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Introduction 
Copy and usability audit of pages on RAC.co.uk. 

 
This document is an audit of a selection of pages at www.rac.co.uk. 
 
The document looks at each page and comments on page usability in terms of user 
experience and then on actual copy/page content. 
 
Purpose and method 
The purpose of this audit is to assess the effectiveness of a selection of pages against 
the key criteria of our best practice in creating online copy content: copy usability, 
plain language, findability, brand/tone of voice, and credibility:  
 
Copy usability 

Copy content is scannable (concise content chunks, bullets, menus, keywords 
highlighted in bold etc). 

Content is focused on benefits/user priorities not features/internal-facing content. 

Each content element is self-contained 

Structure reflects meaning 
Good button naming: users can easily locate themselves/move around/skip ahead.
Content organised into user-friendly, repeatable formats 
 
Plain language 
Content is focused on users’ needs/interests.  
Everyday English, simple language, clear communication.  

Active not passive verbs. 
Short words are preferred to long ones. 
Jargon/abbreviations spelled out or avoided. 
Straightforward instructions. 
Positive language, friendly pronouns. 
 
Findability 
Intuitive, meaningful page titles. 
Relevant, engaging content.  
Strong headlines and summary paras. 

Useful content that contains the key terms people are likely to search for.   

Well-written link text. 
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Branding/tone of voice 
Content supports brand values. 

Content encourages positive perception of RAC and its work. 
Tone of voice is appropriate for RAC.  

Tone is appropriate for users – site has a clear idea of its reader. 
 
Credibility 
Logical ordering of content.   
Content is up to date. 
Content delivers on its promises. 
Accurate grammar and spelling. 
No unrealistic claims/unjustifiable superlatives. 
Content is candid about its purpose. 
Language, style, tone are consistent. 
Site avoids culturally-bound references. 
Site avoids time references that could date. 
News is really news.   

 
 
Points to note  
When reading this audit, please bear in mind:  
 

• The pages selected are an agreed representative sample. The report does not 
cover issues which might be raised by pages outside of the selection.  

 
• The audit does not raise every issue raised by every page. We focus on the 

range of issues raised by the pages rather than seeking to itemise every 
individual instance. 

 
• Where we have suggested copy to replace existing text, these copy examples 

should be seen as suggestive of the approach we would take, rather than final 
copywritten versions. 

 
• On a dynamic website some pages may have changed since being audited. 
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http://www.rac.co.uk 

Home page  

 
Usability observations 
 

Top previous pages % Top next pages % 
/web/routeplanner/results 54.84% /web/routeplanner/results  67.98% 

/web/routeplanner/confirm-location 14.46% /web/routeplanner/index.htm  13.84% 

/web/routeplanner/index.htm 6.29% /web/uk-breakdown/index.htm  3.49% 

/web/routeplanner/error 3.91% /web/traffic-update/index.htm  2.43% 

All other previous pages 20.50% All other next pages 12.26% 

 

Site exit point 21% (21% of users left the site from this page) 

 

Many users come from the route planner. This is because a high number of users 
leave the home page and go onto or go back to the journey planner. This suggests 
users are not finding the reset button on the journey planner and are navigating back 
and forth to the home page to reset and plan another journey. It is good to see that 
users are leaving this page (continuing journey) and going onto breakdown pages and 
traffic update. The home page is self explanatory in terms of its layout and it uses the 
content panel well in terms of promotional information which grabs the users’ attention. 
There are no suggestions as to improve the layout of the home page as it caters well 
for the high traffic areas such as route planner and traffic updates but it could contain 
more content below the page crease offering more ways into the site. The ‘Plan a 
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route’ bar at the top of the page could do with some time spent reviewing its usefulness 
and usability. The RAC members offer promo at the bottom of the page takes user to 
http://www.racmemberoffers.co.uk/ and on this page the navigation changes as if it is a 
separate site and offers no way of getting back to RAC.co.uk without using the back 
browser button. This is poor practice. If this has to be a separate site it should open in 
a new browser window. The Business link in the left navigation has the same problem 
it launches the business site but not in a new window so again no way of navigating 
back. 

Solution 

• Business link in left navigation to open in new window. 

• RAC member offers promo link to open in new window. 

• Route planner page, more obvious button to reset/create new journey. 

• Add more actual content to home page below page fold. 

 

Copy usability 
It is not certain what value the news copy in the ticker brings. It seems to add 
unnecessary copy to the page for no obvious benefit. 
 
Findability 
A longer introductory paragraph with a more meaningful headline would give more 
opportunity to use search terms in copy and links. 
 
Plain language 
Very little copy to comment on but plain language is used in what is there. 
 
Branding and tone of voice 
“Welcome to RAC” is redundant and the following paragraph is rather vague and over-
promising: is RAC really there to help with “all your driving needs”? Listing a few more 
services and benefits instead would be more effective.  
 
News ticker includes stories like “sales of new cars plunge by 21%”, “credit crunch hits 
car sales” – is it necessary to remind people of this while trying to sell to them? 
 
Credibility 
Headings should use sentence casing – capitalisation is inconsistent, eg “Vehicle 
check” but “Car Insurance” and “Traffic Updates”. 
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http://www.rac.co.uk/web/breakdowncover/  

Breakdown cover landing page 

 

 
 
Usability observations 

Top previous pages % Top next pages % 
/web/breakdowncover/index.htm 21.16% ...eakdowncover/uk/application/quote/cover-

options
 

 

21.82% 

/web/brand/main 15.25% /web/uk-breakdown/solution1.cgi  7.78% 

...eakdowncover/uk/application/quote/cover-
options

13.16% /web/index.htm 

 

7.51% 

/web/index.htm 9.58% /web/uk-breakdown/roadside.cgi  6.97% 

All other previous pages 40.85% All other next pages 55.92% 

 

Site exit point 15% 

 
The two links shown above, terms and conditions for UK and European breakdown 
cover are misleading. It is not expected to see the European terms and conditions on 
this page but on the European breakdown page. The UK terms and conditions open in 
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a pdf document in the same window with no warning and no navigation back to the 
previous page. One terms and conditions links to a html page and the other to a pdf. 

The top next pages information above confirms that users are continuing the 
breakdown journey rather than browsing to unrelated content. This shows people are 
finding the content they require and are following the designed breakdown journey. 

The business breakdown cover link in the body of the page takes the user to the 
business site in the same window with no way of navigating back. The horse trailer 
assist link in the body of the page takes you to the corresponding page but it is not part 
of the secondary navigation under breakdown cover. This lacks consistency. It is 
recommended that this breakdown landing page contain a link to ‘Benefits of RAC’ as 
well as on the next pages as the benefits page is generic to breakdown cover in 
general. A brief easily scan able benefits list could be present on all these pages. This 
is also the case for the links testimonials, covering other people, help me decide, know 
how and existing members. This takes a click out of a possible journey getting the user 
the information they require faster. In the persona relating to a ‘will join’ customer who 
has broken down and is not a member it was suggested a new page to the site for web 
and mobile users which is a quick reference for contact details, benefits of 
membership, idea on cost and estimated time for patrol to arrive. This new page 
should be linked from this landing page. 

Solution 

• Remove European breakdown terms and conditions link at top of page. 

• Make terms and conditions info consistent in media, either html or pdf not both. 

• When linking to a pdf document warn the user (pdf) and if no navigation is 
included in the pdf then the document should open in a new window. 

• Business breakdown link in body of page to open in new window. 

• Horse trailer assist to be added to secondary navigation. 

• The top of the page should contain links to Benefits of RAC, Testimonials, 
Covering other people, Help me decide, Know how and Existing members. 

Copy usability 
An introductory paragraph would help the reader to understand where they are in the 
site and what they can do on this page.  
 
Copy elements could be better prioritised: terms & conditions are placed more 
prominently than offer copy.  
 
Chemistry suggest referring to the organisation in the singular eg “RAC provide…” 
rather than “RAC provides…” 
 
Findability 
The word “car” doesn’t appear on this page or in its title tag, despite being part of 
several top-8 search phrases. 
 
Chemistry recommend using “European breakdown cover” instead of just “European 
breakdown”. 
 
Plain language 
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“Horse trailer assist” does not seem the most obvious name for this service. 
 
Branding and tone of voice 
“RAC keeping you moving in Europe” is tacked on to the end of the offer copy in the 
European breakdown ad – it doesn’t belong there. If this is an official part of the brand 
it should be more prominent, otherwise Chemistry would suggest it doesn’t appear at 
all. 
 
Credibility 
Inconsistent use of sentence casing, “Breakdown cover” in some places but 
“Breakdown Cover” in others. 
 

http://www.rac.co.uk/web/euro-breakdown/  

European breakdown landing page 

 
Usability observations 

Top previous pages % Top next pages % 
/web/breakdowncover/index.htm 17.44% ...kdowncover/european/application/quote/get-

quote
 

 

49.09% 

...kdowncover/european/application/quote/get-
quote

16.77% /web/uk-breakdown/index.htm 

 

9.09% 

/web/uk-breakdown/index.htm 15.43% /web/euro-breakdown/countries-covered.htm  7.27% 

/web/brand/main 13.42% /web/euro-breakdown/levels-of-
cover/index.htm

 

 

7.27% 

All other previous pages 36.94% All other next pages 27.28% 

Site exit point 17% 
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The previous and next pages are as would be expected with a very high number 
continuing journey to quote and with almost no abandonment rate. 

The promotion boxes in the right column should never show the same image like this 
as it looks like an error and the user will ignore this column because of it. 

The ‘European breakdown cover’ link at the top left of the page needs to be inactive. 
Users are clicking on this link thinking it will take them somewhere when it doesn’t.  
The ‘European breakdown cover’ link in the left main navigation is highlighted and non 
active, this is correct but when users navigate to any other page under this section the 
link remains inactive so giving no way to return to the European cover landing page 
unless users use the link in the top right of the page. 

Solution 

• Make ‘European breakdown cover’ link, top left, inactive and should really be 
highlighted to aid user in knowing what page they are on. 

• Make ‘European breakdown cover’ link main navigation highlighted but active 
on all pages that fall below it i.e. countries covered, levels of cover etc. 

 

Copy usability 
The heading of this page is the same as that of “Breakdown cover” – it should be 
“European breakdown cover”. 
 
The relationship between the headline and the line “We’ll keep you moving in Europe” 
isn’t clear – if this is a subhead it should be directly below the title. 
 
The structure of the page isn’t clear – although the “Benefits” section is a good start, 
it’s still not easy to navigate around the page because of the repeated buttons.  
 
The contact section is confusing – having the phone number in orange actually de-
emphasises it rather than highlights it, and there’s no explanation of why a user would 
want to email RAC.  
 
Findability 
Good use of key terms in title and copy but more could be used more in links.  
 
Plain language 
The language sometimes sounds too much like sales copy with terms like “in addition 
to” and “an extensive network of local service providers”. 
 
Branding and tone of voice 
Introductory copy needs to be more specific and example-led, using real situations to 
focus on the person, not the policy. 
 
Credibility 
The syntax in the introduction needs tidying up: “Great news if you're an existing 
member buying online as this will be in addition to your exclusive 10% existing 
member discount.” 
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http://www.rac.co.uk/web/uk-breakdown/roadside.cgi?affinity_name=default  

Roadside solution 

 
Usability observations 
 

Top previous pages % Top next pages % 
/web/uk-breakdown/index.htm 56.05% /web/uk-breakdown/index.htm  39.86% 

/web/brand/main 19.10% /web/uk-breakdown/benefits.htm  15.03% 

/web/uk-breakdown/benefits.htm 10.19% /web/uk-breakdown/solution1.cgi  12.41% 

/web/uk-breakdown/solution1.cgi 4.45% ...eakdowncover/uk/application/quote/cover-
options

 

 

9.80% 

All other previous pages 10.21% All other next pages 22.90% 

 
Site exit point 22% 
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Users do not tend to purchase cover from this page instead going back to the solutions 
table to start the purchase application this may be due to users feeling the cover has 
not been adequately explained or up selling has taken place.  

The ‘UK breakdown cover’ link at the top left of the page needs to be inactive. Users 
are clicking on this link thinking it will take them somewhere when it doesn’t.  The ‘UK 
breakdown cover’ link in the left main navigation is highlighted and non active, this is 
correct but when users navigate to any other page under this section the link remains 
inactive so giving no way to return to the UK cover landing page unless users use the 
link in the top right of the page. Why choose RAC and Benefits are the same page, this 
can be misleading to users. 

Solution 

• Make ‘UK breakdown cover’ link, top left, inactive and should really be 
highlighted to aid user in knowing what page they are on. 

• Make ‘UK breakdown cover’ link main navigation highlighted but active on all 
pages that fall below it. 

• Why choose RAC / Benefits of RAC please call this one or the other or create 
another page if the need and content is there. 

 

Copy usability 
Headlines eg: “Upgrade” and “Relax with RAC Roadside” are weak and miss the 
chance to convey the benefits of RAC Roadside. Using “know how” as a link isn’t 
helpful to users, and the same can be said of using a product name such as 
“Nationwide Recovery” as a cross-heading. This is unlikely to be meaningful to anyone 
who is not already familiar with the product.  
 
Links could be improved by putting the benefit first.  
 
For example:  
“If you have an accident, you can get advice and help with legal expenses with our 
Accident Care service” 
 
is better than:  
 
“Plus, in the event of an accident, RAC Roadside includes our Accident Care service, 
with benefits from liability advice to help with legal expenses.” 
 
The Single, Joint and Family categories could do with more explanation. 
 
Findability 
The key term “breakdown” could be used more often in sub and cross-headings. While 
there’s obviously some optimisation in the main headings, there’s not much evidence 
of it in the body copy. 
 
Plain language 
Language is generally plain in the body copy, but jargon does creep in eg: “in the event 
of an accident”, “personal based cover”.  “Liability advice” needs explaining. Language 
used in the footnotes is full of jargon eg: “fault or non fault” “purchase” rather than “buy” 
etc. Footnotes/T&Cs can and should be written in plain language whenever possible.  
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Branding and tone of voice 
Beginning the body copy with price means the page misses an opportunity to connect 
with the reader by presenting a scenario in which RAC Roadside might be useful and 
emphasise the benefit of this kind of cover. As a result, copy lacks the caring, personal 
tone that RAC is trying to achieve.  
 
Credibility 
Copy is generally free of mistakes in spelling and punctuation. However, the sentence 
“Right now you’ll get up to £40 cashback online” doesn’t make sense in the context in 
which it appears. 
 

http://www.rac.co.uk/web/uk-breakdown/solution1.cgi?affinity_name=default  

Solution 1 
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Usability observations 
 

Top previous pages % Top next pages % 
/web/uk-breakdown/index.htm 56.99% /web/uk-breakdown/index.htm  54.65% 

/web/brand/main 10.88% ...eakdowncover/uk/application/quote/cover-
options

 

 

16.27% 

/web/uk-breakdown/roadside.cgi 9.84% web/uk-breakdown/roadside.cgi  4.05% 

...eakdowncover/uk/application/quote/cover-
options

6.73%  /web/uk-breakdown/solution3.cgi 

 

3.48% 

All other previous pages 15.56% All other next pages 21.54% 

 

Site exit point 24% 

 

Same issues as before with navigation and with user trends in terms of not making 
purchase from this page. No suggested change apart from navigation fix. 

 

Copy usability 
This insurance is poorly explained, which impacts on usability. “Upgrade” as a heading 
isn’t benefit-driven or meaningful. “Single” “Joint” and “Family” could do with more 
explanation. 
 
The use of product names on the right is confusing, particularly “Why choose RAC 
Rescue”. RAC Rescue isn’t mentioned anywhere else on the page.  
 
An introductory paragraph would help the reader to understand where they are in the 
site and what they can do on this page. 
 
We recommend developing a standard, repeatable format for articles of this type to 
improve usability and aid scan-reading. 
 
Findability 
“Breakdown” is used in the main heading and sub-heading, but there is little evidence 
of keywords/phrases in the body copy and cross-headings.  
 
Plain language 
Language is reasonably plain, although there is jargon in the small print eg: “personal 
based cover”. However, copy is clunky, cluttered with product names and doesn’t flow 
well, for example, “In addition to our RAC Roadside cover, Solution 1 comes with our 
Nationwide Recovery promise…” 
 
Branding and tone of voice 
Lack of examples and scene-setting means that copy doesn’t connect with the reader 
in a personal way. There’s nothing compelling about the copy and nothing to really 
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draw the reader in. Cash back is given priority in the introduction, but is this really the 
most compelling thing about this product? 
 
Credibility 
Inconsistent use of inverted commas. Why does “onward travel” and “no call-out” need 
them? 
 
http://www.rac.co.uk/web/uk-breakdown/solution3.cgi?affinity_name=default  
Solution 3 
 

 
Usability observations 
 

Top previous pages % Top next pages % 
/web/uk-breakdown/index.htm 72.04% /web/uk-breakdown/index.htm  50.63% 

/web/uk-breakdown/solution1.cgi 6.45% ...eakdowncover/uk/application/quote/cover-
options

 

 

13.92% 

/web/brand/main 5.37% /web/uk-breakdown/cashback-offer-2.htm  6.32% 

/web/uk-breakdown/solution2.cgi 5.37% /web/uk-breakdown/solution1.cgi  3.79% 

All other previous pages 10.77% All other next pages 25.34% 

 
Site exit point 26% 
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Same issues as before with navigation and with user trends in terms of not making 
purchase from this page. The only way of looking between solutions is to keep 
navigating back to the solutions table.  

Solution 

• UK breakdown pages need the solutions links on every page. 

 

Copy usability 
This product is poorly explained. The copy assumes that the reader has already seen 
other related pages, which may not be the case, eg: “RAC Solution 3 has all the great 
benefits of Solutions 1 and 2 combined, including Nationwide Recovery and At Home 
cover.” 
 
An introductory paragraph would help the reader to understand where they are in the 
site and what they can do on this page. 
 
Chemistry recommend developing a standard, repeatable format for articles of this 
type to improve usability and aid scan-reading. 
 
Findability 
“Breakdown” is used in the main heading and sub-heading, but there is little evidence 
of keywords/phrases in the body copy and cross-headings.  
 
Plain language 
Language is reasonably plain, although jargon does creep in, eg ”transport you” (rather 
than “take you to”) and “personal based cover”. 
 
Branding and tone of voice 
Lack of examples and scene-setting means that copy doesn’t connect with the reader 
in a personal way. There’s nothing compelling about the copy and nothing to really 
draw the reader in. Cashback is again given priority in the introduction, but is this really 
the most compelling thing about this product? 
 
Credibility 
The symbol for “one quarter” is small and very difficult to read.  
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http://www.rac.co.uk/web/uk-breakdown/standard-terms.htm  

Standard terms 

 
Usability observations 
 

Top previous pages % Top next pages % 
/web/uk-breakdown/index.htm 45.83% /web/uk-breakdown/index.htm  22.85% 

/web/uk-breakdown/benefits.htm 12.50% /web/uk-breakdown/help-me-
decide/index.cgi

 

 

20.00% 

/web/uk-breakdown/existing-members.htm 8.33% /web/uk-breakdown/existing-members.htm  17.14% 

/web/uk-breakdown/roadside.cgi 6.25% /web/uk-breakdown/benefits.htm  11.42% 

All other previous pages 27.09% All other next pages 28.59% 

 
Site exit point 29% 
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Same issues as before with navigation. The two buttons ‘help me decide’ and ‘view all 
packages’ could be moved from the bottom of the page to the top to promote better 
use as not all users will read down to the end of the page. Users are not abandoning 
the page and continue the journey looking for benefits and the correct solution for 
them. 

Solution 

• Move The two buttons ‘help me decide’ and ‘view all packages’ to the top of the 
page and or duplicate. 

 
Copy usability 
The purpose of this page is completely unclear. Is it a glossary of standard terms, a set 
of terms and conditions or an explanation of the features of certain policies?  
 
Following the introductory sentence with links away from the page is also confusing for 
the user.  
 
A page this long would ideally have a sub-menu to allow the reader to go straight to the 
copy that interests them. However, in this case the purpose and focus of the page 
needs to be re-thought and the copy completely rewritten. 
 
Findability 
There is some optimisation for breakdown in the main heading and sub-heading, but 
little evidence of optimisation in the body copy, although it could be optimised for key 
terms very easily.  
 
Plain language 
Language is reasonably plain, but there’s a complete lack of consistency in the way in 
which the terms are presented. Some are phrases, some are product names and some 
are questions. There’s also inconsistency in the use of capitals. Why does “Recovery” 
have one, for example? 
 
There is also some clunky jargon eg: “Please remember we may obtain goods or 
services on your behalf from third parties and will not be responsible for your 
relationship with these parties (insurance companies, lawyers and garages for 
instance, unless we notify you otherwise).” 
 
Branding and tone of voice 
The lack of focus and inconsistency of this page doesn’t support the RAC brand. It’s 
unlikely that the reader would be able to find any useful information here.  
 
Credibility 
The confused nature of this page compromises its credibility. Some of the copy doesn’t 
seem to make much sense – “What is not covered?” is particularly puzzling. 
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http://www.rac.co.uk/web/uk-breakdown/benefits.htm  

Benefits of RAC 

 
Usability observations 
 

Top previous pages % Top next pages % 
/web/uk-breakdown/index.htm 38.01% /web/uk-breakdown/index.htm  42.00% 

/web/uk-breakdown/roadside.cgi 26.72% /web/uk-breakdown/roadside.cgi  19.57% 

/web/brand/main 10.59% /web/uk-breakdown/standard-terms.htm  9.53% 

/web/uk-breakdown/standard-terms.htm 5.76% /web/myrac/index.htm  3.57% 

All other previous pages 18.92% All other next pages 25.32% 

 
Site exit point 16% 

 
Very low abandonment rate and users staying within content type , breakdown. 
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Same issues as before with navigation. Benefits at a glance on the left column are a 
nice touch giving relevant information in a quick precise manner. No changes advised. 

 

Copy usability 
Use of product names is confusing: the heading reads “RAC Breakdown”, but the 
product is referred to as “RAC Rescue” in the sub-heading and body copy.  
 
Cross headings like: “Smoothing the bumps” and “Keeping you going” might work well 
for magazines but are not sufficiently descriptive or instantly meaningful for online.  
 
Copy isn’t presented in a web-friendly way. It’s slabby and lacks bullet points and 
words in bold for easy scan reading. 
 
The page is long, so a sub-menu is needed at the beginning to allow readers to go 
straight to the copy they are interested in.  
 
Findability 
There is some optimisation for breakdown in the main heading and sub-heading, but 
few key terms appear in the body copy, although it could be optimised quite easily. 
Optimisation opportunities are also missed in the cross headings.  
 
Plain language 
Language is generally plain, but copy is rambling. It needs to get to the point more 
quickly. 
 
Branding and tone of voice 
A caring, responsive, more personal tone of voice is in evidence on this page although 
it needs to be more succinctly conveyed.  
 
Credibility 
There are several punctuation issues on this page. Capital letters are used at the start 
of each word in the cross headings which isn’t best practice, as capitals should be kept 
to a minimum for easy readability. Capitals are also used incorrectly in “Patrols” and 
“Members” in the right-hand panel. There’s no reason for “peace of mind” to have 
inverted commas.  
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http://www.rac.co.uk/web/traffic-update/  

Traffic update 

 
Usability observations 
 

Top previous pages % Top next pages % 
/web/index.htm 19.82% ...ic-update/traffic-update-south-east-

england.htm
 

 

20.95% 

/web/routeplanner/results 12.52% ...raffic-update/traffic-update-greater-
london.htm

 

 

16.17% 

/web/routeplanner/index.htm 11.03% /web/traffic-update/traffic-update-
midlands.htm

 

 

14.10% 

...ic-update/traffic-update-south-east-
england.htm

7.88% ...ffic-update/traffic-update-northern-
england.htm  

9.52% 

All other previous pages 48.75% All other next pages 39.26% 

 
Site exit point 60% 
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Users mainly reach the page from the home page or from route planner, once they 
have identified traffic problems they leave the site. 

Users first see the ‘call to action’ phone number (1740) this looks like an advertisement 
and is easily over looked. 

The application is simple to use and offers simple information back in return showing 
the direction of the slow traffic and the speed. Users can select your region rather than 
dragging the map to the location. The only down side identified is that A roads are not 
identified on the map i.e. the M25 is labeled but no other roads are so if users are 
looking in an area unfamiliar to your home town you are going to have a hard time 
knowing what road the delay is on. 

Solution 

• Label ‘A’ roads on the map. 

 

Copy usability 
Good, although the meaning of “speed of delay” isn’t clear. 
 
Findability 
Page doesn’t contain key terms, apart from RAC.  
 
Plain language 
Language could be more active. For example “We update our map every 30 seconds” 
rather than “The RAC UK Map is refreshed every 30 seconds” 
 
Language used in the “Accuracy of information” section is very stiff and formal.  
 
Branding and tone of voice 
This tool gives an impression of the RAC as forward-thinking and helpful. However, 
language could be used more skilfully on the page to reinforce tonal values, particularly 
in terms of the RAC as a caring organisation. 
 
Credibility 
Capital letters are over-used on this page. “Map” and “Update” don’t need them. “Up to 
the minute” needs hyphens.  
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http://www.rac.co.uk/web/know-how/accidents-incidents/breakdown/what-if-my-car-
breaks-down-accidents-incidents.htm  

RAC know how - accidents & incidents – breakdowns 

 
Usability observations 
 

Top previous pages % Top next pages % 
/web/know-how/index.htm 39.28% /web/know-how/index.htm  29.41% 

/web/know-how/accidents-
incidents/index.htm

14.28% /web/breakdowncover/index.htm 

 

11.76% 

/web/search.htm 14.28% /web/index.htm  11.76% 

/web/forum/showthread.php 7.14% /web/know-how/hints-tips/index.htm  11.76% 

All other previous pages 25.02% All other next pages 35.31% 

 
Site exit point 57% 
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The navigation elements at the top of the page along with the print options are handy 
and simple. The glove box printable accident form is a useful resource to print out. The 
page is quite long in content but there is no obvious plus of splitting the content into 
pages. Promo boxes are content specific, personal injury and 24hr legal advice. No 
suggestions. 

 

Copy usability 
Very poor. Over-long bullet texts do nothing to compensate for large slabs of text 
without highlighting or secondary headings to aid scan-reading. This page needs 
cutting or at the very least, should include a list of links to sections at the start. 
 
There is no standfirst to give the reader an idea of what’s to come. 
 
We recommend developing a standard, repeatable format for articles of this type to 
improve usability and aid scan-reading. 
 
“RAC know-how” isn’t a sufficiently descriptive heading for the web. “Accidents and 
incidents – breakdown” isn’t a meaningful sub-heading.  
 
Findability 
Important key terms are mentioned in copy but not made the most of in title or links – 
the title includes “breaks down” but not “breakdown”, and there is a single link in the 
first paragraph using “break down” as the anchor text.  
 
Plain language 
Language is overly formal and official in tone, for example: “Wherever possible try to 
stop near an Emergency Roadside Telephone, which are located at approximately one 
mile intervals along the hard shoulder.” Why not “… which you’ll find about a mile apart 
along the hard shoulder”? 
  
Copy is also rather with repetition and poor flow, for example: “If your vehicle develops 
a problem then try and get your vehicle off the road if at all possible and parked in a 
safe position so it doesn’t cause an obstruction to other road users.” 
 
Branding and tone of voice 
The presence of this type of copy reinforces the impression of the RAC as a caring and 
personal organisation, but this needs to be done more succinctly and in a way that’s 
more engaging for the reader.  
 
Credibility 
Reads as authoritative, but doesn’t actually convey credibility as it’s too difficult to read 
and off tone. It reads as if it comes from another website. 
 
Capital letters are over-used on this page, for example in “Motorway Service Area” and 
“Emergency Roadside Telephone”. 
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http://www.rac.co.uk/web/know-how/going-on-a-journey/driving-abroad/driving-abroad-
checklist.htm  

RAC know how - driving in Europe check list 

 
Usability observations 
 

Top previous pages % Top next pages % 
/web/know-how/going-on-a-
journey/index.htm

48.27% ...-advisor.cgi??european-motoring-advisor-
initial  

50.00% 

/web/search.htm 20.68% /web/search.htm  15.38% 

...-advisor.cgi??european-motoring-advisor-
initial

13.79% /web/euro-breakdown/index.htm 

 

11.53% 

...n-a-journey/driving-
abroad/countries/france.htm

6.89% /web/know-how/going-on-a-
journey/index.htm  

11.53% 

All other previous pages 10.37% All other next pages 11.56% 

 
Site exit point 36% 

 25 

http://www.rac.co.uk/web/know-how/going-on-a-journey/driving-abroad/driving-abroad-checklist.htm
http://www.rac.co.uk/web/know-how/going-on-a-journey/driving-abroad/driving-abroad-checklist.htm
javascript:void(0);
javascript:void(0);
javascript:void(0);
javascript:void(0);
javascript:void(0);
javascript:void(0);
javascript:void(0);
javascript:void(0);
javascript:void(0);
javascript:void(0);
javascript:void(0);
javascript:void(0);
javascript:void(0);


 

 

The ‘know how’ pages have the challenge of navigation. How they have approached 
this is to rely on the crumb trail and informing the user where they have previously 
been and the next article with links also to go back to the know how landing page or to 
the list of articles in the section you are currently in. This solution does work but the 
user has not got the choices of articles and article sections in front of them to prompt 
them to carry on the journey to another article. Chemistry suggests spending some 
time in looking into the ‘know how’ section and finding a navigation solution which 
enables the user more choice, get an impression of all the other content, cross linked, 
most popular and related. 

 

Copy usability 
Three promotional boxes on the right all have identical headlines – “Vehicle checks”. 
This looks at first glance as if it must be a mistake.  
 
Main body of text is generally good – copy is broken up with subheadings and short 
paragraphs. But the standfirst is not doing its job properly, sending readers off to 
another page rather than encouraging them to read the article.  
 
Usability would be improved by a menu list of links at the start of the article. Chemistry 
recommend developing a standard, repeatable format for articles of this type 
(checklists). 
 
Headline and subhead are too far from the body of the text to make the connection 
clear – it looks as if the article is called “General checklist”.  
 
Findability 
Link text is used to highlight search term “breakdown cover” but this doesn’t appear in 
the title. Otherwise generally good. 
 
Plain language 
Official language takes over: “UK registered vehicles displaying Euro-plates (circle of 
12 stars above the national identifier on blue background) are no longer obliged to affix 
a GB sticker to the rear of the vehicle when driving in European Union countries.” This 
could be expressed in simpler, friendlier language.  
 
Branding and tone of voice 
Copy isn’t written with readers in mind – needs to be more direct and personal, for 
example when writing things like:  
 
“Drivers must be at least 21 years old and have a full year's car driving experience. 
Special documents and tachographs are mandatory throughout the EU.” 
 
This sentence would work much better if re-written to address the driver as “you”.  
 
Credibility 
Material seems accurate and up-to-date.  
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http://www.rac.co.uk/web/insurance/  

Insurance landing page 

 
Usability observations 
 

Top previous pages % Top next pages % 

/web/insurance/index.htm 40.71% /web/insurance/car/quote/main-form  63.42% 

/web/brand/main 12.89% /insurance/revisit/login  7.42% 

/web/index.htm 12.44% /web/index.htm  3.73% 

/web/insurance/car/quote/main-form 6.97% /web/insurance/index.htm  2.52%% 

All other previous pages 26.99% All other next pages 22.91% 
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Site exit point 11% 

 

Statistically the page is doing what it was designed to do. The secondary navigation 
accompanied by the explanations in the body of the page makes sure everyone knows 
where they are going. The claims drop down is a good simple solution to kicking off the 
claims process. jThe value of this page comes from those two points, explanation of 
cover types and the claims dropdown. 

 

Copy usability 
Generally good. Copy is divided into small sections with clear headings that are easy 
to scan-read.  
 
Standfirst copy for Car and Home insurance could be improved – it’s too detailed and 
doesn’t belong on the home page. 
 
Chemistry recommend developing a standard format for landing pages. 
 
Findability 
Use of key phrases in headings and links is good practice – however these phrases 
(such as “car insurance”) are also extremely hotly contested and so this page may not 
rank particularly highly. 
 
Title mentions Motorcycle Insurance but there’s no mention of this on the page itself. 
 
Plain language 
Good use of plain language, for example: “Get a replacement van if yours is off the 
road”. 
 
Branding and tone of voice 
The brand and tone of voice need attention. The introductory paragraph for the whole 
page is confused about its purpose – is “we’ve got it covered” part of the brand for this 
product? 
 
The supporting text for the products is very descriptive, rather than making it clear why 
the RAC product is better than any others out there. A missed opportunity for some 
branding, especially since users are comparison shoppers. 
 
Credibility 
Including text that needs footnotes and disclaimers on this page (rather than on the 
product page itself) could potentially undermine credibility. 
 
Title mentions Motorcycle Insurance but there’s no mention of this on the page itself. 
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http://www.rac.co.uk/web/travel-insurance/index.cgi  

Travel insurance 

 
Usability observations 
 

Top previous pages % Top next pages % 

/web/insurance/index.htm 31.94% ...l-insurance/index.cgi??travel-quick-quote-
error

 

 

35.93% 

/web/search.htm 13.88% ...surance/index.cgi??travel-quick-quote-
completed

 

 

18.75% 

/web/car-insurance/index.htm 11.11% /web/home-insurance/index.htm  12.50% 

/web/classic-car-insurance/index.htm 34.74% /web/car-insurance/index.htm  10.93% 

All other previous pages 26.99% All other next pages 21.89% 

 
Page abandonment 22% 
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Users navigate away from this page as they do not have all the information they 
require to move on with the purchase journey. The navigation at the top right of the 
page is heavily used; users want to know more about the cover. Users don’t see this 
as the travel insurance home page as they repeatedly click the home link in the top left 
of the page. Chemistry suggests users feel they have entered the travel insurance 
journey mid way through and expect more detail/introduction to RAC travel insurance. 
Chemistry believes this user journey could be improved. 

Solution 

• Improve navigation top left of page, fix active and inactive link relating to home 
link. 

• Due to the heavy use of the navigation/links this suggests users are not finding 
what they want. Include more introductory and policy information on the home 
page. 

 

 
 
Copy usability 
This page is back-to-front – the benefits of the product are hidden below the form! The 
only information the reader is given before they are asked to fill in a form is that the 
price starts at £5 (subject to a large disclaimer).  
 
It needs at least some introductory copy explaining what can be found on this page 
and what the user can do here.  
 
Findability 
“Travel insurance” is not a priority key phrase but the page follows good practice in 
using it in the title tag and in copy. There would be more opportunity for organic SEO if 
there were more copy on the page. 
 
Plain language 
Poor. The page uses legal and official-sounding language as most of the text on this 
page is disclaimers.  
 
Branding and tone of voice 
Most of the text on this page is in the form of legal disclaimers, which means it does 
not conform to the brand tone of voice.  
 
Credibility 
No obvious problems but there should be more copy on this page.  
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http://www.rac.co.uk/web/home-insurance/  

Home insurance 

 
Usability observations 
 

Top previous pages % Top next pages % 
/web/insurance/index.htm 44.17% /web/insurance/home/assumptions.htm  51.98% 

/web/brand/main 15.04% /web/home-insurance/existing-
customers.htm

 

 

7.04% 

/web/insurance/home/assumptions.htm 7.28% /web/insurance/index.htm  6.60% 

...insurance/index.cgi??travel-quick-quote-
initial

3.88% /insurance/revisit/login 

 

3.96% 

All other previous pages 29.63% All other next pages 30.42% 

 
Site exit point 18 % 
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Users are again heavily using the navigation/links in the top right of the page 
suggesting they are eager for more information. Most of the page clicks on this page
are for getting a quote so Chemistry does not suggest removing the 
importance/positioning of this link but to include more information on cover options. 
Users like to have the wealth of the information in front of them in one place in order to 
make a decision. Having to navigate around the page to collect all the info you need to
make a decision is not beneficial to getting a purchase. It is not benef

 

 
icial however to 

tent onto a page making it congested and difficult to follow. cram con

Solution 

• Include more information on the cover, high-level. 

 “Flexible cover”. The benefit here is 

e introduction that sets the 
rs. 

commend developing a standard repeatable format for pages of this type. 

 only appears once in the copy, though it does appear in the page 

ords “insurance” 
egal expenses insurance, home emergency cover”. 

e voice: “contents insurance and buildings offered 

istinctive tone of voice here – the language is very flat. 

n occasionally questionable: “additional options to suit your needs, (e.g. 
egal...).” 

 

Copy usability 
ome of the benefits are actually features – egS

something like “only pay for what you need”.  
 

eads with the “benefits” section but needs a short narrativL
product apart from other similar offerings by competito
 
Circular link to “home insurance home” is confusing. 
 
Why are the opening hours repeated in the display ad and in the copy? 
 
Chemistry re
 
Findability 
Home insurance”“

title and in links.  
 

escription of specialist areas is a missed opportunity to include keywD
or “cover” – eg “L
 
Plain language 

hould explain more clearly what the additional options mean. Also, some S
opportunities to use more ordinary language – “or” instead of “alternatively”. 
 

nnecessary use of passivU
separately or combined”.  
 

randing and tone of voice B
There’s no d
 
Credibility 

unctuatioP
L
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http://www.racbusiness.co.uk/breakdown/small-fleets/  

sability observations 
 

Business breakdown 1-5 vehicles 

 
U

Top previous pages % Top next pages % 
/business/business/breakdown/index.htm dex.htm48.55% /business/business/breakdown/in  32.11% 

/business/business/fleets/small-
fleets/index.htm 

34.78% /business/business/fleets/small-
fleets/index.htm 

16.96% 

...eakdown/commercial-vehicle-
assistance/index.htm

3.26% /business/business/index.htm 

 

5.45% 

...breakdown/commercial-assistance-
landm/index.htm 

akdown/rac-1.81% /business/business/bre
select/index.htm

4.84% 
 

All other previous pages 11.60% All other next pages 40.63% 

 

Site exit point  50% 
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This page lists out the types of cover available for a small fleet of 1-5 vehicles and 
prompts users to call the call centre to find out more information and purchase the 
service.  This page is uninspiring and makes no effort to engage the user. If a table 
format is to be used then it needs redesigning to make more focus on the cover types
and benefits. The page also does offer any further information about the RAC and 
benefits or a help you choo

 

se app like the regular breakdown pages. Why can cover 
rchased online? not be pu

Solution 

• Redesign page to better show/promote cover and benefits 

nefit’s and why choose RAC etc. 

• Purchase cover online 

ed “Breakdown”, or possibly “Roadside Assistance”. This is potentially very 

hould be more benefit-driven – currently the bullet points each focus on a 

onfusing: text below the table should be above it, with the 

of each feature needs to be more clearly separated 

commend developing a standard format for this type of page.  

his, the 

e need to focus on. “Breakdown cover” or 
ery” should be targeted. 

criptions: “Ensure that you and your drivers are 
ad…” 

AC to the rescue”. Specific realistic product claims are more 
ffective online.   

• Supporting pages on be

 

Copy usability 
What’s the product name? The copy mentions “Standard Small Business Cover” in 
paragraph below table but this isn’t one of the options described in the table, and the 

age is callp
confusing. 
 

he content sT
feature first.  
 

rganisation of the page is cO
table as a quick reference.  
 
The table is confusing too: the column headed “benefit” actually describes features. 

ext is too small and the heading T
from the descriptive text below it. 
 
Chemistry re
 
Findability 

itle tag is very poor – “RAC Business Solutions”. There are no key words in tT
most important search element. Suggest “Fleet breakdown cover” or similar. 
 
Roadside assistance” is not a key phrase w“

“breakdown recov
 

lain language P
Unnecessary use of passive voice: “Payment can be made”. 
 

verly formal language in product desO
supported whilst travelling abro
 
Branding and tone of voice 
Slogan in banner is vague and over-promising – “whatever your business 
equirements, it’s Rr

e
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The content doesn’t focus on the person but on the policy – it describes feature after 

ature without talking enough about benefits.  

fantastic value” and “extremely 
ompetitive rates” but nowhere mentions a price.  

fe
 
Credibility 
The content doesn’t back up claims: it talks about “
c
 

http://www.racbusiness.co.uk/  

Welcome to RAC business 

 
Usab

vious pages  

ility observations 
Top pre % Top next pages % 

/web/brand/main 7.40% ss/fleets/small-/business/busine
fleets/index.htm 

13.00% 

/web/uk-breakdown/index.htm ss/contact-us/index.cgi7.40% /business/busine  6.56% 

/web/index.htm 6.77% /web/index.htm  6.32% 

/business/business/fleets/small-
fleets/index.htm 

5.01% ss/fleets/medium-/business/busine
fleets/index.htm 

5.84% 

All other previous pages 73.42% All other next pages 68.28% 

Site exit point 20%  
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The business home page is functional giving the fleets options in the content panel; 
basically directing users on a journey after identify for instance the number of vehicles 
in the fleet. Chemistry see nothing wrong with this approach to identify a user then give 
the most relevant information. The page its self is dull and not inspiring, it does not 
promote use in its current design. The navigation makes sense and Chemistry see 
nothing essentially wrong with the site structure its just boring. 

Solution 

• Redesign the page in terms of look and feel and make the user journeys (fleet 
options) more inviting. 

Copy usability 
“Welcome to RAC business” is redundant. “Welcome” is bad fore search and directory 
listings. 
 
The box headings refer to both customer groups and services, which is confusing. “For 
dealerships” and “For manufacturers” would be better. “Financial services” needs to be 
clarified. 
 
Links need to be more descriptive than “find out more”. 
 
Findability 
Copy and links don’t contain the most popular key words and phrases. 
 
Plain language 
Language is rather stiff, formal and clumsy. Benefits often come at the middle or end of 
sentences, which isn’t desirable. For example: “The RAC has a host of motoring 
products that will enable you to sell your cars more easily by capitalising on the brand 
strength of the RAC.” This sentence should be rewritten to focus on the benefit (selling 
your cars more easily).  
 
Branding and tone of voice 
Greater use needs to be made of “we” and “you” to convey the desired less formal, 
more personal tone. 
 
Credibility 
Good – copy is free of spelling and grammatical errors.  
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http://www.racbusiness.co.uk/about-us/  

About us 

 
Usability observations 
 

Top previous pages % Top next pages % 
/business/business/index.htm 33.00% /business/business/index.htm  22.61% 

.../useful-contacts/fleet-operations-
law/index.htm

15.00% .../useful-contacts/fleet-operations-
law/index.htm  

15.47% 

/business/business/contact-us/index.cgi 14.00% /business/business/contact-us/index.cgi  14.28% 

/business/business/breakdown/index.htm 6.00% /business/business/breakdown/index.htm  8.33% 

All other previous pages 32.00% All other next pages 39.31% 

 

Site exit point 24% 

 

The about us page list of services available with a short description of each. This is fine 
but does not tell the user about the RAC. This page should also be utilized to tell the 
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user everything about the RAC, history, achievements and so on. This about page 
should be a page to show business customers just how good the RAC is. 

Solution 

• Add content to impress users. 

 

Copy usability 
The sub-menu aids usability, but copy below each heading could be made more 
scannable by highlighting words in bold. The introductory paragraph is too long, 
pushing the sub-menu down the page.  
 
Product names used in the bullet points could be made into links for greater usability. 
 
The heading and sub-heading could be made more effective by including “RAC 
Business” in the main heading and making the sub-heading more explanatory. 
 
Findability 
Key terms such as “breakdown” are used in the body copy, but not in headings. 
 
Plain language 
Language is plain, but rather “magaziney”, eg: “There’s more to RAC Business 
Solutions than just breakdown assistance. Much more.” Introductions like this don’t 
work online – copy needs to get to the point immediately and be more straightforwardly 
informative.  
 
The message in the right-hand box: “We want to be of service to you” is overly-formal 
and old fashioned. 
 
Some of the paragraphs under the headings aren’t written in full sentences. This style 
is really more suitable for bullet points. 
 
Branding and tone of voice 
The language used here conveys a more personal tone than that of some of the other 
pages, but this needs to be done more succinctly.  
 
Credibility 
Again, thought needs to be given to the use of capital letters in headings. Does “Driver 
Training”, for example, really need a capital “T”?  
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http://www.racbusiness.co.uk/accident-services/ 

Business accident services 

 
Usability observations 
 

Top previous pages % Top next pages % 
/business/business/index.htm 20.75% ...ces/call-handling-incident-

management/index.htm
 

 

18.75% 

...ces/call-handling-incident-
management/index.htm

11.32% /business/business/breakdown/index.htm 

 

14.58% 

...iness/business/breakdown/small-
fleets/index.htm

11.32% ...ss/accident-services/accident-
repairs/index.htm  

10.41% 

/business/business/about-us/index.htm 5.66% ...ness/accident-services/legal-
services/index.htm

 

 

8.33% 

All other previous pages 50.95% All other next pages 47.93% 

 
Site exit point 15% 
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The page is doing what we want it to do, explaining lightly the service and directing 
users to navigate between call handling and incident management, legal services, 
salvage disposal and accident repairs. The pages heavily prompt for users to call 
the call centre. The pages are dull and impersonal. 

Solution 

Create a case study showing how easier a transport managers role has become 
since the RAC are involved with the company fleet. Adding a face to the services 
offered and promoting the benefits more. 

Copy usability 
Layout is reasonably usable and scannable, but this is compromised by unengaging 
headings. 
 
Findability 
Headings don’t include keywords. 
 
Plain language 
Language is plain but lifeless. For example, “Help save money and time” would be 
better as “Helping you save money and time”.  “Summary of benefits” is a very dull 
heading. Using “help” in the table headings makes the benefits sound uncertain. 
 
Branding and tone of voice 
Attempts are made to empathise and set the scene, but the tone is flat and dull.  
 
Credibility 
Copy appears to be accurate and up-to-date. 
 

General comments about the RAC website 
 
Copy usability 
Copy is not well organised on many of the pages – important, engaging information 
about benefits is often buried at the bottom. 
 
Inconsistency in product-naming also impacts on usability, with products sometimes 
being referred to by more than one name on the same page, eg: RAC Breakdown and 
RAC Rescue.  
 
We recommend that standard formats are developed for landing pages, product 
pages and other repeated content types to make the pages more usable. Product 
names need to be used consistently to avoid confusion. 
 
Branding/tone of voice 
A particular concern on the site is that there is no consistency in tone of voice – it 
veers from the very formal, official and old-fashioned to magazine-type content which 
doesn’t work well on the web. 
 
Opportunities for “scene setting” are also missed and few example of when you might 
want to use RAC insurance are given. This means that opportunities to personalise 
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copy and appeal to the customer on a more emotional level are missed. Instead pages 
tend to drop the reader straight into the product’s features. 
 
Credibility 
Although the site appears up-to-date and is reasonably clear of spelling and 
grammatical errors, there is inconsistency in style. This is particularly evident in the 
use of capital letters and inverted commas.  
 
We recommend a comprehensive style guide is developed to ensure uniformity.  
 


