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Heightened consumer expectations, 

waning customer loyalty, and a growing 

number of tech-oriented startups are 

driving insurers to invest more heavily 

in solutions that infuse data-driven 

processes to address new industry 

demands. Agencies of all sizes, and 

across all specializations, are obligated 

to modify their strategies or face 

replacement by more tech-savvy 

competitors. Successful firms are quickly 

realizing that the development and 

integration of right time data solutions is 

the key to taking their place in this new, 

more complex landscape. 

Data has always been the foundation 

of the insurance industry. Statistics 

factoring risks, liabilities, and premiums 

are interwoven into daily processes, 

and data solutions are evolving to help 

insurers extract the most value from their 

data. Data-as-a-Service (DaaS) and  Right 

Time Marketing solutions are addressing 

many industry challenges that were 

previously seen as necessary evils of 

the trade. These solutions integrate both 

offline and online data sets to deliver 

real-time data at just the right moment of 

opportunity. It is a revolutionary way of 

mining today’s massive data ecosystem 

to find just the right data and deliver 

these assets to a company’s channel 

systems or digital marketing platforms at 

just the right time. 

According to a recent survey by Earnix 

and Verisk Insurance Solutions9, 65% 

of insurers now see external data as a 

“must have” to remain successful in a 

competitive industry. Plus, 75% of the 

survey’s respondents plan to at least 

double external data budgets within 

the next three years. In addition to 

implementing data solutions and real 

time strategies, the International Data 

Corp11 estimates that 100% of insurance 

companies will integrate purchased, 

external data into their business 

practices by 2019, a 30% increase from 

the current 70% that use purchased data 

for processes such as price modeling and 

underwriting. It’s evident that across the 

industry, from life to auto to property and 

casualty, insurers are seeing the potential 

to derive enormous value from becoming 

data driven.  

The insurance industry is facing a crucial turning 
point in their adaptation of a rapidly evolving 
digital and customer-centric landscape. 

Introduction

Successful 
firms are 
quickly realizing 
that the 
development 
and integration 
of right time 
data solutions 
is the key to 
taking their 
place in this 
new, more 
complex, 
landscape. 
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Data to Prevent Fraud 
& Streamline Processes
More Efficient Underwriting
One way data solutions and real-time 

insights are showing big returns for 

insurers is by streamlining underwriting. 

Underwriters are faced with the 

daily challenge of providing policy 

recommendations that are both fair to 

the consumer, as well as protect the 

best interest of the insurance company. 

Real-time data mining streamlines the 

process by providing accurate, current 

insights that previously could have taken 

days to locate and consolidate. With 

instant access to quality data sources, 

underwriters are able to complete policies 

in less time and with better accuracy. 

This leads to happier customers who 

have received expedited and personalized 

service, and more efficient underwriting 

cycles with higher placement rates. A 

study by Marketforce15 found that 9 out 

of 10 underwriters are positive about the 

progression of their trade, and claim to 

see the potential in access to real-time 

data to improve pricing accuracy.

Addressing  
Cancellation Risks 

Data insights can also shed light on low 

quality prospects that are at a higher risk 

of cancellation. Advanced analytic tools 

allow insurers to target consumers who 

are apt to be long term, loyal customers 

by using look-alike modeling to match 

them to current high value clients. The 

same concept can be reverse engineered 

to flag individuals who are a high risk 

of canceling coverage.  Data mining 

and predictive analytics can track and 

reveal indicators of impending policy 

cancellation, and Right Time Marketing 

solutions can deploy targeted messaging 

to unhappy consumers before their final 

decision has been made. On the other 

hand, competing firms can also use Right 

Time Marketing to target consumers 

dissatisfied with their current provider 

and send targeted offers to acquire their 

business. 

Fraud Prevention 
Insurance fraud costs the industry nearly 

$80 billion each year, and puts agencies 

in a sensitive position to maintain 

positive customer experiences while still 

thoroughly investigating claims. Data 

solutions can be used to find evidence 

of fraud by examining data against 

third party data sets, and even through 

detecting fraudulent evidence on online 

social channels. 

9 out 
of 10 
underwriters 
see the 
potential in 
access to real-
time data to 
improve pricing 
accuracy.
(Marketforce15)
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Instant Form Verification
Real time access to third-party data 

services and DaaS solutions allows 

insurers to instantly “fact-check” 

completed forms based on third party 

data. This avoids the hassles caused 

by incorrectly entered email addresses, 

improperly formatted postal addresses, 

common typos in names, and more. 

Additionally, data append services allow 

for shorter forms giving consumers the 

flexibility and convenience of entering 

only basic contact information. When the 

form is submitted through a Real Time 

web form services, data elements such 

as demographic information, behavioral 

information, contact information, 

purchase history, and more are instantly 

appended.

The empowered customer has met the insurance 

market, unfortunately to a rocky outset. Customer 

experience has become the battleground for loyalty, and 

many insurers are not bringing the right weapons to the 

fight. A survey by Accenture2 revealed that less than 

29% of insurance customers are satisfied with their 

current providers, and 21% believe that most insurance 

carriers are the same in terms of products and services. 

Without perceived product differentiation, customer 

experience is the last true pillar that can set one 

provider apart from another in a competitive landscape.

The modern, connected consumer has access to 

more information across numerous channels at a 

moment’s notice, and they expect a personalized 

and relevant experience from all service and product 

providers. According to CEB TowerGroup Insurance7,  

these consumers complete 38% of insurance research 

Data to Improve 
Customer Experiences

 of insurance 
customers 

are satisfied 
with their 

current 
providers.

<29%
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online before even contacting a 

customer service representative. They 

comparison shop, consult online reviews, 

and engage with their social peers for 

recommendations, and often all from 

their smartphone. The cost of ignoring 

customer experience is evidenced by the 

lack of customer loyalty that so many 

providers are facing, and low satisfaction 

rates are a substantial problem in the 

industry. A 2015 study by Temkin20 

states that customer experience in 

the insurance industry hasn’t seen an 

increase since 2012 and the 2015 World 

Insurance Report by Capgemni6 found 

that in North America satisfaction rates 

had a 8.3% decrease. On the other hand, 

consumers will reward those companies 

who provide positive experiences. 

Verint21 recently 

conducted a 

survey in which 

they asked 

consumers 

how they 

would respond 

to a positive 

experience. The overwhelming answer at 

61% was to tell family and friends about 

the experience. This is highly valuable 

because, to 88% of consumers these 

reviews can be just as vital as personal 

recommendation for a service or product.  

But what is driving these dismal 

rates? A large factor is the lack of a 

seamless, omni-channel experience.  

Despite unending research concerning 

the importance of an omni-channel 

experience. A 2015 report by Bain & 

Company5 found that almost half of 

insurance companies admitted to not yet 

having a realistic plan in place to achieve 

this goal. There’s a clear disconnect in 

the insurance industry of the past, which 

has primarily been very product-focused, 

and the modern consumer who wants to 

be known for more than just the products 

they buy. 

Carriers who emphasize relationship 

and convenience will set themselves 

apart and gain the trust and loyalty 

of consumers by showing that they 

understand their needs and lifestyles, 

and can provide educated solutions 

of insurance research is 
completed online before 
contacting a representative. 

38%

Carriers who 
emphasize 
relationship 
and 
convenience 
will set 
themselves 
apart 
from the 
competition.

How Consumers Respond  
to Positive Experiences
61% - Tell friends and family about the  
           experience

38% - Write a positive review

27% - Signed up for their loyalty program

25% - Renew or upgrade products/services  
          even if it wasn’t the cheapest option.

(Verint21)
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based on this information. More than 

ever before, insurers need to realize that 

every touchpoint is an opportunity to 

up-sell, cross-sell, and deepen the brand-

consumer relationship.

Policyholders who become loyal do so 

because of easy access to information 

and the ability to shop across a variety of 

offline and online channels. A May 2013 

survey by CEB TowerGroup Insurance7 

found that 38% of consumers prefer 

to shop for insurance on the web, 

but only 24% preferred to purchase 

insurance online (see the figure below 

for additional channel information). The 

modern insurance consumer’s journey 

to purchase must have the ability to flow 

seamlessly across channels, or face 

abandonment.  

To maximize positive customer 

experiences, insurers must leverage 

digital opportunities as often as 

possible. Websites must be optimized 

for mobile, and mobile campaigns 

must be integrated with traditional 

marketing outreach. According to 2014 

industry data from the LSA Metrics that 

Matter Database14, mobile advertising 

campaigns average a 10:1 ROI for 

insurance providers. Websites that aren’t 

optimized for mobile see a far higher 

abandonment rate as consumers leave 

to seek digitally savvy providers. In fact, 

LSA14 also found that click-through rates 

via mobile optimized sites were 60% 

higher than combined industry averages.

Lastly, insurance agencies cannot ignore 

the increasing importance of social 

media presence. Research from the 

CEB TowerGroup7 showed that 27% of 

insurance customers had used social 

media to learn more about a product 

or service, and an additional 16% used 

social media to better understand a 

recent policy purchase. Engaging with 

social followers to respond to questions, 

share information and industry news, and 

thank them for their reviews is vital to 

creating a positive customer experience. 

How people learn about 
insurance-related products

38%

22%

20%

9% 9%

2%

Online Phone In Person Mail Mobile App Don’t Know

24%

30%

33%

8%

1%
3%

How people purchase
insurance-related products

CEB TowerGroup Insurance7 

89% 
of customers 
switched 
brands 
after a poor 
customer 
experience.

81% 
are willing to 
pay more for 
a superior 
customer 
experience.
(Oracle18) 
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Accenture1 research found that 50% 

of insurers believe that customer 

acquisition is the key to driving growth 

(as opposed to purely cross and up-

selling) and that acquisition and retention 

depends heavily on the insurer’s ability 

to deliver customized experiences 

to different customer segments. To 

maximize market-share, many insurance 

companies are tapping into the benefits 

of Right Time Marketing to pinpoint and 

target consumers who are most apt 

to sign on to a new policy. Right Time 

Marketing combines first-party data with 

rich third-party enhancement, behavioral 

data, and in-market purchase signals 

for finely tuned identification of restless 

consumers in need of a new provider. 

With the right blend of 1st party, 3rd party, 

offline, and online data. Right Time 

Marketing can boost acquisition and 

retention via customizing the journey to 

purchase, optimizing channel usage, and 

targeting based on demographic and life 

event. 

Custom Purchase Journey
In the midst of fierce competition, one 

way insurers are addressing customer 

acquisition is by using Right Time 

Marketing to customize the path to 

50% 
of insurers 
believe that 
customer 
acquisition 
is the key 
to driving 
growth.

Data to Acquire  
New Customers

Is there really a difference in Right Time and Real Time? 
Both are founded on the same goal of acquiring new customers or gaining loyalty of existing 

customers, but the real difference is, no pun intended, timing. Real Time marketing generally 

refers to immediate messaging as a result of an action. For example, when a consumer walks 

into a store and receives a coupon from an app, or a potential customer researches a company 

and within moments has an email offer from a competitor. Right Time marketing differs in 

that messaging is founded on deeper insights and delivered when there is the highest chance 

of engagement, as opposed to delivered as quickly as possible. The lines sometimes become 

(Accenture1) 
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purchase. Today’s always-on and 

connected consumer leaves a digital 

footprint indicating in-market purchase 

signals. For example, advancements 

in technology have made it possible to 

match a consumer’s mobile ID to a piece 

of PII (Personal Identifiable Information). 

This can be taken a step further and this 

data can also be matched to social IDs 

and IP addresses to determine search 

data. 

By matching this offline and online data, 

insurance marketers can establish rich 

consumer profiles and access real-

time digital behavioral data indicating 

purchase intent. During the stage 

of purchase when a consumer is 

comparison shopping, seeing a relevant 

and personalized offer can be the push 

they need to choose one provider over a 

competitor. As information is captured 

from prospects through online web 

forms, cookies, or quote requests, it 

can be used to tailor the personalized 

messaging and offers. These offers, 

thanks to real-time and Right Time data 

solutions that can integrate offline and 

online ID’s, can be deployed across 

a variety of channels – keeping the 

agency’s brand top of mind and leaving 

the prospect with a positive impression. 

Targeting through 
the Right Channels
The number one goal for insurance 

marketers is to reach the right consumers 

at the moments they are most likely to 

be influenced. In the past, this approach 

was very linear – consumers started 

with a set of insurance providers in mind 

and would travel through the purchase 

journey, systematically eliminating 

brands before finally making a purchase 

decision. Today’s journey is much more 

complicated due to the explosion of more 

carrier options and an array of channels 

on which to research and purchase 

policies. 

blurry because there are instances with the “right time” is also in real time.  An example of Right 

Time marketing would be when a consumer places items in their online shopping cart but does 

not make a purchase. The next day when the customer is within a mile of the specific retailer 

he or she receives a notification that the items left in the online cart are available at a nearby 

location for immediate pickup. A targeted, relevant message deployed at a time when it’s most 

convenient for the consumer. When executed properly, Right Time marketing is seen more as a 

favor than an offer, and is considered an investment in the relationship of brand and consumer. 

Consumers 
purchase from 
companies 
who:

53% - Suggest 

products based on 

browsing or buying 

behavior.

49% - Personalize 

online ads that promote 

offers and products 

from website activity.

48% - Send 

personalized emails 

based on past browsing 

and buying behavior.

48% - Personalize the 

shopping experience 

across all channels.

33% - Show 

personalized ads in 

social media feeds.       

(MyBuy16)
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Consumers are multichannel media 

users, traversing from channel to channel 

across multiple devices. According to an 

Econsultancy10 survey, 40% of consumers 

state it is very important to be able to 

purchase from a brand via different 

channels. The fluidity of data 

moving in and out of channel systems 

demands that carriers provide seamless 

messaging and connected customer 

experiences at the right moment and 

through the right channel.

Acquiring by demographic: 
Millennials and Women
In hopes of winning new policyholders, 

many companies are focusing on two 

untapped prospect segments: millennials 

and women.

Millennials 

Born in the US between 1980 and 2000, 

millennials are the largest population 

segment with over 79 million people. 

Alone they hold a purchasing power 

of over $170 billion per year, which 

translates to huge opportunities. As this 

population comes to the age where they 

start families, purchase homes, and 

gain more financial security, insurance 

marketers must be poised to deliver 

optimized content at opportune moments 

through a variety of channels. 

Limra13 research shows millennials 

are concerned about their financial 

security, but often overestimate the cost 

of coverage. Sixty-three percent of all 

consumers, including millennials, cite 

cost as their reason for not purchasing 

life insurance. Millennials under the 

age of 25 on average overestimate the 

true cost of life insurance by nearly 10 

times, and more than 80% of Americans 

overestimate the true cost of policies. 

When it comes to seeking advice, less 

than a quarter of millennials have a 

financial advisor or agent. Instead, they 

are more likely to seek information 

about insurance products from a friend, 

relative or co-worker. In order to tap 

into the millennial market, insurance 

providers need to take steps to debunk 

Only 34% of 
millennials own 
individual life 
insurance and 

39% said 
they would buy 
life insurance 
within the next 
12 months. 
(Limra13)

More than 50% of millennials 
state they are “very” or 

“extremely” concerned about 
having enough money for 
a comfortable retirement. 
And millennials under the 

age of 25 show the greatest 
concern: 38% are “very” or 

“extremely” concerned of all 
age groups when it comes 
to leaving dependents in a 

difficult financial situation if 
they were to die. 

(LIMRA13)
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these myths through targeted messaging 

via the offline and online channels that 

millennials use most.

Women

Women make up half the population, 

but only 31% have protection or savings-

oriented life insurance3, and in general 

are statistically more unlikely to be 

uninsured12. As more women enter the 

labor force, become entrepreneurs, and 

take on the decision maker status in 

the household, the market is quickly 

expanding, and insurers must take notice. 

Accenture3 research presumes that the 

annual premium value of the women’s 

global market will grow 6-9x larger than 

the $98 billion market of 2013. This 

means that by 2030 an estimated $569-

$874 billion will be put into the insurance 

industry –just by females alone.  An 

often underserved market in the industry, 

insurers are beginning to emphasize 

strategies to bring in female consumers 

in all insurance types. 

Today’s modern woman is much 

different than a decade ago. From 

2007 to 2012 the percentage of women 

owned businesses increased 27%, and 

from 1960 to 2011 the percentage of 

households with a woman as the sole 

or primary provider rose from 10.8% to 

40.4%.17  In order to launch a successful 

campaign to draw in more female 

consumers, insurance companies can 

leverage their internal data to formulate 

a high-value prospect model. Insurers 

must first integrate and cleanse their 

databases to ensure that their first party 

consumer information is up to date and 

accurate. They can then segment the 

database to focus on female consumers 

and utilize third party data services 

to append missing and additional 

demographic, psychographic, and 

behavioral characteristics to shed light 

on the profiles of their most profitable 

female customers. Modeling their best 

female customers in their planning will 

lead to a better understanding of what 

prospects and current consumers want 

and need. Life insurance providers 

particularly need to take notice as 

women are more likely than men to 

be concerned about being a burden to 

their families. A 2014 study by Aegon 

Retirement and Readiness4 found that 

only one in five women surveyed feel 

that the financial services industry truly 

understands their needs when it comes 

to financial planning to secure a future 

for their families. This leaves a large 

gap of women looking for security for 

themselves and their families, but not 

receiving the offers and information they 

need to make a purchase. 

Research by Accenture3 has found 

repeatedly that while men are more 

While men 
are more 
product 
and service 
focused, 
women 
are more 
relational and 
experience 
focused 
in their 
insurance 
conversations.  
(Accenture3)
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product and service focused, women 

are more relational and experience 

focused in their insurance conversations.  

In order to attract, and keep, female 

insurance customers companies must 

implement ways to ensure positive 

consumer experiences across all 

channels. Accenture3 suggests services 

such as regular follow ups, cross-selling 

of products that could be helpful, and 

friendly reminders of renewals to amplify 

the positive customer experience. Eighty-

percent of women surveyed by Retail 

Perceptions are influenced by positive 

customer reviews and 67% are less likely 

to purchase a product or service after 

viewing negative reviews. Educating 

sales people and team members in the 

importance of consumer experience is 

integral to fostering positive consumer-

brand relationships that women expect 

in their service providers. Women are 

generally more brand loyal as well, and 

will take on the role of brand ambassador 

for companies they feel go above and 

beyond their expectations. 

Acquiring by life  
& asset events 
Marketing to consumers based on 

life or asset events offers a wealth 

of opportunities for brands. When 

consumers make important decisions, or 

are in a state of change, these milestones 

tend to define spending habits, such 

as purchasing insurance. Life & asset 

events offer right-moment marketing 

opportunities for all industries. For 

example, a newly married couple may be 

ready to furnish their new home, a recent 

college graduate may be in market for a 

new vehicle, or an owner of a new boat 

Getting married, having 
a baby, changing jobs, 
retiring, moving, getting 
divorced, etc.

Life 
Events

Buying or selling a house, 
vehicle, luxury item, etc.

Asset
Events
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will certainly need coverage. Whatever 

the circumstance, marketers can take 

advantage by sending offers to coincide 

with these moments.

Identifying consumers experiencing life 

changes and asset changes significantly 

increases the likelihood of consideration 

of an insurance marketer’s message. 

In the example below, Dave has been 

previously marketed to before for term 

life insurance. He is married with one 

child and is in the proper demographic 

segment for consumers who purchase 

these products. The insurance carrier 

sent several messages with no response. 

However, once Dave purchased a new 

house and was in a state of change, he 

was immediately open to receiving a 

quote. This is because consumers in a 

state of change due to a life event often 

feel as if they have “permission to buy.”  

Smart insurance providers know that by 

reaching out with relevant messaging can 

create loyal customers for life.

Dave Smith
28, Married with 1 Child
Young Achiever Segment 

Insurance Provider 
Contact History 

Change 
Data Insight

Next Day
Contact Strategy Response

Q1 Direct Mail
Term Life- No Response

Q2 Email
Term Life- No Response

New Single Family 
Home Owner

Timing: 
7 Days Ago

Dave included in 
Facebook & Twitter 

audience buy

Message
“When you have more to 

protect, we can help you now.”
Receives same message via email.

Viewed 
Facebook 

ad. Clicked 
through 

email and 
completed 
quote for 
Term Life 
coverage. 

R
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It’s no secret that today’s insurance consumers have access to 
more options and information as they travel through the purchase 

journey across multiple channels. In order to keep up with 
the demands of the modern consumer, insurers 
must learn to leverage both internal and external 
consumer insights. It’s only through the implementation of data 
driven processes founded on the bedrock of real-time data insights, rich 
third-party data enhancement, and robust data analytics that they will 
be able to engage consumers in real time with relevant and meaningful 
offers.

Successfully executing coordinated messaging across channels depends 
on having the most accurate data available at any given moment, and 
since consumers are constantly interacting with brands, that data is 

also constantly flowing in and out of channel systems. Marketers 
must be able to capture and respond to customer 
insights in the moment to ensure optimal cross-
channel interactions, and ultimately acquire and 
retain the most profitable customers and prospects.

Conclusion
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