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Designing for 
growth

Highlighted examples from home insurance initial application UX research, September 2021
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Second Moment 
of Truth

The consumer uses the 
product. Does it live up to 
the marketing? Is it 
reliable? Product strength 
is the ultimate arbiter of 
long-term performance.

Third Moment 
of Truth

The aftermath. Consumers 
will form an opinion and 
deliver a verdict via word 
of mouth or online 
reviews. The pipeline of 
future consumers 
depends on the Third 
Moment of Truth.

The 4 marketing “Moments of Truth”

FintechOS digital insurance webinar: Designing For Growth – Home Insurance UX examples Sept 2021

Zero Moment 
of Truth

Research phase. 
Consumers gather 
information via search 
engines, online reviews, 
specialist websites, and 
and third-party sources.

First Moment 
of Truth

Direct contact. The 
consumer arrives in store 
or at the company 
website. CX is everything. 
Either the consumer 
progresses down the 
sales funnel to buy, or will 
drop out.
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Small screens
a. Mobile readability and accessibility
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Simple icons and spacing out short 

text options

Big yes/no buttons Simple boxed touch targets and 

progress checkmarks

Single-question steps and dynamic 

wording of questions
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Big
touch 
targets

FintechOS digital insurance webinar: Designing For Growth – Home Insurance UX examples Sept 2021

“Cards” way more interesting than 

a radio button…

Conversational microcopy Text size prioritization
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What do I get?
b. Direct navigation and initial explanation



8

F
in

te
ch

O
S

 2
0

2
1

 |
 A

ll
 r

ig
h

ts
 r

e
se

rv
e

d

Cover overview

Cute custom graphics “What if” presentation of cover
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5 Stars
c. Trust and suitability indicators
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Review stars

Star ratings for SEM Crowd reviews > Industry authority Rating and people
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Testimonials

Combining reviews with testimonials Video interviews
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CTA
d. Call to action / to proceed
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“Get a quote”

Encouraging user to 

complete online.
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CTA variations

Testing… “start saving” “prices”
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Conversational microcopy
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Steps
e. Signposted application process / progress
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Numbered steps
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Numbered steps
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1-2-3
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Clear
f. Clarity of questionnaires / forms
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Dealing with a lot of text
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Graphics to aid explanation
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Pictures matter a LOT
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Prices
g. Preview of product and quick quote
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Price options
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Ecommerce / subscription language
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Paradox of choice
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Social proof
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Get the report…
FintechOS study of UI / UX design good practices in home insurance new customer acquisition
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a.

Mobile readability and accessibility

Are all key steps in figuring out what I want, and signing up, just as easy 

to find and achieve on a smartphone, as they are on a full-size desktop 

PC?

b.

Direct navigation and initial explanation

Does the website/app keep me focused on taking action, steering me 

helpfully towards key information and decisions, without distractions or 

barriers to progress?

c.

Trust and suitability indicators

Does the brand/product provide me with reassurance as I proceed, for 

example using review ratings, testimonials, or indications that this kind 

of product is right for me personally? Another consideration is whether I 

can clearly understand what risks or commitments I am being asked to 

make when I sign up.

d.

Call to action / to proceed

Am I being given a clear incentive to progress with my signup / 

application, and is it clear how I benefit if I take the next steps?

e.

Signposted application process / progress

As I start to work through the steps, can I get a sense of how long it's 

going to take, what step I've reached, and understand how to go back 

(or into more detail) if needed?

f.

Clarity of questionnaires / forms

Can I easily answer the questions, including on a 

smartphone/touchscreen, without confusion and confident that I am 

responding correctly?

g.

Preview of product and quick quote

Before fully committing to signing up or completing a full application, 

can I get early indications about availability, price, options etc that help 

me make up my mind?

h.

Saving and resuming an application

If I am not able to finish the application during one session, can I pause / 

save and resume later, instead of losing my progress?

i.

Access to FAQs and knowledgebase

If I need to, can I find out more information about key attributes or 

steps, ideally through prioritized or contextual help search/navigation?

j.

Access to support and advice

If FAQ type information is not enough can I easily open up a chat or 

enquiry to get free-form answers to my questions, and potentially gain 

quick access to an expert advisor?

FintechOS digital insurance webinar: Designing For Growth – Home Insurance UX examples Sept 2021

Ecommerce design details checklist
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Challenger trifecta
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The digital conversion trifecta

Information Compliance Processing

Trust Convenience Reassurance
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NEXT UP: 
PANEL

Thanks – now watch the panel discussion!


