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Insurance Information Institute

I. Review Insurance Pulse data on preparedness.
II. Provide an overview of what consumers need to 

know to protect themselves against natural 
disasters.

III. Discuss I.I.I. approach and resources to disaster 
communications

IV. Lessons learned from other successful 
educational initiatives.

Presentation Overview
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INSURANCE PULSE PUBLIC OPINION SURVEY



I.I.I. INSURANCE PULSE PUBLIC ATTIDUTE SURVEY

.

KEY FINDINGS 2008: MITIGATION
First the good news:

More Americans say they would pay more for a home built 
to withstand a natural disaster.

Sixty percentage of Americans would pay more for a 
stronger home, compared with 46 percent a year ago.

More respondents in all regions said they were more likely 
to pay more for a stronger house in 2008 than in 2007.

Now, Less Positive Findings:

Only one out of four Americans have taken steps to protect 
their homes from a natural disaster. However, this proportion 
has been rising since 2006 when only 18 percent of 
respondents reported improvements to protect their homes.



2008 INSURANCE PULSE PUBLSE KEY FINDINGS: DISASTER 
PREPAREDNESS

TAKEN STEPS TO PROTECT THEIR HOME FROM A NATURAL DISASTER

Largest improvement is in the NE, where 21 percent said they made 
improvements in 2008 compared to 12 percent in 2007



INSURANCE PULSE PUBLIC ATTIDUTES 
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KEY FINDINGS 2008: MITIGATION

The reasons given for not taking any steps to protect their 
homes:

Too expensive.

Were unsure about what steps to take.

Needed more information about protecting their home.



INSURANCE PULSE PUBLIC ATTIDUTES

The majority of Americans (74 percent) think that 
they are primarily responsible for making sure that 
their home is adequately insured.
About seven out of ten homeowners who made 
improvements to their homes told their insurance 
company about them.
Only one-half of Americans think their homeowners 
coverage is sufficient to rebuild their homes.

KEY FINDINGS 2008: Disaster Preparedness and Insurance



INSURANCE PULSE PUBLIC ATTIDUTES

Only 17 percent of Americans have a flood 
insurance policy.
Twenty-seven percent of the public believe 
their homeowners policy covers damage 
from flooding during a hurricane, down from 
35 percent a year ago.

KEY FINDINGS 2008: Disaster Preparedness and Insurance



2008 INSURANCE PULSE PUBLSE KEY FINDINGS: DISASTER 
PREPAREDNESS

Flood Insurance by Region
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KEY FINDINGS 2008: Home inventory
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DISASTER PREPAREDNESS EDUCATION



Inflation-Adjusted U.S. Insured Catastrophe Losses By Cause of Loss, 1987-2006¹

Fire, $6.6 , 2.2%

Tornadoes, $77.3 , 
26.0%

All Tropical 
Cyclones, $137.7 , 

46.3%

Civil Disorders, $1.1 
, 0.4%

Utility Disruption, 
$0.2 , 0.1%

Water Damage, $0.4 
, 0.1%Wind/Hail/Flood, 

$9.3 , 3.1%

Earthquakes, $19.1 , 
6.4%

Winter Storms, 
$23.1 , 7.8%

Terrorism, $22.3 , 
7.5%

Source: Insurance Services Office (ISO)..

1 Catastrophes are all events causing direct insured losses to property of $25 million or more in 2006 dollars. 
Catastrophe threshold changed from $5 million to $25 million beginning in 1997. Adjusted for inflation by the III.
2 Excludes snow. 3 Includes hurricanes and tropical storms. 4 Includes other geologic events such as volcanic eruptions 
and other earth movement. 5 Does not include flood damage covered by the federally administered National Flood 
Insurance Program. 6 Includes wildland fires.

Insured disaster losses totaled 
$297.3 billion from 1987-2006 
(in 2006 dollars).  Hurricanes 
and tornadoes accounted for 
approximately 75% of these.



“Holistic” Approach to Disaster Communications

Consumers need to learn how to be their  
own risk managers.
This means that we need to continue to 
educate people about what  they need to 
do to protect their home and their family 
from disasters.
Most importantly, consumers need to 
understand that taking appropriate steps 
to prepare for a disaster will impact both 
their personal safety and their financial 
well-being.



“Holistic” Approach to Disaster Communications

Consumers need to:
Properly insure their home and their 
possessions.
Have an up-to-date home inventory of 
their personal belongings.
Create an evacuation plan that includes 
knowing where you plan to go, what to 
take and how to reach your insurance 
company.



“Holistic” Approach to Disaster Communications

Key concerns for 2009:
Sagging Economy

Consumers may think they can reduce 
coverage on their home because the real 
estate value has dropped.
May not think they can afford to make safety 
improvements 

Flood Insurance
Homeowners and renters still do not purchase 
this coverage.

Hurricane Deductibles
Despite very aggressive outreach, coastal 
residents do not understand what this means 
after a disaster.
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I.I.I.  DISASTER COMMUNICATIONS AND RESOURCES













SOCIAL MEDIA PRESENCE IS GROWING

I.I.I. Video 
Channel

Over 50 I.I.I. 
videos posted 
on YouTube

Most viewed: 
“Road Rage”
(63,276 
views) 



DIRECT TO CONSUMER COMMUNICATIONS





Version 3.0 
Just Released

Handles larger 
files and images

Third-party 
secure online 
storage 

Streamlined 
set-up process

375,000+ 
downloads 

and 
counting…

Know Your Stuff
is highly 

regarded by the 
public and 

media, 
representing the 
type of outreach 
by the industry 
that generates 

great PR
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ELEMENTS OF SUCCESSFUL EDUCATIONAL INITIATIVES



Insurance Information Institute

Elements of Successful Educational Programs

Inclusive: Government, private industry, consumers, 
technical experts and advocates all worked together 
toward a common goal.

Emotional: The issue needs to be personalized to not 
only make people care but to mobilize them to take action. 

Tool based: Individuals and groups are empowered with 
information to make the necessary changes.

Long-term: Initiatives need to evolve, change and 
continue to grow over time.
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Insurance Information Institute On-Line

If you would like a copy of this presentation, please 
give me your business card with e-mail address


