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The following slides are for illustrative purposes to demonstrate the power of
looking at customer touchpoints and journeys through the lens of enhancing
Engagement.

This is not a UI/UX study nor a design output.
This is beyond that. Much beyond.

The Terragni Jump probe determines the possibilities of touchpoints and
journeys being either drivers or barriers to customer engagement and hence
revenue.

Insights here are gathered through firsthand interaction with the touchpoint.

Confidentiality

All of the information included in the Probe has been prepared for your sole, confidential and exclusive benefit and use.

The Probe, nor any portion or portions thereof, are intended to benefit any other person. If you directly or indirectly allow or cause the Probe or any portion or portions thereof to be disclosed to any
third party, or providing a copy or any portion or portions of any document or documents, you agree to indemnify, defend, and hold Terragni Consulting (p) Ltd. harmless for any claims or actions based
on the Probe or any information contained therein, brought by the third party and/or any other party.

Copyright
All content included in this document, including the text, graphics, PDF files, links, logos, button icons, images, digital downloads, data compilations, and software is the property of Terragni Consulting
(p) Ltd. and is protected by India’s copyright laws. The compilation of all content in this document is the exclusive property of Terragni Consulting (p) Ltd. Logos used belong to the brands.
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ENGAGEMENT LEVELS ~ The Scale
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REVENUE IS
DIRECTLY
PROPORTIONAL TO — -

ENGAGEMENT I
LEVELS I ' I
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Note:

The account creation journey was taken at the behest of the insurance
company. In order to conduct the Terragni JUMP probe, we traversed
the same journey that an ordinary customer would take, however, in
the interests of the test, we completed it despite potential points
where customers may drop off.



Intended Outcome of the
Journey

Finding a suitable life insurance policy.



Exploring the Policies
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Learn v Plans v Support v Claim v Let’s Partner About Us Pay Premium 2
PP ) Public Disclosure & My Policy
Be informed Find products Get help Manage digitally Grow faster Know better Stay insured

_Term Prime
Small premium. Big cover.

Your age Life cover amount

@ Discount.on online
A
purchase® )

Eg. 30 years Eg. % 10,000,000

o

Save tax up to 246,800/
under Sec 80C

Do you consume tobacco? () Yes @ No

Not sure how much cover you need?
GET QUOTE )
Help me choose the right cover

7 Getall your premiums{l_qack
with Special Exit Value®)

Bait & Switch
All 3 main benefits have conditions applied to them

Expectation Bias

Customers get anchored with specific expectations which may
not be matched, leading to cognitive dissonance and
abandonment of the journey
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IMPACT

(@ Outcome Impact: The
customer will have to
assess each benefit, adding
to cognitive load and delay
in decision making.

@ Engagement Impact:
The customer
experiences cognitive
dissonance.

Disengaged
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=
Learn v Plans v Support v Claim v Let’'s Partner About Us Pay Premium
Public Disclosure &
Be informed Find products Get help Manage digitally Grow faster Know better Stay insured

Why iTerm Prime?
'/\] Secure your family even in your Comprehensive protection with iL Assured death benefit in case of
r(?‘% absence. riders available under this plan. = policyholder’s death.

Add-ons for additional security

Accidental Death Benefit Rider Critical lliness Rider

Gives lump sum benefit equal to rider sum assured in

Gives lump sum benefit and / or waiver of premium in case
case of death due to an accident

you are diagnosed with any of tg specified 36 critical

illnesses

Self-relevance

The add-ons which can be potentially useful for customer do
not stand out

Potential Opportunity Cost
Detracting from additional sales
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IMPACT

) Outcome Impact: It is
not clear which are the
specified illnesses or where
the user can find them.
This may lead to drop-offs.

% Engagement Impact:
The engagement is
ambiguous here. They
may procrastinate or
seek alternatives.

Inert

BUYER i BRAIN



Context

The customer moves on to the “contact us” page to seek clarification
on the policy. For a digitally native company, this detracts from the
usefulness of the website.



- LEérn v Flans v Support v Claim ~ Let’s Partner About Us Pay Premium public Disclosure Q
Be informed Find products Get help Manage digitally Grow faster Know better Stay insured
J* Customer Service
A_ we are committed to
Serve Deliver o Satisfy
@ At your service, Monday to @e On all the promises we make. (\\’ﬁ) Your satisfaction comes
Saturday, 9am to 7pm. Every time. above all.
Are you happy with our services? @
Yeslam! o5 ‘ ‘ Not quite 00
J A |
Adds cognitive load Empathy Gap
The 3 boxes are “nice-to-have” The emotional context of someone

information, not clickable

clicking on support is to find a solution
quickly, rather than view the

The options for support do not appear Philosophy of customer service
at the top of the page, requires scroll

to get to specific options
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IMPACT

() Outcome Impact: As
this is not clickable, it is
not clear which are the
specified illnesses or where
the user can find them.
This may lead to drop-offs.

%) Engagement Impact:
The customer may feel
that the company does
not care about them.

Inert
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Learn v Plans v Support v Claim v Let’s Partner About Us Pay Premium
Beinformed  Findproducts  Gethelp Managedigitally ~ Grow faster Knowbetter  Stayinsured

EY Ccontact Us

Have a query about our services or plans? [g

View FAQs

Still have queries?

Call our toll-free no.

1800-209-9090 Mon-Sat|19am-7pmIST

Public Disclosure ~ Q & My Policy

Features v Privacy Help Center Blog

Looks like you don't have WhatsApp installed!

WhatsApp Web

Download ¥

Mental Model Adds cognitive load
Inconsistent experience on
redirected to the chat, instead go laptop and phone.

Customers expect to be

to the WhatsApp download page
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IMPACT

() Outcome Impact:
Causes the customer to
click off the website if they
are using a laptop, they
have to restart the journey
on the phone.

%2> Engagement Impact:
The customer experiences
friction and cognitive
load. May lead to drop-
offs.

\\\\\\H ‘J{f//////
///
Disengaged

BUYER i BRAIN



Context

The customer seeks help from the chatbot available on the website.



Thinking of buying insurance & saving tax too? Check out our newly launched iTerm Prime
Learn v Plans v Support v Claim v Let’s Partner About Us Pay Premium
Be informed Find products Get help Manage digitally Grow faster Know better Stay insured

Life iTerm Prime

Small premiums. D o
Big cover.

< -
Tax savings.

L) Get all your premiums bach
with Special Exit Value™
Buy now

m

External Trigger
No options or queues are provided after
“‘welcome” regarding how to use the chatbot

This causes customers to use it based on their
needs. But the chatbot is programmed
differently, leading to cognitive dissonance

= TERRAGNI
A J consuLTinG

) I'm ALIA, how may I assist you today!

Welcome!

Tell me about special exit value

I'm trying to understand your query since
it seems a bit beyond my abilities. I'll need
a bit of help from you.

First, select one of the following option(s)
that is closest to your query §

Menu A

Type here...

the Human Engagement com;
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IMPACT

() Outcome Impact: The
customer does not find a
satisfying answer. This
further delays the decision-
making.

%2> Engagement Impact:
The customer experiences
cognitive dissonance.

Disengaged
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Claim v
Manage digitally

Learn v Plans v Support v
Be informed Find products Get help

g e e -

Small premiums.
Big cover.
Tax savings.

Buy now

| would like to...

Thinking of buying insurance & saving tax too? Check out our newly launched iTerm Prime

About Us

Know better

Let's Partner

Grow faster

Pay Premium

Stay insured

& 5% online purchase discount
& +5% for self-employed

1) Get all your premiums bac}
with Special Exit Value™

Hello! What would you like to do?

Lack of contextualisation adds cognitive load

Upon clicking on the menu, the prompt entered is
“Manage my policy”. This is confusing for someone in
the pre-purchase stage
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L % I'm ALIA, how may I assist you today!

0:47 AM

Manage My Policy

Alright, here is the menu option. You can
select or type your question.

Nominee Details Auto Debit Status

Policy Document Premium Due Details
Policy Details

Provisional Tax Receipt

Download Premium Receipts

Menu ~

Type here...
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IMPACT

() Outcome Impact: The
options do not cater to a
user who is in the pre-
purchase journey

A lack of contextual
information may cause the
user to drop off.

Disengaged
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Context

The customer then explore another policy.



Learn v
Be informed

Plans v Support v Claim v Let'sPartner  AboutUs Pay Premium
Find products Gethelp Manage digitally Grow faster Know better Stay insured

sorry-image

We're Sorry :(

You are currently not eligible for our Aegon Life Saral Jeevan
Bima Policy.

OK. GOTIT

Opportunity cost
This is a lost opportunity to recommend other
products and convert the customer.
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Public Disclosure & My Policy ’

IMPACT

() Outcome Impact:
With no additional
information, this prompt
causes the customer to
drop off.

Disengaged
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Learn v Plans v Support v Claim v Let’s Partner About Us Pay Premium
PP Y Public Disclosure & My Policy
Be informed Find products Get help Manage digitally Grow faster Know better Stay insure: d

Aegon Life iGuarantee Max Savings

Financial security
& guaranteed returns

My age I want to save .
Affordable premiums

24Yrs (31-10-1998) 260,000 : @ starting at ¥500/month

| can pay For the next

Yearly ~ 10 years v

D I declare to consciously bypass the recommended suitability analysis and purchase
the policy based on my independent assessment of the suitability of the product.

- >
B - & 4/ !
@ Risk free returns

:z‘g Y .‘». 3 i

Dark pattern

The “suitability analysis” is of importance, there should
be an option or nudge to assess that first. This
checkbox creates Ambiguity Effect and Anticipated
Regret. The customer may blame the company for an
il fit decision.
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IMPACT

() Outcome Impact: The
customer does not
whether to bypass the
suitability analysis,
therefore cannot click on
“see my returns’.

%2> Engagement Impact:
The customer
experiences cognitive
dissonance and anxiety.

Disengaged
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Learn v Plans v Support v Claim v Let's Partner About Us Pay Premium
PP Y Public Disclosure Q =3 Buy
Beinformed  Findproducts  Gethelp Manage digitally ~ Grow faster Know better Stay insured I M p E CT

Learn more about this plan
() Outcome Impact: The
customer may not do the
suitability analysis. At this
@ © & ® stf:\ge, the customer may
still purchase the policy,

‘ How It Works ‘ Downloads

How It Works

Verify your requirement ~ Choose the policy and Choose the premium Invest your premiumin . .
using our product PPT for your policy amount you wishtopay any of the 6 investment but It m Ig ht not be the
suitability calculator funds of your choice

right fit.

" Buy, manage, claim. Quick and hassle-free claim
@ No unwanted calls [:l Y 9 0\.

. p \\\\\\\ !///////
N 2

Perceived friction &
The layout of the vital information should be easy to //:
digest =
Dark pattern Inert
The “suitability analysis” option is a part of the application process but
appears further down the page. This should come at the top; in case
the user does not read the entire page.
R BUYER i BRAIN
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summary

Cognitive Dissonance: All the benefits of the policy have
conditions attached.

Cognitive Load: The conversation with the chatbot is not
intuitive and lacks appropriate options.

Perceived Friction: The customer does not know where to
access the list of illnesses.

Potential Opportunity Cost: If the customer is not eligible
for a certain policy, no prompt is provided to attempt and
Engagement re-engage the customer with another suitable policy.

Killers

Cognitive Dissonance/Dark Pattern: The website
prompts the customer to circumvent the “suitability
analysis”.

*Aadhar = Social Security Number

[
TERRAGNI

A [ coNsuLTING BUYER i BRAIN
the Human Engag

e © TERRAGNI CONSULTING (P) LTD PRIVATE AND CONFIDENTIAL



dipti@terragni.in

Thank You
+91 895 698 2b22
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www.terragni.in
www.buyerbrain.com
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