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Auto Insurance Shopping Continues to Accelerate

Rate adequacy continues to present a substantial challenge to auto insurers, and they are not letting up on rate taking. In turn, shopping continues to

increase as consumers are not relenting in their desire to find a more attractive premium for their auto insurance needs. The second quarter of 2023 marks
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On the following pages, we will explore recent TransUnion data, which shows more

consumers are driving without insurance, abandoning the idea of shopping as
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10.1% A look at changes in “The Insurance Neighborhood” that we introduced last year.
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Nearly 15% of Consumers Allow Auto Insurance Coverage to Lapse

Consumers, facing rising insurance rates and
household budget pressures, are hunting for lower
premiums. While the year-over-year percentage of
auto insurance shoppers overall remained positive
over the first quarter of the year, customers with
lower scores dropped into negative territory.
TransUnion’s Q1-2023 Insurance Consumer Survey
offered additional insight into the drop in shopping
in this market segment: Nearly 15% of respondents
said they owned or used a car without valid
insurance or allowed their coverage to lapse at
some point in the previous six months, with nearly
30% having cited inability to pay as the primary
reason.

YoY percent change in number of insurance shoppers
by

300-500 501-700

“When surveyed on how the increase in insurance
premium has played out in comparison to other
expenses within a household budget, it is not the
largest felt increase in order of magnitude,” said
Michelle Jackson, Senior Director of Personal Lines
Market Strategy at TransUnion. “However, as costs
continue to rise, some consumers are forced to
make decisions on which bills to pay, and insurance
ranks behind mortgage/rent, vehicle payment, credit

cards and utilities in terms of priorities.”
Source: TransUnion 2023 Q2 Personal Lines Trends and Perspectives Report



https://www.transunion.com/industry/insurance/shopping-studies
https://www.transunion.com/content/dam/transunion/global/business/documents/ins-2023/ins-23-f136046-personal-lines-trends-and-perspectives-q2-trends-report_final.pdf
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O IN FOCUS QUARTERLY:
First Anniversary Milestone: Household Shopping Intelligence

We celebrate a milestone for creating the first comprehensive view of shopping intelligence at the household level with a quarter of a million respondents now living in
our insurance neighborhood. The past 4 quarters have been historic in the insurance industry on many levels. With record losses and record rate increases, to some of
the largest carriers pulling completely out of markets and product lines, it has never been more critical to have the granular level insights that LIST now provides. So lets
look at what's happening in The Neighborhood.
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Homeowners with 2 cars and 2 drivers comprise the largest portion of households and tend to be the least price sensitive. Carriers should take note as obtaining this household type
yields a long-term client. While most of this household type are Boomers, the second largest demographic are Gen Y customers, more specifically older Gen Y, again highlighting their
importance as a long-term asset to a carrier. Not surprising, renters tend to be the most likely to shop and switch, and are most likely to say they intend to switch in the next 90 days. The
majority of this cohort are Gen Y, more granularly, they are between the ages of 25 and 34, so they are at the stage in their lives where they would be looking to move into that coveted 2
car 2 driver household and certainly not a cohort to be ignored.

© 2023 J.D. Power. All Rights Reserved.
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@ IN FOCUS QUARTERLY:
Deeper Understanding of Household Behaviors

The J.D. Power Auto Insurance StudySM (AIS), now in its 24t year, helps carriers understand the sensitivities of the Insurance Neighborhood at a granular level. By further
segmenting households by demographics, we can leverage multi-year insights from AIS to better understand which of the 3 key drivers of satisfaction — Customer
Service, Claims Experience, or Price — is most important to which household. Below we drill deeper into the coveted homeowners with 2 cars and 2 drivers segment to
understand what is most important to these households.

Homeowners with 2 Cars and 2 Drivers

Subgroup 1: Customers aged 26-34
Low income - Price Universally these customers are all heavily
Middle income - Price influenced by price
High income - Price

Within this more established cohort, lower
Subgroup 2: Customers aged 35-54  ,come households are influenced by price,
Low income — Price . while middle income households value a good
Middle income - Claims experience claims experience, and higher income
High income — Customer service households want superior customer service

Subgroup 3: Customers aged 55-70
Low income — Claims experience
Middle income — Customer service
High income — Customer service

As consumers begin prepping for retirement,
the claims experience and customer service
are key

Subgroup 4: Customers aged 71+ Among older customers with lower levels of
Low income - Price income, price is critical, while those who have
Middle income - Claims experience hlgher income /eveIS Value a gOOd Claims
High income - Claims experience experience as the key driver of satisfaction

Source: J.D. Power Auto Insurance StudysM Income Definitions: Low income <$50,000, Middle income $50,000-$100,000, High Income >$100,000

© 2023 J.D. Power. All Rights Reserved.
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https://hub.jdpower.com/insurance-mailing-list-subscribe
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THE LIST ADVANTAGE LIST AT-A-GLANCE LIST IN ACTION

Consumers Reached Every Day Consumers Captured So Far State and Zip Level Data allows
targeting specific markets



https://www.surveymonkey.com/r/WJVXQZ7
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About J.D. Power Insurance Intelligence

J.D. Power is the nation’s leading insurance customer intelligence and CX advisory company. We work with
every top 20 U.S. P&C carrier to equip industry leaders with indispensable insights, solutions, and tools to
achieve their mission-critical priorities and build the successful organizations of tomorrow. Our unrivaled
combination of expert-led, independently-sourced and data-driven research steers clients toward the right
decisions on the issues that matter most.

About TransUnion Insurance

TransUnion is a global information and insights company that makes trust possible in the modern economy. We
do this by providing a comprehensive picture of each person so they can be reliably and safely represented in
the marketplace. As a result, businesses and consumers can transact with confidence and achieve great things.
We call this Information for Good®.

About J.D. Power’s Loyalty Indicator & Shopping Trends (LIST)

The J.D. Power Auto Insurance LIST provides a unique daily, competitive view of auto insurance shopping and
loyalty behaviors for the top carriers in the national and state-level markets. The consumer behavior data
captured reveals who shoppers are, where they are shopping, and which brands they are considering.
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