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The way customers inform themselves about products, how they communicate, 
get advice, and make purchase decisions has changed fundamentally in the  
digital age. This market environment allows insurance products to be imitated 
ever more quickly and price offensives to be countered immediately. Consequently, 
an extraordinarily good customer experience, tailored to changing customer  
expectations, has become an essential strategic differentiation factor. 

How does customer 
experience become 
your greatest asset?  
hpo Insights 





hpo Insights May 2017 3

Strategic differentiation  
factor with various benefits

The challenge of creating an innovative, customer benefit-oriented customer experience is still 
a major one for many insurance companies. There is potential for improvement in numerous 
areas: complex product structures, timely, personalized services and offers, (digital) distribution 
channels, price transparency, and access to and availability of information.

… has a direct influence on business success,  
since active promoters

	increase sales through an above-average share  
of wallet; 
	remain loyal to the company in case of possible  

corporate misconduct; 
	recommend the company to potential new  

customers.

… reduces the risk of image loss, because 

	it takes a dozen positive experiences to make up  
for one lousy experience;
	twice as many people hear news from disappointed 

customers as news from satisfied customers;
	customer acquisition is many times more expensive 

than retaining an existing customer.

… reduces costs by 

	increasing the number of “once-and-done” processes;
	minimizing customer issues/complaints;
	reducing marketing expenditures;
	increasing employee satisfaction and thus leading  

to a lower fluctuation.

An outstanding customer experience …

“People don’t care 
how much you know 
until they know how 
much you care.”

Theodore Roosevelt
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Four success factors  
for an outstanding customer experience

Typical weaknesses
Many insurance companies today suffer from a lack of 
multi-channel integration, inadequate claims handling, 
and a corporate culture that does not focus on the  
customer.

Multi-channel integration 
	No seamless transition from online research to  

offline contract conclusion
	No 360° customer view that maps all customer  

interactions
	No differentiation between online-affine and  

traditional customer segments

Claims settlement 
	Long waiting times for the customer due to inefficient 

processes with complex interfaces
	Lack of specialization and professionalization in key 

areas such as legal services or case management

Corporate culture 
	Lack of willingness of employees to go the “extra mile” 

for customers
	Thinking in silos instead of interdepartmental  

cooperation

Success factors for a positive customer experience 

Outstanding customer experience is based on four 
success factors*:

1. Value-oriented and authentic leadership that 
communicates and develops the customer- 
oriented business model together with the  
employees

2. A convincing value proposition and lived brand 
values, based on effective customer needs

3. Design of an intuitive, cross-channel customer 
journey that is anchored in the organisation and 
ensures that customer feedback flows back into 
the processes

4. Dedicated employees who have the necessary 
skills and tools to convince customers and pursue 
the jointly agreed goals with motivation

   Authentic leadership

   Convincing value proposition

   Unique customer journey

   Employee commitment

   Customer experience design

* inspired by Temkin Group, further developed by hpo
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The needs of customers with an affinity for online services were 
included in the analysis

Service leader thanks to  
systematic customer experience design

Approach
On this basis, a customer-oriented customer experience 
design was defined using the modular hpo approach to 
derive optimization measures:

	Creation of a consistent customer journey for the 
private and corporate customer segment 
	Optimization of process efficiency and definition of 

relevant process KPIs 
	Uniform training of first level support and transfer of 

customer responsibility to second level support

Practical example: health insurer
A leading Swiss health insurance company had set the 
goal of positioning itself as “service leader” and asked 
hpo for support in designing and implementing a custo-
mer-oriented customer experience.

Initial situation
The customer journey analysis showed that 
	customer needs of online affine customers were not 

optimally satisfied; 
	processing times for customer requests were too high 

due to complex interfaces; 
	the responsibilities between first and second level 

support were not clearly defined.

Customer benefits
Thanks to the integral customer experience design, 
the health insurer is well on the way to effectively 
differentiating itself in the perception of customers 
as a “service leader.” This is reflected in higher cus-
tomer satisfaction and, ultimately, in a significant 
increase in sales.
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Strategic differentiation  
through customer experience design

Our offer in four modules 
The hpo approach to a holistic, customer-oriented  
customer experience design is modular. Depending on 
the initial situation of the company, the relevant activi-
ties are selected per module.  

1. Target definition
The first module involves formulating a customer expe-
rience vision and identifying customer needs by defining 
the most critical customer segments as well as display-
ing them using personas. 

2. Customer journey analysis
The second module analyses the customer journey per 
business case or life event and persona for weakness-
es. The customer journey is used to record customer 
interactions and to evaluate the perceived customer 
experience. Additionally, process inefficiencies as well 
as “moments of truth”, which have an above-average 
influence on the customer experience, are determined 
and examined for their potential.

 

3. Customer experience design
Based on these findings, the third module develops the 
customer experience design. This can include various 
fields of action, such as the development of an improved 
value proposition, new distribution channels, and  
adjustments to the target operating model. Further  
enablers are technology and IT tools as well as leader-
ship and corporate culture. 

4. Implementation and monitoring
The implementation of the customer experience design, 
which leads to a consistent multi-channel capable 
customer experience, is carried out in the fourth module. 
All data must be continuously monitored to evaluate the 
success of the measures and to improve the customer 
experience continually. 

Your benefit
The unique Customer Journey, which is consistently 
geared towards customer needs, will enable you  
to differentiate yourself from the competition effec-
tively.

The holistic approach allows your company to go 
through a step-by-step transformation to a company 
with best-in-class customer experience.



hpo Insights May 2017 7

Website

E-mail 

Social media

App 

Aggregator

Call center 

Broker

Letter post

Target 
marketing 

Premium
comparison

Clari�cation of 

chat
issues via live 

Get a quote 
 

Support for decision  
by a circle of friends 

Conclusion
of contract 

Damage 
recording 

Case connection 
and payout  

New
product
offer  Emotion along the

customer journey

“moment  
  of  truth” 

thrilled

satis�ed

uncertain

Contract
con�rmation 

Target 
marketing 

Information
brochure 

Consultation

Delivery
of offers

Contract
conclusion 

Contract
con�rmation 

Damage
recording 

Case connection 
and payout  

New 
product 
offer

 

Online af�ne customer

Traditional customer 

hpo’s approach to customer journey analysis

Consulting 
and offer

Policy  
conclusion

After- 
sales

Claims  
settlement

Interest Infor -
mation



hpo ag Management Consulting, Kantonsstrasse 14, CH-8807 Freienbach,  T +41 44 787 60 00, www.hpo.ch 8

competitive advantages. The basis of the industry- 
spanning design approach is an academically grounded 
methodology with which companies are shaped and 
which is continually further developed with the latest 
findings from research and practice.

The management consultants at hpo come from a com-
mercial or technology background and stand out with 
their high level of analytical and emotional intelligence. 
They are passionate in their dedication to the client’s 
concerns and enjoy working in a team. 

Who is hpo?
hpo makes companies more successful and more inno-
vative. The strategy consultancy for enterprise design 
boasts more than 20 years of experience in the creation 
of strategies and organisations spanning many differ-
ent industries. The management consultants at hpo 
specialise in the meticulous development of strategies, 
processes, business models, innovation and culture, 
and in the consistent alignment of these together with 
their targeted implementation. The hpo design approach 
enables companies to better cope with strategic and 
organisational challenges and to realise substantial 

Your hpo contact

Alexandra Hofmann
Senior Manager
a.hofmann@hpo.ch
+41 78 654 00 96

Dr. Oliver Kohler
Managing Partner
o.kohler@hpo.ch
+41 79 421 16 29

hpo – We accompany you! 


