Insurance claims and the role
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About Lumivo

Lumivo was founded in 2014 with offices in New York and London. The
Lumivo team comprises highly experienced user researchers, information
architects and statisticians. We help our clients to benchmark against
competition and improve the effectiveness of their digital channels.

Our approach is large-scale competitive benchmarking, typically involving thousands of users performing tasks on the sites /
apps of interest and providing detailed feedback. We then use statistical modelling to understand the factors that are driving
improved business outcomes and an improved user experience.

Key aspects of our approach:

. Statistically significant findings: Our large sample size methodology means that the results of our research studies are
highly reliable. While it is great to know how you score against your competitors and global best practices, it is far more
important to understand the levers you need to pull in order to deliver the best user experience and the greatest
business impact. Our statisticians run a number of analyses to pinpoint the elements of the experience that are actually
driving positive business outcomes such as improved renewal likelihood, brand positivity and likelihood to self-serve.

. Representative samples: We have access to millions of participants worldwide, so are able to precisely target the
correct sample for each study.

. Real world: Participants take part on their own devices (desktops, tablets, smartphone) in their own natural
environment and so the results are a true reflection of the normal way in which they would experience the site or app.

. Global best practices: In addition to our specialism in insurance, we also run benchmarks in other industries such as
hotels, airlines, banking, credit cards, cruises and retalil.

. In-depth insurance experience: Lumivo have run over 100,000 user tests on insurance sites alone in the past few years,
which means that we have unparalleled insights into what a best in class user experience looks like. We have over 25
insurance clients around the globe.

LUMIVO

llluminating Digital Insights
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Transforming claims

The current Covid19 crisis has increased the urgency for needing to serve
customers better through digital channels. The aim of this report is to help
Insurers to have a clear understanding of global best practices in relation
to claims from the perspective of the consumer.

This report has 3 parts:
Part 1:

+ Large-scale user testing of the ‘My account’ areas of 30 insurance websites / apps in the US, UK, Australia, Hong
Kong and New Zealand with over 4,200 customers.

* The claims submission, tracking / updating elements shown in this report are part of a larger report on the ‘My
Account’ areas of insurance websites / apps.

* The results show the impact of the claim experience on renewals, self-serve likelihood and brand perceptions.
« Contains global best practices based on the findings from the user research.

+ Some of the participants tracked on real live or recent claims. Those who had not made a claim started the
process of submitting a claim but didn't complete the process.

Part 2:

« Survey of up to 2,300 customers that have had a recent claims experience to understand the end-to-end
experience of the claim.

* This is a separate group of participants from the 1st study. This group were not asked to log-in to their insurer but
rather give an evaluation of the end-to-end claims experience including after the claim had been resolved. Their
feedback on the submission and tracking of claims is all based on real claims.

Part 3:

* Desk research to uncover global best practices outside of the traditional insurers, looking at companies /
iInsurtechs that are pushing innovation and customer experience around claims and digital.

“LUMIVO
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Executive summary — Part 1

Large-scale user testing of the ‘My account’ areas of 30 insurance
websites / apps in the US, UK, Australia, Hong Kong and New Zealand
with over 4,200 customers.

* 48% said that the Covid-19 crisis would lead them to use digital channels more often.

+ The website is the preferred channel for people when interacting with their insurer. For claims it is the preferred
channel to submit the claim (40%), capture details of damage (29%) and to track the status of the claim (49%).

* Aregression analysis across all of the data revealed 7 key drivers of loyalty, self service likelihood and brand
perceptions. Effectiveness of the site / app when submitting a claim is the 3rd biggest driver of positive business
outcomes with a very strong impact on loyalty and brand. Tracking a claim also has a strong impact on self-
service likelihood and loyalty.

* The top issues globally around FNOL for personal lines are being asked too many questions (7%), having to re-
enter info (6%), being unclear where to start (6%), next steps not being clear (6%) & too much text (6%). Sites
should pre-fill as much info about the customer as possible and not ask them to re-enter information.

« Travelers are a global best practice in terms of ease of submitting a claim with 83% successful. They provide a
wide range of guides to support the claims process. There is a report claim link in the dashboard view. 82% were
successful at starting the process of submitting a claim with Progressive. The report claim button is visible next to
your policy summary and the steps are simple and well explained. 71% found it easy to make a claim with
Lemonade. It is done via the app virtual assistant. You are required to sign a pledge on your device and also make
a video submission. Claims can be approved in seconds. Other good examples are Admiral (UK), huddle (AU) and
NRMA (AU)

* The top issues globally for people trying to track / update their claim are a lack of info about their claim (11%),
needing to call to get the full picture (10%), too many clicks to find the info (10%), no past communications visible
(9%), websites being slow (9%) and no 3rd party communications. Allstate is global best practice for claims
tracking / updating for both auto and home insurance. Their claims area provides a visual timeline, details of
Inspections, rental cars used, contacts and provides FAQs & live chat. Other examples of best practice are AAMI
(Australia) Progressive (US), Travelers (US), Budget Direct (AU), youi (AU), NRMA (AU).

* Global best practices for apps - The My Aviva app shows policy info includes options to get a quote, shows how
much you are paying per month, access to help, offers and routes to claim.
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Executive summary — Part 2

Survey of up to 2,300 customers that have had a recent claims experience
to understand the end-to-end experience of the claim.

61% were satisfied with their method of submitting. On average 42% submitted their claim by phone with the
website at 17%. There is a slight global shift away from the phone towards other channels in terms of preference.

On average the top general issue across all the insurers in the US is a disjointed process (16%), followed by errors
(12%). Issues were reported most often in the Hong Kong market.

On average globally 65% found it easy to submit their claim but with large variations. Best practice is with the US
sites, notably USAA and Liberty Mutual. Varied experience in the UK and Australia, with HK very poor.

The ability to add photos is the top feature request, followed by tips on how to submit claim and the desire not to
have to repeat information (24%). Ability to schedule with repairers and instant decisions also key.

The top issue when submitting claims is providing the same information multiple times (12%). 15% of participants
iIn Hong Kong thought that there were too many questions.

62% are satisfied with the repair company. 42% used a repair company assigned by the insurer. Preference would
be for the insurer to assign the repair company. 40% stated that the choice of repairer was automated.

The most important aspect of a site when reviewing/updating their claim was to be able to see a timeline (26%),
see up to date information(25%) and see an estimate of time to completion (25%).

The primary type of evidence use to assess claims was photos (46%), followed by written statements (31%). 12%
said they had a live video call with the insurer with 8% stating that drone technology was used.

19% who had made a claim said they'd posted a review online. 52% of those who posted about their claim did so
on Facebook. Understandably a positive claim experience leads to more positive review.

There is a huge appetite for smart technology around claims in the globally. 27% said they had smart home
security cameras at present but 50% stated they would be interested in the future. Even bigger increase for smart
detector of water leaks — up from 19% at present to 49%.

Customers are open to the use of Al in the claims process with 82% open to having Al involved at some point.
24% wanted the process to be completed automated with the final decision made by the Al
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Part 1:
Task based study of 30 insurance

websites / apps for claims FNOL msn_ .

N o
.
claim tracking / updating ‘
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Study design: Task based study of insurer sites / apps

This research evaluated the existing customer experience of insurance ‘My
account’ areas. Conducted with 4206 existing insurance customers in 5 markets
covering 30 insurer websites / apps. Tasks were set to evaluate claims FNOL and
tracking / updating. Each company was tested by 140 people on average.

Australia Hong Kong New Zealand United Kingdom United States
1385 434 616 990 781

AAMI 201 | |AIG| 111 AA Insurance 172 ggFAdmiral 167 () Allstate. 209
Allianz 216 cHuBB174 anw " 153 IAVIVA 154 | ERERY 74
bingle 7 QBE » B3 = M 145 | PROGRESSIVE 239
Budget ;76 CTOWER 100 | direct line 162 | QBE 151
@ 32 Hastigsomecr 187 | TRAVELERST 108
(pommrase 4 LVe=
Huddle 19 QBE 82

NRMA 215

QBE
SUNCORP 138
E 176

~:LUMIVO
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Global

Website (desktop) | 43%

Website (mobile) 29%

: App 28%

Tasks:
a) Claim: Update / track

‘Find the area where you can
track / update your claim.
Carefully review the
information and

features provided in relation to
your claim and the options to
update it.”

b) Claims: Start a new claim

“‘Use the COMPANY [site / app]
to try and start the process of
making a claim.”
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Tasks set for participants

Each participant performed the following tasks on one of the sites / apps
within the study. Some tasks were split with a proportion completing
each. Track a claim was only for those with existing / prior claims.

1. Login

¢ “Starting at Google*, please navigate to the COMPANY [site / app] and log in to your online
insurance account..” (for sites without a logged in area, they were asked to navigate to the My
account area)

2. Account page evaluation
* “Spend a few minutes looking at your COMPANY insurance account home page.”
3a. Renewal date (50% of sample)

* “Try and find out the renewal date for one of your policies and try and how you would go about
renewing if keen.”

3b. Payments (50% of sample)

“Please use the COMPANY

* “Check what payment method you are using and how much your last payment was. [website / app] to try and start

4a. Claim: Update / track the process of making a claim.
DO NOT actually submit the
* “Find the area where you can track / update your claim. Carefully review the information and claim but please go as far as you
features provided in relation to your claim and the options to update it.” feel comfortable through the
. . process without submitting. We
4b. Claims: Start a new claim are very interested in

understanding how easy the
process of starting a claim

\ 4

* “Use the COMPANY [site / app] to try and start the process of making a claim.”

5a. MTA: Change vehicle (motor) / change address / adjust cover elements (home insurance) actually is with COMPANY so
that we can help to improve the
* “Find one of your policies and try to find out how you would change your (vehicle / address / process. Please take time to get
cover elements).” a good sense of the process and
what would happen next even
Sb. Customer support though you won't actually
complete it.”

* Group A: FAQs: “Please think of a specific problem and try to find the answer in FAQs.”

* Group B: Chat / Virtual Assistants:
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Proportion of sample by product line and claim

On average 63% were car insurance customers, 36% home insurance
customers, 1% boat and 1% caravan. 59% of participants on average
globally were tracking an existing claim with 41% starting a new claim.

Australia Hong Kong New Zealand United Kingdom United States

23% 71% 23% 29%

m 75% 27% 77% 69%

2 _._ W 1% 0% 0.5% 1%

M D 1% 2% 0% 1%

Make new 62% 79% 46% 55%
Track

existing 38% 21% 54% 45%
claim

the lower proportions of customers in the marketplace

._.:m_oémﬁbﬁo_oo;_o:mo*omﬁm<m3m:gUom:mﬂm:mo?mo*
available to sample.

SLUMIVO
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Allstate account pages

The Allstate My Account area via the website and app is highly effective.
Allstate provide a rich feature set in terms of both claims submission
and tracking. Have a quickfoto claim tool and a digital locker.

@) MyAccount sicie | Saibiigs ey st o Lo 052 B
E Policies v Payments v Claims
]
Links to policies,
[\ payments and

.IPIM?‘h claims with good

secondary
navigation links.

@ Alistate ®

Create a home
inventory using
Digital Locker®

Good Afternoon, Sl

J

@ Need flexible payment options?
Facing financial challenges in these uncertain times? Our Special Payment Plan may help. Call your agent for
more details.

@  PayMysBill

B My Policies (3)
N U C —\_ 3 @ .H—J m Q Shelter-in-Place Payback

The Shelter-in-Place Payback is extending to June for our auto customers.
Motorcycle customers now qualify too. View June information and see payback Loambice
covid-19 ! & WMyIDCards

details to date.
crisis offers
for a Shelter-

Your Open Claims

You have open claims to view. View Claims

[[] Claims Center

in-Place m R
Dverview : — oadside Assistance
payback and Claims m:oﬂ/_z:
i prominently
OUﬁ_O_.Jm for .0?;03095 _m_m:unwa - Auto Pay Scheduled n on the page Alistate Customers Earn Cash! P 8itoms added
._"_GX_U_G Y i mm_Mﬂomﬂﬂvm_ = Pay monthly on the 18th U @ . ”“,,41;1.;”4 o
payme nts Add hems
—..O<_Q®Q. . . Make a walkthrough video
r P k @ RN Manage Paperless Paid by Third Party Live chat is
File a Claim Your policy premium s paid by a third p .
ﬁmwa__v\ & QuickFoto
. available.
Policy Dorits
summaries Ny Features
OOC_Q —Qm Get Your ID Cards Stranded? Allstate to the Free Allstate Identity -
. 1 :
_BU—..O/\QQ Uv\ Rescue! Protection
adding in :
more detail at Useful articles \
this level. shown here and Quickfoto claim feature
COMIV lower down the within the app.
Hutnsat o ) —— Get Cards _ym\.m:__soam Umgm.

uminatiag Digital Insights

Enter Your Claim Number



Lemonade account pages
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Lemonade FNOL is done via an app with the majority of the submission
via a video recording, which keeps manual form entry to a minimum. The

overall customer experience is very strong.

ee0c Sketch ¥ 100% -
Jemonade
OVERVEW o ADOD ONS COVIRAGES
Add Extra Coverage

ge. It protects your

This is

valuables ything, including loss!
&b o
BIKES CAMERAS MUSICZ
Add Others To Your Policy

r

Claim
submission is
handled via a
virtual assistant.

Very good
conversational
flow and friendly
tone of voice.

Theft or other crime °

Oh no! Did it happenin
your home?

It happened on May 29, around
2:00PM

Ok. I'll need you to sign our 'pledge
of honor” next.

Matt, signing this statement is

You are required to
sign a pledge that
you are making a

genuine claim.

Please remember that unclaimed
money is donated to Fight Poverty
InNYC.

| promise to claim only
what | truly deserve.

provide us is true and accurate

ation th inf
INTERESTED PARTY @ confirmation that the info you

Very easy to add
extra cover within
the Lemonade app.

I'LL BE HONEST'

Looking good, let's continue °

Thanks Matt, we've got everything
we need at this point. Your claim
number is LC297706.

@ Please enter the first item's details

@ Aaaannnndddd... Boom!

Watch
‘<<1ﬂm3 entr . You submit the
entry Watch stord majority of your
%Mﬁw_ﬂﬂ — claim via a video
submission
_A.m_u.H toa 123456789 0§ recordedon your CLAIM APPROVED
(3_3_3c3. -1/ . s sale ” phone via the R ‘
5 = T app. Claims can $1,200 8 Seconds
st ! Um m.bb—\O/\mQ WIRED FUNDS HANDLING TIME
o i immediately.
LUMIVO — Jd
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Progressive account pages

Progressive have a friendly welcome image, single sign in for all products,
Touch ID enabled for the app and quick access to some area such as the
claims center and ID cards. Once logged in claims have a central focus.

PROGRESSIVE

e Canie ® a1 Av $ 00 .

@ We're here to protect

v h coverage that's right for you
PRODRESSIVE

Apron Relief Program

Welcome

User ID

Password SHOW

A

{’r We've applied your estimated May premium credit of $17.77 to your auto policy (

Friendly,
welcoming

| Save User ID

H

~—
et
L m Need help logging in?
New user? Register for an account.

o Auto
G—0'

March 20, 2020 - September 20, 2020

Claim Things to do
v Frabtie Toueh 1D
e " Stay up to date on ) Get your ID card and other proof

your clai
Go to Claim Summary > Review your billing and payment info
Llog Back in Update your drivers, vehicles, or coverages

Payments

Report a claim

Use Toueh 1D | Forget IDPassword?

Report claim is listed as
one of the ‘things to do’
as soon as you log in.

enable
Touch ID

Or, skip logging in—Get what you need with a few key detal

Make a Payment > GetID Cards >

PROGRESSIVE  AccountHome Things to Do Your Policies

FoetRack Lega

Quick Report a Claim
access to Auto
Tasks that don't require logging in ) the claims
. Tell us about your claim

m.W.m O_mmﬂ-_< w_©jbomﬁmg m_ﬁjocej omjﬁﬂ.m v..A—J..,uHm,r:n?n.H s ok, For now, all we need are the basic details about what happened. Just

they should ideally be behind the - o
. X . K 1s your claim limited to damage to windshield or window glass?

_O©_3 to aid perceptions of security Kaep in mind that things like mirrors, headights and sunroofs are no considered window glass

and for simplicity of navigation. es

\_ ) - Simple step by H

step process.

LUMIVO

llluminating Digital Insights



Page 13

Travelers account pages

The Travelers site once logged in provides a good dashboard with a
visible link to make claims once logged in. The site has an excellent
claims guide library to support people during the claims process.

ABOUT CAREERS AGENTS INVESTORS CONTACT us A
TRAVELERS] For Individuals For Business Claim Center Prepare &Prevent (O | @ LoG ¥
’ Welcome to MyTravelers® Home / Ciaim Center / Guides
View and pay your bills, view your policies, report and check the status of
Calon, Claim Guide Library
Ovloes s
Payments Policies Link another policy  Claims View all claims
g Accuint s 8 000012345-000-2 75 7T We recognize this may be a stressful time for you, especially if you've never filed a claim, so here's some additional information on the most
231 Y 5555 MAIN ST 5 e commonly asked questions about claim fopics and soenarios.
12345678 03088098 6 30017 Travelers ciaim expertise provides the
= Due Tomorrow

confidence you need and rely on.

000012345-000-1
i E ™ v
0222372016 to 08232016

A\ Report a claien

(O] rmwrance corss

or

p—

mm UO ﬂ.ﬂ m O _ w_ 3 _ _ 3 —A An Explanation of Depreciation and How Do Auto Glass & Windshield
.. How It’s Calculated Repairs Work?
very visible when

Helpful guides to
cover a range of
claims scenarios.

Your payment amount is the
most visible information on
the homepage, with
call to action to ‘Pa

you log in. 1 W ETERATEMT

What happened? Include things to help you recall
details of the incident later.

Type or use your device's dictation feature
Claims Start a Claim Cancel to enter the description

Which property was involved in the incident?
HOME POLICY 000012345-000-2 When did this happen?

a 5555 MAIN ST 12/08/2016, 4:06 PM
ANYTOWN, CT 00000
Where did it happen?

AUTO POLICY 000012345-000-1 5896 PARTRIDGE LN

7 LonG GROVE L 60047 Criange
= 2011 HYUNDAI GENESIS
ABCDE1FG2HI456789 z o
] (S
&%  Other Vehicle 2 DSQ‘
o,
Kildeer & 2

FNOL for claims

Easily select WhiCh [ ruvees mossestve. pesss ot us o s built in via the app.
policy to claim on. sy

~.LUMIVO
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My Account: Key features

All of the US sites allow customers to make policy changes once logged
In. None provide links within the my account area to get a new quote,
relying on the public site.

General capability @ Alistate Femonade [NV TE73 TRAVELERST

MTAs

Get new quote

Up-selling

Cross-selling

Statements

Cancel policy

Claims FNOL

Claims tracking

Live chat

Bot/ VA

Mobile app

S LUMIVO

lluminating Digital Insights
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Most important info to be shown on account page

In the US, Allstate provide the 9 of the top 10 most important aspects on
the landing page. Progressive also offers many of the elements that
customers see as important. Travelers are more limited. What Lemonade
offer is very good but their capabilities are more limited.

%
Ordered by most
Important attribute

Make a claim

View statements

Contact details

View existing claim

Jemonade PROGRESSIVE ._.z><mrmam4.

Reward points

Live chat

Mention it is secure

Take action on claim

Make policy changes

Ability to edit details

Personal welcome

Days till renewal

Alert area

View recent quotes

FAQs

Get new quotes

Offers

S LUMIVO

Date of last login

lluminating

Digital Insights
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Usage of my account and the impact of Covid-19

48% said that the Covid-19 crisis would lead them to use digital channels
more often. 49% on average use their insurance ‘My account’ area more

than once a year with the largest proportion (30%) using it just on a
couple of occasions.

@ Locateus  (DFAQs  (QContactus

SUNCORP Banking Insurance Super AboutUs &) Loginto

Home & Car & Life & Payments &

Health Travel  Barristers | Claims
Property Vehicle Income Renewals

{3y / Insurance / COVID-19 Information

Supporting our customers through COVID-19

m::ooa:mmcmm:mcuvo:_:o>cmZm__m:mﬁo-o<m__oo<mm~m|mza5_m<mmi:m»m:uuo:_m:mmmmaBoam%m:m%r
ku If you're experiencing financial hardship, we may be able to help.*
]
8
w

That's the Suncorp Spirit.

*Suncorp Insurance Home, Contents, Car, Boat, Caravan and Motorcycle atart date on or before 2 April 2020 and
renewals of those policies.

The Covid-19 crisis has
dramatically increased likely
demand for effective ‘My account’
areas. 48% of customers in this
study stated that the crisis would
lead them to self serve online
more as a results of the crisis.

IMPORTANT UPDATES

« Travel insurance

No

25% Yes - Less than cnce per year

119% m Yes- mOC@ _4_< cnce peryear We're currently experiencing high call volumes so it may take us longer than usual to answer your call.

Car and Home new customers — We'll be with you as soon as possible or you may prefer to get your

Yes - Couple of occasions per year quote and cover online.
Car and Home existing customers — Call wait times are up to 30 minutes so we are prioritising changes
) required in the next 1-3 days. We recommend you update your policy in MyAccount or get in touch via
m Yes - Many cccasions per year webchat.

We're sorry for any inconvenience caused and thank you for your patience.

Z{LUMIVO
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Device preference for key claim and other insurance tasks

In most cases the website is the preferred channel for people when
Interacting with their insurer. For claims it is the preferred channel to
submit the claim (40%), capture details of damage (29%) but especially to
track the status of the claim (49%).

Chat bot /
Social virtual
Website Phone call Email App messaging Live chat assistant

Make an insurance claim

Capture details of damage

Track the status of a claim

LUMIVO When interacting with your insurer, how would you prefer to carry out the following activities?

lluminating Digital Insights






Global best practice FNOL - Travelers (US)

Travelers are a global best practice in terms of ease of submitting a claim
with 83% successful. They provide a wide range of guides to support the
claims process. There is a report claim link in the dashboard view.

’ Welcome to MyTravelers®

J

Travelers (US)
Lemonade (US)
Progressive (US)
Allstate (US)
bingle (AU)
huddle (AU)
Admiral (UK)
Aviva (UK)
NRMA (AU)
State (NZ)

Budget Direct...

AA (NZ)

Youi (Al)
ami (NZ)
Dirsct Line (UK)
Tower (NZ)
Suncemp (AU)
AAMI (AU)
Hastings (UK)
Average

QBE (US)
CBA (AU)
AXA (UK)
Allianz (AU)
QBE (AU)
CGU (AU)
Chubb (HK)
Lv=(UK)

QBE (UK)
QBE (HK)
AlG (HK)

838
795
770

755

75
673
668
660
660

625

593

580

558
435

418
358
335

285
250

1000

ABOUT CARKERS AGENTS INVESTORS CONTACTUS &)

For Individuals For Business Claim Center Prepare & Prevent (O | @ toa |

TRAVELERST

Home / Ciaim Center / Guides
Claim Guide Library
Oy mBDes s

u've never filed a claim, so here's some additional information on the most

(5

An Explanation of Depreciation and
How It’s Calculated

Filing a Clai

How Do Auto Glass & Windshield
Repairs Work?

| Rl |

Helpful guides to
cover a range of
claims scenarios.

claims.
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View and pay your bills, view your policies, report and chock the status of

Policies Link another policy  Claims View all claims
000012345-000-2 No Open Claims
i 555S MAINST >
03052018 to 03052017 Travelers claim expertise provides the
confidence you need and rely on.
000012345-000-1
B 1 Vehide >
027232016 1o 08232016
%v Report a Claim

@ Insurance Cards

Report a claim link
very visible when
you log in.

e

Customer comments

* “Very quick and easy to get the
claim started.”

* “llike how detailed the information
was on how to make a claim.”

* “lliked the ease of the application
for starting to submit a claim with
Travelers. It is perfect.”

* ‘It was a very easy layout and the
print was large.”

* “Walked me through the process
step by step.”

Start a Claim

Which property was involved in the incident?
HOME POLICY 000012345-000-2

a 555 S MAIN ST
ANYTOWN, CT 00000

AUTO POLICY 000012345-000-1

- 2011 HYUNDAI GENESIS
ABCDE1FG2HI456789

=% Other Vehicle

* “l love the ease and convenience
that comes with it.”

+ “ltis too easy and fast.”

Easily select which
policy to claim on.

What happened? Include things to help you recall
details of the incident later.

Type or use your device's dictation feature
to enter the description

When did this happen?
12/08/2016, 4:06 PM v

Where did it happen?

5896 PARTRIDGE LN

7 LonG GROVE L 60047 Chéings

H », .
& e,

bey,

Kildeer O

FNOL for claims
built in via the app.

999-999-9999



FNOL: Global issues
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The top issues globally around FNOL for personal lines are being asked
too many questions (7%), having to re-enter info (6%), being unclear
where to start (6%), next steps not being clear (6%) & too much text (6%).
Sites should pre-fill as much info about the customer as possible and not

ask them to re-enter information.

Teomany questions I 7%
Hadto reentersome info RN I 6%
Unclearwherstostat i - 6%
Next steps not clear NN N I 6%
Toomuchtext I 6%
Toomuch’insurance speak’ I e 5%
Asked forinfoncttohand I 5%
Claim processtociong I e 5%
Can'fully claim online I 5%
Slow lcading I 5%
Hard to answer questions I - 5%
Hard to add allthe details T s%
Hadto logintoclam R s%
Poor instructions Y 4%
Navigation unclear Iy 4%
Techerrors DN 4%
Seemed cldfasicned T 2%
Netvisually appealing I 2%
Hard to add photos RN 2%
Pages cluttered Iy 2%
Can'treview pricr answers Y 2%
Didn't seem secure I 2%
Didn't seem secure I 2%

0% 1% 2% 3% 4% 5% 6% 7% 8%

JiLUMIVO
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cHuBs T ki T3ternais

Property / Home ma.“:.m.nnﬂmr..m.l m.mmu..
el comn hA e chb com W

Claim Form

Y | FEFEER

Important takrmation (£ 8 §5

.
ot bn amachot

BINSNACRE - VERNVWTE A NS WD - RUMSREAN - )
R — gwm_:@ asked too many

qguestions is especially
an issue in Hong Kong

e where many sites ask
Name of lasared Preson €%
- * _ you to download a
HKID Card No. of bnsresd Pemscsn T LSS cReA. Py New ¥ R
SRS ==\ very long paper based
= e e, N form. )

B4 Contactus €8 Accountdetails @ Logout

Makeaclaim »  Getaquote »  Make a payment »

Start your claim

Even though they émﬂmj
reasonably successful
at submitting on the
Tower (NZ) site 10%
still had an issue with
being asked too many
uestions.

Make your claim online here, or give us a call on 0800 6:

If you need to claim on more than one policy (house and c
It's best to call us

What policy do you want to claim on?
QO Icantsee the policy | need
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Global best practice FNOL - Progressive (US)

82% were successful at starting the process of submitting a claim with
Progressive. The report claim button is visible next to your policy
summary and the steps are simple and well explained. Caring messaging.

PROGRESSIVE  AccountHome Things to Do Your Policies PROGRESSIVE ~ AccountHome Things to Do -,

Report a Claim
Auto

We're here to protect

with coverage that's right for you

Tell us about your claim

Om._‘._ n @ We hope everyone is ok, For now, all we need are the basic details about what happened. Just fill out the form as best you can
mess m© n @ . Is your claim limited to damage to windshield or window glass?

Keep in mind that things like mirrors, headlights and sunroofs are not considered window glass.

Apron Relief Program

a®
”

We've applied your estimated May premium credit of $17.77 to your auto policy (

Yes

Eo=od Aso 2009 R o No

March 20, 2020 - September 20, 2020

Claim Things to do
Stay up to date on your claim Get your ID card and other proof H Cancel
Go to Claim Summary > Review your billing and payment info
Update your drivers, vehicles, or coverages m _ 3 U _ m w.ﬁm U Uv\
Payments Report a claim
R . step process.
eport claim is listed as

PROGRESSIVE  AccountHome Things to Do Your Policies F Om_”mmmOO._"Oﬂ_” Mwﬁ _H\_Mm w_OﬁM MJO RESSIVE  AccountHome Things to Do Your Policies
xm\ﬂm; aClaim Report a Claim
Autc
Tell us about your location
Gatinfo on insurance fraud Where did it happen?
Are you still at the scene of the incident? _/\_ m.3< Q ue mﬁ_ ons are Nearest address, intersection or mile marker
- handled as one o
- question per page. .
—— 5 Identify where your
Cancal accident occurred.

When did it happen?



Claims: Tracking / updating
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Global best practices claims tracking: Allstate (US)

Allstate is global best practice for claims tracking / updating for both auto
and home insurance. Their claims area provides a visual timeline, details
of inspections, rental cars used, contacts and provides FAQs & live chat.

Summary of claim including
transport expenses.

Allstate (US) 7386 [ Folcen s
- i}
Progressive (US) s 681 e B
. 1 Good Afternoon, Claim g
A.Hm.\ W_m.—.m AC wu ' mﬂw — _ 1 I— I E : . 2008 HONDA ODYSSEY - Lontazt watn other vehicle/praperty/other party xS Conact
. Jifif) = SIE] " §3 HIELE! z .
Lemonade (US) 619 - Live chat. mm.u St ok bR i R it
AAMI (AU ) | 564 Police »n.:.;. obtained Yes Mﬂwwﬂn_aara_ﬁams‘._
>x> AC —Av . mww ) ".o& S R e . N Transportation Expense: $30/day | 30-chay limit
E_:Ng.:wu”:n_ chollenges in these uncertain times? Our Speciol Payment Plan may hlp. Call your agent for P
Direct Line (UK) 543 - .
Bud @mﬂ Direct... | 537 L) et 4oty 5 A ol e rs _r.|z_ Claim Documents @ Cloim Messages @ My Ag: >@ ent
Im.m- 8 m O mﬂmnﬁ.. ) ) § “_nw.»n _Mhﬂ:-_g.!e:\.\x quaiify 100, View June information ond see paybock e Gl cietaicn ottt koo Posiraits
- [ & o & 'Y contact
bingle (AU) | 522 Pt e | vewcams | details.
Aviva AC-C | 521 Overview O _.mb j _O Oﬁ MMMM__.“wwm & Deductibles Updated on: 01-22-2020
NRMA A>Cu | 519 02_35:?_1 Ao Poy Schaduled />\—)_®q.® V\OC are
LV= (UK) 1 500 eon Pormonitron e 100 o the claims L) .n:mvmnzo: e T s B AR ® Claim Preferences
Average SN 459 s —
BE (US | . ' < :
QBE (US) | 483 Your claims are O Payments i e
) Updated on: 01-23-202 e
AA AZ NV | 472 . In Progress ¥ou will receive updotes and documents for
Youi (AU) P prominen ﬁ_v\ shown on Yo com i el Al el clers for i
oul . , . Claim will be sent to
_ the ‘My Account’ page. -
cGuU OP_'.: | 453 y bag MQ_QOM ng each id D Rental Edit Email Preferénce
. rop-aown proviaes
m uncoe —.U A\PC v ! t.w U . .ﬁ _U Qur records show that you've returned your rental cor, If this is incorrect, please
>= _m.jN A»PC . § maore INTo e. @ .on message or call your cloim contact. You can call Enterprise directly if you have any Toxt Messages Preference
w _ nspe Oﬁ _ ons questions about your rental Not Selected
Tower HZ Nu | 441 Claims U ' Questions about your rental reservation? Call 800-868-9498. M”M.:Mm Mwmw%wmm.m_m._.ﬂ it youtciolh
h EQ_ e A\pc V r . . ! Awm . ”NMMM”MMHMHHM»WO.MWMH”W“H“MH_—G ridesharing, just remember to save receipts M“Mﬂﬁ....h”mﬂi“”:n.—n,! glerts, Wit the
CBA (AU) ‘ | 420 .ﬂ.“l. -n.d.z.. J it . Firtunad Edit Text Message Preference
Omm A)CH — ANP - |_|—J® >_ _MHmﬁm QUU mjws_mw Tronsportation Expense: /day | 30-day limit i
Admiral (UK) | 404 pois you to track and submit ® i N
< M N N e 'our payment methox reference S not !
AIG (HK) = 401 o claims (e.g. using their 8 Info about the rental fﬁﬁﬁ%&mﬁuﬂ%
‘it » . . s . . . eferred met! toreceive ments fro)
ami(NZ) J w400 i QuickFoto’ claim B sl CBT ShOWINg that it A w
QEE (UK) mmmam 287 —— technology). Also srgeranmersocnmenyssiei | g5 peen returned.
. T s Reod auto cloim FAQs &
State (NZ) 380 e oon8_:3m qu_@;m_ _oox_m: Adjust comms
OJMMM M__““M 372 rirmimmmmesn | | 1O NE _OHBJ € persona and payment
» 215 property Claims easletr. . PRI
TS \ Claims FAQs. preferences
0 200 400 600 800 ——.
-/
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Track / update: Top global issues

The top issues globally for people trying to track / update their claim are a
lack of info about their claim (11%), needing to call to get the full picture
(10%), too many clicks to find the info (10%), no past communications
visible (9%), websites being slow (9%) and no 3™ party communications.

@Sf..ia?.?_é; For brokers Aboutus Claims Contactus Blog Search Q)

Noinfo about claim 11% Car&Vehicle~  Home & Contents~  Travel~  Lifestyle~  Business~
Have tc call 109%
Too many clicks 10%
No past comms. visible 9%
Site was slow 9% w>ﬁx_zm <°= _z
No 2rd party comms. 8% UNCERTAIN TIMES o,
No update options 8% See how we're responding during the coronavirus
Key info missing 8% pandemic R Undate my detall
O_m.:..d status CDn_mm.ﬂ m@w Coronavirus response - & Workers compensation -
Info lacks detail 7 @ smamnung v
No 3rd party diary access 7 3
No :Um oNn process 7% @ Our u_._o_qo lines are very busy, so wait times might be longer than usual. Thanks for
Can't find contact details 7 yourpatience:

Updates not immediate 7% Some sites provide no tracking at all, which will force
IO FIOE R O Chc 7% customers to use other channels. In the current Covid-
Layout confusing 7% 19 crisis customers have been unable to self-serve, thus

Can't message advisor 8% putting greater pressure onto call centres.

Techerrors 8%
Info too com plicated 3% 2
Hard to find support 8% My profile ~ Log out
Ne live chat 8% o
Poor instructions 6% SiifiEsip Bt Those that do provide tracking
Hard to navigate 6% information need to make sure
Can't upload docs 6% INSURANCE that it is integrated properly into
No pic of claim advisor 5% N the site's design. If it is ‘hidden’
e el under a separate navigation
0% 2% 4% 6% 8% 10% 12% . item rather than being
My ne i integrated within the main
; ; content then there is a risk that
_ucﬂ,\__/mnw Digital Insights m SRS useful content will not be found.
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Claims tracking Australia best practice: AAMI

AAMI came 15t for claims tracking in Australia. Within the tracking area
you see a clear summary of the claim with tabs to review vehicle damage
and track the progress of repairs. You can drag and drop documents that
relate to the claim.

LUCKY YOURE WiTH ®) |
A

Logged in by Facebook or Google2 > Read this
== | @
Home / My cloim list

Home / My claim list / nm_m

My claim list

You can view the details of eoch claim by clicking on the claim number.

The toble below only includes cloims made for eligible policies with on event date from 1 Jonuary 2012

( There are tabs to
view the summary
of your claim, review
the damage to your

If your claim contoins legol liobility or recovery components, it may not be shown here.

Please note, after lodging the claim it may take up 10 24 hours before it appears in the below table

Insurance Coveroge'

) B 00 Cer 2017 SUBARY Glassonly  Claim [ View Detods

QUIBACK 2.51.0Y16 settiement

ve —J IC _ ean Q ,H—\m.o —A o 4D WAGON MY16 completed

repair progress. L mM«._ﬂchmcu
. Claim summary CYunDER. 2
Claim summary

— I 31 Aug 2017 Cor 2004 SUBARU Damoge Cloim [ View Dotoss |

QUTBACKMYQ4 2.5  whilst driven 0

Vehicle damage review e O_ _ .
ear claim
o,

y status.

List of claims
shown.

Repair tracking
Your claim has been completed
See claim outcome details

Claim snapshot

E Claim: Your claim details - Upload documents
You can upload any necessary documants relating 1o this claim, such as receipts o
For: Claim number Event date Total excess photos
26 May 2016 6:25 $0
L)
pm
Insurance What happened? Accident type a additionalDocument(1).jpg (O]
ﬁ Mwﬂuémm witiiler diiven Car Damage whilst driven Hit head on a <OC can Q —..m.@
L add alDox nt(3) 1pg O]
o) and drop
Claim seftlement Vehide Gty H E odditionalDocument(3) |pg
@ completed mMmMS.ow e Um.ﬁm__m O.ﬁ .ﬁjm < D %P9 @ QOOC _\jmjﬂm
claim. B conoo0mening ® that relate to
the claim.
ﬁ 4 odd C ument{4) ipg @
Quick snapshot of - Upload documents | [— %
.:J@ O_m._ m. Yo can tnland anv nereseary daciimente relatina ta thic claim  cich ac recainte ar

~LUMIVO Dregaorep [S—"

lluminating Digital Insights
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Global best practices claims tracking: Progressive (US)

Progressive came

2"d globally for claims tracking / updating claims.

You

can see when repair estimates are ready, contact your claim rep,
understand rental car options, view coverage, see open & closed claims.

PROGRESSIVE  Account Home Things to Do Your Policies

Claims

=5 Auo I
Open Claims

'09 CHEVROLET IMPALA
Claim [ Incident Date: 11/12/2019

] ercers

View your policy for claims details.

Closed Claim History

Incident Date Property

‘15 DODGE DART

Coverage at Time of Incident
o I

Coverage at time of incident: 11/12/2019
—_—

Heads up 5oic
coverage for Tt

Coverages dapiayed on th page s for

'09 CHEVROLET IMPALA
v oW

oW

ACV LESS § 00 DEDUCTIRE
$500 DEDUCTIBLE WATH $ )

Property Damage $20,000 EACH ACODENT NO DEDUCTIBLE

Unsured/Undermsured Motonst - Per Polcy Coverage RR000 EACH PERSON-$50.000 EACH ACCIDENT

Understand your
coverage at time
of incident.

lluminating Digital Insights

>

Report a new auto claim )

See open and
closed claims.

Claim Number

RESSIVL

Account Home

Your Policies

Things to Do

Your Claim Rep

I your claim rep, is here to help with your claim involving your '09 CHEVROLET IMPALA

Message your claimrep >

Share files with your rep >

Claims
Report a new dlaim, track a

Communicate and
share files with
your claim rep.

@ Help & ContactUs

PROGRESSIVE  Accountvome

Things to Do Your Policies a a 8

Claim Summary
Clarn I

Repair Estimate Ready

_ i & Get updated

estimate ready.

Rental vehicle info >

Deductible Recovery

We're working on getting your deductible bach. if you have any questions, please call us 1-877-818-0139
Q E Account Home Things to Do Your Policies
.
Rental Vehicle

Sometimes, you may need a rental vehicle after a claim.

Let's walk through your options:

If you don't need a car right away, your claim rep can check up on your claim and confirm whether a rental would be
covered. If the answer is "y ely won't have to pay out of pocket for your rental vehicle. And if the answer is

“no”, there's still a bonus—we'll connect you with one of our partners and get you a rental vehicle at a discount.

You'll need to have a few things handy when you pick up your car.

Understand

* Your claim number

isit progressive.com

Copyright 1995 - 2020, Progressive Casualty Insurance Company ~ TermsofUse  Privacy & Security

your rental car
options.
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Part 2: ‘
Survey of up to 500 customers per

market that have had a recent claims . ' J

.
.
experience ‘
—

This is a separate group of participants from the 1st
study. This group were not asked to log-in to their
insurer but rather give an evaluation of the end-to-
end claims experience including after the claim had
been resolved.
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Participants

2334 participants from 4 countries (Australia, US, UK and Hong Kong)
who’d made an claim in the past 6 months took part in this research. 64%
were claiming for car insurance and 34% for home insurance.

Australia (n=663) USA (n=527) UK (n=583) Hong Kong (n=561)
AAMI . 136 Allstate IR 117 Aviva I 117 AA - I 163
Alianz I 110 Geico I 101 Admiral I 73 AXA o 83
NRMA pmm 65 State Farm T 67 Churchill - m— 66 Bank of China j 53
ANZ pmm 55 Progressive [ 38 DirectLine N 61 AG 43
Budget Direct [l 37 USAA pumm 34 AXA . 54 HSBC mmm 37
RACV [ 34 Liberty Mutual [ 32 Hastings [ 31 Allied World [ 23
RAC mmm 29 American Family g 20 LV= 21 FWD i 19
RACQ mm 24 Farmers g 15 ._.sm?o, . 18 Prudential g 18
GO mm 18 Metlife g 11 gos:r_ﬂms_w M 15 Chubb g 17
Comminsure g 15 Nationwide § 10 mMMﬂwM "MM Hang Seng i 15
Youi 12 Travelers J 8 Legal & General g 9 Blue Cross jj 15
Suncorp W 12 AG p§8 TescoBank J 8 Zurich W 12
Apia [ 12 Amica J 7 Co-op Insurance J 8 QBE m 11
Westpac Jj 10 The Hartford | 3 Budget J 8 DBS g9
Coles m 10 Safeco | 3 Zurich J§ 6 Citibank J 8
Bingle @ 10 AmTrust | 2 RAC g6 MSIG ] 6
QBE p 8 Lemonade 1 MoreThan J 6 PingAn |5
0 50 100 150 0 50 100 150 0 50 100 150 0 50 100 150 200

1%

= 6% ] 3%  [JIR} 1%

JiLUMIVO

llluminating Digital Insights
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Overall end-to-end claim satisfaction

Of the insurers with a sufficiently large sample size to measure
confidently: Overall satisfaction was highest with USAA on 82% with State
Farm in 2"9, Liberty Mutual in 39 and Geico in 4th. US insurers are
delivering the highest satisfaction in general and those in HK the lowest.

USAA (US)

State Famm (US)
Liberty Mutual (US)
Geico (US)

NRMA (Au)
Progressive (US)

Direct Line (UK)
Aviva (UK)

Average

Budget Direct (Au)

AAMI (Au)

Admiral (UK)
Allstate (US)

AXA (UK)

Suncorp (Au)

Allianz (Au)

Churchill (UK)

AlA (HK)

AXA (HK)

Bank of China (HK)

P 82%

I 80%
I 75%
I 75%
P 74%
I 74%
I 71%
P 64%
I G376
I e 62%
D 61%
I 60%
P 60%
P 59%
I | 59%
P 57%
D 55%
I 38%

P 33%

I 30%

0% 20% 40% 60% 80%

Retention

* In all markets customer retention
remains high after the claim, although
more so in the US and Australia.

- US=94%

* Australia=93%

- UK =86%

*  Hong Kong = 84%

100%
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FNOL - Submitting the claim

61% were satisfied with their method of submitting. On average 42%
submitted their claim by phone globally with the website at 17%. There is
a slight global shift away from the phone towards other channels in terms
of future preferences.

Global Hong
average Australia. USA UK Kong

Satisfaction with
submission method 61% 66% 75% 67% 36%

S0%
42%
409% bas
30%
2009 1709%48%
g0 11%106 g0 1%
10% 6%
- - 4% 29%63% A@wﬁ, 20629%
09% ull =] = —
N
O».V// m_o//@ %/@W /T@/ 00 /)\o(/ 0/47 %/\mv/ /JO/.
& G/) < 6/0 N ) @0 O A e
o 3 \ O S @ & &
A/) ﬁ//\ @O Y /./)\0/ & Oﬁ
& S & /@o/
K3 s s X
o >
o N\
o &
or N
Q N
Q™
| How | submitted m How | would PREFER to submitin future

Z:LUMIVO

lluminating Digital Insights
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Ease of submitting claim

On average globally 65% found it easy to submit their claim but with large
variations. Best practice is with the US sites, notably USAA and Liberty
Mutual. Varied experience in the UK and Australia, with HK very poor.

How easy was it to submit your claim?

USAA 19
USAA (US) 82% & Claims Center
Liberty Mutual (US) 81%
Geico (US) 79% Reported Claims
State Farm (US) 78% el ) v
Z m§> A>Cv NNO\O Property (1 claim reported) v
Direct Line (UK) 76% REPORT A NEW CLAM
Youi (Au) 75% Auto Claim
Suncorp (Au) 75% kit oraiomt
Admiral (UK) 69% Auto Glass Damage Only
Progressive (US) 69% Property Claim
Allstate (US) 66%
Average I G500 Liberty = e

AXA (UK) 63% Mutual o

Aviva (UK) 61% Eskt X

Churchill (UK) 60%
AAMI (Au) 60%
AXA (HK) 57% What kind of claim are you
Budget Direct (Au) 57% reporting?

Allianz (Au) 55% , o

AlA (HK) 37% o gss iy
Bank of China (HK) 28% ——

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



Ability to add photos

Tips on how to submit the claim

No need to repeat information more than once
Schedule appointment with the repairer

Instant decision on coverage

Instant payment

Tips on the information required by your insurer
Instant decision on liability

Instant decision on settlement amount

Written summary of what you are covered for
Submit via web form

Schedule phone call with insurer

Ability to add highlight area of damage to the vehicle
Ability to add location of incident (e.g. map)
Ability to add written text / voice

Likely impact on no claims bonus

Immediate safety information (e.g. at scene)
Ability to add highlight severity of damage

Tips on dealing with others involved in the incident
Virtual inspection with the experts

Personalized messaging

Schedule with a rental car company (if car claim)
Video chat with insurer

Info on immediate expense provision

Ability to add videos / voice

Video summary of what you are covered for

Info on hire car

SOS button in case of emergency

0%

26%
24%
24%
20%
20%
19%
18%
18%
18%
17%
17%
17%
16%
15%
15%
14%
14%
14%
14%
13%
13%
13%
13%
12%
12%
11%
11%
9%

5% 10% 15% 20% 25% 30%
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Submitting a claim digitally - most important features

The ability to add photos is the top feature request, followed by tips on
how to submit claim and the desire not to have to repeat information
(24%). Ability to schedule with repairers and instant decisions also key.

ﬁ_.
the same in the US as in Australia,
suggesting these items are general

requirements for a claims submission
process.

L

he top 4 most important features are

J

J




Page 33

Reviewing / updating digitally — most imp features

The most important aspect of a site when reviewing/updating their claim
was to be able to see a timeline (26%), see up to date information(25%)
and see an estimate of time to completion (25%).

Timeline of the claim

Up to date information

Estimate on time to completion

Upload documents e.g. photos and receipts
Overview of the claim amount

Communicate directly with insurer / claims handler
Clear overview of the claims process

N 26% |
T S S | 25%
| 25%
T ] 20%

S S S S 20%

S S S | 20%

My profile v Logout

Details of replacement items

Contact details for repair companies
Communicate directly with repairers / garage etc
Clear alerts when | need to do something
Contact details for claims handler

Select / assign a repairer directly myself

See alternatives i.e. repair vs. replace

Ability for all parties to have access to the same...

Opportunity to provide feedback

| WNo@\e

I 18%
I 17%
I 17%
I 17%
P 17%
P 16% |
S S — 15%
I 15%
P S 14%

Claim summary

..

Your claim has been completed
See cloim outcome desoils

Cloim summary
Vehicle domoge review

Repair trocking

Claim snapshot
Your claim details

For Cloien number

26 May 2016 6:25 S0

3
Ability to view past communications I K@o i
Ability to designate how and when to be paid I Eba 558 D s Cor Domoge v diven | tihaoden
Ability to update the written information GG 13% @ G seimen
| l { completed Rogpetrciion

Ability to access file notes

Audit trail of all communications

Self-scheduling tool for appointments

FAQs

Info on complaints procedure

Photo of the claims adviser

Access to service providers' diaries (e.g. repairers)

I 12%
I 12%
I 12%
—— 12%
I 11%

I 11% |
I 10%

See partner vendor discounts I 8%
Dynamic address book of the ‘claims team’ I 8%
0% 5% 10% 15% 20% 25% 30%

- Upload documents

eccnry dnriments relntinn tn thic rnim ach ns recsintc o

AAMI (Australia) did very well in this
research for helping customers to be
able to track / update their claim.
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Evidence used to assess claims

The primary type of evidence use to assess claims was photos (46%),
followed by written statements (31%). 12% said they had a live video call
with the insurer with 8% stating that drone technology was used.

Global

average | Australia USA UK Hong Kong
Photos sent to them 46% 51% 45% 49% 37%
Written statement 31% 32% 29% 31% 329%
Site visit by insurer / claims
assessor 22% 24% 28% 15% 21%
Recorded statement over
the phone 20% 16% 24% 19% 22%
Police / witness
statements 18% 15% 24% 16% 18%
Videos sent to them 15% 14% 14%, 18% 15%
Live video call with insurer 12% 7% 15% 11% 16%
Drone photos / video 8% 6% 7% 7% 13%

LUMIVO

lluminating Digital Insights
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Customer actions

The most common action during the claims process was to track the
status of the claim (26%). 33% of US customers communicated with the
repairers directly, which is higher than for the other markets.

Global average Australia UK Hong Kong
._..ﬁmo_.Amo_ the status oQoE claim (e.g. 289 2904 250
timelines for when things would happen)
Communicated with your insurer 24% 20%
Communicated with repairers (e.g. about 2904 17%
when to perform the repair)
0 0
Contacted COMPANY by phone 2% 24%
20% 24%
Checked on payment amount and status 0% ’
Tracked the status of any repairs 20% 17%
0, 0,
Logged in to the website 23% 20%
Updated the details of your claim (e.g. 16% 20%
add more photos)
Visited the website (without logging in) 15% 18%

Downloaded / used the mobile app

JILUMIVO

llluminating Digital Insights
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Customer communications

The most common communications which people received after
submitting their claim was an acknowledgement of the claim. There were
fewer communication sent in the Hong Kong market.

Australia
48%

Global average UK Hong Kong

43% 32%

Acknowledgement of claim

33% 30%

Final decision

0
Status updates 26%

. . 25%
Customer satisfaction survey °

. . 25%
Requests for information ’

Messages In relation to repairs /
replacement

Check-in messages to find out how you
were doing

23%

19%

14%

Messages to co-ordinate meetings

P 15%
Statutory / regulatory communications

JILUMIVO

llluminating Digital Insights
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Top general issues during the claims process

On average the top general issue across all the insurers in the US is a
disjointed process (16%), followed by errors (12%). Issues were reported
most often in the Hong Kong market.

Average Australia USA UK Hong Kong

Disjointed process (e.g. had to give same info

more than once) 15% 15%

Errors / omissions during process 13% 10%

They were slow and unresponsive at times 11% 1%

Failure to meet agreed timelines 11% 8%

Too many misunderstandings 11% 10%

Hard to find out the latest status of the claim 10% 8%

Could not update my claim online (web or app) 9% 8%

They showed a lack of empathy / care 8% 8%

They used too much insurance speak 7% 8%

| didn't feel confident dealing with them 6% 5%

Claims handler was not sufficiently available 6% 6%

Hard to get hold of the right person 5%

Could not find out info about my claim online 5% 5%

Rudeness 6% 4% 5%

JiLUMIVO

llluminating Digital Insights
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Top website and app issues during the claims process

On average the biggest website issue globally was that the sites were
slow and that too many clicks were needed. On the apps, issues were
more common with inadequate instructions being the most common.

Website issues App issues

) Inadequate instructions |
) o Hard to view past comms m W W W
) ) No live chat with a real person m M M
Updates not immediate I 10% I 14%
) Can't message advisor directly \ M M
thadito call myinsurer [N 10% P 1s%
) Site was slow m m m
) Info was not detailed enough m m m
. | had to call my insurer m M M
Layout was confusing 9% I 13%
There was no info about my claim m : W

Information was too complicated omwo
) ) Layout was confusing
The website was hard to navigate 9% 12%
Inf tion did not to dat: |
Hard to find support info (e.g. FAQs) 9% rommation e notsesm p fo aate

No tips to guide me through

Site errors / pages not loading 8%

Site errors / pages not loading

[
®
-

No comms with 3rd parties 8%

The app was hard to navigate

12%

=
N
S S

Information did not seem up to date 8%

5% 10% 15% 20%

3
S

0% 2% 4% 6% 8% 10% 12%
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Preferred method of updating claim in future

The most popular way of updating claims in all markets is by email,
followed by phone call. In the UK, 21% of users would update using a web
form. 10% of Australians would prefer to use social media.

Global Hong
average @ Australia USA UK Kong
Chat with us
Email 43% 49% 47% 35% 40%
. Full Name *
Phone call 34% 43% 38% 24% 32% : Sk
Mobile app 20% 24% 19% 21% 16% Date of Birth *
Live chat with real person 20% 21% 19% 17% 21% e
R R < First Line of Your Address *
Message area in logged in 16% 17% 119 19% 17%
section of website Enter text here
Web form 15% 12% 13% 21% 13% e e
Virtual chat bot 8% 7% 6% 11% 9% ey tat (o
Automated / autonomous 8% 7% 5% 13% 7%
Social media 7% 10% 4% 8% 4%
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Social media reviews

19% who had made a claim said they’'d posted a review online. 52% of
those who posted about their claim did so on Facebook. Understandably
a positive claim experience leads to more positive review.

19% of those who had made a claim posted
a review of their claim experience with a ; 5
further 19% stating that they planned to. (&9

Alistate

L L
”e

Alistate Insurance

(London Westmount
Agency)
facebook 52% L pr——
Instagram 35% (+ N e

he most common place o
Twitior 26% where people are leaving H, S R iy e s
claim review is on s o
Facebook, followed b [
WhatsApp 26% /
_ n m,ﬁw@ —..wg . See more of Allstate Insurance on Facebook
. . \. J
Review website 17% -
Insurer website 15% . )
Impact of successful and unsuccessful claims on social
Reddit 14% media review positivity
Successful claim?
0, v) v) 0
0% 20% 40% 60% Yes No
Very positive 63% 21%
- _ _
There is a logical Quite positive 25% 35%
correlation between not
having a successful Balanced 8% 23%
claim and writing a less
f_oo%”_<m review. Quite negative 2% 9%

~LUMIVO Very negative 2% 12%
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Smart technology and claims

There is a huge appetite for smart technology around claims in the
globally. 27% said they had smart home security cameras at present but
50% stated they would be interested Iin the future. Even bigger increase
for smart detector of water leaks — up from 19% at present to 49%.

60% 49%
50%

50% 50%
41%
0% 27%
30% 23%
kg — 17% o Bg
10% | | |
0%

Smart home Blackboxcar Smarthome Smartsensors

security insurance fire/ smoke  for detecting
cameras (telematics) detectors home water
leaks

m Have currently g Interested in future

USA Australia UK Hong Kong

Currently Future Current Future Current Future Current Future
Smart home security cameras 33% 72% 23% 52% 19% 45% 32% 29%
Black box car insurance
(telematics) 14% 60% 13% 41% 15% 34% 26% 27%
Smart home fire / smoke
detectors 27% 59% 21% 60% 22% 51% 22% 28%
Smart sensors for detecting
home water leaks 19% 52% 12% 50% 19% 55% 24% 40%

—

Hong Kong especially for smart home cameras.
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Thank you

ANY QUESTIONS?

Malcolm Otter
Research Director
Malcolm.Otter@Lumivo.com
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