CPCU Society Member Opinion Panel

Recognition of CPCU Designation Survey

March/April 2006

Background

Members of the CPCU Society ‘s Member Opinion Panel (MOP) were invited by e-mail Thursday, March 30 to participate in a web-based survey on awareness and recognition of the CPCU designation.  The objectives of this survey were to: 

· Measure awareness of the designation among insurance consumers and insurance company management

· Identify the importance of making these audiences aware of the CPCU designation and what it represents
· Determine whether awareness and understanding of the designation had increased or decreased over the past five years, and why it had changed.

The 178 respondents to this survey identified their product line focus and immediate customers as follow:
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Detailed Findings

Consumers:
In this survey, consumers are defined as homeowners/renters or auto owners/drivers who purchase personal property and casualty insurance coverage.

According to the CPCU Society Member Opinion Panel, insurance consumers consider price to be the most important criteria when purchasing insurance, followed by customer service.  The expertise and experience of their agent or insurer’s staff is of about average importance.
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Consumer Awareness of CPCU


There is general agreement among panelists that the typical insurance consumer is not aware of the CPCU designation, and that it is important to make them more aware.  More than one-half of the panelists (55%) believe that greater awareness of the CPCU designation would influence a consumer’s choice of an agent or broker, and 18% feel it would influence their choice of an insurance carrier.
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Company Management:

Almost all Society members in this panel study (99%) think it is important that their company’s management recognize and understand the CPCU designation.
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CPCU Valued by Management


Happily, more than one-half of the CPCU’s responding to this survey (52%) say their company’s management is very aware of and values the CPCU designation highly.  In fact, close to three-quarters of those surveyed (73%) report that the designation is seen by their management as a competitive advantage.
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Trends:
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Members of the Opinion Panel believe that overall awareness of the CPCU designation has trended slightly upwards over the past five years.  They attribute the improved awareness to advertisements which have appeared in insurance industry publications (69%), local chapter efforts to promote the CPCU designation and the Society (60%), the Society’s visibility campaigns (56%), and to individual champions within their companies (48%). 
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