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The 13th issue of the World Insurance 
Report 2020 is out and it opens up with an 
appeal to understand digital adoption and 
why it is one of the major reasons that 
might change how insurers look at 
insurance. 

While there is plenty of talk about everyone 
going digital at the wake of COVID-19, how 
critical is an engagement led by experience 
and hyper-personalization, and how real-time 
data can fuel insurer lift off is the question. 
In this e-book we cover all things insurance, 
and what is to come in the days ahead. 

Future of insurance – Where is the industry headed?

Struggles in the Insurance Space 
The challenge every company is facing 
during this time is what lies ahead and 
how to change their operations to suit the 
need of the hour. The topmost priority for 
everyone across industries is increasing 
business and retaining customers. In the 
decades gone by, businesses controlled 
how they ran the show and it was less 
about the customer. Now, things are 
changing and so are the customers. While 

this process could take a little time, it is 
the new normal and here to stay. 
Technology has enabled quick 
transformation, and conversations with 
customers will open doors to new venues 
of sales. Customers today are impatient 
and want to have control over what they 
acquire, be it a product or a service. They 
also have the need to be well informed, 
and demand real-time data/updates.
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Conventionally, insurance agents and 
brokers were the primary contact for the 
policyholders. They developed the 
relationship and had first hand information 
about their customers. But with the global 
pandemic this has completely changed. 

Now the customers no longer need the 
human touch. Social media behavior and 
research-backed shopping have made the 
customers trust their online research and 
social media testimonials from friends 
rather than the traditional trust equation. 
They no longer need the input of an agent 

or a broker.  Trust in non-conventional 
insurers is growing and this is helping the 
policyholder to make independent policy 
purchase decisions. The willingness to buy 
from non-conventional firms like BigTechs 
or product manufacturers is on the rise. 

Digital platforms are the way forward for insurance sales
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Information is available freely across 
the Internet, and there are several 
studies/research documents that 
support this statement. Study has 
discovered that in the United States, 
last year there were around 70% 
using smartphones while the 
percentage who were relying on 
social media was 60%.  But then if 
you looked at the earlier generation, 
the numbers were far higher, with 
90% and 93% for smartphone usage 
while it stood at 76% and 86% for 

social media, respectively.
People across generations have 
realized that the digital platforms are 
quite valuable and easy to use as 
well. While each platform offers 
different uses, they are all 
considered informative and 
interactive, helping people stay in 
touch with brands as well. The digital 
world has reshaped the 
socio-economic scenario and is the 
reason for the shift in the mindset of 
people across generations. 

The Internet and digital world

Millennial needs & preferences are not unique. Today, 
customers across all age groups expect a digital experience 
from insurance firms.

- Greg Tacchetti
  Chief Information and Strategy Officer, 



Over the years, digital channels have 
become easy to access and convenient. The 
charm of accessing services immaterial of 
the time of the day has accelerated the 
erosion of the divide. Availability of easy 
mobile apps and mainstream channels has 
further helped it. With prolonged lockdowns 
because of COVID-19, online shopping and 
the use of digital channels has been forced 
upon people. Today, with almost everyone 
on a smartphone, apps have taken over 
their lives and online channels have boosted 
day-to-day engagements.  
When talking about customers and 
generations, it is important to address the 
age and tech savvy levels of these 
customers as well. Does it make a 
difference to the decisions taken?  It is a 

double-edged sword of sorts. Today pretty 
much everyone is relying on the internet to 
give them information and insights. 
While online reviews and ratings influence 
60% of decisions regarding purchases, 
there are the remaining 40% of people who 
still rely on the traditional information 
sources, like reaching out to an insurance 
agent, or broker. And then there is another 
40% who are willing to go with a company 
only for the name associated with the brand, 
while 60% don’t care about the brand, but 
about the service 

With new channels and platforms cropping 
up everyday, the insurance buying decisions 
taken can be classified based on two key 
parameters - 

To quote António Bico, CEO, Zurich Portugal, “Customers today demand a hyper-personalized offering 
through unique consumer experience. In simple terms, they demand it ‘right here right now’ while 
valuing the corporate purpose and contribution to a greater good. Assertively addressing this new 
demand is not only imperative but also a demonstration of corporate intelligence."

-

Social media behavior
How the policyholders 
interact with their family, 
friends, & colleagues for 
advice on insurance. 

Online shopping
preferences
Policyholders who want to 
be at ease & are constantly 
monitoring the market for 
any new offerings.
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Evolving customer demands and needs show us that today they 
are looking for a hyper-personalized, convenient and 
experience-led engagement. They want the insurers to deliver 

exactly the way they want. Insurers must prioritize the below to 
effectively engage with today’s policyholders.
A successful experience-led engagement strategy offers:

Understanding the customer 

Products that are ideally suited for 
the customer’s evolving needs and 
preferences.

Understanding the customer and 
offering them insurance solutions at 
the appropriate time.  

Interaction through the various 
channels that are most popular with 
the customers & accessed often  

Results from Capgemini’s 2020 Voice 
of the Customer Survey decidedly 
indicate that traditional products 
promoted through digital channels will 
not serve up experience-led engagement. 
Almost half of the insurance executives 
who were interviewed mentioned that the 

product was the right fit for 
experience-led engagement. About half of 
the insurers interviewed said they had 
rolled out usage-based insurance options 
because it is the best expression of a 
hyper-personalized approach, which also 
offers a sense of value for money.
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When talking about whether the insurers are 
delivering what the policyholders want, there are 
said to be three major factors that influence the 
purchase decisions of the policyholders -the right 
product, the right time and of course the right 
channel. 

Are insurers delivering what the
customers want? 

The Right Product: 1
If you were to look at the results of 
Capgemini’s 2020 Voice of the 
Customer Survey, you would 
understand that traditional 
products promoted through the 
digital platforms are not offering 
any value addition, nor is the 
customer getting a better 
experience. Therefore, customers 

are thirsty for new better and 
personalized offerings from the 
insurance companies.   
To understand the customer, it is 
necessary to segment them. We 
have classified them into four clear 
segments based on their social 
behaviour and online shopping 
preferences.  



Customer segments based on their distinct social behaviour and shopping preferences 

Differentiating social behaviour
Customers’ preferences for connecting via social media 
channels & their review seeking mindset

Differentiating shopping preferences
Customers’ convenience- seeking behaviour and their 
readiness to explore new things in the market 
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10%

Experimental
Actively seek information
Propensity to buy new things
Willingness to pay for services
Propensity to switch

28%

Pioneer
Actively seek information
Propensity to buy new things
Willingness to pay for services
Propensity to switch

38%

Follower 
Actively seek information
Propensity to buy new things
Willingness to pay for services
Propensity to switch

24%

Inquisitive
Actively seek information
Propensity to buy new things
Willingness to pay for services
Propensity to switch
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[Source: Capgemini Financial Services Analysis,2020; 
Capgemini Voice of the Customer Survey, 2020.]

Social Behavior



These are the customers who are curious, prefer value over 
convenience, and go looking for reviews across social media 
channels. 

They are extremely cautious, willing to spend plenty of time 
waiting for a product to launch, and see how it fares before they 
follow suit and give it a try. These are the customers who are 
hard to convert, but will be loyal once they buy in. 

-

Experimental segment
These are customers who are not very active on social media, 
obtain information from people they know and market reviews 
before taking decisions. They are willing to experiment, take a 
chance on new products and pay more if the service meets their 
expectations but hesitate to pay for additional services (47%).

Pioneer segment
Enthusiastic early adopters is what we call them. They actively 
seek out information, do extensive online research and collate 
information before taking informed purchase decisions.  

Inquisitive customers And finally, the Followers
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The Right Time: 2
Most times, customers purchase 
insurance because it is required by 
the law or to benefit some tax 
returns. Sometimes it is at the 

behest of the broker. With 
information available at one’s 
fingertips 24*7, the timing paradigm 
is being heavily influenced. 

Over 70% of customers 
who were part of the 
survey said they 
understood the need to 
have insurance for their 
belongings and life. In the 
pioneer segment, the 
number was at 85%. 

Unlike other products, 
insurance is not 
something people wake 
up one morning and 
decide to invest in. They 
think it through, discuss 
with their near and loved 
ones & put a plan in 
place. It is also clear that 
certain scenarios 
influence the purchase. 
Some of them are:

Personal assessment of finances considering the 
losses that would be caused by damage or theft of 
these possessions.

New purchase of a high-value item that could 
potentially be damaged or stolen.

Significant life event that changes the way they live 
their life. 

Catastrophe or global health crisis such as the 
COVID-19 virus pandemic. 



Reaching customers at the right time

Customers’ preferred time for researching an
Insurance policy (%), 2020

Insurers’ view on the effectiveness of the channel 
reaching customers at the right time (%), 2020

When I do my financial planning/tax 
planning 

When I am planning to purchase “high 
cost, high value” assets 

During important events in
my life

Pioneer Follower

55% 39%

48% 35%

42% 32%

-

Target promotions at the most 
appropriate time

Enable agents/brokers with digital 
tools

Pitch Insurance while selling other 
products

All systems to track data

45%

36%

35%

24%

Questions to customers:
When do you prefer researching the 
details related to your insurance 
needs? Select all that apply.

Questions to insurers:
What techniques do you use to reach out to customers at an appropriate/advantageous time? If 
you already leverage/invest in a technique, how effective is it? Rate on a scale of 1 to 7, where 
1=Not effective at all, and 7= Highly effective. Responses above 5 are shown in the figure.

[Source: Capgemini Financial Services Analysis, 2020; Capgemini Voice of the Customer 
Survey, 2020; World Insurance Report, 2020; Executive Interviews, 2020]
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The Right Channel: 3
The new-age customer behavior which 
is all about being connected, exploring 
new aspects of life, convenience 
based decisions are what influences 
their channel preferences. Similarly, 

customers are taking advantage of the 
compare policies; obtain quotes ahead 
of purchases options provided by 
most insurance companies before 
taking a decision. 

Seamless Omni-channel 
delivery is essential 
because as many as 75% 
of surveyed customers 
say they would switch if 
seamless policy servicing 
options were not available 
across all channels.  

Customers who look for 
first-hand & reliable 
information prefer 
insurance company 
websites and mobile apps 
to every other online 
source    

Considering these insurers 
and broker based 
distribution channels have 
been around for ages, only 

50% of the insurers said 
they are ready to offer 
personalized service to 
customers, including 
guidance and advice. This 
is because traditional 
channels have not kept 
pace with changing times. 
In the process, they have 
also lost out on numerous 
opportunities, which the 
agents in digital times have 

leveraged on. Less than 
30% of insurers said they 
believe their websites are 
useful for sharing policy 
information with customers. 
But then, there was the 
60% who were firm on 
digital being the future to 
satisfied customers and 
making them switch 
brands.  
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Channels for educating customers

Customers’ preferred channels for researching 
an Insurance Policy (%),2020

Insurers’ view on the effectiveness of the channel for 
educating customers (%), 2020

Questions to customers:
Indicate your preference for using the following channels for 
understanding insurance/researching an insurance policy. 
Rate on a scale of 1 to 7, where 1= Do not prefer, and 7= 
Highly prefer. Responses above 4 are shown in the figure 

Questions to insurers:
In your experience, how effective are the following channels to educate 
customers about the need for insurance and making aware of your 
policy details? Rate on a scale of 1 to 7, where 1= Not effective at all, 
and 7= Highly effective. Responses above 5 are shown in the figure.

[Source: Capgemini Financial Services Analysis, 2020; Capgemini Voice of the Customer 
Survey, 2020; World Insurance Report, 2020.]

Experimental
Comparison websites 54%
Insurance firm’s website 53%

Followers
Comparison websites 44%
Insurance firm’s website 42%

Pioneer
Insurance firm’s website 78%
Insurance firm’s mobile app 71%

Inquisitive
Insurance firm’s website 60%
Agents & brokers 56%

Pushing relevant information 
via agents & brokers

Comparison websites

Insurance firm’s website

Insurance firm’s mobile app

53%

37%

28%

21%



Customers have proved 
repeatedly they value online 
channels for insurance coverage, 
insurers should create content 
across online platforms to ensure 
seamless processing is done 
from path to purchase, with user 
friend UI/UX. While all this makes 
sense, maintaining a consistent 
connection with customers 
comes with its set of issues. 
From the time a customer starts 
their research to making their 
purchase, insurers work towards 

establishing reliable omni-channel 
communication. Like every cloud 
has a silver lining, the positive 
side of things is that insurers are 
aware of the value add the 
omni-channel communication 
provides and about 80% say they 
are ready to invest in new 
technology that will help 
strengthen the digital channels - 
website, mobile app, social media 
platforms and even other aspects 
of IoT including RPA, Chatbots, AI 
and wearable devices. 

-

Relevance of real time data &
the future… 
The current trend is all about how the real-time data 
that needs to be super charged can fuel insurer lift 
off. Advanced data handling boosts efficiency 
through the following ways, 
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Capturing previously 
unavailable real-time 
data sources from IoT 
and natural language 
processing-based 
support systems 
[including chatbots]

Intelligent process 
automation and 
automated processes 
that enable proficient 
internal data transfer 
and external sharing 
with ecosystem 
partners. 

Techniques such as 
predictive analytics 
boost data processing, 
performance 
management 
dashboards, and 
sales/renewals 
forecasting.

Help harmonize 
customer data across 
business units and 
subsidiary firms to 
create a 360-view of 
policyholders, which 
can bolster upselling & 
cross-selling.

Real time data gives valuable details to 
help insurers get insight into the 
preferences of the policyholders which can 
lead to the next level of engagement. As 
per the data, the insurers can constantly 
improve on their portfolios and keep an eye 
on products that their customer might 
need. With this data, it would be easier to 
map the policy buyer's journey and would 
help with more offerings and promotions. 

Today’s competitive and fast-changing 
environment, which has been inexorably 
altered by the COVID-19 pandemic, has 
abruptly eliminated the luxury of drawn-out 
decision making. While it might seem 
daunting, the path ahead is not as rough as 
one would think. The companies need to be 
ready to take risks, adapt new technologies 
and look at closing any gaps they might 
have overseen. 

Content Source:  World Insurance Report 2020 by Capgemini Research Institute & Efma



Content Source:  World Insurance Report 2020 by Capgemini Research Institute & Efma

[Source: Capgemini Financial 
Services Analysis, 2020; 
Capgemini Voice of the 
Customer Survey, 2020; World 
Insurance Report, 2020; 
Executive Interviews, 2020.]

Insurers’ implementation of tools/techniques for capturing customer
preferences (%), 2020 

Late Movers  Early adopter

50% or less

51%-75%

Above 75%

Data capture Real time insights from IoT devices 38% NLP-based support system 33%

Data transfer Automated processes 91% Intelligent process automation 64%

Data processing Advanced analytical techniques 68%

Desired output 360-degree view of customers 76%

Questions:
Please indicate at which stage your organization is when it comes to using the following tools and techniques. Use 
a scale of 1 to 4, where 1= in progress, 2=Plan to implement in the short to medium term [3-5yrs], 3= Plan to 
implement over the long term [>5yrs] and 4= No plans to implement. Only answer 1 is shown in the figure.
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