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We anecdotally know that
notice and disclosures
about complex information
are not working

How might we communicate
complex terms, that can
engage + inform different
consumers?
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In particular, what types of
disclosure designs should
FINRA recommend for
companies offering financial
products to consumers?

Our
Research and Design
Plan
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2.
3.

4.

Our Process
1.

Understand the expert, industry and regulators’
perspectives through interviews

User interviews, focus groups, and mapping
Synthesize user archetypes, guiding principles,
unmet needs, opportunities

Generate rough prototypes that would improve
the communication

. Test these with Users and Experts
. Refine prototypes, and create guiding principles

for further design and dev work

1.Our initial findings from
focus groups with 25 young

people in person, 200
surveyed online
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Have you ever
looked at the terms
and conditions when

exploring new
financial products?

Margaret Hagan, 2017, Legal Design
Lab



8/18/2017

“The terms and
conditions are not for
me. Even if you make
them look nicer, |
won’t look at them.”

“| don’t feel smart
about finances. This
IS not my area, It's
out of my comfort
zone.”

Margaret Hagan, 2017, Legal Design
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“The fine print is for
lawyers or the
government. They
put it there because
they have to.”

“The charts and
graphs look nice, but
| don’t understand
them. | get more
confused.”

Margaret Hagan, 2017, Legal Design
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What would
make you look
at and trust

disclosures?

Who would I trust to help me
understand these decisions?

L e o e

Parents

Friends
Employers/Universities

Banks

Government

(Triangulated) Internet sources
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No fine print

Social Media outreach + converse
Calls with inner circle (maybe)
Google and Sift

Message boards for models
Graphics + data viz can often throw
me off

High confidence in ability to get
information

High confidence in ability to make sense of
multiple streams of information

. Good judge of trustworthiness of

information
Low confidence in specific domains and
down-the-road consequences
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User Journey

Education Phase

- Initial Learning: “Oh, this is a ‘thing™ | need
to pay attention to.

- Decide to Engage: “Let’s deal with it” -- |
guess | better do this well.

- Making sense “These are the key phrases
and words to know” -- | want to self-educate
just enough.
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User Journey

Decision-making Phase

- Shop for the Right Path: “Which fits me?”,
tell me the menu of options

- Decide to Go with One: “Pull the trigger,
even if I'm not totally sure”, let’s get this
going

- Check, Coast, Check: “Is this normal? This

is normal. Is this normal?”, even after I've
made the decision, tell me if | did it well

2. What are possible New
Models to present terms,

options, and disclosures to
consumers?
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Fund Strategy

Mutual Fund

Investing at least
80% of assets in
Biue Chip
companies

Show me investments with
different strategy

Model 1: Ke

Fees
® No transaction fee to
trade
e Gross expense ratio:
0.83%

e Maintenance fee of
$12.00 if under $2K
balance

Show me investments with
lower fees.

Investment Overview

Performance
e Past performance is e Foreign markets are
no guarantee of especially sensitive
future results to adverse
developments
e Average Annual
Total return for 1 e “Value" stocks can
year: -3.74% perform differently
from the market as a
« Average annual total whole
retumn for 5 years:
8.06%
Show me nvestments with Show me investments
better past performance with lower risk

Tax

Subject to federal
income tax and will
be taxed as ordinary
income or capital
gains

Show me investments
with lower taxes

Details Summary Table

i
laf
A\
w

Investment “XYZ"
from Fidelity

Mutual Fund
Investng at least 80% of assets in Bue.
Cho compares.

Average Anrual Total retm 1or 1 year:
A%

Awerage annual iotal return for S years:
805%

Past perormance s noguarantes of Litre
resuls

Foraign markets ar especaly senstve o
acverse Ceveopments

Investment “ABC" investment #3

from Charles Schwab

*  Mutai Fund
*  invesing atleast 65% of s ame’s in
Sus, premariy cammon SBa

s Awerage Annual Total retsm for | year:
R ded

*  Awerage annual ictal retum for § years
1.30%

*  Pastperlormmnce S noguarantes of Lise
s

o Techology secuties may expetence
Sgrvicant proe movements caused by
vuster oplism

“Vaiue" stocks can
e market 38 & whole

Mainterance fee of $12.00 f uncer §2K
Daance

Suect b feceral Income tax anc wil be
taxed a8 ondinary Income of Capital gans
“Vatue" 0cks can perform Gflerenty fom
e marketas & whoie

*  NoYanmacton fes b Wade Brough
Scrwaibcom yades paced trogha

®  Taxcos ratio bryear 1: 180%

®  Taxcos ratio bryear S 163%

®  Taxcos ratio igures tased on hghast
Feders rcome ta racket State anC
OCH aNes are "0t

Model 2: Comparison Table
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The “Mutual Funds™ area at the top of each page allows access to mutual fund holdings with individual and joint Fidelity non-retirement
accounts. Individual stock positions, ETFs and 529 funds are not available hrough this view For the full list of your hoidings visit Portfolio
Summary

Mutual Funds are priced as of the previous business day's market ciose when the market is open. Mutual fund positions are priced as of
the official market close (typically 4p.m.) and prices are generaily available between 5 p.m. and 6p.m.

1. No Transaction Fee Fidelity funds are avallable without paying a trading fee 10 Fidelty or a sales I08d to the fund. However, he undmaychargea '~~~ "~ -~~~ ~="~~ s

e . - | 76% of invesiors read his |
sharenciders Shares fund's management
short-term trading or redemption [protect the nterests of long-term the fund are subject o he b %99 ! section before purchasing :
operating expenses See Expenses & Fees for more information H H
' ]
2. The funds on the Fund Picks From Fidelty 51 Are SeleCied Dased ON CAMNAN SSCon Crtena. Fund Picks From Fideity s not a personaikzed
recommendation or endorsement of any fund for an INvesiors Ndvidual CFCUMSaNCes
3 Fidelty may deduct 3 small balance mantenance fee of $12 00 from 3 fund BaIance wilh 3 value less 1han $2,000. Fund postions opened afer
September 30 will not be subject 10 the fee for that Calendar year This fee i not be Seducted from fund postons opened after January 1 of that
calendar year f those pOsitons use reguiar mvestment pians Refer 10 the fund prospectus for detads
4 Initial minimum Investments iNtO group retirement accounts such as Fideity Simpified Employee Pension-IRA. Keogh. Self-Empioyed 401(k). and
Non-Fidelty Prototype Retrement accounts are $500 or higher There s no memmum tor ad390onal mvestments m any type of Fideldy fund you
aiready own
ty Mutual funds $ provided by
Si8e OF SSUST OF an sponsor whose
s n"'d._,.;?‘ Fidedty bebeve: third-party sources is reliable. it does not review
such information and cannot warrant it 16 be accurate, complete or tmely 2y is not responsible for any damages o iosses arising from any use
Of thes third-party nformaton o)
Preececccece - '
Before g, the risks, charges and expenses of the fund or annuily and its investment m"""”"":"'“:':’ i
~ e . . | this investment read I
options. Contact Fidelity for a free and, if this Read it ! sec#on of the disclosure !
carefully. '

Model 3: Crowd-Highlighting of most

important terms + other users’ behavior

PReFerenGe MmAKTY

G\ND THe INVESTMUNT
THAT MATCHeS You:
Tell S Yowe sl
y INVESTIenT Propug|
P:':FCYQNQJ | steuce Mf-ﬂsu"
| D remrts
@ Low Fees

Fas @ sTABle RATE
o; RETvaN
® wo PenaLTy

ol edarLy
AT HD R >

R
"'f

[yt

ﬁmm 4 SHoRTULST oF

MOdel 4 - I‘l;l;&;TW;NT oPTIonS THAT
. 1 oW
: Comfany tompany | [comed
Preference Surve ) & C’ |

V777
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mbevmnmr site — CALCHLATOR
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Model 5: Down-
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3. After testing these
prototypes, what Guiding

Design Principles and
Strategies emerged?

Core Principles

1. More human, less abstract communication

2. Use of modern, bold, spacious visual design to
signal ‘this is for you’

3. Give models and scenarios to make the
information easily applied

4. Allow interactivity for strategy-making

5. Provide easy comparisons of options +
consequences

Margaret Hagan, 2017, Legal Design
Lab
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The more the information is about the person,
the more they will engage. Phrase disclosures
around “you” and what it means for “you”.

People want a glance-able, high-level
summary. But they also want to know there’s
more substance there, so they have an option
to ‘read more’ -- for reassurance and

verification.
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Interactive and Visual
IS nice, but 1t’s still
homework

Investing in more data visualizations, web apps,
and graphics may not have desired outcomes.
People can be turned off by too much data.
They want easy interactions, with clear pay-offs.

Margaret Hagan,
Lab

1 PLAIN LANGUAGE +
 GooD VisVAL co mPosition

4 Systemic culiurar,
ED WcATIonAL (Nitiatives

PESIGN STRATEGIE
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. Prioritize the Messages based on what the user cares
about, rather than a structured narrative from the expert --
the first page should have most important messages from
user’s point of view

. Put large-font headings to each section, that clearly spell
out the value proposition, e.g., “What will this mean for your
money?”, “What are the key choices you need to make?”

3. Use tables to show comparisons and key summaries
4. Use timelines to show how this affects you at different

points in the process, or your life

. Consider adding a character that models behavior, as
stand-in for user -- asking questions, making decisions

1.The One-Page Key Points Summary
2.The Character-Narrative Walkthrough
3.The Shopping Comparison Table

4.The Scenario-Spinner of What Outcomes
will result

Margaret Hagan, 2017, Legal Design
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Descriptions of this topic, of what it's all
about, who should read this, what it will

help you do

Key item - Explanation of what's going on

* What it means for you
one * Outcomes it might result in

* How you should think about it.
Key item + Explanation of what's going on
two + What it means for you

+ Outcomes it might result in

+ How you should think about it.
Key item - Explanation of what's going on

* What it means for you
three = Outcomes it might result in

* How you should think about it.
Key item Explanation of what's going on

What it means for you
Outcomes it might result in
How you should think about it.

The One-Page four
Key Points

Details column 1 Details column 2
S umm ary Explanation of what's going on - Explanation of what's going on
+ What it means for you « What it means for you

+ Outcomes it might result in
How you should think about it.

= Outcomes it might result in
* How you should think about it.

Descriptions of this topic, of what it’s all
about, who should read this, what it will

help you do
Step1: ___ Step2: Step 3:

Describing the character and
what is going on, how they
are dealing with the terms.

NENOC
<

The Character-
Narrative

Describing the character and
what is going on, how they
are dealing with the terms.

Step5:

Walkthrough Desabing o chansor

what is going on, how they
are dealing with the terms.

Details column 1

D ibing the and
what is going on, how they
are dealing with the terms.

Describing the character and
what is going on, how they
are dealing with the terms.

Step 6:
Describing the character and
what is going on, how they
are dealing with the terms.

More information here, with links out, next steps, most common use cases, etc.
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The Shopping
Comparison
Table

Descriptions of this topic, of what it's all
about, who should read this, what it will
help you do

Customize to you

Option 1 Option 2 Option 3
Heading of this factor Heading of this factor Heading of this factor
Describing how this Describing how this Describing how this
option stacks up on this option stacks up on this option stacks up on this
factor, what the most factor, what the most factor, what the most
Catt.agnry salient things 1o know salient things to know salient things to know
Title are are are
Heading of this factor Heading of this factor Heading of this factor
Describing how this Describing how this Describing how this
option stacks up on this option stacks up on this option stacks up on this
factor, what the most factor, what the most factor, what the most
Category  sajient things to know salient things to know salient things to know
Title are are are
Heading of this factor Heading of this factor Heading of this factor
Describing how this Describing how this Describing how this
option stacks up on this option stacks up on this option stacks up on this
factor, what the most factor, what the most factor, what the most
Category  gajient things to know salient things to know salient things to know
Title are are are

Details column 1 More information here, with links out, next steps, most
common use cases, elc.

The Scenario-
Spinner of What
Outcomes will
result

Tell Us Your Situation and
Preferences Terms Might Mean for You

Descriptions of this topic, of what it’s all
about, who should read this, what it will
help you do

See what will happen down the road, based
on the terms covered here

Here's What These Disclosed

Which best describes your [factor 1]? In 2 years, you might be

[dealing with this] and
Description A v [concerned with this]

Read more about this here.

Which best describes your [factor 2]7
In 5 years, [this issue might
arise], and this [thing might

Description B v oo bt

. Read more about this here.
Which best describes your [factor 3]?

Description G v In 10 years, [this issue might
arise], and this [thing might
have happened]

Go Read more about this here.

Want to know  more information here, with links out, next steps, most
more? common use cases, etc.
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Thank you!

Margaret Hagan

Director of Legal Design Lab
Stanford d.school/Law School
http://legaltechdesign.com

@margarethagan
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