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Inter-Company Marketing Group Survey 
Finds Interest and Activity in Insurance Strategic Alliances

2 of 3 Say Alliances Add to Revenue

Two-thirds of life, health and benefits insurance market participants  
have added revenue to their firms in the past three years by engaging  
in strategic alliances, according to an industry sample taken by the  
Inter-Company Marketing Group (ICMG). Strategic alliances were defined 
as partnerships, product distribution agreements, private-label products, 
third-party administration agreements, joint ventures, and other multiple-
company efforts that generate revenue.

Of nearly 70 companies surveyed, 68% said that strategic alliances added 
to their revenue and another 4% said alliances replaced lost revenue. In 
over a third of surveyed companies, alliances contributed 30% or more 
of total revenue in the past three years. Almost 90% of respondents said 
strategic alliances will become more important over the next few years.

Complete results follow. For more information, contact ICMG  
(info@icmg.org/703-729-7701) or visit www.ICMG.org.



“�We’re defining strategic alliances as distribution/reinsurance and we’ve just begun this as a strategy so there is minimal 
revenue attributed to these efforts.”

46 (67.6%)

10 (14.7%)

3 (4.4%)
Replaced Lost Revenue 

No Impact 

Added to Revenue

No Response  

My company is not involved  
in any strategic alliances

1 (1.4%)

8 (11.7%)

1 Company 2 CompaniesUp to $1M

$1M – $10M $10M – $50M

$50M – $100M

$100M – $500M

$500M – $1B No Response

$1B+
28 Companies 11 Companies 9 Companies

5 Companies 4 Companies

8 Companies

What is your company (or business unit) size in terms of annual revenue?
Total Surveyed: 68 (100%)

�What is your company type? (Please choose the one best answer)
Total Surveyed: 68 (100%)

How have strategic alliances impacted your company’s revenue in the past 3 years?
Total Surveyed: 68 (100%)

“ ��Over a number of years ICMG has provided a platform for us to form alliances. These arrangements have become a 
piece of our revenue today.”
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*�Managing Underwriters (3), Intermediaries (2), 
Training Providers (2), Global Provider Network, 
Field Marketing Organization, Benefit Provider, 
Ad Agency, Software Company, Fulfillment 
Company, Consultant, Association. 

Insurance Carrier

Managed Care (HMO/PPO)

Non-Insurance Product Manufacturer (eg. Discount Plan)

Insurance Marketing Organization (eg. Agency, Broker)

Third Party Administrator

Actuarial Firm

Reinsurer

Other*

No Response

TOTAL
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How much of your company’s (or business unit’s) revenue in the past 3 years can be 
attributed to strategic alliances?
Total Surveyed: 68 (100%)

“�With the shrinking of the bank market, these alliances will be very important as we move forward in 2011 and beyond.”

“�Health Care Reform will encourage companies to form strategic alliances. Partners can provide immediate lower-cost solutions 
vs. developing [new products] internally.”

“��The impact from our in-place alliances has not changed dramatically over the last five years. I expect that to improve 
modestly over the next five years.”

“��A very economical method of doing business.” “��No company can do everything themselves.”

How important do you believe strategic alliances will become to your company 
(or business unit) over the next 3 years?

Total Surveyed: 68 (100%)

Up to 5% 6 - 10% 11 - 20% 21 - 30% Over 30%

35.2%

27.9%

2.9%

14.7%
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(�No impact or not 
involved in SA’s)

2 (3%)

24 (36%)

35 (52%)
Much More Important

Somewhat More  
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Much Less Important

= 2 Responses = 1 Response

Average Response: 4.3
On a scale of 1-5, where  
5 = Much More Important



Check any product area(s) where you expect to do business 
through strategic alliances over the next 3 years.
Total Surveyed: 66 (100%)

Individual Life     34 (51.5%)

Group Life    28 (42.4%)

Individual Dental/Vision Insurance     25 (37.8%)

Medicare Products     25 (37.8%)

Accident     24 (36.3%)

Individual Cancer/Critical Illness       22 (33.3%)

Individual Medical    22 (33.3%)

Group Dental/Vision Insurance      21 (31.8%)

Non-Insurance Products (Discount Plans)    19 (28.7%) 

Group Disability     18 (27.2%)

Group Medical      18 (27.2%)

Final Expense     17 (25.7%)

Group Cancer/Critical Illness     17 (25.7%)

Individual Disability       17 (25.7%)

Property & Casualty     17 (25.7%)

Annuities    16 (24.2%)

Individual Long Term Care     13 (19.6%)

Group Long Term Care     11 (16.6%)

Indemnity      10 (15.1%)

Other*     7 (10.6%)

Credit     5 (7.5%)
= 5 Responses

Are you a member of the Inter-Company Marketing Group?
Total Surveyed: 68 (100%)

ICMG Member 
Companies

Non-Member 
Companies

1 (1.4%)
No Response

50 (73.5%) 17 (25%)

www.ICMG.org

info@ICMG.org  |  Twitter @ICMG

ICMG (Inter-Company 

Marketing Group) is a 

nonprofit association that 

fosters insurance industry 

strategic alliances. Among 

ICMG’s 400 members are 

marketing and business 

development decision-

makers with insurance 

carriers, distributors, and 

other related companies.

*�Banking & Payroll, Business Travel Accident, Patient Advocacy Service, 
Worksite, New Product Development.


