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Understanding the changing  
insurance consumer
ALL BUSINESSES SERVING CONSUMERS are operating in a new era of 
customer-driven engagement. Equipped with smart phones and online 
capabilities that provide instant access to information, consumers in 
recent years have developed new attitudes and new expectations for how 
they will interact with businesses. Increasingly, they demand immediate 
service via the Web or mobile and use social media and online channels  
to share their satisfaction or dissatisfaction with a company or to listen  
to the experiences of others. 

Consumers today have found their voice and are 
intent on using it, which can have far-reaching 
effects on insurance agencies and brokerages. The 
insured consumer is now in a much better position 
to expect more from their insurance agency or 
brokerage and knows how to obtain it.

In recent years, there has been much discussion 
in the insurance industry about shifting to a more 
customer-driven business model. Given consumers’ 
new power to control their relationships with 
businesses, the time for agencies and brokerages to 
make this shift is now.

Research firm Ovum captures the essence of the 
challenge well: “The insurance industry in 2014 will 
find that, as in 2013, competitive success rests on 
being customer centric. However, insurers cannot 
cross the inflection point from product-oriented 
to customer-oriented simply by reshaping the 
legacy systems that they use to keep the company 
operating. Insurers in 2014 will need to reshape 
their corporate and go-to-market strategies around 
customers rather than products or channels.”1  

For insurance agencies and brokerages, the obvious 
question is, “How do I change my operations to 
meet new customer expectations and still maintain 
my role as a ‘trusted advisor’ to my customers?”

In this whitepaper, we focus on integrating a 
multichannel customer engagement approach 

into agency and brokerage operations to create 
more meaningful, long-lasting and profitable 
relationships with customers — a critical component 
of the transformation to a more customer — driven 
business model. 

WHAT IS MULTICHANNEL CUSTOMER 
ENGAGEMENT? 
At the most basic level, multichannel customer 
engagement is meeting the insured consumer’s 
demand for f lexible and easy access to your 
agency or brokerage staff, information about your 
products and services, information about their 
accounts, as well as self-
service transactional 
capabilities. It requires 
providing your 
customers multiple  
ways to interact 
with your agency or 
brokerage — by phone, 
mobile device, in 
person and through 
a highly functional 
website that supports 
online transactions. 
Moreover, it requires 
making the consumer’s 
experience consistent, convenient and personalized 
at every stage of their buying or service journey — 
from initial awareness to research to shopping to 
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customer support. At each step along that journey, 
a customer may want to access a website or an app, 
engage others via social media, speak on the phone 
or meet with an agent in person.

From an internal perspective, multichannel customer 
engagement requires an agency or brokerage to 
fully leverage customer and prospect data collection 
opportunities across all channels — digital and 
traditional — to create a holistic view of each customer 
and groups of customers based on demographics, 
products and geographies. It also requires customer-
facing employees to have instant access to the latest 
data about individual customers and their complete 
transaction history. For the agency or brokerage, this 

provides significant new capabilities to better serve 
customers and identify new business opportunities.

Creating a multichannel customer engagement 
strategy requires changes in both business processes 
and the information technology (IT) infrastructure 
that supports these processes. In their report, 
“Defining the Insurance Customer Experience,” 
Ovum research analysts Barry Rabkin and Daniel 
Hong share that “customer experience management 
is becoming a potential differentiator for insurance 
companies. Linking together disparate software 
and data resources can help insurance companies 
to retain customers, increase the customer lifetime 
value and improve insurance agent profitability.”2  

MEET CONSUMER DEMAND FOR MULTICHANNEL COMMUNICATION
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WHY AGENCIES AND BROKERAGES 
NEED MULTICHANNEL CUSTOMER 
ENGAGEMENT

The broad changes in society and commerce 
that give consumers greater control in their 
relationships with businesses are playing out in 
unique ways for insurance agencies and brokerages. 
There is a set of interrelated trends driving this 
power shift and driving agencies and brokerages 
to seriously consider integrating multichannel 
customer engagement into their operations. 

Carriers are investing heavily in direct-to-
consumer marketing. Over the past 10 years, 
there has been a dramatic increase in the amount 
of money major insurance carriers are spending 
marketing directly to consumers. According to a 
study of the U.S. personal line insurance industry 
by McKinsey & Company, carriers tripled their 
spending on marketing between 2002 and 2011, 
from $1.7 Billion to $5.9 Billion. To convey the 
scope of the change, the report notes that in 2011, 
Geico spent more on advertising than McDonald’s, 
Nike or Coca-Cola. The report questions whether 
individual carriers are getting a decent return, 
noting that more than half of the spending during 

the study period was done by companies that 
failed to increase market share.3 Although the 
report questions how much of a return carriers 
are receiving, it is safe to conclude that increased 
visibility of carriers directly with consumers is a 
significant threat to agencies and brokerages. 
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Consumers are delaying direct engagement with 
businesses. In many instances, consumers are 
delaying direct engagement with a company’s sales 
force until very late in the purchasing process or not 
engaging with the sales force at all. In a complex 
sale, it is estimated that on average 70 percent of the 
sales process has already been completed when the 
prospect is willing at engage with a live sales person.4 

The Agents Council for Technology (ACT) 
Agencies of the Future Work Group of the 
Independent Insurance Agents and Brokers 
of America summarized how this will impact 
insurance agencies and brokerages. The report, 
“How Consumers, Businesses & Agencies Will 
Change,” predicted in 2012 that over the next five 
years, consumers will increasingly communicate 
with their insurance agency based on the method 
they choose, not the method the agent chooses and 
that they will want the freedom to do research and 
other actions online themselves when they want 
to, consulting with the agent only when they are 
ready.5 In other words, consumers still value agents 
as trusted advisors, but on different terms. 

Internet, mobile and social communications 
are ubiquitous. Many compelling statistics 
validate that the Internet and mobile phones are 
fast becoming the tools of choice for interacting 
with business of all types. For example, 91 percent 

of the world’s population owns a mobile phone 
and 56 percent of these phones are smart phones.6 
Research also shows that consumers are now 
spending more time on their mobile phones than 
watching television.7 Since virtually every customer 
of an agency or brokerage is using the Internet 
and a mobile phone, it is essential to continue 
integrating and/or expanding these channels into 
their customer engagement strategy, particularly 
as younger, tech-savvy people mature and begin 
making investments in insurance. 

Self-service is now preferred for many types 
of transactions. In keeping with the growing 
empowerment of consumers and the proliferation 
of technology that enables this empowerment, 
an increasing number of agency and brokerage 
customers expect some level of convenient self-
service online. In a recent survey by Deloitte 
Consulting, “Serve them before you lose them,” 
52 percent of insurance purchasers would switch 
providers if they could achieve greater online 
servicing.8 

This has major implications for agents and brokers. 
In May 2013, Gartner Research Analyst Kimberly 
Harris-Ferrante wrote that “while agents are still 
preferred by many in the consumer population, 
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many studies show indications that their need 
and role are shifting, especially among younger 
generation buyers.”9 Younger generations have 
shown a greater use of direct channels and the 
Internet to conduct initial research before buying. 

Data is taking on more importance in business. 
Major advances in digital data collection, storage 
and analysis offer insurance agencies and brokerages 
new potential to get much deeper insights into their 
customers’ needs, motivations and preferences. 
While the previous trends discussed focus on the 
impetus for multichannel customer engagement, 
data is critical for agencies and brokerages to 
address this need. 

Agencies and brokerages can now obtain strategic 
value from the vastly improved data tools at their 
disposal. Like carriers, agents and brokers can 
collect customer data across many channels, 
manage this data in a central location and analyze 
it for actionable insights. They can integrate 
these actionable insights into their multichannel 
customer engagement strategy to interact with 
customers more effectively and coherently across 
every customer-facing channel. In other words, 
data collection, management and analysis 
capabilities can enable an agency or brokerage to 
more effectively listen to and communicate with 
their customers.

HOW TO OPERATIONALIZE 
MULTICHANNEL CUSTOMER 
ENGAGEMENT 

Given these trends, creating and implementing 
a multichannel customer engagement strategy is 
inevitable for insurance agencies and brokerages. In 
the new era of customer-driven business engagement, 
agencies and brokerages should view implementing 
multichannel customer engagement as a business 
process improvement necessary for long-term 
competitiveness.

Define what multichannel customer engagement 
will mean for your agency or brokerage. Determine 
what information you want to make accessible to 
customers and how you will make it available. Do an 
inventory of your current information management 
and customer interaction practices and analyze how 
current processes will need to change. Understand the  
implications on every stakeholder in your business —  
customers, carriers, and customer-facing and non-
customer facing employees.

Develop an implementation strategy. With 
this information in hand, analyze your business 
processes and IT infrastructure to identify 
capability gaps and other impediments. Take a 
holistic approach, viewing your IT infrastructure 
and the business processes it supports as a 
single, integrated entity. As part of your change-
management strategy, include an analysis of your 
current products to determine if any should be 
changed to optimize multichannel engagement 
opportunities. 

Keep your business focused on addressing customer 
needs and create ways for them to interact with you 
using their preferred channels. For adding mobile 
and web-based engagement, Harris-Ferrante noted 
that “insurers must create different experiences 
based on role or customer preferences, tailoring the 
experience overall to the expectations of the user 
regarding graphic displays, font size, layout of the 
content on the screen/page, or other preferences 
that can be detected or that the user can configure 
during site setup.”10 Eventually, allowing users 
to create their own user interface will become 
a priority to further enhance the customer 
experience. 

Integrate multichannel customer engagement 
into the core of your business. Create a digital 
file of relevant information for each customer and 
maintain all customer files in a centralized database 
that can be accessed from every channel. Create 
easy-to-use business processes for accessing and 
sharing data internally and with customers, and 
ensure your employees and customers see up-to-
date information. Position your company website  
as a primary service channel and consider how your 
business would benefit from the use of mobile and 
data analytics. Create a seamless push and pull of 
customer data between central databases and every 
access point.

Establish measurement criteria and a continuous 
improvement plan. Create and implement ways 
to monitor the effectiveness of your customer 
engagement strategy and be willing and able to 
adapt the processes employees, customers and 
carriers use to access and interact with your 
business. Insured consumers’ interests, wants and 
needs are changing constantly and an effective 
customer-centric engagement strategy should 
include ways to anticipate and adapt to future 
customer needs.
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SIX WAYS MULTICHANNEL CUSTOMER 
ENGAGEMENT CAN BENEFIT AN AGENCY 
OR BROKERAGE

While results will vary by agency and brokerage, 
the benefits of multichannel customer engagement 
typically include a combination or all of the 
following.  The net result of all of these is an overall 
improvement in the competitive strength of the 
agency or brokerage in a shifting landscape. 

Respond faster and more effectively to 
customer inquiries. With multichannel customer 
engagement, your agency or brokerage will 
have new ways for customers to easily obtain 
information about their insurance products and 
accounts. It will also empower your customer-
facing employees to use new tools and better 
content to improve their interactions with 
customers, ensuring you retain the customers  
you already have.

Obtain additional customer intelligence. 
Fundamental to any multichannel customer 
engagement strategy is better collection, 
management, analysis and use of data. You will  
learn more about your customers and their needs 
and wants. You will have new tools to put this insight 
to work to better match existing products with 
customers and identify new products and services to 
meet changing customer wants and needs. 

Reduce operational costs. The streamlined 
processes for managing and using data inherent 
in a multichannel customer engagement strategy 
will help reduce operational costs. Your customers 
will have new tools enabling them to do things for 
themselves that in the past required internal staff 
time. Your employees will have new tools to more 
efficiently access and use data.

Collaborate better with carriers. Most major 
insurance carriers are investing in multichannel 
engagement strategies and believe there are 
opportunities to replicate this through the 
independent distribution channel. In many 
instances, carriers will offer incentives for agents 
or brokers to adopt modern multichannel customer 
engagement methods. 

Generate more customer loyalty. For an agency 
or brokerage, multichannel customer engagement 

is an essential strategy for meeting customer 
expectations for more control in their business 
relationships. By proactively meeting your 
customers’ desire for easier and more flexible access 
to information about their insurance products, 
account information and your expertise, you will 
engender more of their loyalty and create higher 
levels of satisfaction.

Increase sales. As with engendering customer 
loyalty, implementing multichannel customer 
engagement will position your agency or brokerage 
as progressive, responsive and customer-oriented. 
This will help you sell more to existing customers, 
win business with new customers and expand 
product lines.

CONCLUSION

The ACT Strategic Future Issues Work Group of 
the Independent Insurance Agents and Brokers 
of America makes a strong case for multichannel 
customer engagement in its 2013 Key Trends 
Report: “New business models are emerging for 
independent agencies as well, which are much more 
virtual and unlimited by geographical boundaries. 
Many consumers will take advantage of self-service 
functions online to perform routine inquiries, 
requiring agencies to reach out to them proactively 
both personally and using blogs and social media 
to provide the types of insights and insurance 
knowledge that consumers are looking for and 
which are not readily available elsewhere. It is 
incumbent on independent agencies and carriers to 
heed these trends and to reinvent their businesses, 
becoming social businesses that engage with their 
clients and offer them the relationships, insurance 
knowledge, personal service and community 
participation that their clients value.”11 

As the insurance industry shifts from product 
orientation to customer orientation, every 
insurance agency and brokerage will have to 
implement some form of multichannel customer 
engagement to stay competitive. Agencies and 
brokerages that see themselves through the eye of 
the customer and transform their business around 
customers with a well-constructed, technology-
enabled customer engagement strategy will position 
themselves as worthy of a long-term, high-value 
client relationship. 
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