
ADVANCED ANALYTICS, AI & IMPROVING CUSTOMER LIFETIME VALUE: 

Why so many initiatives fail and how decision science can help you to get it 
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48%

See customer 
centricity as 
the biggest 
benefit advanced 
analytics and AI 
can open up for 
their business  

sight symptoms of a lack of AI 
strategy as their lagrest hurdle 

to overcome  

2 in 3
93%

are actively 
investing in 
advanced 
technologies that 
draw on advanced  
technologies 
that draw on AI & 
machine learning

100%

see the 
opportunity for 
improvement 
in their use 
of advanced 
analytics and AI

Why do advanced analytics and AI initiatives fail?

• Lack of executive buy in

• No clarity on how findings will be implemented

• Limited appetite across teams to change existing processes

• A research mindset rather than an operational mindset when it comes to pilots

• Insufficient data infrastructure investment

“In other industries, AI has been 
transformational and there is 
no reason to say that it can’t 

be transformational for life and 
health insurers” 

Nathan Thomas, Montoux

How can insurers increase the likelihood of success for AI Initiatives?

• Develop an AI strategy, with executive sponsorship

• Have a clear problem that you are looking for AI to solve

• Be ready to implement AI insights into your business, changing processes across product,  

pricing and distribution

• Ensure data architecture is conducive to AI

• Be open minded to the possible outcomes and questions that may arise as part of the AI process

“Most KPIs and challenges that execs 
are thinking about will have an AI 

element to them. It is up to the exec 
to recognise the tools that will get 
them the outcomes that they are 

looking for” 
Louis Lee, Deloitte

Data gathered from a webinar hosted by Montoux and Deloitte with a broad 
spectrum of attendees from life & health insurers in attendance

Case Study: AI in the Life insurance 
pricing process

Optimise rate setting to improve financial 

performance by using AI to incorporate multiple  

data sources in the pricing process: 

• Premium data

• Traditional rating factors (age, gender, smoking 

status)

• Internal policyholder data

• Competitor & market data

• Product features

• Demographic data 

• Lapse data


