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Welcome to the first iPipeline
Quarterly of 2020. The year
got off to a great start with the
announcement of our Q4 business
results. We saw an almost 70%
increase in Q4 2019 year-on-year
new business growth processed
through SolutionBuilder, with
30% of all protection policies
being written via the SSG Digital®
Platform. While our last few
quarterly results showed that
Mortgage Brokers outperformed
IFAs in the level of IP new business
sold, the latest figures reveal that
IFAs are catching up. IFA and
Wealth IFA sales increased by
47% and 71% respectively, and
sales through Mortgage Brokers
rose by 54%. It’s good to see IFAs
realising the value and benefits of
IP for wealthier clients.
But it’s no time for the industry to
rest on its laurels, and we should
all be focused on increasing our
engagement with underserved
sectors to continue to grow the
protection market.
One of the ways to do this is to
demonstrate the quality of the
products on offer as well as the

price. Protection products can
often be bewildering for clients
and that’s before the discussion
moves on to the often vast array
of additional features available,
such as second medical opinion
services, remote GP access and
physiotherapy. While this level
of choice is a good thing for
consumers, it can also be hard for
advisers to know which products
and features are best for their
clients’ needs. That’s why we have
partnered with Protection Guru
to develop a Product Features
Report within SolutionBuilder.
This will help advisers better
understand the features a product
supports and allow them to make
comparisons based on quality.
We hope this will be a useful tool
and make it easier to have the
quality conversation with clients,
in the most efficient manner.
2020 promises to be another
strong year for the protection
industry and we will do all we
can to support continued market
growth through our innovative
technology solutions. I wish you all
a productive and successful year.
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INCOME PROTECTION
THAT LOOKS AFTER YOUR
CLIENT’S WELLBEING TOO
Income protection is often the
undersold insurance cover, but
the one that could make the
biggest difference.
It’s estimated that 500,000
people in the UK feel ill as a
result of work-related stress. In
fact, 48% of the population are
stressed at least once a week,
and for 12% that’s every single
day. 2
64% of people would struggle
within 12 months if forced to
take an extended period of time
off work.1
If a client finds that they are
unable to work due to incapacity
caused by illness or injury,
resulting in a loss of earnings,
income protection could help
them by paying out a monthly
benefit while covered by their
plan. But it does much more than
that – it can help improve their
wellbeing too before a claim is
even made, resulting in an early
intervention.

Included at no extra cost,
Legal & General’s support
services can help your
clients with physical and
mental health problems, so
they can get back to work
quicker.
Legal & General
Nurse Support
Services. Access
to experienced, registered
nurses offering long-term
support and guidance for
mental health conditions, in
addition to serious illness
and disability. It’s available
anytime during the length of
your clients cover. This
service provided by RedArc
Assured Limited.
Rehabilitation
Support
Service. If your
client does need to claim,
they can access physical or
mental-health support,
providing them with early
intervention treatments and

The proof is in the claims...

a team of healthcare
professionals.
Both of these services come
as standard on Legal &
General’s Income Protection
Benefit plan, and Rental
Income Protection Benefit.

£

This year Legal & General
have enhanced their
income protection offering
providing greater choice.
Discover how our income
protection could work for
your clients. Visit Legal &
General’s adviser site, or
sign up to their live webinar
covering:
• The market, and how to
position the benefits with
clients
• Key product benefits and
latest improvements
• New sales ideas to talk
about income protection
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Find out more >
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com/info/blog/uk-workers-stressstatistics
Registered and Incorporated under the Friendly Societies Act 1992. Reg. No. 149F.
Cirencester Friendly Society Limited is Authorised by the Prudential Regulation Authority
and regulated by the Financial Conduct Authority and the Prudential Regulation Authority
under the registration number 109987.

Your clients friend for life3

LIFE COVER

LIFE COVER FOR COHABITEES
FACING PPI-STYLE ICEBERG
BY RUTH GILBERT,
PARTNER AT INSURING CHANGE

In January, news broke that
it will no longer be necessary
to register all protection
policy trusts on the new Trust
Registration Service.

WHEN LIFE COVER’S NOT WHEN CAN THIS
FIT FOR PURPOSE
OCCUR?
One of the features of PPI misselling, with or without advice,
was that some customers were
paying for cover which they
wouldn’t be able to claim due to
their circumstances.

Registration would have made
it harder than ever to ensure
trusts and trustee appointments
are completed for single life
policies. This threat
has receded, but
concerns about
...the industry
correct policy set up
faces a much
are far from over.

This is exactly the
position cohabitees
can face with life
cover.

Life cover’s one job
is to provide money
for someone if a
policyholder dies.
This isn’t just for
anyone – it’s for a
very specific person
(or sometimes more
than one) and is
usually put in place because that
person will be in big financial
difficulty upon the death of the
policyholder.

bigger problem
for cohabitees’
cover than had
previously been
appreciated.

Analysis by Swiss
Re and Insuring
Change examined
how bad trust
registration would
be for individual life
policies. While this
helped make the argument for
the requested exemption, it
also revealed that the industry
faces a much bigger problem
for cohabitees’ cover than had
previously been appreciated.

Advisers are on the front line
for liability when things go
wrong, as various Ombudsman
cases have shown, and so need
to be more careful than ever.
Non-advice distributors have
suitability, communication and
process responsibilities, too.
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Given this core purpose, to an
outside eye it must come as a
surprise that it’s even possible
the intended person can’t get
the money when the time comes.
But, unfortunately it’s
sometimes the case that they
don’t get the money, normally
when there’s no will and
intestacy rules apply. When this
happens, clearly the product as
sold and paid for was not fit for
purpose.

Cohabitees
This will usually happen when
the person who is meant to be
protected is the life assured’s
partner, but they weren’t
married or in a civil partnership
and the policy was single life not
written under trust, nor with
beneficiary nomination or as life
of another. Even a trust policy
can have problems if a trustee
isn’t in place.
Other intestacy victims
Even married people and
civil partners can be affected.
Intestacy rules mean the spouse
or civil partner only get to
keep a portion of the estate if
the deceased had children (or
grandchildren). The latter are
entitled to half of whatever
exceeds the protected limit
in England and Wales or two
thirds in Scotland and Northern
Ireland.
The low take-up level of trusts
(11%) and trustee appointments
(even lower) show the current
approach for single life policies
isn’t working.

INVISIBLE LIABILITIES
How can this issue have stayed
so far under the radar when the
approach hasn’t really changed

for decades? Low awareness of
the scale of the problem can be
explained by three factors:
Low historical numbers
• Actual death claims are
infrequent compared to
policies in force.
• Joint life used to be more
common, whilst single life
now accounts for 75% of
term policies sold.
• Life cover used to be mostly
advised, but unadvised life
cover sales now seem to be
approaching nearly 50%.
However, “non-advice”
doesn’t exclude liability.
• Co-habitees were once a
small minority, but now
account for over 25% of
couples under 65.
Invisible cases
Claims do go wrong, but quite
often the victim has no contact
with the original adviser, and
hasn’t the knowledge or the
emotional resources to fight

back. In some cases, blood
relatives are kind enough to
hand the money over anyway.
This means cases can go unseen
for most decision makers.
There also isn’t an easy way to
find out about the cases that do
result in a compensation payout
by the distributor, or even the
insurer.
Increasing regulatory risk
Life cover payouts have mostly
escaped regulatory attention
so far, but recently the spotlight
has moved closer with the FCA’s
guidance for the GI distribution
chain, FG 19/5, which was
published in November last year.

NEED FOR REVIEW

to the intended recipient at all,
there’s a clear impact on the
expected value.
The core purpose of properly
protecting the intended person
deserves and needs to be
specifically addressed at all the
relevant touch points. To do
so, it’s vital that all processes,
information to customers and
records are sufficient to ensure
they can make an informed
decision and take appropriate
action.
Guidance or a full scale review
with recommendations is
available from:
Ruth Gilbert
ruth.gilbert@insuringchange.co.uk
01573 224692

FG 19/5 requires protection
distributors to monitor how
their distribution strategy
impacts the value of the product
to the customer. Where the
business model allows for the
possibility that the sum assured
paid for by the couple can’t get
5

MANAGINGSERVICE
DATA
CUSTOMER

For financial adviser use only. Not approved for use with customers.

It’s always planning
for whatever’s next
And protecting what
matters right now
We know you’re committed to supporting your clients in every area of life.
That’s why we’re so proud to keep on supporting you. Together, we can
offer comprehensive protection that prepares them for whatever
tomorrow brings – and fits with the life they have today.
Find out more at aviva-for-advisers.co.uk

Protection. It’s our lives
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Aviva Life & Pensions UK Limited. Registered in England No. 3253947. Registered Office: Aviva, Wellington Row, York, YO90 1WR.
Authorised by the Prudential Regulation Authority and regulated by the Financial Conduct Authority and the Prudential
Regulation Authority. Member of the Association of British Insurers. Firm Reference Number 185896.
PT15991 09/2019

It’s time...
Bring your business into the 21st century with AlphaTrust®
AlphaTrust® is the industry proven,
premier electronic signature and
digital document management solution.
To explore its ﬂexibility, compliance, superior
security and white labelling capability, visit:
uk.iPipeline.com/alphatrust

To ﬁnd out more call us on 0345 4084022
or email uk.salesteam@iPipeline.com
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THE
DIGITAL AGE
PROTECTION

DIGITAL
TRANSFORMATION
BY SCOTT MACHIN,
PRODUCT MANAGER, IPIPELINE UK

I’m always amazed at how
many documents are still sent
and signed on paper, whether
that’s in a business-to-business
environment or business-toconsumer.

67% OF UK
RESIDENTS HAVE
ACCESS TO A
TABLET***

This causes huge delays for
recipients in completing
purchases, taking out policies
or buying products. It seems
to be a major oversight of
companies who misunderstand
the technology customers have
at their disposal in what is now a
digital age:
• 95% of UK residents have a
mobile phone*

• 67% of UK residents have
access to a tablet***

In the past, customers would
purchase products that fitted
their needs, often at the lowest
cost. Today, people pay attention
to the companies and brands
they associate with and they are
more aware of how a company
conducts itself. Customers are
more likely to select a brand that
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3. Doing nothing and retaining
the traditional processes.
Unfortunately this can have
dire consequences because
companies that don’t adopt
new technology often fail to
attract new customers and
they alienate the ones they
currently have.
While adopting, upgrading or
replacing technology can be a
difficult and time-consuming
task, moving to a new system
should make your business
more efficient, cut costs and
help provide the great customer
experience that secures future
success.

• 88% of UK residents have a
home computer**

Research shows that customers
are far more demanding today.
With the explosion of social
media everyone has a voice,
everyone has an opinion and
they aren’t afraid to express it.

reap the full benefits and are
left with a perception that
the new technology wasn’t
the worth the cost or effort,
putting off any further digital
transformations within the
business.

reflects their own moral and
ethical values even if this comes
at a higher price. The experience
they have when they interact
with a business is a key part of
this; if they find it difficult or the
process takes too long this could
negatively impact perceptions of
the brand and make them look
elsewhere.

APPROACHES TO
TECHNOLOGY
IMPLEMENTATION
There are three potential
routes a company can take
when deciding how to use
technology to improve customer
experience:

1. Taking a progressive
approach that’s focused
on innovation and staying

ahead of the game. There
will be clarity on the
benefits required from new
technology, with thorough
evaluation and identification
of the key elements. Efforts
will be made to seamlessly
integrate the new technology,
with the ultimate focus being
on providing great outcomes
for both the company and its
customers.

2. Adopting technology because
the competition has. This can
often lead to ineffective and
rushed integration, which
merely replicates the archaic
paper processes in a digital
form. This often means the
inefficiencies of the out-dated
model are transferred to the
new technology, leading to
an unsatisfactory customer
experience. Companies don’t

* Statista.com - Percentage of households
with mobile phones in the United Kingdom
(UK) from 1996 to 2018
**Statista.com - Percentage of households
with home computers in the United
Kingdom (UK) from 1985 to 2018
***Statista.com -Share of laptop and tablet
ownership in the United Kingdom (UK) in
2016, by age
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THE POWER OF THE CUSTOMER
RELATIONSHIP MANAGER (CRM)
BY OLIVER BOWDEN,
CUSTOMER DELIVERY MANAGER, IPIPELINE UK

I am a huge advocate of (proper)
CRM usage. Over the years
I’ve worked in a number of
businesses that treated their
CRM like a glorified address
book and, frankly, they even
did that badly. With out-ofdate, scattered and missing
data, the CRMs became almost
redundant. A CRM is only as
good as the data you put in and
it only works if the
business is invested
in its capabilities.
But it can be hugely
transformational
when implemented
correctly.
In essence, your
CRM should help you
manage customer
data. As that data
becomes richer
and more diverse,
it’s important to
consider what else
the CRM could do
for the business.
Knowing your
customer, reporting,
auditing and
making data-driven
decisions are becoming crucial
in a world where expectations
are higher than ever and time is
even more scarce.

customer in the sales or delivery
cycle? Is billing, marketing and
development in progress? What
are the customer’s contractual
terms and business ambitions?
The list is virtually endless.
Thankfully, I know that all the
information should be in the
CRM, with multitudes of teams
and staff feeding in to the bigger
picture.

WHAT’S EVERYONE
TRYING TO ACHIEVE?

The effective use of a CRM
results in simple, efficient and
In my role as a customer delivery compliant user and customer
journeys which ultimately lead
manager, what I want to know
is, well, everything. Where is the to increased sales. At iPipeline,
10
10
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we provide protection sourcing
software for the financial
services industry, meaning
we integrate our services into
multiple CRMs. We want to
make life easy for advisers and
automation sits at the heart
of that. Having a seamless
experience means relevant data
is pushed in and pulled out of
services, saving everyone vast
amounts of time and
effort. It also reduces
admin and saves
on paper costs. If
the process is made
simple, it’s more
likely to happen, and
once that data is in
the CRM it adds to
the overall picture of
who your customers
are and what they
might need.
Using a CRM
properly means
you will have a
360-degree view
of your customers
without having to
collate data from
various repositories
in a gloriously complicated and
time-consuming spreadsheet.
It provides insight, increases
productivity and results in an
effective and efficient support
and sales process.
What’s not to like?

PROTECTION

MAKING THE COMPLEX

SIMPLE
WE’VE SIMPLIFIED OUR CRITICAL ILLNESS
DEFINITIONS, FOCUSING ON WHAT
MATTERS MOST TO YOU AND YOUR CLIENTS:
COMPREHENSIVE COVER, WITH SIMPLICITY
AT ITS HEART.

OUR MOST COMPREHENSIVE COVER
• Wider range of conditions covered.
• Includes total permanent disability
and children’s cover.
SIMPLIFIED DEFINITIONS
• Clear and simple language.
• Combined definitions.
COVER WHERE IT MATTERS MOST
• Increased opportunities for payouts.
• Widened criteria of conditions.

Visit scottishwidows.co.uk/simple
for insight, tools and guides.

This information is for UK Financial Adviser use only and should not be distributed to or relied upon by any other person.
Scottish Widows Limited. Registered in England and Wales No. 3196171. Registered office in the United Kingdom at 25 Gresham Street, London EC2V 7HN. Authorised by the
Prudential Regulation Authority and regulated by the Financial Conduct Authority and the Prudential Regulation Authority. Financial Services Register number 181655. 28692 11/19
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NAVIGATING CONVERSATIONS ON
PRODUCT QUALITY
BY CHARLOTTE HARRISON,
PRODUCT MANAGER, IPIPELINE UK

Think about your last purchase
and the amount of choice you
had. Take a basic purchase, for
example food. I do an online
food shop each week and every
couple of weeks I add tomato
ketchup to my online basket (I
eat an unhealthy amount). How
many options do you think I was
given? Twenty-four. Twentyfour different types of ketchup
to choose from, that’s a lot. It
turns out you can have sugar
free, reduced sugar, organic,
sweetened with honey. The list
goes on. How can buying tomato
ketchup offer so much choice?
How about a bigger purchase?
Buying a car. There are hundreds
of choices you could make. Type
of car, leather seats? Heated
seats? Colour?
In the modern world we as
consumers are constantly
bombarded by choice. This

level of choice is great in some
respects, it means we end up
with more personalisation and
a product that is ultimately
right for us (I get the ketchup
perfectly suited to my taste).
However, having to make
this level of choice each day
can be tiring, it can also mean
more confusion and more to
understand.
This increase of consumer
choice applies to our industry
as well. It’s no longer just about
buying a protection policy.
An adviser will have to scroll
through dozens of different
products. Each product has
many different features.
With counselling, without
counselling. With Childs Critical
Illness Cover, without Childs
Critical Illness Cover. With GP
access, without GP access. To
name just a few. Each of those

features comes with a different
quality level. Some may offer
counselling on a telephone basis
only, whilst another may offer
counselling face to face along
with a telephone basis. How
do we as an industry expect
advisers to remember each
option and make a decision that
is best for their client?

COMPARE PRODUCTS ON
QUALITY AS WELL AS PRICE
Access the new Product Features Report
within SOLUTIONBUILDER® and provide
the best outcome for your clients.

FIND OUT MORE

As an industry we need to make
the conversation on quality
easier, quicker and upfront.
To achieve this iPipeline has
partnered with Protection
Guru, supported by Aviva, Legal
& General and Royal London,
to create a Product Features
Report. It’s important to make
the process and conversation
as easy as possible for advisers
and ensure the conversation can
happen at the right stage in the
advice journey.

The new Product Features Report is available within SolutionBuilder
and allows you to compare the features against five different
products, producing an easy to read report which can be downloaded
and printed to support your client conversations, recognising the
importance of discussing quality.
Find out more >
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NEW TO SOLUTIONBUILDER®?

Email: uk.support@ipipeline.com
Call: 0345 408 4022

*data used within the Product Features Report is powered by Protection Guru 13

NEWS YOU MAY HAVE MISSED
Now available within SolutionBuilder and in partnership with Protection Guru, the new
Product Features Report allows advisers to research and document product differences
quickly and easily, comparing on quality as well as price.
Ian Teague’s Risky Mix Podcast: The Risky Mix Podcast (@risky_mix) features key
insurance industry figures talking about diversity and inclusion. Ian Teague recently joined
the podcast where he spoke about getting better balance in the workplace. He explained
that the financial services and technology industry will be seen as a great place to work
if employers demonstrate how they support, develop and promote fresh talent. iPipeline
is supporting a variety of initiatives aimed at improving gender balance and encouraging
more diversity and inclusion.
Trust legislation industry update: In January, the government ruled that protection policy
trusts will no longer have to be registered on the new Trust Registration Service. This is
good news for the industry and customers as trust registration would have made it more
difficult to correctly set up policies.

TO STAY UP-TO-DATE WITH THE LATEST NEWS AND
UPDATES FROM IPIPELINE, FOLLOW US ON SOCIAL MEDIA

IPIPELINE CUSTOMER SUPPORT
If you need any support with using any of the iPipeline Services, you can get in touch
with our Customer Support Team on the contact details below.

0345 408 4022 		

uk.support@ipipeline.com
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