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How to read this brief: The structure of this brief is a bit unusual. After the executive 

summary, it begins with recommendations to highlight key lessons and findings. The 

recommendations include section references to assist readers in navigating the contents. 

Subsequent sections of this paper first outline theories behind switching, and define core 

switching challenges. Following this, the paper includes a case study of Ontario’s auto 

insurance sector to provide a detailed example of how switching costs are impacting 

Canada’s P&C insurance markets. Next, lessons from other sectors and countries that 

have attempted to lower switching costs and promote competition are discussed along 

with information gaps and suggested future research priorities. Finally, a suggested 

implementation plan for the recommendations is included at the end of the document. 
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   Executive summary 

Property and casualty (P&C) insurance in Canada includes a diverse set of mandatory and optional products that 

are delivered via both public and private insurance providers. Some are regulated at the provincial and territorial 

level, while others fall within federal jurisdiction. Car insurance is regulated provincially and territorially and 

makes up the largest component of Canada’s P&C insurance market. As a mandatory product, car insurance 

impacts the pocketbooks of most adult Canadians. Despite efforts by regulators, drivers continue to complain of 

high premiums, particularly in Ontario and British Columbia.  

Competitive markets need informed consumers who can easily switch between products if they choose to, but in 

many cases, this is not happening. Survey data on car insurance indicates that about 11% of Canadians switched 

their providers in the last 12 months, and in Ontario it was only 8%.1 Reducing the barriers to switching 

(monetary and non-monetary) for consumers is key to ensuring that insurance costs do not exceed what 

consumers are willing to pay, and increases overall competition in the sector.  

Given the biggest private market for auto insurance in Canada is in Ontario, this report focuses on addressing 

switching costs in Ontario's auto insurance market and, where possible, draws broader insights to improve the 

level of competition in Canada’s P&C insurance markets. In this report, anything that constrains or limits 

switching between providers is considered a “switching cost” or “switching barrier.” Switching costs or barriers 

in Canada include price bundling, lack of digital offerings, locked-in effects, lack of economic trust and the 

culture around switching. This report identifies three overarching barriers limiting consumer switching:  

1. Lack of product differentiation in auto insurance 

2. Limited consumer understanding of the differences between products 

3. Gaps in regulatory oversight of switching costs and barriers  

To reduce these switching costs and barriers, the Competition Bureau Canada should work alongside provincial 

and territorial regulators to increase product differentiation, enhance consumer understanding and ease of 

comparison between insurance products, and improve regulatory oversight of consumer experience. As an 

independent agency promoting competition and innovation, the Competition Bureau is uniquely placed to 

promote harmonization and ensure that best practices are shared between provincial and territorial P&C 

insurance regulators. The following policy options draw on global best practices from the United Kingdom 

(UK), Ireland, and Australia as well as domestic lessons from open banking and Alberta’s auto insurance sector. 

Reducing the costs of switching for consumers is key to ensuring that consumer interests are protected, and that 

Canadians prosper by accessing equitably structured markets. Minimizing switching costs for consumers also 

fosters greater competition among firms giving new producers the ability to capture greater market share and 

constrain the power of established actors. 

 

 

 
1 Competition Bureau Canada, “Consumer Switching Behaviour,” Competition Bureau Canada (Innovation, Science and Economic 

Development Canada, January 18, 2021), https://www.competitionbureau.gc.ca/eic/site/cb-bc.nsf/eng/04570.html. 
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Increase product differentiation 

Policy option 1: Review regulations to encourage more differentiation in auto insurance products across 

companies 

The high amount of P&C insurance coverage that is regulated (mandatory coverage) means that providers have 

very little room to differentiate between the products that they offer, limiting competition. The adjustment or 

removal of mandatory elements in the basic auto insurance policy, such as duplicative medical coverage, could 

allow for more flexibility in pricing and coverage for consumers. The Competition Bureau should convene 

provincial and territorial regulators to discuss where potential duplication of coverage may exist, and whether 

some aspects of mandatory coverage could be adjusted. At the provincial and territorial level, regulators would 

need to ensure that sufficient consultations and assessments of the potential impacts were undertaken such that 

any revisions to the regulations do not negatively impact specific groups over others. 

Policy option 2: Encourage usage-based insurance policies 

A usage-based insurance program is a method of monitoring and gathering data from vehicles including 

location, driving behavior, and driver activity based on telematics technology. “Pay-as-you-go” and “Pay-how-

you-drive” are two types of usage-based programs available in Canada. Each offers drivers the opportunity to 

pay less for auto insurance due to more accurate pricing decisions. The provincial and territorial governments 

should foster innovation by addressing regulatory barriers to usage-based insurance policies. The Competition 

Bureau should work with regulators and policymakers to examine the barriers that are limiting insurance 

providers from launching usage-based insurance products, factors that make consumers reluctant to enroll in 

these programs, and mechanisms to sufficiently protect against price discrimination and ensure consumer 

control over data. 

Enhance consumer understanding and ease of comparison between insurance products 

Policy option 3: Promote or develop comparison tools 

Comparison tools allow consumers to easily compare companies and products. They can improve shopping 

around and reduce the amount of time spent comparing quotes. The Competition Bureau should examine the 

comparison tools used across Canada and provide regulators feedback on how to improve and ease the 

consumer experience of comparison. In addition, the Competition Bureau should explore the availability of 

rating and comparison tools for other forms of P&C insurance, particularly home insurance which is purchased 

by most Canadians and not regulated. 

Policy option 4: Introduce mechanisms to increase shopping around at renewal, including prompts and longer 

renewal periods 

Renewal is an opportune time for consumers to consider whether they have the right product and best price by 

looking at the other products their providers offer, or at other companies’ offerings. As a first step, the 

Competition Bureau should engage with regulators in the UK and Ireland to see how their efforts to use prompts 

and longer renewal periods have impacted competition in their P&C insurance industries as well as consumer 

shopping around. This research should support a broader study by the Bureau of more active ways to encourage 

shopping around, beyond comparison tools, and may benefit from undertaking a randomized control trial, 

similar to the UK. 
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Policy option 5: Improve consumer access to their own insurance data, and data mobility  

Insurance companies require a significant amount of data from consumers to provide an accurate price estimate. 

This makes obtaining a comparative quote quite challenging for consumers. The Competition Bureau should 

promote efforts to increase consumer access to their own data, and data mobility. Building off of lessons from 

the country’s open banking practices regarding data mobility, the Competition Bureau could investigate ways to 

apply these practices in the P&C insurance industry. The Competition Bureau should also explore international 

efforts to improve consumer data access and consider piloting a voluntary program which improves consumers' 

access to their own data.  

Policy option 6: Require companies simplify contracts and use plain language contracts or templates  

When signing up for P&C insurance or when shopping around, Canadian consumers have a difficult time 

gaining a full understanding of their current or potential new contracts. When consumers are unable to fully 

understand their insurance policies, they have a difficult time making informed decisions or meaningfully 

comparing offers between providers. This is further complicated by insurers’ practice of policy bundling. The 

Competition Bureau should recommend plain language to be used in all P&C insurance contracts, especially in 

auto insurance which is a required product. 

Policy option 7: Improve oversight of advertising practices, and ensure that consumers are not being misled 

Currently, advertising in the Canadian auto insurance market promotes the misconception that there is greater 

product differentiation between insurance providers than actually exists. In Ontario, given the extent that 

regulation keeps auto insurance products similar, insurance companies have been pushed to create the illusion 

of greater differentiation through advertising tactics. These efforts sometimes result in misleading and 

potentially false advertising, and lead to greater confusion among consumers. Advertising also often pushes 

consumers to bundle their policies, which increases “locked-in” effects for consumers and reduces consumer 

understanding of each component of the bundle. The Competition Bureau should build comprehensive 

recommendations that ensure advertising around mandatory insurance products is clear, simplified, and does not 

mislead consumers by implying product differentiation that does not exist.  

Improve regulatory oversight of consumer experience and ease of switching 

Policy option 8: Encourage provincial and territorial regulators to regularly collect data on switching 

Regular monitoring and data collection can help regulators better understand the consumer experience, and 

whether a market is sufficiently competitive. Building on the data collection experiences in Alberta, the UK, 

and Ireland, provincial and territorial regulators should collect annual data on: (1) whether consumers obtained 

a comparative quote and challenges related to obtaining a comparative quote, (2) whether consumers have 

switched insurance companies in the last two years and reasons for switching, and (3) whether consumers saved 

if they switched. The Competition Bureau could begin by examining which jurisdictions are collecting all or 

some of this data annually, and how it is being used to inform policymaking. Then, the Bureau could convene 

discussions amongst regulators on how to improve monitoring and data collection related to consumer shopping 

around and switching, based on these national examples and international best practices. 
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Policy option 9: Ensure consumer perspectives are monitored and addressed 

Beyond data collection, consumer perspectives should be regularly consulted and meaningfully addressed. The 

Competition Bureau should explore the various ways that provincial and territorial regulators are incorporating 

consumer perspectives in regular review processes in auto insurance, such as revisions to rates. Examinations 

should focus on the challenges and benefits of each approach to ensure that consumers are adequately 

represented and able to inform these processes. 

 

 

 

 

 

 

 

 

 

 



 

 
6 PROMOTING COMPETITION IN P&C INSURANCE |      

Table of contents 

1.0 Introduction 7 

2.0 Recommendations 8 

3.0 Context 17 

4.0 Methodology 19 

5.0 Switching costs and consumer mobility 19 

5.1 The scope and impact of switching costs 19 

5.2 Understanding consumer mobility – benefits and barriers 21 

5.3 Equality considerations 24 

5.4 Data portability 28 

5.5 Switching challenges today and tomorrow 29 

6.0 Case study on switching costs in auto insurance in Ontario, Canada 32 

6.1 Background and regulatory framework 32 

6.2 Switching rates and motivations 35 

6.3 Current state of efforts to address switching barriers and challenges 36 

6.4 Broader issues impacting switching challenges and barriers 40 

6.5 Summary of the case study of auto insurance in Ontario, Canada 42 

7.0 Global lessons on what is driving switching costs, and how to reduce them 43 

7.1 Non-monetary switching barriers in UK natural gas 43 

7.2 Experience from Ireland on switching in auto insurance, and estimating savings from switching 44 

7.3 Australia’s general insurance comparison tool 46 

8.0 Best policy practices from other sectors in Canada 47 

8.1 Data portability a significant barrier to switching in open banking 47 

8.2 Lessons from Alberta on data collection and monitoring auto insurance switching costs 49 

9.0 Information gaps for consumers, industry, government, and suggested future studies 51 

10.0 Conclusion 53 

11.0 Appendix 57 

11.1 Detailed survey data 57 

11.2 Additional case studies: UK general insurance & Canada telecommunications 61 

12.0 Bibliography 65 

 

 



 

 
7 PROMOTING COMPETITION IN P&C INSURANCE |      

1.0 Introduction  

In 2019, the property and casualty (P&C) insurance industry in Canada had $187.5 billion in total assets and 

employed 131,600 people.2 P&C insurance includes a diverse set of products in Canada, differing by provider, 

type, and regulatory jurisdiction. These products, delivered by private companies or government-owned 

companies, are either mandatory or optional. While regulation of P&C insurance products falls under provincial 

and territorial jurisdiction, solvency of nationally registered P&C insurance companies as well as market 

competition of the sector overall is regulated federally.  

Car insurance makes up the majority of the business in Canada’s P&C insurance industry, totalling 42.1% of 

coverage payments in 2019.3 Auto insurance is particularly unique since it is a required product for all drivers, 

impacting the pocketbooks of the majority of adult Canadians. There are approximately 109 private companies 

offering auto insurance in Canada, and government-owned providers in British Columbia, Saskatchewan, and 

Manitoba, and Quebec.4 From coast-to-coast, drivers complain of high car insurance rates. Regulators have 

sought to address these concerns in recent years, but have achieved little success in the biggest markets, 

particularly in Ontario and British Columbia. Slightly outdated estimates by the Insurance Bureau of Canada 

indicate that the average annual auto insurance premium is $1,832 in British Columbia and $1,505 in Ontario.5 

However, rates in the Greater Toronto Area far exceed these averages, with some estimated premiums from 

certain postal codes exceeding $2,800, and between $2000 and $2600 in most of Toronto.6 More recently, 

despite insurance companies indicating that they were providing relief during COVID-19, auto insurance rates 

increased for most drivers who purchased a new policy between April and June 2020, and rates are set to rise 

again.7  

Insurance companies maintain that rates rise proportionate to the claims that they receive. However, competitive 

markets need informed consumers who can switch between products if they find a better price or product. In 

auto insurance, the heavily regulated mandatory coverage combined with complex insurance contracts and a 

time-consuming process to compare products, means there is little differentiation between products, and where 

it exists, consumers do not understand the nuances. This ultimately leads to limited switching between products 

and companies. The percentage of consumers that have switched their provider in the last 12 months hovers 

around 11% for auto insurance in Canada, and falls to 8% in Ontario.8 According to a 2018 market study on 

general insurance pricing practices by the UK’s Financial Conduct Authority, long-term consumers, on average, 

pay higher insurance prices than newer consumers.9 To ensure consumers are not overpaying, there needs to be 

sufficient product differentiation, consumer understanding of the insurance products offered and ease to 

compare them, as well as adequate regulatory oversight of consumer experience and barriers to switching. 

 
2 Insurance Bureau of Canada, “2020 Facts of the Property and Casualty Insurance Industry in Canada ”42 (2020), 

http://assets.ibc.ca/Documents/Facts%20Book/Facts_Book/2020/IBC-2020-Facts.pdf, 5. 
3 Ibid. 
4 Ibid, 29. 
5 Insurance Bureau of Canada, “BC Drivers Continue to Pay the Highest Auto Insurance Premiums in Canada,” Media Releases 

(Insurance Bureau of Canada, August 13, 2019), http://www.ibc.ca/bc/resources/media-centre/media-releases/bc-drivers-continue-to-

pay-the-highest-auto-insurance-premiums-in-canada. 
6 RATESDOTCA, “Cheapest Areas for Canadian Car Insurance,” Insuramap | RATESDOTCA (RATESDOTCA Group Ltd), 

accessed June 10, 2021, https://rates.ca/insuramap. 
7 Pete Evans, “Car Insurance Rates Are Rising, despite Early COVID-19 Rebates | CBC News,” CBCnews (CBC/Radio Canada, 

October 8, 2020), https://www.cbc.ca/news/business/covid-car-insurance-lowest-rates-1.5743341. 
8 Competition Bureau Canada, “Consumer Switching Behaviour,” Competition Bureau Canada (Innovation, Science and Economic 

Development Canada, January 18, 2021). 
9 Financial Conduct Authority, “General Insurance Pricing Practices,” General Insurance Pricing Practices (London, U.K.: Financial 

Conduct Authority, 2018), 11. 
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Reducing the costs of switching for consumers is a key way to ensure that the costs do not exceed what 

consumers are willing to pay, and increases overall competition in the sector.  

This brief was sponsored by the Competition Bureau Canada. The Competition Bureau is an independent law 

enforcement agency that ensures competition and innovation in Canada’s marketplace, so that consumers may 

prosper as powerful market actors.10 The Bureau’s mandate is chiefly derived from Canada's Competition Act. 

Its operating assumptions are that competition is good for consumers and business, and that regulation should 

be minimally intrusive and not inhibit competition. That being said, regulations exist to protect new entrants in 

the market and to ensure that consumers are benefiting from the competitive marketplace. In the insurance 

industry, as part of the financial services sector, the Competition Bureau seeks to make regulatory 

recommendations to provincial and territorial regulatory authorities, take advocacy action to promote a more 

knowledgeable consumer base, and facilitate trust in the marketplace. 

The scope of this report is limited to P&C insurance in Canada, and the Competition Bureau is seeking to 

understand four key elements about Canada’s insurance industry: 

1. What is the current state of competition in the marketplace? 

2. Do switching costs or other barriers to consumer mobility exist, and what are they? 

3. What policy changes can reduce switching costs and improve the level of competition in the P&C 

insurance space? 

4. What information gaps exist in the market that would assist policymakers if addressed? 

The brief begins with recommendations to highlight key lessons and findings and includes section references to 

assist readers in navigating the contents. Subsequent sections of this paper define core switching challenges, 

provide a case study of Ontario’s auto insurance sector to explore the switching costs present in Canada’s P&C 

insurance markets, and examine lessons from other sectors and countries that have attempted to lower switching 

costs and promote competition. Lastly, information gaps, future research priorities, and an implementation plan 

for the proposed recommendations are outlined. 

2.0 Recommendations  

Given the biggest private market for auto insurance in Canada is in Ontario, this brief focuses on addressing 

switching costs in Ontario's auto insurance market and, where possible, draws broader insights on how to 

improve the level of competition in Canada’s P&C insurance markets. The report finds a lack of product 

differentiation in auto insurance, limited consumer understanding of the differences between products, and gaps 

in the regulatory oversight of switching costs and barriers. Therefore, this brief recommends:  

1. Increase product differentiation  

2. Enhance consumer understanding and ease of comparison between insurance products 

3. Improve regulatory oversight of consumer experience and ease of switching 

 
10 Competition Bureau Canada, “Competition Bureau Canada,” Home (Innovation, Science and Economic Development Canada, May 

7, 2021), https://www.competitionbureau.gc.ca/eic/site/cb-bc.nsf/eng/home. 
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Increase product differentiation 

Policy option 1: Review regulations to consider potential opportunities for further differentiation of auto 

insurance products  

Auto insurance coverage in Canada is heavily regulated in each province and territory. Companies are required 

to provide a standard set of coverage to each driver that is reviewed by the regulator, with a few optional add-

ons. The extent of mandatory coverage that is regulated means that providers have very little room to 

differentiate between the products that they offer, limiting how much they can compete. The adjustment or 

removal of mandatory elements in the basic auto insurance policy, such as duplicative medical coverage, could 

allow for more flexibility in pricing and coverage for consumers. For example, around 70% of Ontarians have 

“medical or income replacement insurance,” according to the Canadian Life and Health Association.11 

Additionally, auto insurance providers are second payers, and fill claims after supplemental coverage is used up. 

This creates confusion for consumers concerning which insurance provider (auto or other) they should go to 

when they have to file a medical claim following a motor vehicle accident. Allowing companies greater 

flexibility in terms of what they offer surrounding medical and income replacement insurance could allow auto 

insurance policies to be better tailored to consumers’ needs based on their existing levels of coverage.  

While auto insurance is heavily regulated to ensure sufficient protections for drivers, the extent of the regulation 

may actually be raising insurance costs for drivers. Any efforts to review regulations should include careful 

consultation with consumer groups and ensure that revisions do not negatively impact any specific drivers. For 

example, many low-income and part-time workers do not receive medical coverage through their workplace so 

the removal of some medical coverage from mandatory coverage could potentially impact these groups. Any 

revisions to existing policies should carefully consider the groups that would potentially be impacted by the 

removal or reduction in certain types of coverage. The Competition Bureau should convene provincial and 

territorial regulators to discuss where potential duplication of coverage may exist, and whether some aspects of 

mandatory coverage could be adjusted. At a provincial and territorial level, regulators would need to ensure 

sufficient consultations and assessment of the potential impacts were undertaken to ensure that any revisions to 

the regulations do not negatively impact some people more than others. Gender-Based Analysis tools can be 

used to ensure that consultations are conducted in a manner consistent with equality principles and any barriers 

to participation are minimized, if not removed. Moreover, these considerations can counteract the potentially 

negative public perception of governments being overly “pro-business,” which in some provinces may be 

especially politically risky.   

[See sections: 5.3: Equality considerations; 6.3 Current state of efforts to address switching barriers and 

challenges; 6.4 Broader issues impacting switching challenges and barriers]  

Policy option 2: Encourage usage-based insurance policies 

A usage-based insurance program is a method of monitoring and gathering data from vehicles including 

location, driving behavior, and driver activity based on telematics technology. “Pay-as-you-go” and “Pay-how-

you-drive” are two types of usage-based programs available in Canada. Each offers drivers the opportunity to 

pay less for auto insurance due to more accurate pricing decisions. The provincial and territorial governments 

should foster innovation by addressing regulatory barriers to usage-based insurance policies. For example, in 

2020, Alberta increased flexibility of usage-based policies so that they can now be used to set overall premiums. 

Ontario additionally lifted restrictions to encourage more flexible usage-based insurance programs. While these 

 
11 David Marshall, “Fair Benefits Fairly Delivered A Review of the Auto Insurance System in Ontario,” Fair Benefits Fairly Delivered 

A Review of the Auto Insurance System in Ontario (Toronto, Ont.: Ontario Ministry of Finance, 2017), 67. 
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policies allow for more tailored pricing and promise substantial savings for consumers from 5% to 10% off the 

bat,12 concerns remain over data ownership and privacy, as well as the use of demographic information. In 

addition, insurers providing usage-based insurance programs should be aware of cyber-attacks on customers, 

companies’ cloud infrastructure, and IT networks. The Competition Bureau should work with regulators and 

policymakers to examine barriers that are limiting insurance providers from launching usage-based insurance 

products, factors that make consumers reluctant to enroll in these programs, and mechanisms to sufficiently 

protect against price discrimination and ensure consumer control over data.  

[See sections: 5.3: Equality considerations; 5.4: Data portability; 6.1: Background and regulatory framework; 

6.4 Broader issues impacting switching challenges and barriers; 8.2: Lessons from Alberta on data collection 

and monitoring auto insurance switching costs; 9.0: Information gaps for consumers, industry, government, and 

suggested future studies] 

Enhance consumer understanding and ease of comparison between insurance products 

Policy option 3: Promote or develop comparison tools  

Comparison tools allow consumers to easily compare companies and products. They can improve shopping 

around and reduce the amount of time spent comparing quotes. As a result, many governments have either 

developed tools themselves or have accredited comparison websites. For example, the energy regulator in the 

UK, Ofgem, has accredited websites that abide by its “Confidence Code” to limit bias in rate calculation.13 

Another less specific model of rate comparison is providing rates for a few standard types of drivers, such as the 

Alberta Automobile Insurance Rate Board (AIRB) that allows consumers to compare 12 different driver 

profiles.14 In addition, the Board promotes non-accredited external websites, such as RATESDOTCA and 

insurancehotline.com.15 Meanwhile, in Australia, the Australian Securities and Investments Commission 

(ASIC), the government regulator, has developed its own price comparison tool for the general insurance 

marketplace. Based on these examples and survey data, the top data points that consumers are interested in 

comparing to inform switching include: (1) price of premium and deductible, (2) coverage offered, and (3) 

claims services.  

Even though a comparison tool will not increase product differentiation, it may aid consumers in switching 

through reducing the time it takes to search for and compare products. To be effective, this tool requires regular 

updating, which can be resource intensive. There are three main options for how this could be implemented: it 

can be run and managed by the regulator directly, managed indirectly by the government via oversight of rating 

websites, or privately run with no oversight. While no oversight is the cheapest and least resource intensive 

option, there are risks that the comparison tool could promote certain companies and serve more as a marketing 

agency for companies rather than a true comparison tool for consumers. Developing a comparison tool from 

scratch would allow regulators to customize, and tailor it with key data points that consumers are most 

interested in. However, regular updating would likely make this option the most resource intensive and would 

need to involve companies regularly sharing data on their products to make it as accurate as possible. Further, as 

shown in the case of Australia, the government also risks becoming de-facto third party seller when it controls 

 
12 Liam Lahey, “Why You Should Enrol in a Usage-Based Insurance Program,” Resource Hub (InsuranceHotline.com, December 7, 

2020), https://www.insurancehotline.com/resources/types-of-usage-based-insurance/. 
13 Ofgem, “Compare Gas and Electricity Tariffs: Ofgem-Accredited Price Comparison Sites,” Ofgem | Consumers (Ofgem, April 20, 

2021), https://www.ofgem.gov.uk/consumers/household-gas-and-electricity-guide/how-switch-energy-supplier-and-shop-better-

deal/compare-gas-and-electricity-tariffs-ofgem-accredited-price-comparison-sites. 
14 AIRB, “Compare Rates - Comparative Rating Tool,” Rating Profiles (Government of Alberta), accessed June 11, 2021, https://airb-

applications.alberta.ca/ratingprofiles/. 
15 Ibid. 
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the consumer interface, and risks crowding out the private sector, which could be seen as government 

overreach. A mid-way option between these two is the Ofgem model, where there is government oversight over 

rating websites. This would be much cheaper than a government-run comparison tool, but regulators would not 

be able to fully control the interface that consumers see, so it may not be as user-friendly or offer the most 

useful data points. Potentially, regulators could minimize some of these limitations by creating a clear set of 

recommended data points and oversight criteria for comparison websites to become “accredited.” This could 

include two tiers of comparison websites - some of which are “accredited” or “accredited plus,” if they meet the 

highest level of recommended criteria. The Competition Bureau should examine the comparison tools used 

across Canada and provide regulators feedback on how to improve the consumer experience. In addition, the 

Competition Bureau should consider examining the availability of comparison tools for other forms of P&C 

insurance, particularly home insurance which is purchased by most Canadians and not regulated.  

[See sections: 5.2: Understanding consumer mobility – benefits and barriers; 7.0: Global lessons on what is 

driving switching costs, and how to reduce them; 8.2: Lessons from Alberta on data collection and monitoring 

auto insurance switching costs; 9.0: Information gaps for consumers, industry, government, and suggested 

future studies] 

Policy option 4: Introduce mechanisms to increase shopping around at renewal, including prompts and longer 

renewal periods 

Renewal is an opportune time for consumers to consider whether they have the right product and best price by 

looking at the other products their provider offers or at other companies’ offerings. While comparison tools 

certainly play a role, this is a more passive approach and relies on consumers to be motivated enough to use the 

tools and explore options. The UK and Ireland have taken more active approaches, using prompts and longer 

renewal periods to ensure that consumers are reminded that they should shop around, and have enough time to 

do so. The UK government used randomized control trials to study the most effective tool to increase 

switching.16 At renewal, consumers were sent letters which included personalised cheaper deals from rival 

suppliers. The use of letters encouraged both internal switching (to different products with the existing supplier) 

and external switching (to another supplier). It is estimated that consumers saved on average £50 after receiving 

a letter.17 Ireland similarly acknowledged the potential savings for consumers and began requiring auto 

insurance providers to disclose at renewal what consumers had paid the previous year. While this approach still 

requires consumers to shop around, the aim was to make sure that consumers are aware of rate hikes with their 

current provider – encouraging them to re-negotiate or look elsewhere if they are not happy with the price 

offered. To complement this, all auto, household, and non-life insurance policy providers had to extend the 

renewal notice period by 5 business days, to 20 days, with the aim of encouraging shopping around.18  

While the effectiveness of these efforts at scale is largely unknown, beyond the smaller-scale trials in the UK, 

both countries’ initiatives demonstrate more active ways regulators could promote switching through prompts 

and extended notice periods. As a first step, the Competition Bureau should engage with regulators in the UK 

and Ireland to see how these efforts have impacted competition in their P&C insurance industries as well as 

consumer shopping around. This research should support a broader study by the Bureau of more active ways to 

encourage shopping around, beyond comparison tools, and may benefit from undertaking a randomized control 

trial, similar to the UK. 

 
16 King et al., “One Letter That Triples Energy Switching,” Our Work (The Behavioural Insights Team), accessed June 16, 2021. 
17 Ibid. 
18 Dominic Coyle, “Motor Insurance Firms to Be Forced into Greater Transparency,” The Irish Times (The Irish Times, November 1, 

2019), https://www.irishtimes.com/business/financial-services/motor-insurance-firms-to-be-forced-into-greater-transparency-

1.4068612. 
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[See sections: 7.1 Non-monetary switching barriers in UK natural gas; 7.2 Experience from Ireland on 

switching in auto insurance, and estimating savings from switching] 

Policy option 5: Improve consumer access to their own insurance data, and data mobility  

Insurance companies require a significant amount of data from consumers to provide an accurate price estimate. 

This makes obtaining a comparative quote quite challenging. While data is lacking for Ontario, 2019 data in 

Alberta showed that many auto insurance consumers found that there were too many questions to obtain a 

comparative quote (16%), and required speaking with a broker or agent to get an estimate (29%).19 To speed up 

this process, consumers should at a minimum be able to obtain and share their information with other 

companies, and regulators should work towards efforts to improve consumers' access to their own insurance 

data. In Canada, the proposed Bill C-11: Consumer Privacy Protection Act largely sets the standard for these 

efforts, but it appears to only allow consumers to share their data with other companies, and not access it 

directly. This minimum standard looks unlikely to move forward in the short-term since this legislation has not 

passed at the time of writing and may be interrupted by a widely anticipated election before Parliament resumes. 

Canadian consumers are thus expected to continue to struggle to obtain and transfer their own data.  

The Competition Bureau should promote efforts to increase consumer access to their own data, and data 

mobility. Building off of lessons from the country’s open banking practices regarding data mobility, the 

Competition Bureau could investigate ways to apply these practices in the P&C insurance industry. More 

targeted efforts to promote consumer data access could look to international initiatives such as the UK’s 

“Midata” initiative. It is a voluntary program led by large corporations and consumer groups to give consumers 

access to their personal data in a portable and electronic format, so that they can provide it to other service 

providers.20 However, given that financial data is among the most sensitive of personal data, launching these 

types of schemes requires a considerable investment of time and energy, as well as ensuring that insurers have 

sufficient technological capabilities. The Competition Bureau should explore these international efforts and 

consider piloting a voluntary program which improves consumers' access to their own data. These efforts to 

ease consumer comparisons will not only address consumer switching barriers, but more broadly address the 

data barriers that new companies face when trying to attract and accurately price potential consumers.  

[See sections: 5.4: Data portability; 8.1: Data portability a significant barrier to switching in open banking; 8.2: 

Lessons from Alberta on data collection and monitoring auto insurance switching costs]  

Policy option 6: Require companies simplify contracts and use plain language contracts or templates  

When signing up for P&C insurance or when shopping around, Canadian consumers have a difficult time 

gaining a full understanding of their current or potential new contracts. This is because onerous language and 

complicated clauses are often used in insurance contracts and related documents. When consumers are unable to 

fully understand their insurance policies, they have a difficult time making informed decisions or meaningfully 

comparing offers between providers. This is only further complicated by the practice of insurance bundling 

which makes it difficult for consumers to evaluate how their needs match the individual policy components of 

the bundle (i.e. how much home versus auto insurance they might need). Even with helpful comparison tools at 

 
19 James Cuming, “Consumer Perspectives on Automobile Insurance: Report of the Consumer Representative,” (Edmonton, AB: 

AIRB, 2019), https://airb.alberta.ca/industry-information/annual-review/2019/Consumer-Representative-Submission-and-Survey-

Results.pdf, 6.  
20 Department for Business Innovation and Skills, “Review of the Midata Voluntary Programme,” Review of the Midata Voluntary 

Programme (London, UK: Government of UK, 2014), 

https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment_data/file/327845/bis-14-941-review-of-the-

midata-voluntary-programme-revision-1.pdf. 
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their disposal, consumers require sufficient knowledge and understanding to reduce their searching costs and 

make full use of such tools. Therefore, plain language P&C insurance contracts are necessary to restore 

economic trust and information symmetry between consumers and providers.  

A possible challenge faced when implementing plain language contracts, however, is that it does not guarantee 

an understanding of insurers’ policies and practices among consumers. Plain language contracts can greatly 

improve consumers’ ability to understand their policies but do not necessarily fill conceptual gaps in 

consumers’ knowledge. Additionally, “plain language” can be a difficult thing to define in a highly technical 

industry such as insurance. Nevertheless, the Competition Bureau should recommend plain language be used in 

all P&C insurance contracts, especially in auto insurance which is a required product. This will ensure 

consumers have a better understanding of the policies offered and allow them to better compare competing 

providers and assess their needs as consumers. A more informed consumer leads to a more competitive 

marketplace. 

[See sections: 5.2: Understanding consumer mobility – benefits and barriers; 6.3: Current state of efforts to 

address switching barriers and challenges] 

Policy option 7: Improve oversight of advertising practices, and ensure that consumers are not being misled 

Currently, advertising in the Canadian auto insurance market promotes the misconception that there is greater 

product differentiation between insurance providers than actually exists. In Ontario, where base auto insurance 

products (without tailored add-ons) are set by the regulator – severely reducing product differentiation between 

individual providers – insurance companies have been pushed to create the illusion of greater differentiation 

through advertising tactics. Advertising that is potentially misleading, and in the worst cases interpreted as false 

advertising, can create the illusion of greater product differentiation and along with a lack of nuanced consumer 

understanding of base policies, leads to greater confusion among consumers. Consumers, in some cases, can be 

at risk of overpaying for insurance add-ons that they do not require. This is particularly true with insurance 

bundling which is often used as a mechanism of differentiation by insurance firms. By allowing greater product 

differentiation, ensuring consumers are more informed and have better tools at their disposal, and by requiring 

companies’ advertisements to be clear and direct about the range of products being sold, insurance consumers 

will have an easier time selecting the cheapest policies that best suit their needs. 

While the Competition Bureau’s mandate does include a commitment to ensuring truth in advertising, a possible 

difficulty of protecting consumers in this domain is that it is easy to mislead a credulous consumer. 

Furthermore, false advertising is especially damaging when directed to large audiences such as the general P&C 

insurance consumer.21 Thus, due to the wide audience and the complicated or technical nature of the products 

being sold, perfect understanding amongst the general public of insurance is difficult to achieve. Additionally, 

clearer advertising will not achieve real product differentiation and therefore leaves open the opportunity for 

insurers to use advertising to create false differentiation between base products. Furthermore, restricting 

advertising tactics in Canada always carries a political risk since it may be interpreted by companies and the 

general public as increased censorship. Taking these risks into account, the Competition Bureau should build 

comprehensive recommendations that ensure advertising around mandatory insurance products is clear, 

simplified, and does not mislead consumers by implying product differentiation that does not exist. Moreover, 

these recommendations may also inform other areas of the Competition Bureau’s work in protecting consumers 

 
21 Competition Bureau Canada, “Ensuring Truth in Advertising,” Competition Bureau Canada (Innovation, Science and Economic 

Development Canada, February 14, 2018), https://www.competitionbureau.gc.ca/eic/site/cb-bc.nsf/eng/04255.html. 
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from false or misleading advertising, such as in parallel sectors within financial services or relatedly technical 

industries.  

[See sections: 3.0: Context; 5.2: Understanding consumer mobility – benefits and barriers; 6.3: Current state of 

efforts to address switching barriers and challenges] 

Improve regulatory oversight of consumer experience and ease of switching 

Policy option 8: Encourage provincial and territorial regulators to regularly collect data on switching 

Regular monitoring and data collection can help regulators better understand the consumer experience, and 

whether a market is sufficiently competitive. Building on the data collection experiences in Alberta, the UK, 

and Ireland, provincial and territorial regulators should collect annual data on: (1) whether consumers obtained 

a comparative quote and challenges obtaining a comparative quote, (2) whether consumers have switched 

insurance companies in the last two years and reason for switching, and (3) whether consumers saved if they 

switched.  

The resource intensity of this data collection varies largely based on sample size, number of questions asked, 

and survey methods. For example, in the case of Alberta, 1,188 people participated in phone and web surveys, 

and another 49 people participated in focus groups or in-depth phone interviews in order to collect additional 

qualitative feedback on consumer experience. In comparison, a 2020 online consumer switching survey 

commissioned by Innovation, Science and Economic Development Canada (ISED) included responses from 

4,000 Canadians, 661 of which answered questions on car insurance, with 210 of these car insurance 

respondents from Ontario. While a national survey will likely drive down data collection costs for individual 

regulators, and can more easily cut across sectors that are under the jurisdiction of different regulators at a 

provincial or territorial level, the sample size will likely be lower, as in the case of the auto insurance data from 

ISED survey. This ultimately provides less granular data for each regulator. In addition, it could be more 

complicated to co-design the survey questions and methods with various regulators and would not be able to 

accommodate all the jurisdictionally tailored or sector-specific questions from each regulator.  

To support this effort, the Competition Bureau could begin by examining which jurisdictions are collecting all 

or some of this data annually, and how it is being used to inform policymaking. Then, the Bureau could convene 

discussions amongst regulators on how to improve monitoring and data collection related to consumer shopping 

around and switching, based on these national examples and international best practices. These discussions 

could include the role of the federal government’s 2020 ISED survey, how it could contribute to filling some of 

the data gaps in the short-term, and its role in the future to support regulators. While data collection was 

investigated largely related to auto insurance in this brief, it is critical to ensure that, in all markets, businesses 

face a credible threat of losing consumers due to switching. These recommended data points could thus be 

collected for other forms of P&C insurance to improve government oversight and understanding of consumer 

experience in all forms of P&C insurance.  

[See sections: 6.3: Current state of efforts to address switching barriers and challenges; 7.2: Experience from 

Ireland on switching in auto insurance, and estimating savings from switching; 8.2: Lessons from Alberta on 

data collection and monitoring auto insurance switching costs; 11.1: Detailed survey data; 11.2: Additional case 

studies: UK general insurance & Canada telecommunications] 
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Policy option 9: Ensure consumer perspectives are monitored and addressed 

Beyond data collection, consumer perspectives should be regularly consulted and meaningfully addressed. This 

could include creating an independent Consumer Representative at the rating board/agency level in all 

provinces and territories, improving information exchange with the national General Insurance OmbudService, 

and increasing support for and engagement with both national and subnational consumer groups. In the case of 

Alberta, the AIRB has an independent Consumer Representative that solicits consumer feedback each year so 

that consumers are represented in the annual review process and can inform industry rate benchmarks. Where 

an independent representative does not exist, regulators could actively engage consumer groups. However, 

groups engaged in this brief expressed a severe lack of capacity and funding to engage in government 

consultation processes, so governments should also explore ways of fostering vibrant and active consumer 

groups in their jurisdictions. Additionally, when seeking meaningful consultation directly from consumers, a 

broad yet deep lens should be adopted to ensure that the voices of different population groups and communities 

are represented. The Competition Bureau could explore the various ways that provincial and territorial 

regulators are including consumer perspectives in regular review processes in auto insurance, including 

revisions to rates, and the challenges and benefits of each approach to ensure consumers are adequately 

represented and able to inform these processes. While this is widely applicable to P&C insurance, it is 

particularly important in auto insurance since this sector involves regular revisions to rates and rules and would 

benefit from structured and regular input from consumers. 

[See sections: 5.3: Equality considerations; 6.3: Current state of efforts to address switching barriers and 

challenges; 8.2: Lessons from Alberta on data collection and monitoring auto insurance switching costs; 11.2: 

Additional case studies - UK general insurance and Canada telecommunications] 
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Summary 

Table 1: Summary of barriers, impacts on consumers and competition, and policy options 

No. Barrier Impact on consumers and/or competition Policy options 

1 Lack of product 

differentiation in 

auto insurance  

Consumers: All policies are at a similar price. 

Competition: Majority of auto insurance 

coverage is fully regulated so the product 

largely does not, and cannot, differ from one 

company to the next. Companies’ products 

therefore do not greatly differ on price for the 

mandatory coverage, only service. 

Review regulations, encourage 

usage-based insurance policies 

2 Limited 

understanding of 

the differences 

between products 

Consumers: It is too time consuming to 

compare products and assess differences, so 

consumers stay with the same provider, or 

rely on recommendations from family and 

friends. 

Competition: Consumers cannot easily 

compare products and make data-driven 

decisions, so there is a limited threat of 

switching. 

Promote or develop comparison 

tools, introduce mechanisms at 

renewal, improve consumer data 

access and mobility, use plain 

language contracts, enhance 

oversight of advertising practices 

3 Lack of regulatory 

oversight of 

switching costs and 

barriers  

Consumers: Concerns and barriers are not 

being addressed by regulators in a timely 

manner. 

Competition: Regulators do not fully 

understand the state of competition, its impact 

on consumers, and whether a credible threat 

of switching exists.  

Provincial and territorial 

regulators regularly collect data 

related to switching, consumer 

perspectives measured and 

monitored  
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3.0 Context  

To understand switching costs in P&C insurance in Canada, it is first important to unpack why consumer 

switching and efforts to promote competition are so intertwined, as well as how this is currently promoted and 

protected in both federal and provincial and territorial rules. 

Competition 

The level of competition in a market varies: “[a] market is said to be competitive when its firms have little or no 

market power. The more market power the firms have, the less competitive is the market.”22 When firms have 

no market power, it is called a perfectly competitive market, and this usually covers markets for raw materials 

such as wheat and ore since all products are identical. Characteristics of perfect competition are that “[f]irms 

sell an identical product, consumers know the prices and characteristics of the product, each firm is small 

relative to the size of the industry, and firms are free to enter and exit the market.”23 However, many markets 

are not perfectly competitive, and fall between perfect competition and monopoly markets, where a single firm 

sets the price. Insurance markets are no exception. The two types of industries in the middle are either 

characterized by many small firms with differentiated products (monopolistic competition), or a few large firms 

with similar products (oligopoly)24: 

● Monopolistic competition: firms have some degree of power, can influence their prices to some degree, 

spend some money on advertising, and sell different products (to some degree, such as different levels of 

service) 

● Oligopoly: businesses have considerable market power but still compete; usually the market is made up 

of a few major well-known firms   

When products are not identical and each firm is not necessarily small compared to the size of the industry, the 

market is imperfectly competitive, and the main characteristics of competition are:  

● Consumers: Consumers have the ability to compare service providers and make data-driven choices, so 

there is a credible threat of consumer loss due to switching; 

● Market actors and share: More than a few actors exist in the marketplace, none of which have an 

excessive share of the market; and 

● Entry/exit: Credible threat of entry exists, which forces prices by incumbent firms to be kept relatively 

low.25 

A main feature that protects consumers’ interests, in addition to having multiple companies to choose from and 

companies entering and exiting the market, is the ability to switch between providers. Anything that constrains 

or limits switching between providers is considered a “switching cost.”  

 
22 Christopher T. Ragan, Microeconomics, 16th ed. (Toronto: Pearson Canada, 2019), 196. 
23 Ibid, 197. 
24 Ibid, 251. 
25 Competition Bureau Canada, “Submission by the Commissioner of Competition before the Department of Finance Canada,” 

Technical Guidance Documents (Innovation, Science and Economic Development Canada, February 14, 2018), 

https://www.competitionbureau.gc.ca/eic/site/cb-bc.nsf/eng/04313.html. 
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The closer markets, including insurance, are to perfect competition, the better they will likely be for consumers 

in terms of efficiency and low/competitive prices. In this context, efficiency means that on average consumers 

are better off. However, efficient outcomes can be inequitable and may necessitate remedy.  

Promoting competition in P&C insurance, and protecting consumers’ interests through switching in Canada 

P&C insurance “provides coverage for all risks other than life, including automobile, property, and liability 

insurance.”26 There is both federal and provincial and territorial legislation in Canada promoting competition in 

P&C insurance and protecting consumers’ interests. Encouraging switching and shopping around is a key way 

that regulators seek to protect consumers’ interests.  

● Federal rules: The Competition Act aims to encourage competition in all sectors in Canada. It applies to 

all businesses in the country and includes goals to ensure that small and medium businesses have equal 

opportunity, and that consumers have “competitive prices and product choices.”27 Additionally, issues 

related to data portability between firms and data privacy are governed by federal legislation. 

Companies in each province and territory must follow this legislation when they offer products. More 

specific to P&C insurance at a national level, the Office of the Superintendent of Financial Institutions 

regulates the solvency of P&C insurance companies.  

● Provincial and territorial rules: Regulators in each province and territory exercise jurisdiction over 

insurance products and market practices as well as solvency for any provincially or territorially 

registered companies. Regulating market practices includes the protection of consumer interests, and 

regulations range from price rating to claims to marketing.28 

Given this separation of powers, provincial and territorial regulators of financial services commonly have 

consumer protection within their mandate. For example, in Ontario, FSRA regulates a number of financial 

service sectors including P&C insurance. The authority’s mandate includes public education, transparency and 

information disclosure, increasing public confidence, and deterring fraudulent or deceptive practices.29 More 

specifically, on consumer protection, the FSRA focuses on improving consumer “safety, fairness and choice.”30 

While not explicitly stated, monitoring and promoting switching is implicitly included given the emphasis on 

consumer fairness and choice. Further, FSRA’s activities include encouraging a competitive financial services 

sector and encouraging innovation, both of which necessitate efforts to promote switching.31 

 

 
26 Office of the Superintendent of Financial Institutions, “Property and Casualty Companies,” Office of the Superintendent of 

Financial Institutions (Government of Canada, May 10, 2021), https://www.osfi-bsif.gc.ca/Eng/fi-if/ic-sa/pc-sam/Pages/default.aspx. 
27 Competition Bureau Canada, “The Competition Act,” Competition Bureau Canada (Innovation, Science and Economic 

Development Canada, February 22, 2018), https://www.competitionbureau.gc.ca/eic/site/cb-bc.nsf/eng/04267.html. 
28 Insurance Bureau of Canada, “Insurance Regulators,” Insurance Bureau of Canada (Insurance Bureau of Canada), accessed June 11 , 

2021, http://www.ibc.ca/pe/resources/industry-resources/insurance-regulators. 
29 FSRA, “About FSRA,” About FSRA | Financial Services Regulatory Authority of Ontario (FSRA, 2021), 

https://www.fsrao.ca/about-fsra. 
30 Ibid. 
31 FSRA achieves its mandate by “promoting high standards of business conduct; fostering a sustainable, competitive financial 

services sector; responding to market changes quickly; promoting good administration of insurance and pension plans; and 

encouraging innovation.” Ibid. 
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4.0 Methodology  

The brief involves desktop research, survey data analysis, as well as stakeholder and expert interviews to 

explore the four key questions outlined in the Competition Bureau’s project mandate. Desktop research 

examined switching and switching costs in Canada and internationally, largely related to P&C insurance. 

Academic research, Competition Bureau assessments, and insurance industry reports were all reviewed. In 

addition, the team analyzed survey data from ISED that was conducted in 2020 and supplied by the Competition 

Bureau. To complement all desk research and data analysis, the team spoke with 13 experts from the insurance 

industry (companies and associations), consumer groups, provincial and federal regulators, academia, and legal 

sector.  

The main search terms included: “switching costs” and “switching barriers” as well as “consumer mobility” and 

“consumer fairness” to get a broad understanding of the barriers that consumers experience when trying to 

switch products. Generally, barriers were understood to be any identified friction that consumers’ experienced 

when trying to switch between products. Mainly, the team used Google and Google Scholar to identify 

resources, in addition to recommendations from experts. A key limitation of the findings is that they were not 

informed by individual consumer interviews. It was not possible to conduct such interviews given time and 

resource constraints.  

Acknowledging this limitation, the following measures were taken to ensure consumer perspectives were 

adequately represented in this report: interviewed a consumer advocacy organization, analyzed ISED consumer 

survey data, and reviewed consumer-centred focus group data that was recently published by Ontario’s auto 

insurance regulator. However, researchers were unable to compare the exact prices that consumers paid, or were 

quoted, for various auto insurance products since this was not included in the available data.  

Summary of survey data used 

In 2020, ISED commissioned a survey through Canada’s Privy Council Office to assess the switching behaviour 

of a random sample of Canadians in various industries. The study ran from March to August 2020. Over 4,000 

Canadians were surveyed, under a split sample design, across six product categories: cellphone services (691), 

banking services (683), internet (685), home insurance (633), cable television (613), and car insurance (654). 

5.0 Switching costs and consumer mobility  

Switching costs and consumer mobility can be defined and examined in various ways. This section clarifies 

how to think about “switching costs” in the context of this brief. It also unpacks the benefits and barriers to 

consumer mobility, equality and data mobility considerations, as well as emerging issues.  

5.1 The scope and impact of switching costs  

Defining switching costs 

There is no single, agreed upon, definition of what a “switching cost” is. Some authors define switching costs 

purely as quantifiable, transactional, monetary costs: “the cost a consumer incurs upon switching insurance 

providers after the search has been completed,”32 whereas others provide a broader conception of switching 

costs to “consist of both monetary expenses (fines, fees, contractual obligations) and nonmonetary costs (time 

 
32 Elisabeth Honka, “Quantifying Search and Switching Costs in the US Auto Insurance Industry,” The RAND Journal of Economics 

45, no. 4 (2014): pp. 847-884, https://doi.org/10.1111/1756-2171.12073, 847. 
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or psychological efforts).”33 In keeping with the Competition Bureau’s advocacy reports, this brief incorporates 

both monetary and non-monetary costs into the definition of switching costs.   

According to the Competition Bureau, switching costs include both the monetary fees (fines, fees, contractual 

obligations) and non-monetary barriers (time or psychological efforts) that consumers incur when switching, or 

attempting to switch, between service providers. Examples of switching costs include:   

● “Fees incurred for switching between policies or terminating contracts; 

● Barriers to assessing competitive options or difficulty in being able to compare service packages due to 

opaque pricing schemes that may or may not include service bundling; 

● Inability to ensure that personalized data held by one service provider is transferred to competitors (i.e. 

issues of data portability) and ensuring that consumers are able to switch without their personal data 

being transferred; and 

● Requiring in person contact for switching providers and opening/closing accounts.”34 

Switching costs keep consumers content with sub-optimal policies, products, and pricing in producing 

inefficient market outcomes.35 This is to say, both tangible and intangible barriers to switching lock consumers 

into contracts without meaningfully shopping the market and comparing product prices or company services. 

Moreover, research indicates that trust and comprehension are among the more consequential switching costs in 

private P&C insurance markets.36 

Common switching cost indicators come in the form of consumer satisfaction surveys and company data related 

to retention rates.37 If retention rates are high, but the desire of consumers (as indicated by survey data) to find 

better rates is also high, this could indicate that market barriers (in the form of switching costs) are preventing 

consumers from optimizing their utility. Hence, high retention rates signal a lack of active searching on the part 

of consumers.38 Available data indicates that Canada’s private auto insurance companies maintain retention 

rates upwards of 80%.39 

The rate at which new companies are entering the market can also be used as an indicator of the rate at which 

switching and searching costs are increasing or decreasing. One could infer that, if entry barriers are high, rate 

changes would most commonly (at least in aggregate) increase year-to-year. Annual aggregate rate change data 

and new market entry (new companies) data could serve as a metric for market barriers. 

 

 
33 Vu Minh Ngo and Drahomíra Pavelková, “Moderating and Mediating Effects of Switching Costs on the Relationship between 

Service Value, Customer Satisfaction and Customer Loyalty: Investigation of Retail Banking in Vietnam,” Journal of International 

Studies 10, no. 1 (2017): pp. 9-33, https://doi.org/10.14254/2071-8330.2017/10-1/1, 13. 
34 Competition Bureau Canada, “Submission by the Commissioner of Competition before the Department of Finance Canada,” 

Technical Guidance Documents (Innovation, Science and Economic Development Canada, February 14, 2018), 

https://www.competitionbureau.gc.ca/eic/site/cb-bc.nsf/eng/04313.html. 
35 Honka, “Quantifying Search and Switching Costs in the US Auto Insurance Industry,” 872. 
36 FSRA, “Final Report of the Residents’ Reference Panel on Automotive Insurance in Ontario,” Final Report of the Residents’ 

Reference Panel on Automotive Insurance in Ontario (Toronto, Ont.: Financial Services Regulatory Authority of Ontario, 2021), 16. 
37 Ibid, 848. 
38 Ibid. 
39 Cuming, “Consumer Perspectives on Automobile Insurance,” (Edmonton, AB: AIRB, 2019), 24. 
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Examples of switching rates and costs in Canada 

The 2020 ISED survey data provides some useful insights on the switching behaviour of P&C insurance 

consumers in Canada. The rates that respondents switched their provider in the last 12 months varied by sector. 

Relevant to P&C insurance, 8% switched their home insurance provider and 11% their car insurance provider. 

These switching rates are in the middle compared to other sectors – banking was 6% whereas internet provision 

was 14%.40 The renegotiation rates for the P&C insurance sectors measured are slightly lower than other 

sectors, with home and car insurance at 16% and 20%, respectively. Banking is the only sector with lower 

renegotiation rates at 11%.41 Cellphone, internet, and cable TV all have renegotiation rates between 25 and 

31%.42 Across all service lines covered in the survey (cellphone, internet, cable television, banking, home 

insurance, and car insurance), older Canadians (55+), and those residing in Ontario, indicate higher rates of 

switching relative to other age ranges and regions, at 39% and 30%, respectively.43 However, this overall trend 

does not hold up for car insurance. Switching rates for car insurance were higher among Eastern provinces (e.g. 

19% in Atlantic Canada), and lower in Central (8% in Ontario) and Western (7% in Alberta) Canada, but all 

well below 30%.44 And, by age group, car insurance switching rates in Canada are only 18% for ages 18-34, 

10% for ages 35-54, and 7% for 55+.45 In addition, many respondents predicted significant savings would 

accrue from switching. For example, 19% of all Canadians surveyed estimated that they would save $20 to 

$39.99 if they switched their car insurance.46 This data on car insurance will be further examined in the Ontario 

case study, Section 6. 

Beyond the monetary aspects, FSRA’s Final Report of the Residents’ Reference Panel on Automotive Insurance 

in Ontario (2021) indicates that non-monetary barriers to switching auto insurance providers or policies are 

often more significant than monetary ones.47 Consumers find it burdensome to complete the research needed in 

order to properly compare prices and coverage options between providers and plans. Increased consumer access 

to amalgamated data on products and providers, and easy to use comparison tools, could help to incentivize 

increased rates of shopping around on the part of consumers.  

5.2 Understanding consumer mobility – benefits and barriers 

One of the distinguishing features of non-monetary switching costs is consumer mobility, the ease that 

consumers can move from one provider to the next.  

Benefits 

Across industries, there are substantial benefits to switching for consumers – chiefly accessing reduced rates 

and more tailored services.48 Conversely, companies make higher profits on long-term customers. With respect 

to the insurance industry, research in the UK demonstrates that most insurance companies compete for new 

 
40 Competition Bureau Canada, “Consumer Switching Behaviour,” Competition Bureau Canada (Innovation, Science and Economic 

Development Canada, January 18, 2021), https://www.competitionbureau.gc.ca/eic/site/cb-bc.nsf/eng/04570.html. 
41 Ibid. 
42 Ibid. 
43 ISED, “Investigation of Consumer Service Switching Behaviours: Findings: Survey March - August 2020,” 16. 
44 ISED, “Investigation of Consumer Service Switching Behaviours: Survey March - August 2020,” Excel data. 
45 Ibid. 
46 Consumer Switching Behaviour.” Competition Bureau Canada. Innovation, Science and Economic Development Canada, January 

18, 2021. https://www.competitionbureau.gc.ca/eic/site/cb-bc.nsf/eng/04570.html. 
47  FSRA, “Final Report of the Residents’ Reference Panel on Automotive Insurance in Ontario,” 2021. 
48 Ali Hortaçsu, Seyed Ali Madanizadeh, and Steven L. Puller, “Power to Choose? An Analysis of Consumer Inertia in the Residential 

Electricity Market,” American Economic Journal: Economic Policy 9, no. 4 (January 2017): pp. 192-226, 

https://doi.org/10.1257/pol.20150235, 192.  
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consumers in the industry, and often make little to no profits when seeking to capture new customers. Profits are 

made through long-term loyal customers who receive inflated insurance premiums.49 Thus, long-term customers 

often experience price hikes with their existing provider. These consumers thus can access better rates and more 

innovative services as a new customer elsewhere. 

A related benefit for consumers derived from switching is that it increases economic trust between consumers 

and service providers.50 In this context, economic trust can be defined as “a customer’s bet on an insurer’s 

future contingent actions, ranging from paying claims to protecting personal data and ensuring the integrity of 

algorithms.”51 Additionally, an increase in economic trust reduces the total deadweight loss in the market and 

may result in more accurate pricing for consumers. Losses in economic trust occur through asymmetric 

relationships between consumers and producers and where knowledge is insufficiently shared.52 More 

specifically, this occurs when insurance companies attempt to counterbalance the unknown risk of new 

customers by overpricing their loyal long-term customers. Thus, switching has the potential to increase 

economic trust and reduce information asymmetries. 

Barriers 

 

While the benefits of switching insurance providers for consumers include reduced prices, more tailored 

services, and more equitable relationships with insurers, there are many barriers that prevent consumers from 

leaving their current providers.  

First off, price bundling prevents consumers from meaningfully understanding their service packages as well as 

from comparing the pricing of individual products within such bundles against competing providers’ bundles. 

This has been demonstrated in the UK telecommunications’ industry, where bundled services are never quite 

what the consumer wants, but consumers exhibit a lack of ability to compare costs.53 As one Canadian 

consumer advocate put it: “unnecessary complexity in insurance offerings, including through product bundling, 

makes it difficult for consumers to make informed decisions.” In this way, bundling can add complexity to 

insurance offerings, making it harder for consumers to understand the prices and coverage offered in their 

policies.  

Consumer advocates familiar with the industry also argue that the perpetuation of a false narrative that it is too 

difficult to switch insurance providers reduces overall switching. This again points to the lack of consumer 

understanding around insurance services and their pricing. Ultimately, this results in consumers overpaying for 

products that they do not understand and do not need. 

Relatedly, consumers experience “locked-in” effects as long-term customers of a specific provider.54 Different 

from consumer loyalty, “locked-in” effects occur when consumers are “locked” in by contracts that prevent 

consumers from switching (either through high cancellation fees or the manipulation of other switching costs).55 

Consumer advocates argue that it should be as easy to leave a company as it is to sign up for services. Both 

 
49 Financial Conduct Authority, “Increasing Transparency and Engagement at Renewal in General Insurance Markets – Feedback on 

CP15/41 and Final Rules and Guidance,” (London, U.K.: Financial Conduct Authority, 2021). 
50 The Geneva Association, “The Role of Trust in Narrowing Protection Gaps,” The Role of Trust in Narrowing Protection Gaps 

(Zurich: The Geneva Association, 2019), 1. 
51 Ibid. 
52 Ibid, 2. 
53 Financial Conduct Authority, “General Insurance Pricing Practices,” 7. 
54 Hellmer, “Switching Costs, Switching Benefits and Lock-In Effects — The Reregulated Swedish Heat Market,” 563.  
55 Ibid.  
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perceptions of these locked-in effects and the actual financial or time barriers that they present are relevant in 

preventing consumers from switching. 

Digital offerings do not provide a solution to these issues in the short-term. Currently, these offerings lack 

maturity with stagnant growth in the industry over the last decade because of limited technological 

advancements.56 This also means that insurance consumers have less control and ability to manipulate their 

services directly.57 A lack of data portability can also significantly limit consumers' access to new services or 

new providers altogether. Ultimately, the relative lack of ease of manipulating one’s services in the Canadian 

insurance industry, compared to other industries, results in less switching on the part of the consumer. 

Information asymmetries exist between consumers and providers. Increasing trust on both sides encourages 

more accurate disclosures and allows for better and more accurate pricing.58 When economic trust is eroded due 

to asymmetric information, consumers are not only receiving inflated prices, but consumers are less trusting of 

new services offered (even at lower prices).59 A lack of trust industry-wide results in reduced switching between 

providers, other than switching to more tailored policies with the same provider. Moreover, digital technologies 

have the potential to change this power imbalance and stagnation through more accurate data collection, 

improved transparency of pricing, which will overall increase economic trust. 

Lastly, the traditional use of insurance brokers may be negatively impacting the rate of switching in the 

insurance industry. In the past, consumers interacted primarily with insurance brokers when shopping for 

providers and this individualized relationship may be limiting switching. This is because consumers may feel 

pressure to stay with their brokers when attempting to switch or may not be receiving adequate information 

about switching from their brokers who often act as information intermediaries. Contrary to insurance 

advertising, available consumer data indicates that the idea of the local insurance broker is dying as consumers 

seek more control in managing their services through digital platforms.60  

Below, Figure 1 illustrates the consumer experience to access P&C insurance, with a focus on auto insurance, 

detailing these key barriers to mobility. 

 

 

 

 

 

 

 
56 Anuradha Raghuram, “Leveraging Behavioural Science in Insurance: A Systematic Review,” Master of Behavioral and Decision 

Sciences Capstones, July 9, 2019, https://repository.upenn.edu/mbds/14/, 2. 
57 J.D. Power, “Canadian Insurance Companies Fall Short of Customers’ Digital Expectations, J.D. Power Finds,” J.D. Power (J.D. 

Power, June 25, 2019), https://canada.jdpower.com/press-releases/2019-canada-insurance-digital-experience-report. 
58The Geneva Association, “The Role of Trust in Narrowing Protection Gaps,” 1. 
59 Ibid. 
60 J.D. Power, “Canadian Insurance Companies Fall Short of Customers’ Digital Expectations, J.D. Power Finds,” J.D. Power (J.D. 

Power, June 25, 2019). 
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Figure 1: Consumer journey in the P&C insurance industry and various barriers to consumer mobility 

 

5.3 Equality considerations 

Beyond consumer mobility, there are specific equality issues that must be considered related to P&C insurance. 

For the purposes of the discussion below we are focusing on equality considerations, based on Canadian case 

law and Charter rights, to provide a framework for potential policy changes in Canada’s P&C insurance 

industry. 

This report understands equality as outlined by federal and provincial human rights law. Section 15 (1) of the 

Canadian Charter of Human Rights and Freedoms states that all Canadians are equal before the law and have 

“the right to equal protection and benefit of the law without discrimination”.61 Under Section 1 of the Ontario 

Human Rights Code, “every person has a right to equal treatment with respect to services, goods and facilities, 

without discrimination because of race, ancestry, place of origin, colour, ethnic origin, citizenship, creed, sex, 

sexual orientation, age, marital status, family status or disability”.62 In this way, certain inalienable 

characteristics emerge as protected grounds against discrimination. Furthermore, according to Canadian law, 

substantive equality is concerned with the equality of outcomes and the recognition that different groups of 

people may experience unequal opportunities.63 This may necessitate differential treatment of various peoples in 

order to achieve fair and just outcomes.64  

 
61 Canadian Charter of Rights and Freedoms, s 15, Part 1 of the Constitution Act, 1982, being Schedule B to the Canada Act 1982 

(UK), 1982, c 11. 
62 Human Rights Code, RSO 1990, c H-19. 
63 Government of Canada; Indigenous Services Canada, “Jordan's Principle: Substantive Equality Principles,” Government of Canada; 

Indigenous Services Canada (Government of Canada, November 21, 2019), https://www.sac-

isc.gc.ca/eng/1583698429175/1583698455266. 
64 Blue Wooldridge and Betsy Bilharz, “Social Equity: The Fourth Pillar of Public Administration,” Global Encyclopedia of Public 

Administration, Public Policy, and Governance, February 6, 2017, https://doi.org/https://doi.org/10.1007/978-3-319-31816-5, 3. 
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A variety of equality issues in insurance pricing arise through overlapping factors connected with protected 

grounds under human rights legislation. That being said, the Supreme Court of Canada ruled in 1992 in Zurich 

Insurance co. v. Ontario (known as Bates v. Zurich) that insurance companies can use personal characteristics 

protected under human rights grounds in their pricing practices, as long as those practices meet two standards.65 

This is known as the “reasonable and bona fide” test under section 22 of the Ontario Human Rights Code. An 

insurance pricing practice is characterized as bona fide if it was adopted with honest intent.66 An otherwise 

discriminatory practice is also considered reasonable according to the court if: “it is based on sound and 

accepted insurance practice and there is no practical alternative.”67 In this way, the Supreme Court of Canada 

recognized the difficulty of the task insurance companies face in quantifying potential risk and their reliance on 

statistically valid data available – even though that data uses protected human rights grounds like gender, age, 

and marital status. On the other hand, in their judgment the Court stated that the industry should seek to find 

new data points for their pricing practices and avoid, when possible, pricing consumers based on their personal 

characteristics.68  

In the last three decades, human rights law related to the insurance industry has not changed much. Meaning, 

insurance companies still use data based on protected grounds in their pricing schemes. This stands in contrast 

to Europe, where the use of a consumer’s personal characteristics in determining their relative risk is considered 

discriminatory and is prohibited under a 2011 European Court of Justice ruling.69 While we do not have 

sufficient data to identify exact groups of people who may be experiencing disproportionate impacts based on 

such methods of insurance pricing, ISED survey data on car insurance does suggest that switching costs for car 

insurance in Canada may be higher for women, older persons, people with lower education levels, and lower 

income households, given there are lower rates of switching (Table 2).  

 

     

 
65 Zurich Insurance Co. v. Ontario (Human Rights Commission), [1992] 2 S.C.R. 321. 
66 Ibid. 
67 Ibid. 
68 Ontario Human Rights Commission, “Human Rights Issues in Insurance,” Human rights issues in insurance | Ontario Human Rights 

Commission, accessed July 11, 2021, http://www.ohrc.on.ca/en/discussion-paper-human-rights-issues-insurance/human-rights-issues-

insurance. 
69 Hato Schmeiser, Tina Störmer, and Joël Wagner, “Unisex Insurance Pricing: Consumers’ Perception and Market Implications,” The 

Geneva Papers on Risk and Insurance - Issues and Practice 39, no. 2 (April 2013): pp. 322-350, https://doi.org/10.1057/gpp.2013.24. 
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Table 2: Switching rates by gender, age, education and income for car insurance (ISED survey, 2020) 

Question: Have you switched your car insurance provider in the past 12 

months? 

(No. respondents: 661) 

Option Yes* No 

Gender 

Male 14% 86% 

Female 8% 92% 

Age 

18-34 18% 82% 

35-54 10% 90% 

55+ 7% 93% 

Level of education 

High School or less 9% 91% 

Trade/ College 9% 91% 

University 13% 87% 

Household Income 

Under $40K 6% 94% 

Between $40K and $100K 14% 86% 

$100K or more 12% 88% 

*Lowest ‘yes’ percentage highlighted in green for each category 
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Beyond this preliminary data on the demographic differences of switching in Canada, there are common themes 

and equality considerations that should be taken into account when seeking to reduce switching costs for 

consumers. These include: 

1. Long term versus short term price discrimination: According to the UK Financial Conduct Authority’s 

(FCA) 2018 market study on general insurance pricing practices, long-term consumers pay, on average, 

higher insurance prices than those paid by newer consumers.70 By age group, the ISED survey data 

above shows that older persons, specifically aged 55+, reported the lowest levels of switching. These 

individuals are thus most likely to be long-term consumers of one provider, and to suffer from higher 

insurance prices. In the FCA’s estimation, this pricing discrepancy between longstanding and new 

customers demonstrates unfairness in insurance pricing practices.   

2. Algorithmic bias: In this current age of digital transformation and big tech, insurers are exploring the use 

of emerging technologies and the collection of big data to refine their analytics and perceptions of risk.71 

Granular data collection specific to the consumer does have the potential to improve insurers pricing and 

to better reflect a consumer’s true risk.72 That being said, issues of data collection, such as unconscious 

bias, privacy, and consent, may limit the social benefits of big data in insurance.73 Pricing based on big 

data should always consider how data is collected and what assumptions are present. According to 

industry and regulatory insiders, insurers’ practice of “pooling risk” builds-in assumptions of certain 

groups' risk, meaning that bias and faulty logic enters insurance companies’ algorithms. For example, 

the current practice of assessing rates based on the severity and frequency of driving incidents around 

particular area codes assumes behavioural trends among the people living there. In conjunction with the 

ISED data – that demonstrates the lowest rates of switching are among households with under $40,000 

in annual income – this results in higher insurance premiums in lower income neighbourhoods, coupled 

with lower rates of switching. Additionally, algorithmic transparency and legal consent, in which 

consumers are given a full understanding over the use of their personal data in creating insurers risk 

algorithms, is also necessary for equitable relationships between insurers and consumers and a growing 

concern with the development of usage-based insurance policies. 

3. Socio-economic bias: Pricing in auto insurance is not all about individualized driving practices or group 

understandings of risk. Insurers also price customers based on their access to supplemental health 

insurance.74 This is because if a driver should have an accident, they will first seek relief through their 

health insurance for any medical needs or physical injuries they may sustain. This first step of seeking 

relief through health insurance will lower the future payouts required by auto insurers in the event of a 

car accident, and therefore lowers individuals’ auto premiums. However, this means that auto insurance 

has the potential to unfairly discriminate against those who may not have access to additional health 

benefits, i.e. the unemployed, part-time workers, young drivers, or students. While socioeconomic status 

is not a protected ground of discrimination under Canadian and provincial human rights law, the data in 

 
70 Financial Conduct Authority, “General Insurance Pricing Practices,” 11. 
71 Ibid, 14. 
72 National Association of Insurance Commissioners, “Big Data,” National Association of Insurance Commissioners (National 

Association of Insurance Commissioners, May 27, 2021), 

https://content.naic.org/cipr_topics/topic_big_data.htm#:~:text=Insurers%20use%20big%20data%20in,data%20to%20provide%20pre

mium%20discounts. 
73 Ibid. 
74 Marshall, “Fair Benefits Fairly Delivered A Review of the Auto Insurance System in Ontario,” Fair Benefits Fairly Delivered A 

Review of the Auto Insurance System in Ontario (Toronto, Ont.: Ontario Ministry of Finance, 2017), 67. 
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Table 2, above, demonstrates that a lack of access to employment benefits at lower household income 

levels may result in higher prices and lower switching. 

4. Accessibility issues: Other equality considerations in P&C insurance practices include requiring 

customers’ be physically present in order to open or close accounts – which raises questions of 

accessibility for remote regions – and dealing with an increasingly unpredictable future that has made 

insurance companies more conservative in evaluating future risks.75 This can “price-out” or create 

unduly high burdens on low-income families, especially in auto-insurance which is required for all 

drivers.76 As a result, these accessibility issues can lead to feelings of injustice and discrimination 

amongst low-income families. 

In considering ways in which to reduce switching costs for Canadian insurance consumers, regulators should be 

mindful of the implications of these equality considerations, and the current switching trends among Canadian 

car insurance consumers. 

5.4 Data portability  

The principle of equality in the insurance practices could be enhanced by an instrument – data portability. Also 

known as data mobility, it describes a user’s ability to download their data from a platform in a format that 

allows them to use it somewhere else freely. Provided with the access to consumer data, companies can design 

policies that more closely align with consumers’ needs and can price them more accurately. It is therefore a 

gateway to switching as consumers can more easily make quick comparisons between plans and companies. 

These can range from consumers using this data to obtain a quote from various companies to policies designed 

and modified based on data obtained regularly on consumers’ behaviour.  

In the most extreme form, specific policies are now being designed by insurance companies that draw on 

regular consumer data – these are called usage-based policies. Data collected is often more detailed than regular 

consumer biographical information and claim data and can include real-time GPS data in some cases. Some of 

the newest companies offering insurance products are leveraging technological advances to offer usage-based 

policies, since it allows them to fill a void in the market and offer tailored and unique products. However, these 

policies have raised concerns related to data protection, including security and ownership. For example, there 

are concerns over whether insurers would sell or rent the collected data to third parties for commercial purposes 

without data subjects’ knowledge or consent.  

Data portability constraints can act as barriers to consumer mobility and switching. Currently, Canada’s 

regulatory landscape lacks a clear stance on data portability, with current debates being drawn out in 

deliberations on the proposed Bill C-11. If data portability is a useful means to promote more differentiated 

products and to ease switching, but causes time lags and added costs, new entrants into the market will have a 

harder time gaining market share. This limits competition as new players are thus incapable of constraining the 

market power of entrenched players, which have big client bases and greater data capabilities. Consumers’ data 

portability therefore relates to firms’ minimum efficient scale in the market. 

 
75 McKinsey & Company, “State of Property & Casualty Insurance 2020: The Reinvention Imperative,” State of Property & Casualty 

Insurance 2020: The Reinvention Imperative (New York, NY: McKinsey & Company, 2020), 

https://www.mckinsey.com/~/media/mckinsey/industries/financial%20services/our%20insights/state%20of%20property%20and%20c

asualty%20insurance%202020/state-of-property-and-casualty-insurance-2020.ashx. 
76 Ibid. 
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Bill C-11 and data portability 

On November 17, 2020, An Act to enact the Consumer Privacy Protection Act and the Personal Information 

and Data Protection Tribunal Act and to make consequential and related amendments to other Acts (Bill C-11) 

was first tabled in the House of Commons of Canada in order to overhaul the country’s privacy law. The new 

proposed law aims to better protect individuals’ privacy and increase their control over their data and personal 

information.77 While this legislation has not passed at the time of writing, and may be interrupted by a widely 

anticipated election before Parliament resumes, it remains an important guidepost for Canada on issues related 

to data portability, with particular relevance in insurance.  

The concepts in Bill C-11 that relate to data modelling in insurance are to “de-identify” consumers’ personal 

information in order to share it for some limited purposes, as well as to improve companies’ risk assessments.78  

The idea is to modify personal information, or create new data from personal information, to ensure that an 

individual cannot be identified. While this potentially can help insurers more accurately price and compete for 

new clients, insurers have to be more transparent when adopting artificial intelligence in their automated 

decision-making processes.  

More specifically, Section 72 of Bill C-11 provides individuals with a right of portability of their personal data 

which could stimulate competition by facilitating the transfer of information, and therefore the possibility for 

the individuals to more easily switch service providers.79 It could apply to all personal information that an 

insurer has collected from a consumer; likewise, it could apply to every insurer that is governed by the new 

proposed law.  

The amount of personal data collected by insurers greatly influences their market competitiveness and the 

magnitude of their “locked-in” effect. This is because it reduces users’ incentive to move from one service 

provider to another, as the costs for setting up a new profile with a comparable amount of data will be higher. 

As such, Bill C-11 has the potential to counteract user switching costs and to increase competition among 

insurers. However, these barriers to switching seem likely to remain as adoption of C-11 appears to stall, 

leaving Canadian consumers to continue to struggle to access any data portability rights. 

5.5 Switching challenges today and tomorrow 

There are a number of rapidly changing challenges and market dynamics that impact switching. These include 

COVID-19 pandemic impacts, digital transformation, and autonomous vehicles. 
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COVID-19 

The personal automobile insurance industry in Canada has been severely impacted by the COVID-19 

pandemic.80 The lockdowns and changes in working mode have greatly reduced the use of cars. Insurers offered 

discounts, payment deferrals, or customized packages according to consumers’ financial disturbances in the 

early days of the pandemic. Despite this, auto insurance rates increased between April and June 2020 for a new 

policy for most drivers in provinces  where rates are not heavily regulated, and are set to increase again soon.81 

The rising rates could be explained by insurers acting more conservatively when evaluating future risk given the 

economic impact may be worse than anticipated.82 The biggest unknown in the post-COVID world will be 

whether drivers will return to public transit, or increase driving, which will lead to higher claims and 

premiums.83 After all, the disparity of offerings between insurers during the pandemic resulted in losers and 

winners. This is because consumers are influenced by the pandemic’s framing effects; staying with or switching 

to insurers based on whether the insurers offered support in the pandemic.84 Companies that offered support 

attracted new customers, while those that did not, or could not, lost out.   

Digital transformations 

The advancement of technology creates revenue opportunities for businesses. Insurance was perceived as a low-

engagement category in which consumer relationships were delegated to agents and brokers. Now in this digital 

age, consumers have increased their demands for one-stop tailored services through mobile apps. This enables 

insurers to understand their consumers better, and offer more customized products due to the data acquired 

through updated digital platforms, such as charges by the mile driven.85 Consumers tend to prefer these more 

customized services, so companies with these services often have higher customer satisfaction rates, improved 

customer retention rates, and greater profits. Conversely, those who are slow to adopt the use of data and 

analytics struggle to compete. Car manufacturers may even start to sell insurance by building it into the price of 

a car, as they may claim to own the data from the dashboard.86 Powerful new competitors from other industries 

with large customer bases can also rapidly invade other sectors. For example, Chinese technology giant Alibaba 

expanded its sales in the insurance industry.87 In this way, advancements in data and analytics can break down 

traditional business models and industry boundaries. 
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Additionally, the combination of artificial intelligence and behavioral economics will be of paramount 

importance for insurers to retain customers in future. This model transforms the insurance industry from risk 

assessment to risk prevention, by adopting psychological incentives to promote a healthy lifestyle or safer 

driving.88 Consumers would be rewarded financially after insurers track their data and check if they follow 

those incentives. Such a strategy could enhance customer engagement and build loyalty. Two American 

insurtech firms, Lemonade and Metromile, successfully gained considerable consumer uptake after launching 

programs with this model in 2015 and 2016, respectively.89  

Autonomous vehicles 

With the rollout of automated vehicles, new risks such as software or network failure will be identified.90 It may 

shift the responsibility for motor vehicle collisions from human errors to automated technology malfunctions. 

Clarifications are needed to determine who is responsible when an accident occurs. Consumers may have to 

undergo more complex and longer product liability litigations to resolve claims.91 The longer wait for claims 

resolutions may delay compensation, and also negatively affect the insurer's risk assessments on individuals, 

which may cause “locked-in” effects. 

The trend of autonomous vehicles not only requires updated provincial and territorial regulations in Canada, as 

well as federal vehicle safety standards, but also has a significant impact on auto insurance rates. In the short 

run, auto insurance premiums may increase due to the high cost of repairing autonomous vehicles. However, 

they are expected to decrease in the long run because digital technology fitted to autonomous vehicles may 

cause a relative increase in vehicle safety and fewer collisions.92 The auto insurance marketplace will likely 

shrink significantly if there are fewer collisions, and premiums will thus fall. This will be slightly offset by the 

higher initial and upkeep costs of autonomous vehicles.93 It is uncertain whether the total number of vehicles 

will fall because of more efficient car-sharing and ride hailing technologies. The emergence of self-driving cars 

may enable some companies to have more data about consumers and make the market competition fiercer.94   

As autonomous vehicles will be able to monitor and record the significant data on their activity, their software 

is expected to be more reliable than human-reported or human-collected information for risk assessment, auto 

insurance pricing, claims management, and fraud detection.95 However, self-driving cars present challenging 

questions related to individuals’ privacy and cyber security, arising from the collection and sharing of driving 

data. 

Yet, during the gradual transition to fully autonomous vehicles, insurance policies will have to adapt to a 

situation where traditional and autonomous vehicles will coexist. Consumers will need access to policies that 
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provide seamless coverage without the need to recover or submit claims to multiple stakeholders.96 Insurance 

companies that can adapt to said data reporting and claims processes will be more likely to attract consumers to 

switch.  

 

 

 
 

6.0 Case study on switching costs in auto insurance in Ontario, 

Canada   

To understand the switching challenges in Canada’s P&C insurance markets, this section provides a case study 

of Ontario's auto insurance sector, exploring the current state, regulatory responses, unresolved issues, and 

future challenges.  

6.1 Background and regulatory framework  

Auto insurance is the largest product line in Canada’s P&C insurance sector.97 Given Ontario is the most 

populous province (roughly 6 million more people than the second largest province, Quebec98), its market for 

auto insurance, a mandatory product, is the largest in Canada. While Ontario-specific estimates are not 

available, Canada-wide figures show that auto insurance makes up 42.1% of the P&C business, accounting for 

27.5 billion in direct written premiums in 2019.99 Auto insurance is provided by private companies in Ontario in 
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98 Government of Canada, Statistics Canada, “Population Estimates, Quarterly,” Population estimates, quarterly (Government of 

Canada, Statistics Canada, June 17, 2021), https://www150.statcan.gc.ca/t1/tbl1/en/tv.action?pid=1710000901.  
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a highly regulated environment.100 Across Canada, the most common market players are: RBC, Aviva, CAA, 

Desjardins, CIBC, BMO, Intact, BCAA, Certas Home, TD Insurance Group, Sonnet, Costco.101  Many of these 

companies are the top providers in Ontario’s auto insurance market. 

Despite the number of competitors and size of the sector, Ontario’s auto insurance market has some of the 

highest rates in the country, with the Greater Toronto Area far exceeding the provincial average of $1,505. of 

Estimates of premiums from certain postal codes in this region are more than $2,800, and between $2000 and 

$2600 in most of Toronto.102 These high costs have significant implications on the pocketbooks of many 

Ontarians, making driving inaccessible or straining household budgets. Auto insurance is required by law for 

automobile owners/drivers in Ontario.103 Everyone who drives a car must purchase, at least, basic car insurance 

coverage including the statutory minimum requirements. The market regulator for auto insurance in Ontario is 

the FSRA, which succeeded the Financial Services Commission of Ontario in 2019. The FSRA must approve 

insurance policies, rates, and underwriting rules for every provider in the province. The FSRA’s mandate 

includes exercising oversight over Ontario’s P&C insurance industry, monitoring industry trends, designing 

measures meant to enhance consumer confidence, promoting product awareness and transparency, and deterring 

fraudulent market practices.104 Beyond approving policies, it seeks to provide consumers with the information 

that they need to make informed decisions. The provision of online consumer-facing content on the FSRA 

website, providing information about policies, prices, processes, and market factors is one way in which this is 

being achieved. 

Ontario’s auto insurance comes in two parts: (1) the no-fault part (also called accident benefits), where benefits 

are provided whether or not a driver is at fault; and (2) recourse to sue an at-fault driver for damages through a 

court action (also called the tort or bodily injury). Insurance premiums reflect the total cost of both parts.105 The 

main elements comprising standard and optional coverage are summarized in Table 3 below. 

Table 3: Types of auto insurance coverage in Ontario 

Types of auto insurance coverage in Ontario106 

Mandatory Coverage  Optional Coverage 

Third Party Liability 

Carries a minimum of $200,000 by 

law, and pays for claims resulting 

from lawsuits  

Increased Third Party Liability 

Drivers may increase coverage to $500,000, $1 million or $2 million 

Statutory Accident Benefits Optional Accident Benefits 

 
100 Insurance Bureau of Canada, “2020 Facts of the Property and Casualty Insurance Industry in Canada, ”42 (2020), 8. 
101 Moorcraft, “New AI App Store Helping Canadian Brokers Turn 'Disruptor' Lemons into Lemonade,” Insurance Business 

(Insurance Business Canada, February 6, 2018). 
102 RATESDOTCA, “Cheapest Areas for Canadian Car Insurance,” Insuramap | RATESDOTCA (RATESDOTCA Group Ltd), 

accessed June 10, 2021. 
103 Insurance Bureau of Canada, “2020 Facts of the Property and Casualty Insurance Industry in Canada ”42 (2020), 29 
104 FSRA, “About FSRA,” About FSRA | Financial Services Regulatory Authority of Ontario (FSRA, 2021). 
105 Marshall, “Fair Benefits Fairly Delivered A Review of the Auto Insurance System in Ontario,” Fair Benefits Fairly Delivered A 

Review of the Auto Insurance System in Ontario (Toronto, Ont.: Ontario Ministry of Finance, 2017).  
106 Financial Services Commission of Ontario, “Brochure: Understanding Automobile Insurance,” Financial Services Commission of 

Ontario / Commission des services financiers de l'Ontario (Financial Services Commission of Ontario, Corporate Policy and Public 

Affairs Branch), accessed June 16, 2021, http://www.fsco.gov.on.ca/en/auto/brochures/Pages/brochure_autoins.aspx#a5. 
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Provides benefits if a driver is 

injured in an automobile accident, 

regardless of who caused the 

accident (“no-fault” benefits)  

Drivers may increase coverage by buying any or all optional benefits, 

including Income Replacement Benefits, Medical, Rehabilitation and 

Attendant Care Benefits, Caregiver Benefits, Housekeeping and Home 

Maintenance Expenses, Death and Funeral Benefits, Dependant Care 

Benefits and Indexation 

Direct Compensation 

Covers damage and for loss of use 

of vehicle or its contents that 

another person was at fault for the 

accident 

Specified Perils 

Pays for losses from a number of different perils such as fire; theft or 

hail 

Collision or Upset 

Pays for losses caused when an insured vehicle is involved in a 

collision with another object, including another vehicle 

Uninsured Automobile  

Covers damage caused by a hit-

and-run driver or by an uninsured 

motorist 

Comprehensive 

Pays for losses, other than those covered by Collision or Upset, 

including perils listed under Specified Perils, falling or flying objects, 

missiles and vandalism 

All Perils 

Combines Collision or Upset and Comprehensive coverages. It also 

covers loss or damage caused if a person who lives in your home or an 

employee steals the vehicle 

 

Due to the mandatory components legally required for basic insurance policies, Ontario’s insurance companies 

present consumers with insurance plans that are, in the absence of optional features, identical. Neither 

consumers nor companies can choose what is included in a basic insurance plan. 

Consumers can add optional coverages to their basic policies to ensure that they and their vehicles are properly 

covered in the event of a claim. However, the optional components are also highly regulated by FSRA. Optional 

enhancements are special agreements that allow consumers to change, add or reduce the amount of coverage to 

suit their needs. As the policies under mandatory coverage plans are standardized, the supplementary coverages 

and underwriting rules of an insurer become a key consideration for consumers to select their auto insurance 

providers. 

In recent years, the Ontario government has made commitments to increase consumer protection and product 

innovation. In 2019, the Ontario government released Putting Drivers First: A Blueprint for Ontario’s Auto 

Insurance System, aiming to make auto insurance more affordable. Part of these efforts included consultations 

on “Take-All-Comers” requirements in March 2020. Its purpose is to ensure that no driver is denied coverage, 

prohibiting insurers from declining to issue, terminating or refusing to renew an auto policy or endorsement, 

except on grounds filed with FSRA.107 Overall, this should ensure that drivers have more choice of providers. 

Based on feedback received, FSRA completed a review of the current Unfair or Deceptive Acts or Practices 

 
107 FSRA, “Auto Insurance Take All Comers Rule,” Auto Insurance Take All Comers Rule | Financial Services Regulatory Authority 

of Ontario, June 5, 2020, https://www.fsrao.ca/engagement-and-consultations/auto-insurance-take-all-comers-rule. 
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regime in the Ontario’s Insurance Act and the Unfair or Deceptive Acts or Practices regulation, and published a 

proposed Unfair or Deceptive Acts or Practices Rule (the “UDAP Rule”).108 The UDAP Rule aims to improve 

the existing framework by removing provisions that are unnecessarily prescriptive or inconsistent with desired 

regulatory outcomes and to allow for increased innovation.109 For example, insurers may be able to offer their 

customers a rebate on their auto policy premium for good driving behaviour, or a gift card for behavior that 

reduces insured risk, in addition to discounts on premiums that auto insurers can already offer to customers 

enrolled in usage-based insurance programs. 

FSRA also undertook a complementary effort to enhance consumer interest and encourage industry innovation. 

It announced the removal of Guidance No. A-16/16 and No. A-05/13, which set out considerations and 

requirements for auto insurance filings containing a usage-based insurance component in November 2020. 

Lifting the restrictions of usage-based insurance policies enables the introduction of more flexible usage-based 

insurance programs to the Ontario market that may benefit consumers by increasing product options, while 

allowing consumers to have more control over pricing auto insurance. It will further increase safe driving 

behaviors among participating drivers and may help encourage competition through new entrants and ease of 

switching. 

6.2 Switching rates and motivations 

In the 2020 ISED survey, 8% of Ontario respondents surveyed indicated they had switched their auto insurance 

in the last 12 months.110 This statistic is a puzzling one in tandem with the fact that the survey data showed that 

a large number of respondents expected significant savings to accrue if they were to switch, suggesting that 

some switching barriers may exist. In fact, 25% estimated that they would save upwards of $100 from 

switching.111 

Noting this, many more consumers did indicate that they attempted, or succeeded in, renegotiating their 

insurance policies under their current providers. Indeed, 26% of Ontario respondents indicated that they had 

renegotiated their insurance policies in the last year.112 Perhaps, what can be deduced from this is that it is easier 

for consumers to improve their policies than to switch providers, making renegotiation more optimal. It may 

also underscore the impact of consumer loyalty to existing providers, and the numerous barriers that may exist 

when consumers attempt to switch providers. 

In keeping with the general trend across Canada, the primary motivation for switching among Ontarians was 

better pricing. The range of motivations captured in the survey, and corresponding values, are compared below 

(Figure 2).  

 
108 FSRA, “Notice of Proposed Rule and Request for Comment Proposed Rule [2020-002] Unfair or Deceptive Acts or Practices” 

(Financial Services Regulatory Authority of Ontario, December 2020), https://www.fsrao.ca/media/2521/download. 
109  Ibid. 
110 ISED, “Investigation of Consumer Service Switching Behaviours: Survey March - August 2020,” Excel data. 
111 Ibid. 
112 Ibid. 
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Figure 2: Ontario vs. Canada consumer motivations for switching their auto insurance (n=16) (ISED survey, 2020) 

The majority of Ontario consumers surveyed were motivated to switch providers due to price (39%) or a change 

in personal circumstances (32%), such as moving to a different part of the province. These were both slightly 

lower than the Canadian averages. A moderate number of respondents (16%) indicated that their primary 

interest in switching was to attain better service, more than double the Canadian average. Finally, a small 

number (6%) provided some other reason as their principal motivation, slightly higher than the rest of 

Canada.113  

Similar motivations informed renegotiation decisions. 25% of Ontario’s auto insurance consumers renegotiated 

for a better price, 38% due to a change in personal circumstances, 23% because they changed their account, 4% 

because their contract ended, 7% to take advantage of a promotion, 2% for better product quality, and 11% for 

another reason.114  

Given the emphasis that Ontario’s consumers place on the variables of price and product quality, easily being 

able to compare insurance products based on these monetary and non-monetary criteria is critical to understand 

consumer switching challenges and motivations.  

6.3 Current state of efforts to address switching barriers and challenges 

Ontario has been actively working to improve competition in the auto insurance market and address the high 

costs of premiums and the claims process. In recent years, Ontario has sponsored some major studies to better 

understand the scale of the challenges and specific barriers consumers face. Such studies include: the 2017 Fair 

Benefits Fairly Delivered A Review of the Auto Insurance System in Ontario report, also known as the Marshall 

report; and, more recently, the 2021 Final Report of the Residents’ Reference Panel on Automotive Insurance in 

Ontario.  

 
113 ISED, “Investigation of Consumer Service Switching Behaviours: Survey March - August 2020,” Excel data. 
114 Ibid. 
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The Marshall report emphasized how legal challenges hinder consumers from receiving their coverage and 

bring added costs, highlighting a lack of flexibility in the basic coverage options. Of particular note, this report 

addresses the medical component of basic coverage. It specifically notes that the current medical claims process 

is complicated by the fact that auto-insurers are second payers: 

according to the Canadian Life and Health Association close to 70 per cent of drivers have access to 

some form of medical or income replacement insurance, mostly through their workplaces, in addition to 

carrying auto insurance. At the same time auto insurance is a second payer – after other insurance 

coverages of the claimant have been used – which means that for those drivers who already have 

workplace insurance, they are caught between two competing insurance companies… This is a source 

not only of administrative complexity but also a source of surprise and frustration to claimants.115 

More recently, the Final Report of the Residents’ Reference Panel on Automotive Insurance in Ontario called 

for timelier claims service, increased optionality and innovation, and greater product transparency. It 

underscored that consumer confidence is low, largely due to the high cost of delivering benefits and the 

inconsistent oversight, coupled with complicated and lengthy claims processes that erode consumer trust. 

Greater clarity on product premiums and coverage items is needed. Finally, consumers desire greater 

transparency in terms of how their driving behaviour is reflected in their insurance rates.116 

Beyond efforts to understand the challenges that exist, there are number ways that the Ontario government has 

tried to reduce barriers and address common challenges related to switching, including increased rate 

transparency, introducing a comparison tool, plain-language policy requirements, oversight of advertising 

practices, early plans to improve data collection on issues related to switching, and a body to raise consumer 

issues. 

Rate transparency 

According to a 2019 study by J.D. Power, price sensitivity is an ongoing issue between Ontarians and insurers. 

Transparency could limit the negative effects information gaps have on consumer satisfaction by providing easy 

access to policy information via digital channels. This would create, at least, one annual touch point to review 

the changing needs.117 The study reflects that companies who discussed discount options with their consumers, 

and explained their bills’ components to them, gained higher satisfaction and loyalty.  

The existing regulatory framework does not require insurers in Ontario to disclose details relating to what 

exactly they earn from drivers, including what they actually pay out on claims compared with what they bring 

in for premiums. The option to buy more coverage brings with it the need to ensure that there is transparency 

across insurers. Initially, some confusion and lack of understanding of what is being purchased may result.  

Building on the need for greater transparency, FSRA is also launching an enhanced consumer information hub 

on its website. Consumers will be better informed, have access to average premiums and be able to search rate 

 
115 Marshall, “Fair Benefits Fairly Delivered A Review of the Auto Insurance System in Ontario,” Fair Benefits Fairly Delivered A 

Review of the Auto Insurance System in Ontario (Toronto, Ont.: Ontario Ministry of Finance, 2017).  
116 FSRA, “Final Report of the Residents’ Reference Panel on Automotive Insurance in Ontario,” 2021. 
117 J.D. Power, “2019 Canada Auto Insurance Satisfaction Study,” J.D. Power, February 14, 2019, 

https://www.jdpower.com/business/press-releases/2019-canada-auto-insurance-satisfaction-study. 
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filings easily. The Consumer Advisory Panel endorsed the FSRA’s new proposed approach to publish auto 

insurance rate approvals in June 2020 and noted that it would result in greater transparency for the public.118  

Comparison tool 

To lower barriers in comparing products, the FSRA’s website provides consumers with a comparison tool to 

help them understand what their likely coverage and premium offerings will be. This tool compares the average 

price of a basic coverage insurance policy ($1,070) with the average cost of a high-priced optional coverage 

plan ($2,651), as well as a typical price paid by an Ontario consumer under an average optional coverage plan 

($ 1,664).119 Additionally, the FSRA’s website compares average premiums across regions, including: the 

Greater Toronto Area ($2,252), other urban areas ($1,566), and rural areas ($1,286). The FSRA’s predecessor, 

the Financial Services Commission of Ontario, also developed a comparison tool, which is still operational 

online.120 It is not a fully comprehensive tool, but it provides an accessible means of comparing standard and 

optional coverage options for average, middle-aged, male and female Ontario consumers. This tool shows that, 

even for the most basic coverage, price variation exists across the main auto insurance providers. In spite of this 

price variation, recent survey results indicate that consumer retention rates in Ontario are very high.  

The FSRA’s comparison tool provides consumers a decent reference point for general comparisons of current 

policies and price offerings. However, in order for greater precision in terms of exact policies provided via 

specific companies and according to specific regions, consumers must still utilize private rate comparison 

websites. Companies such as RATESDOTCA (rates.ca) allow consumers to easily access quotes reflecting their 

product preferences.  

In spite of their easy to use formats, consumers might benefit if quote generators weren’t completely under the 

purview of private companies. Absent oversight, companies providing said services might be incentivized to 

privilege quoting some companies over others due to some form of commercial incentive. If the FSRA were to 

expand their comparison capabilities to include the quoting functions of sites such as RATESDOTCA, or simply 

certify comparison sites, this could guarantee transparency for consumers seeking quotes.  

Plain language requirements 

Auto insurance companies in Ontario follow several sets of plain-language policy change (endorsement) forms 

that were released in the 1990s by the Ontario Insurance Commission.121 These forms are templates for various 

policy changes, and companies that want to use a different wording must get approval from the Ontario 

Insurance Commission. Templates and plain-language policies are useful since they allow consumers to easily 

compare the fine print of terms outlined in contracts. FSRA has indicated that these forms from the 1990s 

remain active.122 Automobile insurers have had to use these forms for new policies issued, or renewals on or 

after April 1, 1995, and must inform their brokers or agents of the changes. Despite this, a consumer advocate 

 
118 FSRA, “Consumer Advisory Panel Meeting June 24, 2020,” Consumer Advisory Panel Meeting June 24, 2020 | Financial Services 

Regulatory Authority of Ontario, accessed June 16, 2021, https://www.fsrao.ca/consumers/consumer-advisory-panel/consumer-

advisory-panel-meeting-june-24-2020. 
119 FSRA, “Be An Informed Consumer,” Be An Informed Consumer | Financial Services Regulatory Authority of Ontario, accessed 

June 16, 2021, https://www.fsrao.ca/consumers/auto-insurance/be-informed-consumer. 
120 Financial Services Commission of Ontario, “Interactive Rate Comparison Tool,” Interactive Rate Comparison Tool (Financial 

Services Commission of Ontario), accessed June 16, 2021, http://autorate.fsco.gov.on.ca/airchooseprofile.aspx. 
121 Financial Services Commission of Ontario, “Third Set of Policy Change Forms,” Financial Services Commission of Ontario / 

Commission des services financiers de l'Ontario (Financial Services Commission of Ontario, Corporate Policy and Public Affairs 

Branch), accessed June 16, 2021, http://www.fsco.gov.on.ca/en/auto/autobulletins/archives/Pages/a-06_95.aspx. 
122 FSRA, “Third Set of Policy Change Forms,” Third set of policy change forms | Financial Services Regulatory Authority of Ontario 

(Financial Services Regulatory Authority of Ontario), accessed June 16, 2021, https://www.fsrao.ca/node/5126. 
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explained that consumers still find the insurance terms difficult to understand. To address this in part, Ontario’s 

Superintendent of Financial Services approved the use of policy summaries of mandatory coverage in plain 

language for Ontario auto insurance consumers in 2019.123 More work is still needed since a recent report on 

consumer experience in auto insurance in Ontario identified issues understanding insurance documents and 

contracts, and called for FSRA to “work with consumers to create policy documentation standards that require 

all insurance companies to share consistent and comparable information with consumers in plain-language and 

easy-to-understand formats.”124  

Oversight of advertising  

Ontario’s first Serious Fraud Office was launched in spring 2018. Through an integrated and dedicated 

approach, the office focuses on auto insurance fraud with the goals of combating serious fraud and reducing 

rates for drivers.125 One of the most common types of fraud occurring in Ontario is fake auto insurance fraud by 

false advertisements.126 In November 2019, the FSRA released a brochure that teaches consumers to identify 

and avoid false advertising scams.127 Addressing false advertising is critical to ensuring that consumers can 

accurately compare products and companies, and not be misled. 

Regular data collection on costs related to switching costs 

The Technical Advisory Committee for Auto Insurance Data and Analytics Strategy, a special purpose advisory 

committee established by FSRA in 2020, offers expert insights to improve regulatory efficiency and 

effectiveness by using data, analytics and technology.128 The committee provides advice to inform FSRA’s data 

collection strategy and implementation plan for effective governance.129 It also advises on regulatory 

implications of governing the use of artificial intelligence and big data analytics to protect consumers’ 

interests.130 At present, the FSRA does not publish data about consumers’ switching costs/rates related to auto 

insurance. However, it prioritizes data and analysis tools for closer monitoring of the impact of economic 

conditions on markets and consumers in its Annual Business Plan 2021-2024.131  
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Monitoring consumer concerns related to switching  

The FSRA established the Consumer Advisory Panel and Consumer Office in 2020, which protects the public 

interest by safeguarding public confidence and trust in financial services in Ontario.132 It offers a consumer 

perspective on proposed FSRA policy changes and advises the FSRA’s Consumer Office in serving as the voice 

of the consumer within the FSRA.133 The Panel provides input and helps to inform the FSRA’s strategic 

approach and related activities, including consumer-based research, policy support, and consumer outreach. It 

helps ensure that the perspectives of consumers are the key priority for the FSRA.134 The Panel consists of nine 

representatives from across the financial services sector and represents consumer interests in Ontario and 

Canada, including representatives from the Canadian Federation of Pensioners, Ontario Trial Lawyers 

Association, and FAIR Association of Victims for Accident Insurance Reform.135 A mechanism to ensure 

ongoing monitoring of switching challenges and barriers is important. One limitation of this model is that 

consumers do not have a direct representative that they can turn to with concerns. 

Research presented in this section demonstrates that processes surrounding the provision, comparison, and 

acquisition of products remain burdensome. Even more so than any monetary costs, consumers are impeded by 

non-monetary switching costs, including a lack of product transparency and pricing information. While the 

Ontario government has taken some steps to address these, a number of switching barriers in Ontario’s car 

insurance sector remain. These include limited product differentiation, low consumer confidence, and limited 

public data on switching. The Consumer Advisory Panel and Consumer Office is one example of the steps that 

the Ontario government has been taking in recent years to address key challenges. Additional measures will be 

covered in the subsequent sections. 

6.4 Broader issues impacting switching challenges and barriers 

Ontario’s current switching barriers are influenced by broader structural market issues – including risk 

classification, the increased digitization of consumer-client relationships, and autonomous vehicles. 

Government efforts to address switching barriers, from monitoring to rate transparency, must consider these 

broader trends. 

Risk classification and equality concerns 

Risk classification by insurers was originally intended to group similar individuals together in accordance with 

the risks that they represent, to protect them from bearing the higher costs of more risk-prone groups. Yet, the 

classifications used in the Ontario auto insurance industry relies on algorithms and systems that may be 

discriminatory towards specific postal codes and minority populations. Because postal codes are deemed a risk 

factor, premiums cost more for those in “higher-risk” neighbourhoods, most of which are also lower income 

neighbourhoods.136 While socioeconomic status and neighbourhood of residence do not constitute protected 

grounds under Canadian and provincial human rights law, the disproportionate impacts felt by drivers in 

predetermined "high-risk" postal codes arguably necessitates the revision of insurers' pricing algorithms in 

Ontario. 
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Two provincial bills were set out to end the aforementioned “postal code discrimination” in 2018, including 

Ending Automobile Insurance Discrimination in the Greater Toronto Area Act, 2018 (Bill 44) and Ending 

Discrimination in Automobile Insurance Act, 2019 (Bill 42). The second reading of Bill 44 did not pass,137 

whereas Bill 42 managed to pass in March 2019. However, Bill 42 is now stuck at the Standing Committee on 

Finance and Economic Affairs.138 The purpose of Bill 42 is to encourage more consumer choice in automobile 

insurance by prohibiting insurers from using factors primarily related to a person’s postal code or telephone area 

code in their risk classification system for auto insurance. Bill 42 aims to ensure fairness in rate setting and 

promote personal driver responsibility and will, once in force, require FSRA to rescind Bulletin A-01/05 

dealing with ratings by geographical locations. 

Apart from postal codes, according to the FSRA, a personal automobile insurance profile is created based on the 

type of vehicle, driving record, annual mileage, age, gender, marital status, and area of residency.139 Critics 

point out that only three out of the seven factors are directly related to “driving”. The inclusion of age, gender, 

marital status and area of residency can lead to discriminatory insurance pricing with adverse effects especially 

for the economically vulnerable, such as lower income families and older individuals.140 

Increasingly digital customer experience 

Ontarians now can enjoy a completely digital customer experience offered by the cooperation between 

comparison websites and digital insurance providers, such as the partnership between LowestRates.ca and 

Onlia.141 Consumers are able to get basic quotes and bundle home and auto insurance pricing options in 

minutes,142 which enables easy price comparisons and reduces the barriers to shopping around. That said, 

consumers still find it difficult to evaluate how their needs match the individual policy components of the 

bundled packages and the pricing. Onlia provides a proprietary safe driving app to reward customers who drive 

safely. In order to enhance customer satisfaction, it also expands its services for home insurance and discounts 

on bundled home and auto insurance policies.143 In addition, Onlia partners with Torstar Corporation, a 

Canadian mass media company, to grow its brand awareness, attract new audiences, and nudge driving habits. 

This type of new partnership is a broader platform which appears to offer Ontarians better prices, increased 

transparency and flexibility, and cash rewards for safe driving.144  
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Impact of autonomous vehicles 

In January 2021, the Canadian Council of Insurance Regulators (CCIR) published an issue paper examining the 

potential impacts of connected and autonomous vehicles on the automobile insurance market in Canada. It 

found that the existing regulatory framework addresses most situations where the driver and/or owner are 

involved in the operation of the vehicle and possible liability resulting from accidents. Although liability and 

fault determination remain unclear for connected and autonomous vehicles, any changes to the auto insurance 

policy framework would require changes to the Insurance Act.145 The regulations around cyber security, data 

privacy, claim resolution, and pricing will also need to be addressed.146 Revisiting the Highway Traffic Act may 

also be required as it currently defines an owner, lessee, or driver of a vehicle is liable for any loss or damage 

caused by the negligence of the operation of the automobile.147 

In preparation for the potential shift from a driver’s fault or negligence-based personal liability to product 

liability, the Ontario government launched a pilot project in January 2016 to test autonomous vehicles on public 

roads under certain conditions. The project objectives were to establish rules, monitor industry developments, 

and evaluate the safety of automated vehicles. The CCIR report states that at the end of 2020, there were twelve 

such automated vehicle pilot projects in Ontario, and no incidents have been reported.148  

These structural issues have, and are, changing the auto insurance market in Ontario, and have significant 

impacts on the switching challenges and barriers that consumers face. Regulators should carefully watch and 

monitor the impact of these issues on switching, and competition more broadly. 

6.5 Summary of the case study of auto insurance in Ontario, Canada 

The case of auto insurance in Ontario illustrates that switching would be enhanced by greater product 

differentiation of base policies, complementing an increase in consumer understanding. Switching rates are 

lower than the national average and there is little difference between products since Ontario’s auto insurance 

market is highly regulated. Further, duplicative medical coverage carried by claimants means that some 

consumers may not be getting the types of coverage that they perceive to have paid for. The upcoming changes 

in Ontario's auto insurance regime and the impacts of upcoming digital transformations will likely expand 

service offerings including usage-based policies and change delivery as artificial intelligence is used more.  

Ontario legislators and regulators are attempting to address some of these challenges at present. The Ending 

Discrimination in Automobile Insurance Act, 2019 (Bill 42), aimed at eliminating postal code discrimination, is 

currently under review at Standing Committee on Finance and Economic Affairs. Further, the FSRA has 

prioritised its data and analytics strategy in its most recent business plan to include regular collection of 

switching data. In addition, the FSRA created a consumer advisory panel and consumer office to connect with 

the public, but an independent consumer group would likely provide a deeper lens on consumer perspectives. 

Still, the unsatisfactory rate transparency, regional risk classifications, difficulties in understanding the 

insurance terms, and misleading advertisements in Ontario’s sector present barriers to switching. Therefore, the 

introduction of more effective comparison tools, simpler contracts, greater rate transparency, and the more 
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proactive monitoring of false advertisements are timely measures for the government to undertake to increase 

switching.  

7.0 Global lessons on what is driving switching costs, and how 

to reduce them   

Looking beyond Ontario’s auto insurance sector, a number of regulators in other jurisdictions and sectors have 

measured and attempted to address monetary and non-monetary switching challenges. Governments in the UK, 

Ireland, and Australia have all introduced measures to increase shopping around and switching. 

7.1 Non-monetary switching barriers in UK natural gas 

Context 

The UK’s domestic natural gas market was formerly a monopoly supplier and is now fully open to competition 

since a regulatory change in 1996 – opening the market to new entrants.149 This case study exemplifies how 

consumer behaviour can determine the extent of competition in a market. This is because consumer behaviour is 

crucial in markets where choice has only recently become a factor. 150 Research undertaken in 2005 and in 2018 

demonstrates that while switching was more prevalent in the first decade of competition, recent survey data 

points to a lack of switching in the marketplace.  

Consumer behaviour and combating the unconscious reasons for consumer inertia 

Given an essentially homogeneous product, and a lack of detailed consumer understanding, in 2005 researchers 

Monica Giulietti, Catherine Waddams Price, and Micheal Waterson sought to understand how consumers 

created competition in the market through switching, and the policy implications of their decisions.151 They 

determined that consumers’ switching was a two-stage decision making process (the search for new service 

providers, and the perception of time to switch).152 Ultimately, the researchers found that perceptions of 

switching costs were more of a deterrent than actual costs of switching providers, and that a majority of 

respondents to their survey were unlikely to switch.153  

 A 2018 study by the UK’s Behavioural Insights team on ways to increase switching in the energy sector 

surveyed natural gas consumers and found that 34% of respondents had never considered switching suppliers. It 

estimated that 9.5 million households could save over £300 a year by switching their energy supplier.154 This 

equates to customers paying an estimated £1.4 billion more a year than they would in a fully competitive 

market.155 They concluded that in addition to the visible costs, consumers’ lack of switching can be explained in 

part by status quo bias where consumers tend to avoid the risk of changing costs, and the perception that the 

 
149 Monica Giulietti, Catherine Waddams Price, and Michael Waterson, “Consumer Choice and Competition Policy: A Study of UK 

Energy Markets,” The Economic Journal 115, no. 506 (January 2005): pp. 949-968, https://doi.org/10.1111/j.1468-

0297.2005.01026.x, 949. 
150 Ibid. 
151 Ibid, 950. 
152 Ibid, 966. 
153 Ibid. 
154 Katy King et al., “One Letter That Triples Energy Switching,” Our Work (The Behavioural Insights Team), accessed June 16, 

2021, https://www.bi.team/blogs/one-letter-that-triples-energy-switching/. 
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current default is the recommended course of action.156 The Behavioural Insights team then tested two potential 

solutions to consumer inertia: (1) the effect of sending letters to consumers showing them the cheapest deals 

available to them, and (2) a database approach requiring suppliers to give UK Office of Gas and Electricity 

Markets (Ofgem) details of all customers who have been on their default tariff for more than three years.157 

These details were put in a secure database to allow rival suppliers to contact customers by letter and offer 

cheaper and easy to access deals based on their actual energy usage.158 The results of the study showed that 

letters explaining personalised cheaper deals from rival suppliers were most effective. The use of letters 

encouraged both internal switching (to different products with their current supplier) and external switching (to 

another supplier). It is estimated that consumers saved on average £50 after receiving one of the letters.159 

Moreover, the use of these switching promotion tactics resulted in a 12.1% likelihood of switching in 98 

days.160 

Key lessons for Canada’s P&C insurance industry  

● 2018 data shows that an estimated 9.5 million households in the UK could save over £300 a year by 

switching their energy supplier. 

● Both 2005 and 2018 research stated that non-monetary switching costs including consumer bias and 

perceptions of substantial time to search were crucial factors inhibiting switching. 

● The Behavioural Insights Team’s trial of a government database showing personalized cheaper deals for 

consumers and letters from consumers’ suppliers stating cheaper deals from competitors led to a 

considerable increase in switching.   

7.2 Experience from Ireland on switching in auto insurance, and estimating savings 

from switching 

Context 

In Ireland, as outlined in the Road Traffic Act (1961), motorists must have motor insurance. At a minimum, they 

must have third party coverage. The Central Bank of Ireland regulates all financial services in Ireland, including 

P&C insurance. Responsibilities include authorization, prudential requirements, and conduct of financial service 

firms.161 Conduct requirements include that firms must: “act honestly, fairly and professionally, act in your best 

interest when providing products or services, give you the information you need to make informed decisions, 

and correct errors and address any complaint you have speedily, efficiently and fairly.”162 There are a number of 

rules that protect consumer interests in Ireland including a consumer protection code, and specific codes of 

conduct related to switching in banking.163  

 
156 King et al., “One Letter That Triples Energy Switching,” Our Work (The Behavioural Insights Team), accessed June 16, 2021. 
157 Ibid. 
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Examining switching in auto insurance in Ireland, and estimating consumer savings from switching 

The Irish competition regulator, the Competition and Consumer Protection Commission, undertook a survey in 

2016 of consumer behaviour to understand switching rates across various sectors. Sectors with the highest rates 

of switching included auto insurance at 28%, electricity and gas, both at 15%, and broadband/internet service 

providers at 14%.164 Further, those that switched estimate that they saved €20-€30 per month per product 

switched.165 In car insurance, 71% of the population has car insurance, 28% switched, and 19% switched and 

saved. Savings averaged €22.22 per month per person that switched.166 The biggest barriers to switching are 

that (1) consumers do not believe there is a difference between companies, and (2) the “hassle of switching.”167 

Additionally, in car insurance, difficulty comparing products, distrust of offers, and lack of time to compare 

were also cited as additional barriers.168 Finally, this survey noted broad trends in switching rates, noting that it 

was largely aligned with age: “[o]lder adults are a lot more loyal, whereas readiness to switch is a lot greater in 

the younger age groupings.”169 

More recent research in 2018 by the Central Bank reported much higher switching rates in auto insurance, 

finding 42% switched to a new provider in the last year. The main driver for switching was price, and 

consumers generally switched auto insurance more than other types of financial products.170  

In 2019, the Central Bank of Ireland began requiring that auto insurance providers disclose at renewal what 

consumers had paid the previous year. In addition, all auto, household, and non-life insurance policy providers 

had to extend the renewal notice period by 5 business days, to 20 days, with the aim of encouraging shopping 

around.171 These changes were considered the easiest reforms suggested by the Costs of Insurance Working 

Group report in 2017.172 

Key lessons for Canada’s P&C insurance industry  

● Based on the studies in Ireland, a high portion of consumers that switched also saved money. 

● The major barriers and demographic differences appeared to echo the Canadian P&C insurance sectors.  

● Despite switching rates in auto insurance that far exceeded the Canadian and Ontario averages (11% and 

8%, respectively), the Central Bank of Ireland still chose to move forward with reforms to improve 

shopping around and switching.  
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168 ibid, 8. 
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● Similar to the UK, Ireland prioritized prompts to encourage shopping around and required that auto 

insurance companies disclose at renewal what consumers paid the previous year. Further, to promote 

shopping around, the Irish government extended the notice period, a reform that does not reduce the 

amount of time consumers need to put in to shop around but does allow those consumers with sufficient 

time a few more days to explore options. 

7.3 Australia’s general insurance comparison tool 

Context 

P&C insurance in Australia is known as “general insurance” and distinct from the country’s health and life 

insurance sectors. The structure of Australia’s general insurance market is private, and at a glance, is relatively 

uncompetitive, with four companies enjoying three quarters of the industry’s total market share.173 General 

insurance is regulated by ASIC – the Australian Securities and Investments Commission.174 Lastly, current 

trends indicate that general insurance consumers have increased their digital expectations and seek to compare 

costs and manipulate their policies directly online, as with other utility services.175  

Evaluating the effect of Australia’s government run comparison tool 

In 2011, ASIC launched an online financial literacy and comparison tool, MoneySmart, as part of the 

government’s National Financial Literacy Strategy.176 On MoneySmart, Australian consumers can use a variety 

of price comparison tools and rate calculators to plan for a more stable financial future. One of these tools is a 

general insurance rate calculator that shows consumers what types of rates they are approved for directly 

through the regulator’s rating system. As one expert familiar with the regulatory schemes both in Australia and 

Canada explained that both the power given to ASIC in approving general insurance rates and their direct online 

interactions with consumers has had the effect of centralizing the general insurance marketplace in Australia 

and crowding out the private sector. This effectively occurred as the comparison tool website became a de facto 

third-party seller. “Crowding out” describes an increase in public sector spending that causes a reduction in 

private sector spending.177 While consumers could more efficiently compare products, this comparison tool 

reduced switching to a question of price alone, and ultimately led to less product differentiation for consumers 

as businesses were restricted to only competing on price. Companies who could not compete on price alone 

were pushed out. The oversimplification of comparisons is an important risk to consider in developing these 

tools and can, as shown in the case of Australia, result in less competition.  

Key Lessons for Canada’s P&C insurance industry  

● Australia and Canada have similar financial services regulatory regimes – in particular provincial and 

territorial insurance regulators approve policies and premiums in a private P&C insurance marketplace. 
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insurance/choosing-car-insurance.  
177 Will Kenton, “Crowding Out Effect Definition,” Investopedia (Investopedia, May 26, 2021), 

https://www.investopedia.com/terms/c/crowdingouteffect.asp.  



 

 
47 PROMOTING COMPETITION IN P&C INSURANCE |      

Rates are determined via a variety of algorithms that take into account demographic variables and 

personal histories.  

● Australia’s insurance rate comparison tool, MoneySmart, allows consumers to interact directly with the 

regulator when shopping for general insurance rates, effectively cutting out the impact of the insurance 

broker, and limiting the effect of private sector competition in the industry. Some have argued that the 

rigidity of regulatory rate setting authority, combined with this comparison tool, are crowding out the 

private sector.  

● The unintended consequences that have developed due to the use of the comparison site, i.e. the 

oversimplification of comparison to a question of price alone, may ultimately be detrimental to the 

general insurance marketplace. 

8.0 Best policy practices from other sectors in Canada   

Building on international best practices, both Canadian open banking reforms and Alberta’s approach to 

monitoring auto insurance switching costs, provide important lessons for addressing switching challenges in 

Canada’s P&C insurance sector.  

8.1 Data portability a significant barrier to switching in open banking 

Context 

Canada’s banking sector is widely regarded as one of the safest banking systems in the world, due in large part 

to strict oversight and a strong regulatory regime.178 In a 2020 market study on the future of Canada’s banking 

sector, Competition Bureau Canada made the following recommendations on switching to Finance Canada: 

● Consumers should be able to easily switch between service providers, and; 

● Finance Canada should leverage technology to facilitate switching and data sharing. 

As the global economy transforms to accommodate new technological innovations, and many services transition 

to the digital sphere, FinTech is rapidly becoming an important factor in Canada’s banking industry. FinTech 

refers to the integration of new technologies in facilitating the delivery of banking systems and has the potential 

to reduce friction for consumers when accessing financial services.179 Despite the potential of FinTech in 

Canada’s banking sector, the existing players remain concerned that new entrants will operate outside of the 

regulated market, and incumbents will be limited by existing regulations, reducing their competitiveness.180 As 

a result, established market players are calling for deregulation.  
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How data portability can impact switching, among other factors 

With respect to switching in financial services, the process of switching is complicated by several factors: 

● Potential fees for terminating contracts; 

● opaque pricing schemes and bundling that makes it difficult for consumers to understand what they are 

paying for; 

● difficulty comparing and evaluating quality of service from one provider to the next; 

● difficulty ensuring pre-authorized transactions are properly carried over to new providers; and 

● requirements for in-person contact to open and close accounts may not be possible for all customers.181 

Contrarily, “open banking,” or the deregulation of the banking sector to allow for new FinTech third parties, 

may facilitate switching in that it: allows for data-rich and dynamic price comparison tools, more accurate 

service recommendations, greater automation in financial transfers and data portability, remote identity 

verification, and greater transparency in terms of penalties incurred for overdraft fees and other fees related to 

switching.182 

Perhaps the greatest advantage that open banking and FinTech can provide consumers is its effect on data 

portability brought on by digital transformation. If open banking increased data portability and interoperability, 

it could: promote the shopping around of financial services by consumers, which could stimulate competition 

and lower prices overall; facilitate switching by automating transfers of funds and client information from one 

provider to the next; and promote the innovation of new services allowing consumers to better manipulate their 

services directly.183  

Key lessons for Canada’s P&C insurance industry 

● The impact of data portability on facilitating switching for consumers is significant, as well as the ability 

of new entrants in the market to innovate and use new technologies that enable/facilitate data portability 

for consumers. An important element of data portability is data ownership allowing consumers to access 

their personal data and understand what information is collected on them for pricing purposes. 

● Regional disparities in accessibility as well as the requirement of in-person contact for closing or 

switching accounts may be a barrier to switching in insurance as well. 

● Economies of scale exist in the marketplace, limiting the ease of entrance for new market players (both 

in terms of compliance and data accumulation). Research shows a similar phenomenon exists in 

Canada’s insurance market as well. 
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● Ultimately, facilitating new entrants’ data innovations can increase competition and consumers’ ability 

to switch providers.  

8.2 Lessons from Alberta on data collection and monitoring auto insurance 

switching costs  

Context 

While auto insurance is delivered by the private sector (about 70 insurance companies) in Alberta, it is a 

mandatory product that is heavily regulated – the government reviews the rates. Rates for automobile insurance 

are regulated by the Automobile Insurance Rate Board (AIRB), and the minimum requirement to operate a 

private passenger and commercial automobile is $200,000 third party liability coverage and accident benefits 

coverage.184 The AIRB also has a mandate to educate consumers, so that consumers can access a “robust 

automobile insurance marketplace.”185  

An expert committee was formed to prepare a series of recommendations on Alberta’s auto insurance in 

September 2020 to make rates more affordable, increase choice, and improve care.186 Alberta has the third 

highest auto insurance rates in Canada, estimated at $1316 per year, and only lower than British Columbia and 

Ontario.187 While switching costs did not come up in the committee report, survey respondents “clearly 

indicated that they considered auto insurance premiums are too high, and greater emphasis should be placed on 

rewarding good drivers and lowering repair costs” (30,000 Albertans participated in the survey).188 Based on an 

expert committee, the Alberta government introduced legislative changes to the Insurance Act in Bill 41 (The 

Insurance (Enhancing Driver Affordability and Care) Amendment Act),189 updated regulations to allow for pay-

per-kilometre and more flexibility for usage-based policies so that these policies can now be used to set overall 

premiums in addition to discounting practices, and expanded the role of the AIRB.  

Data collection and monitoring switching costs in auto insurance 

The AIRB has a number of efforts in place to increase and monitor consumer choice in auto insurance. Firstly, 

the AIRB website has a page for consumers to compare rates – also known as a rate comparison tool.190 The 

Board further promotes external rate comparison tools and organisations including rates.ca, 

insurancehotline.com, and Insurance Brokers Association of Alberta. Secondly, the AIRB has a Consumer 

Representative that solicits consumer feedback on obtaining insurance. To ensure that this data is trusted, the 

Consumer Representative is independent. The AIRB Consumer Representative has been measuring the 

following since the early 2000s: consumer switching to new policies or providers, reason for switching, and 
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increasingly, the ability to get a comparative quote. For example, in the 2019 consumer perspectives AIRB 

report, they explored the challenges that consumers face to get a comparative quote. Some examples of survey 

data are provided below: 

● A 2016 report noted that 58% of consumers obtained a competitive quote in 2005, compared to 27% in 

2016.191 

• A 2018 public perception survey which measured switching rates noted that 17% of respondents (n=98) 

switched insurance companies in the last two years, up from 12% in 2017. 79% of these consumers 

switched for lower premiums or deductibles, 11% for better coverage, and 9% due to poor service 

(Figure 3).192  

 

Figure 3: Example of public perception survey results regarding rationale for switching automobile insurance (Reprinted from: Chris Daniel, 

“Consumer Perspectives on Automobile Insurance: Report of the Consumer Representative,” Consumer Representative for the Alberta Automobile 

Insurance Rate Board, August 14, 2018, page 19, https://airb.alberta.ca/industry-information/annual-review/2018/Consumer-Representative-

Sumission-and-Survey-Results.pdf.) 

● The 2019 report indicated that more consumers are shopping around, but cited a number of challenges 

that consumers are facing when trying to obtain a comparative quote: “37% - unable to obtain a final 

quote on-line without speaking with a broker or agent, 29% - lack of understanding of coverages, 16% - 

too many questions, 3% - process is too time consuming, 3% - slow response time.”193 

The aim of these annual reviews of consumer experience in the auto insurance sector is to “ensure Alberta 

consumers are appropriately and adequately represented in the Annual Review process that establishes industry 

benchmarks for the Board’s use in its review of insurer filings.”194 

Key lessons for Canada’s P&C insurance industry  

● A key component to promoting a specific policy is monitoring current trends year over year. Since the 

early 2000s, Alberta has long monitored consumer switching to new policies or providers, reason for 
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switching, and increasingly the ability to get a comparative quote. Importantly, to ensure that this data is 

trusted, these annual reviews are conducted by an independent Consumer Representative. 

● Based on this data, the regulator can see, for example, from the 2016 Consumer Representative report 

that shopping around in auto insurance more than halved from 2005 to 2016. More recent survey data in 

2019 may suggest one reason why this may be the case. It suggests that consumers face a number of 

challenges to obtain a comparative quote, a key step in shopping around.  

9.0 Information gaps for consumers, industry, government, 

and suggested future studies    

This brief suggests that there are clear information gaps in P&C insurance in Canada, from lack of public data 

to the unclear size of the switching challenges to a limited understanding of how the current insurance market 

dynamics impact low-income households. Consumers, industry, and government regulatory authorities all 

require additional information related to P&C insurance switching challenges and costs in Canada, and more 

specifically, Ontario’s auto insurance market. Ensuring all actors in a market have the information that they 

need is important for competition. In addition to highlighting these gaps for each actor below, a number of 

future studies are suggested to address the potential disruptions of new usage-based policies and other 

technological developments, the link between consumer understanding and switching, and the potential impact 

of price discrimination on lower-income households. 

Information gaps and needs for consumers 

● Rate transparency: Consumers in general have limited information about insurers’ risk assessment and 

the breakdown of premiums.195  Importantly, there is a lack of transparency in how data is used in 

algorithmic risk pooling by insurers. Additionally, current advertising practices in the P&C insurance 

industry present conflicting or confusing information regarding the pricing structure of premiums.  

● Claims process: A lawyer for claim litigation revealed that consumers usually are not actively involved 

in the claim process, only the agents or brokers, so they have little information on how it works. 

Increasing consumer awareness of the claim process could build knowledge of what coverage 

individuals actually require to meet their needs. 

● Data access: Canadians continue to have limited access to their P&C insurance data, which constrains 

their ease to switch. 

Information gaps and needs for industry  

● Consumer preferences: Insurers, particularly in the Ontario auto insurance industry, may not fully 

understand their consumers’ preferences due to the mandatory coverage requirements, and low levels of 

consumer engagement. 
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● Driver actual risk: Historical risk assessment of auto insurance relies too much on the policyholder’s 

self-reported risk. 196 Companies could provide more customized products and accurate pricing with the 

access to more up-to-date, or on-demand, consumer data. 

Information gaps and needs for government  

● Switching data: Provincial and territorial regulatory bodies could benefit from a formalized process to 

collect and disclose consumer insights, along with the impact of competition and switching costs on 

consumer experiences with the insurance industry. 

● Disparate impacts on varying subgroups: Comparable jurisdictions, such as the European Union, have 

eliminated the use of demographic information in the pricing of P&C insurance (especially for auto 

insurance). More information is needed on how demographic information – such as age, gender, area 

code, familial status – is causing possible price discrimination.  

Suggested future studies 

● Impact of usage-based policies on driver risk assessment and rates, as well as data protection: Given 

that historical risk assessment of auto insurance relies too much on the policyholder’s self-reported risk, 

the information asymmetry associated with classifying risk may lead to unfair premiums because of the 

possibility for high-risk motorists to mimic low-risk motorists. In light of this, there appears to be 

greater opportunity for usage-based insurance policies, especially in Ontario. However, the current 

uptake of usage-based insurance programs remains low. It is believed that this should change in the 

future as regulators remove restrictions on usage-based insurance products and foster technological 

innovation. Future research should focus on how usage-based insurance reduces information gaps for 

both high-risk and low-risk drivers, and how it provides incentives for the high-risk drivers to become 

low-risk drivers by reducing risk-taking behavior.  

● Ways to improve data access: With Bill C-11 unlikely to move forward, Canadians are likely going to 

continue to have limited access to their data. This raises the non-monetary costs for consumers to switch 

and raises the barriers for new entrants. More research is needed on the ways that international 

jurisdictions have improved consumer access to their insurance data through voluntary and non-

voluntary initiatives.  

● Link between consumer awareness and switching or searching rates: More research should focus on 

how to enhance consumer awareness of switching and the potential benefits it could bring, as well as on 

the impact of bias on consumers. Studies could explore incorporating behavioral sciences into creating 

mechanisms to increase shopping around at renewal, and the effectiveness of these tools, such as 

product comparison tools, extended renewal notice periods, and plain language templates, to reduce 

monetary and non-monetary switching costs. 

● Creating a more equal future in insurance: Given the risks of price discrimination based on 

demographic identifiers, more research is needed on how insurance effects lower-income households. 

More specifically, future consumer data should focus on the effect supplemental health insurance has on 

pricing, and its potential to reduce economic trust between insurers and part-time or unemployed drivers. 

 
196 Sara Arvidsson, “Reducing Asymmetric Information with Usage-Based Automobile Insurance,” accessed June 18, 2021, 

https://www.diva-portal.org/smash/get/diva2:669413/FULLTEXT01.pdf. 
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10.0 Conclusion  

Property and casualty insurance consumers in Canada face various barriers to switching, both real and 

perceived. Switching enables a healthy level of competition in the marketplace. It constrains the exercise of 

market power by established companies and allows for new entrants into the market. Greater rates of switching 

encourage reduced prices and encourage innovation.  

Based on the case study of Ontario's auto insurance market, this brief concludes that there are monetary and 

non-monetary switching costs inflicting Ontario’s consumers, and likely consumers in other auto and P&C 

insurance markets across the country. These include a lack of product differentiation in auto insurance, limited 

consumer understanding of the differences between products, and gaps in regulatory oversight of switching 

costs. This report draws from best practices and recommends that ways to increase product differentiation 

should be explored, along with tools to improve the understanding and ease of comparisons between insurance 

products, and greater regulatory oversight of consumer experience and ease of switching. Our recommended 

policy measures are as follows: 

1. Review regulations to encourage more differentiation in auto insurance products across companies  

2. Encourage usage-based insurance policies 

3. Promote or develop comparison tools 

4. Introduce mechanisms to increase shopping around at renewal, including prompts and longer renewal 

periods 

5. Improve consumer access to their own insurance data, and data mobility 

6. Require companies simplify contracts and use plain language contracts or templates  

7. Improve oversight of advertising practices, and ensure that consumers are not being misled 

8. Encourage provincial and territorial regulators to regularly collect data on switching 

9. Ensure consumer perspectives are measured and monitored  

These policy recommendations aim to reduce the costs of switching for consumers, and call for the Competition 

Bureau, along with provincial and territorial regulators, to address existing issues in the auto insurance sector, 

and P&C insurance more broadly, where relevant. Reducing the costs of switching for consumers is key to 

ensuring that consumers’ interests are protected, and that Canadians prosper by accessing equitably structured 

markets. 

Implementation 

The measures proposed in this brief, if adopted, would require implementation across multiple jurisdictions, 

and/or levels of government. Some policy options lie within the scope of the Competition Bureau’s mandate, 

while others fall under the jurisdiction of the provincial and territorial governments as they regulate P&C 

insurance products. This brief for the Competition Bureau has been prepared acknowledging these constraints 

since the Bureau cannot mandate provinces or territories to make changes within their sub-national 
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jurisdictions. In these cases, the Bureau may have to work on, or create, a group to work in collaboration and 

coordination on issues. As many of the recommendations are born out of a detailed review of the auto insurance 

sector in Ontario, several are particularly relevant for the Ontario government, but likely have wider relevance 

in other provinces and territories since all require drivers to have auto insurance coverage. A summary of said 

divisions in authority, as prescribed by each policy proposed, is broken down in the table below. In addition, the 

recommendations are grouped by implementation phases which might be pursued in the short- to medium-term, 

and others that likely require longer-term changes.  

Table 4: Implementation plan for recommended policy options 

Policy 

option 

no. 

Recommendation Competition Bureau 

Canada’s role 

Provincial or territorial 

governments’ role 

Phase 1 - Examine what is happening, what is collected, and further assess the size of the issue 

8 Collect switching data 

annually, based on best 

practices in Alberta, UK, 

and Ireland 

Examine which jurisdictions are 

collecting data annually, and 

convene discussions amongst 

provincial and territorial 

regulators on how to improve 

data collection 

Collect annual data on switching 

9 Monitor consumer 

perspectives, drawing on 

Alberta’s approach 

Review provincial and 

territorial processes to monitor 

consumer perspectives, 

particularly for auto insurance 

Ensure consumer perspectives 

are regularly monitored in a fair 

and responsible manner 

7 Advertising oversight Build comprehensive 

recommendations that ensure 

clearer advertising 

New regulations using the 

Competition Bureau’s 

recommendations 

Phase 2 - Invest in initiatives to pilot and better understand these policy options before determining 

the right tools to promote shopping around and reduce barriers to switching 

5 Improve consumer access 

to their own insurance data 

and data mobility, 

referencing the UK 

experience 

Investigate ways to increase 

consumer data access and data 

mobility, including 

international efforts 

Consider different tools based 

on the Competition Bureau’s 

recommendations 
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4 Introduce mechanisms to 

increase shopping around 

at renewal, learning from 

the UK and Ireland 

Engage international regulators, 

and study shopping around 

tools  

Adjust current tools based on 

the Competition Bureau’s 

research 

3 Promote or develop 

comparison tools, building 

on experiences in the UK, 

Alberta, and Australia 

Evaluate current rating tools in 

Canada and how they might be 

improved 

Adjust current tools based on 

successful jurisdictions 

6 Require plain language 

contracts or templates 

Recommend plain language be 

used in all P&C insurance 

contracts, particularly in auto 

insurance since it is a required 

product 

New regulations aligned with 

the Bureau’s recommendations 

2 Encourage usage-based 

policies, learning from 

recent reforms in Ontario 

and Alberta 

Work to examine barriers that are limiting uptake of usage-based 

insurance products, as well as means to protect consumers 

1 Regulatory review of auto 

insurance coverage 

Convene with regulators to 

discuss where duplication of 

coverage exists in auto 

insurance 

Ensure sufficient impact 

assessments and consumer 

consultations are undertaken to 

inform proposed changes to 

mandatory coverage, including 

Gender-Based Analysis 

Recommended policy options that focus on improving regulatory oversight of consumer experience and ease of 

switching should fall within the first phase of the Competition Bureau’s efforts to further understand the 

switching challenges in P&C insurance in Canada, especially for auto insurance. The analysis across 

jurisdictions in Canada on what data is collected and the current state of regulatory oversight is a critical first 

step. In addition, Phase 1 should include efforts to assess and make recommendations on how to improve 

advertising practices, given the Bureau’s in-house expertise on false advertising.  

Phase 2 policy options are likely more long-term efforts that would benefit from further research, studies, and 

pilots before determining the right tools for Canadian regulators. For example, given the challenges with 

Australia’s comparison tool, the Competition Bureau could support a pilot initiative before full roll-out is 

recommended to provincial and territorial governments. Further, a randomized control trial, similar to what the 

UK government undertook, could be considered to test the various tools suggested to increase shopping around 

and promote switching. All of these efforts to invest in data collection and build the evidence base on switching 

barriers in auto insurance are critical if regulators want to consider a regulatory review. 
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11.0 Appendix  

11.1 Detailed survey data 

Table 5: Summary of switching and renegotiation rates in Canada and Ontario for home and auto insurance (Source: ISED survey, 2020) 

Type 

 

Question Car insurance Home insurance 

Ontario 

 

Canada  

 

Ontario Canada  

S
w

it
c
h

in
g

 

Have you switched your insurance provider in the 

past 12 months? 
(No. responses* – Car: 661 for Canada, 210 for Ontario; 

Home 660 for Canada, 212 for Ontario) 

Yes 8% 

 

11% 8% 

 

8% 

 

No 92% 89% 92% 92% 

Why did you switch your insurance provider in the 

past 12 months? 

(No. responses* – Car: 62 for Canada, 16 for Ontario; 

Home: 53 for Canada, 16 for Ontario) 

For a better price / 

cheaper price in general  

39% 48% 73% 

 

62% 

 

Change in my personal 

circumstances (e.g. I 

moved) 

32% 33% 8% 11% 

For a better deal / to take 

advantage of a 

promotion or discount 

N/A 8% 9% 

 

10% 

 

For better product 

quality / improved 

service (general) 

16% 7% 12% 

 

10% 

 

For better customer 

service / more helpful 

staff 

N/A 1% 5% 7% 

Other 6% 2% N/A N/A 

Didn’t know/refused 7% 5% 8% 8% 

How much money do you estimate you are saving 

every month as a result of switching your 

insurance provider?  
(No. responses* – Car: 62 for Canada, 16 for Ontario; 

Home: 53 for Canada, 16 for Ontario) 

$0-$19.99 36% 26% 14% 15% 

$20-$39.99 4% 19% 30% 17% 

$40-$59.99 N/A 10% 14% 17% 

$60-$79.99 N/A 4% 7% 8% 

$80-$99.99 4% 1% N/A 2% 

$100+ 25% 12% 10% 12% 

DK/NA 

 

30% 28% 24% 30% 
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Why haven't you switched your insurance provider 

in the past 12 months? 
(No. responses* – Car: 487 for Canada, 146 for Ontario; 

Home: 512 for Canada, 160 for Ontario) 

No reason to switch / I 

am satisfied (general) 

52% 47% 49% 53% 

I am satisfied with the 

product quality / service 

(general) 

19% 15% 16% 16% 

I am satisfied with the 

cost / currently getting a 

good deal 

16% 13% 11% 

 

14% 

 

I have no option / they 

are the only provider 

available 

1% 10% 11% 

 

8% 

 

Too much hassle to 

switch / making changes 

takes too much effort 

8% 

 

7% 

 

6% 

 

6% 

 

I am receiving good 

customer service / 

satisfied with the staff 

5% 

 

6% 

 

7% 

 

6% 

 

I am a loyal customer / 

value the relationship 

8% 5% 1% 2% 

I am in a contract 2% 3% 1% 1% 

OTHER 7% 5% 5% 4% 

DK/NA 8% 12% 14% 12% 

How much money do you estimate you could save 

every month by switching your insurance 

provider? (No. responses* – Car: 487 for Canada, 146 

for Ontario; Home: 512 for Canada, 160 for Ontario) 

$0-$19.99 21% 21% 21% 20% 

$20-$39.99 4% 4% 2% 3% 

$40-$59.99 3% 3% 3% 3% 

$60-$79.99 1% 1% 1% 0% 

$80-$99.99 N/A 0% N/A 0% 

$100+ 5% 4% 3% 3% 

DK/NA 66% 68% 70% 70% 

R
en

eg
o

ti
a

ti
n

g
 

Have you renegotiated with your insurance 

provider in the past 12 months? 

(No. responses* – Car: 599 for Canada, 194 for Ontario; 

Home: 607 for Canada, 196 for Ontario) 

Yes 26% 

 

 

20% 19% 16% 

No 74% 80% 81% 84% 

Why did you renegotiate with your insurance 

provider in the past 12 months?  

For a better price / 

cheaper price in general 

25% 31% 40% 41% 
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(No. responses* – Car: 112 for Canada, 48 for Ontario; 

Home: 95 for Canada, 36 for Ontario) 
Change in my personal 

circumstances (e.g. I 

moved) 

38% 27% 19% 20% 

Changed my account / 

added or removed 

something (general) 

23% 22% 12% 14% 

My contract ended / 

renegotiated at renewal 

4% 14% 8% 11% 

For a better deal / to take 

advantage of a 

promotion or discount 

7% 6% 8% 

 

6% 

 

For better product 

quality / improved 

service (general) 

2% 1% 2% 

 

3% 

 

OTHER 7% 11% 13% 9% 

DK/NA 3% 1% 2% 4% 

How much money do you estimate you are saving 

every month as a result of renegotiating with your 

insurance provider? 

(No. responses* – Car: 112 for Canada, 48 for 

Ontario; Home: 95 for Canada, 36 for Ontario) 

$0-$19.99 30% 30% 22% 26% 

$20-$39.99 18% 20% 7% 10% 

$40-$59.99 2% 7% 9% 14% 

$60-$79.99 8% 5% 2% 1% 

$80-$99.99 N/A N/A N/A N/A 

$100+ 8% 9% 13% 7% 

DK/NA 35% 29% 47% 43% 

 * No. of responses noted above are unweighted 

** Top percentage highlighted that was not ‘Other’ or ‘DK/NA’ 
 

 

Table 6: Switching in last 12 months by various demographics (region, age, gender, income, and education) (Source: ISED survey) 

 

Question: Have you switched your car insurance provider in the past 12 months? 

(No. respondents: 661) 

Option Yes* No 

Total 11% 89% 

Region 

British Columbia 4% 96% 

Alberta 7% 93% 
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Manitoba/Saskatchewan 3% 97% 

Ontario 8% 82% 

Quebec 23% 77% 

Atlantic provinces 19% 81% 

Gender 

Male 14% 86% 

Female 8% 92% 

Age 

18-34 18% 82% 

35-54 10% 90% 

55+ 7% 93% 

Level of education 

High School or less 9% 91% 

Trade/ College 9% 91% 

University 13% 87% 

Household Income 

Under $40K 6% 94% 

Between $40K and $100K 14% 86% 

$100K or more 12% 88% 

*Top ‘yes’ percentage highlighted for each category 
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11.2 Additional case studies: UK general insurance & Canada telecommunications 

Efforts in UK general insurance to improve switching and reduce switching costs  

Context 

The Financial Conduct Authority (FCA) is the financial regulatory authority in the UK and oversees the conduct 

of firms, including insurance firms. It is a separate entity from the UK government, and is financed by 

membership fees from financial service providers. Established in 2013, the FCA’s goal is to promote financial 

markets that are “honest, fair and effective so that consumers get a fair deal.”197 Their objectives are to protect 

consumers, competition, and financial markets. The FCA is responsible for conduct across the UK financial 

system, and accountable to both Treasury and Parliament. The mandate of the FCA is outlined in the Financial 

Services and Markets Act 2000.198 

Assessing tools to improve switching and address switching costs at renewal in UK insurance  

In 2015, the UK government consulted on new rules for general insurance renewals with the aim to address 

consumer concerns at renewal, particularly that price increases at renewal were not transparent and that long 

standing customers paid more than new customers for the exact same insurance product. These concerns were 

not only held by consumers, but also acknowledged by industry representatives.  

To inform this consultation, the government conducted large-scale randomised control trials (RCT) with three 

firms in home and motor insurance markets as well as wider research. In 2014, an RCT was conducted with 

“300,000+ customers from one home insurance provider and two motor insurance providers to assess whether 

improved disclosure can help customers become more engaged at renewal.”199 This RCT tested four disclosures 

types, finding that the best way to improve consumer engagement was to disclose consumers’ previous 

premium on the renewal notice.200 Researchers believe that the findings of this trial apply more widely, in 

particular given that the home insurance market is relatively more competitive than most other general 

insurance markets. The trials found that even though switching or negotiating for auto insurance did not 

increase when the previous year’s premium was disclosed, shopping around did, rising from 67% to 73%.201 In 

addition, 89% of consumers receiving a renewal notice indicated that it would be useful to have the price paid 

the previous year on their insurance renewal notice.202  

Based on these studies, the government began requiring that firms as of April 1, 2017 include the following on 

general insurance renewal notices: 

● “disclose last year’s premium at each renewal; 

● include text to encourage consumers to check their cover and shop around for the best deal at each 

renewal; and 

 
197 Financial Conduct Authority, “About the FCA,” FCA (FCA, September 24, 2020), https://www.fca.org.uk/about/the-fca. 
198 Ibid. 
199 Financial Conduct Authority, “Increasing Transparency and Engagement at Renewal in General Insurance Markets – Feedback on 

CP15/41 and Final Rules and Guidance,” Increasing Transparency and Engagement at Renewal in General Insurance Markets – 

Feedback on CP15/41 and Final Rules and Guidance (London, UK: FCA, 2016), 6. 
200 Ibid. 
201 Ibid, 16. 
202 Ibid. 
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● identify consumers who have renewed with them four consecutive times and give these consumers an 

additional prescribed message encouraging them to shop around.”203,204 

In addition to changes to the rules, the government recommended the following regarding compliance, 

guidance, and metrics to track success of the reforms: 

● Compliance: government proposed guidance on how firms maintain records to demonstrate compliance, 

including records of premiums 

● Guidance: recommended that guidance be developed to “help firms meet their obligations towards 

consumers at renewal, including on importance of providing appropriate information and issuing clear 

communications to consumers at renewal, how firms should treat consumers who want to switch or 

cancel, and the appropriateness of fees or charges for cancelling or renewing policies” 

● Measures to assess success of the policy: “consumers engage, consumers shop around, consumers make 

better-informed decisions, firms increase focus on renewal practices, and, as a result, improve consumer 

outcomes.”205 

Based on the 2017 feedback on the proposed rules, the government decided to make a number of amendments 

to its recommended changes, including encouraging consumers to not only shop around based on price, but to 

also shop around based on coverage. While the UK government acknowledged that these changes should 

increase engagement and promote competition, they recognized that the new disclosure requirements and 

improvements in company practices were “unlikely to fully address consumer inertia when renewing general 

insurance policies, [and that] there may be other reasons that explain why consumers do not act at renewal.”206 

The government committed to monitor the above measures and if further consumer concerns, issues related to 

inertia, or barriers to competition were identified, they would pursue further action. Despite concerns that these 

policies would encourage excessive switching and market instability, churn in the insurance sector has hovered 

at around 24% since these changes, as measured in the Churn Index in 2018 and 2020.207 

Key lessons for Canada’s P&C insurance industry  

● Certain types of disclosure at renewal promote more shopping around. It was found that showing the 

previous premium on the renewal notice was the best way to increase consumer engagement. 

● The UK currently requires that firms disclose last year’s premiums, combined with prompts and 

messaging from firms, to encourage consumers to shop around.  

 
203 Financial Conduct Authority, “Increasing Transparency and Engagement at Renewal in General Insurance Markets – Feedback on 

CP15/41 and Final Rules and Guidance,” Increasing Transparency and Engagement at Renewal in General Insurance Markets – 

Feedback on CP15/41 and Final Rules and Guidance (London, UK: FCA, 2016), 5. 
204 Financial Conduct Authority, “Transparency in Insurance Renewals,” FCA (FCA, March 8, 2017), 

https://www.fca.org.uk/firms/transparency-insurance-renewals. 
205 Financial Conduct Authority, “Increasing Transparency and Engagement at Renewal in General Insurance Markets – Feedback on 

CP15/41 and Final Rules and Guidance,” Increasing Transparency and Engagement at Renewal in General Insurance Markets – 

Feedback on CP15/41 and Final Rules and Guidance (London, UK: FCA, 2016), 5 
206 Ibid, 7. 
207 CallMiner, “The CallMiner Churn Index 2020,” The CallMiner Churn Index 2020 (London, UK: CallMiner, 2020), 

https://learning.callminer.com/c/whitepaper-uk-callminer-churn-index-2020?x=CFl8z6&xs=225900, 9.  
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● Policymakers are measuring the following to assess success of this policy: how much consumers 

engage, how much consumers shop around, how many consumers make better-informed decisions, and 

how many firms increase focus on renewal practices. 

Knowledge gap and generational differences important factors that impact switching in telecommunications 

Context 

The majority of Canadians continue to obtain Wi-Fi and Internet access from one of Canada’s traditional 

telecom companies, often in a bundle with telephone or television services.208 Three major providers exist 

across the country: Rogers, Bell, and Telus. However, in recent years, alternative service providers are on the 

rise. Across the industry, consumers take into account many important factors when choosing Internet 

providers, such as speed, monthly download caps, and customer service.209 In a recent Broadband Market Study 

conducted by Competition Bureau Canada, 90% of respondents reported that they were satisfied with their 

current service provider (except people in remote and rural areas).210 Additionally, more than one million 

Canadians are turning to independent providers (i.e. wholesale-based providers), and many others have 

leveraged their presence to negotiate with traditional providers.211 Research to-date demonstrates that 

consumers have higher satisfaction with wholesale-based providers.212 That being said, the strength of Canada’s 

networks is built on large investments driven by facilities-based competition, but the competition arising from 

wholesale access negatively impacts the incentive to invest by facilities-based providers.213  

Differing attitudes on switching by age cohort and location 

Several barriers impact switching in the telecommunications industry such as familiarity or knowledge gaps in 

which consumers with experience switching providers are more likely to consider it easier than those who have 

not recently switched and continue to be long-term customers at their existing provider.214 In their market study, 

the Competition Bureau found that “more than half of the consumers surveyed considered switching from their 

current internet service provider to another during the past two years. Of those who considered switching, 

approximately 30% actually made the switch; 17% started the process of switching, but ultimately decided to 

stay with their current provider; and the remaining 53% took no further action beyond simply considering a 

switch.”215 Additionally, younger subscribers were shown to be more likely to switch providers compared to 

older consumers, aged 65 and up.216 Regional disparities also impacted a consumer's likelihood to switch, with 

urban dwellers more likely to seek better deals from wholesale providers compared to rural individuals and 

families.217 

 

 
208 Competition Bureau of Canada, “Delivering Choice: A Study of Competition in Canada's Broadband Industry,” (Ottawa, Ont: 

Competition Bureau of Canada, 2019), https://www.competitionbureau.gc.ca/eic/site/cb-bc.nsf/vwapj/CSBP-BR-Main-

Eng.pdf/$file/CSBP-BR-Main-Eng.pdf, 54.  
209 Ibid, 31.  
210 Ibid, 24.  
211 Ibid, 7.  
212 Ibid.  
213 Ibid, 46.  
214 Ibid, 23. 
215  Ibid, 30. 
216 Ibid. 
217 Ibid, 33-34. 
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Key lessons for Canada’s P&C insurance industry 

● A consumer knowledge gap is a significant barrier in switching – consumers who had switched before 

considered it easier than those who did not. 

● Younger subscribers, aged 18-34, were almost three times more likely to switch providers in the past 

two years than those aged 65 or older. These demographic divides may be relevant in assessing 

consumers’ understanding and willingness to switch in the insurance industry as well.218 

● Infrastructure change in the industry, allowing for new entrants in the market, is crucial to increasing the 

switching options of consumers.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
218 Competition Bureau of Canada, “Delivering Choice: A Study of Competition in Canada's Broadband Industry,” (Ottawa, Ont: 

Competition Bureau of Canada, 2019), https://www.competitionbureau.gc.ca/eic/site/cb-bc.nsf/vwapj/CSBP-BR-Main-

Eng.pdf/$file/CSBP-BR-Main-Eng.pdf, 33-34. 
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