
D
ecem

ber 2, 2020

Insurance claim
s and the role 

of digital channels

G
lobal best practices



Page
2

About Lum
ivo

Lum
ivo w

as founded in 2014 w
ith offices in N

ew
 York and London. The 

Lum
ivo team

 com
prises highly experienced user researchers, inform

ation 
architects and statisticians. W

e help our clients to benchm
ark against 

com
petition and im

prove the effectiveness of their digital channels.
O

urapproach
is

large-scale
com

petitive
benchm

arking,typically
involving

thousands
ofusers

perform
ing

tasks
on

the
sites

/
apps

ofinterestand
providing

detailed
feedback.W

e
then

use
statisticalm

odelling
to

understand
the

factors
thatare

driving
im

proved
business

outcom
es

and
an

im
proved

userexperience.

Key
aspects

ofourapproach:
x

Statistically
significantfindings:O

urlarge
sam

ple
size

m
ethodology

m
eans

thatthe
results

ofourresearch
studies

are
highly

reliable.W
hile

itis
greatto

know
how

you
score

againstyourcom
petitors

and
globalbestpractices,itis

farm
ore

im
portant

to
understand

the
levers

you
need

to
pull

in
order

to
deliver

the
best

user
experience

and
the

greatest
business

im
pact.O

urstatisticians
run

a
num

berofanalyses
to

pinpointthe
elem

ents
ofthe

experience
thatare

actually
driving

positive
business

outcom
es

such
as

im
proved

renew
allikelihood,brand

positivity
and

likelihood
to

self-serve.

x
Representative

sam
ples:W

e
have

access
to

m
illions

of
participants

w
orldw

ide,so
are

able
to

precisely
target

the
correctsam

ple
foreach

study.

x
Real

w
orld:

Participants
take

part
on

their
ow

n
devices

(desktops,
tablets,

sm
artphone)

in
their

ow
n

natural
environm

entand
so

the
results

are
a

true
reflection

ofthe
norm

alw
ay

in
w

hich
they

w
ould

experience
the

site
orapp.

x
G

lobalbestpractices:In
addition

to
ourspecialism

in
insurance,w

e
also

run
benchm

arks
in

otherindustries
such

as
hotels,airlines,banking,creditcards,cruises

and
retail.

x
In-depth

insurance
experience:Lum

ivo
have

run
over100,000

usertests
on

insurance
sites

alone
in

the
pastfew

years,
w

hich
m

eans
thatw

e
have

unparalleled
insights

into
w

hata
bestin

class
userexperience

looks
like.W

e
have

over25
insurance

clients
around

the
globe.
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Transform
ing claim

s
The current C

ovid19 crisis has increased the urgency for needing to serve 
custom

ers better through digital channels. The aim
 of this report is to help 

insurers to have a clear understanding of global best practices in relation 
to claim

s from
 the perspective of the consum

er. 
This report has 3 parts:
Part 1: 
•

Large-scale user testing of the ‘M
y account’ areas of 30 insurance w

ebsites / apps in the U
S, U

K, Australia, H
ong 

Kong and N
ew

 Zealand w
ith over 4,200 custom

ers. 
•

The claim
s subm

ission, tracking / updating elem
ents show

n in this report are part of a larger report on the ‘M
y 

Account’ areas of insurance w
ebsites / apps. 

•
The results show

 the im
pact of the claim

 experience on renew
als, self-serve likelihood and brand perceptions. 

•
C

ontains global best practices based on the findings from
 the user research.

•
Som

e of the participants tracked on real live or recent claim
s. Those w

ho had not m
ade a claim

 started the 
process of subm

itting a claim
 but didn’t com

plete the process.
Part 2:
•

Survey of up to 2,300 custom
ers that have had a recent claim

s experience to understand the end-to-end 
experience of the claim

.
•

This is a separate group of participants from
 the 1st study. This group w

ere not asked to log-in to their insurer but 
rather give an evaluation of the end-to-end claim

s experience including after the claim
 had been resolved. Their 

feedback on the subm
ission and tracking of claim

s is all based on real claim
s.

Part 3: 
•

D
esk research to uncover global best practices outside of the traditional insurers, looking at com

panies / 
insurtechs that are pushing innovation and custom

er experience around claim
s and digital.
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Executive sum
m

ary –
Part 1

Large-scale user testing of the ‘M
y account’ areas of 30 insurance 

w
ebsites / apps in the U

S, U
K, Australia, H

ong Kong and N
ew

 Zealand 
w

ith over 4,200 custom
ers. 

: •48%
 said that the C

ovid-19 crisis w
ould lead them

 to use digital channels m
ore often. 

•
The w

ebsite is the preferred channel for people w
hen interacting w

ith their insurer. For claim
s it is the preferred 

channel to subm
it the claim

 (40%
), capture details of dam

age (29%
) and to track the status of the claim

 (49%
).

•
A regression analysis across all of the data revealed 7 key drivers of loyalty, self service likelihood and brand 
perceptions.  Effectiveness of the site / app w

hen subm
itting a claim

 is the 3rd biggest driver of positive business 
outcom

es w
ith a very strong im

pact on loyalty and brand. Tracking a claim
 also has a strong im

pact on self-
service likelihood and loyalty. 

•
The top issues globally around FN

O
L for personal lines are being asked too m

any questions (7%
), having to re-

enter info (6%
), being unclear w

here to start (6%
), next steps not being clear (6%

) & too m
uch text (6%

). Sites 
should pre-fill as m

uch info about the custom
er as possible and not ask them

 to re-enter inform
ation.

•
Travelers are a global best practice in term

s of ease of subm
itting a claim

 w
ith 83%

 successful. They provide a 
w

ide range of guides to support the claim
s process. There is a report claim

 link in the dashboard view
. 82%

 w
ere 

successful at starting the process of subm
itting a claim

 w
ith Progressive. The report claim

 button is visible next to 
your policy sum

m
ary and the steps are sim

ple and w
ell explained. 71%

 found it easy to m
ake a claim

 w
ith 

Lem
onade. It is done via the app virtual assistant. You are required to sign a pledge on your device and also m

ake 
a video subm

ission. C
laim

s can be approved in seconds. O
ther good exam

ples are Adm
iral (U

K), huddle (AU
) and 

N
RM

A (AU
)

•
The top issues globally for people trying to track / update their claim

 are a lack of info about their claim
 (11%

), 
needing to call to get the full picture (10%

), too m
any clicks to find the info (10%

), no past com
m

unications visible 
(9%

), w
ebsites being slow

 (9%
) and no 3rd party com

m
unications. Allstate is global best practice for claim

s 
tracking / updating for both auto and hom

e insurance. Their claim
s area provides a visual tim

eline, details of 
inspections, rental cars used, contacts and provides FAQ

s & live chat. O
ther exam

ples of best practice are AAM
I 

(Australia) Progressive (U
S), Travelers (U

S), Budget D
irect (AU

), youi (AU
), N

RM
A (AU

).
•

G
lobal best practices for apps -The M

y Aviva app show
s policy info includes options to get a quote, show

s how
 

m
uch you are paying per m

onth, access to help, offers and routes to claim
. 
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Executive sum
m

ary –
Part 2

Survey of up to 2,300 custom
ers that have had a recent claim

s experience 
to understand the end-to-end experience of the claim

.

•
61%

 w
ere satisfied w

ith their m
ethod of subm

itting. O
n average 42%

 subm
itted their claim

 by phone w
ith the 

w
ebsite at 17%

. There is a slight global shift aw
ay from

 the phone tow
ards other channels in term

s of preference. 
•

O
n average the top general issue across all the insurers in the U

S is a disjointed process (16%
), follow

ed by errors 
(12%

). Issues w
ere reported m

ost often in the H
ong Kong m

arket. 
•

O
n average globally 65%

 found it easy to subm
it their claim

 but w
ith large variations. Best practice is w

ith the U
S 

sites, notably U
SAA and Liberty M

utual. Varied experience in the U
K and Australia, w

ith H
K very poor.

•
The ability to add photos is the top feature request, follow

ed by tips on how
 to subm

it claim
 and the desire not to 

have to repeat inform
ation (24%

). Ability to schedule w
ith repairers and instant decisions also key. 

•
The top issue w

hen subm
itting claim

s is providing the sam
e inform

ation m
ultiple tim

es (12%
). 15%

 of participants 
in H

ong Kong thought that there w
ere too m

any questions.
•

62%
 are satisfied w

ith the repair com
pany. 42%

 used a repair com
pany assigned by the insurer. Preference w

ould 
be for the insurer to assign the repair com

pany. 40%
 stated that the choice of repairer w

as autom
ated.

•
The m

ost im
portant aspect of a site w

hen review
ing/updating their claim

 w
as to be able to see a tim

eline (26%
), 

see up to date inform
ation(25%

) and see an estim
ate of tim

e to com
pletion (25%

).
•

The prim
ary type of evidence use to assess claim

s w
as photos (46%

), follow
ed by w

ritten statem
ents (31%

). 12%
 

said they had a live video call w
ith the insurer w

ith 8%
 stating that drone technology w

as used.
•

19%
 w

ho had m
ade a claim

 said they’d posted a review
 online. 52%

 of those w
ho posted about their claim

 did so 
on Facebook. U

nderstandably a positive claim
 experience leads to m

ore positive review
.  

•
There is a huge appetite for sm

art technology around claim
s in the globally. 27%

 said they had sm
art hom

e 
security cam

eras at present but 50%
 stated they w

ould be interested in the future. Even bigger increase for sm
art 

detector of w
ater leaks –

up from
 19%

 at present to 49%
.

•
C

ustom
ers are open to the use of AI in the claim

s process w
ith 82%

 open to having AI involved at som
e point. 

24%
 w

anted the process to be com
pleted autom

ated w
ith the final decision m

ade by the AI.
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Part 1: 
Task based study of 30 insurance 
w

ebsites / apps for claim
s FN

O
L and 

claim
 tracking / updating
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Study design: Task based study of insurer sites / apps
This research evaluated the existing custom

er experience of insurance ‘M
y 

account’ areas. C
onducted w

ith 4206 existing insurance custom
ers in 5 m

arkets 
covering 30 insurer w

ebsites / apps. Tasks w
ere set to evaluate claim

s FN
O

L and 
tracking / updating. Each com

pany w
as tested by 140 people on average.

Australia
H

ong Kong
N

ew
 Zealand

U
nited Kingdom

U
nited States

1385
434

616
990

781

201
111

172
167

209

216
174

183
154

74

77
149

161
145

239

176
100

162
151

32
187

108

84
93

19
82

215

51138

176

G
lobal

W
ebsite (desktop)

43%

W
ebsite (m

obile)
29%

App
28%

Tasks: 
a) C

laim
: U

pdate / track
“Find the area

w
here you can 

track / update your claim
. 

C
arefully review

 the 
inform

ation and 
features

provided in relation to 
your claim

 and the options to 
update it.”

b) C
laim

s: Start a new
 claim

“U
se the

C
O

M
PAN

Y [site / app] 
to try and start the process of 
m

aking a claim
.”
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Tasks set for participants
Each participant perform

ed the follow
ing tasks on one of the sites / apps 

w
ithin the study. Som

e tasks w
ere split w

ith a proportion com
pleting 

each. Track a claim
 w

as only for those w
ith existing / prior claim

s.
1. Log in

•
“Starting at G

oogle*, please navigate to the C
O

M
PAN

Y [site / app]and log in to your online 
insurance account..” (for sites w

ithout a logged in area, they w
ere asked to navigate to the M

y 
account area)

2. Account page evaluation

•
“ Spend a few

 m
inutes looking at your C

O
M

PAN
Y

insurance account hom
e page.”

3a. Renew
al date (50%

 of sam
ple)

•
“Try and find out the renew

al date for one of your policies and try and how
 you w

ould go about 
renew

ing if keen.”

3b. Paym
ents (50%

 of sam
ple)

•
“C

heck w
hat paym

ent m
ethod you are using and how

 m
uch your last paym

ent w
as.”

4a. C
laim

: U
pdate / track

•
“Find the area

w
here you can track / update your claim

. C
arefully review

 the inform
ation and 

features
provided in relation to your claim

 and the options to update it.”

4b. C
laim

s: Start a new
 claim

•
“U

se the
C

O
M

PAN
Y [site / app] to try and start the process of m

aking a claim
.”

5a. M
TA: C

hange vehicle (m
otor) / change address / adjust cover elem

ents (hom
e insurance)

•
“Find one of your policies and try to find out how

 you w
ould change your (vehicle / address / 

cover elem
ents).”

5b. C
ustom

er support

•
G

roup A: FAQ
s: “Please think of a specific problem

 and try to find the answ
er in FAQ

s.”

•
G

roup B: C
hat / Virtual Assistants:

“Please use the C
O

M
PAN

Y 
[w

ebsite / app] to try and start 
the process of m

aking a claim
. 

D
O

 N
O

T actually subm
it the 

claim
 but please go as far as you 

feel com
fortable through the 

process w
ithout subm

itting. W
e 

are very interested in 
understanding how

 easy the 
process of starting a claim

 
actually is w

ith
C

O
M

PAN
Y so 

that w
e can help to im

prove the 
process. Please take tim

e to get 
a good sense of the process and 
w

hat w
ould happen next even 

though you w
on't actually 

com
plete it.”
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Australia
H

ong Kong
N

ew
 Zealand

U
nited Kingdom

U
nited States

75%
27%

77%
69%

65%

23%
71%

23%
29%

32%

1%
0%

0.5%
1%

1%

1%
2%

0%
1%

1%

M
ake new

 
claim

62%
79%

46%
55%

52%

Track 
existing 

claim
38%

21%
54%

45%
48%

Proportion of sam
ple by product line and claim

O
n average 63%

 w
ere car insurance custom

ers, 36%
 hom

e insurance 
custom

ers, 1%
 boat and 1%

 caravan. 59%
 of participants on average 

globally w
ere tracking an existing claim

 w
ith 41%

 starting a new
 claim

.

The low
er proportions of caravan and boat is reflective of 

the low
er proportions of custom

ers in the m
arketplace 

available to sam
ple.
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Allstate account pages

Live chat is 
readily 

available.

C
laim

s show
n 

prom
inently 

on the page.

Links to policies, 
paym

ents and 
claim

s w
ith good 

secondary 
navigation links.

Policy 
sum

m
aries 

could be 
im

proved by 
adding in 

m
ore detail at 
this level.

U
seful articles 

show
n here and 

low
er dow

n the 
page. 

Q
uickfoto claim

 feature 
w

ithin the app.

D
uring the 
covid-19 

crisis offers 
for a  Shelter-

in-Place 
payback and 

options for 
flexible 

paym
ents 

provided.

D
igital locker

The Allstate M
y Account area via the w

ebsite and app is highly effective. 
Allstate provide a rich feature set in term

s of both claim
s subm

ission 
and tracking. H

ave a quickfoto
claim

 tool and a digital locker.
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Lem
onade account pages

Lem
onade FN

O
L is done via an app w

ith the m
ajority of the subm

ission 
via a video recording, w

hich keeps m
anual form

 entry to a m
inim

um
. The 

overall custom
er experience is very strong. 

C
laim

 
subm

ission is 
handled via a 

virtual assistant. 
Very good 

conversational 
flow

 and friendly 
tone of voice. 

You are required to 
sign a pledge that 
you are m

aking a 
genuine claim

.

You subm
it the 

m
ajority of your 

claim
 via a video 

subm
ission 

recorded on your 
phone via the 

app. 
C

laim
s can 

be approved 
im

m
ediately.

W
ritten entry 
of claim

 
details is 
kept to a 

m
inim

um
.

Very easy to add 
extra cover w

ithin 
the Lem

onade app. 
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Progressive account pages
Progressive have a friendly w

elcom
e im

age, single sign in for all products, 
Touch ID

 enabled for the app and quick access to som
e area such as the 

claim
s center and ID

 cards. O
nce logged in claim

s have a central focus.

Friendly, 
w

elcom
ing 

im
age.

Tasks that don’t require logging in 
are clearly signposted although 

they should ideally be behind the 
login to aid perceptions of security 

and for sim
plicity of navigation.

Easily 
enable 

Touch IDQ
uick 

access to 
the claim

s 
centre

Report claim
 is listed as 

one of the ‘things to do’ 
as soon as you log in.

Sim
ple step by 

step process.
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Travelers account pages
The Travelers site once logged in provides a good dashboard w

ith a 
visible link to m

ake claim
s once logged in. The site has an excellent 

claim
s guide library to support people during the claim

s process.

Your paym
ent am

ount is the 
m

ost visible inform
ation on 

the hom
epage, w

ith a clear 
call to action to ‘Pay N

ow
’.

H
elpful guides to 

cover a range of 
claim

s scenarios.

Report a claim
 link 

very visible w
hen 

you log in.

FN
O

L for claim
s 

built in via the app.
Easily select w

hich 
policy to claim

 on.
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M
y Account: Key features

All of the U
S sites allow

 custom
ers to m

ake policy changes once logged 
in. N

one provide links w
ithin the m

y account area to get a new
 quote, 

relying on the public site. 

G
eneral capabilityM

TAs
Y

Y
Y

Y
G

et new
 quote

N
Y

Y
N

U
p-selling

N
Y

N
N

C
ross-selling

N
N

N
N

Statem
ents

Y
Y

Y
Y

C
ancel policy

N
Y

N
N

Rew
ards 

Y
N

Y
N

C
laim

s FN
O

L
Y

Y
Y

Y
C

laim
s tracking

Y
Y

Y
Y

Live chat
Y

N
Y

Y
Bot / VA

N
Y

Y
N

M
obile app

Y
Y

Y
Y
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%
 

O
rdered by m

ost 
im

portant attribute
AVR %

M
ake a claim

 
38

Y
Y

Y
Y

View
 statem

ents
33

Y
Y

Y
Y

C
ontact details 

28
Y

N
Y

N
View

 existing claim
28

Y
N

Y
Y

Rew
ard points 

28
Y

N
N

N
Live chat 

26
Y

N
Y

Y
M

ention it is secure
25

N
N

N
N

Take action on claim
25

Y
N

Y
Y

M
ake policy changes

25
Y

Y
Y

N
Ability to edit details 

24
Y

Y
Y

N
Personal w

elcom
e 

23
Y

N
N

N
D

ays till renew
al

22
N

Y
Y

N
Alert area 

20
Y

N
Y

N
View

 recent quotes 
20

N
N

Y
N

FAQ
s

17
Y

N
N

N
G

et new
 quotes

17
N

N
Y

N
O

ffers 
16

Y
N

N
N

D
ate of last login 

15
N

N
N

N

M
ost im

portant info to be show
n on account page

In the U
S, Allstate provide the 9 of the top 10 m

ost im
portant aspects on 

the landing page. Progressive also offers m
any of the elem

ents that 
custom

ers see as im
portant. Travelers are m

ore lim
ited. W

hat Lem
onade 

offer is very good but their capabilities are m
ore lim

ited.
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U
sage of m

y account and the im
pact of C

ovid-19
48%

 said that the C
ovid-19 crisis w

ould lead them
 to use digital channels 

m
ore often. 49%

 on average use their insurance ‘M
y account’ area m

ore 
than once a year w

ith the largest proportion (30%
) using it just on a 

couple of occasions. 

The C
ovid-19 crisis has 

dram
atically increased likely 

dem
and for effective ‘M

y account’ 
areas. 48%

 of custom
ers in this 

study stated that the crisis w
ould 

lead them
 to self serve online 

m
ore as a results of the crisis.  
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D
evice preference for key claim

 and other insurance tasks 
In m

ost cases the w
ebsite is the preferred channel for people w

hen 
interacting w

ith their insurer. For claim
s it is the preferred channel to 

subm
it the claim

 (40%
), capture details of dam

age (29%
) but especially to 

track the status of the claim
 (49%

).

W
ebsite 

Phone call 
Em

ail 
App

Social 
m

essaging 
Live chat 

C
hat bot / 
virtual 

assistant 

M
ake an insurance claim

 
40%

 
25%

 
5%

 
15%

 
3%

 
10%

 
2%

 

C
apture details of dam

age 
28%

 
21%

 
15%

 
23%

 
4%

 
7%

 
2%

 

Track the status of a claim
 

49%
 

10%
 

10%
 

19%
 

2%
 

7%
 

2%
 

W
hen interacting w

ith your insurer, how
 w

ould you prefer to carry out the follow
ing activities? 
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C
laim

s: FN
O

L
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G
lobal best practice FN

O
L -Travelers (U

S)
Travelers are a global best practice in term

s of ease of subm
itting a claim

 
w

ith 83%
 successful. They provide a w

ide range of guides to support the 
claim

s process. There is a report claim
 link in the dashboard view

.

H
elpful guides to 

cover a range of 
claim

s scenarios.

Report a claim
 link 

very visible w
hen 

you log in.

FN
O

L for claim
s 

built in via the app.

C
ustom

er com
m

ents

•
“Very quick and easy to get the 
claim

 started.”

•
“I like how

 detailed the inform
ation 

w
as on how

 to m
ake a claim

.”

•
“I liked the ease of the application 
for starting to subm

it a claim
 w

ith 
Travelers. It is perfect.”

•
“It w

as a very easy layout and the 
print w

as large.”

•
“W

alked m
e through the process 

step by step.”

•
“I love the ease and convenience 
that com

es w
ith it.”

•
“It is too easy and fast.”

Easily select w
hich 

policy to claim
 on.
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FN
O

L: G
lobal issues

The top issues globally around FN
O

L for personal lines are being asked 
too m

any questions (7%
), having to re-enter info (6%

), being unclear 
w

here to start (6%
), next steps not being clear (6%

) &
 too m

uch text (6%
). 

Sites should pre-fill as m
uch info about the custom

er as possible and not 
ask them

 to re-enter inform
ation.

Being asked too m
any 

questions is especially 
an issue in H

ong Kong 
w

here m
any sites ask 

you to dow
nload a 

very long paper based 
form

.

Even though they w
ere 

reasonably successful 
at subm

itting on the 
Tow

er (N
Z) site 10%

 
still had an issue w

ith 
being asked too m

any 
questions.
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G
lobal best practice FN

O
L –

Progressive (U
S)

82%
 w

ere successful at starting the process of subm
itting a claim

 w
ith 

Progressive. The report claim
 button is visible next to your policy 

sum
m

ary and the steps are sim
ple and w

ell explained. C
aring m

essaging.

Report claim
 is listed as 

one of the ‘things to do’ 
as soon as you log in.

Sim
ple step by 

step process.

C
aring 

m
essaging.

M
any questions are 
handled as one 

question per page.
Identify w

here your 
accident occurred. 
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C
laim

s: Tracking / updating



Page
23

G
lobal best practices claim

s tracking: Allstate (U
S)

Allstate is global best practice for claim
s tracking / updating for both auto 

and hom
e insurance. Their claim

s area provides a visual tim
eline, details 

of inspections, rental cars used, contacts and provides FAQ
s &

 live chat.

Your claim
s are 

prom
inently show

n on 
the ‘M

y Account’ page.

Live chat.

G
raphic of 

w
here you are 

in the claim
s 

process.

Sum
m

ary of claim
 including 

transport expenses.

Agent 
contact 
details.

Adjust com
m

s 
and paym

ent  
preferences

C
laim

s FAQ
s.

Selecting each 
drop-dow

n provides 
m

ore info e.g. on 
inspections.

Info about the rental 
car show

ing that it 
has been returned.

The Allstate app enables 
you to track and subm

it 
claim

s (e.g. using their 
‘Q

uickFoto’ claim
 

technology). Also 
contains a ‘digital locker’ 
to help m

ake personal 
property claim

s easier.
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Track / update: Top global issues
The top issues globally for people trying to track / update their claim

 are a 
lack of info about their claim

 (11%
), needing to call to get the full picture 

(10%
), too m

any clicks to find the info (10%
), no past com

m
unications 

visible (9%
), w

ebsites being slow
 (9%

) and no 3
rdparty com

m
unications.

Those that do provide tracking 
inform

ation need to m
ake sure 

that it is integrated properly into 
the site’s design. If it is ‘hidden’ 
under a separate navigation 
item

 rather than being 
integrated w

ithin the m
ain 

content then there is a risk that 
useful content w

ill not be found.

Som
e sites provide no tracking at all, w

hich w
ill force 

custom
ers to use other channels. In the current C

ovid-
19 crisis custom

ers have been unable to self-serve, thus 
putting greater pressure onto call centres. 
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C
laim

s tracking Australia best practice: AAM
I

AAM
I cam

e 1
stfor claim

s tracking in Australia. W
ithin the tracking area 

you see a clear sum
m

ary of the claim
 w

ith tabs to review
 vehicle dam

age 
and track the progress of repairs. You can drag and drop docum

ents that 
relate to the claim

. 

There are tabs to 
view

 the sum
m

ary 
of your claim

, review
 

the dam
age to your 

vehicle and track 
repair progress. 

Q
uick snapshot of 

the claim
.

C
lear claim

 
status.

D
etails of the 

claim
.

You can drag 
and drop 

docum
ents 

that relate to 
the claim

.

List of claim
s 

show
n.
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G
lobal best practices claim

s tracking: Progressive (U
S)

Progressive cam
e 2

ndglobally for claim
s tracking / updating claim

s. You 
can see w

hen repair estim
ates are ready, contact your claim

 rep, 
understand rental car options, view

 coverage, see open &
 closed claim

s.

G
et updated 

w
hen repair 

estim
ate ready.

U
nderstand 

your rental car 
options.

C
om

m
unicate and 

share files w
ith 

your claim
 rep.

U
nderstand your 

coverage at tim
e 

of incident.

See open and 
closed claim

s.
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Part 2: 
Survey of up to 500 custom

ers per 
m

arket that have had a recent claim
s 

experience

This is a separate group of participants from
 the 1

st

study. This group w
ere not asked to log-in to their 

insurer but rather give an evaluation of the end-to-
end claim

s experience including after the claim
 had 

been resolved.
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Participants
2334 participants from

 4 countries (Australia, U
S, U

K and H
ong Kong) 

w
ho’d m

ade an claim
 in the past 6 m

onths took part in this research. 64%
 

w
ere claim

ing for car insurance and 34%
 for hom

e insurance. 

64%
34%

1%
1%

Australia (n=663)
U

SA (n=527)
U

K (n=583)
H

ong Kong (n=561)
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O
verall end-to-end claim

 satisfaction
O

f the insurers w
ith a sufficiently large sam

ple size to m
easure 

confidently: O
verall satisfaction w

as highest w
ith U

SAA on 82%
 w

ith State 
Farm

 in 2
nd, Liberty M

utual in 3
rdand G

eico in 4th. U
S insurers are 

delivering the highest satisfaction in general and those in H
K the low

est.
Retention

•
In all m

arkets custom
er retention 

rem
ains high after the claim

, although 
m

ore so in the U
S and Australia. 

•
U

S = 94%

•
Australia = 93%

 

•
U

K = 86%
 

•
H

ong Kong = 84%
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FN
O

L -Subm
itting the claim

61%
 w

ere satisfied w
ith their m

ethod of subm
itting. O

n average 42%
 

subm
itted their claim

 by phone globally w
ith the w

ebsite at 17%
. There is 

a slight global shift aw
ay from

 the phone tow
ards other channels in term

s 
of future preferences. 

G
lobal 

average
Australia

U
SA

U
K

H
ong 

Kong
Satisfaction w

ith 
subm

ission m
ethod

61%
66%

75%
67%

36%
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Ease of subm
itting claim

O
n average globally 65%

 found it easy to subm
it their claim

 but w
ith large 

variations. Best practice is w
ith the U

S sites, notably U
SAA and Liberty 

M
utual. Varied experience in the U

K and Australia, w
ith H

K very poor.
H

ow
 easy w

as it to subm
it your claim

? 
U

SAA
U

SAA

Liberty 
M

utual
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Subm
itting a claim

 digitally –
m

ost im
portant features

The ability to add photos is the top feature request, follow
ed by tips on 

how
 to subm

it claim
 and the desire not to have to repeat inform

ation 
(24%

). Ability to schedule w
ith repairers and instant decisions also key. 

The top 4 m
ost im

portant features are 
the sam

e in the U
S as in Australia, 

suggesting these item
s are general 

requirem
ents for a claim

s subm
ission 

process.
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Review
ing / updating digitally –

m
ost im

p features
The m

ost im
portant aspect of a site w

hen review
ing/updating their claim

 
w

as to be able to see a tim
eline (26%

), see up to date inform
ation(25%

) 
and see an estim

ate of tim
e to com

pletion (25%
).

AAM
I (Australia) did very w

ell in this 
research for helping custom

ers to be 
able to track / update their claim

. 
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Evidence used to assess claim
s

The prim
ary type of evidence use to assess claim

s w
as photos (46%

), 
follow

ed by w
ritten statem

ents (31%
). 12%

 said they had a live video call 
w

ith the insurer w
ith 8%

 stating that drone technology w
as used.

G
lobal 

average
Australia

U
SA

U
K

H
ong Kong

Photos sent to them
46%

51%
45%

49%
37%

W
ritten statem

ent
31%

32%
29%

31%
32%

Site visit by insurer / claim
s 

assessor
22%

24%
28%

15%
21%

Recorded statem
ent over 

the phone
20%

16%
24%

19%
22%

Police / w
itness 

statem
ents

18%
15%

24%
16%

18%

Videos sent to them
15%

14%
14%

18%
15%

Live video call w
ith insurer 

12%
7%

15%
11%

16%

D
rone photos / video

8%
6%

7%
7%

13%
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C
ustom

er actions
The m

ost com
m

on action during the claim
s process w

as to track the 
status of the claim

 (26%
). 33%

 of U
S custom

ers com
m

unicated w
ith the 

repairers directly, w
hich is higher than for the other m

arkets.

G
lobal average

Australia
U

SA
U

K
H

ong Kong
Tracked the status of your claim

 (e.g. 
tim

elines for w
hen things w

ould happen) 
26%

28%
29%

22%
25%

C
om

m
unicated w

ith your insurer 
25%

29%
26%

24%
20%

C
om

m
unicated w

ith repairers (e.g. about 
w

hen to perform
 the repair) 

24%
22%

33%
22%

17%

C
ontacted C

O
M

PAN
Y by phone 

23%
12%

30%
27%

24%

C
hecked on paym

ent am
ount and status 

23%
20%

26%
20%

24%

Tracked the status of any repairs 
22%

26%
23%

20%
17%

Logged in to the w
ebsite

21%
14%

25%
23%

20%

U
pdated the details of your claim

 (e.g. 
add m

ore photos) 
19%

23%
18%

16%
20%

Visited the w
ebsite (w

ithout logging in) 
18%

20%
18%

15%
18%

D
ow

nloaded / used the m
obile app 

15%
13%

15%
13%

17%



Page
36

C
ustom

er com
m

unications
The m

ost com
m

on com
m

unications w
hich people received after 

subm
itting their claim

 w
as an acknow

ledgem
ent of the claim

. There w
ere 

few
er com

m
unication sent in the H

ong Kong m
arket.

G
lobal average

Australia
U

SA
U

K
H

ong Kong

Acknow
ledgem

ent of claim
 

43%
48%

50%
43%

32%

Final decision 
40%

33%
49%

48%
30%

Status updates 
37%

48%
38%

35%
26%

C
ustom

er satisfaction survey 
31%

30%
34%

33%
25%

Requests for inform
ation 

27%
30%

25%
27%

25%

M
essages in relation to repairs / 

replacem
ent 

25%
15%

33%
30%

23%

C
heck-in m

essages  to find out how
 you 

w
ere doing 

20%
19%

21%
20%

19%

M
essages to co-ordinate m

eetings 
15%

25%
12%

10%
14%

Statutory / regulatory com
m

unications 
15%

13%
13%

17%
15%
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Top general issues during the claim
s process

O
n average the top general issue across all the insurers in the U

S is a 
disjointed process (16%

), follow
ed by errors (12%

). Issues w
ere reported 

m
ost often in the H

ong Kong m
arket. 

Average
Australia

U
SA

U
K

H
ong Kong

D
isjointed process (e.g. had to give sam

e info 
m

ore than once) 
16%

15%
15%

15%
17%

Errors / om
issions during process 

12%
13%

10%
12%

14%

They w
ere slow

 and unresponsive at tim
es 

12%
11%

11%
12%

12%

Failure to m
eet agreed tim

elines 
11%

11%
8%

10%
13%

Too m
any m

isunderstandings 
11%

11%
10%

8%
13%

H
ard to find out the latest status of the claim

 
9%

10%
8%

8%
11%

C
ould not update m

y claim
 online (w

eb or app) 
9%

9%
8%

5%
12%

They show
ed a lack of em

pathy / care 
9%

8%
8%

8%
10%

They used too m
uch insurance speak 

8%
7%

8%
9%

9%

I didn't feel confident dealing w
ith them

 
7%

6%
5%

7%
10%

C
laim

s handler w
as not sufficiently available 

7%
6%

6%
8%

8%

H
ard to get hold of the right person 

6%
7%

5%
6%

6%

C
ould not find out info about m

y claim
 online

6%
5%

5%
7%

7%

Rudeness 
6%

6%
4%

5%
8%
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Top w
ebsite and app issues during the claim

s process
O

n average the biggest w
ebsite issue globally w

as that the sites w
ere 

slow
 and that too m

any clicks w
ere needed. O

n the apps, issues w
ere 

m
ore com

m
on w

ith inadequate instructions being the m
ost com

m
on.

W
ebsite issues

App issues
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Preferred m
ethod of updating claim

 in future
The m

ost popular w
ay of updating claim

s in all m
arkets is by em

ail, 
follow

ed by phone call. In the U
K, 21%

 of users w
ould update using a w

eb 
form

. 10%
 of Australians w

ould prefer to use social m
edia.

G
lobal 

average
Australia

U
SA

U
K

H
ong 

Kong
Em

ail 
43%

49%
47%

35%
40%

Phone call 
34%

43%
38%

24%
32%

M
obile app 

20%
24%

19%
21%

16%

Live chat w
ith real person 

20%
21%

19%
17%

21%

M
essage area in logged in 

section of w
ebsite 

16%
17%

11%
19%

17%

W
eb form

 
15%

12%
13%

21%
13%

Virtual chat bot 
8%

7%
6%

11%
9%

Autom
ated / autonom

ous 
8%

7%
5%

13%
7%

Social m
edia 

7%
10%

4%
8%

4%
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Social m
edia review

s
19%

 w
ho had m

ade a claim
 said they’d posted a review

 online. 52%
 of 

those w
ho posted about their claim

 did so on Facebook. U
nderstandably 

a positive claim
 experience leads to m

ore positive review
.  

19%
 of those w

ho had m
ade a claim

 posted 
a review

 of their claim
 experience w

ith a 
further 19%

 stating that they planned to.

The m
ost com

m
on place 

w
here people are leaving 

claim
 review

 is on 
Facebook, follow

ed by 
Instagram

.

Successful claim
?

Yes
N

o

Very positive
63%

21%

Q
uite positive

25%
35%

Balanced
8%

23%

Q
uite negative

2%
9%

Very negative
2%

12%

Im
pact of successful and unsuccessful claim

s on  social 
m

edia review
 positivity

There is a logical 
correlation betw

een not 
having a successful 
claim

 and w
riting a less 

positive review
.
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Sm
art technology and claim

s
There is a huge appetite for sm

art technology around claim
s in the 

globally. 27%
 said they had sm

art hom
e security cam

eras at present but 
50%

 stated they w
ould be interested in the future. Even bigger increase 

for sm
art detector of w

ater leaks –
up from

 19%
 at present to 49%

.

U
SA

Australia
U

K
H

ong Kong
C

urrently
Future

C
urrent

Future
C

urrent
Future

C
urrent

Future
Sm

art hom
e security cam

eras 
33%

72%
23%

52%
19%

45%
32%

29%
Black box car insurance 
(telem

atics) 
14%

60%
13%

41%
15%

34%
26%

27%
Sm

art hom
e fire / sm

oke 
detectors 

27%
59%

21%
60%

22%
51%

22%
28%

Sm
art sensors for detecting 

hom
e w

ater leaks 
19%

52%
12%

50%
19%

55%
24%

40%

Less appetite for sm
art tracking technologies in 

H
ong Kong especially for sm

art hom
e cam

eras. 
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