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The State of Affairs: What are we seeing in the market?

Consumerism

Gaps in desired 
service and 
demand for 

services, 
education, & 

advice

Changing 
Distribution 

Aging & 
shrinking 

broker/agent
population

Use of 
Technology and 

Data

Technology & big 
data providing 

new opportunities

Health/Wealth 
Convergence

Integrating the 
client priorities 
across health & 

wealth

Drugs & 
Mental 
Health

Increasing RX 
and mental 

health Claims



Consumerism: Minding the gap

Products tailored to 
customer needs

45%

Clearly articulated 
policy language

42%

Accessibility

48%

42 to 47 days
average 

underwriting 



Technology & Data: The new frontier

Transforming 
Infrastructure

• Rising Expectations
• Increased Cross/Up Sell
• Better Insights
• Streamlined Processes
• Customer Acquisition

~70% 

Digital Transformation

Source: Forrester
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Robotics & RPA Top Canadian Risks
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Changing Distribution: Toward an online experience

Individual life insurance 
ownership in the US

Never been approached 
by an agent

Purchased/Attempted 
to Purchase Online

2011 2014 2017



Health & Wealth: A shift in our priorities



Health & Wealth: A shift in our priorities

Specialty drugs are estimated to account 
for 40% of claims cost by 2022, 

despite accounting for 2% of claims

1/3 of short and long-term disability claims 

are related to mental health problems.

70% of disability costs in the workplace are 

attributed to mental illness

22%
2012

30%
2016

40%
2022



A new toolkit: Behavioural Economics

Direct to consumer

Communications & 
Marketing 

Change Management

Return to Work 
Outcomes

Behavioural Segmentation User / Customer Experience









The Behavioural 
Economics Toolkit



The Behavioural 
Economics Toolkit



The Behavioural 
Economics Toolkit



It all starts with the brain.



It is the epicenter of what we value, 
why we behave the way we do, and 

how we make decisions.



The human brain operates with a 
very limited processing capacity







As a result, we rely on mental shortcuts to 
help us navigate everyday life



Applied Behavioural Economics is the application 
of how mental shortcuts lead to biased and 

predictable patterns in decision making, 
attribution of value, judgement, and behaviour. 



Applied Behavioural Economics is the application 
of how mental shortcuts lead to biased and 

predictable patterns in decision making, 
attribution of value, judgement, and behaviour. 



OVERLOAD

PRESENT BIASCONFIDENCE



OVERLOAD

PRESENT BIASCONFIDENCE



Our tendency to be put off by a lot of 
information, whether it is complex or not.

Overload Biases



Overload Bias

Do you ever read 
the terms and 

conditions when you 
download an app?



Simplicity | Friction | Defaults



Friction
Providing families with auto-filled information from 
their tax return college enrollment increased by 8%

Combating 
Overload
Use Case



Friction

Combating 
Overload
Use Case

Overuse of technical language reduces 

understanding of the advice offered, and 

negatively affects clients’ perceptions of the 

professional adviser’s:

• Expertise

• Trustworthiness

• Intention to seek advice



Implementation Intentions



Implementation Intentions

Implementation intentions are if-then plans that spell out in 
advance how one wants to strive for a set goal – if I am 
unmotivated to go to my physio appointment, then I go and put 
on my running shoes. 

– GOLLWITZER

“



100%

More likely to eat 
healthy

Less likely to miss a day 
of taking their vitamins

Implementation 
Intentions

Combating 
Overload
Use Case



Implementation 
Intentions

People are more likely to save if they have a plan 
in place, with implementation intentions most 
effective in boosting long term saving behaviour.

Combating 
Overload
Use Case



Implementation 
Intentions

Improved driving behaviour by 11%

Combating 
Overload
Use Case



Makes it difficult to 
perceive and understand 
the value proposition of 
the product or service.

Overload Biases



Overload Biases

Leads to analysis paralysis, 
drop-off, or a rush through 
a process.



Overload Biases

Reduce the number of options

Reduce the clutter

Make a plan



OVERLOAD

PRESENT BIASCONFIDENCE



OVERLOAD

PRESENT BIASCONFIDENCE



Our tendency to be overconfident and as a 
result, to be put off by things that we are 
not familiar with.

Confidence Biases



Overconfidence 

Are you an above 
average driver?

90%



Overconfidence 

Are you an above 
average leader?

70%



Doctors that express 
complete certainty in a 
diagnosis were wrong 

40% of the time

Overconfidence 

Overconfidence

Use Case



Social Guidance



Social Guidance

35% of Amazon’s revenue comes from 
the recommendation engine

Combating Low 
Confidence

Use Case



Goal Gradients | Chunking



Goal Gradients Providing a progress bar for customers increased 
application completion rates by 13% 

Combating Low 
Confidence

Use Case



Chunking

Providing simple to-do’s and showing progress 
toward the goal increased renewal rates by 8%

Combating Low 
Confidence

Use Case



Makes people feel 
uncomfortable or uneasy 
with their decision.

Confidence Biases



Confidence Biases

Leads to drop-off, or 
dialing of the help center.



Confidence Biases

Make it easy to understand

Show the way

Show the herd



OVERLOAD

PRESENT BIASCONFIDENCE



OVERLOAD

PRESENT BIASCONFIDENCE



Our tendency to overweigh  rewards now, 
and discount the impact of our decisions on 
our future self. 

Present Bias



Do you go over your 
monthly data 

allowance?

Present Bias



Social Persuasion



Social Persuasion
Users who saw their savings wellness scores were 
lower than their peers saved an average of $600 

extra into their savings account

Combating 
Present Bias

Use Case



Social Persuasion

Combating 
Present Bias

Use Case

“How do I compare?” tool increased retirement 
contributions by 25%



Salience



Salience
Showing future prices of household staples 
like milk and utilities have prompted 60%
more people to investigate retirement options 
and contribute to retirement

Combating 
Present Bias

Use Case





Salience

Priming



67%
Combating 

Present Bias

Use Case

Priming



Priming policy applicants with honesty 
increased their stated km on their auto 

insurance application forms by

3,862Combating 
Present Bias

Use Case

Priming



Priming policy applicants with honesty 
increased their stated km on their auto 

insurance application forms by

3,862Combating 
Present Bias

Use Case

Priming



Makes people put things 
off or procrastinate.

Present Bias



Present Bias

Leads to drop-off and a 
failure to complete the 
process.



Present Bias

Make it easy to complete

Benchmark relative to others

Make the future salient

Prime their morals



Applied Behavioural Economics is the application 
of how mental shortcuts lead to biased and 

predictable patterns in decision making, 
attribution of value, judgement, and behaviour. 



Companies that apply the principles of 
behavioural economics outperform their peers by 

85% in sales growth and 25% in gross margin

GALLOP



98%

Reduction in 
inquiry calls

by using anchoring and 
aversion tactics to modify 

both adjuster and customer 
behaviour



62%

Increase in 
service levels

by using anchoring and 
aversion tactics to modify 

both adjuster and customer 
behaviour



36%

Decrease in 
call abandonment

by using anchoring and 
aversion tactics to modify 

both adjuster and customer 
behaviour



43%

Decrease in 
call duration

by using anchoring and 
aversion tactics to modify 

both adjuster and customer 
behaviour



7%

Increase in 
preferred body shops

by using anchoring and 
aversion tactics to modify 

both adjuster and customer 
behaviour



$100 million 
in retained 

revenue

by building barriers to exit 
and boosting proactive 

engagement



380%
increase in 

payment rates on 
delinquent debt

by using framing and social 
persuasion tactics to boost 

likelihood of payment 
among utilities customers



233% 
increase in 

completed online 
applications

by removing friction and 
using herding tactics to 
guide decision making



27%
faster return to 

work for injured 
workers

by using positive frames, 
loss aversion, and 

instituting action trigger 
tactics in key 

communications



100,000
conversions to 

online billing in 
one month

by using social norm, 
friction, and goal gradient 

tactics



26%
increase in 
campaign 

engagement

by using social norm, 
visual, and action trigger 

tactics



Up to 148%
increase in 

platform adoption

by using social norm and 
goal gradient tactics, and 

reducing friction



18%
increase in new 
savings product 

engagement

by using visual salience and 
reducing friction



…we seem to be 
doing very well for 
acquiring consent 

and people feel 
positive about the 

results

by using visual cues, 
framing, and social 

guidance tactics



In the redesign of 
underwriting 

questions

by using ordering effects, 
honesty primes, and 

reducing overload



In the redesign 
customer 

onboarding 
programs

by using social guidance 
tactics, reducing frictions, 

and making things easy



In the redesign of 
call scripts for policy 

renewal

by using social norms, 
priming, choice 

architecture, and loss 
aversion



Any Questions?

melaina.vinski@pwc.com
matthew.h.Lawrence@pwc.com


