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Key findings from Customer Satisfaction Survey (CSS) of
Insurance & Takaful Industry 2024

Executive Summary

A Steady rise in customer satisfaction Since the Customer Service Charter (CSC) was
reintroduced in 2018, customer satisfaction with insurance and takaful services has steadily
improved. Between 2022 and 2024, the satisfaction score increased from 85 to 88 - a clear sign
that service standards are heading in the right direction.

Changing expectations during and after the pandemic During the pandemic, customers
prioritized fast access to call centre and branch, quick quotations, and data privacy. Post-
pandemic, customer focus shifted to fast query responses, satisfactory complaint resolution,
knowledgeable staff, and flexible plans tailored to their needs.

Low awareness of the Customer Service Charter Despite its benefits, only 29% of customers
were aware of the CSC in 2024. The CSC helps customers understand their rights and the
expected service standards. Insurance and takaful providers should enhance CSC awareness
amongst their customers through clearer and more engaging communication, as it is observed
that higher CSC awareness improves customer satisfaction.

Need for faster and transparent claim process Customers raised concerns about slow
handling of claims, and unclear reasons for claim rejections. To grow trust and peace of mind,
the industry should simplify claim process, reduce the processing time, and keep customers
informed.

Channel specific concerns: Call center and Banca Customers who buy insurance/ takaful
through banks or call centres are often less satisfied. They struggle to compare plans, add extra
coverage, and get help when making a claim. These channels should clearly explain how to
get support and file claims during the buying process.

Digital services are getting better More customers now know that they can buy or ask about
insurance and takaful services via online channels. More customers use online platforms to buy
and get help. As the industry puts more focus on digital tools, satisfaction among customers
who bought via digital channels improved from 76% in 2022, to 85% in 2024.

Inclusive support to vulnerable customers Around 43% of insurance and takaful customers
fall into the vulnerable category due to limited financial literacy, low savings, or high debt levels.
Even though they use digital channels less often, their satisfaction scores remained high due

to the strong support through offline services.

Background

A customer service charter explains what service customers should get and how companies will help if

problems arise. In 2018, Insurance and takaful associations worked with Bank Negara Malaysia (BNM)
to update the Customer Service Charter (CSC).
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Bank Negara Malaysia’s (BNM) Financial Sector Blueprint 2011-2020 mandates financial service
providers to publish customer service charters and lay down processes to measure their performance

against the charter. Every two years, the industry checks customer satisfaction to make sure customers

get good service.

The revised charter has four key service pillars:

o Pillar 1: Make insurance and takaful services easy to buy

o Pillar 2: Understand your customer

e Pillar 3: Give fast, clear, and helpful service

o Pillar 4: Handle claims fairly and quickly

Pillars

Key Outcomes

Offer an active engagement model

Insurance Made
Accessible

Responsiveness

Customer Service Charter

Know Your Customer

Trustworthiness

To understand a customer profile

Timely, Transparent and

Efficient Service

Customer
satisfaction

Deliver a seamless service wherein

Fair, Timely and
Transparent Claims
Settlement Process

Peace of mind

Deliver a seamless claims

wherein customer is aware of: adequately which enables the customers are aware of: processing and settlement
insurers to: experience wherein customers are
= Multi-channel options & Insurers’ responsibilities toward EENEICE]H

Description

accessibility for purchase and
enquiry

Where and how to provide
feedback, suggestions and to

complain

= Know & anticipate customer's
needs

= Ask for requisite information
and documents to best advise
the customer

= Offer suitable products and
services

customers.

Expected service standard and
time taken to deliver these
services

Where and how to obtain
information required

Procedures, documentation and
steps including various options
for first notification of loss in an
eventof a claim.

Expected service standard for
claims processing and specific

time taken for each step within

the claims processing stages.
= Various redress mechanism for

unsatisfactory claims payment.

Figure 1. The four pillars of customer service charter of insurance/ takaful industry

Customer Satisfaction Survey 2024 — Objectives and Design

The industry measured customer satisfaction in 2018, 2022, and 2024. The associations appointed
NielsenlQ Malaysia, an independent market research company to evaluate the industry performance.
The 2024 survey took a closer look at how customers use digital platforms and how satisfied they are.

The survey aimed to:

Learn how customers connect with insurance and takaful companies
Check if services meet the Customer Service Charter (CSC)

See how much customers trust insurance and takaful providers
Explore if customers are happy with the products and services

Understand whether customers feel peace of mind while using insurance/ takaful

I

Measure how customers use and rate digital platforms
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In CSS 2024, a total of 48 insurance and takaful operators participated. This included 15 takaful
operators, 14 life insurers, and 19 general insurers. NielsenlQ Malaysia collected customer feedback
between November 2024 and April 2025, using customer lists shared by each company. NielsenlQ
team randomly selected the participants and interviewed them by phone. To qualify, they must have
bought a policy or certificate or made a claim between January 2023 and December 2024. In total,

9,196 customers took part in the survey.

The results were used to:
e Track insurance/ takaful industry’s performance compared to 2018 and 2022
e Set industry-wide benchmarks
¢ Find what works well and what needs improvement

e Publish customer satisfaction scores for each ITO

Each insurance and takaful company received a tailored report to support action planning and service

improvements.

Customer Satisfaction Index (CSI) Score

The CSl is a score from 0 to 100 that shows how happy customers are with their insurance or takaful
experience. It looks at three areas: buying a plan, getting support, and making claims. A higher score
means better customer satisfaction. This index helps compare how well different companies perform

and how they improve over time.

Continuous Improvements in Customer Satisfaction

In 2024, customers were more satisfied with insurance and takaful services in Malaysia. Results

showed that companies worked hard to improve the experience by learning from the 2022 study.

Change vs 2022 - +3 pis +2 pis +4 pts +3 pts +3 pis
= 86 g 86 - 86 = i
85 84
80 81 81
2018 8
2022
NA
= 2024
Overall industry Life insurance (LI} Family takaful (FT) General takaful (GT} General insurance (Gl)

Mote - The Customer Satisfaction Index (CE) is a weighted average score that reflects customer satisfaction levels across key plilars, factoring in the
significance of each pillar in shaping overall cuslomer experiznce,

Base: All respondents (n=9186) | LI (n=2650) | FT (n=2232) | GT (n=804) | Gl (n=3208)

Figure 2. Malaysia insurance/ takaful industry Customer Satisfaction Index (CSl) 2024
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Note: In 2018, only one general takaful company took part in the Customer satisfaction survey. This
was because some companies were still changing from a composite takaful license to focusing only on

general takaful. That is why results from 2018 were not available for general takaful sector.

Customer Satisfaction Index (CSl) scores by ITO
Out of the 48 insurance and takaful companies in the study, 37 improved their customer satisfaction

scores. Seven maintained their previous scores, while only three companies saw a drop. Overall, this

shows strong progress across the industry.
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Figure 3. Insurance/ takaful operator performance on the Customer Satisfaction Index (CSI) score
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Voice of Customers

Positive sentiment toward insurance and takaful providers improved from 74% in 2022 to 77% in 2024.

As in past years, the top reason was positive experiences with agents and front-line staff.
While negative sentiments have dropped from 23% to 16%, complaints can still be seen in:

e Claims that were slow or hard to follow
o Delayed replies after buying or during claims
¢ Not getting clear explanation about getting help and claim process

e Trouble using mobile App or company website

POSITIVE NEGATIVE
77% 74%in 2022 16%  23%in 2022

@) = ©, =5
alre > A &
PEOPLE  PROCESS PROCESS PEOPLE SERVICE

w125 6% 4% 3%
N Doo & & OO0
(> mm (> < (> oo
SERVICE  PRODUCT PRICE GENERIC/ BRAND PRICE PRODUCT GENERIC/BRAND
9% 8% 6% 11% 2% 1% 1%

Good agent / good customer service People 12% Difficult to claim Process 1%
Easy to claim Process 5% Slow claim process Process 1%
Cheap / affordable price Price 59% Not responsive / Slow response Pecple 1%
Good coverage / benefits Product 4% Lack explanation Peaple 1%
Easy to deal People 8% App! website is not user friendly Service 1%
Basa: All responses (n=15081) Mote: 7% did not provide any response to this question; Category total may exceed 100% due to rounding off

Figure 4. Reasons provided for overall satisfaction/ dis-satisfaction

Awareness of Customer Service Charter (CSC)

Customer Service Charter (CSC) awareness improved by 2 points compared to 2022, especially in
Family Takaful and General Insurance sectors. Customers who bought policies at company branches

or online are more aware.
However, awareness remains low across the industry. Many customers do not know what service

standards they can expect. Insurance and takaful companies must reach more customers and explain

what they can expect in clear and simple ways.
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Customers in Central and Northern regions, and those aged 45+, are less familiar with the CSC. Agents
and frontline staff should highlight on this during sales. Interactive tools like short videos, step-by-step

guides, or quick FAQs can help customers learn easily.

N Aware,
o LR 2022 (27%)
aware,
71% 2018 (35%)
By Association LI FT GT Gl
CSC 2024 28 38 26 25
CSC 2022 31 34 27 21
+/- pts. vs 2022 -3 +4 -1 +4

Figure 5. Awareness of Customer Service Charter

Importance of CSC Awareness in Elevating Customer Satisfaction
It has been observed that higher CSC awareness improves customer satisfaction due to:

e Clear commitments When customers know what to expect — such as response time or how
to raise issues - they feel more confident and less stressed.

o Improved accountability A clear CSC indicates that the company will honour its obligations.
This builds trust.

o Helpful knowledge When customers understand their rights and support options, they can
solve problems more easily and feel more in control.

o Better service during key moments Knowing about the CSC matters most during claims or
complaints. It helps customers understand their rights, manage expectations, and makes the

process easier during tough times.
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Industry Performance by CSC Pillars and Outcomes

Since 2018, the industry has made insurance and takaful services more easily accessible to people. It
has also improved in offering products that better match what customers need. Even during the

pandemic, companies continued to offer solutions to serve customers more effectively.

Ongoing efforts in product innovation, customer service, and digital upgrades have built greater trust in
insurance and takaful industry. These changes have made the buying and usage experience smoother
and more satisfying. Customers now feel more confident in their choices and enjoy better peace of

mind.

Still, one area that needs work is Responsiveness. To improve this, companies should reply faster to

customer queries, give quick updates via WhatsApp and email, and shorten waiting times at call centre.

Pillar Accessibility Product suitability Service efficiency Claim transparency
performance i
874 .o 89 4 _N 86 0 84
+8 pps vs 2022 1’ +10 pps vs 2022 | |3 +7 pps vs 2022 ’7@ +0 pps vs 2022
+23 pps vs 2018 1_,@ +19pps vs 2018 WA & & /) +15ppsvs 2018 (.- =] +16 pps vs 2018
Performance Responsiveness Trustworthiness Satisfaction Peace of mind
on pillar (Accessibility) (Product suitability) (Service efficiency) (Claim transparency)
“Qutcomes”
o .
Q= @A LT
6)8° %y‘) 87 84 . 85
- 1 pp vs 2022 +0 pps vs 2022 +8 pps vs 2022 A\ 43 pps vs 2022
+11 pps vs 2018 +12 pps vs 2018 +19 pps vs 2018 +8 pps vs 2018

Figures denote % of customers who were very satisfied/ satisfied

Figure 6. Performance of CSC pillars and outcomes of the pillars

Drivers of Satisfaction in the Insurance & Takaful Industry

We used a method called regression analysis to find out which parts of the customer experience have
the biggest impact on overall satisfaction. This helped us to measure the impact of each driver on

customer satisfaction—and what improvements will make the biggest difference.

Think of it like going out to eat. How much you enjoy the meal would depend on many things: the menu,
taste, speed of service, and the atmosphere. Regression shows how each of these factors shape your

overall dining experience.

The results showed that customer support after buying the insurance/ takaful product is the strongest
driver of satisfaction. The next most important is product suitability, similar to the CSS 2022 study

findings. The top five satisfaction drivers were:

1. Prompt follow-ups on customer queries, complaints, or requests

© 2025 Nielsen Consumer LLC. All Rights Reserved 11



Satisfactory resolution of queries, requests, and complaints
Knowledge and professionalism of staff and agents

Timely resolution of queries, requests, and complaints

o > b

Availability of products that meet customer needs

These findings show that customer expectations have changed since the pandemic. Customers used
to care more about privacy, fast access to support, and quick quotations. Now, they want better

experiences such as faster replies, personalized products, and high-quality service.

Attributes Importance (In %)
4 ".“Prcmpt follc\n;;ﬁ.‘:. on querlesl ccmplalntsl requests 10.4
v ."“Satlsfactlon with queryf request/complalntresolutlon T A 9.6
Senvice effi ficien cv S Knowledgeableand professional staff/ agents . KA
Service efficiency Timely resolution of queries/complaints S n 8.6
Pr°d”°tsu'tab"”y ) Product meets customerneeds eI A0

“ 39
TN 36
T 3

b}oduct suitability

Acc 5|b|llty
Productsmtablhty T sales representatlvesccllect suffluentlnfcldocuments "IN 35
Accessmmty T Ease ofcomparlngproduct plans X
Productsunablhty "~ Recommends suitable products S M 35
o Productsmtablhty S Transparent productdetalls benefits & fees - 34
Q B 34
E Accessmmty ~ Easeofsubmitingdocuments - 31
‘5 Productsmtablhty ~ Careful handling ofprivacy o - 2.9
=R Cla|m transparency Tlmelyacknowledgmentof clalm submlssmn 27
§ Claim transparencym Timely handling of claim T M 2
Claim transparency” o Awarenessofclalm processmgtlmellne D - 25
Accessmmty S Easeofcontactlngbrandwa offinechannels - 2.5
T 24
Claim transparency Fair and objectlve claim assessment - 24
Productsmtablhty o Tlmelydellvery ofpollcylcertlflcate T I 2.4
Accessmmty o Easeofmaklng payment S M 22
Claim transpa- ncy  Convenientclaim submission channels Co - 21
Productsmtablhty T Clear explanauon 6fproduct features & risks (IVIHIT & ILP) o . 1.5

Hos

*Exclude from importance

Claim transparency Clear communication of claim rejection reasons *Exclude from importance

Attributes marked with *were excluded due to low responses

Figure 7. Drivers of satisfaction of overall insurance/ takaful industry

Importance of Claim Experience

For customers who have gone through a claim, that experience becomes the biggest factor driving their
overall satisfaction. This shows how important it is to communicate clearly, respond quickly, and show

empathy during the claims journey.

The Moment of Truth: Claims are the real test of an insurer/ takaful operator’s commitment. It is where
expectations built over time meet emotional urgency. Customers seek not just a payout—they want

proof that their insurer/ takaful company truly supports them during tough times.

© 2025 Nielsen Consumer LLC. All Rights Reserved 12



Cognitive Overload: Claims often happen during stressful moments. If the process is unclear or

complex, customers can feel overwhelmed. A simple, and clearly explained claim process helps lower

this mental burden and builds trust.

Performance of Satisfaction Drivers

Customer satisfaction improved across most service areas in 2024, except for timely service at

branches. The three service areas below showed the highest improvement compared to 2022:

1.

Ease of contacting the ITO via Offline channels (+10 percentage points improvement)

2. Ease of comparing product plans (+9 percentage points improvement)

3. Customer awareness of time taken for claim settlement (+9 percentage points improvement)

Two of the three areas were highlighted for improvement in CSS 2022, showing the insurance/takaful

industry's dedication to enhancing their services.

The industry also improved in the top five areas that matter most to customers. Hence, the Customer

Satisfaction Index (CSl) score has improved in 2024. This proves services are now more in line with

customers’ expectations.

Stated performance in the order of importance

Pillar Attributes - Top 2 Box % [Satisfied + Very s 2024 Scores (In %) +/- pps vs 2022
Service eff Prompt follow-up on queries/ complaints/ requests 85 +6
Service eff Satisfaction with query/ request/ complaint resolution 89 +4
Service e Knowledgeable and professional staff/ agents 91 +5
Service efficiency Timely resolution of queries/complaints 87 +5
Product suitability Product meets customer needs 91 +5
Product suitability Sales representatives understand customer needs 89 +5
Product suitability Product matches what was communicated 91 +4
Accessibility Ease of adding pelicy/ certificate 83 +5
Product suitability Sales representatives collect sufficientinfo/documents 90 +4
Accessibility Ease of comparing product plans 81 +9
Product suitability Recommends suitable products 90 +4
Product suitability Transparent product details, benefits & fees 89 +3
Accessibility Ease of getting a quote 89 +4
Accessibility Ease of submitting documents 88 +4
Product suitability Careful handling of privacy 91 +4
Claim transparency Timely acknowledgment of claim submission 83 +4
Claim transparency Timely handling of claim E +
Claim transparency Awareness of claim processing timeline 81 +9
Accessibility Ease of contacting brand via offline channels 87 +10
Accessibility Ease of contacting brand via online channels +4
Claim transparency Fair and objective claim assessment 88 +6
Product suitability Timely delivery of policy/certificate 91 +4
Accessibility Ease of making payment 94 +2
Claim transparency Convenient claim submission channels 85 +4
Product suitability Clear explanation of product features & risks (MHIT & ILP) 89 NA
Service efficiency Timely service via call center +1
Service efficiency Timely service at branch (within 10 mins) 87 -3
Claim transparency Clear communication of claim rejection reasons NA

Figure 8. Performance of satisfaction parameters of overall insurance/ takaful industry
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Meanwhile, the lowest scoring attributes in Customer Satisfaction Study 2024 were:

1.

2
3.
4

Explaining claim rejection reasons clearly (50%)
Timely service via call center (78%)
Ease of contacting the ITO via online channels (79%)

Timely handling of claim (79%)

To raise customer satisfaction further, the industry should fix these service gaps.

Top 5 Drivers of Satisfaction by Industry

Four out of the top five customer satisfaction drivers are consistent across sectors and relate to service

efficiency. However, some sector-specific differences have emerged:

In Life Insurance and General Insurance, customers value having products that match their

needs.

For Family Takaful, customers highlight the importance of sales reps who understand their

personal needs.

General Takaful customers focus on quick acknowledgment after submitting a claim, showing

strong concern for claim response time.

Life Insurance (LI) Family Takaful (FT) General Takaful (GT) General Insurance (Gl)

+ Prompt follow-up on queries/

* Prompt follow-up on + Prompt follow-up on + Knowledgeable and professional
queries/complaints/ request (87%) queries/complaints (85%) staff/ agents (88%)

+ Satisfaction with query/ complaint/ - Satisfaction with query/ request/ + Prompt follow-up on
request resolution (89%) complaint resolution (91%) queries/complaints (83%)

Timely resolution of

Knowledgeable and professional staff/« Satisfaction with query/ request/

queries/complaints (88%) agents (92%) complaint resolution (90%)
* Knowledgeable and professional + Timely resolution of + Timely resolution of
staff/agents (92%) queries/complaints (88%) queries/complaints (84%)
+ Sales representatives understand + Timely acknowledgmentof claim
. L
Product meets customer needs (90%) customer needs (91%) submission (83%)

(%) Top 2 Box scores [Very satisfied + Satisfied]

complaints/ requests (85%)

+ Satisfaction with query/ request/

complaint resolution (88%)

Knowledgeable and professional
staff/ agents (88%)

+ Timely resolution of

queries/complaints (84%)

+ Product meets customer needs (89%)

Attributes in BOLD letters indicate that this driver was in top 5 in 2022

Figure 9. Top 5 Satisfaction drivers by industry and their performance score
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Channel Dynamics

In 2024, more customers knew about different channels to buy or ask about insurance and takaful
products than ever before. The ‘Agent’ channel stayed on top, but customers also became more aware
of other options, especially digital channels. In fact, 68% of customers knew at least one digital channel

to buy or inquire about insurance or takaful. That is 20 percentage points higher than in 2022.

Channel Awareness

Total LI FT GT Gl

Insurance/ takaful agent _ 81 91 4 84 66 75
mowensite [ + 45 36 60 4 52 4
imobranch [ 41 40 27 47 & 49 &

Banks (Bancassurance) - a7 43 A 26 36 40

moare [N > 39 29 41 39

Awareness via Offline Both Awareness via digital socaimeda [l 26 35 42 38 32
channels alone 61 o/o channels alone Call center/Hotline - 33 33 25 37 38 &

32% 7% email [ 22 28 25 30 30
(52%) (38%) (10%) e-commerce/ e-wallet - 27 28 17 28 32 a
Brokers/ Financial acvisors [l 26 2 15 23 31 a
Insurance/ takaful aggregator platforms - 25 20 17 384 31a
postoffice counter [ 24 20 14 36 A 314

....... Employees Provident Fund (EPF) {i-Lindung) - 20 25 4 18 19 18

Financial websites/ blog - 18 19 1 18 21

A >/=5 percentage points vs Tolal

Figure 10. Channel awareness for insurance/ takaful purchase/ enquiry

More customers now use online platforms to get help and submit claims. This shows that customers
are feeling more confident using digital services. In fact, 43% say they would consider using a digital

channel for their next insurance or takaful purchase or renewal.

. . Diff (+/-

Digital Adaption Measures 2024 ( .
percentage points)

Digital channel gwareness(For 68% 48% +20 pps
Purchase/ enquiry)
Ffost_pgrchase (Non-claim) Interaction 47% 27% +20 pps
via digital channels
Claim Interaction via digital channels 23% 13% +10 pps
Future purchase considerationvia 43% 259% +21 pps

digital channels

Figure 11. Digital adaption summary
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But not everyone is ready for digital yet. Digital adoption is low among customers aged 51-65,
customers from B40 income group (B40), and those living in the East Coast region. To make digital

tools easier to use, the industry should:

o Tell customers where to find these tools
o Keep the design simple and user-friendly

e Show them how to use the tools step by step

Channel Satisfaction

More customers are satisfied when they interact with agents or use digital platforms to get service.

Satisfaction has also gone up across all channels when it comes to making claims.

Top 2 box satisfaction score (Service related interactions) Top 2 box satisfaction score (Claims handling)

—o—2024 —e—2022
—o—2024 ——2022

91%

87% % " 86%

84% 83%

83%

80%

79% 78%

Branch Hotline Agent APP Email Website Branch Hotline Agent APP Email Website

Figure 12. Satisfaction with post-purchase servicing & Claim interactions — By Channel

Improvement Areas for Key Channels

Deeper analysis shows that all channels have room to improve. Acommon concern is that claims should

be handled faster.

Agent Channel: Agents must guide customers on how to use digital channels to reach insurance and

takaful companies. If a claim filed through an Agent is rejected, they should clearly explain the reason.

Banca Channel: Banca is a popular buying channel, but customers rarely use it for policy servicing or
claims. Nonetheless, customers who buy through Banca report lower satisfaction. This may be due to
limited awareness of how to get help after buying or when making a claim. Banca must proactively

inform customers about the support options and claim process.

Call Centre Channel: Since 2018, customers have voiced concerns about long waiting time and need
to call multiple times to get support. Improvements are needed in:
1. Making it easier to compare plans and select add-ons,

2. Simplifying document submission,

© 2025 Nielsen Consumer LLC. All Rights Reserved 16



3. Resolving service issues quickly,

4. Providing clear timelines and regular updates on claims

Digital Channels: Customers expect:

1. Making it easier to compare plans (when buying via website),

2. Resolving customer queries and complaints fast and efficient (when getting help via email),
3. Aclaim process that sends fast acknowledgement, regular updates, and timely pay out.
4

The option to interact with a human when needed.

e S “ O S “
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Figure 13. Improvement areas for key channels

Digital Motivations

Digital channel users appreciate websites and apps that are user-friendly, simple to navigate, and easy
to search. Their common frustrations include slow loading, technical glitches, and unclear terms and
conditions. More customers might buy insurance or takaful online if digital payments are safe and easy,

and if websites or mobile apps provide clear product suggestions based on their needs.
Awareness of the DITO (Digital Insurer and Takaful Operator) concept is low. Many customers hesitate

to engage with DITOs due to data privacy concerns, lack of trust, and uncertainty about how claims will
be handled.
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Figure 14. Motivations to use Digital channels, DITO awareness and barriers

Key Learnings & Action Plans

1. The industry should continue with their digital investment

Customers now expect speed, ease, and control. So, it is not a surprise that digital engagement keeps
growing. To support this trend, insurance and takaful providers should help more customers to enter
the digital space by investing in easy-to-use platforms, personalized product recommendation, clear
explanation, and secure payment options. These steps will make digital channels more welcoming and

encourage greater use.

2. Make claims simpler
The industry has come a long way since 2018 in improving claims experience. There is more room to
make the process aligned with customer needs. Companies should:

e Share clear and simple steps to initiate claim

e Speed up claim handling

e Provide real time status updates via email, WhatsApp
When a claim is rejected, the reason should be shared clearly, with care and empathy. This builds trust.
Customers should also know how to raise concerns or complaints—within the company or with outside

bodies like Bank Negara Malaysia or the Financial Market Ombudsman Service (FMOS).

3. Service interactions are key to satisfaction
Good purchase experiences help, but it is the service after the sale that truly builds relationship. Many
customers, despite having a good purchase experience, reported feeling uncertain or anxious to get
help or to initiate a claim. This is due to lack of clarity around the process and unaware of whom to
contact. The industry must:

o Educate customers about service and claim process

e Provide timely access to hotline/ easy access to online channels

e Continue providing fast and satisfactory solution to customer queries and complaints
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4. Omni channel integration is the key

Even as digital options grow, not all customer groups are keeping up. Older customers, vulnerable
customers, lower-income families (B40), and those in East Coast and East Malaysia still rely on offline
options for buying or using insurance and takaful services. To serve everyone fairly, the industry should
use a mix of online and offline methods - this is called omni-channel integration. By balancing new
technology with easy access, the industry can pave the way for better experience for all customers

without leaving anyone behind.

Conclusion

Customer experience is not a one-time effort, but an ongoing journey. As technology evolves, economic
conditions shift, and societal values change, so do customer needs and expectations. To remain trusted

and relevant, companies must listen actively and understand what matters most to their customers.

The Customer Service Charter is an important way to show this commitment. A strong Charter should
be dynamic and forward looking shaped by real customer insights and inclusive values. Updating it
regularly helps the industry to meet today’s standards and prepare for tomorrow’s needs. This is not

just good practice, but an essential one.
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About NielsenlQ

NielsenlQ (“NIQ”) is the world’s leading consumer intelligence company, delivering the most complete
understanding of consumer buying behaviour and revealing new pathways to growth. In 2023, NIQ
combined with GfK, bringing together the two industry leaders with unparalleled global reach. With a
holistic retail read and the most comprehensive consumer insights — delivered with advanced analytics
through state-of-the-art platforms — NIQ delivers the Full View™. NIQ is an Advent International portfolio

company with operations in 100+ markets, covering more than 90% of the world’s population.

The way forward for your brand is about making hard choices and taking action. NielsenlQ Consumer
Insights goes beyond the what and the why and focuses on the how, translating research into action,
so you can make decisions with confidence. With critical behaviour insights, data-backed
recommendations, and go-to market optimization, NielsenlQ Consumer Insights is your trusted growth

advisor.

For more information, visit NIQ.com.
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