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Market Prices

Motor Market — Price Index Home Market — Price Index

e=(Qverall e=R1-5 =(Qverall e===R1-5

110% Lockdown 1 Lockdowns 2&3 110% Lockdown 1 Lockdowns 2&3
v \4 \ 4 v v v
Lo \/\ o
100% J . —
95% \ 95%
90% 90%
85% 85%
O O O O 00 OO0 O o000 « 3 d A4 A A A A A A A o O O O O o0 O O O O OO0 o000 A d A oA A A A A A A A o
A RN R s B B UV R B R U R R R S B R U U R
O Cc O - & > c S Wwao P =2 OV cCc O s S > c 5 o >0 O Cc O - & > c S waofd 20 cCc O s s >Sc 5 oo >0
o} o © 2 2 5 0 2 o o v © 2 > 5 o 82 o o ) v © 2 > 5 0o 2 o o v © 2 > 5 0o X o o
Dgu_§<(§—3. <mozogm§<§3ﬁ<mozo D£m§<§3“<mozogm§<§3_‘<mozo
2022 Consumer Intelligence Sources:

Cl Market View Motor (Price Benchmarking) 3600 risks run each month per Channel; Cl Market View Home B&C (Price Benchmarking) 2100 risks run each month per Channel ~ Slide No: 3
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When did the market shift?

Motor Market Home Market
% of brands that increased or decreased prices % of brands that increased or decreased prices
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Sources: Cl Market View Motor (Price Benchmarking) 3600 risks run each month per Channel; Cl Market View Home B&C (Price Benchmarking) 2100 risks run each month per Channel
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Are proposition changes altering the competitive landscape?

Motor propositions active in the PCW market
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% of basket where 3 or more propositions from the same
corporate group occupy ranks 1-5
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Source: Cl Market View Motor (Price Benchmarking) 3600 risks run each month per Channel ~ Slide No: 5
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Competitive but consolidating market
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Breakdown of corporate groups placing 3 or more propositions in ranks 1-5
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Source: Cl Market View Motor (Price Benchmarking) 3600 risks run each month per Channel
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How renewal
prem ium chan ge % Switchers by Renewal Premium Change

i m p a CtS SW |tC h i n g — Higher Renewal Premium —Lower Renewal Premium
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How renewal premium
change impacts switching

60%

50%

40%

30%

20%

10%

0%

% Switchers by Renewal Premium Change

- Higher Renewal Premium — ower Renewal Premium

Mm
TN AV AN

2015 2016 2017 2018 2019 2020

© 2022 Consumer Intelligence

Slide No: 8



Thank you

Let’s make the world’s roads & drivers safer together

CAMBRIDGE

l||| MOBILE TELEMATICS

Confidential & Proprietary | Cambridge Mobile Telematics



