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EXECUTIVE
SUMMARY

AXA Insurance wants to
identify and implement a
number of user experience
quick wins, capable of
having an immediate
positive effect on conversion
and cross-sell rates.
Instinct has completed
their analysis of the new
business process for Motor,
and will be conducting a
similar exercise for mid-
term adjustments and
renewals. The rest of this
document summarises the
findings for the AXA brand
and its direct competitors.

AXA INSURANCE / MOTOR JOURNEY OPTIMISATION

7 4 UX DATA
POINTS

THE APPROACH

The user experience analysis broke down
the new business process into five key
areas - process & forms, quote page,
add-ons, confirmation/payment and help
and support/content; each competitor
was rated on 74 data points. Mobile
optimisation was also considered.

A total of 28 companies were analysed.

In addition to benchmarking AXA and
Swiftcover against direct competitors,
we also gained insight from indirect
competitors (e.g. Confused.com) and
companies from other sectors (e.g.
British Airways).

HIGH-LEVEL
FINDINGS

No single direct competitor dominates
the five key areas; there is an opportunity
for AXA and Swiftcover to take advantage
of this and lead in overall user
experience.

Cross-industry companies and indirect
competitors, such as Apple & Google are
setting a high benchmark in digital user
experience.

KEY COMPANIES
AREAS ANALYSED

The Insurance industry lags behind

in user experience against indirect
competitors and other sectors, such as
travel and retail.

Direct competitors have been investing
in their online new business process
this year by providing mobile and touch
optimised solutions. They are starting to
raise the insurance industry benchmark,
e.g. Aviva, More Than, Direct Line and
Churchill.

As a result, AXA and Swiftcover moved
down the rankings with 58% and 57%
respectively, compared to the best
performing company, Aviva at 73%

We're starting to see a trend towards a
more retail experience, i.e. introducing a
shopping basket.

Very few direct competitors are selling
products in bundles, despite this being
common in other sectors, e.g. telecoms
and travel insurance. We believe bundles
will make a comeback once companies
are more comfortable with this from a
regulatory perspective.

Mobile is becoming increasingly
important, but few direct competitors
have responsive and touch-optimised
sites.

“No single direct
competitor dominates
the 5 key areas ...”

COMPANIES
ANALYSED

DIRECT COMPETITORS

AXA: Allianz, Aviva, Churchill, Direct Line
Liverpool Victoria, Marks and Spencer,
More Than.

Swiftcover: Admiral, Esure,
Quotemehappy, Tesco.

INDIRECT COMPETITORS

AA, Compare The Market, Confused.com,
Google, MoneySuperMarket,

uSwitch.

CROSS INDUSTRY

Amazon, Apple, British Airways, British
Telecom, Easy Jet, EE, Pegasus, Ryanair,
Tesco Direct.
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AXA FINDINGS

In AXA's direct competitor set: Aviva
finished top with 73%, joint second were
Direct Line and Churchill on 9%, third
place was M&S on é8%, closely followed
by More Than on 66%, then Allianz on
62%, AXA was second from last on 58%
and in last place was Liverpool Victoria
on 52%.

AXA has a solid and clear process
structure, and provide contextual
information throughout the process.

AXA performs poorly compared to
competitors in the following three areas:

- Quote page
- Add-ons section
- Help and support

Overall the strongest Processes displayed
a simple layout, clear hierarchy of
information and maintained a consistent
experience across web, mobile and tablet.
This gave the user the ability to switch
digital channels, by commencing their
quote on a mobile device and completing
their quote on a desktop at home. Aviva
provided the best example of this.

The best Quote page replicated an online
shopping basket experience that users
are generally familiar with. Dynamic
features such as updating the basket

AXA INSURANCE / MOTOR JOURNEY OPTIMISATION

“The best Quote page
replicated an online
shopping basket
experience ...”

when selecting add-ons aided in the
overall transparency and trust throughout
the process. More Than and Marks and
Spencer scored the highest in this area.

A high scoring section used

an individual modular approach with
prominently displayed prices when
promoting the additional cover options.
Additional elements such as high-level
information about the add-on and visual
imagery to engage and draw the users’
attention to them could help increase
conversion. This was best displayed by
Marks and Spencer.

The strongest

areas presented the user with a simple
layout that contains expandable and
collapsible modules to allow the user

to review their information in bite-size
chunks before committing to buying the
policy. Additionally, intuitive features
such as clicking on the card logo instead
of selecting the option from a dropdown
helped to keep the user feel more

engaged at this point in the process. The
majority of the direct competitors did

these sections well, but Aviva and Marks
and Spencer provided the best examples.

A successful Help and support / Content
provided ‘Call us” and ‘Live chat’ options
that allowed the user to switch multiple
communication channels throughout the
entire quote journey. Additional elements
included providing clear and concise
contextual help and FAQs that the user
can utilise when progressing through the
quote process. The best example was on
the Aviva site.

RECOMMENDATIONS

How does AXA level with their
competitors?

- Make small usability changes, e.qg.
clickable home logo, instant single field
feedback, date cursor jumps to the next
box, descriptive buttons, etc.

- Introduce touch optimisation [enable
native gestures for navigation, zooming,
etc.]

- Give the user the choice to be able to
seamlessly switch communication channels
e.g. live chat, call us

- Promote add-ons in a more visual and
engaging manner.

"
w0

- Provide social proof, including customer
reviews, stats around retention of
customers with claims, etc.

How does AXA go beyond their
competitors and set a new benchmark in
the industry?

- Introduce a shopping basket experience
on the quote page

- Tailor the add-ons / package based on
information entered by the user

- Reduce the data entry for the direct
journey, e.g. provide an automated car
valuation, enable the user to access MOT
data to accurately estimate their annual
mileage, confirm the card type based on
the card no. rather than asking the user to
select it, amend email suggestion, [abc@
gmial.com’ - did you mean abcl@gmail.
com’), etc.

- Provide differentiated contact options,
e.g. live chat on mobile, call back feature
with user set timeframe or level of urgency,
screen share, video chat, etc.

- Offer discounts on bundles of add-ons,
and/or multi/cross-product discounts that
can be used at a later date
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THE
METHODOLOGY

All direct competitors analysed
were chosen by AXA, the indirect
competitors and cross industry
organisations analysed were
chosen by Instinct.
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CREATING A BESPOKE
UX CRITERIA

The criteria was first split into five key
areas to replicate the quote journey -

- Process and Form

- Quote page

- Add-ons

- Confirmation and payment
- Help and support / Content

The five key areas were initially made up
of general user experience criteria (e.g.
layout, navigation, usability etc.).

The user experience criteria were
expanded further to include specific
user experience elements and features
that provided a better overall experience
within the quote or shopping process
(e.g. date picker, instant field validation,
live chat) by gaining insight from direct
competitors, indirect competitors and
cross industry organisations.

SCORING
CRITERIA

Each criterion was subject to the
following scoring system.

000 POINTS

Element is missing, or if it exists, it is
detrimental to the process or trust level.

0.25 ronts

Element is present only in part. An effort
was put into implementing it, but there
are elements that need to improve to
provide a better user experience.

0 50 POINTS

Element is present, but not prominent
on the page. It doesn’t do anything more
than expected.

075 POINTS

Element is present but isn’t optimal (e.qg.
there is a placement issue, a prominence
issue, etc.).

100 POINTS

Element is present and improves the
general user experience.

DATA
COLLECTION

To compare AXA's user experience to
their seven direct competitors, three

user experience architects independently
conducted an analysis based on the 74
data points. To reduce the subjectivity, the
three user experience architects reviewed
each criterion for every competitor
collectively and re-scored where
necessary.

The analysis collected quantitative data
on the range of user experience criteria;
this provided the basis for the qualitative
data outlined within this document. All
data was collected within a Microsoft
Excel spreadsheet.
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O

o7 DIRECT COMPETITOR
B i USER EXPERIENCE
RANKING & SCORE
OVERVIEW

AXA'S OVERALL POSITION COMPARED TO THEIR
DIRECT COMPETITORS.

LV= 52%
T6% o DIRECT LINE 63%
Analysis highlight: Direct Line’s and Churchill’s
previous new business processes had a previous
User Experience [UX] score of 45% and 42%
respectively. Both companies have recently
launched new processes and based on the
same criteria, they both were rescored 69%. The
significant improvement in the score has been the
result of an enhanced user experience throughout
the entire motor new business process.
: DIRECT COMPETITORS COMPARISON

AXA 58% @ O CHURCHILL 63% "
QO DIRECTLINE 69%
O CHURCHILL 69%
O wmas 68%

66%
O aLLianz 62%
@® 5%
O uw= 52%
aLLianz oz © e}

M&S 68%

MORE THAN 66%
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AA

DIRECT
COMPETITOR
USER
EXPERIENCE
DETAILED
BREAKDOWN

A DETAILED BREAKDOWN OF THE
FIVE MAIN CRITERIA - FORM &
PROCESS, QUOTE PAGE, ADD-ONS,
CONFIRMATION & PAYMENT AND
HELP, SUPPORT & CONTENT.

Analysis highlight: Although
Aviva has the highest overall
score, not one competitor

AXA has a solid and clear
process structure with
defined headings and
grouping of information
that guide the user
through the process.

While the form covers the
basic usability criteria,

it could be improved

by including dynamic
features such as instant
field feedback and a touch
friendly user interface (Ul]
for mobile device support.

AXA’s quote page has

a logical structure that
clearly groups the quote
prices, the add-ons and
the reviewable details

in labelled sections,
providing a clear hierarchy
of content.

A possible enhancement
would be to introduce

a shopping basket
experience where the
user can see all the items
included, in the quote
price

e 08TH

AXA provide additional
information in overlays
that clearly communicate
the key benefits of add-
ons.

Providing additional
upfront information [e.g.
in the form of high-level
bullet points] could help
the user make a more
informed decision or
encourage them to find
out more.

94%94%
88%

;"'UT"

84%84%84% :
8%

AXA's confirmation
section has a standard
structure that allows the
user to effectively review
their information.

This section is consistant
with other direct
competitors, but there is
room for improvement.

89%

"'07TH

AXA support the user
during the form filling
process by providing
comprehensive contextual
help throughout the quote
journey, as and when the
user requires.

AXA could improve the
overal UX by providing
multiple communication
channels throughout the
entire process, e.g. live
chat, call us and call back.

100%

dominates the five main criteria; 82%
the top two positions are shared

. . . 15% 75%
amongst Aviva, Direct Line,

. T1%71% 7959709
Churchill, More Than and Marks & 68%
Spencer. :
P 61%
The top performing competitors @ AVERAGE
all provide a shopping experience - : -
much like that seen in other 43%
sectors e.g. travel and retail.
25% 25%
CONFIRMATION HELP, SUPPORT
PROCESS & FORM ADD-ONS & PAYMENT & CONTENT
0%
9 I & OV &Y \\y ERRU, s AR R U IR K
FFF T FEE S EE Y ST
A N O Yo S O <
& YLD FES ¥ S ¥ &
O ®o FF kY K
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R DIRECT
LAYOUT 500 450 450 300 350 175 375 0.50 ® PROCESS & FORM COMPET'TOR

(MAX SCORE:5)

. Aviva has the best overall process and form score (21.25/ 30).
VISUAL Bm’ﬁgﬂgﬁ 3.75 3.75 3.75 3.50 3.25 3.25 3.25 2.50 1 They provide a simple and intuitive layout that contains a defined U S E R
* hierarchy with clear headings, logical grouping and modularisation
PROCESS PLAYBACK, CONFIRMATION : : ;
(MAX SCORE:T) 4.00 4.50 4.50 BY/5) 4.75 BR25) 4.25 4.50 of information.
1 The process is touch optimised which enables the user to switch EX P E R I E N C E
NAVIGATION & CTAs
MAX SCORES) 5.00 400 400 450 425 725 500 350 . digital channels between mobile and desktop.

| SCORING
(MAX SCORE:5) 3.50 3.00 3.00 2.00 2.50 1.50 2.75 4.00 .
TOTAL @ 1976 1975 16.75 1825  17.00 19.00  15.00 @ QUOTE PAGE M AT R | X

(MAx score: 30)
More Than (10.25/ 13] and Marks & Spencer (9.75/ 13]
display the best quote page amongst direct competitors. The
+  price is prominent in both cases and clearly displays what
LAYOUT 300 3.00 3.00 300 300 175 2.00 1.00 : the overall quote includes to the user. Analysis highlight: No single

(MAX SCORE:3) direct competitor dominates

PRICE & QUOTE PLAYBACK 4.75 575 575 5.75 4.25 4.00 2.75 3.25 In particular Marks & Spencer enhance their overall user . X . . .
(MAX SCORE:S) :  experience by providing a shopping basket that dynamically the five main criteria; there is
D PENT 0.75 025 025 1.00 300 125 275 075 i updates, based on the user’s selections. an opportunity for AXA to take
advantage of this and implement
P ¢ ADD-ONS th . dati i ti
TOTAL 850 9.00 9.00 9.75 7.00 7.50  5.00 : : € recommenaations set out In
axscore: 13) : : Marks and Spencer lead the add-on section (11.5/

14). The add-ons are grouped into individual modules this document to prowde a market
and prominently display the prices. The use of high- [ead/'ng user experjence,

level information and visual images draws the user’s

attention towards add-ons, which helps increase the

LAYOUT 2.00  2.00 2.00 2.00 200 200 125 1.75

(MAX SCORE:2) . chances of uptake.
ADD-ONS & FEEDBACK 650 775  7.75  9.50 8.00 800 525 775
(MAX SCORE:12)
TOTAL 8.50 9.75 9.75 @ 10.00 10.00 6.50 9.50
(MAX SCORE: 14) :
R, ... Aviva and Marks and Spencer both (7.5 /
8] demonstrate the best confirmation and
payment sections. They use a simple layout with
3.00 2.00 2.00 2.75 3.00 2.50 2.75 1.25 expandable and collapsible modules allowing the
U EEoeed] user to review information before committing to
450 475 475 475 400 425 375 375 buying the policy.
(MAX SCORE:5)
TOTAL 675 675 700 675 650 5.00 @ HELP, SUPPORT & CONTENT
(MAX SCORE: 8] * Aviva offers the best Help and Support /
- Content (8/9]. The user has the option to
switch communication channels by providing
CONTENT 8.00 5.50 55 475 3.50 500 375 425 + live chat’ and ‘call us’ options throughout
(MAX SCORE:S) ’ ’ ' ’ ’ ' : ' . the quote journey. Additionally they provide
1 intuitive contextual help and FAQs to support
TOTAL (NN 550 550 475 350 500 375 425 the user through the process.
(MAX SCORE: 9)

GRAND TOTAL 53.75 50.75 50.75 50.256 49 4575 4325 38.75

(MAX SCORE: 74)
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o

A M U LTl —S E CTO R DIRECT COMPETITORS
USER EXPERIENCE
COMPARISON L

WE HAVE COMPARED AXA'S MOTOR NEW BUSINESS 89% DIRECT LINE
USER EXPERIENCE AGAINST DIRECT COMPETITORS, AMAZON 3% o o

IN-DIRECT COMPETITORS AND CROSS INDUSTRY
SECTOR ORGANISATIONS.

Y

75%

69% CHURCHILL
Analysis highlight: 's user experience score BRITISH AIRWAYS 80% O. O

(13%] is only 13% behind the highest overall score
Google [86%).

AXA's overall score (98%) is 15% behind but O 8% M&s
. BT

28% behind Google. i O... :
DIRECT COMPETITORS

. . . WYL O 6% MORE THAN
O DIRECTLINE 69% q - : .
O CHURCHILL 69%
O wmas 68%
O MORE THAN 86%
O ALLaNz % e\ N e
® o R\ Yy 000000 ‘O 62% ALLIANZ
O = 52%
IN-DIRECT COMPETITORS
Q ©ooGLE 86%

MONEYSUPER MARKET R J
o o COMPARE THE MARKET 71% 58% AXA
O m 1%
O CONFUSED.COM 75%
© COMPARE THE MARKET %
o 5200 LV=
CONFUSED.COM 75%

8%
Q &1 81%
(O BRITISH AIRWAYS 80% AA 1% o
O AMazoN 73% o

MONEYSUPERMARKET 82% GOOGLE 86%

O RvaNAR 2%

INDIRECT COMPETITORS
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AA D

0T USER EXPERIENCE
Gule 1 e et v 08" RANKING

score (86%); the most widely

used search engine has used
its brand and user experience is the highest scoring direct s 41 7 ™ C O M PA R I S O N

knowledge and translated competitor, their position is eighth
them successfully into its quote overall. THE BAR CHART SHOWS ALL DIRECT COMPETITORS,
jone AXA is seventh against their eight INDIRECT COMPETITORS AND CROSS INDUSTRY
Z;’f;‘r;ﬁfﬁé’v‘gﬁhg‘;;E;Z;Zfsl’he ORGANISATIONS ANALYSED FROM HIGHEST USER
all the sectors analysed AXA is EXPERIENCE SCORE TO THE LOWEST.
positioned 17th out of 18.
Analysis highlight: 7he findings show that
external sectors offer a superior customer
experience and are elevating the users’
expectations.
100% 100%
Z 01 GOOGLE
O
82% B1%  goy
WP 75%
75% L LR PR £ R, T 75% 02
_— e 069%  69% 68%
= 03 MONEYSUPERMARKET
A
. 58% AXA 04 BT
57% SWIFTCOVER
0% 05 BRITISH AIRWAYS
06 AA
07 CONFUSED.COM
08 AMAZON
25% 08
10 RYANAIR
1 COMPARE THE MARKET
12 DIRECT LINE
12 CHURCHILL
1 M&s
0% 15 MORE THAN
o L § @ Sy & @ B AN
S & QS\ o N *\,\‘ & &~ S A > 17 AXA
© S W RO & N & S KA
R ,\\q?‘ & &S 9 = SWIFTCOVER (COMPARISON PURPOSES ONLY)
O & <& & 18 =
& < W Lv=
S S
» S
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AA

BEST
PRACTICES
HIGHLIGHTS

2 PROCESS & FORM

GOOGLE

Contemporary look: easily
readable and scannable.

Big fields and well boxed
information.

Clear calls to action

Helpful functionalities

AXA INSURANCE / MOTOR JOURNEY OPTIMISATION

LN
«

Google
9 Cover details

o Car details
—

AUDI AB RSE
4981cc, 4 door, 2008 - 2011, Petrol, Automatic

About the car
When did you buy the car? May - 212 -

What is the approximate value
of the car?

£27.395
Does the car have a tracker? Yes No

Dioes the car have any

modifications? Tea o

VWhen was the car made? March ~ 2009 -

Car use

hat do you use the car for? Select -

Annual perscnal mileage:

Number of cars in the
housenold (Including this one)

Our servics is nes 10 you but to operats this service, We are compensated by

Wie abways welcoms mew members. i you'rs 8 UK insurance provider, pease contsct us

+Dakin 152 ,O. Share

© oriver detais

mpare & buy

Change car

Haven't bought the car yet?

We can still provide you with a quote.
1 haven't We will just use today's date as the
bought it yet date of purchase

Remember, you can always change
this information at a later date

Show calculator

Employment details
What iis your curment employment
status? Employee -
Job title Abal Loir Worker
Accommadalion Olicer
Type of Industry Ascoun| Exetulive
Accounl Manages
Do you have a second job or Accounlan

T N
participate in any voluntary work? Accounis Assisiant

Astounls Clerk,

—

wr
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y

BEST °se E

PRACTICES
HIGHLIGHTS A I CImxm Crm

Pay monthly

Your guote £87.55

nal deposi of £03.31 (cata

QUOTE PAGE

Your cover includes i
O 293311 1 Tolal tredt = E';’;;;;Ia:’?

Annual paymet Total payanie = £1,065 36

o (Dwiagio 5 star rated car ingurance®

W Courtesy carwhile your Car receivbs pproved repains ﬂt,;,;ﬁf:ﬁ‘,‘,;:"P'_:"._,“,"'f_'.f',-’;w"‘ Frees
. P . ¥ Vindscreen, window and sunrool repasrs ool
Clear and eaSIly visible price. withse 133800 your no-claims discount *
(@] £87.55 W Uninssied driver promise
T+ N o Py maily Hd ex0E5S 10 pay and yOU Keep yOur NO-CIams discoun if
Add/t/Onal[ details giving the YOUE £3°8 1t By 3 GRVEr WNOULIEURNCE Your extra cover
user clarity and transparency Ths posicy Is undonirizen by Distinction (A4} « Groictown Corer
. . . . aeTor 12 monith
with what is included in the (enevet iy annost rect asi)
price.
Quote details
1 Choose your extra cover options 4P 2000 AEH RES AULTTRD
L 24P 2000, ATTRO
Switching between monthly S s PETROL —
and annual fees is easy and Motor Legal Assistance £2.44 amonth ] Policyholdar:
/ntU/f/Ve. i you have 3 car accicent whede the offver driver is fo blame, gel exper MRS Joanae Clace

oannectarc1ZISEemai.com

Tgal Bl 10 SIS CMESNS 306 FOM M Cover siart 11 Feo 2014
I 2 s moce ety Ban nof your case will be successiul you'll pet help fo ol enid: 11Fen 2005 ~Shacgs
3T B IS o £obts whkch SCenT Coviiid by youl £3F ISUrancs. .

Paolicy axcess:
Thore's no SolC0CS fee 10 pay, S0 you keep all of your damages. Without Compulsony: £400
Trgal Sowver you could Iose up to 2% of your damages paying lega fees. Voluntary: £250 e erge 2]
More info

5 Caringuranes Posey Booktan
5 fnous a8 insyrance Seodnes

Fiease read for arangement fee Gelads

EEBy Breakdown Cover FREE for 12 months
FREE Roadside Ereakdown Cover ior 12 monts. W i your car f th. U Ereasgonn Cover Taams
roadside of give yoU 3 1ow o the neares! garage. Aute renewal for 12
Mo At 12 Monifs i you cheose net 1 amend of cancel.

Want to return later?

Wit can gmail this quobe b you

More info W1

Quote reference
2 Adjust your cover

WW3IMS035XD3V
MNo-claims discount Nzt Pretected M Can we help?
O cover detaits
Callus
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BEST
PRACTICES
HIGHLIGHTS

RYANAIR

Easily scanable and prominent
add-on options.

Further details available at users
own convenience.

Prominent add call to actions.

AXA INSURANCE / MOTOR JOURNEY OPTIMISATION

7 RYANAIR

-

Flights Services Car Payment Itinerary

PASSENGER(S)

All passenger names must match those in the passport/accepted travel document
Duplicate names must not be entered for passengers @

Passenger 1
Tikhe First name Lasi name

Title ¥

e TRAVEL INSURANCE

MMEHI
INSURANCE INSURANCE PLUS Tafv:Ems:n:lsﬁ

Medical / Cancellation "4 " 4

Baggage < "4

Ticket Refund v
Residence

Passenger 1 Please select a country of residence v

Already insured? Select "Don't insure me” in the drop down box

@ CHECK-IN BAGS

" Buy now, save money
" Buy upto 2 check-in bags

ADD

9 RESERVED SEATS

Home | F.AQ | Fees

LOGIN

BOOKING SUMMARY

» Passenger(s)

London |Stansted) — Berlin
[Schonefeld)

Thas, 20 Mar 2014 05:25 - 0910
» 1 Adult, 38.99 GEP

Berlin [Schonefeld) —
London | Stansted)

1409035 - 1030

» 1 Adult, 32.99 GEP

' Du

nt Pay by debit card: T

Pay by credk card; 73,42

TOTAL

BOOKING SUMMARY

» Passenger(s)
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BEST
PRACTICES
HIGHLIGHTS
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MES Insur

Quote Surmimant

P FACs (8 Printquote |l Save for laer

Quote Summary
Below is a summary of all the information you have anterad, please chack this information carafully to answre all details
are comect

e L Quote Reference

To retrieve your price, please

Pay by 11 monthly payments Pay by one single payment make & node of this. number:

£149.66 £1,963.71 P4P112439

o s |

Your quote

fices shown abo Premier cover £149.66
Protected NCD Added
Hide Information (£ 11 Monthly Payments £149.66
Edit About You Monthly payment breakdown
Annual Price £1.963.71
« YourMame Mr Anthony Gallaagher
Initial Deposit £392.80
260031936 11 Monthly Payments £140.66
By comBEnGg you payment S:4ails you are confirming Sl you have nead and accapt ihe terms and L ol & -
" cUmens 1 ¢ Cradit Infah . . APR 9.9% Applicable
chndmons in tha following Socuments | I 2l 770 North Circular Road, London, W2 7TD el
. . " Total Credit Amount £1.646.26
Please select the card type for your deposit of £392.80 Cohabiting/Partnered Total Amount Payable £2030.08

Mext: Payment Details
VISA =l visn | L J ==
Your quote is valid until: 06/04/2014

Vs Uaatertand Wiaa Datlt Deta Uaestro Eiectron | Insurer: SABRE
anlmm'_qallanner@notmallxom

Catd holder D Select card holder M Farm Manager
Card rurmzer Agriculture Monthly payment breakdown
Expiry date Month ¥ Year T

Security code (CVV) [i ] ﬂ

PAGE 18 of 59



BEST
PRACTICES
HIGHLIGHTS

3 HELP & SUPPORT

CHURCHILL

Prominent help sign posts to
give users quick summarised
explanations of key terms, FAQs
etc.

Proactive chat window appears

based on inactivity or lack of
movement within the process.

AXA INSURANCE / MOTOR JOURNEY OPTIMISATION

churchill’
@

Your details

Need help? Call us on
0800 404 8664

Mon-Fri: 8am-9pm
Saturday:  9am-Spm
Sunday:  10am-Spm

Your quote Review & confirm Payment

Already have a quote?

1. Your vehicle

Please tell us about the vehicle you wy

Vehicle registration () [

Estimated annual mileage @ [

Estimated vehicle value @

Estimated purchase date {§) [

churchill £ 08 ®

Jessica: Hello! I'm a Churchill Insurance Spedialist Are
there any questions | can help you with?

Need help?

0800 404 8664

he
R

(L) Not yet bought

When do you want cover () [

il 2

to start?

Next >
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AA .
BEST . ’

4

PRACTICES - EEN X T
HlGHLlGHTS 1Flights > 2Flight options % 3 H

Add your flight options Your Basket - -
L select Seats J Y otin TasaYes London Gatwick (o X

4 Car rental 5 Checkout & Confirmation

Cologne/Bonn

Iy BASKET Y. R oo . o sot s

w How does it work?
Asr Thu, 10 April 2014 21:25

Flight 5377
1 Aduft 1x£53.99
EASYJET 8] Hold luggage / Added |
; el & Sports equi nt Seats Selected X
The basket is constantly visible Gl ata ABult 1 - 54 £7.99
to the user no matter how Your booking has 1 passenger(s) ravelling with 2 hold item{s): [r—
far they scroll down the page
{StICky} Hold bag 'W] @ " Total combingd waight of 40ka
’ T 2xHold bag Hold luggage X
Hold bag 20kg:£1200 v | @ ] 20kg hold bag 2 % E12.00
Price dynamically updates ot 5 2 )
_ y y up {Ihd“nmgmmd“em a Price £24.00 EXCLUSIVE! Wissed Fight X
instantly as the user adds - = o kiid
additional options. Insurance £7.50
» More information about Hold ems Collapse panel & %allg‘ﬁlﬂiﬁﬁs and options £93.48
Clear feedback is provided as ot et i J
items are added to the basket. - -
I Cabin baggage Final Price £93¢

Each passenger is allowad to bring one Madmurm Sizé cabin bag

Up to 56 x 45 x 25cm

Cuerhead locker space is imited 50 use easylel Plus Speedy Boarding (ncuded in
your booking) and board firstin order to 5ecure your Space.

- Continue »
w How does it work?

Protect your trip. Great value, high quality cover! D) 2
easylet bravel insurance offers instant cover from the moment you baok your tip. NO "\DDIT]DI\IJ \L FEES

1t 3l50 helps protect you against medical emergencies. cancellation, baggage T all our fare prices include the
108 and delays. So why Lake e fisk, PACK your cover naw and relaxt

() Pay by Credg Card: £95.35
(# Pay by Debk Cord: £93.48

Allian

flight admin fee - what you
5 hat you pay

Single Trip Insurance

53
f Medical expenses up to C15m £9
Per adult

m \f Emergency assistance available 247 £9.53 in total hor 1 adult
e =

F-%
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y

BEST °se B
P R ACT I c ES BT.com  Personal  Busess  Large busness & publicsector BT Group  More BT Stes
HIGHLIGHTS BTQ [ B3 Google

Phone, Broadband &TV BT Sport Mews Entertainment Lifestyle Tech & Gac ("J) Help ‘Q‘ My BT JEmail

©@ PACKAGED OFFERS Build a bundle

Available senices | Change address

11" Broadband Ph
BT BUNDLES = e Your bundle

Packages are well presented and

o vy Total

One-off charges £41.95
Good le've[ of package details and Choose your Broadband :1::::::3:5:*:?:“:::15 f;:iﬂg
what'’s included.

What's already included?

Packages arranged side by side to
give a comparative view. D

BT s e r See cost breakdown
wifi =

v’ BT Home Hub > v’ 12 million wi-fi ( BT ( Connection

hatspats Controls .) Induded »

e

Upto Upto Upre

38 Mb Downioad Speed 38 Mb pewnload Speed 76 Mb Donnlad Speed

20 GB Monthly Usage UNLIMITED Mornthly Usage UNLIMITED Manthly Usage
\What do these numbers mean? » ‘What do these numbsers mean? What do these numbers mean? »
268 BT Cloud (7) 266 BT Cloud (3) S0GB BT Cloud (7)
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AA L
BEST soe -
-
HIGHLIGHTS W AVIVA Motor insurance quote
v v v v v (6 ]
Your details Your vehicle Driversivehicles Final details Your quote Buy
Your quote reference: QTE305539122 (Valid for 60 days until 27 April 2014)
& REVIEW INFORMATION (D FaQs  Resc ourFacs
Summary
Type your question here
Please check the [ollomng Information s correéct - you can edit any details and reguote if you need to,
) ) Search »
User is presented with a Mr Dalvin Jones - TN O]
consumable amount of content
through an accordion interaction Gender: Male
which reveals information on .’
Address: Flat, 9 Highgate High Street, LONDON, N6 5JR Call us
request.
Telephone number: Q2077337878 0800 260 0466
Date of birth: 01 January 1970 Monday 1o Friday 8.00am - 8,00pm
Email address: di@yahoo. com Saturday 9.002m - 5.00pm
Sund: 10.00am - 4.00
Marital status: Married uneay " e
For our jaint protection, Wlephong callg
Main employment type: Employed may be recorded andior monitored
Driving licence type: Full UK ear licence
Length held a driving licence: 9 years or more @ Why choose us...
Motor claims in the last & years: Ho ' Online Documents
Motoring convictions or fixed penalities in the last 5 Mo ' Uninsured driver promise
yoars: « 247 UK accident helpline
Audi AS RS5 (944P) Edit @ « Manage your policy oniline
«' Defagto 5 Star rated cover
Make: Audi
Model: AB REE (94AF)

)
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MOBILE UX COMPARISON

INSTINCT




"
O

A MOBILE ¢ & & &
USER W N & & X & &
EXPERIENCE S8 o o o o o
COMPARISON pesTer

<

THE TABLE ILLUSTRATES WHICH D
OF AXA'S DIRECT COMPETITORS @ @ @ @ @
WEBSITES ARE RESPONSIVE, AND TABLET

IF THEY ARE, WHETHER THEY ARE
TOUCH OPTIMISED.

Analysis highlight: Four of MOBILE
AXA’s direct competitors have a

®
0 © © © o o
®

©
® ® ®

responsive quote journey [web, ;'R\
tablet and mobile]. In 2013 Aviva TO??CH ® @ @ @ @

was the only competitor that had OPTIMISED

a fully responsive quote journey

which has also been recently @ e ® o @ ARTLY OPTIMISED
optimised for touch.

Early 2014 other competitors that

include Direct Line, Churchill

and More Than have provided

responsive quote journeys for their

customers.
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RESPONSIVE
BEST |
PRACTICE B o4 B35 550

Sarurday Sam-Spm
Sunday 10am-Spen
[ © © ®
Your details Your quote Review & confirm Payment
Q TOUCH OPTIMISATION | Your car Already have a quote?
Please tel us about the car you want to insure
0845 835 3500
DIRECT LINE Vehicle type ® Car Van or pick-up More info...
Big fields and buttons specifically it &
Car registration
created for touch support. e 9[:|
Don'e know your registration? Click here * direct line
. Need helg? Motor Insurance.
The phone number on the mobile 0845 835 3500 otor Insurance

ent gives d e —
view gives direct access to make a -0 (2) G) O

2 &
call just by clicking the number.

Estimated carvalue (@) £ : Your details
eI W

|. Your car

Please tell us about the car you want to insure

i (I I -

start? Vehicle type

oo

Wan or pick-up

Car registration 0
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AA

RESPONSIVE

BEST
PRACTICE

QUOTE PAGE

MORE THAN

Clear and easily visible price

Maintains a consistent experience

across web and mobile

AXA INSURANCE / MOTOR JOURNEY OPTIMISATION

MORE TH>N®
B Your Details .3 Payment

Thank you Mrs Silver, your quote is...

ANNUAL PAYMENT

(Monthly payment is. not available for this quote)

£1543.47 . ¥

*You have currently selected to pay in full.

YOUR QUOTE INCLUDES

Wwindscreen Cover More Info

Personal Items Cover More Info
A lifetime guarantee on all

Emergency Care Cover uore Info 0 repairs completed by our
In Car Entertainment £750 wore info o recommended repairers.

Courtesy Car More Info

LCLLL L

CHOOSE YOUR EXCESS

Select the amount of voluntary excess you'd like to pay
ithis is the amount en top of any compulsery excess that you need fo pay if you make a claim),

£250 v

Your cover includes... Voluntary Compulsory Total
Joan Sitver £250 £100 £350
(Accidental damage)

Fire and Theft £250 £100 £350
Wingscreen Repair NiA £10 £10
Windscreen Replacement NI £75 £75

NEED HELP? > =

CAR INSURANCE

4 | You're Done!

Your Quote Reference

AAAA0334375540

REVIEW YOUR DETAILS

We need to make sure we've got all
your information correct. You can see
your information in full by clicking the
View & print full details button
below, Please update anything that is.
incorrect before you continue.
Policyholder: Joan Silver

Address: T0a, Lendon,
N1S 4JE

Registration :
Level of cover: Comprehansive
Wain driver: Joan Silver
Quote ref: AAAAD324375540
Policy start date: 2901172014
Policy expiry date: 28/1/2015
Quote vahd unti. 15/2/2014

Edit Your Details
Eligibility conditions

View & Print Full Details

NO CLAIM BONUS

Protect your Mo Claim Bonus?* () yes ® o

EXCESSES

The total excesses shown below
(including both voluntary and compuisary)
are payable by all drivers on all claims
except windscreen cover

Accidental damage:

Fire: £350

Thet: £350
£350

The folowing excesses are payabie by all
drivers for all windscreen cover claims:

Windscreen replacement €75
excess: )
Windscreen repair excess: £10

Conditions apply

MORE TH>N°®
CAR INSURANCE
1 a 4

Thank you Mr Gallagher, your quote
is...

MONTHLY PAYMENTS

£117.50 ron v

o e Cusmently Selectind 1o pay monthly.

£1118.55 % r

Belect here to pay in full with a discount.

YOUR QUOTE INCLUDES
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AA

RESPONSIVE
BEST
PRACTICE

Iy BASKET

TESCO DIRECT

Price dynamically updates instantly
as the user changes quantities.

Clear feedback when the user
adds an item to the basket.

Basket icon colour changes to
orange to remind the user that
they have an item in the basket.

AXA INSURANCE / MOTOR JOURNEY OPTIMISATION

TESCO dII’ECt Sign in or register Website Feedback My Wishlists

E Shop by Department w Search by product name,

Free next day Click & Collect *

Collect and spend Clubcard points

Home > YourBasket

Your basket
You have 1 item in your basket Continue shopping
Items Quantity Price Subtotal
Samsung EH5000 46 inch £542.00 £542.00
LED TV WAS-£635:00
Supplied by Cleverboxes Update Save £83.00
Remove
Save for later
Delivery options

W% Standard delivery from £4.00
W Seller will call from £5.50
% Express delivery from £7.00

This requires an aduit to sign upon delivery

Empty basket

Recently Viewed My Account Help

Search EP viowbesiet

Returns are easy
Basket summary
Subtotal £542.00
Basket total £542.00

Delivery costs are calculated in checkout

* More sbout deiivery options

Total Clubcard points 542

Got an eCoupon, Clubcard
voucher or Giftcard?

‘You can add these in checkout. You will
also be able to select delivery options.

Not ready to checkout?

P

TE direct v <O
TESCO direc o
E v Search by product name,

Your Basket +*
Your basket

You have 1 item in your basket

Basket total £542.00

Delivery costs are calculated in checkout

Total Clubcard points 542

= Samsung EH5000 46 inch LED
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RESPONSIVE
BEST
PRACTICE

DIRECT LINE

Add-ons have the same look and
feel as the web version.

Mobile maintains the same
information in a smaller space.

Prominent add buttons.
User can review selected add-ons

within the basket at the bottom of
the page.

AXA INSURANCE / MOTOR JOURNEY OPTIMISATION

Review your excesses

Please review the policy excesses

(]

Voluntary excess

Here are the total excesses payable for each driver
in the event of a claim:

4 Fire,Theft >
Option 3 of 4
anthony gallagher £400.00

“Your voluntary excess will apply in addition to your
compulsory excess.

Find out more *

Don't forget...

Don't forget...

&[& Motor Legal Protection

+ We'll pay up to £100.000 legal costs to help you claim from
a person responsible for an accident invalving your car

+ Examples of what you may chaim for include compensation
for loss of earning due to personal injury and hire car costs

Find out more

£26.50

PER YEAR

Your optional extras

Protected No Claims
Discount

Your No Claim Discount will not be affected by:

+ One claim made during the current Peried of Cover, or by
« Tweo claims arising in the three preceding years of

Your chosen extras

Mone chosen

Your Premium
per year
£924.32
Your veluntary excess £350.00

Your discounts
No Claim Discount

0845 835 3500

Security and privacy | Legal | Accessibility | Cookies

Direct Line general insurance policies are underwritten by U K.
Insurance Limited. Registered office: The Wharf, Meville Street,
Leeds LS| 4AZ Registered in England No.1179980. U K Insurance
Limited is authorised by the Prudential Regulation Authority and
regulated by the Financial Conduct Autherity and the Prudential
Regulation Authority. Registration number 202810. The Financial
Services Register can be accessed through www.fca.org.uk
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AA

RESPONSIVE

BEST
PRACTICE

@ PACKAGED OFFERS

BT BUNDLES

Mobile removes the images

that are shown on web, but the
packages are still presented well
and enticing.

Mobile maintains a good level
of package details and what’s
included.

Packages arranged underneath
one another to allow the user to
review while scrolling.

AXA INSURANCE / MOTOR JOURNEY OPTIMISATION

BT Infinity 1

Upto
38 Mb oownload Speed

20 GB Monthly Usage

What do these numbers mean? »
2GB BT Cloud (7)
BT NetProtect Plus optional @

£50 Sainsbury’s Gift Card @

£10/mth for 6 months®

ElS et

BT Infinity Extra

Upto
38 Mb bownload Speed

40 GB Monthly Usage

What do these numbers mean? »
2GB BT Cloud (?)
BT NetProtect Plus included (7)

£50 Sainsbury’s Gift Card @

£8/mth for 6 months®

EillRo

Unlimited BT Infinity 2

Upto
76 Mb Download Speed
UNLIMITED Monthly Usage

What do these numbers mean? »
50GB BT Cloud (7)
BT NetProtect Plus included (7)

£50 Sainsbury’s Gift Card (7)

£20/mth for 3 months®

£ oot
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QUICK WINS

INSTINCT




QUICK
WINS

The recommendations and quick
wins comprise quick usability
fixes, more in-depth usability
changes, and new feature
suggestions that together are
intended to propel AXA beyond its
competitors.

The next step is for AXA to review
these recommendations to
incorporate the internal effort
required, the relative importance
to the business, and whether or
not these ideas are achieveable
within the desired timeframes, so
that they can be prioritised and
transformed into a roadmap.

AXA INSURANCE / MOTOR JOURNEY OPTIMISATION

CRITERIA

PROCESS
&FORM

REF #

001

002

003

005

006

007

008

009

010

011

012

013

014

015

016

017

018

019

020

RECOMMENDATIONS & QUICK WINS

Clickable home logo

Instant single field feedback

Instant conditional field feedback

Change search fields to dropdowns

Date cursor automatically jumps to next box

Car estimate automatically places comma

Amend email suggestion based on wrong input

Exit process link

Descriptive buttons on all steps

Make optional fields more prominent

Contextual help icon to be present

Date picker - touch optimised with validation

Different treatment for save and print options

Call us always present throughout the quote
journey - number clickable on mobile

Live chat

Why choose us

Security logo

Car valuation estimation

Car mileage calculator

Fields highlight on click rather than roll
over and more prominent hit state

ADDITIONAL INFORMATION

Command prompt - 'Are you sure you want to navigate from this page’
- if yes go to AXA home page?

Tick when the user completes a field (Error handling for wrong characters
has already been implemented)

e.g. no claims discount should not exceed car driving licence held
for - system should inform the user instantly rather than on submit

Search fields e.g. My job - ability to change to dropdowns

e.g. £30000 to £30,000 - Number is more readable

abcf@gmial.com - did you mean abc@gmail.com? On click would auto-correct

Link will navigate to AXA home or car insurance page - instead of closing browser / tab

e.g. 'Get quote’, 'Go to payment, ‘Back to your details' - Helps with accessibility / tab

On rollover of icon, help information appears (web); on click, information appears
(mobile / tablet). Currently no icon - just rollover in area of the data field

Cannot select beyond the policy start date

Possibly having options at the top of the page

Currently available from the quote page

Persistent feature in right hand module

Additional information what the customer will get if they choose AXA/Swiftcover

Secure logo displayed throughout the process

Data gets pulled in automatically based on car registration

Tool to help users estimate their annual mileage

Command prompt - ‘Are you sure you want to navigate from this page’
- if yes go to AXA home page?
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QUICK

W I N S CRITERIA  REF#  RECOMMENDATIONS & QUICK WINS ADDITIONAL INFORMATION
PROCESS 021 Clickable completed steps (Swiftcover) Make the completed steps in the progress bar clickable
&FORM

022 Progress bar to provide additional feedback Tick when completed step and different state when on current step

023 Progress bar - next / further steps to be more prominent

024 Save option part way through e.g. Fill in Personal details and Drive details on mobile - save details for later
the form - first step

025 Online policy summary When clicked from a specific section - user should navigate to that particular wording
Right-hand module that scrolls 5 5

026 -
with the user e.g Help (FAQS) - depending on options chosen below

027 Parallax scrolling: Divide Personal details, Optional new layout. Still divided into sections - have a next button on each section
Driver details and Car details into 3 sections - on next validates fields just completed

028 Mobile / Tablet - Option for live chat Messenger fegture - similar to floating bubble on Facebook.

Not currently implemented by anyone
029 Call back Either level of urgency slider or ask user to specify convenient window / time of day
030 Base annual mileage on MOT data Give users al:?lllty t9 access their MOT data to calculate the annual mileage.
Nobody is doing this

031 Mobile / Tablet / Web - Option for video Share screen might be more useful for MTAs and renewals.

chat and share screen with adviser Other feature could be like Kindle Fire
CRITERIA REF # RECOMMENDATIONS & QUICK WINS ADDITIONAL INFORMATION

QUOTE PAGE 001 Make ‘what's included’ and quote price a cohesive module Make it easier for users to see what's included

002 Branded loading message while quote is calculating Information could be promotion of add-ons, brand message or stats
003 Aggregator journey - on quote page show message with Logo Thank you for coming from ‘Confused.com’ - Logo
004 Quote price - more prominent,

whole price module clickable (touch optimised)

The summary module currently pushes down the quote information. Could replace

02 L prrenmitaEnt Slmmery iemeden with an expandable module to review with appropriate edit links, or just link to
006 Premetitel meshiels) e eamraErer ey When users come from an aggrlegato'r site, include promotional materlal_on thg
quote page, e.g. 'why choose us’, social proof to reassure them about their choice
. . Price is always in view, price visually updates, add-ons being populated in basket
207 Shhppriig et epercne: with cost with the ability to switch from annual to monthly cost
008 Personalised message Thank you Mr. Smith
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AXA INSURANCE / MOTOR JOURNEY OPTIMISATION

CRITERIA

CRITERIA

REF #

oo1

002

003

004

005

006

007

008

REF #

oo1

002

003

004

005

006

RECOMMENDATIONS & QUICK WINS

Add-on more information overlay - Add / Remove button

Separate module for each add-on

Tailor add-ons / recommend package based on user profile

Promote add-ons based on customers recently bought

Promote a specific add-on / package by most popular

Prominently indicate selected add-ons and price change

Add-on more information overlay
- More visual (icons / images)

Tailor add-ons / recommend package based on
what the user inputs in the form

RECOMMENDATIONS & QUICK WINS

Ability to collapse the summary modules

Assumptions within confirmation section

Clearer content layout

Visual card type selection

Payment total and breakdown displayed at top of page

No card type selection step - the type of card appears after
having entered the two first digits.

ADDITIONAL INFORMATION

Each module will provide a few high-level benefits, prominent price, clear add /remove
buttons and more information overlay

e.g. People like you bought these add-ons

e.g. In the last hour, 3 customers recently took out Motor legal protection

e.g. '70% of customers take our legal cover” (Swiftcover)
'50% of customers choose the silver package' (AXA)

When a user selects an add-on, make it visually stand out from the unselected ones,
and draw the user's attention to the change in pricing

e.g. for Swiftcover, promote breakdown cover based on the annual miles the customer
does "Your annual mileage is above the average, why not cover yourself with breakdown
cover?' or Vandalism promise - high crime rate area. For AXA, recommend ‘Silver’
package because it includes European cover and you drive to Europe.

ADDITIONAL INFORMATION

Ideally add assumptions to the confirmation section but as a minimum
- Assumptions should be reflected in the progress bar

Use of white space and bigger rows to make it easier to review - suitable for mobile

Images of Visa, MasterCard etc that are clickable (also show accepted card payments
upfront). Either / or option with no.

e.g. Visa always starts with 46. Either / or option with no.
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W I N S CRITERIA REF#  RECOMMENDATIONS & QUICK WINS ADDITIONAL INFORMATION

GLOBAL 001 Update FAQs Refresh FAQs and the way they're delivered
002 Use of iconography Use of iconography to enhance readability
003 Touch optimised (for mobile devices) Big fields, big buttons, big radio buttons, use of white space

004 Add social proof Proof points such as 'X'000's customers bought AXA insurance last year’,
P ‘X% customers stay with us more than 3 years' to reassure users about their choice
. _ B - L
005 Bundles discount Swiftcover - if you take _3 add-ons, get a 10% discount on all of them, or add X add-on
and get Y add-on at a discount.

If you insure more than 1 car in a household get X discount

09 MuilGees-proding disaminis If you take our home insurance, get X% off your home insurance

. . Show users what impacts a car insurance quote - is it where they live, engine size,
007 What impacts an insurance quote years NCD? Good for building trust
009 Add customer reviews Add in customer reviews (general customer experience / claims process) during the

quote process to reassure users about their choice

Enter a sub-set of info to get an estimate. Useful for anyone choosing a new car,

o8 s qustis or a parent deciding whether or not to buy their child a car
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APPENDIX 1 DETAILED ANALYSIS OF
AXA & DIRECT COMPETITORS

INSTINCT




. o
A/

SUMMARY OF FINDINGS

Y

] AVIVA

POSITIVE FEEDBACK IMPROVEMENTS
AVIVA M OTO R J 0 U R N EY A N A LYS | S 01. Aviva is the highest scoring site 01. While the pricing is clearly
(73%). The entire process uses a distinguishable, when the users
conventional structure with a defined choose add-ons there is no visual cue
S C 0 R | N G hierarchy that contains clear headings, to inform them that the price has been
logical grouping and modularisation updated.
VS_ AXA of information, which makes a good
experfence for the user: 02. Aviva does not prOdee instant field
o ) feedback when the user has completed
Dl RECT COM PETITO RS 100% 100% 02 The L.JSE of b/g f/elds, blg fonts B f/'eld COFF@CH}/ [e‘g- green f/C/(].
RANKING aa and white space makes the form
ot effortless to scan, engaging and easy
for the user to distinguish between
81% information that is relevant to their
needs.
75% 75%
02 DIRECT LINE 1% 03. The contextual help is easy to read,
02 CHURCHILL . there are clear FAQs and ‘Call us’
03 Mma&s 63% o signposts which allow Aviva to support
04 58% the users through the process.
05 ALLIANZ 04. The quote page is clear and
AXA 50 i 50% intuitive: it uses a logical structure to
o clearly display the price, add-ons and
07 Lv= any help content that the user may
need.
USER EXPER' ENCE 05.Add-ons are shown above the fold
25 25% of the page; Aviva draws attention
SCORE to them through the use of icons,
individual modules and white space.
0% < 0%
©
Qo‘“ & &
o & &
& & \©
& S &
< N
< N
o
N
&
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ene 7
-4
Wl AvivA Motor insurance quote
(1] 2 3 4 5 5
Your details Your vehicle Driversivehicies Final details Wour quote Buy
Up to 20% online discount on your car insurance
Questions marked with a * ane mangatony Already have a quole? Retrieve it here
About you @ FAQs  Read curFAQs
WWnal type of quote would you like?*
E a —
would ke a 1 would ke & )
Guote for one quite for mang
el e I one C al | Us
vehiche
Tiver 0800 260 0461
- Tell us about your vehicle
Mr Mrs Miss Ms [ —— Monday to Friday &.00am - 8.00pm
Mo @
Saturday 9.00am - 5.00pm
Firs! name®
Bogatrancn fumbes (RGuned 19 Duy eoine) Sunday 10.00am - 4[][]pm
@
< May 2014 Find mry vehicle 3 For our joint protection, telephone calls
may be recorded and/or monitored
su Mo Tu We Th Er 8a T D DR A VN M YO Ve
Pizase solect v @

11 12 13 14 15 16 17

18 19 20 21 22 23 24

25 26 a7 28 29 30 31

AXA INSURANCE / MOTOR JOURNEY OPTIMISATION

15 il Vg metea?* @ “J'\-"h} choose us...

' Online Documents

I 1L Hy i
o ey P i T VR B TS ERT Uninsuted driver promise

4
rmm——— & 247 R atoutent helping
o Manage your poicy online
J

Defagio 5 Star raled cover

AVIVA
FINDINGS

1.0 PROGRESS BAR

The progress bar supports the user by indicating where
they are in the process and what steps they’ve completed.

2.0 FORMS - FIELDS AND CONTEXTUAL HELP
Row highlights on field click, contextual help relevant to
the field appears next to the field. It is subtly done and not
too intrusive.

3.0 DATE PICKER

Clear and easy to use date picker that allows the user
select a policy start date within the accepted tolerances
to - e.g. User cannot picker a date outside the 30 day start
date period.

4.0 QUOTE PRICE

The form uses modules to break out different areas within
the process so the user can visually distinguish between
the actual form and help content.

5.0 PROGRESS BAR

The price is visually distinguishable on the quote page. It
plays back between monthly and yearly prices, and shows
a breakdown of what the price includes.

6.0 CALL US

The ‘Call us” module clearly gives their number with
opening times if the user decides to switch channels.

7.0 MOBILE RESPONSIVE

Form layout is responsive and allows the user to continue
the process on mobile devices if they choose.
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direct line

DIRECT LINE

MOTOR JOURNEY ANALYSIS

SCORING
DIRECT LINE VS. AXA

DIRECT COMPETITORS

RANKING

01 Aviva

m DIRECT LINE
02 CHURCHILL
03 wMm&s

04 MORE THAN
05 ALLIANZ

ﬂ A

07

USER EXPERIENCE
SCORE

DIRECT LINE

69%

AXA

584

100%

15%

50%

25%

0%

AXA INSURANCE / MOTOR JOURNEY OPTIMISATION

84%

81%
69% 70%
66%
63%
61%
58%
46%
| 2%

100%

5%

50%

25%

0%

SUMMARY OF FINDINGS

POSITIVE FEEDBACK

01. Direct Line is joint second highest
scoring site (69%). The form process
has a modern feel to it. The pages are
designed as long pages with a logical
clean structure. The groupings are
clearly numbered with large headings
divided into accordions, creating an
engaging experience for the user.

02. The forms contain big fields, bold
fonts and white spacing making the
form easy to scan, which helps the

user complete the form effortlessly.

03. The help features - FAQs, ‘Call us’
and ‘Chat now” are always prominent
on the screen providing extra support
if/when the user needs it during the
process.

04. The quote page has a logical
structure clearly displaying the
payment options at the top with
‘What's covered’ directly below it and
the a shopping basket in support. The
add-ons are visually engaging, enticing
the user to purchase the relevant
ones.

IMPROVEMENTS

01.On the quote page there is no
personal Thank you’ message to
personalise the experience; Moreover,
there is no way to quickly review your
details from the previous steps.

02. Another one of Direct Line’s
weaknesses is that the review &
confirm’ page feels text heavy with a
lack of clear group labelling.
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direct line
Motor Insurance

MNeed help? Call us on

0845 835 3500

Man-Fri Bam-9pm
Saturday: Gam-Spm
Sunday: 10am-5pm

FanY
O @

Your details Your quote

|. Your car

Please tell us about the car you want to insure

Vehicle type o Car Van or pick-up

ko)

Estimated annual mileage o ]:-

QUESTIONS?
CHAT NOW!

@ Protected No Claims Discount

Your No Claim Discount will not be affected by:

£91.16

+ One claim made during the current Period of Cover, or by PER YEAR

* Two claims arising in the three preceding years of
insurance. Add

You will cease to be eligible for the Benefit if claims exceed the
above number.

Find out more *

AXA INSURANCE / MOTOR JOURNEY OPTIMISATION

Review & confirm Payment

Don't know your registration? Click here *

@

Already have a quote?

More info...

Policy documents *
FAQs +

0845 835 3500

Need helg?
0845 835 3500

direct line
Meter Insurance

Font L%
09— ©,

Your details

1. Your car

loans voll vn abeous the € om Wk 13 s
Ve type

® Car

Vanor pickeup:

Car registration

DIRECT LINE
FINDINGS

1.0 PROGRESS BAR

Form has reduced the number of steps from 7 to 4. The
progress bar is now more simplified and maintains a
consistent experience if the user is on a mobile device.

2.0 HELP AND SUPPORT

The support module is always present as it sticks to the
top of the screen [sticky) when the user scrolls down the

page.
3.0 FORM LAYOUT

The form has good spacing between the field rows making
it easy to scan. The use of big buttons and big fields make
the process convenient to use if the user is on a touch
enabled device.

4.0 ADD-ONS

Add-ons are prominently displayed on the page, with
upfront benefits and clear pricing. This helps support the
user through the process. There are also visual clues that
the price has been updated according to the slected add-
ons [a tick), which is a good display of transparency policy.

5.0 BASKET

The price is visually distinguishable from the remainder of
the quote page. It plays back between monthly and yearly
prices, and shows a breakdown of what the price includes.

6.0 MOBILE RESPONSIVE

Form layout is responsive and allows the user to continue
the process on mobile devices if they choose.
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CHURCHILL

MOTOR JOURNEY ANALYSIS

SCORING
CHURCHILL VS. AXA

DIRECT COMPETITORS
RANKING

01
02 DIRECTLINE

m CHURCHILL -
69%

03 Mas 86%
04 MORE THAN §3%
05 ALLIANZ 58%
m AXA 50%
07
USER EXPERIENCE
SCORE 25%
69

AXA )
&

100%

584

AXA INSURANCE / MOTOR JOURNEY OPTIMISATION

84%

81%
70%
46%

61%

100%

75%

50%

25%

0%

SUMMARY OF FINDINGS

POSITIVE FEEDBACK

01. Churchill's quote journey
differentiates itself from Direct Line by
using its own colour palette. Labels,
links, buttons, modules, icons and the
background are all using a different
palette, which are on brand.

02. The form processes have the

same modern feel as Direct Line, the
pages are long with a logical clean
structure. The groupings are clearly
numbered with large headings divided
into accordions, creating an engaging
experience for the user.

03. The fields and fonts are slightly
different from Direct Line’s: there’s
no bold styling used on the text
fields, there are no dividing grey lines
between the fields, which makes the
form feel lighter than Direct Line’s.

IMPROVEMENTS

01.On the quote page there is no
personal Thank you’ message to
personalise the experience; Moreover,
there is no way to quickly review your
details from the previous steps.

02. Another one of Churchill’s
weaknesses is that the review &
confirm’ page feels text heavy with a
lack of clear group labelling.
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churchill’

Need help? Call us on
0800 404 8664

Men-Fric 8am-9pm
Satwrday:  9am-Spm
Sunday:  10am-5pm

Your details

£112.87 ,

Menthly Payment
by Direct Debit

Initial Credit or Debit Card payment
1st monthly instalment by Direct Debit
Followed by 9 monthly instalments
Number of monthly payments
Representative % APR

You have 14 days to change your mind.

Credit/debit card details

belong to the policyholder?

Initial payment paid by Credit/Debit Card.

©

Your quote

£1190.38

Annual Payment
by Credit or Debit Card

£164.30
£112.86
£112.87
10 months
24.1% APR

Inclusive of Insurance Premium Tax where applicable.

B aa

Does the card you're using (O Yes ONo

Cardholder'sname @ [

Card number @ ‘

Review & confirm

Your Details

Policyholder:

Date of Birth:

Main job:
Claims:
Convictions:
Driver licence
type:
Address:

Car make:
Model:

Registration:

Level of Cover:
Volunr.ary excess:
Policy start date:
Licence held for:

0

Payment

Anthony
Gallagher
26/03/1986
Accountant
0

0

Full

770 North Circular
Road LONDON
NW2 7TD
VOLKSWAGEN
PASSAT 1.9TDI
{110}

5196 DUF
Comprehensive
500.00
01/04/2014

9 or more

£ Edit Your Details

Your chosen extras

Motor Legal
Protection:

Yes

AXA INSURANCE / MOTOR JOURNEY OPTIMISATION

churchill” @ 0800 404 8664
Your details

1. Your vehicle

Phesse bell L it Th vehicle yiou west 12 njure

Vehacle registiotion (1]

[ s196aut

Make: VOUCSWAGEN
Model: PASSAT 19701 (1104
pe: SE ADRAUT

par of Marufactuee: 1999

Tk hate 1 edit vehlcle detals manually f these are
carmect

CHURCHILL
FINDINGS

1.0 PAYMENT OPTION TABS

The payment page prominently displays both payment
options at the top with the selected one highlighted with
a tick.

2.0 MONTHLY BREAKDOWN

The monthly breakdown is clearly explained, with the 14
days ‘change your mind’ statement in support.

3.0 VISUAL CUES

The user can see at a glance which payment types are
accepted thanks to the card logos displayed.
4.0 TOUCH OPTIMISED

The form has been optimised for touch screen devices: big
buttons, large fields and good use of white space.
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M&S

MOTOR JOURNEY ANALYSIS

SCORING
M&S VS. AXA

DIRECT COMPETITORS
RANKING

01
02 DIRECTLINE
02 CHURCHILL

H Mas

04 MORE THAN

05 ALLIANZ
m XA
07

USER EXPERIENCE
SCORE

M&S

68

AXA

H8u%

100%

75%

50%

25%

0%

AXA INSURANCE / MOTOR JOURNEY OPTIMISATION

100%

75%

50%

25%

0%

SUMMARY OF FINDINGS

POSITIVE FEEDBACK

01. M&S Insurance gets a high score
of 68%. The process has a consistent
structure with a defined hierarchy
consisting of clear headings, logical
grouping and modularisation of
information. The brand colours yellow
and black are used throughout the
process in the header, titles, links,
ticked bullet points and buttons.

02. The process contains a number
of dynamic features, such as ‘Post-
code address finder’ and a ‘Date
picker’. These features provide
additional support, speeding up the
form process, improving the user
experience.

03. The quote page has visual elements

to improve the experience, such as

real life images, icons, big buttons and
large check boxes. These enhance the

experience by providing visually clues
to assist the user through the journey.

04.0On the quote page, there’s a
shopping basket in the right column,
the basket sticks to the top of the
screen [sticky] as the user scrolls

IMPROVEMENTS

01.On the payment page, the payment
options are shown with credit card
images. Again providing good visual
clues, making the experience more
visually engaging.

02. On the quote page, the yellow
proceed button changes to a yellow re-
calculate when add-ons are added and
removed. This is poor visual feedback
as its not obvious that the button has
changed, causing confusion and doubt.

down the page. This is similar to online
shopping experiences, which users are
accustomed to using when purchasing
products online.
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N4 ( Car Insurance

Your Quote

P FAQs =5 Primguate bl Save for later

Welcome Mr Gallaagher to your M&S Car Insurance quote

1 Quote Reference
P Too Fetrierve your prce, please
Standard remier maioe & note of Bis number
Your quote : P4P112439
Select how you wish to pay for your policy p"*E;;’;’ Z":i'"‘ P”E ;:’; anmﬁm fﬁﬂ
Pay menthly b Pus h-lhlﬂml;alm.ﬂ YOUI’ quote N

Total amount U=l Total amownt paysbs £2,005.08

PrEmier cover E149.65
= Protected NCD Added
Select Selecled
Motor legal protection o 11 Monthly Payments £148.66
Monthly payment breakdown
Guaranteed replacement car 0 — Annual Price £186371
Initial Deposit 39280
Breakdown cover
0 11 Mamhly Paymems £149.85
Keycare o APR 9.9% Applicable
Total Crec Amaunt £1,646.26
AFR 9.9% Total Amount Pagable £2030.06
Next: Quote Summary

Your guote is valid unti: 06/04r2014
Imsurer: SABRE

What's included in M&S Car Insurance Premier Cover

Abdut s
Counesy Car subsed 1o availability and terms & Approvied Claims fepairs guaramasd for 3 years
CONGRoNS. Total Amount Payable £2039.06
Windsereen cover (£75 excess) 24 hr Claims Senice Next: Quote Summary
| - = Your guote Bid until: 0610472014
Automatic 90 day EM cover Emergency ASsistance 24 hes a day, 365 days 2 Msurer )
year

AXA INSURANCE / MOTOR JOURNEY OPTIMISATION

M&S
FINDINGS

1.0 VEHICLE DETAILS

2.0 SECURE MODULE

3.0 PRE-POPULATED FIELDS

4.0 PERSONALISED QUOTE

5.0 VISUAL ELEMENTS

6.0 STICKY BASKET
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MORE THAN
MOTOR JOURNEY ANALYSIS

SCORING
MORE THAN VS. AXA

DIRECT COMPETITORS
RANKING

01
02 DIRECT LINE

100% 100%

75%

88%
81%
79%
02 CHURCHILL
75%
03 mMm&s -
m MORE THAN -
61%
05 ALLIANZ 58%
m AXA 50% 50%
46%
- 4%
07 - 39%
USER EXPERIENCE
SCORE 25% 25%
MORE THAN
66%
0% 0%
chgo /QV\% &

i

(S &
AXA Q?)‘) 00 A \

08y &

AXA INSURANCE / MOTOR JOURNEY OPTIMISATION

"
W
POSITIVE FEEDBACK IMPROVEMENTS
01. More Than is fifth with a score of 01. There is no step/page to review
66%. The form process has a clear previously entered details. It's pivotal
intuitive structure and layout - the that the details are correct, as any
progress bar is at the top, the support discrepancy could invalidate the policy.

modules are on the right and the main
form is on the left. There is a good
balance between the content and white
spaces, with fields clearly grouped
and labelled, making the pages easy

to scan.

02. The brand’s green is used in the
layout, text and the “calls to action’
making the journey consistent and on
brand.

03. The phone number, "Live chat”and
email address are grouped together
at the top of the header, providing
additional sales channels. These
features are visually displayed as
icons, but should also include clear
labels, in order not to cause ambiguity.

04. The quote page has a clear intuitive
layout, prominently showing the quote
price and ‘What's included’. This
clearly meets the user’s expectation
helping them feel more positive about
the experience.

05. The add-ons are prominently
grouped on the page, they are visually
engaging with icons, they have bold
titles and clear pricing. This grabs

the user’s attention, increasing the
chances of conversion.
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a4
@
MORE TH>N CAR INSURANCE
0 o e
Thank you Mrs Silver, your quote is...
Your Cuote Reference
AAAAD334375540
ANMUAL PAYMENT
[Masrhty et s pust avsilabite bos this quoke]
REVIEW YOUR DETAILS
per
£1 543 -4 bt # Wi need 1o make sure we've got al
“fou have currently selected 10 pay in full yeurr mfonmation comect Yiow Can see
yourr nformation in Tull by chcking e
YOUR QUOTE INCLUDES View & print full detads bution
beiow. Please spdate anything that i
' Windscreen Cover bors inf incomect be fore you continue,
+/ Personal ltems Cover nore info " Peeyhekiee Joun S/
A fetime guarantee on all
+/ Emergency Care COVEr tom i topairs completed by gur e m"-:i
/I Car Entertalnment £760 frcs info L recommended resiren. Raphtiaton
+/ Courtesy Car i lats Levedof cover. Compeel
i e
Cuote ref. Akdid b
rrysancoe s | MORE TH>N
CHOOSE YOUR EXCESS Pty exgiry date: THED
et veaeene 16220 | CAR INSURANCE
Select the amount of voluntary excess you'd like to pay |£260 v Edit Yosur Details n i
(i i the amount on 1P Of ANy COMPUISrY EXCAES That you Heed to pay if YOu make & clm). <2 <3k )
Eligibty conditio .
Your Details
View & Priot Fll el | gy » busen y g
. Compul Total m-:u.mmﬂm-uwﬂ-rhl-'r
for
M O R E T H > N | £100 £350 e o 1 e Yo 0 scre i, padt s
EXCESSES Bt o o kncaledon.
£100 £350 W rwed answens b everyihing on This page, uriess ihey're

Chat with a Customer Manager £10

£75
We're here to assist you with your quote.

£10
£75

Chat Now

u No Thanks

The tutal excesses shaver bel skt foptionsl)
(nciudng both woluntary and ¢
a0k paystis by ol devers o0 8
extApt wWdsLreen SEver

PO =]

Fire:

Click hore b Fetrievs & provious quobe

T

The folowing excesses are 5 Fieass Croowe 1)
drivers for al windscreen cov

Windscreen replacement

eacEsy

WWindscrees repar axcess:

Condicns apply

AXA INSURANCE / MOTOR JOURNEY OPTIMISATION

MORE THAN
FINDINGS

1.0 PERSONALISED QUOTE

Users are greeted with a ‘Thank you” message. This is a
good way of personalising the quote experience.

2.0 INSTANT FEEDBACK

The system tells the user if they have entered in the
correct data type into a field with a tick or error icon.

3.0 CALLS TO ACTION

The calls to action are prominently displayed at the bottom
of the form. The button is descriptive and branded using
the colour green with icons.

4.0 NEED HELP MODULE

The need help module is visually displayed in the header
with icons and is always available throughout the process.

5.0 QUOTE

The quote price and ‘What's included’ is prominently
displayed above the fold. ‘What's included’ also provides
‘more information’ links.

6.0 ADD-ONS

The add-ons are visually engaging with icons, clear pricing,
with each one having an one-liner benefit.

7.0 MOBILE RESPONSIVE

Form layout is responsive and allows the user to continue
the process on mobile devices if they choose.
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ALLIANZ
MOTOR JOURNEY ANALYSIS

SCORING
ALLIANZ VS. AXA

DIRECT COMPETITORS
RANKING

01
02 DIRECTLINE
02 CHURCHILL

03 M&s
04

m ALLIANZ
m aa

07

USER EXPERIENCE
SCORE

ALLIANZ

AXA

584

100%

15%

50%

25%

AXA INSURANCE / MOTOR JOURNEY OPTIMISATION

84%
81%

1%
63%
57% 58%
54%
| i
o g
RN O
QQ QV‘

56%

| 2%

100%

5%

50%

25%

0%

SUMMARY OF FINDINGS

POSITIVE FEEDBACK

01. Allianz score is 62%. The process
has a good conventional structure
clearly focusing on the form. The user
is supported though the process with
a visual progress bar, which has icons
and arrows. The completed steps are
also clickable links.

02. The quote page has been designed
as an online shopping experience.
The add-ons have been designed as
physical products that dynamically
slide into the basket when selected.
This provides a visually engaging
experience, which the user is familiar
with using online.

03. Allianz reassures the user that
the process form is secure by
displaying the logo ‘Norton secured’
in the right column. Furthermore,
inthe URL a lock and a HTTPS URL
address are displayed, meaning that
all communication is secure over the
computer network.

IMPROVEMENTS

01. Each add-on is missing a short
statement clearly highlighting the key
selling point of the service/product.

02. The forms feel cluttered with no
page titles, no clear groupings, the
content is text heavy and there is an
inadequate use of white spaces. These
have a negative impact on the overall
experience

03. The general layout of the quote
page is too text heavy and there’s a
lack of clear labelling of each section.

04. Overall the general help and
support needs to be improved, the
written copy in the contextual help is
cluttered, the FAQ link is hidden and
there is no phone number to provide
an alternative sales channel.
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Allianz ([

Your Cover

Your detads |

Vorar

s -,
Viner gever Chesh b by

Tive syt stegs b b0 gather detadis about you

Vo COVer Provickes COMPrehendive Car Meurance, Bn onder 1o Shape your oover, we naw Nasd b0 gather some
personal detads. Phease tell Lot about you and ann other diers.

Tide

First namé
LIt Adihg
Date of bath

Emad sddrats
Homar e number

N claifms discount protection

R (per year)
== Esgs.ﬂa 3

Legal expenses
{per year)
I iy £0.00

lircluding disdeunt)

Personal accident

o GG, E

Driving other cars.

o (per year)
g £418.30

-

Breakdown cover

From (per year)
H
[ Add_ E tsoo. XN

Car hire Foreign travel

(g From (per year) Sl (per year) L
¥ ad £28.00 4 £38.39 [ AdaT| :

Benefits
| ]
Car contents Roof boxes & trailers ;

Sl From (per year) (per year)

(E )] £24.67 £15.90 [ ndd [
Benefits i

Paper documents

{.Bcr 'r't.!rsl
£14.00

[ .
dakin
e
GO0 v |y w1870

Birrahon com

Useful links
#who do we insune?
5 Core el

* Paley document

» Poby pammay

v
L4
o tAska guestion
'
b

2013

% e gk

By proviing an emad 3ddress that is Dersonal to you, we
will b abla to send you your guote and, § you buy a
iy, e eunmation shd polity et

H20TIIIETE
@
s o B
& Yor e
Emploryed L
Accountan a
Baniceg a
Tes @0
Full U Car Licence - “
10 yhi's o Mide L ﬂ
10 paaes or mons N 7 |
] .
[] LI 7 |
Tes  who B
Yes  wiho B
Sotisl Domestic PHasias & Commutag
0 v A «xu| @

<

e A

WG A HCS RS A SR IRE RS

<

<

LSS

Foctits, straces and eifers Wa ey of Ehe communication W
therwiss W Wil S5FEME VoU 0SS 10 US CORLIKEIN woul

feedback

AXA INSURANCE / MOTOR JOURNEY OPTIMISATION

ALLIANZ
FINDINGS

1.0 INSTANT FEEDBACK

The system tells the user if they have entered in the
correct data type into a field with a tick or error icon.

2.0 PROGRESS BAR

The progress bar is visually designed, using icons to
illustrate the different steps. The completed steps are
also clickable.

3.0 SUMMARY BASKET

The summary basket is prominently displayed in the right
column. It visually lists / shows the selected add-ons at the
bottom of the quote price.

4.0 SECURITY LOGO

The site reassures the user that their details are secured
by displaying a security logo.

5.0 ADD-ONS

Each add-on is clearly contained in tiles with an icon, a
label and a prominent call to action button.
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AXA
MOTOR JOURNEY ANALYSIS

SCORING

AXA VS. BEST PERFORMING

DIRECT COMPETITORS
RANKING

01
02 DIRECTLINE
02 CHURCHILL

03 Mm&s

04 MORE THAN

05 ALLIANZ
o [

07

USER EXPERIENCE
SCORE

AXA

H8u%

100%

15%

50%

25%

0%

AXA INSURANCE / MOTOR JOURNEY OPTIMISATION

58%

‘,3;” 100%
o
R
&
o
81%
15%
50%
2%
25%
0%
«
&
NS
S
<\
&
<
R
N
3
N
Q&

SUMMARY OF FINDINGS

POSITIVE FEEDBACK

01. AXA is in seventh position with a
score of 58%. The entire process has
a clear structure with the important
page elements displayed first.

The form also contains logical groups,
clear headings and help modules on
the right, making the page elements
easily distinguishable.

02. The quote page has a logical
structure it clearly groups the quote
prices, the add-ons (optional extras)
and the review details in labelled
modules, making it easy to find the
relevant information.

03. AXA’s confirmation section uses
standard structure seen in the
insurance industry that allows the user
to effectively review their information
before purchase.

04. AXA support the user during the
form filling process by providing
comprehensive contextual help
throughout the quote journey, as and
when the user requires.

IMPROVEMENTS

01. One possible improvement to the
quote page would be to introduce a
dynamic shopping basket where the
user can constantly see the quote
price and any additional cover options
that user selects.

02. An enhancement to the add-ons
section would be to use an individual
modular approach with some high-
level information about the add-on
and visual imagery to draw the users’
attention to them.
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Car Insurance

/
Your details

Please answer everything accurately, then click Continue:

Have you saved a quole already? Relneve 3 quole here
Title Mr v
Firstname | anthony
Sumame _Galla.gner

Dateofbith 25 |ln3 ||1988

Marital Status. [ ginge v
Number of children under 16 [ -
Employment status | Empioyed full time v

Occupation  |Accountant

Business fype for occupation  |Ranking

tails
1 everything accuratety, then click Continue
—
bu savied a quole already?  Belneve a guole hérg =
. Ltarg inforr”
W Your car registration a:w?,:'.CIrcularRoan
e
Please type (n the registration of the car you want to bt erove ¢

Insure, then click Continue,

s |

redefining / standards M

p

More information

You can get answers in an instant
in our Erequently Asked
Find out more about our cover
e DOlIC ¥ W i 1
View poli mm

Who and what we cover
We cover many circumstances but
there are some things we can't
COVEr

1 k0o ihe Car registraton and w
e, perman3@yahoo.com
Confinue > [e Some
Jmber o
Empadyment siatus v

Part time job v

AXA INSURANCE / MOTOR JOURNEY OPTIMISATION

AXA
FINDINGS

1.0 FORM LAYOUT

The form uses clear headings to break out the different
elements on the page, this helps to visually distinguish the
different sections.

2.0 PROGRESS BAR

The progress bar highlights the users completed steps
and their current steps. It also shows the next steps
that will need to be completed.

3.0 CONDITIONAL FIELDS

Conditional fields are only shown when the relevant data is
needed. This helps reduce the number of data fields, only
showing the relevant fields.

4.0 DESCRIPTIVE NEXT BUTTON

The ‘Get a quote’ button is clearly distinguishable on the
form page and describes the next task. This helps give the
user confidence about the next step.

5.0 QUOTE PRICE

The single and monthly payments are displayed close
to the top of the page. The radio buttons provide a clear
option to choose between the monthly and annually
payment types.

6.0 DYNAMIC PRICING

The add-ons pricing dynamically changes between monthly
and yearly, depending on the selected quote payment type.

7.0 SAVE QUOTE

The save feature gives the user the option to retrieve their
quote, meaning they won't need to re-fill their details
again.

01 MAY 14/ PAGE 49 of 59



LV=

MOTOR JOURNEY ANALYSIS

SCORING

DIRECT COMPETITORS

VS. AXA

RANKING

01

02 DIRECT LINE
02 CHURCHILL
03 M&s

04

05 ALLIANZ

ﬁ a

USER EXPERIENCE

SCORE

AXA

584

100%

15%

50%

25%

AXA INSURANCE / MOTOR JOURNEY OPTIMISATION

63%

50%
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100%

5%

50%

25%

0%

SUMMARY OF FINDINGS

POSITIVE FEEDBACK

01. LV=is in last place with a score

of 52%. The form process has been
branded using heart icons in the
progress bar and on the calls to
action. The brand colour green is used
throughout the process, it is used on
the progress bar, background areas
and ‘calls to action’.

02. The forms provides dynamic
features, such as instant feedback to
support the user through the journey.
Features like this provides a good
feedback loop between the system
and the user, enhancing the overall
experience.

03.On the quote page the add-ons
are prominently positioned above the
fold, attracting the user’s attention,
increasing the chances of up-sell.

IMPROVEMENTS

01. The form’s hierarchical structure is
unclear with poor grouping, no/wrong
labelling and inadequate spacing,
making the form feel cluttered and
dated.

02. The quote page also lacks
hierarchical structure, it uses an
unconventional 3 column template with
no clear labelling, making the page
feel slightly confusing and cluttered.

03. The confirmation page is text
heavy with unclear groupings and
poor content layout, which causes
frustration as users like to scan
content on the web.
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FINDINGS

1.0 PROGRESS BAR

The progress bar is visually engaging using the brand’s

LIVERFOOL VICTORIA

Car Insurance Quote

colour and heart icons. There's also a line highlighting the
” Your details ” Car details Your quote > Confirmation o Payment | user progress/on through l‘hejourney.

@ Interactive FAQ's

uestions?
Car Detail Oor Soacaets o 2.0 INSTANT FEEDBACK
r betails standing by o assist you
AT 08 A e TS G Chat Now The system tells the use.r Whether thgy ha\{e entered
T — in the correct data type into a field with a tick or error
- icon.
Estimated market value of your car 20,001-35.000 + v
Estimated annual mileage uplo 3000 v W 3.0 DATE PlC KER
Car purchase date [ 2011 v v The calendar clearly displays all policy starting dates
Where do you keep your car overnight? Gl 2t harmalodiesa = & within the accepted tolerances - e.g. User cannot picker a
date outside the 30 day start date period.
Postcode where the car is kept overnight NG SIR
Has your car been changed in any way from the Yes No  See examples of changes to your car 40 QU OTE PR'CE
manufacturer's standard specification? . o ) .
The premium is in its own module and the prices are in
Legal ewner of the car 1 am (proposer) v v . . .
- a large font size, helping it clearly standout on the quote
Registered keeper of the car | am {proposer) T v page.
Car Security
Is a monitored functioning tracker device fitted to * Yes No v 5'0 CALLS TO ACTl O N
LG The calls to action are branded using the colour green and
Q.f. vedetoils | o.w_ the heart icon.
sback
6.0 ADD-ONS

Each add-on is clearly contained in its own module with an
icon, a label and a clear benefit.
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AXA INSURANCE / MOTOR JOURNEY OPTIMISATION

APPENDIX 2 DETAILED SCORING MATRIX

INSTINCT




O
"
&
DETAILED S
Vv d
g«‘} @é’ o & )
S C O R | N G CRITERIA EXAMPLE Y N » &
- A
LAYOUT Does the page read in intuitive order? |mpor.\anl . s displayed f|rst7. 1 1 1 1 1 1 1 0.5
M ! T R I X (MAX SCORE:S) Does it use conventional structure?
Is there a clear hierarchy of information? Anbmhniateltities]Peadetslinfommationboxedlup: 1 1 1 1 1 0.5 1 0
grouped, modules
Is the page easy to scan? g)sreegzvéh;%ﬁf;%;ﬁi‘;ced clutter, text size, easy 1 0.75 0.75 1 0.5 0.25 0.75 0
P Roc ESS & FO R M Does the architecture and content adjust to a
=0 Is the layout responsive? emaller screen resolution? 1 1 1 0 0.25 0 1 0
Is the layout touch optimised? e o landlinkelercleasyjtolpiesElon 1 o7 075 0 075 0 0 0
touch screen devices such as mobiles
KEY
TOTAL SCORE 4.50 4.50 3.00 3.50 @ 3.75 0.50
. VISUAL BRANDING Does the branding remain consistent throughout Consistent use of colours, logo appears
Worst performing GrLtorey) the experience? within process o o o f o o u u
Is there a clearly defined colour palette? Colour of headings, buttons, links 1 1 1 1 1 0.5 1 1
Is the visual language clear? Colours of buttons, process bar, icons 0.75 1 1 1 0.75 1 1 0.25
Is the process visual appealing/attractive? Use of imagery, icons and symbols 1 0.75 0.75 0.5 0.5 0.75 0.25 0.25
TOTAL SCORE 3.50 3.25 3.25 3.25
s 5 Does the user still have control?
PROCESS PLAYBACK Does the process start within the current window/tab? Ve Tk f 0 0.5 0.5 0 1 0.5 1 0.5
& NOTIFICATION e.g. Using the browser features
(MAX SCORE:7)
2 Highli ield?
Is the error messaging clear and intuitive? SGI7 message o t_he fonglolliohdihepieldy 1 0.75 0.75 1 0.5 0.5 1 1
Do you get instructions to recover?
. . . Invalid characters:
?
Does the field give feedback on completion? red x with feedback - correct with green tick 0 1 1 0 1 1 0.5 1
Are the mandatory fields marked? qut:se if[osrrr:;v?looe:tir;c:]t;i;ioem?’andatory ety 1 0.5 0.5 0.5 1 0 0 0
Are there conditional fields? 1 1 1 1 1 1 1 [
Does the field/row highlight when clicked? 1 0.25 0.25 0.25 0.25 0.25 0.75 1
Is there a session timeout alert before proceeding 0 0.5 0.5 1 0 0 0 1
to the next step? . -
TOTAL SCORE 4.00 4.50 4.50 3.75 @ 4.25 4.50
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DETAILED
SCORING
MATRIX

<> PROCESS & FORM

KEY

AXA INSURANCE / MOTOR JOURNEY OPTIMISATION

NAVIGATION /
CALL TO ACTIONS
(MAX SCORE:9)

FEATURES
(MAX SCORE:5)

CRITERIA

Does the user know their current position?

Is there an indication that the previous
step is completed?

Are the previous steps within the progress
bar clickable?

Can the user exit out of the process?

Can the user navigate out of the process by
clicking on the company logo?

Are the "Back" and "Next" buttons prominent?

Are the "Next” buttons descriptive?

Are the links descriptive?

Are there clear CTAs to "Save" and "Print"?

TOTAL SCORE

Does it have a "find the address” function?

Does it have a "date picker” function?

Does the form give vehicle details and allow the
user to edit it before the quote page?

Is the live chat function available?

Is there a "call back” feature?

TOTAL SCORE

EXAMPLE

Does the progress bar reflect the actual
number of steps?

e.g. Tick

Exit process without closing browser or tab

E.g. "Continue to quote page”

From quote page onwards

Allow the user to pick the address
rather than type

Is it a calendar? Does it limit the user
to certain acceptable dates?

0.5

0.5

5.00

0.5

3.50

6\0\{0 o‘?‘\\y

¢ & @
Q < «
0.5 05 025
0 0 0
0 0 0.75
0 0 0

1 1 0

1 1 1
0 0 1

1 1 1
0.5 0.5 0.5
400  4.00  4.50
1 1 1
0 0 0

1 1 1

1 1 0
0 0 0
3.00 3.00 200

0.5

0.5

0.75

0.5

4.25

0.5

0.5

0.5

2.50

&
NG
1 0.75

0.75 0.75
1 1
0.5 0
0 0
1 0.75
1 0.25
1 0.75
1 0.75
5.00
0.5 0.75
0 1
1 1
0 0
0 0

2.75
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AA

DETAILED
SCORING
MATRIX

LAYOUT
(MAX SCORE:3)

QUOTE PAGE

PRICING, USABILITY

(MAX SCORE:6)
KEY
@ Worst performing
ADDITIONAL
ELEMENTS
(MAX SCORE:4)

AXA INSURANCE / MOTOR JOURNEY OPTIMISATION

CRITERIA

Does the page read in intuitive order?

Is there a clear hierarchy of information?

Is the page easy to scan?

TOTAL SCORE

Is the price visually distinguishable?

Is the price shown annually and monthly?

Does the monthly price clearly show
the actual annual cost?

Is it clear what the price includes?

Is it clear that the price updates?
Is there feedback?

Does the price/quote reflect the
options/add-ons selected?

TOTAL SCORE

Does the user see an offer / stats / brand message
while the quote is being calculated?

Are the edit details buttons/links prominent?

Can you review your information inputted in
previous steps?

Is there any personalisation on the page?

TOTAL SCORE

EXAMPLE

Important content is displayed first?
Does it use conventional structure?

Appropriate titles (headers), information boxed up,

grouped, modules

Use of white space, reduced clutter, text size,
easy to read e.g. Bullet points

Does is sit within its own module?

List of services that the policy includes

Breakdown of additional user choices

e.g. Easy to find?

"Here is your quote Mr. Smith" or "Your Quote"”

0.5

0.75

0.5

4.75

0.5

0.75

&
& N
&\} (}3‘\\,
¢ & @
> < W
1 1 1
1 1 1
1 1 1
1 1 1
1 1 1
1 1 1
1 1 1

0.75 0.75 0.75

1 1 1
0 0 0
0 0 0
0 0 0

4.25

0.5

0.5

1.75

0.25

0.5

0.25

1.25
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0.75

0.5

2.00

0.5

0.25

0.75

2.75

%«

0.25

0.25

0.75

0.5

3.50

0.25

0.25

0.75



DETAILED
SCORING
MATRIX

(MAX SCORE:2)

(MAX SCORE:12)

KEY

AXA INSURANCE / MOTOR JOURNEY OPTIMISATION

CRITERIA

Is there a clear distinction between
multiple add-ons?

Are the add-ons easy to scan?

TOTAL SCORE

Are the add-ons displayed above the fold?

Are the add-ons prominent on the page?

Are the add-ons visually engaging?

Is there a clear one-Lliner or benefit(s) stated
upfront without clicking on ‘More info'?

Is there more information about the add-ons?

Are the add-ons benefits scannable, easily
readable? Are their benefits explained clearly?

Are there 'Add’ buttons on the 'More information’
overlays?

Are the add-ons selectively promoted?

Are the add-ons priced?

Is there an option to switch the price of add-ons
between monthly and annual?

Are there clear "Add "and "Remove” calls to action?

Are there overlay pop-ups on “Next"/*Continue"?

TOTAL SCORE

EXAMPLE

Appropriate titles (headers), information boxed up,
grouped, modules

Individual add-ons - Use of white space

Are they the main focus after the price?
Are modules used accordingly?

e.g. Use of icons, tile based?

List of services that the policy includes

e.g. Bullet points, short paragraphs

e.g., "Most users select this option”

“Here is your quote Mr. Smith" or "Your Quote"

Upselling

0.75

0.5

0.25

6.50

(5\”\& &g\x\”\'
& & &
1 1 1
1 1 1
0 0 0.5
1 1 1
1 1 1
1 1 1
1 1 1
0.75 0.75 1
0 0 0
0 0 0
1 1 1
1 1 1
1 1 1
0 0 1
7.75 7.75

&
S ¢ ¥
1 1 0.75 1
1 1 0.5 0.75
@ 1.75
0 1 0.25 1
1 1 0.5 1
0.75 1 0 0.5
1 0 0 1
0.5 1 1 1
0.75 0.5 1 0.25
0 1 0 0
0 0 0 0
1 1 0.25 1
1 0.5 1 0
1 1 0.25 1
1 0 1 1

8.00 8.00 @ 7.75
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DETAILED
SCORING
MATRIX

KEY

AXA INSURANCE / MOTOR JOURNEY OPTIMISATION

(MAX SCORE:3)

(MAX SCORE:5)

CRITERIA

Does the page read in intuitive order?

Is there a clear hierarchy of information?

Is the page easy to scan?

TOTAL SCORE

Is there a page/section to review your
application before submitting?

Are there clear edit calls to actions?
Does the page show accepted
payment options?

Does the page let the user know

it's secure?

Does the page give a total cost?

TOTAL SCORE

EXAMPLE

Important content is displayed first?
Does it use conventional structure?

Appropriate titles (headers), information boxed up,

grouped, modules

Use of white space, reduced clutter, text size,

easy to read e.g. Bullet points

e.g. Credit cards - Visa

Secure icon, “Pay securely”

0.5

4.50

0.5

0.5

2.00

0.75

0.5

0.5

2.00

0.75

2.75

0.75

o)
| &
&
v
S
1 1 1 1
1 1 1 0.25
1 0.5 0.75 0
2.50 2.75 @
0.5 1 1 1

1 0.25 0.75 0.5

1 1 0 1
1 1 1 0.25
0.5 1 1 1

4.00 4.25 @ @
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<
DETAILED & .
& & o S .
S C O R | N G CRITERIA EXAMPLE N & K W &

CORIEND) Does the form provide contextual help? ! 1 ! 1 ! ! 1

M a T R IX (MAX SCORE:9)
Is the contextual help intuitive/

-

engaging/scannable? e.g. Bullet points, short paragraphs 1 1 1 1 0.5 0.5 0.75 0.25

Are the FAQs clearly displayed?

Are they convenient to use? o 025 225 9 5 25 06 06

L@ HELP & SUPPORT Is there a "Why choose us?" module? 1 0.25 0.25 0 0 0 0 0

Is the summary of cover/policy

available online, and not only in PDF? 1 0 0 0 0 1 0 0
KEY Is there a clear wa

y to call?

Are there opening times for call centres? 1 g d 075 05 g 02 0%

Are the security logos displayed throughout

the whole process? 1 1 1 1 0 1 0 1
@ Worst performing

Is the URL secure? e.g. Https or padlock icon 1 1 1 1 1 1 1 1

Are there explanations as to why a quote 0 0 0 0 0 0 0 0

is being denied?

TOTAL SCORE 5.50 5.50 4.75 5.00 3.75 4.25
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YPE OF FINTECT COMPANY

We create smarter customer experiences to s d of financial
across web, mobile and touch-enabled devices. =

.\ )"

We help financial services companies deliver transformational digital chang ) i P !
them to win and retain more business. By making processes effortless and complex data | i
meaningful, we're also helping our clients’ end-customers make clear and informed

financial decisions.

We do all this by blending design and technology expertise with a deep understanding of
financial services.

CUSTOMER EXPERIENCE

Financial decision making is often a complicated process but it doesn’t need to be. By
putting the customer at the heart of the process we create simple and intuitive web,
mobile and touch-enabled experiences that fit into peoples’ everyday lives.

DESIGN

As data visualisation experts we occupy a space where science and art converge. We
take complex big-data and make it come alive in a visual and interactive way - we pride
ourselves on being pixel-perfect in everything we do.

TECHNOLOGY

We are at the cutting edge when it comes to technology. This enables us to push the
capabilities of our clients’ technology suppliers and then create the ultimate customer-
facing experience.

FINANCIAL SERVICES EXPERTISE

We have a deep understanding of the financial services sector and our user experience,
technology and design specialists sit alongside ex-financial services professionals.

We only work with companies in this sector, which means we’'re completely in tune with
their business needs, the competitive and regulatory landscape and the evolving needs of
financial services customers.

é
INSTINCT STUDIOS &
A: 30 BRISTOL GARDENS LONDON W9 2JQ T: 00 44 (0)20 7289 4888



