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The article is devoted to the study of the current state and trends in the development of innovations in analytics as a
marketing tool in the context of global digitalization. The development of digital technologies allows companies to use
more opportunities to conduct their activities, improve their products and offers. Significant interest in innovations in
analytics is revealed by high scientific interest in this topic among researchers. The current state of the car insurance
market, the influence of analytical innovations in marketing on the processes of market functioning, products and offers
of companies are considered. The main areas of digitization of the industry were identified: the implementation and use
of Big Data for risk reduction and detailed study of service consumers, monitoring of the actual use of insurer services
by customers using 0T devices and the help of artificial intelligence for data processing and ideas for implementing
changes. A detailed description of the essence of each of these innovations is given and the practical use of some of these
methods of digitization of the industry by foreign and Ukrainian companies is indicated. The activities of the best
examples of the use of Big Data, 10T technologies, work with artificial intelligence by the world's leading insurers and
compared with the current set of innovative, analytical tools used by Ukrainian companies are considered. It has been
studied that foreign insurers use more innovative measures in analytics than Ukrainian ones. The strengths and weaknesses
of insurtech innovations in analytics, in the field of auto insurance, are determined. Taking into account the conducted
analysis, practical recommendations are provided regarding possible ways to expand innovation methods for use by
Ukrainian insurance companies, possible options for cooperation with enterprises of other fields are determined for a
more detailed market analysis and study of consumer requests. As a result of applying the recommendations presented in
the work, Ukrainian insurers will be able to better analyze potential and existing customers, reduce possible risks, adapt
their products to the received data and personalize, improve offers, which will help to be competitive in the market.
Keywords: innovations in analytics, insurtech, analytics in marketing, car insurance, digitalization, Big Data, loT
technologies.
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CraTTs mpucBAYCHA JOCIIIPKEHHIO CYJYacHOTO CTaHy Ta TCHICHIIM PO3BUTKY iHHOBAIif B aHANITHII, K iHCTpYMEHTa
MapKeTHHTY B KOHTEKCTI IJI00aNbHOI AipKkuTaiizaiii. PO3BUTOK I(pPOBUX TEXHONOTIH TO3BOJSE BHKOPHCTOBYBATH
OiybIIIe MOYKIIMBOCTEH KOMITIAHISIM JIJ1s1 BEICHHS CBOE] iSUTHHOCTI, IOKPAIICHHS CBOIX MPOAYKTIB Ta MPOTIO3HIIA. 3HAYHY
3aIliKaBJICHICTh M[OJ0 IHHOBALIA B AaHANITUII BUSABICHO BHCOKAM HAYKOBHM IHTEPECOM A0 TaHOI TEMAaTHKH Cepen
JOCHIAHUKIB. PO3MIISIHYTO CyyacHUWi CTaH PUHKY aBTOCTpaxyBaHHS, BIUIMB aHAJITHMYHUX 1HHOBAIlil B MapKETHHIY Ha
npoiieck (YHKIIOHYBaHHS PUHKY, IPOIYKTH Ta MPOIMO3UIN] KOMIaHii. BUABICHO OCHOBHI HAMPSAMKH i HKUTATI3ALIT
rajy3i: BIOPOB3DKEHHS Ta BHKOpHCTaHHs Big Data s 3MeHIIEHHS PU3UKIB Ta AETAJLHOTO BUBUEHHS CIIOXKHBaYiB
MOCJTYT, BIACIIJKOBYBaHH ()aKTHYHOTO BUKOPHUCTAHHS KJIIEHTaMH MOCIYT CTpaxoBHKa 3a nonomororo loT mpuctpois ta
JIONIOMOTa IITYYHOTO IHTEJEKTy il oOpoOKM JaHuMX Ta ijeil monxo BHpoBajpkeHHS 3MiH. HaBeneHo pertanmbHy
XapaKTEPUCTHKY CYTHOCT KOXHOTO 3 IMX IHHOBALIl Ta BKa3aHO HA NPAKTH4YHI BUKOPUCTAHHS 1HO3€MHHUX Ta YKPATHCHKUX
KOMITaHi{ YaCTHHU 3 IIUX METOMIB Ii/DKUTANI3AI] ramy3i. Po3risHyTo AisIbHICTS HAWKpAIIUX TPUKIIA B BUKOPHUCTAHHS
Big Data, l0T-rexHosori#, poOOTH 31 ITYYHUM IHTEICKTOM ITPOBIJHUME CTPAXOBUKAMH CBITY Ta MOPIBHIHO 3 IOTOYHUM
Ha0OpOM i1HHOBANIWHUX, aHANITUYHUX 3ac00iB, IO BHKOPHUCTOBYIOTH YKpaiHCHKi KoMmmaHii. BuB4eHo, mo iHO3eMHI
CTPaxOBUKH BIKOPHUCTOBYIOTH OlTbIIe iHHOBAIIHHNAX 3aX0/iB B aHANITHUI, HIK yKpaiHChKi. Bu3HaueHo cribHi Ta cmaOki
CTOpPOHH IHITYpTEX-iHHOBAaIlill B aHaNiTHII, y cdepi aBTOCTpaxyBaHHA. BpaxoBylounm MpOBEIEHHUH aHaIi3 HaIaHO
MPaKTUYHI peKOMEHAIII] I0JJ0 MOXIIMBUX CIIOCO0IB PO3IIMPEHHS METOAIB IHHOBAIIH IS 3aCTOCYBAaHHS YKPaiHCHKIMHU
CTPaxOBUMH KOMIIaHISIMH, BU3HAYEHO MOXKIJIMBI BapiaHTH CIIBIpalli 3 MiANMPUEMCTBAMH iHIIOI cepu 3amis Oinbin
JICTIBHOTO aHalli3y PUHKY Ta BHMBYEHHS 3alMTIB CIIOKHBaYiB. B pe3ysbraTi 3acTOCYBaHHS HaBEJICHUX B POOOTI
peKOMeH/allii YKpaiHChKiI CTPaXOBUKH 3MOXYTh Kpallle aHANi3yBaTy MOTEHLIHHNX Ta HAsSBHHUX KJII€HTIB, 3MEHIIYBaTH
MOXKJIMBI PU3UKH, aJallTyBaTH CBOI MPOAYKTH Ul OTPUMAaHHUX JaHUX Ta MEPCOHi(iKyBaTH, IOKPAIlyBaTH MPOIO3HILI,
110 JOIIOMOKe OyTH KOHKYPEHTOCIIPOMOKHIMH Ha PUHKY.

Korouosi ciioBa: iHHOBali B aHAJIITHL, IHIIypTEX, aHAIITHKA B MApKETHHTY, aBTOCTpaxyBaHHs, AipKUTaNi3auis, Big
Data, loT-TexHounortii.
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INTRODUCTION
The insurance market, like any other industry, is constantly developing and improving, taking into
account technological and innovative changes that can be used to develop the industry. Analytics
plays one of the key roles in the successful application of marketing measures and the functioning of
the insurance market as a whole. The use of analytical tools in marketing creates a foundation for a
detailed understanding of the market, the target audience, competitors, strengths and weaknesses,
allows better configuring marketing campaigns, monitoring their results, drawing conclusions, etc. In
addition, modern innovative solutions make it possible to better assess risks with the help of Big Data,
improve offers due to the use of 10T devices, artificial intelligence with their further analysis, as well
as adapt the company's products based on analytical data collected from actual customer use.
Historically, innovation in analytics has occurred all the time. Previously, basic analytics was
conducted on the basis of surveys, observations and physical records, then electronic reporting
systems appeared, currently electronic databases, modeling and forecasting systems, Big Data, etc.
are being used and improved. Improvement takes place constantly, taking into account the needs of
the market and the availability of the necessary technologies. The current development of analytical
tools is aimed at a detailed study of the client, his behavior, additional data collected from the
information systems of partners in other industries. These data allow the company to better understand
the behavior of customers, their needs and capabilities. The more the company knows about its
customers, the better conditions it can offer, the more new customers it can attract, understanding
their needs and preparing the right offers. The use of modern technologies opens up new opportunities
for companies in the insurance industry. In addition, companies that are the first to start using
innovations in analytics will be able to significantly strengthen their competitiveness, take leading
positions in the market, improve their image, etc.

ANALYSIS OF RECENT RESEARCH AND PUBLICATIONS

The topic of innovation in analytics as a marketing tool is a topical topic due to its modernity and
the need to study it. This topic reveals the need to follow development trends in order to better
understand the users of their products and improve the competitiveness of companies. The topic is
considered in different contexts, which contributes to the expansion of knowledge about innovations
in analytics. Some researchers, for example O. Marchuk, concentrate their attention on the study of
modern digital marketing tools, paying attention to an important tool of modern marketing - analytics
based on the use of statistics to improve products and company offers [1]. The research of O.
Melnychenko focuses on the role of marketing innovations in increasing the competitiveness of the
enterprise, considering data analytics and artificial intelligence as the main tools for ensuring the
reliable competitiveness of modern enterprises [2]. The work of Y. Fisun, O. Borysenko, and O.
Yarmolyuk is aimed at researching innovations in marketing research, the importance of artificial
intelligence in the process of research, and modern approaches to organization in working with
innovative tools [3]. Other researchers, such as T. Grekova, emphasize in their work the importance
of using Big Data as an analytical tool in the organization of enterprise work. The author emphasizes
that innovative research methods, such as Big Data analytics, are becoming a necessary part of
marketing strategies. Big data analytics allows companies to gain deep insights and develop effective
marketing strategies, increasing their competitiveness [4]. The research of V. Romanyuk and M.
Naychuk-Khrushch also points to the importance of using modern analytics technologies, in
particular, Big Data in the process of planning, developing and implementing marketing campaigns.
Separately, researchers study systematic instructions for working with big data and the possibility of
its use not only in marketing, but also in other areas of company activity, in particular, management
[5]. The work of S. Legenchuk and T. Zavalii consists in researching the use of Big Data in marketing
analytics. The paper identifies and characterizes the prospects and opportunities for the development
of marketing analytics using Big Data: improving the management of the client experience,
improving the positioning of enterprises, optimizing the marketing budget and increasing the
effectiveness of predictive analytics [6]. Foreign authors also claim that the functioning of the
insurance market will also include the development and implementation of innovative technologies
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in the analytics of insurance companies. For example, researchers N. Milanovic, M. Milosavljevic,
S. Benkovic, D. Starcevic and Z. Spasenic in their work note that the main direction of the future
development of activities in the field of insurance will be based on technologies such as loT, cloud
computing, chat bots and artificial intelligence, blockchain technologies, robot consultants and Big
Data [7]. In the work of W. Weidner, F. Transchel, and R. Weidner, the possibility of the impact of
0T devices and the telematics unit on the pricing of insurance tariffs due to the different profile of
car use by policyholders is investigated [8]. Scientists are also investigating the impact of artificial
intelligence on the processes of insurance companies. The work of N. Kumar, J. Srivastava and H.
Bisht defines the advantages of using artificial intelligence as one of the types of innovation that can
be used by insurance companies [9].

Given the development of new technologies and innovations in analytics as a marketing tool,
companies operating in the insurance industry need to adapt to new changes. In order to maintain a
confident competitive position, enterprises need to implement innovative approaches to analytics: use
Big Data to deeply analyze the current state of product user behavior, assess risks, make personalized
offers, and adapt marketing campaigns taking into account customer behavior. In addition, it is also
important to work with artificial intelligence, 10T technologies and other innovative tools in order to
obtain relevant statistics on the use of the company's products and create correct conclusions about
this use. Such measures can improve the competitiveness of the enterprise, increase the number of
customers and revenues due to a better understanding of user needs. Companies that do not follow
modern trends in the development of analytics in marketing will not be able to work effectively in
the market and over time will deteriorate their competitiveness.

The purpose of this study is to analyze the current state and possibilities of using analytics tools
by companies in the insurance industry. In order to achieve this aim, the work has the following goals:
to investigate the theoretical possibilities of applying innovative analytical tools by insurance
companies. Analyze the actual tools used by the world's leading insurance companies and the
available analytical tools of Ukrainian enterprises: study the activities of the best examples of the use
of Big Data, 10T technologies, work with artificial intelligence by the world's leading insurers and
compare with the current set of innovative, analytical tools used by Ukrainian companies . In addition,
it is necessary to study the possibilities and ways of development of leading analytical tools by
Ukrainian companies: to analyze the implementation of possible innovative tools based on
cooperation with Ukrainian companies in other fields of activity, in order to attract the necessary data
for conducting more accurate statistics and risk assessment. This approach will help to get a deeper
and scientific understanding of the current state and the possibilities of introducing innovative
technologies into the processes of the insurance industry enterprises.

RESEARCH RESULTS

The insurance industry was considered one of the most conservative in terms of digital
development. But the market is constantly improving and changing according to new market
requirements and customer needs. Previously, it was difficult to imagine that it is possible to conclude
an insurance contract without physical contracts, paper documents and the need to visit the offices of
companies, and settling an insurance case and receiving a payment can take several minutes.
However, global digitization has not bypassed the insurance sphere, and insurtech is becoming one
of the most actively developing branches of the digital economy.

Insurtech (Insurance Technology) is the implementation of IT innovations in the insurance
industry. IT innovations, as a rule, include the development and implementation of artificial
intelligence, developments in the field of cyber security, analysis of large volumes of data, creation
of applications for smartphones, etc. [10].

The introduction of insurance technologies significantly simplifies the processes of interaction
between the insurer and consumers: conclusion of the contract, receipt of insurance payments,
maintenance in the process of providing the service, etc. [11]. The introduction of other technologies
into conventional insurance products especially wins the trust of the young audience, which does not
want to cooperate with "old-style" insurance companies.
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For a detailed analysis, let's take into account car insurance, as one of the most popular types of
insurance on the market. Currently, in the field of auto insurance, the development of the following
areas of other technological innovations is popular [12, 13]:

« use of artificial intelligence and machine learning for a more effective risk assessment system,
customer segmentation and more accurate individual offers;

« use of Big Data for better risk assessment, accuracy of analytics, determination of consumer
needs and market conditions;

«  providing customers with more opportunities for independent configuration and change of
products;

« transformation of products into the format of electronic policies;

« use of mobile applications;

» blockchain technologies for data management, which will help ensure data security and
minimize fraud risks;

« development of cooperation between insurance companies and other tech startups;

» platformization — use of platforms to optimize business processes and improve the client's
experience of using the resources of insurance companies.

For the correct use of Big Data, insurance companies need to have their own software, cloud
solutions and tools that allow to fully use the functionality of large databases. If the insurer cannot
have such a set of tools, there is an opportunity to cooperate with other technological companies that
have relevant and necessary databases of a large part of consumers of insurance services. These can
be mobile operators, government structures, banks, owners of cloud solutions, etc. An insurance
company can receive the necessary information from partners and use it to analyze potential and
actual policyholders. Access to such information will provide insurers with the opportunity to assess
the risk of potential customers, have an understanding of their reliability, get a correct portrait of the
consumer and attract similar consumers to use their services. If the insurance company nevertheless
has its own solutions and properly uses Big Data, it is possible to obtain an accurate profile of the
insurer's services consumed by clients, better assess their needs, adapt their own services to consumer
requests, make forecasts and understand trends [14, 15].

The use of 10T technologies, largely, involves a partnership with a device manufacturer for their
further installation in the cars of policyholders. Such devices fill the company's databases with a
profile of the use of insurance services by clients, allow real consumption assessment, rely on this
information when developing tariffs and services, and open the possibility for insurers to personalize
them depending on the use of each client. Thus, the insurance company can offer tariffs with
individual prices, based on the frequency of use of the car, driving style, average speed, etc.
Consumers of insurance services will have an additional opportunity to influence the cost of the policy
and save on the insurance tariff in case of careful driving. In addition, insurance companies can
cooperate with other tech startups to use the latest technologies in their own services first on the
market. This would allow policyholders to have additional opportunities and advantages, and insurers
the opportunity to use innovative devices, modern software to improve their own internal and external
services. Thus, insurers in an intensive market, in addition to improving their own processes, could
additionally attract new customers and improve their own competitiveness due to partnerships and
the introduction of insurtech startups [14, 16].

Avrtificial intelligence can be used by insurance companies to improve the process of risk
assessment (for example, in underwriting work), to track dependencies in the behavior of
policyholders, monitor the consumption of insurance services by customers, more effectively
segment customers and personalize tariffs. An example of a successful application of artificial
intelligence by an insurance company — when loT devices fill the insurer's databases with the actual
behavior of policyholders, the artificial intelligence automatically analyzes the received data and
determines the differences from standard usage with the reasons for these differences and correctly
segments consumers according to the volume of service consumption for better individual offers.
Also, the use of artificial intelligence will help to build a forecast of future use, changes in the market
and understand trends. In addition, an example of the successful use of artificial intelligence can be
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when an underwriter evaluates a potential insured through its own analysis and additional analysis by
artificial intelligence of available facts about the client with a further conclusion on the possibility of
accepting such insurance risks. Such a process would serve as an additional stage of analyzing
potential clients before accepting their risks as your responsibility. Machine learning will help the
insurer's artificial intelligence and existing software to have certain decision templates based on the
received data and automate the decision-making process, risk assessment, dependence determination
and consumption profiling without the influence of insurance company employees. Blockchain
technologies would allow insurance companies to better protect their own data and minimize their
own risks through additional protection and analysis capabilities [17].

External platformization means the creation of a single platform for all insurer services with the
possibility for policyholders to have all the functionality of the insurance service in any convenient
place: website, mobile application, partners' resources, etc. Internal platformization means the
creation of a single internal adapted platform with partner services. If the insurer cooperates with
partners in the field of data acquisition, data analysis and data processing for the convenient use of
this data on a single company platform. This allows employees and internal services of the insurer to
quickly receive and process data to provide correct services to clients [18].

The most relevant in the car insurance market are the directions of innovation aimed at [17, 19]:

« on customer notification systems, with the help of which surveys, reminders, and sales of
insurance products are conducted. This function will be more automated,

« to improve the processes of insurance payments, their optimization;

» on conducting remote monitoring of cars — insurance objects using 10T devices;

» to solve marketing problems (analytics, customer segmentation, measurement of customer
loyalty, determination of the exact user profile), etc.;

» to improve the process of risk assessment and personalization of product offers.

An example of a foreign company using new technology in the field of insurance is the project of
the American insurance company Metromile [20]. The goal of the project is to provide affordable
auto insurance options for drivers by paying only for the miles they drive. The software, developed
by the insurance company, allows company to measure the distance and fuel consumption and, based
on these indicators, make payments for car insurance. Thus, the insurance tariff is calculated
individually depending on the distance traveled by the policyholder. This approach allows
policyholders to significantly save on insurance policies.

Also, one of the examples of already implemented innovative technologies is the American
insurance company "Progressive"”, which applies its telematics program based on the real use of
transport by policyholders. Using telematics software and machine learning, the insurer can assess
how the driver drives on each trip. This allows the insurance company to set the price more accurately
on an individual basis, and this approach also rewards safer drivers with reduced premiums [21, 22].
To date, the company has conducted more than 1.7 trillion driver observations, and its pricing is based
on the actual driving experience, rather than traditional factors such as where their live and type of
cars. The insurer has also collaborated with a device maker called Zubie, which attaches to the car
and helps the insurer track how well (or poorly) policyholders are driving [23]. The deal allows
customers to see how an insurer will charge them based on driving data.

As of April 2024, Ukraine has 86 non-life insurance companies, 12 life insurance companies, and
39 insurance brokers [24]. Ukrainian insurance companies are currently lagging behind their foreign
counterparts in the implementation of innovative technologies. Now, the following modern
innovations are available on the car insurance market of Ukraine:

1. Issuing CASCO remotely. Although global breakthroughs and the introduction of insurtech
have not been recorded on the motor car insurance market in Ukraine, it can already be noted that
insurers are interested in the digital development of their own technologies and the market as a whole.
Currently, a change has been implemented in the CASCO digitization process — providing
policyholders with the opportunity to independently, remotely complete all the necessary applications
for the CASCO contract. For example, before it was not possible to issue a contract without visiting
the offices, visiting the car by an insurance agent. Currently, some Ukrainian insurers have introduced
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the possibility of photo-fixation of the insured's car using a special application that helps the client to
correctly photograph all the necessary areas of the car and additional equipment. However, such
development is insufficient, because there are no less interesting ways to develop the process of
attracting customers, their analysis and service [25].

2. The first Ukrainian insurer with CASCO payment per kilometer appeared. The only insurer
that uses telematics to calculate the cost of the policy is "Arsenal insurance” and their separate
insurance company, which is directed to the development and implementation of other tech startups
"EasyPeasy" [26, 27]. The startup is aimed at users who use their vehicle less than the national
average. In order for the insured not to pay the cost of the general insurance policy while his car is in
the parking lot, he can take out an "EasyPeasy" policy and pay only when the car is used.

The insurer describes how this insurance model works in Ukraine:

1. The policyholder issues one of the three available policies on the company's official website
or application. Policy options differ in the number of risks covered and the cost. The client needs to
choose and pay a one-time payment;

2. The insurer undertakes to install a telematics device in the client's car free of charge within
24 hours without additional costs for him. This is a device that uses GPS and acceleration sensors
(accelerometer) to collect information about when, where and how the car is used. The telematics
unit collects driving statistics in real time, where the car is, how much it has driven.

3. The policy is ready. After paying the one-time payment, the policyholder will only pay for
the kilometers he will drive during the term of the contract. The average cost per kilometer is UAH
1.3.

The insurance company also provides additional free services within the insurance policy:

» free evacuation of a car from the scene of a traffic accident;

» control of the car by any driver;

« franchise without wear and tear of parts;

« after driving 15,000 km, payment for 1 km is not made (within the policy).

But there are also restrictions, for example, cars no older than 2015 are accepted for insurance.

Taking into account that there are no breakthroughs in innovation on the market, and the only
insurtech startup at the moment is EasyPeasy, the following options for insurtech development can
be offered to the auto insurance market:

1. Use of Big Data from mobile operators to improve segmentation of marketing offers and
assessment of customers for potential risk. Ukrainian insurers can cooperate, for example, with
Vodafone, and receive data about existing customers (popular applications of use, location, interests,
activity) to improve analytics, marketing activities, ways to attract customers similar to existing ones,
etc. This can be implemented with the Vodafone Analisys program . Also, using the Big Data Scoring
program from Vodafone, they can get a user rating and, for example, identify potential fraudsters
before signing a contract or assess the potential occurrence of an insurance event [28, 29].

2. Tracking driving behavior for more personalized pricing. Insurers can collaborate with device
manufacturers and install them in policyholders' cars to accurately analyze driving behavior and set
individual offers based on the data. This will reduce the price of insurance for inactive or quiet
policyholders and increase it for risky customers. For example, such a solution would be well suited
to the scheme of work of the Ukrainian other tech startup "EasyPeasy".

3. Insurance companies can also use artificial intelligence for risk assessment, personalized rate
proposals, fraud detection, loss prediction, improved analytics and customer service. The use of
artificial intelligence in combination with 10T devices, partnerships with mobile operators and their
Big Data capabilities will make it possible to make the most effective use of innovations not only in
analytics, but also to improve offers and customer experience for policyholders.

The introduction of innovative technologies is a necessity for the successful competitive presence
of companies on the market, because the insurance technology market itself is rapidly developing in
the world, according to the Precedence Research agency, we can reflect the potential growth of the
global market of insurance technologies [30].
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Figure 1. Forecast of the growth of the volume of the global market of insurtech, billion dollars.
Source: built by the authors based on [30]

From the above summary, we can see that by 2024, the volume of the global insurance technology
market will amount to 25.5 billion dollars. The global insurance technology market was valued at
USD 9.8 billion by 2021 and is expected to reach approximately USD 172.6 billion by 2030.
Analyzing the growth of the volume of the global market of other technologies (2024 to 2030) - the
average annual growth rate will be 38% [30].

It is possible to highlight the strengths and weaknesses of other tech innovations in analytics, in
the field of car insurance. The strengths are:

e additional opportunities in analytics and marketing (risk assessment, more accurate profile,
customer engagement);

e detection of potential fraudsters in the early stages;

e individual offers;

e control of policyholders.

Weaknesses are:

e complexity of implementation (creation of a single platform with parterres, involvement of
technical and personnel resources);

e high cost of implementation;

e the unknown reaction of potential customers in Ukraine to the implementation of such
technologies.

So, the main value of technological changes is that they are aimed at improving the analytical
capabilities of companies, reducing potential risks, improving marketing activity, meeting customer
needs, improving service quality, etc. These factors allow the insurance market to develop
innovatively.

Considering the above data, it is extremely important for insurance companies to follow new trends
and innovative changes in the market, to develop their analytical capabilities and product services,
offers in accordance with the requests and expectations of policyholders. Using modern technologies,
insurers can better understand the needs of potential customers and market requests, existing
consumers, as well as individually calculate offers, increase sales, improve the customer journey and
their own competitiveness.

The rapid evolution of the industry will be enhanced by the widespread adoption and integration
of automation, deep learning, artificial intelligence and external data ecosystems. While no one can
predict exactly what insurance may look like in 2030, insurers can take steps now to prepare for the
changes.
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CONCLUSIONS

The main value of innovative changes in marketing analytics is that they are aimed at improving
the understanding of the requirements of the target audience and the market, reducing potential risks,
meeting customer needs, improving the quality of service, and improving the effectiveness of
marketing activities. In addition, the introduction of innovations in analytics as a marketing tool,
using the example of auto insurance, allows insurance companies to respond more quickly to changes
in user behavior, to offer more individual offers calculated on the basis of the behavior of a specific
insured driver. Policyholders, in turn, have better conditions, a cheaper policy and the opportunity to
influence its cost.

The implementation of such innovations primarily affects the effectiveness of marketing: creating
a positive image of the company, conducting advertising campaigns and PR actions to advertise its
services and popularize them among the target audience, cooperation with partners for market
development, introduction of new technologies to attract potential policyholders, increase premiums,
reducing fraud and increasing trust. Digital technologies are especially gaining the trust of a young
audience that does not want to cooperate with "old-style" insurance companies.

It is extremely important for insurance companies to follow new trends and prospects in the
market, to develop their services in accordance with the requests and expectations of policyholders.
Using modern technologies, insurers can better understand consumer requests, individually calculate
offers, increase sales, improve the quality of the customer journey and their own competitiveness.
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