WHY CRM AND DATA
WAREHOUSES FAIL WITH
CUSTOMER 360
Any internet search on the phrase “Customer
360” brings up thousands of products,
articles, and research on how companies
can achieve a complete, holistic view of their
customers across all of the various systems
that store data about them. In these articles
and whitepapers, huge promises are made to
dramatically improve revenue by improving
and deepening the customer experience. As
such, Customer 360 has become a cliché.
But with any cliché, there is usually a grain of
truth. Building a Customer 360 program can
indeed transform the customer relationship,
leading to higher revenues through cross-sell
and upsell opportunities and improving the

customer retention rate. With all the software
products and know-how available, why do
so many insurance companies fail to deliver
on their customer-centric objectives? Hint: it
almost always boils down to data.
This article will explain why achieving a
complete view of the customer is so difficult
and how customer relationship management
(CRM) systems and data warehouses,
especially in the insurance industry, do not
manage customer-related data well. The
core elements of this type of data fall into a
discipline called Master Data Management
(MDM).

What Is MDM?
Master data is the static or slow-moving data
referenced by business processes to carry out
transactions. Policy, insured, agent and other
dimensional data elements that rarely change
are examples of master data and are used to
issue a policy, send out bills, collect revenue,
open and settle claims, pay commissions,
and conduct the business of an insurance
company. MDM is more than a specific
technology, it is also a function and discipline
around a technology to ensure the uniformity,
accuracy, availability, and governance of data.
At its most basic level, MDM brings all your
data together in a cohesive, logical structure
for control and trust over data. It is finding,
then defining, then leveraging ‘Jon Doe’.
But ‘Jon Doe’ is not as simple as the name;
is it John Doe or J. Alvin Doe? In today’s
complex, disparate system environments, Mr.
Doe might be listed differently in the various
systems or could even be loaded multiple
ways into consolidated data systems like data
warehouses and data lakes meant to enable
data structures and control data.
Is it John Doe at 1000 Sycamore St. with
the auto policy, or is it J. Doe with the
homeowners policy at 2020 Poplar Avenue?
And, if John Doe living on Sycamore St.
with the auto policy, should the insurance
company also offer him a homeowners and
umbrella policy? But wait, is this Jon Doe the
same one who has been flagged in the thirdparty fraud prevention databases?
MDM efficiently solves this issue. We call
this Identity Resolution. The three instances
listed above could be the same person or
three distinct individuals. Using internal and
external data sources, like addresses from

the US Postal Service’s National Change
of Address dataset, date of birth and other
identifying information, MDM can identify
and settle on who Jon Doe really is and how
he should be listed in all of the systems
and databases. Through the process of
establishing the Golden Record, Jon Doe is
indexed and contains a unique identifier for
that Jon Doe in question.
A less understood capacity for MDM is
the ability to set up custom hierarchies to
relate and associate data. By having this
unique identifier (the index around Jon
Doe), an insurer can connect and enrich
data, efficiently and cost effectively, in ways
that were previously not thought possible.
Reference Data, the data used to categorize
and classify information, can be brought
2

in from third-party data providers, internal
insurance data, or both to better reflect the
business landscape, such as who makes up
the Household. This capability to structure
and relate accurate and trusted data is why
MDM is so important to enabling Customer
360.

Achieving Customer 360
If an insurance company does not know who
the proverbial Jon Doe is, there is no way
to effectively achieve a Customer 360 view.
Because most insurance companies have
multiple backend systems to manage their
business operations and heavily use third-party
data to assess and manage risk, golden records
management is even more important because
there is no way to connect and enrich data
without an index. Throwing CRM systems and
databases on top of slopping data will not fix
the underlying issues.
With MDM, the insurer now knows that
Jon Doe has an auto policy and is a good
risk because the underwriter has visibility
to this Jon Doe through golden records
management in the underwriting databases
populated from third-party data sources, so
let’s offer him a discount through his agent
on a bundle for a renters policy (because we
know he’s a renter and not a homeowner
because we know his address). With this
example, which should be seamless with a
well-integrated MDM solution, the insurance
company has managed to optimize the
channel and cross-selling in one campaign.
The example above is for a Property & Casualty
use case. However, the same logic applies
to life insurance, health insurance, workers’

comp, or any line of insurance. Customer
360 is particularly important for multi-line
insurance companies because it only makes
sense to extend the product portfolio to as
many customers as possible (if the risk and
pricing are good).
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The Payoff
Because insurance is such a brutally
competitive industry, taking care of the
customer is not optional if an insurer wants
to grow and grow profitably. Competition
simply does not stop, particularly when the
playing field is being leveled with the rapid
adoption of new technologies. However, many
of these technologies only reinforce barriers to
Customer 360 because of disconnected siloes
of data.
Insurance has always been a data-intensive
operation. Traditionally, the focus has been
on policy-level detail, not an aggregated
customer account view. Efficiently and
effectively managing master data is the
critical step needed to build a foundation for
Customer 360. Correcting, connecting, and
unifying data is the path to achieve the true
view of the customer.

The goal with MDM is to make sense of the
huge amounts of data being collected, and
if an insurance company cannot see who
Jon Doe is, at the person level, then it cannot
relate all of the data, from all the systems,
for Jon Doe to Jon Doe. Core insurance
systems do not do a good job of locating and
defining Jon Doe. Without the Golden Record,
an insurance company cannot achieve a
complete view of the customer.
Mastering data is important for an insurance
company to stay agile, to put it into a position
to take advantage of market opportunities.
MDM connects all this data together to help
companies build competitive advantages. The
benefits are real, and they can be substantial.
Revenue, margin, and profits can all be
significantly improved.

Check out the Profisee blog
for more helpful resources,
best practices, and strategy
around Data Management.
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