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Chapter #1

The digital world
IS concerning...

Consumers are spending more and more
time online, with elementary aspects of life
now taking place in two worlds, the real
world and the digital world.

This digital life does not come without
concerns, and consumers are aware of that.
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Chapter #2

...but consumers
are not always
cautious...

Even though consumers are aware
of the risks inherent to the digital
world, they go on acting
incautiously. In any case, they want
to remain connected, and in several
environments.

HOW CONSUMERS REACT TO THIS TREND?
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Chapter #3

...and they’re still not
highly protected

Despite interest, purchase intention and penetration
rate of MDDR protection services remain low.
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Sources: Customer Lab, an Allianz Partners proprietary quantitative database of
consumer insights. Results for 2022 & 2023 - Foresight Factory — Travel Pulse - Norton
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