User Experience Research

Competitive Analysis

While | have looked at 16 competitors and related service providers, this document will not
compare all of them in detail, instead | think it will be more helpful to analyse the top 5 and focus

on the lessons learned from my research and how we can use this info to create a great digital
experience for energy comparison.

Business Energy Comparison Sites (direct competitors): EnergyLinx, CompareTheMarket, LoveEnergySavings, UtilityWise, SwitchMyBusiness, British

Business Energy, Domestic Energy Competitors Sites: MoneySupermarket, USwitch, CheapEnergyClub, Related Services (domestic only): Flipper,
Voltz, Providers (indirect competitors): UtilityWarehouse, Ecotricity, Bulb, Utilita, FlowEnergy



Digital Journey
No of Questions

No of Steps

Total Visits

UK Rank

Bounce Rate

Avg. Pages per Visit
Search Traffic
Direct Traffic

Year Founded

Full

21/24

9.7M

170

25.2%

57%

31%

2006

Partial

23

71k

60%

13%

2007

Full

33 (Domestic)

4

M

217

39.4%

76%

15%

2007

U uSwitch

Full

21 (Domestic)

4

7.6M

281

44%

74%

19%

1998

Full

23

171k

74%

18%

2006

Will be Full

TBD

TBD

106k

73%

18%

2006






Landing Page

Compare the market use their landing page to

convince/remind visitors of the benefits of switching
their business energy and it also provides links to
related articles and answers to frequent questions
visitors might have.

Step 1: Your Energy
Step 2: Your Details
Step 3: Your Results
Step 4: Switch Now
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This step of the journey expands as visitors fill it out.

Step 2: Your Details
Step 3: Your Results
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Landing Page

Step 1: Your Energy

If a user can't provide either a MPAN number or

valid enough info for CompareTheMarket to identify
them, they will be asked to switch to a voice journey
by being given a phone number to call.

Step 2: Your Details

Step 3: Your Results
Step 4: Switch Now



Landing Page
Step 1: Your Energy

Step 2: Your Details

Users will only be asked by their email address
before seeing results, which they say is needed to
send documents.

Step 3: Your Results
Step 4: Switch Now




Landing Page
Step 1: Your Energy
Step 2: Your Details

Step 3: Your Results

The results page offers filters and a recap of the
search criteria, as well as two separate CTAs for each
plan, one for switching and one for learning more.

Step 4: Switch Now
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Landing Page
Step 1: Your Energy
Step 2: Your Details

Step 3: Your Results

Step 4: Switch Now

Finally, once a visitor decides to switch to a plan,

they will be asked for their business name (which is
validated against a database, supply details, contact
details, and finally payment details.




Landing Page
Step 1: Your Energy
Step 2: Your Details

Step 3: Your Results

Step 4: Switch Now

Finally, once a visitor decides to switch to a plan,

they will be asked for their business name (which is
validated against a database, supply details, contact
details, and finally payment details.




Impressions

Positives

® Negatives
5 e

The form is always in one column, Most fields don't have error text
simplifying progression

Auto-advancing forms can cause
The journey is split into logical sections confusion

CTAs are of a different colour from the
fields and background, making them easy
to spot

They use inline validation

They provide alternatives for users who
don't have MPAN/MPRN numbers

They offer a full digital journey






Landing Page

Love Energy Savings made their mascots the

dominant element of their landing page, while the
rest is a mix of trust elements (reviews, news) and
informationa bout how the process works.

Step 1: Quote Details
Step 2: Results

Step 3: Business Details
Step 4: Your Details
Step 5: We'll call you



Landing Page

Step 1: Quote Details
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Landing Page

Step 1: Quote Details

Step 2: Results

Loading Quotes

Step 3: Business Details
Step 4: Your Details
Step 5: We'll call you



Landing Page

Step 1: Quote Details

Step 2: Results

The results page has been redesigned to highlight
which tariffs can be switched to online and focus on
the sum saved. They also feature sponsored tariffs.

Step 3: Business Details
Step 4: Your Details
Step 5: We'll call you



Landing Page

Step 1: Quote Details

Step 2: How is this calculated

They show savings instead of prices, so they have a
section to explain how they calculate this.

Step 3: Business Details
Step 4: Your Details

Step 5: We'll call you



Landing Page

Step 1: Quote Details

Step 2: Filters

Step 3: Business Details
Step 4: Your Details
Step 5: We'll call you



Landing Page

Step 1: Quote Details

Step 2: Tariff Details

Step 3: Business Details
Step 4: Your Details
Step 5: We'll call you



Landing Page
Step 1: Quote Details

Step 2: Results

Step 3: Business Details

It's worth noting that on desktop these pages keep
the quote and savings visible while customers fill
out their details, to keep them motivated.

Step 4: Your Details

Step 5: We'll call you



Landing Page
Step 1: Quote Details
Step 2: Results

Step 3: Business Details

Step 4: Your Details

It's worth noting that on desktop these pages keep
the quote and savings visible while customers fill
out their details, to keep them motivated.

Step 5: We'll call you



Landing Page

Step 1: Quote Details
Step 2: Results

Step 3: Business Details

Step 4: Your Details

Step 5: Bank Details

Love Energy Saving's journey used to end here and
send users to voice, however they have recently
updated it and it is now possible to checkout online.




Impressions

Positives ® Negatives S,
They offer a full end to end online journey They ask for some of the same info twice
Tariffs that can be switched to online are Poor hierarchy

highlighted, setting expectations for an

online journey No use of grouping (related information

should be separated into clear sections)

They explain how savings are calculated
Bugs are still present, albeit fewer

The form is always in one column,
simplifying progression Mobile experience is still inferior to
desktop

They use inline validation






MoneySupermarket’s doesn’t have a digital
journey for comparing energy deals so we'll
be looking at the domestic one.



Landing Page

MonetySupermarket’s landing page focuses

primarily on letting people start the journey, and
secondarily on reassuring visitors the process is fast,

free and can save them money.

Step 1: Your Energy Usage
Step 2: Results

Step 3: Details needed to Switch



Landing Page

Step 1: Your Energy Usage

On the web, MoneySupermarket opted to keep the
total number of steps relatively low, but each step
has a lot of questions.

Step 2: Results

Step 3: Details needed to Switch



Landing Page

Step 1: Your Energy Usage

On desktop, the form also changes and disables
questions based on the answers put in.

Step 2: Results

Step 3: Details needed to Switch



Landing Page
Step 1: Your Energy Usage

Step 2: Results

Results can be filtered and users are given the

option to select whether they want to only see
plans from big name suppliers or only from their
current supplier.

Step 3: Details needed to Switch



Landing Page
Step 1: Your Energy Usage

Step 2: Results

Customers can tap on a less prominent More

Details link to open up the details of the plan, and
MoneySupermarket will not show these details
clearly if they just press ‘Proceed:

Step 3: Details needed to Switch



Landing Page
Step 1: Your Energy Usage
Step 2: Results

Step 3: Details needed to Switch

MoneySupermarket will ask for all other personal
and billing details needed in one page.




On top of this, MoneySupermarket has a fully native
app that can be used to create and save quotes, keep
track of policies and get expiration date reminders.

The app provides a great user experience and |
believe it is worth looking at.

It’s available on the Apple/Google Stores































Impressions

Positives ® Negatives S,
Since this journey is aimed at the domestic MoneySupermarket has the longest journey with
market, the use of pre-filled fields can speed up 33 questions and the way they are organised

the process of getting a quote. makes it seem even longer.

The journey offers users a high degree of control The web version of the mobile journey is not

over the results they see and this is well explained nearly as good as the native app.

(big name providers only, filters, etc.)
The layouts of each page can change with no

Their native app provides a great experience by warning once an answer is selected.
focusing on one question at a time.

A selected tariff is always clearly coommunicated to
the user on both desktop and mobile.

Buttons are large and easy to select, and grouping
is reasonably well done.

They offer a complete online journey.



U uSwitch



USwitch doesn’t have a digital journey for
comparing energy deals (we handle their business
leads) so we'll be looking at the domestic one.



Home Page

USwitch advertises energy at the top of uswitch.
com and then touches on all their other products, so

the journey starts here.

Landing page

Step 1: Current Plan
Step 2: Results

Step 3: Selected Tariff

Step 4: Apply

U uSwitch



Home Page

Landing Page

The landing page is focused mainly on trust

elements and how the process works, but it
does have a section about why switching can be
beneficial.

Step 1: Current Plan
Step 2: Results
Step 3: Selected Tariff

Step 4: Apply

U uSwitch



Home Page

Landing Page

Step 1: Current Plan

USwitch only shows the category the user is
currently filling out, with the others being closed.

Step 2: Results
Step 3: Selected Tariff

Step 4: Apply

U uSwitch
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currently filling out, with the others being closed.

Step 2: Results
Step 3: Selected Tariff

Step 4: Apply

U uSwitch



Home Page
Landing Page

Step 1: Current Plan

Step 2: Results

The results page shows permanent filters on the left
as well as a reminder of how much users could save

over a year.

Step 3: Selected Tariff
Step 4: Apply

U uSwitch



Home Page
Landing Page
Step 1: Current Plan

Step 2: Results

Step 3: Selected Tariff

This page is shown when users select a tariff and
provides all details as well as the tariff's ratings by
other USwitch users.

Step 4: Apply

U uSwitch



Home Page

Landing Page

Step 1: Current Plan
Step 2: Results

Step 3: Selected Tariff

Step 4: Apply

W uSwitch



Impressions

Positives ® Negatives S,

They ask for a postcode and an optional email Each step is split into multiple smaller and

before the journey starts. asymmetric steps, which is meant to increase
focus, but can also make it harder for users to keep

They won't ask for contact details again until a user track of where they are.

has selected a tariff.
CTAs change colour, at some points of the journey

They use social proof elements such as a plan's they are orange, at others they are blue.
rating by other USwitch users.

They offer a wide variety of filters that are always
present on the results page.

Quotes are automatically saved to the browser’s
caches.

U uSwitch






Landing Page

UtilityWise's landing page is one of the more poorly
designed ones out there, however it does focus on
the benefits of switching with them.

Step 1: Your Details

Step 2: Your Prices

Step 3: Account Registration
Step 4: Switch

Step 5: Email Confirmation
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Landing Page
Step 1: Your Details
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Step 3: Account Registration

Step 4: Switch

Step 5: Email Confirmation
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Landing Page

Step 1: Your Details

Step 2: Your Results
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Step 5: Email Confirmation




Impressions

S

® Negatives

Positives

They offer a full online journey While UtilityWise is one of the few business
comparison sites to offer a full digital journey, the

way it is structured is very confusing.

Poor hierarchy

Mandatory login thrown in in the middle of the
journey. To make things worse, users must go to a
new page to register for an account.

Lack of filters

Several bugs, but nothing major



Key Findings &
Recommendations



Recommendation #1

Position ourselves as the
pusiness experts

Of the competitors offering business energy comparison services,
55% (5 out of 9) also offer domestic energy services, giving us the
opportunity to position ourselves as one of the business experts. If we
look at only the competitors currently offering some form of online

journey, that number jumps to 71% (5 out of 7).

My suggestion is to include a block about this on the landing page and

make sure the wording reflects this whenever possible.

EnergyLinx (Both), CompareTheMarket (Both), LoveEnergySavings (Both), UtilityWise (Business
only), SwitchMyBusiness (Business only but no online journey), BritishBusinessEnergy (Business
only but no online journey), MoneySupermarket (Both), USwitch: (Both)




Ask users for one or two pieces
of information before starting
the journey

77% (7 out of 9) of the competitors offering some sort of online
journey ask for one piece of information (e.g. Postcode) before
starting the journey. This approach should make it easier for users

to start the journey and keep the invested once they have.

My recommendation would be to go down this route for the
MVP and A/B test a version with just a CTA to measure the

impact on the bounce rate of the landing page. USwitch also
asks for an optional email address at this stage, which would

also be interesting to test.

USwitch

EnergyLinx

LoveEnergySavings



Address key user concerns

CtrlShift conducted market research for MIC last year and discovered the top
reasons SMEs don't try to switch/manage their utilities is they feel it's not worth
their effort. Bellow are the main reasons and the percentage of competitors
who take steps to address these concerns. 44% (4 out of 9) of the researched
competitors take steps to address some of these concerns (2 or more), while
33% (3 out of 9) try to address other concerns visitors might have (e.g. we're

impartial and secure, wée'll help you manage all your bills in one place).

My recommendation is to do the same and focus on the concerns CtriShift
identified. This will be reflected in the text and sections of the landing page,
but also throughout the journey (e.g. we could show a section that reminds

them how much they are on their way to saving, to maintain engagement).

The process isn’t worth their time or they
wouldn’t save enough money

. They don’t have enough time

. They do not trust someone else to do it for them

. The process would be too complicated

. They fear being contacted innapropriately




Provide an alternative to using
MPAN/MPRN numbers

Of the business comparison sites offering online journeys, 50%
(3 out of 6) offer users a choice between either entering their
MPAN/MPRN numbers or allowing the comparison site to use

information from energy databases as an alternative.

My recommendation is to explore the possibility of doing the
same - the more flexible we are with the information we need

from users, the more of them will be able to complete the

journey.

OR



Recommendation #5

Make it clear to users they will be able to
compare tariffs and switch to one by the
end of the journey

66% (4 out of 6) of our direct competitors have a full online journey (users can both
compare prices and switch to a selected tariff). The competitors who don't have an
online journey still mislead users into giving them their details with what appears to

start like an online journey.

This means users might be skeptical about what to expect from MIC so my

recommendation is to try to alleviate this concern by making it clear we have a full

online journey.

EnergyLinx (Full Journey), CompareTheMarket (Full Journey), LoveEnergySavings (Full Journey), UtilityWise (Full
Journey), SwitchMyBusiness (No Journey), BritishBusinessEnergy (No Journey)




Get the mechanism for saving
quotes right

55% (5 out of 9) of the competitors offering full online journeys offer users the
option to save their quotes for later, either by creating an account (60% or 3 out of
5), autosaving the quote to the browser's caches (20% or 1 out of 5) or providing a

quote ID (20% or 1 out of 5).

My recommendation is to save progress to the browser’s caches for MVP and
explore an account creation mechanism for a future version. The account
approach has a few benefits: namely starting to get users accustomed to the idea
that MIC is a central place for all their quotes and bills information and making it
easier to get their details. Another big benefit of this approach is the fact that we
get to use Social Login buttons, reduction friction and ensuring we have accurate

contact details. No competitors are doing social account creation yet.



Recommendation #7
Test using pre-populated fields
post MVP

44% (4 out of 9) of the competitors offering some sort of
online journey use pre-populated fields. While | think there is
merit to this approach and it could speed up the experience
for some users, | think it would make the experience more
confusing and messy (the competitors that do it have some

fields pre-populated and others empty).

My recommendation is to test this post MVP.

EnergyLinx (Yes), CompareTheMarket (Not for business), LoveEnergySavings
(No), UtilityWise (Yes), SwitchMyBusiness (No), BritishBusinessEnergy (No),
MoneySupermarket (Yes), USwitch: (Yes), CheapEnergyClub (No)




Recommendation #8

Finding the most sensible way of
asking for contact information

All of our competitors ask users for contact information but they do it in different ways, and
considering concerns over being contacted innapropriately is one of the major reasons users don't

engage with comparison sites, it's important that we thread carefully.

| think this will be one of the tougher problems to crack so | propose the following:

1. We should first do more exploratory research (looking for existing research and talking to sales
agents are two approaches)

2. We should spend some time exploring ideas for how best to handle this.

3. Once we have a few concepts, we can test them with focus groups or with a pool of existing

clients that have agreed to participate in research.

4. Once we have refined our ideas, we could decide how to split traffic to the MVP and see which

performs best in the real world.



ComparetheMarket

Where competitors ask for contact information

Before seeing results (step 2)

LoveEnergySavings

Before seeing results (step 1)

MoneySupermarket

Before seeing results (step 1)

UtilityWise

Before seeing results (step 2)




Recommendation #9

Keep it simple

While our direct competitors ask plenty of questions,
providers like Bulb, Ecotricity and Utility Warehouse can
afford to ask far fewer questions, and since we are indirectly
competing with providers, we should remember to keep our
experience as simple and short as possible. Utilita only asks

for the postcode before showing prices.

My recommendation is to make extra sure we are not asking
for any information we don’t absolutely need or at most

clearly mark it as optional.




| inks

Summary of CtrlShift's market research

CtriShift's full report

Full resolution images of the journeys shown in this document

General UX Principles when designing forms
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