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How can behavioral science research help us understand AI in 
the insurance context? (Caitlyn Parsons) 
This session exploring how behavioural science can inform the adoption of Artificial 
Intelligence (AI) in the insurance industry was presented by Caitlyn Parsons, Behavioural 
Science Analyst at SCOR’s Behavioural Modelling Team.  

AI is increasingly integrated into insurance for underwriting, claims processing, fraud 
detection, and customer service. While AI promises efficiency and improved decision-
making, its success depends on trust and acceptance by professionals and consumers. 
Behavioural science provides insights into psychological and social factors influencing this 
adoption. 

Classic models of technology acceptance, including the Technology Acceptance Model 
(TAM) and the Unified Theory of Acceptance and Use of Technology (UTAUT) can provide 
insight on AI adoption. These models highlight factors such as perceived usefulness, 
perceived ease of use, social influence, facilitating conditions, computer self-efficacy, and 
perceived enjoyment. Recent research adds AI-specific considerations, such as perceived 
information credibility, perceived system performance, and perceived application value. 
Explainable AI (XAI) emerged as a critical concept for transparency and trust, enabling users 
to interrogate AI decisions and understand reasoning.  

The discussion then moved to challenges such as the trust paradox, where people distrust AI 
broadly but still use it for specific tasks, often due to fear of missing out, pragmatic cost-
benefit decisions, or domain-specific trust. Over-reliance on AI can lead to poor decisions, 
legal exposure, and reputational damage, underscoring the need for balanced trust. Trust in 
AI may also depend on trust in insurance overall. 

The SCOR team are planning to investigate these concepts further through surveys with 
users of AI tools and updated consumer research on willingness to use AI in insurance 
decisions. Future questions include which acceptance factors matter most in insurance, 
whether new factors should be added, and how to integrate XAI effectively for professionals 
and consumers.  

In the discussion we explored what XAI really means and how it is defined technically. XAI 
isn’t just a buzzword to use when deploying AI related tools. It fundamentally changes how 
users interact with models. Instead of simply producing outputs, XAI allows users to ask, 
“Why did you reach that conclusion?” It can point to the evidence behind its decision. This 
transparency builds trust and accountability, which are essential in regulated sectors like 
insurance.  

The audience raised an important distinction: Does AI matter differently for insurers versus 
consumers? The presenter confirmed that it does. For insurers, AI is a tool for efficiency 
streamlining underwriting, claims handling, and operational processes. For consumers, its 
greatest value lies in making insurance less intimidating: simplifying policy details, improving 
financial literacy, and guiding them through complex processes. Therefore consumer-facing 
AI tools should aim to empower individuals with clarity and confidence.  

The discussion sought to rank the importance of different factors affecting adoption: Which 
factors, trust, perceived usefulness, or social norms, matter most? All factors play a role, but 
their influence shifts over time. Early on, social norms are powerful because people lean on 
others’ experiences as a proxy for trust. As users gain personal experience, ease of use and 
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perceived usefulness become more critical. For insurers, this means focusing on social proof 
during rollout and usability improvements as adoption matures. 

The session concluded with the key takeaway that behavioural science helps identify trust 
drivers and adoption barriers. AI adoption in insurance requires balancing efficiency, 
transparency, and appropriate trust. XAI is critical for trust but must be implemented 
carefully. Social norms influence early adoption, while personal experience becomes 
dominant over time.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


