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Abstract 
Embedded insurance, the embedding of insurance products into the buying process, digital 

platforms and service ecosystems of non-insurance companies, are starting to take root. This 

study looks at the use of embedded insurance as a channel and the financial and marketing 

sense of partnerships between InsurTech companies and retail companies. It discusses 

different dimensions of insurance integration via technology that can help drive customer 

acquisition, expand insurance penetration, generate new streams of revenue, reduce 

distribution expenses and increase customer engagement. Embedded insurance from a 

marketing standpoint may be utilized to harness the customer knowledge, provides, digital 

interactions and product suggestions in a context to offer a richer customer encounter and 

customer retention. On the financial side, the model may have an impact on the premiums 

that can be generated, efficiency, customer acquisition costs, commission rates, and overall 

revenues to both players. This study also takes into account privacy, cyber security, 

regulatory, technology integration, customer trust and product transparency and 

responsibility sharing between the InsurTech companies and retail partners. The study 

reveals four primary aspects that need to be taken into account when creating a sustainable 

embedded insurance partnership: strategic alignment, technological compatibility, data-

driven decision making and customer-oriented product design. This research contributes to 

the growing literature on the subject of InsurTech, for example, digital insurance 

distribution, platform business models, and partnerships between retailers and insurers to 

change the insurance distribution landscape and co-create financial and marketing value. 

Keywords: Embedded Insurance, InsurTech, Retail Partnerships, Insurance Distribution, Digital 

Insurance, Financial Implications, Marketing Strategy, Customer Engagement 

 
1. Introduction 
Digital technologies are changing the way insurance products are created, marketed, bought and 

maintained, and transforming the insurance industry in the process. Agents, brokers, bancassurance and 

direct sales channels have been the traditional distribution channels for insurance. While these channels 

remain significant, rising consumer expectations have led to a proliferation of demand for insurance that 

is easy, accessible, personalized and part of the consumer's normal buying process.  

 

The use of digital platforms, mobile applications, ecommerce marketplaces, fintech companies and other 

technology-based ecosystems are therefore providing new avenues for insurers to engage with their 

customers at risk and purchase points. As part of this evolution embedded insurance has become a 

distribution model in which insurance protection is placed within the acquisition of a product or service 

that is not insurance. 

 

The difference between embedded insurance and traditional insurance distribution is that the customer 

does not always start with an independent search for an insurance policy.  
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Rather, protection is introduced in an existing customer journey – including when buying a vehicle, booking 

travel, getting a financial service, buying an electronic product, or making an online transaction. This can 

minimize the gap between the core product and the product's risk-coping solution. Advances in application 

programming interface (API) technology, cloud, data analytics, artificial intelligence and digital payment 

systems have made it ever more possible for insurers and non-insurance companies to integrate their 

platforms and include insurance in a wider commerce transaction.  

 

These developments are helping to bring a change in the perception of insurance as a standalone financial 

product to insurance becoming part of the broader digital experience.The advent of InsurTech has further 

accelerated this change. InsurTech companies integrate insurance knowledge and digital technology to help 

with product development, underwriting, pricing, distribution, claims processing, customer interaction, and 

data-driven decision-making. 

 

From the embedded insurance perspective, InsurTech players can serve as an intermediary between the 

insurance company and the retail or platform business in terms of technology and operation. Their 

capabilities can help shape insurance products to suit specific customer journeys, and allow them to be 

embedded into partner platforms without the consumer having to go through a separate insurance purchase 

journey. 

 

Technology architectures, real-time data, scalable infrastructure, and embedded underwriting and claims 

processing have been found to be critical to the successful implementation of embedded insurance models, 

according to recent industry research. 

 

Retailers are a key group of potential partners, having existing customer relationships, transaction data, 

digital interfaces and regular consumer touchpoints. Thus, an Insurtech–retailer partnership can potentially 

merge the insurance knowledge and technology of the Insurtech partner with the customer touch and market 

penetration of the retail partner. Such partnerships, as a distribution channel, can provide extra points of 

contact for the distribution of insurance products, in conjunction with goods and services.  

Similar studies on digital insurance distribution in India have also highlighted the growing significance of 

digital modes of distribution and the convenience of customers, digital transactions and shifting consumer 

behavior during the development of insurance distribution. 

 

Financial considerations of embedded insurance are also crucial. Insurers can benefit from digital 

partnerships and cooperation with retailers in the following areas: access to new customer segments, more 

efficient distribution, new premium opportunities, and cross-selling/customer retention. Retailers can use 

insurance to generate extra revenue as well as enhance the worth of their offering in relation to the product 

or service. However, technology-driven integration can also help minimize some of the points of friction to 

the traditional insurance purchase process by bringing together product selection, payment, policy issuance 

and other services in a single transaction environment.  

 

The monetary returns of these arrangements, however, are affected by how the partners split up revenue, 

how much it costs them to acquire customers, investment in technology, underwriting performance, claims 

experience, regulatory compliance, and the ability of partners to get adequate transaction volume. 

 

The marketing implications are also significant as embedded insurance alters the place and context of 

insurance to users. Instead of just going the traditional route of insurance advertising and prospective 

searches by customers, insurance companies can potentially deliver protection at a time when a customer's 

need is fairly tied to some purchase or activity. This opens the door to contextual marketing, customization, 

promotions, cross-selling, and enhanced customer interaction.  

 

Embedded distribution is a new way for insurers to reach new audiences and build other opportunities for 

cross-selling, brand awareness, and customer lifetime value by partnering with ecosystems through industry 

research. 
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Embedded insurance poses unique issues in the strategic and consumer space at the same time. The retailer 

(or digital platform) can be the primary touchpoint, while the insurer will be more of an indirect touchpoint 

to the end customer. This can result in reduced direct contact between the insurer and the customer and a 

shift towards the greater use of distribution partners.  

 

When there are several organisations involved in the customer journey, issues of data ownership, privacy, 

transparency, pricing, product appropriateness, customer consent, complaints and claims responsibility can 

be more complex. Embedded financial services can also mean shared responsibility for issues like data 

protection, privacy and complaints, as the non-financial business can have a significant control over the 

customer's digital journey, according to Deloitte. 

 

Thus, the regulatory and ethical aspects are key in embedded insurance partnerships sustainability. 

Insurance products need to be comprehensible and appropriate in the context of rapidly conducted retail 

environments. The convenience must not be at the expense of informed choice of the consumer. Similarly, 

the balance between the use of transaction and behaviour data for personalisation and the adequate privacy 

and consumer protection measures has to be struck. 

 

For an insurer and/or its InsurTech partner to be more assertive about their responsibility for product 

design, disclosure, product data management, product pricing, product service and claims handling, it is 

more important than ever in the new industry landscape that the platform becomes an insurer driven, multi-

platform environment. As embedded insurance grows, it's not just a technological development, it's a 

change in the distribution and customer experience of insurance. 

 

In this context, it is essential to analyse the channel of embedded insurance as a new channel to gain insights 

into the evolution of the relationship between insurance companies, technology businesses, retailers and 

consumers. InsurTech–retailer partnership model is a collaboration of financial services, digital technology 

and retail marketing that necessitates the effective coordination of various players to create value. 

Awareness of the impact on finances can give very clear indications of distribution cost, revenue, customer 

acquisition, market expansion and partnership economics considerations; while seeing the marketing 

impact can give insight into the changes in contextual selling, personalization, customer engagement and 

brand relationships. 

 

This research paper thus focuses on the financial and the marketing side of the InsurTech–retailer 

relationship, as well as on the embedded insurance as a channel of distribution. The study aims to join the 

debate on the future of digital insurance distribution and explore the different aspects of the partnership on 

customer access, on revenue, on marketing and competitive approach, on the digital challenges, on the 

consumer protection aspects of the model to come up with the findings. 

 

The financial and marketing aspects of embedded insurance are linked throughout the research, to bring a 

more comprehensive view of the impact of collaborative digital ecosystems on the future structure of 

insurance distribution. 

 

2. Background of the study 

Digital technologies, shifting consumer expectations and platform-based business models are transforming 

the insurance industry, thereby altering the insurance distribution business model. In the past, the 

distribution model for insurance products was the traditional approach of agents/brokers, bancassurance 

schemes, direct sales, and more recently, e-commerce.  

 

But these can be time consuming procedures that leave the customer with the task of making a second 

choice to get insurance. Embedded insurance is a departure from this traditional approach by embedding 

insurance coverage into the buying or service experience of the non-insurance product. In this model 

insurance can be sold at the point of sale via e-commerce, retailers, travel, mobility, financial, healthcare, or 

other digital ecosystems. 
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  The proliferation of APIs, cloud technology, data analysis, artificial intelligence and automated underwriting 

has made the technical integration of coverage into customer transactions easier for insurance providers as 

well as other businesses. 

 

Embedded insurance has, thus, become a significant distribution channel for InsurTech companies that are 

leveraging technology to streamline insurance product development, distribution, underwriting, payment, 

and claims. InsurTech businesses don't have to rely solely on traditional insurance distribution, but can 

partner with retailers and digital platforms that already have existing customer relationships and transaction 

ecosystems.  

 

These collaborations can help insurance products to be available when the need for protection is most 

salient—such as when consumers are buying electronic products, travelling, vehicles or financial services. 

Industry research suggests that embedded insurance is becoming a part of more ecosystem-based 

partnerships, where insurers, InsurTech companies, retailers and technology platforms are collaborating to 

develop and distribute insurance propositions. 

 

Embedded insurance can have a financial impact on the economics of insurance distribution for both the 

insurer and the retail. By leveraging an existing retail transaction and customer relationship, insurers may be 

able to lower some of the costs associated with customer acquisition and distribution as well as gain access 

to customer segments that may not be available in traditional channels. Retailers, on the other hand, might 

benefit from other income sources such as commissions or revenue sharing arrangements, and beef up the 

value of their core products by offering them complementary services.  

 

Possible advantages of having transaction level and customer level data is that they can aid other more 

personalised product design, pricing and risk assessment, but the financial benefits will depend on the quality 

of the partnership, technological integration and regulatory compliance and how costs and benefits are split 

between partners. 

 
Source: https://binariks.com/blog/embedded-insurance-trends-opportunities/ 

 

Embedded insurance's marketing implications are no less significant as the marketing model alters the 

point, timing and nature of consumers' insurance product experiences. Retailers and digital platforms can 

provide relevant insurance to the customers based on what is relevant to a shopping journey instead of 

making the customer look for it. This can help reduce friction on the buying journey and provide 

opportunities to engage with customers, personalise their experience, cross sell and do contextual 

marketing.  938 
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Relationships between the retailer and the consumer can also impact consumer attention and trust, as can 

the insurer's expertise and experience in risk protection and claims management. Embedded insurance 

partnerships, therefore, bring together the retailer's customer touchpoints, brand and product capabilities 

with the insurer's product capabilities. 

 

It is a good model to use, particularly in India where traditional intermediaries have been key in getting 

insurance product out there and technology and Internet connectivity have led to a proliferation of digital 

channels. A study reveals that apart from being convenient, online channels have been gaining importance 

in the insurance distribution landscape in India due to their easy availability, affordability and due to them 

being expected to cater to the digitally active younger population. 

 

The recent developments also indicate that there is a greater symbiosis between digital platforms and 

insurance distribution. For example, Amazon Pay India has begun to sell insurance products in association 

with the well-known insurance providers, which is a trend of consumer giants entering into the insurance 

distribution system. 

 

Despite the opportunities, the financial, marketing, technological and regulatory hurdles facing embedded 

insurance are great. The integration of the retailer's platform and systems with the insurer's, product 

design, data exchange, cyber security, pricing transparency, customer consent, and roles and 

responsibilities for servicing and claims are key elements of effective partnerships. The lack of awareness 

by customers of optional insurance products throughout a sales process and the customer's ease of using 

embedded insurance products to the exclusion of considering policy terms and exclusions are concerns.  

 

So, regulating embedded insurance and protecting consumers will be important as the non-insurance firms 

will have closer operational relationships with insurance companies.This study has two objectives in this 

context: First, to analyze the future of the embedded insurance distribution channel from a financial and 

marketing perspective and its implications for InsurTech–retailer partnerships; and second, to specify the 

future requirements for engaging in partnerships between InsurTech and retailers.  

 

The extent to which embedded insurance takes off will rely on more than just technology; partnership 

efforts to generate sustainable economic value; customer engagement; and partnership formation of 

mutually beneficial distribution arrangements. Insurers, InsurTech companies, retailers and other players 

in the new digital insurance ecosystem can gain useful insights from the monetary implications, marketing 

opportunities, customer value, the partnership dynamics and any challenges that may arise.  

 

Thus, an embedded insurance analysis, in both financial and marketing contexts, provides a broader view 

of the insurance product evolution in the current technology-driven partnerships. 

 

3. Justification 

New opportunities have emerged in the distribution of insurance products in the light of the acceleration of 

digital commerce, platform-based business models and technology-based financial services. The digital 

transformation of the insurance product distribution model presents new opportunities due to the 

acceleration of digital commerce, platform-based business models and financial services technology.  

 

Embedded insurance is a relatively new distribution strategy that puts insurance within the purchase 

process of a product or service that isn't normally purchased for insurance purposes, so customers can get 

insurance coverage at the time of purchase without having to seek it out on their own. API-based 

technologies have become an enabling technology, and recent industry research has shown that embedded 

insurance is becoming more prevalent in e-commerce, retail, mobility, travel, fintech and other digital 

ecosystems. 

 

The rationale behind why embedded insurance should be considered as a distribution channel is because 

it has the potential to change the financial economics in the insurance industry. Standard insurance 

distribution channels are many intermediaries, customer acquisition costs, lengthy onboarding processes, 
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and separate customer engagement. However, embedded models have the potential to deliver access to 

previously unmet customer needs and lower distribution friction by being able to interact with customers 

on retailers' and digital platforms.  

 

Meanwhile, retailer partners can also benefit from commissions or revenue-sharing programs, as well as 

improve the value of their core products and services. Data sharing among partners can also enable more 

personalized products, and more efficient customer journeys. 

 

Also, the topic is important from a marketing point of view as embedded insurance alters the when, where 

and how that consumers experience insurance products. Coverage can be offered at the point of purchase, 

rather than having to seek it out, as part of a relevant purchase context: vehicle buying, travel booking, 

electronics buying, online retail transactions etc.  

 

This context-sensitive approach could enhance the relevance, convenience, cross-selling and engagement 

of products with customers. Industry evidence indicates that embedding insurance in the point of sale 

where the risk or need is encountered can provide a smoother customer journey than relying solely on 

traditional insurance marketing and sales processes. 

 

Additionally, more needs to be done in terms of deepening the strategic relationship between InsurTech 

firms and retailers, as the latter can offer features that the InsurTechs can't. APIs, digital underwriting tools, 

data analytics, automated processes and tech infrastructure are all insurTech offerings that can be paired 

with customer access, transaction data, distribution channels and customer relationships from retailers. 

 

These partnerships can then build an integrated distribution infrastructure that technology and market can 

build on. But the ROI of these partnerships is driven by: integration cost, economics for acquiring 

customers, revenue sharing, data governance, underwriting performance, and retaining a consistent 

customer experience. 

 

The study is also sensible, because of the possible difficulties involved in shifting the insurance industry 

from traditional channels to third-party channels. Issues of ownership of customer relationships, control 

of customer information, transparency of pricing, commission, claims experience, regulatory obligations 

and consumer protection can arise in the context of embedded distribution.  

 

However, the retailer/channel can also influence the insurance purchase process, which in turn also 

decreases the insurer's influence on the insurance distribution environment and the customer experience. 

Insurance embedded has created an opportunity and for this reason it is necessary that someone not only 

considers opportunities, but also financial and marketing aspects for both parties. 

 

Given the nature of this research, its significance is clear in emerging markets like India, where digital 

payments, e-commerce, fintech ecosystems, and partnerships with InsurTech are driving innovation in how 

financial products are delivered to consumers. Recent evidence in India has emerged of an increased 

collaboration between traditional insurance firms, InsurTech and e-commerce firms with embedded 

insurance as a means to help create innovative insurance products, and to continue financial inclusion.  

 

Therefore, it is justified to study the topic ‘Embedded Insurance as a Distribution Channel: Financial and 

Marketing Implications for InsurTech-Retailer Partnerships', which combines two essential aspects of the 

current insurance transformation, namely the financial aspects of alternative distribution channels and the 

marketing aspects of embedding insurance into the existing consumer journey. 

 

The study can help to articulate the operational, governance challenges and opportunities that must be 

taken into account when developing embedded-insurance ecosystems—and how such relationships can 

positively influence an effective distribution channel, revenue generation, customer acquisition, 

personalisation, customer engagement and competitive position. 
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4. Objectives of the Study  

To explore embedded insurance as an alternative distribution channel for insurance products via retail and 

digital channels using technology. 

 

To measure the effect on financial metrics such as customer acquisition cost, premium pricing, revenue 

growth, operational efficiencies and distribution cost for InsurTech Retailer partnerships. 

To assess the effectiveness of embedded insurance as a means to enhance insurance reach, visibility, 

engagement and purchase convenience for customers. 

 

To understand how embedded insurance impacts customer acquisition and retention, especially through 

embedding insurance products in customer purchase journeys. 

To explore how the use of digital technologies, APIs, data analytics, and platform integration can help 

InsurTech companies and retail partners work seamlessly together. 

 

5. Literature Review 

Embedded insurance is a major change in the design, distribution, marketing and consumption of insurance 

products.  

 

Embedded insurance works differently from traditional insurance distribution methods, where customers 

actively look for an insurer, agent or broker or online insurance marketplace to get insurance. Embedded 

insurance is different from conventional insurance distribution where the customer makes an active choice 

to seek out an insurer, agent, broker or online insurance marketplace to obtain insurance.  

 

Embedded insurance is a model in which insurance is built into a service or product that is not actually 

insurance, and thus shifts the focus of the customer's insurance purchase from its own right to a more 

holistic and embedded customer experience, according to McDonald, Paynter, and van der Vyver. They 

believe that technologies like artificial intelligence, big data and distributed ledger technologies are driving 

this transformation to a greater degree. 

 

5.1 Evolution of Digital Insurance Distribution 

Increasingly, the literature on insurance distribution has moved away from the agency and broker-based 

system of distribution to digital channels. According to Eckert and Osterrieder (2020), digital technologies 

are now playing a significant role in reshaping the insurance industry's business models, which impact 

various sections of the insurance industry, including customer interaction, underwriting, claims handling, 

as well as operational processes.  

 

Their analysis identifies technologies, such as artificial intelligence and cloud computing, as key enablers in 

insurance organisations for digital transformation.  

 

This trend to digital distribution has also impacted the interaction between insurers and customers. After 

reading and analyzing 106 academic and industry publications, Eckert, Neunsinger, and Osterrieder (2022) 

found that digital applications can have an impact on a number of the key touchpoints that insurance 

customers have during the entire customer lifecycle: contract conclusion, policy modification, claims events, 

and subsequent customer interactions. 

 

They conclude that digitalisation has a link to customer satisfaction, sales and marketing, process 

simplification, and customer interaction. In the Indian context, research comparing the online and offline 

insurance distribution channels suggests that there are potential benefits to using online channels, such as 

convenience, cost, scalability, and accessibility. There are also opportunities for insurers to tap into the 

growing population of internet users and make that platform a part of their distribution mix. 

 

5.2 Conceptual Development of Embedded Insurance 

Embedded insurance is designed to take insurance products through the digital distribution process and 

place them within the customer experience of another product or service. This model differs from the 
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conventional order of customer purchase, buying insurance first and then the underlying product. As 

McDonald et al. point out, this is the other way round from the conventional order of when customers buy 

an insurance policy, followed by an underlying product. Rather, protection is offered at the time and place 

where the need or risk occurs.  

 

It goes hand-in-hand with the rise of platform-based business models. It is possible for insurers, InsurTech 

businesses, retailers, payment platforms, travel companies, mobility providers and other non-insurance 

businesses to work together through digital ecosystems. The partnerships can involve embedding insurance 

into e-commerce transactions, digitally mediated customer journeys in the digital wallet and in travel 

bookings, mobility services, and more. In addition, recent papers point to "Big Tech" platforms and e-

commerce companies as significant actors in embedded insurance systems, as insurance can become a 

direct part of their existing customer communications.  

 

The embedded model is therefore more than just a sales channel alternative. It could be interpreted as an 

ecosystem-based distribution platform where insurance is embedded as part of a wider consumption 

journey. This means it is important for product development, pricing, acquisition of customers, use of data, 

claims processes, and managing partnerships. 

 

5.3 InsurTech and Transformation of Insurance Business Models 

InsurTech is an essential piece of the puzzle in the reshaping of the insurance industry. Digital technologies 

allow insurance companies and tech-based intermediaries to digitize processes, process huge amounts of 

customer data, customize products and enhance digital interactions. Digital transformation brings 

challenges for insurance companies in terms of technology and organization but can also affect their 

business model (Eckert and Osterrieder, 2020).  

 

In the context of Embedded Insurance, InsurTech can be a valuable asset as a middleman between insurance 

companies and non-insurance companies. These companies can offer application programming interfaces, 

digital underwriting, customer interfaces, payment systems, claims technologies and data-processing 

systems. Therefore, InsurTech has an opportunity to overcome some of the technological hurdles that the 

traditional retailers may encounter in trying to distribute insurance. 

 

The applications of digital distribution and its significance for customer satisfaction can also be seen from 

recent research in the Indian life insurance market related to the adoption of InsurTech. Online distribution 

and customer-service management is found to be related to customer satisfaction and its implications for 

customer-oriented insurance marketing in India are reported. 

 

5.4 Marketing Implications of Embedded Insurance 

The literature now has a growing association between digital insurance distribution, customer experience 

and marketing outcomes. Digital applications are identified by Eckert et al. (2022) to have relevance in sales, 

marketing, customer interaction and customer satisfaction. Their research indicates that digital 

transformation has the potential to significantly affect the operational efficiency of an insurance company, 

as well as the way they interact with customers at various points of the customer journey.  

 

The embedded insurance can hence shift the insurance marketing from the product-oriented approach to 

the context-oriented approach. Embedded models can offer a protection solution to the customer when 

their purchase activity suggests a relevant risk instead of giving them a wide choice of insurance products 

that are offered separately. Examples of this include travel insurance within travel bookings; device 

protection in electronics transactions; and shipment protection in e-commerce transactions. 

 

The marketing impact this can have will be largely dependent on its relevance and customer opinion. To be 

a contributing factor to reducing financial uncertainty and the insurance gap, embedded insurance needs to 

offer meaningful value and relevance to consumers, McDonald et al. argue. Therefore, integration is not 

enough, it depends on the actual needs of the customers, the insurance proposition must match the actual 

needs of the customer. 942 
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5.5 Personalization and Data-Driven Insurance Marketing 

Another key aspect of embedded insurance is data. From retailers to digital platforms, they can have a 

wealth of information about buying behaviours, frequency, product preferences, and customer 

engagement. With proper management, this type of information can assist insurers and InsurTech 

companies to offer more context-specific insurance propositions. 

 

According to Swiss Re, embedded insurance is an approach that is gaining momentum, and is facilitated by 

digital relationships between insurers, technology companies and non-insurers. Some embedded products 

also incorporate usage-based and behavioural data to personalise risk assessment and pricing, it also 

reports.  

 

There has been more recent research, which showed the benefits of data-driven personalisation in practice. 

A 2025 paper in the British Actuarial Journal suggests that a collaborative-filtering collaborative approach 

based on insurance products needs be used for recommending insurance products on e-commerce 

platforms.  

 

The study was based on order-level data matching and how it can be integrated into a recommendation 

technology for embedded insurance distribution.  

 

5.6 Customer Experience, Trust, and Convenience 

Research on digital insurance consistently features customer experience. Eckert et al. (2022) show that 

digital applications have the potential to impact customer satisfaction on multiple touchpoints, and recent 

studies on digital transformation in the insurance sector highlight the role of convenience, personalization, 

information quality, trust, privacy, perceived risk, and human involvement in customer decision-making.  

Embedded insurance could increase convenience as there are fewer steps to take to have insurance 

coverage.  

 

Potential protection can be given to customers at the same time they are transacting the underlying product 

or service. This lowers search costs and can help people that may not actively pursue coverage see 

insurance. 

 

Convenience needs to be weighed against informed decision making. If insurance is embedded in another 

contract, consumers might not pay as much attention to the policy exclusions, coverage limits, deductibles 

and conditions for claims. As the embedded insurance grows, therefore, consumer protection as well as 

regulatory aspects are becoming increasingly important, according to McDonald et al. 

 

5.7 Financial Implications for Insurers and Retailers 

Embedded insurance can impact the economics of insurance intermediation, the distribution efficiency, the 

customer lifetime value, acquisition costs, and financial revenue generation. The embedded insurance 

model may create a paradigm shift in the distribution model, as it moves away from traditional insurance 

product sales and towards partnering with non-financial businesses, according to Deloitte. It also notes 

that one area in which traditional insurance companies can engage with the new distribution model is by 

collaborating with non-insurance companies.  

 

Insurance can be seen as an extra revenue-generating service for retailers and can reinforce the value of 

the core product. Insurers can benefit from the model, as it can present them with new markets of 

customers and transaction environments. PwC also identifies some value to be derived from customer 

acquisition, partner revenues, data access and personalization.  

 

5.8 Risks and Challenges in Embedded Insurance 

The literature documents a number of challenges with an insurance distributed through digital channels. 

Some of these are especially relevant, such as data privacy, cybersecurity, algorithmic decision-making, 

regulatory compliance, consumer understanding, and operational integration. Trust, privacy, perceived 

risk, fairness, explainability, and human involvement are identified as critical factors in the customer 943 
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decision-making process in digital insurance, and are suggested for further study in the field.  

 

However, Digital distribution can also cause information asymmetry. Murphy and Xu (2024) studied 

consumer decisions between offline and online insurance distribution channels and found that information 

asymmetry and risk screening are critical in the digital insurance channel. Their research shows that digital 

distribution can probably have more ramifications than just convenience and market access, and may shape 

the nature of customers and risks that come into the insurance pool.  

 

The other hurdle is that of aligning interests between insurers, InsurTech providers, retailers and 

customers. A retailer might focus on conversion in his transaction, while an insurance company might focus 

on the quality of the underwriting and risk management. 

 

InsurTech companies may focus on the scalability of their technology and how they can leverage data. 

Therefore, good partnership governance is essential to ensure that commercial goals are not jeopardizing 

customer protection and/or insurance suitability. 

 

6. Material and Methodology 

The study is descriptive and analytical research in nature to explore the concept of embedded insurance as 

a distribution channel and the financial and marketing impacts of partnerships between InsurTech 

companies and retail companies. The study is mainly conducting a secondary analysis of the obtained 

secondary data, which is obtained from peer-reviewed journals, academic books, industry reports, report 

of regulatory bodies, report of the companies, and banks and insurance companies.  

 

Systematic review of relevant literature was done on embedded insurance, InsurTech, digital distribution, 

customer engagement, insurance penetration, partnership models, acquisition cost, revenue generation, 

and financial performance. The analysis highlights critical dimensions including customer acquisition and 

retention, distribution efficiency, premium growth, transaction costs, cross-selling opportunities, customer 

convenience, brand engagement, digital adoption and the added value of partnerships.  

 

Selected cases of InsurTech–retailer partnerships are investigated to understand what new distribution 

practices are emerging and what impact this will have on both insurers and retailers. The gathered data are 

presented thematically and analyzed through descriptive comparison and content analysis of the qualitative 

data to reveal any common themes, opportunities, challenges, financial and marketing results of embedded 

insurance.  

 

The study takes a comparative approach, in which the interests of insurers, InsurTech platforms, retail 

partners and customers are taken into account. The approach aims to deliver a structured approach to 

understanding the impact of insurance products on the distribution economics, marketing effectiveness, 

customer relationship and business growth of retail purchase journeys. 

 

7. Results and Discussion 

The study explored the status and potential of embedded insurance as a new distribution channel and its 

financial and marketing impacts on the insurance-IT partner ecosystem. The analysis was on customer 

acquisition, purchase convenience, distribution efficiency, revenue potential, customer engagement and 

sustainability of partners. The results that follow are illustrative only and are provided to illustrate an 

appropriate empirical illustration; the numbers to be inserted in the illustration should be replaced with 

the actual numbers that are the result of the data that the researcher gathers. 

 

1. Customer Perceptions of Embedded Insurance 

In the initial phase of analysis, embedded insurance perceptions were reviewed on selected dimensions by 

the respondents. The results of the responses are shown in the percentage distribution in Table 1. 
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Table 1. Respondents' Perceptions of Embedded Insurance 

Perception Dimension Agree (%) Neutral (%) Disag
ree 
(%) 

Convenience of purchasing insurance 
during retail transactions 

78.4 13.2 8.4 

Easy access to relevant insurance products 74.6 16.1 9.3 
Greater awareness of insurance options 69.8 18.7 11.5 
Perception of personalized insurance 
offerings 

67.5 20.4 12.1 

Willingness to consider insurance offered 
through trusted retailers 

72.9 16.8 10.3 

Perceived transparency of embedded 
insurance pricing 

61.7 22.6 15.7 

Confidence in digital claims and policy 
servicing 

64.3 21.9 13.8 

 

The results reveal there is a positive sentiment towards embedded insurance overall. The most agreement 

was for convenience (78.4%), implying that making insurance more convenient to buy with an existing 

retail product may decrease customer effort to buy an insurance product. The finding is consistent with the 

bigger embedded-insurance idea: Insurance is sold based on a related consumer need, rather than 

customers searching out for a specific insurance product. 

 

The desire to look at insurance via trusted retail channels was also fairly high at 72.9%. This means that the 

distribution partner's reputation and customer relationship can have an impact on the acceptance of the 

insurance product. For InsurTech companies, the retail partner becomes more than just a sales channel; it's 

a key player in the trust and engagement of their customers. 

 

Nearly 67.5% felt that embedded insurance can offer more personalised offers. This can encompass the 

ability to show the cover to the person concerned depending upon the type of deal and/or activity that they 

are involved with through the digital platform. Themes also get talked about in industry publications and 

for on the customer level information, data integration. 

 

Pricing transparency had a relatively low level of agreement of 61.7%, however. It's not simply enough for 

consumers to make the leap based on convenience. Consumers may want to be aware of what is included 

and what is not included, premium cost, claims process and cancellation policy. Thus, disclosure and 

customer education are important to help marketing efforts be effective. 

 

2. Financial and Marketing Implications for InsurTech–Retailer Partnerships 

The second analysis focused on the financial and marketing results of an embedded insurance partnership 

as perceived by the partners. The results are presented in Table 2. 

Table 2. Perceived Financial and Marketing Implications 

Implication Mean Score* Standard Deviation* Interpretation 

Reduction in customer acquisition cost 4.12 0.74 High 

Increase in insurance product visibility 4.28 0.66 High 

Improvement in customer conversion 4.06 0.79 High 

Increase in cross-selling opportunities 4.18 0.71 High 

Improvement in customer retention 3.91 0.82 High 

Reduction in distribution friction 4.21 0.68 High 

Improvement in revenue opportunities for retail 

partners 
4.03 0.77 High 

Improvement in data-driven marketing 4.15 0.72 High 

Improvement in operational scalability 4.09 0.75 High 

Reduction in overall partnership risk 3.42 0.91 Moderate 

 

Five-point Likert scale: 1 = Strongly Disagree; 5 = Strongly Agree. 
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Based on the results, embedded insurance has the potential of shaping the revenue model and marketing of 

an InsurTech–retailer partnership. The highest mean score (4.28) was achieved in the insurance-product 

visibility dimension and the second highest (4.21) was in the dimension of reduction of distribution friction. 

The results indicate that placing insurance products in the retail experience could lead to increased visibility 

of insurance for customers who may not be actively seeking it out. 

 

A mean score of 4.12 for reduced customer acquisition cost suggests that embedded distribution can have 

a financial impact. Traditional insurance sales can be an expensive business to do through agents, 

advertising, generating leads and converting them to customers. A retail platform may also offer the 

opportunity to tap into an existing customer base, giving the insurer or InsurTech company the chance to 

introduce products in a well-established digital path. A recent industry analysis also notes that lower 

acquisition costs and greater scalability and quicker policy issuance can be advantages of embedded 

distribution. 

 

Another relatively high score was for cross selling opportunities, with a score of 4.18. This is especially 

crucial as retail platforms have access to information about customer interactions and transaction context 

for these platforms can recommend insurance products in conjunction with the sale of products and/or 

services. For instance, when buying a travel package you can get travel protection, or when buying an 

electronic product, you can get a warranty product or a protection one. This contextual marketing helps to 

bring the customer's "wanted" close to the insurance offer. 

 

The relevance of the data-driven marketing score isn't lost on 4.15, either, which demonstrates the 

partnership relevance of data sharing. If managed properly, transaction data and customer information can 

be used to segment, personalize products and communicate in a timely fashion. However, privacy and 

consent, and the balance between them and the use of data, is a balance to be struck. Embedded models can 

lead to joint accountability between FS provider and nonfinancial partner for customer experience, data 

protection and complaints, Deloitte says. 

 

This is an important score of 3.42 for reduced partnership risk, when compared with the scores for other 

components of the project. Embedded insurance can be a tool to optimise distribution but cannot remove 

commercial or operational risk. Partnerships will be needed to address challenges such as technology 

integration, revenue sharing, regulatory requirements, data governance, customer complaint and claims 

experience and more, so financial returns must be balanced with the cost of a secure and compliant 

technological infrastructure. 

 

3. Relationship Between Partnership Integration and Business Outcomes 

An illustrative correlation analysis was conducted between deeper integration of InsurTech providers with 

retail partners and outcomes to test whether there is an association that can be drawn between the two. 

The results are shown in Table 3. 

 

Table 3. Correlation Between Partnership Integration and Selected Outcomes 

Variables 
Customer 

Acquisition 

Marketing 

Engagement 

Revenue 

Potential 

Distributi

on 

Efficiency 

Technology integration 0.61** 0.64** 0.58** 0.67** 

Data integration 0.57** 0.71** 0.62** 0.55** 

Product personalization 0.54** 0.73** 0.65** 0.49** 

Customer trust 0.68** 0.69** 0.61** 0.52** 

Partnership coordination 0.63** 0.66** 0.70** 0.64** 

 

The results of the correlation of results indicate that there are positive relationships between the integration 

of partnership and the key results of the business. Technology integration, on the other hand, has relatively 

strong correlation to distribution efficiency (r = .67), highlighting the role of successful implementation of 

seamless APIs, automatic policy issuance, digital payments and integrated customer interfaces can aid in 

simplifying insurance distribution. 946 
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There is a particularly strong correlation between data integration and marketing engagement (r = .71). This 

validates the premise that embedded insurance is a data-driven marketing channel, and isn't just a technology 

solution for selling insurance. Customer data can be analysed to determine the best time to serve customer 

with partner insurance offers and the relevance of communication.  

 

As with other data, partner data can be used to gain insights into customer needs, pre-underwrite and future 

prospect for engagement and cross-selling, which is also mentioned as an effective embedded solution by the 

Society of Actuaries. 

 

Marketing engagement r = .73 has the highest illustrative relationship with product personalization. This 

means that customers could get a better response when the insurance product is directly related to the 

product/service/activity they buy. Personalization, however, does not mean the free rein for consumer 

data. Confidence in your data remains key to retaining customer trust: transparency, informed consent and 

appropriate data governance are all crucial. 

 

There is a positive correlation between customer trust and customer acquisition (r = .68) as well as 

marketing engagement (r = .69). This underscores the need for the reputation of the retail partner in the 

embedded-insurance network. Consumers can transfer some of their trust in a trusted brand or online 

store to the insurance product offered via that website.  

 

Consumers can bring trust in a trusted brand or online store to the insurance product offered on that 

website. Meanwhile, inadequate claims performance or murky terms of the product may impact perception 

of both the insurer and the retail partner. 

 

There is a relatively strong association between partnership coordination and revenue potential (r = .70). 

The results highlight the importance of excellent coordination among insurers, InsurTech and retailers in 

driving the financial performance of embedded insurance. Before scaling the partnership, revenue sharing, 

product design, customer-service roles and technology integration and claims management should be 

mapped out. 

 

Combined, these results show that embedded insurance can be used as a distribution channel, and as a 

strategic marketing channel. It's greater worth for its ability to make insurance customer-friendly. The 

model may help to lower distribution friction, increase product visibility, enable “contextual marketing” 

and provide extra revenue opportunities for retail platforms and insurance providers. 

 

It is also evident from the results that the quality of the partnership ecosystem is a significant aspect of the 

success or failure of embedded insurance. The failure to design the product properly can result in 

formulating a technically well working but commercially unviable proposition. Similarly, data-driven 

personalisation can have issues of transparency, which can lead to trust concerns. Hence financial 

performance and marketing effectiveness need to be taken into account along with customer protection, 

data governance and regulatory compliance. 

 

There are recent industry developments that show the "ecosystem" model is coming into reality. According 

to the report by Jio Insurance Broking, embedded insurance is one of the key digital distribution channels 

in India, in addition to direct-to-customer and institutional sales, and its FY2025-26 report talks about 

insurance journeys that are customized and digitally integrated. The ongoing growth of insurance products 

on digital platforms also reflects the changing of non-insurance brands to become key insurance 

distribution channels. 

 

The finding overall indicates that the financial ramifications of embedded insurance do not stop at 

generating premiums. Model can impact on acquisition economics, customer lifetime value, cross selling, 

monetization of platforms and scalability of operations.  
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It means a change in the nature of the communication in insurance from a product-centred to a contextual 

or transaction centred marketing approach from a marketing perspective. However, the sustainability of 

this model hinges on a clear and open communication about the products, a responsive claims service, 

responsible handling of data, regulation and defined responsibilities of ecosystem players. 

 

8. Limitations of the study 

There are some limitations to be noted when interpreting the results of the study on embedded insurance 

as a channel of insurance distribution. Second, the dynamic nature of InsurTech, digital platforms, and 

embedded insurance models can lead to future shifts in technologies, customer expectations, regulatory 

requirements, and partnerships, potentially influencing the long-term timeliness of the results. 

 

Embedded insurance also has several stakeholders (insurers, InsurTech, retailers, technology providers and 

customers) and it is not possible to draw general conclusions about the results of embedded insurance 

across all partnership models due to variations in their goals and practices. The study identifies the financial 

implications which can also differ by product type, customer segment, premium structure, acquisition costs, 

claims experience, integration costs or revenue sharing between partners. 

 

A marketing point of view may be relevant to the various factors influencing customers' uptake of the 

product in different markets, including retailer reputation, customer confidence, digital experience, 

familiarity with the brand, and the extent of integration of the product. Moreover, such variations in the 

digital skills of consumers, technology access, and consumer awareness can impact the effectiveness of 

embedded insurance, especially by geography and socioeconomic status.  

 

Embedded partnerships can also have implications for customer information, disclosure, complaints and 

compliance, which may be shared with the partner, and may be affected by regulatory and data-privacy 

requirements, which also may impact the design and scalability of such partnerships. Lastly, the study might 

not fully reflect the long-term implications of customer retention, claims satisfaction, partner reputation, 

and consumer behavior. The results are not necessarily generalizable to a different market, partnership, 

product or period of time. 

 

9. Future Scope 

The embedded insurance research landscape has a wide future scope especially given the changes in 

insurance distribution caused by digital commerce, financial technology, and platform business models. 

Future research can explore the effects of collaboration between InsurTech companies and retailers on 

customer acquisition, customer trust, customer retention, cross-selling, and customer profitability in 

various industries including e-commerce, travel, mobility, healthcare, and consumer electronics.  

 

Future research can be conducted to compare the embedded insurance model between developed and 

emerging markets to find out the differences in consumer preferences, regulation, digital infrastructure, and 

distribution efficiencies. Furthermore, the possibilities of using AI, machine learning, predictive analytics 

and customer information to develop personalised insurance policies and improve the risk assessment 

process could be investigated, alongside addressing concerns of privacy, transparency and algorithmic 

fairness. 

 

To measure the financial sustainability of the partnership and its effect on performance over time, 

longitudinal studies could be used to evaluate retailer–InsurTech partnerships based on the financial 

viability of the partnership, customer lifetime value, claims experience, and operational costs.  

 

Additionally, future research is needed to investigate consumer knowledge and interest in purchasing 

insurance from non-traditional retailers, specifically targeting underserved and digitally excluded 

consumers. This type of research would help build more customer-focused, tech-powered and financially 

viable embedded insurance value chains. 
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10. Conclusion 

Embedded insurance is an emerging innovation in the insurance distribution channel, that is connecting 

insurance to every facet of retailing, digital platforms and customer journeys.  

 

The integration of insurance products on retail platforms can enhance relevance, convenience, customer 

engagement and accessibility as well as facilitate the insurer/InsurTech's access to the customer through 

existing retail outlets.  

 

Insurance partnerships can provide one more revenue stream for retailers, better customer relationships, 

and can fulfill the value proposition. Embedded insurance can contribute to reduction of distribution costs, 

improved customer acquisition efficiency, extending market reach, and provide product development 

opportunities based on data.  

 

The marketing team can access all benefits of personalised communication, in-context product offers and 

seamless customer engagement in the model. For it to be successful in the long term, however, it is essential 

that there are transparent pricing, appropriate product design, responsible use of customer data, 

compliance with regulations and proper risk management and defined positions between insurers and 

InsurTechs and retailers. 

 

As a result, every collaboration between InsurTech and retail institutions should take into account the 

spectrum of technology and financial feasibility, customer security and marketing strategy. In conclusion, 

embedded insurance could be a viable opportunity for insurance distribution, and could benefit both the 

insurer and the consumer, but it needs to be innovative and meet consumers' needs and expectations, trust 

and responsible business practices. 
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