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Impact of Satisfaction

Impact of Satisfaction on Shopping, Switching and NPS
Claim satisfaction is highly
correlated with outcome

. . % Switched, shopped or planto  -#-Repairable -#-Total Loss
metrics: Shopping, 89
Switching, Recommending

% of Customers = Repairable =~ ®Total Loss -B-NPS

* What we do: Independently gather feedback

from 8,000+ recent Auto claim customers 60%
across the top 25 insurers 58 519% 53%
+ Study includes claims from Q2 21 — Q2 22 49%,

» Ask comprehensive questions across the

entire experience—focused on 6 key factors: 34%

. . . 28%
Drivers of Satisfaction 239 19 0%
0 o/, °/oo
e 26 /0 . 8% o 7% — —= \77 8%
Settlement 4%, 5%
24% i
First
Notice Overall 600 60 701- 801-
Overall of Loss Index or less go -12 800 900
Index
Model
23%
Repair SCI?”.“
Process ervieing -50 « In contrast, highly satisfied customers

(scores above 900) have an NPS of 89 and

» The majority of customers who have a poor very few shop, switch or intend to.

claim experience, satisfaction of 600 or less,

state they either intend to switch or shop or
have a|ready done so. 2022 U.S. Auto Claims Satisfaction Study J. D. PDWER 2
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Key Industry Trends Impacting Auto Claims

The 2022 combined ratio for Personal Auto was approx. 112%—the worst result in 20+
years—and 11 points higher year-over-year’
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Impact on Customer

Increasing Costs Increasing Delays :
Experience ‘
* Increasing vehicle technology/complexity; * Shop backlog national average peaked at 5.8 * Insurers also experience staffing shortages/delays;
more luxury vehicles, trucks, and SUVs now weeks in Q1’23 vs. pre-pandemic average of 1.73 increased focus on technology for process (photos/Al)
and communication
+ Inflation, supply chain disruption, & labor - Days from reporting claim to vehicle fixed was 53
shortages impacting labor and parts costs days in '22—repair time accounted for 16.7 days? « The accelerated shift to technology has mixed results
(photos + inspection + supplements vs. more texting)
° Sharp rise in used-vehicle prices (partiCU|ar|y o Average rental days peaked at 18.7 days in
Trucks and SUVs), lead to higher total loss Q1'23 (+5.4 days from Q121)* « Longer claims = higher likelihood of issues; customers
costs—and more vehicles repaired are critical of timing and communication
- State Farm announced $13B underwriting loss « Claim Satisfaction hit low point in Q4’21-Q1-'22, but has
for ,22 (Comb|ned rat|0 ~128%) since rebounded
Source: 'iii.org; 2 CCC Intelligent Solutions Inc.; 3 CRASH network; J_ D_ POWER

4Enterprise Rent-A-Car.






The penetration rates of ADAS features continues to climb with 80% of
owners reporting having all 4 primary ADAS features

JDP IQS: Driving Assistance % Have Feature: Industry Impact on Claim costs

Forward Collision =——Lane Keep Lane Departure =—Blind Spot

» Cost of repair is 15-19% higher for
vehicles with AEB and Level 2 ADAS

* 9% of claims with Mechanical Labor

. (highest labor rate) has nearly
84% doubled in last 5 years to 47%
80% 80%

74% * Nearly 28% of Appraisals for new
vehicles have Fees for Calibrations
(reflash/Camera/ Distance
70% sensor/ADAS)—Avg. Fee $388
66%
Source: JD Power 2023 Initial Quality Study Source: CCC;
2020 2021 2022 2023 1 Comparison based on 21 MY vs. '15 MY without same tech;

J.D. POWER




JDP 1QS: PP100 experiences 2" largest increase in study history after
last year's 18 PP100 increase

Total Problems (PP100) Trend: Industry Total PP100 by Category: Industry
. (Better)/Worse
+30 in 2 yrs. than 2022
A Infotainment 47.3 2.3
Features/Controls/
{ \ Displays 28.7 3.2
192
Exterior 26.5 2.0
180 +6.7
Driving Assistance 249 1.8 from ‘21
166 Interior 20.3 1.9
162
Powertrain 1.1
Seats 0.2
Driving Experience 0.0
Climate 0.2
2020 2021 2022 2023 , : : ,
0.0 20.0 40.0 60.0
PP100
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Overall Satisfaction Trend Overall Claim Experience Satisfaction Trend by Claim-Filed Quarter
(Based on a 1,000-point scale)

Llngerlng pandemlc- 2021 Study Year =880 |7-pt. Decline| 2022 Study Year = 873
related supply chain

Driving levels return with more = [ ]
H 1 1 severe accidents, supply chain
ISSUEeSs d rive AUtO Clalm and labor issues take their toll 882 883

Satisfaction down in 2022 878 877

87 876

Less driving and fewer
accidents, insurers and repair
shops learning how to handle
claims safely during pandemic

873

+ Early fielding shows the worst is behind g6s
us and satisfaction is trending upward Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1
2021
» Customers report their claim took 2020 _ _ 2022 2023
7 days longer in the '23 YTD study Claim-Filed Quarter
compared to the '22 results (and nearly
2 weekslondenicaeay Year-over-Year Change in Factor Performance
» Repair process declines the most for Total Loss "
repairable vehicles BN Al Claims +2
» Claim Servicing declines the most for -
Total Loss ] N/A
5 -3
-7® -7® -7® -7 7@ -8
-10 9@
-120
Overall CS| Settlement First Notice Clqlm Estimation Repair Reqtal
of Loss Servicing Process Process Experience

Notes: ® /® Significant difference at the 90% confidence interval;
Change is better/(worse).
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Claimant Characteristics

Satisfaction among Boomers declines the most—this group reported longest cycle times
and has higher preference for dealing with people more than digital

YOY Change in Satisfaction by Cycle Time Trend Satisfaction by Interaction
Generation — Industry Average — Industry Average Preference’
m Average cycle time (days) 888
23.8
878
+1 16.9
3 109 857
-11 pts.
YOY
-12
Millennials Gen X Boomers+ Pref | Pref i Equall
/Gen Z /Xennials refer people refer online qually
2021 2022 2023 W3 YTD more than more than comfortable
online people with both
Notes: tBased on two psychographic questions: | prefer to work with an agent throughout the claims J.D. POWER

process / I'm comfortable managing the claims process entirely online.




Effort in Resolving Claim

The effort involved in claim resolution has increased—nhighest levels reported from
youngest customers, submitting photos, dealing with 3+ reps and total loss

Effort by Claimant Characteristics
(% High Effort)

Industry Total
+10 ppts. H'%:'GE;COH
YOY 0
40% 40% 41% 41%
35% 34% 36%
0 299 .
‘ I ;
Repeat First- FNOL Repair- Total 1-2 3+ No Photos Photos, Millenn- Gen X/ Boom-
time to DRPA able Loss reps reps digital used needed ials/ Xennials ers+
photos inspection Gen Z
Claim . . . .
Experience Severity Reps Involved Photo Estimation Generation
Notes: tBased on two psychographic questions: | prefer to work with an agent throughout the claims J.D. POWER

process / I'm comfortable managing the claims process entirely online.




Generational Cohorts and Satisfaction Generational Cohorts and Satisfaction

mm % Respondents =i-Overall CSI
The oldest claimants 884
have the highest level of 874 873
satisfaction at the 5,
(o]
(o)
Industry level 32% 856
20%
9%
» While the other end of the spectrum has _—
Gen Z as the least satisfied
Boomers+ Gen X/Xennials Millennials GenZ
YOY (58+) (41-57) (28-40) (18-27)
» Millennial/Gen Z are 2X more likely to Change in (11) (3) (1) 10
use multiple digital channels, but also Overall CSI
have higher rates of contacting their Generational Differences
insurer for info.—a combination that
leads to more effort m Boomers+ ® Millennials/Gen Z

60% 58%
* Younger customers are also more
sensitive to repeating information and

report notably higher rates of doing so

Vehicle towed 1st time claim Claim length among Digital Updates: Contact insurer for info
"shorter than expected" Use 2+
channels

Expectation/
Experience

Interactions

J.D. POWER
B

Severity






Managing Claim Length Expectations

Managing claim length
expectations can mitigate
the impact of longer claims

* Notable increase in claims lasting
beyond 2 weeks

+ Satisfaction with Time to settle claim
drops as claim length increases

* Insurers who manage customers’
expectations limit the negative impact
of long claims

Satisfaction with Time to Settle Claim by Claim Length

(Time to settle claim based on a 10-point scale)

= % Respondents

9.08 8.99
i 8.53
7.90
35% /\f:;ri\)
22% - 24% ‘21 19%
<1 week 1-2 weeks >2 weeks- >1 month
1 month

Impact of Managing Claim Length Expectations on Time to Settle Claim Satisfaction

) A
Time to settle claim 917 919 9.07 8.99

(Met KPI: Provide

accurate claim length

expectation)

O
~=-Time to settle claim 7.88" 7.87
(Missed KPI) 739
6.88
<1 week 1-2 weeks >2 weeks- >1 month
1 month

Notes: *Small sample (n=30-99). J.D. POWER



Combined Impact of Meeting KPlIs Combined Impact on Overall Satisfaction When Multiple KPIls Are Met — Industry

Average
Communication is key in +116-pt.
. . . combined
handling long-tailed claims  rease

953

+ Satisfaction is significantly lower when
a Repairable claim takes longer than
three weeks

« Managing timing expectations and
providing sufficient updates to avoid
customers calling for info are key to
delivering a great claim experience for
longer-tailed claims

Cycletime Provide accurate Avoid Avoid customer Reps. available
greater than + claim length + unecessary contact for info + immediately
3 weeks expectation delays they should have (if need to
been provided contact)
Proportion of Repairable
claimants with cycle time Industry
>3 weeks meeting specified — ol% 28% 21% 14% Average

, , combination of KPIsT
Notes: TOther KPIs may have been met, but this analysis focuses only
on the KPIs/metrics that are most impacted by long cycle times.

2022 U.S. Auto Claims Satisfaction Study J. D. PDWER 15




Setting Expectations Early at First Notice of Loss

Confirmation Home

Setting expectations for next steps, claim process and
services, FAQs, “accident checklist”, etc. all help ensure y

customers feel their claims are being handled correctly el e tirom here

Now that we have your report, we'll get started
on your claim. In the meantime, here's your claim
number and some other things you need to know.

Claim 22-
Submit Evaluate Resolve Closed
v & What happens next
Here's ;N.hdt typically happens next: We'll call you at by the end of the next
L] aims representative cont. 5 YOl i i '
el ™" Setting Expectations e meresnd ol

» Damage is assessed W@
UPLOAD FILES

Share photos, videos, and

Claim proaress © other documents with your >
Hide detail .
prog e claim rep.
RENTAL VEHICLE
Report Services Repairs Payout Close Need a rental? Read up on >
In progress In progress In progress In progress Not started your OptionS
¥ Claim submission Rental covera e ¥ Estimate method ¥ Payment Claim closure
rowew proforence
Coverage reveew + Estimate(s)

' Claam dctails rovsew Repairs

I @ <

2022 Claims Digital Experience Study J.D. POWER







Total Loss Settlement

CSI declines most when
total loss offers occur late
in process, assessments
have issues, or settlement
Is less than expected

 When there are issues with the
insurer’s assessment, satisfaction is
significantly lower; common issues are:

* Vehicle condition: mentioned by
40% and OSAT is 742 (-22 YQY)

» Comparable vehicles used for value:
34% and OSAT is 719 (-14 YOY)

Notes: *Small sample (n=30-99).

Impact of Timing and Assessment Issues on Satisfaction — Total Loss

mm Industry
878
840
52%
34%
After At
estimation estimation

Timing of Total Loss Offer

904

9%

FNOL

=-Industry : Overall CSI

886

Had Did not
issues have issues
Issues with

Assessment of Vehicle

J.D. POWER




Digital Claim Process

Digital usage has
increased but the impact
is mixed—Digital FNOL
underperforms while
status updates provide lift

» Digital FNOL excels in “Ease” and
“Time” to report, but performs lower
than Call Center/Agents in 2 key areas:

+ Explaining the claim process

* Showing concern

+ Digital status updates provide the
biggest lift to satisfaction—a gap that
has increased this year as relying on
non-digital methods provides notably
lower scores

=S

Digital FNOL

Reported claim via website, email,
or mobile app

Impact on 2022 CSI

(used digital vs. did —

not use digital)

Digital Usage and Satisfaction

i Total Loss
~-Total Loss: Overall CSI

mm All Claims
== All Claims: Overall CSI

882
871 874
——— 870
.__
860
835

+5 +4

Digital estimation

Submitted photos or videos of the
damage via mobile app or email

Digital status updates
Received updates via website,
email, mobile app push
notifications, text, or online chat

+4 +56 Industry
-29 +7 +79 Total Loss
2022 U.S. Auto Claims Satisfaction Study J. D. PDWER 19




Claim Interaction Preferences Claims Process Preferences
i Industry 2022 mmm Industry 2023 W3 YTD =#=Industry 2022: Overall CS| —#=Industry 2023: Overall CSI

Meeting customers’ claim 892 .
handling preferences is - =57
critical to satisfaction . 878

+ Claimants who more strongly 34% 37% 42% 39%
prefer people have the lowest
sa_tlsfac_tlpn, particularly when Stronger preference for working Stronger preference for online Prefer both people
using digital channels

with people than online than people and online claims handling

Claims Process by Preference—Impact on Satisfaction

mm % of customers =i=Qverall CSI
887 892 895 Digital + gss 889
7 e 879 872 879 Explain=
Agent 885
FNOL=
892

People Online Both People Online Both People Online Both

People Online Both
Digital FNOL _ Updates: Had _to Submit mobile Estimate: Digital
login/access website/app app photos copy only
©

2022 U.S. Auto Claims Satisfaction Study J. D. PDWER 20




Estimation Process

< Liberty Mutual. M

Estimates can be intimidating—often very long and cryptic

Understanding your % Hm

damage estimate and claim payment. “WSURANEE
‘Side Blind Zone Alert Smart Key System r:::c'g Whelel Mounted Theft Deterrent Sys. Tilt Steering Wheel
ontrol
Tire: Pressure Monitoring Traction ControlElectronic Trip Computer
System “Wie understand that when your car isin the repair shap after an accident, you may have ouestions about
Fepairs or parts. This guide helps you read and better understand your line-by-fire damage estimate and
houlation of 1! clai s
2019 Volkswagen Tiguan SE Many insurers S
How to read your damage estimate
Parts Profil Parts Profile V' i . Thin: i 3T By portan kre fom detals tht can help yow understand the pary. anc Libor nesdec b nepads your
DETROIT METRG ALL PARTS Py ik provi de reference VAR e ket Sl g o1 o e oo AP a
uides to understand S e
Leor g = R R
Il::fr:# Description Operation Type Total Units Type Mumber Oty Total Price Tax the estl mate and TR STI S =
ate - 2 PRI e o
1 o Liftgate Shel Remove/  Body 64 New SNAB27025M 1 $87122 Yes [nate has been prepared based onuse of aftermarket crash parts suppliedbyasoy payment calculation 3 s P pe— S
Replace notor vehicle. Warranties that apply to these replacement parts are provided by = = oy
2 mmo  Liftgate Outside Refinish ~ Refinish 23c bf these parts. ( Se—— an pr—— n
oni but not always easy : "
3 auto  Add For Liftgate Inside ?;m:sh Refinish 11C Estimate Totals . : = 3
] ty ) Labor Units Rate Sublet Add'l Amount to find and some — - —
4+ zocers  Liftgate Spoiler Remove/  Body Q4r Existing RS —
Inetall Body Labor 11.0 $53.00 f t P -
s 20007  Liftgate Adhesive Emblem  Remove/  Body otr Existing gfﬁ’“-t" blsb"" ;j :zgx p rerer conversations )
Install ass Labor | ® o0 it Komrara e e
& 200277  Liftgate License Bracket Remove/  Body INCr [Existing Total Laber 185 $980.50 oy
Install L o
Taxable $0.00 RS cart hat b e LR
7 20278 Liftgate Adhesive Remaove/  Body 0.1 New SNAB53687 1 $76.02 Yes Tax 0.0000% $0.00 Pt st
Nameplate Replace 27z . N © Putsron
8 sooso1 TIGUAM MNaon-Taxable $980.50 Mumbers for parts g replaned
- ?‘" e Paea
5 mozm  Liftgate Adhesive Remove/  Body 01 New SNNBSISETA 1 $47.79 Yes Labar Total $780.50 oo
Mameplate Replace prrs Parts Amount bl sl kst e ratat
1 soosar  SE Taxable Parts $1,852.36 $1,852.36 B aber
11 20002  Liftgate Adhesive Remaove/  Body 01r Existing Parts Adjustments $0.00 e —
Namepiste hestal Tax £0000% $111.14 o R
12 s00s01  4MOTION Men-Taxable $0.00 st anbous
13 200008 Liftgate Trim Panel Fw;l;rilluef Body INC# [Existing Parts Total $1,963.50
16 200084 Liftgate Glass Remove/ Glass INCr# Existing Costs Amount
Irstall Other Additional Costs $3.00 $3.00
Rear Bumper Paint Materials $255.00 $255.00
1% AUTO Rear Bumper Cover Assy ~ Owverhaul  Body 3A# Existing Taxable $255.00 W w calculate your claie payment
20 200393 Rear Bumper Cover Remove/  Body INC# Aftermarket  VW1114102 1 $445.00 Yes Paint Materials Rate- $34.00 Tax 6.0000% $15.30 s o boebestie s il ool
Replace Hew Rate Max: 99.9 units Man-Taxabla $3.00 o actual 1 SurPTry Py ok e
21 AUTO Rear Bumper Cover ?;?ish [Refinish 23cC Additional Rate: $0.00 Costs Total $273.30 —
22 200899 R Rear Otr Bumper Reflector Remove/  Body INCr# Existing 2""”":’! | “2‘;:;"; $3217.30 " . e o
Install ross lotal o o
— — - et
23 zooaor L Rear Otr Bumper Reflector Remove/  Body IMCr# Existing Taxable $2.107.36 .
Install Tax $126.44 i .
1% auTo Rear Bumper Cover Assy Overhaul  Body 348 [Existing Mon-Taxable $983.50 |y nan - s
L Tind L 2%m [ ] L
20 200393 Rear Bumper Cover xmf Body INC# a{:::nnartet Vwil14102 1 $445.00 Yes Gross Total $3,217.30 2 ,',.'::_" T Se00
24 20040z R Rear Inr Bumper Reflector Remove/  Body INCr# Existing :;m';‘l‘;l!l W‘T\:‘dl Waived D i
Install uctible al al i preepy e . TR0 k=
25 200403 L Rear Inr Bumper Reflector Re:cwel’ Body INC# gefher’;ne:rket VW1184110C 1 $39.00 Yes Total Customer $000 & sasnea : ) -
Replace rif
Responsibili .
$1 26 202488 Rear Lwr Bumper Spoiler  Remove/  Body INC#t New 5NNB807521G 1  $353.33° Yes po ty o] o
Replace 989 Net Estimate Total $3,217.30 okt
Less Original Net Total $3,273.84 & N ——
‘;:I";;:B‘EZ ::MERIMIH‘]U mmt‘::‘:mm::ﬂ‘lwl:::nTﬁon&nL Tﬂ";ﬂ;;:ll? EFI:':E:I;LPAKI'T\"PB e Amount -‘56-5‘
e e R o 8-page estimate for $3K repair
2022 Claims Digital Experience Study J.D. POWER




Digital Estimation Experience and Impact

The impact of digital estimation is mixed—quicker claims and better understanding of
process/length vs. more effort, more contact, and frustration if photos are not used

Difference in Satisfaction when Using Al.'eas where MOblle Est. Areas where MOblle Est.
Mobile Photo vs. Non-Digital Estimation Improves experience hurts experience
56
. : : Photos submitted, but in-
Insurers where ] 39 Cyletime reduction person inspection needed 34%
Mobile Photo 22
Appraisals
18 . :
hav_e_ a 12 Explar;)argzgsc;f claim Contact insurer for info.
Positive Industry Il 9
impact 6*
3
g More at ease at FNOL High effort
Insurers where ((31)2* I
Mobile Photo
Appraisals (4) Accurate claim length Negotiated over settlement
(8)* expectation amount
have a (9)
Negative (11)*
impact 14
(1 é)* ) Options for status udpates 16% Repeating information
(25)*
(28)* Improvement compared to Negatives compared to
(60)* non-digital estimates non-digital estimates

Notes: *Small sample (n=30-99). J. D. PDWER



Photo Submission Process

The photo submission process can still present issues—
such as submitting photos multiple times or submitting at
FNOL and not being used

9:41 AM ¥ 9&

5 9:41 AM - e‘
£ Back QuickFoto Claim® —

& Back How It Works

What is QuickFoto Claim?

VS

Enter Your Claim Number

e e
“ Em.‘lﬂl‘u =

Note: Images from past iteration; may not reflect the updated
experience.

Confirmation Home

Auto Policy #-

We'll take it from here

Now that we have your report, we'll get started
on your claim. In the meantime, here's your claim
number and some other things you need to know.

Claim 22-

What happens next

we'll call you at by the end of the next
business day to learn more and explain how we'll
handle the claim.

UPLOAD FILES

Share photos, videos, and
other documents with your
claim rep.

RENTAL VEHICLE
Need a rental? Read up on >
your options.

1" (@) <

J.D. POWER
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Digital Status Updates

Digital status updates significantly boost satisfaction at the Industry level; the highest level
of satisfaction for the Industry is among those receiving text message status updates

Type of Digital Updates and Satisfaction

mm Total Loss mm All Claims =-Total Loss: Overall CSI =E=All Claims: Overall CSI
893 894

887 —

—a
892 887

Did not receive digital Had to login/access Email notifications Push notifications from app Text messages
updates website/app

© 2022 J.D. Power. All Rights Reserved. CONFIDENTIAL & PROPRIETARY Notes: Online chat not shown in chart (4% usage at Industry level). 2022 U.S. Auto Claims Satisfaction Study J. D. PDWER 24




Digital Status Updates

Here is a good example of a graphical timeline that includes links to relevant documents
and contact information that translates seamlessly to mobile experiences

Mobile App Mobile Web

@ Ni5G. 74%m

Desktop

227 & b o

m Sople
View All Payments

Thursday, July 21, 2022

@ Payment Sent

4019 w T

Past Events

> @ Payment Sent = Sunday, December 12, 2021
QRN . cvices e B8 Vehicle Inspection

B Vehicle Inspection
Scheduled

Contact shop for details

Caliber Collision Centers Maryland

Method Electronic funds transfer

[T I Rental Reimbursement

ER Ean Services Lic
Method Electronic funds transfer

Coverage Rental Reimbursement

Scheduled

Contact shop for details.

Desoto Collision Center

Height:

2?500 :haﬂez Dr, Saint Louis, MO View All Payments Hwy 64

63146-3304 7601 Us Highway 64,
1-314-564-7074 Memphis, TN 38133-

B Inspection Cancelled

Inspection cancelled on 07/08/2022

&= Rental Vehicle Requested

1-314-997-6359

Thursday, July 07, 2022

& Incident - Collision With
Animal

B claim Reported to USAA

W

B Total Loss Settlement

days.

View Settiement

Tuesday, Ju

> @ Payment Sent b
Amount $7.338.47
Paid To Ally Financial
Method Chack

Coverage Comprehensive

Friday, July 15, 2022

YGQDBN Accepted
Enterprise Rent-A- Once we receive your properly signed a Total Loss Settlement
Car paperwork, we'll pay you within two business

Accepted

Once we receive your properly signed
paperwork, we'll pay you within two
business days.

View Settlement

Tuesday, July 12, 2022

@ Payment Sent

i @) <

2022 Claims Digital Experience Study

3905

Contact 1-901-207-4263

Reschedule

Cancel

® Claim Reported to USAA

T <& Incident - Collision

& usaa.com

J.D. POWER




Digital Status Updates and Retention Impact of Digital Updates and Communication on Retention

Digital updates and
communication are
critical to retention and 935
satisfaction

B Industry =l-Industry: Switched, shopped, or plan to =-Industry: Overall CSI

« When digital status updates meet
communication needs and avoid
customers contacting insurer for
info., satisfaction is very high

30%

* As these metrics are missed,
satisfaction drops significantly while
intent to shop/switch notably

increases
690
5%
Digital Updates Yes Yes Yes No
Communications Missed 1+ Missed 1+ Missed 1+
KPls Met Yes
Notes: fCommunication KPIs include Provide adequate OR AND AND

communication, Keep customer informed, Provide accurate

claim length expectation; ¥*Contact insurer to get information Avoid customer

that claimant felt should have been provided to them. ) Yes No No No
contact for info




Key Take-aways

In Summary

» External factors are creating a much more challenging claim servicing
environment...delays continue, and rate increases will exacerbate issues

« Showing concern, reducing effort, managing expectations and status
updating are key (texting receives high scores)

« Claims is not one-size fits all—customer preferences are critical for
digital strategy so have options available

» Digital FNOL has had limited growth

« Figuring out the right touchpoints for conversations is critical—
hybrid approach of human + digital provides highest scores

« Digital is an important element of service and some tools improve the
experience, but there are still opportunities for fine-tuning

« Examine your own customer experiences and address opportunities

J.D. POWER




Mark Garrett

Director, Global Insurance Intelligence

Mark.garrett@jdpa.com
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