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Turning The Insurance Industry Inside Out
 

After more than 25 years as an executive in insurance and 

financial services, Maria’s charge is to focus on the industries’ 

most important opportunities for innovation, recognizing the 

significant public and government demand for change. Her  

mission is to enable like-minded executives to proactively 

shape their own change versus having it shaped for them. 

Maria is a dynamic speaker and writer, and while passionate 

and serious, her training as an entertainer makes the content 

fun and engaging. She has been a featured speaker at a variety 

of industry conferences, corporate meetings and public forums, 

and has written for several industry and consumer publications. 

She identifies, examines and provides an innovation road map 

to take advantage of opportunities in key areas — topics that 

are not only appropriate for executives in marketing, sales  

and product, but also very helpful for corporate support  

leaders such as legal, compliance and human resources.

Coming from one of the most technical areas of the industry, it is  
hard to find someone who can inspire new thinking but also apply it  
specifically to our role in the insurance space. Maria was able to 
challenge us to think “outside the jar” to develop new solutions for our 
business that don’t exist yet but now feel possible versus hypothetical.

Tracy Choka, Head of Life & Health  
Product Management, Swiss Re

http://maddockdouglas.com/


Research Studies

Accessing Insurance — Unintended Consequences

If you were to describe the 

insurance industry’s mission in 

a painting, would you want to be 

perceived more like Monet or  

Van Gogh? This study examines 

the perceptions and attitudes 

of consumers before, during and 

after the purchase of various 

types of insurance. The results 

indicate that while the industry is trying to provide safety, 

confidence and security, the opposite is happening as the 

consumer engages with companies to become covered.

Consumers were asked a series of in-depth questions about their  

experience, their attitudes about the industry, and what it would  

take to make it better. Additionally, they were asked to use imagery  

to convey their emotional state, revealing significant levels of 

frustration and confusion, which leads to mistrust and ultimately 

looking elsewhere for better alternatives. Right now, none really 

exist, but if an outside industry were to come along with another 

option, today’s consumer would be very open to it.

The conclusions provide a starting point for improving customer  

acquisition models and customer experience, but what’s more 

important is recognizing that innovation in the insurance industry 

lies in moving the needle in two areas: engagement and emotion. 

Companies that step up and focus on that are the ones that will 

ultimately remain relevant, and perhaps even reinvent the game.

Insurance and Gen Y — The Eight Obstacles to Relevance

Do you ever wonder if 

insurance products are 

becoming irrelevant to  

Gen Y because of emergence  

of reasonable substitutes (i.e., 

self-insurance, parents, social 

safety nets, crowd funding)? 

This study examines the 

difference between actual 

product irrelevance and the attributes that make it FEEL 

irrelevant. The good news is, you can do something about them.

This study involved both a quantitative test as well as 

neuroscience research (i.e., monitoring brainwaves) to better 

understand relevance as it relates to some new ideas around 

insurance. The assumption was that it is not the insurance  

product itself that is creating irrelevance, but rather one or  

more of eight attributes that were gradually stripped away in the 

course of creating these new concepts. Participants were shown 

animatic videos, which are like animated storyboards, to help 

them compare the current model for buying insurance to several 

new ideas that do not exist in the market…yet! The results were 

overwhelmingly positive for Gen Y; however, they were markedly 

different for baby boomers in some cases. 

If insurance companies today are still catering to the baby boomer 

generation with a “one size fits all” approach, it is no wonder that 

the industry is losing relevance to younger generations.

The Language Gap

This research study explores the gap between what insurance 

companies say, what consumers hear and what consumers think. 

If you think about it, many of the words and phrases used in the 

insurance industry were invented at the same time that insurance 

was invented...around 200 years ago.

In 2010, Maddock Douglas conducted this research study to 

begin to bring these issues to life for those who are serious 

about making changes within the industry. Back then, there 

was deference to the insurance company, and the terminology 

reflected that. Today’s consumer is different, and words take  

on a different connotation over time.

This study examines many commonly used words and phrases, 

what the consumer associates them with, and alternatives for 

making them more intuitive. It also examines some important 

emotions associated with the industry and the process, and offers 

a starting point for ensuring relevancy for younger generations.

Read more on Maria’s research studies by visiting: 

www.flirtingwiththeuninterested.com
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You say… They hear… 

premium quality 

policy 

protection 

rules 

contraception 

CONNOTATION 

HUH? U TALKIN’ 2 ME?  

For more information about industry language and respondents’ comprehension, see pages 59–66 in the Detailed Findings*. 
*Find Detailed Findings in the full report, which is available for purchase at www.soldnotbought.com 

http://flirtingwiththeuninterested.com/


Maria Ferrante-Schepis is a leading insurance and financial  
services innovator, a keynote speaker and a change expert.

If you agree that the life insurance industry is in need of dramatic change  
to survive, you need to hear and involve Maria Ferrante-Schepis in your  
strategic activities.

Nancy Bosley,  
Senior Vice President, Transamerica

Maria’s unique combination of insurance industry knowledge and the ability  
to challenge conventional thinking is the right formula for communicating  
the case for innovation among top executives. She inspired us to take action 
that will lead us into the future.

Terri Hill, President, Nationwide Growth Solutions, 
Nationwide Insurance

 The insurance industry desperately needs to be forward looking, and Maria is 
certainly a visionary. At the Pacific Insurance Conference’s 50th Anniversary  
meeting in Hong Kong, she provided a compelling, insightful and highly rated  
presentation of what we need to do to attract the next generation of customers.

Mel Gottlieb, Chairman and Chief Executive  
Officer of the Pacific Insurance Conference

 Maria recently presented at LIMRA’s Annual Conference and she was 
outstanding. She really challenged the audience to think innovatively and  
made it relevant to their world as insurers.

Bob Baranoff, 
Senior Vice President, LIMRA

 Maria represents one of the insurance industry’s biggest challenges, but  
at the same time, one of its greatest hopes and opportunities. When you 
listen to her message, you can choose to be in denial, keep looking at the 
rear-view mirror and ignore it, or embrace it and position your organization 
for sustainable relevance and future success.

John Ziambras, President and  
Chief Executive Officer, AimcoR Group

Connect with Maria

For more information on having Maria or any of the Maddock Douglas 
thought leaders speak at your event, please contact: 
Winnie Wu, Marketing & Business Development Manager  
winnie.w@maddockdouglas.com | 630.563.6428

Maria Ferrante-Schepis, MBA, 

CLU, is Managing Principal 

of Insurance and Financial 

Services Innovation at Maddock 

Douglas, Inc., an internationally 

recognized innovation consulting 

firm focused on helping large 

brands bring new ideas to market. 

 

Do you sense that  
the insurance industry  
is headed for an 
upheaval?

Do you suspect that there is 

some brilliant, forward-thinking 

entrepreneur in a garage somewhere about to 

reinvent the game? Do you find it hard to make your case for leading 

change while everyone else is still talking the same way, doing the 

same things, and getting the same results? More important, when you 

raise the issue, do those around you look at you like you are crazy? 

Do they tell you that this category is different because the product is 

“sold, not bought”? 

You are not crazy. The industry IS ripe for reinvention, and the sold, not 

bought paradigm is ready for a shift. The question is, how can YOU lead 

the shift versus having someone outside the industry do it, AND have 

the organizational support you need along the way. 

It is a tall order but a necessary one. Flirting With the Uninterested 

is Maddock Douglas’ contribution to help leaders like you begin the 

journey to innovating in a “sold, not bought” category.

What Others Have Said About Maria:

Author/Speaker Kit 07/29/14 

Read more of Maria’s articles by visiting: 
www.flirtingwiththeuninterested.com

Past speaking engagements include:

Even in the midst of the health care reform, Maria was able to help us to get 
beyond the immediate and see the long-term opportunities to differentiate.

Vice President, Global Health Insurance Company

maddockdouglas.com/expertise/speaking-engagements/

www.flirtingwiththeuninterested.com
http://maddockdouglas.com/
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