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Buying Car Insurance Online:

WHAT INSURERS 
NEED TO KNOW ABOUT 

THEIR CUSTOMERS

THE RUNDOWN

How do UK internet users research, purchase and renew car insurance? 

With 82% of customers now researching online before buying, often 

across multiple devices, car insurance providers must adapt to meet 

the expectations of increasingly tech-savvy consumers. The following 

analysis was carried out by Google, GfK and Nielsen. Below we lay out 

RXU�ȴQGLQJV�DQG�PDNH�UHFRPPHQGDWLRQV�IRU�FDU�LQVXUDQFH�SURYLGHUV�
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Sources: GfK Digital Panel. All purchasers of motor insurance, online population only (n=620). 2013.

Nielsen UK Android Panel. All researchers of motor insurance, Android smartphone users (n=301). 2013. 

Google Internal. Questions asked on google.co.uk containing who, what, when, where, why, which or how. 2014. 

Ȋ3RVLWLYH�H[SHULHQFH�RQ�D�VPDUWSKRQHȋ�LV�GHȴQHG�DV�ZKHWKHU�ERWK�WKH�LQVXUHUȇV�ODQGLQJ�SDJH��DQG�WKH�ȴUVW�SDJH�
RI�WKH�ȊREWDLQ�D�TXRWHȋ�MRXUQH\�ZHUH�RSWLPLVHG�IRU�D�VPDUWSKRQH��$XJXVW������
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Introduction

In the UK motorists are required by law to purchase car insurance. When people search 
online for car insurance they’ll often research the product and obtain quotes, take some 
time to think about their options, and then return later to purchase their preferred 
policy.

As smartphones and tablets have become the norm, Google, GfK and Nielsen have 
found that people use their mobile devices to research insurance when they are away 
from their laptops and desktops. In this paper we examine more closely two macro 
trends:

1. RESEARCHING ANYWHERE, ANYTIME

3HRSOH�ORRNLQJ�WR�EX\�FDU�LQVXUDQFH�FRQGXFW�D�VLJQLȴFDQW�DPRXQW�RI�UHVHDUFK������RI�
consumers with internet access research online before purchasing.1�(YHQ�����RI�WKH�
consumers who chose to auto-renew their policy carry out online research before doing 
so.� 

2. INSURANCE RESEARCH HAS GONE MOBILE

&URVV�GHYLFH�XVDJH�LV�VLJQLȴFDQW�DPRQJ�SHRSOH�EX\LQJ�FDU�LQVXUDQFH������RI�WKRVH�ZKR�
research online use a smartphone or tablet at some point during their purchase.1
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&RQVXPHUV��HYHQ�WKRVH�ZKR�UROORYHU�WKHLU�H[LVWLQJ�SROLF\��GR�D�VLJQLȴFDQW�DPRXQW�RI�
UHVHDUFK�LQ�WKH�FRXUVH�RI�SXUFKDVLQJ�FDU�LQVXUDQFH�

Online research has become the norm for car insurance purchasers. Despite the 
maturity of the product’s market, there are a number of issues around which consumers 
still have questions. 

����RI�DOO�FRQVXPHUV�FDUU\�RXW�UHVHDUFK�EHIRUH�SXUFKDVLQJ�PRWRU�LQVXUDQFH��ZKLOH�����
FRQGXFW�UHVHDUFK�RQOLQH�VSHFLȴFDOO\�1�:KDW�LV�SDUWLFXODUO\�QRWDEOH�LV�WKDW�D�VLJQLȴFDQW�
QXPEHU�RI�WKRVH�ZKR�DXWR�UHQHZ�WKHLU�SROLF\�DOVR�FRQGXFW�UHVHDUFK��������ZLWK�����
carrying out such research online.�

5HWXUQ�RQ�ΖQYHVWPHQW��52Ζ��DWWULEXWLRQ�V\VWHPV�XVHG�E\�LQVXUDQFH�SURYLGHUV�QHHG�WR�
DFFRXQW�IRU�FURVV�FKDQQHO�MRXUQH\V��LQ�RUGHU�WR�HQVXUH�HHFWLYH�PDUNHWLQJ�GHFLVLRQV�DUH�
PDGH��)RU�H[DPSOH��DUH�SURYLGHUV�UHFRJQLVLQJ�WKDW�����RI�RɞLQH�SXUFKDVHUV�FDUU\�RXW�
online research, prior to purchase?�

1
Researching anywhere, anytime 

6RXUFH��*I.�'LJLWDO�3DQHO��$OO�SXUFKDVHUV�RI�PRWRU�LQVXUDQFH��Q ������-DQXDU\�Ȃ�2FWREHU������

Amongst all customers:

100%
All purchases

86%
Did 
research

82%
Did online 
research
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6RXUFH��*I.�'LJLWDO�3DQHO��Q ������3XUFKDVH�RQOLQH��Q ������3XUFKDVH�RɞLQH��Q ������1R�SXUFKDVH�Ȃ�DXWR�
UROORYHU��Q ������-DQXDU\�Ȃ�2FWREHU������

100%
Online 
purchases

100% 
Did research

96%
Did online 
research

Amongst those who purchase online:

100%
�2ɞLQH
purchases

99% 
Did research

93%
Did online 
research

$PRQJVW�WKRVH�ZKR�SXUFKDVH�RɞLQH�

100%
Policy 
renewals

62% 
Did 
research

Amongst those who rollover their 
pre-existing policy (no purchase):

60%
Did online 
research
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WHAT QUESTIONS ARE CONSUMERS ASKING?

We investigated the “who, what, when, why, where and how” questions that Google 
XVHUV�LQ�WKH�8.�DVNHG�DERXW�FDU�LQVXUDQFH�EHWZHHQ�-DQXDU\������DQG�-XO\������3

7KH�UHVXOWV�EHORZ��RUGHUHG�E\�SRSXODULW\��UHYROYH�DURXQG�LQVXUDQFH�JURXSV��KRZ�WR�JHW�
WKH�ORZHVW�SULFHV��DQG�WKH�FRVWV�IRU�QHZ�����\HDU�ROG��GULYHUV��7KH\�VKRZ�WKDW�SXUFKDVH�
decisions are led by price, and that despite the fact that car insurance is a mature 
product, consumers are still looking for information and guidance.

We suggest that insurance providers make sure that when consumers have questions 
OLNH�WKHVH��WKH\�FDQ�ȴQG�WKH�answers�WKH\�QHHG�ȴUVW�Ȃ�selling car insurance should come 
second. By providing useful, relevant content at the critical point of a consumer’s search 
IRU�LQIRUPDWLRQ��FDU�LQVXUDQFH�SURYLGHUV�ZLOO�EH�EXLOGLQJ�WUXVW�Ȃ�D�JUHDW�DVVHW�IRU�DQ�
online brand.

6RXUFH��*RRJOH�ΖQWHUQDO��0RVW�IUHTXHQWO\�RFFXUULQJ�TXHVWLRQV�DVNHG�RQ�JRRJOH�FR�XN�FRQWDLQLQJ�ZKR��ZKDW��
when, where, why, which or how. January 2013 – July 2014.

General advice Pricing information

what insurance group is my car
how to get cheap car insurance
how much is car insurance
what is comprehensive car insurance
how to get cheaper car insurance
how to check car insurance
how to lower car insurance
why is car insurance so expensive
how much is car insurance for a 17 year old
how to get cheap car insurance at 17
what is the cheapest car insurance
how to cancel car insurance
KRZ�GR�Ζ�ȴQG�RXW�ZKR�P\�FDU�LQVXUDQFH�LV�ZLWK
how to get the cheapest car insurance
how to make car insurance cheaper 
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0RGHUQ�FRQVXPHUV�UHVHDUFK�DQG�SXUFKDVH�FDU�LQVXUDQFH�DFURVV�D�UDQJH�RI�GHYLFHV�

&URVV�GHYLFH�XVDJH�LV�VLJQLȴFDQW��LI�LQVXUHUV�GRQȇW�KDYH�D�SODWIRUP�RSWLPLVHG�IRU�
smartphones and tablets they are likely to be disregarded by tech-savvy consumers.

����RI�8.�PRWRU�LQVXUDQFH�SXUFKDVHUV�XVH�D�VPDUWSKRQH�DQG���RU�WDEOHW�GHYLFH�DW�VRPH�
SRLQW�GXULQJ�WKHLU�SXUFKDVH�MRXUQH\��1HDUO\�DOO���������FRQVXPHUV�XVH�D�GHVNWRS���ODSWRS��
RQH�LQ�ȴYH���������FRQVXPHUV�XVH�D�GHVNWRS���ODSWRS��VPDUWSKRQH�DQG�WDEOHW�1

Implementing multi-device attribution allows insurers to track usage and see the added 
value of investing in a strong mobile platform.

�
Insurance research has gone mobile

97.8%
Desktop

31.3%
Tablet

42.2%
Smartphone

20.7%

0.6%

47.8%

20.5%8.8%

1.2% 0.4%

CROSS-DEVICE USAGE: OVER HALF OF ALL PURCHASERS USE 
MULTIPLE DEVICES TO RESEARCH MOTOR INSURANCE

6RXUFH��*I.�'LJLWDO�3DQHO��$OO�SXUFKDVHUV�RI�PRWRU�LQVXUDQFH��Q ������-DQXDU\�Ȃ�2FWREHU������
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USAGE ACROSS WI-FI AND MOBILE NETWORKS

3HRSOH�ZKR�XVH�D�VPDUWSKRQH�WR�UHVHDUFK�FDU�LQVXUDQFH�GR�����RI�WKHLU�UHVHDUFK�YLD�
Wi-Fi networks. In other words, they spend roughly the same amount of time using their 
VPDUWSKRQH�DW�KRPH���ZRUN�DV�WKH\�GR�RQ�WKH�PRYH��XVLQJ��*���PRELOH�QHWZRUNV��

Of consumers who researched car insurance on their smartphones, we found that:� 
�� ����XVHG�:L�)L�QHWZRUNV�DW�DQ\�SRLQW�GXULQJ�WKHLU�FDU�LQVXUDQFH�SXUFKDVH�MRXUQH\
�� ����XVHG�PRELOH�QHWZRUNV�DW�DQ\�SRLQW�GXULQJ�WKH�SXUFKDVH�MRXUQH\
�� ����UHVHDUFKHG�PRWRU�LQVXUDQFH�RQ�ERWK�PRELOH�DQG�:L�)L�QHWZRUNV

People use smartphones to research their car insurance options, both at home as an 
H[WHQVLRQ�RI�WKH�GHVNWRS���KRPH�FRPSXWHU�DQG�ZKHQ�WKH\�DUH�RXW�DQG�KDYH�D�IHZ�PLQ-
utes to spare.

This use of the smartphone as an extension of the home computer means that it’s a 
good idea for insurers to work through models of how consumers will search for their 
brand. It’s important to assess whether they are meeting consumers at these touch 
points, for example: 

� Is a commercial’s brand message present in search results? 
� Is that TV commercial easily available on YouTube? 
� Is the Twitter stream able to answer any follow-on questions

consumers might have?
� Are they leveraging the full impact of TV campaigns across the digital media?

Total time spent: Total audience:

Wi-Fi
Mobile phone network

54%

46%

3G Wi-Fi 3G & Wi-Fi

55%

69%

24%

6RXUFH��1LHOVHQ�8.�$QGURLG�3DQHO��$OO�UHVHDUFKHUV�RI�PRWRU�LQVXUDQFH��Q ������-DQXDU\�Ȃ�2FWREHU������
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GENERAL QUERY TRENDS FOR MOBILE DEVICES

Consumer demand for information, quotes and purchasing on mobile platforms is 
JURZLQJ��LQVXUHUV�QHHG�WR�EH�FHUWDLQ�WKDW�WKH\�DUH�PHHWLQJ�FRQVXPHUV�ZKHUH�GHPDQG�LV��

$V�RI�$XJXVW�������DGGLWLRQDO�*RRJOH�UHVHDUFK�IRXQG�WKDW�RQO\�����RI�8.�LQVXUHU�
ZHEVLWHV�ZHUH�RHULQJ�D�SRVLWLYH�H[SHULHQFH�RQ�D�VPDUWSKRQH��WDNLQJ�LQWR�DFFRXQW�
ZKHWKHU�ERWK�WKH�LQVXUHUȇV�ODQGLQJ�SDJH��DQG�WKH�ȴUVW�SDJH�RI�WKH�ȊREWDLQ�D�TXRWHȋ�
journey were optimised for smartphone use.� 

Often problems arise once the user is past the mobile landing page, and into their quote 
journey, where they encounter a poor interface. Insurers must enable customers to get 
quotes and make purchases on a mobile device. Quotes should persist across devices, 
so that a user can begin their research on a mobile device and seamlessly pick up on a 
GHVNWRS�ODWHU��RU�YLFH�YHUVD��
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3

5HVHDUFK�LV�D�YLWDO�VWDJH�LQ�WKH�FDU�LQVXUDQFH�SXUFKDVH�SURFHVV�������RI�DOO�FRQVXPHUV�
FRQGXFW�UHVHDUFK�ZKLOH�����RI�FRQVXPHUV�UHVHDUFK�RQOLQH�VSHFLȴFDOO\�1 Car insurance 
SURYLGHUV��DQG�8.�ȴQDQFLDO�VHUYLFHV�LQ�JHQHUDO��DUH�VWLOO�VORZHU�WKDQ�RWKHU�VHFWRUV��
notably retail, to optimise their websites for consumers who use mobile devices.

:H�KDYH�VKRZQ�WKDW�D�VLJQLȴFDQW�SURSRUWLRQ�RI�UHVHDUFK�DQG�SXUFKDVH�GHFLVLRQV�
DUH�QRZ�PDGH�E\�SHRSOH�ZKHQ�WKH\�DUH�XVLQJ�WKHLU�PRELOH�GHYLFHV��DQG�WKDW�����RI�
consumers will use a smartphone or tablet at some point during their purchase of car 
insurance.1

ΖI�FRQVXPHUV�DUH�IDFHG�ZLWK�D�ZHEVLWH��RU�SXUFKDVH�MRXUQH\��WKDW�LV�QRW�RSWLPLVHG�IRU�
mobile use, they are more likely to look elsewhere.

RECOMMENDATIONS TO INSURERS

��� 7KURXJKRXW�WKH�XVHU�MRXUQH\��IURP�ODQGLQJ�SDJH�WR�SXUFKDVH�FRQȴUPDWLRQ��\RXU�
website needs to be optimised for a mobile interface.

��� 8QGHUVWDQG�DV�PXFK�DV�\RX�FDQ�DERXW�KRZ�FRQVXPHUV�DUH�XVLQJ�GLHUHQW�GHYLFHV�
on your website by implementing cross-device tracking and attribution.

��� <RX�FDQ�KHOS�DQG�LQȵXHQFH�FRQVXPHUV�WKURXJKRXW�WKHLU�SXUFKDVH�MRXUQH\�E\�
creating content that engages with them, and reaches them at relevant touchpoints.

Summary
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Sources

1 GfK Digital Panel. All purchasers of motor insurance (n=620). Measured usage of desktop 
��ODSWRS�RQOLQH�DFWLYLWLHV��SOXV�VXUYH\HG�RɞLQH�SXUFKDVHV�DQG�EHKDYLRXU��-DQXDU\�Ȃ�
2FWREHU�����.

2 *I.�'LJLWDO�3DQHO��Q ������3XUFKDVH�RQOLQH��Q ������3XUFKDVH�RɞLQH��Q ������1R�
SXUFKDVH�Ȃ�DXWR�UROORYHU��Q ������0HDVXUHG�XVDJH�RI�GHVNWRS���ODSWRS�RQOLQH�DFWLYLWLHV��
SOXV�VXUYH\HG�RɞLQH�SXUFKDVHV�DQG�EHKDYLRXU��-DQXDU\�Ȃ�2FWREHU������

3 Google Internal. Most frequently occurring questions asked on google.co.uk containing 
ZKR��ZKDW��ZKHQ��ZKHUH��ZK\��ZKLFK�RU�KRZ��-DQXDU\������Ȃ�-XO\������

4 1LHOVHQ�8.�$QGURLG�3DQHO��$OO�UHVHDUFKHUV�RI�PRWRU�LQVXUDQFH��Q ������0HDVXUHG�XVDJH�RI�
VPDUWSKRQH�DFWLYLWLHV��-DQXDU\�Ȃ�2FWREHU������

5 Ȋ3RVLWLYH�H[SHULHQFH�RQ�D�VPDUWSKRQHȋ�LV�GHȴQHG�DV�ZKHWKHU�ERWK�WKH�LQVXUHUȇV�ODQGLQJ�
SDJH��DQG�WKH�ȴUVW�SDJH�RI�WKH�ȊREWDLQ�D�TXRWHȋ�MRXUQH\�ZHUH�RSWLPLVHG�IRU�D�VPDUWSKRQH��
*RRJOH�UHVHDUFK����WK�$XJXVW������


