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Introduction
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The key objectives of this research were to test three remedies that have been 

identified by the CMA, as follows:

1. Remedy 4B: How to explain to consumers the costs and benefits of No Claims 

Bonus (NCB) Protection when purchasing their motor insurance policy. 

2. Remedy A: How to inform customers of their legal and contractual rights 

following an accident. This would cover information given in their policy 

documentation and information given at FNOL (First Notification of Loss), which 

would typically be by telephone call.

3. Remedy 1F: How best to ask questions at FNOL to claimants who are not at 

fault in an accident regarding their need for a replacement vehicle (mitigation 

questions.) 

Background and objectives
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Method and sample

Research took place in Sheffield, Bristol, Coventry and London between 15th and 

28th May 2014

Important to note:

• For most, the information shown 

during the research was brand new, 

and not something they had 

previously considered.

• None had proactively looked for this 

type of information in day-to-day life

• This meant that the research had a 

cumulative effect, and encouraged 

participants to engage in a topic 

they previously had not considered 

 resultantly, stimulus shown was 

analysed in much more detail than 

would be expected in day-to-day 

life.
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Key Findings



Client logo
[delete the right line 

and the grey box if 

not required]

© GfK 2014 |CMA PMI Remedies | June 2014 7

Key findings: Remedy 4B

• NCB has a high assumed value making NCBP attractive for those with a high 

number of NCB years.

• NCBP is not a key factor or point of differentiation when purchasing an 

insurance policy.

• Current NCBP purchase decision making is based on either a desire for 

peace of mind or rejection of an additional cost.

• Current NCBP purchase decision making is not an informed decision – many 

with NCBP assume it is unlimited protection.

• There is a desire for NCBP to be shown as an add-on product with a stand-

alone price.

• There is limited desire to see the financial value of NCB as consumers are 

unlikely to use this to choose their policy (although some would like the 

option).

• However, consumers are keen to have an understanding of the general value 

of NCB and therefore are positive towards seeing % values by year.

• Overall there is a strong desire for greater NCBP product information and 

detail including the impact of number of at fault/ not at fault claims on both 

NCB and premium.
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Key findings: Remedy A

• There is little awareness of legal rights and entitlements. Consumers turn to 

their insurer following an MVA to seek confirmation about entitlements under 

the terms of their individual policy.

• FNOL is the ideal time to provide this information

o Consumers do want to receive information at FNOL. Main interest is in 

their entitlements.

o A long script or lengthy document might encourage them to ‘switch off’ –

key points preferred.

o Desire for brief, key facts, with optional detail.

• Remedy A documentation is likely to have limited impact

o Likely to be filed unread, along with policy documents.

o Legalistic, official tone suggests it is a legal requirement for the insurer, 

rather than something to support the customer.

• Importance of this information is not well understood

o Currently, there is little motivation to attend closely to legal entitlements, 

as insurers are trusted to provide all required information.

o Wider awareness-raising may be required.
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Key findings: Remedy 1F

• Overall there is mixed awareness of entitlement to a temporary replacement 

vehicle often clouded by whether people included ‘courtesy car’ as part of 

their policy.

• The mitigation questions are considered easy to understand but suggest to 

consumers that the insurance company aims to avoid providing a temporary 

replacement vehicle.

• There are concerns regarding questions that ask about temporary repairs 

and roadworthiness of the vehicle with consumers feeling unable to 

confidently answer these.

• Consumers are unsure why they are asked if they have already received an 

offer of a temporary replacement vehicle.

• The question asking about family vehicle availability is considered intrusive 

and met with a negative response.

• Overall consumers feel that the similar temporary replacement vehicle 

question works well in assessing their needs for a vehicle that enables you to 

carry out required activities during the time you have the vehicle.

• There are some questions regarding how long you are entitled to a 

temporary replacement vehicle.
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Main Findings

Please note that stimulus shown to participants throughout the 

research is referred to and provided in the appendix.
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Setting the context
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Mind sets and circumstances

Attitudes towards insurance driven by a range of mind sets and circumstances…
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Relationship with insurer

For many there is a ‘parent’, ‘child’ relationship with insurers
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Policy purchase

Overall low awareness of and engagement with intricacies of insurance policy

Purchase is often cost-driven:

• Low awareness of how car insurance is calculated

• Tick box approach means people have limited engagement in policy specifics

• Low awareness of how different claims impact on premium

• Policy documents are briefly scanned and filed

• Most double check for coverage

• Key facts sheet received if use a broker
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Policy/ insurance language

Overall there is a desire for simple and clear language and information

Jargon-free

Avoid the need for 

complex 

calculations

Personalised to 

you/ your policy

• Plain English/ avoid unfamiliar terms

• E.g. ‘premium’; ‘NCB discount’; ‘excess’; claims 

management company’; ‘split-liability’.

• Avoid abbreviations

• Reflect that people are not familiar with interrogating 

these figures

• Show information relevant to you/ your policy 

• Avoid navigating information that is not relevant

Transparent
• Avoid vague terms e.g. ‘may’; ‘typical’; ‘reasonable’; 

‘claim’.
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Remedy 4B

No Claims Bonus & No Claims Bonus Protection
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No Claims Bonus (NCB)

(Stimulus 1)

NCB has an assumed high value and considered very important

NCB…

is aspirational

is valuable because it takes a long time to build up

is worth safeguarding by not 

claiming for ‘small bumps’

saves you money

is something to be proud of
is not affected if 

you have a MVA 

and are not at fault

• What is the real financial value?

o A couple thought they knew a % figure

o Not thought about this before but then query whether different 

insurers offer different discounts or if there is an industry standard

• Surprised that it caps at 9 years

• What role does NCB play in determining your premium (e.g. vs. other 

factors such as post code)?

shows you are a low risk driver
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No Claims Bonus Protection (NCBP)

(Stimulus 2)

NCBP is not a key factor/ point of differentiation when purchasing policy

• Most had heard of it and either elected to take it (peace of mind to cover a valuable asset) 

or dismissed it (focussing on final cost of policy or generally sceptical towards add-ons)

• Limited knowledge about how it works

• Do not know the cost of the protection

• Assume unlimited protection

• A few know there is a limit on number of claims but unsure/ confused about how 

many/ what type of claim (e.g. at fault and not at fault)

• A couple of queries about whether having NCBP reduces your premium the following year

High appeal Low appeal

Many years NCB Younger drivers/ low years NCB

Key driver is costRisk averse
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Remedy 4B

Overall NCBP is seen as an ‘add-on’ and consumers want it to be presented in 

that way

Show the individual 

price of adding NCBP 

to your policy

Limited desire to use 

NCBP/ NCB value as 

point of differentiation 

between insurers

• Currently sold as part of insurance package

• NCBP not treated as an individual add-on drives:

• No understanding of its’ cost

• Limited understanding of product features

• Would like option to see value of NCB discount 

(very few make financial calculations weighing up 

value of NCB and cost of NCBP)

• General idea of % value per NCB year is more 

useful 

Clarify product 

features

• Impact of at fault/ not at fault claims on NCB and 

premium

• Number of claims covered by NCBP
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Remedy 4B: PCW  information (1)

(Stimulus 3 and 4)

All participants were shown the following tables:
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Remedy 4B: PCW  information (2)

(Stimulus 3)

Additional information in this format causes confusion

Would like to 

see NCBP 

shown as an 

add-on with a 

price

• This information is confusing

• Columns are not in a logical order

• Unsure if NCB has been deducted

• Does not help decide which policy to purchase 

(look at first column)

Could show 

NCB discount 

as a 

deducted 

amount by 

clicking on 

annual 

premium

Premium is 

not a term 

widely 

understood.

‘Final cost’ is 

preferred



Client logo
[delete the right line 

and the grey box if 

not required]

© GfK 2014 |CMA PMI Remedies | June 2014 22

Remedy 4B: PCW  information (3)

(Stimulus 4)

Where understood, this information is used to calculate cost of NCBP –

preference for this to be shown as a standalone figure

Regardless of where 

NCBP is shown there 

is strong desire for a 

‘?’ button to provide 

product feature 

information

Could be made clearer by saying 

‘with’ and ‘without’ NCBP

Unsure if this 

figure has 

already been 

deducted
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Remedy 4B: Insurer/ broker information (1)

(Stimulus 5, 6 and 7)

All participants were shown the following tables:
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Remedy 4B: Insurer/ broker information (2)

(Stimulus 5)

Whilst often difficult to comprehend, this information is useful in understanding the 

product features  there is a strong desire for this detail

Challenges existing 

assumption that 

protection is 

unlimited

Clarifies queries 

regarding impact of 

number of claims 

made

Lacks detail 

regarding what a 

‘claim’ is/ impact of 

at fault and not at 

fault MVAs

Would need to be 

shown alongside 

cost of NCBP

Unclear whether 

reduced to one 

year or reducing 

by one year

Some would prefer drop 

down box to show only 

rows relevant to your 

NCB years

Overall confusing – colour coding 

could improve clarity
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Remedy 4B: Insurer/ broker information (3)

(Stimulus 6)

Very positive response to this table – clear and easy to relate to

Clear and easy to 

understand way of 

gauging value of NCB 

– is helpful in deciding 

whether to purchase 

NCBP

‘Typical’ can cause some confusion 

(though most did not notice this until 

prompted)

• What does this mean for me?  

Will my NCB be ‘typical’?

• Is this the average across 

insurers – so will some insurers 

be different?

• Or is this an average within the 

one insurer – and if so how 

much of a difference is there 

across insurers?

BUT still strongly liked as a general 

way to understand the value of 

NCB/ NCBP
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Remedy 4B: Insurer/ broker information (4)

(Stimulus 7)

There is value in showing both sets of information together – but in isolation this is 

confusing

Prefer to see both sets of 

information separately

Small number would prefer to see the % lost e.g. one year = 

30% lost.  Whilst there is a desire to see this loss as a 

financial £figure, some recognise that this would be difficult to 

do as would be based on future premium calculation.

However – the research suggests that this level of detail is 

likely to cause confusion
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Remedy 4B: NCBP statements (1)

(Stimulus 8 and 9)

All participants were shown the following statements:
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Remedy 4B: NCBP statements (2)

(Stimulus 8)

Most were shocked by this statement driving deep cynicism towards insurance 

companies and NCBP

Reactions…
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Remedy 4B: NCBP statements (3)

(Stimulus 8)

Most felt it was unfair for your premium to be affected when not at fault

Do not expect premium increase for not at fault MVAs

Use of words ‘may’ are seen as deliberately vague

Reinforces perceptions that it is best not to report bumps to insurance 

company/ not to make a claim where possible

Some confusion between impact on NCB and premium – some 

reflected that you would not expect NCBP to protect your premium
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Remedy 4B: NCBP statements (4)

(Stimulus 9)

Expectation that an at fault MVA will increase your premium but lack of clarity 

regarding whether NCBP is dependent on at fault/ not at fault status

Those who take 

NCBP at face 

value assume 

unlimited 

protection

Use of the word 

‘may’ is again 

considered 

deliberately 

vague

Overall, it is agreed that these statements are very important and must be 

clearly provided to consumers.  For many, these statements changed how 

they felt about NCBP.
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Remedy 4B: Recommendations

• Do not include NCB (as a standalone cost or before/ after cost) as a 

breakdown column on PCW

• Provide breakdown as optional information if you click on/ hover over annual 

premium and clarify that the NCB has already been deducted.

• Show NCBP as an add-on (not a before/ after cost).

• Show the standalone cost of NCBP.

• Provide more information about NCBP through a ‘?’ or ‘more information’ 

button to include impact of having NCBP on number of not at fault/ at fault 

claims on NCB and premium.  

• When showing impact of NCBP on NCB make it clear that the information 

shows that you will be reduced to ‘x years’ (not reducing by ‘x years’).

• Provide table detailing % discount by NCB years. Provide this information in 

a separate table to keep it clear and simple.

• Avoid the term ‘premium’ or explain what this means.

• Avoid vague terms ‘may’ or ‘typical’ unless there is an accompanying 

explanation.
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Remedy A

FNOL telephone and written documentation
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Awareness of legal entitlements

Uncertainty surrounding legal rights following an MVA:

Following an MVA…

• Some limited awareness of basic principle that you must be put back 

into the position you were in before an accident.

Key questions:

What is the relevant 

procedure: what are 

my responsibilities?

What will my 

insurance policy 

cover? 

Insurer or broker contacted by 

phone, to seek clarification and 

reassurance about entitlements 

relevant to their policy.

Desire for a hassle free 

resolution, and to 

minimise impact on future cost

of insurance premium. 

Unlikely to consult written 

policy documents.
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Remedy A: FNOL telephone (1)

(Stimulus 10)

The following script was read out to all participants:
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Remedy A: FNOL telephone (2)

(Stimulus 10)

The script was generally thought to be longwinded, and too much to take in after 

an accident      likely to switch off. 

Some were not previously 

aware of their responsibility to 

report an accident.

Likely to get ‘lost’ when listening 

to long sentences.
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Remedy A: FNOL telephone script (3)

(Stimulus 10)

Information 

surrounding options 

for who should 

handle the claim is 

not easily understood 

- assumption that 

your own insurer will 

handle the claim.

Information 

about 

entitlements is 

of most interest. 

Reassuring.

Timing of the information at FNOL is right, but 

there is a high likelihood of switch-off. Timing 

and channel are crucial to ensure that the 

information is highlighted as important, and 

worth attending to.

Prefer to have summary of this information at 

FNOL, then detail later – e.g. via email or text.
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Remedy A: documentation

(Stimulus 11)

All participants were shown the 5-page document

Language:

Generally clear and comprehensible, although 

contains some jargon.

Tone:

Legalistic, official tone suggests it is a legal 

requirement for the insurer, rather than 

something to support the customer. 

Content:

Somewhat longwinded, but provides some 

reassurance. Generic. Would it apply to  every 

policy? Preference for shorter, key facts list.

Format:

Mixed preferences: many like to see this in 

writing, as it can be filed with policy 

documents. Others prefer phone.

Impact:

Although reasonably clear, this is unlikely to 

be read without its relevance being clearly 

highlighted. 
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Remedy A: Recommendations

• A clear call to action should be provided, to ensure that people attend to the 

information in remedy A:

• Highlight the relevance of the information to the consumer

• An independent channel would help to avoid switch-off 

• Immediately following an accident is seen as the appropriate time to provide 

this information:

• Information must therefore be brief, clear and easy to digest, even in the 

aftermath of an accident

• More detail later, around 24 hours after the accident

• Information provided alongside the policy is unlikely to be read

• Preferences vary for the ideal format:

• Brief, key facts are preferred to a lengthy document

• Verbal delivery preferred by others, avoiding a jargon-heavy ‘standard 

spiel’ which causes switch-off

• A two-stage process could include both formats

• General awareness-raising is required to promote the idea of legal 

entitlements separate from individual insurer policy

• Awareness campaign and culture change
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Remedy 1F

Mitigation questions
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Overall confusion over whether you needed to tick ‘yes’ to courtesy car when you 

purchased policy

Remedy 1F (1)

Mixed awareness of entitlement to temporary replacement vehicle when not at 

fault

If ticked ‘yes’ to courtesy car assume you are entitled

If did not tick ‘yes’ then unsure/ most likely to assume not 

entitled

Some reflect that if not at fault 

and fully comp then should be 

entitled – but often not a top of 

mind assumption

Many noted that they would 

expect the insurer to tell them 

or would ask insurer if they 

thought about it and were 

unsure
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Remedy 1F (2)

(Stimulus 12)

Many felt that the mitigation questions were a way of insurance companies 

avoiding providing people with a temporary replacement vehicle

Language considered easy to read and clear

• Not confident in answering 

these questions

• Could result in driving unsafe 

vehicle

• Unsure why this is being 

asked – considered a 

‘redundant’ question

• Considered intrusive and 

irrelevant

• Most had a negative reaction 

to this question
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Remedy 1F (3)

(Stimulus 12)

Expectation that replacement vehicle will be fit for purpose/ enable you to carry 

out required activities during the time you have it

Agreed that this question asks the right questions

Key considerations are:

• Number of passengers

• Boot capacity (buggy, wheelchair)

• Spec (e.g. driving in country lanes or 

automatic drive)

• Ability to drive confidently

• Comparable fuel costs

Some queries about how long you are 

entitled to have the vehicle  desire 

greater clarification
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Remedy 1F: Recommendations

• Clarify that people are entitled to a temporary replacement vehicle when not 

at fault (see Remedy A).

• Questions to re-consider:

• Do not assume that consumers are able to/ feel confident in assessing 

the roadworthiness of their vehicle.

• If including a question about the offer of a replacement vehicle from the 

other insurer – make it clear why this question is being asked.

• Avoid asking people about family vehicle availability.

• Final question (similar replacement vehicle) works well.  Additional prompts 

that could be used to determine appropriate vehicle include:

• Number of passengers

• Boot capacity

• Type of journeys/ roads used

• Provide clarification regarding how long you are entitled to keep the 

temporary replacement vehicle.
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Appendix

Stimulus shown to participants during the 

research
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Remedy 4B: Stimulus 1

Description of NCB
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Remedy 4B: Stimulus 2

Description of NCBP



Client logo
[delete the right line 

and the grey box if 

not required]

© GfK 2014 |CMA PMI Remedies | June 2014 47

Remedy 4B: Stimulus 3

PCW information (grey columns)
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Remedy 4B: Stimulus 4

PCW information (grey columns)
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Remedy 4B: Stimulus 5

Insurer/ broker information
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Remedy 4B: Stimulus 6

Insurer/ broker information
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Remedy 4B: Stimulus 7

Insurer/ broker information
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Remedy 4B: Stimulus 8

NCBP statement
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Remedy 4B: Stimulus 9

NCBP statement
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Remedy A: Stimulus 10

FNOL telephone script
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Remedy A: Stimulus 11

Statement of consumer rights – pages 1 & 2
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Remedy A: Stimulus 11

Statement of consumer rights – pages 3 & 4
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Remedy A: Stimulus 11

Statement of consumer rights – page 5



Client logo
[delete the right line 

and the grey box if 

not required]

© GfK 2014 |CMA PMI Remedies | June 2014 58

Remedy 1F: Stimulus 12

Temporary replacement vehicle mitigation 

questions
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Thank you


