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As digital interactions have steadily increased in claims, so have preferences for digital 

Trends in Digital Usage

Trends in Digital Usage and Preference

14%

38%

'18 '19 '20 '21 '22 '23 '24 '25 '26

Website App

42%

77%

'18 '19 '20 '21 '22 '23 '24 '25 '26

54%

42% 38%

18% 16%
5%

44%
35%

23%

39%

11%

27%

Calls
from

insurer

Email Calls
from

repair co.

Text Website App

2018 2026 YTD

Digital FNOL Photo Submission Communication preferences

Mobile apps and texting have experienced the largest growth

Information extracted from this document must be accompanied by a statement identifying J.D. Power as the publisher and the study from which it 
originated as the source. No advertising or other promotional use can be made of the information without the express prior written consent of J.D. Power. 

2026 U.S. Auto Claims Satisfaction Study
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Somewhat Agree Completely Agree

37%

38%

23%

30%

Do people want to be 
using digital claims?

Comfortable Managing Claim Entirely 
Using Digital Tools: by GenerationGenerational Cohorts and Digital

• Older cohorts are least likely to 
want to use digital tools entirely

• Nearly half of Gen Z & Millennials 
are comfortable handling their 
claim digitally

• Gen Z/Millennials rate digital tools 
higher than those not using the 
option for reporting their claim, 
submitting photos and proactive 
updates

29%

20%

12%

12%2026

2021

Gen Z

Millennials / 
Xennials 

Boomers+

Somewhat DisagreeDisagree                   

2026

2021

2026

2021

41%

40%

40%

50%

15%

8%

4%

41%

42%

36%

48%

20%

7%

4%
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Are Digital Claims Helping or Hurting the Experience?
Impact of Digital Touchpoints

1
11

Digital FNOL Photo
Submission

Proactive Status
Updates

Ask a question

Millennials/Gen Z Boomers+

Digital Impact by Type of Task: Generational Differences in Satisfaction
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The app experience is getting more streamlined and incorporating external data
App: First Notice of Loss

2025 Claims Digital Experience Study    

• Automatically detect a crash 
• Notify emergency services or insurers 
• Pre-fill claims with sensor data 
• Reconstruct the accident digitally 
• Select damage / submit photos
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Schedule a
repair estimate

Make rental car
 reservation

Select a
 repair facility

Communication
preferences

Explain policy
 coverage

Explanation
of the process

Comparison of Services Provided 

35%

20%

42%

16%647

686

723

747
762

1 or less 2 3 4 5+

Call center/Agent
Digital (App/Web)
Overall Satisfaction

Digital trails human interactions in some key areas

• Explanation of the process
• Explanation of your policy coverage
• Communication preferences
• Select a repair facility
• Rental car reservation 
• Schedule repair estimate

# of Services Provided at FNOL Incidence By FNOL Channel

Call Ctr. App Agent Web

71% 64% 70% 57%

68% 60% 71% 60%

70% 67% 69% 66%

34% 30% 44% 34%

40% 38% 41% 34%

34% 31% 37% 31%

Highest 
incidence 
for Digital
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Examples of Apps 

Some Insurers are offering more services…

2025 Claims Digital Experience Study    
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Examples of Apps 

2025 Claims Digital Experience Study    

…but many struggle at communication coverages and process variations

be contacting
can track your claim online or via our app anytime and your 

• 7 line items reference a deductible
• Industry jargon “”ACV” “DOV” 

“UMPD”
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Setting expectations for next steps, claim process and 
services, FAQs, “accident checklist”, etc. all help ensure 
customers feel their claims are being handled correctly

Next Steps

Setting Expectations

2025 Claims Digital Experience Study    
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Digital claim reporting performs better for lower severity claims; frustration grows as 
complexity increases

In Summary

Digital Claim Reporting Impact by Severity

7

-14

-54

18

0

-22

4

-11

-75

16

-11

-53

$4K or less

>$4K - $8K

Greater than $8K

Not at fault

At fault/Partial - agree with fault

Disagree with fault

Explaining the claim process Showing concern

Digital FNOL: How Insurers Could Be More Helpful
(Base: Those who said FNOL was not at all or somewhat helpful)

Show Empathy
• “They could have actually listened to me and feel like I wanted to be taken care of as a customer”
• “It seemed very automated, generic feeling emails.”
• “They could have been more courteous and understanding, and they should have done a better 

job of explaining things to me about the process since I told them I had never filed a claim 
before.”

Communicate Better
• “They could’ve described the process a little better”
• “They could have called when they said they would. Took almost two weeks before anything even 

started”
• “I was just so confused I didn't know what was going on in the beginning and how fast I would 

be able to get my rental and I wasn't given the information until two days later”
• I reported the claim through website and no one contacted me even after I tried to contact [insurer] 

a number of times. No one was monitoring my claim for the first 2 weeks

Seamless Interactions/No Repeat Info
• “Their initial response was a bit slow. I had to repeat a lot over the phone that I had entered 

online.”
• “Read my report before calling.”
• “Things like uploading the photo were a bit difficult”
• “They could have told me where to get the car that I was renting. I had to call him about that…”
• “It seemed like they didn’t review what I submitted making it tedious”

Digital 
better

Digital 
worse
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Most insurers ask for photos in apps, but presentation varies notably
Photo Submission Process 

2025 Claims Digital Experience Study    

Prominent 
CTAs on 
varying 
screens make 
it easy for 
customers to 
find and carry 
out this option 
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Explaining the process varies notably as well—requiring 8 screens to click through 
before even beginning to take photos seems excessive

Photo Submission Process 

2025 Claims Digital Experience Study    

Progressive

1 2 3 4 5 6 7 8
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Embedding instructions into each step is an alternative, but many customers view 
11 steps as not being “easy“ 

Photo Submission Process 

2025 Claims Digital Experience Study    

Allstate 
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70
52

39
37

31
28

24
24

21
18
16

13
4

-10
-13
-14

-30
-36

The impact of digital estimation is mixed—quicker claims and better understanding of 
process/length vs. more effort, more contact, and frustration if photos are not used

Digital Estimation Experience and Impact

Difference in Satisfaction when Using  
Photos vs. Non-Digital Estimation

9% 29% 62%43% 29% 28%

676

695

731

687

663

700

Photos or videos
not submitted

Submitted, but not used
or don't know if used

Photos or videos
submitted and used

2026 % GenZ/Millennial 2026 % Boomer+
2026 Overall Sat. - GenZ/Millennial 2026 Overall Sat. - Boomer+

Photos or Video Submission 
Impact on Satisfaction Positives (improvements to 

the process):
- Explanation of process
- Shorter cycletimes
- Minimize problems      

/delays
- Accurate claim length 

expectations
- Options for status updates

Opportunities:
- Higher effort
- More customer-initiated 

contact with insurer
- Set expectations for how 

photos are used
- Higher awareness of 

supplements

American Family
CSAA IG (AAA)
Erie Insurance
State Farm
Allstate
Nationwide
Liberty Mutual
Study Average
Farmers
GEICO
Travelers
ACSC (AAA)
USAA^
The Hartford
Progressive
Safeco
Auto-Owners
ACG (AAA)
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797 805 804
775

<1 week 1-2 weeks >2 weeks-
1 month

>1 month

Overall Sat.
(Met ALL Top
Communication KPIs)

695
666

639

541

Overall Sat.
 (Missed ANY Top
Communication KPIs)

Impact of Communication on Overall Satisfaction

Managing Expectations

Good communication and 
Managing claim length 
expectations can mitigate 
the impact of longer claims

• Satisfaction drops sharply if 
communication KPIs are not met

• Top Communication KPIs: 

• Very easy to communicate with 
insurer

• Provide adequate proactive 
updates

• Provide accurate claim length 
expectations

Notes: *Small sample (n=30-99).
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Average of 
five lowest 
performers

+2 +2 -11 +9

Insurers that perform well at providing adequate proactive updates have more customers 
using interactive digital channels and less needing to make calls
Amica makes more calls and Liberty relies on self-service; lower performers have less self-service and more customers calling

Insurer Performance on Proactive Communication

Meet Both Proactive Updates and 
Adequate Communication by Insurer

Notes: Insurers with n=100+ in study overall shown in chart; *Small sample (n=30-99); Values in right 
table are percentage-point differences to the Study Average.

89%*
89%

87%
86%
86%
86%

85%
85%

84%
84%

83%
83%

83%*
83%

82%
82%

79%
78%

78%*
76%*
76%*

68%*

Amica
Nationwide

Liberty Mutual
ACSC (AAA)

Farmers
State Farm

Allstate
GEICO

Progressive
Study Average

American Family
CSAA IG (AAA)

The Hartford
USAA^

Erie Insurance
Travelers

Safeco
Auto-Owners Insurance

NJM Insurance Co.
ACG (AAA)

Mercury
National General

Customer 
received 

calls

Interactive 
digital 
(email, 
text)

Self-
service 

(web, app)
Customer 
made calls 

Amica +10 +4 -3 -2

Nationwide +4 +5 -4 -4

Liberty Mutual -2 +2 +10 -6

Top Communication Channels Used vs. Study Average 
(ppts.)

Customers use 
interactive digital 
more and make 

less calls

Customers use 
self-service 

less and make 
calls more than 

average
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52%
55%

44%
39%

35%

27%
23%

46%

36% 36%

26% 26%

Calls from Insurer Text Email App Calls from repair shop

'24 Study '26 YTD Study Avg.

Texting is the second most preferred channel and growing (along with apps), while more 
traditional methods are declining slightly

Preferred Method of Communication

Preference for Communication During Claim

Total Loss Repairable 
claims lasting 

beyond 30 days

Those with total losses want more calls and those with long-tailed experiences want more texts
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43%
38% 37% 37%

21%

48%

36%

9%

29% 28%

Calls from claim rep Text App Email Calls from repair shop

'26 YTD: Millennials/GenZ '26 YTD: Boomers+

Preferences vary with Boomers preferring more calls and Millennials/Gen Z preferring 
more tech—mobile apps show the greatest variation

Preferred Method of Communication – by Generation

Preference for Communication During Claim
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Mobile App Usage Throughout Claim Process and SatisfactionApp Usage Throughout Claim 
Process

Satisfaction is highest 
among those who start in 
the app and utilize it 
throughout the process

• Those using the app to only report 
their claim, but not for estimation or 
updates, have the lowest satisfaction

• Using the app for status updates is the 
differentiator—the 3 categories with 
highest satisfaction all include using 
the app for updates 

Note: Claimants not involved in reporting the claim and those who 
submitted photos after FNOL are excluded from the base. 

42%

3%
7% 10%

693

645

674

691

Digital Users
(non-app)

FNOL only FNOL
+

Photos

Photos only

Incidence

Overall Satisfaction

Highest Incidence:
• GEICO /
• Progressive / 

USAA

Claim reporting

Estimation 
(photos/videos)

Status updates 
from insurer

7% 10% 13%

738

760
775

Updates only Photos
+

Updates

FNOL
+

Photos
+

Updates
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Many insurers 
provide progress 
bars to indicate the 
current step of the 
claim process

App Status Updates

24

Liberty MutualNationwideState FarmAmerican Family

• Liberty Mutual also provides 
expected completion dates 
for steps like repairs.
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Several insurers provide summaries with in-depth sub-steps, including further details when 
selected; but opportunities exist with others

App Status Updates

Completed 
steps

Next steps for 
insurer and 
customer

 Name of shop
 Address
 Hours
 CTA to call 

shop

Link to relevant 
content/
documents

• Unclear wording/
expectations may 
lead to customer calls
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• Proactive steps are also offered 
to the customer, i.e., “speed up 
your claim” by uploading photos

26

Liberty Mutual

Liberty Mutual 
ensures info on next 
steps and what to 
expect are highly 
visible, displayed 
across screens for 
each step of the 
claim process

App Status Updates
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Text updates add 
value to the digital 
claims experience 

27

Safeco Allstate

 Notifying insured of what’s next 
and who will contact them

 Prompting to use the mobile app

 Confirmation a step is completed
 Info for the customers next actions
 Link to the claims page

State Farm

 Repository of communications 
and documents

• Allows users to receive 
updates without logging in

• Links directly to the update 
or next step

• Previous communications 
within the site or app

Text Status Updates
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25%
29%

34%
41% 42%

753
727

666

551

611

6 days
or less

7 to 14
days

15 to 30
days

30+
days

Total
Loss

Incidence Overall Satisfaction

Customers initiating phone calls + digital has a negative impact on their claim experience
Using multiple channels for questions increases with time and complexity and yields +2 more customer-initiated contacts

Customer-initiated Contact

45%

20%

35%

716
733

653

Calls or in
person only

Digital Only Digital
+ Calls

Incidence Overall Satisfaction

Claim length (repairables)

33%

41%

57%

79%

Message in
claim portal

Text

Email

Calls to
 claim staff

Avg. # of 
contacts:     2.5 2.4                    4.6

How Customers Contact with Questions Impact of Time and Severity Cross-channel Usage
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Texting can provide the 
highest satisfaction, but 
also has the highest 
incidence of missing 
expectations for a timely 
response

Insurer Responsiveness

• Phone calls have a notably higher 
perception of receiving a timely 
response compared to texting

• Suggesting there is a different 
expectation for timeliness to texts

28% 29% 42% 31% 34% 36% 34% 31% 35%

662
646

767

656
666

781

657
676

791

Never/
Rarely

Often Always Never/
Rarely

Often Always Never/
Rarely

Often Always

2026 Overall Satisfaction - 2026

Satisfaction by Responding in a Timely Manner

Phone calls to Insurer Email Text

Always timely 
follow up: 

<1 week – 42%
>30 days – 31%
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A few brands perform 
well in both studies, but 
award-winner Erie excels 
in People

Overall Claim Satisfaction Index
Overall Claim Satisfaction

Five insurers show declines year-over-year 
in auto claim satisfaction; these insurers 
either have:

• longer-than-average cycle times, 

• more total losses, or 

• more customers with rate increases—all 
of which are groups with lower 
satisfaction

Erie Performance Highlights:

• Ranks #1 in 4 Dimensions

• Advantage is largest in Ease of 
resolving claim (+18 pts. over 2nd), 
People (+15), and Fairness (+13) 

• People: #1 in KPIs—Easy 
communication with reps and 
Consistency of service

• Fairness: #1 Policy coverage meets 
expectations and Limit negotiations

743
731
730
729
726

720
718
716
716
711

702
701
700
697
697
693
691
690

673
672

605

741

Erie Insurance

NJM Insurance Co.

Liberty Mutual

Nationwide

ACSC (AAA)

CSAA IG (AAA)

Amica

State Farm

The Hartford

Auto-Owners Insurance

American Family

Mercury

Study Average

ACG (AAA)

GEICO

Allstate

Travelers

Farmers

Progressive

Safeco

National General

USAA^

Notes: /     Significant difference at a 90% confidence interval.

734●

733●

725

718

713

712

704

700

696

695

693

691

689

681●

680

675

727●

Liberty Mutual

Amica

ACSC (AAA)

Nationwide

Erie Insurance

State Farm

GEICO

Study Average

American Family

Farmers

Safeco

Travelers

Allstate

Progressive

CSAA IG (AAA)

Auto-Owners Insurance

USAA^

2025 Auto Claims Study 2025 Digital Claim Experience
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