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Auto insurance shopping makes a comeback...and them some

Our 2023 Q4 report spoke to the continual decrease in shopping through Q4 after a drop in Q3 relative to first-half results. It looked like consumers
responded to continual premium increases by shopping in the first-half of the year and relented to higher premiums in the second-half of the year when
better deals were harder to find. Insurers have continued to take rate in the background of this change in consumer behavior, and we are now seeing a new
change in trend — consumers are again shopping for auto insurance, at a record rate.

Following three continuous months of decreases in the shop rate, consumers
increased their shopping for auto insurance in January, moving from 11.7% to 12.1%
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Despite Seasonal Dip in Q4 2023, Insurance Shopping Likely to Remain Strong in 2024

Year-over-year percent change in number of insurance shoppers Both property and auto insurance shopping Change
by dropped at the end of 2023, mostly due to

—Auto Property predictable seasonality. As the industry moves
through 2024, market dynamics are likely to evolve,
and a case can be made that shopping will remain
strong well into 2024.

Combining record level price adjustments with
moderating loss costs, and a path towards rate
adequacy becomes clearer. Some insurers have
reported near-target profitability performance and
are signaling intent on resuming marketing efforts.

The number of auto insurance shoppers continued
to increase in Q4 2023. A deeper look into shopper
data reveals two distinct changes in profile and
behavior. The first, auto insurance shoppers with a
high credit-based insurance score (lower risk)
drove shopping with a 14% increase in 2023.
Second, shopping intensity — the average number
o of insurers a consumer shopped with per shopping
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Source: TransUnion Internal data. Note: YoY Percent change is calculated on a weekly basis using 3-week moving average over 18-

month rolling period While the financial picture for insurers is improving,
profitability remains in a precarious position, so
marketing spend will need to be efficient and highly

Source: TransUnion 2023 Q4 Personal Lines Trends and Perspectives Report targeted to yield effective results.
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() IN FOCUS QUARTERLY:
Top 5 Reasons for Shopping Auto Insurance

As the current hard market cycle began, the leading reason for shopping auto insurance cited by consumers was they were “just browsing rates”. This indicates a
“passive” shopping experience and is consistent with results prior to the onset of the hard market. Over the next 8 quarters, the share of consumers citing this as their
primary reason for shopping dropped from 24.8% to 17.1%. At the same time, the percentage of shoppers saying “my rate was too high” increased from 16.9% to 21.3%
and those saying “my rate recently increased (not claim related)” increased from 7.9% to 14.6%, almost doubling. These reasons for shopping are indicative of a more
“active” shopper, seeking to switch insurers, rather than passively price checking. The recent or planned purchase of a new vehicle remains a strong trigger to shop for
insurance and almost 8% of consumers say they shop due to receiving a renewal notice. As rate activity continues through 2024, the industry should expect to see
continual growth in the share of consumers citing price reasons as their primary trigger to shop and should therefore expect to see more of these price-sensitive
shoppers quoting them as a result. The 2024 J.D. Power Insurance Shopping StudySM™, publishing on April 23, will dive deeper into the dynamics of today’s shopping.

Primary Reason for Shopping Auto Insurance

\

Q1-2022 Q2-2022 Q3-2022 Q4-2022 Q1-2023 Q2-2023 Q3-2023 Q4-2023 Q1-2024

My rate was too high = Just browsing rates
== My rate recently increased (not claim related) | bought/I am planning to buy a new vehicle

| received a renewal notice

© 2024 J.D. Power. All Rights Reserved. Note: Brand and peer data available for LIST subscribers
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THE LIST ADVANTAGE LIST AT-A-GLANCE STAY CONNECTED

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



https://hub.jdpower.com/insurance-mailing-list-subscribe

LIST 3.0 LAUNCHES THIS SUMMER

We continue to enhance LIST to provide subscribers with the critical data needed to win the acquisition battle and are excited to roll out the
latest version this summer. So, what's new this June?

.

Survey Enhancements

Agile Survey Tool More Data

More Vehicle Details

We're expanding questions to
_allow for more customized daily,
monthly, quarterly, and annual
shopping/switch rates and to
provide a more robust view
among bundlers.

We're migrating to a more agile
survey tool which will allow for
interchangeable modules to
provide timely data on topical
issues and client customization.

We're increasing sample sizes to
enhance state, product, and
customer segment specific data
analysis.

We're adding questions to gather
primary vehicle make, model and
year and data sets to understand
auto premium dollar amount down
to household level precision.
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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 Insurance LIST provides a unique daily, competitive view of auto, homeowners, and renters
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, as well as the household composition, and what other ancillary products they have.
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