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Methodology 

• Quantitative global survey of 64 C-level insurance executives in EALA – 31 

from Life carriers and 33 from P&C carriers. All are involved in investment 

decision-making for sales, customer service, distribution and/or marketing 

strategies 

• 20 countries covering developed and emerging markets 

• Telephone interviews conducted from February to May 2011 
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Regions represented Countries surveyed 

28% 

North America 

54% 

EALA 

18% 

APAC Developed 

Markets 

Emerging 

Markets 

UK 

France 

Germany 

Italy 

Switzerland 

Austria 

Denmark 

Belgium 

Finland 

Norway 

Sweden 

Netherlands 

Spain 

Brazil 

Mexico 

Russia 

Turkey 

South Africa 

Czech Republic 

Poland 

 



Key Finding 1: Profitable growth will be  

more challenging in the next 3 years 

• As the economy slowly recovers, insurers in EALA need to address a wide set 

of challenges to sustain profitable growth 

• EALA insurers in mature & emerging markets alike expect growth to be 

achieved mainly in their home markets  

• Consumers have become more demanding & diverse, better able to find the 

information they need to make insurance decisions and expecting information 

to be available at any time via all channels 
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EALA insurers in mature & emerging markets alike 

expect growth to be achieved mainly in their home 

markets 

Q: What will be the main driver of growth for your company in the next 3 years?* 

10%

27%

Mature markets 

Mainly 

inorganic 

73% 

Mainly     

organic 

90% 

73%

60%

Mainly     

organic 

27% Mature markets 

Emerging markets 

Mainly 

inorganic 

40% 

EALA Insurers in 

Mature Markets 
EALA Insurers in 

Emerging Markets 

Growth will  

come mainly from: 
Growth will  

come mainly from: 

Base = EALA 

Emerging markets 



The battle for customers will become more 

challenging for insurers in EALA  

in the next 3 years 

Q: Do you anticipate organic growth to be more or less challenging in the next 3 years?  

More challenging 

Less challenging 11% 

30% 

59% 

As challenging 

Base = EALA 



Consumers in EALA have become more demanding, 

self-sufficient and expecting information to be available 

at anytime via all channels 

Q: What are the key challenges that your company will face 

in attracting & retaining customers in the next 3 years?  

59% 

44% 27% 

48% 

73% 42% 

11% 

31% 

78% 

70% 

45% 33% 

80% 56% 23% 

81% 55% 27% 

83% 55% 28% 

83% 48% 34% 

86% 38% 48% 

88% 48% 39% 

Base = EALA 

Customers are becoming better informed & more 

 self-sufficient with regard to researching & buying insurance 

Customers have higher expectations for  

customer service (e.g., short wait times) 

Customers increasingly expect all information to be available 

 at any time & via all channels (e.g., Internet, agent) 

Customers are increasingly using new modes of 

 communication (e.g., social media, consumer blogs) to get 

 information about insurance providers, products & services 

Customers are becoming more price-sensitive 

Customers represent an increasingly diverse 

 base with distinct needs & preferences 

Customers increasingly expect to be able to use new technologies to 

deal with insurance providers (e.g., mobile devices, digital applications) 

Customers increasingly want a sense of 

 personal connection with their providers 

Customers increasingly expect products that are customized 

 to their specific needs (e.g., bundled products) 

Customers increasingly expect more 

 innovative products & features 

Important Critical 



 

Key Finding 2: The ability to deliver a differentiated  

& exceptional customer experience will be critical to 

attracting & retaining more demanding consumers 

• Despite its importance to them, most insurers in EALA have only been partially 

successful at providing an exceptional customer experience 

• Across a spectrum of services, few carriers in EALA have achieved meaningful 

differentiation 

• Superior marketing & distribution capabilities are enabling a few insurers in 

EALA to out-perform their competitors 

• However, many are lagging the top performers in a number of key areas 
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Important 

Critical 

28% 

56% 

Not really important 16% 

Most insurers in EALA are only partially successful 

at meeting their critical goal of providing a 

differentiated & exceptional customer experience 

Q: To what extent does your company 

currently deliver a differentiated & 

exceptional customer experience?  

Q: For insurers seeking organic growth, 

how important is it to give customers a 

differentiated & exceptional experience?  

84% 

Base = EALA 

Not at all 

To some extent 

To a great extent 

14% 

66% 

20% 



Across a spectrum of services, few carriers in  

EALA have achieved meaningful differentiation 

Q: How does your company perform compared to your competitors?  

Among the best in the 

industry: you are 
advanced or leading edge 

Average; you are in line 

with the performance of 
the majority of your peers 
 
Among the weakest in the 
industry 

Weakest Average Best 

Base = EALA 

27% 59% 14% 

25% 52% 23% 

12% 61% 27% 

12% 58% 30% 

5% 64% 31% 

3% 64% 33% 

16% 45% 39% 
Deliver continuous innovation in the provision 

 of products & services (incl. digital services) 

Personalize information & advice 

 according to customers’ needs 

Tailor products & services to customers’ needs 

 (e.g., bundle of products & services) 

Provides access to customer information 

 whenever they need it 

 

Provide real-time information 

& updates to customers 

Provide access through multiple channels 

 including mobile devices 

Deliver a seamless experience across channels 

 (i.e. make it possible to start an operation via one access 

 point & pursue it using one or more other access points) 



Superior marketing & distribution capabilities  

are enabling a few insurers in EALA 

to out-perform their competitors 

Q: Do your current marketing & distribution capabilities give you a competitive advantage?  

Base = EALA 

Yes to a great extent – 
 you are performing at a higher level 

 than your competitors in most areas 

 

 

Yes to some extent  –  
  you perform at a higher level than your competitors 

 in some areas but the same in most areas 

 

No they don’t – 
Your marketing & distribution operations 

 do not create an advantage for you 

64% 

19% 

17% 



Many insurers in EALA are lagging the  

top performers in a number of key  

marketing & distribution areas 

Q: How would you rate your company’s performance in each of these  

marketing &  distribution capability areas area?  

27% 

27% 59% 14% 

26% 47% 

17% 64% 19% 

14% 70% 16% 

14% 47% 39% 

12% 55% 33% 

11% 41% 48% 

11% 30% 59% 

9% 61% 30% 
Ability to access consistent customer 

 information across the organization 

Ability to leverage digital channels  

to engage customers and create value 

Ability to deliver a seamless experience across channels 

 (i.e., make it possible to start an operation via one access 

 point & pursue it using one or more other access points) 

Ability to use multiple channels effectively by leveraging 

 data on past and anticipated channel performance 

Ability to extract and translate customer & market 

 data into value-added strategic insight 

Ability to reach new customers / new markets 

Ability to efficiently execute marketing operations (e.g. 

 campaigns, loyalty programs, partner management…) 

Ability to identify & focus on high-potential segments 

Ability to build long-lasting customer relations 

Base = EALA 

Top 

performer 

Improvement 

needed 

Much improvement 

needed 

No improvement 

 required – you already are 

 among the top performers 

Slight improvement 

 required to be among 

 the top performrs 

Significant improvement 

 required to be among 

 the top performers 



Key Finding 3: A strong analytics capability is a 

prerequisite for the delivery of a differentiated & 

exceptional customer experience 

• The vast majority of insurers in EALA are convinced it is important or 

critical to invest in improving their analytics capabilities 

• While most carriers in EALA have already made substantial investments, 

they believe they need to expand this – and one in four are planning 

significant increases 

• In addition to gaining access to relevant, current data, the most important 

challenges facing insurers in EALA are in the areas of analytics skills, 

technology and standardized practices 
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Moderate decrease 

(less than 20% lower) 

No change 

Moderate increase 

 (<20% more) 

Significant increase 

(>20% more  

than 3 years ago) 

 

5% 

25% 

44% 

26% 

The average insurer in EALA has invested $12.3m in 

analytics, and plans to increase this amount 

Critical 

3% 
6% 

49% 

42% 

Not important at all 

Not really important 

Important 

91% 

Base = EALA 

Q: How important is it for 

your company to invest in 

analytics in order to be  a 

top performer in your 

industry in the next 3 years?  

Q: How much has your 

company invested in 

analytics at the global level 

(including internal resources) 

in the last 3 years?  

Q: How will your 

company change its 

investment in the next 

3 years to improve its 

analytics capabilities?  

Average 

$12.3 m 

70% 



Insurers in EALA are investing in analytics to enable 

them to deliver a tailored customer experience  

Q: What investment are you making, or considering making, in the next 3 years to create a 

differentiated & exceptional experience for your customers?  

25%

38%

50%

45%

36%

28%

50%

59%

58%

33%

Investment ongoing 

19%

34%

28%

39%

48%

56%

53%

41%

33%

39%

Investment planned/in discussion 

Better defining  target customer segments & creating 

 tailored customer experiences for these segments 

Developing analytics capabilities (e.g., customer data 

 management capabilities & systems, predictive analytics) 

Expanding the services & experiences provided 

 on the Internet (other than mobile capabilities) 

Integration for seamless cross-channel customer interactions (e.g., 

marketing automation solutions for multi-channel interactions) 

Leveraging social collaboration / 

 social media (e.g., Web 2.0, Facebook) 

Creating / expanding specific 

 services  on mobile capabilities 

Designing & implementing 

 loyalty programs 

Developing & training marketing & distribution 

 employees on new tools / processes 

Building marketing shared 

 service capabilities 

Outsourcing specific marketing activities 

 (including processes & people) to third parties 

Base = EALA 



Getting access to customer data is a  

key challenge for insurers in EALA 

Q: How important will these challenges be for your company as it develops & 

implements a superior analytics capability in the next 3 years?  

50% 

78% 50% 28% 

81% 52% 30% 

84% 47% 38% 

59% 34% 

34% 

89% 44% 45% 

94% 

84% 

94% 56% 38% 

98% 31% 67% 
Getting access to the relevant & 

 up to date customer data 

Acquiring analytics skills 

 (e.g., recruitment, training) 

Improving the ability to access data from all 

 relevant functions to improve analytics capability 

Implementing supporting 

 technology or tools 

Digitizing processes to facilitate the 

 generation & accessibility of data 

Standardizing business practices & metrics 

 to allow consistent enterprise-wide analytics 

Consolidating the analytics 

 infrastructure / platforms  

Implementing the appropriate  

organizational model & governance 

Base = EALA 

Important Critical 



Key Finding 4: Superior mobile capabilities will be 

critical to outperform the market 

• The overwhelming majority of insurers in EALA regard it as important or 

critical to improve the provision of services via mobile devices 

• Most plan to invest, over the next three years, in significantly enhancing 

their mobile capability 

• To develop a sophisticated mobile capability, insurers in EALA will need 

to improve their skills, systems and processes – and the integration of 

their channels 
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The average insurer in EALA has invested $6.7m in 

mobile capabilities, with many planning  

to increase this amount significantly 

55% 

32% 

Base = EALA 

Q: How important is it for 

your company to invest in 

mobile capabilities along the 

value chain in order to be  a 

top performer in your 

industry in the next 3 years?  

Q: How much has your 

company invested in mobile 

capabilities at the global level 

(including internal resources) 

in the last 3 years?  

Q: How will your 

company change its 

investment in the next 

3 years to improve its 

mobile capabilities?  

Average 

$6.7m 

16% 

45% 

39% 

11% 

34% 

No change 

Moderate increase 

 (<20% more) 

Significant increase 

(>20% more  

than 3 years ago) 

 

19% 

47% 

Not really important 

Important 

Critical 

9% 

55% 

30% 

Not important at all 6% 

85% 81% 



Although insurers in EALA already provide a wide 

range of services on the Internet, they will continue  

to expand  their online offering 

Q: What online services, accessible via PC or laptop, do you currently provide for   

your customers? What are your plans for the next 3 years?  

72% 

Policy 

management 

91% 

63% 

Claims 

settlement 

& payment 

63% 

41% 

Claims 

processing 

78% 

42% 

First notification 

of loss 

83% 

58% 

52% 

Quotes 

89% 

70% 

Underwriting 

& billing 

98% 

100% 

Gaming / 

learning / 

entertainment 

applications 

28% 

Applications 

to analyze 

insurance 

needs &   

find the best 

products 

52% 

86% 

55% 

27% 

Enabling 

customers to 

interact with 

employees / 

agents via 

video 

67% 

Web 2.0 

applications / 

social media 

23% 

Account 

management  

75% 

91% 

58% 

Information 

about products 

/ services 

Base = EALA 

Available  

in 3 years 

Currently  

available 



The development of mobile services in EALA will  

be a key area of investment in the next 3 years 

47% 

11% 

55% 

6% 

Account 

management  

36% 

66% 

9% 11% 9% 

63% 

Policy 

management 

58% 

6% 

Claims 

processing 

66% 

16% 

First notification 

of loss 

73% 

31% 

Underwriting 

and billing 

44% 

14% 

Quotes 

64% 

20% 

Information 

about products 

/ services 

84% 

39% 

13% 

Claims 

settlement 

and payment 

44% 

Base = EALA 

Q: What online services, accessible via mobile devices, do you currently provide for   

your customers? What are your plans for the next 3 years?  

Available  

in 3 years 

Currently  

available 

Enabling 

customers to 

interact with 

employees / 

agents via video 

Gaming / 

learning / 

entertainment 

applications 

Web 2.0 

applications / 

social media 

Applications 

to analyze 

insurance 

needs & find 

the best 

products 



To develop a sophisticated mobile capability, 

insurers in EALA will need to improve their  

skills, systems and processes 

Q: What are the key challenges facing your company as it strives  

to develop superior mobile capabilities in the next 3 years?  

Developing and implementing 

 seamlessly integrated processes 

67% 38% 30% 

Addressing customers’ concerns 

 regarding security and safety 

70% 44% 27% 

Developing functional,  

technical and people skills 

70% 36% 34% 

Leveraging flexible and  

extendable systems 

80% 50% 30% 

Integrating mobile access and sales points 

 across personal and technology-based channels 

81% 48% 33% 

Educating customers (i.e., developing entry 

 services to create the habit of use) 

81% 55% 27% 

Base = EALA 

Very important challenge Important challenge 


