
Insurance Digital Experience 2024

Top insurers for 2024 

Overall % of leading insurers offering services digitally:

Altus Consulting has been evaluating digital capabilities across General Insurance 
since 2015, and we have seen digital propositions undergo significant evolution 
during this period as the sector responds to escalating customer demands.
Enhancing digital experience remains at the forefront of insurers’ minds in order to 
remain competitive in an ever-evolving world, particularly in 2024 with the rapid 
advancement of AI technology. The market has experienced an increase in the 
adoption of AI in all areas of insurance but particularly in customer services and 
claims processing.  Will 2024 be the year that we see digital customer experiences  
re-vamped and AI take off across other areas of the insurance value chain? 

Several brands have 
fully digitalised the 
home policy lifecycle 
until the point of claim. 
Customers can stay 
online through the use 
of webchat and smart 
FAQs offered by most 
insurers.

Car insurers are 
pushing ahead 
ensuring customers 
can have a digital 
experience across the 
lifecycle, with policy 
changes and renewals 
seeing the biggest 
change. 
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Across products, insurers are improving customers’ digital experience - our key findings:

What makes a good experience? Capability vs UX 

Rise of AI in customer experience

Digital Technology in Claims 

Use of external data sources to minimise 
question sets, presenting easy to 

understand pathways and facilitating digital 
access to support channels, enhances 

customer journeys.

Provision of digital channels for customers 
to see documents, adjust their policies  

mid-term and manage the full claims 
lifecycle enables a market-leading digital 

customer experience.

Additional features enabled through  
client interaction technology such as 

webchats, AI bots and voice assistants all 
strengthen accessibility and an insurers’ 

customer service.

Minimising the impact
Several suppliers have 
emerged implementing new 
technologies to minimise and 
even mitigate the impact of risk. As the cost 
of these has reduced we are now seeing 
more propositions including smart home 
sensors that monitor for common claims 
triggers, such as unidentified home leaks, 
and smartphone app integrations to monitor 
drivers. These technologies allow insurers 
to support preventative measures therefore 
reducing overall claim frequency. 

Visual Analysis
Solution providers have been 
innovating to address labour-
intensive claims assessment 
activities. Whether insurers collect visual 
data from consumer smartphones or 
camera-fitted drone deployment technology 
analyses the input to detect damage. 
Examples we have seen include submission 
and analysis of vehicle photographs to 
assess motor claims as well as assessment 
of residential areas following natural 
catastrophe.

Fraud detection
As we see more and more 
implementations of claims 
technology in the Insurance 
industry the need for stringent fraud 
detection and prevention is relevant as ever. 
We have seen development of technologies 
that can analyse aggregate claims data 
to produce risk scores associated with 
customer claims. This innovation has 
applicability to the wider claims value chains 
and can be an enabler for claims automation 
and augmentation. 

Digital capabilities for insurers are constantly evolving. Consumers, distributors, claims suppliers 
and insurers alike are embracing new technologies as insurance continues its move from a traditional 
analogue experience to a digital world. 
Over the past 10 years Altus has assessed over 7,500 digital user journeys and published annual insurer 
rankings. Technology is changing rapidly and consequently consumer expectations are shifting. 
Insurance Digital Experience 2024 is powered by DigitalBar – an insight and benchmarking service 
provided by Altus Consulting and UX partner Pancentric Digital. 

Powered by: 

Increased use of chatbots over the  
last 5 years as the technology has 
rapidly improved and the solutions  
are more able to respond to 
customers’ needs efficiently. There 
will always be an option to revert back 
to an agent either through webchat 
or phone, however, insurers are 
benefitting from operational efficiency 
through using modern iterations  
of AI chatbot technology. 

2019

34% 
(Home & Car)

2024

52% 
(Home & Car)
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FNOL Chatbot

Get both right, and customers will more likely engage digitally and stay engaging digitally 

Capability Score (car)
•	� Minimised question sets through the  

use of data enrichment
•	� Providing the ability for a customer to 

make changes online
•	� Making it easy to view claims data and 

track claims digitally
•	� Providing a variety of digital channels  

for customers to get in contact 

UX Score (car)
•	� Good task orientation and interactivity 

to reduce effort
•	� Use of external data sources and 

progressive technology, such as licence 
scanning

•	� Confirming assumptions, i.e. time-saving 
for the majority, rather than the few

•	� Asking questions in plain, natural, 
simple language
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  Find out how we score insurance brands at digital-bar.co.uk

Discover how we measure our UX and Capability  
scores at digital-bar.co.uk

https://www.altus.co.uk
http://www.digital-bar.co.uk
http://www.digital-bar.co.uk
https://www.digital-bar.co.uk/news-analysis/understanding-our-scoring/
https://www.digital-bar.co.uk/news-analysis/understanding-our-scoring/

