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KEY FINDINGS

Research & purchase cycle of travel insurance is perceived as UNEXCITING, but
NECESSARY; usually well experienced purchasers with short decision cycles

THE JOURNEY

RESEARCH STARTS online - on comparison websites or search

QUICK, TRANSPARENT & EASY access to all information is a key need, consumers
look for it online

PURCHASE happens online via big screens - transparency & trust in this
‘| want to buy-moment” seal the deal

THE KEY LEARNINGS

DIGITAL MOMENTS matter! Consumers research & purchase preferably online

SMARTPHONE RESEARCH is challenging due to ‘small screen’ + ‘small print’

IMPACT is created especially by comparison websites & search engines




MAIN ACTION ITEMS

A client driven mobile strategy should support consumers to grasp and compare
detailed and complex information easily.

Search plays a key role. Ads on search should include all relevant extensions and

should not make the customer feel pushed too much.

It's essential to INVEST in TRANSPARENCY, EASE of USE and TRUST.



THE JOURNEY
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Key metrics

PRTRTRRATR  15%cemmomeruons

sz ]300
EEEEEEEEEE decide within I
mnmmnmnmnn |o5s than g week

2.9 brands

were considered on average

determined purchasers undecided / rather undecided purchasers

24% EECE 0%

Question asked: Q9: Who did you consider for your insurance? Q19: Between starting to collect
information and actually taking out the travel insurance, how much time went by? Q38: How

P . determined were you, when you started to get informed for the first time?
UK | Dlgltal TOUChPOInt StUdy 2015 ‘ Base: All product purchasers (all respondents) | n= 1000 SLIDE 8 oog e

Source: Digital Touchpoint Study 2015




Purchasers consider various brands before taking
out travel insurance

Top 5 Brands - Considered vs. Purchased

Top 5 Brands - Considered Top 5 Brands - Purchased
% of all respondents % of all respondents

Q8:With what company did you take out your travel insurance?

P . Q9: Who did you consider for your travel insurance?
U K | Dlgltal TOUChPOInt StUdy 2015 Base: All product purchasers (all respondents) | n= 1000 SLIDE 9 Google

Source: Digital Touchpoint Study 2015



Research time is short - half of all purchasers take
out the insurance within a week or less

Time between starting to collect information and actually taking out the travel insurance

60% [
40%
0% —
Less than 1 week to less 2 weeks to less 1 month to less 4 months to less More than
a week than 2 weeks than 1 month than 3 months than 6 months 6 months

Q19: Between starting to collect information and actually taking out the travel insurance, how much

. L X time went by?
INS u K | D|g|ta| Touchpo|nt Study 2015 Base: All product purchasers (all respondents) | n=1000 SLIDE 10 Google

Source: Digital Touchpoint Study 2015



Taking out travel insurance is an unexciting, but necessary part of booking a
holiday trip. Although it is quite inexpensive, it should be credible and
guarantee reassurance and security about the trip.

o Whilst the emotions of going on holiday are centred around excitement, travel
insurance is a necessary safety blanket in case anything goes wrong on a trip.

o Although travel insurance is an expense unlikely to see a return on, those who
purchase it hope they won't ever have to claim.

o Most purchasers are familiar with travel insurance and already took them out for trips
in the past.

o The research process is quite short - purchase decisions are made within two weeks.

o Consumers are rather undecided about the insurance provider at the beginning and
need some guidance through the huge and confusing range of choices.

o Relevant is the coverage for each possible scenario, esp. healthcare, as well as
reasonable costs.

o However, consumers don't trust deals perceived as too cheap and rate established
brands as more credible - it's necessary for insurance providers to build reputation.




“It was simple when | did it online.”
Birmingham, single-trip
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Research is important to become aware of options -
esp. if purchasers have no previous experience

% of all purchasers

9% 6% 6%

40%

purchased with previous experience First came across it WOM | noticed It was recommended to
of the product in mind during my research advertising for it me by an agent /
consultant

purchasers with NO previous experience

Question asked Q20: Point of first awareness - How did you first hear about the travel insurance

a-n a finall k out?
U K ‘ Dlgltal TOUChp°|nt StUdy 2015 5E/SC;LsJe:‘r;%aH >;;rtgccﬁ)uc?upturchasers (all respondents) | n=1.000 SLIDE 16 Google

Source: Digital Touchpoint Study 2015



If purchasers first come across the product during
research, nearly all discover it online

Ratio of online & offline sources to create first awareness during research
% of all respondents who came across the product during research

First awareness online |

91%

First awareness not online
| 9%

L. R Question asked Q21.1: Where did you first come across the insurance you took out during research?
NS u K Dlgltal Touch pomt StUdy 2015 Base: All travel insurance purchasers where awareness is created during research | n= 279 SLIDE 15 o Og e

Source: Digital Touchpoint Study 2015



First product awareness during research
% of all respondents who came across the product during research

I P r_ i C e 20, Atabranch of a travel agency / tour operator

comparison
Sites are the
main source for P W
becoming aware
of options
during resea rc:m

394 At a branch of another financial service provider

6% At an insurer online*

Price comparison* [eIeRA)

*(via website or app)

Question asked Q21.1: Where did you first come across the insurance you took out during

ioi H h? Base: All travel i h h i ted duri h|n=
u K ‘ Dlgltal Touchpomt StUdy 2015 | ;e;gearc ase ravel insurance purchasers where awareness is created during research | n SLIDE 16 Google

Source: Digital Touchpoint Study 2015



First product awareness through advertising

% of all respondents who came across the product

through advertising I | f t h ey
Magazine / newspaper
become
Radio

aware via
0 advertising
6 /0 it's online
rarepondens where they
e el first
noﬁcediEJ

-

27% Online ads (websites or apps)
Question asked Q20: Point of first awareness - How did you first hear about the insurance you took
UK ‘ Digital Touchpoint Study 2015 |

out? Base: All product purchasers (all respondents) | n= 1000

Question asked Q22: Where did you first see/hear advertising for the travel insurance?

: : SLIDE 17
Base: All purchasers where awareness is created through advertising | n=63
Source: Digital Touchpoint Study 2015
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A maljority start online, and while search is key -
nearly a third claim to start with PCWs

Top 5 starting points online
All purchasers who started research online vs. considered InsureandGo but purchased other brand

Price comparison websites 31%

Started

Their research ONLINE

Insurer* I
Other financial institutions* I 3%

Advice/review sites / blogs / forums

*(via website or app)

Question asked Q29: Where did you start your research?
Base: All product purchasers who did online research or offline research
NS U K Digital Touchpoint Study 2015 Base: All product purchasers / all client purchasers who started research online

swoe 5 (Google
Source: Digital Touchpoint Study 2015



Younger buyers are slightly more likely to start on a
search engine

Start research online on search engines
% of online researchers

47% 56% 47%

All Undecided

purchasers

. ) Q29: Where did you start your research?
U K D|g|ta| Touchpo"‘]t Study 2015 Base: All product purchasers who started research with online touch point | n= 618/46/524 SLIDE 19
TNS Source: Digital Touchpoint Study 2015



For the majority of researchers the customer journey starts online. In these
first I-want-to-know moments consumers turn to search engines and price
comparison websites. Offline plays a rather marginal role.

o The research phase is an important way for consumers to become aware of the
product they finally bought...

o ...and they often become aware of it on comparison websites as well as on search
engines

o Only few consumers become aware of the offer via advertising, if so, online advertising
dominates

o Consumers start to research online

o Both - search and comparison websites - clearly act as main portals

o Many researchers start on a search engine, which then brings them to price
comparison sites.

o Another portion starts directly on comparison websites




“I start with a search engine and then |
normally type in a name of a
company. ... | don't want to go into
reams of pages to find information. |
expect it to be on two pages
maximum, nothing more.”
London, Single-trip

“I went onto my laptop, | put into Google ‘best

travel insurance websites’.
London, Single-trip

“I just looked up various things online. | think |
did a Confused.com, or one of those. It might
have been Compare The Market, but it was
one of those comparison sites, and they
were one of the ones that came up.”
London, Annual
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Online research clearly dominates - offline research
happens mainly combined with online research
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Questions asked: Which of these offline sources supported your research for insurance?/ Which of

D| ital Touch oint Stud 2015 ‘ these online sources supported your research for insurance?/ Which of these search engines - if any
u K ‘ g P y - did you use? Net Counts. | Base: All product purchasers | n=1.000 SLIDE 23
Source: Digital Touchpoint Study 2015



Search clearly leads the field, followed by comparison
websites

Used online touch points
% of all respondents

33% o o o
28% 0
0 27% 9904

SEARCH ENGINES PRICE COMPARISON FINANCE PREVIOUS ONLINE VIDEO IN-PERSON
WEBSITES WEBSITES EXPERIENCE SITES CONSULTANCY

Q23/24: Which of these offline/online sources supported your research for travel insurance - at any

. ‘ I h d stage from getting initial ideas to reaching a final decision?
Digital Touchpoint Stu 2015 Base: All product purchasers (all respondents) | n=1.000
TNS u K g P y Source: Digital Touchpoint Study 2015 SLIDE 24



Type of information looked up online

% of all, who did online research

Discovered options / Compared options / Got ideas,
conditions / providers ~ conditions / providers inspiration

Using digital
SOuUrces, 31% 49% 18%
consumers aim to
. ° Sought opinions / reviews /  Watched relevant Found where to
d Iscover optlons' advice online videos online apply for
compare, get 27%
advice and find out
Got locations, directions to a Made / ) )
Wh e re to a p p IyJ branch, office or agency requested contact A8 atlfior ey enline

8% 16% 10%

Question asked: What did you do using the Internet or apps in relation to your recent purchase of

6 q i ?
U K ‘ Dlgltal TOUChPOInt StUdy 2015 g:;/s: /Q\S;ggsect purchasers who did online research| n= 833 SLIDE 25 Goog Ie

Source: Digital Touchpoint Study 2015



Search engines help consumers find deals, provider
options and opinions

Information moments on search
% of those who used search engine for research

44%

28%  FELT
22%

Looked for Discovered
special relevant Sought Searched
deals options opinions for a provider Got Locations

Question asked Q25.1: For what exactly did you use search engines related to your recent purchase

P . of travel insurance?
u K ‘ D'gltal TOUChp°|nt StUdy 2015 Base: All product purchasers who used a search engine for research | n= 744 SLIDE 26 Goog Ie

Source: Digital Touchpoint Study 2015



Young purchasers are more reliant on search
engines during the journey

Search engine usage

Al 73 e

18-24 years 35%

e L

ion asked Q24: Which of these online sources supported your research for travel insurance
m
T

stion aske -
Py . at any stage from getting initial \deas to reaching a final decision?
UK | Digital Touchpoint Study 2015 | 3.4 oduct purchasers | n- 1000 SLIDE 27 Goo Ie
Source: Digital Touchpoint Study 2015



Online videos for research purposes are mainly
watched on YouTube and price comparison websites

11% Used platforms for online video
Online magazines % of those, who used online video for research
4%
Independent 11%
consultant or Other financial
agency* institution*
5% 0
Different 39 /O
travel 14% J . .
company* Other online video platforms Prlce Compa rison we bSItES
0% 10% 20% 30% 40%
3% 9% 11%
Brand pages Advice sites IS
on social

network sites 3 5 %
YouTube

10%
10% | Travel agency or
Social networks | tour operator*

L. R Question asked Q26: Did you watch one or more online videos to get informed about travel
NS U K Digital Touchpoint Study 2015 insurance on any of these websites? SLIDE »g oo e
Base: All product purchasers who watched an online video before purchase | n= 284

Source: Digital Touchpoint Study 2015



When watching online video, nearly half of the
purchasers watch customers reviews and personal
experience clips

Type of used online video content
% of those, who used online video for research

Videos by insurance providers

>

39%

Independent professional reviews
(not by insurance or other providers)

43%

Reviews / personal experience
videos from other customers

.. . with your recent purchase of travel insurance?
u K ‘ Dlgltal Touchpomt StUdy 2015 Base: All product purchasers who watched an online video before purchase | n= 284 SLIDE 29

Question asked Q35: Back to online video: Which type(s) of online video did you watch in connection G
Source: Digital Touchpoint Study 2015 o

gle
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Conversion happens mainly online

10% 14% 5% 67%

At the premises* Over the phone By mail Online

—

Method to purchase travel insurance
% of all respondents

*of the insurer/ agency/ operator/ broker

. ‘ I h d Question asked Q10: How did you take out your travel insurance?
Digital Touchpoint Stu 2015 Base: All product purchasers (all respondents) | n=1.000 o e
TNS UK g P y Source: Digital Touchpoint Study 2015 SLIDE - 31



“It's so easy doing it
online and they send
the forms to you so
quickly. When I do it
online, as long as it's got
the lock and it's a safe
website I'm OK."

Source: Qualitative IDI's |
Birmingham, Single-trip.

*of the insurer/ agency/ operator/ broker

UK ‘ Digital Touchpoint Study 2015

Convenience, speed & good
experience drive online
purchase

39 No other location in my area % of all online purchasers

Y% Q Better advice or customer service provided
IR Better payment conditions

ALl Positive ratings online

AL/ MM Better product range / offer available

L\l Good website

LAY/ F asier payment comparison

RSV Good past experience

BISP(M |t \as the fastest option

VS |t \vas more convenient

Question asked Q11: Why did you choose this method rather than others?
Base: All product purchasers who purchased online | n= 693
Source: Digital Touchpoint Study 2015 SLIDE 32



Those who
purchased
offline do this “ went to the Post

for the very No other location in my area A% Ofﬁce, |t WES easier. |
same reasons: Good website was changing money

- - there and my bank was
convenlence, Positive ratings online a|SO C|OS€ by, SO | COUld

Speed and Easier payment comparison deal Wlth my money at

experlence Better payment conditions the same tlme A|SO’ lt
% of all offline purchasers felt gOOd to ha\/e a
person there to talk to.”

Better product range / offer available

Better advice or customer service provided
' Source: Qualitative IDs | London, Single-trip.

It was the fastest option

Good past experience

0, .
44/0 It was more convenient

. ‘ I h d Question asked Q11: Why did you choose this method rather than others?
Digital Touchpoint Study 2015 Base: All product purchasers who purchased offline | n=305 o e
TNS UK 8 P y Source: Digital Touchpoint Study 2015 SLIDE 33



There are key aspects that help to seal the deal

FAMILARITY

TRANSPARENCY & FIT

NV

|
|
|
1

Having heard about the company
gives consumers guidance and
allow them to trust

CREDIBILITY

'
|
|
|
1

The offer should fit the type of journey,
country and incidences and consumers
need transparency to find this ensured

[ o

“.lalso am a bit wary if |
haven't heard of them before.”

L covered “

UK ‘ Digital Touchpoint Study 2015

Source: Qualitative IDI's | London, Single-trip

“..You can't take the very first quote. | will
then determine the general cover...l want to
make sure that what | want is generally

_ |

Y

i
|
Neither the cheapest nor the most
expensive; trust in the service level
and the company’s commitment in
critical situations

“..The cheapest ones I'm a little bit

wary of because | feel like you're
going to get less of a deal quality

L of your insurance”

SLIDE 34 Go gle



Direct conversion via comparison websites is the main
method, followed by direct purchase at the insurer

Where did consumers take out the travel insurance?
% of all respondents

ERONORON

Directly with the Insurer With another financial With a tour operator / With a travel company . ' . .
service provider travel agency (e.g. airline) Via a price comparison website

. ‘ I h d Question asked Q07: Where did you take out the travel insurance?
Digital Touchpoint Stu 2015 Base: All product purchasers (all respondents) | n=1.000 o e
TNS UK g P y Source: Digital Touchpoint Study 2015 SLIDE 35



Improve the consumer experience in l-want-to-buy moments;
make it simpler and more transparent.

o Purchase process happens online - in line with the highly digital research process
o Purchase locations are comparison or company websites

O

o

o

Purchase happens via large screens - small print and high complexity make the bigger
screen more favourable

The online purchase process is perceived as convenient and fast, however...
...consumers would prefer to have it easier and more transparent
o Too many options with too many conditions - feels overwhelming

o To reduce complexity, consumers adapt strategies to manage it: sort out
extreme offers, focus on companies that get good ratings or recommendations
and on those they have heard of

o Consumer need a simplified and easier to understand overview of the
coverage, conditions etc.

Companies that offer clear and easily digestible information on what is included in the
policy received the most favourable feedback



“I think that | would make it a bit more
transparent. Maybe with advertising or
something, | would make it a bit more
that you know what you're getting.”
London, Single-trip

“There could be a link on there for like,
TripAdvisor or company reviews on
there. ... on TripAdvisor, it seems to be a
third party and it's impartial.”
Birmingham, Single

“I'd like it to be as simple as possible, maybe
bullet point some of the things. I'd like to see
the options, ... go into the next one to give
each person’s details ... . Then put in your
credit card details and maybe the option to
send it through to your device.”
Birmingham, Single-trip
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What are digital ‘I-want-to-know’ moments?

‘[-want-to-know

PURCHASE

... where to buy

‘[-want-to-know

... what options - —— .
are available” :

‘l-want-to-know

: ... if everything is
FIRST AWARENESS covered”

UK | Digital Touchpoint Study 2015

A customer journey consists of different stages - not necessarily sequential -
potential buyers go through before making a purchase and each stage represents
particular ‘[-want-to-know'- moments.

To find the required pieces of information in these moments consumers may turn to
their smartphone, to their computer or to offline sources. It is crucial for brands and
marketers to understand these ‘l-want-to-know’ - moments - what piece of
information is needed and where do people look for it - to better translate research
into an opportunity to convert.

This report identifies where consumers research, if a touch point is able to provide
value and guidance in different moments to the consumer and has impact on the
purchase decision.

We show the use of digital sources in these ‘critical’ moments in our digital skyline -
an easy and intuitive way to grasp the digital profile of a category or brand.

It helps to identify digital opportunities by showing how consumers currently

navigate their customer journey. Please refer to the next slides to understand how it
looks like.

SLIDE 40 Google



How are ‘I-want-to-know moments’ defined

= PURCHASE ONLINE

: PRE-PURCHASE
SEEKADVICE . g 9 |
‘ , e 2 . Close to making the deal:
Get orientation, re- Hn0AENEOAEOAOEEAENCACAEOEACAANAAAEEAEPEECAEOANE & Find out where and how

assurance from
others: Find
recommendations,
reviews and advice

to buy, make contact,
request information, get
locations & directions

START RESEARCH g @ COMPARE ONLINE
First active step to identify i nargé)t\/vogghwgctgs
the product that is finally : , s

urchased watch videos and visit
P 2 other sites to compare

0 providers, conditions and

DISCOVER ONLINE options
FIRST AWARENESS ONLINE Early stage where consumers
Less active but important part - how |Gl openfor informia‘tion:
and where is awareness created Discover options, conditions,
providers, find ideas and
inspiration

UK ‘ Digital Touchpoint Study 2015 SLIDE 41 Google



Online is crucial at the start and end of the journey

Digital skyline allows a deeper understanding of the role of online in the customer journey and identify key ‘I-want-to-know’ moments
100%
80%
60%
40%

20%

o o 6 © —0—o—

First awareness Start research Discover Compare Seek advice Pre-Purchase Purchase

UK ‘ Digital Touchpoint Study 2015

Base: All product purchasers | n=1.000

Source: Digital Touchpoint Study 2015 SLIDE 42 GOO Ie
Question reference - please see digital skyline overview in appendix




Online is crucial at the start and end of the journey

Overview KPIs: relevance of digital to become aware, to start research, online research in general and purchase

100%
% of people who use online in stage
e

80%
Online Research* | 82%

60%

The aggregated level of online research

40% < across these 4 moments shows how
relevant online research is at any stage of
the pre-purchase research
20%

First awareness Start research Discover Compare Seek advice Pre-Purchase Purchase

o ;

Base: All product purchasers | n=1.000

ioi i Source: Digital Touchpoint Study 2015
U K ‘ Dlgltal TOUChPOInt StUdy 2015 ‘ Question reference - please see digital skyline overview in appendix SLIDE 43 Goog Ie

*Online research = aggregated net count across all online information sources used at any stage



Young purchasers are slightly more likely to go online for
advice and further research just before purchase

Digital skyline allows a deeper understanding of the role of online in the customer journey and identify key ‘I-want-to-know’ moments

100% Al e—
% of people who use online in stage
18-24 years wmmmus

80%

25-34 years mmmmme

60%

40%

20%

o o 6 ©—0—0—

First awareness Start research Discover Compare Seek advice Pre-Purchase Purchase

Base: All product purchasers | n=1.000 | aged btw. 18-24 | n=71 | aged between 25-34 | n=226
Source: Digital Touchpoint Study 2015 SLIDE 44 oog e

Question reference - please see digital skyline overview in appendix

UK | Digital Touchpoint Study 2015



Travel insurance is closely connected with holidays - an odd ‘must have’ that
does not go well with the pre-vacation excitement. Digital moments are fairly
straight forward: start online - discover options — compare (!) and sign-up

o Travel insurance is necessary but unpopular — people get excited about holidays but
are aware of things that can happen

o All main research moments are highly digital:
o Start and find options
o Compare options
o Purchase
o The main pain point is to compare and find the right deal

o Suspicion about too cheap or too expensive offers - not reliable; first step is to
sort out extremes

o Comparing means that consumers need to read the small print - nuisance,
boring
o The main mission is to find an offer that really helps in critical situations, not
necessarily to find the cheapest possible deal
o Trust and well-known brands offer guidance
o Brands should therefore focus on the main touchpoints people use, ensure that

content and ads offer appropriate wordings, landing pages and ad extensions to help
consumers quickly to make the right decision



“I start with a search engine and then |
normally type in a name of a company.
... [ expect it to be on two pages
maximum, nothing more.”
London, Single-trip

“It was simple when | did it online. You have
to look through a bit of small print about
medical conditions.”
Birmingham, Single-trip

“It's quite easy to do. You just logon to
the Internet and put your details in. |
had the same policy for quite a few
years, they'd send me a reminder saying
Yyour policy’s due to expire’ and then
phone us.”

Birmingham, Annual trip

“I just looked up various things online. |
think | did a Confused.com, or one of
those. It might have been Compare The
Market, but it was one of those
comparison sites...
London, Annual trip

7 u

“I often look at the telephone numbers
..... lwant to speak to someone because
I want to make sure that what | want is
generally covered. ”

London, Single-trip
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Smartphones are mainly used for research purposes -
both general- and on-site research

RESPONDENT DID
SMARTPHONE o o 9
RESEARCH

UK ‘ Digital Touchpoint Study 2015 ‘

Relevance of mobile
% of all respondents

Smartphone Research |
34%

Question asked Q31: Which of your devices did you use at any stage of your only research?
Q34: Did you do any of the following on your smartphone while you were at the branch, agency or
office? Q13: Which device did you use to take out the travel insurance? SLIDE 48 o g e

Base: All product purchasers | n=1.000 | Source: Digital Touchpoint Study 2015



Over-indexing of smartphone research & purchase

among younger audience indicates its future relevance

Relevance of mobile across age groups

‘ 18-24 years 25-34 years All

Smartphone o o
Smartphone o _ -
Question asked Q31: Which of your devices did you use at any stage of your only research?
Q34: Did you do any of the following on your smartphone while you were at the branch, agency or
U K Digita| Touchpoint Study 2015 office? Q13: Which device did you use to take out the travel insurance? Base: All product purchasers S| |DE =~ 49
TNS | n=1.000 | Product purchasers 18-24y/25-34y. n=71/226 | Source: Digital Touchpoint Study
2015

gle



Smartphone research seems to be important at later
stages of the journey

Direct comparison of how online research is done vs. how smartphone research is done. Different research
patterns indicate the different use cases from the consumer’s perspective

100%
Online Research Smartphone
(by those who did % of people who do online / smartphone research in stage Research (by those
online research) who research on
80% smartphones)
+ +
60%
40%
20%

O © ® © 6—0—
First awareness Start research Discover Compare Seek advice Pre-Purchase Purchase

Base: Product purchasers who did online research | n= 833

Py . Product purchasers who did smartphone research | n= 348
UK ‘ Digital Touchpoint Study 2015 | Source: Digital Touchpoint Study 2015 SLIDE 50 Google

Question reference - please see digital skyline overview in appendix



Smartphone research helps to compare, to discover,
to get ideas and to get purchase location information

UK ‘ Digital Touchpoint Study 2015

19% 18%
Found where Discovered
20%
Got ideas,

to apply for options /
conditions / 16%
providers Sought
reviews
advice
online

inspiration

- Information
Compared consumers look 2%

options /
conditions / Asked advice

providers fOI’ on th@ll’ online
smartphone

% of all who did smartphone research

Watched
relevant videos
online

Made / requested contact

Got locations of /
directions to a branch

Question asked Q30_1: Which of the following did you do on your smartphone (via apps or browser)
in connection with your recent purchase of travel insurance?

Base: Travel Insurance purchasers who did smartphone reséarch\ n=348 SLIDE 51 Go Ie
Source: Digital Touchpoint Study 2015



What consumers look for on their smartphone while

on-site at an agency or office
% of all who did smartphone research

Discovered options / Compared options / Got ideas,

r v\/ h conditions / providers ~ conditions / providers inspiration

customers 7% n

re e a rC h O I I - Sought opinions / reviews /  Watched relevant Found where to
. advice online videos online apply for
SILE, the main

motive IS to 7% n

C O m p a r e Gog Ioca;ionfsf, directions to a Maccije/ Asked for advice online
’ ranch, office or agency requested contact
options (

Question asked Q34: Did you do any of the following on your smartphone while you were at the
ioi : branch, ffice?
U K ‘ Digital Touchpoint Study 2015 ‘ Oy e Y o O

Base: Travel Insurance purchasers who did smartphone research| n=348 SLIDE 52 Go Ie
Source: Digital Touchpoint Study 2015




If smartphone research is done, its value is clearly
assignhed to the early stages of discover and compare

NARROW DOWN THE
SET OF CHOICES
28%

14%

PURCHASE

42% DECISION
DISCOVER 50%
COMPARE

Value is very important!

Value indicates current and future relevance - a high value will
stimulate consumers to do or use things more whilst low value
may indicate that consumers haven't found what they were
looking for and thus may prevent them from future use.

Hence, looking at the value puts ourselves in the shoes of our
customers and helps to make sure their needs are met.

Question asked Q33: In what stages of your research - if at all - did online research on your

P . smartphone help you?
U K ‘ Dlgltal TOUChp°|nt StUdy 2015 Base: Travel Insurance purchasers who did smartphone research | n= 348

Source: Digital Touchpoint Study 2015
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Consumers spend more research time on computers
than on smartphones

Share of online research time on smartphones
% of all who did research on a smartphone & at least 1 other device

25%

of consumers spend more than half of their total
online research time on their smartphone

38% 29% 22% 3%

Up to 25% 25% to 50% 75% to 100%

Question asked Q32: What % of the time you spent researching did you use a smartphone (as

Py . opposed to a tablet, PC or laptop) for the research?
u K ‘ Dlgltal TOUChp°|nt StUdy 2015 Base: *All purchasers who research online on their smartphone & at least 1 other device | n=290 SLIDE 54 o g e
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Also younger purchasers spend more research time
on their computer or tablet than on their smartphone

Share of online research time on smartphones
% of all who did research on a smartphone & at least 1 other device

Up to 25% 25% to 50% 75% to 100%

38% 29% 22% 3%

Up to 25% 25% to 50% 50% to 75% 75% to
100%
- All 18-24 years -

Question asked Q32: What % of the time you spent researching did you use a smartphone (as

opposed to a tablet, PC or laptop) for the research?
U K Digital Touchpoint Study 2015 Base: All purchasers who research online on their smartphone & at least 1 other device | n=290 | SLIDE 55
TNS aged btw. 18-24 years | n=33 -> Jow base!

Source: Digital Touchpoint Study 2015




Although British consumers do use their smartphone for various activities

throughout the day, its role in mobile moments in the customer journey for

travel insurance is limited (yet).

O

Small print is difficult to grasp on small screens - consumers would like to read
everything properly

If smartphone research for travel insurance is done, consumers want to get some
inspiration (in early stages of the customer journey) or find contact details (shortly
before making a decision)

The information researched on smartphones is rather superficial, detailed information
is gathered on bigger screens such as tablets or computers

Some consumers claim that the sites just didn't work on smartphones
Smartphone research = ‘browse on the go’, sometimes just to kill time
o Suited to set stimuli; not for in-depth research

o Search ads on smartphones should include at least ‘click-to-call’ (easy contact)
and recommendation extension (transparency & trust)

Smartphone research is more often done by younger travel purchasers as younger
consumers are generally more inclined to turn to their smartphone in ‘lI-want-to-know’
moments - ignoring mobile moments is no option for companies

Also, younger travel purchasers look more often for advice and find out directly on
their smartphone where to buy

Apps, although used widely in general, don't play a major role for travel insurance (as
it's typically a one-off purchase each year, downloading an app does not offer a clear
benefit compared to a mobile website)



CREATING IMPACT
WTRAVEL INSURANCE




What is impact?

IMPACT

VALUE x REACH

Why does IMPACT matter?
High value combined with high reach = IMPACT

The analysis of the touch points’ IMPACT helps to prioritise
business, identify hidden opportunities and improve content.
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Search engines and comparison websites have the
highest impact in the customer journey

Touchpoints ranked by impact in customer journey
Impact for all respondents

PREVIOUS
EXPERIENCE
IN-PERSON
CONSULTANCY
FINANCE
WEBSITES
COMPARISON SEARCH
“VibEo e WERSITES ENGINES
0 20 40 60 80 100
LOW IMPACT HIGH IMPACT -
Question asked Q27/28: Impact during all phases of purchase journey based on all product
. UK ‘ Dlgltal Touchpoint Study 2015 purchasers who did online or offline research - Which were helpful? Net count across all stages
TNS

Base: All product purchasers n=1.000 . SLIDE 59 Goo Ie
Source: Digital Touchpoint Study 2015



How usage and value create impact

%Impact of all respondents

USAGE
(REACH)

27%
22%

inine In-person WOM Previpus Finance Comparison Sea.rch
Vldseo cons;]lztancy 20 experience websites websites engines
26 28 35 51
29%
VALUE
92% ®91% ® 98%

P . ion ref —pl d
UK | oisital Touchpoint study 2015 | Sisiopivene e e e SLDE 60 Goog|e



Role of selected touch points in the customer journey

ONLINE VIDEO WOM FINANCIAL WEBSITES SEARCH ENGINE

No clear role - some usage Talking to others is impactful - more so Relevant place to buy and option to First place to go, trusted and proven way to
but without adding a lot of amongst younger buyers. make contact with seller. As consumers start research and discover options. High
value. If used, consumers Creating transparent feedback options like to get all info quickly (comparison usage AND high value cements it's role in the
watch on YouTube or incl. recommendation extensions helps websites) they may not browse company customer journey. If given the choice
building a good reputation.. websites consumers would prefer to click on organic

comparison websites
hearing consumer’s
experiences.

rather than paid
results

too intensively.

Previous Finance Comparison Search

Online In-person .
experience websites websites engines

video consultancy WOoM

COMPARISON
WEBSITES
Deeper research & compare
details. Identify deals and
choices and help to narrow
down the set of choices.
Sometimes even place to buy.

PREVIOUS
EXPERIENCE
As insurances are perceived
as in-transparent & complex
own experience is very
relevant. Brands should
invest in client care.

IN-PERSON

CONSULTANCY

Good to have someone to talk to if
necessary. Contact details (e.g. phone
number) should be promoted to
actively offer personal assistance in
critical moments.

- ; ion ref —pl d
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“| usually go on comparison sites
like Money Supermarket.
Quality's important as well for
me. ... | trust it more if | know it
and it has got a reputation.”
London, Single-trip

“| start with a search engine and then
| normally type in a name of a
company. ... | don't want to go into

reams of pages to find information. |
expect it to be on two pages
maximum, nothing more.”
London, Single-trip

COMPARISON [ SEARCH|

“I went to the Post Office, It was
easier. | was changing money CONSULTANCY m

there and my bank was also
close by, so | could deal with

my money at the same time. .
Also, it felt good to have a
person there to talk to.”
London, Single-trip

UK | Digital Touchpoint Study 2015

\WEBSITES | ENGINES
IN-PERSON | WORD

“Someone said they'd used
InsureandGo before. ... If you're talking
to someone you don’t really want to
talk about insurance, but if you do and

someone says, 1 went with these
people,’ that's big for me.”
London, Single-trip
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Search engines & comparison websites swap impact
position: search dominates more in earlier stages

FINANCE
WEBSITES
SEARCH
ENGINES
PREVIOUS
EXPERIENCE
PRICE
COMPARISON
WEBSITES

10 20 30 40

Discover

*(via website or app)

UK ‘ Digital Touchpoint Study 2015

Touch point sorted by impact and stage of customer journey

PRICE
FINANCE COMPARISON
WEBSITES WERBSITES
SEARCH‘
ENGINES
PREVIOUS
EXPERIENCE

10 20 30 40

Compare

Base: All product purchasers | n=1.000
Source: Digital Touchpoint Study 2015

PRICE
COMPARISON
FINANCE WEBSITES
WEBSITES
‘SEARCH
ENGINES
PREVIOUS
EXPERIENCE

10 20 30 40

Narrow down

Question asked Q27: Impact during all phases of purchase journey based on all product purchasers
who did online or offline research - Which were helpful? Net count across all stages.

PRICE
COMPARISON

WEBSITES

‘SEARCH
ENGINES

PREVIOUS
EXPERIENCE

10 20 30 40

Make decision

SLIDE 63
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The need for fast, quick and transparent information makes the customer
journey in travel insurance quite straight forward. There is a clear focus on
few, but mindful sources for information

o Online research - mainly covered through search engines & comparison websites -
offers quick and easy access to all the information required

o Search engines are widely used - very often at the start - and allow consumers to find
options. From the consumer's perspective search engines are ‘discovery tools’ - a
‘marketing must have'

o Comparison websites are crucial for the consumers as they help them to quickly and
directly compare and to navigate the broad variety of options

o High usage and high value of search engines and comparison websites make these
touch points the 2 most impactful touch points in the customer journey

o Other very relevant sources of information are either past experience or talking to
others (personal WOM) - which makes very good customer care and transparency &
trust important actions items on the brand’s agenda

o Include online-recommendations and recommendation extensions in planning

o Offer contact details

o Take customer care seriously — people tend to talk more about negative rather
than positive experiences




METHODOLOGY
%




Digital Touchpoint Study 2015
Methodology

Target Population
Purchasers of travel insurance (within the past 12 months) who use the internet

Country: United Kingdom

Sampling
Sample size n = 1000
Quotas were applied on age, gender, region and smartphone usage to ensure local representativeness for the target audience

Survey administration
Survey was conducted via CAWI (Computer Assisted Web Interviewing) using the TNS online panel.
Questionnaire length was 15 minutes, questionnaire followed mobile-friendly design guidelines

Weighting
The reported data was weighted using targets from the Connected Consumer Survey. Bases displayed are unweighted

Timing
Surveys were administered in September / October 2015

Small base
Small bases are clearly highlighted and should be used carefully to showcase the data

Icons
All lcons were made by Freepik on www.flaticon.com

UK ‘DigitalTouchpointStudy2015 SLIDE 66 Google



THANK YOU!

DIGITAL TOUCHPOINT STUDY 2015 | TRAVEL INSURANCE

Your contact at TNS:
Gabri Herrmann
Gabriele.herrmann@tns-infratest.com

Marco Mescher
Marco.Mescher@tns-infratest.com
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Glossary

Online Purchase Consumers purchase online via websites or apps according to Q10
Offline Purchase Consumers purchase at the premises, over phone or via Email according to Q10
Online Research Consumers are doing Online Research if they used online information sources according to Q24 or they used search engines (Q25)

or online video (Q26) in their research process. The process of online research is separated in four moments.

Smartphone Research ~ Consumers are doing research on their smartphone according to Q31 or they ticked at least one type of information gathered on
their smartphone in Q30_1. The process of smartphone research is separated in four moments.

(1) Discover Online/ First moment of Online/Smartphone Research: Consumers start picturing options and got ideas according to Q30

Smartphone

(2) Compare Online/ Second moment of Online/Smartphone Research: Consumers research interesting options more deeply and watch videos according
Smartphone to Q30

(3) Seek Advice Third moment of Online/Smartphone Research: Consumers discuss the favorite options and integrate advice into your
Online/Smartphone considerations to figure out the best possible option according to Q30

(4) Pre-Purchase Fourth and last moment of Online/Smartphone Research: Consumers get additional information about financing options, availability
Online/Smartphone and where to buy according to Q30
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Glossary

First Awareness According to Q21 and Q22 consumers come across an online information source. Phase of first awareness is not part of the main
Online research process

Start Research Online First active step to research is through an online information source according to Q29. Stage of first awareness and starting point
lead the way to the main research process

Offline Research Consumers are doing Offline Research if they used offline information sources according to Q23 - except previous experience.
Experience stands alone besides online and offline information sources

On-site Smartphone Consumers are doing at least one research action on their smartphone while they are in financial premises according to Q34
Research
Smartphone Purchase  Consumers make purchase via smartphone according to Q13

Finance Websites Combined all websites/apps kept by financial providers according to Q24 / Q27_1 to _Q27_4

Search Engine Usage Usage of search engine within research process is combined out of detailed question in Q24 and enquiring question Q25
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Glossary

Online Video Usage Usage of online video sites within research process is combined out of detailed question in Q24 and enquiring question Q26

In-person Consultancy ~ Combined all personal contacts to financial consultants according to Q23 / Q28_1 to _Q28 4

WOM Consumers named ,Family / friends / co-workers etc.' in Q24 and Q27_1to _Q27_ 4

Online and Offline Consumers used both -online AND offline information sources- in their research process according to Q23, Q24, Q25 and Q26
Online only Consumers ONLY used online information sources according to Q24 to Q26 and NO offline information sources according to Q23
Offline only Consumers ONLY used offline information sources according to Q23 and NO online information sources according to Q24 to Q26
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