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Insurance Digital  
Experience 2021
Welcome to the annual Altus Insurance Digital Experience review. With the pandemic accelerating digital 
adoption across customer experience, coupled with a vast array of new, disruptive technology coming to 
market, it’s an exciting time for the Insurance industry. In this infographic we explore key themes of data 
and connected technology impacting the industry and reveal the top insurers in our DigitalBar research. 

Digital capabilities for insurers are constantly evolving. Consumers, distributors, claims suppliers and 
insurers alike are embracing new technologies as insurance moves from an analogue to a digital world. 
Over the past 6 years Altus has assessed over 4000 digital user journeys and published annual insurer 
rankings. Technology is changing rapidly and consequently consumer expectations are shifting. 

The DigitalBar 2021 scores reflect the latest window on the world of insurance technology, as the bar has 
been raised through recent evolutions in Digital Experience. 

1 Altus Consulting research, June-August 2021, covering customer-facing digital 
services across UK insurance providers.

altus.co.uk/digitalbar

Technology solutions enabling Insurers to access 
the increasing breadth and depth of data available 

to the industry

Utilising the increasing array of connected devices 
to provide insight into risk, enabling insurers to 

offer prevention and reduce impact of loss

Digital Insurance Timeline

Pandemic Impacts 

Key themes

1995 
Admiral’s website 

went live – the first 
UK insurer with an 
internet presence

2020 
Over 95% of major 
UK insurers have 

online quote & buy 
functionality

2015
75% of major UK insurers 

had an online quote & 
buy functionality

2011 
Aviva launch 

QuoteMeHappy as  
a digital-only and 

aggregator only brand 

2005 
Swiftcover launches 
– purchased by AXA 

2007

Early 2000s
Price comparison 

websites exploded onto 
the scene – the first 
was Confused.com

1999
Direct Line launched 
it’s website – a full 

ecommerce platform 

75%

95%

Quote: 
Insurers promote online  
channels and digital  
technology for customers  
to get quotes

Claims: 
Digital FNOL and  
increased use of  
video and remote  
technology to  
assess claims

Online Account: 
Introduction of online forms and  

journeys to capture customers’ MTAs

Customer 
Engagement: 

Increased use of 
webchat, bots and 

smart FAQs, to 
reduce impact on 

contact centres

The impact of the Covid-19 pandemic 
globally accelerates Insurers’ digital 

transformation journeys

Data Enrichment Connected Technology

Simplifying customer journeys  
by pre-populating data and 

removing unnecessary questions

Providing additional data,  
enabling usage-based  

insurance models
QUOTE

Increasingly insurers are implementing 
digital contact methods to surface 

relevant data to customers, reducing 
high volume, low value touch points

Integrate with smart home 
and connected car enabling 

personalised customer interactions

CUSTOMER 
ENGAGEMENT

Use of event-related data to  
trigger and validate claims  
related to weather, flight  
delays and cyber-attacks

Claims notified automatically by 
monitoring devices to accelerate the 
recovery process and fully touchless 

claims for parametric policies

CLAIMS

Online portals are now seen as 
standard for customers to service 

policies and for insurers to  
cross- and up-sell 

Telematics and connected devices 
constantly monitoring and 

adjusting risk profile accordingly

ONLINE  
ACCOUNT

Quick  
Quote

Quote  
& Buy

Policy 
Documents

MTAs Renew 
straight-
through

Renew with 
changes

Integrated  
Sign On

Claim 
Notification

Claim 
Tracking

Claim  
Digital 

Technology

Smart  
FAQs

Searchable 
FAQs

Voice 
Assistant 

Webchat – 
Human 

Webchat –  
Bot  

Messaging 
App 

Integration 

Connected 
Technology 

/ IoT

Product 
Specific
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