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The insurance industry, whether life, personal, commercial, or specialty,  
is all too often unfairly painted as sluggish, with a slow and steady approach 
to innovation in comparison to other sectors in financial services.

However, from our work with some of the largest and the most nimble players in the insurance market, it’s our view that 
such black-and-white comments about insurance being stuck in the dark ages are simply wrong. It does take time for the 
flywheel to turn, but looking at the insurance model today, there’s a genuine pace of change.

This pace spans at least 3 big areas of innovation: driving efficiency,  
customer journey, and risk insight.

Are Reinsurers a Driving Force for Innovation 
Throughout the Insurance Industry?

Digitalisation and 
automation – achieving 
internal efficiency

Some examples include:

• active use of the cloud

• improved (though still far from perfect) 

data strategies

• enabling of flexible talent
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Enhanced customer  
journeys – both retail  
and commercial

Some examples include:

• enabling self-service and transparency 

(D2C and agency) 

• active risk assessment and mitigation,

• the revitalisation of core underwriting 

platforms

• accelerating claims resolution
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Enhancing value – by 
analysing real-world  
real-time data

Some examples include:

• SSID supply-chain tracking

• Wearables analysis

• Real-time risk mapping
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ARE REINSURERS A DRIVING FORCE FOR INNOVATION THROUGHOUT THE INSURANCE INDUSTRY?
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There is no doubt that there will be winners and losers as 

a result of these changes, and that the value chain across 

insurance is up for grabs. So the role of brokers (in a more 

transparent and self-enabled world), the role of reinsurers 

(as custodians of insight and capital), and the role of insurers 

(as operators with ever-more-demanding customers and 

regulators) all need to change or be changed.

Furthermore, there are external actors and new entrants who 

circle FS and insurance with interest: tomorrow’s winners may 

not even be represented around today’s table.

Against this prevailing need to embrace change and execute 

well, we see the role of reinsurers remaining not only relevant, 

but key.

The role of reinsurers  
in innovation
Firstly, with their visibility across the market of proposition 

development, their breadth of industry data and insight into 

risk exposures and outcomes and their need to continually 

diversify their own risks, reinsurers are well-positioned to 

support their primary clients through change. We see this 

constantly: reinsurers balance contractual risk exchange  

with a more indirect, relationship-based service to defend 

against commoditisation.

Discussion with any of the major reinsurers will throw up 

examples of a rich stable of ‘collaborative bets’ with new 

disruptive players and incumbent businesses, together 

stretching the boundaries around underwriting, simplified risk 

assessments, AI-driven risk indicators, placement and so on.

Secondly, as providers of capital and capability, reinsurers 

can positively influence which bets gather most 

momentum. Some have chosen to play directly into the 

primary market – carefully navigating the channel conflict 

with their clients – in order to more quickly act in specific new 

areas where industry pace is otherwise constrained. Others 

have chosen to act as ‘super-angels’ and disproportionately 

invest time and (under tight constraints) capital against new 

initiatives they believe will change the direction of the market. 

We have seen good examples of this, including a continuous 

flow of insight and thought leadership to fast-growth market 

entrants, particularly on the life/health stage. Still others 

operate a ‘service’ model where specific assets and/or 

capabilities are developed as a centre-of-excellence within 

a reinsurer and made available to enable greater success 

(operational efficiency, or going further faster) for their 

clients.

Thirdly, reinsurers’ cultures tend towards that of stable, 

relationship-driven business partners. They have a blend of 

left-brain decision-making with a consultative, sales-driven 

and long-term focus. And the bottom line always remains at 

the forefront. Reinsurers naturally reinforce the right tone 

around intelligent change. This industry needs to embrace 

innovation rather than be afraid of it, and that fits well with the 

mindset of a reinsurer.

Across all of the three main areas of innovation, reinsurers 

tend to act in advance of primary insurers. They innovate to 

improve their own performance; to reduce expense ratios; to 

manage risk in an engaging way with customers and brokers 

and so on. Then, where the relationship is strong enough, 

primary clients benefit from that experience. Reinsurers  

have a direct interest in risk analysis if they are taking most 

of the exposure, but in fact once deep analytics have been 

applied to ostensibly manage risk, the knock-on application  

to dynamic prices and optimised customer targeting is of  

far greater value to the cedants.

Where will all this lead?
Only time will tell whether this will serve shareholders well. 

But with so much change to come regarding the number and 

nature of successful sizeable primary insurers, it is a good 

strategy to ensure that reinsurance as an offering stands for 

more than an easily-commoditised risk transfer. Conversely, 

without reinsurers in the front-line, it is hard to see us 

maximising the potential for an ever-changing insurance 

industry. At least, one led by an insurance brand we might  

all recognise from today’s field.

As the world of risk transfer changes and individual players 

grow and consolidate, it might be that full service reinsurers 

develop deep relationships with smaller insurers based on 

innovative solutions and partnerships whilst relationships 

with big global insurers become more transactional. This 

will play out as competition between the big global players 

regardless of heritage (reinsurance or insurance). Will we 

see heritage and brand reduce in importance whilst players’ 

ability to monetise innovation becomes ever more important?


