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Key Findings

81%
Covid-19 is driving the well-
being proposition

of insurers agree that Covid-19 
has increased the importance 
to attach a health & well-being 
proposition to their product 
offering

86%
Integrated insurers to create 
new digital ecosystems

believe that implementing an 
integrated insurance operation 
sits either high or middle in their 
rank of strategic initiatives

68%
A business survival impera-
tive

agree that their digital 
transformation has become a 
business survival imperative

60%
Digital Health Engagement Platforms for 
insurers

of insurers either already have a digital health 
engagement platform or are planning and/or 
implementing it

69%
An upcoming digital competition

reveal that they are implementing new products 
and services as part of an integrated insurance 
operation, whereas 17% say that they will consider 
implementing new products and services in the 
next 3 years or more
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Results from the dacadoo Global Integrated Insurance Operator Survey, October 2020. 116 surveyed online, 200 
personally interviewed



Introduction

For some, the new era of digitally integrated insurers is 
still an obscure and distant dream, this report aims to 
change that.

It is experiencing disruption from start-ups and digiti-
zation is wiping out the old ways of working. With this 
rapidly changing environment, it is time for insurers to 
sink or swim.

By 2025 digital health and services will increase to repre-
sent 12% of the overall health spending worldwide, and 
consumers expect their insurance operator to follow suit. 
(Morris Hosseini, 2020).

In the new era of insurance, operators need to hyperscale 
their platform offering in order to generate brand loyalty 
in the overcrowded digital world, as upcoming competi-
tors will not wait for them to roll out their new offering. 
Apple, Amazon and Google are already investing vastly 
into digital health, as they are seeing a tempting oppor-
tunity in the upcoming USD 10 trillion spent in the digital 
health platform economy. In 2018, MGI estimated that an 
additional $13 trillion could be added to global GDP by 
2030 from today through digitization, automation, and AI 
as these technologies create major new business opportu-
nities (ITU Trends, 2018).

On the other hand, digital customer demands are peak-
ing with Covid-19; consumers expect total personaliza-
tion of the health journey, leading insurers to re-invent 

The insurance industry is experienc-
ing one of the biggest fundamental 
changes of the last 150 years.

themselves (Pierre-Ignace Bernard, 2020). Additionally, 
60% of consumers are willing to share healthcare data in 
exchange for better health products and services (Accen-
ture, 2019).

Therefore, through recent research and careful monitor-
ing of industry trends, dacadoo was able to coin the term 
‘the integrated insurance operator’, which they firmly 
believe will be the new normal within the next decade. 
dacadoo defines as integrated insurance operators those 
offering a consumer-centric, digitally enabled, and fully 
integrated health ecosystem to meet rising consumer 
expectations, build trust among their members and drive 
loyalty and customer engagement in the long term.

Hundreds of reports have been written about the digiti-
zation of insurers, but the research displayed within this 
paper is aimed at showing the facts, directly from insur-
ance executives. With this goal in mind, dacadoo created 
a detailed survey crafted by life and health insurance 
experts, which they personally sent out to top insurance 
executives from around the world. 

The findings from the survey, which compiled over 300 
responses —some directly from the online survey and 
some from personal interviews—, show that insurers 
are fully embracing the new mobile-first era; how they 
foresee Covid-19 affecting their business operations and 
strategies, and shapes how the new integrated insurance 
operator will look like and act like. 

Ultimately, the integrated operator 
will become the leader in the disrupt-
ed insurance landscape.
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Insurers who are aware of the serious, long-term consequences of Covid-19 agree that implementing an integrated insur-
ance operator approach ranks either high (44%) or middle place (42%) in their hierarchy of strategic initiatives. With only 
13% of insurers ranking it low on their strategic priorities.

42% Middle

13% Low

44% High

Value

High 44.4%

Percent

Middle 42.2%

Low 13.3%

With all the rapid changes to insurance business operations as a result of Covid-19, where does the Integrated 
Insurance Operation rank in your strategic initiatives relative priority?

Source: dacadoo Global Integrated Insurance Operator Survey, October 2020
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Covid-19 is setting the new standard

Covid-19 has created more change in 2020 than over the last twenty years in the insurance industry. Insurers cannot 
meet face to face with clients to sell their policies, cross-sell or upsell their product offering. Insurers need to have a 
unique understanding of the consumer’s life and offer the consumer the right client-driven digital life & health ecosys-
tem, without being able to meet each other in person, as this may have changed for good.

On the other hand, consumers have demonstrated loyalty to organizations that commit to being altruistic and helping 
their customers, clients and stakeholders during the global pandemic, rather than the ones focusing on their profit. 
Consumers who noticed brands acting in their own self-interest tend to detach themselves from those organizations. 
(Deloitte, 2020)

Therefore, during 2020 and the Covid-19 pandemic, insurers have understood the importance of attaching a health and 
well-being proposition to their products, with over 80% of respondents agreeing on this matter.

81% Yes. It will 
increase in importance

15% It will stay 
the same

5% I don’t know

Value

Yes it will increase in importance 80.6%

Percent

It will stay the same 14.5%

I don’t know 4.8%

Will the current Covid-19 crisis and its aftermath increase the importance to attach a health & well-being prop-
osition to your products?

Source: dacadoo Global Integrated Insurance Operator Survey, October 2020

Covid-19 as the precursor for the integrated insurance operator



The digital transformation of insurers along with implementing a health and well-being proposition seem to go hand in 
hand. A whopping 68% of respondents agree that their digital transformation is a business survival imperative, plus an 
additional 23% of insurers say it is not an imperative, but they are willing to change their mind.

Only a miniscule 2% stated that digital transformation is roundly not a business survival imperative.

2% No and we’re not 
willing to change

23% No but we’re 
willing to change

7% Other

68% Yes

Value

Yes 68.2%

Percent

No and we’re not willing to change 2.3%

Other 6.8%

No but we’re willing to change 22.7%

Does your organization view its digital transformation as a business survival imperative - an enterprise stra-
tegic initiative to shift how your organization functions and how, when, and to what extent you’ll engage your 
health communities differently?

Source: dacadoo Global Integrated Insurance Operator Survey, October 2020

As life and health insurers realize the importance of imple-
menting a digital health and wellness proposition, the next 
step is to consider having an integrated digital front door. A 
digital front door can be defined as a pathway that, through 
omni-channel access, enhances customer engagement and 
satisfaction, while increasing the profitability and efficien-
cy of the insurer’s services. Designed correctly, it creates a 
branded, welcoming entrance to a frictionless, convenient 
consumer experience at every touchpoint of their online 
journey by linking technologies they are already comforta-
ble using. It leverages interoperability to unify a flexible and 
expanded consumer experience that is relevant, efficient, 
easy-to-use. (dacadoo, 2020)

As part of their digitization and member engagement efforts, 
insurers are demonstrating an increasing demand for digital 
health engagement platforms, which can be implemented as 
part of their digital front door. These mobile-first platforms 
allow users to understand and measure their health in a ho-
listic and scientific manner, while allowing insurers to en-
gage with them and show them that empathy – that ‘we care 
about your health’ sentiment – that consumers expect from 
their insurance provider; now more than ever.

As stated in the chart, 60% of our respondents stated that 
they either already have a digital health engagement plat-
form (DHEP) or that they are planning and/or implement-
ing it. The majority (53%) of the ones who do have a DHEP, 
favored those that were designed as an open API providing 
the ability to collect data from all digital health sources, in-
cluding wearable devices, third party point solutions, apps, 
EHRs, etc. to generate integrated and actionable findings 
and responses.

35% Yes

39% No

7% in 
impementation

18% in planning

2% Not applicable

Value

Yes 35.1%

Percent

No 38.6%

In implementation 7.0%

In planning 17.5%

Not applicable 1.8%

Does your organization work with a digital health 
engagement platform to engage with and collect 
data from your insured members?

Source: dacadoo Global Integrated Insurance Operator Survey, 
October 2020

Global Market Report on the Integrated Insurance Operator - November 2020 6

A business survival imperative - sink or swim

Digital Health Engagement Platforms: The New Normal



Follow suit: the integrated insurance operator strategy

As previously mentioned, integrated insurance operators can be defined as those offering a consumer-centric, digitally 
enabled, fully integrated health ecosystem to meet rising consumer expectations, build trust among their members and 
drive loyalty and long-term member engagement.

By connecting with the clients on an integrated platform the insurance operator can increase underwriting speed, offer 
better pricing and customized policies and increase customer loyalty; the “something for something economy” is coming 
to the Life & Health insurance world (dacadoo, 2020).

It is time to “flip the frame”; insurance operators must move from risk and mortality to prevention and longevity. Both the 
consumer and the insurance operator profit from longevity (Waddell, 2020).

When asked where they currently measure regarding the integrated insurance operator approach, the surveyed audi-
ence of top insurance executives and insurance operators responded with an approximate average of 5.5 out of 10; show-
ing there is still some work to do to move the insurance industry into the new era of customer centricity and digitization. 

The integrated insurance operator – your toughest competitor

On a scale of 1-10 (1 being the lowest and 10 being the highest) , where does your organization currently meas-
ure regarding offering a consumer-centric , digitally enabled, and fully integrated health ecosystem to meet 
rising consumer expectations (what we call an Integrated Insurance Operator)?

Source: dacadoo Global Integrated Insurance Operator Survey, October 2020
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Purchases of life & health products have stagnated over the last two decades, as the industry has not been able to inno-
vate along the shifts in consumer needs. This will now change with the integrated insurance operator coming into the 
spotlight. The digital operators can offer completely new approaches to client stickiness and products that are closer to 
the life of the consumer in mobile and real-time formats.

Data privacy and trust are of key importance as the insurance operators will need to show that they are not misusing the 
gained trust against the consumer. The data can only be used for accelerated underwriting and not for negative screen-
ing. The future is about health-adjusted premiums, but the operator cannot misuse the provided data power.

An astounding majority of our respondents, 86%, acknowledged that new products are either currently being developed, 
69%, or are to be considered at a later stage, 17% as part of their strategy to become integrated insurance operators.

The integrated operator proactively finds new pathways and solutions to implement within their product offering, fully 
aware of their landscape and the need to enhance their product offering on a constant basis.

The integrated insurer develops new products

Are  new products and services being developed as part of the integrated insurance operation?

Source: dacadoo Global Integrated Insurance Operator Survey, October 2020

6% No

17% Considered 
later (>3 years)

8% Not applicable

69% Yes

Value

Yes 68.8%

Percent

No 6.3%

Not applicable 8.3%

Considered later (>3 years) 16.7%

Our survey findings point to integrated insurers seeking more integration and cooperation with external business part-
ners, with 80% of those surveyed agreeing. With an additional 61% of respondents stating they are now ‘really likely’ to 
work with new partners.

This points to a new era of insurance where operators actively seek new ways of cooperating and working with business 
partners in order to elevate consumer experiences. The integrated operator will be able to overcome old-fashioned, 
defensive mindsets to create entirely new solutions through the fusing of new partnerships, customer expectations, and 
digital ecosystems. Insurers cannot create this new digital orchestra from scratch, so, in order to become the orchestra-
tor of their digital ecosystem new and fully integrated partnerships with external providers will become vital.

The integrated insurance operator finds new partnerships 

Does the development of your Integrated Insurance Operation require you to change the way you work with 
business partners?

Source: dacadoo Global Integrated Insurance Operator Survey, October 2020

80% More integration 
and partnership

11% Approximately 
the same

9% Not applicable

Value

More integration and partnership 79.5%

Percent

Approximately the same 11.4%

Not applicable 9.1%
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Respondents to our survey believe that implementing an integrated insurance approach would take anywhere from two 
to four years, with 98% of them pointing to that timeframe. 

Our research shows that implementing an integrated insurance operator approach would only take about six to twelve 
months to successfully integrate, since most of the efforts can be done through strategic partnerships with external or-
ganizations who can help speed up the process and support the insurer’s existing internal capabilities and resources with 
external reinforcement.

An integrated insurance operator timeframe

How long do you think it would take to implement an Intergrated Insurance Operator approach?

Source: dacadoo Global Integrated Insurance Operator Survey, October 2020

55% 4 years

43% 2 years

2% 6 years or more

Value

2 years 42.9%

Percent

4 years 54.8%

6 years or more 2.4%

The biggest threat to the implementation of an integrated insurance approach is the internal capability to execute the 
strategy, with 70% of insurers quoting this as the main cause. 

This can be due to an array of factors. Integrated technology solutions are particularly suited to enable insurers facing re-
source challenges to extend their core capabilities and maintain and grow their market position. Small insurers, however, 
are traditionally cautious and averse to change. But a cynical approach can be dangerous, for inaction actually produces 
the real risk of an insurer’s obsolescence and inability to compete as more and more competitors adapt. (Trezise, 2008)

On the other hand, insurers recognize the value of mobile technology and big data. However, they fail to see how drasti-
cally it could improve their operating systems, increasing profitability and efficiency, and thus failing to see the value in 
implementing strategies and technology solutions to fully exploit these new assets. (Höhne, 2014)

The threat: internal capability to execute

In your opinion, what is the greatest threat to the execution of an integrated insurance operator approach?

Source: dacadoo Global Integrated Insurance Operator Survey, October 2020

Value

Competition gets there first 23.4%

Percent

Internal capability to 70.2%

Other 14.9%

Consumers are not ready for change 29.8%
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Automated systems for insurers – will the insurance industry survive?

When asked if their organization currently employs an automated system across all plans for member health risk identi-
fication, triage into appropriate care programs and reminders, 46% of respondents said no. However, 39% said that they 
either do have an automated system or that it is planned or in implementation.

Automated systems are one of the main precursors of efficiency and customer satisfaction. Digital Health Engagement 
Platforms which are accessible and customizable through an open API can be integrated with various healthcare provid-
ers in order to smart triage insured members and redirect them to take the appropriate care when needed. Prevention is 
the best cure.

Does your organization currently employ an automated system (i.e., technology rules and algorithms) across all 
plans for member health risk identification, triage into appropriate care programs, and reminders/messaging?

Source: dacadoo Global Integrated Insurance Operator Survey, October 2020

Value

Yes 20.5%

Percent

No 45.5%

In implementation 9.1%

Planned 9.1%

Not applicable 15.9%

21% Yes

46% No

9% in 
implementation

9% Planned

16% Not applicable

First to market innovators and the fast followers

With only about 26% of insurers labelling their organization as a ‘wait and see’ kind of operator, the vast majority, 64%, 
described their company as either a first to market innovator or a fast follower. 

This shows that the digital and mobile revolution within the insurance industry is now fully understood from within and 
moving at a much faster speed than ever before. However, there is still some room to grow further as insurers will soon 
have to become first to market innovators or face losing market share.

Is your organization more a:

Source: dacadoo Global Integrated Insurance Operator Survey, October 2020

10% Other 

26% Wait 
and see

28% First 
to market 
innovator

36% Fast follower

Value

First to market innovator 28.0%

Percent

Fast follower 36.0%

Other 10.0%

Wait and see 26.0%
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What consumers expect from their digital healthcare experience

A recent Deloitte survey states that 45% of insurers believe that rapidly evolving customer needs and expectations will 
be the top challenge for growth over the next three years. Whilst 62% of insurance consumers think offering non-in-
surance products, which add value and are an extension of core insurance products, is the most important factor when 
choosing an insurance provider (Deloitte, 2020). 

It is clear to see that the challenges are seamlessly met when insurers listen and act on their customers’ demands. And 
insurers are becoming more intuitive at recognizing those expectations. When insurance executives were asked to 
describe, in their own words, what they thought life or health consumers wanted most out of their digital healthcare 
experience, these were the most used words below.

services
easy access
seamless

healthcare

wellbeing achieve solutions

experience relevant
consumers

quickcustomization
health

add insurance
digital

simple
support

activity

wellnessproducts

Some of the written examples include:

“Some of life insurance 

consumers want to 

receive a complete 

digital healthcare 

experience, aligned 

with their values and 

healthy lifestyle.”

“Simplicity in operations and customization in services” 

“Today’s consumers 
want to be engaged, 

recognized, and rewarded. They no longer want a transactional insurance 
only relationship but 

want value-added services.”

“More services, richer 

offerings. Support for 

prevention.” 
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Conclusion

In these wild times of uncertainty, consumers are looking at the companies they interact with for help and they are clearly 
rewarding those that can meet their most pressing needs (Deloitte, 2020). Insured members are demanding mobile-first 
digital experiences and services from their insurance providers and the integrated operator will be in the lead of meeting 
those needs, enhancing customer engagement and harvesting the rewards.

As the survey results show, a vast majority of insurers understand the importance of implementing a health and wellness 
proposition. They fully embrace the digitization era of insurers and support the idea of an integrated insurance operator.

The threat now is insurers lacking the internal capability to execute the integrated approach. 

The successful integrated operator will actively seek new strategic partnerships which can enhance their internal re-
sources and proper the insurer into the era of digital integration.

There will soon be a multi trillion dollar platform economy for insurers. 

A word from dacadoo

Through our decades of industry expertise, the team at dacadoo fully commits to delivering health engagement, trust 
and empathy for those insurers wishing to step into the new normal. We enable insurers to deliver a trust and empathy 
messaging to their members that is based on tangible solutions to lead healthier lifestyles. 
To learn more, please visit www.dacadoo.com

Quotes from our customers and partners

“Our collaboration with dacadoo has strengthened 
Manulife’s behaviour-linked programme, 
ManulifeMOVE. The programme integrates 
activity tracking and insurance solutions to 
motivate healthy habits among our customers. 
Using the dacadoo Health Score, we’ve enriched 
our offering and provided our customers a 
scientific yet simple scoring method to measure 
how healthy they are, while encouraging them to 
make healthier lifestyle choices. This reinforces 
our commitment to make people’s lives every day 
better.”    

Sushmita Munshi
Head of ManulifeMOVE, Manulife Asia, 

Hong Kong/Singapore

“Swiss Life Network Partners got to know dacadoo 
in 2019, where they were presenting together 
with Oracle their Life & Health insurance offering 
at our annual member’s meeting, which calculates 
both mortality and morbidity in real-time. With 
today’s announcement, our partner dacadoo is 
taking health engagement to the next level. We are 
very proud to be strategic partners of dacadoo for 
our global network, which is covering over 90 Life 
& Health insurance operators globally.”

Michael Hansen
President & CEO of Swiss Life Network Partners 

Switzerland

The integrated insurance operator that orchestrates the eco- 
system will derive rapid growth and larger profit margins.
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They can no longer hibernate through this digital revolution at the 
risk of becoming obsolete. 
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ABOUT DACADOO
dacadoo licenses its Digital Health Engagement Platform, including its Health Score, to Life & Health insurance operators 
(B2B), supplying Insurtech and health-tech solutions to over 35 of the top 100 Life & Health insurance operators globally. 
Available in over 16 languages, dacadoo’s technology is provided as a fully branded, white label solution or it can be integrat-
ed into customers’ products through its API. Through its ‘Connect, Score, Engage’ offering, dacadoo supports Life & Health 
operators to motivate their clients to lead healthier lifestyles through its SaaS-based Digital Health Engagement Platform. 
dacadoo also provides its Risk Engine, which calculates relative risk on mortality and morbidity in real-time. dacadoo has over 
115 employees across locations in Europe, North America and Asia-Pacific and over 100 filed patents around their digital Life 
& Health solutions.


