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Creating an Impactful Customer Journey

To create an impactful journey, you need metrics to:

Determine where you are
Assess where you want to be

Measure your progress

These measures must:

Be Meaningful for Life Insurance
Provide Consistent Definitions

Represent the Market
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LIMRA Framework
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The Net Promoter Score ® (NPS) is a measure of loyalty to brand and of
customers have with a company.
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perceptions of their experience with the company itself (the company website, service from the
company call center, and any materials provided by the company to help customers
manage/maintain their life insurance). The table above displays how the In-Force Experience -
Company Score varies by years since the last contact with the company
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The Industry Scorecard for 10 Years

Unbiased Member Orientation

- Unparalleled benchmarking expertise

- Broad market representation

Significant Sample

- Nearly 6,000 life insurance owner respondents
- Representing the top 33 companies (by in-force policy count)

- Panel-based (no IT lift required to participate)

Peer Benchmarks

- Cx score for Company, Distributor, Peer Group, Industry

- Sentiment analysis underlying each score

- Evaluates perception of company and distributor separately

Overall Score and Sentiment

In-Force Experience - Overall Score (0-1000)

Your Company

SAMPLE REPORT
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« Your Company's Overall Score of 710 Is substantially

Individual life insurance policyholders, who have mainta
were asked o give their perceptions of their experience

The In-Force Experience - Overall Score represents an

reaction to their experience managing/maintaining their|

It measures the customers’ perceptions of interactions
itself

Understanding the pattemn of sentiment provides insigh
Score. Maximizing positive sentiment (and/or minimiziny
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Your Company Rank: 3 out of 33 1st Quartile

While the In-Force Experience - Overall Score provides an overall measure of your customers’ expe:
managing/ maintaining their life insurance, evaluation against industry participants provides a relative a:

of your score in cony

nence
Issessment

parison to other industry participants.

Understanding the pattemn of sentiment provides insight into the In-Force Expenence - Overall Score. Maximzing
positive sentiment and/or minimizing negative sentiment improves the score
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Actionable Insight

Company and Distributor Dimension Analysis
SAMPLE REPORT
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Insights to

The Dimension Impact analysis establishes the relative weight of each dimension on the In-Force
Experience - Score. It Is provided for both the Industry Benchmark and for your company to
llustrate how your customers weigh each of the drivers of experience vs. all participants
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Learnings From Recent Years
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Industry Scores Have Been Improving and Narrowing

In-Force Experience Company Score
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The ability to stand out will be
increasingly difficult.

Actionable insight will be
required to identify specific
opportunities for competitive

differentiation.
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CX Leaders Maintain Customer Engagement

Less than 6 Months 1-2 3-5 Over 5
6 Months — 1 Year Years Years Years
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e Cx leaders consistently
- leverage opportunities to

maintain engagement
and communication
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Positive Scores Are Driven by Delivering on Expectation

Drivers of Customer Experience

Ease of doing business
Meets expectation
Meets needs

Provides peace of mind
Provides value
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Positive Scores Are Driven by Delivering on Expectation

Drivers of Customer Experience

« Ease of doing business
 Meets expectation

* Meets needs

* Provides peace of mind
* Provides value

Meeting expectations Is outpacing
all other areas. It is critical to live
up to the reputation.
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Please Provide Your Feedback on the Conference App

OPTION 1 OPTION 2

Q 2024 LIMRA Annual Confere.. 8:51 a T @m
4 Detail

1. Unlocking the Promise of Al:
Navigating Data Readiness Needs

Join us for an insightful session delving

into the latest collaborative research
efforts hetween | IMRA and Fauisoft Our

(no ratings yet)

Session Chat

Add To Calendar




Thank You
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