Rebuilding Trust in Insurance
Becoming Trusted Advisors in the
Digital-first World
Long call center wait times, frustrating digital and chatbot
experiences and adverse publicity about disappointed
claimants have all undermined customer confidence.
Indeed, the insurance industry has suffered a greater
erosion in trust during the pandemic than any other sector.
Now, with the market hardening and premiums set to rise,
91% of more than 200 executives surveyed from across the
insurance industry expect trust to tumble further still.
This is the challenge unearthed in Insurance Innovators’
2021 survey undertaken in partnership with Smart
Communications and Salesforce Industries.
More encouragingly however, our respondents also believe
new technology can provide both short-term and long-term
solutions, and that ultimately, it is set to transform trust in
the insurer-customer relationship forever.

There is clear consensus that better customer communications
will play a crucial role in rebuilding trust.

84%
of respondents believe that optimizing
customer communications and touchpoints
would have a significant effect in ensuring
customers more readily trust their insurers.

Renewing trust must start with greater clarity and
better guidance at the points of quote, sale and renewal.

90%
of our respondents believe
that when customers find
descriptions of product features
and add-on products confusing
at the point of sale, it makes them
more distrustful of insurers.

Our survey points to advanced personalization
as a potential gamechanger in protecting trust
by helping customers choose the right coverage.
Q. How great an impact would the following
enhancements to the insurance sales process
have in minimizing loss of trust?

Moderate

Significant

Massive

0%

100%

Personalized documents comparing add-on coverage
with features of the core policy, sent instantly via the
customer’s channel of choice:
The analysis of individual customer behavior to identify
when to provide guidance during an online sale:
Data-analytics driven identification of where a
customer may be underinsured or mis-insured,
and advising accordingly:
Full individualization of product suggestions to ensure
that the customer has exactly the right coverage:

Ensuring customers understand the scope of their
coverage at the point of sale would also help avoid
loss of trust when a customer submits a claim.
The problem:

77.5%
of our respondents believe that poor customer
understanding of the scope of coverage played a massive
or significant role in the decline of customer trust when
claims proved contentious during the pandemic.

The solution:
Data analysis will help insurers to identify where customers
find communication too complex and enable them to
simplify it accordingly:

69%
believe that trust can be protected by predicting the
policy terms most likely to cause contention with a
particular customer at claim and tailoring the
emphasis of sales messaging accordingly.

In the claims process itself, expectation
management is seen as key.
The problem

89%
of respondents think that delays in the claims
process during the pandemic have dented
trust, 66% to a massive or significant extent.

The solutions

81%
of respondents believe that real-time updates,
similar to those used by food delivery and ride
share services, would have a significant effect
in minimizing loss of trust.

85%
of respondents advocate providing estimated
timeframes tailored to the individual’s specific
circumstances at the outset of a claim in order
to set expectations.

Without a seamless digital experience,
trust will continue to suffer.
The problem
COVID-19 has been a catalyst for more customer interactions
taking place through automated and digital channels.

80%
of our respondents believe unsatisfactory and
frustrating experiences on digital channels
have contributed to loss of trust during the
pandemic; 48% believe significantly so.

Our survey research identified 3 types of
safeguarding that would be effective in
protecting trust during digital experiences:

1
Personalization

2
Seamless omnichannel
experience

3
Easy and fulfilling
self-service
automation

Safeguard 1: Personalization
Q. How great an effect would the following
enhancements to the digital experience
have in minimizing loss of customer trust
in insurers due to frustration?

Moderate

Significant

Massive

0%

100%

Providing personalized and empathetic messaging
to convey understanding of the customer’s needs
and concerns:
Orchestrating the digital experience to send the customer
to the most appropriate channel for his or her needs:

98%
said optimizing personalized customer contact
in all digital interactions would be important in
increasing customers’ trust in their insurers.

Safeguard 2: Seamless omnichannel experience
Q. How great an effect would the following
enhancements to the digital experience
have in minimizing loss of customer trust
in insurers due to frustration?

Moderate

Significant

Massive

0%

100%

Providing a seamless and consistent experience across
all channels:

95%
of our respondents agree that frictionless
experiences are paramount to engendering
trust and conversely, that poor digital
experiences can significantly dent a
customer’s trust in an insurer’s reliability.

Safeguard 3: Easy and fulfilling
self-service automation
Q. How great an effect would the following
enhancements to the digital experience
have in minimizing loss of customer trust
in insurers due to frustration?

Moderate

Significant

Massive

0%

100%

Providing faster and a broader range
of self-service automation:

Comprehensive pre-population of forms:
Introducing full self-service automation through
advanced virtual agents that use straight through
processing to implement processes end to end:
Providing proactive guidance where needed,
utilizing chatbots or AI:

Our respondents had so much faith that optimization
of digital experience can boost trust that….

8/10
said a superb end-to-end digital experience
has the potential to be just as effective in
building trust as human contact.

However, for superb digital experiences to significantly
boost trust, the frequency of interactions between
insurers and customers must also increase.
At present 30% of insurers engage with their customers only
at the point of sale, renewal or claim.
...And only 27% contact their customers more than a few
times a year, other than to push sales messages.

Q. Not including sales messages, how often do insurance
organizations engage with customers throughout the year?
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Indeed, this lack of communication is a significant
underlying factor in customers not trusting their insurers.

79%
of our respondents agree that lack of proactive,
personalized contact with customers, except at
renewal and during the claims process, is a
contributory factor to the low levels of trust in
insurance.

94%
of our respondents worry that there is a disconnect
between insurance organizations’ often caring
marketing messages and how lack of communication
actually makes customers feel.

Simply increasing non-sales-driven communication is not in
itself the answer, however:

90%
warn that, unless a touchpoint is personalized,
frictionless and adds value, it is a potential source
of irritation to the customer.

Towards a new insurer-customer relationship:
the insurer as trusted advisor.
An opportunity to engage customers with more frequent
communication is looming on the horizon: enabled by
advanced analytics and the Internet of Things (IoT), the
insurance proposition is expected to evolve away from pure
risk mitigation towards risk prevention based in part, on
regular advice.

94%
believe that acting as trusted advisors who offer
personalized advice to reduce risks in customers'
lives, will eventually become the core of the
insurance proposition.

Could this be the perfect way to engender customer trust?
Our survey indicates “yes”.

98%

95%

of respondents believe regular, personalized
and genuinely effective tips on reducing risk
would increase customer trust in insurers, with
73% expecting the effect would be significant
or massive.

of respondents believe that providing useful
and tailored advice to help customers protect
themselves from risk would fulfil a brand
promise and in turn build trust.

The move to a risk prevention model in
which insurers morph to become trusted
advisors appears imminent.
With the expansion of usage-based insurance, customers are
becoming accustomed to sharing data with their insurer.

84%
of our respondents believe that the price appeal of
usage-based insurance will play a crucial role in
easing customers into providing the insurance
industry with the data from their connected devices
that’s required for insurers to transition their
proposition to risk prevention.

Q. When will the majority of insurers in each
insurance line offer personalized risk management
advice based on real-time data from the customer’s
connected devices?
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The industry expects the majority of insurers to offer
personalized risk management advice based on real-time
data from customer’s connected devices within just over 3
years, with auto and health insurance leading the way.
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However, the road to insurers becoming
trusted advisors will not be an easy one.

94%
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83%
of respondents warn that
achieving such risk reductions
will require a significant level of
engagement and action from the
customer.

of respondents warn that if
insurers are to successfully
become trusted advisers, their
advice will need to translate into
tangible reductions in risk in
customers’ lives.

96%
of respondents believe that
optimizing personalized
customer contact will be
important for insurers’ successful
transition to a risk prevention
proposition and the role of
trusted advisor; nearly two thirds
(65%) believe it will be very
important.

88%
of respondents say this
engagement in turn will require
advice to be delivered through
the optimum channel at the
optimum time for the customer.

In the long term…

95%
of our respondents believe that individually
personalized, real-time and frictionless
communication will become a cornerstone of both
• the insurance proposition
• and an insurer-customer relationship
that engenders trust and inspires loyalty

Far from the distant insurers of today that enter their
customers’ consciousness little except at sale, renewal and
claim, the insurers of tomorrow will engage their customers
and win their trust on a daily basis through acutely
personalized and effective risk mitigation advice and
seamless digital experiences.

Viewpoint: Communication, talking the talk and walking the walk
The pandemic fractured many things: lives, livelihoods,
health, sport, the arts, normal family interactions and of
course business. Some companies digitized, pivoted and
soared to meet new needs in new ways. Others, however,
struggled to adapt to a world knocked out of kilter, leaving
their customers frustrated and distrustful. Our research
suggests the insurance industry was among those that failed
to rise to the challenge, with our surveyed insurers agreeing
that poorly communicated policy terms and delays in the
claims process eroded trust over the course of 2020.
Clear, honest and personal communication is essential to
rebuild trust. Customers need to have confidence that the
product is best suited to them as an individual, with
coverage and exemption clauses spelled out in simple
language. Digital solutions can help. With analytics helping
to match customers to the best policies for their needs,
identifying which clauses create confusion and enabling
personalized guidance so customers make smarter
decisions and feel empowered in their insurance choices.
Automation allows personalization at scale, with timely
and relevant communications delivered via the optimum
channel at the optimum time to manage expectations, keep
customers in the loop and ensure customers feel valued.

But it’s essential that insurers don’t just talk the talk. They
must also walk the walk, deploying digital solutions that
ensure a slick and seamless user experience that underpins
the brand values. Whether it’s using third party data sources
to generate quotes in minutes or smart algorithms to
automate and settle simple claims in seconds, digital
solutions have the potential to eliminate many of the pain
points of the insurance journey.
But, perhaps more fundamentally, today’s digital
technologies, combined with data from connected devices
and smart sensors, enable a complete rethink of the digital
proposition. Insurers can use new data points to deliver
meaningful insights and personal guidance to customers that
not only build brand engagement but also help mitigate and
even eliminate many everyday risks. This is communication
supercharged to add real value to a customer’s daily life and
build a deep bond based on both parties working together to
protect what matters most in the world. This is Insurance 2.0.
For more information:
Smart Communications
Salesforce Industries

