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As COVID continues to impact the globe 
and the global economy, minds begin to 
shift to the future and the changes the virus 
will accelerate; both in the way we live our 
lives and how we interact with the product & 
service providers we support. 

Technology will play the vital role in 
facilitating these changes. Whether 
empowering and connecting purchase; it 
is technology that will act as the engine for 
most successful businesses, looking to build 
into a new tomorrow. 

The pandemic has put 
failing business processes 
under the spotlight. If 
a process was slow, 
inconsistent or entirely 
dependent on consistent 
staff resource for success, 
it has been exposed. 

More than  

1 in 4  

This is evidenced by data. 
SAS report that 26.9% of UK 
insurance customers will 
only use digital services in 
future. The research also 
highlighted that 8m people 
used a digital insurance 
service or app, for the first 
time during the pandemic. 

Technology and data when harnessed 
together can drive a personalised 
experience, from  marketing, right 
through the buying and policy 
management process. 
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This personalisation can drive better outcomes and 
increase customer satisfaction and retention. Leading 
consultant McKinsey summarised the potential for 
increased personalisation in financial services in the 
chart below:
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Many financial services 
tech platforms pre-
date the huge shift to 
e-commerce, and struggle 
to meet modern digital-first 
demands. 

Customer experience is 
paramount – providers 
need to make their 
journeys faster and simpler. 

Digital first means mobile first. 
Customer experience needs 
to work seamlessly between 
devices of all types. Research 
by Capgemini suggests 70% 
of consumers expect a multi-
channel experience when 
researching and buying 
insurance. 

26.9% of consumers will 
only use digital services 
for insurance in future. 

Equally, COVID has driven 
almost immediate change 
in consumer preference – 
with 70% of UK consumers 
now favouring shopping 
online, up from less than 
50% pre-pandemic. The 
question for providers is, 
how will these changes 
impact expectation of their 
services – and are they 
equipped to cope? 

During 2022, providers will continue their journey to becoming truly data led - 
whilst integrating AI and machine learning. The rewards for those that achieve 
this goal are great, but there are challenges to overcome first.

Paul Yates, Product Strategy Director 

“As we continue to fight ‘World War C’ (with COVID), it is clear that 
the pandemic has accelerated change within tech and financial 
services. Consumers will increasingly demand and gravitate 
towards digital first businesses and processes, regardless of history 
or expertise. But more than this, consumers now see digital as 
an opportunity to add relevance and improve targeting - more 
personalised experience and products. Just as Amazon can highlight 
products we might be interested in (often before we have thought of 
them), providers will be expected to do the same in future.”

Contact us today to organise a digital diagnosis and 
explore these trends, bespoke to your business. 

Here are the big three tech trends we see 
coming over the horizon this year: 

“

TOP 3 TECH 
TRENDS IN 2022

As the Log4J vulnerability places cyber 
security back onto page one of exec briefings, 
more providers will look to AI to help identify 
threats and help deliver early response. 

Recent research by Capgemini shows that 
nearly two thirds of firms believe deploying AI 
is essential in their quest for cyber security

When asked by Accenture, 80% of insurance 
executives across 30 countries believe 
that AI will significantly influence customer 
interaction and insight gathering, yet just 
33% are taking aggressive steps to form 
digital ecosystem partnerships. Providers 
need to ensure they don’t look for all the 
answers from within. 

DATA DRIVEN DESIGN 
& DECISION MAKING

In recent report The State of Personalisation 2021 
research indicated 73% of UK businesses believe 
personalisation is "no longer an option, but a necessity." 

mailto:ukmarketing%40ipipeline.com?subject=
https://www.sas.com/en_gb/news/press-releases/2021/december/quarter-of-uk-insurance-customers-will-only-use-digital-services.html
https://www.mckinsey.com/industries/financial-services/our-insights/how-traditional-insurance-carriers-can-disrupt-through-personalized-marketing
https://econsultancy.com/stats-roundup-the-impact-of-covid-19-on-ecommerce/
https://econsultancy.com/stats-roundup-the-impact-of-covid-19-on-ecommerce/
https://www.capgemini.com/gb-en/research/reinventing-cybersecurity-with-artificial-intelligence/
https://www.accenture.com/sg-en/blogs/southeast-asia-blog/becoming-a-data-driven-insurer-of-the-future
https://segment.com/state-of-personalization-report/

