drmice

FOR MUTUAL BENEFIT

4)
A

AMICE Survey

The use of social media by mutual and
cooperative insurers

Conducted in April-July 2014

www.amice-eu.org

Association of Mutual Insurers and Insurance Cooperatives in Europe aisbl

Rue du Tréne 98/14 | B-1050 Brussels | Belgium | T: +32 2 503 38 78 | F: +32 2 503 30 55 | secretariat@amice-eu.org



AMICE Survey: Social Media Use 2014

Following the growing trend worldwide of companies using social media as a new
communication tool, AMICE conducted a survey among its members in order to explore the uses
and practices of mutual and cooperative insurers on the topic. The questionnaire was sent to all
AMICE members in April 2014 and ended on 30 July 2014. AMICE received 37 replies which
represents a 32.7% reply rate.

The following countries were represented:

Belgium 4 Germany 7  Portugal 1 Turkey 1
Denmark 3 Greece 1 Spain 5 UK 1
Finland 3 Italy 2  Sweden 2  Associations 2
France 3 Netherlands 1 = Switzerland 1
The answers came from members of the following size:

Very Small members 8 Large members 3
(< EUR 50 million GPW) (EUR 1,200- 2,500 million)

Small members 6 Very large members 12
(EUR 50 - 200 million) (>EUR 2,500 million GPW)
Medium-sized members 6 Associations 2

(EUR 200-1,200 million )

Key Findings

. There is no correlation between the use of social media and the size of the company. Very
small members use social media just like very large ones.

. Facebook is the most commonly used social media platform with adoption rates of 90%.

. External news along with pictures is the content most often posted closely followed by articles
and internal news.

. Half of the respondents using social media stated that their company has a social media
strategy and more than 60% use a social media monitoring tool. However, only 23% believe
that they use social media effectively.

. 60% find it difficult to see the value of social media for business purposes. Many nevertheless
consider that it is not a passing trend, that social media tools are relevant to their business and
that their uses will increase over the coming year.

o The Communication or the Marketing departments are mainly responsible for social media
activities.

. Social media are seen by half of respondents as a new channel of communication that can
increase brand recognition and enable companies to better understand their customers and to
provide them with improved customer services.
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1. Does your organisation use social media? Answers:37

More than three quarters of the

M Yes
respondents stated that they were using
social media. No correlation between size
and use is identified, members of all sizes HNo

use social media, from very small to very
large ones. This shows that social media
tools are easy to adopt in the first
place. From those not using however,
only 2.73% plan to launch a social media
initiative.

i No, but we are preparing
to launch an initiative

2. Which social media platform does your company use? Answers:30

Facebook is the most commonly used, far in front of other social media platforms with adoption
rates of 90%. It is followed by Linkedin, Youtube and Twitter at around 60-70% while none use
Myspace or Tango. Around 10% use Instagram as well and 60% of German respondents use
Xing, a German version of LinkedIn. More information on these social media can be found in
appendix 1.

Facebook 90,0% i

Linkedin

YouTube

Twitter

Google+
Flickr

Mo Answer
Skype

Myspace

Tango

other(s) please specify _ 33,3% l

0,0% 10,0% 20,0% 30,0% 40,0% 50,0% 60,0% 70,0% 80,0% 90,0%  100,0%

Other (please specify)

1 Instagram, Xing, (Pinterest) 7 Instagram, Pinterest
2 Wat.tv, Tumblr., Dailymotion 8 Xing

8 Foursquars, Pinterest, Instagram, DIGG 9 Wordpress

4 Instagram 10 Xing

5 Xing 11 Blogs

6 Trustpilot 12 Slideshare
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3. Does your company use the social media account(s) primarily to post information you
want to share, or to see what others are posting?

Answers:30

Most respondents (63.3%) use it
primarily to post information and
26.67% both to post information and
see what others are saying.

4. What type of content is posted?

i we use it mostly to post information

H we use it mostly to see what others are saying

i It’s about 50/50

i | don’t know

Answers:30

80%

70,0% 70,0%
70% 66,7%
60% 56,7%
50%
40,0%
40%
30%
20% 16,7%
10%
0%
Paolls other(s)please  Internal news Articles Pictures External news
specify

External news along with pictures (70%) is the content most often posted closely followed by
articles and internal news with 66.7% and 56.7% respectively.

Other (please specify)

1 Companyds mission 8 Commercials

2 Information about the CSR activities of the company 9 Individual interaction

3  Video-Clips, Ads 10 New job postings

4 Quiz, interviews of experts, interactive video 11 Videos or links to videos
5 Interest Challenges 12 Competitions

6  Tips, tutorial, infographics 13  Video testimonials

7 Promos 14 Film clips
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5. How frequently does your company use the social media applications? Answers:31

Most respondents stated that their M Daily

company uses them daily (41.3%) or
a few times a week (32.25%). All very
large members ( (*EUR 2,500 million
GPW) use it daily or several times a
week while the use by very small
member varies more.

M Once a week

H A few times a week
H Once a month

M Less frequently than once

amonth
i Never
6. Do you have a social media strategy? Answers:32
Half (50%) of respondents say that their 4 Yes
organisation has a social media strategy
and 31.25% do not have one now but are uN
o]

preparing one. More than 60% of very
small members do not have one and are

not preparing one. i No, but we are preparinga

social media strategy

7. What does your company use social media for ? (Select all that apply) Answers:30

More than three quarters of respondents (86.67%) state that Marketing/Sales (promote your
brand, product, services) is one of the main reasons why they use social media. This is followed
closely by fANewso, Ato reach new customerso and

Other (zpecify):
To reach national authorities
Conduct research on new product ideas 13,33%

Mo Answer

18,92%

Conductresearch on customers (monitor trends among your customers) — 23,33%
Torexchte res: | — 3
recrutn: | —— 0%

To reach members

50,00%

ks | ——— 0%

News 63,33%

cusomerservce | ——————— <3
Toreschnew customers | — =+

Marketing/5ales (promote your brand, products, services) B6,67%

0% 10% 20% 30% 40% 30% 60% T0% B80% S0% 100%



AMICE Survey: Social Media Use 2014

8. Do you use any social media monitoring or measurement tools?

4vamice

FOR MUTUAL BENEFIT

Answers:32

3,13%

M Yes

M No

use some

If yes, please specify which one(s):

i No, but we are preparing to

62.49 % of respondents stated that
their company uses social
media monitoring or measurement
tools. No correlation was found
between the size of the company and
the use of measurement tools. More
information on these tools can be
found in appendix 2.

1 TracX 9 Google Analytics

2 Connycom 10 Radian 6

3 Argus 11 Google Alert, Engagor

4 Dgimind 12 Netvibes and the stats of each social web
tool

5 Analytics, Social Mention, own measurement tools 13 Engagor

6 Google Alert, Tweetdeck, Topsy, Hootsuite

7 Meltwater

8 Falcon Social Media

9. In general, how satisfied are you with the outcome of your work/professional social media

activities?

Answers:29

0,005 345%

M Very satisfied

M Somewhat satisfied

i MNeither satisfied nor
dissatisfied

M Somewhat dissatisfied

M Very dissatisfied

Around 72% of users stated that they
were satisfied with the outcome of
their social media activities but
around 55.17% are only somewhat
satisfied and a quarter are neutral.
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Although 80% of members surveyed are using or planning to use social media channels, only 23%
believe that they use it effectively. Interestingly, all members who stated that they feel they are using

soci al media effectively, al so have a soci al me d i
have a strategy but are planning to have one soon.
W Ineffectively
H Getting there
i Effectively
Ineffectively 2 3 4 5 6 7 8 9 Effectively
1 10
0,00% 7,69% | 11,54% | 7,69% | 23,08% | 11,54% | 15,38% | 23,08% | 0,00% 0,00%
26,92% 50,00% 23,08%
Ineffectively 1-4 Getting there 5-7 Effectively 8-9
11. Which department of your organisation is responsible for the development of your social
media strategy? Answers:29

75% of respondents stated that the Communication or Marketing department is responsible for the
management of social media. No members appointed their Finance, Operations, R&D or IT department
as responsible for social media and few chose the Customer Services, Sales or web team departments.

Finance

Operation

RED

T

Customer Services
Sales

Webteam

Public Relations

Communications

0,00%
0,00%
0,00%

0,00%

3,45%

3,45%

_ 6,90%

_ 10,34%

—3?35%

e ——— T

a
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12. Please indicate the extent to which you agree with the following statements: Answers:32

Answer Options Strongly | Somewhat aNthﬁg . Somewhat| Strongly | Rating
P agree agree d?s agree disagree | disagree | Average*

Do you believe your use of social media for
business will increase over the next 12 34,38% | 50,00% 9,38% 3,13% 3,13% 4,09
months?
sgrcge'\:'zf'ﬁ;kaert‘ir':gg?:;‘g;;ompone”t of | 3438% | 3750% | 3.13% | 1875% | 625% | 3,75
'rgﬁgeljtv\'lmtr:"ghﬁgofgg'r]al"sgg‘i'a ISQrowing | 155096 | 40,63% | 28,13% | 1563% | 3,13% | 3,44
}g;sbi'gi'ﬁg'stst%lfrepeotsgesVa'“e of social media| 15 500, | 437506 | 18,75% | 12,50% | 12,50% | 3,31
Until we are able to clearly measure the
impact of social media, it will not be taken 6,25% 40,63% 28,13% 15,63% 9,38% 3,19
seriously in our organisation
The use of social media by our organisation
is a tactical/operational rather than strategic| 12,50% | 31,25% 21,88% 25,00% 9,38% 3,13
decision
gosr':gai‘;cg;‘l‘ggfs'frgtg%ra' toouroverall | 15 5005 | 312506 | 21,88% | 21,88% | 12,50% | 3,00
Social media has been designed as a high o 0 0 0 0
priority by our or gan%’lg/gt iZ%’%so/os 2(3559%/% Jt40|’6\:’;/35 9,38% 2,69
(?Srukiljsr?needslg tools are not very relevant for 0,00% 9.38% 21.88% 34.38% | 34.38% 2.06
The use of social media for business is a o o o o o
passing fad/trend 0,00% 3,13% 15,63% 34,38% | 46,88% 1,75

*Rating average: scale 1-5 (5 = strongly agree, 1 = strongly disagree)

The vast majority of respondents (84.4%) agrees that social media use will increase over the next year
and more than 70% think that social media is an important component of their overall marketing
strategy while 50% also report that interest in utilising social media is growing rapidly within their
organisation.

Some 46% state however that until they are able to clearly measure the impact of social media, it will
not be taken seriously in their organisation and almost 60% find it difficult to see the value of social
media for business purposes. It is clear that many do not understand why exactly they should use
social media but they use it anyway.

In only 25% of companies who took part in the survey, social media has been designed as a high
priority by senior management and in less than 45%, the use of social media is integral to their overall
company goal and strategy.

Finally, almost 70% agree that social media tools are relevant for their business and more than 80%

do not think it is a trend that will fade away with time.
8
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13. What are the three primary benefits that using social media has brought to your
organisation ? Answers:22

The most cited benefits of using social media were that they increase brand recognition and provide
a new communication channel towards customers as well as to other stakeholders (e.g. the press).
For around 30% of respondents, using social media enables them to provide better customer
services and to understand what customers want and need. Social media are also used as
monitoring, recruitment and networking tools by some members.

Networking ﬁ 9,09%

Recruitments | 13,64%
Monitor reputation | 18 18%
Understand customers | 27,27%
Better customer sercvices _ 31,82%
New channel of communication | 50,00%

Increase brand recognition — 54,55%

1 Very large member . Properly identify the issue that may affect the reputation
. Identify the key factors for strengthening or weakening of corporate reputation

. Create a Social Customer Base

WN P

2 Very large member . Fast and easy way to spread news
. Knowledge about what customers think and want

. Closer dialogue with customers

3 Very large member . Internal know how concerning social media
. Internal motivation of employees

. Improving brand awareness and image

WNEFP WNEF

. New channel of communication, with the customer
. Proximity with them
. Monitoring references in social media

4 Small member

WN P

5 Very small member . Brand recognition
. Networking

. Communication

6 Very large member . Online branding and awareness and recognition
. New links

. New ways to approach collaborative work

WN P WN P

7 Medium-sized 1. We reach a different target group
member 2. Interactions with our members
3. Learning about behaviour and preferences
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13. What are the three primary benefits that using social media has brought to your
organisation ?

Company size Comments

8 Very large 1. Development of a positive image and trust in our company
member 2. Possibility to communicate on the same level as our target group
3. Chance of pro-active topic management
9 Medium-sized 1. Improvement of customer service
member 2. Brand interaction

10 Medium-sized . Learning about the media (tools etc.)
member . Adapting the organization
. Quick dialogue with members
11 Very large member . Promote our services
. Get new ideas
. Customer service
12 Medium-sized . Customer service
member . Branding
. Recruiting

. Customer liaison
. Networking
. Recruitment

13 Very large member

14 Very small member . Reaching members and distribution channels (agencies)
. Announcing our internal news and campaigns

. Aiming to reach new customers

WNEFR WN P WN P WN PP WNPEF

. Additional channel to communicate information
Monitoring tool
. Branding tool

15 Large member

wN e

. Brand
. Clients' recognition
. Sector recognition

16 Small Member

R WN B

17 Medium-sized . Social media has become an additional channel to reach customers and
member new customers
. Enables interaction with customers in a way that not has been possible before

N

18 Association . Visibility for the sector
. Image

. Relations with the press

WN P

. Customer Service
. Communicate with users
. Learning

19 Very large member

. Recruitment
. Traffic to the websites
. Some links generated to the brokers

20 Large member

WNEF WN PP

=

21 Very small member . Branding

. Increased customer satisfaction
. Strengthening of brand
. Early warning system

22 Very large member

WN P

10
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Appendix 1 | Social media platforms

Linked T}

You([T)
Yy

Google+

flickr

Skypey

0@

¥ Tango

Be there

XING

Facebook | www.facebook.com

Online social networking service that allow user to connect as friends and share
content such as photos, videos, comments, etc. It was created in 2004 by Mark
Zuckerberg and in March 2014, it had 1.28 billion monthly active users.

LinkedIn | www.linkedin.com

Business-oriented social networking service. Launched on May 5, 2003, it is mainly used
for professional networking. As of June 2013, LinkedIn reports more than

259 million acquired users in more than 200 countries and territories.

Youtube | www.youtube.com

Video-sharing website headquartered in California. The service was created by three
former PayPal employees in February 2005 and has been owned by Google since late
2006.The site allows users to upload, view, and share videos.

Twitter | www.twitter.com

Online social networking service that enables users to send and read short 140-
character messages called "tweets". Twitter Inc. was created in March 2006 in California
and has more than 25 offices around the world. In July 2014, It had 274 million active
users.

Google + | www.plus.google.com

Social networking and identity service that is owned and operated by Google Inc. It is not
simply a social networking website, but also an authorship tool that associates
web-content directly with its owner/author. It is the second-largest social networking site
in the world after Facebook. In October 2013, Google counted 540 million active users
who used at least one Google+ service.

Flickr | www.flickr.com

Image hosting and video hosting website, and web services suite that was created by
Ludicorp in 2004 and acquired by Yahoo in 2005. It is one of the most popular website
for users to share and embed personal photographs. In March 2013, Flickr had a total of
87 million registered members and more than 3.5 million new images uploaded daily.

Skype | www.skype.com

This freemium voice over IP service and instant messaging client was first released in
August 2003. It was bought by Microsoft in 2011 for $8.5 billion and in August 2013, It
had 300 millions users.

MySpace | www.myspace.com

Social networking service with a strong music emphasis launched in August 2003 in
California. From 2005 until early 2008, Myspace was the most visited social networking
site in the world. In April 2008, Myspace was overtaken by Facebook in the number of
unique worldwide visitors, and since then, the number of Myspace users has declined
steadily in spite of several redesigns.

Tango | www.tango.me
Messaging application software for smartphones developed by TangoME, Inc. in 2009.
The app is popular for offering video calls over 3G, 4G and Wi-Fi networks

Xing | www.xing.com
Social software platform for enabling a small-world network for professionals. It was

founded in 2003 in Hamburg and it is mainly used in Germany, Austria and Switzerland.


http://www.facebook.com
http://www.linkedin.com
http://www.youtube.com
http://www.twitter.com
http://www.plus.google.com
http://www.flickr.com
http://www.skype.com
http://www.myspace.com
http://www.tango.me
http://www.xing.com
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Instagram | www.instagram.com

Online mobile photo-sharing, video-sharing and social networking service that enables
its users to take pictures and videos, and share them on a variety of social networking
platforms, such as Facebook, Twitter, Tumblr and Flickr. A distinctive feature is that it
confines photos to a square shape, similar to Kodak Instamatic and Polaroid images
and Users can also apply digital filters to their images. It was launched in October
2010 and as the service rapidly gained popularity, with over 100 million active users as
of April 2012 it was acquired by Facebook in April 2012 for approximately US$1 billion
in cash and stock.

Pinterest | www.pinterest.com

(Pmter‘eﬁ Internet service that describe itself as a visual discovery tool. People use Pinterest to
collect ideas for projects and interests. Users create and share collections (called
“boards”) of visual bookmarks (called “Pins”) that they use to do things like plan trips,
develop projects, organize events or save articles and recipes. It was launched in
2010 and had in July 2013, 70 million users worldwide.

Dailymotion | www.dailymotion.com
g S ymation Dailymotion SA is a French video-sharing website on which users can upload, share

and view videos. Its was created in 2005 in Paris and 2011 Orange acquired a 49%
stake in Dailymotion. As of November 2012, the site was the 31st most visited website
in the world with over 116 million unique visitors accessing the site each month.

thm Wat.tv | www.wat.tv
Audio and video hosting French website like YouTube or Dailymotion video site. WAT
stands for We Are Talented and was created in 2006 and it is owned by the French
channel TF1.

t bl Tumblr | www.tumblr.com
UIMpI1r. Microblogging platform and social networking website founded by David Karp and

owned by Yahoo! Inc since June 2013. The service allows users to post multimedia
and other content to a short-form blog and users can follow other users' blogs. As of
September 1, 2014, Tumblr hosts over 201.3 million blogs.The company's
headquarters is in New York City.

Foursquare | www.foursquare.com

foursquare Local search and discovery service mobile app which provides a personalised local
search experience for its users by taking into account the places a user goes, the
things they liked. Foursquare aims to provide highly personalised recommendations of
the best places to go around a user's current location. The service was launched in
2009 in New York. And had in December 2013, 45 million registered users.

. DIGG | www.digg.com
dlg! News aggregator with an editorially driven front page, aiming to select stories

specifically for the Internet audience such as science, trending political issues, and
viral Internet issues. It was launched in its current form on July 31, 2012, with support
for sharing content to other social platforms such as Twitter and Facebook

% TRUST Trustpilot | www.trustpilot.com
Trustpilot is an online review platform for ecommerce founded in Denmark in 2007 by
Peter Holten Mihlman. Trustpilot is active in 16 countries including Denmark, Sweden,

Norway, the Netherlands, the United Kingdom, Germany, France, Italy and the USA.
Over 7.5 million reviews have been posted on Trustpilot.

Slideshare Slideshare | www.slideshare.com
Web 2.0 based slide hosting service. Users can upload files privately or publicly in the

following file formats: PowerPoint, PDF, Keynote or OpenDocument presentations.
Slide decks can then be viewed on the site itself, on hand held devices or embedded
on other sites. Launched on October 4, 2006, the website is considered to be similgr to
YouTube, but for slideshows.


http://www.instagram.com
http://www.pinterest.com
http://www.dailymotion.com
http://www.wat.tv
http://www.tumblr.com
http://www.foursquare.com
http://www.digg.com
http://www.trustpilot.com
http://www.trustpilot.com
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Appendix 2 | Monitoring tools

Tracx | www.tracx.com/
Leading social media platform for the enterprise. Tracx SMMS: unified social media management, monitoring,
engagement, analytics, and actionable data.

Connycom | www.connycom.com/
Sweden’s leading tool for security and analysis of the social media’s activity.

Argus | www.argus.ch
The most comprehensive media monitoring programme in Switzerland: highest coverage of print, radio,

TV, online and social media channels.

Digimind | www.digimind.com/
Social media analytics smart software for enterprises that enable to listen, engage, analyse and report.

Social Mention | www.socialmention.com

Social media search and analysis platform that aggregates user generated content from across the web into a
single stream of information. The social media search engine searches user-generated content such as blogs,
comments, bookmarks, events, news, videos, and pictures.

Google Analytics | www.google.com/intl/en uk/analytics/

Service offered by Google that generates detailed statistics about a website's traffic and traffic sources and
measures conversions and sales. It's the most widely used website statistics service. The basic service is free of
charge and a premium version is available for a fee. It also measures the success of your social media
programmes. You can analyse how visitors interact with sharing features on your site and engage with your
content across social platforms.

Google Alert | www.google.com/alerts

Content change detection and notification service, offered by the search engine company Google. The service
sends emails to the user when it finds new results — such as web pages, newspaper articles, or blogs — that
match the user's search term.

Tweetdeck | www.tweetdeck.twitter.com/

Social media dashboard application for real-time tracking, organising and management of Twitter accounts. Like
other Twitter applications it interfaces with the Twitter API to allow users to send and receive tweets and view
profiles. Users can monitor and tweet from multiple accounts simultaneously.

Topsy | www.topsy.com
Social media analytics for Twitter that allow you to search by time and place, set alerts, and analyse sentiment for

every tweet ever made.

Hootsuite | www.hootsuite.com

Social media dashboard to manage and measure multiple social network accounts. The system’s user supports
social network integrations for Twitter, Facebook, LinkedIn, Google+, Foursquare, MySpace, WordPress,
TrendSpottr and Mixi. Additional integrations are available via Hootsuite’s App Directory, including Instagram,
MailChimp, Reddit, Storify, Tumblr, Vimeo and YouTube.

Meltwater Buzz | www.meltwater.com
Social media measurement tool for tracking and analysis of user-generated content on the web.

Falcon Social Media | www.falconsocial.com
Social media management tools for listening, engagement, publishing, and analytics of several social media
accounts from one unified platform.

Radian 6 | www.radian6.com
Social media monitoring platform for marketers to study customer opinions on their products in real-time.

Engagor | www.engagor.com
A real-time platform for social customer service and engagement marketing. It monitors conversations on the
entire social web and enable to efficiently engage with customers across all social channels.

Netvibes | www.netvibes.com
All-in-one dashboard intelligence platform for real-time social media monitoring, social analytics, brand
monitoring, reputation management, news aggregation, and real-time intelligence.
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About AMICE

About AMICE (Association of Mutual and Cooperative Insurers in Europe)

AMICE is the voice of the mutual and cooperative insurance sector in Europe. The Brussels
-based association advocates for appropriate and fair treatment of all mutual and
cooperatives insurers in a European Single Market. It also encourages the creation and
development of innovative solutions for the benefit of European citizens and society.

Mutual and cooperative insurance follows the principles of solidarity and sustainability and
is characterised by customer-membership and a democratic governance. The mutual
business model, with its focus on using surpluses for the benefit of its members, is the
natural way to provide insurance.

In Europe, the close to 3,000 insurers united in the mutual and cooperative sector account
for more than half of all insurance undertakings and for a market share of almost 30%.
They provide cover for more than 200 million customers and employ more than 300,000
staff within the European Union.

AMICE has 110 direct members and represents 1,000 additional mutuals through their
national associations. AMICE hence speaks for a significant part of the insurance sector.

www.amice-eu.org

Association of Mutual Insurers and Insurance Cooperatives in Europe aisbl

Rue du Trone 98/14 | B-1050 Brussels | Belgium | T: +32 2 503 38 78 | F: +32 2 503 30 55 | secretariat@amice-eu.org



