
 
 

 1 

 

CASE STUDY LIBRARY 

 

The Case Study Library is an output of the TECHNGI project at Loughborough University, 

funded by Innovate UK and the Economic and Social Science Research Council (grant 

reference ES/S010416/1). It is part of the £20mn Next Generation Services Research 

Challenge (one of the twenty one research challenges supported by the UK government’s 

Industrial Strategy Challenge Fund). The views expressed here are those of the authors, not of 

our funders or any of the participants in focus group meetings used for this research. 

 

Part One of the document is focussed on the theory and methodology of case study research. 

A discussion of the theoretical issues is presented. This is accompanied by a detailed 

explanation of the case framework model, which consists of four main pillars: business 

context, digital technologies and AI, data types, and business & customer benefits.  

 

Part Two includes individual, standalone case studies of Admiral, Aviva, AXA XL*, Direct Line 

and Hastings.  

 

Case Study Library Contributors 

Dr. Christopher Holland is Professor of Information Management at Loughborough University, 

and co-principal investigator of TECHNGI.    

Dr. Anil Kavuri is visiting lecturer at Loughborough University. 

Dr. Thais Sardá is lecturer at Nottingham Trent University. 

The authors are grateful for comments and feedback received from the TECHNGI team.  

 

 

*Professor Alistair Milne and Dr. Alex Zarifis authored the AXA XL case study jointly. 

 

 

https://www.techngi.uk/
https://www.ukri.org/innovation/industrial-strategy-challenge-fund/next-generation-services/
https://www.ukri.org/innovation/industrial-strategy-challenge-fund/next-generation-services/


 
 

 2 

 

 

Contents  

 

 

Part One 

           Pages 

A Business Framework for the Analysis of Digital Transformation 3 - 15 

 

 

 

Part Two 

 

Case Study 1. Admiral’s Fraud Detection Technology                        16-26 

 

Case Study 2. Aviva Drive App       27-37 

 

Case Study 3. The use of AI solutions by AXA XL to improve   38-46 

business processes and client services      

 

Case Study 4. Direct Line’s multi-channel marketing strategy  47-60 

 

Case Study 5. Hastings Direct Insurance     61-75 

 

 

 

 



 
 

 3 

 

A Business Framework for the Analysis of Digital Transformation 

 

C.P. Holland and A.S. Kavuri 

Loughborough University, June 2021. 

 

Introduction 

Digital technology is transforming all industries [1] and the general phenomenon of the disruptive effects of 

digital technology is widely covered by business academics [2], in the business press, and by consultants [3]. 

A variety of complex phenomena are evident in digital transformation, for example, the digital technology 

itself, new developments in areas such as big data and Artificial Intelligence, the business context and unit of 

analysis or organisational scope, multifaceted data typologies, business outcomes in terms of novel 

organisational arrangements, innovative business models, changes in user and customer behaviour, 

increased productivity, automation of processes, smart business networks and generally, the notion of 

business and customer benefits, which economists and Information Systems (IS) theorists have attempted to 

define with varying degrees of success.  

 

Case study research is a flexible methodology that captures this variety of complex phenomena, because it 

allows the researcher to explore and investigate digital transformation and place it within a meaningful 

organisational and business context, to build theory models that include relationships between different 

theoretical constructs, and to establish the nature of causal linkages to support detailed explanations and 

create managerially useful insights and prescriptive conclusions [4][5]. There is also a long tradition of 

successful case study research in technology-focused research topics [6] which have allowed researchers to 

describe the role of new technologies in an organisational setting that has face validity for managers and 

contributes to the theory-building of academic projects [7], [8]. 

 

The flexible nature of case study research includes the starting point where two broad approaches are 

possible: inductive; and deductive [9]. An inductive research design is where the researcher enters the field 

with almost a blank canvas, so the research process includes defining the nature of the research problem and 

describing the data, based on how the researcher interprets and understands the events and processes 

occurring around them. This bottom-up, inductive approach is effective when the nature of the research is 

completely exploratory, and there is very little prior knowledge of the topic. The second approach is 

deductive, where the researcher starts with a clear research framework composed of theoretical constructs, 

which define the scope and nature of the research phenomenon that is of interest, and which uses results, 

concepts, knowledge, and managerial practice to inform the data collection and analysis process. A 

framework does not prescribe a theory, but it does start with a pre-defined set of theoretical constructs, 

which are defined, more or less, depending on the existing state of knowledge and confidence of the 

researcher in the topic of interest [10].  
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Digital transformation is a well-established phenomenon and some areas of it are reasonably well 

understood though by looking back over the history of research into information technology, Information 

Systems, and digital phenomena generally, the process of knowledge discovery has been much more difficult 

than was originally envisaged, and there remain many unanswered questions [11]. In addition, the pace of 

change in the underlying technology has continued apace, and the human element in the Information 

Systems equation has also changed significantly throughout the history of IT in business. Users of digital 

systems within organisations, customers and managers now have much more extensive and detailed 

knowledge of digital technology, from both an implementation perspective and also from experience in using 

digital systems, whether for business, or leisure.  

 

In this paper, a detailed research framework is proposed that aims to capture the main dimensions of digital 

transformation in a business context, and is sufficiently flexible to be adapted to different organisational 

situations and product-markets. The research framework is intended to be comprehensive, and this is 

achieved partly by defining the detail of the theoretical constructs in an open-ended manner, i.e., they are 

extendible. The framework has four main pillars of business context, digital technologies and AI, data types, 

and business & customer benefits. See Figure 1.  

 

Figure 1. Artificial Intelligence and Digital Technology Framework for Insurance 
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Each of the main pillars is described before relating them to each other and explaining how this framework 

can be used in the development of individual and cross-case study analysis of digital transformation in 

organisations.  

 

Business Context 

The business context is captured on three units of analysis: (1) the business process such as a customer 

records management system, new customer acquisition or an insurance claim [12]; (2) the business model to 

describe and explain the logic of a single enterprise or insurance organisation [13]; and (3) the insurance 

value chain [14]. It is important to define the unit of analysis because this indicates the likely scope and 

nature of the AI application, which could be a relatively straightforward automation of a single process, a 

more complex set of changes that define a completely new business model for a single firm, or it could be an 

AI application for the distribution of consumer insurance or to manage B2B communication, which affects the 

structure and operation of the insurance value chain. This focus on the unit of analysis provides flexibility to 

capture the diverse range and scope of individual AI applications, and also to capture their combined effects 

and interactions between units of analysis. 

 

The focus on an individual unit of analysis is important for analytical purposes but to gain a holistic 

perspective of the overall set of changes occurring in insurance markets, it is necessary to consider how the 

implementation of AI systems and innovation in insurance markets occurs at multiple levels and with 

interactions between processes, business models and value chains. For example, a company-wide 

transformation of a large set of individual business processes may have a significant effect on its business 

model by reengineering business processes and taking advantage of new types of big data. Similarly, a 

disruptive business model such as Ping An’s digital ecosystem has important implications for relationships 

with economic partners and therefore changes B2B relationships and the structure of the insurance value 

chain [15].  

 

Innovation is identified as a separate construct in business context and is important because it captures the 

idea of dynamic change to improve and enhance the existing business strategy, whether this is a small change 

to a process, a radically new and different business model, or an improvement in a product. Customer 

behaviour is included because it is necessary to consider the interactions between the firm and its customers 

for all customer facing business processes, i.e., the customer lifecycle processes from new customer 

acquisition to e-service, and interactions between the firm and the customer play a crucial role in value 

creation. When considering benefits from AI and digital transformation, benefits accrue to both the firm and 

the customer, and these include experiential benefits, in addition to more obvious efficiency and productivity 

gains. New forms of digital analytics are also important to both the customer and the firm, and this may also 

link to value creation. A socio-technical approach to systems design also applies to AI systems and ambitious 

digital transformation projects, and it is therefore important to explicitly consider the role of the business 

user of digital systems because their involvement in and knowledge of AI systems can make the different 

between successful adoption and rejection of digital innovation [16].  

 

Digital Technology and AI Systems 

Digital technology is defined broadly to include the general IT infrastructure, operating systems, computer 
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networks, enterprise applications, management information systems, data analytics, IoT and mobile devices. 

All AI systems are implemented within existing core systems that are the digital and organisational 

infrastructure of the firm. The core systems in a company are typically defined in terms of their business 

functionality, e.g., new customer acquisition, production management, customer relationship management, 

purchasing, finance, e-commerce, marketing and so on. AI systems must therefore be defined in relation to 

these core systems because AI algorithms will be linked to the core systems to collect and interpret the data, 

and then share results back with the core systems.  

 

An AI system can be analysed in terms of its software, hardware, business application context and its use of 

big data. Big data, e.g., customer behavioural data, clickstream data from online processes, customer 

interactions via voice or Chatbots, GPS and telematics data are used to train AI algorithms, which are then 

applied to specific problems such as voice recognition, fraud detection, tracking product flows through a 

production and value chain, process automation and online market segmentation.  

 

Data Types 

The management of organisations is fundamentally about coordinating economic activity through the 

processing, storage, analysis, interpretation and communication of information. Business can therefore be 

conceptualised as an information-handling problem, which explains the vital role of data in the modern 

business enterprise [17]. Data types within the firm and those involved in relationships with customers and 

supply chain partners are therefore of interest and commercial relevance. Big data [18] and in particular new 

types of data that can be used to enhance business models, improve business processes, or add value to 

customer interactions are therefore of strategic importance. Based on a teleological approach, data can be 

defined by reference to its purpose such as capturing information about customers, managing a production 

system, optimising supply chain product flows, describing and evaluating customer search and buying 

behaviour, evaluating financial performance, or general management information related to quality or staff 

performance. This is a suitable approach for the development of case studies because it makes intuitive 

sense to managers and provides a rigorous approach to structure the analysis and interpretation of how big 

data is used to facilitate and enable innovation.   

 

A focus on data types is important because it is necessary to be as precise as possible when discussing data 

for AI applications in insurance, and this kind of data type model serves as a useful framework to capture the 

variety and purposes of data. The idea can be expanded to consider (1) the sources of each data type, (2) its 

structure, size, and scope, (3) the principal analytical methods used to store, analyse and interpret the data.  

 

Data governance is concerned with the strategy, processes and control mechanisms to manage data at the 

level of the enterprise and has become an essential part of any data strategy because of regulatory 

frameworks and laws regarding the management of data, in particular GDPR in Europe, and the complex 

patchwork quilt approach of the US, where federal and state laws cover data privacy and security. In 

addition, there are also typically market-specific regulations that cover the use of data in different markets 

such as banking, insurance, accountancy, law and e-commerce.    
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Business and Customer Benefits 

The outcomes of AI and digital transformation can be measured in terms of a set of benefits, which need to 

be considered from the perspective of both the customer and the business firm, i.e., to focus on value 

creation in business models [19]. Most AI applications result in benefits to both the business firm and its 

customers, and this is not an either / or situation. For example, Robotic Process Automation (RPA) is designed 

to achieve administrative efficiency and increase staff productivity, which also benefits customers, for 

example in speed of response to administrative queries and generally for all forms of e-service. A customer-

focused application such as a Chatbot is designed to increase the quality of the customer experience, and it 

also reduces the cost to serve customers. An indirect benefit to the business firm could be increased 

customer retention because of higher customer satisfaction and perceived value of the service.  

 

Data analytics is another example of shared benefits. Data analytics can be used to inform better decisions by 

managers, e.g., in pricing, better product design from a/b testing and better understanding of customer 

search behaviour that can be used to improve the online customer acquisition process. Data analytics also 

benefits customers, e.g., in active intervention for behavioural insurance policies to improve customer 

behaviour and reduce risk, and in the fairer assessment of risk and pricing. Similarly, product innovation 

benefits the business by maintaining or improving its position in the market, and customers benefit from 

improved services and value. Regulatory compliance is included as a business benefit because for many firms, 

especially those in highly regulated environments such as financial services, the cost of regulatory compliance 

is a significant overhead. The clear and systematic management of data, supported by smart AI systems, can 

reduce the burden of compliance by automating or at least simplifying the tracking and reporting of the 

firm’s actions to regulators.   

 

Discussion of Case Study Model 

A case study is a detailed, in-depth analysis of a company’s strategy in a particular area [20], e.g., an 

enterprise system implementation, leadership strategy, new product development or in this situation, the 

implementation of AI systems in insurance companies. A case vignette is a shorter and much more focused 

version of a traditional case study that is designed to convey the main purpose and logic of a new project, by 

analysing and interpreting the key dimensions of the problem being addressed.  

 

There are two broad approaches to case study research, inductive and deductive. Grounded research is an 

inductive approach where the researcher effectively enters the field with a blank canvas and builds up a 

narrative from the available data. This approach can be effective in new situations or where there is very 

little prior knowledge, and the focus is on exploratory research. This approach requires a very high level of 

skill to assess the situation, identify what is important, and to create a structure from a complex and often 

dynamic situation. The disadvantages are that it is very difficult to apply and is extremely time consuming. It 

tends to be used in large, ambitious single case studies, and is inherently difficult to apply in situations where 

the research objective is to build sketches of multiple organisations to gain an overview of a whole market, 
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because grounded research has no clear structure that can be used to define a priori the case sample, and 

the focus of each case vignette. It is therefore unsuitable for organised research where it is necessary for a 

team of individual researchers to work with limited time resources, and where the case vignettes must be 

related to each other in a systematic manner.  

 

A deductive approach applies a structure or research framework as shown in Figure 1, which is developed 

before collecting and analysing any data. This approach has the advantage of speed and consistency in a 

large, organised project. If the framework has been well designed, it also ensures a clear focus on relevant 

data and efficient case analysis.  

 

The first and arguably the most important stage of case analysis is description, and a framework of this type 

enables the researcher to describe the case study in a consistent and rigorous manner, using the four main 

parts of business context, digital technology & AI systems, data types, and business/customer benefits, and 

the detailed individual elements within each part. The description therefore follows a simple linear approach 

of describing the case study according to four main parts, and the detailed elements. The second stage of 

analysis is to relate the elements to each other to build a more complex picture of how they affect each other 

and to explore the causal mechanisms and processes of change. This second stage starts to explain how a 

particular technology or phenomenon works in an organisation and market context.  

 

The possible disadvantages of a structured approach are that an important dimension of a phenomenon that 

is not well understood will be missed, and that the structure limits the scope of the analysis and lacks 

flexibility. These risks can be mitigated by the effort placed into the development of the research framework, 

in this case, literature review of prior work, by drawing on the experience of researchers and managers who 

are familiar with the field, and by designing the framework in such a way that it is extendible.  

 

Concluding Comments 

The framework definition of an AI and digital transformation project incorporates the technical features of 

machine learning, evident from literature, and combines those technical characteristics with related digital 

technology in the organisation (core MIS), new kinds of AI hardware, and places them in a business context 

by clearly defining the nature of the AI application and the associated use of big data. The data component of 

AI systems, and the role of data in business organisations and markets, are so important that it merits being a 

major part of the research framework, defined in terms of data types [21] and data governance. The business 

context elements are defined with reference to a synthesis of standard, fundamental concepts from business 

strategy theory, in particular units of analysis, business process theory [12], business model design [22], the 

information value chain [14], innovation [23] and changes in user and customer behaviour.  

 

The business context is therefore defined principally with reference to the academic and business literature. 

The business context elements were chosen because they capture the essential business characteristics of a 

business organisation and its value chain. The business and customer benefits are also based on existing 
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literature and shaped towards innovation and technology. The benefits can easily be related to the purpose 

of the AI systems and digital transformation, e.g., from new forms of competition and business models [24]. 

 

The pragmatic style of the research framework has clear utility in structuring case study research into AI 

systems and digital transformation because it captures the essence of AI systems by taking what could be 

characterised as a managerial approach that places equal emphasis on the digital, business context, business 

and customer benefits, and data, as it does on the fundamental AI technology of machine learning, adaptable 

algorithms, and big data.  

 

Insurance 

In insurance, there is a complex picture of digital transformation and innovation, e.g., new types of insurance 

products, processes, novel forms of insurance distribution, business models that seek to disrupt the status 

quo [13] and attack the incumbent competitors, and new forms of data sharing in the insurance value chain 

[25]. The combined effects of AI and innovation are transforming business models and insurance markets, 

and creating new forms of value creation [26]. It is also leading to novel business problems and opportunities 

such as new forms of competition [27], difficult, emerging ethical issues [28] and the need for changes to 

industry regulation [29]. 

 

Some brief comments are given that take the general framework in Figure 1 and apply it to the specific 

example of insurance markets.  

 

Business context 

Business processes in insurance are focused on the management of policy documents, and the customer 

lifecycle: sales and marketing; new customer acquisition; policy administration; e-service; claims; and 

renewal [12].  

 

Business models of insurance firms have been grouped into four types: incremental; strategic enhancement; 

re-engineering; and transformational [30], dependent on their level of data innovation and use of new forms 

of big data, and the level of business process innovation.  

 

The insurance value chain is hugely complex because of the variety of roles: customer and business 

customers; insurance firm / carrier; broker; price comparison website; re-insurer; capital markets; claims 

agents; and specialist technology companies [21][14].  

 

Innovation occurs in a variety of different areas: business processes; products; redesign of business models, 

and changes to the insurance value chain. For example, at a business process level, RPA is used to automate 
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individual processes, machine learning is used to achieve more complicated smart business processes such as 

fraud detection, NLP and related technologies are used to create sophisticated e-service processes such as 

Chatbots. Business process innovation often underpins product innovations. For example, telematics 

insurance relies on new business processes to capture complex behavioural data, analyse and interpret the 

data, interact with the customer, and to generate risk scores and driving advice and intervention. Business 

models types describe the totality of business process, data and product innovation, and take a holistic 

perspective to describe at a strategy level, the overall logic of how the different elements of business 

processes, products and customers fit together – see HUK-COBURG [31] and Ping An [32] for detailed 

examples of business models.  

 

User and customer behaviour refer to the business user within the insurance firm, and the retail or business 

customer. The behaviour of business users is important because it is a critical part of the way that a new AI 

system functions and operates. Customer behaviour now plays a central role in value creation because of the 

use of shared processes in many types of insurance, which occur throughout the customer lifecycle. In 

behavioural car and health insurance, the explicit purpose of the AI system is to change and improve the 

behaviour of customers to encourage safer driving habits and healthier lifestyles and exercise.  

 

AI system and digital technology 

The typical core MIS in an insurance firm is the policy management system, supported by other systems such 

as Customer Relationship Management (CRM), customer lifecycle applications and regulatory technology.  

 

Most insurance firms use standard AI algorithm and hardware that is designed and built for generic 

applications such as e-service, e.g., voice recognition and Chatbots, and tailored to the specific insurance 

requirement using insurance data sets and ontologies. Specialised algorithms for important areas such as risk 

and pricing use standard AI techniques and algorithms, trained with specific risk data sets and outcomes.  

 

The key AI hardware that has transformed insurance are health trackers, telematics, smart sensors and IoT 

devices, because they generate new forms of big data that have direct relevance to the measurement and 

evaluation of risk, and in some cases, can be used in a pro-active manner to mitigate events that could lead 

to claims, or change the behaviour of customers and assets to reduce the risk of loss events occurring.  

 

Most AI business applications are focused on narrow, individual processes, e.g., risk assessment, fraud 

detection, simple e-service, smart policy management, and market segmentation. More complex, broader 

applications such as NLP and voice recognition in call-centres are evident though these are in the very early 

stages of development.  
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Big data refers to data sets used in the insurance industry that are characterised by high volume, velocity, 

variety, value and veracity [33], often collected in a dynamic manner through novel AI hardware and personal 

devices.  

 

Data types and governance 

Functional data types are common to all organisations. For example, sales and marketing data about 

customers, products, market demand and profit margins. Financial and HR data are also examples of data 

types that are common to all organisations. The great insight of Enterprise Resource Planning (ERP) 

companies such as SAP and Oracle was that the commonality of data across all functional areas of sales, 

marketing, finance, production, warehousing, distribution and supply chain, meant that information systems 

databases could also be common, together with standardised business processes to manage standard 

transactions such as sales, or customer acquisition.  

 

In an insurance context, the equivalent of an ERP is a policy management system [12], which has information 

about customers, policy details, exposure data, risk, historical loss and claims data. New data types such as 

telematics, health trackers, smart sensor data in buildings, GPS data from ships and IoT data from just about 

any kind of physical device, are the principal catalysts for change in the insurance market because they have 

led to new products such as behavioural and parametric insurance, novel processes and analytics in 

behavioural insurance, and much more direct methods of assessing and mitigating risk, whether this is for a 

shipping company, an individual driver, or health insurance for a company’s employees.  

 

The use, integrity, and security of data in insurance is very important because the data is personal and may 

refer to highly sensitive information. GDPR legislation, industry regulation and customer expectations about 

how their data is used, mean that data governance has become a major functional area in insurance firms, 

and is a core element of how an insurance firm demonstrates that it is abiding by the relevant legislation and 

regulatory frameworks to its board, regulators, lawmakers and customers.   

 

Business and customer benefits 

Benefits management is a significant topic in Information Systems (IS) research [34] and are the most 

important method for evaluating IS project success and failure. The benefits framework includes two groups, 

the insurance firms, and customers. This approach reflects the point that the benefits arising from novel AI 

and digital transformation are often inseparable between the insurance firm and the customer, because of 

the shared business processes and the fact that AI systems are often used by both customers and business 

users, and even AI systems that are only used by business users often have indirect benefits to customers. 

 

Business process & administrative efficiency is an obvious benefit and is often used to justify investments into 

digital technology. It is relatively easy to measure, is unambiguous and the benefits can be quantified in 

simple economic terms, which makes a cost-benefit analysis straightforward. However, it does not capture 
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the variety of benefits from digital transformation. Recent innovations in insurance and banking services 

emphasise ease of use, and time savings for the customer, defined generally as customer experience. Product 

innovation in insurance using traditional data and systems is often incremental, and new forms of big data 

and AI technology have facilitated a new wave of product innovation, data analytics and supported the 

automation of costly areas such as regulatory compliance.   

 

Behavioural and parametric insurance are two strong examples of significant product innovation where the 

nature of the service is radically different to traditional insurance. There are also important examples of 

product innovation where it is the sum of changes to individual processes, which improve the customer 

journey and increase customer retention. Data analytics is a benefit to both customers and the insurance 

firm in areas such as health and vehicle telematics. The insurance firm gains access to valuable data about 

how its services are used, it can develop highly detailed, dynamic risk profiles of customers at scale, and can 

proactively attempt to manage risk by advising customers to change and improve their behaviour. Regulatory 

compliance from smart AI systems that help insurance firms manage regulatory reporting by automatically 

tracking data usage with relevant regulations, is an important benefit because data compliance is now a 

significant part of overall compliance in financial services markets [35].  

 

Case Vignette Examples and Application of the Framework 

The model has been applied to Hastings, Aviva, Admiral, AXA XL and Direct Line to create five case vignettes 

using a common structure. In case study research, a case is chosen to inform theory development and in 

multi-case study projects, each case is chosen to be complementary to each other by satisfying a theoretical 

category. A case study sample is therefore chosen for a particular reason, which contrasts sharply with survey 

research where the nature of the sample is designed to be random. A survey sample is random so that it can 

be representative of the population. A case study organisation is meant to represent an aspect of the theory. 

Case study research is therefore generalisable to the theory rather than the sample.  

 

Some further observations are relevant for the TECHNGI project. The case vignette organisations were 

chosen because of their size and importance vis a vis the UK insurance market. On the face of it this is 

contrary to case study research design. However, the focus of each case vignette, was chosen to give 

theoretical diversity in the sample, and to cover the full range of AI applications. There is little point in 

describing Robotic Process Automation (RPA) in five, large organisations. Instead, a different type of AI 

application in each case study was chosen, which then naturally created diversity in the other parts of the 

research framework, especially in the important areas of business model design and data types – see Table 1.  

 

Insurance 

firm 

AI Business Application Business Model Data Types (Main Foci) 

Direct Line Multi-channel strategy 
Strategic 

enhancement 

Customer and channel 

interactions 
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Admiral Fraud detection 
Strategic 

enhancement 
Claims 

AXA XL Internet of Things (IoT) 
Strategic 

enhancement 
Behavioural data from assets 

Hastings 

Direct 
Digital innovator 

Strategic 

enhancement 
Risk and buying behaviour 

Aviva 
Driving app and behavioural 

insurance 
Disruptor 

Behavioural insurance from 

drivers 

 Table 1. Case Vignette Sample 

 

A further comment on generalisability of the results is that because the sample organisations are so large and 

account for such a significant part of the overall UK consumer insurance market, that the results can be said 

to be representative of the overall market simply on the basis that each individual organisation has a 

significant market share and collectively they account for the bulk of the retail insurance market. This is what 

makes a sample of business organisations qualitatively different from a sample of say, retail customers, or 

Small and Medium sized Enterprises (SMEs).  
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Case Study 1. Admiral’s Fraud Detection Technology  

 

This case study was developed to provide an overall understanding of the Admiral fraud detection 
technology and, moreover, the use of new technologies in the context of a major insurance company in 
the United Kingdom. The structure of this case is based on the AI Technology Framework for Insurance 
Firms (Figure 1). The first section (Business Context) refers to the system developed by the 
multinational, identifying key points related to their business. The second section (Digital Technology & 
AI Systems) is focused on the specific case of fraud detection technology used by Admiral. The third 
section (Data Types) presents the kind of data that are collected by this technology and how they are 
used. Finally, the fourth section (Business and Customer Benefits) summarises how this technology can 
offer potential benefits not only to the insurance company but to customers and the industry. 

 

Figure 1. AI Technology Framework for Insurance Firms. 

 

 

 

This technology has proven itself relevant to the insurance industry as improving fraud detection to help 

companies save time and resources as a well as offering better prices to customers (Moray, 2019). There 
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is an estimation that fraud costs over £3 billion to the insurance industry every year, and part of this cost 

is handed to customers, who have their policies increased in £50 each per year (CII, 2016). 

 

1. Business Context 

Business Model 
Since 2012, Admiral uses artificial intelligence to detect attempted fraud through predictive analysis: 

each claim submitted to Admiral is automatically scored through a set of parameters so the system can 

easily identify out-of-pattern or high-risk claims prior to payment (Insurance Times, 2012). In the context 

of the business model landscape (Figure 2), this shows a high data innovation with a low change in the 

business model, which frames this technology as a strategic enhancement. 

 

Figure 2. Business Model Landscape. 

 

Insurance Value Chain 
Investing in a more efficient fraud detection technology is beneficial to all Admiral customers as fraud 

can impact the overall price of policies (PR Newswire, 2019). As noted on Admiral’s website, “insurance 

fraud leads to a rise in everyone’s price – this can be in the form of crash for cash fake whiplash claims. 

According to a 2016 report by the Chartered Institute of Insurers, insurance fraud costs policyholders up 

to £50 per year.” As Admiral offers B2C services, therefore there is no need of a broker intermediation, 

fraud has a role in the direct relationship between business and customers but with a broader impact in 

the industry, with a raise of risk and prices. 
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Business Processes 
Admiral uses multiple sources of data to feed the fraud detection technology to analyse claims and 

make a decision about paying or investigate it. Figure 3 summarises how this process occurs. 

 

Figure 3. Business process. 

 

As Figure 3 shows, multiple sources of data are fed to the Admiral IT system for the benefit of the fraud 

detection technology. Among these data are personal information from customers, general industry 

data, text mining, database searches as well as fraud investigators and brokers shared knowledge. These 

data are processed through automated business rules, machine learning and artificial intelligence to 

establish parameters for anomalies. When a customer submits a new claim, data are processed through 

the fraud detection software and there are two potential outcomes: if no anomaly is detected, the claim 

is paid; and if an anomaly is detected, an investigation commences. This investigation can disregard or 

confirm fraud. In the first case, the claim is paid to the customer. In the second case, the claim is denied, 

saving the company’s money and allowing for legal action to happen. Finally, the outcome of each 

investigation is also used to feed the system with new information which will make the fraud technology 

more efficient. 
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Industry Context 

Admiral is considered an early and pro-active adopter of innovation in the context of insurance industry 

(Insurance Times, 2012). One example is the ground-breaking Multi Car Insurance offered by the 

company since 2005: this option allows a customer to maintain only one policy for multiple cars, 

reducing paperwork and costs. Using technology to avoid fraud is expected in the insurance industry as 

this is a recurrent issue, as demonstrated by the Insurance Fraud Task Force Final Report published in 

2016 by the Chartered Institute of Insurers (CII). According to the document’s recommendations, 

companies must “ensure that anti-fraud messaging is targeted and hard-hitting” (CII, 2016, p. 6). 

 

2. Digital Technology & AI Systems 

Core Systems 
In the case of Admiral fraud detection technology, two systems were applied by the company on the last 

years: between 2012 and 2019, FICO (Fair Isaac Corporation), and since 2019, SAS (Statistical Analysis 

System). The management system developed by FICO comprised data analytics, business rules and link 

analysis technology (Insurance Times, 2012), while SAS Detection and Investigation for Insurance applies 

automated business rules, machine learning, artificial intelligence, text mining, database searches, 

anomaly detection and network-link analysis (Moray, 2019). Moreover, Table 1 shows capabilities of SAS 

Detection and Investigation for Insurance according to its Product Brief. 

 

Table 1. SAS Detection and Investigation for Insurance Product Brief - Capabilities. 

Capabilities Description 

Data management Enables insurers to consolidate historical data from 

internal and external sources for fraud analysis and 

investigation. 

• Data quality tools help eliminate or reduce data 

inconsistencies. 

• Supports integration with third-party fraud 

applications and data. 

• Create entities and networks using hard and soft 

matches. 

• Provides an interactive, self-service envi- ronment for 

users who need to access, blend, shape and cleanse 

data to prepare it for reporting or analytics. 

• Designed for business analysts, citizen data scientists 

and other nontechnical users. 
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Rule and model management 

 

Enables business users to logically manage rules, 

models and alerts for investigators. 

• Creates and manages business rules, analytical 

models and known fraudster lists. 

• Maintains simple or complex routing and suppression 

rules. 

Machine learning and artificial intelligence 

 

• A broad set of modern statistical, 

machinelearning,artificialintelligence, deep learning 

and text analytics algo- rithms are all accessible within 

a single environment. 

• To reduce false positives, improve fraud models by 

testing different approaches in a single run and 

compare results of multiple supervised learning 

algorithms with standardized tests. 

• Analytical capabilities include clustering, several types 

of regression, random forests, gradient boosting 

models, support vector machines, natural language 

processing, topic detection and more. 

• Using contextual analysis, define text models to 

categorize documents, structure previously unusable 

information and speed the time to greater insights, 

prescribed actions and better results. 

Search and discovery 

 

Perform free-text, field-based or geospatial searches 

across all data, internal and external. 

• Refine searches using interactive filters and facets 

that are customized for the claims and SIU teams. 

• Receive a full entity description and what other 

entities it’s linked to. Then, from the same page, open 

and view the entities and explore to rapidly evaluate 

the likeli-hood of fraud. 

• Build complex queries using an intuitive interface, 

without needing to understand specific syntax. For 

example, use fuzzy searching, proximity searching and 

field boosting while restricting searches to specific 

entity types, fields, comments or insights. 

Detection and alert generation 

 

Enables the systematic detection of suspicious activity 

using a combination of analytical techniques to 

determine the likelihood of claims fraud. 
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• Score claims with an online scoring engine that uses a 

combination of business rules, anomaly detection and 

advanced analytic techniques. 

• Calculate the propensity for fraud at first notice of 

loss, then rescore claims at each stage as new claims 

data is captured. 

Case handling Provides a systematic means for facilitating the 

investigation and capturing and displaying all 

information pertinent to the case. 

• Stores detailed investigation activity information 

(e.g., interview notes and evidence for criminal or civil 

prosecution; medical, police or loss adjuster reports; 

restitution and collections). 

• Assesses overall fraud exposure, including losses due 

to fraud, as well as fraud detected or prevented, 

providing reports to document. 

• Uses a configurable work flow for the handling and 

resolution of cases. 

Alert management 

 

Assembles alerts from multiple monitoring systems, 

associates them with similar claim- ants, and provides 

investigators with a more complete perspective on the 

risk of a particular claimant or other entity. 

• Calculates risks cores based on specific characteristics 

of the activity, with trans- parent reason codes. 

• Prioritizes alerts and routes potentially fraudulent 

claims to appropriate team members. 

• Work assignment is automated and can be appointed 

to various investigators or analysts based on user-set 

rules and requirements. 

Social network analysis 

 

A unique network visualization interface helps insurers 

detect and prevent organized claims fraud by going 

beyond transaction and detail claim views to analyze all 

related activities and relationships at a network 

dimension. 

• Automatically identifies suspicious networked 

behavior in the data and provides investigators with an 

easy-to- understand visualization interface. 
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• Uncovers previously unknown relations, giving 

investigators the ability to identify linkages among 

seemingly unrelated claims. 

• Improves investigator efficiency by providing 

investigators with fast access to full claims details and 

all related entities and networks. 

• Increases effectiveness by enabling investigators to 

merge and delete network entities and add annotations 

(text and images) to specific entities in a network. 

Source: https://www.sas.com/content/dam/SAS/en_us/doc/productbrief/sas-detection-investigation-

insurance-103882.pdf 

AI Software 
FICO is a platform that applies analytic models to manage risk, prevent fraud and improve debt 

collections to the insurance industry. In the software developed to Admiral, FICO used predictive 

analytical models that can identify out-of-pattern or high-risk claims prior to payment (Insurance Times, 

2012). Using the knowledge provided by fraud investigators to set the parameters as well as link analysis 

related to previous fraudulent claims, the system can identify and flag unusual claims as suspicious. 

Adopting SAS since 2019, Admiral has a platform that automates data management and machine 

learning models while providing interpretability features using a REST (Representational State Transfer) 

API (application programming interface) (Moray, 2019). Table 2 includes SAS key features. 

 

Table 2. SAS key features. 

Feature Description 

Data management Includes an insurance-specific data model that consolidates data from 

internal and external sources – claims systems, watch lists, third 

parties, unstructured text, etc. – and seamlessly integrates existing 

solutions. 

Advanced analytics with 

embedded AI 

Provides a broad set of advanced analytic and AI techniques, including 

modern statistical, machine learning, deep learning and text analytics 

algorithms – accessible from a single environment. 

Rule and analytic model 

management 

Includes prepackaged heuristic rules, anomaly detection and predictive 

models, and lets you create and logically manage business rules, 

analytic models, alerts and watch lists. 

Detection and alert 

generation 

Calculates the propensity for claims fraud at first submission with a 

scoring engine that combines business rules, anomaly detection and 

advanced analytics; then rescores claims at each processing stage as 

new claims data is captured. 
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Alert management Combines alerts from multiple monitoring systems and associates 

them with common individuals for a more complete view of risk for 

individuals or groups. 

Social network analysis Provides a unique visualization interface that lets you go beyond 

transaction and detailed claims views to analyse all related activities 

and relationships at a network dimension. 

Search and discovery 

 

Lets you perform free-text, field-based or geospatial searches across all 

internal and external data, and refine searches using interactive filters. 

Case handling Streamlines operations with a configurable workflow that provides a 

systematic means of conducting investigations, and captures and 

displays all information pertinent to a case. 

Flexible deployment options Enables you to choose the deployment option that works best for you 

– complete hosting by SAS, deployment at your site or a combination 

of the two. 

Source: https://www.sas.com/en_gb/software/detection-investigation-for-insurance.html#modal1-

966377a277044f3c8c68a5fb05b0b4b1  

AI Hardware 
Not applicable as the fraud detection technology is a software. 

AI Applications 
AI-driven software is used by Admiral to improve fraud detection as it allows the analysis of “vast 

amounts of data from multiple sources to generate a fraud score for each claim and has an average hit 

rate of 75%, higher than many other automated fraud detection systems” (Jefferies, 2019). It is worthy 

of mention that fraud costs over £3 billion to the insurance industry every year (CII, 2016). 

 

3. Data Types 

Customer and Market Information 
According to Admiral, this is the list of personal data commonly collected from its customers by the 

company: contact details (name, physical and email addresses, phone number); personal details (marital 

status, employment status, income information, proof of residency); driving license number; claims 

history; location; machine identifiers (IP address); financial details (payment card and banking details); 

information on vehicle or property (offered by customers and also collected from external official 

databases, such as road tax status and geological/flood data). Besides that, depending of the product, 

the company can also have access to special data such as medical history, criminal convictions and 

county court judgements. This data can provide market information used for product development and 

feedback as well as keeping customers informed about promotions. Still regards the use of data, Admiral 

applies this information for, among other reasons, processing quotes, administering policies, fraud 

detection and prevention, and verifying identity. It is worth of mention that this data are also used to 

https://www.sas.com/en_gb/software/detection-investigation-for-insurance.html#modal1-966377a277044f3c8c68a5fb05b0b4b1
https://www.sas.com/en_gb/software/detection-investigation-for-insurance.html#modal1-966377a277044f3c8c68a5fb05b0b4b1
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prevent fraud and money laundering, considering that details on proposals and claims for all types of 

insurance are crossed to establish unusual or suspicious activity. Another relevant point highlighted by 

SAS is that it uses “a combination of several approaches to fraud analytics: rules, anomaly detection, 

predictive models and machine learning/artificial intelligence/network analytics. Up to 75% of claims 

data is unstructured, including adjuster notes, customer service logs, police reports and medical records. 

SAS Text Analytics helps insurers analyze this data to increase fraud detection rates. Social network 

analysis lets you automatically discover organized fraud rings that might other- wise take months to 

identify.” 

Behavioural Information 
Besides, data are also collected when customers are interacting with the company. For instance, the 

user behaviour while browsing the website and using Admiral’ services. About the collected data, 

Admiral offers the option of customers to have access to the data that the company holds about them 

through a formal written request. Besides that, customers have rights over the data, for instance: being 

informed about data processing and objecting against its use; correcting inaccurate information; having 

data erased (“right to be forgotten”); checking automated decision making, such as profiling. 

Product Information 
Not applicable as the fraud detection technology is not a product itself but part of the company’s IT 

systems. 

Exposure Data 
Related to the information security aspect, Admiral offers a protected access to its website, so each 

customer holds a personal ID and password. Besides that, sensitive data are encrypted before being 

stored in the company’s servers. Also, Admiral complies with the General Data Protection Regulation 

(GDPR). To potential new customers that are using the website to check a quote before subscribing to 

the website, Admiral assures that their data are also processed on a secure server.  

Historical Loss Data 
Considering data retaining, according to Admiral: “we are subject to various legislative requirements 

concerning retention of data, and also have our own legitimate interests in retaining your data for a 

period of time beyond your policy lifecycle. These include defence of any late or delayed claims and 

improving our products and pricing. We will not process your personal data for longer than is necessary 

nor will we process it for purposes beyond what it was collected for.” 

Risk Model 
Collected data are used by Admiral to refine pricing models for insurance products. This means that the 

information provided is analysed through a software and, according to these parameters and the risk 

model, a profile is made and, therefore, an individual price is stipulated for each customer. Besides that, 

having a more efficient system to detect fraud affects the overall risk of policies, reducing price to 

customers and company’s losses. 

Data & Technology 
As any other insurance company, Admiral combines data and technology to understand the risks of each 

policy and offer compatible price. For this reason, investing in fraud detection technology is so relevant 
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in the context of insurance: because the money spent with fraud has an impact in the overall risk model 

of the company. 

 

4. Business and Customer Benefits 

Administrative Efficiency 
Using SAS to improve fraud detection helps Admiral to save time and resources (Moray, 2019). 

Detecting fraud is a very relevant aspect of administrative efficiency as there is a financial impact to the 

company, to customers and to the whole industry. In fact, fraud costs over £3 billion to the insurance 

industry every year (CII, 2016). 

Customer Experience 
From the customer point of view, a more efficient fraud detection technology can impact the price of 

policies, as part of the fraud cost to the industry is handed to customers, who have their policies 

increased in £50 each per year (CII, 2016). 

Product Innovation 
Fraud detection software is not a product developed by Admiral itself but an adoption of sophisticated 

third party technology and innovation. A reason why SAS is broadly adopted in the insurance industry, 

including by Admiral, is that this technology is flexible and configurable: “it gives you the flexibility to 

configure the system based on your organizational or geographical needs, as well as to continually 

improve models and adapt the system to address changes in insurance fraud trends.” 

Data Analytics 
Fraud detection technology used by Admiral is based on data analytics, the reason why multiple sources 

of data are involved in the process. Basically, a specialised software collects data from brokers and fraud 

investigators, market and industry, public databases and customers. These data are processed to create 

parameters through which claims are analysed and fraud is detected. 

Regulatory Compliance 
Admiral states to its customers that “the personal information we have collected from you will be 

shared with fraud prevention agencies who will use it to prevent fraud and money-laundering and to 

verify your identity. These include CIFAS and the Insurance Fraud Bureau (more information is available 

at Insurance Fraud Bureau | Homepage. If false or inaccurate information is provided and fraud is 

identified, details will be passed to fraud prevention agencies. Law enforcement agencies may access 

and use this information.” 

 

5. Case Discussion 
An efficient fraud detection technology impacts not only the relationship between business and 

customers but also the industry as a whole, considering that fraud costs over £3 billion to the insurance 

industry every year (CII, 2016). Admiral adopts SAS, a technology that analyses information to predict 

which claims are out-of-order, using data collected from customers, general industry data, text mining, 

https://www.insurancefraudbureau.org/
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database searches and fraud investigators and brokers shared knowledge. These data are processed 

through automated business rules, machine learning and artificial intelligence to establish parameters 

for anomalies, with a rate of 75% of accuracy. Claims are analysed according to these parameters and, in 

case fraud is detected and proved, the company saves resources. The benefit however is not to their 

business exclusively, but the whole industry and, in fact, customers, who benefit in the long term as 

more efficient fraud detection in place reduces risks, therefore, prices.  
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Case Study 2. Aviva Drive App  

 

This case study was developed to provide an overall understanding of the Aviva Drive App and, moreover, the 

use of new technologies in the context of a major car insurance company in the United Kingdom. The 

structure is based on the AI Technology Framework for Insurance Firms (Figure 1). The first section (Business 

Context) refers to the application developed by the British multinational insurance company Aviva, 

identifying key points related to their business. The second section (Digital Technology & AI Systems) is 

focused on the specific case of Aviva Drive App, which was developed by Aviva in November 2012 and, in 

general lines, is a mobile app that gathers drivers’ behaviour data and rewards them for safe driving with a 

discount in their car insurance policy. The third section (Data Types) presents the kind of data that are 

collected by the mobile app and how they are used. Finally, the fourth section (Business and Customer 

Benefits) summarises how this technology can offer potential benefits not only to the insurance firm but to 

clients (indirectly).   

 

Figure 1. AI Technology Framework for Insurance Firms. 
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1. Business Context 

Business Model 
Hilton (2017) argues that Aviva sets the pace for tech revolution in the context of insurance industry. 

According to Hilton (2017), Aviva is tech-savvy and capital-efficient, and “it is potentially a major 

breakthrough that Aviva has worked out how to integrate its systems to produce an individual profile of what 

a customer owns. It allows it for the first time to understand its risk exposure at an individual level.” As noted 

by Tesfaye (2019), although the results of Aviva’s high investment in technology are yet to come, “the 

insurance firm opened its Digital Garage in an effort to up its innovation and apply emerging technologies to 

its business.” In this context, Aviva Drive App is an effort of using big data, with information collected from 

users smartphones and translated into a better knowledge of users behaviour. Considering a new perspective 

of business models and their emerging varieties related to the impact and relevance of data innovation and 

artificial intelligence (Holland, 2019), as Figure 2 shows, Aviva Drive App is overall a Disruptor. This means 

that this technology presents high data innovation (for instance, the use of behavioural data) and a high 

change in the business model, even proposing a new way of doing business.  

 

Figure 2. Business Model Landscape. 

 

 

Insurance Value Chain 
Basically, Aviva Drive App is a business-to-customer (B2C) technology, therefore an interaction between 

Aviva and its users, without the intermediate participation of a broker, for instance. In this way, Aviva Drive 

App creates value especially for customers, who benefit from the product and the discount, and company, 

which collects data and have more detailed information about the users. Moreover, as a company, Aviva 

(2017) creates value in four main levels: to customers, who benefit from a range of products; to 
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shareholders, by using profits to reinvest and grow the business and pay out dividends; to its own people, 

being a diverse, collaborative and customer-focused organisation; and to its communities, as a major 

employer and a long-term responsible investor.  

Business Processes 
Aviva has implemented over the years the use of technology in multiple business processes, as is the case of 

the product development of Aviva Drive App, a behavioural application used to gather the customer’s data 

and offer them discounts in exchange. Figure 3 shows how this connection between company, app and 

customer is made. 

 

Figure 3. Aviva Drive App Process. 

 

In general lines, Aviva Drive App connects Aviva and customers in three main points: behaviour assessment, 

claim submission and communication channel.  

Industry Context 
In terms of adoption of new technologies in the British insurance industry, Aviva is considered a reference to 

other companies (Hilton, 2017). In 2012, Aviva Drive App was the first smartphone app dedicated to 

behavioural analysis in vehicle insurance within the UK. Nowadays, a range of British companies have 

developed similar applications and released them in recent years, such as DrivePlus, offered by Direct Line 

Insurance Group, and Marmalade Young Driver app, developed between Marmalade and Cambridge Mobile 

Telematics (CMT). These and other examples show how the car insurance industry is largely investing in the 
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development of new technologies to gather user behavioural analysis. According to Heybourne (2018), head 

of innovation of Aviva, technologies are becoming less intrusive and more efficient connecting users and 

company, a result of the company’s digital innovation.  

 

2. Digital Technology & AI Systems 

Core Systems 
Musicant & Lotan (2016, p. 545) refer to new technologies such as Aviva Drive App as driving feedback 

systems also known as GreenBox, which “measure and address aggressive driving as collected by 

accelerometers and speed sensors, coupled with processing algorithms to ‘understand’ the safety of the 

driver.” 

AI Software 
The software in this case is the mobile app per se. This app is a Decision Support System (DSS), therefore a 

transactional system based on static algorithms. An article published on Aviva’s website summarises the 

format in which the application works as well as its purpose: “the app uses smartphone technology to record 

a motorist’s driving style – covering their acceleration, braking and cornering. At 200 miles, the app will give 

the motorist an individual driving score, which will be used to calculate any personalised discount the 

motorist has earned – up to 20% off their Aviva premium” (“UK: Aviva launches its new Aviva Drive app”, 

2012). This app currently counts with over 100,000 downloads and 8,700 reviews on Google Play (Aviva 

Drive, 2012) and more than 4,700 reviews on App Store (Aviva Drive, 2015).  

According to Joubert et al. (2016, p. 83), “the Aviva Drive app measures a (voluntary) user’s acceleration, 

braking, and cornering characteristics over 300 kilometres (200 miles) to evaluate the driving behaviour. This 

is done using smart phone technology and allows the user to choose which journey(s) to evaluate. The inputs 

are then used to provide a personalised score for the driver on a 0–10 scale, allowing for as much as 20% 

discount on premiums.” This rating provided by the app to all users is translated in more or less risk for the 

insurance company, then better or worse prices for drivers. For instance, a driver that has a rating between 

7.1 and 10 is considered safer, therefore presents a lower risk of collision, which is rewarded with a higher 

discount than a driver that performs at 7 or below. 

AI Hardware 
As noted by Horrey et al. (2012, p. 50), while discussing on-board safety monitoring systems, “many such 

devices are essentially ‘black boxes’ that passively gather data from a variety of sources.” In this initiative, 

Aviva offers a smartphone telematic app. In general lines, the app is installed in the smartphone and uses this 

hardware and its functionalities to work, for instance the built-in GPS, to collect data and monitor the driving 

behaviour. In the words of to Heybourne (2018), Head of Innovation at Aviva, “the Drive app worked in the 

same way as a telematics device, more commonly known as a black box. Previously, these boxes had to be 

wired into your car by an insurer. This was intrusive and time consuming. Our Drive app, which only had to be 

opened on a smartphone to work, had disrupted the telematics offerings on the market.” 

AI Applications 
This app presents a set of features and functionalities related not only to activity through the smartphone 

GPS but also learning about the driver’s behaviour. First of all, the app offers a map function built-in, through 

which the journey is recorded. Second, the driver can enable an auto-tracking functionality, so the app uses 
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the device’s GPS to detect when the vehicle is moving and automatically records the journey. And third, the 

app proposes an integration with a Dash Cam Feature, with which is possible to record the journey and save 

the footage in the event of an incident. 

 

3. Data Types 

Customer and Market Information 
According to Aviva Drive (2012; 2015), this app requires access to the following features of a smartphone: 

camera (take pictures and videos); storage (read, modify or delete photos, media and files of the USB 

storage); location (GPS and network-based); microphone (record audio); Wi-Fi connection information; as 

well as receive data from Internet, view network connections, full network access, prevent device from 

sleeping, run at start-up, and read battery statistics. Adding to this, the app only benefits the user that 

already is an Aviva car insurance Customer, which means that the company already have basic information 

about the person, such as name, age, level of experience and type of use. Aviva Drive App collects multiple 

data in multiple ways and for multiple uses as Figure 4 shows. 

 

Figure 4. Data source, collection and usage in Aviva Drive App. 
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Behavioural Information 
As noted by Musicant & Lotan (2016, p. 546), Aviva Drive App and others that offer the same service are 

based on “financial rewards given for individual behaviour.” Moreover, data about how the driver behaves 

such as cornering, braking and accelerating helps the app to score each driver individually. More details 

about how the collected data is used by Aviva can be found in the following table: 

 

Table 1. Aviva Drive App Privacy Policy (Aviva, 2018). 

 

Purpose/Activity Type of data Lawful basis for processing including basis 

of legitimate interest 

To register you as an App user  (a) Identity  

(b) Contact 

Performance of a contract with you  

Data

• Identity

• Contact

• Technical

• Profile

• Usage

• Marketing and communications

Collection

• Direct interactions

• Dashcam feature (sensors and GPS)

Usage

• Contract

• Quotation

• Claim submission

• Communication with customers

• Content customisation (recommendations)

• Technical (updates and improvements)
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(c) Profile  

To provide you with an 

insurance quotation and related 

administration for offering 

renewal, pricing(a) and 

statistical purposes and crime 

prevention 

(a) Identity  

(b) Contact  

(c) Technical 

(a) Performance of a contract with you (b) 

Necessary to comply with a legal obligation 

(c) Explicit consent from you (where the 

processing involves your location data for 

the purposes of giving you a driver score 

and an insurance quotation as a result) 

To deal with claims submitted 

by you 

(a) Identity  

(b) Contact 

Performance of a contract with you 

To manage our relationship with 

you which will include: (a) 

Notifying you about changes to 

our terms or privacy policy (b) 

Asking you to leave a review or 

take a survey (if applicable) 

(a) Identity  

(b) Contact  

(c) Profile  

(d) Marketing and 

Communications 

(a) Performance of a contract with you  

(b) Necessary to comply with a legal 

obligation  

(c) Necessary for our legitimate interests 

(to keep our records updated and to study 

how customers use our products/services) 

To administer and protect our 

business and the App (including 

troubleshooting, data analysis, 

testing, system maintenance, 

support, reporting and hosting 

of data) 

(a) Identity  

(b) Contact  

(c) Technical  

(d) Usage 

(a) Necessary for our legitimate interests 

(for running our business, provision of 

administration and IT services, network 

security, to prevent fraud and in the 

context of a business reorganisation or 

group restructuring exercise)  

(b) Necessary to comply with a legal 

obligation 

To deliver relevant App content (a) Identity  

(b) Contact  

(c) Technical  

(d) Usage  

(e) Marketing and 

Communications 

Necessary for our legitimate interests (to 

study how customers use our App, to 

develop them, to grow our business and to 

inform our marketing strategy) 

To provide software updates, 

App support and other services 

to you (if any) related to the 

App 

(a) Technical  

(b) Usage 

Performance of a contract with you 

To use data analytics to improve 

the App, products/services, 

(a) Technical  

(b) Usage 

Necessary for our legitimate interests (to 

define types of customers for our products 

and services, to keep the App updated and 
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marketing, customer 

relationships and experiences 

relevant, to develop our business and to 

inform our marketing strategy) 

To make suggestions and 

recommendations to you about 

products or services that may be 

of interest to you 

(a) Identity  

(b) Contact  

(c) Technical  

(d) Usage  

(e) Marketing and 

Communications 

Necessary for our legitimate interests (to 

develop our products/services and grow 

our business) 

 

According to this table, the drivers’ behaviour (identified as Technical) is used with multiple purposes, such as 

providing a driver score, but especially for Aviva’s legitimate interest, such as understanding Customers 

behaviour and typology, developing new products and services and informing marketing strategy. 

Product Information 
Aviva offers details of how Aviva Drive app works in their website. For instance, about automated 

technologies, Aviva’s website states that “as you interact with the App, we may automatically collect Profile 

Data, Usage Data and Technical Data. We collect this personal data by using cookies, server logs, diagnostic 

information, communications logs and other similar technologies.” This tracking of user behaviour enables 

the app to create detailed, individual user profiles based on highly detailed data at scale, which can be used 

to create insights into insurance risk, as well as management information about app usage. 

Exposure Data 
The purpose of the app is to learn about the driver’s behaviour as well as saving footage in the case of 

accidents. Related to the recordings made by the Dash Cam, Aviva pledges that the content cannot be 

accessed without the user’s consent: as the video storage is internal into the device, the user has the option 

of sharing the footage or not in the event of a claim (Aviva Drive, 2012; 2015). According to Heybourne 

(2018), “users are in full control of their data. We don’t see any footage unless the driver chooses to send it 

to us.” 

Historical Loss Data 
Data collected by the Aviva Drive App related to users behaviour is stored by the company in the terms 

explained on Table 1. The information is going to guide the current and future policies of the user, although 

the user can choose to delete the information at any time. 

Risk Model 
Aviva Drive App uses a behavioural risk model in which the data is translated in a risk rating, a personalised 

score, which determines the percentual of discount that a user can receive, up to 20%. Data is collected 

during a 200 miles drive and comprises acceleration, braking, and cornering characteristics. So, this app 

collects information that is able to provide an overview of the drive behaviour in points with respect to the 

speed limit, awareness in high risk points, break response time, potential traffic violations, among others. In 

summary, a user voluntary offers a deeper knowledge about their own attitudes as a driver, which is 
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associated to basic information, such as age, gender and occupation, so Aviva can assess with more accuracy 

the risk of insuring that specific person. 

Data & Technology 
The development of Aviva Drive App is related to a new way of gathering behavioural data from customers 

using innovative technology. This data helps Aviva to deeply understand how customers really use their 

vehicles, providing a more accurate overview of their behaviours, which would usually rely on basic 

information and stereotypes related to age, gender, experience, location, mileage and occupation. This 

accuracy is translated in a more accurate assessment of risk by Aviva, which can offer better prices based on 

the understanding how a customer drives, if they obey speed limits and safely break, for instance. 

 

4. Business and Customer Benefits 

Administrative Efficiency 
This app helps Aviva to learn about the Customer behaviour in a better, faster and cheaper way, because 

uses the technology of a smartphone to collect data. 

Customer Experience 
From the Customer point of view, the app offers three main benefits: car insurance discounts, if the driver’s 

behaviour is considered safe; an integrated Dash Cam that films the road ahead and provides video evidence 

in the occasion of a crash; and a smart collision detection that means any accidents are saved automatically. 

Another point to highlight is that the app offers socialisation features in which people can interact and 

compete with friends. 

Product Innovation 
Aviva Drive App was the first of this kind of applications released in the UK in 2012. The product innovation 

was using telematics data to learn about users driving behaviour and offer prices that are compatible with 

the individual choices and level of safety. 

Data Analytics 
According to Musicant & Lotan (2016, p. 546), as well as other similar initiatives from distinct companies, 

Aviva Drive App “illustrates how individual information is being used in decision-making about premium 

rates, rather than an overall index such as average risk per driver category.” Collecting data, in this sense, 

allows a better understanding of the driving behaviour, an information that can be used by Aviva to reduce 

risk. As noted by Meredith (2019), while analysing the impact of data analytics in the insurance industry, “big 

data, when combined with new technology such as artificial intelligence and machine learning, can be used 

to help determine trends much quicker than if humans had to pore over all the data.” Still for Meredith 

(2019), “by teaching AI to come to conclusions using available data faster, insurance companies can capitalize 

on fast response rates, despite the massive amount of data they have to handle.” 

Regulatory Compliance 
According to terms and conditions of the Aviva Drive App and shown on Table 1, the data collected about the 

users, such as identity, contact and technical data, are required for the company to comply with legal 

obligations in the following activities: providing an insurance quotation aligned to the obligations in crime 

prevention; maintaining private communications; and protecting their own business as well as the app.  
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5. Case Discussion 
The circle in which Aviva Drive App, as a product innovation, establishes a chain in which a new channel for 

interaction between company and customers that benefit both sides can be simplified as below. 

 

Figure 5. Aviva Drive App and customer impact. 

 

 

 

 

In general lines, Aviva Drive App offers a new channel of interaction between customer and company. This 

channel is mainly defined by customers voluntarily offering their behavioural data to Aviva while the 

company this information to provide a more accurate risk assessment analysis. Offering private information 

to the insurance company can potentially affect users behaviour, which can adopt a safe driving attitude and 

comply with the Highway Code knowing that this will have a financial reward. This data works then in two 

levels: a more accurate risk assessment allows the company to offer discounts to the people that have 

Channel of 
interaction between 

customer and 
Aviva

App as a way of collecting 
(accurate) behavioural data

Data used by Aviva for risk 
assessment and analysis

Accountability 
promotes changes 

in the customer 
behaviour

Data benefits:

•Customer with discounts

•Aviva with improved assessment

Benefits of the app 
attract more 
customers
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cautious behaviour; and Aviva gathers more data and consistently improves its assessment. The benefit of a 

more accurate risk assessment can attract more customers – in particular, customers that are not afraid of 

sharing their data because they are confident of their safe behaviour while driving so they are of lower risk to 

the company. 
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Case Study 3. The use of AI solutions by AXA XL to improve business processes 

and client services  

 

Alex Zarifis and Alistair Milne1 

Thursday, 18 March 2021 

 

This case study is a review of the employment of AI solutions by AXA XL, the commercial and specialist 

insurance subsidiary of AXA the global insurance group. The case study is structured around the AI 

Technology Framework for Insurance Firms (Figure 1) that has been developed as part of our TECHNGI 

project https://www.techngi.uk/. The case is organised as follows. The first section presents a short 

history of AXA XL and its place within the AXA group.  The second section (Business Context) employs 

our Figure 1 technology framework to classify and distinguish some of the AI initiatives AXA XL is 

pursuing.  The third section (Digital Technology & AI Systems, Data Types) explores the technologies 

employed and the associated data challenges.  The fourth section (Business and Customer Benefits) 

summarises how these technologies are yielding benefits both to the firm and to its clients. The final 

section summarises the lessons from the case.   

Figure 1. AI Technology Framework for Insurance Firms (source Holland and Sarda, forthcoming). 

 

1 We are grateful for comments and suggestions from Chris Holland of the TECHNGI project and James Breeze of 
AXA-XL as well as the time given by James Breeze for an initial interview that informed the case. 

https://www.techngi.uk/
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1. Overview of AXA XL 
AXA XL is the commercial and specialised insurance and reinsurance division of the global insurer AXA.  

It emerged from AXA’s 2018 acquisition of the US /Bermudan XL Group. XL group was itself one of the 

most prominent global providers of commercial and speciality insurance and reinsurance, having 

previously in 2015 acquired Catlin the leading listed London specialist insurer and reinsurer that 

managed some of the most prominent syndicates in the Lloyd’s Market.  

AXA XL offers a wide range of property insurance, casualty insurance to corporate clients along with 

reinsurance in more than 200 countries and territories (AXA XL website).   

“AXA XL offers a broad range of coverages, including property, primary and excess casualty, excess and 

surplus lines, environmental liability, professional liability, construction, marine, energy, aviation & 

satellite, fine art & specie, equine, livestock & aquaculture, accident & health and crisis management, 

among other risks”.   
2019 Annual Report (AXA SA (2020)) 

The acquisition of the XL group was a significant step for AXA in its rise to become the second largest 

global insurance group (measured by net premiums written, ranked after UnitedHealth Group of the US 

and ahead of China Life Insurance, Ping An and Allianz; Insurance Business Mag 2019). The acquisition 

also supported AXA’s diversification away from its historical focus on life insurance, personal and 

European commercial lines.  

AXA XL accounts for €19bn of the 2019 €104bn revenues of the AXA group and €0.7bn of their 2019 

€6.5bn underlying earnings. In 2019, AXA XL employed 9,179 of AXA’s total workforce of 99,843. The 
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acquisition of XL Group represented a substantial change in AXA’s overall risk profile, giving it much 

greater exposure to catastrophe and other long tail risks. Exposure to tail risk is managed through AXA-

Global RE, the AXA internal reinsurer, with we understand from the 2019 Annual report about half of the 

resulting external reinsurance of the AXA group associated with AXA XL exposures. 

The AXA XL case provides useful insight into the application of AI and data technologies in corporate and 

specialised insurance business. In contrast to personal and small business insurance. These exposures 

are complex, high-value contracts, which make the business-to-business relationships much more 

involved than business-to-consumer relationships. The underwriting, risk assessment, pricing of 

insurance premiums and the on-going management of the relationships require highly skilled and 

experienced staff, typically from a cross-section of disciplines, notably underwriting, specialist risk 

assessors, as well as digital and marketing specialists. The efforts of AXA XL at employing AI highlight the 

very different challenges of employing AI to achieve business goals in these commercial lines when 

compared to retail insurance. 

A key finding, emerging from this case are that commercial insurers like AXA XL are indeed adopting AI 

technologies but this is happening gradually, step by step and one application at a time with a focus on 

employing natural language processing (NLP) to improve business processes such as claims management 

and where cost-effective application of sensor data and satellite and aerial imagery are used to monitor 

risk exposure and automate pay-outs. 

In addition to these initiatives within AXA XL there are also many significant investments in digital 

technologies and AI, elsewhere in the AXA group, especially in health and consumer insurance. 

Prominent examples include an AXA-UK AI based “repair or replace intelligence tool” that pioneers a 

machine learning analysis of initial phone based first notice of loss to better assess whether a car can be 

repaired or must be written off following an accident (AXA 2020a); AXA Belgium’s use of NLP processing 

of both email correspondence and European Accident Statement forms to support better broker and 

customer services (Accenture 2020); A range of new digital customer interfaces and apps enhancing the 

customer experience for health, life and employee benefit insurance offered by AXA-Hong Kong both in 

the territory and in mainland China (South China Morning Post 2019, Sturman 2020). In additional AXA 

Venture Partners are a $425mn venture capital fund specialising in FinTech/ InsurTech, Digital Health, 

Consumer technologies and Enterprise Software, i.e., the key digital technologies most relevant to 

insurance, with the distinctive capability of giving the entrepreneurs it supports access to expertise 

across the AXA group (AXAVP.COM 2021). This case though focuses on the innovations in commercial 

insurance within AXA XL. 

 

2. Business Context 
Recent developments in technology, particularly the capabilities of AI and the dramatic increase in new 

forms of data from the world wide web and the internet of things (IoT), hold out the promise of a 

fundamental reshaping of the insurance industry. As indicated in our Figure 1, the potential is for major 

change in every component business process in insurance, including attracting customers and managing 

customer relationships, policy underwriting, processing of claims, understanding and where appropriate 

modelling individual and aggregate portfolio risk, reinsuring of portfolio risk, setting of premiums. It is 
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also possible for AI and data technologies to lead, in turn, to fundamental change in the configuration of 

the insurance value chain and in insurance business models.  

These are potential rather than necessary outcomes of technological innovation. The impact of AI and 

data technologies must be assessed in a business context. In the case of AXA XL this context is a business 

built on commercial insurance lines that is very different to the personal insurance lines such as home, 

travel and motor insurance routinely purchased by households. AXA XL’s customer base and product 

lines are diverse. They insure a range of property and business activities for medium and large sized 

businesses all around the world.  Their product lines include protection for commercial property, 

construction, marine and aviation, and other industries (not necessarily large but requiring specialist 

insurance knowledge, livestock and equine for example). They can cover a wide range of risk categories 

including natural catastrophes, professional liability, political, terrorism and cyber.  

 

The diversity of commercial lines means that each product has lower volumes than in personal 

insurance but much higher value per transaction. Each line also has its own distinctive characteristics.  

The execution of business processes requiring decision making based on essential subject matter 

specialist knowledge built up from extensive professional experience. The potential for transactional 

efficiencies from economies of scale is much less in B2B markets than in B2C markets. The focus of AI 

systems will therefore be much more about product innovation, complex risk evaluation and the use of 

technology to pro-actively reduce risk and mitigate the consequences of claim outcomes.  

 

As a result, there is more limited scope for process automation and, unlike personal insurance that in 

the UK has been transformed by comparison websites and robo-pricing, at least to date little technology 

driven reshaping of the value chain. Customer interactions continue to be either direct, through 

insurance brokers or through delegated authority to other insurers. Underwriting decisions cannot be 

fully automated. Claims processing continues to be in-house, rather than as often happens in personal 

insurance outsourced to a third-party claims-management service. Also, in many lines with substantial 

tail risks, the ability to model risks and reinsure either internally or with an external reinsurer is a critical 

to both portfolio risk management and pricing decisions. 

 

3. Digital Technology, AI systems and Data Types 
Insurance along with other sectors of the economy, is going through a continuing digital transformation. 

Machine Learning, a subset of AI, enables algorithms to develop and learn from new data. Deep 

learning, a more advanced form of machine learning can be supervised, partially supervised or 

unsupervised. Big data as the name suggests refers to large datasets that are growing exponentially. 

Technology is also providing access to tailored data solutions through sensors and cameras that provide 

both risk and vulnerability assessment to supporting underwriting and claims processing. 

 

For the reasons of business context discussed above, B2B, business or commercial insurance, where AXA 

XL operates, has not been as drastically impacted by these technologies as retail insurance for personal 

or small businesses. The relatively small volume of transactions and hence of available data for AI 

training, the lower homogeneity of customers and the need for specialist subject knowledge makes the 

application of AI and other data technologies difficult to scale.  
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To date, AXA XL have applied AI and data technologies in three principal areas. (i) natural language 

processing (NLP), applying either rules-based or adaptive machine learning to written documents, to 

recognised patterns and automate paper based manual processing; (ii) sensor data in construction and 

property insurance and also, potentially in marine and other transport insurance; and (iii) satellite and 

aerial imagery to support assessment of damage from natural catastrophes. Their initiatives also suggest 

how they can offer value for certain clients through services that provide an actionable integration and 

aggregation of risk data. We look at each of these innovations in turn.  

 

Natural Language Processing 

An NLP application developed by AXA XL is its “Spotlight” solution for the processing of commercial 

property survey reports. These reports contain a mass of relevant information about property location 

and construction and risk-mitigation (Boulton 2019, Breeze 2019b). This is much more information than 

could ever be cost-effectively manually processed even for high value commercial property insurance 

policies. Working with the Cogito platform solution provided by Expert.AI (Expert System 2019), 

together with in-house subject matter experts, has allowed AXA XL to first develop a ‘knowledge graph’ 

(representing the key concepts communicated in the survey documents, of a taxonomies in which these 

are expressed and the relationship between them) and then assessing against the judgements of subject 

matter experts using just a few thousand survey documents, to develop an application that process all 

the relevant risk information and produces a risk-score. This effectively summarises the key risk 

information in each property survey for the underwriting decision more rapidly and effectively than 

when conducted conventionally by an in house property risk consultant. This is not full automation. The 

risk consultant still needs to package and present the risk assessment incorporating appropriate 

information. The software augments the work of the specialist. It has though approximately halved the 

time taken for a property risk consultant to prepare a risk report for underwriters, which is a significant 

productivity benefit that leads to faster customer response, as well as lower cost to serve customers 

(Boulton, 2019).   

AXA XL are pursuing NLP solutions in other areas (Breeze 2019a). Across the organisation they are 

making increasing use of document technologies for converting unstructured data into more accessible 

structured formats. They are also working on further applications of the Cogito platform, for example for 

extracting and analysing key clause information from its insurance contract search (Boulton, 2019).  

A broad further lesson from all these successful applications of NLP to internal processing is the 

requirement for buy in from the business; success has only been achieved by fostering a collaboration 

between insurance professionals and data specialists with a focus on realistic and achievable 

implementation plans. 

Internet of things 

AXA XL is exploring the application of sensors and other IoT tools in ‘smart’ buildings, in its Digital Risk 
Engineer product (AXA XL 2020) so as to identify risks and support risk-mitigation in property 
management and insurance. This is an advisory service provided by AXA XL property insurance that  
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“uses Internet of Things technology to monitor the health of your assets and buildings around the world 

remotely. An easy-to-install device is integrated seamlessly with your buildings to capture real-time 
data from connected systems such as energy, water, heating, ventilation, air conditioning, production lines 
and manufacturing equipment.” 

 

Another IoT area where AXA XL is experimenting is in marine insurance, with a number of ongoing 

projects on tracking marine and cargo, both bulk and containers, with a view to assessing risks 

associated with both location and (for perishables) journey time and climate. In principle this could 

allow highly tailored setting of insurance premia and could be one potential area of transformative 

change. Importantly, this is though not just about reducing insurance premia but also providing clients 

with commercially valuable validated data that they can use, for example, to demonstrate the freshness 

of their products and obtain a higher sales price. 

Satellite and aerial imagery 

Another recent priority area of technology development for AXA XL has been the use of satellite and 

aerial imagery in insurance of property against flooding, storms, wildfires and other natural 

catastrophes. The opportunities here arise in both better understanding of the risk and in supporting the 

post-event analysis of exposure and consequent loss. Imagery linked to geo-spatial data on the insured 

property can support near immediate pay-out. Here there is considerable cross-industry interest, and a 

growing understanding of which technologies are most useful in particular contexts. For reinsurance 

where AXA XL is active it is the big picture that matters so only aerial or satellite imagery will do, but for 

specific pay-outs drones might be useful where the insurer is exposed only over a limited area. 

Risk Integration 

A further area explored by AXA XL is supporting the integration of risk data for clients, allowing them to 

better assess their own risks as well as improve the underwriting and claims processing. This is one 

feature of the Digital Risk Engineer service. Another, more ambitious solution of this kind, is AXA XL 

North America “Construction Ecosystem” launched in Nov 2020 (AXA XL 2020). This is an integrated 

digital platform that allows contractor clients to monitor and aggregate risk data both on construction 

sites and at an organisational level. On launch this integrated data within a single dashboard from 

twenty-eight different curated technology products and services, covering historical and real time data 

on risk categories such as casualty claims, weather and project status alerts. The benefits of integration 

of integrating risk data in these ways are not limited to loss prevention, they can also non-insurance 

benefits such as reduced property running costs and identifies opportunities to reduce carbon-footprint. 

 

4. Business and customer benefits. 
The previous section has reviewed the wide range of AI and data technology solutions being explored by 

AXA XL. These efforts have proceeded incrementally, with substantial impact as yet on only a small part 

of the services of a leading global commercial insurer. But they are offering a wide range of business and 

customer benefits.  
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The first, and most obvious, is the opportunity for cost reduction in repetitive manual processing. The 

extraction of information from survey reports for property insurance suggests that there is opportunity 

for similar cost reduction in other areas of commercial insurance, both in underwriting and claims 

processing. Cost reduction could eventually be reflected in lower client premiums.  

The potential for lower premium and more competitive premiums is also present with the use of IoT 

data and the integration of client risk data in a convenient interface. There are important nuances here. 

The potential payoffs here for clients are much wider than just a lower premium or a more accurately 

tailored insurance contract. First there is opportunity to monitor and mitigate risks. Clients can use data 

to act in a timely fashion to prevent loss. IoT data may also be of value in delivering an improved service 

or product. At the same time data technology is not a magic bullet. As experienced underwriters are 

aware in many insurance contexts the critical risk factor is the human factor. IoT does not replace the 

challenge for client staff to understand both the human and non-human dimensions of risks and deal 

with each appropriately.  

 

5. Case summary. 
The use of AI and data technologies by AXA XL to improve their client services offers a number of 

lessons. The first is that even for a leading commercial insurer the principal opportunity is from using 

these technologies to enhance their existing business processes and business model (one of four 

possible business responses to technology change identified in (Zarifis et al. 2019), the others being 

focus and disaggregation, i.e. concentrating more on particular elements of the value chain, expanding 

beyond current products and services, and that of disruptive entry). This is not an uncommon outcome. 

For many other insurers the challenges of data quality and availability mean that the principal  goal in 

using data technologies and AI is enhancing efficiency, rather than ‘big-bang’ radical change (Herbert et 

al. 2019). In a sense, the challenge being addressed is making inherently inefficient manual processes a 

little less inefficient. 

 

AXA XL are well aware of the claims about the capabilities and opportunities of AI but it is also careful 

not to get swept up in hype and exaggerated expectations. They are pursuing AI and technological 

solutions along with more traditional and low-tech solutions such as advising clients. Over the longer 

term, as the digital data transformation enters every aspect of clients’ businesses, then further 

opportunities for accompanying data-based automation of insurance will also arise.  

 

The case also offers some insight into the common technology dilemma on whether to “buy in”, 

purchasing and adapt a technology that exists and is already used by other competitors or to develop an 

“in house” solution.  In commercial insurance, with the exception of catastrophe risk modelling where 

the scale and data requirement and the lack of staff that combine expertise in both insurance and data 

science largely rules out in house development. “Buying in”, at least for the foreseeable future, is the 

more obvious choice. However, this case demonstrates clearly that a bought in solution still requires 

extensive configuration of the software using knowledge, data and expertise from the client 

organisation, e.g. to build appropriate insurance ontologies, to train the NLP contract system and to 

align it with existing business processes and integrate with legacy systems.  
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This is not to exclude at some point a potentially more radical reconfiguration of the value chain in 

commercial insurance where core competence in data technologies becomes a central to commercial 

insurance business models. This is conceivable, especially if insurance industry were to agree on 

standardisation of measures of risk and exposure that could potentially support  a shift from a broker 

based customer interaction to internet-based platform competition of the kind that has transformed 

many areas of personal insurance; and, if there was wider cross-industry sharing of commercial lines 

data that would support platform competition amongst insurance carriers and enhance the laying off of 

risks through reinsurance. 

 

Such developments are though still some way off if they emerge. Industry wide standardisation is a 

major barrier.  For commercial insurers their historic claims data and the insight and analysis they derive 

from this is a critical competitive advantage that they will not easily sacrifice. In most (not necessarily 

all) areas of commercial insurance the prospect is for the new data technologies leading to evolutionary 

not revolutionary change, with gradual reduction in operational costs and limited business model 

innovation. 

 

Sources and References 
Accenture (2020) Innovative Insurers Unleash the Power of Big-Scale AI 
https://insuranceblog.accenture.com/innovative-insurers-unleash-the-power-of-big-scale-ai  

AXA SA (2020) 2019 Annual Report, https://www.axa.com/en/press/publications/2019-annual-report . 

AXA (2020a) AXA UK deploys machine learing for motor claims, Feb 
https://www.axa.co.uk/newsroom/media-releases/2020/axa-uk-deploys-machine-learning-for-motor-
claims/ 

AXA XL(2020) AXA XL launches Construction Ecosystem Tech Library and announces 20 new tech 
solution partnerships, https://axaxl.com/press-releases/AXA XL-launches-construction-ecosystem-tech-
library-and-announces-20-new-tech-solution-partnerships  

Boulton, Clint (2019) Insurance Company Finds its Digital Edge in AI, CIO.com, 
https://www.cio.com/article/3337534/article.html   

Breeze, James (2019b) Interview conducted by Alistair Milne.   Nov  

Breeze, J. (2019a) Presentation at Intelligent Automation. Available at: 
https://www.intelligentinsurer.com/media/project_ii/document/1-james-breeze-AXA XL.pdf  

Expert Sytems (2019) Expert System Announces New Release of its Flagship AI Platform Cogito® 
https://expertsystem.com/expert-system-announces-new-release-of-its-flagship-ai-platform-cogito/ 

Friedman S, Canaan M, Ashani P, Gokhale N (2020) 2020 Insurance Industry Outlook: Insurers adapt to 
grow in a volatile economy.  

Herbert I, Milne A, Zarifis A (2019) Data Technologies and Next Generation Insurance Operations. J 
Financ Transform 50:110–117. 



 
 

 46 

Ng, Eric (2019) AXA boosts spending on AI, data analytics in Hong Kong as health revenues power 
growth in Asian business, South China Morning Post, 
https://www.scmp.com/business/companies/article/3038159/axa-boosts-spending-ai-data-analytics-
hong-kong-health-revenues  

Sturman, Catherine (2020) AXA: Leading innovation in Hong Kong's Insurance Market, 
https://www.technologymagazine.com/company/axa-leading-innovation-hong-kongs-insurance-market  

Zarifis A, Holland CP, Milne A (2019) Evaluating the impact of AI on insurance: The four emerging AI- and 
data-driven business models. Emerald Open Res 1:15. doi: 10.35241/emeraldopenres.13249.1 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Case Study 4. Direct Line multi-channel marketing strategy 

 

This case study was developed to provide an overall understanding of the Direct Line multi-channel 

marketing strategy and, moreover, the use of new technologies in the context of a major insurance company 
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in the United Kingdom. The structure is based on the AI Technology Framework for Insurance Firms (Figure 

1). The first section (Business Context) refers to the strategy developed by Direct Line, founded in 1985 in 

Croydon, United Kingdom, identifying key points related to their business. The second section (Digital 

Technology & AI Systems) is focused on the specific case of Direct Line multi-channel marketing strategy. The 

third section (Data Types) presents the kind of data that are collected and how they are used. Finally, the 

fourth section (Business and Customer Benefits) summarises how this technology can offer potential benefits 

not only to the insurance firm but to customers. 

 

Figure 1. AI Technology Framework for Insurance Firms. 

 

1. Business Context 

Business Model 
Direct Line’s target while using a multi-channel marketing strategy is “reinvigorating the brand to engage new 

audiences and motivating his marketing team to challenge the ‘insurance norms’” (Choueke, n.d.). Innovation 

is part of the company’s mentality as well as pioneering changes, such as “get your car back within 7 days, 

your phone back within 48 hours, and get a plumber within three hours” (Choueke, n.d.). Direct Line also 

understand the impact of new technologies in their business and estimates that “20%-90% of insurance 

premiums may disappear with driverless cars” (Choueke, n.d.), for instance. With focus on anticipating 

changes in the market, and considering the use of AI for personalisation, Direct Line multi-channel marketing 

strategy is an example of how this happens:  

 

Figure 2. Business Model Landscape. 
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Insurance Value Chain 
Direct Line inserts new technologies to their services focusing on consumer demand and experience 

(Choueke, n.d.), which corroborates the fact that the multi-channel strategy is a business-to-customer (B2C) 

initiative. Moreover, Choueke (n.d.) argues that “to deliver new products and change the way Direct Line 

Group can serve its multi-dimensional customer base, it has had to completely re-engineer its entire supply 

chain, back-end systems and processes to ensure it can be better than competitors in a customer’s ‘moment 

of truth’. Such an inward look into the business, of course, prompted some internal changes.” 

Business Processes 
According to Evans, managing director of marketing and digital of Direct Line, “we’ve got to continue to 

provide excellent service and products for our customers, but we’ve also got to make space and time to be 

agitators of the future and look to bring the future forward” (Choueke, n.d.). Still according to Choueke (n.d.), 

“they are shifting from being about fixing things when they go wrong, to being an industry leader in actually 

preventing things happening. It may all sound a bit sci-fi, but Direct Line is focused on igniting the business of 

tomorrow, today.” Figure 3 offers an understanding of the logic behind the multi-channel strategy: basically, 

a number of channels are offered to facilitate the contact between company and customers (potential or 

actual), such as mobile, website, email marketing, social media, phone and online chat.  

 

Figure 3. Direct Line multi-channel marketing strategy process. 
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Industry Context 
Focusing on the role of technology in Direct Line business, the company says that it adopts the latest 

generation IT systems “to enable much more customer self-service and straight-through processing and to 

give our customers easier and quicker service at a lower cost whilst improving the efficiency and flexibility of 

the business. Over the next few years we also plan to wind down and then remove our existing mainframe, 

while growing our use of the cloud. This is planned to give us flexibility in the future to deal with changing 

business requirements and changes in technology.” (Direct Line Group, 2008). In the same report, the 

following strategy is included: 

 

Figure 4. Direct Line Group strategy.  
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Source: Direct Line Group, 2018 

 

2. Digital Technology & AI Systems 

Core Systems 
In the core of the multi-channel marketing strategy adopted by Direct Line is the fact that, as Evans says, a 

customer “needs to get the brand promise and the products we provide through their preferred 

communication channel” (Choueke, n.d.). In the case of younger customers, for instance, this contact has to 

be offered through mobile applications and social media. More than that, Evans argues that it is crucial to 

combine new and traditional platforms: “marketers should stay fundamentally agnostic to channels. Yes, we 

should be aware of them and how to utilize them, but we must stay agnostic” (Choueke, n.d.). Related to use 

of social media, a customer service team deals with complaints and even sales considering that “part of 
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Direct Line’s commitment to its multichannel customers is to provide service wherever it is needed, and 

these days Twitter is increasingly a channel where people expect just that” (Ratcliff, 2015).  

AI Software 
There is no specific software but an overall online presence which makes Direct Line having a multi-channel 

marketing approach. Channel in this sense relates to multiple online platforms, including company’s website 

as well as social media, and good usability in multiple devices, especially mobile. As part of Direct Line digital 

transformation, still in 2014, Direct Line redesigned their website to improve customers mobile experience, 

offer personalisation and collect data about their behaviour (Ratcliff, 2015). The main target was to create a 

responsive design: “there are only four buttons here, all completely obvious. The top ‘get quote’ button pulls 

down a simple menu that directs you to each product described in one word” (Ratcliff, 2015).  

AI Hardware 
Although the multi-channel marketing strategy does not use a specific hardware but a combination of online 

tools to reach customers, smartphones have a key role in Direct Line’s strategy. The company’s approach 

focuses on mobile communications and the idea of customers that are always online: “Direct Line is 

pioneering mobile first in the industry and using it as the torchbearer of the customer experience for a 

digitally savvy customer with a mobile app that measures people’s driving skills and rewards them 

accordingly based on how good they are on the road” (Choueke, n.d.). Moreover, Ratcliff (2015) argues that 

“this focus on giving consumers exactly what they want, wherever they may be, means putting mobile at the 

heart of everything they do.”   

AI Applications 
A multi-channel strategy approach presents a number of benefits to customers, for instance, broader 

availability in multiple platforms, better usability through different devices and more efficient personalisation 

of offers according to the customer priorities and needs. The use of data collected from multiple channels 

and automation to create a better customisation of products is a relevant part of this.    

 

3. Data Types 

Customer and Market Information 
According to Direct Line website, this is the information collected of users: 

 

Table 1. Data collected by Direct Line. 

Type of data Description 

Information collected from you & cookies 

policy 

Where we have collected information directly from you 

it will usually be obvious what this is, as you will have 

given it to us. This might not be the case where we 

have used cookies to collect information from your 

computer or portable electronic devices. Please see our 

cookies policy for more information.  
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Social network analysis 

 

We can collect information about you from others. This 

includes information from:  

• Joint policyholders or policy beneficiaries. 

Where you are named on a joint policy or a 

beneficiary of that policy we may collect 

information about you from any named 

policyholder.  We will ask them to confirm that 

they have your permission to give us this 

information about you.  

• Fraud prevention, law enforcement or 

government agencies and other data sources 

used to prevent or detect fraud or provide 

details to us about criminal convictions or 

offences.  

• HM Treasury and other authorities in relation 

to regulatory issues e.g. where someone is 

subject to a financial sanction they will appear 

on HM Treasury's asset freezing list.  

• Credit reference agencies e.g. credit searches 

that are made when we produce a quotation 

for a new policy or at renewal. (Note that the 

results of these searches are automatically 

deleted after 12 months and do not affect your 

ability to obtain credit.) Please also see section 

4 below.  

• External sources such as no claims discount 

databases, the electoral roll and insurance 

comparison websites to help us decide what 

the risk is in selling the policy and from 

companies that hold information about 

insurance renewal dates, marital status, 

household residents, vehicle details, 

employment status and household income to 

help us work out which information we should 

provide to you about our other products and 

services. 

Sensitive personal information 

 

We collect information that is sensitive, such as 

information about children, health or geo-location 

(which may be sensitive personal information because, 

for example, it can pinpoint your location at a hospital), 

and information related to unspent past criminal 

convictions or offences. We also collect your sensitive 
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personal information for specific types of policy or 

applications, for example when offering you a travel 

policy or a driving application e.g. Telematics.  We 

obtain this from your mobile devices for driving 

applications and the following people:  

• The main policyholder will provide most of the 

information we collect about health (including 

confirming whether hospital treatment is being 

sought) and unspent criminal convictions or 

offences, including on behalf of others named 

on the insurance policy e.g. medical screening 

to support a travel policy;  

• Fraud prevention or law enforcement agencies 

may provide details to us about criminal 

convictions or offences;  

• Witnesses to an accident may provide medical 

information to us if there is an investigation of 

a claim;  

• We may use information about a child, for 

example, where the child is a beneficiary under 

a policy or if involved in an accident.  

We collect and use this information as part of your 

insurance quotation or contract with us, or where it is 

necessary for a legal obligation, or as part of the 

establishment or defence of a legal claim. 

 

Behavioural Information 
As mentioned, Direct Line collects data about customers to offer better suitable services using a multi-

channel strategy that combines information collect from website and social media, for instance. Besides that, 

although this is not the focus of this case study, the company also works with behavioural data, as the case of 

a “mobile app that measures people’s driving skills and rewards them accordingly based on how good they 

are on the road” (Choueke, n.d.). 

Product Information 
According to Marrs (2020), “multi-channel marketing is the practice of using multiple channels to reach 

customers. Also known as cross-channel marketing, multi-channel marketing also makes it easy for 

customers to complete desired conversions on whatever medium they are most comfortable with. Multi-

channel marketing lets the user decide, giving them a choice.” Among examples of channels are website, 

email and mobile marketing. To create an effective multi-channel marketing strategy, “Direct Line pulled 

three areas together – consumer, brand and comms research, market and competitor intelligence and 

marketing effectiveness – within the insight function” (Vizard, 2018).  
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Exposure Data 
According to Direct Line (n.d.), “if we rely on your consent to collect and process your personal information, 

you can ask us to stop using your personal information at any time by withdrawing that consent and we will 

stop using your personal information for those purposes. We may rely on your consent to tell you about 

products or services which may be of interest to you or to use computers to make decisions about you to 

improve our services or develop our products. At any time, you can tell us to stop using your personal 

information to tell you about products or services that may be of interest to you or allowing computers to 

make decisions about you in order to improve our services or develop our products.”  

Historical Loss Data 
Data collected by the company is stored in the following terms: “as a general rule, we will keep it for 6 years 

from the end of your relationship with us, as it is likely that we will need the information for regulatory 

reasons, fraud prevention, or to defend a claim. For example, should you wish to bring some form of legal 

action relating to your relationship with us, this would generally need to be done within 6 years from the end 

of that relationship. However, there may be exceptions where we need to keep your personal information for 

longer, such as where a claim has involved a minor. We will also retain data in an anonymous form for 

statistical and analytical purposes, for example, to assess risk of flood damage occurring” (Direct Line, n.d.).  

Risk Model 
As stated by the Direct Line Group (2018), “we maintain an appropriate level of capital and solvency to 

manage our customers’ pool of risks while understanding, monitoring and managing our own existing and 

emerging risks within carefully defined parameters.” 

Data & Technology 
The development of a multi-channel strategy is related to Direct Line to be present and available through a 

number of platforms, so customers can easily access the company, understand its parameters and prices, and 

buy its products. At the same time, Direct Line collects data from users that help them to better understand 

their customers (potential or actual), learn about their behaviour, and customise offers and services.  

 

4. Business and Customer Benefits 

Administrative Efficiency 
As argued by Ratcliff (2015), investing in a multi-channel strategy was beneficial to Direct Line as “by placing 

more emphasis on user experience, its Net Promoter Score (NPS) has increased while complaints have 

reduced and customer retention has also improved.”  

Customer Experience 
A relevant aspect of Direct Line adopting new technologies is related to “engage new audiences” (Choueke, 

n.d.). According to Ratcliff (2015), the investment made by the company on its digital transformation had a 

significant impact: “as a customer, the quote retrieval process is fast and smooth, and I feel as if I’m being 

looked after through each step with plenty of support in place.”  

Product Innovation 
Addressing the use of automation and technology, Direct Line (n.d.) provides the following explanation: “we 

will collect information about you and put this into our computer systems. The computer systems will make 
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certain automated decisions about you which will be based on comparing you with other people. This will 

have an impact in terms of the level of premium or product that we offer to you or the products or services 

that we decide to tell you about. We may also use automated decision making to conduct an identity 

verification check. For example, if you are under 25 years of age, the computer system may determine that 

you are more likely to have a car accident. This is because the computer system has been told that more 

people aged under 25 have car accidents. Another example is that, if you are under 25, the computer system 

may determine that you are going to be interested in a travel policy which covers high risk activity, such as 

skiing. Therefore, we would proactively seek to tell you about such policies as we would consider them to be 

of interest to you.”  

 

Figure 5. Relevance of automation in Direct Line. 

 

 

 

This modelling helps Direct Line (n.d.) in risk assessment purposes, with decisions related to the customers 

likelihood to claim, improvement and development of products and services, pricing and underwriting, and 

better understanding of decision-making processes. 

Insurance 
services

• It helps the company decide what price a customer should pay for their 
policy and understand any risks associated with that policy.

Identity 
verification

• It helps the company to check that the customers are who they say they 
are and to prevent others from imitating them.

Offer of other 
products

• It helps the company decide which other products might be 
useful/relevant to their customers.
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Data Analytics 
Table 2 shows the ways in which data is analysed and used by Direct Line. 

 

Table 2. Data analysis by Direct Line. 

Use Description 

A. Provide insurance services When you request us to provide you with a quote for 

one of our insurance policies or you purchase an 

insurance policy from us, we use information about 

you: 

• To decide what the risk might be in selling you 

the policy, to quote for, and provide you with, 

a premium for that policy and any special 

terms that may apply to that policy (noting 

that we may use automated decision making to 

make this assessment - see section 9 below); 

• To administer your policy and monitor the 

payment of instalments if you pay your 

premium in this way; 

• To contact you about the policy (e.g. for billing 

or renewal purposes); and 

• To provide the agreed service if you make a 

claim (e.g. sending someone to assist you in a 

roadside breakdown situation or to provide 

you with medical assistance if you are injured 

or unwell when overseas). 

We cannot provide the services unless we use the 

information about you in this way. 

B. Do what we are required to do by law As part of our duty as an insurer providing insurance 

services, sometimes we are required by law to use 

information about you: 

• To help make sure our customers are being 

treated fairly (e.g. to assist our regulators 

where we have a legal duty to do so); 

• To deal with complaints; 

• To help prevent and detect crime (including, 

for example, the prevention or detection of 

fraud); and 
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• To comply with a legal or regulatory obligation. 

We can use your personal information in this way 

because we are required to do so by law. 

C. Prevent fraud occurring Fraud has an impact on all customers as it increases 

costs for everyone. We use your personal information 

to check for signs that customers might be dishonest 

(e.g. if someone has behaved dishonestly in the past it 

may increase the risk they will do so in future). 

We may use your personal information in this way 

because it is in our interests to detect fraud and in all 

our customers' interests to ensure that they are not 

prejudiced due to increased premiums as a result of a 

few customers acting dishonestly. 

D. Recover debt If you owe us money we will use your personal 

information to help us recover it. 

We can use your personal information in this way 

because it is a necessary part of the contract of 

insurance. We need to ensure that premiums are paid 

so that the majority of our customers do not suffer (e.g. 

through increased premiums) due to the actions of a 

small minority of customers. 

E. To inform you about and promote 

products (marketing) 

At the time when your personal information was 

collected, we asked you to indicate your marketing 

preferences. These preferences can be revisited at any 

time by contacting our Data Rights Team. Please see 

section 10 for contact details. 

We may use your personal information to offer you 

suggestions about products and services you might 

want to buy. We may use external companies to do this 

on our behalf. 

We can use your personal information in this way 

because it is in our legitimate interests to provide you 

with the right information at the right time, so that we 

may look at ways of extending our relationship that we 

have with you. We will always ensure that we keep the 

amount of your personal information that we collect 

and the extent of any processing to the absolute 

minimum to meet this legitimate interest. 
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Where we have a legitimate interest to do so or, where 

necessary you have given us your consent, we may pass 

your personal information to third parties including: 

• U K Insurance Business Solutions Limited, a 

member of the U K Insurance Limited group of 

companies, that introduces our customers to 

products and services. We may send you 

marketing from them where we believe you 

will have an interest in their communications 

and / or 

• External companies such as digital content 

providers to display adverts about our 

products and services. 

If you have chosen not to opt out of marketing we will 

send you information about our products and services 

by email, post, telephone or SMS unless you tell us not 

to. If your information has been provided to us by a 

third party for marketing purposes we will rely on the 

consent you have provided to them to conduct direct 

marketing. 

If at any time you do not wish us to use your personal 

information for this purpose, you may ask us not to do 

so. The simplest way to do this is to follow the 

instructions on the communication, which is a click on 

the unsubscribe link on emails or a return address on 

the envelope. See section 10 below for full details on 

how to contact us. 

F. Where your or another person's life may 

be at risk 

We will use your personal information to assist where 

your or another person's life or health is in danger and 

obtaining your permission is not possible (e.g. 

arranging emergency medical treatment in a remote 

location). 

G. To administer and improve our services 

 

To administer our services we will share information 

with others (including to people or organisations that 

may be based overseas): 

• In order to enable us to process your claim or 

administer your insurance policy more cost 

effectively; 
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• To help develop our products, services and 

systems to deliver you a better sales and 

claims experience in the future; and 

• To understand how our prospective customers 

make decisions about which insurance policy is 

the optimal policy. 

We may also process your personal data to better 

understand you as a customer, including to determine 

how best to retain your custom, and to ask you to 

provide feedback on the service we provide to you. 

We can use your personal information in this way 

because it is in our legitimate interests to provide the 

services in the most efficient way. We will always 

ensure that we keep the amount of your personal 

information that we collect and the extent of any 

processing to the absolute minimum to achieve this 

efficiency. 

 

Regulatory Compliance 
As points B and C of Table 2 show, there mainly two ways in which the company can use the data collected 

about customers for regulatory compliance. The first one is related to offering information when legally 

required; and the second one is to prevent fraud, which has an impact in the overall cost of insurance 

services. 

  

5. Case Discussion 
Being available in multiple platforms – not only the ones developed by the company, such as websites and 

apps, but also on social media, for instance – shows that Direct Line actively pursues to be where the 

customers are instead of passively waiting for the customers to come towards the company. In fact, a multi-

channel strategy approach presents a number of benefits to customers, for instance, broader availability 

since there are more channels of communication, better usability through different devices, and more 

efficient personalisation of offers and services according to the customer priorities and needs (through 

automation of collected data). This shows a greater concern with customer experience as well as a clear 

initiative of using new technologies to be ahead of their market. 
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Case Study 5. Hastings Direct Insurance 

 

This case study was developed to provide an overall understanding of the Hastings Direct business model and 

use of new technologies, with a particular focus on its data strategy, and the crucial role that data plays in its 

business model. The case is based on the AI Technology Framework for Insurance firms (Figure 1). The first 

section, (Business Context) refers to the strategy developed by the company, identifying key points related to 

their business. The second section (Digital Technology & AI Systems) describes the role of digital technology 

and AI systems to support and enable the business model. The third section (Data Types) presents the very 

rich set of data that are collected and utilized throughout the customer journey. The fourth section (Business 

and Customer Benefits) identifies customer and business benefits from the application of digital technology 

and Hastings Insurance’s business model.  

 

Figure 1. AI Technology Framework for Insurance Firms. 

 

1. Business Context 

Business Model 
Founded in 1996 in England and now counting over 2.7 million customers, Hastings Direct focuses on “digital 

leadership, embracing new technology” (Hastings, 2021a). The business model of the company is 
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 “a disciplined and data driven approach to underwriting and agile pricing maximise value through a 

focused brand and product portfolio and multichannel distribution model.”  

The company has a successful history of working with consultancy partners to develop, enhance and evolve 

its strategy, which is characterised by simplifying insurance services, and offering them through online 

channels only, with a focus on enabling a straightforward customer journey, where each stage of the 

customer journey is simplified to make it as easy as possible, with the use of digital technology to enhance 

those activities that add customer value (Wunderman Thompson 2022, Reid et al. 2021). The value creation 

activities are shown in Figure 2.  

 

Figure 2. Hastings Direct Business Model. 

 

Source: Hasting Direct (2021a) 
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The business model is described as ‘direct’ by the company itself. However, it would be more accurate to 

describe it as digital distribution only, via direct web sales, and via indirect online sales through price 

comparison engines, also referred to as digital comparison tools (CMA 2017). The two distribution channels 

have different characteristics and are arguably complementary to each other. Direct sales through the 

website of Hastings Direct offers the lowest cost to serve customers because the sale is direct, i.e., there is no 

commission. However, this channel requires advertising to make consumers aware of it. Although Hastings is 

a significant brand in terms of its size, a significant amount of advertising is required to promote the website 

against other direct brands, and also against price comparison engines. The price comparison engines have 

the advantage of market coverage because they are so widely known by customers, and now account  

 

Hastings (2021a) highlights a list of the strengths of their business model, including:  

• a focused set of products 

• sophisticated approach to data and analysis in pricing 

• separation between technical and retail pricing 

• agility in a price comparison way of working 

• a capital efficient underwriting model 

• Market-leading innovative risk selection and counter-fraud management 

• a simple and straightforward systems landscape 

•  low-cost operating model 

• an effective control framework and culture 

 

 It is relevant to highlight that the use of technology for the pricing model is one of these points as 

mentioned in the business model. This case study focuses on this aspect of Hastings operation, 

classifying this pricing model as an incremental change to legacy business model (LO data innovation 

and LO business model change). 

 

 

 

 

 

 

 

 

 

Figure 3. Business Model Landscape. 
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Insurance Value Chain 
Hastings (n.d.) addresses their business in the following terms: “the Group operates across the insurance 

value chain through the Group’s Retail and Underwriting businesses. Clear separation is made between these 

businesses to ensure the Underwriting entity receives the technical net rate that it quotes and the Retail 

entity maximises customer capture and income, without negatively impacting Underwriting profitability.”  

Business Processes 
In the case of Hastings pricing model, the pricing model is automated, and is a function of the customer’s 

driving history (accidents, speeding tickets and previous claims), experience, i.e., the number of years they 

have held a license, the type of car and value, home address and whether the vehicle is garaged at night, 

estimated usage measured by annual mileage, type of use, e.g., business, commercial or social, domestic and 

pleasure, additional drivers, medical conditions, age of driver(s), marital and employment status and product 

features, e.g., insurance excess to be paid by the customer in the event of a claim, ancillary features such as 

legal, medical and personal accident cover, and whether it includes items such as audio equipment, keys and 

personal belongings.   

 

Industry Context 
According to Hastings (n.d.), “the Group has chosen to specialise in the very large UK private car insurance 

market, which currently accounts for 87% of live customer policies (‘LCP’). Within this market our primary 

focus is on digital distribution through price comparison websites (‘PCW’) and direct distribution through our 

retail brands’ websites. The Group also provides home, bike and van insurance.” 
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2. Digital Technology & AI Systems 

Core Systems 
In 2017, Hastings started a hunt for artificial intelligence experts so the company could invest in innovation 

through data collection and analysis (Burton, 2017). As mentioned by the Digital Initiative (2017), Hastings 

has been consistently investing in digitization and innovation related to the way quotes are delivered to 

customers or agents and make the company more competitive: some of these improvements are an online 

agent portal and use of machine learning to reduce the number of questions to business owners, reducing 

time to generate quotes. 

AI Software 
As argued by Hastings, policy offers are based on automated processing and decision – therefore a decision 

that has no direct human interference. In this sense, the process used by the company considers information 

provided by customers and external sources, for instance, search tools; and decides what kind of policy will 

be offered as well as the price.  

 

Table 1. List of automated decisions by Hastings. 

Technical and procedural measures to protect personal data 

The creation of pricing models and risk acceptance criteria. 

The application of the pricing and risk models using data we hold about you, to accept or decline your 

request for insurance and to calculate the price of your policy. 

Assessing your ability to pay the insurance premiums and/or credit. 

Assessing the risk of fraud being committed on your policy. 

 

AI Hardware 
Not applicable. 

AI Applications 
Hastings pricing model combines multiple AI functionalities such as: data collection about actual and 

potential customers; calculating risk according to the customer, including the risk of fraud; and assessing 

customers’ credit. 

 

3. Data Types 

Customer and Market Information 
The following tables explain what kind of personal data is collected (Table 2), what are the external sources 

used to collect this data when the information is not provided by the customer (Table 3), and what uses 

Direct Line can do of the data (Table 4). 
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Table 2. Personal data collected by Hastings. 

Type of data Further information Source 

Individual details  Your name, address, former address, contact 

details (e.g. email/telephone), gender, 

marital status, date of birth, length of time as 

a UK resident. 

Collected from you (or 

anyone applying for a 

policy on your behalf) 

online or by phone if 

relevant to the insurance 

policy 

Employment information Your job title and the nature of the industry 

you work in. 

Collected from you (or 

anyone applying for a 

policy on your behalf) 

online or by phone if 

relevant to the insurance 

policy 

Identification details  For example, your driving licence number. Collected from you (or 

anyone applying for a 

policy on your behalf) 

online or by phone if 

relevant to the insurance 

policy 

Previous and current 

claims 

Any previous insurance policies you've held, 

and claims made against those policies. 

Collected from you (or 

anyone applying for a 

policy on your behalf) 

online or by phone if 

relevant to the insurance 

policy 

Other risk details 

 

Details about the car to be insured, along 

with these special categories of information 

relating to each driver: 

Health data: Physical or mental health factors 

relevant to the insurance application, e.g. 

DVLA notifiable conditions. 

Criminal convictions: Any which are unspent 

under the Rehabilitation of Offenders Act, 

including any motoring and non-motoring 

offences/alleged offences committed or any 

court sentences you're subject to. 

Collected from you (or 

anyone applying for a 

policy on your behalf) 

online or by phone if 

relevant to the insurance 

policy 

Marketing preferences This includes whether you've given your 

consent to receive marketing information. 

Collected from you (or 

anyone applying for a 
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policy on your behalf) 

online or by phone if 

relevant to the insurance 

policy 

Website use, including 

cookies and use of our 

web chat service 

 Collected from you (or 

anyone applying for a 

policy on your behalf) 

online or by phone if 

relevant to the insurance 

policy 

Other information This will be captured during recordings of any 

telephone calls or if you make a complaint. 

This may include special categories of 

information you provide when talking with us 

(we won't process these without your 

consent). 

Collected from you (or 

anyone applying for a 

policy on your behalf) 

online or by phone if 

relevant to the insurance 

policy 

Financial information Bank and payment information. Collected from you (or 

anyone applying for a 

policy on your behalf) 

online or by phone if 

relevant to the insurance 

policy 

Driving information 

 

If the insurance policy chosen allows for the 

tracking of your driving as part of the policy, 

the device used collects a wide range of 

driving data, when the car is both moving and 

stationary, such as: 

Date/time: This helps us to understand what 

time of day the car is driven. 

Locational data: To understand what roads 

are driven and the location of the vehicle 

when it's moving or stationary inc. Latitude, 

Longitude, heading and direction. It also 

supports the theft tracking service. 

Speed, acceleration, cornering and braking 

data: To understand how smooth the driving 

style is. 

Collected from you (or 

anyone applying for a 

policy on your behalf) 

online or by phone if 

relevant to the insurance 

policy 
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Accident detection: This helps us to operate 

the accident alert service and to understand 

the circumstances relating to any accident. 

Mobile phone use: If the driving data is 

collected by an app on your mobile, the app 

will record that the mobile is being used in 

another way but it will not record any of the 

specific data or details of the other use. 

Additional identification 

details 

In some situations, we may ask you for 

further information and/or copies of 

documents so that we can validate your 

identity. This may include details about your 

residency, marital status, address, driving 

licence details or details of your car. It could 

also include special categories of information 

(e.g. driving licence - convictions...) 

Collected from you (or 

anyone applying for a 

policy on your behalf) 

online or by phone if 

relevant to the insurance 

policy 

Claims information This will be in relation to any incident or 

alleged incident involving the insured car. 

This includes special categories of 

information you give us when talking to us 

about your claim (we'll only process this to 

the extent necessary in connection with your 

claim or in connection with legal 

proceedings). 

Collected from you (or 

anyone applying for a 

policy on your behalf) 

online or by phone if 

relevant to the insurance 

policy 

Credit and anti-fraud 

data 

Credit history, credit score, sanctions and 

criminal offences, bankruptcy orders, 

individual voluntary arrangements (IVAs) or 

county court judgments, and information 

received from various anti-fraud databases. 

Some of this information (e.g. criminal 

offences) may include special categories of 

information about you. 

External sources are used 

to supplement and verify 

the information 

Demographic data Lifestyle indicators such as income, education 

and the size of your household. 

External sources are used 

to supplement and verify 

the information 

Open source data Different types of data which is in the public 

domain. When proportionate to do so, this 

will include social media about you or the 

circumstances of any accident. 

External sources are used 

to supplement and verify 

the information 
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Photo or video data Includes photos taken of the damage or 

footage recorded relating to a claim 

(including accident circumstances and 

interviews). 

External sources are used 

to supplement and verify 

the information 

Claims assessment 

reports 

This could be from engineers, medical 

experts, claims investigators and, in limited 

circumstances, private investigators. Some 

assessment reports may include special 

categories of information about you. 

External sources are used 

to supplement and verify 

the information 

Driving data In relation to previously held policies. External sources are used 

to supplement and verify 

the information 

 

Table 3. List of external sources. 

External sources 

The person applying for the policy (where you're an individual named under a quote) or anyone 

authorised to act on your or their behalf. 

Other insurance companies. 

Other third parties involved in the insurance application process, such as the price comparison website 

used or other insurers. 

Credit reference agencies. 

Providers of demographic data and vehicle data. 

Financial crime detection agencies and insurance industry financial crime databases (such as for fraud 

prevention and checking against international sanctions) including the Claims and Underwriting 

Exchange (known as 'CUE') and CIFAS. 

Insurance industry bodies and databases (including but not limited to the Motor Insurance Anti-Fraud 

and Theft register and the No Claims History database). 

In the event of a claim: 

Other parties involved in any claim, including passengers, witnesses and any third party claimants or 

their insurers. 

Third party suppliers who help us provide services when a claim is made (such as external claims 

handlers, our repair network, medical experts, claims investigators and private investigators). 

Third party suppliers we use to help us to carry out: 
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Our everyday business activities including IT suppliers, actuaries, auditors, lawyers, debt collection 

agencies, document management providers, outsourced business process management providers, our 

subcontractors and tax advisors. 

Government agencies and bodies such as the DVLA or regulators where required (e.g. the Financial 

Conduct Authority). 

Publicly available sources (e.g. the electoral roll, court judgments, insolvency registers, internet search 

engines, news articles) and sources licensed under the Open Government Licence v 3.0. 

Other third parties involved in your insurance policy or a claim (e.g. other insurers). 

Our reinsurers. 

 

Table 4. Use of personal information by Hastings. 

Type of processing Grounds for using personal information 
Grounds for special 

categories 

To assess your insurance 

application and provide a 

quote (or a quote you're 

named in) 

Policyholder (PH) – To enter into or 

perform a contract 

Named Driver (ND) – We have a 

legitimate interest (to assess the 

insurance application and provide a 

quote) 

It's necessary for an 

insurance purpose 

To verify your identity or 

carry out fraud, credit and 

anti-money laundering 

checks for an insurance 

application or to provide a 

quote (or a quote you're 

named in) 

PH – To enter into or perform a contract 

 

It's necessary for an 

insurance purpose 

It's in the substantial 

public interest to prevent 

or detect unlawful acts 

To establish, exercise or 

defend legal rights 

To set up your insurance 

policy (or a policy you're 

covered on) 

PH – To enter into or perform a contract 

ND – We have a legitimate interest (to set 

up and validate insurance policies) 

It's necessary for an 

insurance purpose 

To communicate with you to 

manage queries and resolve 

any complaints you might 

have 

To enter into or perform a contract 

We have a legitimate interest (to send you 

communications, record and handle 

complaints) 

It's necessary for an 

insurance purpose 

To establish, exercise or 

defend legal rights 

To comply with our legal or 

regulatory obligations 

We have a legal or regulatory obligation It's necessary for an 

insurance purpose 
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To establish, exercise or 

defend legal rights 

To make sure we consider 

any customers who may be 

in a vulnerable circumstance 

We have a legitimate interest (to ensure a 

consistent service to all of our customers 

and that all customers are treated 

equally) 

It's necessary for an 

insurance purpose 

To manage any claims you 

make under your insurance 

policy (or a policy you're 

covered on) 

PH – To enter into or perform a contract 

ND – We have a legitimate interest (to pay 

claims and manage the claims process) 

It's necessary for an 

insurance purpose 

To establish, exercise or 

defend legal rights 

Using driving data to 

monitor driving practices 

PH – To enter into or perform a contract 

ND – We have a legitimate interest (to 

monitor the driving style of drivers 

insured by us) 

We won't process your 

special categories of 

information for this 

purpose 

To assist in renewal pricing We have a legitimate interest (to develop 

and improve our products and services) 

It's necessary for an 

insurance purpose 

To prevent and investigate 

fraud on an ongoing basis 

We have a legitimate interest (to prevent 

and detect fraud and other financial 

crime) 

It's in the substantial 

public interest to prevent 

or detect unlawful acts 

(where we suspect fraud) 

To establish, exercise or 

defend legal rights 

For debt collection purposes To enter into or perform a contract We won't process your 

special categories of 

information for this 

purpose 

To provide improved quality, 

training and security (e.g. 

through recorded or 

monitored phone calls 

to/from us, or customer 

satisfaction surveys) 

We have a legitimate interest (to develop 

and improve our products and services) 

 

We won't process your 

special categories of 

information for this 

purpose 

Managing our business 

operations (e.g. keeping 

accounting records, 

analysing financial results, 

meeting audit requirements, 

receiving professional 

We have a legitimate interest (to carry out 

business operations and activities that are 

necessary for the everyday running of a 

business) 

We won't process your 

special categories of 

information for this 

purpose 
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advice, and holding our own 

insurance) 

For insurance administration 

purposes including trend 

analysis, actuarial work, 

pricing analysis, analysis of 

customer experience, 

planning service delivery, 

risk assessment, and costs 

and charges 

We have a legitimate interest (to develop 

and improve our products and services) 

We won't process your 

special categories of 

information for this 

purpose 

To send you marketing 

materials about our 

products and services (with 

your permission) 

We have a legitimate interest (to market 

our products) 

We won't process your 

special categories of 

information for this 

purpose 

 

Behavioural Information 
As mentioned above, there are cases in which Hastings can collect and use behavioural information, such as 

driving behaviour, which can influence the price of policies. 

Product Information 
Not applicable. 

Exposure Data 
Hastings has a number of measures in place to protect data from customers, such as: 

 

Table 5. Hastings data protection strategy. 

Technical and procedural measures to protect personal data 

Where we capture your personal information through our website, we'll do this over a secure link using 

recognised industry standard technology (SSL) which encrypts data that's transmitted over the internet. 

Most browsers will indicate this by displaying a padlock symbol on the screen. 

We prevent unauthorised electronic access to our servers by use of suitable firewalls and network 

security measures. We use strong internal antivirus and malware monitoring tools and conduct regular 

vulnerability scans to protect our internal infrastructure and also to protect communications we may 

send you electronically. Our servers are located in secure datacentres that are operated to recognised 

industry standards. Only authorised people are allowed entry and this is only in certain situations. 

When you pay for a product by credit card, your card details are protected in accordance with the 

industry standard security practice called PCI DSS which includes the encryption of cardholder data if 

transmitted over the internet. 
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We make sure only authorised people within our business have access to your data. We do regular 

checks to validate that only the correct people have access. We promote responsible access to data 

and segregate who can see what data within the organisation. 

Internally we have password policies in place which ensure passwords are strong and complex and are 

changed regularly. 

We use secure email exchange where necessary for sensitive data and have security monitoring on all 

email we send and receive. 

We schedule periodic checks of all security measures to ensure they continue to be efficient and 

effective, taking into account technological developments. 

 

Historical Loss Data 
According to the Digital Initiative (2017), “the only risk of using machine learning for mid-size insurers like 

Hastings is limited historical claims data. Many of these companies sell less than 1 billion dollars in premiums 

each year [5]. It is difficult to understand which application questions are most predictive of losses if few 

claims have been placed before. My recommendation to Hastings and other mid-size small commercial 

insurers is to pool their historical claims data together so that they can improve the accuracy of machine 

learning analytics outcomes. They will also enjoy greater negotiation power with third party data providers to 

lower the costs. While this would not ensure mid-size players withstand digital disruptors like biBerk, it would 

prolong their existence.”  

Hastings advises that the company keeps personal information as long as necessary to comply with legal and 

regulatory obligations, in the following terms:  

 

Table 6. Period for keeping data by Hastings 

Type of data Period 

Policies, including driving data Seven years after a policy expires and no further action 

on the policy is required. 

Claims Seven years after a claim has been closed unless there 

are extenuating circumstances requiring the claim to be 

held for longer. 

Complaints Seven years. 

Where children are involved in a claim Data may be kept for a further period. 

Where there is a claim on your policy over 

a set amount 

Data may be kept for a further period. 

If you're considered to pose a fraud or 

money laundering risk 

Your data can be held for up to six years. 
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In the circumstances of the prevention or 

detection of crime and the apprehension or 

prosecution of offenders 

Data may be kept for a further period. 

 

Risk Model 
According to the previous tables that show how data is collected and analysed by Hastings, it is clear that 

customers data provide a more accurate set of parameters through which risk is analysed.  

Data & Technology 
In the case of Hastings pricing model, data and technology are used to develop a set of criteria through which 

quotes are processed and presented to customers. 

4. Business and Customer Benefits 

Administrative Efficiency 
The use of AI for the pricing model is directly related to the administrative efficiency of the company, as using 

automation technology for collecting and analysing data as well as measuring risk provides a standardised 

price for services without human interference.  

Customer Experience 
To understand the customer experience with Hastings, it is interesting to see the list of customers’ rights as 

proposed by the company: 

 

Table 7. Hastings Customer Rights. 

Right Details 

The right to access your personal 

information 

You're entitled to a copy of the personal information we 

hold about you and certain details of how we use it. 

We'll usually provide your personal information to you in 

an email unless you request otherwise. 

The right to rectification We take reasonable steps to make sure the information 

we hold about you is accurate and, where necessary, up-

to-date and complete. If you believe there are any 

inaccuracies, discrepancies or gaps in the information we 

hold about you, you can contact us and ask us to update 

or amend it. 

The right to erasure This is sometimes known as the 'right to be forgotten'. It 

entitles you, in certain circumstances, to request your 

personal information be deleted. For example, where we 

no longer need your personal information for the 

original purpose we collected it for or where you have 

exercised your right to withdraw consent. While we will 
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assess every request, there are other factors that will 

need to be taken into consideration. For example, we 

may not be able to erase your information as you've 

requested because we have a regulatory obligation to 

keep it. 

The right to restriction of processing In certain circumstances, you're entitled to ask us to stop 

using your personal information, for example where you 

think the personal information we hold about you may 

be inaccurate or where you think we no longer need to 

use your personal information. 

The right to data portability In certain circumstances, you can request we transfer 

personal information you've provided to us to a third 

party. 

The right to object to marketing You have control over the extent to which we market to 

you and the right to request we stop sending you 

marketing messages at any time. You can do this either 

by clicking on the 'unsubscribe' link or button in any 

email we send you or by contacting us using the details 

set out in section 10. Even if you exercise this right 

because you do not want to receive marketing messages, 

we may still send you service related communications 

where necessary. 

The right to object to processing In addition to the right to object to marketing, in certain 

circumstances you'll also have the right to object to us 

processing your personal information. This will be when 

we're relying on there being a legitimate interest to 

process your personal information. In some 

circumstances, we will not be able to cease processing 

your information, but we'll let you know if this is the 

case. 

Rights relating to automated decisions  If you've been subject to an automated decision and 

don't agree with the outcome, you can ask us to review 

it. 

The right to withdraw consent  Where we rely on your consent in order to process your 

personal information, you have the right to withdraw 

such consent to the further use of your personal 

information. We'll advise you of this at the point of 

collection of your data. 

The right to lodge a complaint with the ICO You have a right to complain to the Information 

Commissioner's Office if you believe that any use of your 
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personal information by us is in breach of applicable data 

protection laws and/or regulations. More information 

can be found on the Information Commissioner's 

Office website. This will not affect any other legal rights 

or remedies that you have. 

 

Product Innovation 

Data Analytics 
Analysis of customer data is essential for Hastings pricing model, in the terms mentioned through the tables 

above.  

Regulatory Compliance 
Besides the mentioned ways in which customer data is used to comply with legal requirements, automation 

is also used by Hastings to identify fraud or money laundering risk. According to the company, a sophisticated 

processing “reveals your behaviour to be consistent with money laundering or known fraudulent conduct, or 

is inconsistent with your previous submissions, or you appear to have deliberately hidden your true identity. 

If we, or a fraud prevention agency, determine you pose a fraud or money laundering risk, we may refuse to 

provide the services or financing you have requested, or we may stop providing existing services to you. A 

record of any fraud or money laundering risk will be kept by the fraud prevention agencies and may result in 

others refusing to provide services, financing or employment to you.” 

5. Case Discussion 
Hastings Direct is an example of a digital leader that has recognised the crucial role of digital technologies in 

an information-intensive market. The strategy of the firm is encapsulated by its concise objective, which is  

“to become the UK’s best and biggest digital insurance provider”.   

Toby van der Meer, Group CEO, Hastings Group financial report, 9 February 2022.  

By taking a digital leader approach, the company actively searches out business opportunities to create value 

for its customers, based on a continuing evolution of its business model, which is facilitated by novel 

applications of digital technology. Five digital projects capture the essence of the digital-first approach that 

places the customer at the centre of the business model:  

(1) automated pricing that distinguishes between technical price, which is a function of risk, and commercial 

pricing, which considers competitive intensity, capital efficiency and market objectives 

(2) customer experience in the online customer journey from search through to sale and e-service 

(3) product diversification to offer automotive insurance based on car driving behaviour that is measured by 

advanced telematics and mobile phone app technology 

(4) the use of AI to combat fraud 

(5) Simplification of enterprise systems and process to create a low-cost operating model 

 

https://www.hastingsgroup.uk/community-news/hastings-group-reports-strong-results-2021
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A strategic focus on digital distribution has an important implication regarding product design. Insurance 

services can be designed so that they suit the digital channels of web, price comparison engines and mobile 

apps. Automated pricing is crucial in this respect because prices must be quoted based on standardised 

information provided by price comparison engines on a timely basis. Technical risk is the probability of a 

claim, which is normally viewed by underwriters in conjunction with the magnitude of a possible claim. 

Hastings has developed a pricing model that distinguishes between technical risk and the price that is quoted 

to consumers, which may include additional market factors, e.g., target market share, competitive intensity 

and expected lifetime value of the customer. Pricing is a complex, and highly regulated activity, and it is vital 

for insurance firms to be able to demonstrate the nature of their algorithms used in their pricing decisions, so 

that they comply with regulation regarding pricing that makes unfair exploitation of customers illegal, e.g., 

price walking of customers who are unwilling to switch providers (CMA 2017).   

In an online channel, the customer experience is determined by the quality of the technology design. 

Hastings has therefore focused on customer experience as a key objective in its product design and use of 

web and app technologies, evidenced by its close partnerships with consultancy and digital marketing 

companies (Reid et al., Ernst Young, 2022, and Wunderman Thompson 2022).  

Product diversification is an important element of a market growth strategy and in insurance, this includes 

expanding the range of insured vehicles from just cars to include vans and commercial vehicles, and to 

expand the use type, i.e., commercial use in addition to social, domestic and pleasure. The nature of 

automotive insurance is also changing with the development of behavioural insurance. Hastings has 

embraced this change with its technology partnership with Cambridge Mobile Analytics to offer its own 

behavioural insurance service (Cambridge Mobile Telematics 2020). This is an important strategic initiative 

because behavioural pricing is of particular interest and value to younger customers, in their quest to search 

out better value insurance. Historically, using conventional pricing algorithms, youth and lack of driving 

experience counted heavily against young drivers. However, with behavioural insurance, age is arguably 

completely redundant in the determination of risk. Younger drivers are also likely to appreciate Hastings’ 

digital first approach and pro-active use of mobile apps for e-service and to manage the ongoing engagement 

and relationship with existing customers.  

All insurance firms must balance the need to pay claims quickly and effectively with the need to be vigilant 

against fraudulent claims. Artificial Intelligence (AI) and big data are important technologies that can be used 

to build anti-fraud systems, and the company has partnered with BAE systems in this area (BAE 2018). 

Technology partnerships for specific application areas are a feature of Hastings’ digital strategy. The effective 

use of a nexus of technology partnerships gives ‘Hastings Direct’ access to cutting-edge technology, whilst 

retaining flexibility in its choice and timing of new digital projects. This approach requires a coherent IT 

infrastructure and systems landscape, which is a feature of its stated strategy (Hastings plc annual report 

2019).   

An overview of the company’s business model is presented in Figure 4.  
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A digital-first strategy means that distribution is via online channels only, which means that products can be 

designed specifically for the characteristics of the different online channels, which are price comparison 

engines, direct sales through Hastings’ own website, and its mobile app. For the customer acquisition 

process, the focus of the customer experience is to facilitate and support the online search and evaluation 

process, to encourage consumers to buy insurance from Hastings. Automated, fast and competitive pricing is 

crucial in price comparison engines. For direct sales through the web and mobile app, the emphasis is on 

reducing any potential friction points and to design a smooth, easy and fast customer journey, whilst still 

capturing all of the essential information required for insurance services. For customer retention, the focus 

shifts to the use of online channels for e-service, i.e., customer renewal, claims management, change of 

address, amendments to the insurance policy such as change of car, additional drivers, or notification of an 

accident, and fraud detection. A high level of e-service leads to higher net promoter scores, and increases the 

likelihood of customers renewing their policies.  

The combination of extensive market coverage with competitive offers, and higher than market average 

customer retention, will naturally lead to revenue growth and increased market share. Higher revenues with 

reasonable profit margin, combined with a low-cost operating model are the two key levers to increase 

profitability, which can then be re-invested to evolve the digital-first approach to the insurance market. An 

additional and crucial factor is that a larger customer base, across multiple product lines, provides a rich 

source of new customer data, which can be used to improve customer understanding based on sophisticated 

data analytics. The analytics capabilities from behavioural insurance is also of direct value to customers 

because it can be used to improve their driving behaviour and reduce their insurance risk and the policy 

price.  

Digital first
strategy

Design products for the 
online channel, e.g. 
simplification of individual 
services and automated 
pricing

Low operating costs 
& effective customer 
service processes

Enhanced customer 
experience in online 
search and sales

Distribution via direct sales and 
price comparison engines to 
maximise market coverage and 

reduce distribution costs

Build sophisticated e-
service, e.g., Webchat, 
claims management and 
AI anti-fraud systems

Improve customer 
acquisition process 
through smart pricing and 
user interface 

Reduce customer churn 
through high NP score and 
achieve above market-
average customer retention

Revenue growth 
and increased 
market share

Increased 
profitability

Customer Acquisition 
and Retention Strategy

Product
diversification

Increased amounts of
customer data and 
improved data analytics

Invest in digital technology to 
automate all customer-facing 
and enterprise processes
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A holistic interpretation of the overall business model is that Hastings Direct is pursuing an aggressive digital 

strategy, which can take full advantage of new technologies such as AI, new sources of data, and online 

channels, to create a superior customer experience within a low cost operating model. This is best described 

as strategic augmentation (see Figure 3), with some elements of disruptor, for example in behavioural 

insurance services.  
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