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The World Insurance Report 2020 offers leading insights into the global 
insurance industry

8,000+

150+

Customer responses 
data points

Executive insurance 
interviews

13
th

Year of 
publication

▪ “Almost” everyone is digital

▪ The new trust equation 

▪ Have it your way – Hyper-personalized, 
experience-led engagement

32
Insurance markets covered
(VoC survey + Executive interviews)

Report
themes

Produced with Efma
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The report’s findings draw on data from 32 markets
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World Insurance Report 2020: Key findings

The new        
trust equation

Way forward

“Almost” everyone is 
digital now

▪ Its not about                    
tech-savviness, it is about 
social behavior and shopping 
preferences 

▪ Customers trust themselves 

▪ They are willing to buy 
insurance from BigTechs and 
product manufacturers

▪ Provide hyper-personalized, 
experience-led engagement 
to all customer segments
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Mobile apps and online are now mainstream ways to do transactions

Customers frequently doing transactions* online or via mobile app (%), 2018–2020

2018 54%

*: Customer response was captured for use of website or mobile app for purchasing electronics, clothes, food or groceries, entertainment or travel services, paying bills, transferring or investing money, etc.

Sources: Capgemini Financial Services Analysis, 2020; Capgemini Voice of the Customer Survey 2018, 2019, 2020.

2019 57%

2020 62%

30%

43%

64%

Millennials Gen X or older

born after 1980 born in 1980 or earlier

What is interesting: 
Gen X and older are 
increasingly using digital 
channels for day-to-day 
transactions

“Almost” everyone is digital now. Tech-savviness no longer a differentiator.

The digital divide 
between age groups 
has eroded
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It’s not about age … it’s about social behavior and shopping preferences

Differentiating social behavior: Customers’ preference for connecting via social media channels and their review-seeking mindset

Differentiating shopping preferences: Customers’ convenience-seeking behavior and their readiness to explore new things in the market

Information availability drives shopping conversion

Sources: Capgemini Financial Services Analysis, 2020; Capgemini Voice of the Customer Survey, 2020.

Social behavior
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▪ Actively seek information – Moderate

▪ Propensity to buy new things – High

▪ Willingness to pay for services - Moderate

▪ Propensity to switch – Moderate

10%

Experimental

▪ Actively seek information – Low

▪ Propensity to buy new things – Low

▪ Willingness to pay for services - Low

▪ Propensity to switch – Low

Follower

38%

▪ Actively seek information – High

▪ Propensity to buy new things – High

▪ Willingness to pay for services - High

▪ Propensity to switch – High 

Pioneer

28%

▪ Actively seek information – High

▪ Propensity to buy new things – Moderate

▪ Willingness to pay for services - Moderate

▪ Propensity to switch – Moderate

Inquisitive

24%
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Trust has changed owners …

Traditional insurance purchase
Insurance research and

purchase now
Insurance purchase – future?

Loyal to insurers; purchase via 
branch/agent/broker

Customers trust their own research 
over an agent/broker’s advice for 

purchasing a policy

Customers’ willingness to engage 
with BigTechs and product 
manufacturers is on rise

Sources: Capgemini Financial Services Analysis, 2020; Capgemini Voice of the Customer Survey, 2020.
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Trust has changed owners as customers back their own research …

Insurance is now being “bought,” not only sold

While traditional channels have not lost relevance, customers place more trust in their own research

Input from agents and brokers

Review from friends, family, and colleagues

Online reviews and ratings

Insurance firm’s website

Agents and brokers

Insurance firm’s website

Insurance firm’s mobile app

Aggregator websites that distribute insurance 

Customers’ preferred modes for
researching an insurance policy

Customers’ preferred modes for
purchasing an insurance policy

PIONEER FOLLOWER

42%

41%

49%

38%

78%

83%

86%

71%

32%

23%

38%

37%

68%

76%

79%

72%

PIONEER FOLLOWER

Questions:1. Indicate your preference for using following channels to understand/research an insurance policy. Rate on a scale of 1 to 7, where 1 = Do not prefer, and 7 = Highly prefer. Responses above 4 are shown in the figure.

2. Indicate your preference for using the channels listed below for purchasing an insurance policy. Rate on a scale of 1 to 7, where 1 = Do not prefer, and 7 = Highly prefer. Responses above 4 are shown in the figure.

Sources: Capgemini Financial Services Analysis, 2020; Capgemini Voice of the Customer Survey, 2020.
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Trust has changed owners as the competitive landscape continues to 
evolve

I look for the best experience

Long-standing advantage of “customer trust” is seemingly changing owners now

Customers’ willingness to purchase insurance from BigTech firms is rising fast

Customer willingness to purchase insurance from 
non-traditional firms, by segment (%), 2020

Pioneer Inquisitive Experimental Follower

BigTech 68% 37% 29% 13%

Product manufacturers (such as Tesla) 62% 34% 25% 12%

30%2018 36%202017%2016

Question: The following entities have already launched or may launch insurance offerings in the future. Would you consider buying insurance from the following entities? Rate on a scale of 1 to 7, where 1 = Highly unlikely, and 7 = 
Highly likely. Responses above 4 are shown in the figure.

Sources: Capgemini Financial Services Analysis, 2020; Capgemini Voice of the Customer Survey, 2016, 2018, 2020.



10© Capgemini 2020. All rights reserved   |World Insurance Report 2020

Right offerings, Right channels, and at the Right time are essential to 
engage => Significant gap in customer expectations and insurer offerings

3 Rs of  experience-led 
engagement

Do most insurers 
understand the criticality?

Are insurers in line with 
customer preferences? 

Right products No (50%) No

Right time Yes (75%) No

Right channels Yes (84%) No

Warning! Traditional products via digital channels do NOT ensure “experience-led engagement”

50% or less
Low

51%–75%
Medium

Above 75%
High

Source: Capgemini Financial Services Analysis, 2020.
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50%
39%

Usage-based insurance On-demand insurance

The right product: Usage-based insurance is now mainstream – are you 
aligned? 

Usage-based insurance is the future! 
And what’s next? Hint: Discounts for healthy behavior

Usage-based insurance 35% 

On-demand insurance 29% 

2019

Pioneer Inquisitive Experimental Follower

On-demand 
insurance

38% 30% 31% 26%

Usage-based 
insurance

53% 52% 49% 48%

Customers’ interest in new insurance offerings (%), 2020

51% 

31% 

2020

The new offerings, which are personalized and 
provide value for money, are likely to be welcomed 

across customer segments

Questions:1. Of the following offerings, which would influence you to purchase a policy from an insurance firm? Select all that apply.

2. Please rate your firm’s progress when it comes to rolling out the following offerings. Use a scale of 1 to 4, where 1 = Already rolled out, 2 = Planning to roll out in the short to medium term (3–5 years), 3 = 
Planning to roll out in the long term (>5 years), and 4 = Not relevant for us. Only answer 1 is shown in the figure.

Sources: Capgemini Financial Services Analysis, 2020; Capgemini Voice of the Customer Survey, 2020; World Insurance Report 2020 Executive Interviews, 2020.

Insurers with new offerings already rolled out in the 
market (%), 2020

Customer demand for new insurance offerings (%), 
2019–2020
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The right channel: Is your point of sale close to your customer?

Website and mobile app: From information to purchasing! Are you ready?

Insurers’ view on the effectiveness of the channel for 
sales and distribution (%), 2020

Customers’ preferred channels for purchasing an 
insurance policy (%), 2020

66%

27%

21%

Agents and brokers

Insurance firm’s website

Insurance firm’s mobile app

Agents and brokers
48%

Insurance firm’s website
52%

Agents and brokers
37%

Insurance firm’s website
38%

Insurance firm’s mobile app
76%

Insurance firm’s website
79%

Agents and brokers
57%

Insurance firm’s website
61%

EXPERIMENTAL PIONEER

FOLLOWERS INQUISITIVE

Questions:1. Indicate your preference for using the channels listed below for purchasing an insurance policy. Rate on a scale of 1 to 7, where 1 = Do not prefer, and 7 = Highly prefer. Responses above 4 are shown in the figure.

2. In your experience, how effective are the following channels for Policy Distribution? Rate on a scale of 1 to 7, where 1 = Not effective at all, and 7 = Highly effective. Responses above 5 are shown in the figure.

Sources: Capgemini Financial Services Analysis, 2020; Capgemini Voice of the Customer Survey, 2020; World Insurance Report 2020 Executive Interviews, 2020.
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Data: The hardware is ready but the RIGHT data is missing

Feed your systems with the right data

Insurers’ implementation of tools/techniques for capturing customer preferences (%), 2020

Desired output

Data capture

Data transfer

Data processing

Real-time insights from IoT devices NLP-based support systems

Automated processes Intelligent process automation

Advanced analytical techniques

360-degree view of customers

38% 33%

91% 64%

76%

68%

50% or less 51%–75% Above 75%

Question: Please indicate at which stage your organization is when it comes to using the following tools and techniques. Use a scale of 1 to 4, where 1 = In progress, 2 = Plan to implement in the short to medium term (3–5 years), 
3 = Plan to implement over the long term (> 5 years), and 4 = No plans to implement. Only answer 1 is shown in the figure.

Sources: Capgemini Financial Services Analysis, 2020; World Insurance Report 2020 Executive Interviews, 2020.
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The way forward: It’s time to act NOW

Immediate call to action for insurers

Key enablers for this journey

Customers trust themselves now …

Customers trust BigTechs now …

It’s time to act NOW 

▪ Immediate focus on usage-based insurance is critical.

▪ Create pipeline for offerings of tomorrow.

▪ Focus on customer journey analytics.

▪ Capturing the “right data” is critical for reaching customers at the right time.

▪ A blend of digital connect and emotional connect is key for a better experience.

The right product

The right time

The right channels

▪ InsurTechs – for technology expertise and innovative solutions

▪ Other businesses – to create an insurance marketplace of the future 

The right 
partnership
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People matter, results count.

Capgemini is a global leader in consulting, digital transformation, technology and
engineering services. The Group is at the forefront of innovation to address the
entire breadth of clients’ opportunities in the evolving world of cloud, digital and
platforms. Building on its strong 50-year+ heritage and deep industry-specific
expertise, Capgemini enables organizations to realize their business ambitions
through an array of services from strategy to operations. Capgemini is driven by the
conviction that the business value of technology comes from and through people.
Today, it is a multicultural company of 270,000 team members in almost
50 countries. With Altran, the Group reported 2019 combined revenues of
€17billion.

About Capgemini

Learn more about us at

www.capgemini.com

http://www.linkedin.com/company/capgemini
http://www.slideshare.net/capgemini
http://www.twitter.com/capgemini
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