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“Price is important in the insurance purchase decision,
but it is not necessarily the most important factor. Quality
customer service is also important. Companies that offer
the most attractive combination of price and service will
enjoy the most competitive advantage.”

— Robyn Kaiserman, Financial Services Industry Analyst

In this report we answer the key questions:

BUY THIS
= How will technology provide the most competitive advantage? REPORT NOW

= Which demographic segments offer insurers the greatest potential?
= How can insurers best gain customers among young people?

VISIT:

The Canadian home and auto insurance market is a fragmented one and carriers are competing heavily store. minte| .Ccom
for new customers, especially young ones. The challenges to the industry include internal ones such as
getting and keeping an aging systems infrastructure up to speed and external ones in the form of a
weaker-than-expected recovery, an increase in severe insurable weather events, and ever-increasing CALL
customer demands. This report looks at the following: EMEA

+44 (0) 20 7606 4533

= What is happening in the property and casualty market as a result of the economy?

= What are the demographic segments that hold the most promise for the industry? Brazil

0800 095 9094

= What do home and auto insurance companies need to do to compete in this competitive and low-
margin industry? .
Americas

This report incorporates data from Mintel’s report, Multicultural Marketing for Financial +1 (312) 943 5250

Services—Canada, April 2013.
APAC

+61 (0) 2 8284 8100

EMAIL:
oxygen@mintel.com

This report is part of a series of reports, produced to provide you with a
more holistic view of this market
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Figure 62: Ownership of financial products, by race, February 2013
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Figure 81: Reason for switching auto/truck/motorcycle insurance, by household income, February 2013
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