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1. Personalised customer communications - 
the profitable future of insurance marketing

The digital explosion has revolutionised the communications landscape across every
industry sector - including insurance.

Customers around the world now demand instant and flexible access to information 
and service from the companies they do business with, direct from their mobile phones 
and other connected devices - 24/7, whenever they need it.

These digitally connected customers are no longer a minority whose time has not yet 
come. Many “Millennials”, the first generation to grow up in the age of digital 
technology, are now over 30 years old and by 2025, digitally connected users are 
expected to number 75% of the world’s entire population (Source: marketforce: The 
future of General Insurance Report, 2018).

Digital channels have led to customers receiving (and expecting) direct and 
personalised communication from the companies they give their business to - 
including further offers of relevant products and services.

This opens up a vast new opportunity for businesses to build deeper, more profitable
relationships with their customers. An opportunity that applies not least to insurers 
who, on the whole, have been less likely than banks and retailers to communicate 
proactively with their customers, due to a range of factors:

A traditionally stronger focus on acquiring new business rather than retaining and
developing existing customers - sometimes reinforced by management and sales
remuneration practices in the industry.

A lack of in-house resource and expertise to deliver effective personalised
communications.

“The average connected person is predicted to interact with their connected 
devices nearly 4,800 times per day - that’s once every 18 seconds.”

- marketforce: The Future of General Insurance Report, 2018
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A concern that intermediaries could be opposed to direct communications from 
the insurer to their customers.

A mistaken view that existing customers simply don’t want any communication 
from their insurer - or even that such communication could prompt policy lapses.

At Riverside, we have worked with more than 120 insurance companies in 41 countries
since 2005. As a result, we know beyond doubt that insurance customers positively
welcome well targeted, relevant and highly personalised communications from 
insurers.

And our programmes are profitable for insurers too - generating high volumes of new 
policy sales from existing customers and boosting retention rates on existing policies 
held - across all customers included, not just those who respond.

“Personalisation - or reaching customers with targeted messaging, offers 
and pricing at just the right time - is the future of insurance marketing.”

- McKinsey: “How traditional insurance companies can disrupt through 
personalised marketing.”
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2. How the growth in digital data can boost 
profitable customer communication

Effective customer communication has always depended on the availability of good
customer data and the ability to analyse and use that data successfully.

In this respect, the insurance industry has enjoyed an advantage in the past, due to the 
depth and volume of customer data acquired in the sale and servicing of insurance
products, compared with most other industries.

Today, the digital landscape presents great opportunities for further expanding the 
scope and depth of customer data available to insurers - including new and powerful 
feedback on customers’ individual digital behaviour, such as web browsing and social 
media data. “Real-time” insight like this enables firms to deliver personalised 
communication at the moment it will be most effective.

What’s more, there’s a growing view that the very nature of the insurance industry is
undergoing a fundamental change, fuelled essentially by new digital applications 
including telematics, health-related “wearables” such as fitness trackers and other 
applications from the wider “Internet of Things”.

These new applications, which can be presented as value-added services by insurance
companies, are expected by many to change the prime business focus of much of the
insurance industry.

The traditional model of underwriting risks and paying claims will transform into a 
focus on the active control and mitigation of the risks themselves. In the life and health 
insurance sectors, for example, customer relationships will have less focus on paying 
claims on illness and death (with little, if any communication at other times) and far 
greater focus on supporting (and rewarding) customers in enjoying a healthy lifestyle 
well into old age.

“87% (of insurers surveyed) believe “value-added services” will become the 
core of their proposition in the next five to ten years”.

- marketforce: The Future of General Insurance Report, 2018
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“Through smartphones and connected technologies (e.g. home sensors 
and wearables), insurers can retrieve real-time customer risk-exposure data 
and, then, respond at the first sign of danger, thus acting as a risk 
management partner for customers”.

- Capgemini: World Insurance Report, 2018

This critical change in focus can be expected to generate many new touchpoints and a 
constant flow of new and usable data from the customer to the insurer.

Used effectively, this data will enable insurance companies of all kinds to maximise the
lifetime value of every customer through well-timed, fully relevant and highly 
personalised communications - delivering a regular stream of upgrade and cross-
selling new policies, as well as great improvements in customer retention.
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3. Building profits through personalised 
communication: how it works

At Riverside, we've been delivering highly profitable and fully personalised customer
communication programmes for insurance companies since 2005. We use a range of
channels, both digital and traditional offline - depending on the particular 
requirements of the programme in each case.

Today, we can also link the programmes we develop to real-time digital monitoring 
and interaction applications to help optimise overall results regardless of the initial
communication channel used.

We've repeatedly shown that communications offering additional insurance cover are 
welcomed by customers as a valuable service - provided those offers are clearly 
relevant and deliver good value at an affordable price.

In fact, we make the customer offers that we create for our clients “look and feel” just 
like that - personalised and valuable customer service communications. We know 
that’s how customers see them too, because they tell us that in research.

And the results consistently prove the value of this approach: our programmes 
typically deliver new policy sales to at least 10% of all customers included.

Riverside post-communication research (UK Life market): 86% of 
customers taking up additional cover and 70% of non-responders 
welcome and appreciate receiving direct offers from the insurer. 
Customers also said the service-based communication approach 
appeals more strongly to them than a marketing-based 
communication.



Buitenveldertselaan 106, 1081AB Amsterdam, The Netherlands.
T +31 (0) 20 218 4170 - info@riversidegroup.nl 6

Country

Lapse rates: customers
included in communication

Lapse rates: customers not
included

Percentage reduction in lapse
rates: included vs not included

Netherlands

6.8%

7.7%

12%

Switzerland

2.8%

4.0%

30%

UK

5.2%

7.0%

26%

Reduction in lapse rates: customers included in Riverside 
communications vs not included

In fact, Riverside programmes with life and health insurance companies typically 
deliver lapse rate reductions of 10%-30% in all countries - making a very significant 
contribution to profitability.

Note: Lapse rates shown are yearly lapse rates, measured over one year following the communication

Moreover, we've repeatedly seen that customers who receive personalised offers of 
additional cover are, as a result, more loyal to the company than others who don’t 
receive these offers. This applies even to those who don’t take up the additional 
cover - as measured by reduced ongoing lapse rates.

One of Riverside’s business partners, Swiss Re, conducted a year-
long study with an insurer, comparing the lapse rates of two groups 
of customers. The first group (the “control” group) received no 
regular communications over the year. The second group (the “test” 
group) received regular communications reinforcing the benefits of 
their cover.

The retention rates of the “test” group were 4.2% higher than those 
of the “control” group. This demonstrates the dramatic positive 
impact that relevant customer communication can deliver for 
insurance companies.
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“In “The Loyalty Effect”, Frederick F Reichheld described how studies by 
Bain & Co showed that a 5% increase in life insurance customer retention 
(eg from 90% to 95%) can improve customer net present value by 90%]

With a purchase as major and long lasting as a life or health insurance policy, effective
communication is particularly important. If a customer pays premiums for years on end 
without any communication that reinforces their choice, it’s understandable that they 
will eventually question the value of their cover.

And of course, the more targeted and personalised your communications are, the 
better the value they bring to customers. The wealth of new customer data generated 
through digital channels, often in real time, can be used to increase the relevance and 
the level of service the customer feels from the communication.
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4. Be sure to involve your intermediaries - 
and build their loyalty too

In the past, many insurance companies tended to leave most or all customer 
communications entirely in the hands of the intermediaries who “owned” the customer
relationship.

We believe that this approach is no longer ideal because customers increasingly 
demand immediate digital access to information and service direct from the insurance 
company. After all, that’s how they now access their bank, travel services and other 
important consumer product and service providers. And a direct interface between 
customer and insurer is likely to become more essential over the coming years.

However, at Riverside, we aim to involve intermediaries fully in the programmes we
develop. This includes giving them the opportunity to exclude any or all of their 
customers from any communication - although very few intermediaries actually do so, 
in view of the attractive range of additional benefits our programmes offer them:

Of course, many customers - often referred to as “orphans”- no longer have any 
ongoing relationship with their original intermediary. In many cases, such customers 
have heard nothing about their existing products or the insurance company for years 
on end. There's enormous potential in building the loyalty of these “orphan” customers 
and adding value through the use of relevant communications and personalised 
service-based offers.

Additional income for little additional effort - from further product sales, plus better 
retention on existing policies.

A list of customers included in the activity - which they can follow up if they wish, 
to secure additional policy sales.

Additional inbound leads from customers, prompted by the communication
programme. These often help the intermediary identify the best timing for high-
value face-to-face sales propositions.

The positive impression of the company, and hence the intermediary, that is
delivered by high-quality, relevant communications.
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We firmly believe that success in the future will go to insurers and intermediaries who 
work together to deliver the relevant and timely information and communications that 
customers undoubtedly want - and now increasingly demand. And an ideal way to 
start delivering against this demand is to consider a service-focused upgrade and 
cross-sell programme.

“With this campaign, our agents have received additional support so they 
can increase their sales………. In such difficult times, this help and support is 
very well received by agents. It creates more loyalty to the company.”

- Riverside insurance client
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5. Building profits through effective customer 
communication - how to get started

We hope that this Guide has given you a good insight into the great opportunities that
effective communication provides for you to build customer loyalty, boost profits and 
even build the support of your intermediaries.

We’d be delighted to tell you more about how Riverside could work with you to 
maximise your success.

Our team has developed a unique approach to data analytics and insurance customer
communications that builds sales and customer retention through highly personalised
service-based upgrade and cross-sell offers. Much of our success is based on the fully
proven algorithmic models that we have built through analysing over 30 million unique
customer records since Riverside was founded in 2005.

“The analysis they perform of your existing portfolio, the suggestions they 
make in terms of product offerings and appropriate premiums, which, 
together with the design of the promotional package, guarantee campaign 
success”

- Riverside insurance client

What’s more, Riverside always shares in the costs of every programme that we run. 
So, working with us is a very cost-effective way to get started successfully. We can 
even help train your own people in how to design and run successful programmes 
themselves. And if, at any time, you decide that you want to take over managing all 
the activity yourself, in-house, that’s fine too. With Riverside, you’ll never find any 
contractual obstacles to stop you.

To find out more about working with Riverside, simply contact us - without any 
obligation or commitment whatsoever.
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how our unique approach to data analytics delivers the best communication plan 
for you - using anonymised data only: no names, addresses or other personal 
customer data required.

how we adapt your existing product suite to maximise additional sales without 
new product development.

how we select the most appropriate range of communication channels (both 
digital and offline) based on your customers’ preferences and the selected offer 
proposition.

We’ll be delighted to tell you:

We’ll also explain how we share in the costs of every programme we run - often, but
not always, through our longstanding partnerships with globally respected reinsurance
companies.

“A Riverside programme is a very effective concept to write 
profitable risk business in the current macro-economic 
circumstances. Instead of cost-intensively hunting for new 
business, Riverside’s approach to increase the penetration rate 
of the existing client base is cost-saving, generates high margins 
and increases long-term customer loyalty.”

- Ulrich Bernhard, Vice President Client Markets, Swiss Re
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For further information, without obligation

To find out more about how Riverside could help you build your insurance business 
and profits through effective customer communication in the digital age, simply:

We’d be delighted to hear from you.

send an email to Riverside at info@riversidegroup.nl , or

call Bill Gilbert or Alan Mooney at Riverside on: +31 (0) 20 218 4170

“At Riverside, we believe that every insurance company should be building 
strong relationships and better business through effective customer 
communications. Our mission is to help our clients develop their capabilities 
in the most efficient and profitable way.”

- Alan Mooney, CEO, Riverside


