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UNIQUE CUSTOMER 
IDENTIFACTION AS FOUNDATION 
FOR CUSTOMER CENTRICITY 
AND BETTER SERVICE

THE CHALLENGE  
Due to the fact that many different insurance products are 
being taken out through a variety of channels using different 
software tools, it became very hard to uniquely and quickly 
identify existing customers. Using match key comparison did 
not exactly help the process, and as a consequence a large 
number of duplicates were entered into the system. The 
combination of technology and behavior did not lead to the 
desired results. 

What P&V needed, was a fault-tolerant, intelligent matching 
for duplicate detection, that could eventually also be used to 
prevent these duplicates entering the system.

CASE STUDY

The P&V Group is a cooperative insurance group that 
has been doing business exclusively in the Belgian 
market for more than 100 years. P&V offers a variety of 
insurance products and services through a number of 
different channels and different brands, thus covering 
a solution offering that serves virtually any customer 
(private individuals, self-employed individuals, companies, 
organizations and the public sector). The solution portfolio 
is offered through the direct channel, brokers and through 
insurance agents. The brands the group consists of are 
P&V, Vivium and Arces. In total, the P&V Group employs 
some 1625 employees.
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THE SOLUTIONS

P&V started a data quality program, which was rolled out 
in the organization through multiple acquisitions. The 
matching solutions of Human Inference were used for 
duplicate detection in the back-end. As Belgium is a three-
lingual country, specific matching configurations with 
regard to phonology, for example, were taken into account. 
Different tests with a number of business use cases 
showed that P&V had made the right choice. However, it 
gradually became apparent that the detection of duplicates 
should actually be deployed when entering data in all the 
different channels. Consequently, fault-tolerant quick 
and reliable searches would decrease the number of false 
positives and false negatives.

VALUE

One of the most prominent values of this on-going project 
is the distinct increase in data quality through the improved 
detection of duplicates. On top of that, the awareness 
of further customer data management possibilities 
(for example, entering data the first time right) now has 
reached C-level.

“All customer identification through all the 
variety of channels will be done by Human 
Inference software in order to be certain 
that we will identify the right customer 
uniquely.”

CUSTOMER OVERVIEW

READY TO EXCEED YOUR  
CUSTOMERS’ EXPECTATIONS? 
humaninference.com  
 
For over 30 years, Human Inference is the 
European market leader in data quality 
solutions, with a strong customer base in the 
Benelux, Germany and the UK. The software 
solutions are based on natural language 
processing and contain a core of knowledge 
to provide our customers with the best 
solution possible. Our data quality solutions 
and expertise allow enterprises and 
governments to manage the quality of their 
customer data assets and create a single 
customer view to help comply with rules and 
regulations, enable operational excellence, 
and improve customer interaction. 
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THE BENEFITS
Multi-channel data quality

Customer centricity and better service are strategic 
pillars

Dedicated focus on customer data quality improvement

Excellent operational stability

Trustworthy, high quality results

HUMAN INFERENCE IS PART OF:


