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Insurance can drive business value, yet there is a gap between 
market expectations and what a traditional setup allows for

From
(traditional setup)

Complex

Slow

Static

Not having insurance on the radar 

To
(market expectation)

Insurance as a service

Speed

Dynamic

Insurance top of mind as strategic value driver

Fueled by customers that 
expect offers that are:
• On demand
• Relevant
• Personalized
• Simple to buy / use
• Easy to understand



Embedded insurance represents a $2.5 trillion global 
opportunity that will cannibalize traditional insurance

Global GWP ($Bn, Non-Life and Life insurance)

Source: The future of embedded insurance, Simon Torrance



For European P&C this translates into a $181bn opportunity

Property & Casualty Insurance distribution – Advanced Europe
Estimated market share of GWP, by different distribution method

$181bn
in 2032

Source: The future of embedded insurance, Simon Torrance



Banks are uniquely positioned to pull 4 main levers critical for 
developing successful embedded insurance propositions

Tech & data

Product Distribution

Operations



Deep dive on 4 real life use cases



Bring an existing product to 
the next level
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Boost conversion through an omni-channel approach
Online-to-offline-to-online journey for better conversion on more complex products

Online
Content nurturing & in-time 
promotion by Bank on 
insurance offerings

Prospects are assigned to the 
best-matching insurance 
agents (lead allocation and 
management system in place)

Offline

Consultations taken offline in many forms (calls, chat, face-to-
face) with individual insurance agents or physical events

Prospected are qualified and pushed along the sales funnel by 
agents, tracked by a Leads Management App / Advisor App

Birthday coupons to 
create urgency

Online

Data sharing for 
application via in- app 
approval, as well as 
integrated payment

Policy 360 & renewal 
reminder in bank app
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Target new customer segments 
through innovative propositions

Animation not visible in PDF

SNACK: Lifestyle micro insurance ecosystem
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Avoid falling behind on 
digital banks
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Next step: Build, buy or partner?

Build Buy Partner

… innovation is hard, 
esp. in a large corporate and 

for non-core capabilities

… need to buy the 
right assets…

… at the right price …

… and ensure they can 
continue to operate 

as intended

… partner needs to be 
sufficiently proven and 

financially stable …

… but not too much as it 
may then mean that you 
are behind on innovation

Irrespective of the chosen path: in order to succeed there needs to be a 
deliberate strategic decision with full operational support
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