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Most insurers are making investments in data analytics to 
gain better insights into all aspects of their business and the 
market. That said, insurance by its very nature has always 
been a data-driven industry. What’s different now?  

For starters, many carriers are reimagining their core markets and product sets 
in order to find the right customers, use the right channels, and make the right 
offers, all at the right time. They’re keenly focusing on knowing their customers 
–internal staff, agents and advisors, employers, and retail – and using the most 
relevant available data both to improve the user experience and create stronger 
relationships with and among all customers. And, while such a personalized 
approach is still fairly new in insurance, the companies that are able offer on 
have lowered acquisition costs, increased customer satisfaction, and gained a 
corresponding competitive advantage.

Improving the 
customer experience 
with data analytics

A personalized customer approach is still fairly 
new in insurance, but the companies that are 
getting it right have lowered acquisition costs, 
increased customer satisfaction, and gained a 
corresponding competitive advantage.
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This need to provide more bespoke service is the result of consumer experiences 
with online retailers and service providers. Customers now increasingly expect 
that insurers will know something about them at the first point of contact – 
before they’ve had to fill out a fifty-question application – and be able to quickly 
suggest a variety of products and services that improve their quality of life. This 
has put considerable pressure on carriers to make the buying experience less 
cumbersome, easier to understand (i.e., in plain English), and much quicker. 
Building a prototype, testing it in focus groups, refining it, testing it again, and 
then finally releasing it just isn’t feasible anymore. 

Fortunately, insurers have much greater access than ever before to customer 
data, effective analytical tools, and useful marketing technology. This is enabling 
them to reach customers and deliver a personalized message on a regular basis, 
with a clear line of sight into what’s working and what isn’t. They’re increasingly 
able to quantify the pain points that cause a customer to leave – a true “moment 
of truth” – and use this data to improve the customer experience. Moreover, it’s 
now possible to do all this in real time and at low cost, and with the flexibility to 
experiment with messaging to a particular segment within a particular channel or 
with a particular offer. 

New data analytics are helping carriers to 
quantify the pain points that cause a customer 
to leave – a true “moment of truth” – and 
thereby improve the customer experience.
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The underpinnings 
of success

Despite notable progress at many carriers, we 
realize that learning curves vary, budgets aren’t 
limitless, and no-one can make every single one of 
the changes and improvements they’d like. However, 
there are some basic considerations for getting the 
most from recent advances in data analytics:

•	� The first is clearly defining a) the customer 
segments and interactions that are your top 
priorities, and b) the insights you need – and 
when and where you need them – to drive the 
experiences that result in new business and better 
customer retention.

•	� The second is that, although insurers typically 
possess copious amounts of data, third-party 
data – both structured and unstructured – is 

increasingly complementing internal resources. 
Many carriers are trying to identify the right types 
of third-party data, understand its value, how 
much they should pay for it, and how they can 
integrate it into their own systems and processes. 
This typically requires a separate operating model 
and dedicated team to effectively institutionalize 
external insights and build them into in-house 
operational processes.

•	� The third is taking a holistic approach to data-
driven decision making and pushing it out to the 
edges of the organization so everyone can make 
better, faster decisions. Establishing a culture 
that respects the value of data insights is likely 
to transform the way your organization works. To 
facilitate this process, we recommend developing 

pilots that allow you to test what works and 
what doesn’t. For example, you could deploy 
AI chatbots and experiment with them internally. 
This sort of test and learn environment can help 
you gain practical and practicable insight, as well 
as help develop a culture that understands the 
power of data.

•	� The last is modernizing your foundation to 
make it agile, flexible and reusable. You’ll need 
to determine the type of architecture that can 
take you into the near and long-term future, 
as well as the data governance that promotes 
data quality and usefulness. You’ll also need to 
develop the integration architecture that will make 
data relevant for your employees and easy for 
customers to interpret and use.
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