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About PwC
With approximately 900 partners and staff in our
Hartford and Stamford offices, PwC is committed
to serving the state of Connecticut and its many
thriving industries, including insurance.
As a leading provider of assurance, tax and
advisory services to insurance companies, we
have extensive experience helping this rapidlychanging industry innovate for growth and
profitability. We help insurance companies innovate
from ideation through execution, and help insurtech
companies accelerate adoption and scale their
businesses to reach their full potential.
Globally, our network has more than 295,000
people in 156 countries. Our specialists have a
proven record of helping insurers, in Connecticut
and around the world, to look beyond the
traditional boundaries of the insurance business,
embrace new ways of working and interacting with
customers, and develop new possibilities for what
their business can deliver.

About Connecticut Insurance
& Financial Services (CT IFS)
Connecticut Insurance and Financial Services (CT
IFS), formed in 2003, is a statewide initiative of the
MetroHartford Alliance comprised of 29 member
companies in Connecticut’s insurance and financial
services sector. CT IFS’ Board of Directors engages
around a shared vision: to create competitive
advantages in business attraction and retention,
to sustain recruitment and education of a trained
workforce and to increase public awareness of
the industry’s critical economic importance. Our
mission is to strengthen and advance the insurance
and financial services industry in Connecticut.
Learn more at www.connecticutIFS.com.

A message from PwC
This 2022 Connecticut insurance market brief (Brief)
is the latest in a series of reports on the insurance
industry in Connecticut and its connection to the
global insurance ecosystem. Additionally, this Brief is a
companion document to the Insurance Capital Summit
(Summit) held on June 21, 2022.
As we planned this year’s Brief and Summit, we were
eager to move beyond the pandemic and focus on the
tremendous business change that has occurred since
we published our last Brief in 2020, as well as the
exciting future ahead. Previous themes of disruption,
innovation and insurtech have all come to fruition even
faster and more pervasively than we expected. And
these themes, combined with global dynamics, create
an unlimited combination of strategic scenarios, each
presenting potential risks and rewards.

Paul V. Veronneau
Principal and Hartford
Consulting Solutions Leader
PwC

Therefore, as you read this year’s Brief, we hope you
see the progress the local industry has made, the
opportunity that lies ahead and a clearer path for
achieving peak performance.
It has been a pleasure working with Connecticut
Insurance and Financial Services on the Brief and
Summit and our sincere thanks goes to all who have
participated. Through continued teamwork and
investment in the industry, we can all play a part in
moving Connecticut forward.

Shilpa Manaktala
Partner, Insurance
Trust Solutions
PwC

A message from CT IFS
We work virtually; we live and play differently than
we did two years ago. Digitalization, with AI and IoT
at the forefront, has become an insurer’s competitive
advantage. Insurtech is a driving force and true game
changer. And despite the demand for faster and better,
insurers agree that trust in the digital age has never
been more important.

Susan Winkler
Vice President
and Executive Director
CT IFS

This year, the Insurance Market Brief highlights that
there is a new way of working and thinking, and the
associated risks for the global insurer today. Thank you,
PwC and Connecticut’s insurance industry, for providing
a glimpse into the future of insurance and how the
Insurance Capital of the World is in the center of it all,
once again.

David Griggs, CEcD
President and Chief
Executive Officer
MetroHartford Alliance

What makes
Connecticut
a great
place for
insurance?

Michael Klein
EVP and President
of Personal Insurance
Travelers
Connecticut has a unique combination of
insurers, insurtechs and top talent, which creates
a community dedicated to advancing the industry.

Karen Moran
SVP, Commercial Business,
EmblemHealth and President,
ConnectiCare
With Hartford being the Insurance Capital of
the World, Connecticut is filled with the most
desirable talent in the industry.

Harry Monti
Executive Vice President
Symetra, Benefits Division

Connecticut has a deep industry talent pipeline
that we can tap to develop solutions that meet the
evolving needs of our customers.

Jacqueline Merl Bamman
Chief People Officer
Nassau Financial Group

Hartford’s history as the Insurance Capital of the
World gives Nassau, a unique entrepreneurial
employer, a natural advantage for finding local
talent from among both seasoned professionals
and excellent university programs. Couple that
with our growing insurtech industry and genuine
sense of community in Hartford, and it’s hard to
find a better place for insurers.

Wendy Sherry
Vice President,
US Commercial Markets
Cigna
Connecticut is home to a multitude of excellent
public and private colleges and universities.
Collectively, they produce one of the most highlyeducated workforces in the country, which is
absolutely essential to a knowledge-based
service business like Cigna’s. In addition, being
part of Connecticut’s rich history as “Insurance
Capital of the World” creates a sense of purpose
and pride among our employees.

David Robinson
Executive Vice President
& General Counsel
The Hartford
Hartford is home to a deep pool of industry talent
and the Connecticut Insurance Department is one
of the premier insurance regulators in the country,
staffed by a highly capable and sophisticated
team of professionals.

Karen Eisenbach
SVP, CMO Workplace Marketing
Voya Financial

Connecticut’s long-standing history as being the
‘Insurance Capital of the World’ is recognition
of the state’s values and culture of caring for
our neighbors and our communities. This
strong foundation provides a rich environment
for insurance companies to attract and retain
top talent with shared values and priorities.
Connecticut is a place where our highly
educated, forward-thinking network of insurance
professionals are willing to come together to share
ideas, innovate and build solutions that create
greater opportunity for better financial futures.
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Recent insurance happenings
in Connecticut
Timeline of events* - October 2020 to present
Insurance has been a dominant industry in the state of Connecticut and in the city of Hartford for about 225 years.
Below is a timeline of recent events that are shaping the future of insurance in Hartford and around the state. Please
refer to previous editions of the Brief for key events prior to October 2020.

Timeline of events*
October 2020
•

CT IFS presented its eighth annual
Insurance Capital Summit virtually and
collaborated with PwC to publish the
2020 Connecticut Insurance Market Brief.

•

Resolution Life completes its acquisition
of Voya Financial’s individual life in-force
business.3

•

Hartford Steam Boiler and the Connecticut
Center for Advanced Technology entered
into a multi-year partnership to explore
ways to reduce the risk of adopting Additive
Manufacturing technologies for industrial
applications.

•

Cigna published its fifth annual Value of
Integration study showing better health and
cost outcomes from integrated medical,
pharmacy and behavioral health benefits.

•

Nassau Financial Group received a
$100MM investment from Wilton Re and
Stone Point Credit to support organic
growth and M&A.

•

Symetra’s Enfield, Connecticut office
celebrated its 10-year anniversary in 2022.
The company, established in 1957, has been
helping people and businesses achieve their
financial goals for over 60 years.

December 2020
•

Cigna completed its sale of group life,
accident and disability insurance business
to New York Life.

•

CVS Health1 invested nearly $600 million
over five years to advance employee,
community and public policy initiatives that
address inequality faced by Black people
and other historically underrepresented
communities.

•

CVS Health began administration of
COVID-19 vaccines. In partnership with the
Centers for Disease Control and Prevention,
it was one of the first companies to offer
on-site COVID-19 vaccination services for
residents of nursing homes and assisted
living facilities across the United States.

February 2021
•

January 2021
•

Tufts Health Plan and Harvard Pilgrim
Health Care officially came together. The
newly combined nonprofit organization will
become one of the region’s largest health
services organizations.2

Connecticut Insurance and Financial
Services (CT IFS) held its annual Get
Hired career fair for college students. Get
Hired showcases the dynamism of the
insurance and financial services industry
in Connecticut while generating talent
attraction and retention.4

*Provided by companies/organizations listed,
except where noted.
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•

Connecticut Insurance Department
recorded over 35% growth in Captive
insurance companies in 2020.5

•

Karen S. Lynch succeeded Larry Merlo as
President and Chief Executive Officer of
CVS Health.

•

Lincoln Financial Group launched
MoneyGuard Market AdvantageSM, a firstof-its-kind long-term care strategy that
empowers clients to start planning when
they are younger to protect savings from
the potential costs of long-term care in
the future.

90 years of service to 2.2 million members
across New England, Point32Health helps
individuals find their version of healthier
living through a broad range of health plans
and tools that make navigating health and
wellbeing easier. Inspired by the 32 points
on a compass, Point32Health represents
the role the organization plays in guiding
and empowering its members and making
a meaningful impact across the healthcare
industry.
•

March 2021
•

•

Lincoln Financial Group was part of a
consortium of leading retirement firms that
launched a new in-plan target date series
with guaranteed income for life called
Income AmericaTM 5ForLife, designed to
help retirement plan participants transition
from the accumulation phase of retirement
investing to the decumulation stage.

Insurtech Hartford announced the winners
of its 2021 Hartford Innovation Challenge.
The competition drew in almost 100
submissions from 12 countries across
Europe, the Middle East, Asia and
Australia.6

July 2021
•

CT IFS and Nassau Financial Group hosted
top math students for the 13th annual
Actuarial Bootcamp. Fourteen high school
students/college freshmen were selected
to participate. The camp featured 20 guest
speakers including representation from the
International Association of Black Actuaries
and Organization of Latino Actuaries.
A 13-week Probability course was taught
in 5 days.

•

Nassau Financial Group completed the
integration of Foresters Life Insurance and
Annuity Company, which it acquired in 2020.

•

Cigna and Oscar Health launch Cigna +
Oscar small business health insurance in
Connecticut.

•

Voya completed the acquisition of Benefit
Strategies, LLC, a leading third-party
administrator of health savings and
spending accounts. Benefit Strategies

Travelers extended its title sponsorship of
the Travelers Championship through 2030.
Since becoming title sponsor in 2007, the
tournament has generated more than $22.5
million for charity.

April 2021
•

Cigna’s Evernorth division acquires leading
telehealth provider MDLive.

•

As part of its ongoing and broader
sustainability strategy, Travelers announced
its commitment to become carbon neutral
across its owned operations by 2030.

May 2021
•

ConnectiCare celebrated its 40th anniversary.

June 2021
•

•

CT IFS Launches “Road to the Summit”
- A webinar series leading to the 2022
Insurance Capital Summit, with an inaugural
topic of Innovation & Technology.
Harvard Pilgrim Health Care and Tufts
Health Plan announced its combined
organization will be known as
Point32Health. Bringing together more than
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provides administrative services for
COBRA, direct billing, flexible spending
accounts (FSAs), health savings
accounts (HSAs), health reimbursement
arrangements (HRAs) and other services
to more than 3,400 employers and nearly
370,000 participant accounts throughout
the United States.

plan created in 2018 by two-leading health
organizations, Hartford HealthCare and Tufts
Health Plan, a Point32Health company.

November 2021
•

Connecticut Captive Insurance Association
celebrates 10th Anniversary and gathers
for Connecticut’s for captive education and
networking.11

•

CT IFS hosted its third “Road to the
Summit” webinar - Shifting Models of
Predictability

•

Nassau Re/Imagine, InsurTech Hartford
and CT IFS hosted InsurTech Israel for
an evening of insurtech start-up pitches
to carriers, brokers, investors and other
stakeholders in Hartford.

•

Cigna begins selling Medicare Advantage
plans in Connecticut, for plans starting
January 1, 2022.

•

Cigna named to Dow Jones Sustainability
Indices for the fifth year in a row in
recognition of corporate responsibility and
sustainability performance.

•

The Hartford committed to investing $2.5
billion in technologies, companies and
funds advancing the energy transition and
addressing climate change.

•

The Hartford and the Yale Program in
Addiction Medicine launch a training pilot
for Connecticut medical providers who treat
injured workers.

August 2021
•

Offering COVID-19 vaccinations at
nearly 10,000 CVS Pharmacy® locations,
CVS Health has administered 29 million
COVID-19 tests and 30 million
vaccine doses.

September 2021
•

CT IFS hosted its second “Road to the
Summit” webinar - Healthy, Wealthy & Wise

•

In their Annual “World Domicile Update”,
Connecticut was ranked the #1 domicile
in the world for captive formation growth
percentage (38%) in 2020.7 8

October 2021
•

Connecticut Insurance Department hosts
virtual NextGen Professionals Career
Academy to showcase the different careers
available in the insurance and financial
service industries.9

•

Hartford Steam Boiler (HSB) acquired
Zeguro’s digital cybersecurity platform.
The platform provides a holistic suite
of cyber risk management tools and
services designed for small businesses.
The acquisition of the platform and
key personnel from the Zeguro team
strengthens the cybersecurity services HSB
can offer to its customers and partners.

•

•

Connecticut Insurance Department
Commissioner Andrew Mais brings
together a national audience with climate,
government, and insurance professionals
to understand and explore how climate
change affects our communities, regulatory
efforts, and businesses.10
CarePartners of Connecticut announced
it had been recognized for its quality and
performance with a 4.5 out of 5 stars from
CMS in its annual Star quality ratings for
2022. CarePartners of Connecticut is a health
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December 2021

April 2022

•

•

British insurtech, Wrisk, sets sights on
Hartford, planning for 10-20 employees
based in Hartford by the end of next year.14

•

Insurtech Hartford convened the Insurtech
Hartford Symposium to push the
boundaries of innovation in insurance by
bringing together the latest technology and
top talent.15

CVS Health becomes America’s largest
private provider of COVID-19 testing. CVS
Health administered more than 32 million*
tests across more than 4,800 testing
locations, including nearly 1,000 Rapidresult sites in 45 states, Puerto Rico and
the District of Columbia as of December
17, 2021. Over half of the approximately
4,800 testing locations support underserved
communities.12

June 2022
January 2022
•

CVS Health launches Health Zones
in Hartford, CT. It’s a new community
investment program where CVS Health
is partnering with local nonprofits to
coordinate new and expanded offerings.
These will address their community’s most
pressing health challenges and build health
equity. A grant from CVS Health funds the
expansion of two Connecticut food pantry
programs: Supporting Wellness at Pantries
and More Than Food to assist with the
addition of three new food pantries.

•

CVS Health and Uber Health work together
to give Hartford-area residents in need of
transportation free rides to medical care, an
educational program or work.

•

CT IFS presented its ninth annual Insurance
Capital Summit and collaborated with PwC
to publish the 2022 Connecticut Insurance
Market Brief.

February 2022
•

Connecticut records 59% growth in Captive
Insurance formations in 2021.13

•

The ConnectiCare Centers received an
international award in Customer Service.
This follows receiving three international
awards including a Gold Stevie Award for
Innovation in Customer Service.

March 2022
•

The UK Government with Connecticut
Insurance & Financial Services (CT
IFS), the MetroHartford Alliance, the
Connecticut Department of Economic &
Community Development, the Connecticut
Insurance Department and Insurtech UK
signed an agreement to launch a new
insurtech Corridor.

•

CT IFS held its final “Road to the Summit”
webinar with a focus on Talent.
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PwC Trust Leadership Institute
The PwC Trust Leadership Institute provides immersive learning experiences while developing skills and
a connected center of excellence in leadership and community. It brings together business executives
across industries to assess the most current business drivers and trends and work together to determine
ways in which their companies can earn trust, deliver sustainable outcomes, and impact business and
society. For today. For good.

What can you expect and gain from the
Trust Leadership Institute?

Move through our nine leadership tracks

• The skillset to lead differently, confidently

• Cornerstone: Why Trust Matters in a
Fundamentally Changing World

• A multi-faceted, immersive learning experience

• Cybersecurity and Privacy

• Access to top minds focused on trust building

• Trust in Data & Technology

• A connected community to drive change

• Ethical Decision-making
• Building a Culture of Transparency
• Management of Sustainable Value Chains
• Empowering Economic Mobility
• The New Workforce Contract
• Policy in Action
• Building Trust in a Multi Stakeholder Environment
• Capstone: Corporate Governance and Managing
the Interdependencies

It’s time for a new era of leadership trust.

Learn more at www.pwc.com/us/en/about-us/tomorrow-takes-trust.html
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Connecticut’s insurance
industry
Insurance by the numbers
Insurance has been a mainstay in Connecticut’s economy dating back some
225 years. Today, Connecticut’s insurance industry continues to be a very
important economic driver to our local economy and nationally as evidenced
in the rankings below:

#1

in US insurance
employment as a percent
of total employment.16

#1

in insurance payroll as
a percent of total payroll.17

#1

in US insurance GSP as
a percent of total GSP.18

#3

in US direct written
premiums.19

And, 1 new job in the insurance industry on average adds 2.5 jobs to
the Connecticut economy through induced and indirect effects.20

Connecticut ranks #3 in US direct written
premiums collectively writing $207.7 billion 21
dollars in premiums. Connecticut is home to 1,27722
domestic and nondomestic insurance carriers
including accredited reinsurers, US and foreign
excess and surplus lines carriers, fraternal benefit
societies and title companies. The insurance
industry ranks #1 nationally in gross state
product as a percentage of total gross state
product and contributes 7.3%23 or $21.3 billion to
Connecticut’s GSP.24
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By sector, Connecticut ranks #1 in US direct
written health premiums and has 57 domestic
and non-domestic health insurers in the state
writing $123 billion in direct written premiums. The
state ranks #4 in US direct written life insurance
premiums with 364 domestic and non-domestic
life insurers in Connecticut writing $46 billion
in direct written premiums. With 856 domestic
and non-domestic in direct written premiums,
Connecticut ranks #8 in US direct written
property-casualty premiums.

7

At 3.7%, Connecticut ranks #1 nationally in
insurance carrier employment as a percentage
of total employment for approximately 60,697
insurance carrier and related full-time employees.
At 6.5%, the state is also #1 in the nation in
insurance payroll as a percentage of total payroll.25

Moreover, with 1,400 actuaries working in the
state, Connecticut has the highest concentration
of actuaries in the United States.26

2022 representative sample of insurance company employees in Connecticut
Company
Bouvier Insurance
Cigna
ConnectiCare

Number of CT employees
128
4,300
666

CVS Health

9,900

The Hartford

5,500

HSB

546

Nassau Financial Group

250

Symetra Life Insurance Company

240

Travelers

7,400

UnitedHealthcare

5,600

Voya

1,522

Source: Provided by companies/organizations listed
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Insurance regulation in Connecticut
The Connecticut Insurance Department
Commissioner Andrew N. Mais leads the 152-year-old Connecticut
Insurance Department (CID), whose core mission is consumer protection.
With an annual budget of $31.4 million, the Department judiciously regulates
most of the largest insurers and works to foster market competition and
growth consistent with state law. The agency provides outreach and
education to help consumers make informed buying decisions and ensures
they are treated properly. The Department is responsible for regulating
insurance companies to maintain financial solvency and administers statebased oversight relevant in a global economy.

Last year, the
Department recovered
nearly $3.6 million
for policyholders and
taxpayers by working
with individuals,
families, and employers
to settle their claims
and complaints.
Source: Connecticut Department of Insurance

A Connecticut insurance regulatory perspective
Q: What are the top issues your
staff is focused on?
A: CID’s top priority continues to be
protecting consumers. Climate risk,
cyber security, innovation, the cost of
healthcare and inclusion/equity are also
top priorities. We want to make sure
the health insurance marketplace is
accessible to all consumers.

Andrew N. Mais
Commissioner,
Connecticut
Insurance
Department

Last Fall, the Department hosted the
first Connecticut Conference on Climate
Change and Insurance. We brought
together a national audience with climate,
government, and insurance professionals
to understand and explore how climate
change affects our communities,
regulatory efforts, and businesses. In
January, the Department released our first
legislative report on our efforts to address
climate change. There are many things
that regulators can do to build momentum
and support insurers as they respond to
the ongoing crisis.
Another area of support for Connecticut
insurers was a cyber tabletop exercise we
initiated and partnered with the National
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Association of Insurance Commissioners
and the US Department of Treasury.
The exercise highlighted key issues and
decision points and action steps for the
insurance community to take in managing
a response to a cyber incident. We also
shared best practices to help insurers
better safeguard non-public data and
protect consumers.
The Department also hosted our first
NextGen Career Academy to engage
with college students and discuss the
broad spectrum of jobs available in the
insurance industry.
We also work closely with insurtechs,
consumer advocates and industry
experts through our advisory councils
to better understand the regulatory
roadblocks they face as startups or in the
implementation of new products. Through
these interactions, we can better support
their efforts to provide consumers access
to innovative products.
Another important area of focus is
inclusion in the marketplace and in
the industry. Consumers and industry

9

alike can benefit from having a more
diverse workforce, including through the
incorporation of differing experiences
to aid the creation of products able to
address the needs of all members of our
state’s diverse population.
Connecticut, as the Insurance Capital,
has seen consumers and insurers face
unprecedented challenges during the
past two years. The Covid-19 pandemic
has forced businesses and regulators
across the country to change the way
they operate to meet the needs of their
customers and employees.
Ongoing issues highlighted by the
pandemic include the cost of insurance
and consumer inclusion. This pandemic
has put a spotlight on the need for
people to have access to insurance
at a reasonable price. The insurance
industry can continue working on
making insurance more accessible and
inclusive, possibly through products like
microinsurance or through technology
solutions with insurtechs. CID is here
to help foster insurtech and remove
regulatory barriers for sensible products.

Q: How does CID collaborate
with insurance companies
and insurtechs on regulatory
matters?
A: We have a Governor and Lieutenant
Governor fully committed to make
Connecticut the most innovative and
easiest state in which to do business
in. We are available to insurance
companies and insurtechs for cooperative
discussions. CID closely collaborates
with the vibrant and successful
insurtech community in Hartford, across
Connecticut and through the recently

established international insurtech
Corridor. The Department signed
a formal agreement with the UK
Government, Connecticut Insurance &
Financial Services, the MetroHartford
Alliance, and Insurtech UK to launch a
new Insurtech Corridor. The UK can now
leverage Connecticut’s local insurance
ecosystem and Connecticut now has
more exposure to the UK insurance
market, creating “a fast track” for those
seeking to internationalize their business.
Insurtech startups need to understand
the role of the regulator so they
can avoid any pitfalls that may
unnecessarily delay their product
launch. Bring your new products to
Connecticut, we will work closely with
you to help you be successful.

Q: Do you see a marketplace
for microinsurance in
Connecticut?
A: What is particularly intriguing is
the many possibilities microinsurance
might bring – new products serving
needs we may not even be aware of
now. Connecticut has some of the
largest wealth gap in the country,
insurance needs to be more inclusive
and accessible to help bridge the
gap. Microinsurance may help. As
we explore the possibilities, there are
likely regulatory issues with permitting
microinsurance in Connecticut that
need to be looked at more closely. To
be successful, different distribution
networks may be needed with adjusted
rules to be profitable and to attract
new entrants into that market. A few
examples of micro insurance products
that could work in Connecticut address
issues around rent, mortgage, lodging
displacement, and large medical bills.

“CID’s top priority continues to be protecting consumers. That includes
ensuring the insurance marketplace is inclusive and accessible to all
consumers. Climate risk, cyber security, innovation, the cost of healthcare,
and inclusion/equity are also major priorities.”
Andrew N. Mais
Commissioner
Connecticut Insurance Department
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Insurance and innovation are
changing Connecticut’s landscape
Connecticut’s Insurance Ecosystem
Hartford has long been known as one of the earliest centers of insurance in the United States. Today, many of
the largest insurance companies are headquartered or have operations in Hartford and the surrounding areas. In
addition, the insurance landscape in the capital city has changed over the last few years with the consolidation of
insurance companies and the emergence of a robust insurance ecosystem that includes property-casualty, life and
retirement and health insurance carriers and distributors, innovation and coworking communities, accelerators and
incubators, talent and skilled workforce, networks and connections, universities and colleges, global reach, venture
capitalists, professional services, associations, mentors and city, state and industry leadership. Insurtech has
matured to a point where it is now woven into the fabric of this ecosystem.

Mentors

Global reach

Venture
capitalists

Innovation and
coworking
communities

Insurance carriers
and distributors

Talent and
skilled workforce

Connecticut
Insurance
Ecosystem

Accelerators
and incubators

Networks and
connections

City, state,
and industry
leadership

Universities
and colleges

Professional
services

InsurTech
startups
Insurance
associations
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Recent examples of Connecticut’s growing insurance ecosystem include:

United Kingdom and Connecticut agree to
new insurtech corridor
The UK Government with Connecticut Insurance & Financial Services (CT
IFS), the MetroHartford Alliance, the Connecticut Department of Economic &
Community Development, the Connecticut Insurance Department and Insurtech
UK signed an agreement to launch a new insurtech Corridor. Through close
collaboration, the Corridor will help participating US and UK companies:
• Increase their knowledge of each respective market
• Access resources and make valuable connections to accelerate their
business growth
• Connect with business development and investment opportunities
• Streamline US and UK market entry by leveraging the local insurance
ecosystems
The Corridor will enhance trans-Atlantic cooperation and drive insurance
innovation as it works to develop the insurtech sector through commercial
resources and encourage greater business between the two jurisdictions. This
agreement is the first step in developing an online platform of free resources for
interested companies. The online platform will launch later this year.
“As world leaders for innovative, cutting-edge practices in the insurance sector, it was
natural to pursue this partnership between the UK and Connecticut. The insurtech
Corridor will revolutionize how we approach trans-Atlantic market entrances. As home to
one of the oldest and largest insurance industries in the US, Connecticut is the perfect
fit for the UK.”
Emma Wade-Smith
Her Majesty’s Trade Commissioner to North America

Insurtech
corridor

United Kingdom

Connecticut
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Innovation and insurtech
Insurers are making strategic investments to foster innovation, create new
products and services, improve operations and enable customer health,
safety and service. Some examples:

As a founding member of Hartford’s insurtech community and Launc[H],
Cigna continues to fuel a growing ecosystem of innovation by funding
development of downtown Hartford, mentoring entrepreneurs and creating
growth opportunities for them, and connecting local and international
innovation partners.

56%

of CEOs believe that
cyber risks could inhibit
their ability to innovate
through technology or
processes over the next
12 months.
Source: PwC 25th Annual Global CEO Survey

ConnectiCare’s subsidiary WellSpark Health is creating the next generation
of benefits for employers across the United States. WellSpark’s holistic
model addresses the full range of bio-psycho-social factors preventing
employees from making lasting lifestyle change. WellSpark programs create
a culture of wellbeing allowing employers to solve for business issues related
to the health of their workforce.
CVS Health offers a health plan which supports a 360-degree view of every
member in a population. This helps providers better manage risk and patient
health. Data sharing, along with provider partners’ advanced analytical
capabilities, enables providers to target care and services to members.
The Hartford has expanded its Industrial Hygiene Laboratory to help
businesses understand their workplace hazards and minimize risk, bringing
science to the problem for customers to create safer workplaces. The
Hartford has also invested in risk engineering to help customers create
tailored safeguards that minimize loss.
HSB is sponsoring an Internet of Things (IoT) lab within the University of
Hartford’s new advanced engineering and health sciences building. The lab
will enable the university to expand and create new IoT programs that give
students practical learning experience related to sensor, connectivity and
data analysis.
Lincoln Financial Group is connected to the Hartford innovation ecosystem
and engages with the Hartford insurtech community to review new
technology, customer experience and product ideas.

PwC | 2022 Connecticut insurance market brief

13

Nassau Financial Group’s insurtech incubator, Nassau Re/Imagine, is a
collaborative community of corporate innovators, entrepreneurs, and industry
thought leaders providing resources, support, and connections to startups
and scaleups who are actively transforming the insurtech and retiretech
landscapes. Re/Imagine actively brings innovation into Hartford and CT’s
thriving ecosystem, while connecting our intellectual assets and breadth of
talent to the world.

UnitedHealthcare
members, through all of
2021, completed more
than 28 million virtual
care appointments.

Symetra Life Insurance Company partnered with Nassau Re/Imagine
to provide support and thought leadership for startups who are actively
transforming the insurtech landscape. These startups are focused on solving
critical problems for the life, annuity, reinsurance and property & casualty
sectors. Through this partnership Symetra employees have access to
Hartford’s vibrant innovation network and a collaborative environment to help
fuel new ideas.
In August of 2021, Simply Business, a company of Travelers, announced
its participation in Amazon’s new Insurance Accelerator to distribute product
liability insurance solutions to third-party sellers. In February of 2022,
Travelers acquired technology from Trov, a provider of digital insurance
solutions, and welcomed new team members from Trov to its Personal
Insurance segment.
UnitedHealthcare members, through all of 2021, completed more than 28
million virtual care appointments, up 2,500% from the comparable period
before the COVID-19 pandemic started.
On March 9, 2022, Voya announced that it has launched a new integrated
and holistic benefits selection experience — myHealth&Wealth — that
offers personalized digital guidance to help employees optimize their
household spending across health insurance benefits, emergency savings
and saving for retirement. Powered by SAVVI Financial, a leading financial
guidance company in the fin-tech space, Voya created myHealth&Wealth, a
technology-enabled, interactive experience that helps employees think about
their benefits, contributions and savings as a total “benefits budget,” while
providing individuals with a personalized action plan.
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Captive insurance company growth
Insurance Commissioner Andrew N. Mais announced another year of
outstanding growth in captive insurers domiciled in Connecticut. In 2021,
the department approved 13 new captive insurers. The licenses granted by
the state were for both new captive formations and the re-domestication of
some captives to Connecticut from other domicile states. Since licensing
the first captive in 2012, Connecticut has seen strong growth in the number
of captives over the past two years, from 16 to 35 in 2021. Currently, onethird of all Connecticut captives are owned by Fortune 500 companies.
These newly licensed captive insurers primarily cover risks where insurance
is not available in the commercial market or is too expensive. Some
companies increased self-retained risks and put them in their newly formed
captive. The captives were formed to insure or reinsure some traditional lines
with increased pricing due to the hardening market, or some new risks that
are not covered or hard to be placed through commercial markets. These
risks may be associated with changes to the laws related to employment and
working conditions, increased reporting obligations, increased mobility of
labor, volatile climate change, or rapid technology changes.
According to Commissioner Mais, the record growth reflects the growing
awareness of the high value a captive domiciled in Connecticut can
provide, in large part due to the concerted efforts of the Department and
various stakeholders. Connecticut Insurance and Financial Services, the
National Network of Accountants, the Connecticut Captive Insurance
Association, AdvanceCT, and the Department of Economic and Community
Development, along with captive service providers and captive owners all
helped to expand Connecticut’s presence and reputation as a top captive
domicile state. Additionally, the National Network of Accountants’ ongoing
outreach and education initiative called Reimagining Business Insurance is
credited for six of the new captives formed by out-of-state companies.
During 2021, the Connecticut captive insurance program was also
recognized for its achievements. It received the honor of “Highly
Commended” from Captive International’s US Awards through industry’s
voting and was shortlisted for “Captive Domicile of the Year” from Captive
Review judged by a panel of distinguished captive experts.

Connecticut Insurance
Department records
59% growth in captive
insurance companies
in 2021.
Source: Connecticut Insurance Department

“Captive insurance
companies came into
existence because
of difficult markets,
like the one we’re
experiencing now. They
offer companies greater
flexibility to retain
risk and insurance/
reinsurance options
to manage a hard
insurance market.”
Source: PwC, Captive Insurance 101

“This was another exceptional growth year for Connecticut-domiciled captives as
businesses leveraged them to strengthen their insurance coverage, fill gaps and reduce
risk. Our flexible and responsive regulatory services and the knowledgeable service
providers and regulators in the Insurance Capital of the World will continue to draw
companies to call Connecticut home.”
Andrew N. Mais
Commissioner
Connecticut Insurance Department
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Upskilling for today, and redesigning jobs for
tomorrow
Talent strategies for today’s insurers
The pandemic has forced companies to rethink the purpose of office work,
but it’s also opening up exciting possibilities to reskill teams, redefine the
nature of jobs and recalibrate incentives toward what today’s workers value
most. This complements other key strategic priorities, including revamping
the distribution model and developing a meaningful ecosystem strategy. But
there’s a hidden warning, too. If insurers don’t take these challenges seriously
and their competitors do, they could see a significant talent flight that could
have an impact on all of their company’s priorities.27

69%

of CEOs believe that
social inequality could
inhibit their ability to
attract and retain key
skills/talent over the
next 12 months.
Source: PwC 25th Annual Global CEO Survey

The talent challenges for insurers: skills gaps, aligning incentives and more.
In the current environment, managing talent is undoubtedly complex. There
are many big issues to tackle, including how to make change stick, how to
achieve diversity, equity and inclusion (DE&I) goals, and how to address broad
environmental, social and governance (ESG) concerns.28
For the insurance industry though, four issues stand out.29
• Many companies aren’t ready for the potential fallout of a return to
office work.30
• There’s a growing skills gap that insurers are struggling to close.31
• Insurers often make outdated assumptions about the importance of fulltime, in-person work.32
• Compensation and benefits are increasingly misaligned with what workers
want and expect.33

It’s getting harder to close the skills gap
Employee skills don’t always keep up with industry innovation. In a 2019
survey on financial services industry productivity, 81% of global insurance
respondents said they were somewhat or very concerned about the
availability of key skills, that was “putting pressure on costs and impairing
organizations’ ability to innovate and meet customer expectations.” 34
Further, talent needs in the insurance sector are changing. Carriers still need
core, industry-specific capabilities, but they also require skills like digitization,
data science, behavioral economics and user experience design. Companies
also need this talent under different terms, like project-based, short-term,
designing and implementing new initiatives rather than executing steadystate operations. Yet pervasive digitization, which has been accelerating
during the pandemic, means these skills are increasingly in demand across
all industries. That means carriers aren’t just competing against peers for
talent—they are competing against the world.35
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Many insurance roles are already changing. Carriers have historically relied
on people to handle relatively repetitive back-office tasks like the manual
aspects of claims processing, policy renewals and fraud detection. Much of
that rote work can now be automated and done virtually. What companies
still desperately need are knowledgeable people who understand industry
processes, can think through ways to make them more efficient and can
pivot toward analysis and service. That leaves a growing gap between what
current talent can offer and the power skills that employers really need, like
self-direction, digital capabilities, empathy, communication management,
adaptability and motivational aptitude.36

Adding skills
Many insurers tell us they struggle with a balancing act. Do they recruit
technologically adept employees who understand the subtleties of the
industry or help existing staff add digital literacy to their existing domain
knowledge? This tension may increase, because even sophisticated
functions such as underwriting and actuarial work include elements that
could become irrelevant. Often, companies treat this as a short-term
problem, moving work offshore rather than investing in talent they have. It
rarely works the way they hope. There’s another option: helping someone
reinvent themselves as a data scientist to enhance predictive analytics
involving claims probability, establish customer risk profiles and rethink
pricing models.37
Digital skills are an ongoing need across an entire organization. What we
know today may seem quaint in a decade, as drones and Internet-of-Things
sensors and augmented reality become more commonplace. But for teams
that are committed to the idea of innovation, these just become the latest
tools to leverage.38
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Higher Education Spotlight
John Wilson
Academic
Director,
MS FinTech
University of
Connecticut

In 2022, the UConn School of Business launched
a master’s degree program in financial technology
(fintech), joining the ranks of only a handful of
universities around the globe to do so. The UConn
FinTech program combines lessons in advanced
business analytics, technology solutions, and financial
services. Skills developed in the program will allow
students to create new opportunities in informationrich environments including the financial, insurance,
medical, and regulatory fields.39 The program is
designed to prepare students for careers in insurtech
among other disciplines.
Many companies are deeply invested in the fintech
revolution,’’ says John A. Elliott, Dean of the School
of Business. “Companies large and small are eager to
hire experts in this high-paying field,’’ he says. “This is
a new, fresh, exciting and revolutionary space, and it
offers vast opportunities to those who pursue it.’’40
The first cohort began in Spring 2022 in Hartford,
and a second cohort will be added later in Stamford.
The University is seeking applicants with strong
aptitude in business, technology, and coding, and an
entrepreneurial mindset. “The ideal candidate for this
program is someone who thinks, ‘There’s got to be a
better way to do this,’ and wants to use technology
to solve a problem,’’ says John Wilson, academic
director of the program. “It offers a unique avenue for
candidates who are invested in helping humanity with
technology.’’41
“One of the aspects that will differentiate this program
is its flexibility, and responsiveness to a field that
is evolving rapidly,’’ Wilson says. “In addition to a
core set of courses, students can take electives on a
finance or technology path.’’42 The Uconn MS Fintech
PwC | 2022 Connecticut insurance market brief

program works in partnership with Uconn’s various
centers of excellence, including its Connecticut Center
for Entrepreneurship and Innovation (CCEI), to equip
students with hands-on learning experiences.43 CCEI
in collaboration with the University of Hartford recently
launched an ‘Insurtech Venturing’ course that gives
students first hand access to work with insurtech startups and leaders in the community, including Stacey
Brown, Founder of Insurtech Hartford and Michael
Kalen, CEO of Covr Financial Technologies.44
Jose Cruz, associate dean of graduate programs at
the School of Business, says the program will fill a
void in the business arena. New graduates with this
experience are being offered entry-level salaries up to
$100,000 and many have multiple offers. The fintech
field incorporates everything from blockchain and
cryptocurrency to peer-to-peer lending, mobile payment
systems, robo-advising, and automated insurance
underwriting, as businesses redefine their offerings

“Our industry partnerships in
Connecticut are strong. UConn’s
foundation is innovation, so it was
a natural fit for us to develop a
program that meets the criteria
demanded by the industry,
covering topics including AI,
machine learning, IoT, blockchain,
robo-advising and capital markets.
In fact, we built our curriculum with
one simple tenet; Fintech isn’t a
thing - it’s a way of thinking,”

and consumer consumption of financial services. While
disruption is often created by tech startups, more
traditional enterprises are testing the waters and even
traditional financial firms are rethinking the ways they
conduct business, Cruz says. “We saw the opportunity
to lead in this area, and while it is relevant worldwide,
there is a tremendous demand in the Northeast, with
biotech in Boston, insurance in Hartford, and financial
services in Stamford and New York,’’ he says. “We sit at
the hub of all of that. And while we are offering global
reach and opportunity, our foundation is well-located.’’45
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Achieving Peak Performance
Next in insurance: What makes a winner?
The business of insurance, which once was stable and predictable, isn’t that
way anymore. Growth without sacrificing profitability is challenging, climate
change is irrevocably impacting certain risk profiles, distribution needs have
become truly omnichannel, and customers expect products tailored just for
them. All the while, technology has continued its relentless advance and an
emerging player ecosystem is threatening to shake up customer acquisition.
As a result, industry executives now have to make an array of deliberate and
aggressive strategic choices to succeed. Incremental change or hoping to
avoid change altogether are no longer viable options.46
Compounding the difficulty of addressing these challenges is how the
COVID-19 pandemic accelerated them. Customer and employee expectations
changed more in 18 months than they did in the previous two decades. This
has put immense pressure on the industry and carriers have had to adjust
practically—in some cases, literally—overnight. Even though the pandemic
has ebbed and flowed, the pace of change has remained relentless.47

Changing customer expectations 2018 to 2021
Expect 24/7/365 online
support from their carrier.

up

45%

Prefer to submit claims
via mobile.

up

77%

Would switch carriers due
to lack of a user-friendly
digital interface.

up

80%

Source: PwC 2018 and 2021 surveys of 6,000 insurance customers

Commitment is an act, not just a word
When it comes to a competitive advantage, insurers typically focus on one of the following five areas:48

Digitization, data
and integration

Brand and
distribution
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Superior, innovative
products

Strategic
partnerships

Effective
structuring
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Unfortunately, while most insurers do try to focus on their strengths, they
also typically underinvest in these areas and often fail to act with urgency,
resulting in a race to the middle. Companies need to fully fund and support
their way to play and hold themselves accountable for the results. In other
words, commitment without action won’t get you very far. Private equity,
asset managers and other new entrants are moving quickly, with great focus
and discipline, to capitalize on industry disruption. Companies that continue
to work from three-to five-year timelines that are vague and lack strategic
focus are likely to lose market share and perhaps even wind up as someone
else’s acquisition.49

What makes a winner?
Most successful insurers in today’s environment have a few key traits. In
particular, they:
• Define a strategic direction and say “no” to what doesn’t fit. Simply
setting financial goals isn’t enough. Committing to a way to play, then
continuing to do everything you did before while funding whatever else
comes along, is not a strategic direction. Leaders know how to prioritize.50
• Fully fund their strategy. They don’t shortchange big bets or dilute key
investments with allocations to less vital areas. Of note, they’re typically
able to make these investments because they’ve implemented structural,
financial and tax approaches that minimize their cost ratios.51
• Get creative with products. They’re able to identify new product
categories (as opposed to just adding new features) and have the brand
strength to deliver them. For example, early movers are designing
products that take into account two increasingly important issues:
Stakeholders’ environmental, social and governance (ESG) concerns and
the still overlooked employer as distributor market for a wide variety of
financial and service needs, particularly retirement and college savings
and paying for childcare or elder care.52

Even though the
pandemic has ebbed
and flowed, the pace of
change has remained
relentless.

69%

of CEOs believe that
macroeconomic
volatility could inhibit
their ability to sell
products/services over
the next 12 months.
Source: PwC 25th Annual Global CEO Survey

Are you able to give customers what they want?
Product selection factors in ﬂux

2018

#1
#2
#3
#4

2021
Competitive price
Discount offers
Prior interactions
Brand name

#1
#2
#3
#4

Competitive price

NEW
NEW
NEW

Product variety
Product expertise
Digital offering

Source: PwC 2021 survey of 6,000 insurance customers
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• Get involved in partnerships and make deals to meet strategic
goals. Inorganic strategies have a long history in the industry but have
picked up steam recently as carriers focus on core competencies and
enhancing technology. In fact, partnerships and deals have become a
necessity for most carriers to enable their chosen ways to play. They take
part in ecosystems and invest in insurtech. Although most of these kinds
of investments aren’t game-changers on their own, when they get the
acquiring company closer to a strategic goal, they’re worth it.53
That said, the most effective ecosystems and insurtech innovations in the
world aren’t going to help you if they don’t align with your strategy or if
you’re not executing your strategy properly. As carriers find new partners,
technologies and business models that align to their core principles or
strategic growth plan, they can test their value and determine whether or not
to adopt the innovation or maintain the partnership.54

The path forward
None of this is easy, and no single company has mastered all of these ways
to win. But, we’ve never seen a truly competitive insurer that didn’t at least:
1. Set and stick to clear goals.
2. Support business goals with a technology strategy that’s built on and
integrates proprietary and third-party data.
3. Fully invest in and hold itself accountable for achieving 1 and 2.
Whatever your business focus—data and integration, brand and distribution,
products, strategic partnerships, or structuring—these three are absolutely
essential.55

The war for talent
Carriers need to do a better job of fully committing to and funding their
strategies. This commitment naturally extends to identifying the kinds of
skills and attributes they want in their employees. Most carriers are trying
to catch up to their counterparts in other industries who are competing for
the same workers. This isn’t just because of perceptions that, for example,
working at a technology firm is more exciting and offers more growth
opportunities than at an insurer. It’s also a consequence of carriers failing to
clearly identify and pursue what they really need.56
Of course carriers want to offer an attractive workplace to potential and
actual employees but they also want to appeal to the right employees.
Too often, we’ve seen recruitment and staffing decisions focus on doing
business as it’s always been done, ultimately to meet past needs. This
approach means carriers are likely to lose out on the top employees now
and into the future and struggle to build a workforce that can help them
compete in an increasingly challenging market. Current recruiting difficulties
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In the wake of the
pandemic, most
workers want and
expect the flexibility
to work from home at
least some of the time.
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only compound the challenges attracting, developing and retaining the right
employees.57
The following are considerations for insurers to help win the war for talent
even as they hone in on their particular strategies.58

Create a more compelling path that coincides with
your skills needs
High-performing workers—especially younger ones—are strongly focused
on building long-term skills. When they consider the course of a career,
they’d like opportunities to do different and interesting things.59
However, the insurance work model has not historically offered this kind of
flexibility and opportunity. In most insurance organizations, employees have
started at the bottom and worked their way up through different job levels in
the same or closely related functions. At least in employee perceptions (and
often in reality), this hasn’t encouraged a culture of innovation.60
So, how can insurers create a career path that’s attractive over the
intermediate and long run and provides them access to workers with diverse
backgrounds and abilities?61
For starters, proactive carriers are becoming more intentional about
upskilling. To develop the workforce they’ll need in the future, they’re actively
trying to create a culture where employees build relevant skills in order to
meet new market and business demands. By tracking progress across the
company, they’re also able to ease out employees who prove resistant to
and/or are simply ill-suited to developing the skills they need to remain
professionally relevant.62

“Whereas in the 1990s,
nearly all venture capital
was being poured into
high-tech, internet, and
telecommunications
companies, today’s
record-high funds
are being invested in
fintech (now the largest
destination for pre-IPO
capital), industrial tech,
mobility tech, health
tech, digital commerce,
and entertainment and
media.”
Source: PwC Analysis, Living in a world of
unicorns

In addition, prescient companies are creating rotations within and across
functions, especially at junior levels, to create more diversity of experience.
They’re giving individuals exposure to different parts of the business—
including leadership—and even arranging temporary gigs outside the
company at startups (including insurtechs). All of this can make work
more interesting and provides employees more flexibility navigating their
careers. As importantly, this also benefits the organization because it builds
a breadth of skills and knowledge in various areas, including from working
at new market entrants (who in turn benefit from getting experienced labor
from industry incumbents). The end result is a larger pool of internal talent
that can be plugged in when and where it’s needed—something especially
important when employers themselves are trying to anticipate and define
future workforce needs in a time of change and uncertainty.63
Moreover, digitization and automation are decreasing routine, manual
tasks and elevating insurance jobs. This is an excellent selling point with
existing and prospective technologically-minded employees, especially if
they have the opportunity to co-create solutions. Insurance isn’t the field
most people equate with technological advancements, but people actually
can do as much as if not more cutting edge work there than in any other
industry. For example, an increasing number of insurers are encouraging
greater adaptability and collaboration on the job, often via technology.
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Employees are more free to self-organize, have works in progress and bring
prototype concepts to work. This allows carriers to benefit from the variety
of knowledge their employees have regardless of where they actually sit
in the organization, as well as gain employee buy-in for initiatives that use
advanced technologies like AI. 64

Offer more flexible work arrangements
In the wake of the pandemic, most workers want and expect the flexibility to
work from home at least some of the time. Despite the insurance industry’s
reputation for conservatism, almost all of the industry executives with whom
we’ve spoken say they’re moving to a hybrid work model because they
recognize that it generally encourages productivity. This benefits the industry
because it not only makes for happier employees but also gives employers
better access to talent. If workers don’t have to be in a given location, then
companies can access a much wider market for talent, adopt compensation
models that reflect the often lower cost of living where employees reside,
and avoid building out an expensive physical footprint.65

Time and flexibility are becoming more precious than higher pay, making it the new currency
for employees.
Demographic divide
This trend is even more clear in younger generations.
% that would accept smaller salary if they could work virtually from almost anywhere

45% Gen Z

54%

47% Millennial
38% Gen X
14% Baby Boomers
Younger workers are also willing to trade off less
money for more non-monetary perks, such as:

of employees said an
extra week of paid time
off would enrich their life
the most in 2021.

Opportunities to
learn new skills

Unlimited sick
time

Flexible work
hours

Remote work
options

Source: PwC’s Workforce Pulse Survey, May 2020-2021; Average base of 1,200 full-time on-site and remote US workers

Workplace flexibility is also influencing benefits. Employees increasingly
value more optionality and flexibility in the types of benefits they receive and
employers can offer different benefits packages to workers depending on
where they work. For example, if an employee has to be in an office, then
offering child or elder care stipends may make a big difference in the quality
of who accepts and stays in a given role. Moreover, by embracing “voice of
the customer” (VOC) type initiatives internally, more and more carriers are
asking employees which benefits they want in order to determine how to
effectively attract and retain talent.66
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Leading carriers are redesigning workspaces to help employees not feel like
“prairie dogs” in cubicles. Companies are rethinking how they use space
and how much they really need. Many of our clients are looking to reshape
the office to a more collaborative and open concept to create shared spaces
where teams can meet and collaborate in a more casual setting.67

Does hybrid work increase productivity?

57%
4%

Yes

No

Source: PwC September 2021 future of work and skills survey of 3,937 business executives and HR-focused leaders

Seize opportunities in the intersection of personal and
professional concerns
Employees increasingly see empathy and equity as strong differentiators
when choosing where they work. They want to be able to trust their
employers to do the right thing both for them and for society. They want
to work for companies that have a clear purpose and values, encourage
diversity and inclusion, and hold themselves accountable for matching
words with action.68
This is a tremendous opportunity for insurers. An example of note is the
fact the industry has done much to help the world take action on climate
change—a subject of real concern to younger people in particular—and will
continue to play a major role influencing future climate risk mitigation. In
fact, the catastrophe risk models the industry has pioneered and continues
to refine are a vital part of the climate risk toolkit now used throughout the
global financial system. These are prominent examples of how the industry
benefits society, but insurers have to do a better job raising awareness of
how they combine positive intentions with meaningful action. If they can do
this, they’ll be more attractive to socially conscious job-seekers.69

Redefine productivity
Despite the strategic advantages of shifting to work from home and hybrid
models, related operational changes have forced many insurers to rethink
what they mean by productivity. Most organizations have measured it by
task-based outcomes. In other words, there’s a list of things to do each day,
and if you complete them, you’re productive. Moving to hybrid and work
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from home models where managers are no longer physically with the people
on their teams is changing this long-held assumption. An increasing number
of insurers are thinking about productivity in terms of outcomes instead of
specific tasks and methods. This focus to a results-first mindset requires
a shift in managerial perspective (and often training) for both managers
and staff, but the insurers out front are already well along in revising how
they assess work quality and manage employees. They’re giving workers
flexibility to manage their work and home lives as they see fit to support their
individual circumstances. This helps them be both mentally and physically
healthy and thereby more likely to perform well in the long term.70

During
pandemic,
shared
feelings
of isolation
translated
a growing
During
the the
pandemic,
shared feelings
of isolation
translated
into a growing
call for mentalinto
health
call fora trend
mental
support,
a trend that’s likely to be carried over.
support,
that’shealth
likely to be
carried over.
Demographic divide

84%

of CFOs believe their company has
successfully addressed employee wellness

31%

of employees
feel the same.

These numbers are even lower among remote workers and women:

27%

26%

22%

Remote
workers

Women aged
18-34

Women aged
35-44

This gap in opinion suggests that
leaders may not be rolling out
enough support—or they aren’t
thoroughly communicating all the
resources available.

Source: PwC’s Workforce Pulse Survey, May 2020-2021; Average base of 1,200 full-time on-site and remote US workers

Conclusion: Play offense, not defense
Most insurers feel insecure in the war for talent. They think—often rightly—that
they lag behind “sexier” industries in attracting and retaining the top workers.
However, recent changes in what workers expect of their employers and the
nature of work itself offer insurers a great chance to level the playing field.
Insurers can and do offer innovative and rewarding careers, are increasingly
open to new ways of working and management styles, offer meaningful
opportunities to work on cutting-edge initiatives and play a vital role in
maintaining a healthy and functioning society. They’re in an excellent
position to come out ahead if they clearly prioritize their needs and in turn
effectively communicate to job seekers and employees the industry’s many
selling points. The challenge is overcoming an industry culture that focuses
on the past more than the future and tends to work behind the scenes rather
than draw attention to itself. Insurers have a compelling story to tell. If they
open up and start promoting themselves and the industry, they can put
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“Fintech unicorns
led the pack,
raising $106 billion.”

themselves in a strong position for growth, led and supported by intelligent
and capable people.71

Source: PwC Analysis, Living in a world
of unicorns

How insurers can respond to higher interest
rates
Inflation seems likely to persist for the foreseeable future and is raising
concerns among insurers. For property and casualty (P&C) carriers, the
challenge has been more acute, with premiums lagging behind the rate of
inflation, while claims costs have increased month by month. There’s also
increasing awareness in all industry sectors of the potential for asset-liability
mismatches and resulting implications for surpluses. Although rates remain
low by historical standards, any increase has potentially significant impacts
on insurers.72
Carriers should be aware of and plan accordingly for the ways higher
treasury rates could affect:

Product structure and features
For life and retirement providers, higher interest rates will broadly
reduce reinvestment risk and make rate guarantees less expensive
from an economic standpoint. However, too sharp a rise will introduce
disintermediation risk, which will negatively impact balance sheets. In
contrast, a gradual change in rates will mitigate these risks, but carriers
would need to reset rate guarantees and pricing more frequently than
they have recently in order to respond to market pressure on book value
guarantees. In addition, higher interest rates, coupled with fluctuating equity
markets punctuated by periodic crashes, are likely to make equity-indexed
life insurance and annuities less attractive to policyholders. As rates rise,
insurers will be in a better position to offer insured products with more
substantive interest rate guarantees.73
In contrast, P&C carriers could face difficulties with coinsurance terms. In
an inflationary/higher-rate environment, coverage may not be adequate
to make policyholders whole after a loss, especially a catastrophic one.
Although minimum coverage is legally mandated in many cases for
individuals and businesses, restitution shortfalls and correspondingly
aggrieved policyholders can become problematic for carriers. In such an
environment, prescient insurers will review product structure and features
with underwriting and brokers to confirm coverages are adequate and go
beyond legally required minimums.74

Product pricing
Generally speaking, insurance companies will benefit from rising rates and
might be in a position to increase risk premiums for standard products.
Carriers will need to weigh return expectations against the increased
options and benefits they may need to offer in order to remain competitive.
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P&C carriers will face greater product pricing challenges because the
generally shorter-term nature of P&C coverages means they can’t expect
longer-term market trends to offset the short-term declines in the rate of
return that typify inflationary periods. Although they will be able to raise
premiums to a certain extent, they’ll need to rely more on underwriting
efficiency and investment earnings to minimize any shortfalls between
premium revenue and claims payouts.75

Investment management
All segments of the industry will face changes to their investment
approaches. Higher interest rates mean the search for yield will be less
challenging than it was when rates were near zero. Carriers will be able to
consider rebalancing portfolios, perhaps moving back to more traditional
investments and relying less on alternative asset classes. The upside of
higher yields is that insurance companies may be able to return to their
traditional investment approach: duration-matched, fixed-income assets tied
to specific liabilities. This conservative approach could allow companies to
reduce their reliance on capital-intensive-high yield assets.76

“Unsupervised
decision-making and
transactions are already
commonplace, and the
insurance industry has
been experimenting
with technologies that
facilitate them even
more.”
Source: PwC Analysis, The fourth industrial
revolution (4IR) brings new data, insights and
risks to insurance

Financial reporting and taxation
Rising rate scenarios have statutory asset adequacy and capital implications
that could result in lower required reserves in respect to minimum rate
guarantees. Public companies will need to reevaluate their generally
accepted accounting principles (GAAP) reserving under these new rates,
especially under the requirements of the FASB’s Long Duration Targeted
Improvements (LDTI). Rising rate scenarios have the risk of creating
significant derivative taxable losses that are non-admissible under statutory
capital regulation, resulting in potentially significant capital depletion
from deferrable capital losses. As a case in point, some companies may
experience challenges with sources of sufficient capital gain income in either
the three-year carryback period to support a hypothetical refund or in the
three-year realization period. In the latter case, projections of future capital
gains are difficult to support and usually rely on 1) unrealized gains in the
portfolio and 2) a tax planning strategy that matches capital losses with
capital gains in the realization period.77

Consequences
Rising US treasury rates could significantly change how insurers operate. In
particular:
• The search for yield will be less challenging than it was when rates were
near zero. Carriers will be able to consider rebalancing portfolios, perhaps
moving back to more traditional investments and relying less on alternative
asset classes. This will require a review of financial reporting processes.
• Rising interest rates effectively increase capitalization ratios for insurers
that offer long-dated interest-rate guarantees. This will relieve some of
the pressure on performance that has led many carriers to divest interestrate-sensitive books of business.
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• The deals environment appears likely to remain hot despite the rate
increase. However, any subsequent increases could cause distressed
credit scenarios as highly leveraged deals come under pressure.
Moreover, reinsurance transactions could decline because insurers will
have less need to reinsure or transfer interest rate risks to other parties.
• In the previous period of high inflation and rising interest rates, P&C
carriers saw fixed-income asset value deterioration, unpredictable claims
trends and poor underwriting performance. The sector now seems better
prepared to adequately manage these risks, but companies that maintain
longer-tail casualty reserves will be more likely to experience reserve
volatility in a high-inflation environment because of rising medical costs
and social inflation.78

“Digital upskilling
doesn’t just focus
on learning and
development, but also
on winning sustainable
workforce buy-in by
creating opportunities
to apply new skills and
drive innovation.”
Source: PwC Analysis, The digital insurance
workforce: Going beyond aspirations

How insurers can seize insurtech
opportunities
Recently, legacy insurers have started paying much more attention to
newcomers. They’ve become some of the largest funders of these startups,
recognizing that teaming up with technology firms can be a game-changer.
But here’s the harsh reality: many if not most of these business relationships
won’t meet expectations. When insurers turn to insurtech for the wrong
reasons, or without a clear, sustainable plan to extract value, they’ll fail.79

Getting the most from insurtech
When insurance companies start exploring insurtech, they often zoom in
on the tech first, looking for new systems to revolutionize procedures such
as claims processing. Leaders look beyond features and functionality.
These are the key components that take an insurtech plan from strategy to
execution:
• Have a coherent strategy
• The importance of cultural fit
• Choose business models that work
• Manage innovation80

Culture can determine insurtech success or failure
When traditional players in the insurance industry start discussing how
they might work with insurtech companies, the conversation usually
goes pretty quickly to tangible elements: technology compatibility,
financial projections, legal structures, and terms and conditions. This
is understandable; it’s what corporate development teams do well.
But companies often neglect one factor that looms particularly large in
determining success or failure: culture.81
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Understanding cultural fit is important when considering any transaction
involving two distinct organizations. It’s particularly important when
considering how a large carrier might work with an insurtech company,
whether as an acquisition, a joint business relationship, or just as a service
provider. The very factors that often make insurtech appealing—agility, nontraditional thinking, tech-oriented staffing, and so on—may struggle when
integrated with an incumbent provider. If employees don’t see the value in
staying, much of the relationship’s appeal can quickly erode.82

The many ways to form insurtech alliances
A few years ago, insurance companies tended to look at insurtech as a
competitive, disruptive threat. Now, they tend to see a growth opportunity.
But what does this really mean? There are a variety of ways to structure
a working relationship, and there are tradeoffs involved in each. In some
cases, the form of the relationship may depend on the degree of control
that either is willing to give up; in others, it comes down to the size of the
investment involved.83

The growth of corporate venture capital
In the early days of corporate venture capital, insurers tended to focus
on strategic investment. The bounds were rather loose, and strategic
investments were never pushed hard for a financial or economic return. That
has changed.84
Increasingly, we’re seeing insurers participate as lead investors in insurtech
startup deals. We’ve also seen some significant new investments in
industry CVC funds. For many carriers, CVC’s appeal is the structured
discipline it brings to sourcing, gathering, filtering, and selecting ideas that
are worth pursuing.85

The activities insurance CEOs are planning in the next 12 months to drive growth

34%

From a new strategic alliance
or joint venture

32%

Pursue new M&A

28%

Collaborate with entrepreneurs
or start-ups

Source: PwC’s 24th Annual Global CEO. Survey Base: Insurance CEO’s

PwC | 2022 Connecticut insurance market brief

29

Leaders are now bringing effective controls to the practice. There are clear
boundaries on how to make insurtech investments, decision authority
definitions, investment theses, and leaders are appropriately coupling these
investments with the core business.86

1. There are a variety of
options in between “we’d
like to acquire this company”
and “we’d like to purchase
these insurtech services”. In
some cases, insurers will find
structural alliances to be most
appropriate:

2. Others will find that
contractual alliances are more
useful, in whole or in part:
• Virtual JVs
• Long-term contracts
• Seller financing

• Joint ventures
• Limited partnerships and
LLCs
• Minority equity investments

3. After slumping during the
uncertainty at the outset of the
pandemic, the insurtech market
has become even more active
than in 2019. In personal lines,
commercial, and general P&C in
June 2021 alone, there were:
• 19 IPOs and ey funding
rounds worth just over $1.5bn,
• Nine new products launches,
• Ten new announced
partnerships, most between
incumbents and newer
market entrants.

Investing in insurtech with discipline
Many legacy companies look at insurtech startups as an opportunity to
outsource innovation, thinking “We’re often too bureaucratic to innovate
quickly, but we can team up with others who do it well.” That reasoning
works, up to a point. But a diversified company typically has a fair amount
of overlap. Without an effective governance program, those innovation
programs become inefficient, or worse. Consider a company with teams
in claims, underwriting, auto and homeowners insurance, all looking at
innovation opportunities and all scanning the insurtech landscape. What are
the odds that they will align behind a common, coherent approach?87
As valuable as it can be for units to scan for relevant insurtech investments,
this is not an innovation strategy. There are many models for doing
innovation well: internal labs, minority equity investments, acquisitions,
corporate venture capital and more. The most effective approaches have a
broad view: global governance tied to a unified strategy, a global investment
committee, criteria tied to corporate priorities and the flexibility to allow
individual business units to drive their own investments where appropriate.88
Insurance companies that succeed with this kind of outsourced innovation
tend to have a good idea of what they want to accomplish and a welldefined innovation charter. This includes a sound investment hypothesis and
criteria, clear allocation of authority for making decisions and a thoughtfully
selected investment committee that is aligned to the overall business
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strategy. For every dozen attractive insurtech partnerships, another two
dozen are emerging with ideas that might be even better. So, you’ll want a
systematic way to source, gather, filter and select the innovation programs
that can be most powerful for your company.89

ESG considerations
The increasing breadth and importance of ESG
considerations, from investment strategy and
underwriting to public perception
The insurance industry has long paid close attention to environmental issues
because they directly affect how carriers evaluate and price risk and pay out
claims. But sustainability and governance are becoming equally important.
For the former, insurers are experiencing increased scrutiny of their business
models. For example, what’s the right balance between covering climaterelated risks and underwriting initiatives that could increase those very same
risks? Such sustainability concerns relate directly to governance issues.
Insurance leaders now have to meet formal, increasingly detailed ESG
reporting requirements covering everything from their investments to how
they underwrite business. And investors, customers and the workforce are
paying close attention.90

1) SEC climate disclosures proposal91
Key questions and concerns for insurers:
• How can you accurately measure financed emissions and determine
materiality?
• Differing approaches to measuring financed emissions mean there’s a
lack of compatibility among registrants and existing standards currently
do not cover all asset classes.
• Are “insurance-associated emissions” (i.e., the emissions associated with
an insurer’s underwriting portfolio) in the scope of financed emissions? If
they are, do you have the data to make the requisite calculations?
• Do P&C property writers’ catastrophe modeling processes qualify
as scenario modeling? If so, then insurers will need to disclose their
parameters, assumptions and analytical choices, as well as the projected
principal financial impacts on their business.
• Insurers may need to report changes to total expected insured losses
due to shifts in natural peril patterns, as well as costs related to mitigating
exposure to transition risks (such as reducing emissions).
• Insurers need to consider the potential for latent claims risks related
to climate change (e.g., triggering of liability coverages because of an
insured’s past emissions) that could render current reserves insufficient.
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2) NAIC climate reporting survey
On March 11, 2022, the National Association of Insurance Commission
released an updated climate risk disclosure survey. The survey will be
required by 15 states - CA, CT, DE, DC, ME, MD, MA, MN, NM, NY, OR, PA,
RI, VT, and WA - for insurers that have over $100m in written premiums.92

Key takeaways:
• The NAIC’s updated survey will likely result in a massive shift towards
TCFD-aligned disclosures for the US insurance industry. It will force
insurers to think about climate change in multiple facets of their business
and confront the way their organizations address it.93
• To be able to respond fully to the survey, insurers should develop an
overarching strategy on climate disclosures and risk management
with active involvement from the board and senior management. This
will involve setting clear disclosure objectives, defining key metrics,
identifying underlying data sources, and embedding climate-related
information into their data governance models and management
processes. They will also need to make decisions on whether to use
climate scenario analysis or catastrophe modeling. Another notable
decision concerns whether to disclose Scope 3 emissions.94

Responsible artificial intelligence
If AI isn’t responsible,
it isn’t truly intelligent.

95

Everyone’s talking about responsible AI. To turn the talk into action,
organizations need to make sure that their use of AI fulfills a number of
criteria. First, that it’s ethically sound and complies with regulations in all
respects; second, that it’s underpinned by a robust foundation of endto-end governance; and third, that it’s supported by strong performance
pillars addressing bias and fairness, interpretability and explainability, and
robustness and security.
From automation to augmentation and beyond, artificial intelligence (AI)
is already changing how business gets done. Companies are using AI
to automate tasks that humans used to do, such as fraud detection or
vetting resumés and loan applications, thereby freeing those people up for
higher level work. Chatbots are being used in place of customer service
representatives to help customers address simple questions. Through all
these roles and more, AI opens up virtually limitless potential to benefit the
whole of society.
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Where AI investments are paying off for insurance companies96
Create better
customer
experiences

65%

Improve internal
decision-making

49%

Innovate our
products and
services

45%

Operate more
efﬁciently or
increase
productivity

47%

Achieve cost
savings

47%

4%

7%

9%

9%

38%

11%

15%

45%

36%

35%

Currently
realizing beneﬁts

35%

35%

42%

Reduce risks

Grow revenue

31%

7%

13%

47%

Not currently realizing
beneﬁts but expect to
within two years

Not currently realizing
beneﬁts and do not
expect to within two
years

9%

11%

7%

We haven’t
yet invested
in this area

Source: PwC AI Predictions 2021
Base: 56
Q: To what degree have your AI investments in the following areas lived up to expectations?
Note: Totals may not add up to 100% due to rounding
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At a time when quick decision-making was needed, the rapid spread of
COVID-19 caught governments, businesses and citizens off-guard. This
prompted many businesses to accelerate AI use and innovation. Today,
only 5% of our survey respondents do not currently use AI; last year, that
number was 47%. The ability to operationalize AI effectively — what we call
AI maturity is key to both maintaining progress among leaders and closing
the gap for companies that have yet to start their responsible AI journey.
The survey results showed where companies were grouped among the three
levels of AI maturity:

25%

companies with fully
embedded AI

55%

companies at the experimental
stage of AI implementation

20%

companies still exploring AI without
having implemented anything

AI concerns differ between consumers and
business leaders
Amid this promise, the rapid pace and significant scale of change resulting
from ever smarter AI systems and increasingly pervasive human/machine
interactions are also giving rise to markedly differing concerns among
business leaders and consumers. Consumers want the convenience of
services tailored to their needs, together with the peace of mind knowing
that companies are not unknowingly biased against them —and that their
government will protect them with laws regulating how their data can
be used. Businesses, meanwhile, are in many cases still exploring the
opportunities AI presents and, at the same time, educating themselves
about the possible risks.
There is a clear need, therefore, for those in the C-suite to review the AI
practices within their companies, ask a series of key questions, and—where
necessary—take steps to tackle a variety of potential risks from AI, by
addressing any areas where controls or processes are found to be lacking
or inadequate. The risks include those related to biased decision-making,
the interpretability of AI decisions, a lack of explainability and the possibility
that AI-powered systems could displace human workers. Other risks
include higher-level societal concerns about how AI could amplify inequality
between the wealthy and disadvantaged—or even pose physical threats to
humans from autonomous weapons.

Responding to AI challenges
Alongside these risks, the rise of AI also brings inherent challenges around
trust and accountability. To tackle these effectively, organizations should both
understand the challenges and risks around AI and take these fully into account
in its design and deployment. PwC has developed a holistic a Responsible
AI Framework and Toolkit to help companies focus on and address key
dimensions when designing and deploying responsible AI applications:
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PwC’s responsible AI framework

Strategy
Policy and regulation
As the regulatory landscape continues to evolve, how
are you positioning your AI to meet future compliance
requirements? Are you considering localized differences?

Data and AI ethics
Is your development, use and oversight
of data and AI solutions ethical and moral?

Performance and security
Bias and fairness
Is your AI fair? How are you deﬁning that fairness?

Interpretability and explainability
Can you explain both the overall decision-making
and the individual predictions generated by your AI?

Robustness
Is your AI system stable? Does it consistently meet
performance requirements and behave as intended?

Privacy
How will your AI system protect and manage
privacy, and how will you respond to consumers’
/evolving expectations?

Security
What are the security risks and implications that
should be managed to maintain integrity of
algorithms and underlying data, while reducing the
possibility of malicious attacks?

Safety
Is your AI safe for society? What are its potential
impacts on users, and is it able to prevent
unintended or harmful actions?

Control
Risk Management
Do your risk detection and
mitigation practices enable
he identiﬁcation of emerging
risks and harms across AI
development and deployment?

Governance
Do you have robust governance
models for your AI system? Do
they enable oversight with clear
roles, responsibilities and
requirements, as well as
mechanisms for traceability and
ongoing assessment?

Compliance
How are you anticipating future
compliance, creating
organizational policies and
communicating change to stay
ahead of current data protection,
privacy regulations and industry
standards?

The business imperative of Responsible AI for any organization to
realize the promise of AI, it should address the dimensions described
above. In today’s increasingly transparent, fast-moving and competitive
marketplaces, implementing Responsible AI is not merely a nice-to-have,
but a prerequisite for success. Put simply, if AI isn’t responsible, it isn’t
truly intelligent. Companies must bear this in mind as they plan and build
their AI-enabled future.
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Demystifying the metaverse

97

When it comes to “the metaverse,” few business leaders would consider
themselves experts. Some may wonder if it even matters to their companies.
The short answer: yes, it does.
In fact, several metaverse concepts are already becoming concrete. Others
will soon. Many companies are investing, aiming to deepen customer loyalty,
engage in new ways with their communities and grow revenue.
Yet there’s reason for wariness too. The metaverse is suddenly hot, even
though the underlying technology trends have been underway for years.
As in the internet’s early days, this innovation likely contains pockets of
speculation, overvaluation and unwise investment — especially since a
true metaverse, as tech visionaries imagine it, is still years away. Not every
company needs to become a metaverse leader today.

The metaverse
promises a stunningly
realistic 3D digital world
where you can (for
example) purchase and
sell goods and services,
sign and enforce
contracts, recruit and
train talent, and interact
with customers and
communities.

The good news is, it’s possible to separate the reality from the hype:
understand what the metaverse is really about and take practical, affordable
steps to meet your company’s needs.

What the metaverse is — and what it means for
business
The metaverse promises a stunningly realistic 3D digital world where
you can (for example) purchase and sell goods and services, sign and
enforce contracts, recruit and train talent, and interact with customers
and communities. As some technology visionaries imagine the metaverse,
this world won’t primarily run on platforms whose owners control data,
governance and transactions. Instead, customers (and businesses) will be
able to take their identities, currencies, experiences and assets anywhere
they wish. Also unlike today’s web experiences, much of this digital world
will persist even when no one is in it.
With the metaverse you could, for example, put on a virtual reality (VR)
headset and visit a factory on the other side of the world. You’ll see and
touch its machines, shake hands with the local supervisor, and inspect
its operations without leaving your desk. You could even send one digital
version of yourself to that factory, while another meets with your board of
directors. Consumers could hop from one competing virtual car dealership
to another, feeling the wind in their hair as they take test drives. And after
you leave that digital recreation of a factory, it will keep producing in parallel
to your physical factory. The virtual car will await its next virtual driver. Today,
many younger consumers already try on virtual clothes at virtual retail stores
or buy virtual merchandise for their virtual gaming environments.
For business, the implications of an immersive, persistent and decentralized
digital world could be significant.
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Already, companies are looking to the metaverse to:
• Enrich the consumer experience
• Introduce virtual products, only available in the metaverse
• Collect new data on customers
• Market physical and digital products and services
• Support metaverse payments and finance
• Offer hardware and applications that support metaverse activities.
These opportunities exist, even though a true metaverse doesn’t yet and
may never.

The metaverse is an evolution, not a revolution — with
opportunities today
The metaverse was first described and named almost 30 years ago — but
we’re still in the early days. That’s true even though some digital platforms
are calling themselves metaverses. Computing power, headsets, software
protocols and networking capacity just aren’t ready yet to support a truly
immersive and shared metaverse.
Yet this future is coming, as the culmination of a long-running trend: for
innovative new technologies to blend into a greater whole. At PwC, over
the past decade we’ve identified the most important new technologies for
business and how they’re converging, in ways that are starting to make parts
of the metaverse possible.
Today, cloud technology is addressing the processing power and storage
to support extended reality and immersive interfaces. Hyperconnected
networks that leverage 5G are nearing maturity. AI is helping to create digital
reflections that combine computer vision, speech and deep learning to offer
users experiences that feel real. The decentralization of finance and the
economy, as supported by blockchain, is making partly automated financial
systems possible. Finally, digital-native consumers and the pandemic’s
impact on consumption habits are igniting demand for the virtual products
and experiences that the metaverse offers.
Still largely missing is the metaverse’s promised interoperability: a digital
world where you and your customers can transition seamlessly among
multiple experiences offered by various providers. This connectivity will
require a new architecture for the internet, often called web 3.0. The idea is
that first came static web pages (web 1.0). Then came our current internet
(web 2.0) with dynamic content, but only within platforms that companies
own and govern. Web 3.0, which internet innovators and investors are
currently working on, is supposed to be a decentralized structure with
countless interoperable platforms.
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Whether or not this vision ever arrives, enough components of the metaverse
already exist to offer opportunities, along with risks, today.

What makes a metaverse: key concepts to master
One way to think of the metaverse is as a set of opportunities from which
your company can select a few to focus on. Based on our years of work with
the technology trends that are now converging to form the metaverse, we’ve
identified six concepts that we believe will be its foundation. Most are not yet
fully mature and the full value of true convergence is still unrealized by most
organizations.

59%

of financial services
CEOs believe that cyber
risks are the top threat
to their company over
the next 12 months.
Source: PwC 25th Annual Global CEO Survey

Yet some of these concepts are already concrete enough, that they can grow
existing lines of business and create new ones. Companies in retail, real
estate, and entertainment are already investing and earning profits. For other,
less mature metaverse components, getting in at the start will help your
company be ready for however the metaverse may evolve. Either way, these
components require an attention to trust and values — without care, this new
digital world could exacerbate socioeconomic disparities.
When assets, transactions and identities simultaneously exist in physical and
digital worlds that billions of people and organizations share, the old ways of
building and sustaining trust may no longer apply.

The six metaverse concepts:
1. Economy - Cryptocurrencies, non-fungible tokens
(NFTs) and other blockchain-based digital currencies,
assets and exchanges will likely underpin value
exchange across the metaverse.
2. Interoperability - A true metaverse requires seamless
interoperability among users and platforms, based on
web 3.0 and still-to-be-determined standards.
3. Governance - The metaverse will need rules of
engagement for users, rules for how the metaverse
itself can change over time and enforcement
mechanisms, including for tax collection, data
governance and regulatory compliance.
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4. Identity - In the internet today, identity is often linked
to platforms.
5. Experience - A shared, persistent and immersive
3D digital world will offer unique experiences, based
on its own aesthetics — beliefs, ideals and tastes as
expressed in individual choices.
6. Persistence - A true metaverse should reflect in real
time the changes made in it by different participants,
entering and leaving it in different ways, in different
places, at different times.
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Investing in the local
communities
Making Connecticut a better place
Insurance companies are deeply rooted in the communities in which they live and serve and are committed to making
investments to help them. Each year, hundreds of volunteers from insurance companies in Connecticut donate their
time, creativity, expertise and passion to various organizations in the communities where they live and work. They also
make financial contributions to support organizations and people to make Connecticut a better place.

CVS Health donated over $1.5 million, provided more than $5 million in corporate grants and
sponsorships and volunteered over 7,000 hours in Connecticut.
Conning’s summer interns and their mentors filled raised beds and built garden features with the
Keney Park Sustainability Project located in Windsor, CT with community partner United Way.
Nassau Financial Group employees found safe ways to return to in-person volunteering,
performing over 600 hours of service to support dozens of local organizations including the
Connecticut Science Center, Hands on Hartford, Interval House, and Connecticut Foodshare,
just to name a few. #NassauCares

Volunteerism

Symetra, through their Care and Feeding program, partnered with neighborhood restaurants to
deliver meals to shelters and front line healthcare workers in Connecticut communities to
support their efforts during the pandemic.
UnitedHealthcare donated $1.8 million in 2021 which includes donations through the United
Health Foundation giving,employee giving and matching funds, the Diverse Scholars Initiative
and UnitedHealthcare Children’s Foundation giving.
Voya Financial and the Voya Foundation had $1.4 million in community investment
contributions in 2021 including grant and sponsorship funding, Connecticut employee-related
donations (and company match) to area nonprofits. In addition, CT employees had 7,288
volunteer hours.
Cigna funded StoryWalk in Colt Park to promote literacy and physical activity, in partnership
with Hartford Public Library and Hartford Athletic.
The Hartford donated $1 million to Northside Institutions Neighborhood Alliance (NINA) to
reduce blight and renovate 24 homes in Asylum Hill.

Community
Development

Travelers and the Travelers Championship matched $1 million in donations to The Hole in the
Wall Gang Camp following a fire that destroyed several of the camp’s buildings in February of
2021.
Lincoln Financial provided the services of a consulting firm to help Foodshare/CT Food Bank
retain the increased number of individual donors from 2020 and 2021. This donor retention
project will help Foodshare/CT Food Bank maintain and grow its capacity to serve food
insecure families beyond the months of the pandemic.
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The Cigna Foundation awarded a multi-year grant to Hartford Promise to support a college
scholarship and college success program for Hartford students.

The Hartford committed $1 million to UConn Hartford for 50 students from Hartford to attend
tuition-free for all four years.
Education

HSB has a longstanding partnership with Junior Achievement of Southwest New England. In
2021, HSB CEO Greg Barats was inducted into JA’s Business Hall of Fame. The prestigious
event recognizes business and community leaders for significant contributions to the prosperity
and quality of life of the Greater Hartford region and Connecticut.
Lincoln Financial increased funding to Foodshare, Hands on Hartford, House of Bread and
Loaves & Fishes in Hartford to nearly $200,000 in Q4 2020 and maintained that level of giving in
2021 to address increased food insecurity and helps food banks meet demand. An example of
this funding at work was Foodshare’s drive-thru food distribution effort at Rentschler Field,
distributing emergency food supply to over 277,000 households in the Hartford area through the
Spring of 2021.

Health and
Wellness

The Bouvier Brigade continued helping our communities from a safe social distance by helping
Healing Meals and Hands On Hartford among many more worthy charities with cash and goods
that they needed to help many survive the pandemic.
In May 2021, ConnectiCare matched Mental Health Connecticut’s $31,000 fundraising goal
resulting in over $72,000 being raised for the non-profit during Mental Health Awareness Month.
Since the beginning of the pandemic, Travelers has donated more than 144,000 meals to
community partners to support families in need.
CVS Health contributed more than $50 million in philanthropic actions in response to
COVID-19.

Source: Provided by companies/organizations listed
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PwC Thought Leadership
We invest in developing timely insights on business trends, strategic issues, challenges and opportunities facing
insurers. Some of the publications we list below are about more than insurance, but they are relevant to insurers and
industry stakeholders, visit pwc.com to learn more.

• Top insurance industry issues in 2022
• Actuarial and finance modernization - Including LDTI and IFRS 17
• Insurance tax research and insights
• Insurance risk and capital management
• How insurers can respond to higher interest rates
• Insurance deals insights: 2021 outlook
• The fourth industrial revolution (4IR) brings new data, insights and risks to insurance
• Insurers, it’s time for a new game plan
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• Living in a world of unicorns
• The digital insurance workforce: Going beyond aspirations
• Captive Insurance 101
• Insurers can win the war for talent—if they tell their story
• A practical guide to Responsible Artificial Intelligence
• Demystifying the metaverse
• How Insurers can seize insurtech opportunities
• Insurance 2025 and Beyond

About strategy+business magazine
S+b publishes ideas from the PwC network and chief executives, business thinkers, and academics. It has a global
audience of more than one million people across print, digital, online, and social channels. The magazine has won
more than 100 editorial and design awards, and Forbes named it one of the Top 25 Websites for CEOs.
Visit: www.strategy-business.com.
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