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1. Introduction

2 KSy O2yadzySNaR R2 y2i0 1y2¢ odzaAySaasSaqQ O2yidN
consumers and businesses may suffer negatoresequences. For consumers, low levels of
readership and comprehension can leave them vulnerable to detriment such as unexpected

costs and unintentionally sharing their dat®r businesses, resolving disputes with

consumers over contractual terms cantime consuming and costly. Despite thidpe

proportion of online users read terms and conditions or privacy pol{@eakows, Marotta

Wurgler, & Trossen, 2009; Gordon, 2004; Milne &&m) 2004);, estimates range from less

than one per cent of people opening terms and privacy policies to roughly 20 per cent

opening rates. Wen consumers do redthe terms or privacy policieshey often find them

difficult to understandLuger, Moran, & Rodden, 2013; Proctor, Ali, & Vu, 2008)

Previous research suggests that the way that contractual terms and privacy policies are
presented can improve consumer comprehengiBishout, Elsen, Leenheer, Loos, & Luzak,
2016) To advance this research, the Behavioural Insights Team (BIT) was commissioned by
the Department for Business, Energy and Industrial Strategy (BEIS) to design and test
evidencebased interventionsisingsix online experiments. The results of these online
experimentsand an accompanying literature review will form the basis of a best practice
guide for businesses on hdvestto present online contractual terms and privacy policies to
consumers online.

This technical report details the full results of the six onlingegxnents conducted by BIT
between May and July 2018.

Figure 1: Summary of six experiments

One Retail website Contractual terms Comprehension
Two Retail website Privacy policy Openingprivacypolicy
Three Price comparison website Privacy policy Comprehension
Four Social media platform Privacy policy Comprehension
Five Telecommunications Contractual terms Comprehension
website
Six Peer to peer room sharin¢ Contractual terms Comprehension
platform
3
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2. Methodology

All sixexperimenswere conducted as online randomised controlled trials using the Predictiv
platform.! Participantswere only identifiable using a randomly generated ID number. No
personally identifiable information was collected from them during the trial. Participants
were not explicitly informed about the purpose of the experiments, nor were they made
aware that thee were different the web pages beingsted. Participation was entirely
voluntary, and participants could (and sotimeesdid) exit from the experiments at any

stage.

We constructed the sample for eaeltperimentto be representative of the general

population of the United Kingdom (UK order to maximise the external validity of our
experimental findings. This included constructing the samples to reflect the gender, age and
regional location profile of people living in the UK, as well as an equal smitdatg to

median incomeMore detail on how the sample was constructed can be found in Appendix
G.

Participarns who participated irexperimentone also participated irexperimenttwo (either
they sawexperimentone first or they savexperimenttwo first; the order was randomised).
Participants who participated iexperiment threealso participated irexperimentfour.
Participants who participated iexperiment fivealso participated irexperimentsix.The
impactof presentation order was evaluated aadcountedfor in ouranalysisof the main
results. A detailed discussion of ordefegfts can be found in Appendix Fhe separate
experiments were run sequentially.

Participants were financially compensated for tirae spenton the experimens andthey

also received a small variable reward for each correct answer they gave to the
comprehension questiongn eachexperimentparticipants wereold that they were about

to see material that they would then be asked questions about, and that they would be paid
an additional amount for each correct answéhe average payment was around £1.20, with
an additional £1.60 that could be earned in variableentives in case the participant
answered every comprehension question corre€tbughly £0.10 per questionfparticipants
were randomly assigned to see either the conts@bpagesor one of the threantervention
webpages

! Predictiv(www.predictiv.co.uk) is an online platform for running behavioural experiments built by the
Behavioural Insights Team. It enables governments and other organisations to run randomised controlled trials
(RCTs) with an online population of participants, emédxperiment whether new policies and interventions

work before they are deployed in the real world. For more detail, see Appendix G.
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1) Answered eight comprehension questions about thaterial they had seeg a
FAOGAGA 2 drvacOpIEYdr t¢ri<aad conditions

-

2) Answered how likely they would e useor purchag the compa@ Q& LINE RdzO( 6 & v
ascale from ongnot likely at all to seven(extremely likely);

3) Reported how much they trustd the company on a scale from ofret at al) to
seven(completely);and

4) Reportedtheir highest education level.

In experiments three, four, five, and six, paipants also reported how confident they felt in

their understanding of the policgr contractual termsbefore they answered the eight

comprehension questionsWe added this new question after reviewing the results of

experiments one and two. We hypotkised that certain interventions miglive

participants a false sense ohderstanding We wanted to be able to captueny
AyO2yaraiuSyoOe o60SGsSSy LIS2L) SQa O2yFARSYOS Ay
comprehension.

For more detail on the specifinethodology, please see appendixKaill regression outputs
and trial protocols are available upon request.

2.1 Analysis strategy

For each experimente developedan analysis strategyrior to the launch of the

experiment, witha singleoutcome measure of interest identified and defined as primary
analysis. Analysis of pepecified additional outcome measuress defined as secondary
analysisln each experiment, we developed the coritbmsed on existing market practices
(how current businesses display contractual terms or privacy policies online) to maximise
the external validity of our experimental findings. However, our control contractual terms
and privacy policies were often shortthan market practice average, in order to minimise
attrition (presenting participants with extremely long contractual terms or privacy policies
may lead them to drop out of the experiment).

In five of the sexperiments our primary outcomeneasurewasLJ: NI A OA LI y (i &4 Q
comprehension score, measured as themberof correct answers to eightultiple choice
guestions. Irexperiment twq our primary outcome was thgroportion of participantswho
opened the fulprivacypolicy. Wedesignedour experiments in order to be able tetect
differential effect sizes on the primary outcome measure betwegarventions.

Oursecondary measurdacludedA Y i SNBaild Ay GKS O2YLI} yé Qa LINEF
and participant comprehension grarticular subsets of the eight comprehension questions

5
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Therewere more comparisonfn secondary analysisvhich increases the chance of
statistically significant results being spurious. For this reason, results on secondary outcome
measures should be interpted with care

Our primary and secondary measures were analysed wsthgary least squareOL$
regressions with demographic controlgote that we normally use OLS rather than logistic
regression even with binary outcombscausat produces results which are more readily
interpretable, since the treatment effect is the same regardless of the baséma.
robustness check, &comparethe results in the two formulationdf they arematerially
different, we use a logistic regreiss instead.

Thedemographiccontrolsinclude the partid LJ- y i Q4 3ISYRINWIBBI¥ | £ ST
54, 55+), whether they are below or above median income of £30,000, and highest
education level obtained (no education; GCSEeval; vocational diplomedegree of

professional qualification). Finally, we also include a dummy for presentation order in the
regression. More detail on our analytical approach is included in Appéhdix

2.2 Sample size

Across all six experiments, we recruited 7,953 partidipaile recruited roughly 3,600
participants for the first two experiments, half of whom saw experiment one first and half of
whom saw experiment two first (a repeated measure design). This sample size was larger
than our power calculations indicated woudeé necessary to detect a materially significant
increase or decrease in comprehension between the control and the interventiotis (

1,800 participants we could detect a differencelof to 0.3 correctly answered questions,
depending on comprehension vance amongst participants). The reason we recruited a
larger sample size was because we wanted to be able to identify any interactions between
the comprehension levels for each of the interventions and the order participants saw the
two experiments. If wesaw differences in the primary outcome measures between
participants seeing an experiment first or seeing an experiment second, we would have
enough participants that had seen the experiment first to only use those results and to
exclude the results frorthose who saw the experiment second.

In this report, for experiments one and two, we have presented the regressions and graphs
for first-exposureonly participants because interactions between order and intervention
were significantlt can be argued thahe firstexposureonly results have the least number

of confounds and are therefore the appropriate benchmarkis results in a sample size of
1,812 patrticipants for experiment one and 1,832 participants for experiment two.

As the order effects did not change headline conclusions in experiments one and two, we
used thesame setup in experiments three, four, five and siwhere each participant goes

6
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through twoexperimentsin one sessionWe knew that there may be orderingfetts in

these experiments with this design, so we randomised the order that participants saw the
experiments and included a dummy variable for order as a covanates regression
analysisWe also checked for interactions between order and interventidrese

interactions were not significant in any of these last four experiments (experiments three,
four, five, and six). See Appendix¥dda more indepth discussion of ordering effects.

With this in mind, we used a sample size of 1,Béfticipants for experiments three and

four, with roughly half seeing experiment three first and the other half seeing experiment
four first. In this report, because interactions between intervention and order were not
significant in experiments three aridur, we have presented the regressions and graphs for
all 1,867 participants in these experimentgith a dummy variable for order as a covariate in
the regression analysis

We updated our power calculations before experiments five and six. VarianteMiIpA OA LI y { &
comprehension had been slightly higher than expected, which reduced the power to detect
comprehension differences between interventions. For this reason, we increased the sample

size for experiments five and six, recruiting 2,442 participaotgghly half of whom saw

experiment five first and roughly half of whom saw experiment six first. In this report,

because interactions between intervention and order were not significant in experiments

five and six, we have presented the regressions aaglts for all 2,442 participants in these
experiments with a dummy variable for order as a covariate in the regression analysis

GKFG Ay Ittt OlrasSas ¢S alLISOATe Fy SELSNRYSyGC
the experiment.
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3. Expeiment one: Improving understanding obnline retail terms and
conditions

3.1 Summary

The purpose ofthis experimentwas to measure the way changes in firesentation of
terms and conditions for a simptmlineretail purchase impastconsumer understanding of
contractual termsWe testeda controlwebpage(where participants had to clicklinkto
viewthe termsand conditions of purchasing ashirt from an online retailgragainst three
interventions 1)full terms presented in a scrollable bpR) selectedterms presented with
visualicons (with a clickable link to view full term8) selectedterms explained in a
guestion and answer format (with a clickable link to view full t&trms

We found that all threenterventionsincreasedaverage number of comprehension
guestions participants were able to answer correcitynpared to the contrgland thatthe
WA O2y &addWY lss®manginterventions performed significantly better than the
Wa ONR f f Q.Nbngaf theNdie&ghtioksAtytistically significantly increased or
decreased trust or interest in the company.

3.2 Experimentdesign

A total of 3,644 respondents completed the experimanMay 2018 Participants who
participated inexperimentone also participated irexperimenttwo (either they saw
experimentone first or they savexperimenttwo first; the order was randomisgdHowever,
in this report, we have shown result® the 1,81Xirst-exposure participants onithose
who saw this experiment firstpee Methodology section for a full description of the
experimentmethodology and Appendix far a discussion of ordering effectsigure Zelow
shows the stages of this experiment.

© Behavioural Insights Ltd
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Hgure 2 Stages of experiment one

Material stage |
_________ 4 /—\ /—\
( Y4 Y4 )
Control 8 questions on 2 questions on 1 question about
comprehension interest, attitude education

—

—

— v' %
g PLss PAY J

of information See Appendix A for the fudlxperimentmaterialsand the accompanying
literature review for existing evidence to support these interventions.

Figure3: Interventions forexperimentone

Control

Scoll

In the control, participantsaw a webpage that lookdike an online
shopping checlout. The shopping basket containadyrey Tshirt. On
this page participantsould(but did not have to) clickalink to see the
terms and conditions of the purchadearticipants had taick the

W INBS G2 S Nickboxtoydrtine@2oyhe A G A 2y
comprehension questions

The design was based on examplepafularonline retailer® OK
out pages.The terms and conditions were based on the existing
terms and conditions of multiplestail companies.

The webpage wathe same agontrol, apart from the addition of a
scrollable text boxabove the tickbox which includetie full terms
and conditions of the purchase; in this way, the tenvese visible by
default.
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Participanthadtoi A O1 GKS Wl 3INBS G2 @S
continue to the comprehension questions.

Iconsummary The webpage wathe same as theontrol, apart from an additional
text box with four key termssummarisedvith icons illustrating them
positioned above the tickbox.

Participantshad toi A O1 G KS Wl INBS G2 S
continue to the comprehension questions.

Q&Asummary The webpage wathe same as theontrol, apart from an additional
text box with four key terms, briefly summarised as questions and
answers with icons illustrating them, positioned above the tickbox

Participantshad todd A O1 G KS WF3aINBS G2 GS
continue to the comprehension questions.

3.3 Primary outcomeg overall comprehension results

lff GKS AYUSNBSyGA2ya AAIYAFAOLyGf e FAREANSELl &S
FYR GKS Wvg! adzyYYFNEQ LINRPRdAzOAY3 (KS KAIKSad
of correct answers to the comprehension questions for the control and intervention groups.

2 For all graphs in this report, the error bars show the 95% confidence interval of the difference between each
intervention (the blue bars) and the control condition (the black bar). These differences were estimated using
linear regressions with robust standard errors controlling for a number of demographic characteristics, such as
0KS AYRAGARdZ f Qa lév@S>E ISYRSNE YR Ay02YS
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Figure 4: Number of correct answers about terms and conditions by intervefation
experiment one

w -
'-... —
‘o —
®
9 w H * % *%
= *%
o
2
2
g 4.28
m -
£ 3.39
o}
o
N -
O -
Control Scroll Ilcon summary Q&A summary
N= 1812

** p<0.01, * p<0.05, + p<0.1

Primary analysis - adjusted for covariates

TheWA O2y Baddv@&ASNEBmanfinterventions increased comprehension scores by

33.9 and 3.0 per cent, respectively, compared with the control. T#=ollQ Ay i SNIBSyY (A 2
AYONBI SR LJ NI A OA LJ y i 38Bper cérd commpadedkunitly thelcéntyol. & O2 NB &
All of these results were statistically significat S WA O 2 YaAn@@&AMIMMNED
interventionsLJIS NF 2 NYSR aA3dyATFTAOFIydte o60SGGSNI GKIFIYy (K
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Figure 5Regression analysfer experimenton®a LINRA Y I NB 2 dzi 02 Y S
comprehension{measured by number of correct answers to eight multipheice
guestions)

coefficient coefficient
(standard error) (standard error)
Scroll 0.922** 0.883**
(0.121) (0.121)
Icon summary 1.186** 1.152*
(0.114) (0.115)
Q&Asummary 1.230** 1.216*
(0.114) (0.115)
Constant 3.370** 1.982*
(0.080) (0.282
Demographic No Yes
covariates added
Observations 1812 1812

+ p<0.1, * p<0.05, ** p<0.01

3.4 Secondary outcome results

3.4.1 Opening the full terms

In the control andhe WA 02 y  BaddM@RASNEBmaninterventions participants could
click a link to view the full term@n theWa ONER f f Q, the JullitSINGRVEry dishlaysbly
defaulf). We found that presenting key terms on the webpaligt not significantly change
the number of participants that clicked to view the full terc@mmpared with the control
(see Figure 6elow).

12
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Figure6: Opening rate by interventiofor experiment one

1 1 1 1 1 1 ]

1

Opening rates in percentages
10 20 30 40 50 60 70 80 90 100

11.06

Control Icon summary Q&A summary

0
L

N= 1367
** p<0.01, * p<0.05, + p<0.1

Secondary analysis - adjusted for covariates

3.4.2 Comprehension of emphasised atedemphasised terms

We were interested tainderstand whether displaying key terms impreumderstanding of
those termsbut reduces understanding of the full term$o test thisve separately
measured comprehension of the terms listed prominently on thépages fothe WA O 2 v
summangand W&Asummarninterventionsagainstcomprehension of terms only listed in
the full terms Ourhypothesisvas thatemphasiggkey terms more prominently would
increase comprehension of these terpsit risks redumg comprehension of the terms in
the full terms and conditions if participants are less likely to open them.

We foundthati KS WA O2Yy &adzYYINBEQ YR Wvg! &adzYYlFINBEQ A
the control on the questions that relate@ the terms these interventionsmphasied. This
also did not lead to any reduction in performance on the terms that they dicengghasise

13
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Figure 7: Number of correct answers abg Figue 8: Number of correct answers abol
GKS LRftAOEQa SYLX (KS LI empoasisedterRS by
interventionfor experiment one interventionfor experiment one

Questions correct (0-4)
2
Questions correct (0-4)

N= 1812 N= 1812

** p<0.01, * p<0.05, + p<0.1 #* p<0.01, * p<0.05, + p<0.1

Secondary analysis - adjusted for covariates Secondary analysis - adjusted for covariates

Participants inteWA O2 y  BadeNDRASNdBmarinterventionsscored80.7 per cent

higher than the control on the questions about the terms that tleeyphasied. They also

2 dz( LIS NJF 2 NJY SriervénfoS. The ingro@nieritsiere significant at p<0.01. The
WEONREETQ AYGSNBSYGA2Y |t a2 LISNF2 NX¥SpRasiseS G i SNJ
them.

Participantsvho sawthe Wa ONZR f f Q schrgdiuB NaPc@f highe tharthosein the

control onthe terms that werenot emphasisedy theWiA 02 y SaddM@ORASNEmanQ

interventions This difference was significant at p<Q.01F NOY A OA LI yia Ay (GKS W,
FYR Wvag! &adzYYINREBQ AYISNBSYylA2ya RAR y20 a02N
emphasised terms; infadl, KS Wv 3! adzyYI NBEQ Ay (dSNEeSogntA2zy LI
higher than control on these questions (significant at p<0.05).

3.4.3 Selfreported trust and interest in the company

None of theinterventions had a significant effectonthelr NJIA OA LI yiaQ Ay idSNBa
the companRa 6 S0 & A (it cananyl NHza & A Y

14
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Figure 9 Selfreported interest in company Figure 10 Selfreported trust in company
(on 1-7 scalefor experiment one (on 1-7 scalefor experiment one

4.76

Interest in purchase (1-7)
4
Attitude towards company (1-7)

Control Scroll lcon summary Q8A summar ¥
N= 1812 N= 1812

** p<0.01, * p<0.05, + p<0.1 4 p<0.01, * p<0.08, + p<0.1

Secondary analysis - adjusted for covariates Secondary analysis - adjusted for covariates

3.5Robustness checks

We repeated our primary analysis using tobit regression (instead of ordinary least squares),
because the overall comprehension score can be thought of as a bounded variable (bounded
at 0 and 8). We did not see any differences in magnitfdgtatistical significancer

directionality of effect, compared to the ordinary least squares regression outputs. Our
conclusions did not change.

We alsore-ran our analysiof opening rates using logistic regression, adjusting for the same
covariates a in the OLS regressions. We found no significant differences in the results
compared to OLS regressions.

We further checked for correlations between comprehension on thegphasised terms
and comprehension on the emphasised terms. We observed a sattiftorrelation
(Corr=0.7285,p<0.01). To account for the influence of covariates, we regreékey
comprehension on ktlepth comprehension, including all covariates used in primary
analysis We stillfound a significant relationshigp(<0.01). This suggests that the most
attentive readers performed best on both the emphasised aneéogphasised tens.

3.6 Conclusion

Out of eightcomprehension questiongarticipantsanswered on averagene extra question
correclyintheWA O2 y  BadeN@RASNEmaninterventionsversuscontrol (4.6
guestions right versus 3.4). Most of this improved comprehension sdram doing better
on the questions that are about the terms that the summaries explieitiphasiseThe

WAa ONR f f Q does/impfoMd@@npriérferdsign, but not as much astie®A O 2 y
summantdbr @&Asummarninterventions

15
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All interventions significantly improved comprehensihile maintaining the same level of
trust and interest in the company

16
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4. Experimenttwo: Encouraging consumers to open online retail privacy
policies

4.1 Summary

The purpose of this experiment was to measure the way changes indhdingof an
AYy@ArGalraazy (2 NBIFR | iNfdsthd rate aDhich dongimerda  LINRA @1 O
open this link Thecontrol was awebpage with three buttons @rticipants could click one

to find out about early access to sales, one to see which brands the company stocked, and

2yS 2 t€SFENY Y2NB lo2dzi GKS O2YLI y@Qa LINAGI O
interventions: 1) W02 &0 Odz$Q LINB B YVSE hl2d A OBK f Ayl SELX |
NB E2RQy Wi doliigiBa@za SR G KS LI NILAOALI yiQay yIYS |y
were in control of who they ge their datatol YR o0 'y WdzNASy OeQ 62 NRA
GKFG GKA& gFa GKS LINIAOALIYGQa tlFaid OKIyOS

We found that all three interventions increas#tk proportion of participants who clicked

on the privacy policy linkompared to the contral TK S W02 ad O0dz2SQ aédy d SNIBSy i
0540 G(KS wdzNBSYyOeQ AyGSNBSy il haddwealdye G 06Said =
significant increase iapening rates versus the contrél.S I £ 32 GSadSR LI NI A O
comprehension of therivacy policy. All three interventions performed better than control,

with participants inK S WI 3 Sy O& Scorihg/higiSeblBn3he @éigh2cgmprehension

guestions.

4.2 Experiment design

A total of 3,644 respondents completed the experiment in M&§8. Participants who
participated in experiment one also participated in experiment two (either they saw
experiment one first or they saw experiment two firtthe order was randomisediHowever,
in this report, we have shown results from the 1,832 fagposure participants onithose
who saw this experiment firstpee Methodology section for a full description of the
expeliment methodology and Appendixfar a discussion of orderingffects.Figurell
belowshows the stages of this experiment.

17
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Figurell: Stages of experimeitivo

. A
&Y d N\

¥ il )
Control 1 8 questions on 2 questions on 1 question about
prehension interest, attitude education
—
—]
\_ 7 N AN J

The three interventionsisedbehavioural science techniques to thwerding of the invitation
to encourageparticipants to view the privacy policgee AppendiB for the full experiment
materials and the accompanying literature review for existing evidence to support these

interventions.

Figure 12 Interventions for experimenivo

Control

In the control, participants saw a webpage tthaoked like a webpage
inviting them to sign up to create an account with a retail website.
The webpage had three buttons participants could aticke to find

out about early access to sales, one to see which brands the com
stocked, andonetoleartf2 NB | 6 2dzi (GKS O2Yl

Thebutton with the link 2 G KS LINRA gl O& LI2f A
LISNE2Y I f RIFEGI 6AGK OFNB A& AY
see ourprivacy notice where you can find detailed information on

how weuse your personal data, including how we personalise our
O2YYdzy AOFGA2ya G2 @&2dzQ

t F NOIAOALI yia KFER (2 GdKS

continue to the comprehension questions.

el
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The control webpage design was based on multiple retail @mp
websites and the privacy policy was based on the existing privacy
policies of multiple retail companies.

The webpage was the same as the control, apart froenkutton
gAOK GKS Ayl 02 ( griSacydbtitaakedss
than five minutes to read. In the notice, you can find detailed
information on how we use your personal data, including how we
personak &S 2 dzNJ O2 Y Y dzy A Qitiofl thezeyivas ali 2
geenii 3 A02y GAGK (GKS g2NRa Wp
t P NODAOALI yiGa KFER (G2 GAO01 GKS
continue to the comprehension questions.

The webpage was the same as the control, apart from théobut
gAOGK GKS fAy]l (2 G§KS LINbualede
control of who give your data to. Read qumivacy noticeto
understand how we use your data, including how we personalise
O2YYdzy A OF (i x Ky5a Lit NI & Ddeddsyincladed, F
after being entered on the previous webpage.

t F NODAOALI yiGa KIFIR 2 0G4AO1 GKS
continue to the comprehension questions.

The webpage was the same as the control, apart froenkdutton
withthe linki 2 G KS LINA @F Oé LI2f A 08 NB
read ourprivacy noticebefore signing ug in the privacy notice, we
explain how weuse your personal data, including how we personal
2dzNJ O2YYdzyAOF GlA2ya (G2 @&2dzQ

In addition, a red circle appeared around the tfomtto attract
attention.

t F NOAOALI yGa KIR G2 GdAO01 GKS
continue to the comprehension questions.
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4.3 Primary outcome; opening rate

¢CKS WwO02ail 0dz2SQ AYyiGSNUSY @5BYNIAYONBD adSKRS 2WIST/ S\
WdzZNESY O Q AYiGSNIBSY (A 2 \8apehcgnOaNda:5aescBnt, 2 LISY Ay 3 NI
respectively¢ KS w0234l 0dzSQ I vy Rigrifidahtll iScye@sedbpehinggiafedlId Sy i A
compared with the control grougrigurel3 showsthe opening rate by intervention.

Figurel3: Opening rateby intervention

1

1

1

* %k

*%k

Opening rates in percentages
10 20 30 40 50 60 70 80 90 100

16.43

e Control Cost cue Agency Urgency
N= 1832
** p<0.01, * p<0.05, + p<0.1
Primary analysis - adjusted for covariates
¢KS wO2aid 0OdzSQ Ffaz2 LISNF2NN¥SR 0SUGSNI O2YLI NB
RAFFSNBYOS 06SG9SSy GKS WI 3Sy O GtatistigallyS NIISY G A2y
significant.
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Figure 14w S3INB&aaA2y Fylfteara F2N SELISNAYSyld G662 Q
(measured byproportion of participants opening full privacy poligy)

coefficient coefficient
(standard error) (standard error)
Cost cue 0.175** 0.172~
(0.028) (0.028)
Agency 0.042+ 0.038+
(0.026) (0.026)
Urgency 0.069** 0.066*
(0.026) (0.026)
Constant 0.162** -0.220*
(0.018) (0.058
Demographic covariates  No Yes
added
Observations 1832 1832

+ p<0.1, * p<0.05, ** p<0.01

4.4 Secondary outcome results

4.4.10verall comprehension results

Participants in all three interventions answered more comprehengigastions correctly

GKFY Ay GKS O2y iNRf ® ¢ KSOLISNI HSGEIQ ANYONENIASY i A
intervention caused 49.7LJSNJ OSy G Ay ONBI &Sz yR (KRS woOz2al
per cent increaserhese effects were alatistically significant.

3 This table shows the regression outputs for ordinary least squares (OLS) regression.QU&ageer than
logistic regressiomith binary outcome$ecauset produces results which are more readily interpretable,
since the treatment effect is #tnsame regardless of the baselides discussed in our methodology sectior, w
check that the results are not materially different in the two formulatiotisve find that they arewe use a
logistic regression instead.
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Figurel5: Number of correct answers aboptivacy policyby interventionfor experiment
two

'

Control Cost cue Agency Urgency
N= 1,832

*%

*%

Comprehension (0-8)

** p<0.01, * p<0.05, + p<0.1

Secondary analysis - adjusted for covariates

We conducted exploratory analysis to understand Wiy NIi A OA LJ- yiGa Ay GKS Wi
Y dzNH Eoyfddidnhad higher comprehension than paifiants inthelO2 a G 0dzSQ O2 y F
even thoughLJr NI A @QAISIWWMYEQ NI S ¢ a KA 3IKSNelfookadyat G KS W
comprehension by intervention amgst those who opened the poli@nd amongst those

who didnot open the policyWe werenot able to make firm conclusions about this

guestion.

Amongst @rticipants who opened the policthe comprehension differences between

interventions were not significant. For this reasore were not able to confirnthe
KBLRIKSaAE (KI@ AKBOANEBBY ORVDSY yR2y a OF dza SR
the policy to pay more attention when reading it.
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Figure B: Number of correct answers aboptivacy policyby intervention for experiment
two, amongst the 431 participants who opened the policy

Total comprehension score (0-8)

Control Cost cue Agency Urgency
N= 431

** p<0.01, * p<0.05, + p<0.1

Exploratory analysis - adjusted for covariates

We did find that participants who had not opened the polleyddifferent comprehension
levels, by interventionThe reason for this difference is not clear.
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Figure : Number of correct answers aboptivacy policyoy intervention for experiment
two, amongst thel,401participants whadid not openthe policy

Total comprehension score (0-8)

Control Cost cue Agency Urgency
N= 1,401

** p<0.01, * p<0.05, + p<0.1

Exporatory analysis - adjusted for covariates

It may be that the differences in comprehensioy intervention were due to random
chance. Br example, participants may have guessed more accurately on the mwdhplee
guestions in some inteentions. iere was nothing about the interventions that could help
participants correctly answer comprehension questions if they did not open the privacy

policy.

It is also possible that the interventions encouraged different types of participants to ope

the policy. These selection effects could cause-reordom differences in participant

OKIF NI OGSNR&AGAOa BAUGUKAY SIFOK AYyUSNBSyuAz2yQa a
LI2f A0&d C2NJ SEI YLIX S I -opeyiets mayphavé behIngrérfessy Qa a S
engaged, knowledgeable, or skilled at answering mukgbleice questions than another
AYGSNIBSY(Adpetess. aSi 2F y2vy

4.4.2 Seklreported trust and interest in the company

None of the interventions led ta significant changk y¥ LJ- NIi A OA LpinhgtheQ A y (G S NI
O2YLJ yeé Qa YSYod Nk ihetomiid®.a NI Y
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Figure B: Selfreported interest in Figure D: Selfreported trust in company
company (on 47 scalefor experiment two (on 1-7 scalefor experiment two

~ ~

6
]
1

5

L
5
L

4

3

Interest in purchase (1-7)
4
3
!

Attitude towards company (1-7)

2
2

1

Control Scroll lcon summary Q8A summar Y Control Scroll lcon summary Q&A summar: ¥
N= 1832 N= 1832

** pe0.01, * p<0.06, + p<0.1 ** pe0.01, * p<0.06, + p<0.1

Secondary analysis - adjusted for covariates Secondary analysis - adjusted for covariates

4.5 Robustness checks

We reran our primaryanalysisof opening rates using logistic regression, adjusting for the
same covariates as in the OLS regressions. We found no significant differences in the results
compared to OLS regressions: the same interventions were still effective.

We also repeated our analgsof overall comprehension using tobit regression (instead of
ordinary least squares), because the overall comprehension score can be thought of as a
bounded variable (bounded at 0 and 8). We did not see any differences in magnitude of
statistical signifianceor directionality of effect, compared to the ordinary least squares
regression outputs. Our conclusions did not change.

4.6 Conclusion

¢KS WwO2aid Odeblkedtheyaies Hapénndypaticipants, from around 16 per

cent to around 33 perent. Before launching the trial, we were curious if telling participants

that the policy takes five minutes to read would backf{ire. decrease opening rate$ut it

didnotcA Y RSSRXZ GKS WO?2 apérfotaepifervanticn with keSpecktA 3 K S a U
L2t A08 2LISYAy3a NIGSP 'y 21LISYy ljdzSadArzy Aa 6KS
NBEFRQ NBIFIR LRfAOe ¢g2ddZ R AYRSSR o6l O1FANBO®

lff GKNBS AYyUISNUSyGA2ya AYONBIFASR LI NIAOALIY
the most. Another open questiohd ¢ KSUGKSNJ Iy AYyUiSNBSylAzy GKI
FYR GKS WFH3ISyoeQ | LIISIE g2dzZ R Ol dzaS KAIK 2 LIS
andhigher comprehension rates, which may have been driven by higher motivaticer@r

once the participanK R 2 LJSY SR (GKS LRfAOes a (GKS W3Sy
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5. Experimentthree: Improving comprehension of a price comparison
website privacy policy

5.1 Summary

The purpose of this experiment was to measure the way changes in the presentakiey of
points ofaLINA OS O2 YLJ NA a2y infadtd consBr@rundedstdndrig 6f &
that policy We created an onlinewebsitejourney for a customer searching fpet insurance
for their pet cat. The journegomprisedthree webpage forms; oneform asking for the
LISiQa RSGIFIAfaz GKS ySEG FalAy3a F2N GKS
preferences. In the control, paragraphat the bottom of the first of the threevebpages
SELX I AYySR (i KS ahdzdntkited ik whiShdold bézclicked t& see the full
privacy policyThe three interventions presented this same information in new wayas 3)
Yayeredsummary at the bottom opage 1, withheadings that expand when clicked,
revealing a second layer with moirformation; 2) asW 2 dza i exdpMnatioAs¥iciithow
GKS O2YLIlye gAfft dzaS GKSANI RFGF Fa d(GKSe@
and two, with the summary also present at the bottom of page one, as in the cpatrdl3)
as captions to seveillustrative iconsInall the groupsparticipants could click to view the
full privacy policy if desired

We found thatthe W2 dza ( addyigon(sdmmSCinterventionsincreasedhe average
number of comprehension questions participants were ablariewer correctly compared
to the control, and that thélayeredintervention performedworsethan the control(though
not significantly soJTheWA O2 y  adindewahtioNSatstically significantly decreased
interestand trustin the companywhilethe other interventions did not significantly change
LI NOAOALI yiaQ AyGSNBad FyR GNMzaG Ay GKS

5.2 Experiment design

A total of1,867respondents completed the experimeimt June 2018Participants who
participated in experimenthree also participated in experimetiour (either they saw
experimentthree first or they saw experimerfour first; the order was randomisedgee
Methodologysection for a full description of the experent methodology and Appendix H
for a discussion of ordering effectsigure20 shows the stages of thexperiment
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Figure20: Stages of experiment three

L N TN T a

Sample of (" Y4 Y4 Y4 )
Predictiv panel Control 1 question on 8 questions on 2 questions on 1 question about
~N = 1,800 fid in comprehension interest, attitude education

' ' g | comprehension
*.“ . =

\

The three interventionsisedbehavioural science techniquesdesignthe presentation of
information. See Appendix C for the full experiment materials and the accompanying
literature review for existing evidence to support these interventions.

Figure21: Interventions for experimerthree

Control In the control he participant wassked to imaginéhat they were
searching for pet insurance quotéghe website journey was
comprised of three webpagesach with a blank forng one asking for
GKS LISiQa RSiGFAftazr GKS ySEG |
asking for contact preferenceA.paragraph of text at the bottom of
the first of the three webpages in the customer journey expdithe
LINR @1 O& LJ2tbandprofidedalirk & theJalllpglicyOn
the final webpage participants had tack the privacy policy tickbox t
continue to the comprehension questions.

The control was based anultiple price comparisonvebsite2
customer journeysThe privacy paly was based on the existing
privacy policies of multiple price comparison websites.

Layered The webpagesverethe same as theontrol apart from the simple
privacy policy paragraph at the bottom of page ofmethis
intervention, the textis summarised in a concertigal 8 £ S Wt
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summary. Each of the seven key powesre clickable and only
showed the relevantinformation if they were clicked

Just in ime The webpagesvere the same as theontrol with the addition of¥ 2 d
Ay (pdpYiEeat boxexplanations of how the companyould use
their data asthey filldA y G KSA NI LISG Q& |y R (
one andtwo. The text boxes appeared as the participant typed eac
piece of information, and disappeared when they were no &ng

typing.

Icon summary The webpageswvere the same as theontrol apart from the simple
privacy policy paragraph at the bottom of page ania this
intervention, itwasdisplayed as seven text boxes willastrative
icons

5.3 Primary outcomec overall comprehensiomesults

TheW2 dza (i addPA O 2 Y S GirdexahtioNsbath improved comprehension
compared to the control.
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Figure 2: Number of correct answers about privacy policy by intervenfiomrexperiment
three

*% *

Control Layered Just In Time Icon Summary
N=1,867

Comprehension (0 to 8)

** p<0.01, * p<0.05, + p<0.1

Primary analysis - adjusted for covariates & order

¢CKS WwWadzad Ay GAYSQ YR WAO2Y adzYYINEBQ AYydSNE
scores by8.9per cent ands.8per cent. Both increases were statistically digant. The

Wi @8SNBRQ AYUISNBSY (A 2yYpeNBR nOtliFeffedtBININE KSy a A 2y
statistically significant.
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Figue3wS3INB&aaA2y Fylfteara F2N SELISNAYSYy(d KNI
comprehension (measured by numberanfrrect answers to eight multipliehoice
guestions)

coefficient coefficient coefficient
(standard error) (standard error) (standard error)
Layered -0.117 -0.114 -0.141
(0.117) (0.116) (0.114)
Just in time 0.291* 0.305** 0.297**
(0.117) (0.116) (0.115)
lcon summary 0.221+ 0.242* 0.228*
(0.118) (0.116) (0.114)
Constant 3.372** 2.233** 1.811**
(0.082) (0.426) (0.411)
Demographic No Yes Yes
covariates added
Order added No No Yesg as a dummy

variable across all
interventions, but
not interacted with
each intervention

Observations 1867 1867 1867

+ p<0.1, *p<0.05, ** p<0.01

5.4 Secondary outcome results

5.4.10pening the full privacy policy

In theall the groupsparticipants could click a link to view the full privacy policy. We found

GKFGO GKS AYyOUSNBSYylGA2yaQ LINBaSydardAz2y 2F GKS
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affect the number of participants that clicked to view thal forivacy policy (see Figupd
below).

Figure 2. Opening rate by interventiofor experiment three

TIT

Control Layered Just In time lcon summary

Opening rates in percentages
0
1

N=1,867
** p<0.01, * p<0.05, + p<0.1

Secondary analysis - adjusted for covariates & order

5.4.2Comprehension of emphasised andel®mphasised terms

Four of the questiongelated to informationin the paragraph at the bottom of page one

Participants could get these questions right just by reading this paragraph, without needing

to open the full policyAs allthe interventionschanged the presentatioaf the information

in this paragraph, their design effectively focusedimproving cenprehension of these

questions Four of the questions were about terms that were eatphasisedy any of the
interventionsg participantshadto click to view the full privacy policy to learn about these

terms. Of course, opening the policy may also im@® LJ NI AOA LI yiaQ O2 YLINE
emphasised terms, as they would be exposed to these terms once more in the full policy.

TheWA O2 y drdexvahtioNdcfeased understanding of the emphasised terms Dy 8.
per cent(though note this effect was only weakly statistically significant, p<tKLF W2 dza i Ay
GAYSQ AYGSNBSYGA2Y RAR RA NEeskierhphasibet feréns, A Y LIN2 @S
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although the effect wasot statistically significant K S Wf I & S NBde&easey 1 SNBSSy i
understanding of the emphasised terms &y per cent (again, this effect was only weakly
significant). This techniqumay have been less effective at helping people understand the
WSYLKI aAaSRQ (SNX¥a 0SSOl dza Sesadand readBiE § SR FNRA O A
information. Layering the information meant participants had to click seven times to view all

seven summarised points, whereas in the other interventions and the control, participants

saw the emphasised points without needing to click amtra buttons.

TheWadza G Ay ( AincrBaRed EoyhfiréhbidgiGhbié denfphasisederms by 100
per cent We hypothesise that this is due to the inventipromptingincreased focus,
carefulness or motivation from participants. The effect wasdriven by a greater number
of participants opening and reading the full terifsee Figur5 above. The other
interventions did not have statistically significant effects on comprehension of the de
emphasised terms.

Figure &: Number of correct answers | Figure B: Number of correct answers abou
Fo2dzi GKS LINAR G O8|0KS LINA @I @dphasiBed ferds, 0
terms, by interventiorfor experiment interventionfor experiment three

>k
+
u . -
Control Layered Just In Time
Control Layered Just In Time Summary
** p<0.01, * p<0.05, + p<0.1 N=1,867

Questions correct (0-4)
2
3
L

Questions correct (0-4)
2

1

N=1,867 e-

Secondary analysis - adjusted for covariates & order ** p<0.01, * p<0.05, + p<0.1

Secondary analysis - adjusted for covariates & order

5.4.3Selfreported confidence in comprehension

TheVayered) A y (i Sdedsedsed selepbried confidence in comprehension of the
privacy policy (& scale) by 4.@er cent(this was weakly significantJhis may be because
some of the terms were somewhatdden in the layers, compared to the control. The other
interventions did not have a statistically significant effect on-setforted confidence.
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Figure Z: Selfreported confidence in comprehensidor experiment three

Confidence (1-7 scale)

Control Layered Just In Time Icon Summary
N=1,867

** 5<0.01, * p<0.05, + p<0.1

Secondary analysis - adjusted for covariates & order

5.4.4Selfreportedtrust and inteest in the company

TheWA O2 y asupifivanthd®cfeased selfeported interestin the product and trust in

the companyThe otherinterventions did not have a statistically significant effectaither
measure One possible hypothesier why theWA 02y & dzY Yl NB Q,iRBONB I 4 SR
participantswho saw this interventiomnderstood more clearly that the company could use

their data to earn revenue. Some of the icons made this point dieagxample one icon

included WMQ & @& Y oidiparEs maykhave fund dffutting or untrustworthy.
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Figure 3: Selfreportedinterestin company | Figure ®: Selfreported trust in company
(on 1-7 scalefor experiment three (on 1-7 scalefor experiment three

. <t 1 %
*
-
- J
7 3.77 3.82 3.78
o~ A : : b 3.54
3.69 3.83 3.64 3.42

Control Layered Just In Time Icon Summary
Control Layered Just In Time Icon Summary N=1,867

Interest (1-7 scale)
4
Attitude (1-7 scale)

N=1,867 ** p<0.01, * p<0.05, + p<0.1

** p<0.01, * p<0.05, + p<0.1 Secondary analysis - adjusted for covariates & order

Secondary analysis - adjusted for covariates & order

5.5 Robustness checks

5.5.1Intervention effects on participants opening full privacy policy

A total of 186 individuals clicked on the full privacy policy indgkjgeriment approximately
10 per centof the sample. Tis meandarge effects and small varianemuld be necessary
to find significant effects.

There was no significant difference between the number of people who clicked on the
privacy policypbetweeninterventions (chisquared test, p=@5). However, wesawhigher
comprehensiorof the deemphasisedermsfor those who did open the full policies,
suggesting that they were comprehebks when read

5.5.2 Other robustness checks

We repeated our secondagnalysiof opening ratesising logistic regression (instead of
ordinary least squaresadjusting for the same covariates as in the OLS regresaidas
found no significant differences in the results compared to OLS regressions.

We also repeated our primary analysis using tobit regression (instead of ordinary least
squares), because the owarcomprehension score can be thought of as a bounded variable
(bounded at 0 and 8). We did not see any differences in magnitude of statistical significance
or directionality of effect, compared to the ordinary least squares regression outputs. Our
conclwsions did not change.
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We also looked at correlations between perceived comprehension and comprehension
scores. Overaltonfidence in comprehension and actual comprehensiene virtually
uncorrelated in this experiment (rho=0.02).

5.6 Conclusion

The resits suggest that! 2 dza (i exdplgnatibis EriiédnGsummaries both increase
O2yadzYSNQa O2 YLINBKSY aAa 2y Ingréstingl@ partidipghts  &hese LINR O |
conditions were not more confident about their understanding than the other groups.

W[ I & SNB R Q partifipattsNiadssiightlyy Bwer levels of confidence in their

comprehension than others, and this lower confidemoatched a slightly lower

performance on the comprehension questions.

¢CKS FIFHO0 GKIFIGQUKGIINIDSY (0 & 8z Y NER dud tBubtin thir NIi A OA L
company coud be due to the specific visual icomsed in the interventionpas the text irthe

Wadza i Ay sunMi&yntervghRonswdretieysamdsee Annex for the visual

designs.
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6. Experimentfour: Improving comprehension of a social media platform
privacy policy

6.1 Summary

The purpose of this experiment was to measure the way changes in the presentation of
a2 0A I f Y SRA privdcy pblidyfirgphidks @ansufiatzintlerstandinghef terms
within the privacy policy.

For this experiment, we used materials developed B/ PrS a & 2 NJ a I NEdaINB
Design Lajwho consented to our use of these materials for this resea’déh adapted the
wording of the privacy policy, in particular to maké&ieneral Data Protection Regulation
(GDPRcompliantand to shorten it fromapproximately4,400 words to 2,000 words

In the controlthe 1,900-word privacypolicywas divided into sections, with aaehable
contents at the top of the page. The three interventions presertteisame information in
new ways: 1)consillustratedheacers, table of contents, ansome key concepts throughout
the privacy policy2) vignettes with icons explaindabw specific items in the privacy policy
wouldl FFSOG | OKI Nard3)®&tboxes sH&vBd haw plaritiRants cowdpt

in and out of key items in the privacy policy while they read it.

None of the threanterventions improved comprehensiocompared withthe control

ANB dzZLIQA | GSNF 3S & 02 NB d¢tie &tuallyf decdzasadNd G A @S
comprehension scores by7/per cent Confidence in comprehension, interest in the
company, and trust in the company did not significantly differ by intervention.

6.2 Experiment design

A total of 1,867 respondents completed the experimanfune 2018As discussed in
section 5.2, prticipants who participated in experimeifibur also participated in experiment
three (either they saw experiment three first or they saw experiment four;fifs¢ order

was randomisell See Methodology section for a full description of the experiment
methodology ad Appendix Hor a discussion of ordering effectsigure30 belowshows the
stages of thigxperiment
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Figure30: Stages of experimeirfidur

- N
Sample of
Predictr;v panel Control ]_' 1 qu::tiun on 8 questions on 2 questjo:ior: 1que:tior‘|'nbout
~N = 1,800 ;umpr,h,n,;:n comprehension interest,
\ -
\ VAN J \. VAN J/

The three interventions sought to apply behavioural science techniques to the presentation
of information.See Appendix D for the full experiment materials and the accompanying
literature review for existing evidence to support these interventions.

Figure31: Interventions for experiment four

Control In the control @rticipantswere presented with a single web page
displaying dictional social media platfornprivacy policy (~900
words).¢ K S LlZ€tian® Ra@éadirdgs and there was
searchable table of contents at the top

WeOKl yISR (GKS ERRXYXOERAI yDHRZ NP
drawing onthe existingprivacy policies from a wider selection of
social media platforms/Ne also changed certain terms to make the
policy compliant with GDPR.

Icon illustration =~ Thewebpagewas the same as the contraith iconsadded to
illustrate the headingstable of contents, andelected concepts

throughout the privacy policy.

Sam Thewebpagewas the same as the controut hadadditional text
boxeswithin the textwhere participants learhhow specific items in

the privacy policyvouldr F¥F SO0 | OK I NJTHBiWasNJ
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designed to makéhe policy morepractical relatable,and engaging
to read.

Choiceemphasis Thewebpagewas the same as the contrafth additional text boxes
where participantscouldopt in and opt out of key items in the
privacy policy while they read it.

6.3 Primary outcome overall comprehension results

Neither theW{ I YQ A yrioSmWSKAA @Y S Y LK | sighificatlyaffgtedS NI S y (i A
overall comprehension compared with the control gro®articipants in both of those

interventions had lower comprehension scores than pgrtats in the control, though not

significantly soThe4¢on illustratiorfintervention backfired, reducing comprehension by 7.

per cent a difference that was statistically significant

Figure32: Number of correct answers about privacy policy by meationfor experiment
four

Comprehension (0 to 8)

Control Icon illustration Sam Choice emphasis
N=1,867

** p<0.01, * p<0.05, + p<0.1

Primary analysis - adjusted for covariates & order
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Figue3:wS3INBaaArzy |ylteaara F2N SELISNRAYSyYyG 7T2dz
comprehension (measured by number of correct answers to eight muitiptece
guestions)

coefficient coefficient coefficient
(standard error) (standard error) (standard error)
Icon illustration -0.242* -0.246* -0.246*
(0.102) (0.101) (0.101)
Sam -0.041 -0.048 -0.049
(0.107) (0.105) (0.105)
Choice emphasis  -0.158 -0.153 -0.153
(0.105) (0.104) (0.105)
Constant 3.129** 2.252** 2.256**
(0.072) (0.246) (0.247)
Demographic No Yes Yes
covariates added
Order added No No Yesg as a dummy

variable across all
interventions, but
not interacted with
each intervention

Observations 1867 1867 1867

+ p<0.1, * p<0.05, ** p<0.01

6.4 Secondary outcome results

6.4.1Comprehension on the questions emphasigethe WOK 2 A OS irflelvéidoh a A & Q

We hypothesised thatraphasising the choices participants could makée privacy policy
(such as optingn to marketing communicationsyould improve their performance on ¢
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jdzZSaGAz2ya o62dzi GKSaS OK2A0Sad |1 26SOSNE 4SS
significantlyincreasel performance on the questions aboutélermsemphasigd in this

intervention.

Figure34: Number of correct answers
about the terms in privacy policy
emphasised by th&hoice emphasi@by
interventionfor experiment four

Figure35: Number of correct answers
about terms in the privacy policy not
emphasised by th&hoice emphas{@by

intervention for experiment four

Questions correct (0-4)
2
L

1
|

oA . . . .

Control Icon illustration Choice emphasis
N=1,867

** p<0.01, * p<0.05, + p<0.1

Secondary analysis - adjusted for covariates & order

Questions correct (0-4)

1

3
|

Control Icon illustration Choice emphasis
N=1,867

** p<0.01, * p<0.05, + p<0.1

Secondary analysis - adjusted for covariates & order

6.4.2 Selireported confidence in comprehension of privacy policy

Pl

There were no significant differences betwettye groupsh Y LJ- NI A-@potddy 1 a Q &St
confidence in their comprehension 6fK S O 2 YrhdcypdliQy(d7 scale).
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Figure36: Selfreported confidence in comprehensidar experiment four

Confidence (1-7 scale)

2
1

Control Icon illustration Sam Choice emphasis
N=1,867

** 5<0.01, * p<0.05, + p<0.1

Secondary analysis - adjusted for covariates & order

6.4.3Selfreported trust and interest in the company

There were noignificant differences betweethe groupsin selfreported interest or trust in
the company(1-7 scale).

Figure J: Selfreportedinterestin Figure B: Selfreported trust in company
company (on 47 scalefor experiment four (on 1-7 scalefor experiment four
g : l . . . E : I . I .
T Control Icon illustration Choice emphasis o Control Icon illustration Choice emphasis
N=1,867 N=1,867
** p<0.01, * p<0.05, + p<0.1 ** p<0.01, * p<0.05, + p<0.1
Secondary analysis - adjusted for covariates & order Secondary analysis - adjusted for covariates & order
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6.5 Robustness checks

We repeated our primary analysis using tafeijression (instead of ordinary least squares),
because the overall comprehension score can be thought of as a bounded variable (bounded
at 0 and 8). We did not see any differences in magnitude of statistical significance
directionality of effect, comared to the ordinary least squares regression outputs. Our
conclusions did not change.

We also looked at correlations between perceived comprehension and comprehension
scores. Overaltonfidence in comprehension and actaad comprehensiorwere weakly
correlated (rho=0.12, p<0.01).

6.6 Conclusion

We hypothesise thathe length and complexity of the social media privacy policy induced
information overloadn participants, which wasot helped by adding additional examples or
icons.The backfire effect mesured in thed¢onA f f dza intdttentidnditg 1@is hypothesis

¢ in retrospect, the icons may bedmumerous anccomplicatedto help participants
understand thealready long and dengsmaterial.Further research couldelp toidentify

O2y adzY SNE Q afor infozMationiand ymadafid yrvestigat strategies to

manage information overload.
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7. Experiment five: Improving comprehension of telecoms terms and
conditions

7.1 Summary

The purpose of this experiment was to measure tiray changes in thiength and
presentation of &l St SO2 Y Y dzy A O (i A-Rofithly térsYahdicohditi@rds impitce
consumer understanding of that polidy the control, the~1,400-word termswere divided
into sevensections, with a searchable contents at the top of the page. The three
interventions presented this same information in new wayssHgrtened ¢700 words) 2)
with emoji illustrating various points in the shortened termasd 3)with a summary table at
the top of the shortened termased in(2).

None of the threanterventionssignificantlyymproved comprehensionompared withthe
control3 N2 dzLJQa | @P&riipahtS scared RighBr i all three interventions than
control, but the improvementvasnot statistically significant

Secondary analysis revealed that for tHeél dzY Y | NiBtenvertianf c8nprehension of
the emphasised terms increased but comprebiem of the deemphasised terms
decreasedTheWa dzY Y I NB (| 0 feSulied ik Righs sEleBoytad Eahfidence in
comprehension of the termsnterest in taking out a contract with the company, andst in
the company. Selfeported confidence itomprehension was also higher in ti#ortened?
and ¥mojiQnterventions.

7.2 Experiment design

A total of2,442respondents completed the experiment inly@018.Participants who
participated in experimentive also participated in experimersix(either they saw
experimentfive first or they saw experimergixfirst; the order was randomisedgee
Methodology section for a full description of the expeent methodology and Appendix H
for a discussion of ordenneffects.Figure39 belowshows the stages of thexperiment
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Figure39: Stages of experimetitve

. A /TN /a

Sample of (" Y4 Y4 Y4 )
Predictiv panel Control 1question on 8 questions on 2 questions on 1 question about
~N = 2.400 fid in comprehension interest, attitude education

comprehension

\ A J J\ y,

The three interventions sought to apply behavioural science techniques to the presentation
of information.See Appendix E for the full experiment materials and the accompanying
literature review for existing evidence to support these interventions.

Figure40: Interventions for experimerfive

Control In the control participantsvere presented witherms and conditions
of a paymonthly mobile contracassimple prose (440 words,
roughly 5.5minutes reading timedn a single webpage

The control was based thexistingtermsand coritions of multiple
telecommunications companies

Shortened Thewebpagelookedvery similar to the controbut the length of the
terms and conditions was reduced lmovingextraneous words
and redundant points (700 words, rouglthree-minute reading
time).

Emoji Thewebpage was the same as the shortened termish the addition
of relevantemoji symbolsat key pointsacrosshe terms.

Summary table  Thewebpage was the same as the shortened termish the addition
of asevenpoint summary table at the top of theebpage The
summary table listed key piesef information from the full terms
and conditions.
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7.3 Primary outcome; overall comprehension results

There was no significant difference in comprehension between any of the groups.
Participants scored higher in all three interventions tharthe control, but the
improvementwas not statistically significant and so canbetconclusively distinguished
from random chance

Figure41: Number of correct answei@out terms and conditionBy interventionfor
experiment five

Comprehension (0 to 8)

Control Shortened Emoji Summary table
N=2,442

Primary analysis - adjusted for covariates & order

** p<0.01, * p<0.05, + p<0.1

Figure 2wS3INBaaAz2zy |ylfeaird FT2N SELISNRAYSyYyG FTAQ
comprehension (measured by number of correct answers to eight muitiptece
guestions)

coefficient coefficient coefficient
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(standard error) (standard error) (standard error)
Shortened 0.044 0.040 0.043

(0.121) (0.115) (0.115)
Emoji 0.083 0.088 0.084

(0.121) (0.117) (0.117)
Summary table 0.152 0.040 0.104

(0.120) (0.116) (0.116)
Constant 4.467* 2.608** 2.538**

(0.083) (0.373) (0.375)
Demographic No Yes Yes
covariates added
Orderadded No No Yesg as a dummy

variable across all
interventions, but
not interacted with
each intervention

Observations 2442 2442 2442

+ p<0.1, * p<0.05, ** p<0.01

7.4 Secondary outcome results

7.4.1 Comprehension on the questions emphasised by#timmary tabl€

The summary tableprovidedparticipants enough information tbe able tocorrectlyanswer

five of the eight comprehension questions. We found that #& dzY Y I Nibtenientiant S Q
improSR LI NOAOALI yGaAQ LISNF2NXYIYyOS 2y (K2aS FTAQ
the other interventionsy 7.3 per centThis improvement was statistically significant.

We also found that thé? & dzY Y I NiBtenientiantieSré@asedscores on the three
guestions which were not answered by the summary table itself, i.e. whargcipants
would have needed to read tHell policy belowthe tableto answer them correctlyby 6.9
per cent Again, this effect was statistically significa®g while the summary table improved
understanding oemphasisederms it reduced understanding of other terms.
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Figure43: Number of correct answers abol|  Figured44: Number of correct answers
terms emphasised by th&ummary tabl€ about terms imnot emphasised by the
by intervention for experiment five Wummary tabl@by interventionfor

experiment five
'
Summary table

*
*
o .
1.73
2.88
od
ol Control Shortened Emoji

Control Shortened Emoji Summary table N=2,442

Questions correct (0 to 5)
Questions correct (0 to 3)

N=2,442 Secondary analysis - sdjusted for covariates & order

Secondary analysis - adjusted for covariates & order “* p<0.01, * p<0.05, + p<0.1

* p<0.01, * p<0.05, + p<0.1

7.4.2 SeHlreported confidence in comprehensiaf terms

All threeinterventionsda A Ay A TAOF y i f & Ay GeNdtédzddiRlentdlinNdeiA OA LI y (
comprehension ofi KS O 2 Yetris, With D&Yummary tabl® A y (i SleaRigyyol A 2 v
the highest increase
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Figure45: Selfreported confidence in comprehensidor experiment five

Confidence (1to 7)

Control Shortened

N=2,442
Secondary analysis

** p<0.01, * p<0.05, + p<0.1

* %

Emoji Summary table

7.4.3 SeHlreported trust and interest in the company

TheWa dzY Y | Nibtenientiant $ Qf RS

R F 681 1¢é@

selfreported interest in purchasing a product fraime companyand a significant positive
effect on partD A LJI Y -fepofed &Stfinthe company.

Figured6: Selfreported interest in
company (on 47 scale¥or experiment five

Hgure 47: Selfreported trust in company
(on 1-7 scalefor experiment five

o 4

Interest (1to 7)
3 4 5

2

-
&
.

Control Shortened Emaoji Summary table
N=2,442

1

Secondary analysis
** p<0.01, * p<0.05, + p<.1

Attitude (1to 7)

*k
<]
.
= 3.86 3.85 413

Control Shortened Emaoji Summary table
N=2,442

Secondary analysis
** p<0.01, * p<0.05, + p<.1
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7.5 Robustness checks

We repeated our primargnalysisusingtobit regression (instead of ordinary least squares)
because the comprehension score can be thought of as a bounded variable (bounded at 0
and 8) Applying tobit regressions to models with comprehension outcgm&sdid not see

any differences in magnitude of statistical significancdirectionality of effect, compared

to the ordinary least squareegressioroutputs. Our conclusions didot change.

Using OLS regressions, we also tested for correlations betweearsh#nd comprehension,
and attitude and comprehensio€oefficientsvere negative and statistically significant
(p<0.01). This suggests that participants with a strong understanditig ¢érmswere, on
average, less interested in taking out a contraund dess likely to trusthe companywhen
doing so. Howevene cannotinterpret this result strongly, as comprehension and
interest/attitude were all endogenousi.e. they may both be caused by a change in the
G§SNX¥A&Q LINBA&SY influéngirgygaciNdthardiedly o K Iy

For thisexperiment we hypothesised that the emojis may be more engaging for younger

age groupsnd for those with lower education leveldoweverthere was no significant

interaction betweeninterventiongroupsandage in other words, none of thaterventions

were particularly effective for any given age groWe did find that interacting intervention

groups with various education levels showed marginally statistically significant results, but

F2N) GKS WaxazryS MBSyl 28 ONF G KSNJ 6Ky (GKS wSyz2e

7.6 Overall comprehensioramongst lowereducation participants

In secondary analysiseiooked at whetheiil KS WSY22AQ AYUGSNBSyGAz2y C
helpful for lowereducation parttipants However, after running this secondary analysis, we
considered thagll threeinterventions in thissxperimentcouldbe particularly helpful for
lower-education participantsWe conducted exploratory analygessting this possibilityWe

RS T AY SRdutdfiogparteiant) a GK2a4S K2 RAR ofthadse KI @S |
whose highest qualification was G5

2SS F2dzyR GKFG GKS WadzYYENER GFrofSQ AyidSNBSydAa
amongst these loweeducation parttipants. The difference wasarginallystatistically
AAIAYATAOI yiod ¢ KdBectiaNgizad & pasitikeyeffe& dblds@nprelessign

amongst lowereducation participantsbut the effect was not statistically insignificant
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Figure48: Number of orrect answers about terms and conditiobg intervention in
Experiments amongst participantg K2 8 S KA IKSa (i CBRAzONLI WP ¥ZF Yy BRaA

Total comprehension score (0-8)

Control Shortened Emoji Summary table
N = 599

** p<0.01, * p<0.05, + p<0.1

Exploratory analysis - adjusted for covariates

Note that this exploratory analysis should be treated with caution for three reasons. First,

we made key datanalysis decisions after collecting the data and analysing the primary and
secondary outcomes. Second, the sample size (n35%®aller than in our main analyses.
CKANRZ G(KS STTSO0 rAa aSRaXGLSayhd CREI REF XA
compreltension differences by intervention go away when we include participants whose

highest qualification are #evels.

7.7 Conclusion

The resultdrom this experimensuggest that a summary table impraidB I RS N& Q
understanding of the termemphasisedn that table. However, we also observed that it
reducescomprehension othe terms that it does noemphasse In comparing policies

I ONRP &4 SELISNAYSyi(lasz Al O2dzZ R S I NBHdzSR G(KI
complicated and detailed.

We foundthat including a summary table increased NI A OA LI yiadx O2y FARSYC
comprehension of the termdrust in the companyandl y § SNBaid Ay GKS 02 YLJ
wasalso highed y (i KS BedzAWNRikiEIFgests that summary tables may be a
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usefd way to display key terms. Howeygrs important to think carefully abouvhich

terms to include and exclude from a summary taldleis experiment suggests that

consumers are likely to have higher comprehension of what is in the summary box and lower
comprehension of terms that are not featured in the summary box.
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8. Experiment six: Improving comprehension of a pderpeer roomsharing

platform terms and conditions

8.1 Summary

The purpose of this experiment was to measure the way changes W& | Rlan@lA f A (1 & Q

presentation ofa peerto-peer rooma K| NA y 3

LI I G F 2 NI Gripacti S NJY &

consumer understanding d¢ifiose terms In the control, the ~D00-word termswas divigd
into eight sections, with a searchable contents at the top of the page. The three
interventions presentedhe same information irdifferent formats: 1) rewritten to be more

SIFaate

WNEBI RIFof SQXF

g KA OK Yubre sharter2)KvBh teét BaXR

examples throughout the polidg illustrate four termsand 3) with @& interactive slider
which participants could move up and downdleow fow the cancellation policgnd
associated fees changed the customer gets closer to tisheckin date

None of the three interventions improved comprehensmympared withthe control

A NP dzLJQa

| B&chiddaiySanalyssi\wsihab the exampleRA R A YLINR @S

understanding of the parts of the ternesnphasisedy the givenexanples.

8.2 Experiment design

A total of2,442respondents completed the experiment in July 2018. Participants who
participated in experimensixalso participated in experimeffive (either they saw
experiment five first or they saw experiment §itst; the order was randomisedgee

Methodology section for a full description of the exjpeent methodology and Appendix H

for a discussion of ordering effectsigure49 below shows the stages of this experiment.

Sample of
Predictiv panel
~N = 2,400

Figured9: Stages oéxperiment six

.

-

Control

| 1 question on
fid in

comprehension

\

f

8 questions on
comprehension

\

s

2 questions on

~

r a

1 question about
ducati

interest, attitud
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The three interventions sought to apply behavioural science technigues to the presentation
of information.See Appendikfor the full experiment materials and the accompanying
literature review for existing evidende support these interventions.

Figure50: Interventions for experimengix

Control In the control @rticipants wereshowna webpage explaining the
terms and conditions of using a peter-peer room sharing platform.
The erms explaied the cancellaion and complaints policy for the
platform (~1,000 words, Automated Readability Indet 13).

The terms were based anultiple peerto-peer room sharing
platformQcancellation policies and terms and conditions.

Readable Thewebpagelooked similarto the control but the sentences and
wordswere, on average, shorter. The Automated Readability Inde»
was8.5.

Examples Thewebpagelookedsimilar to the controlwith the additionof text
boxes that provide@gxamples of how the terms woulgperatein four
scenarios.

Slider Thewebpagelookedvery similar to the controlwith the addition of
an interactive slidethat taught participantsiow the cancellation
policy worked Participants could move the slider across the screer
see how the candkation charges chagedas the cancellation got
closer to the chechn date.

8.3 Primary outcome overall comprehension results

None of theinterventions performed significantly better thacontrol.

4 TheAutomatedReadabilityindex is aeadabilitytest designed to assess the understandability of a passage of
text. This number is an approximate US Grade Level needed to comprehend the text, calculated using the
characters per word and words per sentences.
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Figure51: Number of correct answeia@out terms and conditionBy interventionfor
experiment six

Comprehension (0 to 8)

Control Readable Examples Slider
N=2,442

Primary analysis - adjusted for covariates & order

** p<0.01, * p<0.05, + p<0.1

Figure52wS3aINBaaAzy |lyltéeara FT2N SELSNAYSy(d &AE
comprehension (measured by number of correct answers to eight muitiptece
guestions)

coefficient coefficient coefficient
(standard error) (standard error) (standard error)
Readable -0.003 0.011 0.014
(0.108) (0.107) (0.106)
Examples 0.074 0.048 0.045
24

© Behavioural Insights Ltd



THE
BEHAVIOURAL
INSIGHTS TEAM.

(0.111) (0.108) (0.107)
Slider -0.091 -0.090 -0.093
(0.105) (0.102) (0.101)
Constant 3.102** 1.646** 1.362**
(0.076) (0.284) (0.302)
Demographic No Yes Yes
covariates added
Order added No No Yesg as a dummy

variable across all
interventions, but
not interacted with
each intervention

Observations 2442 2442 2442

+ p<0.1, * p<0.05, ** p<0.01
8.4 Secondary outcome results

8.4.1 Comprehension on the questions emphasised byslider

TheWliderQ A y (i Shidd& sfginificanifyaffectLJ- NI A Gdonedbnythie dhee
questionsrelated to thecancellation policylt also did not significantlgffect LJ- NI A OA LI y i & ¢
score on the three questions unrelated to the cancellation policy.

Figure53: Number of correct answers | Figure54: Number of correct answers abot
about terms emphasised by thshider, by terms in not emphased by theslider, by
interventionfor experiment six interventionfor experiment six

w -
o . . n n o

Control Readable Examples Control Readable ~  Examples
N=2,442 N=2,442

oy

Questions correct (0 to 3)
Questions correct (0 to 5)

Sacondary analyss - scjusted for covariste Secondary analysis - adjusted for covariates & order
“* p<0.01, * peD.05, + p<Oi]
«* p<0.01, * p<D.05, + p0.] P<0.01. * p<0.05. + p<
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8.4.2 Comprehension on the questions emphasised byxXaenples
TheWxample® Ay U SinIB&edIA B A OA LI Y14 Q & O2ddweredtny (G KS T
the examplesy 9.6 per centThis improvement was statistically significant.

The Wxamplesinterventiondecreasd LJF NI A OA LI y i aQ aO2mGoveted (G KS F
in the examplesput the decrease was not statistically significant.

Figure55: Number of correct answers | Figure56. Number of correct answers abou
about terms emphasised by the exampl¢ terms in not emphasised by the examples,
by interventionfor experiment six interventionfor experiment six
1.53
©- Control Readable Examples Slider o4
N=2,442 Control Readable Examples Slider
Secondary analysis - adjusted for covariates & order N=2,442
** p<D.01, * p<0.05, + p<0.1 Secondary analysis - adjusted for covariates & order
** p<0.01, * p<0.05, + p<0.1

8.4.3 Selfreported confidence in comprehension of terms
b2yS 2F GKS AyuGSNBSyuaAzya KIR I &dGreported G A OI f €
confidence in their comprehension tiie compan2ad G SNX & YR O2yRAGAZ2YV A
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Figure57: Selfreported confidence in comprehensidor experiment six

|

0 -
N
]
-+t
@
© <1
(]
°
Y=
c
§ ]

4.96
N -
) Control Readable Examples Slider
N=2,442

Secondary analysis

** p<0.01, * p<0.05, + p<0.1

8.4 .4 Selfreported trust and interest in the company

None of theinterventions had astatistically significank Y LJ- OG 2y  LJrdgdrtdadOA LI y (i 2
likelihood of usingr trust in the company

Figure58: Selfreported interest in company Figure59: Selfreported trust in company
(on 1-7 scale¥or experiment six (on 1-7 scale¥or experiment six

<
o
4 4.42 4.42 4.47

Control Readable Examples Slider
N=2,442

Interest (1to 7)
Attitude (1to 7)

Control Examples
N=2,442
Secondary analysis
Secondary analysis 4 p<0.01, * pe0.05, + p<0.1
**p<0.01, * p<0.05, + p<0.1
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8.5 Robustness checks

We repeated our primary and secondamyalysiausing tobitregression (instead of ordinary
least squares). We noted slight differences in significance of coefficients. Total
comprehension scores remain statistically insignificant across intervesitidhe tobit

model. Like the OLS model, the tobit model skdw positive statistically significant
coefficient in the®xamples§interventionfor comprehension of the terms that the examples
emphasisedHowever, themagnitude of the coefficient wasightly larger irthe tobit

model. This reflects our expectation of a slightly improved fit when using the tobit model.
The lack of statistically significant coefficients in the OLS model for exadgkaphasised
terms in the¥xamplesintervention remains consistent ie tobit model.

Using OLS regressions, we also tested for correlations between interest and comprehension,
and attitude and comprehension. The coefficiem&sre negative, but not statistically

significant ap<0.05, which means the correlation betweeomprehension and likelihood of

use and trust ithe companywasnot distinguishable from chance effects.

8.6 Overall comprehensioramongst lowereducation participants

The interventions in thisxperimenE  LJ- NIi A Odzf | Mfedentibritiat shibRBdd R 6 £ S Q
sentencesmay be particularly helpful for lowezducation participants. Although we had

not specified any analysis of interventiolemographic interactions in our trial protocol, we

conducted exploratory analysis of whether asfithe interventions worked especially well

for lower-education participant2 S RS T A y-SRdz@K @2 % ByWJI LI NI A OA LI y i & ¢
did not have any qualificatiors thosewhose highest qualification was &3

2SS F2dzyR (KI G §KS indtéaBed ednmehehsion hyyl 6 SpRddehty (G A 2 y
amongst these loweeducation participants. The difference was statistically significant.
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Figure60: Number of correct answers about terms and conditibiysntervention in

Experiment amongst participantsvhose A 3K Sa i S RdIEE O AZNI WhH 2y SKD

Total comprehension score (0-8)

Control Readable Examples Slider
N = 599

** p<0.01, * p<0.05, + p<0.1

Exploratory analysis - adjusted for covariates

Note that this exploratory analysis should be treated with caution for three reasons. First,

we made key data analysis decisions after collecting the data and analysing the primary and
secondary outcomes. Second, tbemple siz€n=599)is smaller than in our main analyses
CKANRZ G(KS STTSO0 rAa aSRaXGLSayhd CREI REF XA
comprehension differences by intervention go away when we include participants whose
highestqualification are Aevels.

8.7 Conclusion

Taken together, the nutesults from this experiment, experiment four, and experiment five
reinforce the difficulty ofimprovingLJl NJi A OA LI y ( & @1 af@iAeNgtigddcs y 8 A 2 Y
policyor contractual termsThe secondary analysssiggests that giving concrete example of

key terms can help companies to emphasisetdrens that aremost important for readers

to pay attention to However, providing high numbepf extra examples may make the

policy longer and therefore reduce attention and comprehension.
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Appendix A: Materialsand questiondor experimentone

Questions

Note: questions whose answers are emphasised by interveaitiotP A 02y  adzyYYlF NB Q |
are in orangeThe correct answers are underlined.

0-20 days

21-30 days

31-60 days

61-100

At any point

52y Qi 1y26

By post only

In store only

By post or in store
52y Qi 1y26

Yes
No
52y Qi 1y26

You will be offered a full refund, exchange or credit note
You will be offered an exchange or credit note
You will be offered a credit note only
52y Qi 1y26
5. When can you return a piece of clothing?
A If you have not worn it or washed it
A After you have worn it, as long as you wash it
A If you keep the receipt and delivery note
As2yQi (y2¢
6. What happens to your refund if an item is lost in the post on its way back to M
Clothing?
A You will not get any refund.
A M Clothing will still refund you.
A M Clothing will send a note to the postal service asking them to refund you.
As2yQli (1y29
7. How lang will a refund take to reach you?
0-10 days
11-20 days
21-30 days
31-40 days
Over 40 days

Too To Too Too " o Too To = o Do o To - T To o T Do I

Too T To Too To
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As52yQi (y29

8. If you place an order but the item is out of stock, what will happen?

A M Clothing will send you a similar item

A M Clothing willautomatically refund you

A M Clothing will give you a £10 gift card

As52yQi (y29
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clothing
CHECKOUT
YOUR ITEMS PLEASE CHOOSE A PAYMENT METHOD
GREY T-SHIRT © PAYBY CARD
LARGE
NAME ON CARD £ ALEX SMITH
QUANTITY 1
PRICE £6.00
SUBTOTAL £6.00 CARD NUMBER 9 1234 5678 910
DELIVERY CHARGE ~ £2.99
TOTAL TO PAY £8.99 ‘
EXPIRY DATE 01 V|| 2019 B4
SHIPPING ADDRESS cw 456 o
10 SHIP LANE
APPLEBURRY
LANCASTER . iti
LA1 1EG | agree with M Clothing's terms and conditions
BILLING ADDRESS
® DIGITAL WALLET
10 SHIP LANE
APPLEBURRY
LANCASTER
LA11EG
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clothing
CHECKOUT
YOUR ITEMS PLEASE CHOOSE A PAYMENT METHOD
GREY T-SHIRT © PAYBY CARD
LARGE
NAME ON CARD S ALEX SMITH
QUANTITY 1
PRICE £6.00
SUBTOTAL £6.00 CARD NUMBER £ 1234 5678 910
DELIVERY CHARGE  £2.99
TOTAL TO PAY £8.99
EXPIRY DATE 01 V| 2019 v
SHIPPING ADDRESS cW 456 o

10 SHIP LANE
APPLEBURRY
LANCASTER
LA11EG

BILLING ADDRESS

10 SHIP LANE
APPLEBURRY
LANCASTER
LA11EG

M Clothing Terms and Conditions

Getting in touch with us

If you have any questions about these terms, please get in touch. We will try to respond within 24
hours. All our emails are conducted in English.

Your rights

Nothing in these terms impact your statutory rights. Your rights under this returns policy are in
Adibinm bo s i1 Wnbimm vimbe n

A s widbtn simdar tha Panaiimar Canteanta Aefamantine Sanaallabian ~nd

| agree with M Clothing's terms and conditions

® DIGITAL WALLET
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Experiment one- Icon summary

clothing

CHECKOUT

YOUR ITEMS PLEASE CHOOSE A PAYMENT METHOD

ey,
ﬁ;“
5
S ¥

QUANTITY 1
PRICE £6.00

SUBTOTAL £6.00 CARD NUMBER 5 1234 5678 910

DELIVERY CHARGE £2.99
TOTAL TO PAY £8.99

® PAY BY CARD

v GREY T-SHIRT
LARGE

NAME ON CARD £ ALEX SMITH

EXPIRY DATE 01 v 2019 v

SHIPPING ADDRESS

10 SHIP LANE
APPLEBURRY
LANCASTER
LA11EG

cw 456 (1]

Items can be returned in store or via post.

BILLING ADDRESS

10 SHIP LANE 90 DAYS @ You must return purchases within 90 days of delivery for a refund.
APPLEBURRY
LANCASTER

LA1 1EG Return postage not included.

Items bought via a digital wallet cannot be refunded back to your digital
wallet account in store. Instead, you will be issued store credit or offered an
exchange.

| agree with M Clothing's terms and conditions

® DIGITAL WALLET
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Experiment one- Q&A summary

clothing
CHECKOUT
YOUR ITEMS PLEASE CHOOSE A PAYMENT METHOD
GREY T-SHIRT @ PAY BY CARD
LARGE
NAME ON CARD £ ALEX SMITH
QUANTITY 1
PRICE £6.00
SUBTOTAL £6.00 CARD NUMBER 5 1234 5678 910
DELIVERY CHARGE £2.99
TOTAL TO PAY £8.99
EXPIRY DATE 01 v | 2019 v
SHIPPING ADDRESS oW 456 o
10 SHIP LANE
APPLEBURRY
LANCASTER
LA11EG

How can | return items? You can return an item by sending it back by post
or by bringing it into a store.

BILLING ADDRESS

10 SHIP LANE
APPLEBURRY
LANCASTER
LA1 1EG

How long do | have to return the item? 90 days from delivery.

Do | have to pay the return postage? Yes.

Anything else? Items bought via a digital wallet cannot be refunded back to
your digital wallet account in store. Instead, you will be issued store credit
or offered an exchange.

- X-NoXu)

| agree with M Clothing's terms and conditions

® DIGITAL WALLET
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Experiment one- Full terms andconditions

M Clothing Terms and Conditions X

Getting in touch with us

If you have any questions about these terms, please get in touch. We will try to respond within 24 hours. All our
emails are conducted in English.

Your rights

Nothing in these terms impact your statutory rights. Your rights under this returns policy are in addition to your
cancellation rights under the Consumer Contracts (Information, Cancellation and Additional Charges) Regulations
2013.

Returns

We will refund any item that you deem unsatisfactory. To receive the refund, please return the item(s) to us within
90 days of delivery.

If you do wish to return a product, you must not wear or use it, and you must keep it safe until you send it back to
us. We need the product to come back to us without any damage, not having been washed, and not having been
worn, other than to try it on. Any labels must still be on the product, and we need the product(s) to be returned in
the original packaging.

If you do not return the product to us in re-saleable condition, we may refuse to refund the item or deduct up to 50%
of the original price. If you purchased two or more products as part of a combination discount and you return one for
a refund, the remaining product(s) will go back to their normal non-discount price, and we will subtract the
difference from your refund.

Refunds will reach your account within 28 days from the day we receive the product(s) from you. We will reimburse
you through the payment method you used for the original transaction.

You can send us returns via Royal Mail or any courier that you prefer. We ask that you complete the returns form or
send a cover note along with the item so that we can connect the return to your account and know the reason for
the return.

We need you to pay the return postage. For assurance’s sake, we recommend using a recorded delivery service.
We also recommend keeping proof of postage. Your parcel is your responsibility until it reaches us. If we must pay
additional postage charges on your package, for example customs charges, we may deduct the amount of these
charges from your refund. We do not take liability for items that get lost or damaged in the post. ltems lost in the
post will not be eligible for a refund.

You may also return items purchased on our website to one of our 80 UK stores. To do this, please bring either the
delivery note from your parcel or the delivery email. When returning goods purchased via a digital wallet, we need
you to send goods through the post in order to receive a refund to your digital wallet account. Our UK stores are
only able to issue store credit or perform exchanges for goods bought via a digital wallet.

Orders and prices

We try hard to reproduce all clothing and other items’ colours as accurately as possible on our website. However,
keep in in mind that your computer may cause variations in colour reproduction.

All weights and dimensions are approximate.

Orders placed through our website are subject to there being stock available. In other words, all items are subject to
availability, and we may not be able to fulfil an order. In this case, we will automatically refund you for this order. If
you purchased two or more products as part of a combination discount and we have to send you a refund for the
other, the remaining product(s) will go back to the normal non-discount price, and we will subtract the difference
from your refund.

The correct price is the one we put on the website, at the time you place your order. The exception is in the case of
a mistake, where a pricing error is discovered. If the correct price is higher than the price displayed on the website,
we will charge you the correct price, even if it is higher than the price we had listed in error. You may return the
goods within 90 days of receiving the product, as long as it is still in new condition, as described above.

© Behavioural Insights Ltd
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Appendix B: Material&and questiondor experimenttwo

Note: @rrect answers are underlined.

Questions

1. When you place an order, how long will Shopping World keep the personal data you

give them?

It will not keep my personal data
A 1 month
A 1vyear
A 3years
A 5years
A

. Do
A

™

15 years
es Shopping World collect information about the pages you visit on their website?
A Yes
Yes, but it deletes the information after | finish making a purchase
A No
As2yQi (y29
3. With what types of third parties does Shopping World share your data? Pleaseall
that apply.
A IT companies who help maintain the website, direct marketing companies, and
companies that help process your personal data
A Other retailers who sell similar products
A British Electrical Trade Association (BETA)
As2yQi (y29
4. Will Shopping World make personalised recommendations based on information you
give them about you?
A Yes
A Yes, but only if | ask them to
A No
As2yQi (y2¢
5. When can you ask to see the information Shopping World holds about you?
A Atany time
A Within 3 months from your purchase
A Never
As2yQil 1y26
6. What information does Shopping World collect?
Information about your computer, such as its make and model
Information about your home, such as the year it was built
LYF2NXYIGA2Y | 02dzi O2YLISGAGUZ2NRAQ 6So0aAridsSa
All of the above
None of the above
52y Qi 1y26
7. For what purposes does Shopping World use cookies?
A To track if customers have seen a Shopping Watlea while browsing the web
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A To track the news consumption habits of its customers
A To track the entertainment consumption habits of its customers
A All of the above
A None of the above
As2yQi (y2e9
8. Does Shopping World share your data with other businesses within the Shopping World
group, such as Shopping World Mobile and Shopping World Bank?
A Yes
A No
As2yQi (y2¢

Experiment two- Splash page (used in control and all three interventions)

SHOPPING WORLD B @ Basket

WOMEN MEN KIDS BAGS SHOES GIFTS OFFERS BANKING BEAUTY MOBILE NEW ARRIVALS

2 &
N )

o

SIGN UP TODAY
TO GET EARLY
ACCESS TO SALES

——
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Experimen two ¢ Control

Hi Lizzy. Here's the last step in setting up
your Shopping World account.

Get early o) Find out more
access to sales. ()

See which Find out more
brands we stock.

Treating your personal data with care is important to us. If you'd like to
know more, see our privacy policy, where you can find detailed information

on how we use your data, how we p our
communications to you.
"1 lagree to Shopping World's privacy policy.

Experiment two- Cost cue

Hi Lizzy. Here's the last step in setting up
your Shopping World account.

% Find out more

See which
brands we stock.

W 5 min read Our privacy policy takes less than five minutes to read. In
the policy, you can find detailed information on how we use

yourp data, ir ing how we p our to you.
"1 1agree to Shopping World's privacy policy.
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Experiment twog¢ Agency

Hi Lizzy. Here's the last step in setting up
your Shopping World account.

% Find out more

See which Find out more
brands we stock.

Lizzy, you are in control of who give your data to. Read our privacy policy
to understand how we use your data, including how we personalise our
communications to you.

| lagree to Shopping World's privacy policy.

Experiment twog Urgency

Hi Lizzy. Here's the last step in setting up
your Shopping World account.

% Find out more

See which Find out more
brands we stock.

This is your last chance to read our privacy policy before signing up - in
the privacy policy, we explain how we use your personal data, inluding how we
P ise our ications to you.

"1 1agree to Shopping World's privacy policy.
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Experiment two- Full grivacy policy

Shopping World Privacy Policy x

Personal data we collect
When you register for our services, we will ask for:

+ Personal details, such as your postal and billing addresses, email address, phone number and date of birth.
* Information about whether you have signed up to any of our affiliate websites.

When you use our website or our app, we will collect:

« Information about the products you buy, including what you bought, what store or website of ours you bought
it from, the date you bought it,and how you paid for it.

+ |nformation about how you use our websites and apps, such as the products you look at and the products you
put in your basket.

+ When, and how many times, you click on one of our adverts (both the adverts on our own websites and the
adverts we place on other websites).

* Information about how you access our website and app (such as the computer or mobile make and model,
the IP address you are using, and the browser you're using).

+ Personal details which enable us to recommend specific products -- for example, we will store your clothing
size and suggest pieces of clothing based on your size, or, if you share information on your skin type, we will
use that information to recommend specific beauty products.

+ Your comments and the reviews you leave about our products.

= Data from all Shopping World sites -- including Shopping World Bank, Shopping World Mabile, and Shopping
World Clothing -- as well as public data such as land registry data.

When you get in touch with us, we get in touch with you, or you sign up for promotions, competitions,
surveys or questionnaires from us, we will collect:

* Personal data you provide about yourself (such as your contact details)
+ Arecord of the emails we send you, whether you open them, and whether you click on any links in them.
+ Your feedback from customer surveys.

How and why we use personal data
We use your personal data to:

+ Give personalised offers, based on your browsing behaviour and previous purchases.

= Send marketing (through email, post or online advertising) about our products and our suppliers’ products.
We will also measure the effectiveness of our marketing, our suppliers’ marketing, and our retail partners’
marketing.

+ We want to show you marketing that is relevant to you. To do this, we measure your responses to our
marketing communications. This allows us to offer you products that better meet your needs.

Sharing personal data within the Shopping World Group

We share personal data with other companies within the Shopping World Group. For example, we share personal
data with the following Shopping World companies:

Shopping World Bank
Shopping World purchases are one of a number of factors that Shopping World Bank use to assess your credit risk.

Shopping World Bank also use Shopping World purchase information to set discounts on premiums for insurance
products. For these banking and insurance products, the Shopping World purchase information is always used in
your favour.
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Shopping World Mobile

We give Shopping World Mobile information about Shopping World purchases you make and about your online
behaviour (collected through cookies). This helps Shopping World Mobile improve their service and marketing.

Sharing personal data with other organisations
We may share your data under the following circumstances:

= If the law, police, or other government agencies say we must share the data

+ [If we need to share your data to exercise our legal rights (including to prevent fraud and reduce credit risk)

+ If we sell or transfer (or enter into negotiations regarding selling or transferring) any of our businesses, or the
data itself. Once the transfer or sale is complete, the organisation receiving your data can use it as we
currently do.

The third parties we work with are:

* Two IT companies who help us maintain our website (RW Websites and CO8 Creations)

« Three direct marketing companies who support our email campaigns and other electronic communications
with you (MailCow, Creationr, and SpotBeem)

+ Google and Facebook -- we partner with them to show you products that may suit your style and interests
while you're on other websites

« Two data insight companies, Vita Aqua and SteelBlue -- they helps us make sure your details are correct and
up-to-date.

How we protect personal data

We protect your data by using firewalls and data encryption. We give access only to employees who require it to
carry out their job.

However, whilst we take appropriate measures to secure your personal data, we cannot guarantee its security.

We may transfer and store the data we collect from you to a location outside the European Economic Area ("EEA").
Your data may also be processed by companies who work for us or for one of our service providers operating
outside the EEA . We will implement appropriate protection to ensure your data is adequately protected and is
treated according to the guidelines in this Policy.

Cookies and similar technologies

We use technologies such as ‘cookies’, tags, and pixels to personalise and improve your experience while you use
our website and app and to show you relevant marketing.

How we use cookies

Cookies allow websites to collect data in the memory of your computer or phone.

We use cookies to remember the contents of your shopping basket when you return to our website and app.

Cookies help us understand how our website is working, for example notifying us if you get an error message.

These cookies collect data that is mostly anonymous.

We use cookies to show advertising that we believe is most relevant to you.

Often, other organisations place cookies on our websites, and with our permission. These cookies collect

information about your online behaviour, including your IP address, the website you came from, and what is in

your shopping basket.

+ We use cookies to learn if you have seen an advert for a product, and when. This helps us measure the
effectiveness of our marketing campaigns and set the number of times we show you an advert.

* We use cookies to track how effective our marketing emails are, for example by measuring if you open an
email of ours.

+ Note that you can set your browser to reject new cookies and to delete existing cookies. However, if you

disable cookies, our website may not work fully -- the shopping basket, checkout, and sign-in processes may

work differently, for example.
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How long will we keep your personal data?

We will keep your personal data only for as long as we need it for the given situation. When you place an order,
we’'ll keep the personal data you give us for five years. This allows us to comply with our legal and contractual
obligations.

At the end of this period, we will either delete your data completely or anonymise it. For example, we sometimes
aggregate it with other data so that we can use it for statistical analysis and business planning.

What are your rights over your personal data?

You have the right to request:
« The personal data we have stored, normally free of charge.
* That we correct your personal data when it is incorrect, out-of-date, or incomplete.
+ That we stop sending direct marketing using your personal data.

You may withdraw your consent to us to use your personal data at any time by calling, emailing, or writing to us.

Contacting the regulator

If you feel that we have not handled your data correctly, or you are unhappy with our response to any requests you
make to us about the use of your personal data, you have the right to lodge a complaint with the Information
Commissioner's Office.

You can reach them by calling 0303 123 1113 or by going to www.ico.org.uk/concerns.
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Appendix C: Materialand questiondor experimentthree

Questions

Note: questions whose answers are emphasised by the control and interventions are in
orange.The correct answers are underlined.

A
A
A
A

Yes, always

Yes, but only if you opt in
No

52y Qi 1y26

2. How much does it cost to see details of the information Compareverything Limited
holds about you?

Too Too To Too To = To To o T Do

A
A
A
A
5.D
A

A
A

There is no cost
£5

£10

£50

Not sure

Your IP address

Your computdllRa  YI 1 S
What links you clicked on
None of the above

52y Qi 1y26

~

Iy R

Yes, but only to energy suppliers
Yes, but only if you optin

Y2 RSt

es Compareverything share your personal information with advertisers?

No
52y Qi 1y26
Yes
No
52y Qi 1y2¢

6. Which of these things does Compareverything do? [Tick all that apply]

To o Too To Do I

Track which webpages you visit

Track how long you stay on each webpage

None ofthe above
52y Qi 1y26

When they help you make a purchase from an insurance supplier

2 KSy @&2dz 4SS |
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website yourself and complete a purchase
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A When you see a quote on Compareverything, then subsequently call that supplier
yourself and complete a purchase
A None of the above
As52yQi (y2¢9
8. When Compareverything shows a list of quotes, do they show only thetgsa for which
they take commission?
A Yes, but you can expand the search to include all options
A No, they always show all options
A No, they always show all options, but suppliers sometimes do pay for preferential
ranking

As2yQli (1y29
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Experiment three- Control

Pageone

Imagine you are getting quotes to insure your pet. Your name is Arthur Pendragon. You live at Arthur’s
Castle, Windsor, SL4 1BQ

Your pet’s name is Merlin. He is a male cat and is 3 years and 3 months old.

‘Your email address is arthur@theking.com

Gompareverything
7
XS

A
i N

1. Tell us about your pet

Pet's name
Pet type Dog — Cat
Rabbit — Horse
Is your pet male or female? Male ~ Female
How old is your pet? years months

Privacy Policy

We collect your name, address, email address, phone number, financial information and sometimes sensitive information
such as past criminal convictions. We also collect your IP address, your computer’s make and model, and how you use
our website, such as which links you click on. If you opt in, we sell your personal information - your name, address,
physical address, and the products you looked at - to suppliers who may send you marketing material. Please note we
always share your information with the other companies in our group (ComparEnergy and ComparMobile). When you
ask for a quote, we share your information with insurers to enable us to obtain the quote (a full list of insurers can be
found in our privacy policy). Credit agencies may record these searches. Where you opt in to receive information from
us, we will send you communications in the form of newsletters. You can let us know whether you'd like to receive
communications by email, phone call, texts, and/or letters. We receive commission from suppliers when we help you
make a purchase from them or sign up to them, but not when you make the purchase yourself. Please see our privacy
policy for more information.
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Pagetwo

Imagine you are getting quotes to insure your pet. Your name is Arthur Pendragon. You live at Arthur’s
Castle, Windsor, SL4 1BQ

Your pet’'s name is Merlin. He is a male cat and is 3 years and 3 months old.

‘Your email address is arthur@theking.com

feareverythlng
ﬁ\{)\k

2. Your details

Your details

First name
Last name

Address

Email
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Pagethree

’J”*_E}areverythmg
“‘jk

2. Your details

Your details

Let us contact you
| agree to Compareverything.com contacting me via:

Post Email Telephone

Text message Automated call

We would like to pass your details onto other insurance companies so that they can contact you,
by the methods you consent to, with details of insurance and other services, products, and offers
they provide. If you consent to us passing on your details for this purpose, please tick to confirm.

| agree | do not agree

| have read and understood the Compareverything.com privacy policy

78

© Behavioural Insights Ltd



THE
BEHAVIOURAL
INSIGHTS TEAM.

Experiment three- Layered

Pageone

Imagine you are getting quotes to insure your pet. Your name is Arthur Pendragon. You live at Arthur's
Castle, Windsor, SL4 1BQ

Your pet's name is Merlin. He is a male cat and is 3 years and 3 months old.

Your email address is arthur@theking.com
C@\mareverything.com
~\
QL
S D\Q

1. Tell us about your pet

Pet's name
Pet type Dog - Cat
Rabbit - Horse
Is your pet male or female? Male . Female
How old is your pet? years months

Privacy Policy (click below for more information)

© Information we collect about you

© Information we collect about how you use Compareverything.com
© Giving your information to others

© Sharing information with other companies in our group

© Credit checks to obtain quotes

© Newsletters

© Our commission model

Each layepnpageoneh y (1 KSQ WX Y @SNBRYy G A2Y

Privacy Policy (click below for more information)

© Information we collect about you
We collect your name, address, email address, phone number, financial information and sometimes sensitive information
such as past criminal convictions. Learn more in our privacy policy.

© Information we collect about how you use Compareverything.com
© Giving your information to others

© Sharing information with other companies in our group

© Credit checks to obtain quotes

© Newsletters

© Our commission model
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