COVID-19 consumer
behaviour insights



Executive summary

Methodology

consumers and brokers interact. Aviva recently commissioned S S eI W EE s LIS Bl S 1 B
of 1,500 Canadians, 18 years of age and

three waves of surveys from June 2020 to January 2021 to older
gauge awareness and sentiment around the impact of COVID- = Allsurvey respondents were required to
. have eithera valid home or auto insurance
19 on consumers. This study compares three waves and policy to qualify
focuses on three key areas: = Quotas were set by age, gender and
province

| | I i
Transportation habits = The margin of error for a probability sample

= Py rchasing behaviours of 1,500 is + 2.5%, 19 timesout of 20
.. » The study only included Canadian
= Communication preferences Brovinices, ot territorias

= Three waves of the survey were conducted:
= Wavel: June 10-17, 2020
Wave 2: September 25-30, 2020
= Wave 3: January 21 to 25, 2021
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Transportation habits key findings

.. . ) . New car sales across Canada for2020-2021
Frequency of driving decreases withage. One in three Canadians

between the age of 30-59 are driving 75% less than they were previously.
200
Ontarioresidents driving less than other regions. Ontario residents are

much more likely to be driving less - this is directly tied to the higher

percentage of employees having the ability to work from home as well as 160
the longer lockdown restrictions that have remainedin place. 14
One infour have or will purchase a new/used car over the next six 12
months. This is higher amongyounger Canadians that have been nudged % 10
during COVID-19 to purchase theirfirst vehicle to avoid public transit. Cars .
are also as a means of escaping major cities during lockdowns.

6
New vehicles sales dropped in January 2021. Car and truck sales in 4
January fell 17.4%' compared to January 2020 due to COVID-19 lockdown 5
restrictionsand inventory shortagesimpacting sales.

Consumers continuing to avoid public transit. Close to 60% of the Jan Feb Mar Apr May Jun Jul Aug Sept Oct Nov Dec Jan
population are either not at all likely or unlikely to use public transport
and ride-hailing services.

180

Units (thousands)
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Source: Statistics Canada. Table20-10-0001-01 New motor vehicle sales
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Purchasing behavior characteristicsby age group

Younger consumers have a higher

propensity to purchase their
insurance through their bank.

Consumers aged 18-29 are more likely than

other age groups to buy insurance through
theirbank. Banks tend to capture and
retain this audience at a young age with
alumni promotions and discounts.

This audience is new to insurance and will
tend to stick to brands that they’re
comfortable with because of lack of
awareness and education within the
insurance industry. They’re also highly
influenced by friend and family
recommendations.

€=

Consumers aged 40 to 60 years
old are most likely to purchase
their insurance online.

Consumers aged 40 to 60 are comfortable
with the insurance purchasing process,
understand their policy, and their
premiums most likely haven’t shifted
significantly over the last few years which
makes it easy forthem to transact online
with little to no human interaction. “Buy
online” optionsbecome a lot more
appealing and practical for this age
group, because they know what to expect
intheinsurance journey.

Consumers over the age of 60
are more likely to transact
using traditional channels.

The over60 age group is just as likely to
purchase insurance from a broker as
they are to purchase from an insurance
agent. This group s the least likely to
purchase insurance or interact with
insurers online, which may be due to
lack of knowledge of online platforms,
limited access to digital channels or
hesitation to trust fully digital
transactions.
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Onlineresearchis higheramongthe under 30 audience

Consumers under 30 are spending more time online. They’re actively
engaged and comfortable interacting, researching and building up their
knowledge around insurance online. They’re least likely to be spending
time online looking for ways to reduce their premiums, likely due to this
being theirfirstinsurance purchase.

Consumers aged 50+ are mostly using online to research ways to
reduce current insurance premiums. This group is least likely to obtain
multiple quotes orresearch at all online, expect for when it comesto
looking for ways to reduce premiums.

Customers who are actively shopping at renewal are obtaining on
average one to two competitive quotes. One in three customers are not
actively shopping for renewals due to no change in premium, decreasein
premium or lack of time.

Consideration for brokers:
Are you visible in search when customers are researching different options

forinsurance? Can you easily be found? Are you present on Google My
Business and map listings?

How many quotes did you obtain the last time you
renewed your insurance?

1 (Y -2
2 _ 24%

3 13%

None 360/0

What was the mainreason you didn’t obtaina
competitive quote?

A -
R -
A -
A -

- 4%

Premium stayed the same
Do not know

Did not have time
Premium went down

Did not know my policy renewed
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Key shopping and switching triggers

Top 5 reasons why consumers shopped for insurance

37% of Canadians are likely to shop for insurance over the next 12 months.
21% indicate they are likely to switch.

Comparedto June 2020, there has been a shift in key shopping triggers To reduce premiums 52
amongst consumers. Reducing premiums continuesto be the key trigger, but _ 1
new purchase has gained some traction as consumerslook to purchase a new

or used vehicle to avoid transit due to COVID-19. New purchase 19

Shopping and switching behavior has resulted in a shift away from the broker

channel in favor of direct. This could be triggered by consumersreceiving a Received discount from 17

discount from another company - many direct players have increased their another company B

advertising spend during COVID-19 to capture this actively shopping consumer .

base. Recommendation from 14
family/friends - i6

Consideration for brokers: To consolidate o

Are you contacting your current customers (outside of the renewal window) to insurance products - 14

find out about any new purchase considerations, competitive offers received or
life events that may impact their renewal?

January 2021 H June 2020
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Online access to a portalis important, but usage remains low

One inthree customers are either extremely likely or likely to switchinsurers Which activityis most importa :‘t foryou to be
to obtain the ability to access their account information online. Currently, only able todo online?
half of insurance customerswith access to an online portal are using it. This 1. View claim status
percgntage is expected to grow as more brokersimplement portals and paperless 2. File an insurance claim
solutions.
o . . 3. View and download policy documents
27% are only logging in when they need something. The remainder of users log . _ .
in every six to 12 months. 4. View discountsapplied
Access is higher for customers under 30.They’re most likely to access their o GG ARl CoiE i el el
accounton a weekly basis. This increased usage could be linked to a telematics 6. Access proofofinsurance
solution which requires users to access the app every timethe){’re in a vehicle-orit 7. Getaninsurance quote
could be users checking their payments each month to ensure it has cleared. , ,
8. Request changes to paymentinformation
Customers want access to do more online. The ability to view claims statusor file : : :
: . . - . . . 9. Live chatwith a service agent
a claim online is the mostimportant activity forinsurers to consider. Buying
insurance and cancelling a policy tend to be of lesser importance, although still an 10. Pay premium
important consideration, for half of Canadian insurance customers. 11. Request changes to policy coverage
) ) 12. Cancelinsurance polic
Consideration for brokers: POUCY
Are you speaking to customers about paperless options and online access 13. Buyinsurance

as a value-add proposition?
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COVID hasincreased the likelihood to buy insuranceonline

Whatis your likelihood to purchase your home or auto insurance

One inthree under the age of 50 will likely make their next online as a result of COVID?

insurance purchase either online or via email.

100%
Despite the propensity of younger Canadians to interact

digitally, only 30% are willing to complete an insurance
purchase online.

90%
80%
70%
Consumers aged 40-49 are 40% more likely to purchase 60%
insurance through online channels versus consumers 18-39. 50%

" : : . . 40%
British Columbia continues to see a rise in consumers likely

. . . . . 0,
to purchase insurance online. This number will continue to 30%

grow as the government recently announced that in May 20%
2022, British Columbians will be able to renew their ICBC 10%
insurance online. 0%
Atlantic Ontario Quebec Prairies Alberta British

Consideration for brokers: Region Columbia
Do you have a formal process in place to transact through mLikely W NotLikey M NotSure
email only? How are you documenting the conversation and
capturing e-signatures?
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Human interactions remain key in the insurance lifecycle

How would you prefer to have interreacted with yourinsurer?
Majority of Canadiansstill prefertointeract with a

live agent or broker via phone than complete certain Online customers Broker customers

transactionsonline through a self-serve portal. :
Made changes to policy 44% 56% 78% 22%

Broker customers preferto speak to a brokeror a live

Spoke with agent

agent overtransacting through online self-serve.

digitally. This may be due to technology limitations or

just consumer hesitation and knowledge. Many of the

reporting a claim.

Surprisingly, even when it comes to purchasing their

first policy online, 45% of customerswould have

When looking at online customers, interactions are Purchased 1st policy 83% 17%
online customersstill want to speak with live agent,
preferred to have interacted with a live agent.

Contacted billing 86% 14%

still not at a point where they can fully transact
particularly when it comesto billing inquiries and
B Spoke with live agent/broker M Self-serve/Online F'AVIVA




Purchasing behaviours key findings

What is your preferred method of receiving updates from

H ?
Despite wanting to speak with live agent when purchasing a new your insurance company:

policy, customersare more likely to want to receive updates digitally,

regardless of age. 68%
Email

Compared to September 2020, there has been arise in consumers 82%

preferring to receive updates by text and through an insurance app.
This is likely a combination of insurers adapting new technology and
customers becoming more comfortable with interacting digitally. Phone

43%

When it comes to purchasing insurance, phone remains the
preferred method of contact for transacting at 51% compared to only

. 0%
18% by email. Text Messaging

13%

Consideration for brokers:

There has been arise in email automation usage across the insurance 5%

Insurance APP

-

B September 2020 ® Janaury 2021

industry in Canada. Are you leveraging marketing automation toolsto
create more frequent and relevant touchpoints with customers?

14%
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Top three broker strategies for success

In the wake of COVID-19, many brokers have beeninvestingresourcesin digital tools and strategies. Consumersare
shopping at a higher rate than ever seen before,and brokers need to keep up with increased volume and
competition. Below is a breakdown of the top three strategiesthat brokers have found successin implementing

during COVID-19:

1. Access toonline portal

Accessto an online portalis becoming
increasingly important for consumers.
About 50% of Canadians report having
access to onlineinsurance portals, but
only 25% were actively using them.
Brokers need to work on leveraging the
portal as a value-add offering and create
an onboarding strategy that will help
increase adaptionrate and usage. 36% of
customerswould consider switching
providers in orderto gain access to an
online account. This number will
continue toincrease as portals become
second nature for consumers.

2. More frequent touchpoints

Many brokers are seeing lower retention
numbers than usual since the start of
COVID-19. Thisis a result of customers
shopping outside of their renewal
window because of a new purchase, or
being triggered by a competitive offer
received. Brokers need to make sure
they’re staying top-of-mind with current
customers by creating more frequent
and meaningful touchpointsthroughout
the year. For prospective leads, creating
automated follow-up campaigns helps
keep touchpoints consistent with the
customer, but frees up broker resources.

3. Visibility in search

37% of Canadians are likely to shop for
insurance over the next 12 months.
Consumers are obtaining between one
and two competitive quoteswhen
shopping - this leaves limited
opportunitiesfor brokersto getin front
of customerswhile they’re searching.
Brokers need to be visible in search,
particularly for their local regions.
Investing on-going effortsinto SEO,
Google My Business review generation,
website content and blog posts are key
toimproving your ranking positions on
Google search.
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If you have any questions concerning this report, please contact the
following Avivarepresentatives:

Charlene Ramdeo Pam Buckley

Digital Lead - Digital Marketing Consultancy Research and Insights Lead
Aviva Canada Aviva Canada
charlene.ramdeo@aviva.com pam.buckley@aviva.com

The content in this documentis for information purposes only and is notintended to be relied upon as professional or expert advice. Aviva and the Aviva logoare trademarks of Aviva plc. AV IVA
and are used under license by Aviva Canada Inc. and its subsidiary companies.
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