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Disruption is real

Change is the only constant. Sometimes you can control it, sometimes you can’t, but there are ways to turn change into opportunity. In this e-book, you’ll 
learn about the tools you need to help your agency adapt to the times.

Mobile  
access

Whether you offer a mobile app, 
social media platform, or an 

“always open” online web portal, 
your customers expect to be able 
to check quotes or the status of a 

claim from their phones, 24/7.

The rise of  
millennial customers
Millennial prospects and 

customers expect you to treat 
them as individuals. They seek 
out brands that approach them 
with personalized interactions 
that speak to their world views.

A changing  
workforce

With an insurance industry 
workforce primarily composed 

of baby boomers nearing 
retirement, it’s time to seek out 
millennials to fill staffing needs. 

To keep millennial workers 
satisfied, agencies may need to 

adapt their work culture to meet the 
expectations of new employees. 

Software  
solutions

Some of your competitors use 
affordable software solutions 
to manage and personalize 
communications with their 

prospects and customers from 
first contact and throughout 

the customer life cycle. These 
solutions have become affordable 
for any size of agency, and they’re 

worth checking out. 

Four disruptors you can’t afford to ignore
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Keeping up with your customers

Advances in digital technology, market and regulatory changes, new industry players, and changing demographics have altered the way traditional brick-
and-mortar industries conduct business. Businesses are no longer seen as the only knowledge resource regarding their products. Instead, savvy, informed 
customers arrive at their doors having deeply researched those products. The $2 trillion global insurance industry is no exception: look no further than the 
constantly evolving nature of customer expectations. 

Every time your customers try new technologies or services, their needs evolve, and it’s your job to keep up. Everyone wants products and services that 
are easy to purchase and use and that have added value over what they are currently using. If your services are outdated or cumbersome, customers may 
go elsewhere. 
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Keeping up with your customers

Your customers are everyone’s customers

Because they can get an Amazon delivery in 24 to 48 hours, binge watch a TV season on Netflix anytime, and visit Apple or Microsoft for an online chat 24/7, 
customers don’t expect shopping for insurance to be any less immediate or personal. Customer-focused companies try to make you feel like they know you, 
and your customers have grown to like that. They expect that familiarity with every brand experience they have, and they don’t expect the insurance industry 
to be any different. They want agencies to show interest in them and provide the online tools they need to make decisions on their own terms. 

To grow your business, you can put more time into creating an experience that meets customer expectations. Think about treating that experience like 
it’s just as important as your top product. 

We’re not being compared against GEICO, Hartford, 
Travelers, and Progressive, we’re being compared 
with Amazon and Zappos. People don’t care how 
we get the job done, they just want what they want.

Steve Anderson, President, The Anderson Network
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Competition erupts:  
Nokia vs. BlackBerry vs. iPhone,  
and iOS vs. Windows vs. Android

iPhone introduces 
Internet mobility 

A new way to share branded 
services emerges, driven by 

consumer demand

Telematics, driverless 
cars, and wearables enter 

the mainstream

1. Mobile Technology Fact Sheet, Pew Research Center, 2014.

Disruption is nothing new: You’ve seen it before

The World Wide Web 
opens to the public 

(1991)

Dot-com boom 
and bust

Amazon, eBay, and Google 
revolutionize expectations

By 2014, 64% of 
adults in the US use 

smartphones to access 
digital data1

Everything is digitized:  
the Internet of Things

1990 2007 Today & tomorrow
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Keeping up with your customers

What’s the biggest disruptor affecting the 
insurance industry? Your customers.

Nearly a quarter of your customers already consider buying 
insurance from online service providers. Nearly half want more 
digital options than what most agencies currently provide. And 
only 15 percent of customers are satisfied with their current 
digital insurance experience.2

The current and constantly evolving digital disruptions 
to the industry make a customer-focused approach more 
necessary than ever, because the old ways of engaging 
with customers no longer work. 

The demand for online and mobile options to 
access services is real. Luckily, you can acquire 
software programs that use real-time data to 
keep up with customer needs, and then use that 
information to cross-sell, upsell, and create custom, 
flexible, and sometimes predictable digital experiences 
across all points of contact. Those same tools can 
help you streamline agency management, recruiting, 
and retention.

2  Capturing the Insurance Customer of Tomorrow, Accenture, 2015.7
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A brief introduction to software tools for agency effectiveness

You probably use email, phone calls, texts, and snail mail, or some combination thereof, to market to your customers. Are your communications 
personal and detailed? Do you continually collect relevant data on your customers and put that data to work for you through deliberate, well-timed 
marketing campaigns? 

Until recent times, managing those communications meant filing cabinets full of paper, stacks of spreadsheets, note cards, and many trial and error attempts 
to deliver cohesive, relevant interactions. But these days, customer relationship management (CRM) and marketing automation tools can dramatically 
change your efforts and results. 

Keeping up with your customers

How do they work?

Customer relationship management software can be used to analyze and manage information you receive from customers, whether from your company 
website, phone calls, or social media. This software can give your staff personal, detailed knowledge, including customer buying preferences and purchase history.

Marketing automation software does what it sounds like―it automates how you market to your customers. It gives your marketing and sales teams the 
ability to computerize and improve things like lead generation, integrating the customer data you collect, dividing your audience into specific groups, and 
managing your marketing efforts from the first contact with a prospect through the entire lifetime of a customer.

Used together, affordable CRM and marketing automation software systems allow you to more easily manage relationships to increase loyalty and grow 
your business.
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Customer experience matters

Keeping up with your customers

Disruption hasn’t changed everything

Digital technology continues to transform the insurance landscape all around us, but one thing remains constant: the need for human interaction.

When it comes to customer service, there will always be a place for a live conversation between a customer and employees in your agency. Sometimes 
customers have particular questions or issues that can’t be resolved through a self-service tool on a website and sometimes they just want to speak to  
a human being, either in-person or on the phone.

It’s important to remember that the tools and digital solutions available to modern insurance businesses don’t replace that personal connection with 
your customers—they enhance it. When a client does call or visit your office, having the right information at your fingertips helps make the interaction  
go more smoothly.

97% say customer service is an 
important choice when choosing 
a brand.

68% of customers stop doing 
business with a brand due to a bad 
customer experience.

Source:  Global State of Multichannel Customer Service Report, Parature, 2015.9
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Your millennial audience has high expectations for your agency in terms of accessibility and functionality. Use this worksheet to determine how well 
your organization is meeting your customers’ needs.

Agency Capability
Exceed 

Capabilities
Meet 

Expectations
Trying to Meet 
Expectations

Do Not Meet 
Expectations

Customers can use their preferred mobile device to use all of our web services.

Online or offline, our customers receive a consistent and seamless experience.

Our online tools enable customers to easily modify their account.

Our website helps our customers feel good about their purchase with us, 
by providing them our competitors’ prices.

Our offers are tailored to match each customer’s unique needs.

Our corporate culture features the structure and work styles that 
millennials value.
We produce content that customers find valuable and that inspires them 
to interact with us.

Our customers regularly encounter us on their preferred social media sites.

How’d you do?

26–32: Impressive, but would a coworker agree?
17–25: Not bad, but there’s room for improvement.
8–16: Your agency definitely needs to do more.

How well are you meeting your customer’s expectations?
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Digital disruptors range from the everyday transactions you conduct on your smartphone to 
driverless cars and the emerging era of connectivity (the Internet of Things), where sensors and 
reporting technology in autos and homes will bring more efficiency to your life. In the insurance 
industry, telematics and mobile transactions will have a profound influence on the way business 
is conducted, including how insurance consumers engage with agents.

Telematics

If you wear a Fitbit or other exercise-monitoring accessory, you’re 
wearing a telematics device that synchs data about your activities 
that you can review and learn from. As these devices encourage 
shifts in your personal behavior, insurance telematics will also 
change the way you do business. 

Telematics combines computers and wireless technology to 
stream information from sensors to computer databases, 
smartphones, and tablet devices to analyze and store in real time. 
This information can be used to determine coverage options, 
discounts, or pricing adjustments. 

Thirty-seven percent of agents are already investing in telematics, 
like Progressive’s SnapShot, because they think these devices 
will drive business and help them understand customer 
needs.3 In the not-too-distant future, the way auto claims are 
handled will completely change. Once sensors are installed in 
cars, information about an accident―including location, parts 
damaged, and instant estimates―can be reported right to your 
customer’s phone within minutes.4 

Digital disruptors on the rise

3. How Independent P&C Insurance Agencies Thrive in 2015’s Competitive Marketplace, Vertafore, 2015.  4. 4 technologies that are revolutionizing 
the insurance industry, Property Casual 360, 2015.11

https://twitter.com/home?status=Improve%20your%20ability%20to%20attract%20new%20business%20and%20deepen%20relationships%20with%20existing%20customers,%20via%3A%20http%3A//bit.ly/1YDyo05


Mobile is now

Another game changer: Mobile transactions

Not so long ago, insurance customers with a question, claim, or problem had to wait on the phone until someone could help them. Today customers have 
mobile devices like smartphones and tablets, which make it easier to get answers quickly, but also increase their expectations. 

Making mobile access easy for your customers provides them with more options for communication and improves their confidence in your agency.

Some insurance businesses have their own mobile apps which allow their customers to begin the claims process, ask questions, update their information, 
make purchases, and more. For growing agencies it may make more sense to focus on making your website “mobile friendly.”

What is “mobile friendly”?

A mobile-friendly website looks the same to visitors, regardless of whether they’re using a computer, tablet, or smartphone. The best option is “responsive 
web design,” which adjusts the screen display size to make it easy to use your website from any device.

Digital disruptors on the rise

Source: The New Multi-Screen World Study, August 2012, Google Research

More than one-third of our 
daily media interactions  

are on smartphones.

One in five searches  
for financial services  

are via mobile device.

By 2020, four out of five people  
will have access to a mobile phone 

or tablet computer.
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Digital disruptors on the rise

The next wave of disruption

These new technologies and business models have already started to impact the insurance industry.

 Self-driving car insurance
 Google announced that self-driving cars had driven nearly 700,000 autonomous miles during its test phase.5 Self-driving cars could launch within four 

to eight years. 

 Comparative raters
 Software tools that aggregate quotes from multiple carriers based on customer preferences. 

 Value comparison websites 
 These sites help customers choose policies based on value versus price.

  Cyber risk
 The threat of attacks designed to steal stored insurance data continues to grow. 

 Peer-to-peer insurance 
 Customers use social media to form networks that share risk and lower prices.

 Social broker
 Brokering through social media offers poorly served segments the opportunity to group with others who have similar needs to negotiate on behalf 

of the group.

5. Google acknowledges 11 accidents with its self-driving cars, The Big Story, May 2015.13
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Satisfaction, loyalty, and retention depend on a positive customer experience

The quality of a customer’s experience determines their level of engagement and decides a variety of business outcomes, including whether customers 
bundle policies, renew, leave for another agency, or become your brand promoter (by telling others how great you are).

With only about four in 10 (38 percent) of insurance customers6 strongly engaged, it’s a good idea to start spending less time on internal administrative tasks 
and more on providing the experience that your customers seek.

To ensure that you’re providing the best experience possible, you can assess and define the customer journey. That means examining the entire buying 
cycle, from your first connection with a prospect, through their research and decision-making phases, and on to purchase and renewals. Check to see that 
every phone call, email, storefront transaction, and your website language, remains consistent, relevant, and seamless across channels at every point of 
the buying cycle. 

What customers expect from you 

When you use social media as one of your communication channels, 
you must reply to questions promptly.

6. Customer Engagement in Insurance, KBM Group, 2013. 7. 2015 Global State of Multichannel Customer Service Report, Microsoft, 2015.

Improving the customer experience

83% 

of people who used 
social media to ask 
a customer service 
question received 

an answer.7
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Step into their shoes

When you assess your typical customer journey, map it out and study every contact point where customers and prospects engage with you. Does the journey 
map look different for prospects than it does for existing customers? For new customers versus longtime ones?

Once you’ve mapped your current process, you can determine whether you’re making every interaction as easy as possible for the customer, including 
how you explain your products and how claims are filed. Customers want easy access to information so they can make a decision. Are you explaining each 
process on your website, on the phone, and in person in logical order, with the same straightforward language? Are you tailoring your conversations to match 
the stage of the buying cycle a customer is in? 

If there’s a way to simplify any part of the process, this is a good time to streamline each step. 

Improving the customer experience

When doing business with you isn’t easy, customers and prospects notice

If you can’t afford lost profits, fewer 
renewals, and less revenue, it’s a good idea 
to get customer focused.

8. The $6 Trillion Opportunity: How Digital Improves the Customer Experience, Accenture, 2015.

81%
Eighty-one percent of prospective buyers are 
frustrated when a company doesn’t make it easy 
to do business with it.8
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Improving the customer experience

Everyone expects to comparison shop

By using comprehensive online comparative rating software, you 
can quote real-time personal lines from multiple carriers, and create 
a customer self-service portal on your website that customers or 
prospects can access to check rates at their convenience, day or night. 

Seventy-one percent of consumers used 
price comparison websites or social media 
before purchasing insurance.9

71%

9. Insurance 2020: The digital prize — Taking customer connection to a new level, Price Waterhouse, 2015.16
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Improving the customer experience

Content marketing can level the playing field

Content marketing focuses on creating relevant, consistent, and most of all, valuable articles and stories for your website, blog, and social media outlets. 
It’s more valuable when it’s intended to assist, not sell, because today’s customer expects you to be a resource that helps them make smart decisions.

But first you need to get prospects and customers to your site, which is what the right story does—search engines rank content-rich websites and blogs more 
highly. Think of it as targeted advertising that levels the field with larger agencies and carriers who have more money to spend.

What do valuable stories and articles look like? Your experienced perspective on issues, including information that gives insurance buyers the knowledge 
they need so they’re comfortable making decisions. For example, instead of sending just your latest rates or discounts to your homeowners policy customers, 
try sending an article that focuses on energy savings and the value of a home energy audit in terms of how it might affect their policy rates. Your customers 
will appreciate that you are looking out for them.

Take advantage of content marketing by:

 Populating your blog with helpful content to get the attention of search engines.

 Sending email that directs customers to your blog to learn more.

  Giving existing customers continuous, valuable articles—collect and study customer data to continually hone the personal relevance  
of your correspondence.

 Using helpful, educational information to start conversations on your social media outlets, such as Facebook, Twitter, and LinkedIn.

Content marketing helps keep customers and attract new ones by introducing prospects to the value you offer before they work with you.

What kind of content does 
millennial insurance agent 
Bethany Bowes, of Perry & Carroll  
look for?

Items that can help me grow my career: coming changes in 
insurance, female leaders in the industry, etc. Outside of 
work it would still be items that apply day to day, or in the 
foreseeable future.
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Using social network data to drive marketing decisions

Social media offers the ability to experience the real-time life events of potential and existing customers. Using what you learn on customers’ social media 
sites, you can follow them through their first car purchase, graduation from college, marriage, and the start of a family. 

These life events prompt insurance purchases—in fact, 45 percent of all insurance purchases result from life events.10 What you learn about your customers 
on social media will point you toward the sale. It gives you the ability to personalize messages based on life milestones in real time. 

You’re enhancing the experience when your customers feel like you’ve taken the time to get to know them individually and when you talk directly to them. 
When insurance buyers are on their shopping journey, a personalized, well-timed email, text, or tweet will help position you as the go-to agency when they’re 
ready to purchase. 

Improving the customer experience

Social media keeps you in touch

A study  surveying over 100 million social profiles11 made insurance agents aware of:

10. Life Event Sales of Insurance Through Social Media, Social Media Advancement Council, 2015.  11. Ibid.

151,000 job gains or losses 23,000+ business startups  
or expansions

20,000+ graduations 2 million travel events
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Guiding the customer through the buyer’s journey

Whether they know it or not, all customers go on a buyer’s journey before purchasing a product or service. 

This journey begins with Awareness, when a need is first recognized. Next is Research, where the customer gathers information and 
studies how to address the need. The customer ultimately arrives at Consideration, where specific products or services are selected. 

To better reach potential customers, offer meaningful, helpful information that guides them from one stage to the next.

Additional  
social media  
LinkedIn, Twitter

Mailing list  
“Subscribe” link  
on your website 

Upsell and  
cross-sell  
Targeted emails

Facebook 
Updated regularly

Comparative rater  
Self-service price shopping

Self-service  
Around the clock access

Website  
Professional and error free

Content marketing  
Blog posts, newsletters

Personal contact  
On the phone or in-person

Awareness Research Consideration
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Growing customer loyalty and satisfaction

Everything’s connected

Customer satisfaction measures how your products and services meet, exceed, or fall flat of customer 
expectations. Customer experience, on the other hand, sums up every experience customers have with 
you over time. It is more about how they feel, what they think about you, and who they talk to about 
it—which brings us to loyalty. 

Traditional loyalty programs don’t usually work well for insurance agencies. With a limited number 
of customer interactions and the lack of a regularly needed product (think Starbucks card), the most 
efficient way to foster loyalty, or retention, is to meet or exceed customer expectations. 

To determine whether you’re fostering loyalty, find out how your customers talk about you. Are 
they unenthusiastic and vulnerable Passive customers, unhappy and potentially brand-damaging 
Detractors, or happy and loyal Promoters who continue to purchase and help grow your business with 
referrals? You can find out how your customers fall into these categories by using a simple survey tool 
called the Net Promoter Score.

Happier customers are more valuable12

When compared to Detractors:

 Promoters pay 27 percent more in premiums monthly.

 Promoters are five times less likely to leave your company.

 Promoters actively refer new business.

12. Global Meets Local: How a Global Insurance Company Builds Loyalty at the Local Level, Zurich Insurance, 2014.

DETERMINE YOUR 
NET PROMOTER SCORE 
WITH ONE SIMPLE QUESTION

Look at your own customer base. How many 
promote, are passive to, or detract from your 
brand? Getting the answer is easier than you 
think. Just ask your customers: “On a scale 
of 1 to 10, how likely are you to recommend 
this agency?”

The answer is used to cacluate your Net 
Promoter Score (NPS), which successful 
companies use to direct their marketing, 
and even product development. 

Promoters (score 9–10) recommend you 
to others.
Passives (score 7–8) are vulnerable to 
competitive offerings.
Detractors (score 0–6) can impede growth 
through negative word of mouth.

Subtracting the percentage of Detractors 
from the percentage of Promoters yields your 
Net Promoter Score, which can range from 
-100% (all customers are Detractors) to +100% 
(all customers are Promoters).

NPS software programs allow you to fully automate 
the process of reaching out to your customers, 
so you can find out how they feel about your 
agency and learn more about their needs.
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Who do you trust?

78% of shoppers trust 
peer endorsements over 
traditional advertising.13

Growing customer loyalty and satisfaction

How do you up your Net Promoter Score to turn more customers 
into Promoters?

To turn customers into Promoters, you can maintain a presence on the digital channels 
they use, simplify their engagement with you by limiting the steps needed to get things 
done, provide value as a trusted resource, and develop strategies with your staff to provide 
a consistent, easy-to-follow experience based on what matters most to clients.

You can use the score itself to build loyalty by sharing the information you learn from the 
survey in your blog, by email, or through social media to open new channels of feedback 
and communication, illustrating your commitment to consistently improving service. 

13.  Modern Social for Retail, Oracle, 2014.

Why Promoters really matter—take it from this millennial:

I research brands through the Internet, or 
by asking friends, family, and coworkers.

Sarah Onley, Star Financial
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Viewpoint: Jason Cass  
On the digital customer experience

“ Customer service means nothing anymore, because it’s what 
the client expects—it’s the entire customer experience that 
separates you from your competition, and it must have a 
strong digital component.” 

Along with owning a successful agency, Jason 
Cass runs a consultancy, Grow, that helps 
agencies rebuild to be more relevant to today’s 
insurance customer.

For the last four years, during conversations 
with thousands of agents, Cass has shared how 
the customer experience is the only way to truly 
differentiate your business, and that digital and 
social media is a must if you want to remain 
competitive in the years ahead. He’s helped many 
agencies embrace the fact that digital and social 
media allow you to create a digital customer 
experience—just like the ones offered  
by companies like Amazon. 

But a lot of people he talks to say, “Oh, I don’t 
want to know about that. That’s marketing. We’re 
getting enough leads.” 

Knowing that this knowledge about the customer 
experience is new to most of the agencies he 
works with, Cass educates them on how he’s 
created a digital customer experience in his 
agency. “I use social and digital at the beginning, 
middle, and end of the process. I keep contact 
through social and digital, and we cross-sell 
through social and digital—social and digital 
allow me to create the experience people expect.”

Cass shares that you shouldn’t think of LinkedIn, 
Facebook, Twitter, YouTube, Instagram, and 
Google+ as just sales tools—they’re brand-
building tools. More importantly, the tools are 

opportunities to keep in front of your clients so 
you can answer their questions. That’s part of 
how you create a digital customer experience. The 
exception: Cass uses Facebook ads when working 
with specific customers. For example, a number of 
churches he works with buy insurance through his 
agency, so he puts content online that is relevant 
to their concerns, and then uses church-centered 
keywords to target pastors so that they are more 
likely to find his agency website. By speaking to 
issues of interest to churches and pastors, he 
creates a more personal customer experience.

Cass also firmly suggests that the 80 million 
members of the millennial audience are not only 
critical to bring in as customers, but also critical 
to hire—partially because the average age of 
insurance agents is 59, and because nobody sells 
to a millennial better than a millennial. 

Jason Cass  |  Owner, The Insurance Alliance |  theinsurancealliance .com
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How to capture millennial customers

They are already your largest opportunity

The 80 million people born between 1980 and 2000 spend approximately $600 billion a year in the United States.14 Every business is going to need millennial 
customers and employees. It’s not that millennials are so much different from baby boomers; it’s just that they happen to be the largest customer audience 
during the digital transformation. To bring them to your business, it’s important to get to know what they want.

Millennials want a consistent shopping experience regardless of whether they’re engaging your business through your website, social media, email, or in 
person at your office or on the phone. And they want a seamless conversation as they shift among these ways of engaging with you. 

Interestingly, although millennials are more likely to research buying options on their own, once they make a purchase decision they want to validate it with 
a trusted advisor.

14. Who are the Millennial Shoppers? And what do they really want? Accenture, 2016.

Source: Why Millennials Matter, Applied, 2013.

 
Here’s what 1,000 millennials say about purchasing and owning insurance:

Own some form of P&C 
insurance coverage

Own auto insurance

Own homeowners 
insurance

Own renters insurance

91% 

89% 

55% 

42% 

They researched on the phone, online, and in-person before they purchased. 
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What millennials look for in a brand15

Click the button to reveal more.

15. The Millennial Mind: How Content Drives Brand Loyalty, Newscred, 2014.  24
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How to capture millennial customers

Content drives millennial loyalty 

Although 62 percent of millennials say that helpful online stories and articles help keep them loyal,16 they feel 
that most of the information out there lacks value and is too sales oriented. It turns them off. 

Millennials are interested in content that speaks to their individual interests and educates them. To be 
relevant, it either has to teach them new perspectives that coincide with their worldview, help them 
make better-informed decisions, or relate to what’s going on with them personally. 

Again, millennials are hungry for content but not impressed with what’s out there—which 
opens the door for you to stand apart from the crowd. 

What are they looking for?

You can’t say the same thing to a 20-year-old woman two years out of high 
school, who is listening to Adele while waiting for the bus in Seattle, as you 
would to a 31-year-old man, building a career and starting a family in Los 
Angeles, who is stuck on the freeway listening to R. Kelly. Their cultural 
tastes and current life circumstances play an important role in what 
they respond to―and they want to be addressed in ways specific 
to their perspectives.  

Your customers are used to being recognized as 
individuals from even the biggest of companies. They 
see their names written on coffee cups when they 
order at Starbucks, and they expect you to 
know them too.

Millennials want age-appropriate 
educational content tailored 
to their geographical and 
cultural interests. Before you 
create anything, study your 
audience as individual segments.

16. The Millennial Mind: How Content Drives Brand Loyalty, Newscred, 2014.   25
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Source: The Millennial Mind: How Content Drives Brand Loyalty, Newscred, 2014.   

How millennials use and share content

Only share content if it’s 
thought provoking and 

intelligent

Respond positively to 
content that is useful

Share content 
because it makes 

them laugh

70% 64% 60%

30%31%41%

Are more likely to 
buy if the brand 
delivers content 

that teaches them

Refuse to read content 
that doesn’t entertain 

or educate them

Say they abandon 
content that is 

 too long
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Your millennial audience prefers to use social media sites such as Yelp, Angie’s List, Google, Facebook, Instagram, and Pinterest for shopping and 
communicating. Use this worksheet to determine how well your organization is taking advantage of this vital opportunity to connect.

Social Media Capability Often Sometimes Seldom N/A

I use a Facebook page to promote my business and connect with customers.

I use a Twitter account to communicate with my customers. 

I visit my customers’ Facebook pages to learn more about them and tailor 
my products and services to better meet their needs. 

I use a LinkedIn account for my agency.

I monitor the feedback my agency is receiving on sites like Yelp and Angie’s List.

I review sites such as Pinterest and Instagram to learn more about my 
customer’s interests.

I check to make sure that my agency’s address and other information is accurate 
on Yelp and other sites.

I encourage my customers to post information about newly insured purchases  
on social media.

How’d you do?

26–32:  Impressive, but would a coworker agree?
17–25: Not bad, but there’s room for improvement.
8–16: Your agency definitely needs to do more.

How well are you using social media?
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Focus on small business 

Your customers need an advocate

Today, your commercial customers require the same digital experience as your personal P&C and life insurance clients. But they need a more personal touch, 
regardless of the commercial lines they’re interested in—whether professional liability, commercial auto, workers comp, federal flood, aircraft, ocean marine, 
or medical malpractice insurance. 

Your customers believe they can save between 15 and 20 percent17 by going direct, but you can hold on to them by offering the same services as carriers, 
along with other services carriers can’t furnish. You can provide clients with an always-available online client portal where they can report claims, answer 
policy inquiries, acquire proof of coverage and other documents, use online billing, add or change coverage, and get quotes. 

Your customers also realize the value of the individualized services an agent brings to the table, especially your expertise in assessing coverage options and 
filing claims. This is something independent agencies can provide better than carriers can.

Two-thirds of respondents to a Deloitte Survey said they would be concerned about overlooking a potential exposure if they went direct—with one in five 
citing this as their biggest worry. One respondent mentioned, “Not having enough coverage or misinterpreting the coverage,” along with a fear of buying 
something unneeded or that was already covered.18

Commercial customers want an advocate, someone to dig deep into their concerns and have the power to negotiate the best prices and policies for them. 
And they want to be continually reminded of your value, which you can do by creating helpful content, a seamless experience, an online client portal, 
checking in with biannual audits, and just getting to know them better. Like every other aspect of business, it’s all about strengthening relationships. If you 
give them that personalized service along with the digital customer experience, they will stick with you. 

Most [insurance] companies operate only within the rules, 
but agents are always looking to help their customers—
especially with small businesses.19

17. Voice of the Small Business Insurance Consumer Survey, Deloitte Center for Financial Services, 2015.  18. Ibid.  19. Ibid.28
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Hiring millennials

It takes a millennial to sell to millennials

The average age of an insurance agent in the United States is 59, which means that a quarter of the industry’s workforce could retire by 2018.20 As you staff 
your agency moving forward, it only makes sense to hire from the largest demographic available, which also happens to be best positioned to sell to its own 
age group.

But millennials may see the insurance industry as conservative and stodgy. Knowing little about the industry, they tend to gravitate toward sectors seen 
as more innovative, like IT and finance. That’s why it’s a good idea to get to know them, so you can present them with an attractive place to work. 

20. One in four insurance agents will be gone by 2018, Insurance Business America, February 2015.  
21. What Millennials Want In The Workplace (And Why You Should Start Giving It To Them), Forbes, 
January 13, 2014.

What do millennials want from their jobs?21

Prefer a collaborative 
work culture rather than 

a competitive one

Want work-life 
integration

Want a boss  
to serve as a coach 

or mentor

Want flexible work 
schedules

Want autonomy Want to make  
the world  

a better place

88%

74%

88%

72%

79%

64%

29

https://twitter.com/home?status=Improve%20your%20ability%20to%20attract%20new%20business%20and%20deepen%20relationships%20with%20existing%20customers,%20via%3A%20http%3A//bit.ly/1YDyo05


Millennials, Generation Xers, and baby boomers are more alike than you think

When IBM polled 1,784 working adults in 12 different countries, including millennials (21–34), Generation X 
(35–49), and baby boomers (50–70)—the results showed that across generations, most employees want 
the same things from a work environment.22

Career goals and engagement needs are the same: employees want ethical, fair, transparent, 
and dependable managers, and they all believe in a collaborative setting where team success 
means everyone is rewarded.

The same things that will turn millennials toward the insurance industry also work for 
Gen X and boomer employees.23 They all want to hear that:

1.  Insurance is evolving with technology and transforming 
its operations accordingly.

2.  Agents serve an important common good by protecting 
the insured’s assets.

3.  The industry has a long history of offering security 
in fluctuating job markets.

Hiring millennials

22. Myths, exaggerations and uncomfortable truths: The real story behind Millennials in the workplace, IBM Institute for Business Value, 2015.  23. Why Millennials Matter, Allied, 2014.

At this point in my life, I’m looking 
more at the big picture. Not just 
the job you have available, but 
what it could turn into. I want to 
feel as though I have some sense 
of responsibility to and for the 
company. Flexibility is important as 
far as day-to-day schedules go, and 
so is the ability to work from home 
if needed.

Bethany Bowes, Perry & Carroll

Millennial hires have a broad outlook
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Hiring millennials

Young workers stay when they are satisfied

Sure, compensation is important, but millennials tie satisfaction to workplace factors like a collaborative culture, a shared sense of purpose, open 
communication, and a commitment to inclusiveness.

24. The 2016 Deloitte Millennial Survey: Winning over the next generation of leaders, Deloitte, 2016

The keys to millennial employee satisfaction24

 Open and free-flowing communication

 Mutual support and tolerance

 A sense of purpose beyond financial success

 Active encouragement of ideas among all employees

 A strong commitment to equality and inclusiveness

 Support for the ambitions of younger employees
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Disruption is constant, but so are the opportunities it provides. Use this worksheet to determine how well your organization fits into your customers’ 
always-on, personalized world.

  Do you use software tools to acquire real-time data to keep up with customer needs?

  Do you make data-driven marketing decisions?

  Do you use content marketing to help level the playing field?

  Do you treat the customer experience as your number-one product?

  Do you study and go after the millennial audience? 

  Does your website offer an online comparison rater?

  Do you offer an anytime-access online portal on your website?

  Do you use social media to get ongoing feedback from your customers?

  Do you know your Net Promoter Score and how to use it?

  Are you using social media data to develop personalization?

  Do you provide a seamless customer experience across all channels (web, phone, email, social media, storefront)?

How’d you do?

9–11: Impressive, but would a coworker agree?
5–8: Not bad, but there’s room for improvement.
0–4: Your agency definitely needs to do more.

Assessing what you can do to meet customer expectations
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Conclusion

Customer expectations are evolving as quickly as the digital technology they use every day. Staying competitive in this rapidly changing era requires 
a focus on the customer experience like never before. 

Keep up with rising customer demands by adapting strategies that help you better understand and address their needs.

Focus on the customer experience 
Make it easy for your customers to do business with you by offering a self-service portal and comparative rating tools on your website.

Grow loyalty and satisfaction online 
Use marketing automation to engage with your current customers, and use social media to promptly answer their questions.

Reach out to millennials 
Provide these prospective customers with meaningful content and a consistent, seamless experience on your website and in social media.

Build a cross-generational team 
Stay relevant to your millennial customers and ensure business continuity by bringing new professionals into your agency. 

 

Insurance as we know it has been around for 300 years 
or more and isn’t going away. But the way people buy 
insurance is absolutely changing. How is your agency 
going to be a part of that evolution, and how fast are you 
responding to that challenge?

Steve Anderson, President, The Anderson Network
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Ready to take the next step?

Meeting rising customer expectations doesn’t have to be daunting—not if you take it step by step.

The Issue The Strategy The Solution

Today’s customers want to comparison shop 
for insurance before they buy.

Keep your customers happy by providing 
them with the choices they want. Make 
them feel like they're playing an active role 
in the comparison process by inviting them 
to the office or chatting on Skype about 
their options. 

Meet your customer’s expectations with 
a comparative rating system that quotes 
prices from multiple carriers in real time.

Insureds now expect a 24/7 digital 
connection with their insurance agency.

Serve your customers more quickly and 
follow up on leads by receiving alerts 
whenever they interact with your website 
or ask questions.

Give your insureds the connection they 
want with a customizable around-the-
clock self-service portal on your website.

Your employees have to be in the office 
to properly serve your customers.

Ensure that your staff has the hardware 
they need to work from anywhere—provide 
them with tablets and laptops instead of 
desktop computers. 

Give your employees the flexibility they 
need with a mobile app that connects to 
your management system from anywhere.

Visit us at Vertafore.com/disruption for more strategies and solutions to help you thrive in this age of disruption.

Conclusion
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