
poorly considered post can generate public backlash and unwanted viral conversations. Furthermore, unauthorized 
and accidental disclosures of personal and confidential information can also be used in cybersecurity attacks.  A 
defined social media policy and broad staff training are the best defense.

Social Selling and Paid Posts
When considering the power (and peril) of social marketing, I’m reminded of the cheese shop sketch by the famous 
comedy troupe Monty Python. In it, a shopkeeper asks a customer what cheese he would like. Do you have Red 
Leicester? Sold out? Blue cheese? On order. Cheddar? Not much call for it. Asked to support his claim to have the 
best cheese shop on the High Street, the shopkeeper says, “Well, it’s so clean, sir!”

Paid social posts can enable insurers to place content into the feeds of hard-to-reach target audiences, but whether 
that content is viewed positively or not depends upon each post’s relevance and usefulness. Efforts to help or 
inform, from how-to videos to articles on trends, can be particularly powerful. Attempts to make social networking 
fun, from contests and giveaways to online games played through social networks, can build customer loyalty and 
return visits. Put simply, meaningful social media marketing can help create a community around a brand.

However, developing social content that is meaningful or fun is no easy task. Any strategy that relies, primarily, on 
sharing mostly empty, useless, and repetitive promotional posts will fail. Just as a particularly tidy cheese shop that 
sells no cheese is destined to lose customers, a social profile that sends mostly spam will be ignored.   

Social Product Development
Life insurers once may have been able to rely on size and reach to maintain market share. In today’s rapidly digitizing 
industry, such a strategy seems complacent. Marketing insights about an individual’s or group’s affinities, drawn from 
social connections and associations, are enabling many businesses to more effectively tailor product offerings while 
also raising consumer expectations.  

As customers embrace social media as a means to share information, carriers should consider using social channels 
to test product ideas before scaling them. This approach, called “crowd testing,” can be delicate as the threat of 
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intellectual property theft is real. Still, conducting social media-based innovation contests, posing product ideas on 
social channels (in a limited manner), and even reviewing social ratings, complaints, and compliments can all deliver 
powerful competitive intelligence. After all, social media is nothing more than a global conversation, and by listening, 
insurers can capture the voice of the customer. Product development efforts will benefit.  

Social Underwriting and Claims
The lesson of the past century is that technological change 


