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Introduction

Evolution acts to produce function, not perfection yet insurance – as a function 
of product – has remained the same for all those years. And rightly so. It isn’t 
the product that need to evolve, it’s the proximity to modern consumers. 

It is known that distance from a partner can put a strain on romantic relationships. In a 
research report examining romantic relationships of college students by Krista Joy Dowdle 
of Brigham Young University, being 11-200 miles from a partner was associated with a 
31% increased likelihood of physical cheating compared to those in the same city as their 
partner. Perhaps this is one of the reasons why In 2017, the most Googled relationship-
related question was “How to make long distance relationships work?” While lacking 
the romantic element, consumers and brands also have relationships, and just like in any 
relationship–distance–be it in the physical or digital world can raise challenges. 

In a digital era where it’s easier than ever to reach and stay in touch with consumers, most 
insurance companies still have long-distance relationships with their policyholders. And 
with multiple choices just a click or a tap away, maintaining such a relationship is a hard 
task. 

The first half of this report will outline how insurance as a product is challenged by factors 
affecting the relationships insurers have with existing and potential customers. 

The second half of this report will present a new distribution model involving part-time 
insurance agents, with the aim of forming a better relationship with customers. 
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It’s Not You, It’s the Product

If you ask kids in kindergarten to draw insurance you’ll get a bunch 
of clueless faces.

Insurance has no shape. Insurance has no sound. Insurance has no scent. Insurance has 
no flavor. And insurance has no feel (physically). Insurance is a piece of paper with a 
promise, and a promise is something that is either fulfilled or broken in the future. 

In a research using functional magnetic resonance imaging–a technique for measuring 
and mapping brain activity–it was found that when people were asked to imagine their 
future selves, their brain acted as if the future self is a completely different person. Hal 
Hershfield, a social psychologist at UCLA Anderson who is exploring how human 
behavior can be modified by bringing people closer to their future selves, was able to 
document this disconnect along with his collaborators from Stanford. They compared the 
neural patterns in the brains of subjects who were asked to describe their current selves, 
their future selves 10 years hence, as well as other people. Across the board, the neural 
patterns evoked from thinking about the future self were most similar to the patterns that 
arose when thinking about another person. In other words, on a brain level, the future self 
“looked” like another person. “One of the reasons people fail to make good choices and 
don’t act in ways that are positive in the long term is because they feel a sense of emotional 
disconnect from their future selves,” said Hershfield. “Why would you save money for 
your future self when, to your brain, it feels like you’re just handing away your money to a 
complete stranger?” 

So, if people feel a disconnect when thinking about their future selves, which will come 
sooner or later, imagine how difficult it is to get them to see the value in an insurance 
product they may never use, especially if they haven’t used it before. This is why terms 
like expertise and service can only go so far in insurance; after all, these are elements 
most people haven’t and may never experience. Price, on the other hand, is an element 
everyone experiences, which is why consumers are price-sensitive when it comes to 
insurance. According to Accenture’s 2019 Global Financial Services Consumer Study, 
which surveyed 47,000 banking and insurance customers across 28 markets in Asia-
Pacific, Europe, Latin America, Middle East and Africa, and North America, more 
than three-quarters of all respondents were willing to share the data required for more 
competitive pricing. In other words, consumers are willing to give up privacy for better 
prices. 

8



9

A Strategy That 
Doesn’t Take Into 

Account the Product, 
Consumers, & 

Market Is Not a 
Strategy



Power to the Consumers

The customer is always right was an approach popularized by pioneering and successful 
retailers such as Harry Gordon Selfridge, John Wanamaker and Marshall Field at times 
when retailers haggled over prices with customers and product misrepresentation was 
rife. 

In 1861, John Wanamaker opened his first store with a then-revolutionary principle: “One 
price and goods returnable.” But there were some who challenged this approach: “If we 
adopt the policy of admitting whatever claims the customer makes to be proper, and if 
we always settle them at face value, we shall be subjected to inevitable losses, wrote Frank 
Farrington, author of the 1914 book Successful Salesmanship: Is the Customer Always 
Right?

133 years after John Wanamaker opened his first store, Jeff Bezos launched amazon.
com, a company with a mission to be “Earth’s most customer-centric company.” And this 
mission is fueled with fear: “But there is no rest for the weary. I constantly remind our 
employees to be afraid, to wake up every morning terrified. Not of our competition, but of 
our customers. Our customers have made our business what it is, they are the ones with 
whom we have a relationship, and they are the ones to whom we owe a great obligation. 
And we consider them to be loyal to us–right up until the second that someone else offers 
them a better service,” Bezos wrote in a 1999 shareholder letter. Early on, the founder of 
Amazon realized that the internet will shift the balance of power–which since the origins 
of department stores and mass merchandising has favored the merchant– into the hands 
of consumers. 
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The [Online] Market

The biggest insurance disruptor is not insurtech, it’s the internet. 
For the first time in history, consumers have a convenient, guilt-free 
environment for shopping and accessing information. 
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The Differences Between Online and Offline Shopping

Offline shopping is all about effort and emotions. For the most part, we shop at select 
stores near us because we are too tired or lazy to explore further. We shop brands because 
a brand is a guarantee in a world without online reviews. We may think twice before 
entering a store just to look around because we know the salesperson might give us an 
attitude, or even worse, pressure us into buying. Online shopping on the other hand, is 
effortless and emotionless. Stores are just a click away. Free shipping, free returns, free 
trials and online reviews give us a guarantee. And when it comes to emotions, leaving an 
ecommerce store without making a purchase leaves us feeling guilt-free. Now, let’s talk 
about returns. To return an item we bought offline we have to go back to the store, talk 
to an employee, and often argue when we are offered only store credit. But when we buy 
online, all we need is a printer, packing tape, and to take a short walk to the post office. 
Some retailers even allow scheduled pickups right from our homes. The result? In 2017, 
customers returned $351 billion of all purchases–brick-and-mortar and online. That’s 
about 10 percent. But when you look at online purchases only, return rates jump to about 
30 percent. As the saying goes–easy come, easy go.

CONVERSION RATES

3.19%

10%

30%

22.5%

% OF RETURNS

E-COMMERCE

BRICK AND MORTAR



Online shopping isn’t just about a convenient and guilt-free 
experience; it’s also about options. A lot of options.

In the physical world more options require more effort so we would set limits based on 
different factors such as geographical distance, time, and our mental and physical state. 
Brick and mortar stores also set limits due to limited space; in 2004, around 10,000 new 
suppliers applied to become Walmart vendors but only 2 percent (200) were accepted. 
This isn’t the case online; more options are just a click or a tap away leading to choice 
overload. Research now shows that when consumers are presented with too much choice 
they are less likely to buy anything at all, and if they do buy, they are less satisfied with 
their selection. In a study published by psychologists Sheena Iyengar and Mark Lepper, 
shoppers at a food market saw a display table with 24 varieties of gourmet jam. Those 
who sampled the spreads received a coupon for $1 off any jam. On another day, shoppers 
saw a similar table, except that this one only offered six varieties of the jam. While the 
large display attracted more interest than the smaller one, only three percent bought a 
jam compared to 30 percent of those exposed to the smaller selection. Too many choices 
can lead to anxiety, regret, high expectations, and self-blame if the choices don’t work out 
as it’s easy to imagine we could have made a better choice. This can explain why online 
shopping–where options are not limited–enjoy lower conversion rates and higher return 
rates in comparison to in-store shopping. 

Technology Takes Personalities to the Extreme

Technology, namely the internet, takes people’s personalities to the extreme. Those that 
have a hard time making up their mind in-store will have an even harder time deciding 
on an item online. And those that aren’t very adventurous will likely read multiple reviews 
and go for the highest-rated product.
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“I’ve been in the industry long enough where consumers 
weren’t driving the conversation, the publishers were 
driving the conversation, distribution controlled what 
you saw and when you saw it. We’ve watched that 
change. Now, whether you say the change took place 
10 years ago or 15 years ago, some people mark it to 
the birth of the internet, digital content, the reality is, 
today, as we engage with consumers it is an engagement. 
We no longer tell them what to watch, when to watch, 
or where to watch. We no longer tell them what to 
read or when they should read it. We actually now 
engage in a dialogue as that consumer participates in 
embellishing the content in their own unique ways and 
they actually filter for the things that are most relevant 
to them. There is almost infinite information fighting 
and competing for finite human attention.”

Kirk Mcdonald, CMO of Xandr, an AT&T company (xxxx)



GOOGLE

$2.69
AVG. CPC ACROSS 
ALL INDUSTRIES

$54.91

$1.72

$3.77

FACEBOOK

AVG. CPC FOR 
INSURANCE KEYWORDS

The [Advertising] Market

Before the internet, mass media was the only way consumers 
learned what a brand had to offer. You had to watch the ad on TV, 
listen to it on the radio or see it in the paper. Brands used to tell 
consumers what they’re about and that was that. But now - thanks to 
the internet - consumers can ignore advertisers, question them, and 
find alternatives that were previously hard to find.

Unlike the UK where 85 percent of consumers use price comparison sites to buy 
insurance, the U.S. insurance scene is chaotic. In the U.S., online advertising is dominated 
by two main players which account for 57 percent of all digital ads in the U.S.: Google 
- which is known for search ads, and Facebook - which is known for display ads. Both 
Google and Facebook operate on a pay-per-click basis. When you create an ad on either 
platform, you enter an auction. You place a bid for how much you want to pay for that ad. 
Then you’ll be charged a certain amount of money every time someone clicks one of your 
ads. While having the same model, their average cost-per-click (CPC) across all industries 
varies.
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The vast difference in CPC costs when it comes to insurance is obvious - insurance isn’t 
a tempting product so most insurance companies compete to be on Google where con-
sumers express interest and that leads to higher costs. Since the majority of this ‘insurance 
action’ takes place on Google, we’ve analyzed consumers’ search behavior, specifically, 
what consumers search for, and which companies show up for each popular search term. 
The next few pages will share these findings. 

01. There Are Too Few Brands in Insurance

Out of the 474 most popular Google search terms across auto, home, renters and life 
insurance with a minimum monthly volume of 1,000 searches, 78 percent are brand-
less. The 22 percent branded search terms include the following companies:
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1. AIG
2. Allied
3. American Income Life
4. Allstate
5. American Auto
6. American Family
7. Direct Insurance
8. Assurant 
9. Erie Insurance 
10. Farm Bureau
11. Farmers 
12. Safe Auto
13. AXA Life
14. State Auto
15. 21st Century
16. AAA
17. AARP Life Insurance
18. Bankers Life
19. Aetna Life Insurance
20. Alliance Insurance
21. American General
22. Citizens Insurance 

23. Banner Life
24. Colonial Life 
25. Combined Life Insurance
26. Elephant 
27. Equitable life insurance
28. Erenterplan
29. Esurance
30. GEICO
31. Gerber Life
32. Globe Life
33. Great West Life
34. Guardian Life
35. Hartford Life
36. John Hancock
37. Liberty Mutual
38. Mercury Insurance
39. MetLife 
40. Minnesota Life Insurance
41. National Life Insurance
42. Nationwide 
43. New York Life
44. Pacific Life

45. Phoenix Life
46. Primerica
47. Principal
48. Progressive 
49. Protective Life 
50. Prudential 
51. Reliastar Life Insurance
52. Safeco
53. Security Life
54. SelectQuote
55. Standard Life
56. State Farm 
57. Stonebridge Life
58. Sun Life
59. Texas Life Insurance
60. The General
61. Travelers 
62. United Life Insurance 
63. USAA
64. West Coast Life Insurance



02. The Internet Favors Few Big Players

When it comes to search results, Google displays 7-10 organic results in each page. 
We’ve looked at the organic rankings for the top four most popular brand-less search 
terms across auto, home, renters and life. The results show uneven distribution 
- the top 40 spots are occupied by as little as 11 companies and no more than 18 
companies:
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NO. OF 
UNIQUE 
COMPANIES 
FEATURED

NO. OF 
INSURANCE-
RELATED 
COMPANIES 
FEATURED

LIFE

21

18

AUTO

18

18

HOME

11

12

RENTERS

17
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03. Quality Leads Are a Product of Intent, Not Inspiration

Since it’s challenging to secure a spot in Google’s first page - a place where 75 percent 
of consumers end their search - lead-gen sites are in demand; so much so that in 
2018, LendingTree acquired QuoteWizard and ValuePenguin for $370.2 million and 
$105 million respectively. A term often used to describe lead-gen sites is quality - 
in reference to the leads they generate. However, analyzing the traffic sources and 
keyword relevancy of lead-gen sites reveals that quality varies dramatically:
 

DOMAIN

everquote.com

thezebra.com

quotewizard.com

insure.com

insurancequotes.com

healthiq.com

insurance.com

carinsurance.com

netquote.com

OPERATED BY

EverQuote

The Zebra

QuoteWizard

QuinStreet

All Web Leads

Health IQ

QuinStreet

QuinStreet

All Web Leads

MONTHLY 

TRAFFIC

7.41

1.32

1.15

0.898

0.818

0.644

0.551

0.494

0.113

% OF TRAFFIC 

VIA GOOGLE SEARCH

14.07

74.86

64.56

76.38

62.35

14.51

80.12

89.4

80.92
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04. Costlier CACs

To end our advertising adventure on a high note, we’ve looked at GEICO’s 
acquisition costs over the years. Advertising spend as a percentage of revenue 
is a popular method in retail. If we apply it to GEICO’s 2018 written premiums 
($34.1 billion), we’ll find that the company spent 4.4 percent of their revenue on 
advertising. But taking into account historical revenue - premiums from renewals 
- can be deceiving. Therefore, we’ve also calculated the advertising spend only 
taking into consideration new policies in force for each year, while estimating an 
average policy premium of $2,000 per year. Now, the picture looks quite different - 
indicating a rise in advertising spend as a percentage of revenue over the years. 
 

YEAR

2004
2005
2006
2007
2008
2009
2010
2011
2012
2013
2014
2015
2016
2017
2018

NEW POLICIES

635
745
721
656
665
684
563
709
704
898
821
707
974
1276
540

AD BUDGET

290
403
510
751
800
800
900
998
1120
1180
1430
1300
1400
1400
1500

ADVERTISING SPEND 
AS A % OF REVENUE

23%
27%
35%
57%
60%
58%
80%
70%
80%
66%
87%
92%
72%
55%

139%
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The Market [Dynamics]

The chicken or the egg is one of mankind’s great paradoxes, but 
when it comes to insurance the answer is obvious; first came the 
risk, then came the protection. You purchase a car to later buy car 
insurance. You purchase a home to later buy home insurance. You 
rent an apartment to later buy renters insurance. You book your 
travels to later buy travel insurance. This reality puts insurance 
companies at a major disadvantage from a convenience standpoint. 

Convenience drives innovation. In the horse and carriage era, someone, somewhere 
believed that there has to be a better way–a more convenient way. Now, convenience is a 
relative term. Before the introduction of the first automobile any model car would have 
been a huge improvement. Now, however, keeping two hands on the wheel and eyes on 
the road is inconvenient to some and autonomous cars are the future. The other thing 
about convenience - is that it needs a product or service of frequent use to shine. It took 
the telephone 67 years to reach 75 percent of American households. On the other hand, it 
took the TV just 7 years. In its golden age, the average american household spent around 
7 hours a day in front of the TV. In fact, people consume entertainment more frequently 
than they call their moms.

20

52 48 48

23 14 12 7

YEARS TO REACH 75% OF AMERICAN HOUSEHOLDS 



When it comes to the race for convenience, insurance companies can never come on top 
as embedded products - at the point-of-sale - are more convenient to buy. As insurance 
companies make the buying process more convenient, insurance is most convenient when 
integrated with other products and services. Car manufacturers include insurance in their 
car subscription offerings, which guarantees a locked rate for the duration of the subscrip-
tion and eliminates the need to deal with claims. OTAs offers travel insurance at check-
out and property management software companies offer renters. Yet even if we lived in a 
world where every industry kept to itself, insurers still wouldn’t be able to win customers 
over just with convenience, because at its core, insurance isn’t a product of frequent use 
and most people experience the cost more often than the benefit, which is why price is a 
stronger factor than convenience. 

Insurance Under the Influence™

Here’s a look at consumer-brands categories and brands offering insurance:
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Deep Dive with Discover  

We predict that money management apps will become the agent 
of record, helping users shop for insurance and save whenever 
possible.

01. Lower Revenues Expected in Banking

In June, Discover, which in addition to its credit cards, runs an online bank, announced 
it will no longer charge any fees for its roughly one million banking customers, which 
can cost consumers $100 a year. The company will no longer charge fees for insufficient 
funds, excessive withdrawals, falling below minimum balances and stop-payment requests 
on any of its checking, savings, money market and CD accounts. “Removing all deposit 
account fees was an easy decision for us based on our commitment to offer the most 
rewarding banking products in the industry,” Arijit Roy, vice president of deposits at 
Discover, said in a statement. Losing potentially up to $100 million a year is not an easy 
decision, however, when consumers have a variety of attractive choices Discover is left 
with no choice but to align themselves with the competition and make up for the lost 
revenue in other ways. 

02. Access To Timely & Relevant Data 

With today’s money management features available in banking and standalone apps, 
consumers enjoy real-time notifications about transactions and higher than usual charges. 
And with highly relevant and timely data, we predict that money management apps will 
become the agent of record for many of their users, helping them shop for insurance and 
save whenever possible.
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“The challenge for incumbent banks is that while digitalization can lower costs 
by 30- 50% (primarily through a decline in full-time employees as technology 
disintermediates workers), new competition and greater transparency are likely to 
lower revenues by 10-30%.”

Bank X, the New New Bank, a report by Citi Group ()
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Part II:
Inspiration
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A Problem 
Well Stated 
Is a Problem 
Half-Solved



Art & Science Are Closely Related

Most insurance companies had and still have two main problems on the front end - 
exposure and product differentiation. When it comes to exposure, the limited effective 
ad space and tough competition make it extremely difficult to compete for the top spots. 
And when it comes to product differentiation, the inability of insurance companies to 
differentiate their offerings will lead consumers to differentiate companies based on the 
one obvious difference - price.

Arthur L. “Art” Williams Jr. understood these challenges well, and in 1977, he founded A.L. 
Williams, the precursor to Primerica. Aside from pioneering the concept of “buy term (life 
insurance) and invest the difference” at times when cash value life insurance was the norm, Art 
also introduced a new kind of insurance sales force - one that is mostly made of part-time agents. 
He believed that hiring “good people” to sell life insurance full-time was not possible: 
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“Folks do you understand, they can’t hire good people to sell life insurance full time, 
you can’t do it! Every public opinion poll ever taken about the way the american 
public feels about business at bottom of the totem pole is sharecropper, shoeshine 
boys, politicians and insurance agents. The turnover rate shows 85% or 90% of 
those people gonna fail after 3,4, or 5 years. How many men and women that got 
responsibilities out there are gonna go to work with so much odds against you?”

“I’ve got mayors, policemen, teachers, dentists and 
newspaper reporters - the kind of people who would 
throw up before selling typical life insurance.”

Art



In his book, The A.L. Williams Way, Art highlights the three benefits of having a part-time 
sales force: 

01. Better Quality Person

Part-timers who already have an income don’t have to use traditional sales tactics like 
pressuring the client or being aggressive.

02. Working in the Best Interest of Clients

Part-timers can afford to take their time and educate the client since they aren’t 
pressured to make a sale.

03. Efficient Marketing

Part-timers allowed the company to enjoy a wide reach without spending a lot on 
advertising.

26

In 1984, Mass Indemnity, whose policies were sold exclusively through A.L. Williams, 
surpassed Prudential Insurance by selling $38.3 billion worth of new individual life in-
surance, compared with Prudential’s $38 billion in sales for all types of life insurance. 
In 1985, it issued $65.6 billion in new coverage, against Prudential’s $46.6 billion. This 
phenomenal success made A.L. Williams the world’s largest producer of individual life 
insurance. But beyond anything else, Art Williams was a brilliant marketer. He under-
stood one thing - hiring full-time agents was a challenging task so he sold the dream of 
becoming financially independent to 90 percent of the American workforce that “hated 
their jobs.” And timing and the right product were on his side; during the bad economic 
conditions of the early 1980’s, A.L. Williams agents showed people how to get cash they 
had in whole-life policies, while affording to buy more insurance through term policies 
the company offered. At one point, A.L. Williams had 200,000 agents and out of those 
175,000 were part-timers. However, the dream didn’t come true for most; the record of the 
entire sales force had an average of under 2.5 sales a year per agent, according to company 
records. And yet the dream is still alive… 
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We’ll Be Right Back 
After This Message 

From Primerica



Announcer: baby boomers, gen x, millennials… our current culture likes to put people 
in categories. We’re most comfortable when we belong to a group we can identify with. 
But as hard as we work to label each other, what everyone has in common is the desire to 
do something special with their lives, to make a difference, to leave things just a little bit 
better than they found them. But if you’re like most people you discover that real life gets 
in the way of living a life fulfilled. Life is what happens to you while you’re planning to do 
something else. 

Jeff Seagrave: For most people, one of the greatest disappointments is a career that turns 
out to be far less than they expected. 

Chris Koob: People tend to be a little naive, they start out thinking that there will be 
plenty of possibilities for promotions, big raises, but all too often they learn the hard way - 
it’s difficult to get ahead when you’re working for somebody else. 

Announcer: According to a recent Gallup poll, 85% of workers worldwide admit to hating 
their jobs. Employees listed their boss, being underpaid and overworked and lack of 
respect among the top reasons they’re unhappy. 

Collis Temple: You’ve heard the definition of insanity right? Doing the same thing over 
and over and over again, expecting different results. 

Johanna Gonzalez: That’s crazy! And the truth is, most people know it. 

Nikole Galanes: Are you ok with the direction your career is headed? 

Keith Otto: Have you stopped expecting more? 

Mika Saunders: I had, but then I found a way out. 

Keith Otto: I was a plumber. 

Gus Gonzalez: I was a mortgage banker. 

Ivan Earle: I was a factory worker. 
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Chris Koob: I was an engineering student. 

Mika Saunders: I was a nurse. 

Keith Otto: Hey, we all had craziness going on in our lives. 

Nikole Galanes: But then something changed… I was challenged to think outside the 
box. 

Collis Temple: To think bigger. 

Gus Gonzalez: And that’s when I realized it was ok to start dreaming again!

Nikole Galanes: To consider what could be… 

Keith Otto: And before I knew it, I wasn’t a plumber anymore. 

Chris Koob: I did the unthinkable and put my engineering career behind me. 

Collis Temple: We all began a new journey.

Nikole Galanes: We started our own businesses. 

Announcer: Our company provides a unique opportunity for men and women of all ages 
and from all walks of life to start their own business. We offer the flexibility to begin a 
second career on a part-time basis without the risks and uncertainty often associated with 
an entirely new career. 

Keith Otto: So… let’s assume we’ve got your attention. 

Ivan Earle: And maybe we’ve hit a nerve or two… 

Gus Gonzalez: But you’re still asking yourself - who are you?

Nikole Galanes: We are Primerica. 
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Announcer: Primerica is the largest independent financial services marketing company 
in North America. We were built with a unique combination of traditional time-tested 
business models. And we have created some of the most innovative marketing strategies 
in business today. 

Chris Koob: We like to say we’re in business for ourselves...

Keith Otto: But not by ourselves. 

Mika Saunders: And that works out really really well for us. 

Nikole Galanes: Because we have a support system at the home office with more than 
2,000 people… 

Mika Saunders: All working very hard every day to help my business be the best it can 
possibly be. 

Announcer: The Primerica international headquarters has been custom-designed 
from the ground up to meet the needs of our clients as well as our sales force. Our vast 
support network is second to none and we have a relentless commitment to provide our 
representatives with all of the resources they need to help them build their businesses.

Collis Temple: Ok no doubt you’re saying to yourself - you have a big home office with 
a lot of employees, but when you really get down to it, how do I know you’re a credible 
company that actually does the right thing for your clients? 

Gus Gonzalez: Great question! 

Announcer: At Primerica we earn our credibility every day by doing what’s right 100% 
of the time. We have a proven track record with more than $764 billion of life insurance 
in-force and more than $60 billion is assets under management. But as impressive as our 
track record is, you don’t have to take our word for it. Based on financial stability factors, 
Primerica was named one of America’s 50 most trustworthy financial companies in 
2015 by Frobes. We continue to be rated A+ by A.M. Best and we recently won our 15th 
consecutive Dalbar Mutual Fund Service Award. Publicly traded on the New York Stock 
Exchange, Primerica is also included in the prestigious S&P MidCap 400 and Russell 2000 
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indices. 

Chris Koob: We are living extraordinary lives by simply doing what is right to help other 
people.

Keith Otto: We’re proud of the fact we’re on Wall Street…

Chris Koob: But the truth is we’re the only company that’s focused on doing what’s right 
for main street. 

Ivan Earle: All of this sounds great but we haven’t told you how we actually help people. 

Gus Gonzalez: It’s really pretty simple… 

Mika Saunders: Step 1… 

Nikole Galanes: We teach you how money works. 

Mika Saunders: Because frankly most people don’t understand the most basic financial 
concepts. They say they do but they really don’t. 

Nikole Galanes: Step 2… 

Mika Saunders: We get you properly protected. 

Nikole Galanes: It’s our core philosophy and at the heart of everything that we do.  
Mika Saunders: Step 3… 

Nikole Galanes: We get you and your family started on a path to financial independence. 

Mika Saunders: Financial independence!

Nikole Galanes: It has a nice ring, doesn’t it? 

Announcer: Our time-tested financial principles combined with leading-edge marketing 
tools set us apart from the competition. Our company was founded on a philosophy of 

31



“buy term and invest the difference” in 1977, allowing families to purchase affordable term 
life insurance and use the savings to invest for their family’s future. The simple concept 
revolutionized an industry and allowed millions of families throughout North America to 
plan for a better financial future. 

Collis Temple: Have you ever seen a family financially devastated and forced to resort to 
bake sales or crowdfunding because a loved one dies too soon?

Mika Saunders: I have. And it could have been avoided if I had been able to sit down with 
them and explain what we do. 

Nikole Galanes: I see your point, but what if they’re fortunate enough to live a long life? 

Collis Temple: One can only hope. But most people are gonna work their entire lives so 
they can retire only to run out of money and be forced to go back to work. 

Mika Saunders: Retirement isn’t about age, it’s about money. And one of the worst things 
you can do is outlive your money. 

Announcer: Primerica represents some of the largest, most respected companies in 
the financial services industry. Our diversified product portfolio has been specifically 
designed to meet the needs of our clients. 

Joe Sullivan, chairman and CEO, Legg Mason: I think what makes Primerica unique is 
that their mission has been consistent over a long period of time. 

Kevin Kennedy, managing director, AXA Distributors: The reason why Primerica is 
such a great company to do business with is the people - from the top of the house, to the 
reps, to the operation folks - everyone is there to help you out. 

Kunal Kapoor, president, Morningstar: Primerica is willing to try things out, think 
outside the box, and be first-mover in many instances. 

Andrew Schlossberg, CEO, Invesco Perpetual & head of EMEA: The need for investing 
advice has never been greater. 
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Will Fuller, president, Lincoln Financial Group Annuity Solutions: Together we are 
helping prepare for a sustainable retirement with dignity.
Announcer: Primerica takes an educational approach with our clients, offering a broad 
range of financial solutions to main street families across North America. 

Collis Temple: We will sit down with you and your family at the kitchen table and 
develop a roadmap to help you achieve financial independence. 

Mika Saunders: It’s like having your own customized financial GPS. 

Keith Otto: The bottom line is, we teach people how to control their money so that their 
money doesn’t control them. 

Announcer: Main street has been abandoned by the traditional financial services 
industry. People need our help now more than ever. We could not have a bigger market. 
There could not be a bigger need for what we do. 

Chris Koob: If you think about it, we’re really in the people business. We market a better 
future, we offer a better way. 

Collis Temple: So what’s in it for you? 

Johanna Gonzalez: A lot of hard work. 

Gus Gonzalez: Yeah it’s a lot of hard work, but nothing worth having ever came without 
hard work. 

Nikole Galanes: The difference between what you’re doing now and what we’re describing 
here is that everybody that you’ve seen today and thousands and thousands more just like 
us want to help you achieve success. 

Keith Otto: Listen, we know you have goals, we know you have dreams. Everybody does. 
But most people give up on those goals and dreams. We didn’t. 

Gus Gonzalez: We found the right vehicle to help us reignite our business careers.  
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Johanna Gonzalez: If you wanna change your future you have to believe again. 

Collis Temple: And everything about this opportunity is designed to help you do exactly 
that - to reset your goals and reclaim your dreams. 

Mika Saunders: Goals and dreams are great but everyone has to pay their bills to. 

Nikole Galanes: Still a little bit skeptical? 

Gus Gonzalez: That’s understandable. 

Johanna Gonzalez: We were too. 

Announcer: A negative attitude yields negative results every time. But if you’re willing to 
open your mind to new possibilities you can change your life. 

Jeff Fieldstad, Las Vegas, NV: Looking back on my life, it was amazing how much 
reinforcement I got that I wasn’t supposed to be somebody, that I was supposed to stay 
stuck in a trailer park, that this is the way life was. This is the way that people accept life 
and I wasn’t willing to accept it. I wanted to make sure that my future was better than my 
past. 

Tonia Poe, Gardena, CA: Life wasn’t easy. Kids like me don’t make it out of Compton. But 
I did. Because I was determined to do something different with my life. 

David Farmer, Houston, TX: I was trapped. And if I hadn’t found Primerica, I’d still be 
trapped. 

Jim Meyer, Jacksonville, FL: I always knew I wanted to do something else. I just didn’t 
know what. 

David Farmer, Houston, TX: We were scared to death, we were afraid, but we were more 
afraid of losing control of our lives

Jeff Fieldstad, Las Vegas, NV: So I was willing to do whatever I had to do in order to get 
out. You know, if I had to work morning, noon and night I was ok with that. I just needed 
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an opportunity. 

Tonia Poe, Gardena, CA: When I was approached by Primerica I just said to myself what 
do I have to lose? At this point in my life is someone is offering me a lifeline I think I need 
to take it. 

Announcer: Can you imagine not having to shrink your dreams to fit your income but 
instead have the opportunity to grow your income to help you achieve your dreams? 

Nikole Galanes: Listen, whatever you decide to do - please just stop the insanity and start 
living your life to the fullest. 

Collis Temple: But if something you’ve heard today sparked a little interest - don’t ignore 
it! 

Mika Saunders: Take the next step! What’s the worst thing that can happen to you? 

Johanna Gonzalez: You’d get to learn how money works! 

Collis Temple: You might change your family’s entire financial future! 

Chris Koob: We’re living a new normal! We get to put our life at the center and work our 
career around our life. You talk about freedom - to me, that’s having it all. 

Jeff Seagrave: Primerica is full of before and after success stories because this 
environment allows you to be the best you can possibly be - if you’re willing to let it. 

Keith Otto: There are people that make a lot of money but have no time to enjoy it and 
then there’s people that have plenty of time but don’t have any money. At Primerica we 
show you how to have both. 

Jeff Seagrave: You’re gonna work hard anyway - why not work hard at something that 
allows you to build a legacy for your children and your children’s children. 

Annoncer: There is no other company like Primerica! We don’t care where you come 
from, we care where you want to go, and everything about this company was built to help 
you get there. 
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We're Back



Selling the Primerican Dream

Quality doesn’t come in quantity but there are a lot of dreamers out 
there with family and friends that may need life insurance.
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The Differences Between Online and Offline Shopping

Offline shopping is all about effort and emotions. For the most part, we shop at select 
stores near us because we are too tired or lazy to explore further. We shop brands because 
a brand is a guarantee in a world without online reviews. We may think twice before 
entering a store just to look around because we know the salesperson might give us an 
attitude, or even worse, pressure us into buying. Online shopping on the other hand, is 
effortless and emotionless. Stores are just a click away. Free shipping, free returns, free 
trials and online reviews give us a guarantee. And when it comes to emotions, leaving an 
ecommerce store without making a purchase leaves us feeling guilt-free. Now, let’s talk 
about returns. To return an item we bought offline we have to go back to the store, talk 
to an employee, and often argue when we are offered only store credit. But when we buy 
online, all we need is a printer, packing tape, and to take a short walk to the post office. 
Some retailers even allow scheduled pickups right from our homes. The result? In 2017, 
customers returned $351 billion of all purchases–brick-and-mortar and online. That’s 
about 10 percent. But when you look at online purchases only, return rates jump to about 
30 percent. As the saying goes–easy come, easy go.

CONVERSION RATES

3.19%

10%

30%

22.5%

% OF RETURNS

E-COMMERCE

BRICK AND MORTAR
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Part III:
Creative 



01. There Are No Brands in Insurance

With Berkshire Hathaway Travel Protection, shoppers can complete a quote in a 
matter of minutes by navigating four data inputs that include: selecting destination, 
entering origin, trip dates, mode of travel, and details on trip payments (e.g. first 
payment made, and total cost per trip per person), as well as personal details of the 
policyholder (e.g. name and age).  The Point? Travel insurance can be purchased 
easily and quickly; making it the ultimate embedded product. In other words, there 
are rarely any showstoppers preventing external parties to enter the space of travel 
insurance. In the past three years, we’ve seen challenger banks, travel booking apps, 
travel aggregators, airlines, and telecom companies form alliances with insurance 
companies. Typically this translates to an opportunity for a select few as one 
insurer’s partner is usually another insurer’s competitor. 
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01. Which Countries 
        Are You Visiting? 03. Leaving Date

02. Date of Birth 04. Return Date

EASY, FAST FLOW

LOW PREMIUM 

$182.91

$238.64 $224.25 
$266.72 $276.42 

2006 2008 20122009 2011
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EASY ON THE MIND
Source: travelinsuranceratings.com



The Methodology for Modern Insurance

At Coverager, we’ve spotted the five elements of modern insurance: 
Convenience, Fair, Flexible, Functional and Social Responsibility. 
These tactics are undertaken by incumbents and startups alike 
to freshen up their insurance offering and appeal to the modern 
consumer. But these elements alone aren’t a prerequisite to a 
successful insurance brand, nor do these elements must co-exist. 
This methodology allows to benchmark insurance innovation to 
prove that travel insurers best focus on elements of convenience and 
functionality. 
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CONVENIENCE

An element in 
reference to how 
insurance is being 
delivered.

FAIR

An element in 
reference to 
a company’s 
marketing 
positioning which 
offers fair coverage 
in lieu of cheap 
coverage.

FLEXIBLE

An element in 
reference to 
subscription-based 
or usage-based 
coverage.

FUNCTIONAL 

An element in 
connection to value-
added services 
beyond the core 
coverage.

SOCIAL 
RESPONSIBILITY

An element of social 
good built into the 
product offered.

CHANNEL PRODUCT EXPERIENCE BRAND



01. Convenient Travel Insurance

From online interfaces to digital travel management features and claims, players are 
investing in a convenient offering for both prospects and customers.

In January 2018, ERGO Singapore launched ERGO TravelManager to allow 
corporate companies to easily access their insurance policy and ERGO’s emergency 
center. The app, currently available to Singapore-based companies, makes it easy 
for HR and insurance intermediaries to manage and track coverage. Key features 
include: real-time information of employees’ travel patterns and trips, ability to buy 
corporate travel insurance and pre-schedule coverage to generate a certificate of 
insurance for future business trips, and ability for employees to connect with the 
ERGO Emergency Hotline.

In September 2018, KeynectUp, a Wellesley, MA-based contact-sharing solution, 
announced its partnership with InsureMyTrip For Education, a subsidiary of 
InsureMyTrip, to offer its services to higher education and K-12 schools. With this 
service, students, teachers, staff, chaperones, and parents enjoy instant access to their 
travel insurance policy information, documents, and emergency contacts for a trip. 

Convenience Gone Wrong

In December 2017, Finnish insurer LähiTapiola combined home, travel and accident 
insurance into one product - called Nippu - for the starting price of €18 a month. 
Coverage included home-cleaning, liability, legal protection, travel and accident 
insurance. Also, the travel and accident insurance could have been extended to the 
spouse who lives in the same household, but not to the children. This product is no 
longer available. 
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02. Fair Travel Insurance

Travel insurance is often a short-term purchase, hence fair coverage is less of a play. 
Broadly speaking, with the insurtech movement, we’ve seen select new entrants vie 
to take insurance back to its roots; oftentimes this sentiment is echoed by peer-to-
peer schemes that aim to bring the community together and pay back any cash left 
after claims and fees are accounted for. 

At the moment, Amsterdam-based Gavin is the only P2P scheme for travel 
insurance. Launched in May 2017, the risk sharing service offers customers coverage 
that is “up to 50% cheaper, month after month. And some months you might not 
pay anything at all due to [its] revolutionary system.” At Gavin, a customer only pays 
if there are claims. When a claim occurs, Gavin divides the total cost of claims per 
month among all Gavin users, after it collects a 15% fee. However, customers will 
never pay more than their maximum contribution. The other P2P player was Milan-
based DarWinsurance, which was barely a year active with its travel insurance 
product before it was acquired and turned inactive. 

42



03. Flexible Travel Insurance

In its nature, per-trip travel insurance is a flexible offering for a set amount of days. 
Select players took this proposition to a new extreme with geolocation technology 
that can automatically detect when a person leaves and returns to their home 
country and turn coverage on and off respectively.

In January 2018, London-based banking alternative Revolut announced the launch 
of Pay-per-Day Travel Insurance with geolocation technology. The mobile first 
company for banking (and insurance) services, which has raised a total of $336.4 
million since its inception in 2015, offers a travel insurance product for worldwide 
medical and dental coverage starting at £1.00 or €1.00 per day that comes with a 
price cap. Coverage can be tailored to include friends or family, winter sports such 
as skiing or snowboarding, and is underwritten by White Horse Insurance Ireland, a 
subsidiary of Thomas Cook Group offering non-life insurance products.

In June 2018, Liechtenstein-based, wefox-backed, digital insurer ONE has also 
introduced a geo predictive insurance solution offering free travel insurance up to 
€250. Users must accept coverage and have the ability to expand coverage. 
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04. Functional Travel Insurance

One outcome of insurance being a rarely differentiated product 
sold to a generally indifferent consumer is that insurers don’t have 
the luxury of dealing with users; rather they deal with customers 
– taking usability out of the equation. And when you can’t touch, 
feel, smell, see, or hear a product – meaning you can’t experience 
a product – what’s left to differentiate one service provider 
from another is price. To avoid this dire outcome, insurers are 
experimenting with value-added benefits that go beyond the core 
insurance value.
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Smart Travel

In January 2017, Europ Assistance Italy, the Italian insurer part of Generali, 
offered a travel insurance policy with a LugLoc Smart Luggage Locator that it 
shipped directly to the policyholder. Travelers pack LugLoc Tracker into their 
luggage to keep track of their bags. In the event of lost luggage, a traveler is 
compensated via PayPal.

In September 2018, Turkish insurer Unico Sigorta began offering a new 
travel insurance product with a smart device - powered by Istanbul-
based Smart Mimic - for tracking belongings and kids. The new Smart Travel 
Insurance was offered for ~$10 more than the standard travel policy and 
came with one tracking device, which was shipped to the customer once he 
purchased the policy. Customers also had the option to buy additional devices 
at ~$10 per device. As it stands, there’s no sign this coverage is still available.



04. Functional Travel Insurance Con’t
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Comfortable  Travel Insurance

In 2018, Blue Cross, an expert in health and travel insurance, announced 
a new free service to travel insurance policyholders called Serenity that 
offers a range of benefits in case of flight delays worldwide. The Serenity 
Service is fully automated and easy to use in three simple steps: to register, 
policyholders create an account, select a means of payment for compensation 
payouts (Interac, bank transfer, PayPal) and enter flight details and insurance 
policy number. Once registered, the system tracks flights in real time and 
if a flight is delayed, the policyholder will receive a text message (SMS) 
or email with information on how to benefit from the service. Messages 
include: notifications of flight delays, coupons for the lounge and hotel, and 
notifications of fund transfers. This system is powered by Blink, a CPPGroup-
backed company offering a platform for flight delay management. 

In a similar move, Israeli insurer Menora Mivtachim partnered with Acolto, 
formerly known as Flyzen, to offer travel insurance policyholders that 
experience at least a 2-hour flight delay access to business lounges globally.

Connected Travel Insurance

In 2017, Chubb introduced Chubb Connect in Australia, New Zealand 
and Singapore; a suite of value-added services for leisure travelers to offer 
complimentary Wi-Fi and SOS alerts.

“Serenity Service is included in every Ontario Blue Cross travel insur-
ance and at no extra cost. It provides peace of mind if your flight is de-
layed anywhere in the world. If your flight is delayed for three hours we 
give you access to an airport lounge and if your flight is delayed for six 
hours we book you a hotel room.”

Joanne Parent, regional vice-president, business development 
health insrance Québec &  travel insurance Blue Cross Canassurance Group (2019)
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FLIGHT DELAY COVERAGE VARIES BY INSURERS, BY REGION:

• Both AXA Fizzy and Allianz Travel for Air France offer flight delay 
compensation after a two-hour flight delay

• Blue Cross Serenity flight delay compensation is offered after a three-
hour flight delay

• Chubb Indonesia and Chubb Insurance in Vietnam offer flight delay 
compensation for Traveloka customers after a four-hour flight delay

• Chubb Insurance Malaysia, Chubb Insurance Singapore, and MSIG 
Insurance Thailand offer flight delay compensation for Traveloka 
customers after a six-hour flight delay



05. Good Travel Insurance (Social Responsibility)
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P2P Travel Insurance

The Hungarian branch of Uniqa has invested more than €4 million in the 
establishment of CherryHub Kft., a Budapest-based innovation company 
responsible for the launch of digital insurance brand CHERRISK, which also 
offers travel insurance. Launched in September 17, 2018, the brand targets 
Millennials and Generation Z via an online portal for home, car, accident, 
and travel insurance, the ability to settle claims via real-time video, and a 
gamification component in which users can collect ‘cherries’ if they take 
part in risk-reduction games that can later be used to reduce the insurance 
premium or to support a charity or a community of choice. If executed 
correctly, CHERRISK may be regarded as a community-based insurance 
scheme, however if priced poorly, cynicism will drive consumerism elsewhere.

Social good rarely plays a role in travel insurance as the element 
is associated with branding and as noted earlier – there aren’t too 
many mono-line travel insurance players. 
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Insurance Under 
the Influence  



A Rise in Consumer Brands

As industry insiders observe an increase in travel insurance plans 
purchased thanks in part to a growing level of customer awareness 
for the type of scenarios that can disrupt travel, e.g. extreme 
weather, natural disasters, and airline delays; to name a few, here, 
at Coverager, we’ve observed an increase in consumer brands 
entering the travel insurance industry – acting as distributors. These 
consumer brands can be categorized by four categories: airlines, 
fintech, online travel agencies (OTAs), and telecommunication 
companies. 
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Air France

Allianz Travel offers €50 
when flight departure is 
delayed by > 2 hours to 
Air France customers 
who have purchased 
travel insurance. 

(As of July 2019)

Scoot

AXA offers Scootsurance 
travel insurance via 
Scoot, the low-cost arm 
of Singapore Airlines.

(As of July 2018)

United.com

AIG Travel Guard is 
available via United.com 
in the U.S., Canada, 
Mexico and many 
countries throughout 
Western Europe.
(As of October 2017)

Transavia Airlines

Chubb travel and 
flight delay insurance 
is available online via 
Transavia Airlines in the 
Netherlands, France, 
Germany, Spain, 
Portugal and Italy.
(As of February 2015)

AIRLINES

With individuals typically booking a flight before they book any additional 
travel product, it’s common sense that insurance companies will find a partner 
among airlines that can always enjoy a boost to their bottom line. According 
to the International Air Travel Statistics (I-92 data) Program which provides 
information on international air traffic between the United States and other 
countries, an average of 7.1 million U.S. citizens traveled during January – 
March 2019. Out of the 7.1 million monthly travelers, 3.2 million traveled 
overseas representing 45 percent of all American travelers. In context, there 
are less than 400k monthly searches in the U.S. on Google for miscellaneous 
travel insurance keywords; indicating the need to partner with brands that can 
offer the product at the POS.
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REGIONS

Europe
Caribbean

Asia
South America

Central America
Oceania

Middle East
Africa

North America

Grand Total

JANUARY

825,706
742,453
540,030
169,134
281,724
80,722

195,831
35,589

3,642,580

6,513,769

FEBRUARY

761,675
791,219
432,599
180,462
292,374
97,935

171,608
30,628

3,600,320

6,358,820

MARCH

1,352,526
1,006,030
611,415
215,197
355,813
105,879
202,458
41,232

4,514,283

8,404,833

U.S. CITIZEN TRAVEL TO INTERNATIONAL REGIONS 2019
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“It’s getting more competitive in the 
domestic market. Our strategy is to 
expand international flights and boost 
revenue from non-ticket sources, such 
as food, baggage fees and insurance.”

Nguyen Thi Phuong Thao, founder and CEO of Vietnamese budget airline VietJet (2018)
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FINTECH

On average, a Revolut user spends 13 days abroad per 
year. But that’s not to suggest that digital banking platforms 
like Revolut are jumping at the opportunity to enter 
insurance. They are jumping at the opportunity to create a 
platform that caters to a wide range of human activities; 
including purchasing insurance. 

A Platform is a “plug-and-play business model that allows 
multiple providers and consumers to connect, interact, and 
create and exchange value.”

Mark Bonchek and Sangeet Paul Choudary describe three things a company 
must do to be a platform:

01. Be a magnet. A platform must attract the right providers (those with the 
most desirable products and services) and the right consumers (those who the 
providers want to do business with).

02. Act as a matchmaker. A platform requires a mechanism for matching 
consumers to the right providers, and for enabling providers to reach the right 
consumers who come to the platform.

03. Provide a toolkit. The toolkit is what enables providers to easily plug 
into (and out of) the platform, and to integrate with consumers.



53

According to an independent study undertaken by Censuswide on behalf 
of Crealogix in November 2018, interviewing 2,000 18-65 year-olds who 
currently have a bank account, one in four people under the age of 37 - those 
in so-called Millennial and Generation Z demographic groups - are using 
digital-only challenger banks and 14 percent of UK bank customers across all 
age groups have at least one mobile-only digital banking provider – with up to 
a third of under 37s having two or more accounts with challenger banks.

Typically these companies will lure customers with a free version, forcing 
them to complement their services with auxiliary benefits such as insurance. 
On the surface, offering in-app travel insurance could be a quick win since 
the offering meets customers at a POS and can be completed conveniently 
in a few taps within the app.  Not surprisingly, some of the top mobile bank 
brands - Revolut, N26, Monzo and Curve - with a user base of approximately 
10 million customers - have partnered with incumbents to introduce travel 
insurance. 

1M

Feb. 2019

3M

4M

2018

2017

Revolut User Base



Headquarters

Established

Raised

Employee #

User Base

Valuation

Premium Cards

Insurer Partner
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FINTECH+INSURTECH

REVOLUT

2015

336.4

1,000

4m

Revolut 
Premium 

(£6.99/m)

Revolut 
Metal

(£12.99/m)

MONZO

2015

417.3

713

1.5m

Monzo 
Plus

(£6/m)

CURVE

2015

67

152

<1M

$250M

Curve 
Black

(£9.99/m)

Curve 
Metal

(£9.99/m)

N26

2013

682.8

1,321

3.5m

N26 
You

(€9.90/m)

N26 
Metal

(€16.9/m)

($ in millions)
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OTAs

Several airline ticketing and hotel booking service 
providers are determined to become the one-stop shop for 
travel and lifestyle in order to strengthen their hold in their 
respective markets. Generally speaking, these companies 
with their all-too-familiar commission model are pushing 
the boundaries to provide transportation, accommodation, 
entertainment and insurance services.

This year alone, four travel giants entered the travel insurance space working 
alongside established insurers to distribute their product at the POS:

01. Indonesia’s leading online travel agency Traveloka has entered insurance 
this year with three insurance partners - Asuransi Simas Insurtech, a Jakarta-
based subsidiary of PT. Sinar Mas Insurance, MSIG in Thailand, and Chubb in 
Indonesia, Vietnam, Singapore and Malaysia.

02. The fourth-most-downloaded travel app in the U.S., after Uber , Lyft and 
Airbnb – Hopper – has entered insurance this year with Aon as its insurance 
partner.

03. European travel platform Omio partnered with AXA-backed travel 
insurance infrastructure company Setoo to offer flight delay insurance to 
customers.

04. European travel platform lastminute.com Group has also partnered  with 
Setoo to offer flight delay insurance to customers.

These distribution developments follow last year’s announcement by Expedia 
that it has formed a partnership with AIG, in collaboration with Aon, to 
distribute AIG’s Travel Guard insurance offerings at the U.S. point of purchase 
for flights, hotels, packages, cars and cruises on Expedia sites, including 
Expedia.com, CheapTickets, Orbitz and Travelocity.



Headquarters

Established

Raised

Employee #

Reach

Valuation
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LEADING OTAs

HOPPER

2007

183.4

262

40m app 
downloads

$780m

LASTMINUTE.COM

2000

N/A

1,674

60m monthly 
users

OMIO

2012

296

200

27m monthly 
users

TRAVELOKA

2012

920

2,715

40m app 
downloads

($ in millions)
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“We are now selling over 70 products 
and services for every hundred flights 
sold. 70% of customers that fly will 
also need a hotel, and individuals 
typically book a flight before they 
book any other travel product. This 
represents a great opportunity for us, 
as we can cross-sell hotels and other 
products and services.”

Dana Dunne, Chief Executive Officer of eDreams ODIGEO, one of the largest travel companies in 
the world (2019) 
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TELECOM

Similar to bancassurance, telco-assurance, which is more 
popular in Europe and Asia, refers to the distribution of 
insurance by telecommunication companies.  

Polish telecom player Play sells health, home, car, smartphones, and travel 
insurance to its customers as of late 2017.

Singapore’s largest mobile network operator Singtel offers in-app travel 
insurance in partnership with DirectAsia as of late 2018.

Vodafone Ukraine, the second largest mobile communication company in the 
country with 20.8 million users offers SMART TRAVEL in collaboration with 
AXA as of 2018.

Malaysian telecommunications company U Mobile offers travel insurance in 
partnership with Chubb Insurance Malaysia - announced this year.

“Singtel’s ReadyRoam plans provide our customers with the 
seamless convenience of staying connected as they travel across 
multiple destinations. With DirectAsia’s travel insurance right at 
their fingertips through MySingtel app, our customers can focus 
on planning their trips and fully enjoy their overseas vacations.”

Gan Siok Hoon,
VP, Mobile Marketing and Sales, Consumer Singapore at Singtel (2018)
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Conclusion:
Macro, Meso, Micro



Conclusion

We’re part of the convenience generation where companies are expected to deliver easy, 
fast, hassle-free service. Buying travel insurance online is already convenient. Buying 
travel insurance as an add-on is the ultimate convenience. In fact, travel insurance can 
never be a stand-alone product in a modern world. But this kind of convenience comes at 
a cost; as the saying comes ‘easy come, easy go.’ Whether airlines, digital banks, telecom 
companies or OTAs – one thing is clear – it won’t be the insurer that delivers the best 
solution. 

01. Macro. Commoditization.

Travel companies face a consumer-market and their solution – diversification – 
translates to one insurance winner/partner; after all, price-comparison is rarely a 
purchasing factor. The downside is – when an insurer can’t control the packaging, 
it can’t communicate personalization, hence commoditization. In sum, it’s only a 
matter of time before travel insurance becomes completely commoditized by travel 
companies. 

02. Meso. Creativity.

From discovery and planning to booking and traveling, insurers can look for 
startups that have a community-type following and partner with these brands 
to grow with them. Insurers will have to be comfortable with creative and not 
being able to immediately track return but that’s a small price to pay in the face of 
commoditization. 

03. Micro. Caution.

In sum, it’s hard to justify supporting travel insurance intermediaries in this land-
scape which values distribution/convenience and functionality. 
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BEYOND INSURANCE

In the last five years, travel companies have raised more 
than $1 billion in venture capital funding. That includes 
short-term rental startups, travel and tourism apps, 
marketplaces for “experiences” and other travel or 
hospitality tech platforms. This translates to an endless 
opportunity for insurers to go beyond conventional 
coverage.

A few concepts to consider:

01. Frequent Flyer Program for Ground Transportation. Mile is an app 
that brings airline reward miles to the ground by rewarding people for things 
like riding a bike, walking and taking public transportation.

02. Tax Free Shopping for Tourists. Refundit is an app for tax free 
shopping that offers a solution for tourists to apply for a VAT refund as ~90% 
of EU VAT refunds never make it back to tourists’ pockets.

03. Jet lag Recovery. Timeshifter is a quick, reliable way to eliminate jet lag 
by allowing travelers to create their own easy-to-follow, personalized jet lag 
plans.

04. On-Demand luggage storage. Startups that solve a tiny yet pesky 
problem of luggage and gear that get in the way of one’s travel. 

“We have the best coverage in the U.K. and our service works out 
comfortably cheaper per hour than competitors in almost every 
city. This convenience and price advantage really appeals to the 
young, travelling, Airbnb generation.”

Stasher (2018)
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ON-DEMAND LUGGAGE STORAGE STARTUPS

STASHER

London

2015

1.2

24

$6/day

100+

£750

STOREME

New York

2016

.337

3

$7.50/day

7

$3K/booking

CUBBY

Fort Worth

2019

--

--

$5.90/day

8

$750

VERTOE

New York

2016

2

11

$5.95/day/
item

30+

$5k/booking

($ in millions)

* Availability - by count of cities
* Insurance - indicates coverage per bag unless noted otherwise 
* Stasher is protected by Guardhog and underwritten by Hiscox
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Coverager is the go-to source on insurance innovation that both
creates and curates coverage on the most pressing topics relevant 
to insurance executives, focusing on areas such as technology, 
strategy and alternative distribution by offering custom research 
and analysis with a creative tone for companies that want to learn 
from the past and understand the present to better bet on the 
future. To learn more, visit www.coverager.com or email hello@
coverager.com.

© 2019 Coverager, Inc. All Rights Reserved.
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transferred without prior consent from Coverager.
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It’s Not You, It’s the Product

If you ask kids in kindergarten to draw insurance you’ll get a bunch 
of clueless faces

Insurance has no shape. Insurance has no sound. Insurance has no scent. Insurance has 
no flavor. And insurance has no feel (physically). Insurance is a piece of paper with a 
promise, and a promise is something that is either fulfilled or broken in the future. 

In a research using functional magnetic resonance imaging–a technique for measuring 
and mapping brain activity–it was found that when people were asked to imagine their 
future selves, their brain acted as if the future self is a completely different person. Hal 
Hershfield, a social psychologist at UCLA Anderson who is exploring how human 
behavior can be modified by bringing people closer to their future selves, was able to 
document this disconnect along with his collaborators from Stanford. They compared the 
neural patterns in the brains of subjects who were asked to describe their current selves, 
their future selves 10 years hence, as well as other people. Across the board, the neural 
patterns evoked from thinking about the future self were most similar to the patterns that 
arose when thinking about another person. In other words, on a brain level, the future self 
“looked” like another person. “One of the reasons people fail to make good choices and 
don’t act in ways that are positive in the long term is because they feel a sense of emotional 
disconnect from their future selves,” said Hershfield. “Why would you save money for 
your future self when, to your brain, it feels like you’re just handing away your money to a 
complete stranger?” 

So, if people feel a disconnect when thinking about their future selves, which will come 
sooner or later, imagine how difficult it is to get them to see the value in an insurance 
product they may never use, especially if they haven’t used it before. This is why terms 
like expertise and service can only go so far in insurance; after all, these are elements 
most people haven’t and may never experience. Price, on the other hand, is an element 
everyone experiences, which is why consumers are price-sensitive when it comes to 
insurance. According to Accenture’s 2019 Global Financial Services Consumer Study, 
which surveyed 47,000 banking and insurance customers across 28 markets in Asia-
Pacific, Europe, Latin America, Middle East and Africa, and North America, more 
than three-quarters of all respondents were willing to share the data required for more 
competitive pricing. In other words, consumers are willing to give up privacy for better 
prices. 
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