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Introduction
Admiral Group (AGP) began trading in 1993 and has since grown to become one of the largest providers of car insurance within the United Kingdom as well as offering home, van and travel insurance, personal loans and a car finance service. Further, AGP has embarked upon a scheme of international expansion which has seen it create a presence in Spain, Italy, France, the US, Mexico and Turkey, and has over 6.5 million customers worldwide (Admiralgroup.co.uk, 2020). The business employs over 11,000 people and services 6.98 million customers on a global basis, AGP is headquartered in South Wales and is Wales’ only FTSE 100 company (Directorate, 2020).
The insurance market in which AGP operates is well established and of significant size, indeed recent research has shown that the UK insurance market is the largest in Europe, employing over 110,000 people and contributing £72bn in tax revenue to the UK government in 2017 (Shaulova, 2020). The industry has traditionally been viewed as one that is reluctant to embrace change, however there is now evidence to suggest that the rise of digital technology is causing a shift in those attitudes, with Axa Insurance, stating an expectation that their competitors of the future will not be the current incumbent insurance companies, but rather to be companies such as Facebook, Google and Apple (Ralph, 2019). 
As the statement from Axa indicates, there is an expectation that the insurance industry will experience disruption from the digital world. This digital disruption can be described as ‘a type of environmental turbulence…that leads to the erosion of boundaries and approaches’ (Skog, Wimelius, & Sandberg, 2018). It has been suggested that companies can benefit from embracing digital disruption and could expect to see a reduction in costs over the long-term as well as being armed with better data and information upon which they can make decisions (Sprau, 2018). However, others have been keen to sound a note of caution, pointing out that digital technologies have the potential to diminish the profitability of businesses, with this impact being felt disproportionately in those companies who are slower to adopt and adapt to digital change (Bughin, LaBerge, & Mellbye, 2017). 
Insurance Processing
In order to frame this discussion in terms that are specifically relevant to AGP it may be sensible to look at the general processing of insurance, i.e. the selling and maintenance of insurance policies as well as the claims process. There is evidence to suggest that customer expectations have been transformed by technology in this regard. Research carried out by the consultancy firm McKinsey states:
Customers want simplicity—one-click shopping, for example. They want 24-hour access and quick delivery, clear, relevant information about a product’s features. They have the same expectations whatever the service provider, insurers included (McKinsey, 2019)
The importance that McKinsey’s research attaches to the customer expectation of low-friction, high quality interactions is echoed in further research carried out by Wiraya who found that 86% of customers who left their insurance company would have been more satisfied with the level of service they received if the company had contacted them in accordance with their expectations of accuracy and timeliness (Madden, S, 2020). 
In support of this idea we can look to research carried out by Rawson, Duncan & Jones who found that organisations that were able to manage the customer experience well were able to find benefits in increased levels of customer satisfaction, a reduction in customer churn, increased revenue and the added benefit of improved employee satisfaction (2013). 
It could be argued that AGP have acted upon these digital trends. AGP have stated a determination to remain true to its culture of innovation, noting in its 2019 full year results that the business is ‘continuing to deploy technology relating to digital and self-service to improve the customer experience…the Board recognises the growing trend in digital and automation capabilities across the financial services sector and is taking steps to prepare the Group for long term success in a digital world’  (Admiral, 2020).
AGP have published figures that suggest their efforts have been successful. They report a 60% uptake in the volume of online self-service amendments in 2019, a 70% uplift in the percentage of customers who contacted their customer services department digitally and within this have seen over a 170% increase in the number of customers whose contact took place via their webchat channel (Admiral, 2020).
Motor Insurance
Motor insurance makes up the largest part of AGP’s business, both in the UK and internationally. As well as being subject to the aforementioned digital disruption discussed in respect of general processing it could be argued that there is significant digital disruption that is specifically relevant to motor insurance in the advent of autonomous vehicles. Whilst automated features, such as cruise control, are not new developments it has been shown that the speed at which technology is enabling new automation innovations is increasing, indeed some research suggests that by 2035 up to a third of vehicles on the road will be automated to the extent that they will not require a driver (Khayatt, Boilard & Pletziger, 2018). 
The implications for an insurer that relies upon motor insurance for much of its profits are stark. Research carried out by West et al found a consensus among insurance industry professionals that in the event that autonomous vehicle technology results in fewer accidents it would follow that insurance premiums would fall possibly by as much as 60% (2019). West also points to the fact that automation shifts liability from the driver to the manufacturer of the vehicle, a fact that raises the potential for motor insurance to become more of a product liability offering, a market in which AGP has no experience. Madonna supports West et al’s suggestion that along with declining revenue incumbent motor insurers will be faced with a more existential conundrum stating that pressure will fall upon actuaries to estimate liabilities for products they have never dealt with before (2017). 
AGP may find some support in dealing with the latter of these two threats from the industry body, The Association of British Insurers (ABI). The ABI have published extensively on this topic and have put forward a proposed model for the insurance of automated vehicles that would provide some protection for an insurer such as AGP by placing them as the insurer in a system that provides for financial recoveries from vehicle manufacturers where the automated systems were found to be at fault for an accident (Association of British Insurers, 2019). 

Home Insurance
AGP can expect to see the impact of digital disruption in the home insurance market; it could be argued that the disruption it feels in this space, via the ‘Internet of Things’ (IoT) is likely to be of benefit. The value of connected devices in European homes is expected to reach USD$20.9bn in 2020, this development provides an opportunity for home insurers to improve their risk management through an improved ability to assess individual risks as well as using predictive analytics to mitigate losses in a weather event (Angoulvant, 2020). The extent to which an ability to mitigate losses resulting from a weather event would benefit AGP is highlighted by their 2018 financial results which demonstrated that but for the claims experience due to the ‘Beast From the East’ weather event AGP’s home insurance product would have posted profits of £7.7m, rather than the lost of £3m that was delivered (Admiral, 2019).
Digital marketing
Much as it has been shown that customers have increased expectations in respect of their interactions with their insurance provider there is also research to suggest that digital channels are of increasing importance to insurance marketing and sales functions (O’Mara & Memmo Jr, 2015). Wilkes calls out remarketing as of specific interest to insurers ‘where an insurer may have several products that become relevant to a customer at different stages of their life’ (2019). It could be argued that remarketing is of additional relevance to insurers due to the extent to which it can point customers in the direction of information to help them understand often complex policies, much as AGP does through its website offering. 
AGP has attempted to engage with social media for both marketing and process improvements, with mixed success. AGP attempted to launch an offering in 2016 that would see customers able to achieve a discount on their premiums if analysis of their Facebook posts suggested they would be a safe driver, however this garnered a great deal of negative publicity and was ultimately blocked by Facebook prior to launch (Borrell, 2016). A more positive example was observed more recently where AGP used social media as part of its publicising of a £110m premium refund given to customers during the recent Covid-19 pandemic; AGP received national press coverage and a significant increase in positive social media interactions. 
Conclusion
AGP is operating in a market that is currently undergoing a digital disruption. It has been shown that consumers have increased expectations regarding how their insurer administers and processes their policies and contacts with them, further customers will be prepared to switch to providers that are able to meet these expectations. AGP has shown a willingness to engage with this process and has seen the nature of its contacts change as a result. 
There are significant threats to its motor business and opportunities available to its home insurance arm, however there is little evidence to date that AGP has taken actionable steps to mitigate the former and maximise the latter. AGP would benefit from a more detailed and systematic approach in this regard. 
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