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Technology is transforming the financial services industry. Impacting not only the way in which products
and services are delivered, but also the productivity of
workers and how the back office functions, there’s no
question that a move to digital is helping leaders in the
sector to achieve competitive advantage.
In the following pages discover how Microsoft is
leading this evolution, helping banks and insurers of
all sizes and all geographies to stay ahead of the curve.
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Optimising
the

digital workplace
As banks look to improve productivity and efficiency, the digital workplace is
empowering workers with new ways to collaborate, connect and do business
BY JACQUI GRIFFITHS

I

mproving productivity and efficiency is
at the top of the agenda for banks as they
negotiate an environment of intense economic, regulatory and competitive pressure.
Connecting the talent and resources that exist
across the organisation has become front of
mind for banks as they look to enable new

ways of collaborative working that can transform the way they do business.
“Efficiency and organisational leverage are
key concerns for banks right now,” says Peter
Hazou, director of business development for
financial services at Microsoft. “Banks need to
reduce costs on one hand and support workers

KEY PERSONAS

Relationship manager
Relationship managers need to provide clients
with financial solutions while driving revenue
and franchise growth. They need to collaborate
on client proposals and work effectively from
anywhere, on any device.
A 360° view of client activities and multi-channel
interactions, accessible from their phone, tablet or
PC, empowers relationship managers to continue
the conversation across any channel the client
chooses. Location and travel times are not an
issue when they can use Skype to meet virtually
with any client. With Skype for Business, they can
find and quickly take advantage of colleague
expertise, or work with teams of colleagues
by video. Whatever they’re working on, Social
Listening and Delve can provide up-to-date
information, while dashboards enable them to
visualise the potential effect of any trends.

50

w w w. o n w i n d o w s . c o m

FINANCIAL SERVICES

in their high-value activities on the other. An
efficient, connected organisation is essential
to meeting those goals, and that entails a shift
from the siloed model that has traditionally
characterised the way many banks work. Now,
we’re seeing banks moving towards a more
fluid, networked environment that empowers
each worker to connect with the people and
resources they need so they can deliver new
value and connected experiences.”
As banks look to new, distributed organisational structures in a bid to control costs,
the question of how to optimise the digital workplace has become a hot topic. “Some
banks are moving whole groups of employees into home-based or ‘hot-desk’ working
environments as a way to achieve significant
real estate savings,” says Hazou. “That brings
a number of challenges, not least in ensuring
that every employee is integrated into the same
collaborative experience as their office-based
colleagues. Employee engagement is a key
performance indicator for bank management,
and this becomes challenging as more people
move their cultural centre of gravity from the
office to a home-based environment. Those
people need to feel integrated, and tools like
Skype for Business with video really do create

“Understanding the workplace
journey of their staff is the best
way for banks to identify key
function high-value activities”
that sense of belonging and communication,
wherever your workplace has moved to.”
While many banks are just embarking on this
journey, some are already strides ahead. Metro
Bank in the UK is focused on using flexible
technology to offer customers the best banking
experience how, when and where they want it.
The bank uses Microsoft Office 365, Yammer
and Microsoft Dynamics CRM to support personalised interactions with customers so it can
focus on innovative banking services, with the
technical agility and operational flexibility to
implement best practices across all locations.
In this new digital workplace silos are not so
much a physical constraint as a state of mind.
As well as connecting with each other, workers
can access relevant information from across the
organisation through solutions like Microsoft
Delve, which uses machine learning to surface information that is relevant to what the

KEY PERSONAS

Product manager
Product managers need to manage existing products
and develop new ones. To work at their best, they need
the ability to collaborate with frontline customer-facing
colleagues, gather and understand market research and
build and share pricing models to optimise revenues.
Giving product managers the ability to share
documentation, iterate, and collaborate with colleagues
enables them to create products more effectively. Delve
can provide insight into relevant documents and research
to support product development and decision-making,
while a clear dashboard enables views of product
performance. With effective project management tools,
product managers can keep multiple new projects
moving forward, while collaborative messaging enables
them to share marketing materials with colleagues. And
when it comes to updating stakeholders, Skype Meeting
Broadcast enables virtual meetings with people from
around the world.
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individual is working on. “Delve is about being
able to tap information in a controlled way
from across the organisation that you may not
otherwise have known about,” explains Hazou.
“For example, somebody in Paris working on a
solution for a client might benefit from seeing
a similar document another colleague is working on in Prague. Delve will surface that information because it uses machine learning to
understand the individual and what is relevant
to them. It’s built on the Office Graph architecture, which sits across the organisation and represents content, activity and the relationships
between them across the entire Office 365 suite.
That really enables banks to leverage data and
organisational insights in a networked and collaborative environment across existing silos.”
Above all, each person needs to have the
right tools to do their job the best they can. In
order to truly empower every employee, banks
are looking beyond simply providing discrete
tools such as email, instant messaging and
mobility. Instead, they’re working to deliver
solutions specific to each employee’s needs,
and this is where insight into the experience of
each persona – from the relationship manager
to the managing director – pays dividends.
“As banks look at how to maximise efficiency
and productivity, understanding the workplace

“Banks are moving towards
a more fluid, networked
environment that empowers
each worker to connect with the
people and resources they need”
journey of their staff is the best way to identify key function high-value activities,” explains
Hazou. “By looking at daily activities through
the eyes of different ‘personas’, banks can understand what their high-value activities are, and
how best to apply technology to making them
more productive and collaborative.
“Some banks are already doing their own persona studies, and they are also able to engage
Microsoft’s banking domain expertise to study
their employees’ journeys through the User
Experience process delivered by Microsoft
Consulting Services. Whichever path they
choose, a persona study is an important step in
delivering a digital workplace that transforms
the way their people do business. And by using
familiar technologies such as the Office 365 suite
to deliver solutions for each persona, they can
achieve that transformation without upheaval.”

KEY PERSONAS

Managing director
With responsibility for managing multifunctional teams
in a complex organisation, managing directors need
to connect with geographically dispersed teams on
multiple devices, build strong, up-to-date client insights
and ensure adherence to all compliance policies as well
as networking with external organisations.
The digital workplace can empower managing
directors to make informed decisions based on the
latest data and improve communication, collaboration
and networking with employees, peers and business
partners. Unified communication and collaboration
tools enable the managing director to set the ‘tone
from the top’ in leading teams locally or from around
the world, supported by access to the right client data
at the right time through CRM dashboards and Delve.
Microsoft Power BI Pro and Excel 2016 enable powerful,
intuitive data analytics and visualisation capabilities to
support decision-making.
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The digital

customer

experience

Banks are using innovative technologies to create exceptional digital experiences that
support proactive and insightful conversations throughout the customer journey

BY JACQUI GRIFFITHS

I

n a digitally-connected world, bank customers
expect intuitive, highly personalised engagement
across all channels – and banks are rising to the
challenge. “Factors such as the economic downturn
and the rise of fintechs with smart technology platforms have caused customers to rethink who they
should work with and how they can meet their
financial needs,” says Marcelo Marquez, director
of Worldwide Financial Services at Microsoft. “As
a result, financial institutions face the challenge
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of steering their entire infrastructure – from the
branch to the ATM – in a direction that enables
exceptional customer service.”
It’s a challenge that banks across the world are
working to address, says Edwin Van der Ouderaa,
managing director, financial services at Accenture
Digital. “Bank customers want the Uber experience
– they want to get a loan or make payments with
two taps on their smartphone, in real time, with
no paper involved. It’s a logical expectation given

FINANCIAL SERVICES
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“Bank customers want
the Uber experience –
they want to get a loan or
make payments with two
taps on their smartphone,
in real time”
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people’s mobile-first lifestyles: I want to buy a car,
not a loan; I want to finance that purchase with a
few taps on my phone and then drive away. That is
all possible now, and banks are looking at how they
leverage technology and data to achieve it.”
Cognitive computing and machine learning
technologies are enabling banks to create digital advisors that can learn from behavioural
data, anticipate customers’ needs and make
personalised recommendations. “Bankers want
to know who they’re talking to besides their
transaction,” says Steven Jacobowitz, associate
partner – 
Microsoft Dynamics CRM Global
at IBM. “Cognitive computing enables them
to take information that’s stored in the bank’s
electronic data warehouse and all the social
sites, and to develop a customer profile. Bank
staff can see the best way to interact with the
customer and, based on their behaviour, recommend the right products to increase their
wealth and gain a greater share of their wallet.”
IBM is working with Microsoft to combine cognitive computing with machine learning in Microsoft Dynamics CRM, enabling banks to turn data
into actionable insights. “We’re combining IBM’s

industry expertise in financial services with Microsoft’s products to tell the whole digital banking
story, enabling banks to augment their existing
technology investments,” says Jacobowitz. “Using
Dynamics CRM, the banker can see a 360-degree
view of the customer’s household or company, including all the accounts the client holds with the
bank, their interactions, their value to the bank
and any customer service issues they’ve had. We’ve
also included indicators to say what type of buyer
the client is, based on all that information. The client’s banking profile can be compared with other
similar behavioural profiles to gauge what they’re
likely to want to purchase and generate recommendations for the next best action or product reference. The solution also dips into the knowledge
base and brings back the appropriate resources to
help agents deliver the best service to the customer. This gives bank staff a full picture of all the opportunities the bank has with the client.”
Accenture and Avanade recently launched
Accenture-Avanade Customer Analytics &
Insight, a banking-specific modular CRM solution that orchestrates omni-channel interactions
and provides a framework that turns analytical

S O L U T I O N S P O T L I G H T : S AV I S I O N ’ S L I V E M A P S U N I T Y

Business Service Management for Microsoft System Center
Delivering an excellent digital experience entails making
sure your services are consistently available and that
disruptions are kept to a minimum. If something goes
wrong, it’s essential to know which services could be
affected and to prioritise fast, efficient resolution of the
issues. However, many organisations have problems
aligning business and IT, making it difficult to locate the
root cause of a service disruption.
Savision, a market leader in IT operations
intelligence, has released Live Maps Unity, a powerful,
unifying solution that brings business and IT systems
together by letting them speak the same language.
Live Maps Unity optimises service delivery with
tailored monitoring, enabling organisations to
maximise the return on their Microsoft System Center
investment. The solution maps dependencies between
all business services, IT infrastructure and application
components that are monitored by Microsoft System
Center Operations Manager.
Proactive service level agreement monitoring enables
companies operating in different fields to maintain and
monitor the health of their services, which can be viewed
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Savision Live Maps Unity Sets

on intuitive and customizable dashboards on any device,
anywhere. It enables organizations to quickly determine
the impact and priority of a service disruption and assign
it to the right team, without the distraction of unrelated
and low-priority alerts. Savision’s solutions have been
adopted by over 750 organizations worldwide, of which
more than 125 companies are in the financial sector,
including companies featured in the Fortune 500 and
Forbes 2000 lists.
The result is a reduction in IT incidents, less business
downtime, increasing overall efficiency as well as
reducing IT operational costs.
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customer insights into actionable treatments.
The solution extends the capabilities of Microsoft
Dynamics CRM using models running on
Microsoft Azure Machine Learning and leverages
Accenture’s patented Customer Analytic Record
– a one-of-its-kind data model to manage and
structure big data to enable customer needs/life
stage/context-based micro-segmentation. “Big
data analysis enables banks to predict the type of
purchases the customer is going to make and the
size of loan they will need,” says Van der Ouderaa.
“Those insights are used to deliver a personalised
experience to the customer, to do real-time price
analytics and risk scoring and to provide benefits
such as merchant rewards. It makes the whole
bank come alive to the customer.”
In a mobile-first world, carrying those insights
around is essential in enabling bank staff and
financial advisors to deliver insightful customer service where it’s needed – and the security
and cross-platform capabilities of Windows 10
are enabling banks to empower mobile staff.
“Advisors can use simple questionnaires or
high-impact images to do the financial planning
for clients and explain how the bank could be

“Banks can proactively reach out
to the consumer with a proposal,
instead of waiting for customers
to come to them”
a source for their growth,” says Marquez. “In
many cases, using digital signatures, those advisors can close the deal while they’re on the road.”
These capabilities are already transforming the
banking experience into proactive, personalised
engagement with customers. “By using data and
mobile technology banks can proactively reach
out to the consumer with a proposal, instead of
waiting for customers to come to them,” concludes
Marquez. “They can design loosely coupled infrastructures that enable them to partner with
different entities to provide a holistic service – for
example, by providing payment and settlement for an app. In doing so,
banks will become part of a bigger value chain, and part of customers’ everyday lives.”

S O LU T I O N S P OT L I G H T : TC S B A N K I N G C R M S O LU T I O N

A 360-degree view of
customer needs
TCS’s Banking CRM solution is built on Microsoft
Dynamics CRM, SQL Server and SharePoint,
providing an enterprise-wide view of the
customer across all channels and products.
The core of the solution is the customer
360-degree view, which gives sales and service
personnel a single view of customer data.
Multi-dimensional customer segmentation
enables tailored product suggestions based
on customer behaviour, profitability and
demographics.
The solution’s sales module enables leadto-customer conversion including automatic
lead prioritisation, distribution, risk profiling
and customer on-boarding processes. It can
perform financial need analyses and suggest
best and next-best offers.
Targeted marketing list conversion, campaign
management and response conversion are
provided by the marketing management module,

CRM Data

CBS and ODS Data
hosted within CRM )
Batch Integration

CBS Data fetched Live
not hosted in CRM
(Live Integration)

The 360-degree view of the customer is at the core of the TCS Banking CRM Solution

while the service management module allows tracking
of service requests.
Descriptive, predictive and prescriptive customer
analytics capabilities offer detailed insights on aspects such
as customer churn, sales and marketing performance,
customer lifetime value and next best actions.
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Recognising
fintech leaders
Microsoft, Efma and Avanade are working together with some of the world’s largest
financial institutions to launch the Fintech Portal – a place to connect the rapidly
expanding fintech community with retail banks and insurance firms globally

A

ccording to a recent Accenture report,
global investment in financial technology
(fintech) ventures tripled to US$12.21 billion in 2014. What’s more, investment in fintech
companies grew by 201% globally, compared to
63% in overall venture capital investments.
For traditional retail financial services organisations, this presents a number of challenges.
How do they approach fintech? Which are the
most successful technologies? Do they invest
in developing new technologies in-house, work
with an established fintech partner, or collaborate with a start-up?
The Fintech Portal aims to provide banks and
insurers with good answers to these questions, via
a worldwide platform that will bridge the gap between fintechs, banks and insurance companies.
“The aim is to provide a unique portal that enables the fintech offer to meet the financial institutions’ demands,” said Vincent Bastid, Efma CEO.
Created by Efma, Microsoft and Avanade, and
with the backing of some of the biggest banks in
the world including Santander, BNP Paribas, Intesa Sanpaolo and CaixaBank, the Fintech Portal
will be a repository of leading fintech solutions
and services that retail financial services organisations will be able to search.

58

w w w. o n w i n d o w s . c o m

Fintech companies can use a free form
(www.efma.com/SubmitYourFintech) to create
an account on the Portal and submit their solutions, to boost their profile, showcase their capabilities, and network with more than 3,300 Efma
member financial institutions in 130 countries.
“The connected economy, global digitisation,
and unprecedented changes to the financial services business model are transforming the way
businesses innovate. Microsoft and its partners
are empowering financial institutions to thrive in
the digital age, and we are proud to be working
with Efma and Avanade to support this initiative
and connect the rapidly expanding fintech community with retail banks and insurance firms
globally,” said Patrice Amann, EMEA financial
services director at Microsoft.
The associated Fintech Awards will highlight
the best in class fintech solutions in each category. A panel of experts will vote on the best
solutions and the winners will be announced at
a special fintech awards ceremony which will
take place during Efma’s popular Distribution
Summit on 14 April 2016. Over 400 retail financial services executives are expected to attend
the event, representing over 45 countries and
six continents.

The Fintech Portal
will highlight best in
class solutions
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Change and engage
ERNST ROELOFS: FIVE DEGREES

It’s a time of transition for financial services organisations, thanks to new players
and technologies that are entering the market. Banks should not only be looking
at ways of surviving, but ways to thrive as well

C

hange – the financial world is buzzing with
it. Much of this buzz is centring around how
best to leverage new technologies such as
the cloud, the internet of things, smart appliances
and application program interface (API) layers.
Banks know they have to innovate in order to
stay relevant to their customers, but face challenges
such as compliance, security and old paradigms.
In IT, conservative choices are made all too often. Ventures into the ‘unknown’ are much scarier and their outcomes more uncertain. But let’s
face it – traditional banking models are burning
out. The future is marketplace banking – but this
may not be as disruptive as it first appears.
Many industries have already been technologically disrupted. Financial services and banking
won’t be any different. New digital banking platforms will emerge with an automated, compliant
core and a connection layer for all kinds of third

“Digital banking initiatives will
fail without strategic investments
in emerging technologies”
party services to tap into. This is API banking, or
marketplace banking.
We are currently in the middle of the first
wave of fintech. New companies are competing
with banks on specific products such as loans,
payments, foreign exchange and remittance,
and wealth management. Banks are being pressurised by these newcomers, but certainly not
pushed out of business.
New companies in this first wave of fintech are
even relying on traditional banking infrastructure
and, in the main, are just improving on things such

as the user experience, user interface and business
models. While they are in competition with the
traditional banks, they also bring in new business
for the banks. An example would be when a bank
decides to act as a business incubator for innovative startups or flat-out buy a successful fintech
player to improve on their customer experience.
Digital banking initiatives will fail without
strategic investments in emerging technologies.
With these technologies, transactions are not
limited to a specific channel but can be delivered
with an optimal customer experience, depending on their device of choice.
The evolution of the fintech market means
many fintech businesses have evolved from pure
‘peer-to-peer’ models into marketplace models,
where liquidity can come not only from peers
but also financial institutions. This is bringing
about a second wave in fintech, which will really
hit home in the next two to five years. Some such
models are already making waves in this area,
such as the Lending Club credit marketplace.
Will fintechs eventually rule the banking world?
Only time will tell. Whether or not the business
model of marketplace banking will emerge is
pretty much a no-brainer. Digital banking with
open banking APIs is likely to be commonplace
in a few years’ time.
What the industry will look like down the line
is hard to say for certain, but we can safely assume that the main players will be those who
handle the second wave of fintech and marketplace banking the best.
Ernst Roelofs is a marketing executive at Five
Degrees. The full white paper – ‘A Guide On How
To Survive And Dominate The Fintech Era’ – can be
downloaded at www.fivedegrees.nl
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PROFILED: METRO BANK

Simple and fast
Metro Bank’s search for a business solution that was as fast, friendly, and
reliable as the bank itself led to Microsoft’s Power BI offering

B

ased in the UK, Metro Bank went into
business in 2010, and prides itself on being
different – something evident even before
a customer enters a store. The bank’s ‘stores’ are
big and bright, with all-glass exteriors and glowing logos. This impression is indicative of Metro
Bank’s focus on customer service.
“We set out to create fans, not customers,”
says Bruce Rioch, director, Microsoft technologies and business intelligence at Metro Bank.
“That’s our proposition. We want to surprise and
delight. We want to be the bank that our customers tell their family and friends about – the bank
that offers amazing customer service and has a
simple, understandable proposition.”
Putting that proposition into practice means
opening accounts and issuing debit cards to new
customers within minutes. It means round-theclock call-centre service, with people, rather
than machines answering phones, and stores
that stay open seven days a week. It even means
outfitting stores with ‘Magic Money Machines’
to count coins for customers and entertain their
kids, and providing treats and water bowls to
refresh their dogs.
Metro Bank now has more than 350,000 customer accounts. And the bank doesn’t plan to
stop growing any time soon; it has its sights on
1 million customers by 2020.
As the bank has grown, it’s become increasingly important to understand how its customers
interact with all its services, including stores,
online, 
telephony and mobile. Analysing this
information will help Metro Bank to fine-tune
its services and reach its million-customer goal.
The company needed a business intelligence (BI)
solution that could quickly and accurately provide this information and analysis.
In 2012, Metro Bank was about to purchase
a BI system from a third-party company that
would run from the back-office computers to
the desktops of bank colleagues, but didn’t go
through with the purchase.
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“We were implementing a customer relationship
management (CRM) system and other technologies
from Microsoft, and we thought doing the BI system
at the same time would be too much,” says Rioch.
This gave Metro Bank time to discover the
Microsoft business intelligence solution –
Microsoft Power BI.
“Power BI was going to be faster and easier
to use,” says Rioch. “Just as Metro Bank had
adopted Microsoft Dynamics CRM Online after
considering other alternatives, we now chose
Microsoft for business intelligence.”
Rioch wanted a simple and fast solution. For
example, in the bank’s run-up to the release of its
mobile-banking service, the mobile-banking team
knew it would want to track BI in order to understand how customers were interacting with the app.
Power BI provided an easy way to do this. The
bank launched mobile banking on a Tuesday.
On Thursday, the team gathered the first data

FINANCIAL SERVICES

on how customers were using it. On Friday, it
used Power BI tools to clean up and sift through
the data. Over the weekend, the team spent two
hours creating a Power BI dashboard to give
executives and colleagues highly visual, at-aglance statistics on how many people were using
it to make payments, view balances and transactions, find a nearby branch, and perform about
20 other functions.
“That’s what I mean by simple and fast,” says
Rioch. “We go live with mobile banking, and in
less than a week we have a full business intelligence suite to track it. It’s pretty cool. Power BI
was instrumental in this.”
Metro Bank has had a year to put Power BI
through its paces, creating a variety of dashboards to track bank operations. It uses Power
BI to drive millions of transactions into balance
sheets and profit-and-loss statements, and makes
the lives of the bank’s finance team really easy.
Getting the right information is part of the BI
challenge. Getting it to the right people is the

other. Executives and colleagues can view and
collaborate on BI data with Power BI. Staff can
also use the natural-language Q&A feature to get
information from Power BI even if they’ve never
used a business intelligence system before.

“I like to watch people’s faces
when they see how easy it is
to get information that hasn’t
already been published”
Of the feature, Rioch says: “Watching people’s
faces is my favourite bit. I like to watch people’s
faces when they see how easy it is to get information that hasn’t already been published.”
A full version of this edited case study can be
found on customers.microsoft.com, and is
republished here for OnWindows
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The importance
of being agile
PAT T I G R I F F I N : D U C K C R E E K T E C H N O L O G I E S

In a fast moving world, being able to cope with change can provide a number of
vital business advantages for companies in the insurance industry

I

n a world where new innovations often arise
quickly and then, in a blink of an eye, become
table stakes, being first to act on an opportunity
is a competitive advantage. But to be agile requires
more than just a company philosophy or culture –
insurers need to have the technology that enables
them to rapidly respond to the changing priorities
of their customers and the industry.
There is no universal checklist to evaluate how
agile your company is, but a good assessment can
be made by asking a number of key questions.
When a new opportunity or change in the marketplace presents itself, how quickly can you update
your products or offer new products? Are you able
to easily and quickly assess the impact of product
changes to your book of business? Is your speed to
market impacted by waiting for system changes?
Further questions include whether or not customer interactions can be conducted through
the customer’s preferred channel or device?
How many manual processes are still actively
employed? And can they be automated or
streamlined with your current system?
Now that you’ve assessed your business, how does
it stack up? With the right technology, insurers can
become more agile by running ‘what if ’ modelling
to assess product changes before moving into production. By exploiting configuration to innovate
products and processes, insurers can look to enter
new markets and differentiate their business.
Companies can also integrate with other business
and third-party systems to facilitate information
sharing, which will improve responsiveness and
reduce costs. Furthermore, by supporting channels
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that improve internal and external, and digital
communication, benefits in areas such as customer
satisfaction and retention can be felt.
But how do you determine which system is best?
The selection criteria will vary based on an insurer’s
priorities, however most would agree that codeless
configuration, scalability, ability to upgrade, and
comprehensive ‘future-proof ’ technology are key
standards for modern software assessment.
Paramount to the selection process is looking
‘under the hood,’ and beyond the buzzwords and
packaging. Before making a final decision on any
technology, fully test the system through a proof
of concept and real-world demonstrations to be
sure it can deliver the touted functionality.
With the right software, you’ll be able to leverage
technology advancements that improve responsiveness throughout your organisation, as well as
prepare for future innovations. Being agile is more
than just being fast; it can provide the differentiation that delivers a competitive advantage.
Patti Griffin is chief product officer at
Duck Creek Technologies, an Accenture company
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The data-centric
revolution
BRUCE BROUSSARD: INSURITY

The insurance industry is entering a new age, as more companies invest in
technology and solutions that enable a greater understanding of information

T

he insurance industry is no different from
any other when it comes to its current
dependence on an application centric IT
landscape. Companies look for applications
that they feel can best support their needs and
that can collect, process, and manage the information that is critical to their business. This
usually involves minimal consideration for the
ability of the applications to easily access the
underlying data.
Unfortunately, this approach has kept data
buried within structures that are proprietary to
each individual software application, holding the
data and the company captive. Access to data has
become even more important with the emer-

“Data is a key asset that is central
to insurance operations, and the
applications are merely the tools
used to manage and process it”
gence of analytics as a means through which
insurers can gain a competitive advantage.
As a consequence, data related projects have
become one of the top areas of IT spend across
the insurance industry. The pressure to minimise lengthy and expensive IT projects in order
to access data from multiple applications will
eventually see a shift in strategy for the insurance carriers. Application-centric models will be
replaced by models that are truly data-centric.

Data is a key asset that is central to insurance
operations, and the applications are merely the
tools used to manage and process it. Applications
change over time for all insurers, but the information and data pertaining to risks remain one
of their most precious assets. These are also, of
course, application independent.
A shift to a data-centric approach will better
align IT capabilities with insurance business
priorities. With this approach, data will be consolidated and stored in an enterprise database
functioning as the strategic asset. Application
components will then act upon that data within
the enterprise database to process business.
Database views and schemas will optimise access
to the data for specific functions, eliminating
the need for an application to have a copy of the
data in its own proprietary database to operate.
Application components will be refreshed with
greater ease and the need for costly and complex
data conversions in conjunction with application
changes will be completely eliminated. Continuing
advances in hardware and software technology will
soon make the data-centric approach viable for
even the largest business challenges.
Applications will always be important, but insurance is an information related business where data
is king. It won’t be long before technology allows us
to put those items in their natural order. Insurity is
focused on building upon Microsoft technologies
to support the industry in this transformation.
Bruce Broussard is vice president of data
products and strategy at Insurity
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