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Study Overview

New dimension model

New 6-point, fully-
anchored scale for
improved differentiation

Poor Just Ok Good Great Excellent Perfec

_

Fielding: May-July 2025

Evaluated up to two
insurers for which
respondents wrote
policies in past 12

months

2 award segments:
Personal and
Commercial

o

i) Number of Unique Brand
MM Evaluations

i

Personal: 3,275

Commercial: 3,618
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New Dimension-Based Index Model

Personal and Commercial Agents have slightly different priorities

Personal

19%
Product
Competitiveness

18%
Compensation

14%
Ease of Doing
Business

Personal
Insurance
Lines - Index
Model

16%
Business
Support

17%
Operational
Support

16%
Servicing of
Clients
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Commercial

18%
Servicing of
Clients

14% a 18;/"[) |
Compensation ase ot oing
Business

Commercial
Insurance
Lines - Index
Model

16%
Operational
Support

17%
Product
Competitiveness

16%
Business
Support
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Experiences Impact Business

Agents that report a strong relationship with a carrier are ~5Xs as likely to say they will
recommend the carrier more in the future

Will Recommend the Brand MORE to Prospects / Clients in the Next 6 Months
By Overall Experience Rating Tiers

78%

61% 62%

55%

37%
32%
()
ﬁ -
m Personal - Good or Less Personal Great m Personal Excellent m Personal - Perfect
m Commercial Good or Less ' Commercial - Great m Commercial - Excellent m Commercial - Perfect
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» Client leads

» Competitive compensation

» Seamless integration of portal
with agency management
system

 Training (Personal)

Easy to work with (Commercial)

Agent-Insurer Experience Hierarchy'

Delighters
These are differentiators that go beyond what is expected to help insurers truly stand
out as a preferred partner

Performance Needs

These drive satigfaction and preference—the better insurers deliver, Support material easy to find on portal
the more they will be preferred Non-commission incentives

Meet with agent in person

Easy to work with (Personal)

Training (Commercial)

Foundational Needs — _ .
Potential clients qualify for policies

Thes_e are minimum expectations insurers mus{ deliver on—not Easy to understand compensation

meeting these limits long-term business potential Risk appetite clearly communicated
Show flexibility by taking into account relevant risks and events (Personal)
Support the industries agents target (Commercial)

Note: 'KPIs were assigned to a tier based on several factors, including the
high and low Overall Satisfaction levels when KPI is met vs. not met, the
average level of Overall Satisfaction when met, and the average meet rate.
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Performance Across the Hierarchy

More than two-in-five
agents say insurers aren't
meeting Foundational
Needs adequately

©2025J.D. F

Personal Lines

% who say insurers meet
more than half of Foundational )

Needs, Performance Needs, 2 9 /0
and Delighters

Commercial Lines

24%
Delighters

Differentiators that
help insurers truly
stand out as a
preferred partner

796 Overall Satisfaction 826 Overall Satisfaction

77% intend to recommend
insurer more in next 6 mos.

66% intend to recommend
insurer more in next 6 mos.

Performance Needs
Drivers of satisfaction and
preference—the better insurers
deliver, the more they will be
preferred

Foundational Needs

414%

% who say insurers

do not meet more
than half of

Foundational Needs

549 Overall Satisfaction 581 Overall Satisfaction

28% intend to recommend
insurer more in next 6 mos.

27% intend to recommend
insurer more in next 6 mos.
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Minimum expectations insurers must 0
provide—not meeting these limits o
long-term business potential
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Foundational Needs — How Insurers Perform

Agents gravitate to insurers
who are aligned with serving
their target customer base
because to make money,
they have to be able to sell
policies

Insurer Performance on Each Foundational Need Fod
(% Meet KPI)

®m Personal = Commercial

Ensure potential clients qualify
for a policy at least half the
time

82%
76%

Ensure total compensation
package is easy to understand

Clearly communicate risk
appetite

Take into account relevant
risks and events during
design/onboarding of policies

N/A

Provide adequate support for |N/A

industries agent targets — 60%
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Clearly Communicate Risk Appetite Foul nal

Agents that don’t understand a carriers risk appetite are much more likely to report their
customers can’t get coverage

Risk Appetite Clarity Impact on Customers Qualifying for Policies

= Qualify at least half the time

® Qualify less than half the time

:
Personal Commercial

:
:
:

: 38%
10% !

Not completely Completely ! Not completely clearly Completely clearly

clearly clearly '

Clear communication of risk appetite is associated with satisfaction nearly 1.3X
higher and intent to recommend about 2X higher.
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Clarity in Communcations

Fod nal

Less than half of agents report that carriers are ‘very effective’ in communicating changes

to their risk appetite

Effectiveness of Communication of
Changes in Risk Appetite

Personal
599 60%
53% - 47 .
I I ' I
Somewhat Effective Very Effective

® Industry Average ®Top 2 mBottom 2

Effectiveness of Communication of
Changes in Risk Appetite

Commercial
65%
54% o57%
43%, 46%
35%
Somewhat Effective Very Effective

m Industry Average Top 2 Bottom 2
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When You Communicate Foul nal

Hearing from carriers at least every other month greatly improves clarity of communication

Frequency of Communications Received in Past 12 Months

s Study Avg. %% Clearly Communicate Risk Appeitte

Personal

-/.m/‘ﬁﬁ%_—‘ 67%
o
9%

34%

Commercial

%

o 60%

5 or Less 6to 10 11 to 20 20+ 5 or Less 6to 10 11 to 20 20+
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How You Communicate Fou

Email is the most used but least effective channel in communicating risk appetite

% Met — Clearly Communicate Risk by

(1) — . .
Channel of Communication(s) Used /0 Met — Clearly Communicate Risk by

Channel of Communication(s) Used

[ ] i
Personal Average == Commercial Average

—m- % Clearly Communicate Risk Appetite - Study Avg.

—MB- % Clearly Communicate Risk Appetite - Study Avg.

Email Only Email & Other Not Email But Any Other Email ONLY Email & Other Not Email But Any Other
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Performance Needs — How Insurers Perform

Insurers do well with
personal engagement, but
there is room for
improvement on the other
elements in Performance
Needs

Insurer Performance on Each Performance Need
(% Meet KPI)

m Personal Commercial

o
Meet with agent in person at least once — 2%

per year 72%,

o
Ensure support material on _ 53%

dashboard/portal is very easy to find 46%

0
Make it very easy to work with insurer - 40%

overall

N/A
Ensure regular participation in training

46%

Perf
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Make It Very Easy to Work with Insurer Overall

Perf

Agents question how much they are valued when a carrier is hard to work with

Ease of Working with Insurer Overall

==\Will recommend insurer more in next 6 months =#-Qverall Satisfaction

Personal E Commercial’
| 779
729 |
667 i 685
1% 53% 459 51%
455 :
259 |
L % s
1 (It's very 4 5 i 1 (It's very 4 5
difficult), (It's very | difficult), (It's very
2,3,0r easy) |, 2,3,0r easy)
Don't know " Don't know

Notes: 'Being very easy to work with is a Performance Need opportunity for improvement for Personal Lines, but it is a
Delighter for Commercial Lines that currently has low compliance rates; 2Lift is between those who say it is “very easy” to work
with insurer overall vs. those who say it is not “very easy” to work with insurer overall.
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When Very Easy to Work - Lift in % “Strongly Agree”

(Personal and Commercial combined)

Insurer cares about
my agency's
success

Insurer values me
as an agent
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Perf

Ensure Regular Participation in Training

Agents not leveraging carrier training is a sign of weakness in the relationship

Number of Training Sessions Attended in Past Six Months

-=\WVill recommend insurer more in next 6 months -=-Qverall Satisfaction

Personal’ Commercial

777

760

728

59%

None or Don't 1 2
know

None or Don't 1 2 3+
know

© 2025 J.D. Power. All Rights Reserved. CONFIDENTIAL & PROPRIETARY 2025 U.S. Independent Agent Satisfaction Study J. D. PUWER 17




Perf

Training Participation and Value by Generation

Product training is the most common but least valued

Type of Training Attended by Generation

(Personal and Commercial combined)

mm Gen X+ GenY/Z -a-Qverall Satisfaction - Gen X+ Overall Satisfaction - Gen Y/Z
720 =— 675 673

o ol -
People Customer Regulatory Sales and Marketing Technology Product
skills service compliance negotiation skills & comm- and

unication policy...

Notes: 'Regular participation in training is a
Performance Need opportunity for improvement for
Commercial Lines, but it is a Delighter for Personal
Lines that currently has low compliance rates.
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Perf

Incentives

More than 1 in 4 Agents report not receiving any type of non-commission incentives

Type of Non-Commission Incentives

mr— 1 —=-764- 761

788

505

38%

0 30%
= 25% 219, 24% 25% 219
° ° 19% 16% 18%

Cash Rewards Profit Sharing Underwriting Marketing Prize Iltems Trips Community None / DK
Related Fiunds Investments /
Benefits Donations
mm Personal - Industry Average  mmCommercial - Industry Average  -#Overall Satisfaction - Study Avg.
J.D. POWER
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Delighters — How Insurers Perform

Delighters are not often
expected or delivered on,
but when done effectively
can create strong loyalty
among agents

Insurer Performance on Each Delighter
(% Meet KPI)

m Personal = Commercial

52%
51%

Ensure regular participation in _ 47%
N/A

training

Provide client leads

Ensure completely seamless
integration of dashboard/portal 39%

with agency management 35%
system

Ensure total compensation
package is competitive in the
market

Make it very easy to work with |N/A

insurer overall 37%

| DeIi'ters |
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Delighters
Ensure Compensation is Competitive in the Market

Agents who report above average or higher ratings of commissions are more than 2Xs as
likely to recommend carrier in the future

Lift in % “Strongly Agree” Total Compensation is

Agreement that Total Compensation Package is Competitive in the Market
Competitive in the Market When Compensation Offering is Above Average or Industry Leading’ (ppts.)
- Will recommend insurer more in next 6 months  =#-Qverall Satisfaction (Personal and Commercial combined)
Personal Commercial

Commission amount

787

782

Compensation for renewal
business

Compensation for new
business

19% Profit sharing

35%

43%

Disagree,  Somewhat Strongly Disagree,  Somewhat Strongly

Non-monetary incentives

Neither Agree  Agree Agree 1 Neither Agree  Agree Agree
nor Disagree, nor Disagree,
or Don't or Don't
Know Know

Note: 'Lift is between those who say insurer's compensation offering type is “above average” or
“industry leading” vs. those who say it is “average” or “below average.”
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Delighters
Quality of Client Leads

Leads have to be worth the Agents time or they can negatively impact perceptions

% of Leads Converted to Clients

725

63%

59%

526
23%

<10% 11 to 20% 21 to 30% 31%+

mmm Personal - Average mmm Commercial Average ~-Overall Satisfaction COMBINED - Study Avg.
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Takeaways

Key Ideas to Remember

Focus first on Foundational

Needs

Enhance agents’ experience

with Performance Needs

and preferred business: Avoid

profile

v" Show flexibility during policy
can help them expand their

write the easy business.

v Ensure clarity about risk appetite v The easier it is to work with an

agents wasting their time and your

resources trying to write business
that doesn’t fit your target customer

design: Agents value carriers that

addressable customer base not just

insurer overall, the more agents
feel valued— Ensure systems help
to reduce time / effort required of
agents to write business. Provide
training and engage regularly to
help improve understanding that
makes it easier to be a partner.

Make sure to regularly engage
in-person to demonstrate
relationship commitment —
Being present provides an outward
sign that the agent / relationship is
valuable to the carrier and
improves understanding of
products and support available.

Provide a unique experience

with Delighters

v" Ensure compensation is perceived

positively — Foundationally it's
critical to make commissions are clear
and transparent to agents. Ensure
key compensation elements recognize
what’s important to both the carrier
and the agents success.

Ensure leads are worth the effort —
Agents appreciate help in growing
their business but it's important to
make sure the leads are worth their
time.
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