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Best Practices for Leveraging Business Analytics in Today’s and Tomorrow’s Insurance Sector

Figure 1: Primary Forms of Business Analytics: Data Insight and Business Value
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In the following paragraphs, I use the terms “line of business” and “functional units” quite often. As most 
readers will know, the granularity of the term line of business differs from organization to organization. For 
one insurer, line of business may mean personal lines insurance. For another, personal lines auto and personal 
lines homeowners are both lines of business. Since the granularity matters less than the amount of autonomy 
granted to most line-of-business units in insurance, I’m referring to the broad concept that encompasses 
both examples. The same holds true for the term “functional units.” Examples of functional units in insurance 
include claims, underwriting, marketing, finance, etc. Here too, functional units may operate very autono-
mously from one another. It is the autonomous nature of these operations that I’m referring to below.  
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Summary

The use of business analytics continues to permeate the insurance marketplace. New tool capabilities, new 
business models and new data sources are constantly emerging. The successful organizations will be those 
that concentrate as much on the successful implementation and deployment of business analytics as on the 
technology. For these firms, creating a culture where thought leadership has an equal place with operational 
excellence, and where business analytics solutions are both centralized and decentralized within the organi-
zation, will be the focus. The franchise model provides a straw man for having this discussion internally by 
removing the either/or elements from the discussion. Finally, those organizations that develop job families 
for analysts – and that can recognize and compensate based on contributions toward success – will be the 
most successful in attracting, hiring and retaining the resources required for future success.

To access the entire research report, please go to 
www.sas.com/gormanresearch.
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