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EXECUTIVE SUMMARY

Insurance marketing in 2026 is evolving
in an environment defined by hyper-
personalization, regulatory recalibration
and shrinking consumer trust.

Examples:

Increased government scrutiny on how insurance companies use data.

Government agencies are using Al to monitor marketing content for compliance violations, including ads
and social media.

Marketers are using Al to generate content faster than ever before, often with no guardrails.

Influencers and Customer Testimonials are coming under increased scrutiny worldwide.

Marketing Compliance teams are using Al to keep up with reviews on ever-skyrocketing content volumes.
Insurers and intermediaries are embracing data-driven marketing and Al-enabled tools to personalize relevant
offers at scale in real time. But as innovation accelerates, the risk of misrepresentation grows. Marketing

compliance teams are now expected to navigate a complex intersection of consumer protection laws, data-
ethics frameworks and new disclosure standards - all while communicating with greater speed and accuracy.

In this new era, the line between service and solicitation is blurring. Digital quoting tools, embedded insurance
offers and automated advice systems are all reshaping how products are marketed and sold. Regulators, in
turn, are focusing and
whether decisions made from them are fair and transparent.
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As 2026 unfolds, insurers face the challenge of scaling creativity and responsiveness without losing control of
compliance. This guide explores the regulatory trends, operational constraints and governance solutions that
will define compliant marketing for insurers in the year ahead.

“Introducing this software supports an ongoing operational evolution, specifically in
the standardization of our compliance reviews of marketing at a time when we are

experiencing an increasingly complex regulatory and risk management landscape”

Andy McQuillan | Chief Marketing Officer, L&G - Asset Management

Disclaimer: This document is not intended as a substitute for legal or regulatory advice. This report has been prepared using both public

and private data by IntelligenceBank, a provider of software that helps companies stay on brand and adhere to regulatory compliance.
Companies should seek professional legal and regulatory advice when establishing internal compliance protocols.
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WHY INSURANCE MARKETING COMPLIANCE IS
MORE COMPLEX IN 2026

Insurance marketers have always worked under scrutiny, but in 2026, marketing compliance is becoming an
active performance measure. Regulators are less focused on paperwork and more focused on outcomes i.e.,
how marketing influences customer understanding and decision-making.

Below are the major forces increasing complexity for insurance marketers and compliance teams this year.

01 Hyper-Personalization Meets Regulation

Insurers now use behavior-based data, purchase history and location signals to personalize product
offers and premiums on the fly. These algorithms can inadvertently create biased or inconsistent
outcomes, raising fairness and discrimination concerns.

Why it matters:

Regulators such as the U.K.’s Financial Conduct Authority (FCA) and Australia’s ASIC are
in marketing and pricing decisions. Marketing personalization
that isn’t explainable or consistent can be considered misleading - even if technically accurate.

02 Embedded and Partnership Marketing Are
Expanding Accountability

Insurance is increasingly — from airlines offering travel cover to fintechs
embedding protection in payment apps. While these models create powerful new channels, they
also blur responsibility for disclosures and compliance checks.

Why it matters:

Regulators are clear that insurers remain accountable for how their products are represented by
partners. This means every embedded or co-branded promotion must follow the same sign-off,
disclosure and documentation standards as direct advertising.
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O3  Regulators are Using Al to Police Misleading Promotions

Across major markets, regulators are turning to technology themselves. The Federal agencies
and the have begun deploying Al-driven tools to scan marketing claims and pricing promotions.

Why it matters:

This tech-enabled enforcement means insurers no longer have the cushion of time. Noncompliant
ads can be detected and escalated within hours, not weeks. Compliance must happen before
content is live - not after complaints arise.

04 ‘Always-On’ Digital Campaigns are Harder to Govern

Dynamic websites, quote calculators and retargeted ads update in real time as customer data
changes. With content being auto-optimized, marketing teams may not even see every version
that goes live.

Why it matters:

If rates, terms or benefit explanations change mid-campaign, insurers must still be able to prove
what information was displayed to customers and when. Manual approvals can’t keep up.
Automated workflows with version control are becoming a necessity.

05 The Rise of Digital Intermediaries and Influencer Advice

Insurance comparison websites, online brokers and influencer ‘educators’ are now powerful voices
in consumer decision-making. Yet much of this content sits outside traditional compliance checks.

Why it matters:

Regulators increasingly view insurers as responsible for ensuring the accuracy of third-party
representations, (even those made by affiliates or social media partners). Clear contractual
obligations and ongoing content monitoring are critical.
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06 Fair Value and Outcome-Based Rules Are
Reshaping Messaging

2026 is the year regulators double down on consumer outcomes.
and similar frameworks worldwide require insurers to show that products
deliver fair value and that marketing materials help rather than hinder informed decision-making.

Why it matters:

Disclosures must be clear, benefits substantiated and costs transparent. Overly complex
comparisons or selective performance claims can be treated as misleading, even if technically true.

07 Climate, ESG and Purpose-Led Messaging Under
the Microscope

. But vague claims
around “responsible investing” or “climate resilience” are drawing regulatory fire for greenwashing.

Why it matters:

ESG statements are being held to the same evidentiary standard as financial claims. Marketing
teams must align all purpose-led content with verifiable data and formal governance oversight.

08 pata Transparency and Consent Fatigue

Consumers are overwhelmed by how their data is collected and used in insurance marketing.
Meanwhile, privacy regulators are tightening consent and disclosure expectations around profiling,
segmentation and automated decisioning.

Why it matters:

Marketing teams must design campaigns that respect user control while meeting compliance
standards. Overly complex consent flows or opaque personalization can breach both privacy and
advertising laws.
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. Generative Al Moves from Hype to Agent

Generative Al is moving beyond content creation and into the realm of autonomous marketing and

decision-making. In 2026, insurers are deploying Al copilots and multimodal platforms that design

campaigns, generate personalized offers, optimize pricing and even recommend next-best actions
to brokers and customers in real time.

This transition from human-guided automation to Al-assisted orchestration creates significant
opportunities for efficiency and innovation. However, it also expands the compliance frontier. When
an algorithm decides which messages to send, which products to highlight or which customer
segments to target, insurers must ensure that every output aligns with regulatory expectations for
fairness, transparency and accountability.

Why it matters:

As generative Al takes on more autonomous roles, regulators are shifting their focus from what
Al produces to how those decisions are made. Without clear auditability, explainable models and
controlled approval workflows, insurers risk releasing Al-generated communications or pricing
recommendations that breach disclosure, bias, or fair-treatment standards. The move from
‘Al as assistant’ to ‘Al as agent’” demands stronger governance frameworks and a compliance
infrastructure that can monitor, document and justify automated decision paths as rigorously as
human ones.
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PROBLEMS AFFECTING INSURANCE
MARKETING COMPLIANCE TEAMS

The insurance industry’s push toward data-driven marketing and product personalization has outpaced the
evolution of its compliance infrastructure. Many insurers are still operating with processes designed for a
slower, more predictable era i.e., one built around static brochures and annual campaign cycles rather than
real-time digital engagement.

As a result, marketing compliance teams find themselves reacting to issues instead of proactively managing
them.

Below are the key structural and operational challenges that continue to hinder insurance compliance teams
in 2026.

O1)  Fragmented Oversight Across Business Units

Different divisions such as life, general, health, motor and specialty lines often maintain their own
marketing systems and review processes. Each applies slightly different disclosure templates, tone
and approval criteria.

Impact:

Customers receive inconsistent messaging across products, undermining trust and creating
exposure under “fair value” or misrepresentation rules. Fragmentation also makes it difficult for
compliance teams to maintain visibility or enforce consistency at scale.

02 Weak Governance Around Partner and Third-Party Content

A growing share of insurance marketing now runs through brokers, agents, aggregators and other
partners. These external parties often repurpose insurer content or write their own and publish
them online with no approval processes. This introduces compliance blind spots that insurers
themselves are liable for.

Impact:

Even when the insurer didn’t author the message, regulators hold them accountable for the claims
made. Without centralized oversight or automated content monitoring, outdated rates, missing
disclaimers and inaccurate representations can slip through.
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Outdated Review Processes and Legacy Technology

Many insurers still rely on manual review chains typically comprised of email threads, spreadsheets
and document attachments. These methods are slow, opaque and unfit for high-frequency content
production.

Impact:

Approvals drag on for weeks, or worse, content goes live before legal sign-off. The lack of version
control means teams struggle to prove which version of a quote, disclaimer or policy summary was
approved.

Inconsistent Interpretation of Rules

Marketing regulations in insurance hinge on broad principles - clear, fair and not misleading. What
qualifies as ‘balanced’ can vary between reviewers or regions.

Impact:

Teams waste time debating tone rather than improving accuracy. Disparate interpretations also
risk noncompliance, particularly for global campaigns that must align across multiple jurisdictions.

Limited Visibility Into Dynamic or Embedded Campaigns

Personalized quote engines and embedded insurance offers update automatically, yet many
insurers lack visibility into what’s being displayed at any given time.

Impact:

When regulators ask for evidence of what a customer saw or clicked, reconstructing it is nearly
impossible. The absence of digital archives and approval logs leaves insurers exposed during
audits or investigations.

IntelligenceBank.com
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06) Overload From Repetitive, Low-Risk Reviews

Compliance teams often spend more time rechecking templated campaigns, standard disclosures
or routine rate notices than focusing on new or higher-risk promotions.

Impact:

Resources are drained on repetitive work. Over time, fatigue sets in, delaying approvals and
increasing the chance of genuine oversights.

07 Lack of Standardized Governance for Al-Generated Material

Al-driven marketing tools are creating content faster than compliance teams can review it — from
chatbot scripts to auto-generated emails. Yet few insurers have formal policies defining how this
material should be validated.

Impact:

Without structured guardrails, Al outputs can contain unapproved claims, biased language, or
references to unfiled products — all potential regulatory breaches.

08)  Poor Integration Between Marketing and Compliance Systems

Creative assets, legal sign-offs and audit documentation are often stored in separate systems.
Teams spend hours reconciling spreadsheets, downloading PDFs or searching shared drives.

Impact:

Disconnected tools slow down response times and make it harder to prove compliance when
regulators request evidence of approval processes or version history.
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‘ Resource Constraints and Regulatory Fatigue

Compliance functions are under immense pressure: content volumes are rising, regulations are
multiplying and teams are expected to manage both innovation and governance with the same
headcount.

Impact:

Reviewers become reactive instead of strategic. This burnout leads to slower turnaround times,
less thorough reviews and missed opportunities to guide marketing early in the process.

‘ Lack of Scalable Workflow and Audit Infrastructure

Legacy systems weren’t built for today’s marketing velocity or complexity. Without workflow
automation, configurable approval paths, and centralized documentation, compliance remains a
bottleneck rather than a business enabler.

Impact:

Insurers struggle to maintain control as they scale digital marketing. Without a digital compliance

backbone, organizations can’t simultaneously deliver both speed and assurance.
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HOW THE INSURANCE SECTOR IS MODERNIZING
MARKETING COMPLIANCE

In response to the rise in content volume, diversification of media channels and the emergence of Al-assisted
regulatory activity, marketing and compliance teams are now automating compliance reviews to both speed

up reviews and reduce risk.

Our customers in the insurance sector use IntelligenceBank’s marketing compliance solutions to efficiently
manage and maintain content compliance across their marketing and communication materials.

By automating content risk reviews, they can identify potential legal, regulatory, and brand risks before
materials reach compliance approval. Customers define and refine tailored compliance rules based on those

set out by regulators such as the Financial Industry Regulatory Authority (FINRA) and the Federal Trade
Commission (FTC) in the U.S., the Financial Conduct Authority (FCA) in the U.K. and the Australian Securities
and Investments Commission (ASIC).

IntelligenceBank integrates seamlessly into existing workflows and tools, helping legal, compliance, and
marketing teams collaborate more effectively while reducing manual review time and minimizing false positives.

Advanced Al capabilities further enhance accuracy by providing contextual risk detection, verifying claims
against approved sources and ensuring that statements and disclaimers are clear, consistent, and compliant.
This enables insurers to deliver accurate, compliant, and on-brand content faster, supporting both regulatory
obligations and customer trust.

See next page to learn how the of Al-powered risk detection process flows.
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AlI-POWERED RISK DETECTION PROCESS

Identify

Create custom risk rules based
on your specific business and
Insurance industry rules

Approve

Final Legal approval, with most
of the heavy review work
already complete

IntelligenceBank.com

Review

Automatically find risks and
provide actionable feedback before
submitting for final approval

Monitor

Ensure live content stays
approved, with regular,
automated reviews
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TYPES OF RISK DETECTED

Using a combination of deterministic Al (for consistent, rules-based checks) and agentic Al (for more contextual,
human-like understanding), the platform delivers reliable compliance insights whether from straightforward

detections to more nuanced recommendations on tone and clarity.

FINra CMS.gov FAOYA Siiss,

ASIC

Australian Securities &
Invastmants Commission

i
® - —
gt | A
European Securities and Markets Authority | AUSTRALIAN COMPETITION

& CONSUMER COMMISSION
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TYPES OF RISK DETECTED

Here are just some of the risks our system can identify automatically:

High Risk Words

Phrases containing “lowest”,
“best” or “free”

Prominence of Information

Ensure disclosure text is
legible and prominent

Proximity of Elements

Ensure a price is always in the
same sentence as a product

Images

Identify images that are
non-compliant or off-brand

IntelligenceBank.com

Missing Text

Identify missing mandatory information
when offers are mentioned

Numbers & Currencies

Check all numbers have the
correct symbol (%, $, £)

Spelling

Check for spelling mistakes or
regional-specific language

Tone of Voice

Check readability, avoid jargon,
limit sentence length

Disclosures & Disclaimers

Highlight incorrect or missing
disclosures and disclaimers

Dates

Check all promotional end
dates are accurate

Logos

Confirm a logo is present
and correct

Readability

Check readability by
determining reading age
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LEGAL AND BRAND RISK CAN BE DETECTED
ACROSS THESE CHANNELS

Images & Documents Web Pages
Teams use real time Al compliance reviews Reports check thousands of live web pages
to check loan documents, rate sheets and to flag outdated rates, missing disclaimers or
marketing materials to identify compliance misleading terms.

risks as they work.

Live Ads Social Media

Check hundreds of live Google ads offering Social content is often published faster than
various rate and promotional offers faster and you can review it. Al social reviews catch risky
with more accuracy than humanly possible. or non-compliant content.

7 (=3 Amout us CORFaRATE PRODUC TS wiws CamTAGT

'Guaranteed @ @

et = - Misleading High
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Your Home, Car,

and Lifestyle

Missing Unverified
Disclaimer Savings Claim
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What sets IntelligenceBank’s marketing compliance reviews apart is the ability to work seamlessly within

an end-to-end content delivery system. Reviews integrate directly with IntelligenceBank’s Digital Asset

Management (DAM) and workflow tools as well connecting with popular platforms like Microsoft, Google and

Figma to enable real-time risk detection as you create content.

The platform delivers a complete marketing compliance ecosystem designed to break down silos between

departments and make every stage of approval faster, smarter and more transparent.

Audit Trail
Management

Every action is tracked, creating
a clear audit trail that enhances
transparency and accountability
across compliance approvals. No
more third-party record keeping or
scattered spreadsheets and emails.

Streamlined
Approval Processes

Integration with creative approval
systems accelerates the sign-off
process, reducing bottlenecks and
ensuring campaigns move forward
without unnecessary delays.

High Engagement
Across Departments

By centralizing Marketing, Legal and
Compliace within one shared platform,
teams across marketing, legal, and
compliance can collaborate effortlessly.
Many users report daily engagement
and describe IntelligenceBank as
indispensable - not just for managing
compliance efficiently, but for improving

relationships between departments.

IntelligenceBank.com
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EXPECTED RESULTS FROM AI-ASSISTED
CONTENT REVIEWS

While Return on Investment (ROI) will differ greatly
according to the volume of activity and complexity
of an organization’s content production, there are
some benchmarks that can help you determine
potential ROI.

IntelligenceBank used anonymous amalgamated
data from its client pool to measure the potential
FTE savings. The findings showed the average

L

15

number of comments on a marketing asset, such
as a promotional email, downloadable guide or
display ads ran at 10 per asset. The average time
saved resolving each comment via Al reviews ran
at 15 minutes per comment. Therefore, if your
organization produces even as little as 5 assets per
week, your organization can save ~2,600 or ~1.3
FTE in review time.

43

comments per
asset

IntelligenceBank.com

minutes saved
per comment

hours saved per
week
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Ready to Simplifty
Your Compliance
Process”

Upholding marketing compliance doesn’t have to
be a headache. With the right software and
processes in place, you can ensure your marketing
materials are compliant, accurate and effective.

IntelligenceBank’s Al content compliance solutions
are designed to help banks like yours take a
proactive approach to regulatory requirements
while saving time and reducing risk. It’s a great way
to get up and running faster than building a solution
from scratch, knowing that what the regulators are
looking for is the same thing the software is
pre-programmed to catch.

Contact us today to learn more or book a demo.

Learn more at IntelliogenceBank.com
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