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About Root

Rootis a technology company revolutionizing personal insurance with a pricing model based
upon fairness and a modern customer experience. Rating people based on how they drive (Test
Drive), Root is the first company breaking the traditional car insurance model with an all-in-one

app rating people’s driving behavior and giving people a fair quote.

Auto New lines Enterprise

o o
Conversion Homeowners

Core product Renters



Project 1: Root Home

TEAM ROLE

New Product Lines Design Lead
PARTNERS MANAGING

PM, Tech Lead Product Designer

Content Designer
UX Researcher



Business Goal

Understand the market opportunity of people who have switched insurance and

bundle policies.



Design Phases

Research

User
segmentation

Design goals

Experience
mapping & design
work breakdown

We surveyed around 1,000 people to understand their
triggers and motivations for purchasing and switching

home insurance. They range from 23-94, so we have an
extremely broad population of data.

We synthesized survey results and created personas based
on who they are and what they need.

ldentified Root market differentiators and created design
goals based on user needs.

Mapped out Root Home user experience and aligned
design strategy and the scope of design work to product
strategy.



Design Phases Continued

Created wireframes and low-fi screens to map out

Initial concepts . .
P interaction flow and content space.

Testing &

) ] 2 rounds of user testing and 3 iterations.
iterations

Final design Proposed final design and kicked off engineering work.



The Research

70% of the respondents are home and
auto insurance bundlers.

Price increase was the major trigger
for home insurance switch.

Mortgage vs. self payment is about
50/50.

Saving money ranked top as the most
important factor when it comes to
home insurance, followed by getting
theright coverage.
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The Research

Homeowners insurance user segmentation

Best value shopper

People who are triggered by a price increase and are motivated
to shop around.

© Savings on home insurance + auto

©@ Convenience of switching
Target users for this

Security seeker project
Security seeker

People who know it’s time to switch for various reasons 31%

(renewal, switching auto, bad CS experience, external factors).

Best value shopper

49%
@ Getting covered right away

@ Personalized coverage that meets their needs New home owner
15%

@ Savings on home insurance + auto

New home owner

People just moved and want to reconsider their homeowners User segmentation

insurance.

© Savings on home insurance + auto

@ Personalized coverage that meets their needs




Design Goals

Design Goals

What's our market differentiator?

A4 What other apps are doing
Easy bundling

®® Whatusers’ current carrier does well
Save money

Get to the right coverage

® ® ® Root market differentiator
Personalized experience
Education on better decisions

Contol over price

Handled through
entry point

exploration

We’ll tackle these
in “customize your

coverage” section

Goals

Help best value shoppers and security seekers get to the right
coverage, save money, and make informed decisions on their
insurance.
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Get quote
back?
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View plans Billing

Select

QTB Messaging - First, let’s review your When do you want to
separated approach auto plan. start your policy?

For your car

For your home

Now let’s review your
home plan.

How often would you
like to pay your bills?

For your car

For your home

300

Legal

disclaimer

Could you confirm that
you understand the
following things before
moving forward?

—

400

Payment
screen

Auto
payment

payment

How would you like to
pay today?

500
——————— Review _—

Homeowner

——— Everythinglooksgood? —M8Mm ————

600

YES
— Confetti

Error screens
(coming soon)

Awesomel You now
have an amazing auto
and home insurance!



Constraints

1. Technical: third party APl integration limits workflow and data availability.
2. Time:lack of time limits initial launch to Root auto policy holders.
3. Design tooling: this project happened at the same time when Root built its first

design system. Lack of tooling slows down design and development speed.



Initial wireframes




Design Iterations

Prototype -1

$1253-98

$1,071 5 e 00

© $123 off: Multi-Product discount
© $54 off: Welcome Home discount
© $5 off: Fire Alarm discount

Coverage Summary

Your Home >
$607,000

Your Belongings >
$303,500

Your Financial Protection >
$300,000

Standard Deductible >
$1,000

Check Out

e
Coverages for your home

Dwelling

Insures your home's structure against covered
losses

$607,000

Water Backup/Sump Pump
Overflow Protection

Pays to repair damage caused by a sump pump
malfunction or backup in a sewer pipe.

No coverage v

Show otherincluded coverages

Add Extra

Service lines

Coverage for repair or replacement of
underground piping or wiring that provides D
electrical power, heating, natural gas, waste
disposal, or water to their homes

Mine subsidence

Covers your home and some other D
structures listed under your base policy for
damage caused by nearby mines.

Earthquake protection m

Your quote Apply
$1071.98 /year changes

You now have amazing
homeowners insurance!

Your policy number is 70428132

You will receive an email with your policy
information and helpful links.

We will conduct an inspection of your
property. Learn more about home
inspection process.



https://www.figma.com/proto/x9HEYRWyetNzfy40JUWX64/Main_Homeowners?node-id=714:21572&viewport=108,336,0.5536962747573853&scaling=min-zoom

Design Iterations Continued

Prototype - 2

« «

We’ve got you covered.
goty How do you want to pay?

$1’ 737_00 /year With my mortgage

) o We'll work with your mortgage @
You’re saving $207 in discounts! company to transfer your payments .
How did we get vour quote? Congratulations! You've got
homeowners insurance.
With my bank account Your policy number is 70428132. You will
Standard Deductible Pay quickly and securely through O receive an email with your policy
$1,000 > our partner, Plaid information and helpful links.
Financial Protection >
$300,000 What happens next?
Home We'll have someone check the outside of
$607,000 > your home — don’t worry, you won’t have
to be there. Learn more about home

Belongings > inspections
$303,500

Continue with this coverage Go back to the home screen



https://www.figma.com/proto/x9HEYRWyetNzfy40JUWX64/Main_Homeowners?page-id=4484:0&node-id=4563:27309&viewport=-1876,174,0.4030689597129822&scaling=scale-down

Launch




Post launch insights

Generated $1.3M DWP (direct written premium) with 15% bind rate.
Root customer retention rate increased by ~20% post launch .

Major drop-off triggers were identified as price, coverage clarity, mortgage transfer,

and prior coverage cancellation (according to data performance and no-bind

survey).

Launched quote page optimization feature that reduced drop off by ~10%.

Launched payment optimization feature and reduced drop off by ~20%.



Project 2: Test Drive Vision

TEAM ROLE

Conversion team Design Lead
PARTNERS MANAGING

PM, Tech Lead Product Designer

Content Designer



The Problem: Low Completion Rate

Customer problems (engagement survey, app reviews)

Mandatory Too long Inaccurate
Impersonal Inaccurate Lack of clarity



The Problem: Deep Dive

Theme 1: Personalization

16.67% do not want to take Test Drive

because they need insurance right away.

How might we:

Personalize the Test Drive experience
that meets user needs and life
situations?

Theme 2: Time

~20% think Test Drive takes too long to
complete.

How might we:

Make Test Drive length shorter for the
user?

Theme 3: Accuracy & Clarity

93% reported the driving result was
Inaccurate.

44% would like to know more about how
the scoreis calculated.

How might we:

Provide more accuracy and clarity in
their driving performance?



The Problem: Solution Workshop

Higher User Value

Ability to retake Clarity of driving ) Triage users up front
Bettgr ‘ testdrive . performance and price based on their needs and
rewards correlation provide customized
Change the perception of Test ’ *Use other ways experience
Personalized . B . . *Be smarter Drive/ Reframe the Test Drive to collect
etter X .
feed/homepage : (machine telematics data
telematics .
learning stuff)
SMART trip
categorization
< >
Provide new opportunity it -paced sl Solve customer problem
‘ controlled test
drive
Personalized

Better
account/ profile education/onboarding

Socialization /Social
network

Lower User Value

. Personalization ‘ Time . Accuracy & Clarity



The Journey

What theideal TD journey?

Workflow

Quote to bind
-
Stages
-
Trage users up front basec on their needs and
. provide customized expenence
c _ c i Optin to “money-saving Drivey Relame e Test Drive.
R reate account > reate profile program (TD)” _— ——
‘about what | am purchasing
Behaviors - e — | — v
Location enabled .
Earn <
savings
. ) o .
Bind at a desired ori View trips & Start driving and
Indatadesired price performance checking out savings
View quote (with |,
savings) e

. Personalized feed

Personalized feed/homepage
Clarity of driving performance and price

correlation

Ability to retake test drive (get better savings)

Better rewards

SMART trip categorization

@ Pagestobedesigned

L Triage screens -Fan
2. Personalized homepage - Fan & Luke
3. Savings page (achievement) / Store -Luke

4. Trips & performance pace (better scorecard) -Fan

5. Price page (better quote page) - fan

Keep in mind - Scalable Framework




Before & After

Test Drive

Drive on. We're ready.

View
Your driving

After (Prototype)

Your first trip is in the
books!

0.8

Test Drive

3-4

WEEKS TO GO

S &

Drive on. We're ready.

Morning

11:06 7 ol T -

Achievements r

125

POINTS

See where you fall on our good
Tip review driving scale.

Smooth Braking

Claimed 25 point E
Saturc 7 Mil [

drive
— P —


https://www.figma.com/proto/QrmOlyXtxCklqLQJmjrtiE/Explorations_TestDrive_Vision?page-id=0:1&node-id=501:7182&viewport=3093,-6165,0.17227192223072052&scaling=scale-down

Before & After Continued

Thereis no perfect solution.



Before & After Continued

This was our previous
approach.
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Before & After Continued

Thisis what we are
striving for: taking
larger steps.




Post Vision World

Aligned the team on chunk-able projects with clear priorities (both for the business
and for the users) for the quarter.
Allowing users to purchase insurance during Test Drive that increased Test Drive

engagement rate by 10% and conversion rate by 30%.
Increased Test Drive engagement rate by ~15% by allowing users to classify trips.

65% of customers has higher perceived accuracy and clarity for their tracked trips

(post launch survey).



Thank you for reading.



