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Insurers should look more closely at trust in the customer journey to
understand how its different components affect switching behaviour.
It is recognised that trust plays an important role in how consumers select
their provider. But for too long, the market has treated trust as a single
concept. Our experience with the industry and new research shows that
trust is the result of the customer evaluating distinct components that
work together. Understanding the nature and influence of these individual
ingredients will help brands to improve the efficiency of their marketing
and of the customer journey.
The “Switching Motivations” research we commissioned in December
2014 looked at 520 insurance buyers, their attitudes to insurance brands
and switching. It emerged that three key components of trust,
BENEVOLENCE, COMPETENCE AND INTEGRITY are evaluated in different
ways by customers, “Do they want to help me? Can they help in the way I
want? And will they do what they say?” Consumers assess
these ingredients across today’s fragmented insurance
customer journey to shape their trust in the
brand.
Given that more than half of consumers think that
they will review their insurance provider this year, it
is important to understand how much influence these
components of trust have in the brand decision.
The findings show that once cost is acknowledged as the main driver to
switch (83%), it is benevolence (51%) that has the highest impact on the
customer behaviour. They want to feel that the
brand cares about them; whereas the joined-up
multi-screen experience (integrity) was only cited by
17% of switchers. In short they worry less about a
faster, slicker buying process and would prefer an
insurer who can demonstrate that they really care
about the customer.
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