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The objectives

* Uncover the truth
behind the mortgage
customer journey.

« Understand the
rationale behind
customer decisions.
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The challenges m

Traditional research methods have
failed to uncover the truth.

What people say The unconscious
and what they do exists, and so does
are entirely intuition...

different things....
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Incorporating principles of anthropology &
ethnography into the research

Small not
big data

Power of

film

Everything
in context

Mobile
first
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Research methodology: Phase 1
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Keeping on track

Welcome Researcher
video schedule

S

Pre- Tag
determined Analysis

B A tasks
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170,000 words

of text

1,000 minutes of
video content

972,375kb of

diary content

B A overall




Research methodology: Phase 2

* Transcripts sent to
respondents.

* 16 telephone in-
depth interviews.

B\A
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The emotional journey is a roller coaster

New page!
Dreams Success! JOY

Hope
reignited!

EXCITEMENT

RELIEF

Reality More to do!
check STRESS

Disappointments! ANGER

Failure!

Get keys

Decide Jilelns ey Choose
Dream gage proper- Outbid
to buy : bank
search ties
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The home buying \jjourney

Beginning Decision to Research ‘ | Choosing
to imagine buy The homes/ a bank
home mortgages S
journey:
decision to

Being
outbid

®
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Realisation/Learning




The linear ‘fallacy’

{4

We started looking in the summer of . : 4 85 86 - J87
last year and then we had difficulty : |
selling our apartment, the people
initially that were buying it, pulled
out, and we lost the first house that
we were looking at, and then my
partner lost his job, so we had to pull
out of the second sale of our

apartment, so it’s kind of starting 24 _25 2
from scratch again this time round, if :
that makes sense.
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The need for plain English 25

The use of jargon magnifies AlB

the ‘parent-child’
relationship.... And enhances the

P . .
= fear of failure

‘.‘f I3

First Time Buyers
don’t know what .«
they don’t knows==<
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How did it help AIB?

~ocus shifted from ‘selling mortgages’ to
neing there for customers across their

approach ifetime home needs.

A more holistic

NPS
increased by

+9 Points
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How did it help AIB?

The research approach allowed AIB to get
Culture underneath the decision making process,

Shift closing the gap between stated and actual
behaviour.

Stated Actual
behaviour behaviour

B o \ J.9503 | Jan 19 | Marketing Society | Research Excellence Awards Showcase



How did it help AIB?

. While propositions & comms had already
PrOpOSItIOn been anchored in a fair mortgage for all

Shift customers, the research helped AIB add
substance to this positioning.

&

AlB

A fair Creation of AIB Plain English
mortgage for Homesaver Mortgage
all customers Proposition Language
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How did it help AlB?

The research prompted a new campaign:
. ‘Belief’, and also highlighted the need to
Shift meet customers in their world.

Communications

WE BACK BELIEF
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