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Shopping & Switching Rates fall to a record low
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NB: Approx. 2/3" sample for Feb’22 & 1/3™ for Mar’22.

Source: Consumer Intelligence Insurance Behaviour Tracker, Renewals Jan'15 to Mar'22 slide No: 2



Presenter Notes
Presentation Notes
[Dropping people into the most exciting or shocking stat!]

Consumer behaviour is changing.
Shopping and switching rates are lower than they have been since we started collection in 2008.

It’s important to note that this isn’t the exact experience of every single brand – at this time, some will have high levels of retention and others won’t. For some the above will present a huge problem, for others, it’s opportunity.
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Let’s go back to the future /



Presenter Notes
Presentation Notes
To explain the trends we’re seeing here, let’s go back to the future. In fact, let’s go back to the presentation I delivered in 2019 at Insurance 2025.
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Key trends
2019

ﬁ* Consumer affordability squeeze
. | Financially squeezed consumers turn to more flexible products

i 0 A shift from product to service reinvents the end to end consumer experience

Changing mobility

. Consumers adopt new transport solutions to get from A to B -

7T

" B

)

' | Personalised everything
Data and artificial intelligence combine for deep consumer personalisation

© 2022 Consumer Intelligence Slide No: 4


Presenter Notes
Presentation Notes
In 2019, I was invited to speak at Insurance 2025 about the consumer trend we expected to take hold over the next 5 years.
These trends were identified through some extremely thorough horizon scanning, tapping into our consumer research capabilities. 
2019 was a quieter time – the only ‘crisis’ we had to talk about was Brexit. 
We had the rumblings of a super complaint, but no idea in what it would result in.
And there wasn’t a pandemic in sight. 
There was more certainty in the way the market behaved – things were more predictable. 
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Key trends Consumer affordability squeeze
5021 Financially squeezed consumers turn to more flexible products

i ¥ A shift from product to service reinvents the end to end consumer experience

i

Changing mobility
Consumers adopt new transport solutions to get from A to B

Personalised everything
Data and artificial intelligence combine for deep consumer personalisation

Agile regulator
Taking an agile, active and engaged approach to act as customer advocate

!(‘ Investment climate
An increasing interest in ESG, providing funding opportunities
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Presenter Notes
Presentation Notes
Fast forward to 2021, when we presented again at Insurance 2025. Of course, a lot had happened in those two short years.
We reviewed our predicted key trends, but this time we identified two more that had emerged: Agile Regulator and Investment Climate
[explain additional trends]

At this time…
Consumer trends were accelerating exponentially
Regulator and internal processes within insurers were accelerating at pace too 
This was all put on steroids as a result of Covid
Suddenly it became much harder to assess what will happen in 5 years

The trends we discuss in 2019 and then the additional two added in 2021 are still true today and paint a direction of travel for the industry.
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What’s happened since then?
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Transition to
working

Spike in

vulnerability from home

COVID-19

-

Consumers
under financial
pressure
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Presenter Notes
Presentation Notes
Transition to working from home
-The biggest change that we saw as a result of the pandemic is the shift to home working. It was a steep learning curve for both employers and employees. Last time I presented here, the proportion of people working from home was 35%. At that time 13% of people said they would continue to work at home all the time.

Consumers under financial pressure
- Also at that time, 18% of people have had their work hours reduced, 14% have had their salary reduced and 7% have been laid off or lost work. Unsurprisingly, that resulted in increased financial pressure among consumers, with 11% very concerned about the financial security and 9% very concerned about affording necessary outgoings.�
Spike in vulnerability
- In March 2019, we asked consumers whether they self identify as vulnerable, as per the FCA definition. 13% said they did. In March 2020, we repeated the same survey, and the figure had doubled. 26% said they self identified as vulnerable. That figure has slowly lessened over the course of the pandemic.
�When COVID hit, the change in the way people behaved was tangible – it was visible. Quite roads, people on video calls, staying at home, not partying, not eating out, not seeing their friends and family. During this time, people reprioritised what was important to them. We saw a massive drop off in people’s propensity to worry about car and home insurance – less shopping around and less switching. 
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Proliferation of Equalisation of NB
products in the and renewal
pricing

Increasing
loyalty
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Presenter Notes
Presentation Notes
Then we had the FCAs new general insurance pricing practices came along. New regulation – unprecedented regulation – fundamentally changing the way insurance had worked for decades. The immediate issue was price. How are my competitors pricing? How should I price? Will I lose competitiveness? Whilst true equilibrium is yet to be found, people have largely stopped running around like headless chickens. The industry kind of knows what’s going on now. 

What we’ve seen as a result of GIPP�
- Pricing step change in January (prices went up) – equalisation of NB and renewal pricing

Proliferation of products in the market

Increasingly loyal customers. People are suddenly receiving reasonable quotes at renewal – many staying the same or being reduced. Let’s face it, no one wakes up and excitedly goes shopping for a new insurance policy. And this change in renewal prices is meaning they don’t have to. 
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Huge amounts

of inflation

Cost of living crisis

O

Vulnerable

customers
aren’t shopping
around

-

Consumers
under financial
pressure
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Presenter Notes
Presentation Notes
�I don’t need to explain the cost of living crisis – it’s all over the news. 

Of course the impact of this ongoing crisis is:
Consumers are under financial pressure – they’re having to rethink their spending habits. Many are being pushed into poverty.
The bit insurers should be interested in is the fact that vulnerable customers aren’t shopping. You may think a time like this would push people to shop for cheaper policies  - but, as we found with Covid, when fear and anxiety are high, shopping for home and motor insurance drops to the bottom of the priority list. 
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Get to know your customers



Presenter Notes
Presentation Notes
With all this at play, it’s incredibly important that you get to know how your customers are behaving, how they are feeling and what’s driving their behaviour. 

To track the latest changing consumer trend as they evolve, we have launched our Cost of Living Consumer Behaviour Tracker. Let’s give you a sneak peak now.
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The impact on

consumers

Have you
thought about 18-25 25-34 35-44 45-54 55-64 65+
it?

Yes, | am
feeling it

Yes, but I'm
not impacted
at this time

No
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affected by it at this time
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Presenter Notes
Presentation Notes
68% of people are feeling the impact of the cost of living crisis in one way or another. 
It’s being felt most acutely by the younger generation – 79% of 18-34 yr olds
Unfortunately, financially squeezed consumers are likely to be the fastest growing segment in the market, so it’s worth addressing those needs 
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Spending cuts

m Already reduced spending
Base: 1038

Takeaways
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Food shopping
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Holidays

Hobbies / activities

Gifts/celebrations

Delayed a purchase (e.g., of new TV, new car etc.)
Charity donations
Netflix/Disney or other streaming service
Magazines/newspapers

School trips

Insurance

Sold car

Other — please specify

I 0%

I 55%
I 5 4%
I 5 4%
I  50%

... I /\5 %
I 4 0%
I 36 %
I 33 %
I 30 %
I ) 7%

I ) 49
I %
I 0 0%
N 6%

N 6%

M 3%

1%

Base: 725

© 2022 Consumer Intelligence

Slide No: 12


Presenter Notes
Presentation Notes
70% if people are already reducing their spending in reaction to the cost of living crisis. 

The three items to top the leader board of spending cuts are discretionary expenditures – takeaways, days/evenings out, clothes and shoe shopping.

The worrying bit is that food and heating come in just under that – the two things that are pivotal to keeping people well. 

At this point in time, insurance appears way down the list, with just 6% of people looking to cut spend in this area.
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Delayed life milestones
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Presenter Notes
Presentation Notes
47% of people we surveyed said they would have to delay a major life milestone or activity as a result of the COL crisis – e.g. buying a new car, a house purchase, home renovation, etc.

53% of consumers who have said they will be delaying a major life milestone indicated that they will delay purchases either for as long as inflation stays high or indefinitely, which speak to how powerless many are, beyond tightening their spending.  

These impact of these delays will filter down to the insurance industry. But the question is – how long will this crisis last?

Of course, it’s a complex picture. �
It’ll get worse before it gets better. �
The first big shock was in April when the energy price cap was increased and Ofgem are forecasting the need for another increase to the cap in October. Many consumers that have been able to absorb the pressure in the current moment might have their financial resilience challenged by the second hit.  �
The Bank of England is forecasting inflation to hit 10% by year end, so it’s going to get worse before it gets better but the Bank is projecting a return to their 2% inflation target with a couple of years. 
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More or less likely...

Since the cost of living crisis began, would you say you have become more or As a result of feeling financially squeezed, would you be more or less
less likely to do one of the following? (Base: 1065) likely to do one of the following? (Base: 651)

AT D
instalments
R DN
product

0% 20%  40% 60%  80% 100%

Make a false insurance claim

Make an exaggerated insurance claim
Steal an item from a shop

Not declare all income on a tax return
Do cash in hand jobs

Tackle DIY projects yourself

B Less likely m Stayed the same B More likely

Up-cycle furniture or other items

Buy second-hand items

Sell unwanted item online/at a...

0% 20%  40% 60%  80% 100%

W Less likely  m Stayed the same B More likely
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Presenter Notes
Presentation Notes
We asked consumers whether they would be more or less likely to do a range of things as a result of the cost of living crisis – some of those things are insurance related. 

The good news is (according to consumers), the large majority are not compelled to make a false of exaggerated claim. 

However, 31% say they are more likely to pay for their insurance in instalments and 38% are more likely to buy a lower cover insurance policy. 

INSTALMENTS
Potential competitive advantage in revising your instalment plan structure.  
Market average cost of paying by instalments is 12.3% in Motor and 10% in Home. Most gravitate towards that average 
Home: 8 providers offering instalments at no additional cost to some or all consumers. Only a handful at <5%  
Motor: 2 providers offering instalments at no additional cost to some or all consumers. Only a handful at <5% 
These providers do achieve more top-of-screen quotes for monthly payers – some up to twice as many. 
More top of screen, capture increased demand 

LOWER COVER PRODUCTS
As I said earlier, we have seen an increase in the number of lower tier, lower priced products in the market – more due to product governance rules rather than a response to cost of living. But they represent a viable option for financially squeezed consumers. 
However, it does raise questions around consumer duty and vulnerability. Good customer outcomes have to be at the heart of what’s being offered and for some consumers a cheaper product with reduced cover may actually be both appropriate to their coverage needs and welcome financial relief. 
It’s up to providers to help consumers make informed decisions and I’m confident that some considered design in the buying or renewal journey can guard against bad outcomes and allow the choice of a lower tier product to be offered in a responsible manner.  
In terms of vulnerability, one of the FCA’s 4 key drivers of vulnerability is resilience, including financial resilience, and whilst it’s hard to identify those individuals, even more so right now, providers can take pro-active steps to support consumers and try to understand their needs.
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It’s time to stand out



Presenter Notes
Presentation Notes
With all this at play, it’s incredibly important that you get to know how your customers are behaving, how they are feeling and what’s driving their behaviour. 

To track the latest changing consumer trend as they evolve, we have launched our Cost of Living Consumer Behaviour Tracker
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How will you stand
out against the
competition?

Experiences

Services
Goods

Raw Materials
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(( EX,OE?/’/EI’)CES are as distinct from
services as services are from goods. ”

v

Joseph Pine & James Gilmore,
The Experience Economy: Work Is
Theatre & Every Business a Stage

a4 b


Presenter Notes
Presentation Notes
“What we sell is the ability for a 43-year-old accountant to dress in black leather, ride through small towns and have people be afraid of him.”

�“We have identified a ‘third place.’ And I really believe that sets us apart. The third place is that place that’s not work or home.  It’s the place our customers come for refuge.”




“consumer
intelligence

How does your experience compare?

b
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Slide No: 18
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You need to keep on top of changing consumer behaviour

These trends have a fundamental impact on the insurance
industry

Not all is lost, there are things you can do to adapt

In a world where everything has gone to hell, delivering
experience is the one true thing.

Slide No: 19
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