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AGENDA

1. Today’s Landscape of Customer Interaction
2. Current Investments
3. 2019 Research Findings
4. What can you do?

Research was based on Celent’s 2019 report:
US Life Insurance Online Self-Service in 2019: Small Steps 
Forward, A Long Way to Go

https://www.celent.com/insights/835612268


TODAY’S LANDSCAPE 
OF CUSTOMER INTERACTION
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IT’S NOT NEWS THAT INSURERS ARE INVESTING HEAVILY IN REDESIGNING 
THE CUSTOMER EXPERIENCE.

77% 21% 2%

0% 20% 40% 60% 80% 100%

Responding to customer needs makes digital
transformation a priority

Strongly Agree Somewhat Agree Disagree

Source: Celent report: Digitizing the Customer Experience: A New Framework
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THE GOAL OF IMPROVING CUSTOMER/CHANNEL EXPERIENCE IS ALSO 
SIGNIFICANTLY MOTIVATING DIGITAL TRANSFORMATION.

77%

23%

Indicate the degree to which transforming the customer/channel experience 
is motivating your digital transformation

Significant motivator Somewhat of a motivator

Source: Celent report: Digitizing the Customer Experience: A New Framework
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WHY ARE WE SEEING SO MUCH INTEREST IN TRANSFORMING 
THE CUSTOMER EXPERIENCE?

• In less than a decade, our society has 
moved from a static and transactional 
application of technology to one that 
is connected, mobile, and 
collaborative. 

• Customer expectations are changing 
dramatically. 

• Many carriers have completed or 
substantially completed their core 
system replacement 

• Data is more readily available and so 
can be used to drive a personalized 
relationship. 

Customer expectations are increasing, driven by experiences 
in other categories
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Involve me Know me
Value me

Help me recover 
from losses

Help me prevent 
losses

Help protect 
myself

Talk to me

Offer me 
programs to live 
longer

Pay me or my 
family when I 

need it

RE-IMAGINED CUSTOMER EXPERIENCE

Source: Celent report: Digitizing the Customer Experience: A New Framework



CURRENT INVESTMENTS
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THIS NEXT YEAR, MY COMPANY WILL HAVE INNOVATION ACTIVITIES UNDERWAY 
IN THE FOLLOWING AREAS

88% 88%
78%

70%

43%
38% 35% 35%

28%
23%

8%
0%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Source: Celent report: Innovation 2020
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THIS NEXT YEAR, MY COMPANY WILL HAVE INNOVATION ACTIVITIES UNDERWAY 
IN THE FOLLOWING TECHNOLOGIES

5%

8%

28%

38%

48%

55%

68%

85%

98%

0% 20% 40% 60% 80% 100% 120%

Virtual reality / augmented reality (AR/VR)

Blockchain

Internet of things (IoT)

Big data management

Chatbots

Artificial intelligence (A.I.)

Robotic process automation (RPA)

BI/Analytics

Application Programming Interfaces (APIs)
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CUSTOMER EXPERIENCE IS GAINING ATTENTION BY MOST INSURERS
USING A HOLISTIC FOCUS ON CUSTOMER TOUCH POINTS FROM THE OUTSIDE IN

Customer 
Touch
Points

Unified brand umbrella delivered consistently across touch points and channels

Policy ChangesProduct and 
feature selectionGet Advice Insurance selection Receive and Pay 

Bill Manage a claim

Transparency tools that provide information to enable decisions
Data collection, analysis and personalization

Single function, IT and operations back-end

Illustrative 
Customer 
Journey

Support 
Systems

Value-added interactions

Broker

Web / Mobile

Agent Office – In 
person

Employer

Phone



2019 RESEARCH FINDINGS
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CELENT EVALUATED THE WEBSITES OF THE TOP 50 INSURERS. 
WE LOOKED AT SIX CATEGORIES ON PUBLIC WEBSITES AND FIVE CATEGORIES 
IN POLICYHOLDER PORTALS
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• More firms added FAQs while less had language options 
available on the public site.

• FAQs varied in content and location.

• Almost all firms had a policyholder portal for account service. 
Additional content is usually found behind the firewall.

• Search functions were common, but many took over the 
screen or functioned as a pop-up, interrupting the flow 
of the website

FAQS WERE NOT BROADLY AVAILABLE, IMPAIRING BASIC USABILITY

ObservationsGeneral Service

16%

94%

78%

46%

23%

85%

80%

33%

CAN SET LANGUAGE

CUSTOMER LOGIN AVAILABLE

SEARCH FUNCTION

FAQs

2014 2019
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• Most insurers provided email addresses or forms as a mean 
to contact the insurer beyond the call-center.

• Chats or virtual CSRs were not readily available.

• If looking for an agent, many firms had templated websites 
for agents and advisors.
– Most were user friendly and easy to find contact 

information and credentials.
– Online chats or virtual agents were available.

MOST CARRIERS CAN ONLY BE CONTACTED THROUGH A CALL-CENTER OR GENERAL 
EMAIL ADDRESS

Agent/Website Help Observations

55%

36%

5%

26%

0%

5%

0%

90%

FIND AN AGENT

EMAIL AGENT

AGENT SOCIAL MEDIA LINK

AGENT WEBSITE LINK

ONLINE CHAT WITH AGENT

ONLINE CHAT GENERAL HELP

VIRTUAL AGENT

OTHER CONTACT OPTIONS
BEYOND CALL CENTER
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LIFE INSURANCE SALES ARE STILL LARGELY ANALOG

Marketing and Sales

• Nearly all firms had some sort of brochureware, though not all 
were written in user friendly terms.

• Substantially more carriers are adding degrees of self service 
application options.

Observations

99%

44%

PRODUCT INFORMATION -
BROCHURE WARE

PRODUCT INFORMATION -
VIDEOS

11%

13%

40%

58%

73%

6%

2%

29%

10%

46%

FULL ONLINE SALES

SEMI ONLINE SALES ASSISTED BY
TELEPHONE OR EMAIL

ONLINE QUOTES

ELECTRONIC FORM  TO SETUP
CONTACT BY AGENT

MORE THAN JUST MARKETING
INFORMATION AVAILABLE

2014 2019

Presenter
Presentation Notes
Same edit on the upper right graph
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• Investment firms with life insurance offerings were more likely 
to have a greater variety of channels to conduct sales through.

• Over two-thirds of firms reviewed offered a form to set up 
contact by agent. 

• Not shown, but multi-line insurers (selling P&C) were even 
more likely to offer online quotes and sales.

FIRMS OFFERING INVESTMENTS WERE MORE DIGITAL, REFLECTING THE HIGHER 
TOUCH RATE IN THAT MARKET

Sales and Marketing: Firms with Investments Observations

84%

76%

42%

30%

82%

FULL ONLINE SALES

SEMI ONLINE SALES ASSISTED
BY TELEPHONE OR EMAIL

ONLINE QUOTES

ELECTRONIC FORM  TO SETUP
CONTACT BY AGENT

INFORMATION ONLY (SAME
AS MARKETING)
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• Calculators were few and far between in 2019’s study. 
– There were more than in 2014 but not much more!

• Even basic life planning tools to calculate how much life 
insurance applicants may need were only in place for 60% 
of the insurers in the study. 

• Few firms had interactive tools beyond calculating the amount 
of life insurance applicants may need. Educational materials 
were more common.

• Very few firms offered personal budgeting tools, let alone 
more complex risk assessments or advice tools.

INSURERS ARE MAINLY AUGMENTING THEIR SITES WITH LIFE PLANNING TOOLS. 
OTHER CALCULATORS ARE STILL SPARSE

Calculators/Financial Self-Help Observations

14%

61%

10%

4%

7%

PERSONAL BUDGETING

LIFE PLANNING (HOME, 
MARRIAGE, MORTGAGE, 

COLLEGE)

RISK ASSESSMENTS

PORTFOLIO MODELING

SIMPLIFIED ADVICE

Presenter
Presentation Notes
Here too
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THE ABILITY TO PERSONALIZE A PORTAL WAS GENERALLY WEAK

Portal Personalization

89%

0%

78%

0%

11%

33%

Manage password

Upload a photo

Set/change communcation preferences

Set language preference

Set security authentication method

Personalize portal in other ways
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BASIC ONLINE POLICY CHANGES SUCH AS CHANGE OF ADDRESS, BENEFICIARY, 
OR OWNERSHIP ARE MORE AVAILABLE COMPARED TO 2014 

22%

11%

56%

44%

22%

44%

11%

32%

22%

7%

0% 10% 20% 30% 40% 50% 60%

View policy contract

Change name

Add or change address/phone number

Add or change email address

Request a copy of policy

Add or change beneficiary

Add or change ownership

2014 2019
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ONLINE BILL PAY VIA A BANK ACCOUNT IS NOW ALMOST UNIVERSAL

• Almost 80% accept online bill pay via a bank account.

• Over half show pending payments.

• Payment history is visible on 42% of the websites.

• These are huge advances compared to 2014.

78%

56%

44%

31%

13%

17%

Online bill pay via bank

View pending payments

View payment history

2014 2019
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SIMILAR TO PAST RESULTS, OBTAINING A FORM THAT INCLUDES A WET SIGNATURE 
AND REQUIRES MAILING WAS MOST COMMON

59%

20%

13%

78%

44%

22%

Obtain a claims form

Initiate a claim online

Check claim status

2014 2019



WHAT CAN YOU DO?
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ANTICIPATE THE CONVERSATION IN YOUR POLICYHOLDER'S MIND
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Customer(s)
information

• List of customer and policy information
• Feature allowing insured to change their personal information 

(address, email, telephone numbers, etc.)
• Feature allowing the policyholder to change password and other identification keys
• Feature allowing family view to get a single view of policies within the same family 
• Feature allowing customers to choose a preferred language for communicating with

the insurer

Documents • List of all documents (we recommend insurers to create a specific tab for policy and general conditions documents)
• Search features to help customers find a specific document
• Document archive feature

Financial
information

• List of premium invoices with indication of status (paid, pending, reminder) and link to the original invoice 
document

• Account statement listing all financial movements (premiums, claims reimbursement, 
out-of-pocket payments, etc.) with link to related documents

• List of claims with indication of status (paid, pending, etc.) and link to related original documents for instance claims 
statements

• List of reminders related to premium and out-of-pocket payments with link to the original reminder document
• Search features to help customers find a financial movement

CUSTOMER PORTALS ARE GREAT TOOLS INSURERS CAN LEVERAGE TO PROVIDE A 
SINGLE VIEW OF POLICIES AND COMMUNICATIONS AND PROMOTE TWO-WAY 
INTERACTIONS WITH INSUREDS

Presenter
Presentation Notes
Policyholder portals allow for varying levels of self –service.  What is offered MAY include:View all of the individual life insurance and annuity contracts owned;View life insurance and annuity account values;Submit transfers, account rebalancing and allocation changes on life or annuity contracts online;Make changes to address or beneficiary;Make a payment and view past history of payments;Submit claim initial claim information; Online chat with customer service representative



27© Oliver Wyman

…AS WELL AS A SINGLE VIEW OF POLICIES AND COMMUNICATIONS AND PROMOTE 
TWO-WAYS INTERACTIONS WITH INSURED

Correspondence • Forms
– Provide PDF or ideally HTML forms that can be filled in and sent online by the insured (request 

to change a bank account, claims form, complaint form, question about a specific invoice, etc.)
– Sort forms by status (available, sent, other types of status)

• List of personalised correspondence with link to the original document (these documents are generally 
individualised documents specific to a particular case for instance an invoice missing in a claim)

• List of general communication including promotion documents for new products, changes in claim 
process affecting insured habits, special discounts or offers, etc.

Archives • List of documents archived by customers with link to open the original document
• Features allowing customers to tailor organisation of the archive files

FAQs • List all questions a customer can have on insurance products, claims process and guidance 
on the policyholder portal and answer them!

• Feature allowing customers to contribute to the FAQ section

Links • List of further links for instance the insurer’s website, the Facebook community, etc.
• Agencies and Agents 

Source: Celent
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Interested in learning more about Celent, please contact Chuck Smith at Csmith@celent.com
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quoted or distributed for any purpose without the prior written permission of Oliver Wyman. There are no third party beneficiaries with respect to this report, and 
Oliver Wyman does not accept any liability to any third party.

Information furnished by others, upon which all or portions of this report are based, is believed to be reliable but has not been independently verified, unless otherwise 
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accuracy or completeness of such information. The findings contained in this report may contain predictions based on current data and historical trends. Any such 
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The opinions expressed in this report are valid only for the purpose stated herein and as of the date of this report. No obligation is assumed to revise this report to 
reflect changes, events or conditions, which occur subsequent to the date hereof.

All decisions in connection with the implementation or use of advice or recommendations contained in this report are the sole responsibility of the client. This report 
does not represent investment advice nor does it provide an opinion regarding the fairness of any transaction to any and all parties. In addition, this report does not 
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