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FREE CHOCOLATE

• Please help choose a chocolate from the selection to your left 

or right



• How easy was it to choose?

• How satisfied are you with the choice?
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IS CHOICE GOOD ?



Principle: Basis of Insurance

• If Insurance can be offered

– Easily

– With small administrative cost

• Then a risk averse person should prefer a small premium rather 

than the potential large loss



• Lots of evidence that people aren’t rational and don’t act like this

• People have emotions, prejudices, and biases



• People don’t understand the likelihood or seriousness of risk

• People over estimate the likelihood of minor events but 

underestimate the likelihood of devastating events

• This doesn’t benefit the individuals or society



Two questions

• Is choice good for you?

• What is the impact of complexity?



Jam experiment

Up scale grocery store

Consumers had a tasting booth with either

• 6 choices of Jam

• 24 choices of Jam

Investigated

• Initial attraction to tasting booth

• Subsequent purchase

When choice is demotivating: Can one desire too much of a good thing?

http://faculty.washington.edu/jdb/345/345%20Articles/Iyengar%20%26%20Lepper%20(20

00).pdf



• Most popular flavours removed – strawberry, raspberry

• Limited choice chosen by a sample of students scoring the 

flavours from names and chose

– 2 top, 2 middle and 2 bottom flavours

• Consumers offered to taste and given a $1 discount voucher 

to buy



Limited Choice Extensive Choice

Potential Customers 368 368

Encountered display 242 260

Stopped at display
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Consumers exposed to more choice 

more likely to be attracted
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Limited Choice Extensive Choice

Potential Customers 368 368

Encountered display 242 260

Stopped at display 104 145

40% 60%

Purchased 31 4

30% 3%

Consumers exposed to limited choice 

more likely to purchase



Choice can be good

If there is only a limited choice an increase in choice is good. 

Previous tests had shown increase in choice was beneficial but 

the increase was from 2 to 6 items



Choice can be good

Dinner at a new restaurant hope 

to order favourite dish

More items offered on the menu, 

the more satisfied these 

customers will be, on average



• Where you know what you 

want

• Choice is good

• Where not sure

• Choice overload 

… Decision Conflict Situation

• People change choice from 

an optimising heuristic to a 

satisfying heuristic



3 in 5 Australians find choice makes it harder to 

decide

A recent shopping trip to buy a new phone 
seemed simple enough but when faced 
with a dizzying choice of features and 
prices, she cracked.

“I wish I hadn’t bought it. I felt like I should 
get the expensive one but I’ve wasted 
money on something I don’t need.”

“I was trying to make a decision very fast 
and I went for the expensive phone with all 
the gadgets, which I just don’t use. I made 
the wrong choice.”

http://www.news.com.au/finance/business/retail/three-in-five-australians-find-the-overabundance-of-choice-on-

the-shelves-makes-it-harder-to-choose/news-story/322aa4a9ff7122825872b16f0a0fc609



Does this apply to Insurance?



Health Insurance Plans in US

• Choosing Health Insurance

– Complicated

– Boring

– But Important



Health Insurance Plans in US

• Analysed Health Insurance plan choice for over 20,000 

employees

• Choice of 48 different plans from same insurer with same 

doctor network

• Plans differed in deductibles and premiums payable

• 61% chose plans inferior to others

• Average overspend of 41%

http://jamanetwork.com/journals/jama/article-abstract/2475470

https://www.cmu.edu/news/stories/archives/2015/december/health-insurance-

complexity.html

http://jamanetwork.com/journals/jama/article-abstract/2475470
https://www.cmu.edu/news/stories/archives/2015/december/health-insurance-complexity.html


Product Complexity



• Kindle e-reader contract 

– 73,198 words

– 9 hours to read

– Longer than Hamlet and 
Macbeth

• From insurance contracts to 
mobile phone plans or iTunes 
accounts, consumers are shown 
to be increasingly unlikely to 
read lengthy contract terms 
before ticking a box or signing 
their name.









http://www.covermagazine.co.uk/cover/news/2469033/customers-only-read-15-of-insurance-documents-they-receive



Test of Australian Products

Flesch Reading Ease Scale



Retail Product



Super Plan



Simple Products 



UK Review into Simple Products



A basic premise

Simple processes and products 

allow straightforward purchasing decision. 

Benefits

• Consumer trust. 

• Consumers purchase products that meet 

their needs. 

• Benefit Consumers and Society



Issues identified

• The challenge of making good 

choices in what seems to many to be 

an overwhelmingly complicated 

market place with a very wide range 

of products, some of which are 

complex and difficult to understand.



There is such a wide range of products 

and services available that even where 

there are Simple Products on offer, it is 

hard for consumers to identify them. 



How has this happened?

Competition

New Products 
and Services

Product 
Differentiation

Consumer 
Confusion

Lack of 
Interest

Sales Stagnate



Principles for Simple Products



8 Principles

1. Essential product features

2. Clear, straightforward and standardised language and 

presentation

3. Standardised product names

4. A limited number of reasonable conditions, options, and 
exclusions.



8 Principles

5. Straightforward and clear purchasing 

process for the consumer.

6. A clear pricing and return structure

7. Ancillary fees and charges are transparent, 
reasonable and predictable.

8. Clear methods of informing the consumer 

about prices and any changes, as well as 
regular updates on their product. 



Take off has been slow



http://www.thisismoney.co.uk/money/news/article-2714011/First-simple-product-kitemark-

granted-Barclays.html



Simplicity is generally a good thing so adding simplicity must be 

even better, right? 

Well, not exactly. If your car manufacturer took out all the 

complex computer management in your car it would certainly 
be simpler, but it would also be slower, use more fuel and be less 

safe.   

….



ABI pulls out of Simple Products

• Difficult to get agreement

• Concerns over mis-advice

• Focus on other work to improve customer outcomes



Can Good Design Make It Simpler?



Dieter Rams
• Joined Braun in 1955 
• Chief of Design at Braun from 

1961 to 1997
• Described his design approach 

as 
“Less, but better”

• One of the most influential 
Industrial designers of 20th

century 
• He created 10 principles of good 

design
• Heavily influenced Jonathan Ive

the chief designer at Apple. 



1. Innovative

2. Makes a product useful

3. Is Aesthetic

4. Makes a product 
understandable

5. Is unobtrusive

6. Honest

7. Long Lasting

8. Thorough to the last detail

9. Environmentally friendly

10. As little design as possible



Simple Products



Zimele

• Insurance in South Africa out of reach of low –income 

population

• Insurance industry set out to increase usage among low –

income black population

• Mzansi (General Insurance) and Zimele (life insurance) 

products launched in 2006/7



Zimele Standards

• Standardised Policy Terms

• Minimum standard documentation

• Maximum Prices

• Maximum Cover

https://www.asisa.org.za/en/zimele-product-standards#1



Zimele Products

• Funeral Cover

• Family Funeral Cover

• Parent Funeral Cover

• Credit Life

• Life Cover

• Physical Impairment Cover



Funeral Insurance

• Only exclusions 

– Suicide 2 years

– temporary natural causes – max 6 months

• Maximum R20,000

• Age at entry 14-18 to 65+

• Maximum Price

Age Price R20,000 per month

Less than 55 R85

55 to 65 R125

66 to 74 R165

75+ R485



• 13 companies 

• Led to near equivalent policy (NEP) product 

development



Summary



Insurance is complex

Complexity puts consumers off 

purchasing



Simple Product Guidelines

Product 

Features

Return

Language

SIMPLE 

LIFE

Name Terms and 

Conditions

Purchasing Fees Update





Simple Design Guidelines



Simple Products exist and are successful



The possibilities for 

innovation are not, by any 

means, exhausted. 

Technological 

development is always 

offering new opportunities 

for innovative design. But 

innovative design always 

develops in tandem with 

innovative technology, 

and can never be an end 

in itself.

Principle 1. Good design is Innovative



A product is bought 

to be used. It has to 

satisfy certain criteria, 

not only functional, 

but also 

psychological and 

aesthetic. Good 

design emphasizes 

the usefulness of a 

product whilst 

disregarding anything 

that could possibly 

detract from it.

Principle 2. Good design makes a product useful 



The aesthetic quality 

of a product is integral 

to its usefulness 

because products are 

used every day and 

have an effect on 

people and their well-

being. Only well-

executed objects can 

be beautiful.

Principle 3. Good design is aesthetic 



It clarifies the 

product’s structure. 

Better still, it can 

make the product 

clearly express its 

function by making 

use of the user's 
intuition. At best, it is 

self-explanatory.

Principle 4. Good design makes a product 
understandable 



Products fulfilling a 
purpose are like 
tools. They are 
neither decorative 
objects nor works of 
art. Their design 
should therefore be 
both neutral and 
restrained, to leave 
room for the user’s 
self-expression.

Principle 5.Good design is unobtrusive 



It does not make a 

product more 

innovative, powerful 

or valuable than it 

really is. It does not 
attempt to 

manipulate the 

consumer with 

promises that 
cannot be kept.

Principle 6. Good design is honest 



It avoids being 
fashionable and 

therefore never 

appears 

antiquated. Unlike 

fashionable design, 

it lasts many years –

even in today's 
throwaway society.

Principle 7. Good design is long lasting 



Nothing must be 

arbitrary or left to 

chance. Care and 

accuracy in the 

design process 

show respect 

towards the 
consumer.

Principle 8. Good design is thorough down to the last 
detail 



Design makes an 
important 
contribution to the 
preservation of the 
environment. It 
conserves resources 
and minimizes 
physical and visual 
pollution throughout 
the lifecycle of the 
product.

Principle 9. Good design is environmentally friendly 



Less, but better –

because it 
concentrates on 

the essential 

aspects, and the 

products are not 

burdened with non-

essentials. Back to 
purity, back to 
simplicity.

Principle 10.Good design is as little design as possible 



Ping An

• Long Term Personal Accident Policy

• Sold via an app



Ping An

• Benefit

– Sum assured on 

• death by accident

• Severe disability on accident

– 10 times Sum assured if in public transport

– 120% Premiums on 

• death by sickness

• maturity

• Premiums paid 5/10 years

• Benefit period 20/30 years

• Only Occ class 1-4 ( 5-7 excluded)



Ping An Insurance App



Sales 

• 100 Million RMB($ 20m) Gross Premium New Business 

Income 

• In one Day


