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According to Gartner, three quarters (75%) of 
organisations can demonstrate that customer 
satisfaction leads to increased revenues – 
“through customer retention or the lifetime 
value”. This is one of the main reasons why a 
similar percentage of companies planned to 
increase their investments in CX during 2020. 

But, is this commitment being reflected in the 
insurance industry? This whitepaper explores 
the state of the customer experience and 
asks how much value there is for insurers in 
improving it.

With insurance products increasingly 
commoditised and consumers finding it easy to 
switch providers, is CX where the major gains 
can be won? 

And, if it is the new battleground, how can 
insurers improve the customer journey and 
user experience, right through from quote-
building to making a claim? 

This report brings together interviews with 
industry leaders – from the world of insurance, 
data analytics and customer experience 
– alongside research conducted with UK 
consumers, to explore what insurers can do to 
improve their CX appeal. 
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The insurance industry has a 
customer experience problem.

Despite the huge gains that better CX can 
provide – including retention, opportunities 
to up-sell and cross-sell as well as general 
customer satisfaction – insurers are falling 
well below the level being demanded by 
consumers. 
 
According to PwC’s Future of CX report, there 
is a staggering 18% gap between expectation 
and experience in the industry. Worse still, 
despite insurers efforts, things are not getting 
better. 2020’s State of Customer Satisfaction 
in the UK report, published by The Institute 
of Customer Service, showed the insurance 
industry’s score has actually gone down over 
the last year. 

So, while the industry is trying to improve 
the customer experience, it clearly faces 
challenges – especially as it tries to live up to 
the CX standards being set in other sectors. 
We’ve seen disruptors in food, retail and 

entertainment – think UberEats, Amazon, 
Netflix – taking things to the next level. 

They have been creating seamless 
experiences, with added benefits, that leave 
customers feeling in control. 

So, how can insurers take a leaf out of the CX 
playbook being championed by disruptors like 
UberEats and Amazon? 

One way is to use data to create their own 
seamless experiences, that reduce the burden 
placed on customers. Martyn Mathews, from 
data technology analytics firm LexisNexis Risk 
Solutions, is working with insurers to do just 
this. His business is helping companies to 
reduce the number of questions customers 
need to answer to complete a quote.  

“If you can pull customer data into the 
background, the better the experience will 
be,” he explains. “Up until very recently, if 
you wanted to validate your no claims bonus, 
for example, you would have to manually 
contact previous insurance providers. We 
have digitised the process (with the help of 
insurance providers) so the consumer has a 
better experience,” he explains.

“As consumers enjoy effortless 
experiences across all other 
parts of their lives, they expect 
the same from their interactions 
with insurers” explains Peter 
Ballard, CEO of experience 
design company Foolproof. “But 
the insurance industry stands 
out because it has stood still. 
And if you stand still, the rest 
of the world moves on without 
you.”

“

“
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The big challenge 

When it comes to gathering customer data 
in the insurance industry however, there is a 
problem. And this is the limited opportunities 
there are to collate that information. According 
to research by Consumer Intelligence, home 
and car insurers only interact with consumers 
once or twice a year. 

Perhaps more critical is that this lack of 
interaction also denies insurers the opportunity 
to put that information to good use. It’s difficult, 
therefore, to build bonds with customers. 

“Customer touchpoints throughout the 
insurance buying journey can be really light 
compared to other industries” explains Martyn 
Mathews. “If the policy is straightforward, the 
customer may never need to speak to the 
insurance company at all unless they want to 
make a claim or change something on a policy. 
Or when renewing.”

A key reason for this is price comparison 
websites. When they are offering a slick user 
experience, where consumers can purchase 
commoditised insurance products, it’s easy to 
step away from your current insurer.

According to Martyn, 40% of people now 
switch every year – and, while price will always 
be a big factor in those decisions, a lack of 
communication hurts an insurer’s ability to offer 
customers a reason to stay.

“If consumers haven’t interacted with the 
insurance company, the insurance provider 
hasn’t had chance to create a sticky client 
relationship,” says Martyn. “One of the key 
things I work with insurance providers on is 
determining how they can communicate with 
their customers more regularly and create 
more touchpoints for consumers to interact 
with their brand.”  

“If consumers 
haven’t interacted 
with the insurance 

company, the 
insurance provider 

hasn’t had a chance 
to create a sticky 

client relationship.” 
- Martyn Mathews

07 | Section 1

https://www.consumerintelligence.com/articles/which-companies-give-the-best-customer-service
https://www.consumerintelligence.com/articles/which-companies-give-the-best-customer-service




Putting data to use 

A key area of insurance where customer 
information is being used to improve CX, is 
in the automotive sector. The deployment of 
telematics, with black boxes gathering data, 
has been a big plus. 

“The potential for how this could create 
valuable, and, more importantly, personalised, 
experiences for customers who consent for 
their data to be used is massive,” says Martyn. 
“Whether that’s reviewing the driving habits of 
young drivers and offering them coaching if 
necessary, or monitoring how far the vehicle is 
driven for mileage-based insurance, this level 
of personalisation is what people are coming to 
expect based on their behaviour.”  

He adds: “You could even take this one 
step further and monitor regular routes that 
people are driving and partner with retailers to 
incentivise them to shop there if they regularly 
drive past.”

Added human touch 

Using customer data to enhance 
communications and add value to services is 
a clear goal. But where insurers have a major 
potential advantage over other industries is in 
their ability to add a personal touch.  

This is because, despite the millions being 
spent on advertising by price comparison 
websites, the phone remains a popular choice 
for customers buying insurance.  

According to a survey we commissioned, 
among 1,037 consumers who have purchased 
insurance in the last 12 months, 55% said they 
had bought it over the phone. 
Those human interactions offer insurers a 
fantastic opportunity to improve the customer 
experience.
 
Automated processes may be what many 
insurance companies have focused on in 
recent years, but our research has found that 

just 15% of consumers want no interaction with 
a human whatsoever. In fact, the majority (62%) 
want a more personalised experience from a 
company representative.

Furthermore, PwC’s Future of CX report also 
found that 75% of people want to “interact with 
a real person more as technology improves.”

Paul Green, CEO of Over50sMoney.com, says 
the ability to speak to a real person is crucial 
for his client base. “For over 50s one of the 
key things they look for is whether there’s a 
telephone option. They like to speak to people. 
The ability to call someone and ask a question 
is key. People don’t want a 48-hour wait to get 
the answers they want. They want access to 
the right person straightaway.”
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If we want to improve CX, 
we need to look at the whole 
customer journey. 

Here’s a challenge you may want to try: Log on 
to any home insurance site and try to find out 
whether your bike would be insured under a 
contents policy if it was stored in your shed. 

How long did it take? You’d think this would 
be relatively straightforward, but it’s almost 
impossible to find answers like this easily online. 

But, when customers want these questions 
answered, why aren’t insurers meeting that 
need?

According to Peter Ballard of Foolproof, it’s 
because most insurance websites haven’t been 
built with the user in the mind. 

He explains: “They’ve been built by internal 
teams who are well-versed in the world of 
insurance products and its jargon. It’s difficult for 
them to see the world through the eyes of the 
customer who just wants to get this purchase 
off their to-do list quickly and painlessly.” 

But, even when insurers do provide all the 
information online, it may still not be enough 
according to Jackie Hyde, CEO of insurance 
broker Stanmore Insurance. 

She says: “Insurance is a complex subject. It’s 
a contract. If you don’t read that contract, the 
chances are you’re going to get things wrong, 
which will ultimately result in a claim not being 
paid as you would like.” 

This can have serious consequences. A claim 
could potentially be invalidated, for example, 
because a flooded resident didn’t inform his 
insurer they lived near a river, or a business has 
wrongly classified the nature of its work. 

Ultimately, the responsibility falls on the 
shoulders of the consumer to ensure they have 
provided accurate information. But this could 
well leave them worrying that their insurer could 
deliver a crushing disappointment at the point 
of critical need. 

For Peter Ballard, insurers that want to provide 
better CX need to do more to develop trust. 

“Insurance still feels like it is 
tilted in favour of the insurance 
companies, as opposed to the 
consumer. The consumer has 
to provide lots of data upfront 
in the quote-building process 
without understanding why. And 
they have to deal with questions 
they probably don’t know all the 
answers to.”

“

“

Peter has been working with insurers to help 
consumers better understand what they are 
buying. He explains: “We recently redesigned 
an insurer’s quote and buy process to make 
it visual. So, for example, if you are asked in a 
building’s insurance quote form what your roof 
is made of, the site would show pictures of each 
of the options.”  
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More education is needed 

When looking at the customer journey as 
a whole, however, Peter Ballard also says 
we can’t neglect the claims process – as 
experiences here will be critical in determining 
whether a customer stays or goes. 

This is a view shared by Richard Brenkley, 
CMO at Compare By Review. His website uses 
multiple data points, based on online reviews, 
to give consumers a 360-view of an insurer – 
and the claims process is a key consideration 
in this. “By giving future customers a rounded 
view of a provider we’re able to assist them in 
making a better decision,” he explains.  

“By encouraging and educating people on the 
merits of buying best, we’re hoping customers 
will have a far more positive experience, 
resulting in happier customers with a far more 
encouraging story to tell.”

The need to educate insurance customers 
further on what best looks like, is something 
Jackie Hyde wholeheartedly agrees with. 

“We have to try to educate clients to understand 
that you can’t do things last minute and that the 
cheapest option may not be the best,” she says. 

“We need to change the reputation the industry 

has and shift from being a commodity to a 
valued experience. Until we can do that, we’re 
never going to improve.”

Jackie wants insurers to be perceived more like 
business advisors than product providers. Yet 
Richard, at Compare By Review, continues to 
witness the opposite happening. 

“We still see providers designing products that 
rank highly on aggregators because they are 
cheap. But they fail to provide adequate cover, 
and consumers are then being upsold better 
policies – it really feels like the wrong foot to 
start off on.  

“This is particularly true when it comes to travel 
insurance. Our research shows that 15% of 
holiday makers leave buying their insurance 
until the very last minute with a staggering 5% 
leaving it until they reach their destination, 
risking serious financial and medical upset. 
This tardy approach runs the risk of hastily and 
badly bought policies resulting in poor cover, 
which will become apparent if the worst were to 
happen.”

However, if more customers believed they 
could purchase a better insurance policy by 
speaking to a knowledgeable specialist, and 
they could also do that quickly and easily, it 
could change the way many consumers buy. 

“We need to change 
the reputation the 
industry has and 
shift from being 

a commodity to a 
valued experience.” 

13 | Section 2

- Jackie Hyde

https://www.comparebyreview.com/




Could a better CX deliver for 
insurers on the bottom line? 

Our interviewees felt that if customer 
experiences are improved - with processes 
streamlined and simplified - revenues will 
undoubtedly go up. And, that view is supported 
by our research. 

When consumers were asked whether they 
would pay more to speak to an insurance 
specialist on the phone, 40% of respondents 
said they would, if the experience was as quick 
and easy as buying online.

And, perhaps somewhat surprisingly, while the 
older generation may want the reassurance 
who they can speak to a specialist, there is a 
clear pattern that shows it is younger people 

that are more willing to pay for the privilege of 
speaking to an expert.

In fact, in the 18-24 year-old category, 82% said 
would be prepared to pay extra – and, 41% 
would pay over 10% more. 

Younger people were also much more likely to 
have used the phone over the last 12 months – 
with 70% of 18-24 year-old choosing to speak 
to a specialist when buying insurance in the last 
year. 

So, while the assumption might be that this 
generation prefers a digital or app-based 
experience, the evidence suggests they are 
very happy to pick up the phone if the purchase 
warrants it.
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The power of a good conversation

Regardless of age, there is clear potential if 
insurers can enhance the customer experience 
over the phone.

Jackie Hyde, CEO of Stanmore Insurance, adds: 
“I feel the only way you can improve experience 
is through speaking to someone.”

Her company enjoys high levels of retention, 
with many customers having been with the 
business for over 20 years. She says this is 
down to their willingness to talk to customers 
and build personal connections – which she 
believes is essential when insurance contracts 
are complicated.

“If you build a level of trust, 
clients are generally happy to 
pay more for that service.”

“We speak to clients, to really understand their 
needs and then tailor a product for them. 

Circumstances change every year; things don’t 
stay the same. They value what we do and that 
is reflected in our retention rates.” 

From the customer’s perspective, that personal 
contact can also remove any niggling doubts 
before they commit to purchase. Peter Ballard 
explains that, while many customer journeys 
start online, those little questions will result in 
many picking up the phone. 

“Customers want to get to an indicative price 
quickly,” he says. “They want the ability to 
find answers to their questions. But if that 
information isn’t readily available online, people 
want to be able to easily ring up and speak to 
someone who is authorised to give them an 
answer.” 

He warns that customers still want that quick 
and easy experience over the phone though. 

He explains: “They don’t want to be stuck in an 
endless IVR system.” 

And this is a sentiment echoed in our research. 
When people were asked why they chose not 
to buy insurance over the phone in the last 12 
months, 42% said: “I don’t like going through 
the automated IVR system (e.g. press 1 for 
motor, press 2 for home)” While, just 14% said: “I 
thought it would be more expensive.” 

A further 49% said: “I don’t like having to repeat 
all my details again over the phone.”

“

“
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In the Customers 2020 study, conducted by 
Walker Information several years ago, it was 
forecast that 2020 would be the year that 
CX overtook product and price as the main 
differentiator for brands. This may have been 
an accurate prediction.

It wouldn’t be fair to expect the insurance 
industry, however, to match the CX standards 
set in sectors where customer contact is 
frequent. The industry has to look at CX 
through its own lens. 

When you have relatively few interactions but 
so many of them take place on the phone, it 
makes sense to focus attention on this channel 
– especially when this is where insurers can 
remove any doubts and uncertainties, and help 
a brand build trust. 

But it’s essential that the call centre experience 
matches the slick digital experiences we’ve 
become accustomed to elsewhere. Our 
research shows the main reason people don’t 
use the phone isn’t because they think it will 
cost more, it’s because they fear being stuck in 
an IVR system or that they’ll be asked to repeat 
their information. 

If insurers can remove those barriers, all the 
indicators suggest that people will pay a 
premium to speak to a specialist. And when 
it’s the younger generation who sees the 
most value in this, the future is bright for those 
insurers that can use this channel to master CX. 

Appendix

Survey conducted by Censuswide on behalf of 
ResponseTap.
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Providing the missing piece of data to optimise 
marketing spend and increase phone call 
conversion rates, ResponseTap’s products 
give brands and contact centres incomparable 
power. Since 2008 the business has been 
pioneering advanced visitor-level call tracking, 
heralding many industry firsts, including 
integration into Google AdWords and Google 
Analytics. In 2020 ResponseTap launched its 
ground-breaking contact centre product Ember, 

to personalise the phone call experience and, in 
an industry-first, kill off the need for businesses 
to use IVRs. 

ResponseTap’s products enable marketers to 
optimise campaigns; call centres to increase 
efficiency and conversions; and customers to 
enjoy an improved experience.


