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Disposition of Non-Renewed Bundlers

�� ��� ��� ���

����

����� ����

����

����������

��������

�������� ������

������� ������

�������

�������� �������

�������

������

��� ��������

����������������

������

���� ���� �� ������� ���� ���� �� ����������� ������ ��������� ���� ������ ��������� ����

Where Did The Business Go?
What Happens When An Auto Or Home Customer Defects

J.D. POWER Continued from Page 4

Please see J.D. POWER on Page 6
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Bundling Multiple Products
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third of the customers have four or more prod-
ucts.
 With 88% of homeowners insurance cus-
tomers also buying another product, it takes an 
enormous event (like a risk-averse insurer dump-
ing you) to see the relationship challenged. But 
when it goes south, it goes in a hurry. The chart 
on page five chronicles what happens when ei-
ther the homeowners or auto insurance relation-
ship ends. The first set of bars (gray) shows what 
percent of customers move both auto and home 
away from one insurer to another. Think of an 

Allied customer moving both auto and home to 
State Farm. In reading the chart, note that when 
Allied loses a customer, which according to J.D. 
Power happens all too often, nearly half of them 
take their auto insurance away with them. Com-
pare that to USAA, where the company may lose 
the homeowners business, but almost always 
holds on to the auto insurance business.
 In the second set of bars (black), carriers 
lose both accounts when the homeowners is lost, 
but the products are taken away by monoline in-
surers. The Hartford seems particularly suscep-
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Outbound Print or Electronic Mailings

Received From Insurer

Keeping In Touch: Outbound Print 
Or Electronic Mailings Receive From Insurer

J.D. POWER Continued from Page 5
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tible to this development, where for example the 
customer might go to Geico for auto, and maybe 
monoline homeowners writer Homesite.
 In the third category (dark dots), the 
insurer loses the homeowners policy only, and 
retains the auto business. Allstate, shedding ho-
meowners risks in many states, will be delighted 
to find that it does a better job than most of 
retaining auto customers in this scenario. That 
may, of course, be due to the fact that in many, 
though not all, states where Allstate is shedding 
homeowners there are not other “bundlers” such 
as State Farm looking to take the home business 
in order to get the auto. (Think Florida.)
 Finally, the last category (outlined 
white), shows the customers who take only 
their auto business, and leave their homeown-

ers behind. In a world where Geico is growing 
a monoline auto business at an extraordinary 
pace,  we are somewhat surprised to find this 
is a relatively small part of the mix. If Geico, 
Progressive, aigdirect.com, and others were 
seizing monoline auto customers from State 
Farm, Allstate, Farmers, Nationwide, American 
Family and others, we would expect the “retain 
home, lose auto” numbers to be larger. 
 This begs the question: where are those 
new Geico customers coming from? This data 
suggests that they’re not necessarily coming 
from the breaking up of multi-product relation-
ships. Rather, it suggests (but hardly proves) 
that the monoline specialists are luring away 
monoline customers from the multi-line giants. 
Thus, it seems reasonable to assume that a State 



Property Insurance ReportPage 6 November 12, 2007

Warning: Property Insurance Report is a confidential, copyrighted newsletter for subscribers only.
 No part of this publication may be reproduced by any form or means, including photocopying or fac-
simile transmission, without prior permission of the Publisher. For information call (949) 443-1983.

Property Insurance ReportNovember 12, 2007 Page 7

Warning: Property Insurance Report is a confidential, copyrighted newsletter for subscribers only.
 No part of this publication may be reproduced by any form or means, including photocopying or fac-
simile transmission, without prior permission of the Publisher. For information call (949) 443-1983.

S
o
u
rc
e
:
J
.D
.
P
o
w
e
r
a
n
d
A
s
s
o
c
ia
te
s
2
0
0
7
H
o
m
e
o
w
n
e
rs
In
s
u
ra
n
c
e
S
tu
d
y

©
2
0
0
7
T
h
e
M
c
G
ra
w
-H
ill
C
o
m
p
a
n
ie
s
,
In
c
.
A
ll
R
ig
h
ts
R
e
s
e
rv
e
d

�
��

�
�

��
��

�
�

���
��

��
���

���
�

�
�

�
�

�
�

�
��

��
��

�
�

��
�

�
��

�
��

��
��

�
�

�
��
���
��
��
��
��
��
��
�

�
��
���

��
��

��
��

��
��
��
�

�
��
��
��
��

�
�
��
���
�
��
�
���

�
��
��
��

��
��
���

�
��
��
�

��
��
��
��
�

�
�
�

��
��
�
��
��
��
��

�
��
��
�

�
�
�
�
�

�
�
�
�
��

�

�
�
���

�
��
��
�

�
�
�
�

�
�
�
�

�
��
��
��

��
�

��
�
�
��
���
��

�
�
�
�

�
���

�
��
��

�
���
��
��

�
�

�
��

��
�

�
��

��
��

�
��

�

�
��

�
�

�
��

��

B
ra

nd
 Im

ag
e 

D
iff

er
en

ti
at

io
n 

A
m

o
ng

 C
ur

re
nt

 H
o

m
eo

w
ne

rs
 In

su
re

d
s



Property Insurance ReportPage 8 November 12, 2007

Warning: Property Insurance Report is a confidential, copyrighted newsletter for subscribers only.
 No part of this publication may be reproduced by any form or means, including photocopying or fac-
simile transmission, without prior permission of the Publisher. For information call (949) 443-1983.

PIR

Property Insurance Report

Subscription Rates: $577 per year in U.S. and 
Canada. Elsewhere $627 per year. Information on 
bulk subscriptions available on request.

Property Insurance Report, ©Copyright 2007, published 
bi-weekly, 24 times a year, by Risk Information Inc., 33765 
Magellan Isle, Dana Point, CA 92629. It is a violation of 
federal law to photocopy or reproduce any part of this 
publication without first obtaining permission from the 
Publisher. ISSN: 1087-5220

Brian P. Sullivan, Editor
Telephone: (949) 443-0330

Fax: (949) 443-0331
Email Address: bpsullivan@riskinformation.com

Subscription Information: 800-633-4931
On the Web: www.riskinformation.com

Contributing Writers: 
Leslie Werstein Hann, Patricia Vowinkel

Barbara Bowers, Diane Ferraiolo, Michael Fitzpatrick

Farm customer who purchases only auto insur-
ance from the giant insurer is highly receptive to 
Geico’s pitch. We have long argued that the vir-
tues of the exclusive agency companies are lost 
on monoline relationships. Those accounts don’t 
generate enough commission to finance regular 
contact from the agent, nor is the relationship 
sufficiently complex to warrant a conversation 
anyway. Allstate seems to be holding back this 
tide – retaining more than its share of auto busi-
ness even when the homeowners relationship 
goes away. But the economics are still a bit wor-
risome.
 On page six this week we offer an inter-
esting study in the way carriers communicate 
with their customers, and the chart’s greatest 
value to insurers who want compare their own 
communications to the industry averages. Note 
that the percentages do not total to 100 since 
companies contact customers in multiple ways.
 More than a third of customers report that 
they receive no email or mail from their insurers. 
Of those receiving email or mail communica-
tion, the dominant focus is “information on other 
product offerings,” which happens three times as 
often as “useful information about your policy.”
 The final chart we offer this week, on 
page seven, may be upsetting to some, but its 
power cannot be ignored. Asked to describe their 
feelings about the brand image of their insurers, 
customers ranked them along a scale of “unprov-
en” to “trusted” and from “slow” to “responsive. 
(There are other attributes as well, but we found 
these the most insightful, or is that inciteful?)
 J.D. Power created this scatter chart for 
us, with the x-y axis centered at the industry 
average. It is best that you don’t look at USAA 
and Amica, it will just make you feel bad. But 
State Farm, and to a lesser extent Nationwide, 
should be pleased at how they fare relative to 
Allstate and Farmers. And though Erie and 
Cincinnati would trade places with Travelers if 
it meant they could have Travelers’ much big-

J.D. POWER Continued from Page 6

ger premium volume and profit, they still enjoy 
their superiority of their “brand differentiation.” 
Fireman’s Fund has neither Travelers’ size nor 
Erie or Chubb’s customer-love. There’s work to 
do there.
 There are some interesting differences 
between the comments of these homeowners 
insurance buyers and the way many of the same 
people described some of the same brands in the 
J.D. Power auto insurance study. 
 For example, American Family’s 
auto insurance brand sits firmly in the 
“Responsive/Trusted” quadrant, but slips into the 
“Responsive/Unproven” quadrant in homeown-
ers. 
 MetLife was no doubt disappointed to 
see themselves in the “Trusted/Slow” quadrant 
in auto, but a solid spot in “Unproven/Slow” 
makes it worse. We know Encompass has made 
real progress of late, but residence in “Unproven/
Slow” for both auto and home has to hurt.
 The best part of all these charts and data 
is the sense that despite all the research advances  
made in recent years within the industry, we’re 
still in the earliest stages of understanding per-
sonal insurance consumers.
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