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“The insurance industry is changing rapidly, due primarily
to the need to continually introduce technology to meet
growing customer expectations. Health insurers face the
biggest challenge as implementation of the PPACA
requires them to compete for individual customers,
something most have never done.”

This report looks at the following areas:

BUY THIS

How can the industry encourage consumers to purchase life insurance? REPORT NOW
How will healthcare reform affect who purchases health insurance?

How will private health exchanges change the health insurance landscape?
How can insurers attract the young customers they need? VISIT:

store.mintel.com

The insurance industry has not historically been known for its innovations, whether in product
development or marketing. In many ways, the industry is changing, however, as it figures out ways to

meet the increased customer demand for transparency and electronic accessibility. In some ways it is CALL

staying the same, however, as insurance agents remain the single most popular way for consumers to EMEA

learn about and purchase insurance products. _|_44 (O) 20 7606 4533
The Insurance Purchase Decision focuses on the factors consumers use as they go through the

insurance purchasing decision: how they get information; the role of technology vs. agents; and how Brazil

they purchase insurance now as compared to how they would like to purchase it in the future. 0800 095 9094

Americas

+1 (312) 943 5250

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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Competitive Context

Key points
Private health exchanges will increase competition

Apps will make a difference
Figure 27: Online purchase and switching preferences — auto/motorcycle insurance, by age, July 2013

Figure 28: Online purchase and switching preferences — homeowners/renters insurance, by age, July 2013

Innovations and Innovators

Key points
MetLife teams up with Walmart
Figure 29: MetLife direct mail ad, 2013
Malayan Insurance is selling insurance on Facebook
Health insurance at the mall
App from Progressive provides quotes

Innovative loyalty program from The Buzz

Marketing Strategies

Key points

P&C mailings higher in 2013 than 2012
Figure 30: Estimated P&C mail volume, Q1 2011-Q2 2013

Figure 31: Top four P&C mailers, Q2 2012-Q2 2013

Health insurance mailings
Figure 32: Health insurance mailing volume, Q2 2012-Q2 2013
Figure 33: Top five health insurance mailers, Q2 2013

Life insurance mailings
Figure 34: Life insurance mailing volume, Q1 2010-Q2 2013
Figure 35: Top five life insurance mailers, Q2 2012-Q2 2013

Reaching out to the LGBT community

Insurance companies’ use of social media
Insurance companies increasingly turning to Twitter
Brand analysis — Allstate

Online initiatives

Online ads
Figure 36: Allstate online ad, July 2013

Figure 37: Allstate online ad, 2013

Social media

TV presence
Figure 38: Allstate, television ad, 2012

VISIT: store.mintel.com
BUY TH I S CALL: EMEA +44 (0) 20 7606 4533 | Brazil 0800 095 9094

REPORT NOW Americas +1 (312) 943 5250 | APAC +61 (0) 2 8284 8100

EMAIL: oxygen@mintel.com

oxygen.mintel.com © 2012 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.


http://oxygen.mintel.com//display/store/637814/
mailto:oxygen@mintel.com

MINTEL

The Insurance Purchase Decision - US - October 2013

e The above prices are correct at the time of publication, but are subject to
Report Price: £2466.89 | $3995.00 | €3133.71 B

Figure 39: Allstate, television ad, 2013

Print
Figure 40: Allstate print ad, 2013
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Figure 41: Allstate direct mail ad, 2013
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Print
Figure 55: Blue Cross Blue Shield print ad 2013

Direct mail
Figure 56: Anthem Blue Cross Blue Shield direct mail ad, 2013
Figure 57: Anthem Blue Cross Blue Shield direct mail ad, 2013
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Figure 58: Anthem Blue Cross Blue Shield Email ad, 2013
Figure 59: Anthem blue Cross Blue Shield email ad, 2013
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Figure 84: Attitudes toward purchasing insurance, by age, July 2013
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Figure 108: Reasons for shopping for auto/motorcycle insurance, by age, July 2013
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Reasons for Switching Auto/Motorcycle Insurer
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Figure 109: Reasons for switching — auto/motorcycle insurance, July 2013
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Customer Satisfaction
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Figure 113: Customer satisfaction, by household income, July 2013
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