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Consumer trends focusing on employment / financial

status and personal mobility outlook

May 14, 2020

Our key themes evolve slightly as a post-COVID-19 world begins to take shape. Economic situation begins to drive behaviors and will likely persist:

" 48% of consumers are AWARE of premium relief, but behaviors appear more tied to employment / financial status
— 48% consumers are AWARE. Shopping / switching triggers are down as many indicate relief was sufficient or alternative actions already taken
— Of those unemployed or with reduced working hours, 47% and 58% respectively do not feel actions were enough to relieve financial pressure
— Rate sensitivity closely tied to employment status: little pre / post-COVID change among employed and still at mid-COVID lows among the impacted

®  Three groups forming with distinct behaviors and future outlooks. Understanding their needs will be key going forward
— Employment status not impacted: largely exhibit pre-COVID satisfaction, rate sensitivity and service expectations today

— Employment / hours status impacted: lower satisfaction, high rate sensitivity, elevated propensity to shop / switch and likely to act swiftly if situations
change due to lower confidence in ability to make payments

— Forward-looking drivers: less tied to employment, but clear outlook for reduced mobility—looking for their carrier to anticipate their ‘new’ situation

®  Telematics interest remains high especially among those with reduced mobility outlook
— Consumers outlook for reduced miles driven continues to grow (55 to 59%) with 40%+ more interested in a telematics solution
— This forward looking group is most likely to seek lower premiums (72%), be marginally engaged and be rate sensitive (also tied to employment status)

® ‘Know your customer’, always required, will become increasingly important. Granular understanding will be key to reducing shopping
— Going forward, understanding specific consumer situations and being able to respond accordingly will be key to retention
— Benefits and stimulus have likely reduced immediate shopping propensity, but the longer the crisis persists, the more likely it returns to elevated levels
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Insurance during COVID-19

May 14, 2020

"  Fielding dates: COVID-19 Hotspots Legend

— W1 03/24 | W2 03/31 | W3 04/07 | W4 04/14 | W5 04/28 | W6 05/12

®  Total respondents:
— W1 1,021 | W2 1,006 | W3 1,035 | W4 1,002 | W5 975 | W6 1,053

®  Respondent demographics:

— General population -

P&C Demographics

Wave 3 mWave4 mWave5 mWave 6

499%0%

38% 37% 37%
24% 30%0%69% ., 28%s0, o 24
8% 49 20% 6% 19% 6%
: Hotspots by Wave
Wave 1 CA, NJ, NY, WA
Male Female 18 to 29 30-44 45-60 61+ Wave 2 MI, FL, IL, MA, LA
CO. IN, MD, OH
Gender Age Segment MO, NC, RI, TN, VA
AL, AZ, IA, MN, MS, W
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MARKET CONTEXT



Auto insurance: looking beyond COVID-19

The COVID-19 pandemic has driven consumer from shock to panic to the current settling in of future outlook towards a ‘new
normal’. As the panic has faded, most eyes are toward re-opening and managing economic impacts

May 14, 2020

S < = = =
[§ [§ T S S
S S [s1
g S 2 2 2
3 5 S = ]
MARCH N
30+ U.S. states announce school closures
13 March 16 March Carriers announce States begin reopening in phases
U.S.|declares natibnal DJI falls 3,000 pts $10bn in premium relief .
sthte of emergéncy San Francisco 06 Aprfl 16 April 1 May
06 March issues first shelter- Allstatd anl AmFam Weekly jobless FDA approves emergency
Tech firms begin in-place order annourfce premium returns claims at $.2m use of remdesivir
closing Seattle offices U.S. advises to 26 March DJI surpes|1.600+ pts 30 April
11 March avoid gatherings of Weekly jodjess 09 April 30m+ weekly
WHO characterizes the novel >10 people claims at 3t3m : jobless claims
coronavirus as a pandemic 24 March Weekly jobless claims at 6.6 in total
14 March 15 March DJisurges | . ¢ 09 April _ ® 23 April ® 14 May
Schengen area travel Fed funds rate set 2,100+ pts 02 Apr|I. ggdg)f:‘nr?:zgizrffcd”‘ona' Weekly jobless 36m-+ weekly
restrictions become effective to zero Weekly jobless ) ; claims at 4.4m jobless claims
claims at 6.9m ~ SUPPOrt programs since mid-March
U.S. Reported Cases (cumm.) 4.6k 53.7k 213k 454k 667k 1,060k 1,355k
U.S. Reported Deaths (cumm.) 85 703 4.7k 16.0k 32.9k 61.5k 81.4k
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Consumers believe it will take time to ‘return to normal’

Equity markets show greater confidence than consumers in returning economic activity—with some sectors being more
impacted, financial situations will vary widely depending upon which sector consumers were previously employed

May 14, 2020

Equities continue to show §igns of strength despite headline 51% of consumers feel that it will 1 year or more to
economic data reads.... recover jobs lost due to COVID-19

Disconnected - Economic data vs. stocks Apr 3-5 mMay 8-10
U.S. stocks have rebounded despite worse-than-expected economic data
Less than 1 month

1 to 2 months

3 to 5 months

6 to 12 months

110 2 years

3to5years

6 or more years

T T T T o ¥ o
10 17 24 2 L] 18 3
Feb 2020 Mar 2020
Cifi U.S. Economic Surprise Index ™ SE&P 500 Index

Source: Refinitiv Datastream 2 | don’t know

Source: Refinitiv datastream, Reuters (May 07, 2020), J.D. Power financial services
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Personal financial outlook remains mixed

As more states ‘re-open’ and resume business, potential for increased mobility and economic activity grows, but

consumer still showing uncertainty with their personal financial situations

May 14, 2020

State begin to re-open and pave the way for increased ...but individual consumer economic sentiment still showing
mobility and return to economic activity... some signs of caution and uncertainty

Apr 10-12 Apr 24-26 May 1-3 m®May 8-10

9%

The worst is 13%
behind us 17%
28%
The worst is right 24%
0 now 22%
61% I

Worst is now or 40%

yEL e Corlre The worst is yet to
personally come 379

Don't know
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Miles driven showing signs of recovery

Continued growth in miles driven nationally as phased re-openings begin to materialize with increased mobility In partnership with:

trending to 75% off-peak, up from 55%. Speeding continues even as roads become more crowded
— CAMBRIDGE
W)/ moBILE TELEMATICS

May 14, 2020

US miles driven per day is at 75% of pre-COVID, up from c. 55% at the lowest point
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Early opening states show steady increases

As states re-open, mobility has not increased dramatically, but rather slow and steady increases are clear In partnership with:

trends. Local situations impact results, but reasons to believe that mobility will trend towards a new mean

CAMBRIDGE

May 14, 2020 "“ MOBILE TELEMATICS

Georgia is slightly above national average at 79% of pre-COVID miles driven—steady increases driving an upward trend

Max Kms

Frac.

03/09

Frac. Max Kms

Of note, Tennessee and Texas show similar trends of gradual increases off peak-COVID lows
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AUTO INSURANCE

Impact of COVID-19 on the auto insurance consumer



Auto insurance perceptions stabilize within cohorts

Consumer satisfaction with their auto carrier remains off mid-COVID lows, but awareness of premium relief actions

continues to drive a disparity in overall views and satisfaction levels

May 14, 2020

Do you think that COVID-19 will change your How satisfied are you with how your current auto
opinion on auto insurance? insurance company?
24-Mar ®m31-Mar ®m7-Apr m14-Apr m28-Apr 12-May 48% 52%

82%
8% 3%73%
73%( 3%
62%
po% Very satisfied 64% °
60%
Somewhat satisfied .
25%
199%18%, -, 18%18% 22%
16% °15% °©7°1°7° Neither satisfied nor B
8% 7%

- dissatisfied
T ) Very dissatisfied

. - . B ==
Yes No Don't know 24-Mar 14-Apr  28-Apr 12-May 14-Apr  28-Apr 12-May
Initial Wave AWARE population UNAWARE population
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Consumer awareness growing, but impacts still uncertain

Consumer awareness of premium relief actions continues to grow and drive overall satisfaction among a subset, but as

personal financial impacts materialize, a growing group doesn't believe it will ultimately help to ease financial pressure

May 14, 2020

Has your insurance company announced they will reduce
premiums or provide refunds during COVID-19?

w4 ;
W5 i
W6 48% 29%
Yes § No Don’t know
AWARE population

Are premium actions enough to help ease financial pressure?
w4
W5

W6 42% 39%
Yes No Don’t know
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48% of consumers are now AWARE of their carrier’s announced

premium relief as of May 12

Those AWARE have had more time to digest the news:

— 42% feel that action taken is enough to relieve financial pressure,
an increase to 20% of total consumers

— 39% do not feel that action taken will relieve financial pressure,
an increase to 19% of total consumers

— Those that ‘don’t know’ look more like those that don't feel
premium relief will ease financial pressure

While AWARE consumers appear ‘satisfied’ with their carriers

actions, underlying drivers largely relate to employment status

— 66% of total consumers still seek premium reductions, up from
43% just four weeks ago

— Consumers have long been relatively satisfied with service, but
significantly less so with rates

— Consumer understanding of rate drivers, especially frequency
and severity, is low. It is possible that they now view rate
reductions as more ‘possible’ than history would suggest



Many actions already taken or relief sufficient

Premium relief appears to have satisfied a plurality of engaged (AWARE) consumers; however employment status is a key driver

of premium relief adequacy—something that will need to be monitored closely going forward

May 14, 2020

Of those AWARE, are you likely to take additional premium

relief actions?

Premium relief enough ® Premium relief not enough Uncertain if premium relief enough

4% )
Shop for another carrier 22%

9%

Increase my deductible / reduce
coverage T 0%

Switch to a new carrier |7

| will likely switch when delayed
payments come due

,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,

Cancel my policy

Relief provided was encugh

| have already made the changes |
' will need to make

© 2020 J.D. Power. All Rights Reserved.

Propensity to take
action has fallen
significantly after

mid-COVID spikes,

especially intent to
shop / switch

= There has been a steady reduction in indicated shopping / switching
behaviors for the past five weeks

= Afew key indicators of customer behavior to watch:

— Employment status / financial security is a clear indicator of premium
relief efficacy—benefits programs will likely influence going forward

— Many consumers are anticipating fewer miles driven in the future and
appear to be wondering if their carrier will respond

= Very few consumers today appear poised to switch once premium
payment deferral or grace periods come to an end

Of those AWARE, employment status is a key indicator of whether
premium relief eased financial pressure enough

® No change in employment ~ ® Laid off/Furloughed Hours/salary reduced Prefer not to answer

58% 5395

47% 47%
35% 29% 33% 32%
- 16% - 20% 18% 1405
Yes, it's enough No, not enough Don't know




The wait and see period?

Many consumers indicate that they have already made changes that need to be made. Given close behavioral ties to

employment status, these actions will likely evolve given timing of return to economic activity
May 14, 2020

Who is aware of premium relief announcements? = Almost 70% of consumers have either already taken action or premium
(by credit tier) relief was adequate to ease financial pressure at this time

= Of those that have already taken the required actions, many are
UNAWARE of their carriers actions

Excellent =g (5000 @@= [ 3ir/PoOOr . . . .
= This is a positive for now, but continued economic pressure from un/
55% underemployment may shift these situations rapidly as stimulus fades
= Shopping appears to be a first task for the less AWARE and most
financially impacted
0,
45% 44% . ) ] .
40% What premium actions are you currently taking to ease financial pressure?
Aware 12-May ~ ®Unaware 12-May
44% 42%
34%
25%
15% 20%
0,
29% ’ 0%, 10% .
Shop for Switch to a Increase my Cancel my I'will likely  Relief provided | have already
14'Apr 28'Apr 1 2'May another carrier  new carrier  deductible or policy switch when  was enough made the
reduce delayed changes | will
coverage payments need to make

come due
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Active communication drives results

Contact from carrier lags awareness indicating that many consumers are being communicated with via mass market

channels; however, active and personal communications can drive significantly better results

May 14, 2020

Have you been contacted by your insurer about actions they
are taking to help customers manage costs as a result of

7-Apr

14-Apr

28-Apr

COVID-19?

12-May 39% 51%

© 2020 J.D. Power. All Rights Reserved.

Yes

No

Don’t know

Shopping / switching propensity by communication

= Still more than 50% of consumers have not heard, or noticed attempted
communication, from their carrier since the onset of COVID-19

=  Consumers that have received contact are almost 2x less likely to shop and
switch compared to those who have not received communication

= While a difficult task, personal outreach to understand individual situations and
to help find personal solutions is a highly effective method of driving retention

Likely to shop

Shopping / switching reduces
with contact from carrier

23%\>

H Likely to switch

Shopping / switching increases
without contact from carrier

229 24% 24%
16% 0
3% 13% 15%
10% 9%
I H B
14-Apr 28-Apr 12-May 14-Apr 28-Apr 12-May

Contacted by carrier

Not contacted by carrier



Heightened rate sensitivity driven by employment status

Consumer rate sensitivity continues above pre-COVID levels on average. Closely tied to employment status and financial

anxiety, this is likely to impact shopping / switching and cancellation decisions as economic impacts persist

May 14, 2020

Has COVID-19 changed your opinion of what is most important in your auto insurance?

e e Expect driving to return to normal
= Rate sensitivity is stabilizing, but Prior to COVID-19 & After COVID-19 ’ °

remains heightened v. pre-COVID
preferences 6.26
= Balanced offerings that address 6.07 |
personal mobility and financial l l . 4 Nochange

=g [-xpect to continue driving less
egu=s (Jncertain about future miles driven

5.53

Quality of Coverage (10)

situations will be key to acquiring 542

and retaining customers

= Rate sensitivity is significantly driven 5.33
by employment status

Salary reduced
562 * * y 5.29

Laid off /
furloughed

— Consumers with reduced A 1 ¢ Hours reduced
employment status continue to 4.9 4.37 3 4.45 4.42
show mid-COVID rate ‘
sensitivities ‘

— The longer the economic crisis | , . . . . . . . .
persists, shopping / switching 24-Mar  31-Mar 7-Apr 14-Apr  28-Apr  12-May 7-Apr 14-Apr 28-Apr 12-May
pressure will likely build
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Did premium relief excite already existing rate tension?

Consumers continue to favor actions that deliver an immediate financial impact. As the economic fallout of COVID-19

materializes underlying, already low rate satisfaction is being exacerbated by multiple issues

May 14, 2020

What action(s) would you like to see from your insurer
during COVID-19? ()
= Consumers expectations of reduced premiums is largely driven by rapid
growth of those whose future mobility outlook is reduced (see pg. 22)

= There may be a disconnect forming between how consumers see their
outlook developing and service providers that anticipate those changes

Wave 1 Wave 4 mWave5 mWave 6

For consumers that
66% 7 2 o/o believe future miles
driven will be reduced

61%,

ook
o oot ou
Fuluf

43%

0,
29%29%28% 2% 270

13%

Reduce my premiums Allow me to suspend/turn Suspend billing / extend due None of the above

off my coverage for not dates
using my car
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Consumer satisfaction with premium has lagged service
satisfaction for more than 20 years
Consumers have long been significantly less satisfied with rates
compared to their overall auto insurance relationship

Always predicated upon a ‘normal’ outlook for miles driven and rates—as
consumer outlook for miles driven falls, they will likely look forward for
rates to keep pace or even anticipate these changes

Overall Satisfaction (Auto) e Price Satisfaction (Auto)

g0 331

818 819
811

810

72 772
768 J61 765 766

750
742

710

‘00 '01 '02 '03 '04 05 '0o6 ‘07 '08 '09 10 11 12 "3 14 "15 "6 17 "18 "9




Knowing consumers’ situations will be key going forward

Confidence in continuing to make premium payments has increased, but driven largely by those that continue to be employed—

understanding specific situations will help to understand needs and required solutions as the situation develops
May 14, 2020

Due to the economic impacts COVID-19, how concerned are Confidence in making payments largely driven by
you about making your next auto insurance payment? employment and compensation status
24-Mar No change in employment I 21% 69%
31-Mar
7-Apr Salary has been reduced I 27% 49%
14-Apr Hours have been reduced 28% 35%
28-Apr
12-May 239, 59% Laid off / Furloughed 29% 34%
Very Somewhat Very Very Somewhat Very
concerned confident confident concerned confident  confident
= A combination of premium relief, policy adjustments, stimulus checks and = Employment status clearly differentiates consumers confidence to make
better situational clarity are driving increased confidence for now premium payments
= While shopping / switching behaviors are currently muted, the longer the — Unemployment rate and longevity of benefit and stimulus programs will
economic crisis persists, the more likely pressure will appear later likely be a leading indicator of shopping / switching behaviors

© 2020 J.D. Power. All Rights Reserved. 18



Employment status driving premium decisions

Only a third (32%) of consumers have looked into delayed payments with just 3% having actually delayed a payment—the

overwhelming majority have been recently laid off or furloughed

May 14, 2020

Does your insurance company allow you to delay
payments due to COVID-19?

u 12-May 68%

39 15% 14%
o

Yes, but | have not No, not available Don't know

delayed a payment

Yes, and | have
delayed payment(s)

Have you recently been laid off, furloughed or otherwise
lost your primary form of employment / income?

Yes

25% -~

Of auto insurance -
customers have lost or
experienced a reduction
in their primary source of
employment/income

No, but hours reduced

70%
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In most major auto insurance decisions, employment status is a key
indicator of premium actions / payment confidence

— C. 25% of consumers have lost all or part of their primary income
/ employment

— 32% of consumers have looked into delayed payment options

— Only 3% of total have taken delayed payments, largely driven by
those with impacted employment status

As seen previously, there is not a high propensity to cancel after
delayed payments at the current time

Customers exploring delayed payment by employment

m Yes, but | have not delayed a payment
Don't know

mYes, and | have delayed payment(s)
No, not available

Laid off/ ® o
Furloughed 9% 9%
Hours/salary  P&¥ o
reduced 2% 20%
No change to  P4S &
employment 2% 16%




Telematics interest remains strong

Settling into around a third of consumers show a willingness to try telematics programs now or in the future. The

longer miles driven remains reduced, we would expect to see this population increase
May 14, 2020

How has COVID-19 impacted the average number of miles How has COVID-19 impacted your willingness to use
driven within your household? Usage Based Insurance (UBI)?
Premiums more impacted by your driving behavior and miles driven
Less than normal More than normal
More wiling 10% 3.1x
24-Mar 33% 31%
31-Mar

About the same
7-Apr

14-Apr

28-Apr I 129
’ Less willing
0,
. - | already use UBI IKA& 8% I 8%
e o1 9% 4 24-Mar  31-Mar 7-Apr 14-Apr 28-Apr 12-May

© 2020 J.D. Power. All Rights Reserved. 20




Telematics interest driven by expectations

More consumers continue to see themselves driving less in the near / medium-term future. Telematics interest arising

from that group (c. 25% in total) continues to remain strong
May 14, 2020

Do you anticipate any changes to the average number of milesyou  *

drive will remain after COVID-19?

Believe their average miles driven WILL
REMAIN LOWER post COVID-19

59%

14-Apr 28-Apr m12-May

38%
No, it will likely go back to normal 43%

N 30%

34%
Yes, likely to reduce time in public 35%

N,  36%

Yes, likely to continue working from home for 2(2)3/%
some time °

N 23%

No, it will likely increase before public 3% 8%
transport becomes safe || 2%0
1 7%

Don't know 9%

I 5%
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The majority of consumers still expect their average number of miles
driven to remain lower post COVID-19

— Increased work from home is driving the increase as more
employers gain clarity on 2020 policies

= Future miles driven expectations have been stable. Consumer mobility
expectations are likely influencing their auto insurance mindset

Willingness to use Usage Based Insurance (UBI) by
Expectation for Future Miles Driven

: :
I 40% i 40%
i o B o I 43%

More willing to try  [BXA)

About the same

Less willng  pmm B B O as ==
7-Apr  28-Apr 12-May 7-Apr  28-Apr 12-May  7-Apr  28-Apr 12-May
Don't know what miles Expect miles driven Expect to remain

driven will look like to return to normal working from home /

spend less time in public



Service expectations remain, but for a lower rate

Perhaps unrelated to mindset shifts driven by COVID-19, consumers want excellent service for a lower rate, but COVID

continues to drive rate sensitivity creating a ‘more demanding’ consumer—a new expectation is likely forming

May 14, 2020

Due to COVID-19, has the importance of your insurance relationship An already demanding consumer is likely to become
changed due to any of the following...? even more so over the coming months
Less important More important
w1 = As seen in other metrics, consumers continue to seek a more
Competitive price W4 competitive price
________________ e 359%_ = Access and online / self service remain similar to pre-COVID
W1 levels indicating a similar expectation
Access to a call wa . .
center 24/7 = Demand for customer service excellence remain at elevated
________________ e _________________79%________________E___ levels as consumers seek counsel guidance to achieve the most
Online access/Self- m competitive rate in economically challenging times
service 24/7 =  (Good coverage options continues to increase in importance likely
———————————————— x— f— -————————————————79%————————————————E——— driven by consumers growing awareness of their ‘new’ auto
Excellent customer » insurance needs:
service W - T — Recognition of reduced miles driven and commensurate
D/ (o] . .
---------------- " 1—1?--------------------------------------------------- reduced coverages / levels are likely to be well received
Good coverage | — As seen previously, telematics programs are likely to become
options e T — T increasingly popular for customer acquisition
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