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Foreword –
From Brian
Everywhere you go, people are talking about
customer experience and customer engagement.
But these terms are far more than the latest
buzzwords; customer engagement has a genuine
impact on their company’s bottom line.

This means one bad customer experience can result
in significantly more than just one lost customer.
Businesses need to be meeting these expectations
and providing the communication channels and online
services that customers are demanding.

The Age of Information is over, and the Age of the
Customer has arrived! It’s about combining the
technology with the human touch to provide the best
customer experience.

With this in mind, we have made several new additions
to our 2017 Annual Study. We take a look beyond
the functionality Super Funds are providing their
members and assess their real-world experiences
through key moments of truth in the life of a
superannuation fund member. I hope you enjoy reading
our 2017 Annual Study, and I look forward to seeing
what 2018 holds in store for the Superannuation industry.

CUSTOMER 2.0:
Technology has provided us many ways to connect
with each other and is redefining the way we behave.
No matter what stage your customer is at – whether
they’re a new member looking for a fund, a long term
member needing advice, or a retiree ready to set up a
pension – they will be engaging with you digitally for a
wide range of reasons.
Today’s customer is expecting businesses to engage
with them faster and through more channels than ever
before. The instant nature of social media has fostered
a culture of quick communication. Customers are
demanding this from businesses too.
Customers are also looking for businesses they can
trust. With so many communication channels at their
fingertips, customers are more willing than ever to
voice their grievances online.
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Businesses need to
be meeting these
expectations...”
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Introduction About the Study
For the past 4 years, IQ Group has published
an annual study on Digital Engagement in the
Australian Superannuation industry.

1. Simplicity — A great UI should have necessary
elements that are logical and concise making it easy
for customers to complete an intended action.

In our study this year, we again take a look at the
areas Australia’s top 501 super funds are focusing on
to improve their digital customer experience. We will
also draw comparisons with previous years, examine
the trends, and take a look at several of the key events
driving much of the need for digital platforms.

2. Clarity — A clear UI allows the customer to
easily communicate with your customer through
simple messages and processes; providing clear
and concise labels and instructions for buttons and
actions on the screen.

Our study will examine the digital functionality, support
and platforms funds are providing their members to
support their varying needs.

3. Consistency — Consistent UIs allow users to
develop usage patterns and learn how an application
works, making new features easily understood quickly.

But wait… There’s more!

4. Familiarity — A UI that can be naturally and
instinctively understood and comprehended feels
like something you have used before.

NEW TO THE STUDY
FOR 2017:

5. Visual Hierarchy — A quality UI allows users
to focus on what is important based on the location
and layout of key information and visual prompts.

With superfunds investing more than ever into their
digital applications, this year we have taken our study
one step further. Studying a random 15 of the top 50
funds, we find out from customers if the investment in
technology is paying off by assessing 5 key member
experiences in the customer journey as they use the
digital tools and processes provided.
We take a look at these process and determine
their approval rating by assessing them against
9 key areas of usability:
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6. Attractiveness — Although subjective, a UI that
customers find attractive is also enjoyable to use.

JOINING A
SUPERFUND

CLAIMS AND
PAYMENTS

SUPERANNUATION
CUSTOMER
LIFECYCLE

SAVING FOR MY
RETIREMENT

7. Efficiency — An efficient UI allows you to perform
processes faster and with less effort.
8. Responsiveness — A UI should load fast. Screens
that load quickly improve the user experience.
9. Forgiveness — A UI should make it easy for the
user to identify and rectify mistakes without penalty,
such as having to restart the entire process over again.

PLANNING
FOR THE
FUTURE

LOOKING
AFTER ME AND
MY SUPER

The top 50 Australian Superannuation funds are ranked on the number of members, excluding ERF funds.
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Key Trends
SO WHAT ARE FUNDS
FOCUSING ON?

the easiest way to meet their obligations. Technology
advancement in this area is sure to continue and we
predict more development in this space in the next year.

Over the past 12 months, the top 4 digital
services we have seen growth in are the ability
to request financial advice online, robo-advisors,
dedicated online communities and apps for
employers. And with customer design in the
forefront of digital development, it was great to
see that, not only is the technology available, but
in many cases the experience has been positive.

Throughout our study of the user experience, it quickly
became clear that all funds scored exceptionally well on
overall usability of the basics. Setting up beneficiaries,
quickly viewing their balance and updating account
information was a simple and efficient process. All funds
studied scored in the top 30% of our approval ratings in
these areas, with simplicity, clarity and efficiency noted
as key to user experience result.

Those providing functionality for members to request
financial advice has increased by 16%. But more
interestingly the provision of Online Advice (RoboAdvice) is coming to the forefront of the member
experience. This is in line with the ongoing research
and development into artificial intelligence (AI) within
the financial services sector.
Also trending up this year is the establishment of online
communities through social channels. The industry
has recognised the need to make engagements with
customers meaningful and the alignment of values with
the customer will build trust and advocacy.
We have also seen an increase in the development
of employer apps. SuperStream and the technology
advancement in payroll/HR technology has meant
that employers are now expecting simple and efficient
interactions with funds and will continue to look for
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All industry funds studied scored extremely high in
rollover and transfer in receiving approval rating scores
30% higher than retail funds. Well thought out screen
design and consistency in functionality combined
with simplicity and clarity resulted in very positive
customer experience.
Just over 35% of funds studied scored an approval
rating above 80% in all areas of the user experience
for all the customer touchpoints reviewed. Customers
noted the simplicity of use, clarity of information and
the consistency in the design of the applications and
processes in the rating of higher scores. Technology
advancement in this area is sure to continue and we
predict more development in this space in the next year.

10%

16%
GROWTH IN REQUEST
FINANCIAL ADVICE ONLINE

12%

GROWTH IN DEDICATED
ONLINE COMMUNITIES

35%
OF FUNDS RECEIVED
AN APPROVAL RATING
OVER 80% FOR THEIR
USER EXPERIENCE

GROWTH IN
ROBO-ADVISORS

6%

GROWTH IN
EMPLOYER APPS

85%
APPROVAL RATING
FOR INDUSTRY
FUNDS DIGITAL
ROLLOVER
PROCESS
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Updates to
Technology
The great news is that funds have continued to
invest strongly in the services they’re offering
their members. We have seen a significant
uptake in platforms for funds to engage with their
members and provide them with the information
and resources they need to make the most of
their membership.

APPS ARE AVAILABLE
TO EVERYONE:
Smartphones are a key part of our lives, but up until
this year only members had been provided access
to apps. One of the larger areas of growth in our
study this year was in funds providing employers with
apps. An app is a great way for funds to be engaging
members and providing them convenient access to
information about their super.

WEBSITES ARE NOW
MOBILE FRIENDLY:
The continuous growth of smartphone adoption means,
it has become vital for businesses to provide customers
with a mobile friendly site to remain competitive.

100%

OF THE TOP 50 FUNDS HAVE HAD A
PUBLIC WEBSITE SINCE WE FIRST
BEGAN THIS STUDY
The percentage of those websites being made mobile
friendly websites has continued increasing over the years:

The desktop version of a website is usually
difficult to view and navigate on a mobile
device. A webpage that isn’t mobile-friendly
will require the user to zoom in and drag the
screen around in order to view the content.
Users find this frustrating and will often
abandon the site. A mobile-friendly version
will automatically adapt and resize the content
and page elements to fit screens of all sizes,
ensuring it’s always readable and usable.

98%

While the number of funds providing an employer app
is still quite low, the changing needs of employers will
continue to drive development in this space.

6
%
0

WHY IS A
MOBILE-FRIENDLY
SITE IMPORTANT?

IN 2017

IN EMPLOYER
% INCREASE
APPS IN 2017
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INCREASE IN EMPLOYER
APPS PRIOR TO 2017
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92%
IN 2015

96%
IN 2016
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Updates to
Technology
ONLINE ADVICE:
As we briefly mentioned, development and availability
of digital advice platforms powered by AI - like roboadvice, live chat, financial advice requests and online
communities - have seen the greatest growth across
the industry. Advice is a service that provides incredible
value to fund members at all life stages. Different
advisory needs may also be better suited to different
methods of delivery.
The increase in online advice has been a move in the
right direction. However there is ongoing opportunity
to better align technology with key moments of truth
for customers.
Our study saw many opportunities for financial
advice triggers to be initiated; for example, when
looking at investment, pension and payment options.
The utilisation of live chat popups or chat-bots at
appropriate times are also beneficial.
As many of these platforms are still new, we can
expect to see significant changes over the next year.
However, the ongoing debate about robo-advice
continues to divide the industry. A robo-adviser is an
application that has been coded to take in personal
financial information and determine the technical output
such as a required monthly investment, factoring in age,
investment tenure and risk appetite.
The argument against robo-advice is that a competent
professional is more than just well trained, but can also
adapt their advice to the changing needs of the client.
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A robo-advisor will struggle to do this, as it’s limited
by the situations it has been coded to deal with. A
modification of the code can easily rectify this.
Another common criticism is that a robo-advisor will
only recommend certain types of products offered by
the makers of the bot, limiting its usefulness. However
purchases made through the bot often come with
options to set reminders to rebalance portfolio’s and
may make periodic fund recommendations.
A robo-advisor may not have the ability to provide
the same level of comprehensive advice as a real-life
professional, however, users with simpler portfolios are
likely to benefit significantly from a robo-advisor.
In reality, customers are looking for a multi channel,
multi-sensory experience. Members want funds to offer
a combination of connection points and allow them to
easily move in and out of the channels. Development of
advice capability through multiple channels is definitely
on the cards in 2018.

18%

PROVIDE
ROBO-ADVICE
Provides customers a digital resource they can
submit queries to, and instantaneously receive
information back.

68%

ALLOW MEMBERS TO
REQUEST FINANCIAL
ADVICE ONLINE
Allows customers to speak to another person
online, on the phone or in person about more
comprehensive financial advice.

30%

OFFER LIVE
WEB CHAT
Provides customers an instant, yet basic level
of support, often for aiding members with
navigating to key features, finding account
details and making customers aware of more
comprehensive resources for information.

68%

HAVE A
DEDICATED ONLINE
COMMUNITY
Gives customers a social forum to discuss
questions and share experiences with their peers.
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Updates to
Technology

98%

82%

88

76

UP FROM

%

UP FROM

%

EVERYONE LIKES
SOCIAL MEDIA:

STATUS UPDATE OF THE
RSS FEED:

Almost 8 in 10 Australian’s (79%)2 are now on social
media, so it’s no wonder funds are also focusing
their time on channels, including LinkedIn, Facebook
and Twitter.

In 2017, RSS Feed usage dropped from 36% adoption
to 34%. While RSS Feeds can provide a range of useful
and relevant functions for businesses, many funds,
and businesses across the board, are opting instead
to use social media platforms as a substitute for
delivering news.

WHAT’S #TRENDING?
LinkedIn has seen the greatest amount of growth,
moving from 88% to 98% of funds setting up a
presence on the platform.
Facebook adoption has continued to grow to at a
steady pace to 82% (from 76%), following the huge
leap seen in 2016.

76%

UP FROM

74%

86%

HOLDING
STRONG

Twitter has seen minimal growth and continued
to remain the least popular of the 4 social media
channels, sitting at 76% - up just 2% from last year
Youtube, however, has seen no growth over the
past year. The number of funds on the Video sharing
platform has held strong at 86%.

2
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LinkedIn has seen
the greatest amount
of growth, moving
from 88% to 98% of
funds who are now
up and running.”

Sensis Social Media Report 2017.
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Combining Technology
and the Customer
Experience
It is clear that the digital journey across the industry
has developed over the last year and the focus for
funds has shifted to providing multiple channels
of interaction and communication. The usage of
technologies such as robo-advice, chat-bots and
calculators have made the customer experience
a priority in the development of applications and
member and employer online functionality.
Here are the key takeaways from our look at the
customer experience.

FUNDS ARE SIMPLIFYING
THE SIGN-UP!
While the growth in online signup services for members
and employers has slowed down, more funds have
continued to invest in the development of this functionality.

78

FUNDS
% OF
ALLOW MEMBERS

68

TO JOIN ONLINE

FUNDS ALLOW
% OF
EMPLOYERS
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TO JOIN ONLINE

Although we expected to see a greater increase in this
space given the push for digital development within the
industry, it is suspected that the complexity of fund rules
and compliance requirements still continue to make
automation complex for some funds.

SO, WHAT DID
THE USERS THINK?
A majority of customers had good things to say about
the online sign-up process through the fund’s online
portal. However many users cited an excessive volume
and complexity of information they had to sift through,
and a lack of a visual flow to the content.
However, the major difference between the users who
reported a good user experience and a bad experience
came down to the level of efficiency, responsiveness
and simplicity of the pages.

10%
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The ability to switch funds online has remained the
same, with 98% of the top 50 funds continuing to
offer this as a service. A large number of funds offered
the option to “Find My Super Online”, a service that
automatically searches and consolidates any of your
lost or unclaimed super. However, many funds still
required you to know all the membership and USI
details for the transferring fund and to go through the
rollover process manually for each one.
As mentioned earlier, our study found the customer
experience of switching funds online varied significantly
between retail and industry funds. Industry funds
averaged over 30% higher on overall usability than retail
funds, with their highest scores being around clarity (the
ease of in which information was presented) and visual
hierarchy (referring to the layout and design of screens
to make the process seamless).

74

%

6%

SOCIAL MEDIA
GROWTH IN 2017

INDUSTRY FUNDS MAKE RETAIL FUNDS MAKE
SWITCHING EASY:
CONTRIBUTIONS SIMPLE:

2%

The payment of contributions is often seen as the
employer experience and, with the development of
Superstream functionality, this has been a major focus
for all funds throughout the last year.
For members wanting to make voluntary contributions
outside an employer file this was not as simple a
process. Instructions were often buried in large
amounts of information and pointer them to Bpay,
direct debit and even cheque processes. When it came
to making contributions, retail funds provided the most
automated, simplest and best rated user experience.
For those funds with member contribution functionality,
the efficiency and responsiveness of the funds
technology was the only major factor that let users
down. Users reporting on funds that didn’t have these
issues had a relatively positive experience.

OF FUNDS NOW OFFER ONLINE ROLLOVER

HOW DOES THE USER EXPERINCE COMPARE?

0%

INDUSTRY FUNDS
RATED 10% HIGHER
FOR ROLLOVERS WITH
APPROVAL RATING OF 80%

INDUSTRY FUNDS RATED
35% HIGHER FOR JOINING
THE FUND WITH AN
APPROVAL RATING OF 75%

2017 ANNUAL SURVEY — COMBINING TECHNOLOGY AND THE CUSTOMER EXPERIENCE
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Combining Technology
and the Customer
Experience
UPDATING INVESTMENTS INSURANCE HAD TO BE
IS PRETTY EASY:
TAKEN OFFLINE:

WHAT’S IN IT FOR
RETIREES?

For the past 2 years, 98% of the top 50 funds have allowed
members to switch their investments online. However only
34% of funds provide direct ASX trading options.

The funds that provided members with the ability to
alter their insurance plan online received high overall
usability scores from members.

When it came to updating investments, most funds scored
very well on the overall user experience. Updating their
split of investments was a quick and simple process.

But it wasn’t all good news. Many members expressed
surprise at the inability to alter aspects of their insurance
plan online. Less than 50% of funds allowed their
members to increase, decrease or cancel their insurance
online. Apps also failed to provide any functionality that
allowed users to alter their insurance plan.

It has been great seeing technology enabling a better
experience for members at so many life stages.
Unfortunately, retirement and claims processes still
fell short of providing members with the information
and functionality they needed to understand pension
or payment processes.

Common reported criticisms centered on
technical difficulties:
 Poor efficiency and responsiveness of the website
 Screens displayed poorly on different devices
 System lagging
 Users got signed out part way through
But what about the members with questions about
choosing their investment split? Choosing the right
investments for your goals can be complicated for the
average person. Unfortunately very few funds promoted
their advice services to users updating their investments.
This looks to be a missed opportunity for many funds.

The provision of clear, timely and plain-language
communications to assist member understanding of
the role of insurance in superannuation and the details
of their cover in particular was a key objective noted in
the Consultation Paper: Insurance in Superannuation
Code of Practice by the ISWG (Insurance in
Superannuation Working group).
The development of digital platforms to improve
member education and provide functionality for
members to manage their insurance will support the
recommendations of the Code of Practice.

THE USER EXPERIENCE:
INDUSTRY FUNDS APPROVAL
RATING WAS 2X AS HIGH AS RETAIL
FUNDS ON CANCELLING INSURANCE
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next steps on setting up a pension account. However,
transition to retirement products were
made simpler by the retail funds depending on the
members’ eligibility.

The most common piece of feedback we received
was that the information provided was complex,
confusing and hard to understand. This was
supported by our study results where less than 20%
of funds studied achieved an approval rating above
75% for their overall user experience rating for these
areas. Apps provided members minimal information,
and often pushed users to the funds advice services
on their website. From there, users reported they
received very little clarity on what they could and
could not do.
Relevant information on pensions was reported to
be “hard to find”, and many struggled to identify the

As the aging population moves into the retirement
phase of their customer journey, there is a long way to
go to support a multi-channel experience for members.
Developing technologies such New Payment Platforms,
Bitcoin and blockchain have the potential to cause
disruption in this particular area.

The most common
piece of feedback
we received was
that the information
provided was complex,
confusing and hard to
understand...”

THE USER EXPERIENCE:
RETAIL FUNDS APPROVAL
RATING WAS 35% HIGHER FOR
INCREASING INSURANCE
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NON-RETIREE FEATURES
HAD APPROVAL RATING
OF 74%

VS

RETIREE FEATURES
(I.E. CLAIM REQUESTS AND
PENSION PAYMENTS) AT 51%
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Looking to
the Future
The last year had many changes for the
superannuation industry and there doesn’t
seem to be any indication of things slowing
down. In fact, the future looks to have even
more changes and challenges both from a
regulatory perspective and in the development of
technology that continues to threaten disruption.

Technology will continue
to pay a massive role...”

2018 looks to include major reforms proposed through
the productivity commission and the code of practice
from the insurance in super working group. Proposed
reforms from APRA will require significant changes as
well as the implementation of technology to support
these changes and more.
SuperStream will continue to introduce more changes.
We will see, for example, the development of the
MAAS and MATS to provide consolidated event based
reporting and the introduction of the Single Touch
Payroll initiative that will streamline the administration
of employee payroll, tax and superannuation
obligations for employers. These changes will continue
to challenge fund relationships with employers
and members and will make product and service
differentiation more challenging.

LEGISLATIVE
REFORMS

NEW
PAYMENTS
PLATFORM

THE
FUTURE

MAAS &
MATS

SINGLE
TOUCH
PAYROLL

Technology will continue to pay a massive role in
how regulatory reform impacts the industry and the
products and services it provides to members.
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Conclusion
From navigating a website to receiving a
message via online chat, every touchpoint
contributes to the customer experience.
Providing customers with great experiences
across all these platforms in an authentic and
personalised way can definitely be a challenge.
As superannuation funds continue to build digital
capability, the experience of members and
employers will play a pivotal role in differentiating
them in a competitive market.
The Internet and advances in technology have
connected things as never before, and these
connections have enormous real-world implications.
For the most part, this increasing interconnectedness
has resulted in better, quicker and more efficient
customer services, and it’s difficult to imagine a world
without it. The growth and evolution of social media
will continue and there remains many opportunities to
integrate multiple channels.

From navigating a
website to receiving
a message via online
chat, every touchpoint
contributes to the
customer experience.”

Superannuation Funds need to be ensuring all parts
of the business are aligned and working to a better
experience across the board. The investment in digital
technology over the past year has been huge and a
great step in the right direction and the next year is
sure to continue the journey.
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Comparison Research
Results 2014-2017

JUNE 2017
STUDY
DESCRIPTION
Digital
Public Website
Delivery Mobile Optimised Website

Social
Media
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Significant Growth
Decline
Marginal Growth
Surprises

JUNE 2016

MARCH 2015

MARCH 2014

VARIANCE FY16/17

% Funds
# Funds
% Funds
# Funds
% Funds
# Funds
% Funds
# Funds
% Funds
offering service offering service offering service offering service offering service offering service offering service offering service offering service

# Funds
offering service

100%

50

100%

50

100%

50

N/A

N/A

0%

0

98%

49

96%

48

92%

46

N/A

N/A

2%

1

Online Join Members

78%

39

74%

37

56%

28

54%

27

4%

2

Online Join Employers

68%

34

66%

33

54%

27

42%

21

2%

1

Member Online

100%

50

100%

50

96%

48

94%

47

0%

0

Employer Online

98%

49

98%

49

92%

46

86%

43

0%

0

Member App

48%

24

44%

22

20%

10

16%

8

4%

2

Employer App

6%

3

0%

0

0%

0

0%

0

6%

3

Gateway Access March 2015

96%

48

100%

50

100%

50

N/A

N/A

-4%

-2

Switch Online

98%

49

98%

49

86%

43

82%

41

0%

0

Rollover Online

74%

37

76%

38

0%

0

0%

0

-2%

-1

Electonic Membership Card/Digital Wallet

12%

6

12%

6

2%

1

2%

1

0%

0

New Contributions via Bpay

96%

48

98%

49

-2%

-1

Financial Robo-Advice

18%

9

8%

4

10%

5

Live Web Chat Customer Service

30%

15

26%

13

4%

2

Request Financial Advice Online

68%

34

52%

26

16%

8

Search for lost super Online

66%

33

66%

33

0%

0

Direct ASX Trading Option

34%

17

30%

15

4%

2

Super/Retirement Calculator

92%

46

92%

46

0%

0

Dedicated Online Community

68%

34

56%

28

12%
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RSS Feed

34%

17

36%

18

-2%

-1

Twitter

76%

38

74%

37

36%

18

36%

18

2%

1

YouTube

86%

43

86%

43

46%

23

40%

20

0%

0

Facebook

82%

41

76%

38

42%

21

40%

20

6%

3

LinkedIn

98%

49

88%

44

70%

35

2%

1

10%
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