J.D. Power and Associates Reports:
Satisfaction with Price is Lower among Auto Insurance Customers Who Bundle Policies
Amica Mutual Ranks Highest among Auto Insurers for a 12th Consecutive Year
WESTLAKE VILLAGE, Calif.: 28 June 2011 — Satisfaction with price among auto-only insurance customers
is now comparable to levels once reserved for customers who bundled auto and homeowners policies, according
to the J.D. Power and Associates 2011 U.S. National Auto Insurance StudySM released today.
The study measures customer satisfaction with auto insurance companies across five factors: interaction; price;
policy offerings; billing and payment; and claims. The study finds that satisfaction among auto insurance
customers who have their homeowners policy with another insurer or who only have an auto policy, has increased
considerably from 2010 (up 21 and 26 index points, respectively, on a 1,000-point scale). In comparison,
satisfaction among auto insurance customers who have their homeowners policy with the same insurer averages
727, increasing by only 7 points from 2010.
“For the first time, satisfaction with price is higher among unbundled customers than among bundled customers,”
said Jeremy Bowler, senior director of the insurance practice at J.D. Power and Associates. “Customers have
come to expect a discount for holding multiple policies with their insurer, and it appears that the positive effect of
this discount has become diluted.”
According to Bowler, while only 58 percent of customers bundle their auto and homeowners policies with the
same insurer, the bundling of any additional products with auto insurance has increased significantly in 2011 to
77 percent (compared with 70% in 2010). As a result, discounts for multiple policies are among the most
prevalent discounts reported by customers, along with discounts for being a safe driver.
“While discounts for multiple policies and discounts for being a safe driver are more prevalent, there isn’t a huge
effect on satisfaction when customers receive these discounts,” said Bowler. “In comparison, accident forgiveness,
ticket forgiveness and claims-free discounts are less common in the marketplace and have a dramatic impact on
satisfaction—each creating more than a 40-point lift in satisfaction with discounts.”
Amica Mutual ranks highest in customer satisfaction with auto insurance companies for a 12th consecutive year,
with a score of 843. Erie Insurance (825) and Shelter (816) follow in the rankings. New Jersey Manufacturers
Insurance Company and USAA also achieve high levels of customer satisfaction, although they are not included
in the rankings due to the closed natures of their respective memberships.1
Overall satisfaction averages 790, rebounding from 777 in 2010. This increase is the result of an improvement
across all factors driving satisfaction, particularly the billing and payment and interaction factors.
1

New Jersey Manufacturers Insurance Co. is an insurance provider open only to New Jersey Business & Industry
Association members, State of New Jersey employees, NJM’s previously insured drivers, and/or previous/current
auto/homeowner policyholders. USAA is an insurance provider open only to U.S. military personnel and their
families.
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The interaction factor is the most important driver of satisfaction. This study finds the following emerging trends
in customer service interaction in 2011:




More than 80 percent of customers who interact with their insurer through its website were able to
complete their entire interaction online.
Customers who purchase their policy through a call center representative tend to use the insurer’s website
as a complementary channel for service needs and interact with their insurer nearly as often through the
call center as through the website.
Customers who use emerging technologies (such as email, online chat or smartphone apps) as
complementary channels to their purchase channel are significantly more satisfied than are those using
only their purchase channel to meet their service needs. This increase in satisfaction is more pronounced
among agent-serviced customers who use these emerging technologies.

To view the management discussion, which examines how digital media is rapidly shaping service expectations of
customers now and into the future, based on study findings, please click here.
The 2011 U.S. National Auto Insurance Study is based on nearly 28,000 responses from auto insurance
policyholders. The study was fielded between March and May 2011.
About J.D. Power and Associates
Headquartered in Westlake Village, Calif., J.D. Power and Associates is a global marketing information services
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solutions. The company’s quality and satisfaction measurements are based on responses from millions of
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ratings, and more, please visit JDPower.com. J.D. Power and Associates is a business unit of The McGraw-Hill
Companies.
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the Corporation has approximately 21,000 employees with more than 280 offices in 40 countries. Sales in 2010
were $6.2 billion. Additional information is available at http://www.mcgraw-hill.com.
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Note: Infinity P&C was previously inadvertently included in the rankings, but
has been removed because of small sample size. This change does not
affect index scores, rank positions or PowerCircle Ratings for any other
ranked brands.
*USAA is an insurance provider open only to U.S. military personnel and
their families and therefore is not included in the rankings.
**New Jersey Manufacturers Insurance Co. is an insurance provider open
only to New Jersey Business & Industry Association members, State of New
Jersey employees, NJM’s previously insured drivers, and/or previous/current
auto/homeowner policyholders and therefore is not included in the rankings.
Included in the study but not ranked due to not meeting the minimum sample
size, market share threshold or localized availability are: Allied; American
National Property & Casualty (ANPAC); CHUBB; Farm Bureau Mutual
Group; Horace Mann; Infinity P&C; Kentucky Farm Bureau; North Carolina
Farm Bureau; Tennessee Farm Bureau; Texas Farm Bureau; and Safety
Insurance.
Source: J.D. Power and Associates 2011 U.S. National Auto Insurance StudySM
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