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Why Tech, Data and AI Matters?

Tech leadership… … means business advantage nowadays

FTE in Digital

6%

18%

+12pp

Spend in Tech

15%

5-10%

x2

Client Sat. (NPS)

-4

15

39

Growth Efficiency

Leader in Tech and AI

Average

Under-investor

41 %

3 % 3 %

7 %

Digital playersIncumbents

-1pp

-3pp

-5pp

Source : BCG DAI benchmarking, 52 insurance companies; BCG analyses
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Companies are accelerating on data and AI

GROWTH (%)

14

16

17

16

17

23

25

13

3

Note: Maturity calculated as a score using 19 dimensions across 7 elements: vision, use 
cases, analytics, data governance, data infrastructure, data ecosystem, change 
management, the index score for the best-practice maturity stage is 500.
Source: BCG Data Capability Maturity (DACAMA) Survey, 2021, n=1100, BCG Analysis

286

277

275

273

268

251

244

267

268

326

322

321

317

313

308

306

301

276

Public sector

Energy

Technology and

telecommunications

Financial institutions

Insurance

Health care

Consumer

Industrial goods

Automotive

2018 2021

Evolution of company AI maturity

50% of companies expected to become AI-driven 

organization in next 3 years 

IN 3 YEARSTODAY

AI piloted in 

select BUs

AI implemented 

large-scale

AI-driven 

organization

50%

45%

5%

15%

35%

50%
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Only 10% of companies 
obtain significant financial 
benefits with AI…

Source: MITSloan 2020 Artificial Intelligence Global Executive Study and Research Project

10%

…but 73% with significant impact among 
those with highest AI maturity

2%

21%

39%

73%

Discovering AI

AI in targeted areas, without developing basics 

(infrastructure, etc.)

Building AI

Developed the basics: infrastructure / talent / strategy for AI

Scaling AI

Scaled AI implementation, including use cases beyond 

full automation

Organizational learning with AI

Practicing Human-AI mutual feedback & learning and diverse 

human-AI collaboration modes

% Companies reporting significant financial benefits with ai
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Why 70% of companies are frustrated by outcomes of AA/AI investment?

Cutting edge,

but no scale

We developed that very cool and  

sophisticated analytics model, but… 

couldn't put in production

Many initiatives, 

but no impact

We work since months and have 

launched a to of initiatives, but… 

no business impact

Code too difficult 

to industrialize

Everything works well in the 

development environment, but we 

cannot get it into production

We have a great solution, but… 

we don't understand its uses

Exists but nobody 

uses it

Difficulty to attract 

and retain the "stars"

We spent a lot of time in recruiting 

and had built a very good team, but… 

one by one we lost them all

Eternity to build the 

technical solution

It took us 2 years to build the first 
data lake, but… 

we still have no data in it
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1. Including AdWords bidder, social media targeting, data driven targeting, lead generation & targeting
Source: BCG library of use cases – not exhaustive

Numerous sources of value in insurance delivered with AI

End-to-end personalization 

Churn management

Next best action

Digital lead generation

Digital prospect acquisition1

Enhanced retargeting 

Sales support & boost

Understanding risks & 
rates (for brokers)

Customer & sale advisor 
matching tool

Recruiting optimization 
for agents

Efficiencies Loss-ratio reduction

Fraud detection & avoidance

Leakage reduction & 
avoidance

Loss prevention

Insurance procurement 
deflation

Process automation

Data collection and 
enrichment

Triage improvement

Policy management (back-office)

Data recognition, capture and 
analysis in policy 

management

Performance management 
and monitoring

Customer service (front-office)

Triage tool for customer 
issues

Request & operator matching 
tool

Smart answer search tool

Demand planning tool for 
volume and flows

Underwriting excellence

Streamlined UW

IoT-driven underwriting

Quotation prioritization

Dynamic Portfolio steering

Enhanced pruning

Dynamic exposure control

Pricing excellence

Technical pricing

Customized pricing 

Market pricing

Unknown risk

Bionic 

distribution

Technical 

excellence

Claims 

excellence

Bionic 

Operations

2-3 pp LR

-20%-40%

2-3 pp LR

+10%-20%
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Examples of AI outcomes

Stagnant growth in past years 
in life, as sales highly 
dependent on agents

AI powered recommender 
engine used for cross/up-sell 

campaigns

6% growth in 
new business in Life

35% of employed benefit 
account dormant as agents 

focus primarily on acquisition

design and launched call center 
supported by AI models 

prioritizing the accounts and 
supplying key insights

2-3x increase in conversion 
rate and 20-40% premium 

increase; projected impact of 
+$200m over 5 years

churn of pension customers 
means outflow of 6bn p.a. of 

assets to competitors

AI powered personalized 
actions to engage, retain and 

bring in outside assets

2x impact in 
retention/conversion effective 
ness. Aim is to reduce outflow 

by 50%

Problem

Solution

Impact
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70% of the effort lies in business transformation

Data and analytics embedded in the business

• Data governance—Data quality assured for use cases

• Improved decision making—business decisions based on 

data and models

• Sustainable change—customer-facing initiatives plan 

early for data to be captured, to track and improve 

success and enhance customer knowledge

• New ways of working—business works in cross-

functional teams embedding data and analytics in test 

and learn approach

• Enabled staff—business has user-friendly, intuitive 

access to data and insights

Technology enabling real-time capture, storage, delivery, 

analysis, and visualization of internal and external data

Predictive models to inform and personalize engagements 

along the customer lifecycle

Business processes 

& People

70%

Data technology 

20%

Algorithm

10%

70%

Data & 
Digital 
success
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6 principles at 
the core of 
successful 
analytics 
transformations

1 Remember: 10/20/70
Think amplified intelligence, not artificial intelligence

4 Rapid implementation 
Think big, start small; don't wait for the perfect set-up

3 Focus on value, not proof of concepts
Put efforts towards value potential, not experiments

2 Be ONE team
Ensure deep business sponsorship & avoid silos

6 Put skin in the game
Commit focused time and resources, dare to centralize

What it tackles

5 Build an AI ecosystem
Leverage networks to build a star team of talent

Tech obsession

No impact

No scale

Use not adapted

Talent challenge

Tech eternity

Talent challenge No scale

No impact

No impact

Use not adapted

Tech eternity
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