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In Q1 2015, Capgemini and Pegasystems commissioned 
research with an external, leading international research 
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A sample of 1,000 UK adults aged 18 – 34 were surveyed 
on a range of questions about how they view personal 
finance. Born Yesterday: Will Millennials Disrupt the 
Insurance Industry highlights the findings.
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Methodology

Foreword by Dr Paul Redmond

Key Findings

 � Attitudes to financial matters and digital world

 � Attitude to insurers

 � Insurance product selection & purchasing behaviours

 � Customer service preferences

 � How to market and engage with Millennials

Manifesto for Change – What should the insurance industry be doing about Millennials by Tony Tarquini, 
European Insurance Director, Pegasystems and Nigel Walsh, Vice President and Head of UK Insurance, Capgemini

 � Capgemini and Pegasystems commissioned Decode, a leading international research and analyst firm, 
specialising in decoding the attitudes and behaviours of young people as consumers, employees,  
and citizens

 � Dr Paul Redmond, an expert on generational theory, was invited to input into the research and 
contribute to the analysis of the findings. Paul has advised financial services firms on generational 
issues in the past

 � A sample of 1,000 UK adults aged 18-34 who fit into the Millennial cohort were surveyed during March 2015

 � They answered a range of questions about how they view personal finance.  Respondents were 
surveyed about their attitudes and opinions on;

• Insurers and how they interact with them

• Selection and purchasing decisions for insurance products

• Customer service and complaints procedures

• How they are marketed to by insurance companies

CONTENTS

METHODOLOGY

WWW.PEGA.COM


3 WWW.PEGA.COM

BORN YESTERDAY: WILL MILLENNIALS DISRUPT THE INSURANCE INDUSTRY?

In 2008 I was invited to give a presentation to the senior management team at one of the world’s leading US 
financial services organisations. The firm was a leviathan, a stalwart of Wall Street and Canary Wharf. Not only 
was its word its bond; its very name was a byword for security, longevity and privilege. But this organisation had 
a problem. For the first time in its long and profitable history - and despite paying some of the highest starting 
salaries in the UK - try as it might, it couldn’t get its new graduates to turn up to work on time. 

With my research into generational sociology and the new profile of the workplace, it wasn’t long before I 
appeared on their radar. 

For no apparent reason, a new generation of recruits was responding in a way that this old and revered 
organisation had never before encountered. Unlike previous cohorts of recruits, this new intake of twenty-
somethings was not content to pick up its pay cheques and wait for new opportunities. They wanted it all 
and they wanted it now: career development, management training, and a feeling of working on something 
authentic. Most of all, they wanted the flexibility to work when and where they wanted. No wonder the 
management team was exasperated. They were beginning to feel like strangers in their own board room. To 
help find a solution, I was invited in to the firm to conduct focus groups with different groups and levels of staff. 
I would then help them put in place a strategy for re-engaging their new recruits.   

If at the time it felt like entering a real-life Sherlock Holmes saga, I’m afraid the case remains to this day very 
much unsolved. Within several weeks the company had gone spectacularly out of business and by doing so 
helped trigger one of the biggest economic downturns since the Second World War. Within months, the entire 
financial landscape had shifted, with consequences that would prove so profound that seven years on we are 
still registering the shockwaves. 

But if the economy is recovering, the issue of generational differences remains as problematic and challenging 
as it was before the credit crunch. Born towards the end of the 20th century, in a climate unique for its 
technological advances, today’s Millennial generation is already displaying characteristics and preferences 
which, when combined with the prevailing digital revolution, stand to transform the organisations in which we 
live and work.  

This is why the new research commissioned by Capgemini and Pegasystems is so timely and relevant. Based on 
a survey of more than 1,000 young people aged between 18 and 34 years old, this new research provides the 
insurance industry, the wider financial services sector, and indeed all markets with a unique insight into the 

ABOUT PAUL REDMOND

Dr. Paul Redmond is a leading expert on generations and the graduate labour market, he has presented at 
numerous events and conferences around the world. 

Paul is the UK’s leading expert on generational theory, looking into how the era in which a person was born 
affects the development of their view of the world. His work brings him into contact with a range of national 
and international organisations. His research into the future of work, ‘Generation Y’ and the influence of 
social and economic factors on employability has received considerable attention among both graduate 
recruiters and the media.

Paul has conducted numerous studies for organisations such as Barclays Bank, Microsoft, and the British Council on younger generations 
of customers, citizens and workers. 

He is the author of several books, including the best-selling ‘The Graduate Careers Formula,’, ‘A Parent’s Guide to Graduate Jobs’ (both 
titles published by Trotman) and ‘Generally Speaking: a workplace survival guide for Generation Y’, and also a regular contributor for the 
Guardian newspaper.

In 2010 Paul was awarded a Fellowship of the Royal Society of Arts.

FOREWORD BY DR PAUL REDMOND, GENERATIONAL SOCIOLOGIST
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Figure 1: The five generations currently in the workplace

THE SILENT GENERATION

The oldest and most stoical generation is the Silent Generation – the hardy perennials that can still be found 
in many organisations. Not only did this generation grow up under unprecedented social and technological 
change, its members also learned the meaning of genuine economic hardship. Why are they called the 
‘the Silent Generation?’ Because you’ll rarely hear them complaining, particularly to those in positions of 
responsibility. 

THE BOOMERS

The generation that does complain, particularly when their children are concerned, are the Baby Boomers. The 
Boomers are the largest generation in history: confident, idealistic, independent, empowered. Who else but 
the Boomers would sing ‘All you need is love’, and believe it? Who else but the Boomers would invent the iPod, 
the mobile phone, the laptop computer, and space exploration? Although Boomers are the original rebels, it’s 
surprising how conforming they are, particularly when it comes to the workplace. For Boomers, being early 
counts; their mantra is sit up straight, do your homework, get a qualification, invest in property, and take out a 
pension. For Boomers, anything can happen when you turn up for work (preferably early).  

Not only have the Boomers shaped the world of work, they have had more impact on the financial services 
industry than any other generation. Even today, most companies’ employee benefits packages are designed by 
Boomers for Boomers. This gives Boomers incredible advantages, many of which they take for granted. Only 
the Boomers will have the luxury of retiring with final-salary pensions. Only the Boomers were able to purchase 
property when it was easily affordable. With the cards stacked in their favour, the Boomers are able to manage 
their finances with a degree of certainty that is likely to be unknown to younger generations. So perhaps it’s not 
surprising that the Boomers are still at work - why wouldn’t they be? 

As parents, Boomers can be ferocious influencers – particularly when it comes to making sure their children

attitudes, motivations, and communication preferences of its future customers, employees, and leaders. 

THE THEORY OF GENERATIONS

The concept that each human generation views the world through its own chronological lens, or point of view, 
is far from new. What was Homer’s Iliad if not a commentary on how succeeding generations conceptualise the 
world according to generationally-specific outlooks? This theory of generations was developed in the 19th and 
20th centuries to provide analysts with a method for tracing the development of human ideas. Summing up the 
new thinking in his analysis of the United States, the great French theorist, Alexis de Tocqueville, wrote, ‘Every 
generation is a new people.’

In the workplace, many organisations are currently finding they now employ up to five different generations, 
each with its own unique world outlook (Fig. 1). Briefly, I will attempt to summarise each of these. 

WWW.PEGA.COM
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have positional advantage in the competition for jobs. Boomers have discovered that ‘no’ doesn’t have to mean 
‘no’ if you know the right people, or can pull the right strings. This makes them extremely effective when it 
comes to making sure that their children have access to the right networks, the ‘right’ social and cultural capital. 
Most of all that they have access to the ‘right’ financial advice and guidance. 

But before we get to the Boomers’ children - the Millennials, we need to talk about the middle generation, 
Generation X. 

GENERATION X

Generation X is the Boomers’ younger brother and sister. Generation X grew up in contentious, complex times. 
Gone were many of the economic and social certainties that the Boomers took for granted. The Cold War 
was over, the Berlin wall had come down, and in its place was a far more complicated, contentious reality. 
Generation Xers were latch-key kids, the generation that grew up during the miners’ strike and the rise of the 
punks. They were also the world’s first ‘digital immigrants’ – the generation that had to teach itself the language 
of computers. Generation X will be the last generation to remember life before the Internet. Only they will 
remember the link between a cassette audio tape and an HP pencil; only they will know what it means to 
‘tape’ an ‘LP’ or to ‘dial’ a phone number (only they will attach value to memorising things like phone numbers, 
registration plates, poetry, multiplication tables etc.) 

In social terms, Generation X is seriously time-poor. For Xers, what motivates them is the prospect of one 
day being able to juggle the competing demands of home, work, and family. For insurance firms, Generation 
X is a prime market, but it’s essential that firms recognise that what matters to X is being able to save time. 
Generation X is ‘generation convenience’: if you can make it easy for them to engage, they will be with you for – 
well, perhaps not for life, but for as long as it remains convenient for them. 

MILLENNIALS

For Millennials, the idea of lifelong loyalty to a brand, organisation, political party or doctrine, is almost 
impossible to envisage. Millennials are the ultimate experimenters. Like their Boomerist parents, this 
generation is confident, idealistic, independent-minded, and empowered. Unlike their Boomer parents, they 
are ‘digital natives’ – Millennials have never experienced life ‘BC’ – before computers. They have no awareness 
of life before mobile phones, digital cameras, the internet or, somewhat chillingly, the concept of anonymity. 
Growing up digital, Millennials may never know what it means to be anonymous – to enter a room without 
everyone having immediate access to your back-story – those holiday photos in Spain, your LinkedIn profile, 
details of your educational attainments. Nor, for that matter, will they know what it means to be stumped for 
knowledge, or even what it feels like to be lost. Unlike earlier generations, Millennials will never have the luxury 
of being able to (re)invent themselves for successive job interviews. Everything they ever do, everything they 
ever become, will remain digitally preserved. For being the world’s first digital natives, the Millennials may end 
up paying a very high price. 

GENERATION Z

The most recent generation is Generation Z – the generation that was born and is growing up in the new 
Millennium. Generation Z are über digital natives, perhaps the first generation for much of the past millennia 
who may grow up without ever experiencing the need to read a book. Generation Z is currently in school, where 
already it is exhibiting greater IT awareness than its Boomer and Generation X teachers (another generational 
‘first’ for Generation Z – chances are it won’t be the last). 

OVERVIEW OF THE FINDINGS

There are a number of important reasons why this new research into the Millennial generation’s response 
to financial planning and, specifically, insurance products, is so important for the financial sector. Previous 
research has highlighted the lack of ‘financial literacy’ that exists amongst many young adults; what it hasn’t
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revealed, however, is just how many young people are interested in planning for the future. The research has 
shown that roughly equal proportions of young adults (38% respectively) are committed to making the most of 
today, while at the same time, planning for tomorrow. For Millennials, who says you can’t have both? 

But what many people reading this report will find challenging is the discovery that this generation does not see 
itself as being particularly IT-savvy. In fact, less than half of those surveyed admitted to keeping up to date with 
the latest technological advances. This might seem counterintuitive. After all, this is the generation that spends 
hours every day recording practically every aspect of its existence via social media1. This is also the generation 
that views mobile phones as being indivisible from their body habitus. This of course is the key point. For 
Millennials, digital technology no longer constitutes ‘technology,’ just as the automobile no longer constitutes 
‘technology.’ Indeed, when it comes to defining what is and isn’t ‘technology’ the rule is: if it was around before 
you were born, it’s not technology (it’s just something that you have to keep updating). 

This also may explain why Millennials do not view themselves as being particularly technologically-motivated. 
For today’s young adults, mobile phones, tablet computers, and other digital communication devices have 
long since ceased to be forms of technology. Once a product becomes ubiquitous, it loses its technological tag. 
Inevitably, this brings us to the issue of social media. 

My own research has uncovered a growing preference amongst Millennials for face-to-face transactions. I have 
found a trend whereby digital natives are becoming gradually ‘digitally detoxed’. Echoes of this phenomenon 
are to be found in this research. While digital communications remain integral to this generation, when making 
financial decisions or purchasing insurance products, a strong bias exists for wanting to deal with actual people 
as part of the final decision-making process. 

Young people expect to undertake routine or standardised transactions via self-service websites, but when 
making complex decisions or seeking advice, few factors are as important as being able to speak to a real 
person (note: personal responsiveness is even more important for female Millennials). 

No doubt this explains why Millennials are unconvinced about interacting with insurance providers via social 
media. There may be 1.2 billion people across the world on Facebook, but use of social media, even amongst 
the young, is still primarily for social transactions. When it comes to making critical financial decisions, social 
media is still viewed with some suspicion by the very people for whom it has been developed.  

Many organisations over the past decade have overlooked this critical factor – with occasionally costly 
consequences. For Millennials, ‘quality’ service equates to direct access to an interested, informed, and socially 
skilled human being – not a call centre operative passively reading a script, but a genuinely engaged person. 
Routine day-to-day transactions can be undertaken online; but for Millennials, nothing rivals the ability to speak 
to a real person. It is interesting to note that the survey found that 48% of Millennials agreed that they would be 
more likely to make a speedy financial or insurance-related decision if a person who they trusted took the time 
to explain the benefits and risks. For those aged 18-24, and for females, this proportion rises to 52% and 51% 
respectively. 

If your business seeks to connect with Millennials, or for that matter, boost its share of female customers, 
this important new research demonstrates categorically that it really is good to talk but crucially, to make that 
conversation count – every time.  What this means for businesses is that they will increasingly need to ensure 
that their customer service agents are more than simply ‘passive script readers’, and that they have the right 
technology in place to empower them to provide the best service possible.

 1 Indeed, research suggests that the Millennials may eventually spend up to 10% of their entire lives on the internet.
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ATTITUDES TO FINANCIAL MATTERS AND DIGITAL WORLD

HYPOTHESES

Millennials are uninterested, even hostile to financial planning. They are digitally very savvy and confident. 

FINDINGS

 � The majority of Millennials say they live for today and plan for tomorrow equally (38%) versus a 
smaller percentage (9%) who categorise themselves as living for today almost exclusively

 � Millennials don’t see themselves as very digitally savvy. The majority (48%) admit they have the latest 
technology and try new media a bit later than most of their friends. Only 11% are super geeks and say 
they are the first to get and try out new tech

 � Incidentally, there is no strong support from respondents for the statement that tricking an insurance 
company is okay to get a cheaper deal (12%) or for making false claims (7%)

KEY FINDINGS

WWW.PEGA.COM
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ATTITUDE TO INSURERS

HYPOTHESES

Insurers and insurance don’t mean much -  if anything - to Millennials. 

FINDINGS

 � Confirmation of indifference but also some evidence that the disconnection is quite wide

 � 28% of respondents agree with the statement that “I don’t understand how they set insurance 
premiums or prices, and my instinct is that they are inflated, and that insurance companies rely on 
consumer’s ignorance”

 � Little or no support for strongly agreeing that “Insurance companies are constantly working to try 
to find ways to make insurance more accessible and understandable for their customers” (16%) or 
“Insurance companies understand my lifestyle and have developed insurance products that help me 
protect what’s important to me” (12%)

 � Reputation matters to Millennials. After cost (70%), when selecting an insurer reputation of the insurer 
(46%) is the second most important factor.  This is ahead of brand (21%) or quality of digital services 
(19%)

 � On trust, it seems Millennials can’t see much distinction with banks. Only 9% of respondents strongly 
agreed with the statement that insurance companies are more trustworthy than banks  

 � Millennials aren’t adverse to buying insurance. When asked whether they planned to buy insurance in 
the next 2 years 46% of all Millennials and 62% of 18-24s said yes  

 � On a lighter note about their view of insurers and innovation, Millennials think it is more likely they 
will be holidaying on the International Space Station by 2025 than insurers sending out drones to 
evaluate claims! 

WWW.PEGA.COM
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INSURANCE PRODUCT SELECTION & PURCHASING BEHAVIOURS

HYPOTHESES

Millennials are very digital, using online and social media to make their selection and purchasing. Word of 
mouth is more influential, especially from friends rather than parents.

FINDINGS

 � The research reveals that how Millennials select and purchase insurance products is more complex 
and contradictory than might be presumed

 � The top factors for Millennials when selecting insurance start with cost (70%); reputation of the 
insurer (46%); ease of purchasing (38%); availability of real people to talk to at insurer (25%). Brand is 
next but quality of digital services is lower down (19%) 

 � There is some variance between older and younger Millennials. Younger Millennials (18-24) have a 
slightly stronger preference for talking to real people (28%) compared to older Millennials and are less 
cost conscious (66%) than their older counterparts

 � Millennials appear  to want to make their own decisions with recommendations from parents (16%) 
and friends (16%) low on the rankings as most important factors when selecting insurance products 

 � Having said that, when it comes to who Millennials turn to most for financial advice, generally parents 
lead (38%), followed by the internet (33%), and then themselves (26%). The next two are trusted 
financial websites (24%) and friends and siblings (23%).  On the same question, social media ranked 
lower with only 9% turning first to Facebook and Twitter, slightly lower than newspapers as their 
preferred choice.  (11%)

 � When it comes to purchasing, the most influential factors show a close tie between using a 
comparison web site (51%) and searching online (48%). The next most influential factors on buying a 
policy are word of mouth from friends 27% and parent’s recommendations (24%)  

 � By comparison to other methods used for making purchasing decisions, using social media ranks low 
for Millennials, while searching social media for opinions 16%, is equal to “seeing a TV advert” (16%) 
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CUSTOMER SERVICE PREFERENCES

HYPOTHESES

Millennials don’t want to call a call centre and want to have their problems handled online. They are quick to 
turn to social to complain if not getting a good enough service. 

FINDINGS

 � While digital is confirmed as important for Millennials,  digital is not predominant and there’s a bias 
towards wanting to deal with real people as well as being able to use self-service, and personalised 
options to manage their insurance affairs and issues 

 � When asked to rank what’s important when they interact with an insurer, the top preferences are: a 
response to my email in 24 hrs (46%); ability to speak to a live person (42%).  This goes up to 51% for 
female Millennials

 � The third preference is having the ability to access all insurance information via a personalised 
file online or via mobile” (35%). In the context of Millennials who would prefer to process all their 
information with never speaking to a live person (28%, ranked fifth in importance), personalisation, 
and self-service seem to appeal

 � The research reveals little strong preference to interact with an insurer via social media. A “response 
to a tweet from me” ranks ninth in importance (8%). Access via IM/chat is slightly higher at 16%, but 
even this is well below being able to talk to a live person 

 � When Millennials need to make a claim, the importance of traditional channels is preferred. When 
they make a claim for either a low or high value loss, the top preference is telephone in both cases. 
For low value claims, telephone (44%), online (43%), and email (31%). For higher value claims, the gap 
in terms of preference is wider with telephone contact at 51%, online at 30%, and email at 22% 

 � When there’s been a problem and a Millennial customer complains, there’s a strong bias to be direct 
and take action but not necessarily to use social channels to complain directly (social channels are 
used for their own peer group, so they may complain to their friends using social channels) 

 � Of those who hadn’t made a complaint yet, this is the ranking of what they believed they would do: 
complain to insurer (48%); switch insurer at renewal (39%); make a formal complaint to a regulator 
(36%); cancel insurance policy immediately (20%)

 � Posting on Twitter or Facebook to name and shame ranks fifth (18%) and starting an online petition 
last (6%). If anyone is likely to go onto Twitter and start complaining it may be older 30-34 year old 
Millennials (19%) 

 � Of the Millennials who have had a problem and complained, the ranking is: complained to an 
insurer (37%); switched at renewal (36%); cancelled and switched immediately (31%); made a formal 
complaint to regulator (23%); started online petition (19%), and posted on Twitter/Facebook (14%)

WWW.PEGA.COM
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HOW TO MARKET AND ENGAGE WITH MILLENNIALS

HYPOTHESES

Millennials are the digital generation so want to be communicated to via digital and social channels. 

FINDINGS

 � The data about interaction preferences already suggests Millennials aren’t looking for digital only 
channels but that personalisation and self-service have appeal

 � Another opportunity for engagement lies in how Millennials seem open to receiving more advice and 
support from insurers. The largest percentage of Millennials (48%) say they would be more likely to 
make a financial/insurance decision faster if they had someone explain the benefits and risks. Note: 
this is higher for the younger Millennials 18-24s (52%) and for females (51%)

 � Millennials are comfortable with information sharing and the research suggests they seem relaxed 
about how much data they give insurers and would be happy to share more in exchange for some 
reward (discount)

 � There is strong support for the statements: “I am comfortable about the amount of information I have 
to give insurers” (39% all Millennials; 41% of Millennials who have insurance policies; 41% of 18-24 and 
25-29 Millennials); and “I would be willing to share more information if I got a discount” (35%)

 � There’s evidence that Millennials might go even further on personal information sharing. 29% say they 
might be willing to have monitoring devices in their homes and cars and 25% of current insurance 
holders and 26% of Millennials planning to buy insurance would agree to regularly supply an insurer 
with a urine or blood sample to reduce health/dental insurance

 � A quarter of Millennials with insurance policies would be willing to use a wearable device (like Apple 
Watch) to monitor their behaviour to cut insurance costs. Implanting devices doesn’t get much 
support among Millennials (only 18% strongly agree that they would accept this). However 22% of 
older Millennials say they might agree. Indeed, older Millennials seem more adventurous overall here

 � What comes across quite clearly from Millennials is that directness and clarity matters more than 
reliance on digital tools. The research asked Millennials what their priorities would be if they designed 
insurance products.  They said, in descending order of importance: sentence needs editing – what 
does this have to do with digital?

1. Low cost

2. Clear and Transparent terms

3. Comprehensive

4. Customer service

5. Fast, efficient, hassle free claims, and payouts 

 � Online access was 11th and second from the bottom
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 � In terms of favourite ways of managing finances, mobile apps rank highly 2nd (36%) after a laptop 
(56%). Mobile apps are ahead of ATM (30%). Again it seems like Millennials aren’t keen on mixing 
financial affairs with their tablet computing, which ranked in 6th place (23%), only just below going 
into a branch (24%).  However,  all of this ranked ahead of doing anything on the phone and dealing 
with a call centre

WWW.PEGA.COM
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WHAT SHOULD THE INSURANCE INDUSTRY BE DOING ABOUT MILLENNIALS?
MANIFESTO FOR CHANGE

GENERATION D/MILLENNIALS AND PERSONAL FINANCE

There’s a risk that insurers are over simplifying and mythologising the digital and financial behaviour and 
attitudes of Millennials. The vast majority of Millennials are not technology geeks. Like all segments, bleeding-
edge technology is the domain of early adopters and the majority of Millennials need to be shown the value 
of adopting it. 

What this means for insurers, is that developing and offering an app isn’t going to have the impact expected 
among this group. Technology for technology’s sake will not interest Millennials; they have to see the value. 
The key here is how insurers identify the early adopters within the Millennials community, and get them to 
see the value to move forward with sharing this with their peers. 

There is further support for taking a more considerate approach to Millennials, as the study reveals that 
Millennials have a ‘financial planning’ attitude. There is an assumption they aren’t up to speed and although 
there may be gaps in their financial knowledge, they are receptive to education and there’s a commercial 
discussion to be had.

BRIDGING THE REPUTATION GAP 

Insurers have much to do here, in terms of connecting Millennials and insurance companies. The study 
suggests reputation of insurance and insurers is low, but reputation is also the number two factor in decision 
making, after price. Furthermore, reputation has not been protected from the lack of trust issues associated 
with the banks and the banking crisis. This is a deeply disappointing finding given how insurers were, with 
very few exceptions, untainted by the financial services crisis and scandals. 

Insurers are positioned as solid, safe and staid, guarantors when something goes wrong.  Millennials 
accept insurers offer a product they will or might buy. They want a safe reputation plus something else: an 
understanding of their lifestyles.

RESPONDING TO MILLENNIALS PRODUCT SELECTION & PURCHASING BEHAVIOURS

Insurers need to consider how word of mouth selects technology while technology selects insurance. 

There’s a distinction between how Millennials make strategic decisions about financial management overall 
and then buy insurance specifically. In the first instance, they are using word of mouth recommendations and 
advice from family and friends. In this context, the reputation and brand of the insurer comes to the fore. 

However, when Millennials do buy, they turn to technology. This is equally split between the insurer’s website 
and a comparison site. The purchasing decision is very price driven. At this point, technology innovations like 
ease of purchasing become critical.

What is striking is how minor social is as a factor in the buying process. Indeed, it could be said no Millennial 
buys insurance using social.

HOW TO DELIVER THE BEST CUSTOMER EXPERIENCE TO MILLENNIALS

Based on the study’s findings, omni-channel looks ideally suited to Millennials because their customer 
journey isn’t clear.

The study shows that insurers can never know exactly which channel they will use or prefer. Millennials are 
perceived to be much more digitally savvy other generations, however, the journey may well start with digital 
and then move to discussion and back again. Millennials take digital for granted but put more value 
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in personalised, advisory interactions so it is also unsurprising that self-service appeals to a quarter of the 
respondents. Insurers should prepare for blended interactions that are unpredictable. 

Again, what is striking is how social media is not a preference for Millennials when it comes to how they 
experience customer service. They seem to have fenced off social media interaction into their personal world 
and are not convinced that this is where they’ll engage with insurers on customer service issues. Maybe we 
should give greater credit to Millennials’ understanding of how social media attacks can backfire and public 
castigation is a waste of energy? 

When it comes to complaints, insurers should consider that Millennials are probably no different than other 
generations. They ask for efficient and effective response to direct complaints.  While less concern should 
be given to Millennials causing reputational damage via social media ‘flaming’, they are likely to take decisive 
action earlier, with a third willing to switch immediately.

HOW TO MARKET AND ENGAGE WITH MILLENNIALS

Millennials aren’t looking for digital-only channels, but they do want personalisation and self-service. 
Millennials want ‘just in time’ advice and support, delivered right at the moment they need it. They do not 
want to get ‘just in case’ advice and support that is delivered at some inappropriate moment (and channel) 
and may not be the right content (which they will have forgotten by the time they need to apply it anyway).

This is backed up by the report’s finding that directness and clarity matters for Millennials more than reliance 
on digital tools, they also want control, and self-service can deliver this. However, insurers need to challenge 
themselves as to whether self-service is about cost containment or serving the incoming wave of new 
customers.   

On personal data and sharing, UK Millennials show they might be willing to share more data in exchange 
for something. This seems to justify experiments in telematics and may be the basis for insurers to innovate 
around wearables (though maybe not insertables yet). Don’t forget, however, that Millennials aren’t uniformly 
tech savvy.  Again, this probably depends on how much an insurer has answered those questions of 
reputation and understanding of a Millennial’s lifestyle and values. 

All of this should strongly influence technology choices for how insurers make sure their businesses are 
responsive to customers. Systems that embed consistent best practice every time, as part of every interaction, 
to give the absolute optimum outcome for both the insurer and the customer as an individual are critical.
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AND FINALLY… 

Insurers have their work cut out. No surprise that Millennials consider insurance boring and reputation 
of insurance brands for this group is low. There’s no hostility, but there is indifference and a lack of 
understanding of how insurance works. Willingness and interest to learn and engage is low unsurprisingly. 

While not all Millennials are the same, there seems to be a group trait of: They want what they want, when they 
want it (just in time), and they want all of it.

The most successful insurers will be those who: 

1. Stand out on reputation as well as brand. Millennials are motivated by what is authentic and 
trustworthy

2. Provide “instant education” on what they want to know e.g. do the equivalent of Googling what they 
need just at the right moment

3. Offer pricing at the right level and explain why

4. Provide a personalised service, which sees and leverages every previous interaction and anticipates 
their next requirement “like magic” 

Tony Tarquini, European Insurance Director, Pegasystems 
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with key technology partners – supporting clients across the UK insurance business. Nigel joined Capgemini 
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The partnership between Capgemini and Pegasystems stretches back to 2005. We are both committed to 
building a strong, long-term strategic relationship. With this in mind Capgemini has established multiple 
Pega Centres of Excellence worldwide, with over 800 dedicated Pega professionals, using a global delivery 
model called Rightshore®. Together, we provide an end-to-end, customer centric approach that combines 
Capgemini’s deep domain knowledge, process improvement expertise, change management and IT skills 
with Pega’s specialised strategic applications built on a complete, fast and scalable platform – Pega 7. 
We help the world’s largest organisations, across a range industries, link core process improvements 
to business needs, not technological-driven requirements. We focus on an adoption path that involves 
small simple steps whenever possible, so your company can test and evaluate as you go, mitigate risk, 
manage stakeholder expectations and maximise time to value. For more information on how Capgemini 
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