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Meet Hanna

01 Digital savy

02 Expecting more
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W 03 Empowered




01 Hanna prefers to deal with Insurance online

1. Research 2. Sales 3. Post-sales How will it change
Search for the right Purchase insurance, % customers in future? . _
policy, % customers % customers % customers bfillustrative)

@ Digital channel volunteers
Prefer to use digital channels and
they do it

@ Analog hostages

Prefer to use digital channels,
but still finalize transactions offline

@ Traditional channel

Prefer to use traditional channels

2020 2030

Deloitte, CATI survey February 2020 (n=1229).
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02 But she is not happy with experience she gets

By industry

Customer satisfaction, Hungary, average score

451 449

442 4,42

4,33
4,27
4,20

4,03

Deloitte, CX Drivers CATI survey 2021 (n=17 518).
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By country

Insurance customer satisfaction, average score

4,27

4,17
' 4,12

4,04

USA Germany France Poland

Hungary

3,97

Czechia



02 Especially, when she tries to decide, what to buy...

By Stage

Insurance customer satisfaction, Hungary, average score

435 4,23 420

3,85

3,67

Research Purchase Onboarding Usage Contact & feedback



Hanna just wants Insurance to become ,her own”!

FIGURE 1

Key reasons for liking or disliking products and services

Percentage product #1 choice

©

Likes

@

Dislikes

+ Simple, most familiar
+ Leastintrusive, respects privacy
+ Easyto compare

+ Freedom to choose, more control
+ Hexible, customisable
v (Cost-effective

" Covers all modes of transpaort
+ No need for additional cover
" FHlexible

+ Preventative, potential savings
" Personalised
" Access to a repair person

+ (an save money, if drive less
7 Seems fair

+ Rewards good driving

 Access to a repair person
" 247 support, peace of mind
+ Simple

+ Convenient
+ Less to worry about
" Repairs by car manufacturer

 Talored
+ Potential savings, rewards safety
+ Remote diagnostics and discounts

" Personalised
+ Potential cost savings

X Not personalised or customised
X May be more expensive
X Too simple, no features

X Too complicated
X Inconvenient, too much input
X Could be underinsured

X Do not need it
X Belief that i's already covered

X Intrusive
X Concern with privacy/use of
personal data

X Too invasive
X Lack of trust in insurer

X Concern with monitoring system

X Sounds expensive
X Don't need a repair person

X No control, not transparent
X Worried about hidden costs
X Don't trust bank, estate agent

X Concern cost outweighs benefits
X Lack of trust in insurer
X Concern with monitoring system

X Invasive
X Concern with personal data use
X Do not see need

Simplicity
Transparency
Flexibility

Data privacy

Source: Deloitte analysis based on survey responses. Percentages do not total 100 per cent because basic, self-controlled
and adjustable, and invisible products have each been aggregated across home and motor insurance.

Deloitte Insights | deloitte.com/insights
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How will we win a battle for Hanna's
heart and wallet ?

New Digital products
and services

Real time interaction
management

Digital sales
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1. New digital products and services

Digital first
Simplicity

Products and services outside of
insurance

Ecosystems & new revenue models
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2. Real time interaction management

# OF CHANNELS

INCREASING

Customer
needs

Web
Sacial
Mobile
Contact center
Email
SMS/chat
Direct mail
POS

Event

Organization
should offer

Researchand
discover available
products and
services

Understand
customer needs and
inspire with right
content

Filter and select
productsand
services relevant for
my needs

Offer personalized
and relevantproduct
information

Research or request
an expertto explain
and demo

Provide means
to try and experience
products

Finalize and
purchasemy
product/service

Provide easily
accessible purchase
ways

INCREASING # OF DATA SIGNALS BEING GENERATED

Use andshare
product suggestions
on usage

Supportthe
customerswith
videos to guide them
to use

Buy the
product/service and
useitagain,
if satisfied

Getfeedbackand
create better
experience

Recommendto

others

Engage with
customers and
convertleads

I T T T T T T

v

Tracking customer actions

Managing experience in real
time

Personalization, not
segmentation

Proactive engagement model



3. Digital sales

Seamless omnichannel experience

Digital tools for agents

Use 360 customer data and advanced analytics
External data sources

Channel conflict management




Legacy impedes innovation

Quality
Governance
Consents

Product ownership
CX management
Service design

Data
Management

3

Talent

2

Technology
Platforms

A

Culture

Technological debts
Integration

Waterfalls & silos
Costly failures



How do insurers approach digital opportunity

Innovate Launch
outside digital
of legacy transformation
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Marcin Warszewski
E-mail:
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