£} Routledge

-1 Taylor &Francis Group

Services Marketing Quarterly

ISSN: (Print) (Online) Journal homepage: https://www.tandfonline.com/loi/wsmqg20

A Framework to Improve the Digital Customer
Experience in Complex Services

Omnia Kandil, Laurence Dessart, Willem Standaert & Maarten Bosma

To cite this article: Omnia Kandil, Laurence Dessart, Willem Standaert & Maarten Bosma (08
Jan 2024): A Framework to Improve the Digital Customer Experience in Complex Services,
Services Marketing Quarterly, DOI: 10.1080/15332969.2023.2294235

To link to this article: https://doi.org/10.1080/15332969.2023.2294235

% Published online: 08 Jan 2024.

N\
[:J/ Submit your article to this journal &

A
& View related articles '

oy

(&) view Crossmark data

CrossMark

Full Terms & Conditions of access and use can be found at
https://www.tandfonline.com/action/journalinformation?journalCode=wsmq20


https://www.tandfonline.com/action/journalInformation?journalCode=wsmq20
https://www.tandfonline.com/loi/wsmq20
https://www.tandfonline.com/action/showCitFormats?doi=10.1080/15332969.2023.2294235
https://doi.org/10.1080/15332969.2023.2294235
https://www.tandfonline.com/action/authorSubmission?journalCode=wsmq20&show=instructions
https://www.tandfonline.com/action/authorSubmission?journalCode=wsmq20&show=instructions
https://www.tandfonline.com/doi/mlt/10.1080/15332969.2023.2294235
https://www.tandfonline.com/doi/mlt/10.1080/15332969.2023.2294235
http://crossmark.crossref.org/dialog/?doi=10.1080/15332969.2023.2294235&domain=pdf&date_stamp=08 Jan 2024
http://crossmark.crossref.org/dialog/?doi=10.1080/15332969.2023.2294235&domain=pdf&date_stamp=08 Jan 2024

Routledge

Taylor & Francis Group

SERVICES MARKETING QUARTERLY
https://doi.org/10.1080/15332969.2023.2294235

39a31LN0Y

‘ W) Check for updates‘

A Framework to Improve the Digital Customer
Experience in Complex Services

Omnia Kandil® @), Laurence Dessart® (), Willem Standaert®? and
Maarten Bosma“

2HEC Liége - Management School, University of Liége, Liége, Belgium; PFaculty of Economics and
Business Administration, Ghent University, Ghent, Belgium; EasyCrop Consultancy, Bovensmilde,
Netherlands

ABSTRACT KEYWORDS
Complex services systems (CSS) involve multiple stakeholders Customer experience;
and processes. Therefore, digitalization in CSS is not straightfor- customer journey;
ward and is especially challenging in terms of delivering a complex services;

digitalization; B2B2C

h i X) al heir j . In thi
smooth customer experience (CX) along their journey. In this distribution model

paper, we investigate these challenges in the insurance context
by interviewing Belgian customers. Our analysis reveals three
complexity dimensions—offering, access, and relational - and
we propose a framework to enhance digital CX in each cus-
tomer journey phase. This study contributes context-specific CX
insights and offers guidance to researchers and practitioners
for improving digital CX in CSS. Moreover, we add to the
emerging literature on managing CX in the business-to-busi-
ness-to-consumer (B2B2C) distribution model.

GRAPHICAL ABSTRACT

Introduction

The 21st-century digital sphere has a profound impact on the customer
experience (CX) (Lemon & Verhoef, 2016; Verhoef et al., 2021). For the
purpose of interacting with service providers, digitalization has led to a
proliferation of the number of options (Bolton et al., 2022). In this regard,
instead of simplifying customers’ lives, services have become more complex.
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To understand the customer’s perspective of their experience, the concept
of Complex Service Systems (CSS) provides a central framework
(Epetimehin, 2011; Heinze & Matt, 2018). CSS encompass diverse areas,
such as public services (Schenk et al., 2021), insurance services (Heinze
& Matt, 2018), and healthcare services (Kannampallil et al., 2011).

Both the service industry perspective and service marketing theory play
crucial roles in the successful management and marketing of services, with
the former focusing on operational aspects and service delivery, and the
latter encompassing broader marketing strategies and techniques to effec-
tively promote and manage intangible service offerings, including the
management of CX (Gronroos, 2007). As digital technology assumes par-
amount importance for discovering, purchasing and consuming services
(Parise et al., 2016), organizations need to ensure that digitalizing CX
comes with desired outcomes (Douthwaite et al.,, 2001; Heidenreich &
Kraemer, 2016; Heidenreich & Spieth, 2013). CX can be broken down to
the sum of the customer’s journey with a service provider across the
purchasing cycle, embodying various touchpoints (Lemon & Verhoef, 2016).

Service scholars have invested significant effort in classifying variables
and constructs intertwined with CX (Arici et al., 2022; Becker & Jaakkola,
2020; Bueno et al.,, 2019; De Keyser et al., 2020). Furthermore, the realm
of CX research has predominantly concentrated on direct business-to-con-
sumer (B2C) distribution, with indirect channels (e.g., business-to-busi-
ness-to-consumer (B2B2C)) receiving comparatively less attention (Lemon
& Verhoef, 2016). A striking statistic from De Keyser et al. (2020) reveals
that 91% of studies exclusively focus on B2C. This literature imbalance
underscores the need for in-depth investigations into how CX dynamics
unfold in a business-to-business (B2B) context, or the hybrid landscape
of B2B2C, especially given the growing prominence of the B2B2C distri-
bution model in various contexts (Alliedmarketresearch, 2023; Gittell, 2002;
Mingione & Leoni, 2020).

Our review of the existing literature highlights a substantial gap in
understanding CX within highly complex settings. The context-specificity
inherent in CSS provides a unique opportunity to enhance our under-
standing of CX from the customer’s viewpoint (Stremersch et al., 2022).
In order to address these gaps, we formulate the research questions: (1)
What are the CX challenges entailed in the digitalization of CSS? (2) How
can these challenges become levers for digitalizing the customer journey?

In particular, we aim to develop a framework that identifies and effec-
tively addresses challenges arising from digitalization. An in-depth under-
standing of how customers navigate the complexities of CSS in the digital
age will enable adapted strategies and the design of service offerings that
align with evolving customer needs and preferences. This knowledge can
help service providers and managers create more customer-centric and
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value-driven experiences, ultimately leading to improved value co-creation
outcomes. To delve into these questions, we turn our empirical lens toward
the insurance sector, a quintessential case of CSS characterized by intricate
interdependencies and multiple decision-making levels (Briscoe et al,
2012). Moreover, the insurance domain is particularly susceptible to various
external influences, ranging from regulatory dynamics to competitive pres-
sures and technological advancements (Spohrer et al., 2007; Standaert &
Muylle, 2022).

Given the need for a comprehensive and in-depth understanding of
contextual factors impacting experiences from customers’ perspectives, we
adopt a qualitative research approach (Brinkmann & Kvale, 2018). We aim
for an in depth understanding of the intricate challenges, perceptions, and
experiences of customers in the complex B2B2C environment. Our dis-
tinctive contribution lies in identifying context-specific challenges rooted
in customer perspectives regarding the digitalization of CSS. We categorize
these challenges in alignment with different phases of the customer jour-
ney. Furthermore, we develop a framework tailored to guide researchers
and practitioners aiming to enhance digital CX within the realm of CSS.

Literature review

The customer service experience has received increased attention in recent
years due to the growth of service-based economies. With technological
advances, many industries, including healthcare, insurance, and banking,
are becoming more complex, leading to challenges in delivering a satis-
factory CX. As a result, there is growing interest in understanding the
factors that impact CX in CSS and how organizations can effectively
manage them to improve CX in CSS. In this section, we review the lit-
erature on CX and CSS and review customer journey issues and then
integrate all literature streams in a final section, in which we also identify
the main gaps.

Customer experience (CX)

CX is critical to service delivery: positive CX is essential for customer
retention (Hennig-Thurau & Klee, 1997), loyalty (Shaikh et al., 2023), and
advocacy (Smith & Wheeler, 2002), while negative CX can lead to customer
dissatisfaction, churn, and negative word-of-mouth (Becker & Jaakkola,
2020). CX consists of “non-deliberate, spontaneous responses and reactions
to offering-related stimuli embedded within a specific context” (Becker &
Jaakkola, 2020, p. 637).

Furthermore, scholars generally agree that CX is a multidimensional
concept that progressively and spontaneously influences how customers
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perceive their business interactions (De Keyser et al., 2020). In particular,
CX has been dimensionalized into touchpoints, context, and qualities
(TCQ) (De Keyser et al., 2020). Touchpoints are the various interaction
points between the customer and the brand or firm and can take different
forms, such as website visits, phone calls, or face-to-face meetings. Lemon
& Verhoef (2016) categorize touchpoints into four groups: brand-owned,
partner-owned, customer-owned, and social/external/independent.
Customers may encounter these touchpoints in each stage of their expe-
rience. Second, context refers to the situational factors that influence the
uniqueness of each CX and includes individual, social, market, and envi-
ronmental factors (De Keyser et al., 2020). Qualities encompass the attri-
butes that demonstrate the customers’ responses to interactions with the
service provider and can range from emotions and perceptions to satis-
faction level and trust. In summary, TCQ influence customers’ decisions
to pursue the journey and shape their overall relationship with a service
provider. Given the contextual specificity of CX, further research is needed
to understand its intricacies in the CSS domain fully.

Complex services systems (CSS)

CSS refers to the complex, interconnected networks of people, organiza-
tions, technologies, and processes that deliver services (Benedettini &
Neely, 2012). These systems can be highly interdependent and involve
multiple levels of decision-making and coordination (Briscoe et al., 2012).
They can also be influenced by various external factors, such as regulation,
competition, and technological advances (Spohrer et al., 2007). Benedettini
and Neely (2012) shed light on different sources of complexity, categorizing
them as general and individual complexities from a management perspec-
tive. While they define general complexity as the complexity inherent in
the service, individual complexity is attributed to specific business decisions.

Furthermore, according to Benedettini and Neely (2012), the nature of
service complexity is determined by its complicatedness and difficulty.
First, complicatedness refers to the multiplicity of service components and
their interrelatedness. In other words, the large number of stakeholders
involved and their interdependence in interactions. Second, difficulty refers
to the effort, time, or resources required to achieve the final goal. In
addition, difficulty reflects uncertainty, which is the inability to accurately
predict or rely on something. These two elements of complexity can be
summarized as follows: a complicated service involves many different
functions, whereas a difficult service involves more sophisticated functions
(Benedettini & Neely, 2012).

Perceived complexity is manifested in CSS by difficulties in understanding
the service or the need for professional help in the purchasing process (Eckardt
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& Rathke-Doppner, 2010; Holm et al., 2012; Mikolon et al., 2015; Regan &
Tennyson, 2000), challenging CX from the customer perspective but also from
the service provider’s. These customer perceptions of CSS are often linked to
previous interactions with the service provider (Mikolon et al., 2015).

Since part of the complexity of the service is due to the number of
stakeholders involved, a direct distribution model is not common (Dominique-
Ferreira, 2018). Instead, the B2B2C distribution model, which combines the
features of both business-to-business (B2B) and business-to-consumer (B2C)
models (He & Zhang, 2022), is often adopted in complex services. This
model allows intermediaries to provide a comprehensive service to customers
while enabling service providers to access a large customer base efficiently.
However, these business partners or intermediaries may have competing
interests with the business (Briscoe et al., 2012), and may even resist dig-
italization out of fear of being replaced by it (Accenture, 2022). Because
they are physically closer, intermediaries can have a stronger connection of
trust with customers (Eckardt & Réthke-Doppner, 2010; Regan & Tennyson,
2000). In addition, recent research has demonstrated their significant role
as service facilitators (Rydback, 2022). In this context, firms consider both
businesses (B2B) and consumers (B2C) as customers to be managed and
dealt with (Iankova et al., 2019). For example, in the insurance context,
service providers need to address not only the CX of their end customers,
but also the relationship quality with their partners and intermediaries
(Gittell, 2002). Therefore, the number of stakeholders involved is likely to
challenge CX, as it affects the context of interactions, the number and types
of touchpoints, and ultimately, the qualities of CX.

Increasingly, experiences are co-created, as customers interact with numer-
ous participants, such as staff, businesses, or other customers (e.g., Kim
et al., 2020). In the co-creation process, communication, accessibility, trans-
parency, and understanding of the risks/benefits are fundamental (Prahalad
& Ramaswamy, 2004). In this context, co-created value can be considered
the ultimate goal of improving our capacity to design and scale services for
societal purposes (e.g., efficiency, effectiveness, and sustainability) (Maglio
& Spohrer, 2008). As a service provider-customer interaction is an oppor-
tunity to engage customers to become co-creators of the value (Gronroos,
2008), these stakeholders should be in constant dialogue to identify a highly
adaptive system in a B2B2C setting (Mingione & Leoni, 2020). While most
current CX studies focus on B2B or B2C, the B2B2C multi-stakeholder
co-creation context is still under-researched (De Keyser et al., 2020).

Digitalization, expectations, and barriers across the customer journey

Customers engage with businesses through various touchpoints across
multiple channels and media platforms, which is referred to as their
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journey (Lemon & Verhoef, 2016). The CX construct does not encompass
a customer’s overall perception of the customer journey. Instead, it eval-
uates the experience of a specific customer interaction within the journey
(Gahler et al., 2023). A growing body of literature addresses how tech-
nology impacts the customer journey, both positively and negatively
(Herhausen et al., 2019; Parise et al., 2016; Zaki, 2019). The nature/
modality of touchpoints through which customers connect with businesses
can be human or digital (De Keyser et al., 2020), resulting in potentially
complex customer journeys (Lemon & Verhoef, 2016). Customers may
have different needs at different journey steps, indicating that firms can
use various digital technologies to support these needs (Hamilton &
Price, 2019).

For example, technology allows customers to communicate with firms
anytime (Verhoef et al., 2021). Therefore, the availability of digital channels
raises customer expectations (Schreuer, 2000), and their interactions with
big tech players lead them to always expect seamless digital experiences
regardless of service complexity, including in financial services (Standaert
& Muylle, 2022). However, sometimes technology creates challenges for
customers (Golf-Papez et al., 2022; Jo Bitner, 2001; Kennedy, 2006), result-
ing in a multifaceted perception of technology along the customer journey.
These changes require service providers to involve multiple business func-
tions and even collaborate with external partners to ensure the creation
and delivery of a satisfying CX (Verhoef et al., 2021).

The customer journey consists of myriad potential touchpoints between
the firm and the customer, and marketing scholarship largely agrees that
the customer journey can be operationalized into three phases: pre-pur-
chase, purchase, and post-purchase (Kranzbiihler et al., 2018; Lemon &
Verhoef, 2016; Vakulenko et al., 2019; Voorhees et al., 2017). According
to Lemon & Verhoef (2016), the pre-purchase phase encompasses the
entire period prior to purchasing a product. More specifically, it begins
when individuals become aware of their wants or needs, actively (re)search
potential offerings, and evaluate the available options (Hamilton & Price,
2019). The purchase phase is when a customer buys a particular offering.
This phase has historically taken place in a physical store, but is increas-
ingly digitalized as firms sell through e-commerce websites, online plat-
forms, and social media (Vakulenko et al., 2019). It is characterized by
making selections, placing orders, and completing payment transactions.
After the purchase is made and the individual is able or entitled to use
the product and/or service, the post-purchase phase begins and lasts until
the product or service is no longer used. This phase includes product use,
consumption, post-purchase engagement, and customer service-related
requests (Lemon & Verhoef, 2016). The intensity of use varies according
to the product or service purchased. For example, it can be unclear if,
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when, and how services are actively used when purchasing an insurance
product.

Firms need to achieve customer satisfaction through impeccable offerings
and customer-centric procedures (Standaert & Muylle, 2022). Kuehnl et al.
(2019) observe that in addition to improving the brand experience, a
consistent digital customer journey strongly impacts customer loyalty and
sentiment toward the brand. As technology is only understood in relation
to users and the context in which they operate (Morgan-Thomas et al,,
2020), adopting a customer perspective when using technology is crucial.
Indeed, increased customer centricity contributes to higher value for the
business and its customers (Loshin & Reifer, 2013), enabling an under-
standing of their needs and challenges.

Based on behavioral reasoning theory, Claudy et al. (2015) define two
categories of barriers that customers face with technological innovations.
First, there are functional barriers, where consumers evaluate the conse-
quences of adoption in terms of use, value, and risk. Second, psychological
barriers arise mainly when technology adoption conflicts with consumers’
prior beliefs. Claudy et al. (2015) further suggest that barriers to technol-
ogy adoption are context-specific. While studies have advanced our under-
standing of what motivates or hinders technology use in the customer
journey in its entirety, it remains unclear what supports or inhibits cus-
tomers when interacting through technology at each specific stage of the
customer journey (Kranzbiihler et al., 2018).

Indeed, although identifying the barriers associated with technology
adoption, past studies do not specify which barriers are associated with
each customer journey phase. When moving toward digitalizing a service,
this could be perceived as a barrier for CSS regarding where to start in
terms of identifying which journey phase is appropriate for digitalization,
and how. Therefore, our study aims to deepen our understanding of the
barriers associated with each customer journey phase to help service pro-
viders design consistent journeys free of challenges.

Digitalizing complex service systems

Our synthesis of the literature review and how it applies to our study is
presented in Figure 1. In summary, CSS requires a more cautious approach
to managing digital CX throughout the customer journey, particularly in
how customers perceive it (Dalla Pozza et al., 2017; Mikolon et al., 2015;
Regan & Tennyson, 2000). The market context within this framework
encompasses the B2B2C distribution model, which implies an indirect
approach to managing CX (Zolkiewski et al., 2017).

Indeed, unlike traditional B2C models, where businesses directly engage
with end customers, the B2B2C model involves intermediaries and partners
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Figure 1. Theoretical framework.

in the process (Mingione & Leoni, 2020). This indirect model adds a layer
of complexity, as CX is influenced not only by the primary business but
also by one or various intermediaries along the distribution chain
(Goplakrishnan & Ajitha, 2022). Coordinating these multiple entities and
aligning their strategies toward a seamless CX can be challenging. Moreover,
the digital landscape amplifies this complexity (Verhoef et al., 2021).
Successful digitalization requires a deep comprehension of customer needs
and challenges at every touchpoint throughout the customer journey
(Lemon & Verhoef, 2016). The B2B2C journey is not as straightforward
for customers as when they buy directly from a business (Mingione &
Leoni, 2020). Customers may come across various digital and non-digital
touchpoints throughout their journey; some are directly overseen by the
focal organization, while others are managed by intermediaries (Lemon &
Verhoef, 2016). This distribution of control, as well as the larger number
of stages and touchpoints, add to the complicated nature of CX manage-
ment. That’s why, ensuring consistent and satisfactory experiences across
these diverse touchpoints is a significant challenge.

Due to its complexity, successful digitalization necessitates a thorough
understanding of customer needs and challenges. CX is a dynamic process
that flows from pre-purchase activities, such as searching, to the actual
purchase and post-purchase interactions. This process is iterative and influ-
enced by past experiences and external factors. At each stage, customers
encounter (digital) touchpoints, some of which are within the firm’s control
and others in the control of partners (e.g., intermediaries), see Figure 1.
This study focuses on all these concepts to examine the challenges cus-
tomers face throughout their journey that impact their experience with
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CSS digitalization. Moreover, it aims to provide insights into how these
challenges can be interpreted as needs that service providers must meet.

Methodology
Study context

Given CX is context-specific, it is important to note that we conducted
this study in an insurance setting, which is a clear instance of a CSS.
Indeed, insurance is a highly complex environment for customers due to
the very nature of the products and services (Eckardt & Réthke-Déppner,
2010; Mikolon et al., 2015). For example, before making a purchase deci-
sion, customers need to consider several factors, such as the amount of
coverage, the insured activities, and other elements that may affect the
monthly liability insurance premiums (Mikolon et al., 2015). As a result,
insurance consumption patterns and engagement throughout the customer
journey may be highly influenced by perceived complexity, intangibility,
and risk. In short, the insurance industry is known to be inherently com-
plex (Benedettini & Neely, 2012).

Research has highlighted the importance of developing, adopting, and
leveraging digital technologies for the insurance industry (Bohnert et al,
2019; Eling & Lehmann, 2018; Riikkinen et al.,, 2018). However, this
industry needs to take a more cautious approach to managing technology
in the customer journey, particularly in how customers perceive and use
it (Dalla Pozza et al., 2017; Mikolon et al.,, 2015; Regan & Tennyson,
2000). Indeed, the insurance industry needs to provide a better CX across
all digital channels and optimize the customer journey (Eling & Lehmann,
2018). Designing a more successful customer journey and creating digital
solutions that meet customer needs and expectations requires understand-
ing the current challenges (Kranzbiihler et al., 2018). For the insurance
industry to remain competitive and successful, customer needs and chal-
lenges must be addressed (Lotz et al.,, 2018). In summary, insurance is a
relevant CSS example to address the gap in customers’ perspectives on
service digitalization.

Data collection

We conducted semi-structured interviews with insurance customers in
Belgium using a convenience sampling method to gain insights into their
challenges and needs in a digital context throughout the customer journey.
The questions were crafted to uncover challenges related to each journey
phase respectively to develop our data-driven framework. The interview
guide was structured in a way to address the whole experience following
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each subsequent stage of the journey, one by one (i.e., pre-purchase, pur-
chase, post-purchase), using questions such as “Can you tell me how you
actually proceeded to the purchase of your insurance?” or “Which (digital)
tools allow you to stay in touch with your insurer after the purchase?”
These prompts were designed to encourage interviewees to share their
experiences, challenges, and perceptions related to each distinct phase
(Rubin & Rubin, 2011). This approach allowed us to gather insights closely
tied to the different stages of the journey and facilitated a comprehensive
analysis of the complexities and difficulties customers face at each stage.
Another topic covered related to the relationships with their insurer and
intermediary. We tried to capture personal opinions and minimize confir-
mation bias; we did not provide definitions, avoided sharing our viewpoints,
and phrased the questions openly and non-leadingly (Gioia et al., 2012).

The inclusion criteria were having at least one insurance plan and using
at least one digital device (i.e., smartphone, tablet, PC, or laptop). After
conducting 22 interviews, data analysis indicated saturation was reached
(Hamilton & Price, 2019). The interviews were conducted in various modes
(face-to-face, video conference, telephone), depending on the participants’
preferences. Twelve female and ten male participants took part, with an
average age of 41years (for more details on the characteristics of partic-
ipants, see Table Al in the appendix).

Data analysis

We manually transcribed all interviews and then employed the Gioia
analysis methodology (Gioia et al., 2012). We chose this type of analysis
to preserve and capture the informant-related terms and codes in the
first-order analysis. We then conducted a second-order analysis using the
research concepts, themes, and dimensions. This allowed us to demonstrate
the connections between the data and the induction of new concepts.
Next, the thematic analysis allowed for identifying the emerging themes
and their relationships. Some thematic categories were kept, others dropped,
and others split or grouped and concerted to address our research ques-
tions better (Grodal et al., 2021). When the authors interpreted some
statements and terminology differently, we further studied the source
material. We resolved opposing views through discussions to reach a
consensus on coding certain terms or phrases.

We used the Gioia approach to construct a representation of the first-
and second-order data analyses, provide evidence for our claims, and
illustrate a systematic way of obtaining and analyzing the data. Organizing
the data into two order categories not only facilitates their presentation
in a more structured form, but also strengthens the qualitative integrity
of the research (Gioia et al., 2012). This approach allowed for identifying
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the data connections and the key challenges for digitalizing insurance
services across the customer journey.

The first-order concepts involved 17 distinct codes (see Figure 2). We
then constructed seven categories to create the second-order themes by
grouping the most recurring and broadly related challenges reported. Next,
we aggregated the second-order themes related to these challenges to form
the higher-order challenges in a comprehensive model (Gioia et al., 2012).
This inductive model represents the data structure’s central concepts,
themes, and dimensions and exemplifies the relational dynamics between
these concepts as simple as possible to achieve qualitative rigor (Gioia
et al., 2012).

Results
Identifying the challenges

To address our first research question, this section analyzes respondents’
CSS challenges and how they relate to service digitalization (see Figure
2). The findings indicate that customers face several complexity challenges
when dealing with CSS throughout different customer journey phases.

In the pre-purchase phase, customers encounter offer complexity, which
includes the insurance paradox, choice overload, and excessive use of
jargon in insurance policies. The lack of clarity about coverage and options,
along with the overwhelming choices, makes it difficult for customers to
make informed decisions. In the purchase phase, access complexity becomes
prominent, characterized by opacity and a lack of findability of essential
information, such as contract details and pricing breakdowns. This lack
of access to key information hinders customers from understanding what
they are paying for.

Finally, in the post-purchase phase, relational complexity emerges, with
challenges in communication ambiguity and a lack of trust in the infor-
mation the insurance provider provides. These challenges collectively
impact the customer experience and can affect the insurance company’s
reputation. Understanding these complexity issues can help organizations
improve their digitalization strategies and customer communication services
to enhance overall customer satisfaction.

Offer complexity

The complexity of the offering is one of the respondents’ most salient
challenges when dealing with CSS and constitutes the first aggregate dimen-
sion (see Figure 2). It comprises various second-order themes in the
specific insurance context, including insurance paradox, choice overload,
and excessive use of jargon.
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Figure 2. Inductive model.

Insurance paradox: Insurance products are not actively used on a daily
basis, so they do not play a prominent role in people’s lives. The paradox
can even be taken further to the extent that insurance is a service that
consumers do not want to (but have to) purchase and use, similar to
healthcare. As respondent 17 stated, “Its like throwing money down the
drain; youw’ll never see it back.” In essence, respondents emphasized that
they were not sure when they would need to use the product, defined as
“product use uncertainty, and that they were unclear about what their
policy covered. In addition, there is a long time lag between purchasing
and using the service, which increases the complexity of the offering in
the pre-purchase phase, as it is often unknown when an event will occur
that will require this complex service. The latter is coded “product involve-
ment ambivalence”, which is quite common in the insurance sector. During
their journey, customers go through phases of high and low involvement
with their products: insurance can seem extremely important at the time
of purchase, and highly superfluous over time if customers do not use it.
This complexity affects CX.

Choice overload
Another perceived challenge contributing to the complexity of the offering
is choice overload resulting from the wide variety of service types and
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providers. This choice overload is a significant aspect of pre-purchase
complexity, where “product variety” and “lack of customization” are the
first-order concepts. The breadth of product offerings and the range of
possible features make it a challenge to have a positive experience and
understand everything related to the service they are about to purchase.
Respondent 3 explained, “I think that a person could be happier with
insurance if it could fit more with who that person is. Adapting to the
personal situation”, and Respondent 4, “So many different insurance com-
panies, with so many different rates” As a result, potential customers may
feel overwhelmed and undecided about which product fits better with
their needs (coded “product variety”). In addition, the lack of customiza-
tion means the general terms and conditions may or may not meet their
specific needs.

Excessive use of jargon

Professionals use jargon, including technical or industry-specific terms
(Nash, 1994). Some respondents reported that companies intentionally
use technical terms, and many others said it was part of the complex
pre-purchase experience. For example, one respondent stated, “written
formally, containing information that is not personalized, or information
perceived as irrelevant and lengthy” This respondent noted that product
information is often jargon-laden with “language specificity” to the point
that they cannot understand the offering but still need to decide. This
challenge is most pronounced in the pre-purchase phase, when a cus-
tomer may not have chosen a specific intermediary yet. Moreover, the
language is not used daily and contains formal and legal terms that make
it incomprehensible from the customer’s point of view. In this respect,
customers have become “expert dependent” in the B2B2C distribu-
tion model.

Access complexity

Access complexity is our second aggregate dimension and is a significant
CX challenge. Adequate information must be available through the digital
touchpoint in order to better understand the insurance product and the
clauses of policies. For various reasons, access to relevant information is
perceived as difficult, especially if an intermediary plays a key role in the
distribution model. When purchasing insurance, customers want to be
reassured that no information is overlooked and to be fully aware of how
to access their policies online when needed. Respondents also emphasized
their lack of knowledge about possible ways to buy insurance online. The
two second-order themes in this dimension are lack of findability and
opacity.
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Lack of findability

Some aspects of this dimension are related to the intrinsic complexity of
the service in general, but others are exaggerated due to digitalization.
Respondents mentioned that it is unclear how they can access the policies
online and keep track of the price breakdown during the purchase. They
also expressed how difficult it is to be fully aware of their contracts terms
and conditions (T&Cs). The first-order concepts of contract, T&C, and
pricing inaccessibility are combined to form the second-order theme of
lack of information findability. The critical information that customers
expect to be easily accessible is reported to be unclear when purchasing
their insurance. Respondent 18 stated, “The need for access to information,
in my case, translates into digital presence and having the information
quickly accessible on the device that I'm using.” The findability challenge
leads to a lack of customer knowledge about coverage, personal liability,
and reimbursement, which together make for a rather unpleasant experi-
ence. In addition, having access to personal data is a need expressed by
many respondents who want to know where to find a specific piece of
(personal) information during the purchase phase.

Opacity

Opacity has repeatedly emerged as a factor impacting CX. The summative
dimensions of opacity are lack of comparability and unclear coverage
overview. While before digitalization, the comparability task was expected
to be performed by intermediaries, with digitalization, customers often
expect online comparison tools. As a result, the data show that the goals
of customers and complex service providers are not always aligned.
Customers want clarity on how the price is built, what is included in their
coverage, and how the price of a product changes when elements are
removed or added; they can make their own decisions. The company’s
goal, however, is to collect customer data and capitalize on how this can
be converted into sales leads. For example, Respondent 5 stated, “Bringing
you the data in a very simple way. And always accessible. As a client, 1
want to know at any moment what my insurance is, whats included, how
much I can be reimbursed in case of incidents.”

Due to the opacity of the inputs, respondents also reported a real struggle
with knowing what they were paying for or how the prices were constructed.
The opacity challenge is often perceived as intentional but is also context-de-
pendent. In addition, intangible services make the ability to compare or know
what to include even more complex than tangible products. For example, car
insurance is intangible, but customers can understand what is covered and
its economic value. Family insurance, on the other hand, can cover a variety
of options, ranging from pets to health-related matters. This makes it difficult
to compare policies and to anticipate one’s needs.
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Relational complexity

The third aggregate dimension identified in the data is the relational
complexity between service providers and customers, especially in the
post-purchase phase. Except for claims, where the most convenient
interaction is required and expected, digital contact is often unnecessary
after the insurance purchase. However, this perception varied widely
among respondents. For an optimal experience, younger respondents,
in particular, expect a multitude of (digital) touch points or the omni-
presence of the provider. However, this is not always present and clear,
and the B2B2C distribution model adds to this relational complexity.
Respondents emphasized that they trust, communicate, and rely more
on intermediaries than on complex service provider. Their uncertainty
about using the service provider’s digital touchpoint or the intermediary
reflects this communication ambiguity and lack of trust, which adds to
the relational complexity between complex service providers and their
customers.

Communication ambiguity

Digitalization can provide new touchpoints, giving customers a sense of
autonomy in interacting with the complex service provider. When this is
not the case, communication ambiguity can arise, consisting of commu-
nication inefficiency, unclear channel options, a single point of contact, and
a lack of dialogue. Some respondents prefer to have a single point of
contact, “one touchpoint, one customer support, its all there.” Others prefer
multiple contact options and choose according to their situational needs.
Respondent 15 mentioned, “I want my online experience to be as efficient
as possible. If I have a question, that it is addressed as quickly as possible”.
Again, depending on the context, customers expect to be able to interact
directly with the complex service provider (via the website, a personal
conversation, or chat) or indirectly with the intermediary (via email, a
mobile application, or an online portal).

Age is an important differentiator regarding the expected and required
number of digital touchpoints. Most younger respondents (under 40) opt
for an omnichannel digitalized interaction, while older respondents do
not actively seek more than one defined and trusted touchpoint. Notably,
social media is not considered valuable to the customer experience, not
even among the younger age groups. In the claim phase, digital tools are
not seen as a go-to resource, as customers want to be helped as quickly
as possible and still prefer to interact with someone they trust, such as
by phone or face-to-face. Responses varied depending on the situation;
for example, if claiming travel insurance for a delayed flight, respondents
prefer to use digital tools, such as filling out an online application, but if



16 O. KANDILET AL.

their car breaks down on the highway, they prefer immediate assistance,
making phone calls more convenient than digital touchpoints. In general,
the need for human interaction is likely to prevail in highly emotional
and stressful situations.

Lack of trust

Customers expect consistent and trustworthy information. This expectation
is often not met in personal communications, especially when there is no
single point of contact with the complex service provider. As Respondent
12 stated, “The explanation can differ from person to person or office to
office” Other respondents expressed similar concerns about online customer
service chat options. In addition, trust in the intermediary and lack of
service encounters in this non-direct distribution setting contribute to the
issue. Clearly, receiving significantly different information from frontline
employees or technology touchpoints leads to inconsistency and an unreliable
and unsatisfactory experience with the complex service provider. As a result,
perceived unreliability and inconsistent information lead to a lack of trust.
This issue directly impacts the insurer’s reputation through word-of-mouth
and reviews. The data show that some contextual factors influence a service
provider’s reputation, including digital, such as electronic word-of-mouth
and reviews on non-brand owned websites, but also non-digital, such as
advice from parents, family, friends, or prior personal experience.

Proposed levers

To address our second research question, we build on these key challenges
and propose a framework that follows the customer journey, sequentially the
pre-purchase, purchase, and post-purchase phases (Lemon & Verhoef, 2016).

Figure 3 shows that this sequencing is possible because the data clearly
show that some challenges were more pertinent in certain journey phases,
as explained above. We built the foundation for an actionable framework
by translating customer-elicited challenges into related needs throughout the
customer journey, ranging from fundamental levers to recommended ones.

Needs related to the pre-purchase phase: Simplicity

The pre-purchase phase was the most discussed phase among respondents
and is often challenging as customers explore the brand’s offering and
decide whether or not to purchase (Vakulenko et al., 2019). The data show
that customers perceive insurance as complex in this phase, as per our
tirst aggregate dimension, and this affects their overall experience, partic-
ularly in terms of technology adoption (see bottom layer of Figure 3).
Consistent with Benedettini and Neely (2012), we found that uncertainty,
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Figure 3. Improving the digital customer journey.

which is the inability to predict or rely on something accurately, also
affects complexity (Benedettini & Neely, 2012). The need for simplicity is
related to the difficulty dimension of complexity, which refers to investing
time and effort to achieve the desired outcomes (Benedettini & Neely,
2012). When considering the “simplicity” lever, we examine how it con-
tributes to alleviating the intricate nature of CSS. In the digital age, this
lever is not merely about reducing complexity but involves user-friendly
interfaces, minimizing cognitive load, and creating intuitive navigation
paths. By simplifying interactions, users can navigate the intricate struc-
tures of modern CSSs more effectively, enhancing their overall experience.

From a socio-technical perspective, technology should support user
needs and enable them to accomplish specific tasks through relevant and
efficient features (Morgan-Thomas et al., 2020). Technology and actors
should work hand in hand to reduce the complexity of the offering, espe-
cially, with the simplified information, where customers have unparalleled
access to information before making purchase decisions online. This
demands seamless and intuitive digital experiences. Insurance providers
need to adapt by offering user-friendly digital interfaces that simplify the
process of understanding and purchasing insurance products. For example,
user experience design and clear communication can mitigate customers’
apprehensions and encourage them to choose a service provider over
another. CSS can effectively address complexity, uncertainty, and the need
for simplicity through customer-centric digital transformation, build strong
customer relationships, drive engagement, and facilitate well-informed
decision-making in an increasingly competitive digital landscape (Standaert
& Muylle, 2022).
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Needs related to the purchase phase: Accessibility

In the purchase—or decision—phase, customers need to be assured that no
information is overlooked before investing in a service (Lemon & Verhoef,
2016). The rationale behind the “accessibility” lever lies in its ability to
address access complexity. Accessibility is a specific dimension of transpar-
ency (Dethier et al., In press; Liu et al., 2015), which focuses on ensuring
that users can seamlessly engage with CSSs, irrespective of their individual
abilities or constraints. The digital age has transformed the purchase phase
into a dynamic, technology-driven process. Online platforms have facilitated
a shift in customer behavior, where customers can quickly explore and
evaluate options. In general, access to information, especially price, is a key
concern in the purchase phase. Price is also known to be a differentiator
in this phase (Voorhees et al., 2017), but according to our respondents,
access to other information is also critical. Most participants cited the com-
plexity of accessing information related to their contract, and the overall
opacity of coverage details. This accessibility challenge makes it imperative
for businesses considering digitalizing their services, especially in the insur-
ance sector, to provide easily accessible, findable and understandable infor-
mation about coverage, terms, and conditions. In the insurance context, like
in many other services, accessibility also comes through the easy comparison
of plans and features (Marano, 2016). Failure to meet these expectations
can lead to customer frustration and lost opportunities. Therefore, most
respondents mentioned that access affects their experience, a key element
in the purchasing phase (see middle layer of Figure 3).

Needs related to the post-purchase phase: Relationship

Central to the success of CSSs in the digital age is their ability to build
meaningful customer relationships. The “relationship” lever extends beyond
transactional interactions and delves into personalized engagements facil-
itated by digital tools. By leveraging data-driven insights, CSSs can offer
tailored experiences, anticipate user needs, and establish a bond that
transcends the transactional, resulting in heightened customer loyalty and
sustainable relationships. Digitalization has significantly reshaped the
dynamics of customer-business relationships, particularly in the post-pur-
chase phase. With the proliferation of digital technologies, CSSs have
evolved into complex ecosystems that extend beyond traditional boundaries.
The proposed levers, originally designed to manage complexity, have taken
on new dimensions in the digital age. For instance, the “relationship” lever
not only fosters customer loyalty but also leverages digital tools to establish
personalized interactions, further enhancing the CX. A critical aspect of
the post-purchase phase is guidance and assistance when using a service.
However, the impact of digitalization on this phase goes far beyond mere
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assistance—it has redefined how businesses interact with their customers
and cultivate relationships. Indeed, a key complexity for customers in this
phase is building rapport with their service provider, which is shown in
our third aggregate dimension (see the top layer of Figure 3).

The intricacies of digital interactions magnify the complexity of building and
maintaining this rapport. Technology serves as both an enabler and a potential
barrier in this realm. Digitalization brings about a multitude of interaction
channels, ranging from emails and chatbots to social media platforms. The
diverse nature of these channels adds complexity to the customer-service pro-
vider relationship. For instance, how a customer interacts via email might differ
greatly from their interactions on a social media platform. This behavioral
diversity necessitates a keen understanding of the nuances associated with each
channel, requiring businesses to tailor their communication strategies accordingly
to foster desired relationship outcomes as positive CX.

However, this relational complexity is affected by the nature and occa-
sion of the interaction. For example, experiences with claims or complaints
can ultimately lead to better CX, added value, and increased customer
satisfaction (Colgate & Norris, 2001). Managing CX is critical for firms
to create value (Grundstrom & Karampela, 2018), and being actively pres-
ent during the post-purchase phase and building a relationship with cus-
tomers provides opportunities to improve CX. Digitalization has also
introduced the concept of real-time engagement. Customers now expect
prompt responses and personalized interactions. Such expectations place
a premium on the responsiveness of businesses during the post-purchase
phase. The speed at which businesses address queries, concerns, and even
positive feedback contributes significantly to the perceived quality of CX.
Data-driven personalization has also emerged as a key factor in fostering
positive CX. To make the most of digitalization, businesses need to both
adjust to these changes and actively use the opportunities they offer to
build strong and long-lasting connections with their customers.

Discussion and conclusion

As service systems become increasingly complex, it is critical that providers
continue to invest in improving the quality of their services by prioritizing
CX. CX is a priority because service providers today sell an experience, not
just the service they provide. By doing so, they can not only improve customer
satisfaction and loyalty but also gain a competitive advantage in the market-
place. Against this background, we set out to address two research questions:

1. What are the CX challenges entailed in the digitalization of CSS?
2. How can these challenges become levers for digitalizing the customer
journey?
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Our findings revealed three CSS-specific dimensions of complexity that
customers face in the context of digitalizing the customer journey: offering,
access, and relational. In addition, we propose a three-dimensional frame-
work to help CSS providers improve their digital CX: simplicity, accessi-
bility and relationship.

Theoretical implications

As to our first research question, this work contributes to understanding
the challenges customers face in digitalized customer journeys of CSS,
and how they affect their experience. By taking a perspective that breaks
down challenges at each journey stage, we offer a more precise and action-
able view of ways to alleviate barriers to digitalization. First, we show that
customers’ perceptions of complexity before purchasing affect their adop-
tion of technology and the whole journey. Prioritizing digitalization efforts
in the pre-purchase phase can thus have a significant impact on the overall
customer journey, especially in digital settings where simplicity is imper-
ative (Verhoef et al., 2021) and needs to be perceived immediately; spe-
cifically in CSS where simplicity is a differentiator. We also find that
product type influences digital CX and the willingness to use digital tools
from the journey’s onset. In summary, using a socio-technical perspective
(Morgan-Thomas et al., 2020), factors such as the digital setting, age,
gender, and product type can be considered when designing digital expe-
riences (Belanche et al., 2023). The general complexity (inherent in the
service) and individual complexity (resulting from specific business deci-
sions) are first to be addressed while digitalizing CSS.

Regarding the second research question, our findings nicely align with
prior research that identified usage challenges related to uncertainty, func-
tional challenges, and context-specific challenges related to the relationship
(Claudy et al., 2015; Herzenstein et al., 2007). In addition, in line with
Prahalad and Ramaswamy (2004), we recognize the role of communication,
accessibility, and transparency as levers to co-create value, structure them
regarding the customer journey and frame them per CSS specificities. In
particular, our findings highlight the role of access to information at the
purchase stage, thus a form of business transparency in improving the
purchase experience phase (Liu et al., 2015). In general, transparency
involves the clarity, completeness, and accessibility of information, enhanc-
ing customer trust (Dethier et al., In press; Dexe et al., 2021; Schnackenberg
& Tomlinson, 2016), which is key when consumers need to decide. This
creates opportunities for digital tools to support value co-creation by acting
as a translation function (Tuunanen et al., 2023), making products more
understandable without a human advisor and allowing leads to take action
and convert them as clients. Our understanding aligns with the notion
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that perceived complexity in CSS stems from challenges in comprehending
services or the need for expert guidance in purchasing because information
is hard to access, compare and understand. This complexity resonates with
customers’ perceptions, affecting their interactions with the service provider
(Benedettini & Neely, 2012).

Concerning the last stage of the journey, we provided evidence that
building rapport with customers is a key aspect of the post-purchase phase,
especially in the insurance industry, where there may be a time lag between
purchase and use (Kunreuther & Pauly, 2018). The nature and occasion
of the interaction influence relational complexity. Actively managing CX
through digital tools during this phase increases satisfaction, creates value,
and improves the overall experience. Trust is also critical in customer
service, and digital tools can foster trust by providing seamless and reliable
interactions. Today’s omnichannel marketing communications provide
numerous touchpoints to communicate with customers (Huré et al., 2017),
and CX sentiment varies across service channels (Lappeman et al., 2022).
We further stress the imperative to strengthen ties with business partners
in a B2B2C context (Dominique-Ferreira, 2018), as they play a key role
in the customer journey. Collaborating with business partners when dig-
italizing services is essential, as neglecting them may hinder the adoption
and implementation of digital tools.

To summarize, our study offers a more detailed and operationalizable
treatment of the challenges customers face at each stage of the customer
journey, when it comes to digitalization. Our focus on CSS, which presents
particularly arduous conditions for the smooth implementation of tech-
nology, allows proposing insights that may apply to a wide array of service
companies, in particular those utilizing B2B2C models.

Managerial recommendations

We discuss the recommendations for service providers to leverage digital
solutions effectively and improve CX in CSS according to the customer
journey. In the pre-purchase phase, optimizing the digital experience and
increasing customer satisfaction depends on the product offering, as using
digital tools in this phase strongly influences their use in subsequent
stages. Complex insurance products pose a challenge in a digital setting,
where simplicity and understandability are crucial (Accenture, 2022). For
example, digital tools are more likely to be used when purchasing addi-
tional insurance for an airline ticket or parcel, where the coverage overview
and timeframe are clear, than when purchasing home insurance.

In the purchase phase, using digital technology to provide transparent
and accessible pricing and coverage information helps customers make
informed choices and customize their insurance packages. For example,
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offering user-friendly online comparison sites, simplifying policy terms,
or engaging intermediaries with technology can improve CX. Incorporating
these features into customer-centric self-service portals while maintaining
transparency allows intermediaries and service providers to focus on their
core business: leveraging the B2B2C relationship. Customers are more
willing to accept a digitalized purchase phase compared to the pre-purchase
phase, with the COVID-19 pandemic accelerating this process (Amankwah-
Amoah et al., 2021).

In the post-purchase phase, using digital tools in collaboration with
intermediaries is an opportunity for service providers, particularly in set-
tings with B2B2C distribution models. Intermediaries are increasingly open
to digital innovation, and involving them in testing and decision-making
can foster better customer relationships (Gittell, 2002). Communicating
the firm’s digital strategy and involving customers in certain aspects can
contribute to setting and meeting expectations. Segmenting communication
strategies based on demographics further enhances the post-purchase rela-
tionship phase. For example, simplified loyalty programs and digitalization
enable intermediaries and service providers to foster better relationships
and improve customer satisfaction (Brophy, 2013).

Limitations and future research

In this article, we formulated a framework to improve CX in CSS rooted
in existing research and examined these principles through empirical data.
This study is exploratory in nature and does not aim to make statistical
inferences regarding the broader state of CX. Consequently, this research
has certain constraints stemming from the methodology used and the
sampling strategy.

Firstly, a limitation revolves around the representativeness of our sam-
ple. We employed convenience sampling, a commonly employed technique
in qualitative research, to select participants based on specific criteria
and availability, rather than opting for random sampling methods. While
this approach facilitated an in-depth exploration of targeted experiences,
it may constrain how our findings can be generalized to a broader pop-
ulation. Also, our qualitative data were exclusively collected from respon-
dents with higher education qualifications. This aspect may constrain
the generalizability of our findings, as individuals with bachelor’s or
master’s degrees often possess advanced financial literacy, analytical skills,
access to resources, career needs, income levels, and cognitive biases that
can influence their decision-making. Hence, it would be of interest to
conduct research with respondents that have lower education
qualification.
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Moreover, our approach’s qualitative and context-specific nature may
restrict the capacity to make inferences about the entirety of the CX in
the CSS research discipline. Our approach was well-suited to obtain
profound insights of human behavior, motivations, and perceptions.
However, future research could examine CX in CSS across various indus-
tries, either qualitatively or quantitatively. Additionally, it is crucial to
acknowledge that our study focused on the Belgian insurance context,
characterized by a predominantly indirect distribution model. This char-
acteristic may confine the applicability of our findings to (insurance)
settings in other countries, notably those with a predominantly direct
distribution model.

Therefore, future research could extend our findings by conducting
large-scale quantitative studies to validate the relevance of our framework
in diverse settings, both similar and dissimilar to the Belgian insurance
landscape. Additionally, complementing our findings with the input of
various stakeholders, such as intermediaries, regulators, and InsurTech
players (Standaert & Muylle, 2022), can enrich the study of B2B2C
experiences.

Furthermore, our study was inclusive in terms of insurance products,
technologies, and customer types. Hence, future research could delve
deeper by concentrating on a specific insurance product (e.g., home
insurance), a specific technology (e.g., chatbots), or a particular cus-
tomer segment (e.g., Gen Z). This approach would allow for a more
detailed application of our framework, for instance to products that
differ in their inherent complexity and customer segments (Jarvinen
et al.,, 2003). Such research would offer an in-depth understanding of
customer needs, risk assessment, and tailored innovative strategies,
ultimately contributing to both improved business performance and
satisfied customers.

Finally, future researchers could explore best practices for each phase
within our framework. One area that we think is especially promising
is to examine the impact of relationship quality between service pro-
viders and intermediaries on the end customer experience. Indeed, a
positive relationship quality between service providers and intermediaries
can streamline communication, enhance information sharing, and
improve the overall efficiency of the purchasing process, thus directly
impacting CX. The significance of relationship quality cannot be over-
stated in CSS. It offers actionable insights to strengthen relationships
with intermediaries and enhance customers’ understanding of service
offerings (Gittell, 2002).

We hope these avenues for future research can inspire researchers to
build on our findings.
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Appendix

Table A1. Respondents characteristics.

Digital devices used Number of
insurance
ID Age Gender Education Smartphone Tablet PC Laptop products
1 25 M MSc v v v 2
2 30 F MSc Vv v 2
3 30 F MSc v v v 3
4 25 F MA v v 5
5 37 M Msc v v v v 4
6 30 F MSc Vv Vv 5
7 63 F BSc V v v 4
8 2 F MSc Vv v Vv 2
9 63 F BSc v v v 4
10 50 M MSc Vv v ) Vv 13
1 55 F BSc v v v v 8
12 2 M MSc v ) Vv 5
13 66 F BSc Vv v v 4
14 71 M MSc v ) ) Vv 5
15 3 M BSc V v 5
16 37 F MSc v Vv 2
17 33 M MSc Vv vV 3
18 31 M MSc v Vv 4
19 27 M MSc Vv vV 3
20 67 M MSc v v v Vv 9
21 33 F MSc Vv vV 5
22 27 F MSc v Vv 4
Table A2. Example quotes.
1st order concept Example quotes
Product use Respondent 17: it is costly to cover a risk and if the insurance does not cover the
uncertainty particular issue you have... Well then you have paid conscientiously all those years
and it's like throwing money down the drain, you will never see it back.
Product Respondent 18: While | wouldn't attribute the highest focus to them | would say that
involvement they are very important a bit behind the scenes. And it is that you are not
ambivalence confronted with them on a daily or weekly basis, hence they are less top of mind,

because you know you need them only to back you up.

Product variety Respondent 4: So many different insurance companies, with so many different rates,
trying to trigger you like ‘oh yeah we do three percent on’ or ‘we do two point nine
but you have an extra...

Lack of product/  Respondent 3: When you go on the insurance website for the insurance of a car, for

service example. You have something that calculates, you have very general questions and

customization that’s it. And they need that of course, but | think that a person could be happier
with an insurance if it could fit more to who that person is. Adapting to the personal
situation.

Language Respondent 11: It is not accessible language, certainly not. Some sentences | have to

specificity read a couple of times. Even when you are used to it. Insurance is harder to compare
because you need to have the terms and conditions and they don't put those
online.

(Continued)
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Table A2. (Continued).

1st order concept

Example quotes

Expert
dependence

Pricing
Inaccessibility

Lack of
Comparability

Unclear coverage
overview

Communication
inefficiency

Unclear channel
options

Single point of
contact

Lack of
conversation

Unreliability

Inconsistency

Respondent 6: | thought that the broker explaining all the documentation to me was
really useful. Because it helps you to really understand, which you just cannot do by
yourself. Just by you going on the website or reading the documentation by
yourself [...] Because you know nothing about insurance.

Respondent 5: | still need to ask my question physically to someone. To get more
information because | can't find everything online.

Respondent 18: The need of access to information in my case translates into digital
presence and having the information quickly accessible on the device that | am
using.

Respondent 16: | saw that for the car insurances once, but it was mostly brokers’
websites and | wanted to compare the insurance prime. But the tricky thing was
that there was no online estimation that didn’t ask for a sales representative to
call me. And the only thing | wanted to know was the amount of insurance.

Respondent 5: Bringing to you the data in a very simple way. And always accessible. |
mean, as a user, as a consumer, as a customer, | want to know at any moment what
my insurance is, what's included, how much can | get reimbursed in case of these
incidents.

Respondent 15: | want my online experience to be as efficient as possible. If | have a
question, that this is addressed as quickly as possible. If it is about a change in
situation.. or if it is about.. well | think it's all about efficiency.

Respondent 15: If my product changes | believe | am better off by calling someone...
then looking for the changes myself online. Efficiency and options to be able to
contact the company are important to me.

Respondent 5: Having it spread across different insurance companies, it is really a pain
[...] So let's say one touchpoint, one customer support, it'’s all there. Definitely if
you have to manage, if you have to think about all the insurance. Imagine that if you
have an accident, you are like okay... like you have something with your car and
then you have to remember with which company you have it again.

Respondent 15: If my product changes | belief | am better off by calling someone...
then to look for the changes myself online. Efficiency and options to be able to
contact the company are important to me.

Respondent 20: | think it is good to have contact and to not forget them and keep us
informed and create some kind of involvement.

Respondent 12: You can find reviews obviously, customer reviews. You can go to a
website called Test-Achats, you know. There is this website where people write
comments and recommendations. [...] But also friends, family, and colleagues can
play an important role in this.

Respondent 1: | haven't been in a situation where | really need to have insurance [...]
But | do hope that when the situation arises they do deliver what they promise.

Respondent 17: My broker | trust completely but with the bicycle insurance and
especially with the insurance of my laptop | don't. It was a smooth salesman that
wanted to make an additional sale. And at that moment he succeeded, but | have no
faith in that.

Respondent 12: There are so many options and it also depends on whom you are
speaking to because the explanation can differ from person to person, or office to
office, and be inconsistent with what they communicate elsewhere.
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