
THE FEELING’S 

MUTUAL
A PURPOSE-LED FOCUS ON PREVENTION



IAG 42%
State  |  NZI  |  AMI  | Lumley

QBE 7%

FMG 6%

Zurich 1%
Hollard 4%

Chubb 3%

MAS 2%

SUNCORP 26%

AA Insurance  | Vero

Tower 5%

AIG 3%

Allianz 1%

NZ GENERAL INSURANCE MARKET 



FARMERS & GROWERS’ PRIMARY 

MARKET SHARE

Vero/AMP 5%

Brokers (Other) 

11%

State 3%

Aon 14%

FMG 55%

Crombie Lockwood 5%

Tower 3%

AMI 2%
NZI 2%



STRATEGY POSITIONED 

AROUND ‘WINNING ON 

RELATIONSHIPS’ AND 

PUTTING ‘CLIENTS’ AND 

COMMUNITY AT THE CENTRE 

OF WHAT WE DO

CLIENT INTIMACY

(Relationship Management)

EFFICIENCY

(Scale & Price) 

INNOVATION

(Products & Services)



TE ARA TIKA THE WAY FORWARD

OUR VISION
HELPING TO BUILD STRONG & PROSPEROUS COMMUNITIES



LEADING WITH 

PREVENTION

GIVING OUR CLIENTS 

‘A BETTER DEAL’ 

BY BEING AN ADVICE-

LED INSURER

+$

MINIMISE

DISRUPTION

BREAKING THE 

COST-PLUS CYCLE

MUTUAL BENEFIT



CASE STUDY ONE: TRACTOR FIRES

TRACTOR FIRES CLAIMS PER MONTH (3 YEARS)
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STOP & POP ADVICE EFFECTIVENESS

$720K $1.02mil $900K
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Stop & Pop No Stop & Pop

$2.64mil

Difference in tractor 

fire claims cost across 

three years post 

‘Stop & Pop’ advice



CASE STUDY TWO: RURAL WELLBEING



IMPROVEMENT ATTRIBUTED TO FARMSTRONG



SUSTAINABILITY 

IS AT THE CORE 

OF MUTUALITY



Kia Ora / Thank you


