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Making Sense of the Secret Sauce

Pat Speer
Editor-in-Chief
Insurance Networking News

An evaluation of the 2,000 responses received by /nsurance
Networking News readers to the 2010 Vanguards in Insurance
Practices survey points to something larger than the
technology itself. In this year’s VIP survey results, it's not
surprising that the “why” behind our readers’ technology
decisions is considered as important as the “who.”

Our readers have decided that the leading top solution
providers are those that embody the “why” as a normal
course of doing business; i.e., those offering a secret sauce:
a mixture of technology and business practices that most
fully and reliably meet their customers’ requirements.

In the spirit of helping our readers’ make sense of all
the ingredients in the sauce, Insurance Networking News,
in partnership with Celent, is pleased to provide the results
of the 2010 Vanguards in Insurance Practices Program, our
third annual solution provider ranking with Celent, and INN's
fourth overall. This authentic and accurate view of technology
solution leaders is derived from insurers via votes cast solely
by carriers and their staffs. This year’'s ranking and its related
analysis offers the exacting intelligence necessary to help
insurers make informed decisions when it comes to making
a technology purchase.

In the course of our vote tallying, deliberation and analysis,
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WHEN INSURERS CONDUCT AN APPLES-TO-APPLES COMPARISON OF
TECHNOLOGY FEATURE/FUNCTIONALITY, WHAT MATTERS MOST TO THEM?
THE TECHNOLOGY’S BELLS AND WHISTLES? THE VENDOR’S STABILITY AND
REPUTATION IN THE MARKETPLACE? PRICING?

the Insurance Networking News’ editors learned of a company
that has the ingredients (solid technology story, high customer
satisfaction) required to be recognized as the INN 2010 VIP
“company to watch.” PilotFish Technology, Middletown, Conn.,
offers software and services designed to enable integration of
disparate systems using XML standards, and most recently
began to offer the XCS eiConsole for ACORD License free to
ACORD members. Congratulations to PilotFish for promoting
ACORD, technology and the industry at large.

On behalf of Insurance Networking News and Celent’s
insurance practice lead, CraigWeber, thank you to INN's editorial
staff, its prestigious and seasoned advisory board members
and the thought leaders at Celent, all of whom dedicated their
valuable time and expertise to this critical ranking.

We also offer a special “thank you™ to our readers for taking
time to provide valued feedback ... and send a message to
the marketplace. As you evaluate various solution providers
in order to make your own informed decision, we encourage
you to review the Official 2010 VIP Results and the companies
listed there. Each of the companies that earned a spot on the
ranking did so as a result of receiving a vote of confidence for
providing both technology innovation and superior customer
care to the marketplace.
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INSURERS CALL FOR AN
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VALUE PROPOSITION

By Craig Weber

Insurance Practice Lead, Celent

This year’s crop of VIP
winners have blended style
and substance to meet the
changing technology demands
of their client base, and
create successful business

(FIGURE 1)
PRIMARY DRIVERS OF PREFERRED VENDOR STATUS (%)
Thinking about your choice of
preferred vendors, which factor

has the strongest influence?

partnerships in the process.

The overall value
equation (the business
value we get for the

money we pay)
The Pr?fi‘;fito;:elﬁg"iir Carriers and their software and services vendors both face a daunting set of

and performance) challenges. Theinsurance industryis in a constant state of (hopefully) productive
upheaval. The pressures on project efficiency and costs ratchet up each year.
Technology is helping raise the bar on carrier flexibility and performance. But
36 delivering on the promise of technology requires consistent and disciplined
teamwork between carriers and vendors.

That's why a discussion of vendor performance is critical. Achieving “favorite

21 . . . . .
vendor” status is not a goal unto itself, but rather is a sign that carrier and
The people behind vendor needs have been aligned. The concept of favorites implies that not all
their product (their vendors are created equal, and that carriers recognize differences in vendor

attitude, philosophy,

and knowledge) performance.



The Vanguards in Insurance Program (VIP] salutes those vendors that are
helping carriers meet today’s challenges. For those of you new to VIP, the
program is based on a survey that probes the experiences of carrier and agency
staff. In INN'’s fourth annual vendor ranking and third annual Celent program,
a number of interesting findings emerged from this data.

As usual, our focus was on a very simple question: “Who is your preferred
vendor in each of the following categories?” Respondents voted for their favorite
vendors across each of four functional areas: Insurance Vertical Solutions,
Horizontal Solutions, Platform Technology, and IT Services. But we also asked
some follow-up questions to better understand the reasons behind the favorite
vendor selections. For example, Figure 1 shows results to a question about factors
influencing favorite vendor selections.

Is favorite vendor status a function of a vendor’'s products and services, its
people, or the overall value delivered? Results were mixed. Thirty-six percent
of respondents said product was the strongest factor, while 21 percent cited the
vendor’s people and their skills, attitudes, and knowledge. But 43 percent of
respondents opted for the overall value equation presented by the vendor. This
reflects a healthy, holistic view of the world that says vendor relationships have
many facets that all unite behind the broad concept of value delivered. Do the VIP
award winners deliver on their promises and create business value? The data
suggest that they do.

Figure 2 presents another view, based on a similar question. Having the
respondents assign relative values to various factors that impact vendor choice
shows that there are several intangibles (“responsiveness,” “stability,” and
“partnership potential”) that heavily impact carrier perceptions of their vendor
partners. Think about it: An astonishing percentage of respondents gave “Absolute
Must-Have” status to vendor responsiveness (77 percent), vendor stability (69
percent), and long-term partnership potential (53 percent). All three of those items
finished ahead of product/functionality and price in the Must-Have category.

To put this finding another way, the overall value equation is clearly important,
and product and price are always critical. But VIP survey respondents also clearly
value how value is delivered and reward vendors that act as strategic partners.
If this were an Olympic-style competition among vendors, there would certainly
be required elements, such as functionality that meets a well-defined need,
competitive pricing, and reliable delivery. But style points would also be awarded
for vendors that listen well, respond to customer needs, and take a long-term
view of their relationships.

In many ways, comparing 2009 VIP results to 2010 VIP results shows that the
insurance industry view has evolved only slightly in the past 12 months, despite
a significant amount of economic turmoil (see Figure 3). The rank ordering of
factors when combining the Absolute Must-Have and Near Must-Have categories
is similar between 2009 and 2010.

But if you look at the percentage changes between the two years, four factors
remain relatively level, while two stand out. The number of respondents who gave
perfect functionality/service fit an Absolute Must-Have or Near Must-Have rating
grew four percent between 2010 and 2009, while aggressive pricing grew eight
percent. In other words, these two factors were ranked fairly low as drivers of
vendor choice, but are significantly more important drivers this year than last.

What will happen next year if this trend continues? It seems unlikely that
VIP voters will declare all of these factors absolute must-haves. But it is clear
that buyers are looking for better functional fit from their vendors, and they are
crafting deal pricing with very sharp pencils. From the vendor’s perspective, these
are significant challenges, but they are partially offset by the fact that today's
technology is better than yesterday’s. In that sense, the buyers’ high expectations
are warranted, and they can be met. m

(FIGURE 2)
THE OVERALL VENDOR EQUATION (%)
How do the following factors impact

your choice of preferred vendors?

Vendor responsiveness 21 I 2
Stability of vendor _ 27 I 3

Modern technology 36 .8

Long-term partnership potential m 35 - n
Perfect functionality/service fit _ 45 Il.
Aggressive pricing 48 s

I Absolute Must Have Near Must Have B Nice-To-Have

(FIGURE 3)

VOTING ABSOLUTE MUST-HAVE OR NEAR MUST-HAVE (%)
The rank ordering of factors when
combining categories is similar.

2009 2010 CHANGE

Vendor Responsiveness 97 98 1

Stability of Vendor 96 96 0

Modern Technology 91 93 2

Long-term Partnership Potential 89 88 -1

Perfect Functionality/Service Fit 92 96 4

Aggressive Pricing 76 84 8
(FIGURE 4)

VOTER ADVICE FOR VIP CONTENDERS (%)
Please share any advice you
have for vendors that want

to become customer favorites.
Focus on:

Reliable
Service and Delivery

Product
37 Peopl
Technology (;c;p €
3
Listening
12

Mix of
Factors
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3i Infotech

Ability Resources
Accenture

Adobe

Agile Technologies
AIM

Allenbrook
AMS/Vertafore

AON E-Solutions
Apache

Applabs

Applied Systems
AQS

Arc Consultants

Aslan

Avaeon

Aviana

Bakerr Tilly Virchow Krause
BearingPoint

Blue Cod Technologies
BlueWave Technology
BrightPlan IT

BRQIT Services
BusinessBlocs
Camilion Solutions
Capgemini

CastleBay Consulting
CDW

CGl

CIBER

Cisco

CMC Consulting
Cognizant

Colibrium

Compact Solutions
Computing Center (lthaca)
ConnectWise
Cornerstone
Cover-All Technologies Inc.
CPR

CSC

CSM, Inc

CTl

Datalan

Decision Research Corporation
Dell

Delphi

Discoverture
DocuConsulting

DP Solutions

DTM Consulting
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Vertical Horizontal Platform IT E
Solutions Solutions Technologies Services =
Duck Creek ° . ;
Ebix ° ° E
Edgewater o g
EDS . ’
EMB Actuaries °
Ernst & Young °
Exigen .
Eze Castle Integration .
Fineos o
First American .
Fiserv ° . °
Forsythe Solutions °
Forte Incorporated °
FSC Solutions/StoneRiver °
Garvin-Allen Solutions Limited °
Guidewire ° ° ° °
HCL Technologies °
Heartland °
Horizon U ®
HP J *
Hyland Software ° .
Hyperion o
i4 Solutions o
IBM o ° °
IBQ °
ICE Systems °
IDP ) .
Image Process Design (]
ImageRight/Vertafore . .
ImageSoft °
Informatica Corp. .
Infosys °
Innovation Group °
Insight Client Solutions o o
Insurance Technologies °
Insuresoft °
Interbridge Technologies °
iPartners, Inc. ° ° . °
ISCS °
ISO °
Jarus Technologies °
JBA International o
Kaplan Compliance Solutions .
Keane .
Larsen & Toubro Infotech °
Lawson (]
LexisNexis o
Lussier Date Architects .
Mainline Information Systems o
MajescoMastek ° °
Management Cybernetics o
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Vertical
Solutions

Management Science Associates

MCI .
Microstrategy

MHK Consultants

Microsoft

MindTree

Mitchell Intl. (]
Mize Houser

MountainView Software .
Napersoft

Nebco, Inc.

Neudesic

Northdoor

Nxtech

Olympus

OneShield °
Oracle

P&C Insurance Systems, Inc [
Patni

PDMA °
Peak Performance

Pegasystems

Perot Systems/Dell

PilotFish .
Pinsoft o
PlanIT Solutions

Polaris

PricewaterhouseCoopers

Princeton Financial Systems (]
Pro-Solutions

Pro-Tech Consulting, Inc.

Pyramid Consulting

Quality Core Systems

RCG

Real-Time Information Services

Red Hat

Renaissance Systems Inc.

RGA Technology Partners o
Robert E. Nolan Company

Roeing Corporation

ROOM Solutions .
Safe Bridge Solutions

Sage

Salesforce.com o
SAP

SAS

SCIPS .
SEEC

Sircon/Vertafore o
SISTRAN .
SSP Worldwide .
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Vertical
Solutions
StoneRiver o
Stronghold Data
Sun Microsystems
SunGard °
Synoptek
Syntel
Tata Consultancy Services
TeamQuest
Teamwork Solutions
Techsurance.com
Teradata
Thunderhead
Tibco
Tl Smart Solutions .
Towers Perrin
TransUnion o
Turning Point Solutions Group
Unisys
Upgrade IT
Vertafore o
Virtusa
Vmware Inc.
VRC Insurance Systems
Weidenhammer
Western Union
Wynsure (]
Xchanging
Xerox

Xirtix Consulting
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In The Voters Own Words

In a new question added to this year’s survey, we asked voters
to offer their direct advice to vendors wishing to become VIP
winners. Among the free-form responses received were these
gems, which are stark reminders to all of us of the things that
matter most.

Fully deliver what you promise, for the price estimated, in the
time promised.

It should go without saying that on-time, on-budget, on-scope
projects are a baseline expectation of customers today. Overages,
delays, and scope reduction are symptoms that something is out
of whack with a project, and should no longer be considered
inevitable or even acceptable.

Listen to the needs of the customer and provide a solution that is
tailored to work within that customer’s environment. Be creative in
solving business problems.

It is clear that respondents feel that their current vendors
often are not good listeners. In fact, more than 10 percent of
the responses to this question included the word “listen.” If this
perception is right, it is difficult (if not impossible) for vendors to

11

solve problems effectively, even if they are bringing thoughtful,
well-built products and their creativity to bear. You can’t solve a
problem until you know exactly what it is.

Of course the product is an important factor. But companies
often forget that the people representing them can either really
turn a customer off, orimpress them enough to have an advocate
for the future.

The overall value equation is key for management, but for the
workers it's the people behind the product. You need both.

These comments reinforce the notion that having a great
product is only part of the equation. The delivery of that
product—particularly as it is felt by customers in the face-to-
face interactions with vendor staff—is also critically important.

This year’s VIP winners have successfully blended style
and substance. They brought products and services to their
customers in a manner that reinforces the value that vendors
canbringtotheirclients. Their success proves thattheinsurance
industry’s problems, while complex, are also addressable if the
right products and people are leveraged. m
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