
Welcome to the Consumer Revolution
How Insurers Can Heed the Voice of Customers, Rethink Relationships
& Embrace Innovation to Drive Profitability & Market Leadership
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More demanding –
expecting more
customization,
personalization,
flexibility and
“me-tricity”

Mobile and
technology-
enabled

More sophisticated
in their financial
services needs

More diverse –
global markets,
empowered women
in the workforce

80%
50 billion
connected devices globally

Have access to
mobile telephony

60+%
have smart phones or
low-cost tablet computers

Global
consumers

in 2020

Source: Ernst & Young Global
Consumer Insurance Survey, 2012



Listening to the voice of the customer
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The 2012 Ernst & Young Global Consumer Insurance Survey asked 24,000 consumers in 23 countries around the world how
they feel about their insurance needs and relationships with current carriers. The findings highlight the challenges and
opportunities faced by insurers around the world – this is very much a “good news, bad news” story.

Consumers are generally confident in and satisfied with their carriers, but … . . . want them to work a little harder to keep the business.

Life and pensions. Customer confidence and satisfaction scores

85%
79% 6.8

76% Asia-Pacific
7.6

Americas
7.0

Europe

Regional average Satisfaction scores (out of 10)
Confidence scores (percentage very/fairly
confident product is right for needs)

Non-life insurance. Lack of effort made by insurer at renewal

82%
Europe

68%
Asia-Pacific

75%
Americas

Regional average Respondents that cited
“little” or “none”

Life and pensions. Effort made by existing provider to retain customer

Asia-Pacific

46%

Europe

30%

Americas

24%

Regional average
Respondents who felt
insurer made a great or
fair amount of effort

Source: Ernst & Young GlobalConsumer InsuranceSurvey, 2012
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Asia-Pacific

7.0
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7.5
Americas

Regional average

Customer satisfaction ratings

Mean score out of 10



Insurance industry impacts: good news and bad news
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First, the bad news: many insurers are not keeping up with today’s more informed, highly empowered,
dynamic consumers – who may know as much about your company and your competitors as you
know about them.

Product transparency

Specifically, insurers need to improve along four dimensions:

Service quality Rewarding loyalty Communication

$ ! ?



Insurance industry impacts: good news and bad news
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Now for the good news
There is much to learn and many best practices to emulate from other industries.

Constant market
research and innovation
focus from consumer
packaged goods

Customer loyalty and
rewards programs from
airlines, retail, banking
and other sectors

Robust analytics from
banking and

e-commerce

Personal touch
from hospitality
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More good news: growth opportunities with current base

There is opportunity for insurers that can
master all the consumer interaction points.

37%
Asia-Pacific

16%
Americas

Consumers want to build long-term relationships
with and are willing to purchase multiple products
from their carriers. They aren’t doing so today,
however. A simple, transparent buying experience;
clear and effective communications; and rewards for
loyalty – these are the steps insurers must take to
seize the growth opportunity.

Life and pensions. Customers who have bought another product from
the same provider in the last five years

19%
Europe

Regional average

Consumers who prefer to buy multiple
products from the same provider

52%

Source: Ernst & Young GlobalConsumer InsuranceSurvey, 2012



The journey to customer centricity
The journey to customer centricity is not easy. But insurers that can move forward along the right strategic
course will find many opportunities to drive growth, transform operations and seize competitive advantage.
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Take
Take a realistic look at your
propositions (solutions, not products)
– what will it take to deliver what
customers want at a price they want
to pay, and still make money?

Learn
Learn to be adaptive –
use detailed customer
insight to test, learn
and act quickly,
accelerating the
process with
prototypes

Start
Start to build a
culture that puts the
customer at the
center and aligns
objectives, targets,
rewards and
recognition with
customer needs

Focus
Focus on some key levers and build
momentum throughout the organization

Involve
Involve distributors
and, together, build
stronger partnerships

Define
Define your
target customers
and their needs

Generate
Generate customer
engagement across
the relationship life
cycle to build loyalty

Next step > operationalizing customer centricity



Get digital
Make friends with and followers
out of your customers

Operationalizing customer centricity
Customer centricity is both a strategic mindset and a set of specific operational capabilities.
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Segment smarter
Focus on multiple attributes, like
potential lifetime value and
“switching” risk, not just channel
and product, to identify and
keep the customers you want

Embrace analytics
Rethink and reimagine the
customer base and current
operations by asking more and
better questions of operational
and external data

Integrate channels
Share information and create
consistent experiences across
channels so customers can
knock on any door they want

Reorient the culture
Establish rewards for keeping
existing customers happy, not
just winning new business

A
B C
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Source: Ernst & Young

Education and
awareness

Research
and decide

Purchase Use and service Loyalty

Targeted advertising —
direct mail, telesales

Wordof mouth

Radio, TV, and print

Internet ads

Viral marketing

Blogs

Social media

Landing page

Comparison/third
party sites

Tools and
calculators

Intermediary
agent

Interactive
chat

Interactive video

Call center

Website

Mobile/
smart
phone

Push alerts

Instant
messenger/
chat

Email, paper

Call center

Rewards/
incentives
communication

Operationalizing customer centricity
The overall customer experience is influenced by customers’ direct and indirect interactions with an organization —
both physical and digital touch points. Both must be managed effectively in order to maximize the experience.



Overcome the risk-averse culture common to many insurers
� Drive culture change from top-down
� Engage all associates to identify improvement opportunities
� Reward collaboration across functions
� Experiment, test and learn – open discovery centers and research labs

Shift to longer-term thinking and decision-making cycles
�Don’t overlook the lifetime value of the in-force base in the chase for the

short-term rewards of new business
� Unleash internal customer advocates to explore long-term relationship building

Explore disruptive growth strategies
� Design “insurance as a service” models
� Rethink core customer value propositions
� Seek new partnerships across other industries

Driving customer centric innovation
True customer centricity goes beyond operational matters. It’s about reorienting the culture, rethinking the meaning of risk and
altering behavioral patterns. In other words, strong executive leadership and effective organizational change management are
critical enablers. What must insurers do?

Welcome to the consumer revolution



Driving growth through customer centric innovation
Tomorrow’s insurance leaders will leverage customer-centric innovation to differentiate themselves
and gain sustainable market leadership positions.
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Insurance
as a service
and hybrid
models

Higher satisfaction,
loyalty, retention

Market leadership
Competitive advantage

Brand differentiation



The journey to maturity: achieving and sustaining customer centricity
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Segmentation:
Defined targets based on clear
insights into current and
potential value

Customer lifetime
value management:
Active involvement at key points
including lapse, retirement and
other milestones

Culture:
Management by key metric (likecustomer lifetimevalue
management) with clear focus on meeting needs of
profitablecustomers

Service delivery:
Value-adding touch points –
phone, onlineself-service tools
and information, distributors

Distributor management:
Highly selective approach based on customer
profitability, with partnerships based on
customer engagement

A
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Brand and market position:
High brand recognition and strong positive
associations amongst target customers,
based on real evidence and reputation for
customer focus

Propositions:
Focused offerings aligned to needs of
profitable customers, with flexible design,
transparent pricing and customer self-service.

Customer-centric organizations measure the maturity of their strategies and capabilities across a range of
dimensions. Choosing the right metrics provides a framework for measuring current performance and evaluating
operations and for prioritizing investments and initiatives; they also help guide the ongoing journey to continuous
improvement, truly advanced capabilities and sustainable competitive advantage.
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Start the
customer centric
conversation
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