
How to create a market 
leading customer experience 

in general insurance

An EPIC opportunity for growth



Although a strategic priority, the sector’s increasingly 
commoditised offer has put significant downward pressure 
on pricing. This has opened the door for brands to place 
even greater emphasis on the service experiences they offer 
customers over product development. To achieve success 
in CX, brands need to ensure they not only focus on the 
processes and functional aspects of service delivery that 
resolve dissatisfaction. They need to ensure there is significant 
investment into the value creating, elevated experiences that 
stimulate growth in which leading CX brands excel.

Delivering a market leading CX  
is an aspiration for many  

insurance brands but one that  
can be frustratingly elusive.
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industry developments and what you should do next  .......................... 17

In this paper we explain that differentiation will not be 
achieved by eliminating pain points but by creating an 
emotional connection with customers. It is this connection 
that provides the foundations for profitable relationships 
and maximises return on investment from CX efforts.
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The insurance sector is no 
exception to this trend. Over 
the last decade there has been 
significant investment not only 
addressing new risks such 
as and climate change and 
cyber threats but also about 
addressing social concerns such 
fairness and equality. Putting 
customer requirements at the 
heart of decision making is more 
important than ever: in recent 
years the market landscape 
has been re-shaped by new 
regulations, new technology, 
new entrants and new customer 
behaviours. More recently, the 

Customer Experience (CX) is a common priority for 
businesses around the world. Once confined to operational 
customer service and back-end support, CX now has a seat at 
the top table. It is pivotal to many of today’s business strategies 
and the Net Promoter Score, or other indicators of CX, have 
become closely scrutinised key business performance metrics.

arrival of Covid-19 accelerated 
many of these trends and the 
stakes are now even higher. 
Loyalty and margins are under 
threat while experiences across 
other sectors, particularly in 
digital channels, have further 
raised consumer expectations. 
In this context, the insurance 
sector continues to direct 
significant resources towards 
transforming and refining the 
customer experience. The return 
on investment (ROI) achieved 
by these efforts will be critical to 
long-term business success.

The CX stakes are high in 
insurance, and getting higher

According to the EY Global Insurance Outlook report for 2021, insurers 
tend to have significantly less contact with their customers than other 
sectors such as insurance. This means that every contact has a significant 
impact on customer perceptions with any issues difficult to redress due 
to longer time cycles involved. This may mean there needs to be a grea-
ter focus on digital processes to engage with customers.
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CX may be a consistent strategic 
axis across the insurance sector, 
but the customer verdict is far from 
consistent. A recent multi-market 
study conducted by the BVA Group 
reveals the vast divide between key 
players: in all markets there is a clear 
disparity between the CX Leaders and 
the CX Laggards. 

The implications are clear: the CX 
Leaders will be eager to maintain 
their position while the Laggards must 
close the gap if they are to nurture 
good quality customer relationships 
and prosper in the long-term.

The Watermark Consulting practice has shown that the return on investment (ROI), 
accumulated over the past 10 years, of leading companies in the CX field is 3 times 
higher than that of companies that are lagging behind in this field. 

If it was that easy to deliver an excellent CX, 
all insurers would be doing it

CX Leader: 

+21

+48
+24
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CX Laggard: 
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Strongest / weakest Net Promoter Score (NPS) achieved each market
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The traditional solution to the 
challenge of how to improve 
CX performance has been to 
identify and prioritise shortfalls 
that need fixing and strengths 
that should be maintained. Plans 
to address these actions are then 
implemented by the brand. 

There is a reason why this 
approach has dominated for such 
a long time: it is highly effective 
at resolving issues. It will smooth 
an organisation’s operations, 

ensuring that it delivers a 
satisfactory experience which 
eliminates petty frustrations or 
irritations. However this approach 
and mindset is less capable 
of helping brands forge the 
emotional connection required 
to build successful long-term 
relationships through CX. More 
is needed to make customers 
want to come back, share their 
experiences, spend more and 
recommend a brand.

To create connection with customers it is necessary 
to elevate customer experiences. Move from the 
satisfactory to the memorable.

Time for a new CX mindset,  
a new CX aspiration

The positive emotion that customer experiences 
can generate and the associated memories they 
leave with the customer are the drivers of future 
behaviour. They will make the customer want 
to share their experiences with others. They 
will want to continue the relationship, or even 
to spend more. This is how the link between 
the company and the customer is created. This 
relationship is gradually strengthened as new 
positive experiences occur, building towards 
an attachment and even a preference for the 
brand. The result is customer loyalty, word 
of mouth, recommendations and ultimately, 
increased business. 

Fabienne GALZIN
CX Leader - BVA Group 7



Emotion is the key
 to CX differentiation

I’ve learned that people will 
forget what you said, people 
will forget what  you did 

but people will never forget  
how you made them feel.

Maya Angelou
Author and civil rights activist
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CX leading brands offer 
elevated, memorable customer 
experiences in the moments that 
matter. Insurance is a fertile source 
of these key moments, bringing 
great potential to create strong, 
lasting bonds with customers. 
In its broadest sense, insurance 
is an enabler and a safety net, 

a source of security. It allows us 
to go about our daily lives with 
confidence in the knowledge 
that we can get back on our feet 
if there are difficulties. While it’s 
not always top of mind, insurance 
is very prescient when we need 
it and is ripe for the creation of 
memorable moments.

A report has revealed that 40% of digital transformation programs are focussed 
on customer experience in Europe and the Asia Pacific region (Celent).

Emotion is at the heart
of insurance CX

It can be easy to underestimate the potential 
for an emotional connection and the creation of 
positive memories within a day-to-day service 
sector setting such as general insurance. 
However, memorable moments aren’t limited 
to obvious major events. From the customer 
perspective, even seemingly simple and 
functional features can make their mark. For 
example, the ability to easily set-up and then 
easily make any updates can be a rewarding 
experience for customers. The challenge for 
insurance brands is to identify how to create 
these emotional peaks and positive memories.

Simone PIZZOGLIO
Head of Commercial Sector, BVA Doxa
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Creating an emotional connection 
with consumers is difficult, but 

behavioural sciences can maximise 
our chances of success

We do not memorise experiences by averaging all the moments we
went through during the experience, but assess it according to the
most intense moments and the last moment of the experience: 

the peak-end rule.

The work of American-Israeli psychologist 
and economist  Daniel Kahneman, professor 
at Princeton University and winner of the 
2002 Nobel Prize in Economics, reveals how 
we memorise our experiences, in the field of 
customer relations and purchasing, but also in 
other situations of professional or private life.
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The surprise about great 
service experiences is that

The Power of Moments by Chip & Dan Heath

they are mostly forgettable
and occasionally remarkable
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The BVA Group offers a framework to help clients design the peak 
moments required to deliver a memorable experience. The framework 
also helps to understand how to adjust the intensity of these peaks.

E.P.I.C. Elevation, Pride, Insight and Connection. Four drivers 
which, singularly or jointly, make it possible to activate positive 
peaks throughout the customer experience:

What is the EPIC model?

The EPIC model derives from the work of Chip and Dan Heath. 
In the book "The Power of Moments: Why Certain Experiences Have 
Extraordinary Impact" they explore the origins of particularly powerful 
moments which can change lives and teach us how to create memorable 

experiences for our conversational partners, whether they
are our friends, children, colleagues, customers.

levation ride nsight onnection

Make change happen: 
create positive peaks with EPIC

Elevate satisfaction to happiness

Go beyond the routine 
and the expected

Make people 
feel unique

Learn about a 
topic of interest

Create an 
emotional bond

From satisfactory 
CX

To happy & memorable 
CX
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Putting EPIC to the test 
in insurance

Recent research conducted by the 
BVA Group across the UK, France and 
Italy demonstrates the value of EPIC. 
The study evaluated the impact of 
EPIC upon advocacy and behavioural 
measures of loyalty for the insurer.

The study separately evaluated service 
delivery in the motor insurance and 
the home insurance categories (which 
included contents only, building only and 
home and contents insurance policies).

The results are crystal clear: 
EPIC is central to enduring, 

profitable customer relationships 
and the distinction between CX 

Leaders and Laggards.
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There is a clear relationship between EPIC and NPS. 
The more frequently an aspect of EPIC is delivered, 
the higher the NPS.

EPIC has universal application across markets. Often 
delivering at least one aspect of EPIC sees a marked 
boost to advocacy in all territories, irrespective of 
local market characteristics.

NPS based on how often customers are experiencing each aspect of EPIC in motor insurance 
Improvement to NPS (Always – Never)

Source: BVA Group EPIC Tracker Study September/ October 2021 – UK Comprehensive Motor Insurance

NPS in each market according to exposure to EPIC experiences in home insurance
Source: BVA Group EPIC Tracker Study September/ October 2021

ELEVATION PRIDE INSIGHT CONNECTION

NPS when customers 
often experience at 
least 1 aspect of EPIC

NPS when customers 
never experience any 
aspect of EPIC

14

+53

+28

-12

-50 -29
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+26

+48

-20

-45

+55

+26

+48

+28

-3

-33

ALWAYS

OFTEN

SOMETIMES

NEVER

+10
+36 +37
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-38

-21

Improvement in NPS +81 +103 +77 +100

-32
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Often delivering just one aspect of the framework 
virtually eliminates detractors and NPS strengthens 
with the cumulative impact of EPIC.

EPIC clearly links to business outcomes. 
Relationships are deeper and higher quality where 
EPIC is routinely delivered.

NPS according to the number of EPIC elements experienced often
Source: BVA Group EPIC Tracker Study September/ October 2021 France home insurance

Loyalty outcomes according to exposure to EPIC experiences
Source: BVA Group EPIC Tracker Study September/ October 2021

NONE

-32

PROMOTERS

PASSIVES

DETRACTORS

1 ASPECT

+5

2 ASPECTS

+18

3 ASPECTS

+21

ALL

+52NPS

2 years

4 years

8%

83%

Length of time customer Likely to stay

Often

+75% +39% +41%+2 years

Never 0%

41%

0%

39%

Perceptions improved 
during Covid

% delighted

Behavioural loyalty Attitudinal loyalty

Never experience any aspect of EPIC
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EPIC has a direct impact on the financial bottom 
line; brands can command a price premium with 
EPIC servicing

Price premium willing to pay for existing brand in motor insurance
Source: BVA Group EPIC Tracker Study September/ October 2021

Always or often experience 
at least 1 aspect of EPIC

Never experience any aspect 
of EPIC always or often

£37

32€

UK

FR

£4

13€

By injecting emotion into service interactions with 
customers not only are brand perceptions and behavioral 
loyalty improved, brands can charge a price premium for 
this. In the UK, customers who always or often experience 
any of the EPIC pillars with their insurer and willing to pay 
a £30 premium to be with their insurer. It was slightly less in 
France at 20 Euros, but still a significant premium. And this 
is in a category where there is increasing commoditization. 
These pricing differentials go straight to the bottom line.



The rapid digitisation of insurance raises key 
questions as to how insurers can demonstrate 

empathy and emotion in the moments that matter. 

Critics may argue that that the shift to digital risks a 
corresponding shift to remote, impersonal relationships 
but the BVA Group’s relationship study in insurance 
suggests otherwise: insurtechs are successfully 
delivering EPIC experiences, which by definition are 
neither remote nor impersonal. Looking to the future, 
developments in AI and hyper personalisation bring 
even greater opportunities to tailor these interactions 
and forge a connection with customers. Leading players 
will use data and analytics to drive exceptional EPIC 
experiences, anticipating customers’ emotions and 
responding accordingly.

In years to come we will see further reframing 
of other insurance service channels and 
this brings both an advantage and added 
complication for established players. 

This more digital and customer-centric approach offers 
advantages over traditional customer acquisition and 
growth strategies, such as partnering with affinity groups 
and other resellers to distribute standardised products. 
Specifically, AI-enabled and embedded offerings can 
provide more data to enhance customer knowledge, 
product innovation and pricing. Other benefits 
include more accurate underwriting, enhanced claim 
management, improved fraud detection and reduced 
risk. EY’s work has found that 69% of motor insurance 
customers prefer to buy their insurance policies online, 
reinforcing the need to deliver an EPIC experience in the 
way customers want to interact with their brands.
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Transform and 
elevate your CX

Capitalise upon recent developments, rethink traditional 
service models and create special moments that strengthen 

your customer relationships.

Define the CX ambition and brand promise: 
set clear horizons around the creation of peak 
moments that are infused with empathy

Mobilise the whole organisation and clearly 
communicate the promise to all teams: a 
shared vision that is embedded within the 
culture, values and structure

Determine the key stages in the customer 
journey where it is essential to create positive 
emotional peaks through EPIC

Manage and monitor performance through 
multi-faceted insight: EPIC drivers in the 
relationship, operational delivery and 
compliance with the brand promise

Align the employee experience and customer 
experience: develop Nudges to activate the 
desired internal behaviours

#2

#1

#3

#4

#5
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We assist companies in all business sectors in the 
identification of optimisation levers for all of their 
customer journeys. Using behavioural sciences, 
we help them to deliver memorable experiences 
that keep their promises in the moments that 
matter. We also help them to develop customer 
culture by working to change the behaviours and 
practices of their teams.

The BVA Group is a global leader in the design, 
evaluation and optimisation of the customer 

experience and its ROI.

What to do now

BOOK
a virtual meeting with 
one of our experts to 
discover more EPIC 

insights for a specific 
market or brand

DOWNLOAD
the complementary paper 
‘Moving from satisfaction 
to delivering memorable 

experiences’ to learn more 
about the new aspiration in CX

CONTACT
us to find out 
how to make 
your CX EPIC

Marion STEPHAN
marion.stephan@bva-group.com

BVA,FR

Simone PIZZOGLIO
simone.pizzoglio@bva-doxa.com

BVA Doxa, IT

Richard STEVENSON
richard.stevenson@bva-bdrc.com

BVA BDRC, UK

Georgina WOODLEY
georginawoodley@bdrc.com.au

BVA BDRC, Aus/NZ
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