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Abstract: The relevance of the article stems from the increasing transformation of consumers’ 
digital financial behavior with the advent of the digital economy. This process, which has been 
quite rapid in recent decades, has been further accelerated by the pandemic. The purpose of this 
study is to identify trends in the transformation of consumer behavior of insurance products in the 
Russian insurance market. The digital transformation of the insurance industry is primarily 
associated with phenomena such as Insurtech. In essence, it is a means to transform a traditional 
and conservative industry such as insurance into a prosperous, customer-focused and needs-driven 
sphere of finance. Insurance consumer research has shown that not only the structure but also the 
very nature of digital financial consumption is changing under the influence of the ongoing digital 
transformation. Consumers’ financial attitudes, digital skills, preferences and habits are shaped 
during their active digital socialization and depend heavily on the presence of digital and financial 
literacy.  

The survey results show that Russian consumers have adapted their behavior to search for, 
use and integrate in digital technologies. Consumers understand what they want from modern 
financial technologies and financial services in general. Depending on the use of certain digital 
technologies, specific consumer expectations are formed. The article identifies current economic 
significant regular trends which determine the attitude of citizens to insurance policy in Russia and 
can be proposed in the program to improve the functioning of the Russian insurance market.  
Keywords: Insurtech, insurance behavior, insurance consumers, digital technology. 

 
Introduction. For the time being, in modern society, the digitalization of the economy is taking 
place, affecting all spheres of life. This global process leads to the fact that the versatility and 

 
1 The reported study “Improvement of Insurance Coverage of the Population under 
Biological Threat” was funded by Saint Petersburg State University Pure ID: 92423693) 
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diversity of consumer behavior that exists in each individual society radically changes the 
previous, established business models. These changes also affected the field of insurance services. 
Insurance culture in modern Russia is currently being in constant development, specific to the 
development of insurance technologies. 
Most companies are already in the process of digital transformation. Today, more than ever, it is 
important to introduce the right combination of appropriate technologies, human resources and 
optimal design process into one’s business processes. The health sector faces particular challenges 
after the COVID19 pandemic. As digitalization increases, the needs of insured persons have also 
changed. Immediate fulfillment of desires is expected today not only in trade, but also from 
personal needs. Medical insurance companies develop holistic concepts of their services. With the 
outsourcing of individual or complete administrative tasks to professional service providers, the 
specialist in the reverse order has more time for individual customer support, since all the large 
amounts of data, from symptoms to medical reports, come from insurers. At the same time, 
automation solutions and the use of the same artificial intelligence save up to 80 percent of 
processing time, which also affects customer satisfaction. Thus, trends such as electronic medical 
records, electronic prescriptions and online offices will fundamentally change the fixed and 
existing processes. 
Insurtech is changing the insurance market. High activity of startups is currently observed in 
insurance sales. According to a recent study2 conducted by the management consulting firm Oliver 
Wyman, it was revealed how new digital competitors will become “likeliest winners” in the sales 
segment. Behind these new digital competitors and their business models, which are massively 
attacking the insurance industry, are the so-called insurance technologies or Insurtech. 
 
Literary review. The very concept of Insurtech was born quite recently, maybe three years ago, 
as one of the areas of fintech. If Fintech is a set of innovative technologies at the intersection of 
information and financial services, then Insurtech is a set of new technologies related to insurance. 
The designation is a composition of the English terms “insurance” and “technology”. Since the 
terms startup, fintech and insurtech are closely related to each other, they are often used 
interchangeably with each other. 
Insurtech is one of the areas of financial technologies that combines traditional insurance and 
modern Internet technologies. It is developing very rapidly, but the pace of its rise is largely due 
to the so-called low base effect (it is easier to grow at the highest rate from the smallest 
characteristics). Thus, the main drivers of the formation of Insurtech in the Russian Federation are 
[1] high degree of competition in the insurance market and universal digitalization. 
Insurtech has a transformative impact on the global insurance market – the role of data is absolutely 
central to the entire digital transformation project. Data does not just contribute to better insurance 

 
2 National and international startups were divided and studied into 19 categories. They were divided into three areas: 
supply, sales and operations. Then their potential (the size of the targeted reward pool), their consistency (whether the 
business model corresponds to the behavior of market participants) and the strength of differentiation (with what 
probability the business model can stand out from the competition) were studied. 
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and more accurate pricing, it will serve as a basis for customer interaction, provide insight into 
customers, stimulate pricing and customer engagement. Insurers that don’t control data are more 
likely to be in crisis. 
Key trends in the development of Insurtech. Creating a platform business requires modern 
technologies and a very fast and flexible time to market. This is not achievable only on legacy 
systems. Insurers will have to invest in customer-centric digital platforms, intelligent automation 
before optimizing processes and disassembling smart contracts for claims and predictive 
underwriting. 
There are three main blocks of technological innovations in insurance that have already changed 
and can radically change this market: 

 Within the first block, telematics in the motor cage became the most popular. With the help 
of special equipment installed in the client’s car, the insurance company can track the 
driving style and thus determine the level of risk. Attentive drivers can get substantial 
discounts on bodywork. Nowadays, the spread of telematics in auto insurance is only 
gaining momentum, both in Russia and worldwide. Telematics will be used in all types of 
insurance. Contrary to popular beliefs, the penetration of telematics products in Russia is 
not much less than in most developed markets. 

For instance, smartphone options combined with telematics capabilities (satellite monitoring of 
transport) allow to automate the processes of concluding and servicing contracts. With the spread 
of telematics, insurance companies began to reduce the cost of CNC insurance individually for 
each client, using previously unavailable parameters for calculation – mileage, territory, frequency 
of use of the car. A special place was taken by driver behavior assessment programs (scoring) – 
collecting available information from social networks, insurance histories, tracking statistics on 
driver behavior, car and road accidents. It is needed in order to assess the probability and amount 
of losses that an insurance company may incur if it enters into a contract with a particular client. 
In the insurance industry, scoring is a new technology, but it is widely used. In 2014, amendments 
to Federal Law No. 218-FZ “On Credit Histories”3 made it possible for insurers to obtain credit 
histories of their customers. Based on these data, scoring programs for the insurance industry 
began to be developed. All this allows offering customers fairer tariffs. 
Companies are adapting to the use of digital technologies to offer customers unique products and 
services designed with consumer technology in mind. But, unfortunately, at the current stage, 
forecasting insurance behavior, determining the psychotype of the client remains a blank spot for 
scoring systems. It is the determination of the policyholder’s psychotype with the help of scoring 
that could eliminate high unprofitability and increase the reliability of the company’s insurance 
portfolio. 

 The second direction is “big data”, business analytics and “smart” solutions built on this 
basis. 

 
3 Scoring https://www.ins-team.ru/news/scoring 
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Insurance technologies, which can be categorized as big data analysis and insurance software, offer 
solutions that allow better use and management of data from various sources, such as internal and 
external data sources. But big data solutions also allow analyzing and predicting large amounts of 
data to prepare solutions in real time. This category has many subcategories. E.g., Zenefits offers 
the opportunity to directly insure employees through an embedded application. However, this is a 
very convenient solution for employees at the same time makes it unnecessary for a broker to 
participate in insurance. In the field of software solutions for insurance, distinguishing between 
segments of insurance business systems, customer experience and customer relationship 
management makes sense.4  
Data analysis and business intelligence tools make it possible to analyze in real time many different 
factors affecting risk and losses5. These technologies exploitation reduces costs and optimizes the 
daily business processes of insurers. Companies that automate risk analysis get much more benefit 
from all sources of information and identify risks at an early stage. Consumers will also benefit 
greatly: by focusing on hundreds of individual customer behavioral factors, insurers can calculate 
individual rates for almost everyone. As a result, a client with a positive insurance history and a 
low level of risk will receive a much lower rate. 
In addition, thanks to the spread of big data, Insurance on Demand programs are actively 
developing, allowing to “turn on” insurance as an application on your smartphone when you need 
it, for instance, in car insurance during travel, home insurance during departure. 

 And finally, the third area of innovation is the digitalization of all business processes and 
the stages of insurance themselves, from purchase to settlement of an insured event. 
Blockchain has proven itself here: solutions based on this technology allow checking the 
personal data of insured persons and checking the parameters of insurance-related activities 
– both when implementing policies and when dealing with insurance events, i.e. work to 
reduce losses caused by fraud. Blockchain-based mutual insurance communities are 
increasingly appearing in the world, this is a new round of interest in mutual insurance 
systems — an analogue of P2P lending but for risk management and insurance payments. 

The main idea of P2P companies is that people join a pool and obtain insurance together. In case 
of minor damage, it is compensated within the group’s insurance pool, with part of the insurance 
premiums. If there is no damage in the group, then in the case of P2P, part of the insurance 
premiums will be refunded. 
Insurtech offers solutions in the field of blockchains and smart contracts. Blockchain technology 
is a distributed database system. Thanks to its design, it is protected from unauthorized access and 
is trustworthy. In the field of insurance, Blockchain technology is used to reduce fraudulent 
activity and risks. Companies offer solutions for managing the behavior of distributed machines, 

 
4 UNISG (2017), p. 53. 
5 Surinskiy, D.O., Savchuk, I.V., Solomin, E.V., Kovalyov, A.A. (2019). PV-based energy-
saving electro-optical converter development. 19th International Scientific 
Geoconference SGEM 2019. Conference proceedings. Vol. 19, No. 4.1, pp. 427-434. 
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applications and systems and ensuring the collaboration of each component in accordance with 
regulatory legal acts. It is also possible to create and run applications for business ecosystems 
based on blockchain. 
Financial technologies (Fintech) have revolutionized the financial services industry over the past 
10 years. Experts disagree on the likely impact of Fintech on personal financial planning and 
consumer well-being. There are authors who are critical of the digitalization process, because they 
believe that fintech developments have influenced not only financial planning and financial 
behavior, but also increased economic inequality among consumers [2]. Startups and platforms 
that use technology to simplify personal finance management and optimize financial planning 
processes not only create next-generation financial instruments, but also encourage and simplify 
financial education. In their opinion, the development of Fintech can also harm the financial well-
being of users whose behavior may be situational or impulsive when interacting with financial 
technologies. For instance, mobile apps can attract impulsive and inexperienced people who lack 
the necessary skills to predict future preferences. Thus, mobile applications can lead people 
making erroneous decisions in “hot” states or under sales pressure. In such cases, shortening the 
time between purchase and final consumption of financial services can harm the well-being of 
consumers. Hundtofte and Gladstone [3] provide evidence that digital users are more likely to 
exhibit impulsive purchasing behavior and are more likely to take out short-term consumer loans 
for purchases. Mobile credit products are often too accessible and allow acting according to 
fleeting preferences. This suggests that mobile applications and platforms should be supplemented 
with training. In general, a number of domestic and foreign studies show that financial literacy and 
positive experience are key factors of financial well-being in the use of new digital technologies. 
Expectations of insurance consumers. By virtue of digitalization, the market balance has shifted 
towards the buyer’s market, where the buyer has more opportunities for action. Companies are 
forced to keep up with the needs of customers in order not to lose potential consumers because of 
a competitor. The traditional customer expectations associated with the product include 
expectations regarding the quality of customer service, which are largely characterized by the 
attractive design of digital applications. Generational expectations of consumers in terms of the 
range of insurers’ offers are also increasingly becoming a critical factor for success. 
The main business of insurance includes risk insurance. At the same time, customers are expected 
to trust the company. Trust is still built on the reputation of the company and the reputation of the 
brand. Trust is built by reliable, accurate and professional performance of the agreed service. The 
insurance company’s compliance with the promise of protection is also fundamental. 
There is a lack of scientific research in the domestic and foreign scientific literature with a high 
prevalence of insurance services. Poorly investigated scientific and practical research on consumer 
insurance behavior. The issues of studying insurance behavior are most likely developed by 
specialists in the field of business and law, less often by sociologists and psychologists. In our 
opinion, the interdisciplinary aspect is very important. Programmers, behavioral economists, 
behavioral psychologists, lawyers, economic sociologists should unite to gain comprehensive 
knowledge about the impact of financial technologies on consumers. 
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There are several mass trends that make it possible to judge the change in the behavior of buyers 
under the influence of modern technologies. Bazanov argues that today there is a process that can 
be called the rationalization of consumer behavior. [6]. Consumer choice theory assumes that the 
consumer tries to maximize utility and feasibility by achieving a balance between costs and results. 
Modern technologies offer the consumer much more opportunities in this sense, and the 
maximization of utility happens at a higher level of satisfaction. As a result, the market is formed 
taking into account the orientation to the needs of the buyer. In addition, simplifying the interaction 
of policyholders with the insurer with the help of information technology creates conditions for 
shifting the interests of buyers from long-term to short-term relationships. In the context of 
growing consumer awareness, the ability to make flexible and adequate decisions about what 
should be taken into account when predicting consumer behavior increases. Thus, consumer 
behavior in the context of information technology is more consistent with the orthodox model of 
the “rational person” [7] with its unlimited cognitive abilities, since the potential of rationality is 
transformed into behavioral reactions under the influence of new information technologies. 
Consumer expectations in the Russian insurance market. For the time being, insurance companies 
are actively developing in Russia and are trying to effectively solve most of the problems related 
to the protection of property and non-property risks of the population. 
Medyanik introduces a typological approach as a variant of a personal approach in the study of 
Russian consumers of insurance services. She argues that it is justified against the background of 
growing uncertainty in the economic and political spheres of life, the progressive diversity of 
goods, services, information and communications. The author argues that the socio-historical 
features of the development of economic behavior in Russia were often irrational. This was 
determined by the influence of paternalistic feelings that have long been preserved in Russian 
society [8]. On the one hand, citizens believe that the state will not leave them in trouble and 
compensate for the damage, and on the other, the vast majority of the population are poorly solvent. 
It is these factors that greatly affect citizens today and limit the demand for insurance services, 
thereby hindering the development of an insurance organization in all its manifestations. At the 
beginning of the development of the insurance industry in Russia, it was possible to observe the 
situational insurance behavior of all participants in the insurance market. The overwhelming 
majority of the population not only did not want, but also did not have the opportunity to insure. 
At the same time, it should be understood that the insurance organization plays a role not only in 
fulfilling the function of insurance security of the interests of the population, but also in solving 
the macroeconomic tasks of the state. 
Medyanik received interesting data in an empirical study on the attitude of Russian citizens to 
insurance policy. When determining the types or strategies of insurance behavior, the author 
studied with the help of five areas of psychological analysis. Also, in her recent psychological 
research devoted to the search for the psychotype of the policyholder depending on tenets and 
attitudes to insurance products, the following classification can be used: 
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• “Paternalists” – those who often work in the public sector do not trust insurance institutions, 
considering it inappropriate to transfer their property and non-property risks to the shoulders of 
business, insurance companies and other insurance market agents. 
• “Marketers” – those who work mainly in the commercial sector and have an average income 
level. They approve of the state’s market policy and every time increase the consumption of 
insurance products, including voluntary types of insurance. [8,9] 
 
Empirical study results. This paper presents the methodology and results of a study of the 
financial behavior of financial services consumers and Fintech products, an online survey aimed 
at investigating the financial behavior of Russians using Fintech during a period of relative 
economic stability after two waves of COVID-19 virus incidence – May 25-27, 2021 in Russia. 
The study focused on the analysis of behavioral attitudes and reactions of the population and 
focused on understanding the problems of economic security of individuals in the transition to the 
digital economy. We proceeded from important determinants or indicators that affect the 
consumer’s attitude in a situation of uncertainty in the financial sphere, which have already been 
studied in previous measurements on Russian samples: physiological manifestations of anxiety on 
financial incentives, financial optimism, perception of insurance risks, experiencing a shortage of 
money and financial uncertainty, financial confidence (optimism) (Medyanik, 2020). The 
introduction of statements into the questionnaire construct to assess attitudes related to the 
successful use of digital technologies, personal finance management, and responsible financial 
behavior have become new markers in assessing the impact of FinTech on financial behavior. In 
our study, we were faced with the need to formulate a definition of the concept of digital 
Transformation of financial behavior (Digital Transformation Behavior) — a change in the 
financial behavior of consumers and adaptation to the requirements of the new digital economy. 
To study the transformation of financial behavior of Russians in the conditions of digitalization of 
the financial services market, the “Digital Financial Behavior” methodology was developed. It has 
been tested on a sample of Russian citizens, which amounted to 1043 people (465 men, 578 
women, the majority of respondents in the sample (62.78%) were citizens aged 26-45 years.). The 
survey was conducted from 26.05.2021 to 27.05.202, i.e., during a period of relative stability after 
the passage of two waves of the Covid-19 pandemic. Data processing: level, factor, correlation 
analysis of data, analysis of differences depending on demographic variables such as gender, age, 
employment, income level, financial education. Results: tenets related to the successful use of 
digital technologies were identified (preference to pay mandatory payments (housing and 
communal services; taxes; credit; insurance, etc.) and purchases of everyday goods in online 
stores, management of personal finances through the use of online banking and applications to 
control expenses, use a personal account on websites https://lkfl2.nalog.ru and 
https://www.gosuslugi.ru) 
Level indicators of the FinTech impact on the financial behavior of the Russians. Looking at the 
overall picture of the use of FinTech, we can see the active use of 3 categories of digital platforms 
by Russians in everyday life, these are online stores (41.76%), Faster Payments Systems (20.15%) 
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and online wallets (19.38%). The remaining FinTech platforms do not gain even 5% of active use, 
which indicates that the use of digital platforms in financial behavior is still low. After analyzing 
the differences in this indicator (p = 0.05), it turned out that women are more likely to use online 
stores in everyday life than men. 
As a result, after conducting a level analysis of the data, we get a contradictory result: most 
Russians already approve the use of specific digital platforms, but in practice they are not used 
much. The question arises whether this circumstance is influenced by low digital competence or 
to a greater extent there are some psychological barriers to adaptation to new technologies? To 
answer this question, factor analysis and correlation analysis were carried out, where the variables 
were gender, age, type of employment, availability of economic education and correlation analysis. 
The effectiveness, inclusiveness and approval of the use of various platforms indicates the 
emergence of a new model of financial behavior of the “digital financial consumer”, which fully 
confirmed the main hypothesis of the study. These are those consumers who use various digital 
technologies more often (they like to compare prices on various platforms before buying; pay 
regular payments (housing, telephone, fines, etc.) only online, consider their level of financial 
literacy relatively high). In this model, several profiles of financial digital behavior can be 
distinguished: 
- profile of the “successful digital consumer”. These users confidently use digital technologies, 
thanks to a special online application, they save part of their monthly income for long-term goals 
and monitor their income and expenses; they open investment accounts and are calm about their 
financial future, as they regularly make savings; 
- profile of the “investment digital consumer”. Using the applications to work on the stock market, 
they believe that digital technologies have opened access to investment projects for ordinary 
people and every person who wants to earn should open an IIA (individual investment account); 
These users actively follow the news agenda, feel safe in the current financial situation; actively 
use applications for savings and cost control, thanks to which you are confident in your future 
well-being; they believe that digital services have made it much easier for an ordinary person to 
enter the stock market and they consider it effective to invest in cryptocurrencies or in risky 
investment projects; 
- profile of the “responsible digital consumer”. These consumers have personal accounts on 
government service websites to track their current financial problems and tax charges (for 
example, https://lkfl2.nalog.ru ; https://www.gosuslugi.ru /). 
- profile of the “saving digital consumer”. These consumers consider themselves as financially 
prosperous, feel confident in the financial future and are ready to save and place their money in 
credit institutions. Thanks to a special application, they save part of their monthly income, control 
income and expenses and strive to keep abreast of financial life events in the country and in the 
world. 
The profile of the “digital insurance consumer” was not detected, but this is probably due to a 
small percentage (1.06%) of consumers who buy insurance over the Internet. There is also no clear 
profile of the “credit insurance consumer” yet, perhaps for the same reason (2.41%). 
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In conclusion, we can say that our study has identified quite a lot of relationships between financial 
anxiety, anxiety about the future and risk perception. But there are no direct correlations between 
them and the use of digital technologies. Thus, we can conclude that the successful use of digital 
technologies is not directly related to psychological barriers in financial behavior. To a greater 
extent, respondents associate the successful use of digital technologies with financial and digital 
literacy. 
According to the results of the study, differences in the use of digital financial technologies were 
revealed depending on gender (women more often than men agree that it is more convenient to 
pay for all kinds of goods and services, manage bank deposits and compare prices for goods in 
various online stores before buying in online services); age (more often with services for online-
payments are used by citizens aged 26-65 years. Citizens over 65 years of age rate their financial 
literacy the lowest, they are less inclined to manage their savings through online applications), 
type of employment (the convenience of online services for paying for services and managing 
deposits in banks is most appreciated by people engaged in household and child care and 
commercial workers) and the level of income (the convenience of online payment services is 
appreciated above others by people who rate their income level as low and medium). 
The study of the financial and insurance services  consuer profile showed that under the influence 
of the ongoing digital transformation, not only the structure, but also the nature of digital financial 
consumption is changing. Financial attitudes, digital skills, preferences and habits of Russian 
consumers are formed during the period of their active digital socialization and largely depend on 
the availability of digital and financial literacy. The transformation of new “digital” skills and 
habits suggests the emergence of a new model of financial behavior of the “digital financial 
consumer”. An important indicator of this model of consumer behavior in digital reality is the 
successful use of the Internet to make online purchases of goods and services. Thus, we can talk 
about the emergence of a new financial behavior model of the “digital financial consumer” and 
identify several profiles of financial digital behavior in this model. 
 
Recommendations for the digital development of the Russian insurance market. In everyday 
life, the adaptation of digital technology consumers is in full swing with new market opportunities 
for companies offering new digital services through digital applications. 
Consumer fear and lack of literacy in the use of digital technologies can lead to the rejection of 
some groups of the population from digital activity in the economy. The result may be a “digital” 
stratification of the population. Monitoring of “digital” trust and measurements of economic 
expectations of the population is crucial. It will not give a comprehensive answer - “what the state 
needs to do to improve the quality of life with the introduction of digital technologies”. But it can 
help in identifying the perceptions and attitudes of digital users about the personal situation of the 
transition to digitalization and understanding whether the state is implementing the right 
information policy in this direction. 
Development of regulation. The state should pay great attention to the timely adaptation and 
creation of legal regulation for the introduction of modern technologies in the financial market, the 
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introduction of innovative financial products and services to the market. In the context of the rapid 
development of digital financial technologies, the regulatory framework should be updated at a 
faster pace than before. At the same time, regulation should provide, on the one hand, the necessary 
conditions for the introduction of digital innovations and consumer protection and financial 
stability, on the other. 
In the financial services ecosystem, the platforms will allow manufacturers such as banks, utilities 
and primary equipment suppliers to access agreed insurance solutions. The insurer provides the 
creation of modular insurance coverage and takes over the management, underwriting and 
settlement of losses. On the other hand, the sale, marketing and distribution of insurance coverage 
are taken over by the other participants already mentioned, such as banks. For instance, the more 
open the insurer’s platform will be, the easier it can be to combine various financial services from 
other providers on the platform using the API and act as a modular unifier in the ecosystem. 
Depending on the structure of the ecosystem, customer interaction occurs more often (Omni-
Chanel). 
Functional ecosystems can grow out of financial services ecosystems by specializing in certain 
areas, such as mobility, healthcare, automotive services, or housing. E.g., to develop new insurance 
products for the smart home segment, which will then be integrated into the device manufacturer’s 
security system, the insurer needs access to relevant customer data for analysis. The insurer’s 
digital process is just one of many interconnected services in this ecosystem. 
The basis of a holistic ecosystem is a comprehensive understanding, as well as knowledge about 
the client, his behavior, as well as business interests and common features with other companies. 
The task of a holistic digital ecosystem is to first dynamically identify customer preferences 
through data analysis, take them directly into account in the value chain and transform them into 
products and product solutions so that they can benefit. In ecosystems of this type, a very large 
number of interactions and transactions occur, thus, it requires the use of AI. 
Evidence of the AI use in insurance. The use of artificial intelligence for insurance is becoming 
increasingly popular.[10] This is mainly due to the ever-increasing amount of data available to 
insurance companies. But what are the specific reasons for the high importance in the insurance 
industry? This is mainly explained by: 

 High automation potential: there are many manual tasks in the insurance industry that are 
suitable for fully automated work. McKinsey estimates that by 2025, about 25% of the 
workforce will be automated due to AI and machine learning. 

 High volume of data: insurance companies have a lot of data of their users. This high 
volume of data can even lead to better pricing and the associated higher profitability. In 
addition, experts envisage that the strong interaction of consumer devices such as cars, 
home assistants, fitness trackers, smartphones and smartwatches will additionally lead to 
an increase in data volume. [11] 

In the future, this growing volume of data will allow insurance companies to act even more 
accurately and customer-oriented. Thus, there are different tariffs at which riskier customers have 
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to pay more than people who are more cautious. Improved cost structure: The growth in data 
volume will lead to insurers being able to increase their annual savings in 2023 by more than four 
times compared to 2019 if they invest in new technologies, according to forecasts. [12] 
Detection of anomalies. Detecting anomalies in huge amounts of data already plays an important 
role in the corporate world today. However, many companies underestimate the value of data. This 
can lead to both labor and business problems as a result. To improve data quality, it is proposed to 
use machine learning algorithms that help in the process of improving. At the same time, large 
databases are preferably checked for matching problems, errors and other anomalies. 
For instance, the “Brain” software developed by PwC [13] serves exactly this purpose. The “Brain” 
tries to detect all anomalies in data sets using artificial intelligence and, thus, can be used to analyze 
data quality. In addition, the advantage of the tool is that it allows importing all types of structured 
data, and also allows visualizing relationships. The conclusions drawn from this can be established 
at the next stage in previous quality assurance processes. 
Sales optimization for insurance. Driven by the huge offer of many companies, customers 
nowadays have a desire to receive individual offers. In addition, the time for business is getting 
shorter and shorter. Due to the fact that the client always has the opportunity to switch to another 
supplier, actions in a short time are of great importance for companies. If specific requirements 
and wishes are ignored, companies lose potential customers in the shortest possible time. 
 
Personalization and risk assessment. With the help of artificial intelligence, insurance companies 
can identify risks more fully and faster. This is mainly due to the fact that within the ever-
increasing amounts of data (“big data”), more complete personalization of the client is possible. In 
practice, this personalized representation of the client is suitable for determining the individual 
characteristics and risks of the client in the data. This gives companies the opportunity to set 
various premiums. At the same time, the establishment and size of the premium are mainly 
determined by criteria such as exercise habit or general health profile. 
Churn Prediction. In order to sustainably increase customer loyalty, companies can act more 
purposefully using machine learning. Data mining and machine learning enable the analysis of 
past and current customer data to identify potential violations of customer satisfaction. To track 
these potential violations of customer satisfaction, we identify common behaviors of those 
customers who have already left the company. These patterns can be used in the next step to map 
future behavior to such patterns using machine learning. 
Fraud detection for insurance companies. Only thanks to the fact that billions of euros of 
compensation for damage and accident insurance are provided annually, the detection of fraudulent 
behavior has become even more important. Experts suggest that about 10 percent of the amount 
received per year is due to fraudulent activities. Nowadays, insurance companies are getting more 
and more information in the process of compensation for losses due to the progressive digitization. 
This allows companies to fundamentally improve various approaches to detecting fraudulent 
activities. The use of new methods in the field of artificial intelligence and machine learning makes 



 
 
 

10439 
 

Ann. For. Res. 65(1): 10428-10441, 2022 
ISSN: 18448135, 20652445 

ANNALS OF FOREST RESEARCH 
https://www.e-afr.org/ 

© ICAS 2022 

it possible to learn based on algorithms from available data. After that, they are used to minimize 
further fraud actions. 
Automated damage detection. Firstly, AI gives customers the ability to quickly and easily 
determine the damage from accidents. Simply provide the client with a simple photo of the damage 
from the accident site to the insurance. At the next stage, image forensics and image analysis 
technologies verify the authenticity of the image and damage. 
In practice, even today, the Alliance insurance company [14] provides the client with the 
opportunity to send photos of losses using an application called “Alliance Damage Express”. 
Within few hours information will be provided, as well as general access to the repair for the client. 
Pricing on telematics. The term “telematics ratу” describes that individual caution of individual 
customers leads to different insurance premiums. Telematics, an artistic word from 
telecommunications and computer science, links these two fields together. In practice, it analyzes 
the behavior of the client behind the wheel, creating a risk profile. This risk profile has a significant 
impact on the insurance premium. Thus, we are talking about the insurance company collecting, 
analyzing and evaluating data on the policyholder’s driving activities. 
This data will then be displayed to the driver in the application so that he has the opportunity to 
adjust his behavior accordingly. This is possible, first of all, thanks to the introduction of a new 
5G mobile communication standard and the use of artificial intelligence, which allows even faster 
data transmission over the worldwide web. In addition, the advantage for the client is that he can 
receive discounts. Thus, the one who rides in advance and adheres to the speed limit will pay a 
lower premium. 
Automation of interaction with clients using chatbots. In the insurance industry, many companies 
are trying to use chatbots to improve customer interaction due to increasing cost pressures and the 
creation of new innovations. At the same time, on the one hand, the goal is to improve customer 
service, and on the other – to reduce costs. Thus, already today many insurance companies create 
chatbots supported by artificial intelligence on their website. This is especially useful for insurers 
who face a large volume of customer requests on a daily basis. At the same time, chatbots help to 
solve various problems of the client base around the clock without waiting [15]. In addition, 
employees get relief and can invest these labor costs in other divisions of the company. 
Digital insurance consultants. At the moment, the so-called “robo-advisors” have been used for 
the first time in the financial industry [16]. Meanwhile, large companies in the insurance industry 
are also using these technologies, which are designed to be used as digital consultants. They are 
tasked with determining the risk status, as well as the level of service to a potential client. The 
digital consultant then compares the extent to which alternative products are on the market. 
 
Conclusion. The client receives a high-quality and far-reaching offer and can choose according to 
his wishes. However, this is just a decision-making approach. In addition, personal contact is 
crucial for obtaining a degree, as well as for consultation. 
Increasing the physical and assortment availability of insurance services through the development 
of online service channels for the public and businesses while reducing the risks of digital 
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inequality and strengthening cybersecurity – in the years immediately ahead, the focus should be 
on increasing the availability of digital financial products and services and creating the necessary 
conditions for this through the development of financial market infrastructure, improving financial 
and insurance knowledge, adapting regulations, ensuring cybersecurity and consumer protection. 
The state needs to provide a constant analysis of the barriers that prevent citizens and businesses 
from actively using remote service formats to receive financial services in order to take measures 
on their elimination. In particular, an analysis of the continuity of the chains of financial services 
will be carried out to confirm the possibility of their receipt by the consumer completely in a 
remote format. 
At a time when the processes of digitalization of the financial market are taking place rapidly and 
more and more citizens are entering the capital market, the growth of investment, digital and cyber 
literacy is becoming an important factor in the mentality, assortment and availability of financial 
goods and services, as well as their comfortable and safe use. 
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