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Consumers are Finding Alternatives when Shopping and are Switching at Increasing Rates

In five quarters to-date more than 320,000 consumers have participated in the LIST survey (Loyalty Indicators and Shopping Trends) with
nearly 104,000 in Q4 demonstrating the increased volume that this now established daily industry benchmark provides. Across this period,
while shopping has remained relatively constant, switching is up. The top reasons for shopping and switching are related to the value that
consumers are seeking due to increasing prices of insurance contrasted with individualized decreasing use of their vehicles.
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Higher-risk consumers continue to drive auto insurance shopping activity, according to TransUnion

YoY percent change in number of auto insurance shoppers per
week
by TransUnion’s TrueRisk® Auto Insurance Score

(3 Week mOVing average) While higher-risk (<=500 TrueRisk Auto Score,

TransUnion’s credit-based auto insurance
score) consumers were less likely to shop for
20.00% auto insurance than their lower-risk (701+
’ TrueRisk Auto Score) counterparts for much
10.00% of 2020, TransUnion observed a dramatic
reversal of this trend in the spring of 2021 that
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“Lowering premium costs remained the
primary motivation for auto insurance
-20.00% shopping,” says Michelle Jackson, Director of

Personal Lines Market Strategy at
-30.00% TransUnion. “In addition, 2021 saw an
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https://www.transunion.com/industry/insurance/shopping-studies
https://www.transunion.com/industry/insurance/shopping-studies
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IN FOCUS QUARTERLY:
Switching Trends Across Credit Tier
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Based on the nearly 104,000 responses in Q4 of 2021, consumers across credit tiers are seeking more value and personalization in their insurance
programs. New to this quarter is an additional survey element that focuses on the value of usage-based programs in risk rating. While shopping across the
board seems stimulated by price increases, we'll be tracking the continued uptake of programs that are alternatives to traditional time-based contracts of
insurance. Companies using LIST are better able to be smarter about the market and quicker to react to change.
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Primary Reason for Shopping Among Switcher
Based on Self-Reported Credit Tier
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Shopped because of UBI

Excellent/Good Credit  m Fair/Poor Credit

More price sensitive customers are switching to
usage-based insurance programs, but all tiers are
now aware of and switching to more personalized
value programs.
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https://www.surveymonkey.com/r/WJVXQZ7

INSURANCE INTELLIGENCE

2

()
In collaboration with TransUnion

Authors TransUnion Inquiries

Marty Ellingsworth Michelle Jackson
Heaq of E&C Insuranc;e, J.D. Power Director, PL Market Strategy, TransUnion
martin.ellingsworth@jdpa.com michelle.jackson@transunion.com

Tony Soloman Sales Inquiries
Strategy Director, J.D. Power

anthony.soloman@jdpa.com Scott Quarderer

Head of Insurance Sales, J.D. Power

scott.quarderer@jdpa.com

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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