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✅Shows up as the first result for a brand search 

✅Addresses all primarily searched for insurances (auto/health) through sitelink extensions 

✅Primary meta description reinforces digital-first advantage over competitors, and outlines the 

most popular products on their platform. 

✅It introduces a trust signal of 4.5 crore+ users, and again emphasises on the digital-first USP 

through focus on 100% cashless settlement 

✅Get instant policy again goes onto casually prime the user about the value prop of simplicity 

and no-hassle 

✅The legally required insurances are supported by copy that focuses on affordability, because it 

fulfils a more functional goal. However, the health insurance that is tied with a more personal 

goal focuses on more core values than just price. 
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✅Hmm, it seems like ACKO was priming the customer for the health insurance product - it was 

the first sitelink on search and now highlighted by default on the homepage. 

❌Why have two CTAs for login & signup? The phone number input can be used to validate 

whether the user needs to go into the sign up or login flow 

✅Ooh, 100% coverage + tax savings! It's tax season after all, let's check prices at least, but 

before that... 



✅What is this collection of videos? Munna Bhai? Hahaha, it reminds me of the good old days. 

💡ACKO doubles down on their brand campaigns, and acquires mainly via IPL where these ads 

are run.  

❌While these ads put across the core value proposition in a fun way, the format in this prime a 

real estate might not be the most ideal since insurance is a primarily serious, functional product. 

✅However, it does undeniably increase brand recall and remind the user why they landed up 

there in the first place. 

💡Let's see what they have, but before that, what are these large numbers below? 

✅Social proof & trust signals - Wow, that's not a bad chance to get a settlement, but I don't 

know how to benchmark this information, but sounds like great odds with a brand trusted by 

crores... I‘ll take my chances! 

💡The carousel after the trust signals nudge the user to download the app, signalling how 

simple, and handsy insurance can be - another slight reminder of the digital-first, seamless 

insurance product claim. 

✅Also, exclusive features? FOMO alert! The user is more likely to download the app. The IPL 

sponsorships build further brand recall for users from one of their primary sources of acquisition 

❌In an industry where WoM is common, the testimonials could've come way above in the 

hierarchy of information on this page. 
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✅The page asks the user their JTBD right at the start! This helps them personalise the flow even 

better for the user’s needs 

✅Again, the page has very bare minimum information and looks scarce - keeps the cognitive 

load off the user, and enables them to move forward without distractions 

💡Progressive disclosure seems like a go-to for most brands that nail their onboarding 

✅It also provides an option for you to seek recommendation if you’re confused what to do on 

the product 

❌But giving access to all health plans can create huge cognitive load for the user if they click 

on the see all plans option 

✅Great to see FAQs & Support stickies on the page - gives me a sense of relief that I can reply 

on someone to show me the way ahead. 

✅The page is concise with bare minimum digressions possible, keeping the user on track for the 

shortest path to activation and seamless onboarding. 

💡Assuming the user is shopping around, let’s see what recommendations ACKO has for them 
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✅Progressive disclosure helps the user systematically think about insurance while not getting 

overwhelmed by excessive information giving. 

❤️Also, plus points for not asking for my number or any other personal information yet! 

✅The phrase “find the right plan for your family” shows ACKO’s intent from the start to 

onboard not just you, but also your family.  

💡Not only does this build trust, but also helps business - onboarding individual members of a 

whole family increases friction when a certain user wants to quit the platform, making churn 

harder. 
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💡ACKO has suggested a recommended plan for the user with a corporate insurance 

✅Not only does the primary card highlight key benefits of the plan, but also gives you a 

touchpoint to build more trust through relevant information.  

✅It answers all the primary concerns that a user may have. 

💡Looks like its been iterated over time and optimised for through FAQs; however, let’s move 

on… what are these plans below here? 

❌If the other plans are irrelevant to the user, then why show it and increase cognitive load?  

✅However, appreciate the fact that there’s transparency and information around why the other 

plans are not relevant  

💡What will clicking on see all benefits show me? 
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✅ACKO details out why they’re the better insurance company to choose, and does so in a 

comparison table with other players in the market 

💡Insurance buyers love comparing before buying, thus this table adds to the users’ comparative 

impulses 



✅All key features are listed out well - with all top FAQs answered  

💡The users’ questions are mostly answered so they’re highly likely to move forward from this 

step and hit Select & Customise from the previous screen 

💡Includes enough social proofing to convince the user to take the next step  

❌They could’ve introduced the Select & Customise CTA on this page as well - increases user 

effort when they have to go back  
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❌What happened to progressive disclosing information to the user for easier onboarding and 

reduced cognitive load?  

✅At least it shows me the number of steps left for me to get my insurance 

✅The screen tells the user that the experience is personalised, which doubles down on one of 

ACKO’s value props  

💡Finally they’re asking me to log in - the same is incentivised using a discount offering 

✅The prompt to login comes in at a much later stage  

💡However, let me fill in this information, I can login later as well 

✅Clicking on the add family members option makes it easy for the user to add information 

❌ACKO is already asking for the phone number below, which makes the login prompt above 

unnecessary  

✅However, the discount pitch prompts price-sensitive users to login - this works in India since 

it is a primarily price-sensitive consumer base 

✅The questions are simple enough, and do not require me to shuffle through any additional 

documents  
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✅Moving forward, ACKO reminds me one last time about the benefits of the insurance 

💡The above could be to convince the user to sign up soon 

✅The price anchoring is executed beautifully on ACKO. It is an interactive slider that shows 

the user the difference in premium compared to the next best plan in terms of sum insured. 

Definitely an AHA moment for the user! 

✅The monthly premium amount is more in focus to emphasise the affordability of ACKO’s 

insurance plans 

💡Let’s click on proceed and get that insurance 

❌It has been a while and I haven’t been able to interact with the product and explore  
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✅Login and personal information is being asked for at a much later stage in the onboarding - 

this signals to the user that the company means to provide value first, and sell later 

✅The OTP page is simple and efficient - gets the job done  
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✅The copy primes me for the end of this long onboarding process 



✅Looks like a final set of data points before I can get my insurance, and it was all DIY with no 

third-party drowning me in calls 
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✅The constant presence of FAQs and live chat has been comforting given most of us are used 

to a third-party handling insurance nuances 

💡It’s $$$ time, and ACKO wants to show value. It makes sense why they’d prioritise the next 

steps after payment as most important information on the page  

✅The copy reflects that this is one of the final steps in the process 

✅Premium payment options are flexible and making a larger commitment of making the annual 

payment is being rewarded with a discount  

✅However, the monthly breakdown also re-emphasises how affordable the premium is  



✅FAQs for the win again; this time even within the page - this is to increase user trust on the 

page that probably experiences most drop-off - premium payment  

✅The details of the plan are laid out neatly for the user to take one last look at  

❌The T&C section is not prominent enough 

❌Dark pattern: There’s no checkbox for me to actively comply with terms and conditions; just 

tells me that going ahead in the journey will mean compliance with them.  
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✅The next steps mentioned a health evaluation and this page after the payment page confirms 

the same - the timeline also helps me set expectations right and keeps me informed  

💡Got a call within minutes of reaching this page 

❌If this is a necessary step for getting the insurance, why is skipping it an option - or it could be 

introduced at a later point when the user’s health evaluation is complete - this would bring 

dramatic relief to the whole process as well  
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❌Seeing the phrase policy pending leaves a bad taste in the mouth, especially since you just 

paid for it  

✅Outlines the next steps clearly  

❌Hick’s Law - There was no need to ask for the group health insurance at this point given the 

user is yet to receive their policy - it causes distraction from the main transactional flow 

❌The ads on the side are a distraction again - the user has already paid for a health insurance - 

why pitch them the same product, or any other product at this stage? Just increases friction for 

the user 

✅However, I’ve now paid for my health insurance policy and have received a call from the 

doctor conducting the next steps and guiding me on the next steps 

 

—---------------------------------------------- 

 

❤️Looks like the user is now active! 
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