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The results of Insurance Business’ third annual Brokers on Insurers Survey 
are in. Scoring Australia’s top insurers across 11 categories that matter to you 

as brokers, the 2015 survey asks and answers the all-important question: 
who are Australia’s best insurers?

WHICH INSURER o� ers an experience to 
brokers, against which all of their competitors 
should be benchmarked? Which insurer is best 
in class for its BDM support? And when taking 
into account all key aspects of their business, 
which insurer comes up trumps?

The time to reveal the answer to those 
questions has arrived, as we share the results 
of Insurance Business’ Brokers on Insurers 
Survey 2015. In this the survey’s third year, we 
once again asked brokers to rate nine insurers 
across 11 categories, and to tell us what it is they 
consider key when it comes to their dealings 
with those insurers. 

How have insurers fared in brokers’ eyes in 
2015? And how do the ranks they’ve achieved 
compare to the results of the previous two years? 

It’s time to fi nd out who’s at the top of the 
ladder for turnaround times on claims, who’s 
ruling the roost when it comes to their range of 
products, and whose overall service level is the 
most outstanding. And, above all else, who is the 
Insurance Business Insurer of the Year for 2015?

We invite you to turn the page to see all of 
the results.

Tim Garratt
Editor, Insurance Business

BROKERS ON 
INSURERS

Australia’s best insurers 
ranked, rated, and revealed
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TOP 10  

BROKERAGE2015

For the fourth year running, Insurance Business magazine 

is calling on brokerages nationwide to enter its prestigious 

Top 10 Brokerage ranking.

Complete your online application form at www.insurancebusinessonline.com.au

SUBMISSIONS CLOSE FRIDAY 21 August

ENTRIES OPEN MONDAY 13 JULY

Making the Top 10 will put you among 

an elite group of  brokerages ranked 

on criteria including premium income, 

client retention, policies written and 

number of new clients during the 

2014/15 fi nancial year, as well as non-

fi nancial criteria.

Entries open on Monday 13 July. The full 

ranking will be published in issue 4.5 of 

Insurance Business magazine, out in 

October, as well as online.

PROUDLY SPONSORED BY
2015
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It probably goes without saying that brokers want to have 
good relationships with their insurers. Insurance is a 
relationship business, after all. 

But it’s no less true in 2015 than it ever has been 
before. Responses to the Insurance Business Brokers on 
Insurers Survey 2015 tell us that brokers still highly value 
those who place importance on good, old-fashioned 
personalised service. 

One respondent to the survey told us, “Regardless of 
the overall opinion of the insurance company, it is the 
sta�  who make a lasting impression with brokers and 
who are responsible for building strong, working 
relationships that generate business.” Another told us, 
“Service delivery [is] more important than fl ash proposal 
forms or additional products. Do the basics right.”

In this year’s survey, when it came to telling us what 
was most important to them, brokers ranked the same 
fi ve items as last year in precisely the same order. That 
top fi ve list comprises: claims turnarounds; overall 
service; new business turnarounds; premium stability; 
and BDM support.

An overall desire to have timely and efficient 
interactions with insurers couldn’t be clearer. And when 
an insurer has demonstrated a willingness to go the extra 
mile, brokers have been forthcoming in sharing those 
experiences with us. One respondent told us, “In arranging 
cover for a commercial property owner, one of our BDMs 
required a survey, but cover was needed urgently for a 
next day settlement. The property was over two hours 
from our o�  ce. It was, however, on the route home the 
BDM was going to take. 

“So that night, he … checked out the property … and 
confi rmed the next morning he could write it.”

Another respondent was impressed by a BDM’s 
willingness to join the respondent in visiting the client 
and ‘sealing the deal’. 

Not only do brokers appreciate insurers recognising 
their value through a commitment to timely and e�  cient 
communication, but also through promoting the value 
of their advice to the wider community. “Some insurers 
are doing more to promote brokers in the general 
community, which is heartening,” one respondent 
commented. “If we can all make a concerted e� ort to 
raise the profi le of insurance and brokers from the realm 
of ‘another bill’ and ‘used car salesman’, it will benefi t the 
whole industry greatly in this fast changing world.”

It’s also important for insurers to show their respect 
for brokers at the smaller end of town. “A couple of 
insurers have really placed value on my business even 
though it’s small, and they’ve made a big e� ort to help 
me win some accounts,” one respondent reported. “This 
has meant I’ve tried to give them more business in return.”

And what advice did our respondents o� er to insurers 
for the times ahead?

“Insurers need to continue their focus, working with 
brokers as a viable distribution channel. Insurers that 
do this are reaping far greater rewards than those not 
doing this,” opined one respondent, while another told 
us, “Insurers should stop discussing [the] soft market 
and when it will harden and address the reality that this 
is our market, and to respond accordingly.” 

The other side
While brokers responding to our 2015 survey had no 
hesitation in sharing with us the best of their experiences 

WHAT BROKERS WANT
WHAT’S IMPORTANT TO BROKERS: THE TOP FIVE

0 1 2 3 4

Note: Categories were individually scored between 1 and 5, where 5 equates to ‘very important’

Claims turnaround times 4.84

Overall service level 4.71

Premium stability 4.42

BDM support 4.15

New business turnaround times 4.67
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with insurers over the past 12 months, they similarly had 
no qualms about letting us know when an experience with 
an insurer just didn’t cut it. 

Among a range of complaints, brokers shared stories of 
slow and drawn-out claims processes, poor communication, 
and a lack of local sta�  support, sometimes attributed to 
an insurer’s decision to o� shore particular roles. Additionally, 
brokers expressed frustration with insurers at reduced 
commission and bypassing brokers and selling direct.

“Claims management teams have been pretty poor over 
recent times and are becoming frustrating for us, as brokers, 
and our clients,” one respondent told us. “I don’t know if 
they are understa� ed or, worse, don’t understand claims 
and policy covers, but it [refl ects poorly] on us as we are 
recommending these products to clients.”

Along similar lines, another broker told us of having 
experienced “Horrendous service and response times, 
particularly in relation to new business quotes and claims”.

One respondent commented that, in a particular 
instance, an insurer made claiming so di�  cult that “I 
subsequently lost that business”. And another survey 
participant said, “I have had a few di�  cult claims in the 
past year and I feel like the indecisiveness has hurt my 
customer relationship.”

Survey responses continued to reinforce that high-quality 
service is of paramount importance to brokers. Citing the 
worst thing an insurer had done for their business in the 
past 12 months, one respondent o� ered that the provider 
“Treated us as just a number”; another complained about 
an insurer not responding to queries “in a timely manner”, 
and a third was frustrated by a specifi c insurer’s failure to 
“spend time with us and get to know our business”.

Similarly, another respondent reported that an insurer 
had “Told us they do not have time to come and see us when 
we give them $700,000 a year in premium”. Surely, it’s a 
must for any business relationship to include proportionate 
amounts of give and take?

A complaint not unique to the insurance industry, but 
important nonetheless, is perceived bias towards brokers 
and clients domiciled in major capital cities. “We don’t see 
enough of the insurers in the regional areas. [They’re] 
very metro-focused,” said one respondent. Do insurers 
need to re-think the level of attention they give to those 
in regional areas – a demographic that makes up 

approximately one-third of the Australian population? 
And while an overreliance on technology will never be 

a plus in a relationship business, do insurers need to 
prioritise a serious investment in more intuitive, user-
friendly online platforms? Complaints Insurance Business 
received in the survey results extended to an insurer reported 
as having “Implemented poor online systems, making the 
broking end far more di�  cult and problematic”.

In this increasingly competitive environment, insurers, 
as much as brokers, should be cognisant of what exactly 
constitutes their competitive edge. What is their point of 
di� erence that will entice brokers and their clients alike? 
What can be accomplished and how expeditiously can it be 
achieved? How can they make life easier for all involved? 
As one respondent reminded us, if an insurer is unable or 
unwilling to take on a challenging ask, that business can 
simply be taken elsewhere.

WHAT’S IMPORTANT TO BROKERS: THE NEXT SIX

0 1 2 3 4 5

Note: Categories were individually scored between 1 and 5, where 5 equates to ‘very important’

Product range 4.09

Online platforms 4.08

Product innovation 4.00

Commission structure 3.94

Training & development 3.73

Insurer brand recognition 3.57

18-31_Brokers on Insurers_SUBBED.indd   21 9/06/2015   2:54:55 PM



22       www.insurancebusinessonline.com.au

FEATURE

BROKERS ON INSURERS

SERVICE
“Claims service is imperative, as it is the most tangible part of an insurance policy. Insurers’ 
response times, � exibility and negotiation is improving.”

ONLINE PORTALS
“Technology advancements and new systems have improved this.”

OFFSHORING
“With companies centralising claims and outsourcing o� shore, it is generally poor across 
the industry.”

CLAIMS EXPERTISE
“It seems that many companies do not have enough quali� ed sta�  to cope with claims.”

BROKERS SPEAK… ON CLAIMS TURNAROUND 
TIMES

INSURER RANKING 2014 MOVEMENT RANKING 2015

Chubb 5 1

CGU 3 2

Allianz 1 3

Vero 4   – 4

Zurich 2 5

Chubb
3.73

CGU
3.46

Allianz
3.40

Industry average: 3.25

TURNAROUND TIMES (CLAIMS) 
There was nothing equivocal about the message brokers 
provided us again this year. Turnaround times for claims 
represent the acid test for insurers. 

A broker’s lasting impression of an insurer will chiefl y 
be shaped by the e�  ciency and expertise exhibited during 
the process of handling their clients’ claims. As one 
respondent put it, “A claim is where the insurer should 
shine and make life easy for brokers, and assure the 
broker that they have made the right decision to support 
that insurer”. And in the words of another, “Claims service 
[is] always at the top of our list of requirements”.

This year, Chubb has shot up to take out the gold 
medal for claims turnaround times. Having ranked best 
in class in this category back in 2013, Chubb last year 
slipped down the ladder to number fi ve, but has reclaimed 
the prime position in 2015. One respondent commented, 
“Personally, [I] have found Chubb to excel in claims 
handling, going above and beyond the other underwriters.”

Continuing its climb up the ranks is CGU. Last year, 
CGU was awarded the bronze medal but has managed 
to pull o�  silver in 2015. One broker reported CGU as 

having paid claims “exceptionally quickly”, while another 
described their response on fi re claims as “excellent”. 

Rounding out the list of medallists is last year’s gold 
winner, Allianz. Despite its shift downwards, one 
respondent described the insurer as remaining 
one of the “shining lights” when it comes to claim 
turnaround times.

Once again, a majority of brokers (59.5%) reported 
that claim turnaround times have improved across the 
board in the past year, a slight increase on the 56% who 
told us the same in 2014’s survey. 

More than anything, brokers want their dealings with 
insurers to be defi ned by fast and e�  cient claims handling. 
The challenge for insurers is to ensure they’re 
implementing the processes that will most e� ectively 
a� ord their broker partners that experience, because 
when things fall short, it’s the broker who feels the brunt 
of a client’s dissatisfaction.

HAVE 
TURNAROUND 

TIMES ON CLAIMS 
IMPROVED OR 

WORSENED OVER 
THE LAST 12 

MONTHS?

Worsened

40.5% 
Improved

59.5% 
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INSURER RANKING 2014 MOVEMENT RANKING 2015

CGU 2 1

Allianz 4 2

Vero 3 - 3

Chubb - 4

Zurich 1 5

INSURER RANKING 2014 MOVEMENT RANKING 2015

CGU 2 1

Vero 4 2

Zurich 1 3

Chubb – 4

Allianz 3 5

CGU
3.46

Allianz
3.34

Vero
3.29

Industry average: 3.15

CGU
3.45

Vero
3.42

Zurich
3.40

Industry average: 3.25

HAS OVERALL 
SERVICE 
IMPROVED 
OR WORSENED 
OVER THE LAST 
12 MONTHS?

HAVE NEW 
BUSINESS 
TURNAROUND 
TIMES IMPROVED 
OR WORSENED 
OVER THE LAST 
12 MONTHS?

Worsened

42% Improved

58% 

Worsened

36% Improved

64% 

OVERALL SERVICE LEVEL
CGU has scored top marks for their overall service level 
in 2015, moving up from the runner-up position they 
occupied in 2014. On their heels was Allianz, another 
insurer who’s moved on the ladder in the right direction. 
A survey respondent commented that “Service does not 
appear to be a key factor for most insurers. Allianz still 
do it better than the rest”.

The majority of participating brokers (58%) noted an 
improvement in overall level of service in the last 12 
months, though the comments they o� ered suggested 
that improvement was slight. A number of participants 
were concerned about decreasing sta�  numbers and 
reduced levels of expertise. “The general level of insurance 
knowledge is reducing,” said one respondent.

While some thought better overall service levels 
had been prompted by the increasingly competitive 
marketplace, one broker suggested better service 
would help some players to stand out: “The market is 
soft and everyone wants to write business, including 
brokers. Therefore … good service is a selling point and 
of major importance.”

TURNAROUND TIMES (NEW BUSINESS)
IAG pick up their second gold medal for turnaround 
times, very closely followed by Vero and Zurich. One 
survey respondent identifi ed all three of the medallists 
in having improved turnaround times during the past 
12 months.

However, in drilling down into survey responses, it 
was evident that while almost two-thirds of respondents 
didn’t believe times had worsened, many saw it as a case 
of more of the same rather than there being any 
improvement. Others were quick to attribute any 
improvement to the current market climate. One broker 
opined, “It appears that turnaround for new business 
has been increasing simply, I think, due to a softer market 
and insurers trying to get that extra slice of pie”. ‘Similarly, 
another broker said, “As there is large capacity in the 
market, underwriters have budgets so everyone is keen 
to write new business and therefore turnaround time 
has improved due to hunger to get market share.”

Regardless of whether or not new business turnaround 
times have improved, the importance of e�  ciency to 
brokers in this respect is crystal clear, and therefore it’s 
an aspect of insurers’ business to which they should be 
paying considerable ongoing attention.  
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INSURER RANKING 2014 MOVEMENT RANKING 2015

CGU 3 1

Chubb – 2

Allianz 1 3

Vero – 4

ACE – New entry 5

INSURER RANKING 2014 MOVEMENT RANKING 2015

CGU 3 1

Vero 2   – 2

Allianz 4 3

QBE 5 4

Zurich 1 5

CGU
3.38

Chubb
3.34

Allianz
3.30

Industry average: 3.21

CGU
3.38

Vero
3.33

Allianz
3.30

Industry average: 2.90

HAVE NEW 
BUSINESS 
TURNAROUND 
TIMES IMPROVED 
OR WORSENED 
OVER THE LAST 
12 MONTHS?

Worsened

55% 
Improved

45% 

PREMIUM STABILITY
When it came to voting on whether premium stability 
has improved or worsened in the last 12 months, the 
overall result was strikingly similar to last year, with close 
to two-thirds of respondents indicating they’d observed 
some improvement. 

Many saw premium stability in recent times as 
symptomatic of the soft market. Conversely, others cited 
the current conditions as causing more instability 
in rates. 

Some respondents indicated having seen more stability 
on the commercial than the domestic side, while others 
suggested signifi cant di� erences between rates for new 
business and renewals. Others responded that it varies 
between insurers.

And that brings us to the medallists in this category. 
CGU adds another gold medal to their 2015 tally, having 
achieved bronze last year. Chubb found itself outside the 
top fi ve in 2014, but they’ve shot right up to take out 
silver in this survey. And Allianz is our bronze medal 
recipient for 2015.

BDM SUPPORT
BDM support a� ords insurers another avenue to set 
themselves apart from competitors, and comments from 
survey respondents suggest there’s much room for 
improvement in this department.

Last year’s top fi ve secured the highest ranks once 
again, though the order has somewhat changed. CGU 
improve on last year’s bronze medal with a fi rst place 
fi nish, Vero remains steady at two and Allianz nudges 
itself up onto the medallists’ podium with bronze. 

Survey respondents expressed concern about removal 
of real authority from BDMs, essentially making their 
roles, as one broker described, “just a postal service”. 
Another broker expressed concern about the limited 
ability of BDMs to make decisions, adding, “They are 
more and more just a conduit to the underwriting 
service team and can actually delay responses and 
turnaround times.”

Alongside the issue of limited authority, some 
respondents were critical of insurer moves to centralise 
o�  ces and reduce the number of BDM roles within 
their organisations. 

On the other side, one broker who felt BDM support 
had improved said that more frequent visits has assisted 
their business, facilitating more e� ective discussion of 
issues that had arisen.

HAS PREMIUM 
STABILITY 
IMPROVED 
OR WORSENED 
OVER THE LAST 
12 MONTHS?

Worsened

36% Improved

64% 
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INSURER RANKING 2014 MOVEMENT RANKING 2015

CGU 1   – 1

Allianz 3 2

QBE 2 3

Vero =4   – 4

Zurich =4 5

INSURER RANKING 2014 MOVEMENT RANKING 2015

Zurich 1   – 1

CGU 3 2

Vero =2 3

Allianz =2 4

QBE 4 5

CGU
3.73

Allianz
3.65

QBE
3.61

Industry average: 3.33

Zurich
3.57

CGU
3.49

Vero
3.42

Industry average: 2.99

PRODUCT RANGE
While good relationships with insurers are a hugely 
important part of the equation, companies also need to o� er 
products that will provide their clients the right protection. 

In a close race, CGU receives their second consecutive 
gold medal for their product range. Allianz takes home 
silver while QBE has been awarded the bronze. Sitting just 
outside our top 3 is Vero, who only narrowly missed a medal.

Broker feedback certainly tells us that brokers are keen 
to be kept in the loop about new products in insurers’ suites, 
and to be apprised of what those new o� erings entail. Among 
the responses we received, one broker told us, “I feel there 
has been more of a commitment made to improve products 
and service.” 

And it won’t be of any surprise to report that brokers 
also value fl exibility in product structure. One respondent 
praised the e� orts of a particular underwriter who worked 
with them and their client to provide an a� ordable and 
e� ective travel insurance product for a large group of 
individuals with pre-existing medical conditions. 

The message is clear: build the products and they will come! 

ONLINE PLATFORMS
Back in February, Austagencies’ Alex Green questioned the 
impact technology has had on the insurance industry, despite 
the obviously rapid advances. He said brokers need to ‘pull 
stumps’ on systems that aren’t user-friendly.

A well-designed online platform will make life easier for 
the broker, representing a true e�  ciency in their daily 
workfl ow. One industry leader told Insurance Business late 
last year that, in a digital world, customer experience 
expectations are not set by competitors, but by best-in-class 
service providers such as Google and Apple. Perhaps this 
should also become a key pillar in designing e� ective online 
platforms for brokers. 

For the third year in a row, Zurich leads the pack as the 
broker’s choice for online platforms. CGU has earned a 
silver medal and Vero the bronze.

We’re already well aware of how vital a smooth and 
e�  cient transactional experience is to brokers. We expect 
experiences with online platforms to be quick and hassle 
free, regardless of the nature of our transaction. Clunky and 
counterintuitive o� erings don’t cut it in this day in age, 
when so many tools are available to avoid that scenario. 
Insurers need to keep focused on the fact that any online 
platform designed and rolled out needs to have the ability 
to consistently facilitate the desired experience.

18-31_Brokers on Insurers_SUBBED.indd   25 9/06/2015   2:55:18 PM



26       www.insurancebusinessonline.com.au

FEATURE

BROKERS ON INSURERS

INSURER RANKING 2014 MOVEMENT RANKING 2015

Zurich 1   – 1

Chubb – 2

CGU 3   – 3

Vero 2 4

QBE – 5

INSURER RANKING 2014 MOVEMENT RANKING 2015

CGU 3 1

Allianz 2   – 2

Zurich 1 3

QBE 5 4

AIG – 5

Zurich
3.35

Chubb
3.32

CGU
3.22

Industry average: 3.09

CGU
3.52

Allianz
3.46

Zurich
3.45

Industry average: 3.28

PRODUCT INNOVATION
Zurich secures its second gold medal for 2015 with a fi rst 
place ranking for product innovation. Chubb was nowhere 
to be found in last year’s top fi ve, but has surged up the 
ladder to take out silver. And CGU fi nds itself with bronze, 
precisely the result it achieved in 2014. 

While product innovation currently ranks at the lower 
end of the scale of importance for brokers (eighth), the 
competitive climate might see it surging up in the ranks 
in years to come. The ‘innovate to compete’ message Lloyd’s 
chairman, John Nelson, delivered in Auckland in February 
seems to be gaining momentum. The market continues 
to become more fi ercely competitive, and there’s no sign 
it will relent any time soon. But in an age of rapid change, 
the industry will be challenged by new and emerging risks 
that will require their own insurance solutions. Those that 
can most e� ectively and expeditiously respond to the 
changing risk climate, creating the products to address 
those new risks, will surely garner greater favour with 
brokers. And it will be the true innovators who will succeed 
in accomplishing that.

COMMISSION STRUCTURE
The insurance commission structure rankings give CGU 
its sixth gold medal for 2015. Allianz has secured the 
silver spot for the second year in a row, and Zurich brings 
home the bronze after last year’s gold win. QBE is up 
next in fourth place, and AIG rounds out the top fi ve. 

It may rank lower on the importance scale (ninth), 
but past survey results have shown that downward 
movement in commission structures can have a signifi cant 
impact on attitudes to an insurer’s brand. Asked what 
the worst thing an insurer had done for their business, 
or a client, in the past 12 months, a number of survey 
respondents mentioned reduced commissions. 

As is the case with workers in any industry, being 

ON SEEING LESS BDMS

“More insurers are cutting back on their resourcing in this area and forcing brokers to deal with a 
team and not a speci� c individual. As such, it’s di�  cult to speak to decision-makers at times.”

“We only have a couple that consistently visit and some are impossible to even contact.”

“See them less in regional areas.”

“Not much personal service – BDMs seem to be con� ned to the o�  ce more.”

BROKERS SPEAK… ON BDM SERVICE

valued is important to insurance brokers, and commission 
rates can certainly go a long way to shaping a broker’s 
attitude as to just how much value an insurer places on 
their business. 
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INSURER RANKING 2014 MOVEMENT RANKING 2015

Zurich 1   – 1

Vero 2   – =2

CGU 3 =2

QBE 4   – 4

Allianz 5   – 5

INSURER RANKING 2014 MOVEMENT RANKING 2015

Allianz 1   – 1

QBE 3 2

CGU 2 3

Zurich 4   – 4

Vero 5   – 5

Zurich
3.06

Vero
3.04

CGU
3.04

Industry average: 2.66

Allianz
4.11

QBE
4.02

CGU
4.00

Industry average: 3.42

TRAINING AND DEVELOPMENT
It might rank second to last on the importance scale, 
but the survey responses tell us that quality training 
o� erings facilitated by insurers are well appreciated by 
the broking community. Some respondents to the survey 
even cited training sessions as the best thing an insurer 
had done for their business in the past 12 months. One 
respondent was impressed by a particular insurer’s 
two-day training program, describing the o� ering as 
“imaginative”. 

The fact is that brokers are required to undertake 
continuing professional development. This o� ers insurers 
the chance to provide valuable education to brokers that 
better equip them to deal with the changing industry, to 
progress their careers and to expand their knowledge of 
available products, which ultimately can benefi t the 
insurer, the broker and the client.

It was an exceptionally tight race, but Zurich has 
made it three-for-three as the highest ranked insurer for 
training and development. And, again for the third year 
in a row, Vero has taken silver, though this year it’s sharing 
its metal with CGU (last year’s Bronze recipient).  

BRAND RECOGNITION
Probably the most unsurprising result to come from the 
survey is Allianz’s fi rst place fi nish for brand recognition. 
Only a handful of Australians (if that!) would remain 
completely oblivious to the ‘Ahhh-Allianz’ moments in 
what has been an extensive and highly visible national 
advertising campaign. Allianz is now following up its 
‘Ahhh-Allianz’ successes with the equally inescapable 
‘Because it matters’ campaign, which launched in 
December 2014. It’s little wonder Allianz has pulled o�  
three successive wins in this category!

QBE is this year’s runner-up. Recently, the insurance 
giant has been reinforcing its ‘100% commitment’ 
positioning with a campaign that encompasses TV, out-
of-home, radio and digital. It also continues its principal 
sponsorship of the Sydney Swans, and it has a major 
partner sponsorship with the Sydney Roosters until the 
end of the 2018 NRL season. 

CGU has taken the bronze medal, probably owing to 
its continuation of the ‘See it Through’ brand story, which 
involved a new national campaign announced at the end 
of last year. Certainly popular with the broking community, 
the campaign highlights the value of having the right 
insurance advice. 
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BROKERS ON INSURERS

INSURER RANKING 2014 MOVEMENT RANKING 2015

CGU 2 1

Allianz 3 2

Zurich 1 3

Vero 4   – 4

QBE 5   – 5

Industry average: 3.14

The fi nal scores have been tallied and the results are in. 
Based on a record 478 survey responses, Insurance 

Business is excited to announce that CGU is our Insurer 
of the Year for 2015. 

It has been a big year for CGU and its parent company, 
IAG Ltd. Completing its acquisition of Wesfarmers’ 
underwriting businesses, IAG welcomed the Lumley 
and WFI brands to the family. 

Speaking to Insurance Business late in 2014, then-
chief executive of commercial insurance for IAG, 
Peter Harmer, was excited about the transaction and 
the opportunities that lay ahead for the group. “In an 
increasingly di�  cult and commoditised world, it’s more 
important than ever that we support our brokers in being 
able to establish the value that advice represents to 
customers,” he told us. And promoting the value of the 
broker’s advice is precisely what CGU has done, via its 
Australian-fi rst national advertising campaign launched 
late last year. 

CGU’s overall fi rst place ranking was a result of 
its strong performance across all 11 categories. Not only 
did the insurer earn a medal in all categories (winning 
six golds, three silver and two bronze), but it also 
managed a fi rst place fi nish in four of the top fi ve 
categories as ranked by brokers. Now that’s an 
impressive result!

CGU
3.46

Allianz
3.37

Zurich
3.33

How did we come up with the � nal Brokers on Insurers results?
Using our online newsletter and Twitter, we asked brokers 

to rate the performance of nine of Australia’s insurers: ACE, AIG, 
Allianz, CGU, Chubb, QBE, Vero, XL Catlin and Zurich.

A record 478 respondents rated these insurers between 
one (very poor) and � ve (very good) over 11 categories, which 
were: claims turnaround times;new business turnaround 
times; brand recognition; BDM support; training & development; 
online platforms; commission structure; product innovation; 
product range; overall service level; and premium stability. 
Broker respondents also rated the importance of each of these 
categories to them.

An average score was then generated for each insurer in each 
category, and an overall average was calculated based on each 
insurer’s performance across the 11 categories.

Brokers were also asked a number of questions about how 
insurers had performed in the most important areas, and for their 
best and worst experiences with insurers.

METHODOLOGY

Our overall silver winner for 2015 is Allianz. The 
insurer is the second of our medal winners to manage 
a move up the ladder, bettering the bronze medals 
received in both 2013 and 2014. 

Two-time gold medallist Zurich picks up the fi nal 
spot on the medallists’ podium this year, only just shy 
of Allianz’s fi nal score. 

Outside of the top three spots, it continued to be a 
tight race, with Vero and QBE ranking fourth and fi fth 
respectively.

Insurance Business extends its congratulations to 
our top-ranked insurers and all of the medal winners 
across the 11 categories surveyed. The close race this 
survey has become should serve as a reminder of the 
opportunities for all in the insurer space to continue 
improving their broking propositions, taking into 
account a wide variety of factors. The challenge now for 
insurers is to work to charge ahead of CGU in 2016, in 
order to be able to wear the crown of the Brokers on 
Insurers Insurer of the Year.

INSURER OF THE YEAR
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