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Studydesign: Thank you for participating in our study

NTT DATA Deutschland 2017 4

Á

Over 1000 Insurance Customers



Goalsetting: Digitalisation requires knowledge and skills at all stages

NTT DATA Deutschland 2017 5

Motivation Target Solution

ÁIdentification of customer-

needs to an insurer in the 

digital world

ÁCheck whether the insurers 

are aware of the customer's 

needs and are technically 

capable of using them

ÁTogether identify potentials in 

the insurance company and 

develop recommendations for 

action

ÁOnly those who know their 

insurance customers can 

benefit from digitalisation
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Annoyance about the lack of online services is particularly noticeable among 

young people and young adults

NTT DATA Deutschland 2017 7

The insurance companies

estimate that 40% of

customers are annoyed

by a lack of online 

services

Á Due to the progressive development and spread of digitalisation, a lack of online offers comes to a negative response, 

especially in younger generations.

Á Over 40% of respondents aged 18-44 are annoyed by non-existent online offers.
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Have you ever been annoyed about your insurance in the past because you 
could not complete or clarify certain products or concerns online?

(n=1000)

yes



Digital communication paths, e.g. e-mail, online forms and online customer portals 

are increasingly preferred by the customer
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Á To write an email is the preferred communication tool for more than 80% of respondents, closely followed by telephone 

and personal consultation.

Á For more than 50% of respondents, the use of online customer portals or online forms is also a preferred way to 

contact their insurance companies. *
* This question could be answered by the end customers by multiple selection.

33% of insurance

companies assume

Ăe-mailñ as the most

common digital 

communication path
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What do you think, which contact path to the insurance of the 
respondents most often specify.

(n=9)

insurance company



The trend towards self-service options is increasing at clarifying of simple 

requests between the customer and the insurance company
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Á E-mail is also the most popular communication channel for simple requests

Á However, with over 70% respectively 40%, the surveyed end customers state that they can deal with simple requests 

(such as address or change of mileage) via the online portal or the mobile app

Á The digitalisation brings a higher self-service willingness of the end customers with itself

33% of the insurance 

companies suspect that 

e-mails are preferred by 

the end customer even for 

simple requests
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which would be your preferred communication channel?
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The demand of pay-as-you-drive tariffs is underestimated by Insurance 

companies
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Á In all age categories, 72% of customers are interested in pay-as-you-drive rates.

Á The possibility of good and prudent driving behavior, such as keeping speed limits, to get rebates or refunds from the 

insurance company generates an above-average interest of up to 80% of customers aged 18 to 44 years.
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How do you rate pay-as-you-drive rates, which reward a good 
driving behavior?

(n=1000)

Fundamental interest Available

Insurance companies

estimate that only 30% of

customers have interest

in pay-as-you-drive rates.



Smart protection products are an interesting addition to classic insurance products
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Á Through a fast moving development of the society, situation-related insurance is attracted to over 50% of respondents 

aged 18-44 years.

Á From 45 years onwards, 30-40% of respondents are interested in smart protection products.

The insurance companies

suspect that only 38% of

the customers are

attracted to Smart-

Protection products.
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Can you imagine in principle to use a situation-based 
insurance?

(n=1000)

yes



Generation Y has no problem with the release of personal data about living 

conditions via digital media
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Á Over 60% of customers would provide data about their personal circumstances to their insurance companies online.

Á From the young generation Y, which has daily contact with digital and social media, more than 70% of customers over 

the age of 18-34 would reveal data digital.

Á Only 8% of respondents would not provide personal life-related data online.

The insurance companies

estimate that information

about personal data and

living conditions would

only be transmitted by 21% 

of the customers via digital 

media. 
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Would you be willing in principle to fill out an online questionnaire about 
your personal circumstances?

(n=1000)

yes



Digital lifestyle products offer the insurance company new ways of data collection
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Á Digital lifestyle products such as SmartWatch, electric toothbrushes or fitness bracelets record health data for 

customers, which could be of benefit to the insurance company. 

Á More than 50% of respondents aged 18-44 would document their everyday lifestyle and provide it to the insurance 

company through these digital media.
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Would you be willing to provide the insurance company with your health 
data collected from products such as an electric toothbrush or 

SmartWatch?
(n=1000)

yes

The insurance companies

think that these new ways

of data collection only

finds encouragement to

23% of customers.
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A total of 70% of respondents see themselve

as not well positioned with respect to 

digitalisation.

It is therefore important to find out how individual 

insurance companies define the term 

"digitalisation" for themselves.

.



Digitalisation affects all areas, especially 

Sales.

From the viewpoint of the surveyed insurance 

companies, Sales are the most affected by 

digitalisation with around 50%.

A subordinate role plays the Service with 30% and 

the Operation with 20%.

However, there is a consensus that all areas are 

affected by digitalisation.

.



So far, 50% of companies use Big Data 

productively for individual use cases.

For Proofs of Concept and pilots, this is only 20% 

and comprehensive use in different contexts takes 

place at just 10% of the companies surveyed.

56% use an isolated platform, 22% have an 

integration with Enterprise DWH and 11% use an 

integrated DataLake.

30% of the insurance companies use the data in a 

predictive way to make individual offers to their 

customers.

.



To date, 40% of companies are already using 

machine learning.

What is meant is a system that is able to recognize 

patterns and rules through sufficient training 

examples and to apply these to unknown data.

Machine learning is already being used in various 

fields.

This includes the Operation, Sales and Claim 

handling, but also in the document management it 

is already in use.

An insurance company currently runs a pilot 

project for the automatic audit of bill for vehicle 

damage.

.


