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Most furniture retailers devote significant time and effort to improving
protection plan attachment rates. They refine pricing, train sales teams,
adjust messaging, and optimize the point-of-sale experience in order to
sell more plans.

All of that work matters.

But the true value of a protection plan is not realized at the time of sale.
It is realized later, when a customer actually needs help.

That moment — the claims experience — is where the customer decides
whether the protection plan was worthwhile, whether the retailer delivered
on its promise, and whether the brand can be trusted in the future.

For this reason, the claims experience should never be treated as a back-
office administrative process. It is one of the most important customer
moments in the entire ownership journey.

A strong claims experience reinforces the original purchase decision. It
can increase trust, protect the relationship, and drive repeat business.
A weak claims experience can do the opposite. It can create frustration,
damage credibility, and turn what should have been a loyalty-building
moment into a negative brand impression.

This guide explains how leading furniture retailers should think about the
claims experience, where programs typically break down, and how to turn
post-sale service into a competitive advantage rather than a point of
friction.
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Executive Summary
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Why Claims Matter More than Most
Retailers Realize
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At the time of purchase, customers are focused on the product. They are
thinking about style, comfort, quality, price, financing, and delivery. The
protection plan is usually considered a supporting purchase — something
helpful, but secondary.

That changes completely when a problem occurs.

When a customer experiences a stain, structural issue, accidental damage
event, or functional failure, their attention shifts immediately from the product
to the service experience. They want reassurance. They want clarity. Most
importantly, they want a resolution that feels fair and easy.

In that moment, the customer is no longer judging the protection plan based
on what was said in the showroom or on the website. They are judging it based
on what actually happens next.

This is why claims matter more than many retailers appreciate.
A customer may forget the exact wording of the sales conversation, but they
will remember whether the claim process felt simple or difficult. 

They will remember whether communication was clear or confusing. They will
remember whether the experience reinforced confidence or created doubt.

Retailers that understand this see claims not as a cost center, but as a decisive
part of the brand experience.
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One of the most important truths about protection plans is that customers do not
meaningfully separate the retailer from the administrator.

Even when a third-party provider is handling the claim operationally, the
customer often sees the process as part of the retailer’s promise.

If the claim goes well, the retailer gets credit.

If the claim goes poorly, the retailer gets blamed.

That means your claims process is not just a service function. It is a brand
function.

Retailers spend heavily to build trust through advertising, merchandising, website
design, sales training, and customer service. A single poor claims experience can
undermine all of that work because it occurs at a moment when the customer is
vulnerable and highly attentive.

The stronger your claims process is, the more resilient your brand becomes.
The weaker it is, the more exposed your brand becomes.

This is why the quality of the post-sale experience should be treated with the
same seriousness as the quality of the sale itself.

onpointwarranty.com

Building a Consistent Sales Framework
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Customers do not expect magic. They do not expect every claim to be
approved instantly or every situation to be resolved exactly the way they
imagined.

What they do expect is a process that feels reasonable.

In practical terms, that means customers want four things:
They want the process to be easy to begin.
They want the next steps to be clear.
They want updates that reduce uncertainty.
They want the final outcome to feel fair.

These expectations are not excessive. In fact, they are relatively modest. Most
customers are willing to accept normal processing time or even an
unfavorable decision if they feel they were treated clearly and respectfully.

Where claims experiences tend to fail is not necessarily in the final outcome,
but in the way the customer gets there.

Confusing instructions, unclear expectations, long periods of silence, or
inconsistent communication can make even a valid process feel frustrating.
Retailers that design the claims journey around the customer’s emotional
experience — not just internal workflow efficiency — create much stronger
long-term results.

What Customers Actually Expect From A Claim
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The Claims Journey: Where Experience is
Won of Lost
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To improve claims performance, retailers need to understand the claims
journey as a sequence of moments rather than a single event.

The first moment is initiation. This is where the customer tries to figure out how
to start the process. If the claim form is difficult to find, if the required
information is unclear, or if the customer is forced into a cumbersome
process, frustration begins immediately.

The second moment is acknowledgment. Once the claim is submitted, the
customer needs confirmation that it has been received and that the process
is moving forward. Silence at this stage is one of the fastest ways to create
anxiety.

The third moment is active communication. As the claim progresses,
customers want visibility. They want to know whether the issue is being
reviewed, whether additional information is required, and when they should
expect resolution.

The fourth moment is resolution. This is where the customer ultimately decides
whether the protection plan delivered value. The speed, fairness, and
professionalism of this stage shape long-term perception.

Retailers that examine and improve each of these moments individually tend
to create a much stronger total experience than those that look only at high-
level averages.



Common Claims Failures That Damage
Customer Trust
Most problematic claims experiences do not fail because of a dramatic single
mistake. They fail because of accumulated friction.

A customer may have difficulty locating the right contact information. Then they
may receive an unclear email. Then they may wait several days without an
update. Then they may need to repeat information they already submitted. By
the time the claim is resolved, the customer no longer feels supported, even if the
result was technically acceptable.

There are several recurring failure points that retailers should watch carefully.
One is a lack of clarity at the beginning of the process. If customers do not know
what documentation is required, how long the process will take, or what types of
outcomes are possible, they begin the process feeling uncertain.

Another is inconsistent communication. Customers should not have to chase
updates. If they do, the experience quickly starts to feel unorganized and
unreliable.

A third issue is excessive effort. Any claims experience that makes the customer
work too hard — through repeated steps, multiple handoffs, or confusing
requirements — creates unnecessary dissatisfaction.

Finally, perceived unfairness is especially damaging. Even when coverage
limitations are valid, they must be explained clearly and respectfully. Customers
are more likely to accept difficult outcomes when the reasoning feels transparent
and consistent.

onpointwarranty.com
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Why Speed Matters - But Clairity Matters
Just As Much

Retailers often assume that claim success is primarily about speed.
Speed is certainly important. Slow resolution increases frustration and creates a
sense that the customer is being ignored or deprioritized.

However, speed alone does not guarantee a positive experience.

A fast but confusing process can still feel frustrating. A slightly slower process
that is clearly explained and consistently communicated can feel much more
professional and reassuring.

This is why the best claims experiences combine two qualities: responsiveness
and clarity.

Customers want to know that action is happening. They also want to understand
what is happening.

A strong process sets expectations upfront, confirms progress regularly, and
avoids unnecessary ambiguity. This reduces emotional friction, even when the
resolution takes time.

Retailers that focus only on internal cycle time may miss the larger point: the
customer’s perception of control and understanding matters just as much as
raw speed.
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How Claims Influence Customer Loyalty
One of the most overlooked truths in furniture retail is that a strong
claims experience can actually improve customer loyalty.

At first, that may seem counterintuitive. Why would a problem improve
the relationship?

The answer is simple: a well-handled problem creates proof.

Customers often assume a retailer cares about them during the sales
process. A claim is the moment when they see whether that care
continues after the transaction is complete.

When the process is smooth, fair, and reassuring, the customer feels
validated in two ways. First, they feel validated for buying the protection
plan. Second, they feel validated for buying from the retailer.

This can create a stronger bond than the original transaction alone.
By contrast, when claims are frustrating or unclear, customers often
reevaluate not only the plan but also their broader trust in the retailer.

For businesses that care about repeat purchases, referrals, and long-
term brand strength, claims should be viewed as a retention lever, not
just a service function.
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The Role of Your Provider Shaping Your
Experience
Even when the retailer is not directly administering claims, the provider
behind the program has an enormous influence on outcomes.

This is why provider quality cannot be evaluated based only on financial
terms, program structure, or technical capabilities. Claims performance
has to be a central part of the decision.

Retailers should assess whether a provider:
Communicates clearly and consistently
Resolves issues in a timely way
Supports customers with minimal friction
Provides reporting and visibility into claims performance
Aligns with the retailer’s standards for customer treatment

A provider can either enhance or weaken the retailer’s brand depending
on how claims are handled.

The relationship should not be passive. Retailers need insight into how
claims are performing and should regularly review trends, pain points,
and customer feedback with the provider.

The best administrators do more than process cases. They operate like
service partners who understand that every interaction reflects on the
retailer’s reputation.
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What Retailers Should Measure
Many retailers know their attachment rate in detail, but have limited visibility
into claims performance.

That is a mistake.

To evaluate claims effectively, retailers should track more than just claim
volume. They should understand how the process feels from the customer’s
perspective and where friction tends to occur.

Key areas worth measuring include:
Average resolution time
Customer satisfaction after claim completion
Frequency of follow-up contact required
Common causes of delays
Patterns in customer complaints or escalations

The point is not to create a reporting burden. The point is to build enough
visibility to know whether the claims experience is reinforcing trust or quietly
eroding it.

When retailers monitor the claims journey consistently, they can identify where
operational adjustments will have the highest impact.
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Turning Claims Into a Competitive
Advantage
Most retailers think of claims as something to manage. Stronger retailers think
of claims as something to differentiate themselves through.

That difference in mindset matters.

When the claims experience is treated strategically, the retailer begins to ask
different questions:

How easy is this for the customer?
Where are we creating friction?
How do we reduce uncertainty?
How do we make the process feel more supportive and less procedural?

The answers to those questions create opportunity.

In a market where many product offerings feel similar and price competition is
constant, post-sale experience becomes a more meaningful differentiator.

Customers remember who helped them well when something went wrong.
A retailer that consistently delivers strong claims experiences builds a kind of
trust that is difficult for competitors to replicate quickly.
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Final Takeaway
The claims experience is where the protection plan becomes real. It is the point
where your promise is tested, your provider is exposed, and your customer
decides whether the plan — and the retailer behind it — truly delivered value.

That makes claims too important to treat as an operational afterthought.
Retailers that invest in simplicity, communication, fairness, provider alignment,
and measurement turn the claims process into a source of strength. 

They reduce frustration, reinforce trust, and increase the likelihood that
customers will buy from them again. In a category where customer loyalty is
hard-won and easily lost, that is a meaningful competitive advantage.

We’ll review your current protection plan claims process and identify the
biggest opportunities to improve customer satisfaction, reduce friction, and
strengthen long-term loyalty.

Your audit can include:
Claims journey review
Communication assessment
Friction-point analysis
Provider performance evaluation
Practical recommendations for improvement

Request your claims experience audit by clicking the button below:

Request Audit

Get Your Claims Experience Audit

https://www.onpointwarranty.com/furniture-protection-plan-claims-experience-guide
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