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MARKET IMPACT REPORT

Insurers must confront the 
reality of their CX and move 
beyond transactional mindsets
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The three S’s of CX are success, seamlessness, and sentiment
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1 Insurers anticipate CX 
disruption but have yet to 
make their investment 
plans a reality
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Insurers must address digital and transition from functional digital 
transformation to a more encompassing enterprise and ecosystem 
approach
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Despite lacking digital investments, disruption is on the horizon for 
insurance CX—for insurers, that means there is a big hurry to 
innovate and transform their CX
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Insurers recognize the changes needed, but only a third are 
implementing them to improve their CX; most predict it will take three 
to five years
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One thing is clear: Improving CX is the most important business objective 
for almost half of insurers—but it’s a renewed focus following years of 
oversight, which means there is a long journey ahead
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The first step for insurers tackling CX is to define clear KPIs; a 
combination of financial metrics and customer retention rates is the 
favored approach today
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2 Half the industry is 
ready to admit a lack of 
focus on CX while 
macroeconomic 
headwinds stall 
progress
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Cybersecurity risks and interest rates take center stage as 
macroeconomic headwinds continue to concern insurers and stall CX 
investments
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Today’s macroeconomic environment is making it harder for insurers 
to access skilled resources, craft hybrid experiences, and execute 
their CX strategies – resulting in little CX progress.
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Despite recognizing CX oversight and challenges, most insurers 
believe they are at least on par with the competition—they must 
overcome naivety to drive transformation
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Most insurers believe their CX is above average in most areas, 
regardless of the distribution channel, but experts believe they are 
overlooking post-sales CX
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To transform their CX, insurers recognize they must overcome 
challenges around people, processes, and technology
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Claims and servicing are the biggest CX challenges, while data and 
document processes are the Achilles’ heel across the insurance value 
chain
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3 Insurers must embrace 
an ecosystem mindset 
with a relentless focus 
on outcomes to truly 
transform CX
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Most insurers expect to spend modestly on CX improvement, with 
onboarding receiving the smallest piece of the pie
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Developing CX improvements internally is typically preferred, which 
means many insurers are overlooking the importance of strategic 
partners
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Thankfully, insurers plan to increase their spend on third-party 
support over the next 12 months—and CX is top of mind
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Emerging technologies, agility, and execution excellence are the top 
three requirements for insurers looking toward third-party providers 
– they must not overlook the importance of genuine outcomes 
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Investment i n emerging technologies is widespread, but less than 
20% of insurers have taken engagements to scaled production for CX
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4 The Bottom Line: 
Insurers need to 
confront the reality of 
their CX and create a 
strategy and roadmap 
to drive transformation 
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The insurance industry is at the turning point for CX; doing nothing is 
no longer an option, as slow adapters risk falling behind as their peers 
build emotional connections that drive positive sentiment
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3–5 years
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The blueprint for kickstarting a CX transformation journey includes 
the following five critical steps
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To truly supercharge CX, insurers must first address the challenges 
around people, process, and technology
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5 Study summary:
Demographics, roles, 
and responsibilities
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Study summary

$2 Billion +

50%

400

4

2

100%
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Study demographics
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