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Trend: 
 

Preparation for the Seamless User Experience – A seamless user experience allows a single 
input of data for the entire risk process and a “frictionless environment” to conduct business 
anywhere with any device. Subsequent generations will expect this capability to be available but 
many wholesalers are not prepared to provide it. 
 

Implications: 
 

• Wholesalers will be under increasing pressure to automatically connect with retailers’ 
and carriers’ systems to provide a seamless experience for customers. 

• This trend brings into question the wholesalers’ place in the value chain. 

• As younger generations become consumers, this trend will become more prevalent. 

• Younger employees expect to work at companies that provide seamless technology solutions, 
both for ease of their job and to work with their personal devices. 

• Standard insurance companies and retailers are well down this path, and E&S companies and 
wholesalers typically follow. 

• There could be regulatory implications about how this is interpreted and potentially change 
regulations based on the new economic model. 

• The record-high amounts of excess capital in the industry make technology investments 
much more likely. In addition, start-ups do not have the legacy system issues of older 
companies. 

• The difficulty in finding specialized underwriting talent may drive this trend to speed up as 
well. 

• The complexity of providing a seamless user experience is based on the line/type of business 
(i.e., Personal Lines v. Commercial Lines). 

• The wholesaler will have to be more of a risk manager. 

• Will this increase or decrease renewals? It will make it easier for insureds to shop their 
business. 

• Wholesalers will need to shift their investment into technology versus less experienced 
underwriters. 

• This could be a niche space that vendors may not want to serve. They will not want to build 
solutions for this if it is not worth their investment and is only going to be used by a small 
number of wholesalers. This needs to be driven by the carriers based on sheer numbers. 

• Digital transformation is more than technology solutions. Creating technology around 
business-as-usual is not the go-forward opportunity.  It is about providing a better 
experience for both the wholesaler, retail agent and end consumer. 

 
COVID-19 Specific Implications  
 

• Traditional brick and mortar businesses continue to move to digital. Customers will 
expect the ability to interact without contact and have the same experience as in-person 
interactions. 
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• Current day customers have high expectations around personalized service, proactive 
interactions and a connected experience. The demand for this has become even more 
pronounced with COVID-19.  

• According to a recent McKinsey study, we have vaulted five years forward in consumer 
and business digital adoption in a matter of eight weeks.  According to this same study, 
75% of the people using digital channels for the first time say they will continue to use 
even when things return to “normal.” 

• Face-to-face office visits to carriers and retailers will be challenging, therefore leveraging 
video conferencing technology will be crucial to ensure personalized contact. 

 

Opportunities: 
 

• There will be an opportunity for larger wholesalers who can afford to invest in a solution 
that provides a seamless user experience from the customer through to the carrier. 

• Wholesalers can develop joint ventures or partnerships with retailers so that the retailers will 
show the insurance information customers want/need including information about their 
products. 

• Initially deploy this technology with less complex classes of business. 

• Companies can cross sell by the profiles that are built on individuals and their buying  
habits. They can also capture third party data. They may no longer need to rely on an 
application and can be fed insured information directly from various systems. 

• Wholesalers could become stronger by investing in sharing data where both companies 
could benefit. 

• Cross sell more products. National presence versus regional. 

• This increases the ability of companies to leverage Big Data and Predictive Analytics. 
 

COVID-19 Specific Opportunities  
 

• Organizations have shifted to a remote-working model which is allowing companies to 
respond to customers’ requests more rapidly, shortening the execution cycle. 

 

Threats: 
 

• Smaller wholesalers that cannot afford the technology investments needed for a seamless 
user experience will be at risk. 

• There may be changes in regulation that allow non-admitted carriers to collect and pay 
surplus lines taxes, much like Amazon pays sales tax based on where the consumer is 
located. 

• This may increase the risk of cyber exposures. 

• If wholesalers are cut of the value chain, carriers will need to pick up the wholesalers’ 
processes. 

• Wholesalers will be at greater risk of being cut of the distribution, particularly for simpler 
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E&S products. If this happens who will provide some of the additional services wholesalers 
do today (i.e., product expertise, account management and risk management services)?  

• Disruptors leverage new technology in the cloud, mobile, social, and artificial intelligence to 
deliver superior experience with options. As a result, customers expect this experience with 
all businesses they interact with.  

• With the introduction of digital solutions, it is even easier for customers to shop.  
 
COVID-19 Specific Threats  
 

• Existing big data and predictive analytics implemented pre-COVID-19 will need to be re-
evaluated for changes to avoid stale or biased recommendations that can cause unexpected 
exposures.  

• Forming a clear digital identity becomes key to ongoing success. With growing competition 
from insurtechs and the traditional markets, P&C insurers need to be selective when 
presenting information digitally. It will need to sync with their overall corporate identity or 
potentially cause confusion among their consumers.  
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