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Objectives 
 
Competitive analysis 
and a user experience 
evaluation were 
conducted for the 
checking pages on 
banking sites to help 
the UX Team enhance 
the experience. 

 

The copy was the 
specific issue driving 
the request. 

 

Citi, PNC, Chase, Wells 
Fargo and BOA were 
considered in this 
evaluation. 

 

Observations (page 1 of 2) 
 
Checking Landing Pages 
 
None of the following factors correlate in a significant way to completion 
rate data  reflected in comScore reports 
 

• Aesthetics 
• Number of words per product 
• Reading Grade level used for product 
• Column vs. row layout schemes -- Citi is the only one that uses the 

‘Quad’ layout style 
• Placement of links to call up a comparison page or a product finder 

Site Competitive Analysis - Checking 
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Objectives 
 
Competitive analysis 
and a user experience 
evaluation were 
conducted for the 
checking pages on 
banking sites to help the 
UX Team enhance the 
experience. 

 

The copy was the 
specific issue driving the 
request. 

 

Citi, PNC, Chase, Wells 
Fargo and BOA were 
considered in this 
evaluation. 

 

Observations (page 2 of 2) 
 
Comparison Pages 
 

The following factors strongly correlate with those banks who saw an 
increase in completion rates reflected  in comScore reports 

•  < 95 words per product description for initial, basic comparison page (e.g., PNC & 
Wells Fargo) 

•  Increase to over 150 words per product detailed comparison does not seem to 
have a negative impact as long as initial basic comparison page is 95 words or 
less 

•  Leaving out detailed product information either by providing a separate detailed 
comparison page or by including popup help/links in the body of the document 
(e.g., PNC & Wells Fargo) 

•  Allowing the user to choose to view detailed info serves the following 
purposes: 

–  Decreases initial word count for general product description 
–  Decreases word density 
–  Gives the user control over the information they consume 

•  A small, one paragraph description of ‘best fit’ of product instead of lengthy 
checklist (e.g., PNC & Wells Fargo) 

•  All Checking Products characteristics listed on left while product matrix contains 
BRIEF relation between that product and the Characteristic (Yes, No, Check mark, 
text with popup help) (e.g., PNC, Wells Fargo, BOA) 

•  Company/Product that saw the most growth had a details page reading level 
below FIFTH GRADE (4.5) (e.g., PNC) 

Site Competitive Analysis - Checking 



4 

Comparison Page Recommendations 
 
Consider making the following changes to 
enhance the user experience including the copy: 

•  Move comparison page to the top level replacing 
the Checking landing page 

•  Restrict the number of words per product to < 95 
for the initial comparison page 

•  Details can be provided in a detailed 
comparison chart (e.g., PNC),  or links/popup 
help within the body of the simplified table (e.g., 
BOA, PNC, Wells Fargo) 

•  Use a small one paragraph description of ‘best fit’ 
instead of a checklist 

•  List all Checking Products characteristics in left 
column while product matrix contains BRIEF 
relation between that product and the 
characteristic (Yes, No, Check mark, words with 
popup help) (e.g., PNC, Wells Fargo, BOA) 

•  Keep Grade Reading level score below 6th grade 
(e.g., PNC) 

See Page 6 for detailed analysis 

Site Competitive Analysis - Checking 
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Detailed Findings 

Site Competitive Analysis - Checking 
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•  1	  Column	  –	  Mul+ple	  Product	  Layout	  -‐	  Horizontal	  (1-‐5	  products)	  

•  Comparison	  Chart	  separate	  (7)	  

•  Account	  selector	  linked	  on	  page	  (6)	  
•  Not	  all	  products	  can	  be	  viewed	  without	  scrolling	  
•  Stats	  

•  56	  words	  per	  product	  
•  Flesch	  Reading	  Ease	  	  72.7	  
•  Flesch-‐Kincaid	  Grade	  Level	  8.3	  

•  Checking	  Applica+on	  Comple+on	  Rates	  (ComScore)	  

•  1Q12	  –	  12%	  
•  2Q12	  –	  15%	  
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PNC Landing Page 
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•  3	  Column	  –	  Mul+ple	  Product	  Layout	  (Comparison	  Page	  shows	  3	  
of	  5	  products,	  as	  they	  say	  that	  the	  One	  of	  the	  Virtual	  Wallet	  
products	  are	  really	  savings	  accounts)	  

•  Details	  Pages	  show	  Addi+onal	  Product	  “Performance	  Select”	  a	  
variant	  of	  the	  Performance	  product,	  but	  s+ll	  only	  shows	  4	  of	  
the	  5	  products	  found	  on	  the	  	  landing	  page.	  

•  Comparison	  OVERVIEW	  Tab	  and	  Comparison	  DETAILS	  Tab	  

•  Account	  selector	  NOT	  linked	  on	  page	  	  
•  Scrolling	  necessary	  to	  view	  all	  details	  on	  either	  tab	  
•  Apply	  bu_on	  at	  top	  of	  product	  descrip+on	  
•  Stats	  (overview)	  

•  	  94.3	  words	  per	  product	  
•  Flesch	  Reading	  Ease	  	  76.3	  
•  Flesch-‐Kincaid	  Grade	  Level	  	  4.5	  

•  Stats	  (details)	  
•  151.5	  words	  per	  product	  

•  Flesch	  Reading	  Ease	  	  85.3	  
•  Flesch-‐Kincaid	  Grade	  Level	  	  2.1	  

•  Checking	  Applica+on	  Comple+on	  Rates	  (ComScore)	  

•  1Q12	  –	  12%	  

•  2Q12	  –	  15%	  

PNC Comparison Page  
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•  4	  Column	  –	  Single	  Product	  Layout	  (1-‐4	  products)	  
•  Horizontal	  layout	  not	  aligned	  
•  ***Also	  serves	  as	  a	  comparison	  chart	  
•  Account	  selector	  linked	  on	  page	  
•  No	  One	  account’s	  informa+on	  is	  viewable	  without	  scrolling	  
•  Full	  details	  of	  account	  requirements,	  etc	  are	  in	  a	  
downloadable	  PDF	  doc.	  

•  Stats	  
•  158	  words	  per	  product	  
•  Flesch	  	  Reading	  index	  	  40.7	  
•  Flesch-‐Kincaid	  Grade	  Level	  9.6	  

•  Checking	  Applica+on	  Comple+on	  Rates	  (ComScore)	  
•  1Q12	  –	  18%	  
•  2Q12	  –	  16%	  
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Forrester: 2012 US Bank Digital Sales Rankings 

<	  	  Avg.	   >	  Avg.	   =	  Avg.	  

Chase Landing Page/Comparison Chart 



9 

1 2 3 

4 

5 

6 

7 

•  4	  Column	  –	  Mul+ple	  Product	  Layout	  (1-‐5	  products)	  
•  Horizontal	  layout	  not	  aligned	  
•  Comparison	  Chart	  separate	  (7)	  
•  Account	  selector	  linked	  on	  page	  (6)	  
•  Limited	  informa+on	  is	  all	  viewable	  without	  scrolling	  
•  Stats:	  

•  56	  words	  per	  product	  
•  Flesch	  Reading	  Ease	  	  53.9	  
•  Flesch-‐Kincaid	  Grade	  Level	  8.4	  

•  Checking	  Applica+on	  Comple+on	  Rates	  (ComScore)	  
•  1Q12	  –	  13%	  
•  2Q12	  –	  17%	  

	  

Forrester: 2012 US Bank Digital Sales 
Rankings 
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6 

<	  	  Avg.	   >	  Avg.	   =	  Avg.	  

Wells Fargo Landing Page 
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•  4	  Column	  –	  Mul+ple	  Product	  Layout	  (1-‐5	  products)	  
•  Account	  selector	  	  NOT	  linked	  on	  page	  	  
•  Open	  Now	  at	  top	  of	  product	  descrip+on	  
•  NOTE:	  Descrip+ve	  categories	  with	  popup	  help	  on	  the	  
lej	  to	  hold	  down	  verbiage	  

•  Limited	  informa+on	  is	  all	  viewable	  without	  scrolling	  
•  Stats:	  	  

•  63	  words	  per	  product	  (not	  coun+ng	  “learn	  More”	  
and	  popup	  help	  

•  Flesch	  Reading	  Ease	  	  51.4	  
•  Flesch-‐Kincaid	  Grade	  Level	  	  9.0	  

•  Checking	  Applica+on	  Comple+on	  Rates	  (ComScore)	  
•  1Q12	  –	  13%	  
•  2Q12	  –	  17%	  
	  

Forrester: 2012 US Bank Digital Sales 
Rankings 

<	  	  Avg.	   >	  Avg.	   =	  Avg.	  

Wells Fargo Comparison Page 
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•  3	  Column	  –	  Single	  Product	  Layout	  (1-‐3	  products)	  
•  Main	  Page	  only	  shows	  featured	  products	  (2	  of	  3)	  
•  Horizontal	  alignment	  
•  Comparison	  Chart	  link	  on	  page	  (3)	  
•  Account	  selector	  linked	  on	  page	  (4)	  
•  No	  One	  account’s	  informa+on	  is	  viewable	  without	  scrolling	  
•  Full	  details	  of	  account	  requirements,	  etc	  are	  in	  a	  
downloadable	  PDF	  doc.	  

•  Stats	  
•  150	  words	  per	  product	  
•  Flesch	  	  Reading	  index	  	  54.4	  
•  Flesch-‐Kincaid	  Grade	  Level	  8.6	  

•  Checking	  Applica+on	  Comple+on	  Rates	  (Comscore)	  
•  1Q12	  –	  35%	  
•  2Q12	  –	  30%	  

Forrester: 2012 US Bank Digital Sales Rankings 
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<	  	  Avg.	   >	  Avg.	   =	  Avg.	  

Bank Of America Landing Page 
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•  4	  Column	  –	  Single	  Product	  Layout	  (1-‐3	  products)	  
•  Comparison	  Page	  only	  shows	  all	  three	  products	  

•  Allows	  for	  prin+ng	  the	  chart	  
•  Allows	  for	  removal	  of	  accounts	  for	  side	  by	  side	  
compare	  

•  Horizontal	  alignment	  
•  Popup	  help	  
•  Account	  selector	  NOT	  linked	  on	  page	  	  
•  Must	  scroll	  to	  see	  all	  account	  info	  
•  Open	  Account	  bu_ons	  at	  top	  and	  bo_om	  of	  descrip+on	  
•  Link	  to	  single	  account	  landing	  page	  
•  Stats	  

•  316	  words	  per	  product	  
•  Flesch	  	  Reading	  index	  	  53.2	  
•  Flesch-‐Kincaid	  Grade	  Level	  9.3	  

•  Checking	  Applica+on	  Comple+on	  Rates	  (Comscore)	  
•  1Q12	  –	  35%	  
•  2Q12	  –	  30%	  

Forrester: 2012 US Bank Digital Sales Rankings 

<	  	  Avg.	   >	  Avg.	   =	  Avg.	  

Bank Of America Comparison Page 
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•  2	  Column	  –	  Mul+ple	  Product	  Layout	  (1-‐4	  products)	  
•  Comparison	  Chart	  separate	  (6)	  
•  Account	  selector	  linked	  on	  page	  (5)	  
•  Not	  all	  products	  can	  be	  viewed	  without	  scrolling	  
•  Stats:	  

•  53	  words	  per	  product	  
•  Flesch	  Reading	  Ease	  53.5	  
•  Flesch-‐Kincaid	  Grade	  Level	  7.7	  

•  Checking	  Applica+on	  Comple+on	  Rates	  (ComScore)	  
•  1Q12	  –	  6%	  
•  2Q12	  –	  5%	  

Forrester: 2012 US Bank Digital Sales Rankings 

5 
6 

<	  	  Avg.	   >	  Avg.	   =	  Avg.	  

Citibank Landing Page 
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•  5	  Column	  –	  Mul+ple	  Product	  Layout	  (1-‐4	  products)	  
•  Mul+ple	  Expandable	  sec+ons	  
•  NO	  popup	  help	  

•  Help/detail	  info	  presented	  in	  full	  per	  product	  
per	  cell	  

•  Simple	  Descriptors	  in	  lej	  hand	  column	  
•  No	  link	  to	  product	  finder	  
•  Scrolling	  needed	  to	  see	  all	  product	  info	  
•  Stats	  (fully	  expanded)	  

•  180	  words	  per	  product	  
•  Flesch	  Reading	  Ease	  	  53	  
•  Flesch-‐Kincaid	  Grade	  Level	  	  8.1	  

•  Checking	  Applica+on	  Comple+on	  Rates	  (ComScore)	  
•  1Q12	  –	  6%	  
•  2Q12	  –	  5%	  

Forrester: 2012 US Bank Digital Sales Rankings 

<	  	  Avg.	   >	  Avg.	   =	  Avg.	  

Citibank Comparison Page 


