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Experiences in the Insurance Industry

Enabling stickiness and growth through 

customer experience



2

Influence of experience on results
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Customer experience is top of mind
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Stakeholders matter…

Middle 
Market

AffluentHNI

Mass 
Market

• Price sensitive
• One Size fits all approach
• Open to formal and Informal 

sources of advice
• Sentiment plays a huge role
• Easy and Simple representation 

of information
• Skeptical of digital channels
• Will prefer to call or receive calls
• Lack of awareness

• Service over Price
• Look for Personal Advisor
• Customization is the key
• Prefers all transactions to be 

handled by the advisor
• Active on social media and 

digital channels

• Price sensitive
• Open to formal and informal 

sources of advice
• Easy and simple representation on 

information 
• Will prefer to use digital channels 

to interact
• Hassle free experience
• Active on social media and digital 

channels

• Service over Price
• Will research about the provider  

over formal/informal sources of 
advice

• Look for Trusted Advisor
• Will prefer to use digital channels 

to interact
• Integrated financial experience –

Banking, Life Insurance, P&C 
Insurance, wealth management

• Hassle free experience
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Impact of experience on business performance

Disruptive Distant Engaged Loyal Advocate

Frustrating Neutral Useful Usable Meaningful

• Difficult, repetitive

• Inconsistent, 
inaccurate

• Expectations unmet

• Commoditized

• Acceptable

• Low-to-no 
expectations

• Functional

• Consistent

• Expectations 
managed

• Easy

• Intuitive

• Expectations 
met

• Desirable

• Personal

• Expectations 
exceeded

Suffers Survives Competes Differentiates Dominates

Impact of Experience
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What has changed - Use of technology & behaviour

Yesterday

Social 

media

Multi-channel 

experiences

Four 

generations co-

existing

Evolving 

technology

Next gen genomics, autonomous 

vehicles, internet of things & 

intelligent cities

Global 

reach

Customer

centricity

Today & Tomorrow

Market drivers forcing evolution
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Take away…

 Understanding of four generations of customer, customer purchase behavioral patterns by segments for 
better customer intimacy

 One size doesn’t fit all with focus on personalization 

 Creating easy, positive touch points with more customer centric and customer driven innovation  

 Engaging early on in value chain to sense demand and respond

 Looking beyond enterprise into eco system for customer experience and intimacy

 Clear translation of brand to delivery model to align organization in customer experience journey

 Digital is default which requires cultural change within enterprise 

 Incremental value creation through digitization, legacy digital transformation to digital re-imagination

Key focus areas ..



Thank You


