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Introduction

Once upon a time, insurers were shielded from
surging customer demands by the complexity of
their products. That time has long since passed.

In a day and age when you can buy everything from houses to prescription
drugs online, policyholders expect the same quality digital experiences they
can get from Netflix or Amazon: lightning-fast, hyper-personalized and seam-
less every step of the way.

That’s why your customer acquisition workflow isn’t just about gaining new
customers. It’s also an introduction to what policyholders can expect if they
sign on the digital dotted line. There’s no use tweaking copy or A/B testing but-
ton colors if the users you convert today will ultimately churn due to another
source of friction down the road.

Digital experience is your real differentiator—one way you can stand out from
competitors without racing to the bottom on rates or taking on unnecessary
risks. Instead of isolated improvements, tackle your acquisition workflows in
the context of the full customer journey. That way, you won’t only boost con-
versions, but will also lay the groundwork for a superior digital experience with
your brand.

So how do you pull this off? You’ll need better data—plain and simpl
nology like digital experience intelligence (DXI) platforms enab
marketers, product managers and UX teams to laser focus
actually matter: how customers interact with your we
points in their journey, and why. This guide is desi
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Why digital customer
experience is your
differentiator

You only have one chance to make a
first impression. Beyond satisfying
prospects’ immediate need for infor-
mation, your digital quote process
can forge trust, build confidence and
demonstrate a superior digital ex-
perience right from the start. This is
critical for engaging policyholders
post-pandemic, who continually flock
to digital channels to purchase finan-
cial products:

e 71% of customers want their fi-
nancial services provider to have a
clear digital process for opening an
account.

Rverage

e 60% of insurance customers prefer
to buy and 69% prefer to renew cov-
erage digitally.

» 78% of customers expect their life
insurance company to offer a mo-
bile app, and 74% expect to buy life
insurance online.

Insurers responding to these de-
mands have already reaped serious
benefits. In the past five years, US
auto insurance carriers that have
consistently provided best-in-class
customer experiences have generated
2-4x more growth and reported 30%
higher profitability than firms with an
inconsistent customer focus.

However, this seems to be an excep-
tion to the rule. Grappling with com-
plex products, strict regulations and
complex legacy software, insurers
still frequently fail to deliver the high
caliber digital experiences their poli-
cyholders expect. Chew on this:

e Just 19% of insurance customers are
completely satisfied with their
provider’s digital experience.
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e Over a third of policyholders
switched their insurers in 2023,
with desire for a better digital ex-
perience cited as the top reason.

e Although 70% of consumers are
aware of a mobile app offered by
their insurers, only 37% would use
it to contact the insurer if they had
questions about their policy.

e Only 25% of insurance customers
are satisfied with the interface on
their provider’s app or website.

The good news? While policyholders
are routinely disappointed in their
digital customer experiences, this gap
also leaves a lot of room for disruptors
to jump in front of the competition.

Because the insurance industry is
currently at a crossroads.

On the one hand, we have insurers
attempting to reconcile legacy soft-
ware with surging customer demands
for better, faster online experiences. At
the same time, “cognitive” insurance

platforms are leveraging Al for re-
al-time underwriting decisions, while
embedded insurance has enabled
customers to purchase personalized
insurance products right at the point-
of-sale. Insurers can even use image
recognition technology to automate
damage analysis.

It’s sort of like the Industrial Revolu-
tion, when you could spot a car and
horse and buggy traversing the same
road. The organizations positioned to
come out on top aren’t just reimagin-
ing insurance as a practice, but how
their policyholders experience it.

This is partially due to necessity as
disruptors enter the market, like in-
surtech companies swooping in with
sleeker apps and retailers develop-
ing their own embedded insurance
solutions. But a lot of innovation is in
response to this vast opportunity to
stand out in an industry that is histor-
ically slow to change.

“We’re seeing very uneven execution between brands, particularly in
the area of mobile apps, where the top performers are really breaking
new ground, but the bottom performers are keeping overall customer
satisfaction scores low. We’re also starting to notice some notewor-
thy year-over-year volatility among the brands in the study, which

shows that smart investments in good technology can drive rapid
performance improvement.”

—Michael Ellison, President,
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Digital experience
intelligence (DXI) as

your secret weapon

One reason insurers frequently strug-
gle to deliver quality digital experienc-
es is their limitations with complex
legacy systems. Fortunately, you don’t
need to battle the IT team for a brand
new tech stack to make significant
improvements. You do need the right
information, and the ability to con-
sistently collect, measure and use it.

That’s where digital experience intel-
ligence (DXI) comes in—technology
designed to analyze and dramatically
improve how users experience your
website and mobile app at different
stages of the customer journey. DXI
platforms typically offer a range of

reporting and diagnostic features,
including heatmaps, session replays
to flag signs of struggle (such as rage
clicks or page reloads) and session
logs that chronicle user interactions
alongside technical events to more
easily identify glitches.

DXl can also leverage artificial intelli-
gence (Al) and machine learning (ML).
This enables more advanced tools to
not only process vast quantities of
data, but also establish, identify and
predict patterns within that data—like
common behavior shared amongst
different user segments.
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Another benefit of DXI is it can typi-
cally be implemented with just a few
lines of code on the backend of your
website or app, so you don’t need to
untangle your entire system to begin
collecting meaningful insights. Since
DXI “plays nice” with other tools, you
can also integrate it with your CRM to
measure business impact of specific
events and interactions.

For example, if a slow-loading web-
page caused 5% of mobile users to
drop out of the funnel for a particular
policy (where successful conversions
averaged $500 per month), you can
then quantify the cost of latency. This
gives your IT or engineering team the
ability to laser focus on errors and
glitches that actually have an impact
on user behavior, and subsequently
conversions and revenue.

This level of nuance is critical to not
only outshine your competitors, but
keep pace with companies who have
set the bar for outstanding digital ex-
periences. Take Amazon, for instance.
Why is it so easy for you to shop on
their site and app? Sure, they’ve col-
lected enough data to really know who
you are and what you need—to the
point of being able to accurately pre-
dict when you’re running low on Tide
Pods. But data on its own is meaning-
less. The Amazons, Ubers and Insta-
carts of the world also have a system
in place to apply insights into real
user behavior across an infinite com-
bination of interactions, channels and
touchpoints. And they can do it for
every user, at every stage of the cus-
tomer journey at scale.

The opportunities for insurers to differentiate themselves through
stronger customer experience are huge and growing. The fundamen-
tal challenge many companies face is getting the organization mov-
ing. There is no time to wait. In the digital era, consumer power is
rising. Carriers that cling to product-, function-, or channel-centric
views risk falling behind as market leaders build deeper relation-
ships with customers and capture ever-larger shares of the market.
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Is DXI necessary if you
have an analytics tool?

You’ve probably heard the saying: “You
can’t manage what you can’t meas-
ure.” The issue for many companies is
that this means breaking down com-
plex customer journeys into smaller
components, with different teams
measuring, analyzing and improving
their designated part.

Marketing digs into web analytics
and digital analytics, product combs
through product data, and CX is en-
trenched in voice of the customer
(VoC) data. Meanwhile, engineering is
up to their eyeballs in error logs.

Although nuanced insights are often
necessary, traditional analytics tools
often lack the ability to consolidate
several data sources to form an inte-
grated, 360-degree view of the entire
digital customer journey.

Instead of considering an end-to-end
experience, teams become solely fo-
cused on their individual part. Invari-
ably, no one can connect the dots, and
you wind up losing the forest for the
trees. The end result is often an ob-
structed view of:

The holistic customer

experience

Slicing and dicing a broader customer
journey may have its benefits when it
comes to organizing dashboards.

But policyholders don’t typically ex-
perience their interactions through a
series of neat and tidy steps or clearly
designated touch points. To your cus-
tomers, every social media ad, product
feature, technical event, support tick-
et and agent phone call are part of the
same experience.

When creating, optimizing and deliv-
ering world-class digital experiences,
being able to step back and assess
the big picture is just as important as
the ability to drill down into a specific
component.

Cause and effect

A singular focus makes it almost
impossible for different teams to ob-
serve how one aspect of the customer
journey impacts another, or establish
cause-and-effect relationships be-
tween different interactions and tech-
nical events.
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For example, you may have a perfectly
optimized quote form, with brilliant
copy and a beautiful interface. But a
technical issue makes the “Submit”
button unresponsive for iPhone users
on Safari. The engineering team has
the ability to identify the error, if they
know to look for it. And you’re aware
that the form isn’t converting like it
should be.

But with traditional analytics tools,
the only way to determine the cause
is to speak directly with an engineer—
which would require you knowing a
tech glitch was the culprit in the first
place.

Business impact

Think about the dizzying combina-
tions of variables that make up any
one customer experience. Website

“Engineering teams are con-
stantly pressured to identify,
prioritize and resolve issues,
but some issues are more dam-
aging than others. If engineers
spot multiple errors in the logs,
they lack the tools to effectively
prioritize one over another. But

guesswork delays resolution,
and in a live environment, your
customer experience will suffer
until the problem is solved.”

—Liran Tal,

loading speed. App usability. The pol-
icy itself. Customer service response
time. How friendly and professional
the agent is. While traditional analyt-
ics tools can provide exhaustive detail
as to the “what,” the why frequently
gets lost in data silos.

This severely limits your ability to
understand customer engagement
beyond surface-level observations.
Without establishing clear behaviorial
patterns associated with conversion,
retention and churn (and determining
the cause), how are you supposed to
accurately assess, measure and prior-
itize improvements?

When business impact is absent from
the equation, decision-making can
easily get derailed by subjective prior-
ities, squabbling stakeholders and in-
ternal politics. It’'s impossible to deliv-
er a standout digital experience when
the actual journeys are evaluated with
guesswork and opinions rather than
real, measurable behavior.

By contrast, DXI automatically consol-
idates several data sources—includ-
ing web, digital, product, technical
performance and VoC—to form a sin-
gle, comprehensive view of the entire
customer journey. This gives you the
ability to closely examine customer
interactions and see how all the piec-
es fit together within a single, holistic
experience.
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Boosting conversions
with digital experi-

ence insights

When prospective customers initially
seek a quote, they get a glimpse into
the digital experience your business
provides. While this is one of the
most critical stages of the customer
journey, there’s often room for im-
provement. Insurance has the highest
customer acquisition cost of any
industry, yet nearly 75% of customers
who attempted to purchase insurance
online reported problems.

Once you’ve got digital experience
intelligence (DXI) locked and loaded
in your toolkit, here’s how to collect
and apply the right insights to imme-
diately improve your quote flow—and
conversion rate.

1. Conduct a buyer’s journey
audit
DXl technology enables you to map
out the buyer’s journeys for differ-
ent user segments. Chart the most
common “path” to form submis-
sion and form abandonment, in-
cluding the sequence of actions
users performed on different pages
or app screens. Good questions to
ask include:

What percentage of users dropped
out of the funnel compared to
those who completed the form?
Are there any prevalent charac-
teristics among users who aban-
doned the form? (i.e. device, brows-
er, geographic location, new visitor
vs. returning visitor, etc.)

What page, screen or “step” in the
buyer’s journey saw most users
drop out? Did they leave before or
after they started filling out the
form?

Did users who dropped out inter-
act with the same elements on the
web page or app screen as convert-
ed users?

What were the most prevalent
stress behaviors among users who
dropped out (i.e. rage clicks, page
reloads)? When and where in the
journey did they occur?

If the users interacted with the
form before dropping off, what was
the last question they interacted
with? What was the last question
they filled out?

What was the last interaction they
performed before dropping out of
the journey?
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“Customers are facing clunky interfaces, in-
frequent updates and frustrating workflows

that force them to pick up the phone and
chase down information. The good news is
that leading carriers have begun to crack the
code on digital and are rapidly establishing
a set of best practices that could pave the
way for industry-wide improvements.”

2. ldentify your most preva-
lent sources of friction
Examining what the actual jour-
neys looked like for users who
completed the quote form submis-
sion and those who dropped out
will help you zero in on the biggest
sources of friction getting in the
way. List 3-4 of the most prevalent,
including:

—Mark Garrett, Director, P&C Insurance

Intelligence,

Total number of sessions im-
pacted

How many times users encoun-
tered this source of friction in a
single session before dropping
out the funnel

What you believe was the cause
for the friction
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Evidenceof @ Whereiit Frequency Users Potential

friction occurs impacted cause

Rage clicks on Second page of | Observed in 25% | 98% of mobile Technical glitch;

“Next” button estimation form | of mobile ses- users whorage | will consult with
sions that did clicked at this engineering
not convert point were using | team
Chrome on their
iPhone
Estimation Third page of Observed in15% | Users impacted | Question was
form aban- estimation form | of web sessions | span multiple likely unclear
doned after 4th that did not con- | devices and
question vert and 7% of time zones; 5%

mobile sessions | of users navigat-
ed to FAQ page
before leaving

3. Prioritize improvements by
business impact
Take your assessment one step

1

further by calculating the amount CICIL]

of revenue that was subsequently %g

lost. Once you’ve integrated a DXI

tool with your CRM, you can meas-

ure the average amount converted Formula

users paid after submitting their

quote form. Average spend of a converted
user X Number of abandoned

This will give you a better idea of users who encountered a specific

what abandoned users would have friction in their journey X Typical

paid if they hadn’t encountered a conversion rate for friction-free

particular source of friction that journey = Total cost of that fric-

caused them to drop out of the tion point

funnel. Then, look and see how
journeys were impacted to deter-
mine scope.
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Best practices to improve
your quote flow

After you’ve tackled high priority
sources of friction, you can refine even
further by implementing best practic-
es for a seamless quote flow.

Prioritize information
accessibility

Access to information ultimately
determines your users’ ability to “self-
serve”—and can make or break their
entire digital experience.

e Satisfaction scores take the big-
gest hit when customers can’t find
information on an insurer’s app or
website, and have to call an agent,
which happens 42% of the time.

* When identifying the biggest chal-
lenges with their digital experi-
ence, 39% of FSI customers strug-
gled most with poorly integrated or
unhelpful chatbots, and 29% with
finding necessary information.

To get off on the right foot, make it
easy for users to learn about your
policies directly from the quote flow—
without having to pick up the phone
or sift through your site. Our sugges-
tions:

luko

Don’t make customers jump
through hoops to learn about pric-
ing. Even if their rate ultimately
depends on several variables,
including minimums (i.e. “from $X
per month”) shows transparency
from the start.

Products »  Commitments w Halp ~ Tastimonials

Insurance that
has nothing to hide

Discover the no-brainer insurance: clear and flexible
contracts, twice as fast refunds, and 2 100% digital and
transparent model.

ﬂ Housing » ﬁ Maortgage »

d‘ Landlord > 6_4 eScootar >

Luko puts pricing information front and center on

their homepage.
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e Describe your policies in simple,
concise language. Steer clear of jar-
gon, complex terms and legalese—
at least in the primary description.

e Make policies easy to skim by us-
ing headings, short sentences, par-
agraphs, and summaries or recaps
of each section.

Jemonade

The Squeezed Version

Congratulations! You got yourself a Lemonade Renters Insurance Policy for your home at 5
Croshwy St. New York, NY 10013 Your podicy number s LPZ34F32.

Wi want to make sure you know what you're getting for your $5.20 per month, sowe did
our biest bo make this palicy shact and Swest,

Please take a few minutes to read through, and let us konowy if you have any questions, You
can always change coverages, add valuable items, and more,
Who's covered?

This poficy covers Jane Doe. You can add more peope, 25 long as they permanently live at 5
Croikey Street

When?
This policy covers events that started after March 12, 2017 at 1:30pm, and before March
12, 2018, 1:30pm.

Against what?

Wi protect wou against theft, vandalism, fire, smobe, burst pipes, appliance leaks, and
damage others may acouse you of causing. There are important limitations. though, so
please read on

For how much?

WWe prowide coverage ug 1o & certain limil. Here i5.a quick averview al the limils you chose
[and can champe]

« Damage or theft of your stuff, up to 510,000 In total, and %2,500 per item.

= i Gt

In addition to a more casual and conversational tone, Lem-
onade’s policy description features a helpful “question and
answer” format.

clarity. With session replays, you
can actually see how long con-
verted users are spending both on
individual fields and on the entire
form. This makes it easier to spot
particular questions or sections
that users may find confusing.

wefox

Be safe with expert advice in 3 steps:

1. Select insurances you're interested in.
2. We'll match you with a fitting expert.
3. Get advice and offers tailored to your needs.

& House, Liability & Legal -
& Accident & Health -
@& Life & Financial Protection -
& Travel, Leisure & Pets -
£ Mobility -

o Products to review

Wefox's quote flow pairs prospects with an expert before
they select a policy and clearly describes the process in 3
simple steps.

TIP: When looking at field completion times, pay attention to the type of information
you’re asking for. A delay field completion could be due to users having to retrieve their

driver’s license, rather than lack of clarity. A good clue seeing whether the session is
still active during the delay, or becomes idle.
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* Make it easy for users to get help
when they need it. For example, if a
user exceeds a time threshold for a
form field, prompt a chat message
offering to connect them with a live
agent. This not only improves the
digital experience but also increas-
es the odds of users remaining in
your quote flow.

DXI in action

Even small tweaks to your quote flow

can have a major impact. Case in point:
noticed that 90% of

quotes originated from their website,

but only 35% were completed. By using

Glassbox and validating their observa-
tions with call listening, the team iden-
tified a single confusing question that
led to abandonment. By simply rephras-
ing the question, An Post boosted its
conversion rate by 6%.

Make it easy for users
to interact with your
quote form

Eighty-one percent of users have
abandoned an online form after be-
ginning to fill it out—and more than
a quarter do so because it’s too long.
When you’re selling a complex prod-
uct, slashing the questions in half
might not be an option. Fortunately,
even if a longer form is necessary to
provide an accurate quote, there are

multiple ways to make the process

easier for users:

e Use auto-complete, auto-suggest
and predictive search to help users
fill out fields faster.

* Integrate typo-tolerance to process
fields with spelling errors.

* Pre-populate fields with data from
prior interactions (i.e. if a user
abandons the form and then picks
itup again at a later date).

* Motivate users with a progress bar
visualizing their steps towards
completion.

e |If it suits your brand, include icons
or images to spice up the form.

* Apply personalization in real time.
For instance, after a user submits
their name, automatically incorpo-
rate it in subsequent questions.

Let’s create your pet’s plan!

Pet: hsma

Lowuis

1-B66-ARF-MEOW | Underwriting

Let's get some basic info
about Louis.

 you have n
now, After |

THAFE [ Belect boped or start byping r

Pumpkin features personalized questions and drop-down
menus so users can answer without typing.
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Re-engage users that
drop out of the quote
flow

Don’t forget to create a process for
re-engaging prospects who drop out
of the quote flow. Nineteen percent of
users who previously abandoned an
online form will return to complete it
if the company initiates additional
contact. Instead of a pesky reminder,
treat this as an opportunity to pro-
vide additional value. For example,
the email could be sent by an agent
or customer service rep, asking if the
user needs any help or clarification.
Also be sure to include a CTA lead-
ing users back to the form. Be sure
to mention if they can pick up where
they’ve left off.

Final thoughts

Marketing complex insurance prod-
ucts to potential policyholders with
sky-high expectations is hard enough
without worrying about clunky soft-

ware and mountains of unusable data.

However, even if you can’t do anything
to change your entire company’s tech
stack, adapting a more integrative
approach to data and analytics within
your immediate team can still put you
far ahead of your competitors.

More than anything, digital experi-
ence intelligence means the ability to
re-examine digital customer experi-
ences in a way that actually reflects
real user interactions with your brand
and product. This doesn’t just repre-
sent a shift in technology, but a shift
in mindset. Instead of reacting to
conversion and retention rates, then
trying to understand where they’re
coming from, DXI proactively listens
to user behavior and continually im-
proves their experience at every stage
of the customer journey.

Dive deeper into
retention and renewal

Optimizing your quote flow and driving
new policy conversions is only half the
battle. Now you need to convince those
same policyholders to stay put.

Customer experience needs to be un-
derstood and analyzed both in totality
and in the smaller journeys that repre-
sent key moments in that experience.
That’s why we created an entire guide
on best practices for driving insurance
customer retention digitally.

Read the guide
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Ready to explore digital
experience intelligence?

If you’re ready to leapfrog your competitors by
optimizing your digital customer journey, we’d
love to help.
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