
DATA-DRIVEN UX 
Method applied to banking and insurance

WHITE PAPER

&



INTRODUCTION   3

METHODOLOGY    4
• Defining data-driven UX    4
• A confrontation with reality   5
• The incomplete perception of the UX designer’s role   5
• Groupe Mutuel ~ Digital cockpit: defining KPIs to steer digital activity  6

BUSINESS ANALYSIS   8
• Setting business objectives 8

• Aligning on the KPIs 9

 - A focus on Explorer 11

  An illustration of the methodology for the banking sector 12

  An illustration of the methodology for the insurance sector 12

UX / UI ANALYSIS      13
• The user journey   13
• Segmentation  13

 - A focus on Explorer   14

 - A focus on Data Query  15

  An illustration of the methodology for the banking sector 16

  An illustration of the methodology for the insurance sector  17

• Oney Bank ~ UX analysis as a driver of continuous improvement 18

PRIORITISE AND DE-RISK   20
• Evaluating and prioritising your hypotheses  20
• De-risking deployment 21

 - A Focus on AB Testing 22

  An illustration of the methodology for the banking sector  23

  An illustration of the methodology for the insurance sector  23

ITERATE   24
• Tracking performance   24

 - A focus on dashboards  25

• Feeding new hypotheses   26

  An illustration of the methodology for the banking sector  26

  An illustration of the methodology for the insurance sector  27

• MGEN ~ Data-driven UX, a driver of adaptability during the COVID-19 crisis  28

CONCLUSION    30
THANKS      31

CONTENTS



3 AT INTERNET / COLOMBUS

INTRODUCTION

The banking and insurance sectors have long been fo-
rerunners in advanced uses of data (algorithmic trading 
for banks, risk evaluation for insurance), so it is assumed 
that they are less subject than others to the risks that 
arise from the arrival of digital-native players.

However, there are many recent examples that illustrate 
the growing power of new actors:

• In April 2020, Alan, the French insurance start-up, an-
nounced that it was raising €50 million to continue 
the digitalisation of the health insurance sector.

• On the European Insurtech scene, Swiss start-up 
wefox, now located in Germany, is positioning itself 
as a major competitor with total funding reaching just 
over $265 million.

• On the B2B side, new players are also emerging as 
important partners for the major insurance compa-
nies. For example, Shift Technology is specialised in 
managing insurance fraud and has raised €88 million.

Banks and insurance companies have the advantage of 
a relatively captive audience and a significant volume of 
data that allows them to adapt the user experience at 
a very fine level. The main sources of economic growth 
are upselling and cross-selling to clients the companies 
already know.
However, these two sectors are not similar in every way: 
while banks have a near-daily relationship with their 
clients, needs of insurance clients (outside health insu-
rance) are more context-driven and related to specific 
claims.

While the order is not totally upended, as shown by the 
studies from Colombus Consulting, ‘Digitalisation du sec-
teur de la banque1’ and ‘Digitalisation de l’assurance2’ 
(both in French), digital banks and insurance companies 
stand out by the experience they offer and the relevance 
of their websites. These players’ arrival on the market 
and their growth are forcing historical players to adapt.
 

While the use of data has largely been democratised in 
recent years, this process of digitalisation accelerated 
particularly after the first wave of the COVID-19 pande-
mic crisis. In a context where exchanges with customers 
are not as easy due to the lockdown measures, data col-
lection has proven to be a strategic issue in recent mon-
ths. To talk about digital data, especially in the financial 
services sector, is to open Pandora’s box. There are a 
great deal of varied resources. To name just a few: client 
data, usage data, personal data, and income-based data.

In this white paper, Columbus and AT Internet want to 
focus on one type of data in particular: platform usage 
data. This data is a formidable source of improvements 
for the digital experience and, therefore, customer satis-
faction. We believe that a pleasant user experience is an 
important way to stand out in a digital B2C relationship.

So, what is data-driven UX? The concept has tended to 
be overtaken by more trendy fields, such as Conversion 
Rate Optimisation.
The purpose of data-driven UX is to build the best expe-
riences and interfaces possible by using all the user data 
sources available, both qualitative and quantitative.

As with any methodology, you cannot exclude obstacles 
to its application. It is no magic formula, and the metho-
dology requires a certain internal maturity.
In this white paper, we will detail the major steps needed 
to implement it.

We hope you enjoy reading it!

1 https://colombus-consulting.com/nos-publications/digitalisation-du-secteur-de-la-banque-en-france/
2 https://colombus-consulting.com/nos-publications/la-digitalisation-de-lassurance-suisse-2019/
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Defining data-driven UX

The most disruptive players in banking and insurance have been born online.
The lack of legacy processes and new working methods give an advantage to 100%-digital players in mature markets.
Unlike traditional banks or insurance companies that must work with existing products, services and customer jour-
neys, new players start with a blank slate. This makes it easier to innovate and evolve their products. This is exactly the 
challenge that data-driven UX tries to tackle.
 

Here are the steps of this (iterative) methodology:

METHODOLOGY

The data-driven UX methodology
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1. The first step is business analysis. What are your objectives? What are the keys to achieving them? High-quality 
analytical data will help you through this first step.

2. The second step covers UX/UI analysis. To respond to this problem, what quantitative and qualitative data do you 
have that can help formulate hypotheses?

3. The third step concerns sorting and prioritising actions based on these hypotheses. How do you select them, im-
prove them, and mitigate the related risks?

4. Finally, the last step consists in drawing lessons from the projects launched and iterating on them.

These four stages make up the methodology’s foundations. As with any model, you should adapt it to suit your organi-
sation and your specific business environment.

The confrontation with reality
In theory, many people have already been confronted, or think they have, with this type of approach to data. In reality, 
the situation tends to be rather different:

• For the business analysis, sometimes the objectives are not clearly defined and prioritised.

• They refer to general indicators such as the conversion rate without sufficiently justifying the underlying reason for 
why this objective was prioritised.

• For analytics, the analyst is confronted with an abundant flow of data that is difficult to exploit.

• In the test phase, ideas emerge in a top-down or horizontal way without having been subjected to wider reflection, 
such as that which we describe here.

• For the iteration time, lessons are not learned from failure, and failure tends to only close doors rather than ope-

ning new opportunities.

The incomplete perception of the UX designer’s role

We have started to talk about data as the technical driver of this da-
ta-driven UX methodology. However, as its name implies, it also relies on 
another catalyst: in this case a person, the designer.

Often wrongly seen as a pure implementer, the designer has a strategic 
role in adopting this methodology. They are not just confined to technical 
exercises of graphical and functional standards.

In addition to their expertise, the designer must be the customer’s spokes-
person to product teams. They carry out user interviews, define personas, 
draft questionnaires that they compare with data analyses, all in collabo-
ration with the data analyst and the product team.

In other words, the designer already uses an enormous amount of data 
every day. Often, this data is qualitative. Adopting data-driven UX means 
starting by ensuring that quantitative data (analytics, online surveys) are 
added to the thinking.
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How was your ‘digital
cockpit’ project born?

Digitalisation has accelerated at Groupe Mutuel 
in recent years. It was important to have clear, 
simple and easily understandable KPIs, especially 
for directors. But above all, we wanted to be able 
to compare our position and performances with 
the competition.

After the Columbus Computing study on the 
level of digitalisation at insurers in Switzerland 
(in 2018), we worked together to develop a digital 
cockpit. This currently revolves around four as-
pects: digital marketing, applications, the website 
and social networks.

What method did
you use to create it?

The approach was to identify KPIs that could be 
measured in an identical way both within Groupe 
Mutuel as with our competitors. So, we identified 
four priority aspects, our competitors and our 
KPIs. Then, using various measurement tools 
(some already in place, others new), we compiled 
results in collaboration with Columbus Consulting, 
initially manually, to obtain global indicators. After 
analysing and adjusting these indicators, little by 
little we automated and ‘industrialised’ the pro-
cesses. The whole was integrated into an easy-to-
use dashboard so that these indicators could be 
quickly understood.

We have different levels of KPIs that are more or 
less specific depending on the target audience. 
This particularity led us to integrate additional 
data measurement tools as our digitalisation pro-
gressed. The ‘data-driven UX’ approach sometimes 
existed but was often lacking.
 With this project, it was reinforced.

Do you plan on any changes to the 
KPIs that you track?

We haven’t decided yet. However, there is the 
question of keeping the digital cockpit only for the 
existing subjects of analysis (social networks, the 
application, digital marketing and the website) or 
expanding it to new fields.

Initially, we will continue to track the subjects that 
are already studied to ensure they are consistent 
over the long term and observe how they change. 
However, the detailed KPIs within each of these 
aspects will change constantly, either to adapt to 
changes according to the data provided by the 
various platforms (especially social networks like 
LinkedIn) or to respond to new needs.
Certain KPIs will keep their place within the system 
but will no longer affect the global score that we 
calculate to compare ourselves to other market 
players.

How do the teams use
the digital cockpit?

We use it at several levels of our organisation: the 
project teams, management, and directors. First, 
the project teams can track their activity’s overall 
performance. Global indicators show trends, but 
detailed analyses of the KPIs given them tools to 
improve their product. Then, for management, 
this system allows them to always know how their 
product evolves in an easy way and to set objec-
tives for improvement.

Finally, it gives directors a global, synthetic view 
without getting into the technical details. They can 
see at a glance where Groupe Mutuel is located in 
the benchmark, how it has changed over the past 
few months, and what measures for improvement 
are planned or to be implemented.

Groupe Mutuel ~ The digital cockpit: defining 
KPIs to steer digital activity 
An interview with Loïc Mühlemann, Communications Manager at Groupe Mutuel.

Groupe Mutuel is one of the Swiss leaders in personal insurance and health insurance in
particular: more than 1.3 million private and clients and over 24,000 companies trust them every day.
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What are the key actions that 
you were able to identify and 
track through this approach?

Let me give you two very concrete examples. Af-
ter analysis, we noticed that some of our compe-
titors’ applications were updated more regularly 
with rather good results, especially in terms of 
ratings on the app stores. At Groupe Mutuel, 
we had been going for bigger, but less regular, 
updates. In the end, we decided to increase the 
frequency of our app updates somewhat.

On social media, Groupe Mutuel arrived later 
than its competitors on Facebook, Twitter and 
Instagram. Consequently, the community was 
more limited. We decided to emphasise engage-
ment to position ourselves clearly on this aspect 
with a goal of discussions and improving brand 
goodwill. The digital cockpit confirmed and vali-
dated this strategy compared to our competitors. 
After analysing our competitors, we also noticed 
that Instagram was gaining in importance. So, we 
decided to pay more attention to this channel of 
communication.

Has COVID-19 had
an impact on this project?

COVID-19 has not had a major impact on this 
project, but it is clear that the working methodo-
logy has changed somewhat due to working from 
home. In a certain sense, this period has some-
times been an accelerator for digitalisation.
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Setting business objectives

To paraphrase Frédéric Dard, ‘Fuzzy objectives lead to very specific errors’. Of course, errors cannot be excluded, and 
learning from mistakes can lead to future improvements.

However, the risks taken should be measured, and they cannot be if the target is not clearly indicated and understood 
by the various stakeholders.

Before getting into data analyses that are necessary but time-consuming, make sure you set objectives.

As you no doubt know, a good objective is SMART:

• Specific

• Measurable

• Achievable

• Realistic

• Time-bound

To make sure that your objectives and KPIs are clear and perfectly aligned within the team, the questions asked of the 
various stakeholders should be similar. This way, you can find the points in common that will later be used to frame 
the project.

BUSINESS ANALYSIS
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Aligning on the KPIs
To maximise your chances of getting answers that will structure the project, it is essential to remember the different 
types of KPIs. This is the first step to prioritising the objectives to which they are associated..

Limiting yourself to KPIs with no connection to the objective can send you in the wrong direction because interpreting 
KPIs depends on the objective to which they are related. That is why it is essential that your KPIs flow directly from 
your objectives, whether they are business related or operational. The difficulty does not lie in obtaining data but in the 
ability to choose the right data that can be turned into insights.

The team to be involved and example questions

The five types of KPIs
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In the example below, the goal is to maximise existing traffic while limiting acquisition costs. The performance of its 
audience is to be optimised by capitalising on a target that already exists. Acquiring new visitors is outside the priority 
objective.

In this white paper, we will use cases inspired by real clients as a common thread, for example a fictional neobank and 
a private insurance company.

The triangle of incompatibilities
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Example:

Navigation > Overview

Navigation analysis is used to identify the sequences of pages that visitors take and to understand their be-
haviour when they arrive on a website or a mobile application.

This key step of digital analytics is used to respond to various questions: what paths do visitors use the most? 
Where do they leave the site? What journeys were the most effective?

In particular, understanding navigation metrics allows you to:

• React quickly if there is a problem with the site.
• Detect anomalies or abnormal behaviour.
• Identify losses of traffic accurately.
• Activate drivers of conversion more effectively.

In AT Internet’s Explorer tool, the Sunburst view provides a macro-level view of the visitor paths taken on the 
different platforms.

FOCUS

Explorer

FOCUS
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UX / UI ANALYSIS
       An illustration of the methodology for the banking sector 

The first is a player in the banking industry, inspired by an example of a neobank.
As explained earlier, all of the data-driven UX methodology steps will be illustrated by a banking player.

Here, we will use a fictional neobank that is going through a period of internationalisation of the com-
pany. At the heart of this transformation, the product team has set the objective to acquire a certain 
number of new clients.
After an analysis of business indicators, this neobank notices major differences in the conversion rate 
from one country to another.

In this example, conversion is defined as sending an online form that later allows the client to receive the 
card connected to their bank account.
To reach its objective, the team has decided to prioritise improving the conversion rate of this subscrip-
tion form.

       An illustration of the methodology for the insurance sector 

For insurance, we will take as a common thread a private insurer for individuals. In a highly competitive 
environment, the first visit to this company’s website is central to getting in touch with a company repre-
sentative who will then take charge of finalising the subscription process.

To increase subscriptions, this player sets an objective to increase the click rate on the ‘contact us’ button 
and decides to qualify this conversion interaction.
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Once the objectives have been set, various data sources (qualitative and quantitative) are used to draw up a list of 
hypotheses.
The banking and financial services sector has the benefit of abundant fresh data that makes for interesting food for 
thought.

By using their bank’s application, clients browse while logged in, allowing for a detailed understanding of the user’s 
need. Not only is the identification rate very high, but so is the usage rate. The application is used very frequently to 
track transactions made by bank card, but only occasionally when the user needs information on taking out a bank 
loan, which is usually done on a desktop computer. The purpose of the analysis is to shed light on these differences in 
behaviour and usages.

For example, we will take navigation data (an asset that underlies path construction) and user data (needed for seg-
mentation).

The user journey
Among the questions to consider when analysing navigation data are:

• To what extent do users go from step A to step B?
• Where can we find the most significant losses of visitors?
• Can we already see points of friction for our site’s users?

Segmentation
Once the user journey is known, it will differ depending on the target audience.
Analysing these journeys for the target personas will help to refine the initial observations and highlight differences in 
use from one persona to another.

UX / UI ANALYSIS
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Example:

Audience > Users > Categories

In a fragmented digital environment, consumer behaviour changes quickly and is becoming more complex. 
Visitors take a variety of paths to reach a site or application and take out a product. Each visitor has their own 
way of using a digital service. Customer knowledge within market segments is therefore crucial. Users must 
be targeted personally with an appropriate message delivered at the right time.
 
Explorer offers a series of cross-device, cross-site and cross-source analyses that help to better understand 
how everyone uses them and give keys to optimising the customer experience when logged in. In particular, 
this tool offers a set of indicators used to analyse the various interactions with a brand (by identifying the 
links between desktop, mobile and tablet devices) and to reconcile a buyer’s journey. Profiles emerge, and 
personalisation is made easier, becoming relevant and targeted.

FOCUS

Explorer

FOCUS
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Example:

Visitor cohorts

Data mining tools offer advanced segmentation to meet the most specific needs: an analysis of a campaign’s 
multi-channel performance, the adoption of a new feature, or cross-device user retention. For example, for 
this last aspect you can analyse visitors’ behaviour over time, especially to understand how a group of users 
with shared characteristics changes. The cohort’s period of analysis can be either fixed, identical to the period 
of analysis, or relative.

Here as well, journey analyses are not limited to one site but cover all of your digital eco-system. Among the 
visitors who viewed product P on mobile, what is the share that finalised their subscription on desktop? The 
answer can be found in just a few clicks in Data Query.

Data Query from AT Internet allows you to build all the data combinations and correlations possible with easy 
drag-and-drops. It has extraordinary filtering, sorting, and crossing capabilities. In just a few seconds, you can 
run an advanced query by generating structured API URLs to connect them to the company’s information 
system.

FOCUS

Data
Query

FOCUS
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       An illustration of the methodology for the banking sector

To improve the conversion rate, the neobank broke down its user journey. It is made up of the following 
main steps:

• the visitor arrives on the form

• the user confirms their email address

• they select the type of bank card they want according to the associated benefits (for example, free 
or paid)

• the user’s identity is verified (one of the required steps for a bank)

• finally, they use their account for the first time (for example, by making a payment with the card)

The discrepancies between the various stages of this user journey show that the biggest loss occurs at 
the form.

Customer service reports that many users do not receive their bank card. As the banking protocol re-
quires, the neobank notices a significant volume of cards being returned to sender. Processing these 
card returns takes a lot of time because someone must contact the client and, once the problem has 
been resolved, send the card again.

The team makes a hypothesis that there is an obstacle in the inscription form, which they detail as fol-
lows: ‘the partner in charge of sending the cards cannot find the address the user has filled in’.

Conversion tunnel
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       An illustration of the methodology for the insurance sector

Data analysis shows that the traffic sources do not all have the same propensity to convert visitors.
In particular, despite high volumes the traffic from search engines underperforms.

Traffic analysis also shows that a visitor never converts on their first visit but tends to come back to the 
site several times, leaving behind signals that could improve conversion if they were better used.

The team also knows that visitors mainly return through the homepage.

The team therefore hypothesises that displaying content on the home page specific to the visitor retur-
ning via search engines will improve the share of contact requests.
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UX alerts are at the heart of the 
continuous performance approach

Oney Bank doesn’t just address user experience or 
standards issues during the optimisation projects 
carried out as part of user testing or an overhaul. 
This is everyday work that requires constant mo-
nitoring, and the key objective is to quickly identify 
any bugs or points where the user experience has 
degraded.

This permanent surveillance has two goals: ensu-
ring that the user experience (UX) is effective and 
minimising any impact on conversions. To carry 
out this mission, Oney Bank has set up a battery 
of alerts, particularly for user sign-ins and strategic 
digital contact points (product landing pages, steps 
in the product subscription forms, etc.).

Example: a test of an insurance 
product page optimisation

After an analytics diagnostic, Oney Bank observed 
that one of its insurance offerings was generating 
interest, boosted by effective marketing cam-
paigns, but the retention rate could be improved 
significantly. Data processing was used to identify 
a potential point of friction in the client journey on 
a call-to-action button.
 
The product team increased the button’s visibility 
by changing its position and replacing the wording 
with a more engaging message.

The results were clear and instant with an engage-
ment rate that doubled.
In this performance monitoring, the navigation 
module is key to identifying points of friction, po-
tential bugs, and areas where the audience is lost.

Complex journeys and
on- and offline reconciliation

Several of Oney Bank’s products, like personal 
loans, require fragmented subscription processes 
with supporting documents, among other things. 
Therefore, they must be able to track non-linear 
paths in their entirety. The Oney Bank data team 
exploits the data to track these complex journeys 
as finely as possible before integrating this as CRM 
data in its own right..

 
For a better understanding
of user behaviour

Exploiting analytics data is key to understanding 
Oney Bank’s client profiles and usages.

Measuring user behaviour sometimes presents 
significant disparities depending on the type of 
profile (regular or occasional users), the device 
used (website or mobile app), and the type of 
product they desire. 

Oney Bank ~ UX analysis as a driver
of continuous improvement
 
 
Oney Bank is an international bank, a subsidiary of BPCE banking group and Auchan Holding. 
Oney Bank is a versatile player, offering a wide, multi-sector range of products: payment solu-
tions and facilities, loans, insurance and savings products. Oney Bank satisfies its clients with 
quick, smooth and secure purchase processes both on- and offline, adopting an innovative, 
data-centred approach that listens to the needs of its users.

In a financial market where competition is fierce and innovation constant, the user experience is a 
fundamental value for both acquiring and retaining clients. In this context, Oney Bank has opted 
for a continuous optimisation of UX. Together, let’s examine a few of the actions that the online 
bank has taken.
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Improving the user
experience by combining user
testing and analytics

Analytics is always used before and after user 
testing projects. Before, they are used to dia-
gnose critical points of friction that need to be 
corrected.

After, user testing is essential in confirming which 
versions to adopt but, above all, quantifying the 
actual gains and impacts on the site overall. User 
test results are always refined through analytics 
data to control and limit spillover effects.

Example: test pathway
for taking out a loan online

Bank financing products are subject to a strict 
regulatory framework that complexifies the 
subscription process. For example, sending of-
fline documents impacts the journey’s abandon-
ment rate, specifically at this step.
Analytics data allows the Oney Bank data team to 
quantify these abandonments.

The goal is to use the digital tools now available 
to offer clients a totally digital, seamless pathway. 
Nevertheless, it is clear that the reassurance 
aspect is extremely important during the com-
mitment stage of signature, and adopting these 
tools isn’t right for everyone. Meanwhile, there is 
something else at stake; maximising the subscrip-
tion finalisation rate while avoiding spillover 
effects.

In this context, Oney Bank wants to explain as 
clearly as possible to the client that they can 
choose between two 100% self-care subscrip-
tion pathways: one entirely online, digital, with a 
secure electronic stage, and the other, traditional 
pathway that requires printing and returning a 
paper application. After enterprise analyses on 
Data Query and Data Flow and then UX adjust-
ments made on the product landing page and the 
online steps of the form (particularly the elec-
tronic signature phase), Oney Bank observed an 
increase of 12 pts when going from one step to 
another as well as a better signature rate.
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Evaluating and prioritising your hypotheses

It is possible that you may have just one single hypothesis. But generally, you will list several hypotheses that you will 
have to prioritise. RICE (Reach - Impact - Confidence - Effort) is one of the tools that can be used as a basis for this 
exercise, combining quantitative and qualitative information within a methodology that, by definition, lies at the inter-
section of these two paths. RICE exists to prioritise hypotheses so you start with those that have the most added value 
and are the easiest to put in place.

How do you interpret RICE?

• Reach: which share of your traffic will you impact? Reach is based on quantitative data.
• Impact: what is the hypothesis’s estimated impact? The goal here is to combine past experience, a qualitative 

feeling, with quantitative data from the benchmark or analysis (for example, making projections through predictive 
analytics).

• Confidence: to what extent is the team confident in the hypothesis? Unlike the impact aspect, this aspect is not 
based on quantitative data but employees’ experience.

• Effort: how complex is it to implement the hypothesis? Don’t hesitate to call on technical teams to assess effort.

PRIORITISE AND DE-RISK
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PRIORITISE AND DE-RISK

De-risking deployment

Once the hypotheses have been evaluated and prioritised, you will ask yourselves which solutions require testing.

Once again, the product team has various options to limit the risk. Some are qualitative, such as the well-known guer-
rilla testing method.
Others are quantitative. AB testing, for example, is used to measure a specific incremental change on the prioritised 
KPIs. Others cross qualitative data with quantitative data. This is the case of user surveys, as long as you can process 
them automatically at a great scale.

The question then arises of choosing the most appropriate risk mitigation strategy. The matrix below can help guide 
your thinking along two aspects: one based on the RICE score, the other on the incremental or disruptive nature of the 
change to be made.

An illustration of the RICE framework

Risk mitigation strategies
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When a high-impact solution presents a significant risk, there are several deployment strategies that you can consider.

Examples of deployment strategies

Example:

AB testing

Today, it is essential that businesses offer their customers personalised experiences that stand out. Develo-
ping a solid UX strategy helps to improve your conversion rate, among other things, and optimise your ROI.

To respond to this challenge, over the years AT Internet has built a large network of technological partners 
with the main AB testing solution publishers. The Analytics Suite allows you to reconcile the best of AB testing 
and analytics with free connectors that you can enable with just a few clicks.

Design, text, frequency... All the aspects of the tests can be industrialised so you can analyse different ver-
sions of digital content and see how they perform in an overall context. These integrations also help to iden-
tify blockages in a user journey and to limit spillover effects of the various tests.

FOCUS

AB
Testing

FOCUS
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The analyses available in the Analytics Suite highlight the right drivers of conversion rate optimisation so you 
can steer your entire digital strategy effectively.

       An illustration of the methodology for the banking sector

To confirm or refute its hypothesis, the neobank’s product team considered modifying the address field to be 
an incremental change that could have high added value.
Therefore, an AB test was appropriate to confirm this hypothesis.

Solution: in Switzerland and Germany, the form first shows the ‘street name’ field then the ‘house number’ 
field.

The order of the address field was inverted for France, however, by putting first the number then the name 
of the street.

Result: the card return rate diminished significantly by making this simple change in the address field that 
reduced the number of cards being returned to the bank’s headquarters.

         An illustration of the methodology for the insurance sector

Instead of presenting a generic home page (for car insurance, for example), visitors from search engines are 
shown a specific home page according to their interests. This is a major change to a key page in the customer 
journey with a potentially high impact.

Therefore, this actor chose a two-step ‘de-risking’ process:

   •  a user survey
   •  then, an AB test

The user survey seems to confirm a greater interest for the new page for this type of customer, but it needs 
to be confirmed at a greater scale.
An AB test is put in place, and a significant increase in requests for contact is observed.



24 AT INTERNET / COLOMBUS

Production release is not the end of the process, but the start of a new one.

This is the precise moment when the ideation phase begins. The data that led to the hypotheses suddenly shifts into 
the realm of past data, and a new flow of data arrives. This flow should allow you to confirm or refute the objectives 
that you had targeted. The timeline that the teams are working with then switches from several months - for a major 
change - to weeks, even days, when they switch to this iteration process.

Tracking performance

A change may be made on just a page or specific feature of a site or application. The repercussions, however, can so-
metimes go beyond the scope that was modified. Before iterating, you should track and gauge the performance of the 
changes made.

Tracking performance is essential on two levels:

   •  at the change made
   •  at the impact on the business indicators monitored

At the change made, you may look at the time spent on a specific page or, for example, its bounce rate.

At the business level, this allows you to track where the product (site, application) is situated in terms of reaching your 
objectives. For example, changes to the cost of conversion after a site change.

ITERATE
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Example:
Dashboards

Data visualisation technologies are becoming more widespread. Without a doubt, they allow people unfami-
liar with analytics to take ownership of their data. The formula is simple: intuitiveness, clean design, smooth 
UX and quick access to relevant information.

A dashboarding tool like the one from AT Internet allows you to steer all your digital activity. A few seconds 
are enough to create just the personalised analytics dashboards you need and that you can share throughout 
the company.

From the CEO to the marketing teams, anyone can include their business information (analytics data, bu-
siness figures, images, external data) and give your KPIs a strong visual impact.

FOCUS

Dashboards

FOCUS
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The test & learn approach

        An illustration of the methodology for the banking sector 

Iteration 1: there are still a significant number of cards returned to sender.
The first hypothesis is that there are still errors in the ‘address’ field. For example, Swiss post codes are 
always comprised of four digits. It is possible that users are making errors when entering it manually. Also for 
this reason, bank cards are being return to the neobank’s office.

Solution: a connection is made to the Google Maps API to pre-fill the fields using a button and geolocation.
However, care must be taken since the fields returned may not be correct. Limiting the pre-fill to just the 
country, city and post code seems sufficient.

Result: this change further reduces the number of cards being returned to the neobank and reduces the cost 
of acquiring new clients.

Feeding new hypotheses

Whether the change has a positive or negative impact, it always opens the door to new developments. The illustration 
below summarises the path to follow as you enter this iteration process.
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Iteration 2: The neobank has many non-European expatriates among their clients in Europe. They are not 
used to entering their address in the same way and are not sure of the correct way of entering the city to 
which they have moved.

In France and Switzerland in particular, having your last name on the letterbox is required because, if several 
people live in the same apartment, you cannot be sure that it is the right recipient. The neobank receives calls 
from clients asking why they have not received their bank card.

The neobank notices that these people have entered their address correctly, but not their last name in this 
address form.

Solution: the neobank adds a note reminding the user to specify the last name that is shown on the letterbox 
in the address form.

Result: this new iteration reduces the number of cards returned yet again.

       An illustration of the methodology for the insurance sector

Iteration: our private insurance is able to increase contact requests by personalising the home page. The in-
surance has a wide range of products, and you can sign up for several of them at the same time. The segment 
of users who view different families of products represents a loss compared to users who view products 
that all belong to the same family. The segment of those who visit several families of products also has the 
advantage of significant volume.

Solution: the insurance creates new offerings that include several products from different families to pre-
sent them to this more reticent segment of visitors.

Résult: The multi-product conversion of this visitor segment improves and, due to its volume, further in-
creases the number of contact requests while improving lead quality ahead of the first exchange with the 
insurance company.
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The challenges of developing digital 
activity in the COVID-19 era

The first wave of the COVID-19 crisis forced 
all companies to make quick changes to their 
organisations and products, particularly in the 
healthcare sector. In this context, digital techno-
logy took over from offline channels.

The closure of branch networks required an 
organisational change for the banking and insu-
rance sector in particular, where the generalisa-
tion of remote work needed to meet very high 
standards of security and privacy.

The COVID-19 crisis was a chance to target a 
segment of users who had been completely 
reserved for brick-and-mortar branches.

This growth in digital activity posed several 
challenges:
  •  absorbing this additional load,
  •  adapting services to needs and emergencies,
  •  onboarding ‘neo-digital’ users.
 

UX optimisations and new digital 
services driven by data

With an analysis of data provided by AT Internet, 
several user experience changes were made to 
handle demand and simplify access, in particular 
to the member account.

MGEN ~ Data-driven UX, a driver of
adaptability during the COVID-19 crisis
In a context of major and highly volatile uncertainty, being able to rely on fresh, reliable data is a 
necessity.’ Quentin Moncharmont – Analytics manager at MGEN.

La Mutuelle Générale Education Nationale, member of the VYV group, is the leading mutual health 
insurer in France, as well as the leading mutual insurer for civil servants with 4 million members.

 
In addition to these UX changes, new services 
were quickly rolled out to facilitate members’ ac-
cess to care, such as remote consultations.
The data provided in real time by AT Internet 
allowed activity to be steered around three main 
aspects: the usage rate, geolocation and user 
profile.

When the service launched, these were the results 
observed:

• Île-de-France and Grand Est: 70% remote 
consultations (the first large clusters of infec-
tion during the first wave of COVID-19).

• Average age: 52.7 years (min. 20 years, max. 85 
years).

After 2 weeks, here are the figures:

• An increase in the number of remote consulta-
tions in the Rhône-Alpes (12%) and PACA (10%) 
regions.

• Île-de-France, Grand Est, Rhône-Alpes and 
PACA: 72% of consultations.

• An increase in the average age: 54.8 years 
(min. 18 years, max. 96 years).

After 1 month:
• more than 4,000 members used remote 

consultations,

• Average age: 54.9 years,

• The evolution of the geographical areas corre-
lated with the spread of the virus.

During normal times, continuous 
UX improvements by detection and 
amplification

Beyond the unprecedented context of crisis, ana-
lytics data is constantly used to improve the user 
journey and experience, both to detect and initiate 
optimisations and to amplify the test results.  
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On detection: ‘We use two major diagnostic 
sources: the analyses dedicated to a specific need, 
often initiated by project managers. They are used 
to identify points of friction, particularly decryp-
tion and optimisation of the funnel, which is a 
central point of attention. These focuses can lead 
to batteries of A/B tests in search of quick wins, 
but continuously monitoring performance also 
contributes to detection.
If a KPI shows a significant drop, trying to explain 
the phenomenon can result in several user expe-
rience tests to optimise performance’.

On the amplification of results: ‘Test results are 
exploited in our analytics solution to study their 
real impact on our central KPIs and lock down any 
spillover effects. We also carry out segmented 
analyses, particularly on the online shop, where 
results are refined by campaign type and user 
profiles. This helps to identify the segments that 
outperform the test average. These focuses help 
to amplify the whole optimisation process’.
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CONCLUSION

More than a methodology, data driven UX is an entire 
mindset. It changes the whole perspective of various 
functions to think about data first.

If the product team is maintaining a feature, is it really 
used?
Does implementing a new user journey by the UX team 
really respond to a true user need, or just a belief?

Changing mindsets is never a small matter. Oftentimes, 
implementing this methodology takes several months.

This methodology also relies on tools that need to be pur-
chased, if not already used, or to map those that already 
exist within the marketing technology ecosystem. These 
tools must be present, but the team must also unders-
tand and use them.

We have used examples throughout from the banking 
and insurance industries. Data-driven UX applies to all 
sectors of activity, though.

The current health crisis has shaken up consumer habits. 
The study from Columbus Consulting, ‘Confidence index 
and perspectives of Swiss consumers and citizens in the 
context of Covid-193’ carried out during the first wave of 
infection showed that 76% of individuals in France and 
44% of those in Switzerland expected to cancel or delay 
at least some of their spending or investments planned 
before the crisis.

While optimism is higher in Switzerland than in France, 
the proportion is high, nevertheless. In response to these 
changes in habits, many organisations have been forced 
to adjust the relationship they have with their clients.
 
At the forefront of this adjustment, we find digital techno-
logies, which have grown stronger but must also evolve 
to suit new use cases.

Studying these new use cases through the prism of da-
ta-driven UX helps to limit errors at a key moment, where 
some companies are facing a severe drop in consump-
tion, and others must capitalise on a freshly-acquired 
user base.
Analysing the past (pre-COVID) no longer allows you to 
steer your business. COVID disrupted the use cases, and 
data-driven UX is a way to quickly analyse and quickly re-
bound.

3https://en.colombus-consulting.com/publications/confidence-index-and-perspectives-of-swiss-consumers-and-citizens-in-the-     
   context-of-covid-19-may-2020/
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ABOUT
COLOMBUS CONSULTING

Columbus is specialised in the transformation of 
organisations confronted with major changes. In a 
context of continuous transformation, we help large 
companies and organisations to innovate and re-
invent themselves by explaining the changes in their 
environment. Located in France and Switzerland, 
our methodologies have high added value, integra-
ting benchmarks from assignments carried out in 
more than 25 countries.

Our multi-disciplinary team (Marketer, Business 
Analyst, UX, Data Scientist, Data architect) combined 
with our analytics approach gives us unique exper-
tise in MarTech, AdTech, SalesTech, and a complete 
view of the data ecosystem and its integration. We 
also integrate data protection aspects (RGPD in Eu-
rope, LPD in Switzerland).

ABOUT
AT INTERNET

AT Internet is a world-renowned player and Euro-
pean leader in Digital Analytics. The company mea-
sures the digital audience of more than 20,000 sites 
and applications for major international brands 
from all sectors of activity. Its Analytics Suite solu-
tion helps businesses to improve their digital per-
formance, hold their audience’s engagement and 
boost their growth. With powerful, flexible, user-
centric technology, Analytics Suite is targeted at 
all roles in the company: Product, Marketing, Data 
and Directors. With the quality of the data delivered 
over the entire customer journey, its users can gain 
strategic insights, bring together teams and simplify 
decision-making within the organisation. Ethical and 
eco-responsible by design, Analytics Suite provides 
data that respect privacy 100% and complies perfec-
tly with the GDPR.

www.colombus-consulting.com www.atinternet.com

http://www.colombus-consulting.com
http://www.atinternet.com

