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The insurance industry is commonly seen as risk-averse. To put it simply, risk 
needs to be managed and change is not something that generally sits well 
with management. However, change in this traditional industry is inevitable. 
The needs and wants of customers are changing and they are no longer 
content with traditional insurance products and services.

Innovative business models and technology are altering the insurance 
landscape. InsurTech startups are at the forefront of this. Whether it be 
insurance for life. health, vehicle, travel, or even pet insurance, all these 
insurance types are being disrupted. From how we decide on and purchase 
insurance, the way we design our products, to how we engage with providers, 
startups are changing how we fundamentally connect with insurance. 
Disruption is here to stay and this means we need to constantly adapt to 
changing customer attitudes and needs. Customers expect digital 
experiences within their digital lives and this is also true for interactions with 
insurance companies.

Insurance companies need to look to leverage the strengths of these startups, 
while also driving innovation internally. There is no doubt that insurance 
companies are dealing with high levels of complexity and traditional business 
models, however customers are not going to care about these limitations 
when they are picking the insurance provider that best meets their needs.

DISRUPTING INSURANCE

IF THE RATE OF CHANGE ON THE OUTSIDE EXCEEDS THE RATE OF 

CHANGE ON THE INSIDE, THE END IS NEAR.“
JACK WELCH

https://www.collectivecampus.com.au/resources/corporate-startup-partnership-101
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LACK OF PERSONALISATION

Other industries are adapting quickly to provide customers with unique 
customised experiences. The insurance industry has not yet reached these levels of 
personalisation.

CUSTOMER LOYALTY

Customers expect their loyalty towards any brands to work in their favour – but the 
insurance industry (like telecommunications) seems to reward new customers but 
punish existing loyal customers.

LOW LEVEL OF TRUST

Are you getting the best deal with your insurance provider? We don’t know if we 
are but we have a pretty good feeling we could be getting a better deal with a 
competitor.

CUSTOMER EXPECTATIONS

Insurance is complex. There are many moving parts – customers, brokers, insurers and 
reinsurers. This complexity is one reason why the insurance industry is regularly highlighted as 
providing the worst customer experience. 

For instance, it is hard to believe that consumers still contact insurance brokers over the phone 
when looking to purchase new policies rather than just going online. Some of the reasons for 
this include (but are not limited to):

THOSE WHO DISRUPT THEIR INDUSTRIES CHANGE CONSUMER 

BEHAVIOR, ALTER ECONOMICS, AND TRANSFORM LIVES.“ HEATHER SIMMONS

https://www.forbes.com/sites/niallmccarthy/2015/03/04/these-are-the-industries-with-the-worst-customer-service-infographic/
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MILLENNIAL CUSTOMERS

The expectations of our population are changing. What customers are currently receiving does 
not fully align to their expectations.  Customers are becoming more and more impatient with 
brands and are less likely to wait for the best customer experience...they will take their money to 
a competitor. This is specifically evident with millennials – the generation that is soon to replace 
baby boomers as insurance’s biggest customer base. 

Insurance Business Senior Researcher,  Nick Chadwick, recently explained “In 2018 it will be 
crucial to focus on engaging millennials. The engagement of millennials is more multi-faceted 
than what was seen with previous generations: they want to be engaged using multiple 
methods, including social media, apps, emails, online communities, or any other method 
available to the insurer”

Millennials behave differently to baby boomers – they have a lower patience threshold and 
expect seamless and personalised experiences. The move to digital is prominent as evidenced 
by a PwC report that found that 71% of consumers surveyed used some form of digital research 
before buying insurance (e.g. price comparison or social media). 

A recent study showed that millennials are more than twice as likely to buy insurance online, and 
more than half prefer to work directly with insurance carriers instead of going through an agent. 
Innovation is required for Insurance companies to stay relevant but also stay ahead of the 
competition, given we are in a consumer market that is continuously evolving. We’re living in an 
age where experiences like this simply aren’t sustainable.

Customers are in charge, they expect more and they will tell the world about it via social media.

. 

CUSTOMERS ARE IN CHARGE

https://www.insurancebusinessmag.com/au/news/breaking-news/how-insurers-can-appeal-to-millennials-in-2018-86282.aspx
https://www.pwc.com/gx/en/insurance/publications/assets/pwc-insurance-2020-and-beyond.pdf
https://www.agencynation.com/how-to-sell-insurance-to-millennials/


TECHNOLOGY AND 

BUSINESS MODELS
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DATA ANALYTICS

ARTIFICIAL INTELLIGENCE

BLOCKCHAIN

INTERNET OF THINGS

AUTONOMOUS VEHICLES

WEARABLES

CHATBOTS

THE IMPACT OF TECHNOLOGY

Technology is beginning to reshape the insurance landscape. In the Insurance Technology 
Vision 2017, Accenture states, “The biggest innovations in insurance over the next three years 
will not be in the technology tools themselves, but in how we design them with customers, 
agents, employees and other human partners in mind.”

Technology is being leveraged to help address changing customer expectations. Just like other 
traditional industries, technology is coming and it is coming quickly. Here are just a few 
technologies that are disrupting the industry:

We will deep-dive into two of these technologies - Blockchain and Autonomous Vehicles.

https://www.accenture.com/t20170418T020959__w__/ph-en/_acnmedia/Accenture/Conversion-Assets/NonSecureClients/Documents/PDF/2/Accenture-TechnologyVision-Insurance-2017.pdf
https://www.accenture.com/t20170418T020959__w__/ph-en/_acnmedia/Accenture/Conversion-Assets/NonSecureClients/Documents/PDF/2/Accenture-TechnologyVision-Insurance-2017.pdf
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It is hard to analyse the technology impacting insurance and not cover blockchain. Blockchain is 
a technology that has the ability to impact all types of insurance. The industry has been slow to 
react to outside pressures and innovate, which is evident If you analyse each step in the 
insurance process. Some of these steps currently lead to the loss of information, 
misinterpretation of complex insurance policies and lengthening of settlement times.

What is Blockchain? 

Blockchain shifts the responsibility of authentication and record keeping away from centralized 
models to a distributed model, wherein each participant can verify the ownership of an asset 
and the validity of a transaction. Because of its distributed nature, it’s highly resistant to loss of 
integrity or availability, but at the cost of being much harder to control or alter. 

The insurance industry is one that is ripe for disruption when it comes to blockchain. The 
insurance industry requires many different intermediaries with varying incentives to cooperate 
with one another. This means that many applications exist for blockchain across the industry.
Large insurance players like Allianz and Swiss Re, as well as newer blockchain entrants in the 
space are already in the process of leveraging solutions.

BLOCKCHAIN

http://www.futuresquared.xyz/podcast/episode-167-bitcoin-blockchain-and-the-internet-of-money-with-andreas-antonopoulos
https://www.cbinsights.com/research/blockchain-insurance-disruption/
https://www.cbinsights.com/research/blockchain-insurance-disruption/
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The technology is yet to prove that it can overcome barriers in the form of regulation 
and legislation but those answers will be uncovered as the technology develops 
further. In the meantime insurance applications are being explored focusing on the 
following:

By leveraging the technology, an individuals health records can be decentralized and 
transparently shared between different health providers.

The use of blockchain technology will allow common sources of fraud to be 
eliminated from insurance claims. 

By executing insurance policies via smart contracts, it will improve the efficiency within 
property and casualty insurance.

The blockchain technology, via smart contracts, can simplify the transfer of both 
information and payments between insurers and reinsurers (by securing reinsurance 
contracts on the blockchain).

Accenture Insight Insurance Technology Vision 2017

• HEALTH INSURANCE

• FRAUD DETECTION

• PROPERTY AND CASUALTY INSURANCE

• REINSURANCE

33% OF INSURERS ARE PLANNING TO USE BLOCKCHAIN IN 

THE NEXT TWO YEARS; ANOTHER 36% HAVE IT ON THEIR 

AGENDA.

https://www.accenture.com/t20170418T020959__w__/ph-en/_acnmedia/Accenture/Conversion-Assets/NonSecureClients/Documents/PDF/2/Accenture-TechnologyVision-Insurance-2017.pdf
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AUTONOMOUS VEHICLES

Sometimes it would appear that innovation is fast surpassing insurance. This technology is 
pushing insurance companies into unfamiliar territory. The self-driving cars phenomenon has 
advanced much faster than insurance companies have had time to actually react to it. 
Technology still has a lot of work to do to ensure the safety of passengers - but one of the most 
serious issues to consider will be insurance. 

• Who is responsible in the event of an accident between autonomous vehicles? 

• Will it be the software companies?

Currently when there is an accident there is one party at fault and they bare all the costs to 
remedy the situation. 

• How will we decide who is at fault when autonomous vehicles get into an accident? 

• If autonomous vehicles will be safe enough to dramatically decrease the number of incidents, 
then what part will insurance have to play for our vehicles?

These are questions that insurance companies will need to answer and answer quickly.

SELF-DRIVING CARS ARE THE NATURAL EXTENSION OF ACTIVE SAFETY 

AND OBVIOUSLY SOMETHING WE SHOULD DO.“
ELON MUSK
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INNOVATIVE BUSINESS MODELS

• PRICE COMPARISON / PRICE AGGREGATORS

• PEER TO PEER INSURANCE

• DYNAMIC AND TRANSPARENT PRICING

• CUSTOM AND PERSONALISED INSURANCE

• UNBUNDLED AND CHEAPER PRODUCTS TARGETED AT OVER-SERVED DEMOGRAPHICS

• DATA ANALYTICS AND CUSTOMER INSIGHTS-DRIVEN POLICIES

While many insurance companies are stuck delivering on traditional business models, startups 
are providing greater flexibility to customers and ultimately solving pain points that actually 
exist. Below is a list of just a few of the different innovative business models being explored by 
startups.

CUVVA
While most insurers cover customers’ vehicles for a full year, Cuvva breaks it 
down into smaller chunks. For example, one of their products allows 
policyholders to use an app and insure themselves on a friend’s vehicle for 
as short a period as an hour. They have also launched a product that allows 
drivers to buy an hour of coverage for their own vehicles, which is designed 
for people who do not drive frequently.

SIMPLE INSURANCE
Simple Insurance allows people to buy insurance for products at the point of 
sale. Although smartphones, laptops and tablets dominate, it can be used 
for a much wider range of items.

TROV
Trov is another company aiming to break insurance down into easily 
digestible chunks. It sells item-by-item insurance policies for personal 
possessions, for whatever duration customers choose, via an app. They don’t 
stop there - Trov also looks to improve the customer journey of the claims 
experience, leveraging chat to automate the process.

Cuvva, Simple Insurance and Trov are just three examples of startups applying different 
business models to better serve customers.

https://www.cuvva.com/
http://www.simpleinsurance.com/
https://www.trov.com/


INSURTECH

STARTUPS
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STARTUP DEALS

The number of InsurTech startups continues to increase each year and the number of InsurTech 
deals has followed this trend too. There were a total of 331 InsurTech deals last year and that is 
sure to increase again in 2018.

https://www.accenture.com/t00010101T000000__w__/gb-en/_acnmedia/PDF-50/Accenture-Insurtech-PoV.pdf


COLLECTIVE CAMPUS | INNOVATE OR DIE 15

These startups provide private peer-to-peer insurance and include companies like Guevara and 
Friendsurance.

1. PEER TO PEER INSURANCE

These startups provide insurance-specific software across the value chain. For example there is 
Quantemplate that provides business intelligence and warehousing, while Shift Technology 
delivers insurance fraud detection.

2. SOFTWARE/ANALYTICS FOR INSURANCE INDUSTRY

Courtesy	of	CB	Insights,	the	above	market	map	showcases	key	InsurTech	startups.	Some	of	the	key	
categories	are	outlined	below:

INSURTECH MARKET MAP

https://www.cbinsights.com/research/insurance-tech-market-map/
http://cbinsights.com/company/guevara
http://cbinsights.com/company/friendsurance
https://www.quantemplate.com/
https://www.shift-technology.com/
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These startups target individuals/employers and focus on healthcare insurance. Examples 
include Stride Health and Zenefits.

4. HEALTH INSURANCE

These startups act as commercial insurance brokers and managing general agents for small to 
medium businesses. Startups include Insureon and Next Insurance.

5. SMALL BUSINESS INSURANCE

These startups cover everything from being aggregators (CoverHound and Goji ) to delivering 
white label auto claims apps (Snapsheet).

6. AUTO INSURANCE

These startups are providing distribution of life insurance products including term life and 
annuities. Examples of startups include Abaris and PolicyGenius

8. LIFE/ANNUITY

These startups allow consumers to insure or track individual products for insurance. For example 
they allow you to insure your smartphone or your laptop. Simple Insurance (covered earlier) is 
an example of a startup addressing these customer needs.

7. PRODUCT INSURANCE

These startups focus on providing customers with solutions for their changing needs/wants, 
specifically mobile devices to manage and purchase insurance. Examples of startups include 
Knip and GetSafe.

3. MOBILE

https://www.knip.de/
https://www.hellogetsafe.com/
https://www.stridehealth.com/
https://www.zenefits.com/
https://www.cbinsights.com/company/insureon
https://www.next-insurance.com/
http://cbinsights.com/company/coverhound
https://www.cbinsights.com/public_pages/public_comp_profile.php?id=consumer-united
https://www.cbinsights.com/company/abaris-financial
http://cbinsights.com/company/policygenius


THE REASON WHY IT IS SO DIFFICULT FOR 

EXISTING FIRMS TO CAPITALIZE ON 

DISRUPTIVE INNOVATIONS IS THAT THEIR 

PROCESSES AND THEIR BUSINESS MODEL 

THAT MAKE THEM GOOD AT THE EXISTING 

BUSINESS ACTUALLY MAKE THEM BAD AT 

COMPETING FOR THE DISRUPTION.

“

CLAYTON CHRISTENSEN



CUSTOMER

EXPERIENCE
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As mentioned earlier, insurance companies struggle with a reputation of poor customer 
experience. To Millennials, many traditional insurance company processes are seen as obstacles 
rather than seamless journeys.

• Why should customers wait several days to get a quote?

• Why should customers still have to fill in paper forms? 

Most people don’t like pain and they definitely don’t like to experience the same pain more than 
once. Customers struggle to stay loyal with brands following a negative experience. Fortunately, 
executives have noticed the importance of customer experience and are prioritising the 
customer experience more than ever these days. A recent study found that 75% of companies 
identified improving customer experience as their top objective.

Identifying pain points is an essential stage in improving the experience of insurance customers. 
Here are four proven methods to identify customer pain points that can be applied to the 
insurance sector.

1. ANALYSE YOUR SOCIAL MEDIA CHANNELS

Twitter, Facebook, Instagram, Snapchat….

Whether we like it or not, social media has become a significant part our lives. It provides a 
platform for customers to engage directly with brands (positively and negatively). Analyse your 
social media channels to understand the common pain points customers are encountering with 
your products or services. Even look at the social media channels of your competitors - what are 
people saying about those brands on social media? Could your customers be experiencing the 
same pain points?

2. BE THE CUSTOMER

What better way to understand what your customers go through than by actually experiencing 
their journey first hand. Immerse yourself in the customer journey and document any notable 
findings. This approach leverages the design thinking mindset, a human-centred methodology 
focused on understanding the customer before solving their problems. Consider some of the 
following questions to help identify pain points as you immerse yourself in the journey:

• What was difficult about the journey?

• What part of the journey was unexpected?

• What part of the journey could be better?

IMPROVING THE CUSTOMER EXPERIENCE

https://www.forbes.com/sites/blakemorgan/2017/12/05/five-trends-shaping-the-future-of-customer-experience-in-2018/
https://www.collectivecampus.com.au/blog/design-thinking-made-easy
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Airbnb has taken this technique to another level and embedded it internally. All new employees 
at Airbnb are encouraged to immerse themselves in the experience of a customer. In their first 
week, new employees are required to book a stay on Airbnb and go through the end to end 
process of a customer. All learnings from the experience are captured and shared with the 
Airbnb team on their return.

3. LEVERAGE YOUR CUSTOMER TOUCH POINTS

Customer insights gathering is not a once off event and needs to be embedded within the roles 
of team members. Upskill your team members to better understand customers and move away 
from traditional problem identification (eg. our products/services are too expensive) to capturing 
real problems encountered at each touch point (eg. sales or support touchpoints). 

The insights gathered will come straight from customers at the point of interaction allowing your 
team to uncover real customer problems. This will also allow your team to respond to pain points 
faster.

4. MAP OUT THE CUSTOMER JOURNEY

A Forrester report highlighted that only 63% of CX pros say their firm maps customer 
experiences. This is surprisingly low as one of the most effective ways to improve your customer 
journey is to understand every touch point in the end to end journey. By not mapping out the 
journey it is easy to fall into the trap of only focusing on the obvious customer touch points (such 
as purchase). 

Analyse the complete customer lifecycle, from awareness (how do your customers find out about 
you?) all the way to post-purchase (what happens after the customer has bought your product?). 
This will allow you to identify current pain points that your customers face that you can rectify 
immediately. Hopefully before they plaster it all over Social Media!

IMPROVING THE CUSTOMER EXPERIENCE

http://www.gnuband.org/2017/03/27/design-thinking-and-how-it-transformed-airbnb-from-failing-startup-to-billion-dollar-business/
https://www.collectivecampus.com.au/educate/design-thinking
https://which-50.com/infographic-customer-journey-mapping/
https://which-50.com/infographic-customer-journey-mapping/
https://www.collectivecampus.com.au/blog/5-easy-steps-to-optimising-your-customer-experience
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THE POWER OF OBSERVATION

ORAL B CASE STUDY

A famous example of the power of observation comes from 
a project run by IDEO for Oral B. They took the observation 
approach and uncovered a game-changing insight. The 
assumption with toothbrushes for children is that they 
should be like adult toothbrushes but smaller and skinnier, 
due to the fact that adults have big hands and kids have 
small hands. Makes sense right?

However, through observations they found that when kids 
were brushing their teeth they were using their fist and 
holding their toothbrushes too far up resulting in them 
hitting their own faces as they brushed. From this 
observation a solution was identified that kids need fat 
squishy toothbrushes. As a consequence of this discovery, 
Oral B had the best selling kids toothbrush in the world for 
18 months.

THERE IS A FAMOUS QUOTE THAT IF YOU WANT TO UNDERSTAND HOW 

ANIMALS LIVE, YOU DON’T GO TO THE ZOO, YOU GO TO THE JUNGLE“
JORGEN VIG KNUDSTORP, FORMER CEO, LEGO

Observing what people do and how they interact with their environment gives you clues 
about what they think, feel and need. By watching people, you can uncover learnings and 
insights that would not be possible through general conversations.  This concept is relevant to 
the insurance industry – by watching your customers interact with your insurance product or 
service may allow you to uncover insights that were previously not obvious. 

https://www.youtube.com/watch?v=tvkivmyKgEA


EXTERNAL 

INNOVATION
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EMBRACING PARTNERSHIPS

Great things happen when you pair the domain expertise, networks, distribution channels, 
customers and resources of a large organisation with the speed, talent and emerging 
technology of startups. It radically increases the likelihood of success for both parties. Insurance 
companies are mitigating their risk-averse mindset but learning from startups to identify value 
that may already be hidden within their organisation. Insurance companies are now more 
commonly looking to connect and partner with startups to accelerate innovation.

Rather than just identifying one or two InsurTech startups to connect with, Insurance companies 
are now looking to a much broader range of insurance startups with a strong focus on customer 
experience.

It is important to note that many insurance companies do not have the experience to 
successfully form and manage relationships with startups.  It is therefore key to partner with an 
advisor to connect with relevant startups that align to your business model and vision.

https://www.collectivecampus.com.au/innovate/connect-with-startups
https://www.collectivecampus.com.au/innovate/connect-with-startups
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STARTUP MATCHING

There are hundreds of thousands of active startups around the world. When you consider that 
96% of startups fail and that venture capitalists, whose sole job it is to invest in early stage 
innovation, get it right just 10% of the time, it makes no sense to limit your exposure to only a 
few startups. 

Startup matching can take different forms - below is an example of what an initiative could 
look like:

If you rely on a company’s immediate networks to access startups, you’re running the risk of 
accessing a limited talent pool. This, combined with a lack of business model alignment and 
strategic fit, means your efforts are likely to draw blanks, hurting your organisation’s belief in and 
investment in innovation. An experienced advisor that understands both corporates and 
startups will be able to support the engagement of the startup ecosystem.

PHASE ACTIVITY OUTLINE

1
UNDERSTANDING 

OBJECTIVES

Understanding the organisation’s strategic objectives, core assets
and business model.

2
MARKETING AND 

RECRUITMENT

Going to market to source startups that align to the objectives of the
organisation.

3 ASSESSMENT
Assessing all the startups (across several factors) and creating a
shortlist of startups to take through an intensive 2-day bootcamp.

4
BOOTCAMP AND PITCH 

DAY

The 2-day bootcamp will serve as a form of due diligence over not
only the ideas and business models, but the people behind them,
before a select few are invited to pitch. The pitches will dictate
which startups are selected to engage with the organisation.

https://www.collectivecampus.com.au/innovate/connect-with-startups
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Insurance companies are coming to the realisation of the importance of moving quickly. A large 
proportion of insurers believe that moving quickly will ensure they maintain a competitive 
advantage and they also believe that technology is a key driver of this.

Traditional insurance companies sometimes become fixated on engaging with external startups 
that they lose focus on internal innovation. These companies are of the mindset that startups will 
solve all of their problems and drive the innovation of the company. 

Connecting with startups is only one piece of the puzzle only.  

FAIL FAST, MOVE QUICKLY



INTERNAL

INNOVATION
CASE STUDIES
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RAPID PROTOTYPING

CHALLENGE

Metlife Insurance wanted to determine market appetite for an idea - which included testing the 
validity of the defined customer segment, problem, solution, features and business model. The 
purpose of this testing was to come out with a go, no-go or pivot decision, ultimately optimising 
MetLife’s allocation of funds by going where the market wants to go.

SOLUTION

Hundreds of ads and prototypes were built, such as landing pages, which served to not only 
help to validate and invalidate assumptions underpinning the customer segment, problem, 
solution, features and business model, but also provided additional insights and direction based 
on a comprehensive review of analytics. 

OUTCOME

Market Validation & Knowledge Acquisition
Metlife Insurance decided to pivot in another direction based on the data and insights captured. 
This saved MetLife time and money building out and executing on an expensive business case 
based on untested assumptions. This approach ultimately increases MetLife’s likelihood of 
success in innovation projects. 

Culture and Capability Change
Employees from MetLife Insurance were actively engaged throughout the entire process and this 
engagement helped to drive culture and capability change by demonstrating importance of 
taking lots of small customer-driven bets in order to learn what was unknown, as opposed to the 
traditional approach of taking few senior management-driven large bets. 

https://www.collectivecampus.com.au/work/metlife
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6 MONTHS PROGRESS IN ONLY 2 DAYS
CHALLENGE

Australian Unity engaged Collective Campus to facilitate a 2-day hackathon in order to build 
prototypes and quickly test assumptions underpinning a number of private health insurance 
policy ideas by engaging with target customers. The outcome of the hackathon was quantitative 
and qualitative learnings that could be used to gain support for ideas internally as well as for 
additional innovation initiatives such as these.

SOLUTION

A 2-day program was delivered to a group of 20 cross-functional participants from Australian 
Unity in which it taught them the fundamentals of the lean startup philosophy including how to 
use the lean canvas to define problem, solution and customer segment, identify key 
assumptions, define key metrics, build prototypes such as ads and landing pages, run marketing 
campaigns and generate customer feedback.

SUCCESS

The Australian Unity teams ran over 26 online and customer-facing experiments to test real 
world customer behaviour for four ideas that they had identified. This included social media ads, 
Google adwords, landing pages and face-to-face customer interviews at targeted locations in 
the Melbourne CBD. The result of this was: 
- New insights generated around what customers actually want
- Two of the ideas gained enough data to support the development of a business case 

internally 
- The assumptions underpinning 2 of the ideas were invalidated, prompting teams to 

reconsider the business models and/or ideas before taking next steps
- Participants learned the value of moving quickly to run experiments and gather new customer 

insights and invalidate previously held assumptions around what customers want, and thus 
avoid the trap of spending time and money delivering products to market that there is little 
customer appetite for

- Build momentum for the support of innovation initiatives internally based on the results of this 
program



EXECUTION IS EVERYTHING

WHEN IT COMES TO INNOVATION, AN 

OUNCE OF EXECUTION IS WORTH 

MORE THAN A TON OF THEORY.

“
PHIL MCKINNEY
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LAYING THE FOUNDATION

Although the insurance industry has been traditionally slow to move, there 
are several insurance companies that have implemented initiatives to drive 
innovation.  

After first launching in San Francisco, 
AXA created its second lab in 
Shanghai. AXA labs focuses on 
identifying talented entrepreneurs, 
new customer needs and most 
importantly emerging trends. The 
team at AXA Labs both partners with 
startups and attempts to recreate 
best-performing model to tap into the 
market potential in Asia.

IAG is starting to make some serious 
innovation investments, evidenced by the 
launch of their innovation incubator in 
Sydney. Launching in 2017, Firemark 
Labs aims to provide startups with 
an environment to explore new products, 
services and business models. The lab 
aligns with the IAG strategic vision of 
generating customer-led and data-driven 
business growth.

There has never been a more important time for insurance companies to drive 
innovation. By driving both internal and external innovation, insurance companies will 
be able to ensure they remain relevant in this risk-averse industry. The industry 
presents ample opportunities in large part due to technology advances and the 
uncovering of innovative business models. However, the more important driver of 
success for insurance companies will be the ability to address real customer 
problems. 

https://www.axa.com/en/about-us/stories-innovation
https://www.collectivecampus.com.au/innovate/connect-with-startups
https://www.collectivecampus.com.au/innovate/connect-with-startups
http://firemarklabs.com.au/
http://firemarklabs.com.au/
https://www.iag.com.au/iag-opens-firemark-labs-sydney-spark-customer-innovation
https://www.iag.com.au/iag-opens-firemark-labs-sydney-spark-customer-innovation
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We understand insurance companies at Collective Campus, 
having worked with the likes of MetLife and Australian Unity. If 
you are looking to start your innovation journey or are well on 
the way we would love to hear from you.

We help large organisations to discover, not just deliver, to 
explore, not just execute, and we’ve delivered work for clients 
across Melbourne, Sydney, Singapore, Auckland, Hong Kong, 
London, New York, Frankfurt, Dubai and Amsterdam.

If your organisation needs help coming up with ideas, 
experimenting and turning ideas into
reality, driving culture change or partnering with startups, we’d 
love to hear from you. 

GET IN TOUCH



COLLECTIVE CAMPUS
INNOVATE OR DIE
W: WWW.COLLECTIVECAMPUS.IO

E: INFO@COLLECTIVECAMP.US

1/20 QUEEN ST
MELBOURNE VIC 3000
AUSTRALIA

T: +61 3 9020 2010

67 AYER RAJAH CRESCENT
SINGAPORE 139950

T: +65 3158 1040


