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J.D. Power and Associates Reports:
More Than 55 Percent of Auto Insurance Online Shoppers AreLessLikely
to Shop an Insurer after a Disappointing Website Experience

Allstate, Esurance, GEICO and Travelers Perforni¢darly Well
in Insurance Website Shopper Satisfaction

WESTLAKE VILLAGE, Calif.: 24 May 2012 — As more than one-third (34%0)f auto insurance
shoppers prefer to buy their policy online, theazignce shoppers have on an insurance company’s
website impacts their likelihood to shop and recandithe insurer, according to the J.D. Power and
Associates 2012 Insurance Website Evaluation Stlidsfeased today.

The inaugural study measures online shoppers’ eeqpers with insurer websites during the auto
insurance shopping process. Five factors contrittushoppers’ overall satisfaction: ease of naingat
the website; appearance of the website; clariipfofmation provided on the website; range of sesi
that can be performed on the website; and speteatebsite.

Among shoppers who indicate being delighted (satt&dn scores of 900 and above on a 1,000-point
scale) with their website experience, 63 percemnaore likely to shop the insurer after visitingith
website, compared with 14 percent of shoppers wticate being disappointed with the website
(satisfaction scores of less than 550). AdditiondD percent of delighted shoppers say they “defin
will” recommend the insurer to others, while onlyotpercent of disappointed shoppers say the same.

“The 2012 Insurance Shopping Study shows that ypéarke-fourths of all shoppers visit at least one
insurer’'s website, often as the first point of @mttwith the insurance company,” said Jeremy Bawler
senior director of the insurance practice at J&wvét and Associates. “Insurers have a fantastic
opportunity to gain shoppers, and their refertasproviding a website that is easy to use, has a
professional and engaging appearance, and is tirgssarce for the shopping process.”

M akethe Quote Process Fast and Simple

The process of requesting a quote is a key aspé&we @nline shopping experience. While many insire
streamline this process by minimizing the numbeguastions they ask a prospect and use of preHfille
information, not all insurers excel in providingasitive quote experience. The study finds thiy @&
percent of shoppers who requested a quote online alde to receive one immediately, compared with
18 percent who were required to wait for a follopvresponse and an additional 10 percent who were
unable to obtain a quote at all.

“The insurance industry spent more than $5 biflior2011 on advertising to attract consumers t@sho
for insurance,” said Bowler. “For certain carriargsreasing marketing spend becomes increasingly
inefficient, as up to 30 percent of the prospduty tattract abandon their site with no quote inehand
15 percent of online shoppers report leaving aarars website to verify or follow up on a web gelot
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rather than bind online. An insurer that cannovjgte a fast, simple quote via their website likels a
dramatically lower chance at winning that busiriess.

Overall satisfaction among shoppers who say thetajexperience was faster than expected is 857,
which is 245 points higher than among shoppers sdyat took longer than expected. Pre-filling védic
and personal information is important in improvihg speed of obtaining a quote. Satisfaction antioag
65 percent of shoppers who experienced accuratillpebinformation in their quote application i90.
However, among the 8 percent of shoppers who saystime of the information provided was incorrect,
satisfaction declines significantly to 706 indexrise.

Availability of Contact | nformation

Some of the more traditional shoppers use insuvegbsites simply to finalize their consideratioh aed
to find contact information for the company or adbagent. This makes the availability of contact
information extremely important in overall satigfan with the website. Satisfaction among shoppers
who indicate that finding contact information wagty easy” is 810, compared with industry average
(702).

About the 2012 Insurance Website Evaluation Study

Allstate, Esurance, GEICO and Travelers perfornigaaarly well in shopper satisfaction with their
websites. Other insurers profiled in the 2012 lasge Website Evaluation Study aré'Zentury,

American Family, Amica Mutual, Farmers, Liberty Mat, Nationwide, Progressive, State Farm and The
Hartford.

This year's report management discussion is avaifabdownloadplease click here

The 2012 Insurance Website Evaluation Siadyased on evaluations provided by 1,650 autaamse
shoppers. The study was fielded in March 2012.

About J.D. Power and Associates

Headquartered in Westlake Village, Calif., J.D. Boand Associates is a global marketing information
services company operating in key business seictcigling market research, forecasting, performance
improvement, Web intelligence and customer satisfac The company's quality and satisfaction
measurements are based on responses from milli@mmmsumers annually. For more informationcain
reviews and ratinggar insurancehealth insurangesell phone ratingsand more, please visit
JDPower.comJ.D. Power and Associates is a business unihefMcGraw-Hill Companies.

About The McGraw-Hill Companies

McGraw-Hill announced on September 12, 2011, isntion to separate into two public companies:
McGraw-Hill Financial, a leading provider of contemd analytics to global financial markets, and
McGraw-Hill Education, a leading education comp#&ogused on digital learning and education services
worldwide. McGraw-Hill Financial's leading brandagiude Standard & Poor's Ratings Services, S&P
Capital 1Q, S&P Indices, Platts energy informatsamvices and J.D. Power and Associates. With séles
$6.2 billion in 2011, the Corporation has approxeha23,000 employees across more than 280 offices
in 40 countries. Additional information is availaeldthttp://www.mcgraw-hill.com/

M edia Relations Contacts:
John Tews; J.D. Power and Associates; Troy, M(@48) 680-6218media.relations@jdpa.com
Syvetril Perryman; J.D. Power and Associates; Tkigh.; (805) 418-8103nedia.relations@jdpa.com

Follow us on Twitter@JDPower



No advertising or other promotional use can be nwdie information in this release without the
express prior written consent of J.D. Power andaistes www.jdpower.com/corporate
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