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Executive summary
 The problem Suncorp's AAMI and GIO brands

lacked end-to-end funnel visibility. Customer
journeys from landing to purchase were
incomplete, with no reliable way to diagnose
drop-off across quote and buy steps.

Poor attribution across the quote-to-buy
journey, and limited reporting capability, left
product and marketing teams without the
insight they needed to act.

The solution We designed an end-to-end funnel
tagging framework across all journey stages, with
field-level abandonment analytics for rapid CRO
diagnosis. A standardised event taxonomy and
page naming convention underpinned consistent
measurement across brands.

Executive dashboard reporting gave senior
stakeholders real-time conversion optimisation
insights.

Improved funnel visibility
 

Reduced data blind spots
 

Better attribution accuracy
 

Improved CRO capability
 End-to-end coverage

across all brands and
products

Complete customer journey
tracking from landing to

purchase

Reliable channel attribution
across the quote-to-buy

journey

Real-time insights to
diagnose and act on
conversion drop-off 



The engagement process with DigitXL is very
smooth and the services they provide are top

quality 👌
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Solution Design Process

Designed executive dashboards, fallout
reports, and product analytics. Delivered
CRO insights to support conversion
improvement decisions.

Built the event tagging playbook.
Defined props, eVars, and listVars.
Documented error, jeopardy, and field-
level abandonment tracking.

Workshops with product, insights,
marketing, and engineering. Identified
KPIs and mapped the quote-to-buy
journey across brands.

Mapped all funnel stages from landing to
policy purchase. Defined events, page
names, taxonomy, and product
hierarchy.
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Discovery & Workshops

Journey & Data Design 

Playbook & Event Framework

Reporting & Optimisation



Customer Journey
& Solution Design
Framework



Structured journey stages:
Landing → Quote Start →
Cover Selection →
Summary → Buy → Payment
→ Purchase Complete.
Enables cross- brand fallout
analysis.

eVar = customer and
product variables. prop =
page interactions. listVar =
cover class taxonomy.
event = behavioural
milestones tied to
conversion.

Field-level drop-off at
form step level. Validation
error reporting flags
quote friction. Technical
and business jeopardy
events surface system
failures.

Key milestones tracked:
Quote Started, Quote
Completed, Buy Started,
Buy Completed, CTA Clicks,
Form Interactions,
Validation Errors.

Analytics Playbook

Playbook Design & 
Event Framework

A structured playbook ensures every touchpoint is
captured, named, and reported consistently. This
enables cross-brand benchmarking and funnel-level
decision-making.

Page naming

Variable framework

Event taxonomy

Abandonment & errors



Playbook Design & Event Framework

Actual journey touchpoints and event tagging framework delivered across AAMI & GIO insurance funnels

Category Page Quote Started Quote Complete Quote Started Quote Complete



Stage KPI Focus Insight Type

Quote started Step conversion Entry drop-off

Quote completed Quote-to-buy Mid-funnel fallout

Payment Abandonment analysis Payment friction

Policy purchased Premium value End conversionFunnel Analytics

Field-level abandonment and page-level fallout
diagnostics enabled rapid CRO optimisation across
AAMI and GIO quote journeys.



Reporting domains

Marketing
 

Commercial
 

Experience
 

Unified executive dashboard
 

Product
 

Channel attribution, campaign
performance, remarketing

Quote conversion, premium
value, revenue attribution

Page fallout, error rates,
form abandonment by field

Coverselection, preset vs custom, 
product mix trends

All four domains feed a single view for senior leadership reviews
and quarterly business updates

Four reporting domains designed to serve distinct stakeholder groups across the business



Business impact
Impact delivered across
Suncorp / AAMI / GIO:

• Improved conversion visibility
across the full quote-to-buy
funnel  
• Better attribution across paid
and organic channels  
• Reduced drop-off blind spots
through field-level diagnostics  
• Faster decision-making via
real-time dashboards  
• Standardised reporting across
stakeholder teams  

This engagement established a
scalable digital analytics
framework across business
insurance journeys.

By combining structured
funnel tracking, event
taxonomy, and real-time
reporting, the solution enabled
data-driven optimisation
across product, marketing, and
customer experience teams.

The approach provides a
strong foundation for
continuous conversion
improvement and
personalisation.
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