
Redesigning the Customer Experience for Small Businesses:

This session will explore how to build or evolve a brand designed to connect with your key 
consumers. By leveraging consumer-centric design, see how you can create feedback loops inside 

of your own organization to better connect with your audience by improving their customer 
experience. In the session, you will learn how Cake Insure unlocked sales for Pinnacol Assurance 

by building a new brand specifically tailored to the needs of the small business community.





Redesigning the customer 
experience for small business
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Overview of Cake

• Cake is an innovation lab that:
• Reinvents human experiences in business insurance
• Sell and service Pinnacol policies to test innovations
• Provides software/services to increase scale of innovation
• 2017, launched new digital direct platform
• 2018, launched a reimagined experience for 

premium audit
• 2019, launching two agent-focused platforms
• Exploring partnership and collaboration models 

with other state funds



1. The advantages of tailoring a brand to an audience

2. Brand as an experience 

3. Creating feedback loops for continual brand growth



Why did Pinnacol Assurance 
create a new brand for small 

business?



Emerging digital direct 
distribution
• New expectations of small business 

insurance buyers and their agents
• Fast, easy, digital experience
• Omni-channel human care
• Transparency and a low price
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The benefits of a separate brand

• Allows for a focused brand promise and voice that speaks to the unique 
needs of an audience



What small business owners told us

• Value freedom and control 

• Proud and optimistic, yet still learning the ropes as 
business owners 

• Hungry for information about how to run a business 

• Struggling to find workers 

• Focused on cost control and cash flow 

• Not enough time for family and personal interests 

• Digitally comfortable if not always adept 

• Embrace digital and social media as business tools 

• Want to rise above the day-to-day tasks 

• Value compliance more than the product 
• Care most about price and making it easy 
• Find it complicated, confusing, and 

intimidating 
• Get lost in the support handoffs between 

agents and direct support 
• Dubious about the value of middlemen 
• Disdain manual, paper-based processes 
• Learn about it via a trusted advisor (e.g., 

accountant) and online searches 
• Have little awareness of insurance brands 
• OK with buying workers’ comp by itself 

Thoughts and Feelings as Small Business Owners Attitudes Toward Workers’ Compensation Insurance 



The benefits of a separate brand

• Experimental and small by design—
protects the legacy brand



Small experimentation, big changes



The benefits of a separate brand

• Allows for “choice” in the market



We let clients select the experience 
that is right for them



Why “Cake”?



Evolution of insurance

• New brands in insurance are fundamentally different than those that 
came before.



Brand strategy





The Cake brand is a holistic 
experience for small businesses



How does a brand create an 
experience?
• What: The product
• When 
• Where

• How: The tools
• Why: The story and language
• Who: The people



The product



The product



The tools

• Omni-channel support
• Self service
• Pay bill
• Issue certificate of insurance
• File a claim
• View policy docs
• Annual review



The language



The people



3. How Cake creates feedback 
loops to better connect with our 

audience (and you can too)





The people

• Who are the people inside your organization that can see the 
customer problems you can’t?



The data

• What are the signals in data that you can monitor?



The customer

• Where can you connect with the customers and find ways to 
accelerate their feedback loops with the team?



The future

• Never done, always learning—trying to do that at greater scale.  
Learning from carriers we are already partnering with and will 
continue to do so with other partners as they come online. 


