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Foreword

Recent years have seen significant growth in both the number of general
insurance comparison websites, and the number of customers using them.
The scale and pace of this expansion have put comparison websites under
the regulatory and media spotlights, with examples of good and bad
practice being identified.

But while it is the scrutiny of comparison websites that led to the
development of this guidance, this is also relevant to other online
distributors. All customers are entitled to receive high levels of service
regardless of how they buy their insurance, whether direct from the insurer,
through a broker or via a comparison website.

This guidance therefore sets out a series of high-level aims that all
organisations who sell general insurance to retail consumers should seek to
achieve. Our goal is to ensure that, regardless of which online distribution
channel customers use, they can be confident that they are able to identify
and purchase the insurance product most appropriate to their needs.
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Introduction

The purpose of the guidance

The guidance sets out a series of high-level standards insurers, brokers,
comparison websites and software houses should seek to achieve in order
to ensure customers have positive experiences when purchasing general
insurance products online.

There are already a number of principles and rules (e.g. Insurance Conduct
of Business Sourcebook and the Direct Marketing Directive) applied to
insurers, brokers and comparison websites by virtue of regulation by the
Financial Services Authority (FSA). FSA regulation requires that:

e A firm must pay due regard to the interests of its customers and
treat them fairly (Principle 6), and

e A firm must pay due regard to the information needs of its
customers, and communicate information to them in a way which is
clear, fair and not misleading.

This guidance is intended to strengthen existing practices in these areas; but
it is not a definitive guide.

The status of the guidance
This is not FSA-confirmed guidance. This is a voluntary good practice guide
for insurers, brokers, software houses and insurance comparison websites.

Authors of the guidance
The guidance has been developed by:

Association of British Insurers (ABI)

British Insurance Brokers’ Association (BIBA)
Confused

GoCompare

Moneysupermarket

e Beat that Quote

e Tescocompare

e Swinton
e CDL
e  Which?

e UNLOCK.



Ensuring Positive Customer Experiences of Buying Insurance Online 4

Background

The last decade has seen a significant change in the way people buy general
insurance products. In 2007, more than two-thirds of customers used the
internet to identify suitable motor insurance policies. Many of these
searches were conducted via insurance comparison websites.

Comparison websites can help customers compare different product
features in order to find the policy most suited to their needs; however,
concerns have been raised about the way information is sometimes
presented.

In 2008, the FSA conducted a review of comparison websites to determine
the extent to which they treat customers fairly and, in particular, whether
the information they provide to consumers is clear, fair and not misleading.
It found examples of good and bad practice.

While many comparison websites took action to improve information to
customers following the FSA’s review, a number of stakeholders continued
to express concerns. In June 2009, the ABI held a forum on comparison
websites to identify where further improvements were needed. The forum
was attended by a range of stakeholders including insurers, brokers,
software houses, comparison websites, the FSA, and consumer groups, the
output of which was an agreement to work together to ensure positive
customer experiences of online insurance purchases.

A further forum was held in October 2009 to agree aims that online
insurance distributors should work towards. This guidance has been
developed as a result of that discussion.

Implementation

This guidance will be available to all general insurers, brokers, software
houses and comparison websites from December 2009. We urge
stakeholders to implement the necessary changes as soon as possible.

Review and update

While the guidance is voluntary, it is important that online distributors seek
to achieve the high-level standards it sets out. The ABI will therefore carry
out regular reviews to establish how widely it is being implemented, and to
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identify any new issues that need to be incorporated into it, after
consultation with stakeholders.

Format of the guide
The guidance establishes standards in the following areas

e Excesslevels

e Add-ons

e Total price disclosure

e Accurate data

e Guaranteed prices

e Policy information

e Referrals and signposting.
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Excess levels

Aim: customers should understand what an excess payment is,
and how much they will be expected to pay towards any claim

against the policy

How to achieve the aim

What Who
Provide customers with clear information about what excesses are —
e websites should display text explaining what voluntary,| Allonline

compulsory and total excess means. Language should meet the

requirements of the FSA’s Principle 7.

distributors

Ensure customers understand what the different components of their|

excess are -

e the results page should breakdown the excess into voluntary,
compulsory and total components.

- asaminimum, total excess should be displayed.

e the results page should display excesses for all people to be
covered by the policy, not just the policyholder (e.g. a young
named driver may incur a higher compulsory excess).
- as a minimum, if another person to be covered by the policy

incurs a different excess this must be highlighted to the
customer in the detail of the quote. This should not be
displayed as ‘help text’ as some customers may not click to|

view it.

e insurers and brokers should provide comparison websites with
sufficient information to allow them to comply with the good

practice on excess levels identified above.

All online

distributors

All online

distributors

Brokers & insurers

TFsA Principles of Business, Principle 7: Communications with customers A firm must pay due regard to
the information needs of its customers, and communicate information to them in a way which is clear,

fair and not misleading.

































