_— Cyberattacks have
A N ew become a major concern for
: businesses and consumers,
as U.S. data breaches

I d e n t I t continue to increase
at a record pace.
rISIS / 1

| [

lT S SPREADING

Unfortunately, fears about identity theft and
cybercrime are now on par with other common
concerns such as illnesses and car accidents,
and more people are becoming concerned about
identity theft year after year.
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Consumers reporting being very
worried about identity theft

- JPA

Increase in fear of

becoming an identity theft 2017 29%
victim from 2014 to 2017
== Consumers who are very worried about ... —
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IMPACT ON
CONSUMERS' LIVES

Consumers are concerned with the ripple effects this
crime can have on their lives if they do fall victim.
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Perceived impact of being victim of ...

Identity O/
theft 8%
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WORRIES THAT KEEP
CONSUMERS UP AT NIGHT

Identity theft and cybercrime worries are on par with other common
concerns like illnesses, car accidents, and being robbed. As a result, 58%
of consumers are likely to purchase identity theft protection
in the next two years.
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58% 58% 52% 47% 44%
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FEAR HAS DEEP ROOTS

Top reasons why consumers are worried about identity theft
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wouldn't know what from identity theft
todo to fix it. ‘or cybercrime.

HELP CONSUMERS TAKE
BACK THEIR IDENTITY

When 1t comes to 1dentity theft and cyber protection, there are some things
consumers can't do on their own, and a lot of what they can do 1s just too
time-consuming for them to want to do themselves.

0 Top reasons consumers cited why
19%

they would purchase a plan

75% of consumers shared that ca Provide peace of mind
they believe there are things

only highly trained experts can

perform to mitigate their risk or

resolve 1ssues that may arise. : .
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Protect in ways [ couldn't on my own

O Harder for bad guys to get my info
This market growth has fueled

the annual amount spent on
1dentity protection to a

whopping $3.5B. o ; L
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GROW CUSTOMER PEACE -
OF MIND AND LOYALTY

Trust 1s a major concern for consumers when it comes
to partnering with institutions who have access to their
sensitive information. Cultivate that relationship with

your customers by offering identity protection from /
award-winning Generali Global Assistance (GGA). ' |
At GGA, we don't compromise when 1t comes to

protecting consumers' identities. We offer customizable

solutions at competitive prices that enable you to protect \
your employees’ and customers’ identities while meeting

your business goals
ﬁ ——
Our comprehensive identity and digital protection service - =
defends personal information, enhances privacy, monitors e
for potential fraud, and takes action when risk i1s detected. ~—
If fraud does occur, our people-first approach guides our =~
resolution specialists to go above and beyond to provide I -

compasslonate, white-glove resolution services to your
employees and customers — which in turn, serves as a
positive extension of your brand.

What your customers are looking for in their identity protection

“Does all the work for me” 64%

are looking for an identity protection
service that saves them time if they
become a victim of identity theft.

“Peace of mind” 58%

want an identity protection service
that gives them peace of mind.

“Expertise” 96%

believe that an identity protection service
would protect them in ways they could not
do on their own.

Your customers want to buy it from
companies they already trust — like yours.
Top organizations consumers would look to
purchase identity protection from:

50% 46% 43% 41% 40%
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Bank Insurance Credit Credit Credit card
company union bureau company

Learn more at
GeneraliGlobalAssistance-IDP.com/IDCrisis
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