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Introduction
Executive summary: 
Insurance key trends for 2022

If necessity breeds innovation then 2020-21 has been the mother of innovation. 
Ensuring that your workforce and clientele were (and continue to be) as safe as possible 
throughout the pandemic has meant that insurance companies have to innovate and 
adopt a digital approach to operations. This has led to a careful balancing act where 
insurers have no choice but to appease an increasingly digital-savvy audience and enable 
their teams to work in a safe manner. More specifi cally to the insurance sector, they had 
to maintain consistent service as insurance claims from business interruption, canceled 
travel and events came in thick and fast.  

While many major insurance companies already had their sights set on increased 
digitisation at the beginning of 2020, most were subsequently forced to accelerate these 
digitisation goals and targets. According to a KPMG survey, 85% of insurance sector CEOs 
have reported that COVID-19 has accelerated their digital transformation and digitisation 
e� orts. 

We’ve put together a list of trends we’ve identifi ed across some of our clients and 
additional research to see how leading insurance companies have adapted to life after 
COVID-19, sector trends and what’s next for the industry.

The last 18 months has had a major impact on the insurance sector. Insurers 
are reimagining product development and digitaL services around the 
emerging needs of their customers. The demand to revolutionise practices in 
the fi nancial service industry has accelerated innovation. 

Accreditations

Paul Wheatley
Sales Director - Digital
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The Trends

The rapid changes brought about 
by COVID-19 have forced insurers to 
reconsider their technology ecosystem. 
With the business (and wider) world 
capable of changing so abruptly, old 
legacy technology architecture simply isn’t 
able to adapt in time. We all found this out 
the hard way, as a result, using technology 
which is built to be as agile as the new 
normal dictates.

By updating your technology 
infrastructure to a cloud platform, you’re 
allowing your business to both experiment 
and implement solutions more rapidly 
than before and, crucially, test things 
outside of live systems. As a result, you 

have a safe solution, capable of being built 
upon incrementally (or modularly) and 
minimise any disruption to your business. 

For certain insurers, this just isn’t possible. 
Legacy systems are rooted too deeply 
into the organisation and rapid change 
isn’t possible despite the obvious need. 
Solutions exist though. If you’re still heavily 
reliant on paper claims management, you 
can invest in your mailroom operations. 
Improving your current digital mailroom 
to one which integrates more e� ectively 
into your claims management systems, 
automating steps to ultimately provide a 
better service to your customers.

With digital transformation a major focus for the 
insurance sector, it’s vital that the approach drives 
change in three key areas: customer experience, 
operational processes and business models. The 
leading insurance companies are focusing on their 
strategy and alignment. Digital transformation 
without an e� ective strategy and a change in culture 
will lead to disconnected processes and activities that 
hinder rather than help businesses. 

For the organisations that did have strategic 
roadmaps in place, this period has forced them to 
revisit and review their roadmaps. With the major 
shift to fl exible working arrangements and limited 
face-to-face interactions, did their roadmap align with 
the best course of action?

2. Consider Cloud & Platform-
based technologies

1. Think 
Strategically

Improving your current digital mailroom 
to one which integrates more e� ectively 
into your claims management systems, 
automating steps to ultimately provide a 
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Much like how the 2008 fi nancial crisis was the 
catalyst for the boom in FinTech, we’re starting to see 
major growth in what is being coined as - Insurtech. 

As the sub-section of the fi nancial services that has 
historically been the most reluctant to embrace 
change, the rise of new businesses looking to fi nd 
ways to improve collaboration and technology 
partnerships across the insurance space is an exciting 
proposition. 

The insurtech space saw record investment over Q3 & 
Q4 2020 precisely as insurers looked to navigate the 
uncertain times and fi nd technological solutions to 
minimise disruption and improve customer service.

It is unlikely that the business world will ever return to the pre-
COVID era in any meaningful sense. For insurance companies 
to continue to prosper and grow, they have to reassess their 
operating models. With the dust starting to settle and more 
clarity arising on what the ‘new normal’ might look like, it’s 
important to have fi xed plans in place. Whilst industry leaders 
may have been running multiple scenarios and experimented 
with ways to ride out the initial 12-18 months disruption, now is 
the time to take what you learned and optimise your long-term 
operating model. 

This is an opportunity to put everything on the table. How can 
new forms of digital infrastructure and automation be leveraged 
even further? Should you be outsourcing business activities or 

bringing them back under your control, or perhaps a hybrid 
model will work best? 

The pandemic has changed how both employees and 
customers want to operate. Nowhere is this more true than in 
the digital space. Take this chance to cement and secure work 
from home practices, to facilitate the right information getting 
the right people in your business… no matter where they 
operate. The knock-on e� ect will be improved customer service 
through improved claims management processes. Staying still, 
after all this, and retaining all old core practices could leave you 
behind the more agile competition. 

3. Improve 
Partnerships & 
Collaboration

4. Reconfi gure operating models
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Lastly, insurance leaders are now in the process of 
understanding how technology can either drive 
the changes to your operating model or - at the 
very least - facilitate the changes. Consistently 
re-evaluating your technology options is vital 
considering the breadth of change in the past 
18 months. There’s an increasing number of 
opportunities to amend, improve or even, newly 
implement; smarter automation, artifi cial intelligence, 
improved connectivity between legacy systems and 
new platforms. 

It’s not even solely about increase functionality. 
Improvements to technology come in the form of 
improved user-friendliness and ease of use. Being 
beholden to centralised IT support is ultimately 
quite di�  cult as we’ve moved from a single o�  ce to 
hundreds of disparate o�  ces. This is why the rise of 
low code and no-code solutions across the insurance 
sector can make your operations more agile. 

5. Evaluate all 
technology options
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New products & services

The past 18 months have led certain insurers to start 
thinking more creatively about products and services 
which they provide. Planning for a global pandemic and 
actually experiencing one are two di� erent things. 
Having experienced the pandemic and gathered data 
across their consumers, insurers are now better placed 
to provide a coproduct that could provide more targeted 
alleviation of issues. 

Increased personalisation

The insurance sector has often su� ered 
from selling standardised products or 
services, in the increasingly digitised 
world, this no longer cuts it. The uptake 
of new technologies and improvements 
in processes across the insurance space 
as a direct result of COVID-19, opening up 
the possibility of increased personalisation 
across their o� erings. 

As the technology matures in the sector 
and additional use cases arise, digital 
transformation across the insurance space 
could provide more personal customer 
service, more data for insurers to leverage, 
altogether enabling better value for the 
end-user. 

Managing and integrating (digital and 
analogue) channels more e� ectively and 
enabling consumers to have an end-to-
end experience that suits their needs and 
minimises friction. For example, is your 
mailroom completely integrated into 
your digital operations, scanning at the 
source and allowing you to streamline and 
centralise all communications? 

Could we see:

•  New ways of managing car insurance?
As we see people potentially more sceptical of 
using public transport, coupled with more fl exible 
working arrangements. Could usage-based 
insurance appear, using car telemetrics to track 
more irregular car use to match the new normal? 

•  More specifi c pandemic insurance products? 
Tailored to regions and triggered by cases 
reaching a certain threshold there.

•  A continued rise in private health insurance?
As the severity of the pandemic sunk in, 
interest in private health insurance policies 
rose signifi cantly. Are new products needed to 
appeal to an audience who previously wouldn’t 
consider going private

What’s next?

Adaptation, change and learning to leverage new technology is at the 
forefront of the insurance sector as we head into a post-COVID-19 world, 
so what does that mean for you?

Adaptation, change and learning to leverage new technology is at the 
forefront of the insurance sector as we head into a post-COVID-19 world, 

...This is just the start of the conversation
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Paul Wheatley is Sales Director - Digital at EDM 
(EDM Group part of Restore PLC).

In a career spanning over 30 years, Paul has worked in 
the IT sector with a major focus on the fi nancial services 
and insurance sector. Starting out “on the tools” leading 
a varitey of breakthrough and disruptive innovation 
projects, now Paul focuses on digital transformation 
and the change needed for the future of innovation.  
Paul believes that organisations must prioritise agility, 
technology and regulation, to drive a culture of customer 
centricity and deliver successful business outcomes, 
digital transformation and the future of these sectors. 
Paul believes that a lot of organisations will now be 
prioritising a cloud strategy, underpinned by governance 
and security. 

If you would like to know more about how EDM and Restore can support your 
digital transformation goals in the insurance sector, reach out to Paul

Want to know more?

paul.wheatley@edmgroup.com

Paul Wheatley
Sales Director - Digital
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We are passionate about what we do and are experts 
with our products. If you need to speak to us, you can 
get in contact via one of the following channels:

Customer Services will be able to assist with general enquiries and are always 
on hand to assist you, as you become a client of Restore Digital in the future. 

Customer Services

customerservices@restoredigital.co.uk

info@restoredigital.co.uk

For any further sales information or enquiries, our sales team will be happy to 
assist in your project planning. 

Sales Team

0333 043 5483

0333 043 5498

Want to fi nd out more, 
speak to our team today
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About

Restore Digital is a leading independent 
provider of document scanning, 
content input, capture, and business 
process automation solutions. We’re an 
innovative, digitally orientated division 
of Restore plc, and our reach is rapidly 
expanding. 

Our mission is to equip our customers 
with compliant document management 
solutions and contribute to a world 
shaped by digital transformation. 

Founded in 2000, our consultancy led 
approach to the implementation and 
delivery of integrated digital solutions 
has enabled thousands of customers 
to accelerate business processes, 
reduce costs and improve operational 
e�  ciencies. 

Here at Restore Digital, we’re passionate 
about what we do, and we take 
tremendous pride in striving to provide 
the best possible outcome for our 
customers. 

Visit our website ate www.restore.co.uk/
Digital for more information about us, 
the services that we provide, and how 
we may be able to kickstart your digital  
transformation.

Restore Digital
2 Tally Close,
Agecroft Commerce Park, 
Swinton Manchester, 

Registered in England No. 04624743 | VAT Registered 807 445 919

T: 0333 043 5483
E: info@restoredigital.co.uk

www.restore.co.uk/Digital


