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Giving customers peace of mind

Brands and customers
Key messages

The customer is at
the heart of
everything we do

Our customer focus
drives strong
commercial
outcomes

Our strong brands
support our vision
and purpose and our
ambition to win in
direct and
PCW channels
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We have shown consistent strength in key customer metrics
We have a culture of putting customers first…

which leads to fewer complaints …

96% of DLG people say

1

“I always put
myself in our
customers' shoes”

23%
Reduction in
complaints2

and drives growth in customer scores3
+22%

+20%

Direct Line
Market average

MY
CUSTOMER

NPS

NPS

+8%

MY
CUSTOMER

+17%
+11%

NPS

Direct Line has top quartile NPS scores4

Direct Line Churchill Green Flag Customer
Claims
operations operations

Jul-14

Jul-15

Jul-16

Jul-17

Jul-18

Jul-19

1. 2019 Employee Survey (Dialogue) results
2. H1 2019 complaints compared to H1 2018
3. Indexing of Net Promotor Score (NPS) from December 2015, MyCustomer Customer Ops from September 2014 and from January 2016 on MyCustomer Claims (earliest point with robust data post
launch of MyCustomer)
4. Motor insurance Net Promoter Score: 9-10 (Promoters) minus 0-6 (Detractors) © Ipsos MORI Financial Research Survey 12 month rolling data July 2014 - Sept 2019, c30,000 adults interviewed pa
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Our customer first focus is underpinned by our Customer Pillars

Expectations

Personalisation

Trust

Ease

Fix-it

Empathy

Manage and
exceed my
expectations

Treat me like a
real person and
not like a process

Earn my trust

Make it as
effortless as
possible
for me

Identify the
issue, own it and
fix it

Understand
me and work
hard to build a
relationship
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CONNECT

Our front line staff are
empathy trained so they can
have better conversations
with customer
In 2015 we rolled out CONNECT training,
giving our people the skills to offer a
better customer experience

3,000+

21,000hrs

Employees
accredited for
CONNECT

Spent on
vulnerable
customer training

10%
Increase in
employee
engagement
scores
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My Customer

Direct customer feedback
driving colleague reward
and development
In 2014 we launched the MyCustomer
programme which provides frontline
staff with direct customer feedback
and links this to their rewards

c. 4k

c. 1.5m

Frontline staff
receiving
feedback1

Responses from
customers
per year2

1.
2.
3.
4.

c. 500
Pieces of
customer
feedback per
person per year3

Personal lines and claims consultants
Total replies received between November 2018 to October 2019
Based on average responses per live user
86% of customer rated consultant experience question 9 or 10 out of 10 between 1 Jan 2019 and 30 Sept 2019

86%
Of customers
rate 9 or 10
out of 104
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Our customer first focus is underpinned by our Customer Pillars

Expectations
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Ease

Fix-it

Empathy
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expectations

Treat me like a
real person and
not like a process
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Make it as
effortless as
possible
for me
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issue, own it and
fix it

Understand
me and work
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Direct Line 7 Day Accident Repair

Play DL 7day
advert

We repair our customers’ cars
within 7 days of receiving them in
our network of repairers – and if
we miss the mark we give them
£10 a day for up to 7 days

9%
Increase in quote
volumes1

1. Based on Econometric models using first six months of data
2. From launch until end Oct 2019

140,000+
Customers have
been through 7
day repair2
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Green Flag Phone Fix

We set up a team of vehicle
experts to diagnose and fix
customers’ cars over the phone,
helping to get customers back
on the road as quickly as
possible

1 in 3
Relevant calls
fixed over the
phone1

1. Of the calls passed through from triage to team of mechanics
2. 2019 year to date

2,000+
Phone fixes
to date2
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Travel Geo-Care

Our new travel platform allows
us to direct customers to the
most appropriate clinical facility
in real-time using SMS

1.

In 2018

6,568

260,000

Medical
in-patient cases1

Customer
calls1
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Our strong brands support our vision and purpose
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Disclaimer
Forward-looking statements
Certain information contained in this document, including any information as to the Group’s strategy, plans or future financial or operating performance, constitutes
“forward-looking statements”. These forward-looking statements may be identified by the use of forward-looking terminology, including the terms “aims”, “ambition”,
“anticipates”, “aspire”, “believes”, “continue”, “could”, “estimates”, “expects”, “guidance”, “intends”, “may”, “mission”, “outlook”, “over the medium term”, “plans”, “predicts”,
“projects”, “propositions”, “seeks”, “should”, “strategy”, “targets” or “will” or, in each case, their negative or other variations or comparable terminology, or by discussions of or
references to strategy, plans, objectives, goals, future years, future events or intentions. These forward-looking statements include all matters that are not historical facts.
They appear in several places throughout this document and include statements regarding the intentions, beliefs or current expectations of the Directors concerning,
among other things: the Group’s results of operations, financial condition, prospects, growth, strategies and the industry in which the Group operates. Examples of forwardlooking statements include financial targets and guidance which are contained in this document specifically with respect to the return on tangible equity, solvency capital
ratio, the Group’s combined operating ratio, prior-year reserve releases, cost reduction, reductions in expense and commission ratios, investment income yield, net realised
and unrealised gains and risk appetite range. By their nature, all forward-looking statements involve risk and uncertainties because they relate to events and depend on
circumstances that may or may not occur in the future or are beyond the Group’s control.
Forward-looking statements are not guaranteeing future performance. The Group’s actual results of operations, financial condition and the development of the business
sector in which the Group operates may differ materially from those suggested by the forward-looking statements contained in this document, for example directly or
indirectly as a result of, but not limited to, United Kingdom (“UK”) domestic and global economic business conditions, the outcome of the UK general election on 12
December 2019 and the views and policies of any government following such election, the outcome of discussions within the UK parliament and discussions between the
UK and the European Union (“EU”) regarding a withdrawal agreement and/or the manner and terms on which, if any, the UK leaves the EU (usually called “Brexit”) and the
terms in due course of any future trading relationship between the UK and the EU, market-related risks such as fluctuations in interest rates and exchange rates, the policies
and actions of and changes to the approaches by regulatory authorities (including (without limitation) changes arising out of the FCA market study on general insurance
pricing practices and/or changes related to capital and solvency requirements or the Ogden discount rate or rates), the impact of competition, currency changes, inflation
and deflation, the timing impact and other uncertainties of future acquisitions, disposals, joint ventures or combinations within relevant industries, as well as the impact of
tax and other legislation and other regulation in the jurisdictions in which the Group and its affiliates operate. In addition, even if the Group’s actual results of operations,
financial condition and the development of the business sector in which the Group operates are consistent with the forward-looking statements contained in this
document, those results or developments may not be indicative of results or developments in subsequent periods.
The forward-looking statements contained in this document reflect knowledge and information available as of the date of preparation of this document. The Group and the
Directors expressly disclaim any obligations or undertaking to update or revise publicly any forward-looking statements, whether because of new information, future events
or otherwise, unless required to do so by applicable law or regulation. Nothing in this document should be construed as a profit forecast.
Neither the content of Direct Line Group’s website nor the content of any other website accessible from hyperlinks on the Group’s website is incorporated into, or forms part
of, this document.

