administrative burden
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Source: Capgemini, Munich Re, Mundi Ventures & dealroom.co, World Economic Forum

The COVID-19 effect
Despite initial sales slump, Covid accelerates trends that greatly benefit insurtechs

2nd largest paid Loss
Event ever, yet all-time
High in funding

Increased Speed of
Digitization

Changing Market
Environment
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•

COVID-19 has led to $55B estimated paid insurance losses, which is historically only surpassed by hurricane
Katrina. Furthermore, GWP have been reduced by more than 4% in 2020 due to the pandemic.

•

Yet, funding in insurtechs in 2020 has reached an all-time high. Q1, Q2 and Q3 2021 have seen another
outstanding all-time high in funding for insurtechs.

•

Insurance industry has been forced to make use of digital distribution and communication channels, and to enable
customers online self-directed purchases of insurance products.

•

As a result, customer preferences have changed. Customers now demand more personalized products and more
efficient ways to purchase insurance.

•

Because of their ability to offer crisis-proofed processes and a strong digital customer experience, BigTechs and
insurtechs have managed to drastically increase customers’ willingness to purchase insurance from them.

•

The increased speed of technology adaption increases incumbents’ urge for acquiring and collaborating with
insurtechs.

Source: Capgemini, CB Insights, KPMG, McKinsey

New players are entering the market
The ongoing digitalisation of the insurance industry attracts new players
% of People making use of Digital
Insurance Products

BigTechs

80%

.. are entering the insurance
industry. While they still mainly act
as enablers and distributors, they
have many advantages compared
to incumbent insurers:

60%
40%
20%
0%
2018

2019

% of People willing to purchase
Insurance from BigTechs

8%
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Huge customer base
2019
Extensive amount of data
Existing distribution platforms
Helpful hardware (wearables…)

2016

2018

Google‘s health company Verily raises $700M
Amazon enters motor insurance distribution business
partnering up with Indian insurtech Acko
Google has invested in more than 14 insurtechs
since 2014
Tesla launches own Tesla Insurance

Older Generation (born in 1980 or earlier)

30%

2021

2020

2020

Millenials (born after 1980)

17%

Amazon partners with Next Insurance to embed
insurance products for SMEs

44%
2020

Google invests $375M in Oscar Health

2018

2017

Strong AI and cloud capabilities
Access to the best talent

Source: Capgemini 2020, CB Insights, L. Dydra, H. Landi, publicly available information

Apple ramps up health tracking features of Apple
Watch to better understand users’ wellness

2016

Apple partners with Cisco, Allianz and Aon to launch a
cyber risk management solution

After Google and Apple, also Amazon partners with
John Hancock Vitality program to share wearable
healthcare data
Amazon offers 3rd party insurance services and
accesses healthcare data through Alexa
Amazon launches Amazon Protect in the UK

Nauta Capital & Insurtech
•
•
•
•
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Our investment thesis
Themes that fit
Weecover
InsureQ

Our insurtech investment thesis
Why we are bullish on investing in insurtechs right now
• So far, insurtechs have not been able to disrupt the industry as much as hoped. During the first decade of insurtechs (2010-2020), most innovations
have been focusing on digitizing the distribution of insurance products and on modernizing front-end capabilities. Yet, existing products and processes
have mainly remained the same, and insurance today is still one of the least digitally mature industries.
• However, we strongly believe that this is about to change. We think that customer experiences for insurance products will be completely reinvented in
the upcoming years. Amplified by the current pandemic, we see many reasons why insurtechs will now be able to shake up the entire value chain:
• Customer preferences have changed sustainably and the willingness to purchase insurance from BigTechs and insurtechs have greatly heightened
• The speed of digitization has increased drastically with intensive competition from digital native challengers
• Funding has strongly intensified
Ø In our view, these changes will have a huge impact on the market environment and will speed up the evolution of insurance. We think that in the future,
insurance will become more and more embedded into digital ecosystems and that the winners are the ones who rely on a superior core technology that
can be integrated seamlessly into partner platforms.
Ø The modularity and flexibility of such technology engines will enable innovation across all parts of the value chain and ensure very fast development
cycles. This will allow companies to make the insurance process fully digital and design it around the customer.
Ø Moreover, the efficient use of real-time data will enable the future winners to switch from a pure risk transfer business model into a holistic risk
management model, which will be built upon a more service-oriented way of product offering. The risk transfer itself on the other hand, might become a
commodity.
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Themes that fit our thesis
Five investment areas are set to do well and offer investment opportunities

Embedded insurance

Embedded insurance presents a huge opportunity to reach customers at the right time and place. By harnessing
integrations with partners insurers can offer more seamless purchasing processes and improve the customer
experience.

SME insurance

With digitized products it is easier than ever to reach and serve SMEs meaning the market penetration for SME
insurance will grow dramatically in coming years. This represents a considerable market opportunity.

Data driven products

There is an opportunity for insurers to ingest vast amounts of data to use for more intelligent pricing, product
customisation and for offering services to policy holders through Open Insurance APIs . This presents an
opportunity for insurers and technical providers to offer better insurance products or the enabling technologies.

Digitising more
complex products

The majority of insurance premiums are generated from complex multifaceted products that require more than a
simple form to asses. These products will be harder to digitise but present a huge opportunity once achieved

Rebuilding the legacy
tech stack

In response to the changing market legacy providers will have to improve their technical capabilities to match
those of digitally-native insurtechs. This will require major changes throughout the entire tech stack to be cloudbased, more flexible and to allow integration with third-parties and other data sources
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Recent Nauta investments: Weecover
Plug-and-play Embedded Insurance platform
Business Description

Product

§ Weecover is a plug-and-play solution that allows companies to embed customized
insurance products seamlessly into their sales processes, both online and offline.
§ The vision of the company is to protect any person, product or service through easy, clear
and simple embedded insurance solutions on the internet, through a strong tech
proposition.
§ Weecover offers an API-first platform that integrates with its customers’ offline and online
processes, enabling full digital insurance underwriting and on-boarding capabilities (e.g.,
users can buy an insurance in the checkout page of an ecommerce store or at the point of
sale in a physical store). Connecting insurance and consumer-facing companies.
§ Weecover can offer a wide variety of insurance products: mobility (bikes, e-scooters, carsharing…); retail (warranty extension, damage & robbery,…); payment protection, life,
health, among many others. Weecover is also available as a widget for several e-commerce
platforms.
Customers & Partners

Company Overview
Office(s)

Barcelona, Spain

Sector

Insurtech, Embedded Insurance

Employees

~10

Website

https://www.weecover.com

Founders

Jordi Pagés & Rafael Gallardo
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Check here
WHY we
invested

Recent Nauta investments: InsureQ
B2B insurance platform with tailored offering for SMEs
Business Description

Product

§ The SME insurance market is still relatively offline, and under-insured (e.g. c. 20% of SMEs
do not have liability cover, and only 24% of SMEs have ever bought insurances online).
Furthermore, legacy insurance companies are not well-positioned to serve the online
segment due to existing operating models and offline channel infrastructures.
§ InsureQ GmbH is an online platform and broker for insurance products with a focus on
SME B2B clients. The company currently partners with three insurance partners that are
integrated via API to provide a wide range of insurance packages tailored to individual
industry needs. The product is offered in a one-stop approach, 100% online, and within 9
minutes.
§ The start-up aims to offer full coverage of all commercial insurances. Its current product
portfolio includes general liability, cyber, D&O, legal protection and personal indemnity,
among others.

Customers & Partners

Company Overview
Office(s)

Munich, Germany

Sector

Insurtech, B2B Insurance

Employees

~20

Website

https://www.insureq.de/

Founder

Alexander Le Prince
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Check here
WHY we
invested

Let’s get in touch!
London
9 Argyll Street
London, W1F 7TG
United Kingdom

Barcelona
Avda. Diagonal 593
08014 Barcelona
Spain

Berlin
Anna-Louisa-Karsch Str. 7
10178 Berlin
Germany
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