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Background, Report Structure, and Subpopulation Definitions

The Society of Actuaries Research Institute engaged a market research firm to conduct a survey to assess
perceptions of insurance and retirement products and services across diverse U.S. subpopulations. In late 2022,
survey respondents were asked a series of questions about each of four lines of insurance and retirement products
and services:

e Lifeinsurance

Health/dental insurance

Property/casualty insurance
e Retirement

This report shows the survey results for property/casualty products and services. Separate reports show results for
each of the other product lines. An appendix in a separate document shows a demographic overview of respondents
as well as the survey questions and response options.

Please note the following regarding the subpopulations included in this study:
e Generations: respondents were asked their age, and the market research firm derived generations as
follows for this study:

0 GenZ:ages 18-25

0 Millennials: ages 26-41

0 Gen X: ages 42-57

O Boomers+
=  Baby Boomers: ages 58-76
=  Silent Generation: ages 77-94
= Greatest Generation: ages 95+

e  Children at home: Households with children aged 18 or younger living primarily in the household. All other
households are categorized as “no children at home.”

e Employed and unemployed: Retired respondents appear to be categorized as unemployed. Students were
categorized separately from employed and unemployed, but the number of respondents was too small to
show results.

e Sexand gender: Respondents were asked to identify both their sex (a biological concept, typically based on
the reproductive organs present at birth) and their gender (a social concept referring to the way that
people present themselves to others). Consequently, results for subpopulations defined by sex are shown
separately from those for subpopulations defined by gender. Responses were very similar but not always
identical for a given sex and corresponding gender. However, for simplicity, only results for gender are
discussed. Note that the number of respondents who identified as a sex other than male or female, as well
as those who identified as a gender other than man or woman, was insufficient to show results.

e Immigrant acculturation: the market research firm derived acculturation level based on responses to a few
questions. Acculturation to American culture is categorized on a continuum from acculturated to bicultural
to unacculturated.
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Executive Summary

Survey respondents covering a broad spectrum of subpopulations defined by demographic or identity-based
categories answered questions that were designed to gauge their perceptions about property/casualty insurance
products and services.

Knowledge

Less than half of respondents (39%) rated themselves as extremely or moderately knowledgeable about
property/casualty insurance and about one-third (36%) considered themselves slightly or not at all knowledgeable.
Those more likely to have reported a high level of knowledge included married or partnered individuals, those with
incomes over $100,000, and those who identified as Hispanic/Latino or non-Hispanic white, bicultural immigrants,
males and men, and non-LGBTQ+. Conversely, those who were more likely to indicate low levels of knowledge
included Gen X, non-college graduates, those who earn less than $100,000, unacculturated immigrants, females and
women, and LGBTQ#+ respondents.

Awareness

The survey revealed that 91% of respondents were familiar with auto insurance and 83% with homeowners
insurance, while renters and flood insurance were known to 61% and 56%, respectively. Non-Hispanic Asians and
non-Hispanic whites, those without disabilities, older generations, non-LGBTQ+ individuals, and higher income
earners showed greater awareness across all insurance types. In contrast, Hispanics/Latinos, non-Hispanic Blacks,
Gen Z, those with disabilities, lower income earners, and LGBTQ+ respondents demonstrated less familiarity. On
average, respondents were aware of 2.9 out of the 4 insurance products, with the following groups being familiar
with an average of 3 or more products: Boomers+, those without children in the household, and unemployed
respondents.

Purchase

The proportions of those who had purchased property/casualty insurance products showed significant variation
across different subpopulations. Auto insurance was the most prevalent, with 89% of respondents currently insured;
96% of married/partnered individuals as well as those who earn at least $100,000. Homeowners insurance was held
by 72%, with higher rates among those with higher incomes or who were married/partnered. Renters insurance was
less common, with only 25% having currently purchased it, and it’s more prevalent among Gen Z (37%) and urban
dwellers than older generations or those who live in the suburbs or rural areas. Flood insurance has the lowest
current rate of purchase at 14%, with single respondents and the unemployed being the least likely to have
purchased it. Across all insurance types, having higher income and being married/partnered were consistent
indicators of higher current purchase rates. Gen Z tended to have lower purchase rates, while disparities based on
race, LGBTQ+ identification, and immigrant acculturation were also evident.

Accessibility

While most respondents found property/casualty insurance products to be accessible, affordability was a concern
for nearly half of them, and one-quarter feared denial of coverage. Baby Boomers, Gen X, and Millennials, along
with married/partnered individuals, college graduates, and those earning over 550,000 generally found these
products more accessible. However, affordability was perceived differently, with 62% of Millennials, 58% of
Boomers+, and 52% of Gen X finding it affordable, compared to only 39% of Gen Z. Concerns about being denied
coverage were more prevalent among Gen Z, Millennials, and Gen X (33% to 40%), those with children at home
(42%), and the employed (37%).

Motivations

The primary motivation for purchasing property/casualty insurance, as cited by 76% of respondents, was to
safeguard against accidents. This reason was particularly compelling for acculturated immigrants (83%), those
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earning at least $100,000 (82%), and Gen X (79%). Theft protection ranked second, as 68% found it extremely or
very motivating, and natural disaster protection followed closely at 67%. Notably, 73% of non-Hispanic Blacks were
motivated by theft protection, while 77% of those earning at least $100,000 were driven by natural disaster
protection. Protecting against litigation claims/lawsuits and vandalism were motivating for approximately 66% and
57% of respondents, respectively. Protecting against vandalism was especially a concern for non-Hispanic Blacks
(69%) and bicultural immigrants (69%). Lastly, meeting bank or loan officer requirements motivated about 51% of
respondents, with higher motivation observed among those with children (63%) and those earning $100,000 or
more (59%).

Barriers

Overall, interest in property/casualty insurance is primarily hindered by perceptions of irrelevance (38%), high cost
(37%), and lack of information about it (26%). For Gen Z and those with children at home, the lack of information
was the most significant barrier, cited by 48% and 38%, respectively. Conversely, among those without children,
distrust in insurance carriers emerged as a key concern, replacing the lack of information as the top factor
diminishing interest in these insurance products.

Perceptions
A majority of respondents perceive property/casualty insurance products positively, but responses varied by
demographic and identity characteristics.

Positive perceptions tended to be higher among those who earned at least $100,000, were married/partnered, had
graduated college, did not identify as LGBTQ+, were members of older generations, were non-Hispanic Black or non-
Hispanic white, or lived in the suburbs. Positive perceptions tended to be lower among those who earned less than
$50,000, were single, had not graduated from college, identified as LGBTQ+, were Gen Z, were non-Hispanic Asian,
or lived in rural areas.

e Overall, 66% agreed the products were for people like them, ranging from 76% of those who earned at
least $100,000 or were married to about half of Gen Z.

e Intotal, 65% felt confident making decisions about property/casualty insurance, with highest confidence
among non-LGBTQ+ (71%), those earning at least $100,000 (71%), and Boomers or older (69%).
Significantly lower confidence showed in those earning less than $50,000 (59%), non-Hispanic Asians (54%),
LGBTQ+ (49%), and Gen Z (48%).

e Ingeneral, 64% believed the products meet their needs, with responses ranging from 80% of those with
incomes of $100,000 or more to 53% of Gen Z, 52% of unacculturated immigrants, and 50% of those who
identified as LGBTQ+.

e Trustininsurers was also relatively high at 62% but varied from 71% of those earning at least $100,000 and
69% of non-Hispanic whites to 49% of LGBTQ+ respondents and 48% of Gen Z.

e Overall, 61% were comfortable interacting with agents, with highest ratings among those with incomes
over $100,000 and non-Hispanic whites; lowest ratings were among LGBTQ+ respondents and Gen Z.

Respondents also expressed significant skepticism about property/casualty insurance:

e About one-third worried that they would be denied coverage or service, with responses ranging from 45%
of those with kids at home, 44% of Hispanics/Latinos, and 43% of those who identified as LGBTQ+, to 25%
of women, 25% of those without a college degree, 24% of Boomers+, and 23% of the unemployed.

e About one-quarter found the products too confusing, ranging from 42% of Gen Z, 41% of Hispanics/Latinos,
and 41% of those who identified as LGBTQ+ to 22% of Boomers+, 22% of non-Hispanic Blacks, and 21% of
the unemployed.
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Knowledge

Overall, 39% of respondents consider themselves
extremely or moderately knowledgeable about
property/casualty insurance products, 25% said
they were somewhat knowledgeable, and 36%
reported being slightly or not at all knowledgeable.

Respondents who were statistically significantly
more likely to consider themselves extremely or
moderately knowledgeable:

Married/partnered (47%) compared to
single (36%),

Had incomes over $100,000 annually
(55%) compared to 38% of those with
incomes $50,000-5100,000 and 31% of
those with incomes below $50,000,
Hispanic/Latino or non-Hispanic whites
(43% and 42%, respectively) compared to
34% of each non-Hispanic Asians and non-
Hispanic Blacks,

Bicultural immigrants (51%) compared to
37% of unacculturated and 31% of
acculturated immigrants,

Men (50%) compared to women (33%),
and

Non-LGBTQ+ (44%) compared to 30% of
LGBTQ+.

Respondents who were statistically significantly
more likely to consider themselves slightly or not at
all knowledgeable:

Gen X (43%) compared to 32% of
Boomers+,

Had not graduated from college (41%)
compared to 31% of those who had,
Earned less than $50,000 (44%) or
$50,000-5100,000 (35%) compared to
23% of those who earn more than
$100,000,

Non-Hispanic Blacks (43%) compared to
32% of non-Hispanic whites,
Unacculturated immigrants (54%)
compared to 33% of bicultural immigrants,
Women (43%) compared to 26% of men,
or

LGBTQ+ (44%) compared to 31% of non-
LGBTQ+.

How knowledgeable do you feel about property/casualty

insurance products?

General Population

GenZ
Millennials
Gen X
Boomers +

Married/Partnered
Single

Kids at home

No kids at home

Not college grad
College grad
Employed
Unemployed

< $50,000
$50,000-599,999
$100,000+

Urban
Suburban
Rural

Hispanic/Latino
Non-Hisp. Asian
Non-Hisp. Black
Non-Hisp. white

Acculturated imm.
Bicultural immigrant
Unacculturated imm.

Female
Male
Women
Men

LGBTQ+
Non-LGBTO+
With Disability
Without Disability
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Extremely or Slightly or
25% 36%
27% 37%
20% 38%
22% 43%
27% 32%
23% 30%
25% 39%
19% 35%
27% 31%
22% 41%
25% 31%
22% 35%
28% 34%
25% 44%
27% 35%
22%  23%
27% 36%
26% 30%
21% 42%
IET 17% 40%
32% 34%
23% 43%
42% 26% 32%
31% 29% 40%
ST 16% 33%
| 37%  [LA 54%
24% 42%
24% 25%
24% 43%
24% 26%
26% 44%
25% 31%
27% 33%
26% 33%



Awareness

Nearly all respondents (91%) had heard of auto insurance before taking the survey, and the overwhelming majority
(83%) had heard of homeowners insurance. A little over half had heard of renters insurance (61%) and about the
same (56%) had heard of flood insurance. Only 5% of respondents said they had not heard of any of these
property/casualty insurance products.

Which, if any, of the following property/casualty insurance products have you heard of before today?

By Product Number of Products

91% 0 . 5%
83% -

Auto Insurance

[y

Homeowners Insurance

Renters Insurance 61%
Flood Insurance 56%

|
w
=S

None of These

Onaverage, respondents had heard of 2.9 P/C products.

Statistically significant differences in subpopulations’ responses are outlined below. Results for each product by
subpopulation are detailed in the appendix.

On the whole, 91% of respondents had heard of auto insurance before taking the survey.

e 97% of non-Hispanic Asians and 95% of non-Hispanic whites in contrast to 82% of Hispanics/Latinos and
79% of non-Hispanic Blacks.

o 96% of respondents without a disability in contrast to 84% of those with a disability.

e  Boomers+ (96%), Gen X (91%), and Millennials (84%) compared to 62% of Gen Z.

e 94% of respondents who did not identify as LGBTQ+ in contrast to 84% of those who did.

e 94% of acculturated immigrants compared to 84% of bicultural immigrants compared to 67% of
unacculturated immigrants.

e 93% of respondents who earn at least $100,000, in contrast to 87% of those who earn less than $50,000.

Overall, 83% of respondents had heard of homeowners insurance before taking the survey.

e 91% of those with income of at least $100,000 compared to 84% of those who earn $50,000-599,999,
compared to 74% of those who earn less than $50,000.

e Boomers+ (90%), Gen X (79%), and Millennials (72%) compared to 49% of Gen Z.

o 88% of those without kids at home vs. 78% of those with kids at home.

e 88% of non-Hispanic whites and 87% of non-Hispanic Asians in contrast to 72% of Hispanics/Latinos and
69% of non-Hispanic Blacks.

e 87% of persons without a disability compared to 77% of those with a disability.

e 86% of unemployed respondents vs. 78% of employed respondents.

e 86% of suburbanites in contrast to 77% of urbanites.

e 86% of non-LGBTQ+ respondents compared to 76% of LGBTQ+ respondents.
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e  85% of married/partnered respondents in contrast to 78% of single respondents.

e 85% of those with a college degree compared to 78% of those without a college degree.

e 83% and 75% of acculturated and bicultural immigrants, respectively, compared to 57% of unacculturated
immigrants.

Overall, 56% of respondents had heard of flood insurance before taking the survey.
e  64% of Boomers+, 50% of Gen X, and 47% of Millennials in contrast to 33% of Gen Z. In addition, 64% of
Boomers+ compared to Gen X and Millennials (50% and 47%, respectively).
o 63% of respondents with kids at home vs. 47% of those without kids at home.
o 63% of unemployed respondents compared to 48% of employed respondents.
e  60% of acculturated and 52% of bicultural immigrants vs. 30% of unacculturated immigrants.
e 59% of non-Hispanic whites in contrast to 48% of Hispanics/Latinos.

On the whole, 61% of respondents had heard of renters insurance before taking the survey.
e 68% of acculturated and 59% of bicultural immigrants as opposed to 28% of unacculturated immigrants.
e 64% of Boomers+in contrast to 55% of Gen X and 50% of Gen Z.
e  62% of non-Hispanic Blacks and non-Hispanic whites compared to 53% of Hispanics/Latinos.

Overall, respondents had heard of, on average, 2.9 of the 4 property/casualty products asked about. Statistically
significant differences in the average number of products heard of by various subpopulations include:
e 3.1 by Boomers+ compared to 2.75 and 2.6 for Gen X and Millennials, respectively, compared to 1.9 for
Gen Z.
e 3.1 by respondents without kids in the household in contrast to 2.7 by those with kids at home.
e 3.0 by unemployed respondents vs. 2.7 by employed respondents.
e 3.0 for non-Hispanic whites and non-Hispanic Asians, compared to 2.6 for non-Hispanic Blacks and 2.5 for
Hispanics/Latinos.
e 3.0 for persons without a disability compared to 2.7\0 for those with a disability.
e 3.0 for acculturated immigrants and 2.7 for bicultural immigrants, compared to 1.8 for unacculturated
immigrants.
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Purchase

The proportions of respondents who have purchased property/casualty insurance products vary dramatically across
the four products included in the survey: auto, homeowners, flood, and renters insurance. Statistically significant
results for each product are summarized below; refer to the appendix for detailed results.

To what extent have you purchased each of the following property/casualty insurance products?

100%
90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

Auto Homeowners Renters Food
Insurance Insurance Insurance Insurance

A%, Never

7% 17%
Had
Previously
But No
Longer

m Currently

Overall, 89% of respondents currently have auto insurance, and only 4% have never purchased it. Note that all but
two states (New Hampshire and Virginia) require auto insurance for licensed vehicles.! Statistically significant
differences in responses across subpopulations are outlined below; the appendix shows results for all
subpopulations.

By demographically defined subpopulation categories:

0 Current rates of purchase include:

96% of married/partnered respondents in contrast to 82% of single respondents.

96% and 93% of those earning at least $100,000 and $50,000-599,999, respectively vs.
83% of those earning less than $50,000.

92% of Boomers+ compared to 86% of Millennials and 62% of Gen Z.

90% of Gen X compared to 62% of Gen Z.

0 Those who formerly purchased include:

14% of Gen Z compared to 6% of Gen X and 5% of Boomers+.
9% of Millennials compared to 5% of Boomers+.
9% of singles vs. 2% of married/partnered respondents.

0 Those who have never purchased it include:

24% of Gen Z compared to about 4% of Millennials, Gen X, and Boomers+.
9% of single respondents vs. 2% of those who were married/partnered.

1 Brennan, R. and S. Nieves, 28 June 2023, “Minimum Car Insurance Requirements by State (2024),” Policygenius, https://www.policygenius.com/auto-
insurance/car-insurance-required-in-every-state/#states-that-dont-require-car-insurance.
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= 8% of those who earn less than $50,000 in contrast to 1%-2% of those earning more than
$50,000.
= 7% of urbanites compared to 4% of rural respondents and 1% of suburbanites.
e By identity-based subpopulation categories:
0 Current rates of purchase include:
= 93% of persons without a disability vs. 85% of those with a disability.
= 92% non-Hispanic whites and 90% of non-Hispanic Asians compared to about 82% of
Hispanics/Latinos and 78% of non-Hispanic Blacks.
= 91% of respondents who did not identify as LGBTQ+ in contrast to 82% of those who did.
0 Those who formerly purchased include:
=  11% of non-Hispanic Blacks in contrast to 4% of non-Hispanic Asians.
=  10% of persons with a disability vs. 4% of those without a disability.
0 Those who have never purchased it include:
=  16% of unacculturated immigrants compared to 7% of bicultural immigrants.
= 13% of LGBTQ+ respondents in contrast to 3% of non-LGBTQ+ respondents.
= 11% of non-Hispanic Blacks, 9% of Hispanics/Latinos (9%), and 6% of non-Hispanic Asians
vs. only 2% of non-Hispanic whites.

Overall, 72% of respondents currently have homeowners insurance, and 17% have never owned it.
e By demographically defined subpopulation categories:
0 Current rates of purchase include:
= 89% of those earning at least $100,00, compared to 78% of those earning $50,000—
$99,999, compared to 54% of those earning less than $50,000.
= 81% of married/partnered respondents vs. 56% of single respondents.
= 79% of suburbanites in contrast to 62% of urbanites.
= 78% of Boomers+ compared to 69% of Gen X, 60% of Millennials, and 32% of Gen Z.
= 76% of those who have graduated from college compared to 65% of those who have not.
= 69% of Gen X and 60% of Millennials in contrast to 32% of Gen Z.
0 Those who formerly purchased include:
= 17% of single respondents vs. 8% of those who were married/partnered.
= 15% of those who earn less than $50,000 and 12% of those who earn $50,000-599,999
in contrast to 5% of those earning at least $100,000.
0 Those who have never purchased it include:
= 55% of Gen Z compared to 26% and 23% of Millennials and Gen X, respectively,
compared to 9% of Boomers+.
»  31% of those earning less than $50,000, in contrast to 10% of those earning $50,000—
$99,999 and 6% of those earning at least $100,000.
= 27% of single respondents vs. 11% of married/partnered respondents.
= 23% of urbanites and 20% of rural respondents compared to 11% of suburbanites.
e By identity-based subpopulation categories:
0 Current rates of purchase include:
= 77% of non-Hispanic Asians and 75% of non-Hispanic whites in contrast to 58% of
Hispanics/Latinos and 52% of non-Hispanic Blacks.
= 72% of non-LGBTQ respondents compared to 52% of LGBTQ+ respondents.
= 62% of bicultural immigrants compared to 47% of unacculturated immigrants.
0 Those who formerly purchased include:
= 16% of Hispanics/Latinos vs. 7% of non-Hispanic Asians.
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= 16% women compared to 7% men.
0 Those who have never purchased it include:
= 35% of non-Hispanic Blacks compared to 26% of Hispanics/Latinos, compared to 16% of
each non-Hispanic Asians and non-Hispanic whites.
= 35% of those who identified as LGBTQ+ in contrast to 17% of non-LGBTQ+ respondents.

Overall, only 14% of respondents currently have flood insurance, and 75% have never owned it.
e By demographically defined subpopulation categories:
0 Current rates of purchase include:
= 32% of those with kids at home compared to 13% of those without kids at home.
= 25% of those with income of $100,000 or more in contrast to 10% of those with income
less than $50,000.
= 20% of Millennials and 19% of Gen X compared to only 10% of Boomers+.
= 19% of married/partnered respondents vs. 5% of singles.
0 Those who formerly purchased include: 31% of Gen Z compared to roughly 10% of other
generations (13% of Boomers+, 10% of Millennials, and 7% of Gen X).
0 Those who have never purchased it include:
= 86% of single respondents vs. 67% of married/partnered respondents.
= 82% of unemployed compared to 66% of employed respondents.
= 80% of those who earn less than $50,000 in contrast to 65% of those who earn $100,000
or more.
= 77% of respondents with kids at home compared to 53% of those without kids at home.
= 77% of Boomers, 74% of Gen X, and 70% of Millennials in contrast to 53% of Gen Z.
e By identity-based subpopulation categories:
0 Current rates of purchase include:
= 25% of Hispanics/Latinos compared to about 12%% of non-Hispanic whites, 11% of non-
Hispanic Blacks, and 10% of non-Hispanic Asians.
= 31% of bicultural immigrants in contrast to 10% of acculturated immigrants.
= 20% of men compared to 10% of women.
O Former purchase: 16% of Hispanics/Latinos vs. 5% of non-Hispanic Asians.
0 Those who have never purchased it include:
= 85% of non-Hispanic Asians, 80% of non-Hispanic whites, and 77% of non-Hispanic Blacks
in contrast to 59% of Hispanics/Latinos.
= 82% of women vs. 68% of men.
= 77% of acculturated immigrants compared to 54% of bicultural and 50% of
unacculturated immigrants.

Overall, 25% of respondents currently own renters insurance, and 45% have never owned it.
e By demographically defined subpopulation categories:
0 Current rates of purchase include:
= 37% of Gen Z and 30% of Millennials in contrast to 19% of Boomers+.
= 34% of urbanites compared to 18% of rural respondents.
0 Those who formerly purchased include:
= 36% of married/partnered respondents compared to 21% of single respondents.
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= 42% of those with income of $100,000 or more and 37% of those with income $50,000—
$99,999 in contrast to 23% of those with income less than $50,000.

= 37% of suburbanites compared to 24% of urbanites.

0 Those who have never purchased it include:

= 52% of respondents without kids at home compared to 31% of those with kids at home.

= 52% of those who had not graduated from college in contrast to 37% of college
graduates.

= 50% of unemployed respondents vs. 35% of employed respondents.

= 49% of those earning less than $50,000 compared to 35% of those earning more than
$100,000.

= 54% of rural respondents in contrast to 41% of those living in the suburbs.

e By identity-based subpopulation categories:

0 Current purchase statistically significant differences appear only in the category of race/ethnicity:
32% of non-Hispanic Blacks and 25% of Hispanics/Latinos compared to 15% of non-Hispanic
Asians.

0 Former purchase statistically significant differences appear only in the categories of sex and
gender: 34% of women in contrast to 23% of men.

0 Those who have never purchased it: 60% of non-Hispanic Asians compared to 47% of
Hispanics/Latinos and 42% of non-Hispanic Blacks.
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Accessibility

Most respondents generally found property/casualty products accessible. However, only about half of respondents
found them affordable, and one-quarter worried that they would be denied coverage.

Thinking about property/casualty insurance products overall, how strongly do you agree or disagree that each of
the following statements describes you?

Strongly or Neither Agree Strongly or
0o =B E Nor Disagree  Somewhat Disagree

| can access these products and services as easily as

most other Americans it B
| know how to get answers to my questions about
. . 20% 7%
different products and services
It's easy to get answers to my questions about different
. 24% 8%
products and services
I'm familiar with the different products and services
. 22% 11%
that are available
The products and services | prefer are affordable 26% 18%
| worry about being denied coverage/service 28% 45%

Statistically significant differences in results across subpopulations follow; refer to the appendix for more detailed

results.

The following subpopulations were generally more inclined than their counterparts to have found property/casualty
products accessible, but not necessarily more likely to find them affordable:
e Boomers+(77% easy to access, 58% affordable), Gen X (73% easy to access, 52% affordable), and
Millennials (69% easy to access, 62% affordable) compared to Gen Z (43% easy to access, 39% affordable).
e Married/partnered respondents (79% easy to access, 62% affordable) in contrast to singles (67% easy to

access, 52% affordable).
e Respondents with a college degree (75% easy to access, 61% affordable) compared to those without a

college degree (70% easy to access, 55% affordable).

e Those with incomes over $50,000
0 Easy access: 75% easy access for $50,000-5100,000 and 84% for over $100,000 compared to 65%

for under $50,000.
0 Affordable: 55% easy access for $50,000-$100,000 and 69% for over $100,000 compared to 50%

for under $50,000.

Three subpopulations were more likely than their counterparts to worry about being denied coverage/service:
e GenZ, Millennials, and Gen X (33%—40%) compared to Boomers+ (18%).
e Respondents with kids at home (42%) in contrast to those without kids at home (22%).
e Employed (37%) vs. unemployed (16%) respondents.
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Motivations

Overall, the most motivating reason for buying property/casualty insurance was to protect against accidents,
followed by a near-tie for second place among protecting against theft, protecting against natural disasters, and
protecting against litigation claims/lawsuits. Note “required by law” was not included in the list of motivations for
purchasing property/casualty insurance, all but two states (New Hampshire and Virginia) require auto insurance for

licensed vehicles.

How motivating is a reason to purchase property/casualty insurance?

Extremely or Very Somewhat Not Very or Not At All

To protect against accidents 76% 20% 4%
To protect against theft 68% 25% 7%
To protect against natural disasters 67% 25% 8%

To protect against litigation claims/lawsuits 66% 27% 7%

To protect against vandalism 57% 10%

To satisfy insurance requirements from bank/loan officer 51% 29% 20%

The top four motivating reasons in overall results were also the top four reasons for all subpopulations surveyed
except for unacculturated immigrants, who were more motivated by protecting against vandalism than litigation
claims. Statistically significant differences in subpopulations’ responses are outlined below by motivation reason;
detailed results are available in the appendix.

The most motivating reason to purchase property/casualty insurance, with 76% of respondents citing it as extremely
or very motivating, is to protect against accidents.
e 83% of acculturated and 80% of bicultural immigrants agreed it is motivating compared to 65% of
unacculturated immigrants.
e 82% of respondents earning at least $100,000 said it is motivating in contrast to 71% of those earning less
than $50,000.
e 81% of suburbanites found it motivating but only 71% of those living in rural areas did.
o 79% of Gen X, 78% of Boomers+, and 77% of Millennials agreed it is motivating compared to 63% of Gen Z.

To protect against theft is the second most motivating reason to purchase property/casualty insurance, with 68% of
respondents citing it as extremely or very motivating.
e  73% of non-Hispanic Blacks agreed it was motivating compared to 64% of non-Hispanic Asians.
e  73% of bicultural and 69% of acculturated immigrants found it motivating in contrast to 51% of
unacculturated immigrants.
e 70% of those who earn $50,000-$100,000 and 74% of those who earn $100,000 or more found it
motivating compared to 59% of those who earn less than $50,000.
o 72% of employed respondents said it is motivating in contrast to 62% of unemployed respondents.
e 71% of Gen X named it as motivating compared to 61% of Gen Z.
e 71% of married/partnered persons cited it as motivating in contrast to 61% of single persons.
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Two-thirds (67%) of respondents said that protecting against natural disasters is motivating to purchase
property/casualty insurance.
e 77% of respondents with income greater than $100,000 found it motivating compared to 65% of those
with income $50,000-5100,000 and 61% of those with income less than $50,000.
e 76% of bicultural immigrants in contrast to 61% of acculturated and 54% of unacculturated immigrants said
it was motivating.
o 74% of those living in suburban areas compared to 64% of those living in urban or rural areas.
e 71% of Gen X, 69% of Millennials, and 65% of Boomers+ agreed it is motivating in contrast to 55% of Gen Z.

Approximately two-thirds (66%) of respondents indicated that protecting against litigation claims and lawsuits is a
motivation for purchasing property/casualty insurance.
e 71% of respondents who earn $100,000 or more agreed it is motivating compared to 62% of those who
earn less than $50,000.
e 71% of bicultural and 68% of acculturated immigrants said it was motivating compared to 50% of
unacculturated immigrants.
e  67% of Boomers agreed in contrast to 57% of Gen Z.
e 67% of non-LGBTQ+ respondents cited it as motivating compared to 55% of those who identified as
LGBTQ+.

Overall, 57% of respondents agreed that protecting against vandalism is a motivation for purchasing
property/casualty insurance.

e 69% of non-Hispanic Blacks cited it as motivating compared to 57% of non-Hispanic Asians and 54% of non-

Hispanic whites. 63% of Hispanics/Latinos found it motivating, in contrast to 54% of non-Hispanic whites.

e 69% of bicultural immigrants agreed it is motivating in contrast to 51% of unacculturated immigrants.

e 68% of respondents with kids at home found it motivating compared to 55% of those without kids at home.

e 64% of those earning at least $100,000 in contrast to 52% of those earning less than $50,000.

o 64% of Gen X cited it as motivating in contrast to 52% of Gen Z.

e 63% of those who were married/partnered agreed compared to 53% of those who were single.

About half of respondents (51%) said that a motivation for buying property/casualty insurance is to satisfy
requirements from a bank or loan officer.

o 63% of respondents with kids in the household cited it as motivating in contrast to 50% of those who did

not have kids in the household.

e 59% of those who earn $100,000 or more as opposed to 44% of those who earn less than $50,000.

o 58% of employed persons said it was motivating compared to 43% of unemployed persons.

e 58% of those who were married/partnered found it motivating in contrast to 42% of singles.

e 57% of Millennials and Gen X agreed compared to 44% of Gen Z and 45% of Boomers+.
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The top three factors that would reduce the interest of the general population in purchasing property/casualty
insurance products were first that it is irrelevant (38%) followed by a close second, it’s too expensive (37%), and
third, the respondent doesn’t have enough information (26%).

Which, if any, of the following factors would reduce your interest in contributing to/participating in

property/casualty insurance?

IT'S IRRELEVANT (ALL)
Nat. disasters are rare
No property to protect
I don'tneed it
No dependents
IT'STOO EXPENSIVE
NOT ENOUQGH INFO (ALL)
It's too confusing
Don'tknow where to start
No one to help decide
Don't know how to buy it
Don'tknow what it is
| DON'T TRUST INS. CO.
OTHER FINANCIAL PRIORITIES
IT'SNOT WORTH THE COST
SHOPPING ISTOQ DIFFICULT
NO EMPLOYER-PLAN ACCESS
NO TIME TO THINK ABOUT IT
SOMETHING ELSE

I

20%
11%
10%
9%
26%
12%
10%
8%
5%
4%

However, for two subpopulations, not having enough information is the most commonly identified barrier: Gen Z
(48%) and respondents with children at home (38%). For respondents who did not have kids at home, distrust of
property/casualty insurance carriers displaces not having enough information as the third most commonly cited
factor that would reduce interest in purchasing property/casualty insurance products.

The appendix shows detailed results for all subpopulations.
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The most common sources of information about property/casualty insurance products for the general population
were the insurance company or agent (53%), financial sources (30%), family (26%), media sources (25%), and friends

(25%).

Where do you typically get your information about property/casualty insurance products?

INSURANCE COMPANY OR AGENT
FINANCIAL SOURCES (ALL)

Financial blogs, articles, or publications

Personal financial advisor

Bank

Financial apps

Financial personalities
FAMILY
MEDIA SOURCES (ALL)

Television or radio

Social media

YouTube channels

Morning television news shows
FRIENDS
NON-PROFIT ORGANIZATIONS
GOVERNMENT OR IRS WEBSITES
HR OR BENEFITS DEPARTMENT AT WORK
EDUCATIONAL INSTITUTIONS
SOMETHING ELSE

12%
9%
7%
5%
5%
25%
15%
9%
6%

5%

25%

30%

While the insurance company or agent is the top source for the overwhelming majority of subpopulations, a handful
of findings among subpopulations stand out:
e Media sources were Gen Z’s preferred information source, with the insurance company or agent coming in

fifth on Gen Z’s preference list.

e Unacculturated immigrants also preferred media sources, followed by friends and then the insurance

company or agent.

e  Bicultural immigrants identified their top preferences as financial sources, then the insurance company or

agent and media sources.

Refer to the appendix for detailed results.
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Perceptions

About two-thirds of respondents indicated that they feel that property/casualty insurance products are for people
like them, 65% expressed confidence in making decisions about it, and 64% found property/casualty insurance
products have been designed to match their needs. A significant proportion (62%) also found property/casualty
insurers trustworthy, and 61% felt comfortable talking with agents.

However, about half said that insurers are fair when authorizing payments and that there are agents in their
neighborhood. Respondents also expressed significant skepticism about property/casualty insurance, with about
one-third (32%) worrying that they will be denied coverage or service, 30% saying that insurers change their

coverage during the year, and about one-quarter (27%) finding the products too confusing.

How much do you agree or disagree that each of the following statements about property/casualty insurance

products describes you?
oM %=yl NeitherAgree  Strongly or Somewhat
Agree Nor Disagree Disagree

Are for people like me 28% 6%
| feel confident making decisions about 25% 10%
Are designed to match my needs 30% 6%
Are provided by trustworthy companies 30% 8%
Have agents that | feel comfortable with 31% 8%
Have strict rules when paying claims¢ 35% 8%
Are fair when authorizing payments¢ 37% 12%
Have agents in my neighborhood 37% 15%
| learned about from my parents 26%
I talk to my kids about# 26%
Are sold by agents that look like me 45% 15%
I worry will deny me coverage/service 27% 41%
Change my coverage during the year¢ 37% 33%
Are too confusing 32% 41%

O Asked only of respondents who said they currently have property/casualty insurance.
 Asked only of respondents who said they have kids athome.

Subpopulations delineated by demographic characteristics exhibited a greater number of statistically significant
differences in their perceptions of property/casualty insurance compared to subpopulations defined by identity-
based categories. Details of responses are shown in the appendix. Statistically significant differences in responses
across subpopulations are outlined below.
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Approximately two-thirds (66%) of respondents agreed that property/casualty insurance products are for people
like them. Statistically significant differences in responses across subpopulations who agreed:

e 76% of married/partnered respondents compared to 60% of single respondents.

e 76% of respondents earning at least $100,000 in contrast to 66% of those earning $50,000-599,999 and
61% of those earning less than $50,000.

e  75% of those who had graduated from college. 63% of those who had not graduated from college.

o 74% of respondents without a disability vs. 64% of those with a disability.

o 74% of non-LGBTQ+ respondents compared to 54% of LGBTQ+ respondents.

e 73% of non-Hispanic whites in contrast to 62% of non-Hispanic Asians.

e 71% of suburbanites agreed compared to 61% of respondents living in rural areas.

e About two-thirds of Millennials (65%), Gen X (65%), and Boomers+ (70%), compared to half of Gen Z
(49%%).

Approximately two-thirds (65%) of respondents said they feel comfortable making decisions about
property/casualty insurance. Statistically significant differences in responses across subpopulations who felt
confident:

e  71% of respondents earning at least $100,000 compared to 59% of those making less than $50,000.

e 71% of non-LGBTQ+ as opposed to 49% of those who did identify as LGBTQ+.

o 69% of Boomers+ compared to 55% of Gen X and 48% of Gen Z; and 63% of Millennials vs. 48% of Gen Z.
e 67% of non-Hispanic Blacks and 66% of non-Hispanic whites in contrast to 54% of non-Hispanic Asians.

Overall, 64% of respondents found that property/casualty products are designed to match their needs. Statistically
significant differences in responses across subpopulations who agreed:

e 80% of respondents with incomes of at least $100,000, in contrast to 63% of respondents earning $50,000—
$99,999 and 58% of respondents earning less than $50,000.

o 72% of those who had graduated from college compared to 60% of those who had not graduated from
college.

e  71% of married/partnered respondents vs. 59% of single respondents.

e 69% of Boomers+ in contrast to only 61% and 53% of Millennials and Gen Z, respectively.

o 67% of respondents who did not identify as LGBTQ+ compared to 50% of those who did identify as
LGBTQ+.

e 65% of bicultural immigrants vs. 52% of unacculturated immigrants

Overall, 62% of respondents were trusting of property/casualty insurers. Statistically significant differences in
responses across subpopulations who agreed:

e 71% of those earning at least $100,000 compared with 60% of those earning $50,000-5100,00 and 58% of
those earning less than $50,000.

e 69% of non-Hispanic whites vs. 60% of Hispanics/Latinos, 60% of non-Hispanic Blacks, and 58% of non-
Hispanic Asians.

e 67% of married/partnered respondents compared to 54% of single respondents.
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e 67% of non-LGBTQ+ respondents in contrast to 49% of LGBTQ+ respondents.
e  66% of Boomers+ as opposed to 58% of Gen X and 48% of Gen Z.
e 60% of Millennials and 58% of Gen X compared to 48% of Gen Z.

In general, 61% of respondents said that property/casualty insurers have agents they feel comfortable talking to.
Statistically significant differences in responses across subpopulations who agreed:

e 69% of those with incomes over $100,000 compared to 56% of those earning less than $50,000.

e 63% of Boomers+, 57% of Gen X, and 56% of Millennials in contrast to only 40% of Gen Z.

e  65% of non-Hispanic whites as opposed to 55% of Hispanics/Latinos and 51% of non-Hispanic Asians.
o 64% of respondents with a college degree vs.60% of those without a college degree.

e 63% of non-LGBTQ+ respondents compared to 41% of LGBTQ+ respondents.

o 61% of suburban respondents compared to 56% of rural respondents.

Of the respondents who currently have at least one property/casualty product, 57% reported that property/casualty
insurers have strict rules when paying claims. Statistically significant differences in responses across subpopulations
who agreed:

e  60% of Boomers+, 59% of Gen X, and 56% of Millennials compared to only 44% of Gen Z.

e 63% of those who had graduated from college vs. 49% of those who had not graduated from college.

e 69% of those earning $100,000 or more and 64% of those earning $50,000-599,999, in contrast to 46% of
those earning less than $50,000.

Of respondents who currently have at least one property/casualty product, 51% agreed that property/casualty
insurers are fair when authorizing payment. Statistically significant differences in responses across subpopulations
who currently have at least one property/casualty product and agreed:

e  60% of employed respondents, in contrast to 48% of unemployed respondents.

e 60% of those earning at least $100,000 compared to 47% of those earning less than $50,000.
e 56% of men vs. 52% of women.

e 56% of non-Hispanic Blacks compared to 45% of non-Hispanic Asians.

e 56% of married/partnered respondents compared to 44% of single respondents.

e 57% of non-LGBTQ+ respondents in contrast to 38% of LGBTQ+ respondents.

In general, 48% of respondents said that property/casualty insurers have agents in their neighborhood. Statistically
significant differences in responses across subpopulations who agreed:

e 58% of respondents earning $100,000 or more vs. 49% of those earning $50,000-599,999 and 41% of
those earning less than $50,000.

2 This question was asked only of respondents who currently own at least one property/casualty insurance product.
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e 57% of men in contrast to 42% of women.

e 54% of employed respondents compared to 44% of unemployed respondents.
e 54% of college graduates vs. 43% of respondents without a college degree.

e 54% of bicultural immigrants compared to 39% of unacculturated immigrants.
e 52% of Millennials in contrast to 41% of Gen Z.

e 51% of non-LGBTQ+ respondents vs. 39% of LGBTQ+ respondents.

Overall, 46% of respondents learned about property/casualty insurance products from their parents. Statistically
significant differences in responses across subpopulations who agreed:

o 56% of employed respondents compared to 40% of unemployed respondents.

e 55% of Millennials compared to 46% of Gen X, 43% of Gen Z, and 38% of Boomers+.

e  55% of bicultural immigrants compared to 40% of each acculturated and unacculturated immigrants.

e 54% of married/partnered respondents in contrast to 37% of single respondents.

e 52% of those earning at least $100,000 and 49% of those earning $50,000-5100,000 compared to 38% of
those earning less than $50,000.

e 48% of Hispanics/Latinos, 47% of non-Hispanic whites, and 45% of non-Hispanic Blacks in contrast to 34%
of non-Hispanic Asians.

Of the respondents who had high school age or younger children living primarily in their household, 45% said that
they talk to their kids about property/casualty insurance. Statistically significant differences in responses across
subpopulations who have high school age or younger children living primarily in their household and who agreed:

e 55% of employed respondents compared to 26% of unemployed respondents.
e  58% of those who earn $100,000 or more in contrast to about 41% of those who earn $50,000-$100,000
and 39% of those who earn less than $50,000.

Overall, 40% of respondents agreed that property/casualty insurance products are sold by agents who look like
them. Statistically significant differences in responses across subpopulations who agreed:

e Nearly half of unacculturated (49%) and bicultural (46%) immigrants in contrast to one-third (33%) of
acculturated immigrants.

e 48% of those earning at least $100,000 compared to 33% of those earning less than $50,000.

e 47% of married/partnered respondents compared to 34% of single respondents.

e 47% of employed respondents in contrast to 36% of unemployed respondents.

e 44% of Hispanics/Latinos compared to 35% of non-Hispanic Blacks and 28% of non-Hispanic Asians.

e 40% of non-Hispanic whites compared to 28% of non-Hispanic Asians.

3 This question was asked only of respondents who indicated they have children high school age or younger living primarily in their household.
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About one-third (32%) of respondents worried that they would be denied coverage or service. Statistically significant
differences in responses across subpopulations who agreed:

e 45% of respondents with kids at home in contrast to 31% of those without kids at home.

e 44% of Hispanics/Latinos compared to 30% of non-Hispanic Asians and 29% of non-Hispanic whites.
e 39% of non-Hispanic Blacks compared to 29% of non-Hispanic whites.

o 43% of LGBTQ+ respondents vs. 33% of non-LGBTQ+ respondents.

e GenZ Millennials, and Gen X (41%, 46%, and 40%, respectively) compared to 24% of Boomers+.

o 39% of employed respondents in contrast to 23% of those unemployed.

e 37% of men in contrast to 25% of women.

e 34% of those with a college degree vs. 25% of those without a college degree.

Of respondents who currently had at least one property/casualty product, 30% said that their coverage changes
throughout the year. Statistically significant differences in responses across subpopulations who agreed:

e 50% of unacculturated and 45% of bicultural immigrants in contrast to 28% of acculturated immigrants.

e 48% of respondents with kids in the household compared to 28% of those who did not live with kids in the
household.

e 46% of employed respondents vs. 18% of unemployed respondents.

e 43% of Gen Z and 44% of Millennials, in contrast to 30% of Gen X and 23% of Boomers+.

e 42% of Hispanics/Latinos compared to 31% of non-Hispanic Blacks, 28% of non-Hispanic whites, and 26% of
non-Hispanic Asians.

e 41% of respondents who earn at least $100,000 compared to 31% and 26% of respondents who earn
$50,000-599,999 and less than $50,000, respectively.

e 40% of men vs. 25% of women.

e  More college graduates (36%) than those who had not graduated from college (26%).

Overall, 27% of respondents found property/casualty products too confusing. Statistically significant differences in
responses across subpopulations who agreed:

o  GenZ(42%), Millennials (35%), and Gen X (36%) were more likely than Boomers + (22%).

e 41% of Hispanics/Latinos compared to 32% of non-Hispanic Asians, 26% of non-Hispanic whites, and 22% of
non-Hispanic Blacks.

e Inaddition, 32% of non-Hispanic Asians is significantly greater than 22% of non-Hispanic Blacks.

e 41% of respondents who identified as LGBTQ+ in contrast to 25% of those who did not.

e  More respondents with kids at home (36%) than those without kids at home (25%).

e  More employed (32%) than unemployed (21%).
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Which, if any, of the following property/casualty insurance products have you heard of before today?

General Population

GenZ
Millennials
Gen X
Boomers +

Married/Partnered
Single

Kids at home

Mo kids at home

Mot college grad
College grad
Employed
Unemployed

< $50,000
$50,000-$99,999
$100,000+

Urban
Suburban
Rural

Hispanic/Latino
Mon-Hispanic Asian
Non-Hispanic Black
Non-Hispanic white

Acculturated immigrant
Bicultural immigrant
Unacculturated immigrant

Female
Male
Women
Men

LGBTO+
Non-LGBTQ+
With disability
Without disability

Auto Homeowners Renters Flood
Insurance Insurance Insurance Insurance

None of Average Number
These Heard Of

N o1 N 2o I o1 I ce% | 5%

. 62% [ 40% N 50% I 33% W 15% 1.93
P 24% D 729 O sg% e 47w 0 7% 2.61
P 01% N 79% N 5% W 50% 5% 2.75
N 059 I 00% N 547 N 54% | 3% 313
N o3 I -0 B 57 B 2% | 3% 2.87
N cc N 72w N o0 I 4w B 8% 2.80
I cc I e I -7 2% | 5% 2.67
I oo I 0 I - I 3% | 3% 311
[ 89% [ 78% [ 62% W 57% [ 6% 2.85
N o2 N s5% I s3I 4% 4% 2.89
P 29% N 78% N 569% W 42% | 4% 2.71
[ 93% I 86% M 63% M 63% [ 6% 3.05
I 27 I 74 -1 I co 0 6% 2.77
N o2 N 240 I 7% I 5% 0 5% 2.87
I o> I o1 -2 -S| 1% 2.98
P 20% I 77% N se% e s2% 6% 2.75
N 51% N sc% I Ssv I 53% | 4% 2.87
N 00% N 21% N 53% W s0% N 7% 2.93
N c2: N 72 I -2 D cc% He% 2.54
I o7 I 27 I 5o B 54% | 1% 2.98
I 7o N o I o2 -1 09w 2.60
I o-0: I cco: I -2 I 5% | 1% 3.03
P 949 N 23% N 62% I 50% | 3% 3.04
P 24% DN 75% D so% W 52w 0 7% 2.69
I 67% I 57% I 28% [ 30% M 17% 1.82
I 0% N 7o I oy I cc 0 6% 2.88
I 020 N s I -7 52 | 3% 2.86
I 0% I 7o I ccv I cc 0 6% 2.88
N o1 N o4 I oo I 2% | 2% 2.84
P 24% N 76% N 54% I 53% N 6% 2.78
I 049 N % N 539 I 53% | 2% 3.01
P 84% [ 77% [ 579% P 52% 0 6% 2.70
N o5 N 37% I 53% I 59% | 2% 3.05
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Purchase by Product
To what extent have you purchased each of the following property/casualty insurance products?
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Purchase by Subpopulation
To what extent have you purchased each of the following property/casualty insurance products?

Auto
Homeowners
Renters
Flood

Auto
Homeowners
Renters
Flood

Auto
Homeowners
Renters
Flood

Auto
Homeowners
Renters
Flood

Auto
Homeowners
Renters
Flood

Auto
Homeowners
Renters
Flood

Auto
Homeowners
Renters
Flood

Auto
Homeowners
Renters
Flood

Auto
Homeowners
Renters
Flood

General Population
8%
727 2% 16%
[25% 20% 45%
% 11% 75%

eI 4% 24%
32%14% 54%
[37%21% 42%
16% 231% 53%

Married/Partnered
%
T 11%
[26%" 235% 30%
[19%14% 67%

Not College Grad
o 88w |
ESTEIN3% 22%
[24% 24% 52%
12%1% 77%

L 8%
[SAEN1s%  31%
[28% 23% 49%
109:10% 80%

C 8%
sETEN 6% 26%
[25% 28% 47%
[25%16% 59%

Acculturated Imm.
. 84%
[segN 1% 23%
[24% 22% 54%

10%13% 77%

S 8%
EsTEI s % 17%
282%] 35% 41%
| 82%

EzEn 13%
s 2% 36%
319 28% 41%
12% 82%

Values less than 10% may not be labeled.

I c
w
R
)
w
R

rban

42%

.I
=
LS

g

I
$|é
)
~
R

39%
70%

§I
o
LS

4]
=
&
b

18% 26%
49%

§I

86%

College Grad

7E%EIN 0%14%
Ew 33% 36%
14%0% 76%

50,000-599,999
TS 29610%
20% 3% 43%
15%14% 71%

16%
15% 26% 50%

85%

[mEanI 0%
E2TL4% 24%
[28% 29% 43%
[131% 5% 54%

18%
46%
68%

I3T%M 23%
[20%12%

Non-LGBTQ+
72 1% 17%

[30% 20% 41%
16% 0% 74%

Used to Own

Never Owned

Suburban

n—-I
w
~J
=3

s
=
ES

._.
ES
~
w
ES

Kids at Home

727 2% 15%
3E%n 26% 31%
S5 5% 53%

ESTEI 0% 21%
=2 23% 5%
18% 16% 66%

100,000+

23 42%
25%1 10%

7SN 15611%
sz 36%
[32% 26% 42%
11%2% 77%

Unacculturated Imm.

16%
EFEmL7% 36%
4% 26%

50%
[27% 23% 50%

35%
65%

Women

NG 15% 18%
[25% 34% 41%
81%

EsE 0%
INESTI 3% 22%
[20% 33% 7%
[20%12% 68%
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1098 2%

25

Rural

0% 20%
54%
75%

8% 28%
139%2%

Boomers +

2%10%
48%
77%

@09 33%

No Kidsat Home

T 1% 18%
[26% 23% 51%
13%10% 77%

Unemployed

77 3% 14%
[24%0 26% 50%
82%

Non-Hispanic White

7SN 0% 15%
[24% 27% 49%
80%

[ S

TS 2% 15%
319 25% 44%
15%0% 75%
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Accessibility by Statement
Thinking about property/casualty insurance products overall, how strongly do you agree or disagree that each of the
following statements describes you?
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Accessibility by Population (1 of 2)
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Thinking about property/casualty insurance products overall, how strongly do you agree or disagree that each of the

following statements describes you?

| can access these as easily as most others
| know how to get questions answered
It's easy to get questions answered

I'm familiar with the available products
The products | prefer are affordable

| worry about being denied coverage

| can access these as easily as most others
| know how to get questions answered
It's easy to get questions answered

I'm familiar with the available products
The products | prefer are affordable

| worry about being denied coverage

| can access these as easily as most others
| know how to get questions answered
It's easy to get questions answered

I'm familiar with the available products
The products | prefer are affordable

| worry about being denied coverage

| can access these as easily as most others
| know how to get questions answered
It's easy to get questions answered

I'm familiar with the available products
The products | prefer are affordable

| worry about being denied coverage

| can access these as easily as most others
| know how to get questions answered
It's easy to get questions answered

I'm familiar with the available products
The products | prefer are affordable

| worry about being denied coverage

7SR 2% 5%
N73NR0% 7%
[ea%I24% 8%
6% 22%11%
[756% 126% 18%
[27% 28%  45%

&% 4% 15%
[43%T 8% 10%
[745%7 20% 15%
385 43% 19%
[38%7 23% 18%
[38%7 20% [21%

Married/Partnrd
e ex2%

s 5%
a5 1% 6%
7E%a 7%7%
[T&% 21% 17%
[28%126%  45%

Not College Grad
N70%IN25% 5%

[T 4% 9%
IEAsEIN 26% 10%
B9 26% 10%

INT0%I02% 8%
729 0% 9%
[783% 20% 9%
A 3% 13%
[758% 2s% 16%
[28%26%  45%

| Millenils |

INESTEIN25% 6%
G745 (9%
[655% T 125% 10%
(6% 0% 14%
[783% 2% 10%
[40% 20% 30%

6% 26% 7%
[T 27% 7%
[783% 2% 10%
[758% 27% 14%
[753% 27% 21%
[27% 22%  41%

College Grad
TS0 0% 5%

T 35
T78%01% 6%
IN7as 6%10%

Neither Agree
Nor Disagree  Somewhat Disagree

Strongly or

ORI 954 %
78N 6%6%
7350 8% 9%
729 8%10%
ST 4% [19%
[Bi%l25%  44%

N3N0 1% 6%
INTO5 I 1% 9%
[e4% 27% 9%
[EsE T 25% 10%
[753% 130% 18%
[33% 22% 35%

7 2% 7%

7S 0% 8%
[87% 2% 11%
e 0% 12%
[62%23% 15%
[[43% 25%  33%

N7 3% 6%
[75%17%8%
[EET N2 5% 7%

Gen Popation

NS 6% 5%
GEHINDs% 7%
Ee%IRs% 9%
[783% e 11%
[755% 1 20% 15%
5% 33% 2%

776N 8%5%
TS5 7% 8%
[T0%IN2 2% 8%
[Bs% IR 0% 11%
[S8%0s% 17%
8%e6%  s56%

No Kidsat Home
7R 1% 5%

6% 7% 7%
INGSHEID 4% 7%
739 o% 8%
INS75M0s% (18%
22%31%  47%

775 9% 4%
75 9% 7%
7o 1% 9%

EERIR 1% 11% (NT0%RINR1% 9%

NS5 4% 21%  (INEISIIN24% 15%
B3% 1% 46%  [B1%4%  45%

[65%IN 30% 5% (N7 0% 6%
62960 30% 8% [NTTIENIN 5%8%
7579 22% 11% [FA%T20% 9%
[SEE 0% 14% [NESHII 1%10%
[750% " 31% 19% [55% 25% 20%
P2% 37%  39% [32% 4% 44%

[60%25% 15%
S7sloa% | 39%

s %%
S 296 %
65D 054 %
S 7946
[BIT0D3% 8%
[32%21%  47%

Copyright © 2024 Society of Actuaries Research Institute

ST 3% | 20%
16%30% = 54%



Accessibility by Population (2 of 2)
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Thinking about property/casualty insurance products overall, how strongly do you agree or disagree that each of the

following statements describes you?

| can access these as easily as most others
| know how to get questions answered
It's easy to get questions answered

I'm familiar with the available products
The products | prefer are affordable

| worry about being denied coverage

| can access these as easily as most others
| know how to get questions answered
It's easy to get questions answered

I'm familiar with the available products
The products | prefer are affordable

| worry about being denied coverage

| can access these as easily as most others
| know how to get questions answered
It's easy to get questions answered

I'm familiar with the available products
The products | prefer are affordable

| worry about being denied coverage

| can access these as easily as most others
| know how to get questions answered
It's easy to get questions answered

I'm familiar with the available products
The products | prefer are affordable

| worry about being denied coverage

Neither Agree Strongly or

Nor Disagree  Somewhat Disagree

Hispanic/Latino Non-Hispanic Asian Non-Hispanic Black Non-Hispanic White

[84% T 27% 9%
[762% 26% 12%
[EeE 7% 13%
[7B0% 2% 14%
[753% 7 22% 15%
[35%32%  33%

Accultur. Imm.

D 3% 6%
[e8%I03% 9%
[783% 28% 9%
[753% " 20% 18%
[T46% " 24% 20%

54%

2%25%

a5 1% 6%
TR 5% 8%
INEST 2% 8%
[68% 21%11%
[S6%I24% (209
B3%20%  48%

LGBTQ+
[S8%I 33% 9%

[758% " 29% 13%
[ 36% 12%
[754% 7 30% 16%
[T48%  30% 20%
[36% 34% 30%

TS0 1%4%
(6090 5% 6%
e 3% 7%
[758%20% 12%

[6A%IN 30% 6%
[6s5% 31% 2%
[Ea% I 20% 6%
[TEI% T 20% 10%

[S89%I 32% 10% [IG2%IN 29% 9%

[27% 33% [31% 36%

40% 33%

Bicultural Imm.
[E8%03% 9%

[8e% 2% 12%
NEaEIN03% 13%
[6E%I 9% 15%
[758% 2% 14%
[38% 22% 30%

| Male |

TS0 1%4%
T, 75
TR 2% 6%
TSR 2% 7%
[EEET 4y 12%
[319% 25%  44%

7E%IN e%es [NGBHIINLS% 7%
755N 6% 9% [INGE%IIND3% 9%
s o%/ew [EERIN27% 14%
[93% Tis%i0% [E1%22% 17%
[758% 4% 20% [150% 31% 19%
[27%26% 47%  [[39% 27% 34%

505N s8% 12%

[750% 7 24% 16%
[T28% 7 24% 18%
[752% ] 37% 1%
[T47% 7 37% 16%
[[38% ] 39% 23%

725 2% 6%
T 5% 5%
NESTID 2% 8%
7% 1% 12%
[E50 ha% 21%

D3%30%  48%
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TS5 0% 5%
755N 7% 8%
BG4 % 7%
7% 0% 8%
IS8 4% 18%
[27%27%  46%

| Men

TS50 1% 4%
TSR 0%5%
NTE5ED 3% 6%
N70%I 2% 8%
IS 4% 13%
[329%04%  44%

78RN 7%5%
775N 5% 8%
7S 2% 5%
Ts%a 7% 8%
[EEs 2% 14%
[5%26%  40%
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Motivation by Reason
How motivating is a reason to purchase property/casualty insurance?

Copyright © 2024 Society of Actuaries Research Institute



30

Motivation by Population (1 of 2)
How motivating is a reason to purchase property/casualty insurance?

Extremely or Very Somewhat Not Very or Not At All

68% 25% 68% 23% 67% 27% 63% 29%

To protect against theft

To protect against vandalism 57% 33% 10% 60% 29% 11% 58% 34% 56%  31% 13%

To protect against natural disasters 67% 25% 64% 28% 74% 19% 64% 26% 10%

To protect against litigation claims/lawsuits 66% 27% 67% 23%10% 69% 26% 61% 29% 10%
To protect against accidents 76% 20% 76% 20% 81% 16% 71% 24%

To satisfy bank/loan requirements 51%  29% 20% 51% 28% 21% 52%  28% 20% 52%  31% 17%

~cenz W wiiemos W Genx I coomen+

To protect against theft 61% 28% 11% 68% 25% 71% 23% 64% 28%
To protect against vandalism 52% 38% 10% 62% 28% 10% 64% 27% 57% 33% 10%
To protect against natural disasters 55%  28% 17% 69% 25% 71% 22% 65% 27%
To protect against litigation claims/lawsuits 57%  27% 16% 65% 26% 65% 26% 67% 28%
To protect against accidents 63% 24% 13% 77% 19% 79% 17% 78% 20%

To satisfy bank/loan requirements 45%  38% 17% 57% 29% 14% 57% 29% 14% 44% 30% 26%

Parner v No Kisat Home

To protect against theft 71% 22% 61% 29% 10% 74% 22% 68% 24%
To protect against vandalism 63% 29% 53%  33% 14% 68% 25% 55% 35% 10%
To protect against natural disasters 69% 24% 62%  25% 13% 74% 23% 67% 23%10%
To protect against litigation claims/lawsuits 70% 26% 63% 27% 10% 68% 25% 66% 28%
To protect against accidents 81% 17% 74% 21% 78% 17% 79% 19%
To satisfy bank/loan reguirements 58% 30% 12% @ 42% 28% 30% 63% 28% 50% 28% 22%
e
To protect against theft 64% 28% 70% 25% 72% 22% 62% 31%
To protect against vandalism 59% 31% 10% 55% 36% 58% 32% 10% 55% 36%
To protect against natural disasters 66% 28% 68% 23% 68% 25% 65% 26%
To protect against litigation claims/lawsuits 67% 26% 65% 30% 69% 25% 63% 30%
To protect against accidents 76% 20% 79% 20% 77% 20% 78% 20%

To satisfy bank/loan requirements 47%  33% 20% 55%  28% 17% 58%  27% 15% 43% 33% 24%

<$50,000 $50,000-599,999 $100,000+

To protect against theft 59% 31% 10% 70% 24% 74% 23%
To protect against vandalism 52% 39% 60% 31% 64% 28%
To protect against natural disasters 61% 30% 65% 29% 77% 16%
To protect against litigation claims/lawsuits 62% 28% 10% 67% 27% 71% 25%
To protect against accidents 71% 26% 79% 17% 82% 16%
To satisfy bank/loan reguirements 44%  36% 20% 53% 27% 20% 59%  26% 15%

[
&
[s]
o
@
L
o
@
i)
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Motivation by Population (2 of 2)

31

How motivating is a reason to purchase property/casualty insurance?

To protect against theft

To protect against vandalism

To protect against natural disasters

To protect against litigation claims/lawsuits
To protect against accidents

To satisfy bank/loan reguirements

To protect against theft

To protect against vandalism

To protect against natural disasters

To protect against litigation claims/lawsuits
To protect against accidents

To satisfy bank/loan reguirements

To protect against theft

To protect against vandalism

To protect against natural disasters

To protect against litigation claims/lawsuits
To protect against accidents

To satisfy bank/loan reguirements

To protect against theft

To protect against vandalism

To protect against natural disasters

To protect against litigation claims/lawsuits
To protect against accidents

To satisfy bank/loan reguirements

o
@
L
o
@
i)

Extremely or Very

Somewhat Not Very or Not At All

Non-Hispanic Asian Non-Hispanic Black Non-Hispanic White
67% 25% 64% 27% 73% 21% 67% 26%

63% 27% 10% 57%

68% 24% 68%
65% 24%11% 63%
77% 18% 77%

55%  31% 14% 50%

31% 12% 69% 25% 54% 37%
25% 70% 23% 67% 25%
27% 10% 68% 22%10% 66% 30%
20% 78% 18% 76% 22%

30% 20% 54%  31% 15% 49%  29% 22%

Acculturated Imm. Bicultural Immigrant|

69% 18%13% 73%
60%  26% 14% 69%
61%  24% 15% 76%
68% 23% 71%

83% 13% 80%
51% 26% 23% 60%

22% 51% 37% 12%
24% 51% 36% 13%
20% 54% 36% 10%
20% 50% 30% 20%
15% 65% 27%

30% 10% | 48%  36% 16%

T e |
66% 29% 69% 23% 67% 28% 69% 23%

56% 34% 10% 58%

69% 25% 67%
65% 29% 69%
78% 20% 77%

47%  32% 21% 57%

LGBTO+ Non-LGBTO+ With Disability Without Disability
63% 29% 69% 25% 67% 27% 70%

56% 31% 13% 57%

62% 27% 11% 69%
55%  31% 14% 67%
74% 22% 77%

46% 29% 25% 53%

32% 10% 56% 34% 10% 58% 33%

24% 68% 25% 66% 25%
25% 65% 29% 69% 24%
20% 78% 20% 76% 21%

27% 16% 47%  32% 21% 57%  28% 15%

24%
33% 10% 62% 28% 10% 57% 34%
25% 67% 26% 68% 24%
27% 71% 21% 67% 26%
21% 79% 16% 79% 15%

29% 18% 54%  26% 20% 52%  29% 19%
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Barriers by Factor: Main Factor Categories
Which, if any, of the following factors would reduce your interest in purchasing property/casualty insurance?

| DON'TTRUST IT'S NOT WORTH
INS. CO. THECOST
 17% [

General Population
GenZ

Millennials

Gen X

Boomers +
Married/Partnered
Single

Kids at home

Mo kids at home
Mot college grad
College grad
Employed
Unemployed

< 550,000
$50,000-599,999

Hispanic/Latino
Mon-Hispanic Asian
MNon-Hispanic Black
Non-Hispanic white
Acculturated imm.

Bicultural immigrant
Unaccultur. imm.
Female

Male

Women

Men

LGBTO+
Non-LGBTQ+

With disability
Without disability

General Population

en
Millennials
Gen X
Boomers +
Married/Partnered
Single
Kids at home
Mo kids at home
Mot college grad
College grad
Employed
Unemployed
< $50,000
$50,000-599,999
$100,000+
Urban
Suburban
Rural
Hispanic/Latino
Mon-Hispanic Asian
Non-Hispanic Black
Non-Hispanic white
Acculturated imm.
Bicultural immigrant
Unaccultur. imm.
Female
Male
Women
Men
LGBTO+
Non-LGBTQ+
With disability
Without disability

IT'S IRRELEVANT

SHOPPING IS
TOO DIFFICULT

T 11%
13%
12%
14%
10%

N 10%

I 11%

I 13%

 12%

10%
10%
11%
9%
9%

IT'STOO
EXPENSIVE

[ 3%

20%
35%
44%
36%
[ 39%
[ 34%
[ 36%
[ 39%
34%
40%
37%
38%
[ 3%
. 35%
[ 36%
34%
36%
43%
[ 34%
[ 50%
[ 31%
[ 43%
40%
36%
27%
[ 39%
[ 35%
[ 38%
[ 36%
36%
44%
32%
44%
NO EMPLOYER-
PLAN ACCESS
B 9%
9%
7%
7%
8%
I 9%
[ 8%
I 9%
9%
8%
10%
8%
10%
. 12%
7%
0 4%
8%
9%
9%
I 9%
12%
B 9%
8%
10%
9%
9%
W 5%
W 12%
W 6%
B 11%
10%
8%
11%
8%

NOTENOUGH
INFO (ALL)
e 26%
48%

30%
29%
19%
. 26%
[ 25%
[ 38%
[ 20%
25%
25%
32%
17%
[ 25%
. 26%
[ 24%
27%
21%
26%
[ 31%
[ 20%
[ 32%
[ 23%
29%
29%
37%
[ 23%
[ 27%
. 23%
[ 28%
33%
25%
35%
22%
NOTIMETO
THINK ABOUTIT
0 5%
8%
8%
4%
2%
M 6%
0 4%
0 9%
I 2%
4%
5%
6%
3%
0 4%
0 4%
B 5%
4%
4%
7%
0 4%
0 4%
0 4%
0 4%
4%
5%
4%
0 4%
B 5%
0 4%
0 4%
6%
4%
5%
3%

18%

OTHER FINANCIAL
PRIORITIES

[ 16%
19%
20%

16%

14%
[ 15%
[ 20%
[ 17%
e 16%
17%

18%
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Barriers by Factor: Factor Sub-Categories
Which, if any, of the following factors would reduce your interest in purchasing property/casualty insurance?

ITS Nat. disasters No propertyto , _ No
IRRELEVANT are rare here protect e dependents
20% 1 10% 9

General Population N 38% 1% %
GenZ 39% 12% 13% 15% 10%
Millennials 32% 15% 10% 11% 7%
GenX 35% 15% 12% 9% 7%
Boomers + 40% 24% 10% 8% 12%
Married/Partnered I 25% 16% 12% 9% 8%
Single N 33% 20% 9% 13% 16%
Kids at home I 33% 15% 11% 10% 5%
Mo kids at home | 39% 23% 9% 11% 10%
Mot college grad 37% 18% 11% 11% 8%
College grad 39% 20% 10% 12% 11%
Employed 37% 20% 11% 10% 9%
Unemployed 42% 21% 10% 13% 12%
<550000 N 43% 19% 12% 13% 13%
$50,000-599,000 N 37% 20% 10% 9% 9%
S100,000+ I 32% 16% 11% 5% 7%
Urban 40% 20% 12% 13% 10%
Suburban 40% 23% 10% 9% 13%
Rural 36% 18% 11% 9% 7%
Hispanic/Latino I 24% 14% 11% 9% 7%
Non-Hispanic Asian I 32% 15% 10% 10% 6%
Mon-Hispanic Black I 36% 13% 14% 14% 8%
Non-Hispanic white I 26% 20% 10% 11% 8%
Acculturated imm. 39% 15% 14% 8% 13%
Bicultural immigrant 30% 13% 8% 9% 6%
Unaccultur. imm. 40% 16% 17% 10% 7%
Female I 33% 19% 11% 12% 9%
Male I 40% 21% 10% 12% 12%
Women I 37% 19% 10% 12% 9%
Men NN 40% 21% 10% 11% 12%
LGETO+ 43% 19% 15% 11% 17%
Mon-LGBTO+ 32% 17% 10% 9% 7%
With disability 40% 20% 12% 10% 13%
Without disability 35% 20% 10% 7%
NOT ENOUGH It’stoo No onetohelp Don’t know Don’t know Don’t know
INFO confusing demde howto buyit whatitis wheretostart
General Population 26% 12% 4% 10%
GenZ 17% 11% 12% 14% 15%
Millennials 30% 12% 8% 6% 5% 15%
GenX 29% 13% 6% 6% 5% 7%
Boomers + 19% 8% 7% 3% 3% 6%
Married/Partnered I 26% 11% 6% 5% 4% 10%
Single M 25% 9% 5% 3% 5% 2%
Kidsathome [N 23% 16% 11% 11% 7% 16%
No kids at home [ 20% 9% 5% 2% 4% 8%
Mot college grad 25% 10% 7% 6% 6% 10%
College grad 25% 10% 7% 5% 4% 10%
Employed 32% 11% 7% 6% 6% 14%
Unemployed 17% 9% 6% 5% 4% 6%
<550000 M 25% 10% 6% 6% 5% 12%
$50,000-599,990 mEEE 26% 12% 8% 4% 3% 9%
100,000+ N 24% 9% 4% 4% 6% 8%
Urban 27% 10% 8% 7% 6% 10%
Suburban 21% 11% 7% 2% 2% 8%
Rural 26% 13% 7% 5% 7% 10%
Hispanic/Latino I 21% 13% 8% 7% 4% 9%
Non-Hispanic Asian I 20% 11% 3% 3% 2% 7%
Non-Hispanic Black N 22% 12% 7% 5% 8% 11%
Non-Hispanic white I 23% 9% 4% 4% 4% 10%
Acculturated imm. 20% 10% 9% 3% 6% 8%
Bicultural immigrant 29% 11% 8% 8% 4% 10%
Unaccultur. imm. 37% 19% 7% 9% 4% 8%
Female I 23% 9% 5% 5% 4% 12%
Male I 27% 10% 8% 6% 7% 8%
Women N 23% 9% 4% 6% 4% 12%
Men I 23% 10% 8% 5% 6% 8%
LGBTQ+ 33% 12% 14% 5% 4% 10%
Mon-LGBTO+ 25% 11% 5% 6% 4% 10%
With disability 35% 14% 13% 7% 5% 11%
Without disability 22% 10% 2% 4% 7%

Headings in all capital letters (red bars) are main categories and the headings in mixed case letters (yellow bars) are subcategories of the

main category to the left. Respondents choose all that apply.
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Barriers by Population (1 of 3)
Which, if any, of the following factors would reduce your interest in purchasing property/casualty insurance?

IT'S IRRELEVANT (ALL)
Nat. disasters are rare
Mo property to protect
| don't need it
No dependents
IT'S TOO EXPENSIVE
NOT ENOUOGH INFO (ALL)
It's too confusing
No one to help decide
Don't know how to buy it
Don't know what it is
Don't know where to start
| DON'T TRUST INS. CO.
IT'S NOT WORTH THE COST
SHOPPING 15 TOO DIFFICULT
MO EMPLOYER-PLAM ACCESS
MO TIME TO THINK ABOUT IT
OTHER FINANCIAL PRIORITIES
SOMETHING ELSE

IT'S IRRELEVANT (ALL)
Nat. disasters are rare
Mo property to protect
| don't need it
No dependents
IT'S TOO EXPENSIVE
NOT ENOUOGH INFO (ALL)
It's too confusing
No one to help decide
Don't know how to buy it
Don't know what it is
Don't know where to start
| DON'T TRUST INS. CO.
IT'S NOT WORTH THE COST
SHOPPING 15 TOO DIFFICULT
MO EMPLOYER-PLAM ACCESS
MO TIME TO THINK ABOUT IT
OTHER FINAMNCIAL PRIORITIES
SOMETHING ELSE

IT'S IRRELEVANT (ALL)
Nat. disasters are rare
Mo property to protect
| don't need it
No dependents
IT'S TOO EXPENSIVE
NOT ENOUOGH INFO (ALL)
It's too confusing
No one to help decide
Don’t know how to buy it
Don't know what it is
Don't know where to start
| DON'T TRUST INS. CO.
IT'S NOT WORTH THE COST
SHOPPING 15 TOO DIFFICULT
MO EMPLOYER-PLAM ACCESS
MO TIME TO THINK ABOUT IT
OTHER FINANCIAL PRIORITIES
SOMETHING ELSE

] e
20%

11%

10%

9%
[ 37%
. 26%

12%

8%

5%
4%

10%
o 17%
B 13%
e o11%
o o%

N 5%
N 16%
B 10%

[ 39%
12%
13%
15%
10%
N 20%
P 48%
17%
11%
12%
14%
15%
e 12%
o 10%
e 13%
9%
M 8%
I 19%
| 1%

[ 3s5%
16%
12%

9%

8%
[ 39%
e 26%

11%

6%

5%
4%

10%
N 17%
B 11%
I 10%
I 9%
6%
B 15%
M 8%

[ 40%
20%
12%
13%

10%
[ 34%
[ 27%

10%

8%
7%
6%

10%

o 16%
I 15%
e o11%
8%

N 4%
[ 18%
9%

[ 32%
15%
10%
11%

7%
P 35%
[ 30%

12%

8%

8%
[ 16%
I 12%
o 11%
0 a%
a9
. 20%
o 11%

[ 40%
23%
10%
9%

13%
[ 36%
. 21%

11%

7%

2%
2%

8%
o 16%
B 11%
A
9%

N 4%
[ 16%
I 12%

[ 35%
15%
12%

9%

7%
. 44%
[ 20%

13%

6%

6%

5%

7%

o 15%
o 13%
o 14%
m 7%
N 4%
I 16%
W 5%

[ 33%
15%
11%
10%

5%
[ 36%
I 33%

16%
11%
11%
7%
16%
I 13%
I 12%
B 13%
T o%
T o%
N 17%
2%

I 36%

18%
11%

9%

7%
[ 43%
[ 2e%

13%

7%

5%

7%

10%
e 13%
I 15%
1%
9%
7%
I 15%
9%

[ 40%
24%
10%
8%

12%
[ 36%
. 19%

8%

7%

3%
3%

6%
1%
1%

e 10%
W a%
12%

B 14%
[ 19%

. 39%
23%
9%
11%
10%
[ 39%
[ 20%

8%
. 22%
N 14%
1%
0%

l2%

N 16%
i 12%

Barriers in mixed case text (yellow bars) are subcategories of the broader category of barriers in all capital letters [red bars) immediately above; respondents

check all thatapply.
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Barriers by Population (2 of 3)
Which, if any, of the following factors would reduce your interest in purchasing property/casualty insurance?

IT'S IRRELEVANT (ALL)
Nat. disasters are rare
Mo property to protect
| don't need it
No dependents
IT'S TOO EXPENSIVE
NOT ENOUOGH INFO (ALL)
It's too confusing
No one to help decide
Don't know how to buy it
Don't know what it is
Don't know where to start
| DON'T TRUST INS. CO.
IT'S NOT WORTH THE COST
SHOPPING 15 TOO DIFFICULT
MO EMPLOYER-PLAM ACCESS
MO TIME TO THINK ABOUT IT
OTHER FINANCIAL PRIORITIES
SOMETHING ELSE

IT'S IRRELEVANT (ALL)
Nat. disasters are rare
Mo property to protect
| don't need it
No dependents
IT'S TOO EXPENSIVE
NOT ENOUOGH INFO (ALL)
It's too confusing
No one to help decide
Don't know how to buy it
Don't know what it is
Don't know where to start
| DON'T TRUST INS. CO.
IT'S NOT WORTH THE COST
SHOPPING 15 TOO DIFFICULT
MO EMPLOYER-PLAM ACCESS
MO TIME TO THINK ABOUT IT
OTHER FINAMNCIAL PRIORITIES
SOMETHING ELSE

IT'S IRRELEVANT (ALL)
Nat. disasters are rare
Mo property to protect
| don't need it
No dependents
IT'S TOO EXPENSIVE
NOT ENOUOGH INFO (ALL)
It's too confusing
No one to help decide
Don’t know how to buy it
Don't know what it is
Don't know where to start
| DON'T TRUST INS. CO.
IT'S NOT WORTH THE COST
SHOPPING 15 TOO DIFFICULT
MO EMPLOYER-PLAM ACCESS
MO TIME TO THINK ABOUT IT
OTHER FINANCIAL PRIORITIES
SOMETHING ELSE

T 37%
18%
11%
11%

8%
[ 34%
. 2s5%

10%

7%

6%

6%

10%

o 15%
B 12%
o 10%
8%

N 4%
N 17%
B 11%

I 43%
19%

12%

13%

13%
I 37%
. 2s%

10%
6%
6%
5%

12%
B 13%
B 13%
M 0%
B 12%
B 4%
I 20%
M 0%

[ 34%
14%
11%

9%

7%
N 34%
. 31%

13%

8%

7%

4%

9%
N 15%
B 11%
I 12%
I o%

0 4%
N 13%
6%

College G
T 30
20%

10%

12%

11%
[ 40%
. 2s5%

10%

7%
5%
4%

10%

1%
I 1%
e 10%
o 10%
M 5%
[ 18%

8%

$50,000-599,999

[ 37%
20%
10%

Non-Hispanic Asian

[ 2%
15%
10%

7%
I 12%
B 10%
N 18%
l2%

a9

N 15%
6%

I 37%
20%

11%

10%

9%
[ 37%
[ 32%

11%

7%

6%
6%

14%
1%
B 11%
o o11%
W 8%

M 6%
. 21%
N 4%

[ 32%
16%
11%

[ 36%
13%
14%
14%

8%
[ 31%
[ 32%

12%

7%

5%

8%

11%

[ 16%
B 11%
N 14%
T o%
a9
N 16%
7%

[ 42%
21%

10%

13%

12%
[ 38%
1%

9%

6%

5%

4%

6%
o 16%
B 14%
o
B 10%
N3%
I 15%
I 15%

[ 3e%
20%
10%
11%
8%
. 43%
[ 23%

Barriers in mixed case text (yellow bars) are subcategories of the broader category of barriers in all capital letters [red bars) immediately above; respondents

check all thatapply.
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Barriers by Population (3 of 3)
Which, if any, of the following factors would reduce your interest in purchasing property/casualty insurance?

IT'S IRRELEVANT (ALL)
Nat. disasters are rare
Mo property to protect
| don't need it
No dependents
IT'S TOO EXPENSIVE
NOT ENOUOGH INFO (ALL)
It's too confusing
No one to help decide
Don't know how to buy it
Don't know what it is
Don't know where to start
| DON'T TRUST INS. CO.
IT'S NOT WORTH THE COST
SHOPPING 15 TOO DIFFICULT
MO EMPLOYER-PLAM ACCESS
MO TIME TO THINK ABOUT IT
OTHER FINANCIAL PRIORITIES
SOMETHING ELSE

IT'S IRRELEVANT (ALL)
Nat. disasters are rare
Mo property to protect
| don't need it
No dependents
IT'S TOO EXPENSIVE
NOT ENOUOGH INFO (ALL)
It's too confusing
No one to help decide
Don't know how to buy it
Don't know what it is
Don't know where to start
| DON'T TRUST INS. CO.
IT'S NOT WORTH THE COST
SHOPPING 15 TOO DIFFICULT
MO EMPLOYER-PLAM ACCESS
MO TIME TO THINK ABOUT IT
OTHER FINAMNCIAL PRIORITIES
SOMETHING ELSE

IT'S IRRELEVANT (ALL)
Nat. disasters are rare
Mo property to protect
| don't need it
No dependents
IT'S TOO EXPENSIVE
NOT ENOUOGH INFO (ALL)
It's too confusing
No one to help decide
Don’t know how to buy it
Don't know what it is
Don't know where to start
| DON'T TRUST INS. CO.
IT'S NOT WORTH THE COST
SHOPPING 15 TOO DIFFICULT
MO EMPLOYER-PLAM ACCESS
MO TIME TO THINK ABOUT IT
OTHER FINANCIAL PRIORITIES
SOMETHING ELSE

D 39%

15%

14%

8%

13%
[ 40%
[ 29%

10%

9%

3%

6%

8%
[ 19%
B 16%
e o11%
B 10%
N 4%
N 16%
B 11%

[ 38%
19%
11%
12%

9%
e 30%
. 23%

9%

5%

5%

4%

12%

o 14%
e 12%
W 7%
W 5%
0 4%
I 18%
o 10%

[ 43%

19%

15%

11%

17%
P 26%
e 33%

12%

14%
5%
4%

10%
[ 18%
I 13%
i 11%
I 10%
6%
I 20%
I 10%

Bicultural Imm.

30%

. 40%
21%

10%

12%

12%
P 35%
[ 27%

10%

8%

6%

7%

8%
1%
o 13%
o 14%
o 12%
W 5%
B 17%
A

Non- L GBTQ+

[ 32%
17%
10%
9%
7%
. 44%
. 25%

4%

10%
[ 18%
N 14%
N 14%
0 a%
a9
N 19%
T o%

Unacculturated Imm.
[ ]

40%
16%
17%
10%
7%

[ 27%
[ 37%
19%

7%

9%

4%

8%
o 12%
0%
o 16%
9%

N 4%
[ 24%
N 4%

[ 37%
19%
10%
12%

9%
I 33%
[ 23%

9%

4%
6%
4%

12%
o 15%
o o11%
m 7%

W 5%

N 4%
N 13%
e 10%

[ 0%
20%
12%
10%

13%
[ 32%
[ 35%

14%

13%

7%
5%

11%
[ 19%
B 11%
0 10%
o 11%
5%
N 19%
0 10%

[ 40%
21%

10%

11%

12%
[ 36%
[ 28%

10%

8%

5%

6%

8%
1%
e 13%
o 14%
1%
N 4%
I 16%
W a%

[ 3%
20%
9%
10%

7%
P 44%
. 22%

10%
4%
2%
4%

7%
[ 1%
[ 13%
N 13%
I 8%
2%
I 15%
I 8%

Barriers in mixed case text (yellow bars) are subcategories of the broader category of barriers in all capital letters [red bars) immediately above; respondents

check all thatapply.
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Information Sources: Main Sources
Where do you typically get information about property/casualty insurance products and services?

INSURANCE CO. FINAN MEDIASOURCES
OR AGENT SOURCES[ALL] FAMILY [ALL] FRIENDS

General Population I 53% 30% 25%
GenZ 25% 37% 35% 38% 27%
Millennials 38% 39% 29% 35% 25%
Gen X 52% 31% 30% 28% 27%
Boomers + 65% 27% 24% 24% 26%
Marned/Partnered I 19% I 27% I 30% 5% H 26%
Single NN S4% I 27% l 22% N 26% H 26%
Kids at home I 20% B 35% N 22% N 34% Hl 25%
No kids at home I 5°% N 038% N 25% H 24% H 23%
Mot college grad 55% 18% 25% 26% 24%
College grad 50% 35% 26% 25% 24%
Employed 47% 33% 27% 28% 24%
Unemployed 58% 21% 26% 23% 26%
< 550,0 I 47% Hl 22% Il 25% I 28% Il 23%
$50,000-599,999 M S0% I 20% H 09% 3% 4%
$100,000+ N 54% I 45% Hl 265% N 22% Hl 24%
Urban 45% 34% 25% 37% 24%
Suburban 56% 27% 25% 21% 26%
Rural 54% 28% 32% 23% 26%
Hispanic/Latino I 42% . 27% Il 29% I 27% l 26%
Non-Hispanic Asian [N 535% . 24% I 20% H 27% N 27%
Mon-Hispanic Black I 42% N 33% 5% N 10% Hl 20%
Non-Hispanic white NN 57%  27% Hl 25% Hl 20% Hl 20%
Acculturated immigrant 64% 29% 28% 21% 20%
Bicultural immigrant 39% A4% 28% 38% 25%
Unacculturated immigrant 33% 31% 31% 49% 35%
Female I 51% Bl 19% I 28% Bl 19% Il 27%
Male I 55% . %  23% N 30% Hl 22%
Women I 50% 0% 7% Hl 19% 7%
Men I 54% I 36% I 23% N 32% Hl 22%
LGBTO+ 44% 29% 27% 32% 26%
Mon-LGBTO+ 56% 30% 26% 23% 21%
With disability 48% 34% 28% 32% 32%
Without disability 54% 30% 26% 24% 21%
NON-PROFIT GOVT.ORIRS HR/BENEHTS EDUCATIONAL
General Population M 10% W 10% I 6% I 5% I 5%
Gen 6% 11% 11% 10% 5%
Millennials 6% 11% 12% 7% 5%
Gen X 7% 8% 7% 3% 3%
Boomers + 16% 10% 3% 3% 5%
Married/Partnered M 10% 0 6% H 9% 1 3% I 4%
Single W 12% H 8% 1 4% B 6% B 6%
Kids at home W 10% W 12% M 13% I 5% | 1%
Mo kids at home W 12% B 9% I 5% I 5% I 5%
Mot college grad 9% 8% 5% 3% 4%
College grad 10% 8% 9% 6% 5%
Employed 10% 11% 12% 7% 4%
Unemployed 10% 6% 3% 2% 6%
<550,000 W 10% B 7% I 4% I 3% 1 5%
$50,000-599,999 W 10% W 11% B 8% B 6% 1 4%
100,000+ M 9% B 9% W 10% I 4% I 2%
Urban 12% 11% 8% 8% 3%
Suburban 12% 10% 6% 3% 7%
Rural 9% 8% 6% 4% 4%
Hispanic/Latino M 11% W 9% W 10% B 7% I 2%
Non-Hispanic Asian B 7% H 9% 0 6% | 1% I 3%
Mon-Hispanic Black M 10% M 14% B 3% B 7% I 5%
Non-Hispanic white B 11% B 6% B 5% 1 3% 1 4%
Acculturated immigrant 11% 4% 8% 5% 6%
Bicultural immigrant 14% 12% 10% 9% 2%
Unacculturated immigrant 6% 6% 10% 4% 0%
Female B 6% B 7% 0 5% 1 3% I 5%
Male HE 15% W 10% H 9% I 6% I 4%
Women B 6% B 7% 0 5% I 3% I 5%
Men HE 14% B 10% B 2% B 5% 1 4%
LGBTQ+ 12% 10% 5% 5% 8%
Mon-LGBTO+ 11% 7% 7% 4% 4%
With disability 13% 17% 6% 9% 4%
Without disability 12% 5% 7% 4% 4%
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Information Financial and Media Sources Detail
Where do you typically get information about property/casualty insurance products and services?

FINANCIAL Financial blogs, JlPersonal financia Bank Fi al Financial
SOURCES(ALL) M articles, or pubs. advisor an tnancialapps personalities
12% 9% 7%
7%

General Population I 30% 5% 5%
GenZ 37% 13% 10% 8% 5%

Millennials 12% 8% 10% 10%
Gen X 10% 8% 5% 6%
Boomers + 10% 5% 3% 4%
Married/Partnered 2% 9% 5% 4%
Single 9% 7% 3% 6%
Kids at home 13% 2% 10% 9%
Mo kids at home 7% 7% 6% 6%
Mot college grad 7% 9% 2% 3%
College grad 11% 7% 7% 6%
Employed 9% 11% 7% 8%
Unemployed 7% 4% 3% 2%
< 550,000 5% 7% 2% 3%
$50,000-599,999 11% 8% 4% 7%
$100,000+ 15% 7% 0% 8%
Urban 9% 7% 6% 7%
Suburban 9% 2% 4% 4%
Rural 12% 10% 5% 5%
Hispanic/Latino 13% 8% 8% 8%
Mon-Hispanic Asian 9% 4% 3% 6%
Non-Hispanic Black 10% 10% 7% 7%

Non-Hispanic white 5%
Acculturated imm. 8%
Bicultural immigrant 10%
Unaccultur. imm. 2%

Female 3%

Male 6%

Women 3%

Men 6%

LGBTO+ 6%
Mon-LGETO+ 6%
With disability 9%
Without disability 5%

General Population

GenZ 23%
Millennials 17%
Gen X 8%
Boomers + 5%
Married/Partnered 11%
Single 8%
Kids at home 13% 10%
Mo kids at home 9% 4%
Mot college grad 11% 5%
College grad 10% 5%
Employed 16% 7%
Unemployed 6% 4%
< 550,000 13% 5%
$50,000-599,999 7% 6%
$100,000+ 10% 6%
Urban 14% 6%
Suburban 6% 6%
Rural 11% 5%
Hispanic/Latino 15% 9%
Mon-Hispanic Asian 10% 4%
Non-Hispanic Black 14% 7%
Non-Hispanic white 7% 2%
Acculturated imm. 5% 5%
Bicultural immigrant 15% 11%
Unaccultur. imm. 24% 10%
Female 6% 4%
Male 15% 7%
Women % 3%
Men 14% 6%
LGBTO+ 16% 6%
Mon-LGETO+ 10% 4%
With disability 12% 10%
Without disability 2% 4%

Sources (headers) in mixed-cas
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Perceptions by Statement (1 of 2)
How much do you agree or disagree that each statement about property/casualty insurance products and services
describes you?
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Perceptions by Statement (2 of 2)
How much do you agree or disagree that each of the following statements about property/casualty insurance
products describes you?
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Perceptions by Population (1 of 3)

41

How much do you agree or disagree that each statement about property/casualty insurance products and services

describes you?

Are for people like me

| feel confident making decisions about
Are designed to match my needs

Are provided by trustworthy companies
Have agents that | feel comfortable with
Have strict rules when paying claims¢
Are fair when authorizing paymentsf
Have agents in my neighborhood

| leamed about from my parents

| talk to my kids about#

Are sold by agents that look like me

| worry will deny me coverage/service
Change my coverage during the year{
Are too confusing

Are for people like me

| feel confident making decisions about
Are designed to match my needs

Are provided by trustworthy companies
Have agents that | feel comfortable with
Have strict rules when paying claims¢
Are fair when authorizing paymentsf
Have agents in my neighborhood

| leamed about from my parents

| talk to my kids about#

Are sold by agents that look like me

| worry will deny me coverage/service
Change my coverage during the year{
Are too confusing

Are for people like me

| feel confident making decisions about
Are designed to match my needs

Are provided by trustworthy companies
Have agents that | feel comfortable with
Have strict rules when paying claims¢
Are fair when authorizing paymentsf
Have agents in my neighborhood

| leamed about from my parents

| talk to my kids about#

Are sold by agents that look like me

| worry will deny me coverage/service
Change my coverage during the year{
Are too confusing

Values less than 10% may notbe labeled

_ Neither Agree Nor Disagree Strongly or Somewhat Disagree

[eE%IN 28%  NEA%NN 31%  IN7A%IN24%  NEI%NN 34%
[ES%IN 25% 10% [INE3%I 28% [Es%m22% [NB2%IN 29%
[EETEN 30% [EEEN 30% EsEN 26%  NEI%IN 33%
[NG2%N 30% EETEN 29% G2 31% [sE%EIN 35%
NET%EN 31% [SE%I 34% [NGE3%IN 20% [sEsI 37%
[S7%I 35% [UST%I 34% [T 30% s 40%
ST 37% 12% [NS3EIN 38% PsEEN 37% STl 6%
[748% 7 37% 15% [1052% 7 33% 15% [45% 1 40% 15% [143%0 42% 15%
[746% " 28% 26% [45% 7 32% 23% [47% 0 30% 23% [U45% 32% 23%
459 20% 26% [US3% 1 24% 23% 430 34% 23% [T43%0 34% 23%
B0 45% 15% [38%Y 47% 15% (A% 42% 15% [E0%Y 45% 15%
[32% 27% 41% [36%  30% 34% [29% 37% 34% [30% 36% 34%
[30% 27% 33% [36% 41% 23% [29% 48% 23% [28% 49% @ 23%
[27% 22% 41%  [27% 37% 36% [28% 36% 6% [27% 337%  36%
[E0%IN 37% 14% [INE5%IN 28% [ES%I 29%  [NTO%IN 26%
[ag% T 36% 16% [B3% N 26% 11% [US5% ) 34% 11% [UEG%T22%
PS3% 34% 13% [T 32% Gz 31% e 27%
[E8%N 33% 14% [NNG0%IN 31% [sesI 35% NGBS 29%
E0%N 47% 13% [NSE%IN 35% [UST%I 34% [E3% 29%
[TEageT| 44%  12% [USE% T 24% 10% [0S0% 0 35% [B0% T 232%
U550 40% 15% [USZ%Y 35% 13% S0 39% 11% A8 41% 11%
[E35%0 43%  16% [U52% ) 36% 12% [48% 39% 13% [146% 33% 16%
[743% 0 6% 21% [155% 125% 20% [48% 1 20% 25% [138% 28% 34%
[37% 20% 24% [51% 124% 25% [51% 1 27% 22% [138% 26% 36%
3750 22%  21% (A% 42% 15% [DEI%Y 46% 13% 360N 47%  17%
[TE1%0 39% 20% (A% 29% 25% [VA0% 32% 28% 4% 27%  49%
439 44% 13% [44% 0 35% 21% [30% 45%  25% 23% 236%  41%
[42% 0 37% 21% [35%  32% 33% [36% | 22% 232% 22% 233%  45%
[e0%I 34% TR0 TR0 TS5 24%
ez 29% EETIN20%12% INGA%IN 25% 11% [IINZAGIIND0%
Sa%EI 35% 7N 23% e 27% e 27%
[sEE s8% 7N 2% 3TN 29% s 25%
[sEs 38% 3% 29% [NB0%IN 30% 10% [IINEE%IN 30%
sEsI 39% [NET%IN 29% 10% [NSS%IN 31% 10% |NGT%IN 31%
[Taae 42% 14% [USE% T 33% 11% [058% 7 31% 11% [USE% T 34% 10%
[TE35%0 43% 15% [USA% 33% 16% [US3%N 35% 129% [S2% 36% 12%
[137% " 35% 28% [54% 22% 24% [UST%22% 21% [48% 24% 28%
449 27% 20% [51% 24% 25% [38% 23% 29%
[34% s54% 12% [A7% 0 327% 16% [50% T 28% 12% [T43%0 46% 11%
[28% 3s% 37% [35%026% 29%  [UES% 29% 26% [319124%  45%
[28% 44% 28% [36% 24% 30% [48% ] 21% 21% [28% 23%  39%
[28% 37% 35% [30% 28% 42% ['36% " 29% 35%  [25% 29%  46%

& Asked only of respondents who said they currently have property/casualty insurance.
 Asked only of respondents who said they have kids at home; an insufficient number of singles answered to show results.
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Perceptions by Population (2 of 3)
How much do you agree or disagree that each statement about property/casualty insurance products and services
describes you?
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Perceptions by Population (3 of 3)

43

How much do you agree or disagree that each statement about property/casualty insurance products and services

describes you?

Are for people like me

| feel confident making decisions about
Are designed to match my needs

Are provided by trustworthy companies
Have agents that | feel comfortable with
Have strict rules when paying claims¢
Are fair when authorizing paymentsf
Have agents in my neighborhood

| leamed about from my parents

| talk to my kids about#

Are sold by agents that look like me

| worry will deny me coverage/service
Change my coverage during the year{
Are too confusing

Are for people like me

| feel confident making decisions about
Are designed to match my needs

Are provided by trustworthy companies
Have agents that | feel comfortable with
Have strict rules when paying claims¢
Are fair when authorizing paymentsf
Have agents in my neighborhood

| leamed about from my parents

| talk to my kids about#

Are sold by agents that look like me

| worry will deny me coverage/service
Change my coverage during the year{
Are too confusing

Are for people like me

| feel confident making decisions about
Are designed to match my needs

Are provided by trustworthy companies
Have agents that | feel comfortable with
Have strict rules when paying claims¢
Are fair when authorizing paymentsf
Have agents in my neighborhood

| leamed about from my parents

| talk to my kids about#

Are sold by agents that look like me

| worry will deny me coverage/service
Change my coverage during the year{
Are too confusing

Values less than 10% may notbe labeled

_ Neither Agree Nor Disagree Strongly or Somewhat Disagree
Bicultural Immigrant il Unacculturated Imm.

[70% 25%
[SE%IN 33%
Sa%I 35%
[NSS%IN 34%
[US0%I 43%
[NSesIN 32%
EsEm 48%
g% 36% 15%
[40% | 7% 23%
449 33%  23%
[33% s2%  15%
[38% 32% 34%
[28% 49%  23%
[aEsEm0%  36%

[70% 25%
[EEmI 23%
G 29%
[EETIN 30%
ez 31%
[SE%E 37%
S3% 38%
[E35% 43% 15%
[50% 27% 23%
[739% 8% 23%
B0 45%  15%
[25% 21%  34%
[25% s52%  23%
23% 41%  36%

[sEE 41%
[Ees 42%
SEEE 4%
EEE 24%
e s2%
[SETI 35%
e s3%
3850 46% 15%
[738% 9% 23%

[35% s0%  15%
[T83523%  34%
[28% 49%  23%
TE1% 0 23%  36%

[es%I 27%  NS8%IN 37%

[EZ% 29% s3I 38%

[ES%IN 20%  INSI% 42%

NG2%N 1%  [SE%IN 37%

[SE%I 37% SN 39%

[E0%I 31% ST 40%

IS5 36% g 2%

[5E% T 31% 15% [139% 46% 15%

7550 22% 23% [40% | 37% 23%

[62% 5% 23% [40% T 28% 23%

[EE% 39% 15% [EGHY 36% 15%

[46% 20% 34% [4T7% 19% 34%

7459 2% 23% [50% 127% 23%

[T40% 1 24% 36%  [130% 25% 36%

[ Male | [ Men |
[T70%m25% NeS%IN 26%  TATIIN 24%
es%I23% NG 24% [ETHI 24%
024y NEERIN 30% 0% 24%
EEsEN 5% INEETIN 30% [EETHI 25%
[eEsE 29% [EI%IN 32% AT 29%
[E0%I 31% s3I 38% [NE0%IN 31%
SE%N 35% 527 39% PSET 35%
U575 23% 15% [E3% 43% 15% [057% 7 23% 15%
a8 20% 23%  [US0% 127% 23% [47% 0 30% 23%
U550 22% 23%  [30% 0 38%  23%  [SE%m21% 23%
[TEEY a19% 15% [TE0%Y 45% 15% [UEARY 41% 15%
[[36%" 30% 34% 259 41%  34% [37% 29% 34%
[40% ) 37% 23% [25% 52%  23% [40% | 37%  23%
[20%] 35% 36% [24% 40%  36% [30% 34%  36%
TEE21% AN 31% TG 1%
TasEz0%  Ne0%IN 31% [EaTIN22%
E77EN 27% G0N 34% EEHI 26%
[NE7EEN 26% [SEEIN 34% [EsHI 25%
[E3%IN 30% [ssmI 35% AT 29%
[UST%I 34% [T 30% [NE0%IN 31%
[ST%I 34% [TEg%n 43% [se%I 35%
U539 24% 15% [WET%Y 28% 15% [USA% 34% 15%
48w 20% 23% [40% 0 28% 23% [48% ] 29% 23%
459 22% 23%  [US3%24% 23%  [42%0 35% 23%
319 44% 15% [T44% 0 41% 15% [41% 0 44% 15%
[33% 33% 34% [E1%725% 234% [33% 23% 34%
[32% 45% 23% [32% 45% 23% [34% 43% 23%
[25% 329% 36% [37% 27% 36% [26% 38%  36%

& Asked only of respondents who said they currently have property/casualty insurance.
 Asked only of respondents who said they have kids at home; an insufficient number of singles answered to show results.
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About The Society of Actuaries Research Institute

Serving as the research arm of the Society of Actuaries (SOA), the SOA Research Institute provides objective, data-
driven research bringing together tried and true practices and future-focused approaches to address societal
challenges and your business needs. The Institute provides trusted knowledge, extensive experience and new
technologies to help effectively identify, predict and manage risks.

Representing the thousands of actuaries who help conduct critical research, the SOA Research Institute provides
clarity and solutions on risks and societal challenges. The Institute connects actuaries, academics, employers, the
insurance industry, regulators, research partners, foundations and research institutions, sponsors and non-
governmental organizations, building an effective network which provides support, knowledge and expertise
regarding the management of risk to benefit the industry and the public.

Managed by experienced actuaries and research experts from a broad range of industries, the SOA Research
Institute creates, funds, develops and distributes research to elevate actuaries as leaders in measuring and
managing risk. These efforts include studies, essay collections, webcasts, research papers, survey reports, and
original research on topics impacting society.

Harnessing its peer-reviewed research, leading-edge technologies, new data tools and innovative practices, the
Institute seeks to understand the underlying causes of risk and the possible outcomes. The Institute develops
objective research spanning a variety of topics with its strategic research programs: aging and retirement; actuarial
innovation and technology; mortality and longevity; diversity, equity and inclusion; health care cost trends; and
catastrophe and climate risk. The Institute has a large volume of topical research available, including an expanding
collection of international and market-specific research, experience studies, models and timely research.

Society of Actuaries Research Institute
8770 W. Bryn Mawr, Suite 1000
Chicago, lllinois 60631

www.SOA.org

Copyright © 2024 Society of Actuaries Research Institute


https://www.soa.org/research/research-topic-list/
https://www.soa.org/research/research-topic-list/
http://www.soa.org/

	Background, Report Structure, and Subpopulation Definitions
	Executive Summary
	Knowledge
	Awareness
	Auto Insurance
	Homeowners Insurance
	Flood Insurance
	Renters Insurance
	Average Number of Property/Casualty Products Heard Of

	Purchase
	Auto Insurance
	Homeowners Insurance
	Flood Insurance
	Renters Insurance

	Accessibility
	Motivations
	To protect against accidents
	To protect against theft
	To protect against natural disasters
	To protect against litigation claims/lawsuits
	To protect against vandalism
	To satisfy insurance requirements from bank or loan officer

	Barriers
	Information Sources
	Perceptions
	Are for people like me
	Are something I feel confident making decisions about
	Are designed to match my needs
	Are provided by trustworthy companies/organizations
	Have agents that I feel comfortable talking to
	Have strict rules when it comes to paying claims1F
	Are fair when authorizing payments2
	Have agents in my neighborhood
	Are something I learned about from my parents
	Are something I talk to my kids about2F
	Are sold by agents that look like me
	Are something I worry will deny me coverage/service
	Change my coverage throughout the year2
	Are too confusing

	Acknowledgments
	Appendix: Detailed Results
	Awareness
	Purchase
	Accessibility
	Motivations
	Barriers
	Information Sources
	Perceptions

	About The Society of Actuaries Research Institute



