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Dramatic changes are taking place 
in the way customers interact with 
businesses. Nowadays, you’re 
far more likely to see dynamic 
interactions replacing age-old 
models, as clients seek to engage on 
a deeper level in their e-commerce 
activity. We are now on the cusp 
of real change, and it is redefining 
the entire user experience. The 
digital age has ushered in an era 
where globalization is a reality, not 
an obscurity. Successful businesses 
have embraced this new-age 
technology, and they are catering to 
their clients in ways we never thought 
possible. Convention has been 
turned on its head, as companies 
seek to enhance the UX and deliver 
a quality experience for users.

This is especially true in the highly 
competitive insurance industry which 
has seen multiple entrants vying for 
their slice of the proverbial pie. To 
stay ahead of the pack, insurance 
companies have abandoned 
ineffective models and embraced 
efficient ways of minimizing costs 
and maximizing conversions. The 
digital transformation of the UX 
landscape has perhaps been 
the most remarkable change in 
recent years. Customers now have 
complete control over the way they 
communicate and engage with 
businesses. Gone are the old-school 
business models; the focus has now 
clearly shifted to a personalized 
customer experience.
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INTRODUCTION

  
        

“Over the next few years, 79% said they 
will use a digital channel for insurance 
interactions”
                                                     Source: Bain & Company’s survey               

“
“



Immersive technology is at the 
forefront of this change. 
In fact, a full 93% of business 
professionals admitted to technology 
being the reason for increased 
demands in the customer experience 
over the past 5 -10 years. Customers 
have many more options available 
to them than ever before. Telephone 
and fax – once the mainstay of all 
customer communications with a 
company – have given way to online 
contact forms, live chat functionality, 
email, messaging, and social media 
(Facebook, Twitter, Instagram 
etc.). Customers can engage 
with businesses across multiple 
channels, and this is helping to drive 
customer communication, customer 

satisfaction, customer retention, and 
customer conversion.
Businesses must effectively integrate 
these high-tech systems to satisfy 
organizational objectives and the 
needs of their clientele. This is no 
mean feat. Poor organizational 
structure, inefficient training of 
personnel, and lack of clarity are 
but a few of the hindrances facing 
companies today. B2C companies 
are working hard to transform 
their technology, processes, 
and organizations to meet these 
exigencies. The goal in all cases is 
the same: create a transformative 
customer experience while 
minimizing costs and maximizing 
conversions.
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“65% of customers get auto quotes 
online; 40% on mobile”    
                                                                         Source: McKinsey Global Institute analysis              

“
“



Insurance companies thrive off the 
diversity of their product offerings. The 
more personalized their offers, the 
more appealing they are to customers. 
It’s not only about the choices available 
on the product side, it’s about the 
choices available from the customer 
side when communicating with the 
company. The interactions between 
clients and their insurance company 
are paramount. 
Clients want the insurance company 
to focus on their needs. Fortunately, 
technology has evolved to the point 
where it can mimic exclusivity by 
focusing on the wants, needs and 
preferences of individual clients.
Many e-commerce giants in the form of 
Zappos, Amazon, Expedia, and Netflix 
are already tailoring their product 
offerings to individuals. Much the same 
is expected from insurance companies 
which now have many unique product 
offerings. Clients don’t want to 
spend an inordinate amount of time 
communicating with customer service 
reps about their range of product 
offerings. They want to conduct self-
searches, and be guided seamlessly 
through the range of product offerings 

they are interested in.
The insurance industry has been 
slow at adopting new technologies. 
Fortunately, the digitization of product 
offerings in the insurance industry is 
now well underway. Customer service 
is priority #1 and there is tremendous 
benefit to be gained from this. 
Consumer data is now readily available 
to insurance companies, and they 
are using this to tailor their offerings 
accordingly. It’s a solution where 
everyone benefits - company and 
client alike.
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THE INSURANCE CUSTOMER EXPERIENCE 
LANDSCAPE

“47% of customers 
want more online 
interactions with their 
insurers”

Source: Accenture Strategy report



Digital channels are already 
replacing physical channels, and 
this trend will continue in the next 
3 – 5 years. According Bain & 
Company, the insurance industry 
pales in comparison to retail banking, 
media, travel and consumer retail 
industries vis-à- vis adopting digital 
tools and business models. Various 
examples abound, but there are an 
increasing number of tech disruptors 
in the insurance industry that are 
focused on customer demand for 
a digital alternative to traditional 
methodology. a survey conducted 
by Bain & Company confirmed that 
digitally active insurance clients 
varied between 35% and 70% (from 
a pool of 18 countries and 158,000 
consumers).

Clearly, the digitization of the 
insurance industry presents many 
profitable opportunities for customer 
retention, the UX, and customer 
conversion. The survey further 
concluded that upwards of 20% 
– 40% of physical activities in the 
insurance industry will gradually 
move towards digital activities. 
This includes renewing of claims, 
pre-purchasing insurance policies, 
purchasing policies, and service-
related issues. More importantly, 
there is likely to be a digital first 
attitude adopted with regards 
to customer feedback. To do so, 
insurance companies will need to 
integrate the technology with their 
organizational structure, platforms 
and personnel.

THE INSURANCE CUSTOMER EXPERIENCE LANDSCAPE4

www.toonimo.com

DIGITAL CHANNELS WILL REPLACE AND 
AUGMENT PHYSICAL CHANNELS

  
        

“By 2020, customers will manage 85% 
of their relationship with the enterprise 
without interacting with a human.”                        
                                                                                                         Source: Gartner               

“
“

http://www.bain.com/publications/articles/global-digital-insurance-benchmarking-report-2015.aspx
http://www.bain.com/publications/articles/global-digital-insurance-benchmarking-report-2015.aspx


Self-help customer service is 
revolutionizing the way that 
customers interact with companies. 
There is something uniquely 
appealing about not interacting with 
a human being. A bold prediction 
by Gartner anticipated that some 
85% of customer interactions with 
enterprises would be conducted 
via self-service, with limited human 
interaction. Self-help customer 
service is precisely the type of 
technology that is driving this new 
interaction. Already, we are seeing 
self- service making strides in this 
arena.

It is important to qualify what a 
move toward self-service is, and 
what it isn’t. Self-service is geared 
towards allowing the customer to 
take charge of the user experience. 
It isn’t about avoiding human to 
human interaction. 
Customers have grown tired of the 
wait times associated with sending/
receiving email queries about 
the specific products or services 
offered by a company. Further, 

a culture of instant gratification 
has spawned a generation of 
customers who are determined 
to find solutions to their questions 
quickly and efficiently. The benefits 
of self- resolution are inherently 
more appealing to a greater group of 
customers than ever before.
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EMBRACE AND EXTEND SELF-HELP 
CUSTOMER SERVICE

https://www.gartner.com/imagesrv/summits/docs/na/customer-360/C360_2011_brochure_FINAL.pdf


Toonimo uses an audio-visual 
walkthrough explanation to guide 
users through an insurance 
company’s website. This audio 
explanation increases conversion 
on average by 15%. Further, 
it reduces incoming support 
requests, and eliminates user 
confusion.
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HOW TOONIMO’S PLATFORM REDUCES 
SUPPORT COSTS AND IMPROVES CONVERSION
FOR INSURANCE COMPANIES

1

Toonimo facilitates self-service 
interactive walkthroughs for 
clients. This is an alternative to 
calling support or initiating chat 
functionality. There are significant 
costs involved in maintaining a 
call center. By allowing insurance 
company clients to resolve their 
own queries, it is possible to 
reduce overall support costs 
between 25% - 30%.

2



Toonimo allows companies 
to integrate a “Search Menu” 
knowledgebase. Insurance 
companies can add the option 
for their users to browse through 
different walkthroughs and select 
the walkthrough they want to 
initiate.

THE INSURANCE CUSTOMER EXPERIENCE LANDSCAPE7

www.toonimo.com

Toonimo provides a guiding 
walkthrough for “Difficult Funnels” 
on the website. This option 
compels the client to perform 
a desired action. Consider the 
example below as a case in point.

4

3

Watch the full interactive demo

http://www.toonimo.com/external_pages/examples/dtree_scenarios/index.php?example_id=my_insurance&product=both


The insurance industry is peppered 
with competitors. It is a highly-
saturated industry where only the 
most adept companies survive in the 
long-term. State-of- the-art innovation, 
a strong focus on the UX, and cost-
cutting is paramount. The customer 
experience is the most critical 
component of the operation. It is the 
one aspect of your business that 
separates you from the competition. 

Build a customer-centric support 
network that allows for interactive 
walkthroughs and self-service. 
This provides a failsafe solution 
to customer retention, enhancing 
brand loyalty, improving conversions, 
and cutting costs. It’s not enough 
to merely hear what a customer is 
saying, it’s important to know how 
they feel about your insurance 
company’s products and services.
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ABOUT TOONIMO

Toonimo offers interactive walkthroughs of your website to customers. This 
is particularly useful in the insurance industry which features many tailored 
products and services for clients. The interactive guidance ensures that clients 
can browse the product offerings, resolve customer-support related issues, and 
eliminate uncertainty, and confusion in the process. The multimedia, interactive 
walkthrough is designed to simplify the process for customers. It assists in 
reducing costs, enhancing conversion, and maximizing profitability. Toonimo 
has offices in Tel Aviv, Israel and is headquartered in New York City, USA.

116 W Houston St, New York, 10014 USA
888.319.6572 | info@toonimo.com
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