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The Evolving Landscape of
Customer Experience

In today's competitive landscape, customer experience is
more important than ever. Customers increasingly expect
personalized, seamless interactions across channels.
However, challenges like economic uncertainty and rising
costs add complexity for companies trying to deliver
exceptional experiences.




Balancing Rate
Adequacy and
Customer Centricity

Insurance companies have been increasing
rates for policyholders to achieve rate
adequacy and remain solvent amidst rising
costs stemming from increasing frequency
and severity of natural disasters, high costs
to repair vehicles and homes, rising medical
costs, fraud, inflation, and other factors.
However, these rate hikes can negatively
impact customer satisfaction and retention.




How Insurers are confronting a difficult situation

Data-Driven
Personalization

Communication and
Transparency

Customer-Centric
Approaches

Empathy in
Challenging Situations
Leverage empathy when

conveying difficult news
to customers.

Focus on clear
communication and
transparency, building
trust which minimizes
price sensitivity and
establishes the
foundation needed to
rebound from setbacks.

Prioritize customer
needs, tailor experiences
and set expectations
even amidst uncertainty.

Use data insights to
provide customized

service and offerings.

Digital Tools to Enhance
the Experience

Providing digital tools
can help customers feel
more in control of the
experience and give
more opportunity for
updates.



Clear Communication: Building
Understanding and Setting Expectations

Completely understand reason(s) for price change

Increase in Price
+ i i
103 Satisfaction

resulting from
Received an explanation of their auto declaration page ~ +98 each best practice

Completely understands bill

Expected premium to go up +104

Completely understands policy and what is covered +97/

Received useful info about their policy




Premium Increases, Trust, and Price Satisfaction
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Customers are more loyal to and advocate for brands that

they trust
Q High Tr

High Trust
Impact on ﬁ.
NPS and
C Yeig )%

Low trust almost
guarantees
defection for 60%
of customers

Brand Trust

Low Trust

Definitely will renew

Neutral

Impact on | Probably will renew |
Likelihood
to Renew Deflnltely won't renew

Low Trust

'

Neutral
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Notes: Good Reputation=Top-2 box for Reputation rating (6 or 7 out of 7); Poor Reputation=Bottom-5 box for Reputation rating (1-5 out of 7); High Trust=Strongly and Somewhat Agree
that they trust their insurer, Neutral=Neither trust nor not trust, Low Trust=Strongly and Somewhat disagree that they trust their insurer.



Drivers of Overall Trust

1. Fulfills my service expectations
2. Puts the interests of customers first
3. Provides useful guidance and/or service

4. Takes responsibility and resolves mistakes
effectively




Building Trust from the Onset

- Set clear expectations early  Provide tools educational resources
From the beginning, insurers are transparent about User-friendly materials help customers fully
policies, costs, and coverage to avoid comprehend the details of their policies.

misunderstandings.

- Emphasize shared goals

* Foster open communication Insurers convey their mission to meet customer needs
Insurers encourage questions and active discussions to and make customers feel safe and secure, aligning
build mutual understanding. interests.

- Acknowledge concerns proactively

By addressing potential issues early, insurers reassure
customers and mitigate uncertainties.
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Leveraging Data for Personalized
Customer Experiences

Gather data on customer demographics,
preferences, and shopping habits
pain points
Build customer profiles to understand individual motivations
and goals
Deliver personalized recommendations and offers aligned to
customer interests
— Provide tailored service based on customers’ channel preferences and
history
Continuously refine customer segmentation and targeting as new data
emerges
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Digital
Expectations

Customer expectations for digital
are similar across industries

The big 4

Navigation, Speed,
Appeal,
Information/Content

A problem free
experience

Any problems, no
matter how small, will
significantly bring down
satisfaction

Better security

If your digital experience
IS very secure, ensure
consumers know

Not just
easy, very easy

Understand what "very
easy" means to your
customers

One channel
resolution

Interactions that start
digitally need the ability to
be completed digitally
(app/website)
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Key Takeaways

Effective Empathetic Early trust-
communication delivery building
Simplify and personalize Handle difficult Set expectations and

conversations with care
and transparency

messages to build
understanding and answer
questions

communicate openly
from the start

Meet preferences
and provide tools
and resources

Ensure communications
match customer preference
and aim for single channel
problem resolution




Questions?

Thank you

Breanne Armstrong
breanne.armstrong@jdpa.com

Data shown in this presentation are from the 2023
J.D. Power US Auto Insurance and US Home
Insurance Studies.

The Voice of
The Customer




