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Executive Summary

In 2013, Direct Line Group was a company in dire straits. Our ‘come direct’ approach had lost its
pulling power and the brand was perceived as ‘'outdated’ and ‘irrelevant’ by customers. As a result,
we were suffering a devastating year-on-year decline in revenue. Drastic changes would need to be
made if the company was to be pulled back from the brink. Our overall business objective was to
reverse the revenue decline by 2016. To do this we needed to:

*

L)

» Establish and reinforce new, differentiating brand values.

L)

< Increase brand awareness and consideration.

.0

» Increase brand connection and preference.

.0

» |Increase customer numbers and renewal rates.

But in order to begin tackling these objectives, we needed to understand customers’ needs, the
market context and the scope for a new, differentiated positioning for Direct Line. We therefore
conducted extensive consumer research, including:

% Attitudinal segmentation of insurance customers.
< Qualitative research to explore the needs of the core segments identified.

% In-depth market-mapping to assess the respective positioning of our competitors and
identify any gaps.

« Testing of new brand articulation ideas with consumers.

The findings revealed that, above all, consumers want an insurer that provides hassle-free solutions.
The insight highlighted an untapped gap in the insurance market for a brand that fixes things quickly
and easily — in short, a ‘fixer".

This seemingly simple, yet enlightening piece of insight became the touchpaper that sparked a
complete transformation of Direct Line’s brand values, strategy and product proposition and inspired
our hugely successful integrated marketing campaign, centered around the figure of ‘the fixer'.
Creative and innovative social media campaigns helped to reinforce our ‘fixer’ positioning and made
us the first insurance company to trend on Twitter!

The campaign was a resounding success, resulting in uplift across all brand metrics and giving us the
highest brand awareness in the sector. Above all, the campaign has helped to reverse our declining
revenue one year ahead of target.
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Introduction

This story is the perfect illustration of how customer insight can go far beyond just informing short-
term strategy within a company and can become a powerful, transformative catalyst, inspiring a top-
to-toe change in company philosophy and brand strategy in the long term. This is what happened

to us at Direct Line when revelatory insights highlighted unfulfilled customer needs and a glaring

gap in the market for us to capitalise on. This triggered an about-turn within the company and

the development of a new brand and product proposition, along with the launch of an innovative
integrated campaign, all of which have successfully reversed the catastrophic year-on year decline in
revenue that the company had been suffering for several years.

The challenge we faced

Like big hair, garish makeup and shoulder pads, Direct Line was at its heyday in the 80s. Reinventing
the insurance market with our ‘come direct’ proposition, we dominated market rankings.

Come the turn of the century, however, things had gone downhill. The prevalence of the price-
comparison website, luring customers with low costs and gimmicks, had stolen our market share.
Price was now priority, ‘direct’ had lost its meaning and, consequently, our brand was now deemed
outdated and irrelevant. By 2013, we'd endured years of consistently-dropping revenue and market
share.

The following year, we decided enough was enough. If we were to reverse the downward spiral in
company revenue, we would need to transform the Direct Line brand proposition.

Ambitious objectives

Our core business objective? Reverse the revenue decline by 2016. To do this, we needed to devise a
strategy to:

*

L)

L)

» Establish and reinforce new, differentiating brand values.

’0

* |ncrease brand awareness and consideration.

’0

» Increase brand connection and preference.

‘0

» |ncrease customer numbers and renewal rates.

In order to work out how to achieve all of the above, we needed first and foremost to understand
insurance consumers’ needs and demands, identify the potential gaps and opportunities within

the market and pinpoint the space that Direct Line could potentially fill within the increasingly
competitive landscape of the insurance market. Research and customer insight would be crucial to
Oour success.
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The role of research in addressing our challenges

In-depth research uncovered key insights and shed new light on our customers, our market and on
ourselves as a company.

In 2014 we undertook our largest and most influential consumer research exercise in our 30-year
history. The resulting insight proved revelatory, challenging our (and industry) assumptions about the
attitudes/needs of consumers and leading to a complete transformation of our brand proposition.

We embarked on four major research projects in order to pinpoint customers’ exact service needs
and identify how Direct Line could answer these needs in a unique and differentiated way:

Attitudinal segmentation

We undertook in-depth quantitative research to understand consumers’ emotional drivers and
motivations and how this impacts their insurance purchase. The exercise revealed that the majority
of people (>60% of the market) are ‘planned’ people, who know what they’re doing one day to the
next and need confidence that they’'ll be back in control, quickly, if something unexpected happens.
This approach not only enabled us to identify our core customer profile and target, it enabled us to
understand how we can adapt our service and proposition to meet their needs.

How we have segmented the market

“I feel vulnerable when | don't m “I want fo know where | stand”

have the information” When it comes fo insurance that

When it comes to insurance, that means knowing exactly what I'm
means keeping them informed and covered for

demonsirafing your knowledge and
expertise

“Embrace positive
challenges and eliminate
Life's the negative ones”
What You When it comes to insurance,
Make It that means faking it seriously
18% so they don't have to think
about it

VULNERABLE RESILIENT

Keep Nothing
Calm & Ventured
“I'm a worrier and | Carry On 15%
really wish | wasn't” . 157%
When it comes to insurance,
that means reassuring them “You just hope for the best.
and helping them through Don't worry
fhe whole process “We've learned to make sensible i about things you can't help”
decisions from pqst mistakes” When it comes to insurance, that
When it comes fo insurance, that meansll Means doing it quickly so they are

finding a brand they're confident will covered and then moving on to
deliver other things

DirectLi
:\ Group "

Stay Alert
20%
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Drilling down further to understand key consumer demands

We conducted x18 two-hour focus groups with our core segments (covering two broad demographic
groups: 40+, a mix of family and post family/empty nesters who own a house and car as well as a
sample of under 40s, pre-family who rent a house and own a car).

The sessions revealed that the fundamental issue that these consumers have with insurance is ‘hassle’.
Insurance is a service that should make life easier if something goes wrong, but actually can make life
more difficult, whether when making a claim or even just getting a quote.

Our insight also revealed some key overarching perceptions of the insurance industry as a whole:

+ Complex and bureaucratic: Nothing is simple, from legal jargon through to overblown
forms.

“ Unethical: The industry’s intent is to line their pockets, from aggressively turning down
claims to refusing to invest in better service.

“ Monolithic: Insurers hold all the power, making them feel belittled and disempowered.

In-depth market-mapping

We analysed the role of pricing and brand in buying behaviour and the current positioning of our
competitors in the market (via a total of 4,000 interviews looking at customers of Direct Line and

key competitors). The insights contradicted industry assumptions and revealed that while insurers

had been focusing on price or value/offering, no-one had focused on performance (e.g. keeping
promises). In short, the promise to put things right when they go wrong had been overlooked in the
market, despite this being a key consumer concern and motivator. It was clear there was a market gap
for an insurer that fixes things quickly and simply, without hassle.

Testing consumer response to new brand articulation ideas

Using the insights gained, we developed new brand articulation routes that might answer customer
demands and fill the gap in the market. We tested multiple brand articulations, including a new
differentiating proposition that centered on ‘fixing things and removing hassle’ and subsequent proof
points (such as replacing items within eight hours).

We conducted qualitative research via seven 90-minute test responses to three different brand
articulations.

The fixer/hassle-removal messaging/proof points generated a strong positive response, and
countered the negative perceptions of insurance (monolithic, complex, unethical) by giving people
back control and promising simple quick fixes.

To verify the above findings, we also tested the new brand articulation through quantitative research
(an online survey of a further 4,000 respondents).

The results were unequivocal: Testing showed substantial increases across all key brand metrics,
including a 5% increase in brand consideration and 3% increase in brand preference.

Direct Line, MediaCom and Unity - Marketing Society Excellence Awards 2016 5



From insight to action: Creative application of
the research

Development of a three-pronged transformation strategy

The research acted as a catalyst for a complete top-to-toe overhaul of Direct Line's branding,
product proposition and marketing campaign. In August 2014 we developed a three-pronged
transformation strategy on the basis of the research findings, which included:

7
0‘0

A new brand proposition: Bravely stepping away from our familiar red phone, we
introduced an eyebrow-raising new brand identity, personified by Pulp Fiction's Winston
Wolf — the ‘fixer’ — with the phrase, “I'm Winston Wolf, | fix problems”. Both character and
messaging featured across every consumer touch-point.

» The "fixer” angle was directly inspired by the insight that customers simply want
problems fixed quickly and with no hassle.

* The decision to personify the brand was also an active choice in response to the
mistrust of insurers highlighted by the research. With other insurers remaining faceless
or using gimmicky, non-human “spokespeople”’, we knew that embodying the brand
in the reassuring figure of the ‘fixer’ would help to build positive brand values and build
customer trust.

A unique service-led product: To cement ourselves as a ‘fixer’, we needed to go beyond
brand identity and deliver on our brand promise. We launched a series of bold promises
designed to make insurance as hassle-free as possible, such as essential items ready to
dispatch in eight hours, with the strapline “Can your insurance do that?” to reaffirm our
brand’s unique USP.

A creative and innovative integrated campaign sought to engage consumers outside of
renewal date by taking the fixer messaging beyond insurance and applying it to everyday
situations:

¢ High-profile TV ad campaign

e Cinema ad

e Print: Print ads, mirroring the imagery and language of the digital creatives, were placed
in national press, increasing familiarity and brand awareness. Eye-tracking technology

shows the ads delivered stand-out of 86% (vs norm of 72%) and an engagement of 3.4
seconds (vs norm of 2 seconds).

¢ Direct marketing: Email open rate showed an approx.5pp improvement from campaign
launch through to Nov-2014.

e Social: TV ads were supported by an innovative social-media strategy that reinforced
the ‘fixer’ proposition, via :

» YouTube: Monitoring the most-searched 'how to’ terms on YouTube/Google, our
team created fix videos based on this (e.g. videos of 'how to tie a tie’ or 'how to
iron a shirt’).

» Partnering with The Guardian to build ‘fixing’ credibility through a ‘Fixology’ blog
featuring famous subject experts (‘fixologists’), offering solutions to everyday
problems. Video/blog subjects were linked to our products.
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theguardian

A UK world spot football comment cultie economy  lfe fwshion  envimnment tech  money  trvel = all sections

FIXOLOG
\

Welcome to Fixology

home

Direct Line Fixology

Five tips for driving the _! .II How to buy vintage
kils 1o university for the horneware online and

. first time grab a bargain

Toptips Five ways to keep
your cat happy while
you're at work
- e , : :,.':.f. ;':,',I "I:: ..
Our Fixology blog

John Whaite's baking tips and food fixes - Video: George Clarke's tips on how to
Q&A report make your home more sustainable
Food fixologist and former Great British Bake Off winner John Whaite went online to Save water and energy by following Fixology's simple tips for a sustainable home

answer all of your baking questions

= PLAYUST | 1/ y- how to make your home

To drive interest and build credibility, we produced videos starring carefully-selected celebrity
‘fixologists’: household names that were specialists within our five pillars. For example, George
Clarke offered home-related advice, while John Whaite covered food. As well as videos, live
fixologist Q&As created real-time engagement with viewers.
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Using customer insight to extend the success of
our integrated ‘fixer’ campaign yet further

1) ‘#everydayfix’ campaign: Solving everyday emergencies

Encouraged by our Fixology campaign, we went further, forming ‘Everyday Emergencies’, a
revolutionary campaign that aimed to identify and resolve the day-to-day issues that cause the most
stress for people. To this end we conducted further research:

“ A survey of pet-hates in the UK: We surveyed the nation and discovered that the top pet-
hates were:

* Not being able to sleep (46%).
e Losing keys (37%).
« Being stuck in traffic whilst late (35%).

% Social experiment: Having obtained these results, we partnered with Goldsmiths University's
Psychology department to run a social experiment, which aimed to understand why these
everyday emergencies caused so much stress and how they affected different people. These
findings provided us with the perfect in-road to explore ways to fix these niggling dilemmas
as efficiently as possible, building up our credibility as a ‘fixer'.

We publicised our findings via an online video, press releases and radio interviews, gaining extensive
coverage.

\ - Lost Keys! Phone Battery Low! Run Out Of Toilet Paper!
@EXPRESS P T8 Do Everyday Emergencies Stress You Out?

mNEWS ELECTION SPORT COMMENT FINANCE TRAVEL ENTERTAINMENT LIFE& STYLE PICS VIDS

UK WORLD SHOWBIZ ROYAL NATURE POLITICS HISTORY WEIRD OBITUARIES SCOTLAND  SUNDAY
THE IMENCT OF EVERKDAY EMVERGENCIES

n® o Goldsmiths i2 media research

O/ —

K

Wester doctor in isiamic [ll Wanted: Busty Katie Price
State video is "sieazebair [l lookalike ‘who used huge
boobs as....

S AR Tavelodge

We all just love to worry about um70
silly little things s OFF
y & !”fi\)? > & home detor
BRITAIN is a nation of wormiers who get stressed over ‘minor emergencies” daily. (RN e

researchers revealed yesterday

By TOM MORGAN

[SHARE { [TWEET |3 =] < B -

Svervday eme s ke loching voursof ot f theca osing a mpertant.
document oryour phone battery dring - have the potential tosexd ts into 3

Everyday emer gancies can be very stressfil for some people and mon-svents for

ar i G A G You Are Peeling Oranges Wrong

Guick Read | Comments

St vehrvis it that litle, unfor sseen mishaps have fhe power to cause some ofus such &
Targe amount of stress?

SUGGESTED FOR YQU

Is This The Most Sarcastic
Resignation Note Ever?

T ary vrra ok

And The Award For Most 'Reckless’
Advert In The World Goes To...

Shutkersacs | ol

According to psyebologists at Goldsmiths, how yourespand toan sveryday emergency

depends on whether you are prone to a type of thought they call feareasting’, I'm A Feminist But Here's Why | Don't
Agree With The New #NoThighGap
run fhrough all of the worst Movement

“The term fearcasting was developad o sxplain how
case scenarios in your head when an sveryday
vour fears " explains Fresman to Huf?

v strikes — you are forecasting -
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Problem-solving packages

The research findings were also used to create our ‘#everydayfix' social media campaign in order to
further cement our ‘fixer’ brand positioning.

Our social media team identified Twitter users who were facing everyday problems every Monday
morning — like forgotten lunch, sunscreen, etc. — and solved these problems with either real or virtual
fixes. We deliberately targeted media professionals for our fixes, as we knew that these people would
be the most likely to share the results with the general public.

-

O NS A S Twests - 41
[l Yestardays #titesirke was anighimanm but got this Sawarycay T bax rom e
&= i o
. &454 Oh my god!! Thank you @0ireciLine_UK for

delivering whita jeans & being my savior in
the rain! #averydayfix
=
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The public’s reaction

The campaign reached its peak during the July London tube strikes, when the team responded to
online activity to rescue stranded commuters (e.g. sending out refreshment packs). From the first
response it quickly gained traction, gathering a phenomenal amount of impressions (nearly 700,000)
in 24 hours, featuring in the Mail Online and achieving marketing-industry kudos.

Mac Agency sagency
- Great #PR campaign by ¢ dlram ine_uk! #everydaylixnttp://ow.ly/PoiHZ

MailOnline

Ruth Webb eWeob - 42r
m | know it was a PR campa\gn But sounds like a good onal freverydayfix
dailymall.co.uk/newis/articie-3.

View summary

Cartwright Comms righte
c We're loving the @clrectline u CVEWde what a brilliant campaign!
owly/PoiHZ
Vew summary
Cerub PR 51C2ruboR

@ Great PR campaign fmm DirectLine_UK - brilliant on so many leveis!
dailymail.co.uk/news/article-3... #PR #campaign
View summary

a5 Pum

pliim  This is a great 4PA campaign from @DirectLine_UK If only we had moaned
=== about the lack of doughnuts this week. dailym.ai/1 TnZ038

View summary

/7 The Market Creative @ temarkeic - 3h
Wi cCirecting UK responds to disgruntied Twitter users with some amazing froe
mm dailym.al/t TnZ02B

Having a bad day? Why not tweet about it -
many did and got free suncream, jeans and
other goodi hanks to a PR ign

+ Direct Line to disgs Twitter users' ints with gifts
+ Workers recoived shoes, aftersun and stress relief packages from firm
The company sought out those in need by following Tube strike hashtag
Fitness First is offering free showers to anyone who walked or ran to
work

+ Woere you given any gifts? Email jennifer.smith@mailonline.co.uk

By JENNIFER SMITH FOR MAILONLINE
PUBLISHED: 15:40, 9 July 2015 | UPDATED: 16:56, 9 July 2015

OE| =517 B
shares comaSl

It was supposed to be & day of drudgery with millions facing lengthy commutes on Crowded

buses and packed cycie lanes.

But the Tube strike hasn't been all bad. with some Londoners even benefitng from the

chaos with free gits.

Insurance firm Direct Line has set about fixing’ commuters’ ravel-related problems by

sending them siress-relief packages completa with deodorant, scented sprays and botted

veater.

q Sanna Gale £ -2 Follow

Thank you so much @DirectLine_UK for my
delicious Krispy Kremes! Monday is looking
up! £ everydaynx

WAIRING 10 WOIK 1N e nOLsuT

Emma Leeds was given a pair of jeans from Topshop after complaining on the micro-
biogging site

Meanwnie Gemma Knight was given a care package inciuding a bottie of water, deodorant
and revitalising spray after complaining about her joumey this moming

Launched @ manth ago, the programme will seek out those they believe are in need of a fix
anline for a few days yet,

While it is paying for each of the products a
spokesman refused 1o reveal now much had
been spent answenng people's woes.

We set up the programme for everyday
amergencies and today we saw the absowte
drama people were having 5o we wanted fo
heip out

We know now stressful

everyday emergences can be - those litie
things you don't plan. So we'e extending
our role as fixers to take care of the lite
things which can sometimes ip you over the
edge.’

The team had aiready defivered around 50
@fts on Thwrsday aftermoon, with dozens
sent out in previous weeks.

‘We're just looking out for what people are
saying, really istening to them. No one is
tweeting us, or they weren't in the

begnning.

When we hear someone complaining we'll
help siraight away - it doesn’t really work
two days later because you'e out of ihe
panic stage by then

Today we're just doing the fube strikes but going forward we'l listen out for everyday
emergencies as people complain about them,' she a

Other companies to have offered commuters
specal offers loday include breakfast i

company Beivita which offered workers free | Email jen.smith@mailonline.co.uk or
ndes in Tuk Tuks with complimentary call 02036150193

snacks.

Another woman was given some shoes
after breaking hers as she was on her
way to work eariler this weel

( everyaayrin

View phote

’ Light Switch PR @LightSwitchPR - Jul 9 ; :
- Great PR campaign from @DirectLine_ UK M
]
€1S Mmadke NISstory, ain.
Press tweets tweeted @inthepress
Daily Mail: Direct Line responds to Twitter users having a bad day with free
gifts - Daily Mail: Daily MailDir... bit.ly/1UFSir3

‘.“, Direct Line

Directline_UK

25 - Follow

Worried about the #tubestrike? This map will
help you walk it. Look out for #everydayfix.
bit.ly/1fojpWr

#everydayfix

(s

direct line

7w BENEA®sBA

To capitalise on its success, we repeated the campaign for the second London tube strike in August,
adding a small amount of paid media on Twitter to maximise activity. Results outstripped our initial
efforts, with almost triple the amount of activity and engagement and a 57% increase in impressions.
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2) #directfix campaign: A ‘hands-on’ approach to fixing problems

Blazing a hugely successful trail, we then decided to take things further. As we became aware that the

#everydayfix campaign was moving into something bigger, we changed it to #directfix to expand our

fixing abilities. This involved:

% Creating our own ‘street team’ that would take to the road and hand-deliver fix boxes across
the country (see below), enabling us to massively increase our scope, e.g. targeting an entire
office rather than just one office worker.

« Expanding our range of Fixer articles online.

« Positioning ourselves at high-profile events such as festivals, where attendees tweeted us in
need of wellies and ponchos.

How the #directfix process works

£ @ Paula Smedley - galimauiry - 2 Sep 2015
@DirectLine_UK Help! Glasses have broken and I'm down to very old and blurry

back ups. Any chance of a #directfix?

P ro b le m m Charlotte McGormack @ CharlAmceormack - Sep 29

nightmare start to the morning...handle of my favourite handbag
H - < snapped = contents spilled all over the street and under cars
Identlﬁed--- #goodtimes

9:49 AM - 29 Sep 2015 - Details 2. Direct Line 2 Follow
dmeities  @DiractLine_UK

‘ . @_gallimaufry that's no good Paula. Our

A R " #directfix team would love to help - can you
leply to @CharlAmecormac
DM us your address?
_e Direct Line @DirectLine_UK - Sep 29 “ERTAepEtE

" @CharlAmccormack that's really upsetting Charlotte. Perhaps our #directfix
team can help?

4 3 v .8 ¢ Q Paula Smedley © alimairy - 2 Sep 2015
@birectLine_UK Thanks!! You guys are lifesavers - possibly literally!! Have sent a

DM and will keep a b .
m Charlotte McGormack @CharlAmccormack - Sep 29 andiwilkeep a by eye out
@DirectLine_UK really???!! that would be great!

+ t3

P b l Charlotte McCormack @CharlAmccormack - Sep 29 e Paula Smedley - Follow
ro e I l . @DirectLine_UK amazing! If only | had #directfix everyday! X gallimautr
@DirectLine_UK thanks for the #directfix

=
ﬁ xed ' Direct Line @Direatline_ UK

- @CharlAmccormack our #directfix team was sad to hear about your #icanseec! eaﬂy now

dilemma this morning, so glad they could help. We're fixers, it's what we do

“« 3 v vee
Charlotte McCormack @ CharlAmccormack - Sep 29
Can't believe @DirectLine_UK has just delivered me a new handbag.
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L

Our new #directfix street team took to the
road in branded land rovers and boiler suits.

ﬂ. Direct Line ¥ +2 Follow
) DirectLine_UK

Calling all Bestival-goers, watch out for our

#directfix team on your way down. They'll be

in Portsmouth tomorrow

direct line
ARIARIAS ==
#directfix

- ; a5 B et
2 24 ERBHESRP-

1:54 PM - 9 Sep 2015
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3) #merryfixmas: Fixing Christmas 2015

Working with MediaCom, our most-recent phase of the campaign has seen us seize upon seasonality
for '‘#merryfixmas'. Festive fixes involved us sending out advent calendars, replacement Christmas
tree lights and popular toys that had sold out in stores.

MediaCom facilitated a Twitter Promoted Trend on the launch day of #merryfixmas, delivering

20.4m trend impressions on launch day and an engagement rate of 4.1%, both above Twitter's own
benchmarks.

] ==

?EE

WL, Direct Line tr -2 Fellow . DI'""’"L’;"""f'I £r - Follow
Wow - the team has been busy The team helped spread Xmas
this week. They're in Leeds today so wave if cheer to this lady yesterday, with her own
you see them special fix
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We also produced our own take on the ‘Christmas jumper’, in an attempt to fix cars which weren't
working due to the winter weather; this tweet delivered an engagement rate of circa 24% (an
extraordinary feat for an insurance brand).

The #merryfixmas campaign came to a triumphant end on Christmas Day 2015, with paid media used
to distribute the content to targeted favourable communities and a wider audience. This time we
collaborated with Saatchi & Saatchi to form another creative element, which saw our team making
‘turkey-mergency’ deliveries up and down the country. With 5,000 visitors to our ‘turkey-mergency’
service website and over 300 registrations, this ‘one day only’ service was an instant hit.

[ Jimmy Chua (jimst ec :
rm ro T
i 1 DirectLine_UK thanks for saving Christmas lunch! Turkey delivered! Burnt the turkey? Fear not, insurer promises -y
! ; . a cooked replacement sent to your door st

within just a few hours
*Portfolic +Forums  »Guides

» Direct Line's Turkey-mergency gimmick offers to replace a ruined dinner vSavings  +Deals »Calculators
» Same-day replacement service will see a cooked Turkey at your door rates.

» But it only operates within a threa-mile radius of south London kitchen

» Those who think they may wreck dinmer must sign up in advance

2 All A Share prices

B WAYS TO SLASH YOUR BILLS

By LAURA WHITCOMBE FOR THISISMONEY.CO.UK w Home insurance | Electricity & gas
PUBLISHED: 1£:33, 14 December 2015 | UPDATED: 18:36, 14 December 2015

EmOEE=E20e % ;& U

linsurance

If disaster strikes the cenire piece of your Christmas Day feast, 2 leading insurer is
promising to repiace your turkey on the spot.

The world's first ‘turkay insurance’ policy from Direct Line offers homa chefs protection
against & ruined bird — for free.

In what sounds Ilhe an early Mﬂl Fod 5 joke, the so-called twrkey-margancy’ senica will
red &

Travel insurance

E Direct Line t mammked dry, burnt or inedible on Chrisimas Szr;ca sralic ek nd
" Ruined Chrlstmas turkey’? No problem. Serall down for video

Credit cards Loans

Direct Line's Christmas turkey-mergency
service is here to fix it #merryfixmas

&- Direct Line

ihow The fa
This is Money

The famous Christmas di... 1:00:00
The great savings scandal,., 53:31
Will your pension be enou,..  2:49

The no-brainer savings de,,, 53:03

Turkey delivery: Direct Line will come to the lsm:u of south Londoners suffering .;;B
culinary calamities ;.

The insurer is offering the gimmick of & helping hand - or wing, thigh and breast - after
conducting a national survey that revealed some 23 per cant of Britons claimed their biggest FIND CHEAPEST GAS & ELECTRIC
Chnistmas worry was turkey issues on December 25. Enter your pestcode: RN AN
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Results

Immediate impact

Immediately following our Fixology and #everydayfix campaigns, we saw uplift across key brand
statements and an increase in brand awareness:

Which of the following do you think apply to Direct Line?

4%
35%
30%
25% B Pre September 2014
200
15%
108
5% B Post February 2015
0% (recalled)
o \
.;\ 1,. & 4 \ \ ‘0 o
{:p g 4 {;@b -@!'d‘ Gt;b- ‘\l“é} g'?‘& \__.g?b \*_-;.? ﬁ_}? LO";Q'
wd ~q'5t‘ P 5 % “ ¢ & o
£ i Al W ..;"'l
& ¥
B &
o
(}0
“Which, if any, of the following insurance brands have you heard of?”
100%
90%
80%
T0%%
Bl
50%
A% '
_— o _
2 e o oy & ] A -
o ﬁb & W ﬁ*ﬁ A EE,:. {@:\‘b ﬁﬁﬁ iﬁ* H,ga:. W {{{b vE’B o _‘hf_;:- @% Lﬂqﬂf ey ,&Q
.@d- {F ) ¢b ‘?S‘.‘r ,{:{1 \_53‘ G,\q, ﬁ:;h 0 xe:'f’h @ q’* Q.gp
o 9 i W =L o 4'-;‘31
o®
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Sustained, long-term impact

Our insight and resulting campaign has seen us reinforce our fixing credentials, with increases across

key brand statements having been sustained in the long term:

Which of the following do you think apply to Direct Line?
Percentage increase in customer perceptions before and after the campaign

H Reboot (Aug-14) M Post-Reboot (Oct-Dec 2015)

o,
33% - 32%
23'/.

Get things sorted when They take care of your Easy to deal with Allows you to bein Offers good value for
you need them to insurance so you can control money
get on with your life

STRICTLY
CONFIDENTIAL

We have also sustained the increase in brand preference:

Increase in brand preference
Before vs after the campaign

W Pre-Reboot (Apr-June 2014) M Post-Reboot (Oct-Dec 2015)

This graph shows the number of people who said they would prefer to use Direct
Line if all the prices for all companies were equal. Since Reboot, preference for
Direct Line motor insurance is now 3 percentage points higher and preference for
Direct Line home insurance is 5 percentage points higher.

Brand preference - motor Brand preference - home

STRICTLY
CONFIDENTIAL
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Supporting business growth

Achieving the business objective: After steep year-on-year drops in customers and premiums, the
campaign has achieved our overriding objective of reversing the decline in revenue — one year ahead
of target:

Motor and Home Premium Revenue

10%

This graph demonstrates a clear reverse in premium
revenue decline since the campaign launched in 2014 - up to
-0.3% in December 2015 vs. alow of -18% in January 2013.

5%

0%

-5%

-10%

-15%

-20%
2011 2012 2013 2014 2015

Motor and Home Gross Accepted Premium

2,388 words
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