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Why bundling and proactive client communication are 
the most powerful levers for sustainable growth

The Canadian insurance industry stands at an inflection point. In 2024, catastrophic weather 
losses shattered records at $8.5 billion, nearly triple the previous year and twelve times the 
annual average from just a decade ago. Meanwhile, digital disruptors like Sonnet and Onlia have 
normalized instant quotes and frictionless switching, fundamentally resetting client expectations.

For brokers and agents, this means renewal is no longer guaranteed. It’s earned through 
consistent, meaningful engagement that demonstrates value beyond the annual premium notice.

This white paper presents research-backed evidence for why client engagement and bundling 
strategies represent the most powerful (and most underutilized) levers for sustainable 
brokerage growth. Drawing on data from the Insurance Bureau of Canada, J.D. Power, McKinsey 
& Company, and industry benchmarks, we quantify the economic impact of proactive client 
communication and provide actionable implementation frameworks.

KEY FINDINGS
•	 Bundled policyholders retain at 95%, eleven percentage points higher than the industry 

average of 84%

•	 Customer acquisition costs 5-9x more than retention, yet most agencies underinvest in  
client engagement

•	 91% of insurance customers would consider consolidating all policies with one provider if  
the experience meets expectations

•	 Timely, personalized communication can increase retention by 20% and cross-sell  
conversion by 30%

•	 The average Canadian home is now worth $670,000, making adequate coverage  
protection more critical than ever

95% 
Retention rate  

for bundled  
customers

$8.5B
Record catastrophic 

losses in Canada  
(2024)

40%
Higher LTV  

from bundled 
policyholders 
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The Retention Crisis in  
Canadian Insurance
The rules of the game have changed. A decade ago, switching insurers 
meant paperwork, phone calls, and hassle. Today, your client can get 
a competitive quote while waiting for their coffee (and bind coverage 
before they finish their cup).

THE NUMBERS TELL THE STORY
According to J.D. Power’s Insurance Shopping Study, a record 57% of insurance customers 
actively shopped for new coverage last year, the highest rate in the study’s 19-year history. 
While this data is U.S.-focused, Canadian brokers report similar patterns: clients who once 
renewed automatically are now comparison shopping, driven by rate increases averaging 12% 
year-over-year.

Perhaps more concerning: high-value bundled customers are now shopping at record rates. 
These historically loyal policyholders (the backbone of agency profitability) are responding to 
cumulative premium increases that have outpaced the convenience benefits of staying put.

CANADIAN MARKET DYNAMICS

Metric Data Point

Average industry retention rate 84%

Bundled customer retention rate 95%

2024 catastrophic weather losses $8.5 billion (record)

Increase in property damage claims since 2019 +115%

Increase in claims reconstruction costs +485%

Average national home price (Dec 2025) $673,335

Sources: IBC, CatIQ, CREA, J.D. Power
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THE BOTTOM LINE

You’re not competing with other brokers. You’re competing with 
silence + speed. The agency that reaches clients first with relevant, 
personalized value wins.
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THE DIGITAL DISRUPTION FACTOR
Canada’s P&C market now includes nearly 200 competing carriers, with digital-first platforms 
like Sonnet (launched 2016) and Onlia (2018) demonstrating that consumers will embrace self-
service insurance when the experience is frictionless. According to Sonnet’s own research, 70% 
of Canadians auto-renew their insurance even though 75% report dissatisfaction with their 
provider. This represents both risk and opportunity: clients are primed to leave, but most haven’t 
yet, because no one has given them a compelling reason to act.
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What Are You Really Protecting?  
The Equity Connection
Here’s a fundamental reframe that changes everything: home 
insurance isn’t just a claims product, it’s a shield for your client’s 
largest asset.
The average Canadian home is now worth $673,335. For most families, this represents 
decades of mortgage payments, renovation investments, and accumulated equity. Often their 
single largest financial asset outside of retirement savings. Yet most policyholders think about 
their home insurance approximately zero times between renewals.

THE COVERAGE GAP REALITY
Unlike the US market, Canadian homeowners benefit from guaranteed replacement cost 
coverage. If a home insured for $500,000 burns down and costs $800,000 to rebuild, the insurer 
covers the full amount. This shifts underinsurance risk from the homeowner to the carrier.

But that protection comes with a catch: insurers bear the risk, so they control the access.

The 2024 catastrophic weather events, with $8.5B in losses and claims costs surging 485% 
since 2019, have fundamentally changed how carriers approach risk. The summer of 2024 alone 
generated over 250,000 insurance claims: 50% more than Canadian insurers typically receive in 
an entire year. The result? Insurers are responding with non-renewals in high-risk zones, dramatic 
premium increases, tighter underwriting requirements, and new coverage exclusions.

For homeowners, the question isn’t whether they’re insured for enough. It’s whether they can 
get insured at all, and whether their policy actually covers the perils most likely to affect them.

The real gaps in Canadian home coverage aren’t about dollar amounts. They’re about coverage 
types that many homeowners assume they have but don’t:

•	 Overland water coverage: A relatively recent product that’s still not universal, despite 
flooding being Canada’s most costly natural disaster

•	 Sewer backup limits: Often capped at levels far below actual damage costs

•	 Wildfire coverage: Increasingly restricted or excluded in BC and Alberta

•	 Flood insurance: Still unavailable in many high-risk areas at any price

When the next atmospheric river hits the Fraser Valley or wildfire threatens another Alberta 
community, the question won’t be “Is my coverage limit high enough?” It will be “Does my 
policy actually cover this?”
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BRIDGING THE AWARENESS GAP
Clients don’t wake up thinking about insurance. But they do care about what their home is 
worth. They check listings. They notice when neighbours sell. They track their equity as a 
retirement asset.

Smart brokers leverage this existing curiosity to initiate coverage conversations. Instead 
of leading with premiums, lead with protection: “Your home represents $673,000 in family 
wealth. Let’s make sure you can actually access coverage for the risks that matter most in 
your area.”

This reframe accomplishes three things simultaneously:

•	 Positions you as a market navigator protecting their insurability, not a salesperson pushing 
premium

•	 Creates natural cross-sell opportunities (overland water, sewer backup, umbrella policies, 
valuable items riders)

•	 Establishes ongoing engagement cadence tied to market conditions and coverage 
availability, not just renewal notices
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The Bundling Goldmine: Economics  
of Multi-Policy Relationships
Every auto or travel policy in your book comes with an address. That address is a trigger for 
untapped revenue: home coverage, umbrella policies, and premium-reducing bundles that 
benefit everyone.

THE MATH THAT MATTERS
Research from Forbes Advisor and industry benchmarks reveals the economic power of bundling:

•	 Bundled customers generate 40% higher lifetime value compared to single-policy holders

•	 Retention rates jump from 84% (industry average) to 95% for bundled relationships

•	 Customers save an average of $950 annually through multi-policy discounts

•	 91% of customers would consider consolidating all policies with one provider—if the 
experience meets expectations

Perhaps most significant: according to Simon-Kucher research, 85% of customers who would 
bundle prioritize service quality over price. The opportunity isn’t about being the cheapest, it’s 
about being the most valuable.

THE HIDDEN ASSET IN YOUR BOOK
Most agencies are sitting on a goldmine of cross-sell opportunities without realizing it.  
Consider a typical book of 1,000 clients:

Scenario Impact Est. Revenue

Retain +3% through engagement 30 saved policies $15,000+

Cross-sell 10% via bundling 100 new policies $50,000+

Generate 20 referrals 20 new clients $10,000+

TOTAL ANNUAL UPLIFT $50K-$75K+

This uplift is achievable through systematic engagement, not superhuman sales effort. The 
question isn’t whether the opportunity exists. It’s whether you have the systems to capture it.
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The Engagement Imperative:  
Why Touchpoints Matter
Here’s an uncomfortable truth: most clients don’t hear from their insurance provider after 
binding a policy. The next communication they receive is typically a renewal notice, often with a 
premium increase.

According to McKinsey research, customers typically interact with their insurance carrier 
just once or twice per year. Compare this to banking (10-20 interactions monthly) or retail 
(constant engagement). With so few touchpoints, every communication either builds or 
erodes the relationship.

THE SCIENCE OF ENGAGEMENT
Research consistently demonstrates the impact of proactive communication:

•	 Timely updates can increase retention by 20% 

•	 Personalized communication improves retention rates by up to 30%

•	 Companies with strong omnichannel strategies retain 89% of customers vs. 33% for  
weak strategies

•	 CX leaders outperform peers in total shareholder return by 20-65 percentage points over  
five years

•	 Customers receiving regular policy reviews are 30% more likely to stay with their provider

THE COST OF SILENCE
When you don’t communicate, someone else does. Digital-first carriers have made “always 
available” their competitive advantage. If your client’s only touchpoint with you is an annual 
renewal notice, you’re leaving the door wide open for a competitor who engages year-round.

According to Qualtrics’ Consumer Trends Report, 21% of customers leave without giving a 
reason, they simply slip out the side door. By the time you realize they’re gone, it’s too late.

ENGAGEMENT ECONOMICS
•	 The probability of selling to an existing customer: 60-70%

•	 The probability of selling to a new prospect: 5-20%

•	 Cost to acquire a new customer: 5-9x more than retention
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The Lifetime Value Flywheel
Understanding policyholder lifetime value (LTV) transforms how you think about client 
relationships. A single policy is a transaction. A lifetime relationship is an asset.

THE LTV FORMULA
Lifetime Value = (Annual Premium × Retention Rate) / (1 - Retention Rate) - Acquisition Cost

Let’s apply this to a typical Canadian home and auto bundle:

The bundled customer is worth nearly 9x more over their lifetime. This isn’t theoretical, it’s the 
mathematical reality of compound retention.

THE FLYWHEEL EFFECT
When engagement drives retention, retention enables bundling, bundling increases referrals, 
and referrals reduce acquisition costs—you’ve created a self-reinforcing growth engine:

Each element of the flywheel reinforces the others. The key is having systems that keep it 
spinning—without requiring superhuman effort from your team.
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Variable Single Policy Bundled

Annual Premium $1,800 $4,200

Retention Rate 84% 95%

Acquisition Cost $400 $400

CALCULATED LTV $9,050 $79,400

Engagement      Retention      Bundling      Referrals     
Lower CAC      Higher LTV
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Implementation: Building Your 
Engagement Engine
Theory without execution is just expensive entertainment. Here’s a 
practical framework for implementing systematic client engagement:

PHASE 1
IDENTIFY YOUR MONOLINE OPPORTUNITIES
Start by auditing your existing book. Every auto-only or home-only policy represents 
untapped bundling potential. Prioritize:

•	 Auto clients with addresses in your coverage area (home insurance opportunity)

•	 Home clients approaching renewal (coverage review + umbrella opportunity)

•	 Clients who’ve been with you 2+ years without additional policies

•	 High-value clients with single policies (highest LTV upside)

PHASE 2
ESTABLISH VALUE-BASED TOUCHPOINTS
Create a cadence of branded communications that deliver genuine value,  
not just sales pitches:

•	 Monthly property value updates: “Your home’s estimated value increased—is 
your coverage keeping pace?”

•	 Seasonal risk advisories: Wildfire season prep, winter driving tips, spring  
flood awareness

•	 Policy anniversary check-ins: Coverage reviews tied to life changes, not  
just renewals

•	 Referral prompts: Integrated into high-satisfaction moments (claims resolution, 
bundling confirmation)
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PHASE 3 
AUTOMATE AND SCALE
Manual engagement doesn’t scale. For an agency of any significant size,  
automation is essential. Engagement platforms like BrokerBot enable:

•	 Automated monthly branded updates using client addresses from  
existing policies

•	 Cross-sell triggers based on property data and client behaviour

•	 Renewal nudges timed for maximum effectiveness

•	 Referral and review request workflows that capture satisfied clients at  
peak moments

PHASE 4 
MEASURE AND OPTIMIZE
Track the metrics that matter:

•	 Retention rate by client segment (monoline vs. bundled)

•	 Cross-sell conversion rate (quote requests per engagement)

•	 Referral volume and source attribution

•	 Average policies per household over time

•	 Calculated LTV trend by cohort
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Quick-Start Pilot:  
30 Days to Results
Don’t boil the ocean. Start with a focused pilot  
that proves the concept before scaling:

WEEK 1: SEGMENT
•	 Identify 50 clients with monoline policies (auto-only or  

home-only)

•	 Confirm addresses and email contacts are current in  
your system

WEEK 2: LAUNCH
•	 Deploy automated monthly property value updates

•	 Include personalized coverage recommendations  
based on home value data

WEEK 3-4: ENGAGE
•	 Follow up personally with clients who open and click

•	 Present bundling options to engaged clients

•	 Request referrals from clients who express satisfaction

WHAT TO TRACK

Metric Target

Email open rate >25%

Click-through rate >5%

Quote requests generated 5-10 from 50 clients

Policies bundled 3-5 new bundles
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You’re Either In the Inbox or  
Out of the Picture
The data is unequivocal: in an industry where convenience wins, and 
silence loses, systematic client engagement is the most powerful lever 
for sustainable growth.
The agencies that will thrive in the next decade aren’t necessarily the largest or the best-
funded. They’re the ones that recognize a fundamental truth: every client relationship is an 
asset that appreciates or depreciates based on the attention it receives.

With record catastrophic losses reshaping risk awareness, average home values approaching 
$700,000, and digital disruptors making switching easier than ever, the case for proactive 
engagement has never been stronger.

READY TO PROTECT YOUR BOOK AND GROW IT?
See how BrokerBot helps Canadian insurance professionals automate engagement  

and unlock the bundling opportunity in their existing book.

THE BOTTOM LINE
•	 Bundled customers are worth 9x more than single-policy holders over their lifetime

•	 Systematic engagement can increase retention by 20% and cross-sell conversion  
by 30%

•	 The tools to automate this at scale exist today—the only question is execution

•	 Agencies that invest in engagement infrastructure now will compound that 
advantage for years

The future belongs to agencies that treat client engagement as a strategic priority—not 
an afterthought. The question isn’t whether to invest in engagement. It’s how quickly 
you can start.
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Book a Demo at BrokerBot.ca

Calculate Your Book’s LTV Potential

https://www.thebrokerbot.ca/
https://policytoprofit.thebrokerbot.ca


thebrokerbot.ca


