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It’s a massive understatement to say 
that 2020 has not gone as planned. 
The words “unprecedented”, 
“challenging” and “crisis” have 
featured in abundance since the 
COVID-19 virus hit the UK’s shores 
in January, but they are no less true 
for their overuse.

The protection industry’s response 
in the face of the pandemic has been 
remarkable, and we at iPipeline have 
tried to quickly provide support 
where we can. In just four weeks, 
we developed and launched an 
integrated solution that lets advisers 
view providers’ non-medical 
underwriting limits at quote stage, 
helping them keep up with rapidly 
changing product exclusions.

We have also seen a real need for 
AlphaTrust, our flexible e-signature 
and document process automation 
solution, in what is an increasingly 
remote-selling environment. During 
the pandemic, mortgage networks, 
IFAs, broker CRMs, providers and 
insurance firms have adopted 
AlphaTrust to further digitise their 
processes and move away from 
inefficient, paper-based workflows. 

We were delighted that our 
efforts to drive digitisation in 
the protection industry were 
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recognised in the COVER 
Excellence Awards in November. 
We won the ‘Best Protection 
Platform’ award for our SSG Digital 
Platform and were shortlisted for a 
further three categories. 

While it’s natural to feel 
despondent as we enter the dark 
days of winter, there are reasons 
for optimism despite the difficulties 
we’re all facing. Our Q3 statistics 
revealed that new business was up 
10% in October and, after a dip in 
Q2, income protection has largely 
recovered.

So, how can we continue to 
overcome the issues COVID-19 has 
raised and capitalise on the long-
term changes it has created? We 
believe the answer lies in increasing 
the opportunities for protection 
conversations and by developing 
and adopting innovative technology 
that makes it quicker and easier for 
people to get covered. 

By doing this, we can all continue 
to grow the protection market 
and secure success for when the 
brighter days arrive.

We hope you have a very happy 
Christmas and wish you all the best 
for 2021. 

A YEAR LIKE NO OTHER
BY IAN TEAGUE, UK GROUP  
MANAGING DIRECTOR, IPIPELINE

https://uk.ipipeline.com/alphatrust-product/?utm_source=IPQ_Nov2020&utm_medium=Intro&utm_campaign=IPQ_Nov2020_Intro_AT
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PROTECTIONAUTOMATION

Income Protection
Every client is different, 
that’s why we offer a suite of 
income protection products, 
for greater flexibility and 
choice. 

When it comes to protecting 
what’s important, you can 
tailor the right cover for your 
clients’ needs. 

Find out more: 
legalandgeneral.com/4ways

1166-1 09/20legalandgeneral.com/4ways

For today,
for tomorrow

Q58442 A3 07/20

A rented 
property is 
more than a 
place to live, 
it’s home

Rental Protection Plan
could help pay the rent on your 
client’s home if they can’t

Find out more, visit:
legalandgeneral.com/rpptoolkit

WHY IS INCOME 
PROTECTION SO 
IMPORTANT? 
In today’s world, there’s a lot 
of uncertainty. And none of us 
know what’s around the corner. 
Yet only 1 in 10 people protect 
their income1. 

44% of people would struggle 
with loss of income within 6 
months1, and nearly half of all 
households have no savings, or 
less than £1,500 put away2. 

It means more than ever, 
people should consider income 
protection. 

INTRODUCING 2 NEW 
INCOME PROTECTION 
PRODUCTS
On the 28th September, we 
introduced Low Start Income 
Protection and Executive 
Income Protection. This is 
part of an enhanced income 
protection (IP) proposition, 
giving you a comprehensive 
range of products that could 
help you reach a wider variety of 
clients. 

When it comes to protecting 
what’s important, you can tailor 
the right cover for your clients’ 
needs, with more benefits and 
more choice. 

INCOME PROTECTION THAT’S 
RIGHT FOR EVERYONE

OUR FULL SUITE OF 
INCOME PROTECTION 
PRODUCTS

Income Protection Benefit: 
Designed for everyday 

Low Start Income Protection: 
Designed for smaller starting 
budgets 

Rental Income Protection 
Benefit: Designed to help pay 
the rent on your client’s home 

Executive Income Protection: 
Designed to help SME’s fund 
employee sick pay 

PROTECTION WITHIN 
EVERYONE’S REACH 

With Low Start Income 
Protection, the premium 
starts lower than traditional 
IP, helping to address initial 
affordability. It shares many of 
the same features as our Income 
Protection Benefit product, and 
gives an option for those who 
would be unable to immediately 
afford to take out the income 
protection they need. 

Executive Income Protection 
is designed to help businesses 
alleviate the financial 
uncertainty that often comes 
when someone is unable to work 
due to illness or injury. 

It means businesses can provide 
even further support for their 
employees when they need it – a 
valuable tool in the recruitment 
and retention of top talent. 

These new products 
complement our existing 
offerings: Income Protection 
Benefit and Rental Income 
Protection Benefit. We now 
have one of the most complete 
income protection propositions 
in the market, with options for 
renters, the budget conscious, 
and businesses too.

EXTRA SUPPORT THAT 
COMES AS STANDARD 

Knowing you’ve got an income 
is reassuring when you’re ill and 
can’t work, but what about help 
getting back to work? 

Our income protection products 
provide support to help your 
clients get back to work – at no 
extra cost. Our experienced in-
house Rehabilitation specialists 
offer early intervention 
treatments for physical or 
mental-health related issues. 

Find out more

1 Mintel Report 2020 

2 Money Charity

https://uk.ipipeline.com/?utm_source=IPQ_Nov2020&utm_medium=Website&utm_campaign=IPQ_Nov2020_footer_website
https://uk.ipipeline.com/?utm_source=IPQ_Sept2020&utm_medium=website&utm_campaign=IPQ_Sept2020_footer_website
http://legalandgeneral.com/4ways
https://www.legalandgeneral.com/adviser/protection/news-insight/news/income-protection-proposition/
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Recently, a friend was struck 
down with an illness at 50. 
Thankfully, he survived because 
a hospital helicopter was passing 
over the golf course where he 
took ill. He couldn’t go back 
to work for many months and, 
when he did return, he was 
limited in hours and effort. 
Although he and his business 
survived, his savings were 
battered and he needed to 
increase business loans. This 
means he now has to consider 
whether he can retire when he 
wanted to and, if so, whether he 
can retire to the standard that 
he (and his financial adviser) 
planned and worked so hard for.

Although my friend’s illness 
wasn’t related to COVID-19, the 
pandemic has obviously brought 
about a host of uncertainties for 
many people both in terms of 
health and finances. This means, 
now more than ever, wealth 
managers should speak to their 
clients about protection.

However, many wealth 
managers think their clients 
don’t need protection. They 
believe they’re self-insured and 
have enough money to survive 
through a difficult period. But, 
before dismissing whether 
protection is right for their 
clients, wealth managers should 
ask themselves some questions, 
such as:

WHY WEALTH MANAGERS SHOULD 
DISCUSS PROTECTION WITH THEIR 
CLIENTS
BY PAUL YATES, PRODUCT STRATEGY
DIRECTOR, IPIPELINE UK

• Have you really stress-
tested your client’s financial 
resilience? 

• Have you used your planning 
and cashflow tools to 
demonstrate what happens 
to their retirement plans if 
they cannot work for the 
last five to 10 years before 
retirement? I know from 
discussions with cashflow 
system providers that the 
protection part of the system 
is often not used.

• Do your clients fully 
understand what steps they 
or their family would need 
to take if they became ill or 
passed away?

There was a reason our industry 
used the PRISM process 
(Protection, Retirement, 
Investment, Savings and 
Mortgages) and put a financial 
safety net and protection at the 
core of what we did.

In today’s uncertain world, let’s 
think about why we should be 
doing our utmost to protect our 
clients’ wealth and ensure they 
are fully informed about risks 
and mitigations. Furthermore, 
let’s look at the nudging and 
research tools available today 
¬— they really do make the job 
easier and faster.

Now, you may say that you’re 
not an expert in protection so 
why should you discuss it with 

your clients. That’s no excuse, 
I’m afraid. If your client wants to 
be protected and you can’t help 
them yourself, signpost the case. 
There are many great examples 
of wealth managers ensuring 
they do the full job by using 
experts who add value to what 
they do.

Insurers, wealth managers and 
technology providers all need 
to work together to make the 
protection journey as easy as 
possible. There is an enormous 
amount of support available for 
the advice and sales process, and 
it has improved immeasurably 
in the last couple of years. But 
there is much more we can do 
if we work together to ensure 
everyone who needs protecting 
gets protected. 

Encouragingly, we are starting 
to see a positive shift, with more 
wealth managers looking at how 
protection can fill a crucial gap in 
their clients’ financial plan.

Protection isn’t just a vital safety 
net for those without the assets 
to draw on if the worst happens, 
it’s for the wealthy too. Why 
should they relinquish what 
they’ve worked so hard for when 
there’s another option that 
allows them to both keep what 
they have and which provides 
essential support when they 
need it the most.

PROTECTIONPROTECTION TECHNOLOGY

GET IN TOUCH

Using data from millions of quotes, we predict the 
protection needs of your clients and provide accurate 
premiums to significantly improve your sales 
conversion rate.

Help clients to educate themselves on their need for 
protection with our easy to use calculator tool and 
instant prices before they speak to an expert, providing 
you with highly receptive leads.

How can I easily educate 
clients on the protection 

they need?

  uk.ipipeline.com/prequo-knows     uk.support@ipipeline.com     0345 408 4022

FIND OUT MORE

https://uk.ipipeline.com/?utm_source=IPQ_Nov2020&utm_medium=Website&utm_campaign=IPQ_Nov2020_footer_website
https://uk.ipipeline.com/?utm_source=IPQ_Sept2020&utm_medium=website&utm_campaign=IPQ_Sept2020_footer_website
https://uk.ipipeline.com/contact-us/?utm_source=IPQ_Sept2020&utm_medium=PQAdContactUs&utm_campaign=IPQ_Sept2020_PQAdContactUs
http://www.uk.ipipeline.com/prequo-knows/?utm_source=IPQ_Nov2020&utm_medium=PreQuo_ad&utm_campaign=IPQ_Nov2020_PreQuo


iPipeline Quarterly:  November 2020       |        uk.ipipeline.com iPipeline Quarterly:  November 2020       |        uk.ipipeline.com6 7

PROTECTIONAUTOMATION

I’m among many generations of 
children who pored over Richard 
Scarry’s books, and I particularly 
loved his ‘Storybook Dictionary’. 
Scarry’s illustrations captured 
my imagination as I was learning 
to spell and use grammar, and his 
accompanying descriptions were 
equally captivating. He would 
give examples of how each word 
was used in a different tense, 
which made me understand, 
without realising, the concept of 
context. And context, at any age, 
helps us understand something 
better. 

XRAE, our indicative pre-
underwriting tool, offers context 
for advisers. Pre-underwriting 
is essentially a step further on 
from the quote and involves 
‘vetting’ the health and medical 
background of clients. With 
XRAE, advisers can see how 
providers are likely to underwrite 
their client and, as a result, this 
helps them hone and shape their 
onward conversation. Presenting 
potential changes in the right 
way and with context around 

THE POWER OF CONTEXT
BY JACKI MOORE,  
STRATEGIC BUSINESS MANAGER, IPIPELINE UK

how and why costs for the 
product(s) being recommended 
may differ, helps the client 
feel fully informed about their 
options and be more engaged 
when starting the application 
process. Possible friction will 
have been removed, making the 
overall process smoother for the 
client. 

XRAE is easy to use, flexible 
and convenient. It’s available 
online 24/7, which means 
advisers can do their research 
at a time that best suits them. 
For clients with a health or 
medical concern, XRAE instantly 
gives an indication of what the 
likely underwriting decision 
will be, whether the premium 
will increase or if further 
information will be required - 
all without the adviser needing 
to speak with an underwriter. 
Additionally, it covers single and 
multiple conditions which, with 
regular use, means  advisers are 
getting consistency and saving 
valuable time. 

XRAE provides an outcome for 
the most common underwriting 
questions, including BMI, 
smoking, family medical history, 
blood pressure and alcohol 
consumption, and the tool offers 
the ability to search thousands 
of different combinations. 

Oh, and not forgetting that all-
important context — the tool is 
supported by seven providers, 
so you can get an indicative 
pre-underwriting view from 
AIG, Aegon, Guardian, LV, Royal 
London, Scottish Widows and 
Zurich in one comparison table. 

Make  
recommendation

HOW LONG DOES IT TAKE TO RESEARCH THE LIKELIHOOD OF CLIENTS BEING RATED?

Get results with XRAE in 5 minutes instead of 1-3 days.

More 
replies

First 
replies

Email 
provider

Call 
provider 
u/w teams

Capture 
client 
history

https://uk.ipipeline.com/?utm_source=IPQ_Nov2020&utm_medium=Website&utm_campaign=IPQ_Nov2020_footer_website
https://uk.ipipeline.com/?utm_source=IPQ_Sept2020&utm_medium=website&utm_campaign=IPQ_Sept2020_footer_website
http://adviser.vitality.co.uk/easier
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If you write Protection business, 
you will almost certainly be 
working in a different way to 
how you were 12 months ago. 
And it isn’t just the way we are 
communicating the available 
solutions you can provide for 
your clients, it’s the practical 
challenges of finding the best 
way to get the clients the cover 
they need – particularly if 
the insurers require medical 
evidence.

You’ll know that staying 
on top of how application 
questions are changing, what 
the requirements are and 
importantly which insurers are 
able to organise them efficiently 
and deliver a good service 
has become more difficult. So 
managing a client’s expectation 
and getting the Protection 
requirements started early has 
become more crucial in the 
sales process. If you work in the 
mortgage sector you are going 
to find yourself particularly 
busy with the spike in activity 
and the frequent delays with 
requirements make your 
pipeline difficult to manage. 
Sound familiar?

We have all adapted quickly to 
what has become our new norm. 
The novelty of talking to your 
colleagues and customers over 
Teams and Zoom is now part of 
the everyday routine. New ways 

IS YOUR BUSINESS  
MODEL CHANGING?
NEIL MCCARTHY,  
CHIEF COMMERCIAL  
OFFICER, LIFEQUOTE

of doing things creates their 
own challenges, but can have 
enormous benefits, for example 
sharing screens and completing 
online forms saves an awful lot 
of travelling.

With all these changes, we want 
to know if you have challenged 
the way you process your 
Protection applications?

If you redesigned the current 
Protection sales process, you 
would concentrate on the 
part of the value chain you are 
good at – client relationship, 
understanding and interpreting 
requirements and the resulting 
advice. You would probably 
choose to leave the completion 
of the application questions, 
keying into insurer intranets, 
and all associated administration 
to get the terms offered to 
someone else. 

LifeQuote provide that 
administration solution to 
hundreds of advisers every 
week. Book a convenient time 
with your client and we will 
complete the insurer application 
on your behalf, asking all the 
questions the insurers need and 
handle the online submission. 
We complete DPA with each 
client and the calls are recorded 
so we all have accessible 
evidence of the disclosures 
given which we are responsible 
for – simplifying the process 

and providing some regulatory 
comfort. Are your calls recorded 
and could you confirm who 
gave you the detailed answers 
if you were challenged 10 years 
later during a disputed claim? 
And then there is the time that 
could be saved, and spent more 
productively, if you weren’t 
doing the application or admin. 

Is taking that step difficult? Not 
if you are a SolutionBuilder 
user. LifeQuote and iPipeline 
have collaborated to build an 
integration that can be used 
on a case by case basis to hand 
off your administration to 
LifeQuote, once you have an 
agreement in place.

If you want to find out more 
watch this short video. 

In an uncertain world that is 
constantly changing, use this 
as an opportunity to review 
your own processes. Long 
Covid impacts aren’t yet fully 
understood, but are likely to have 
significant long term affects, 
regardless of whether we create 
a vaccine. Protection, be it 
personal, to cover a mortgage or 
in a business situation has never 
been more relevant. 

To find out more about 
outsourcing your admin, contact  
Neil McCarthy on  
neil.mccarthy@directlife.co.uk 
or 07957 175758

AUTOMATION

COMPARE PRODUCTS ON 

QUALITY AS WELL AS PRICE
Access the new Product Features Report 
within SOLUTIONBUILDER® and provide 

the best outcome for your clients.

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

NEW TO SOLUTIONBUILDER®?

FIND OUT MORE 

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

https://uk.ipipeline.com/?utm_source=IPQ_Nov2020&utm_medium=Website&utm_campaign=IPQ_Nov2020_footer_website
https://uk.ipipeline.com/?utm_source=IPQ_Sept2020&utm_medium=website&utm_campaign=IPQ_Sept2020_footer_website
https://vimeo.com/209220473
uk.ipipeline.com/productfeatures
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Zurich Assurance Ltd. Registered in England and Wales under company number 02456671. Registered Office: The Grange, Bishops Cleeve, Cheltenham, GL52 8XX.

Income protection policies from Zurich
For more information, visit zurichintermediary.co.uk/income-protection

When your clients 
can’t work,  
our policies 
really do.

For intermediary use only – not for use with your clients.

A4.indd   1A4.indd   1 22/09/2020   11:39:5822/09/2020   11:39:58

Introducing 

SSG Digital Platform
The Digital Eco System for Financial Service Providers

An award-winning customer-centric, self-serve platform with infinite possibilities. 

Allow the SSG Digital Platform to drive and convert sales, automate manual processes 

and launch new products rapidly. 

NEW BUSINESS 

Manage end-to-end sales and 

admin processing – self-service, 

agency and commission 

management - to achieve an 

unrivalled customer experience 

and successful conversion. 

UNDERWRITING  
Intelligently automate and 

configure underwriting 

decisions within a 

client-facing platform. 

PAS+ SERVICING
Eliminate the time and expense traditionally 

required by back office staff, through online 

user self-service, utilising full end-to-end 

servicing capability covering policy change, 

reinsurance and claims. 

Discover how to make SSG Digital Platform 
the core of your business strategy:  uk.ipipeline.com/ssg-digital-platform

Fnd out more:  0345 4084022  |  uk.salesteam@ipipeline.com

https://uk.ipipeline.com/?utm_source=IPQ_Nov2020&utm_medium=Website&utm_campaign=IPQ_Nov2020_footer_website
https://uk.ipipeline.com/?utm_source=IPQ_Sept2020&utm_medium=website&utm_campaign=IPQ_Sept2020_footer_website
http://zurichintermediary.co.uk/income-protection
https://uk.ipipeline.com/ssg-digital-platform/?utm_source=IPQ_Nov2020&utm_medium=SSG_ad&utm_campaign=IPQ_Nov2020_SSG
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I purchased some new exercise 
clothing online at the height of 
the COVID-19 lockdown. Once 
it was delivered, I found they 
had sent the wrong size - and 
not because of the additional 
lockdown weight I had put on!

And so my journey began…

I spoke to the customer service 
team and was told to print off 
a return label and take it to my 
nearest return location, which 
was two miles away.  

CHALLENGE 1 – I don’t have 
a printer at home like many 
people these days, so it would 
require me to visit someone with 
a printer during a time when we 
were all self-isolating. 

CHALLENGE 2 – I then had to 
drive two miles to return the 
item, when we were told to 
only visit shops to buy essential 
items.

If this is what a high-end clothing 
manufacturer thought was 
acceptable during lockdown, 
what hoops would less 
sophisticated brands make you 
jump through? Not only are 
they causing a large amount of 
friction for customers, they are 
also, to be frank, encouraging 
customers to put themselves 
and others at risk to correct 
their mistake. Clearly, they did 
not spend enough time thinking 
about customer outcomes, 

WHAT AM I  
WAITING FOR?
BY SCOTT MACHIN,  
PRODUCT MANAGER, IPIPELINE UK

and they did not adjust their 
business practices during the 
lockdown. Simply adding a 
verification step to ensure 
the order was correct before 
dispatch would have prevented 
the delay, inconvenience and 
risk.

We see this same 
behaviour in our 
industry. When it 
comes to adopting 
technology or 
embracing change, 
businesses often 
fail because altering their 
processes causes them short-
term inconvenience.  We HAVE 
TO reset our mindsets. To meet 
the needs of today’s clients, 
it’s crucial to focus from the 
outset on improving customer 
outcomes, reducing friction and 
making it easier for customers to 
transact with you. The easier it is 
to fulfill new purchases or make 
alterations to existing products/
services, the greater the 
potential for customers to buy 
more, refer more and promote 
you more.

How? One of the quickest 
and easiest steps is to digitise 
your paper processes. New 
technology solutions enable 
you to include features that 
are not possible on paper, like 
document validation, logic and 
clear guidance on completing 

the document and alerting them 
if they have made a mistake.

To quote psychologist Dr Bill 
Crawford Ph.D: “There is no 
such thing as a selfless act.” 
Therefore, once you have put 

customer outcomes 
at the heart of 
your business 
by adopting 
digital forms 
and e-signature 
technology, there 
are some positive 
by-products for 

you too. You will see tangible 
benefits, such as reduced 
costs, reduced processing time, 
reduced environmental impact, 
improved security, improved 
customer satisfaction and 
improved corporate image. 

AlphaTrust is a new digitisation 
solution which enables you 
to deliver digital forms and 
e-signatures that drive these 
benefits, reduce friction and 
improve customer outcomes.

To go back to my exercise 
clothing conundrum — and to 
put your minds at rest — I chose 
not to go through the rigmarole 
of returning them. I managed 
to stretch them to fit (perhaps 
too much information there), 
but I have not been back to 
that brand’s website and I have 
removed myself from their 
mailing list.

There is no such 
thing as a selfless 

act.

DIFFICULT CONVERSATIONS

-

,, .. __ X n._n.., .. 4111 

AlphaTrust is a fully-brandable, compliant 
eSignature and document-process automation 
solution that securely digitises the creation of 
legally enforceable business records. 

To discover how you can improve your customer 
experience, cut costs and increase business 
efficiency visit: 

uk.ipipeline.com/alphatrust-product 

(J 
p 

.□ 
Securely digitise 

legally enforceable 
business records 

https://uk.ipipeline.com/?utm_source=IPQ_Nov2020&utm_medium=Website&utm_campaign=IPQ_Nov2020_footer_website
https://uk.ipipeline.com/?utm_source=IPQ_Sept2020&utm_medium=website&utm_campaign=IPQ_Sept2020_footer_website
https://uk.ipipeline.com/alphatrust-product/?utm_source=IPQ_Nov2020&utm_medium=AT_Advert&utm_campaign=IPQ_Nov2020_AT_Advert
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DIFFICULT CONVERSATIONS

Everyone is talking about 
digitalisation now. COVID-19 
has acted like a catalyst, forcing 
every consumer and business to 
discover their own capabilities 
around technology and act on 
what they find.

Even at a simple, anecdotal 
level, we have started to see 
our parents and grandparents 
increase their use of online 
banking, online shopping and so 
on. 

In a world that is moving so 
fast, it is imperative that every 
industry embraces the change 
we have all been driven towards. 
The insurance industry, which 
has traditionally been behind in 
technology advancement, has 
suddenly had a wake-up call. 

Insurers that had already 
invested in technology pre-
COVID have been able to react 
very quickly to these market 
changes. Clients who use 
iPipeline’s SSG Digital Platform 
have been able to benefit from 
the  platform’s underwriting 
and repricing capabilities to 
more quickly and efficiently 
adopt digitalisation. For other 
insurers, COVID has been an 
eye opener and brought home 
the reality of the importance of 
technology investment. In the 
past few months, we have seen 

more and more insurers seeking 
advice from us on how we can 
take them to the next stage of 
digitalisation.

Being an actuary, I have always 
been excited about helping 
insurers on their journey of 
technological innovation. 
With insurers being slightly 
behind many other firms from 
a technological standpoint, 
the process of changing their 
mindset and helping them move 
forward has always excited me.

SSG Digital Platform has been 
implemented at Foresters 
Financial (UK), Aviva (ALPS), 
The Exeter and Zurich (Life 
Protection Platform) where 
it has removed barriers and 
simplified the protection journey 
for advisers and consumers. 
Two successful migrations have 
meant Foresters Financial now 
administers the largest book of 
child trust fund policies in the 
UK. Since implementation, Aviva 
has also seen eight out of 10 
customer applications receive 
an instant underwriting decision 
via ALPS. 

Additionally, in 2019, SSG 
Digital Platform supported a 
46% increase in Zurich’s life and 
savings protection new business 
compared to the previous year.

In Zurich’s full-year results 
published in February, the 
provider’s UK CEO Tulsi Naidu. 
at the time, referenced the 
success of SSG Digital Platform 
when she said: 

“This strong performance 
has been driven by our 
strategic repositioning in 
the UK. Over the last three 
years, we have simplified 
the business, and enhanced 
our products, technical 
capability and customer 
service. We are now a 
stronger, more focused and 
customer-centric business, 
and this is paying off with 
improvement across all our 
key financial and strategic 
measures.”

Whenever I think about current 
technology gaps in the insurance 
world, the main thing that comes 
to my mind is the willingness to 
change. It is always difficult to 
bring about a change in mindset 
– for both an individual and an 
organisation. Understanding the 
importance of digitalisation is 
the first step, and it’s imperative 
we all do our bit to help our 
team and organisation continue 
on the journey towards a more 
successful future.

DIGITALISATION AND 
INSURTECH – THE COVID 
CATALYST
NEHA AGARWAL 
HEAD OF ACTUARIAL, IPIPELINE UK

Some protection 
people just get.

Critical illness 
cover should  
be the same. 
That’s why we’ve made ours simpler to  
understand. So, it’s easier for your customers  
to see they’ll be protected, from head to toe.

Head-to-toe cover made simple
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PURCHASING PROTECTION

THE PATH TO MAKING A 
PURCHASE
BY JENNY BURT,  
SENIOR MARKETING MANAGER, IPIPELINE UK

I’m a frugal kind of person, I 
want value for money AND 
I want quality. I also want 
convenience. I apply this to most 
of my purchasing decisions (the 
rest tend to be children led!). 
While there are many people 
like me, how we decide on what 
to buy can differ enormously. A 
recent example is when I needed 
to choose a desk and chair for 
added comfort when working 
from home — why did it take me 
weeks to decide? 

The journey from having a 
want or need and making the 
decision to buy can be pretty 
complex. There are often many 
sales touchpoints, and how we 
process the information differs 
from person to person. 

The traditional buying journey – 
within a physical shop, in a face-
to-face situation – tends to offer 
less choice, less information, but 
more guidance. This is a very 
different journey to that found 
in online shopping. 

Online almost instantly gives 
us much more choice and 
more reviews and data points. 
However, with this can come 
information overload. In order 
to shop successfully and reduce 
the complexity (and avoid choice 
paralysis), consumers have 
begun to adapt their behaviours 
to try and keep it simple and 
quickly get to what matters.  

WHERE TO START? 

Google tells us that worldwide 
search interest for ‘best’ has far 
outpaced search interest for 
‘cheap’.1 The interpretation of 
cheap versus best also differs 
from person to person. Cheap 
tends to be translatable but 
best can hold many meanings – 
value, quality, performance or 
popularity. 

In an online world, you 
can pretty much compare 
everything, whether it’s using 
search engines, online sources, 
social media, aggregators, 
review websites and so on. 
But how do people choose one 
product over another? 

In my own experience, I want 
quality at the best value and I 
want convenience and a good 
customer experience. For 
something as simple as changing 
gas and electric suppliers, for 
example, I look for best value 
based on a number of factors, 
such as price, usage, reliability, 
customer service ratings, 
managing the account online 
and whether they support 
renewable energy. So, while 
I start my search on price, I 
then skim read their overview, 
drill down into their overall 
Trustpilot ratings and look at 
their customer reviews.  

Making decisions in an online 
environment with huge choice 
and limitless information can 
be complex and potentially 
overwhelming. Like me, many 
people explore and evaluate, 
but layered on top of this is a 
mental process which is working 
through steps to reduce the 
choice and ultimately make a 
decision. Google has helpfully 
shared the mental process steps 
consumers take and what can 
influence their choice:

• Reading short descriptions to
simplify decisions.

• Considering the time it takes
to wait for a product – the
longer you need to wait,
the weaker the proposition
becomes.

• Reading recommendations
and reviews.

• Considering availability –
the less available, the more
desirable it becomes.

• Using expert or trusted
sources.

• Whether it offers a free gift
with the purchase.

Although these steps make it 
appear a complicated process, 
to the consumer it becomes 
the norm. In our industry, it 
means we can better support 
customers by offering a service 
and helping them navigate their 
way to purchasing the right 
product.

HOW CAN WE HELP? 

Buying protection can be 
a complex process. Many 
consumers who research 
protection online find it difficult 
to understand, even before 
they select the individual 
products. We therefore need 
to provide consumers with the 
information and reassurance 
they need to make a decision 
– and usually this will require
further support from a specialist 
adviser. The Association of 
Mortgage Intermediaries’ recent 
‘Viewpoint’ report revealed 
that only 36% of customers 
remember protection being 
mentioned by their adviser2, 
which demonstrates why 
customers need something to 
grab their attention. 

The industry has begun to wake 
up to this issue and has started 
creating online awareness-
raising tools that present the 
information in a simpler and 
more personalised way. An 
example of this is our PreQuo 
solution, which aims to highlight 
the actual cost of protection 
(not a generic ‘from £10 per 
month’) to the consumer and 
nudge them to understand their 
personalised risks of not being 
protected by using bespoke 
Risk Reports. Once over this 
engagement hurdle, the 
consumer enters the crazy 
maze of the purchase decision 
process, which is why 

we pass the opportunity on to an 
adviser so they can provide that 
crucial one-to-one support. 

While consumers can start to 
explore and attempt to evaluate 
their options in the protection 
world, they really need an 
adviser to help navigate the 
path to purchase. So it then 
comes down to how an adviser 
can best present the findings 
to the consumer in a digital 
world. Should they provide a 
wordy recommendation letter, 
or maybe something visually 
appealing? Can providers 
expand on their tailored 
products – especially for 
the underserved segments? 
Can advisers easily view the 
differentiated products and 

what makes them different? Can 
insurers provide short product 
descriptions that support both 
advisers and consumers? Can 
technology providers filter these 
tailored products to better 
personalise the product search?

Online research is accelerating 
and it’s certainly not going away. 
This means it’s time our industry 
worked out how best to help 
customers navigate their way 
through the complex protection 
landscape so they can make 
that all important purchasing 
decision. 

1  Google Trends, Worldwide,  
2004–July 2020.

2  AMI Viewpoint, The New Protection 
Challenge, November 2020. 
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The previous edition of this 
newsletter included my first 
article on the topic of the 
‘Insurer Garage & MOT’, so the 
fact I’ve written a second one 
proves how wide-ranging this 
subject is. 

When you take your car in for 
an MOT, the mechanic tests that 
all the vital parts are working 
adequately. The report you 
receive categorises issues into a 
Red Amber Green status report 
showing what needs to be fixed 
and what will need fixing soon. 
You then arrange for the garage 
to fix the issues noted in the 
red part of the report and you 
eventually get an all clear. 

In my last article, I looked at 
what would happen if insurers 
had to go through a similar 
annual MOT type test and what 
items would be in it. I talked 
about regularly communicating 
with your customers, new 
agency registrations, variations 
to commission options for 
adviser firms, online trusts and 
offering alternative terms to 
the standard terms quoted to 
applicants. 

Many of the minor tasks 
requested by customers are 
still driven by paper-based 
processes. So, I touched on some 

servicing tasks too, but I didn’t 
really get a chance to go into any 
real detail.

Servicing has evolved in the 
industry over the past 10 
years. Several providers have 
developed online adviser and 
customer portals for both open 
and closed books of business. 
This is welcome 
and some would 
argue a minimum 
requirement 
in the eyes of 
advisers and their 
customers. 

The range of 
servicing tasks 
requested by 
customers is so 
wide and varied 
that it’s difficult 
for providers to 
deliver more than 
the simplest tasks required in an 
online customer / adviser portal. 
A digital layer sitting on top of 
a legacy administration system 
with manual tasks isn’t a true 
online journey, and it’s expensive 
to maintain, both in terms of 
people and technology. 

The insurer MOT contains a 
long list of servicing tasks that 
should be digital journeys all 
the way through. For some 

reason, the phrase ‘straight 
through processing’ only seems 
to matter in new business and 
underwriting conversations, 
why not more widely?

The simplest tasks, such as 
changing address, accessing 
policy documentation, 
downloading an annual 

statement, updating 
beneficiaries 
or completing a 
trust and signing 
it digitally, should 
be the minimum 
we can deliver via 
online servicing 
with the technology 
that exists in the 
industry today.    

Without stating the 
obvious, COVID-19 
has fundamentally 
changed things 

in our industry. How many 
providers have developed the 
ability for the customer to 
apply for a premium holiday, 
temporarily reduce cover or 
remove benefits if they are 
struggling financially due to 
the crisis? While the FCA paper 
covering how insurers can help 
vulnerable customers during 
the crisis is welcome, sadly I bet 
most tasks that can be delivered 

INSURER GARAGE & MOT:  
PART TWO – WHAT ELSE  
NEEDS FIXING?
BY ANDY MILBURN,  
ENTERPRISE SALES MANAGER, IPIPELINE UK

INSURANCE MOT

to support those customers are 
manual and paper based? Am I 
wrong? 

Even digital journeys with a wet 
signature need attention. API-
based solutions allow you to 
add digital signatures to existing 
servicing processes and mean 
the customer can complete 
the job more quickly than wet 
signatures and post ever will.

CLAIMS PROCESSES
Providers have rightly focused 
more attention on introducing 
tele-claims assessment and 
online claims forms supported 
by digital signatures, removing 
the need for paper and post 
at a time when speed is of the 
essence. What options do you 
offer to claimants? Do you still 
rely on paper-based forms? 

A good place to start with 
digitising claims journeys might 
be the work required by the 
Protection Distributors Group 
for providers to meet its funeral 
pledge and/or claims charter 
– two excellent initiatives. 
Although several providers have 
met the requirements for both, 
how many of those required 
claims tasks are still manual and 
paper based?

iPipeline has worked closely 
with our friends at The Exeter 
to deliver a leading-edge claims 
capability that uses digital 
claims forms and signatures. 
This has resulted in significant 
improvement on previous paper 
and manual claims processes. 
We recently published a case 
study on our website covering 
this, which can be accessed here. 

Do you think you would pass 
the ‘Insurer Garage & MOT test’ 
with your claims processes? Get 
in touch and let me know.
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Servicing has evolved 
in the industry over 

the past 10 years. 
Several providers 

have developed 
online adviser and 

customer portals for 
both open and closed 

books of business. 
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We were delighted to win the ‘Best Protection Platform’ award for our SSG Digital Platform at this year’s 

COVER Excellence Awards. We were also shortlisted for a further three categories: ‘Best New Product – 

Innovation Award’, ‘Best Technology Provider’ and ‘Insurance Person of the Year – Paul Yates’. 

We’ve updated our base underwriting philosophy within the SSG Digital Platform’s underwriting component. 
As well as  incorporating recent changes that have been made in the market around mental health and COVID-19, 

the update also reflects latest thinking on automated decisions and reducing the need for medical evidence 

referral. It allows providers to apply their own underwriting philosophies on top of the updated base philosophy 

and will help them meet their underwriting needs in a fast-changing market. 

Cirencester Friendly has adopted AlphaTrust e-sign to digitise its Terms of Business Agreements (TOBA) and 

wider adviser registration processes. The Friendly Society’s previous TOBA process was manual and required 

paper-based wet signatures. 

In just four weeks, we developed and launched a new integrated solution within SolutionBuilder that allows 

advisers to quickly and easily view each protection provider’s non-medical underwriting limits at quote stage. 

We’re now working with CIExpert to support advisers when comparing critical illness plans. Our new partnership 

means advisers can access CIExpert from a link within SolutionBuilder, allowing them to make quicker decisions 

and create personalised reports that help their recommendations for clients.

Mortgage Magic has integrated several of our webservice solutions, which power SolutionBuilder, AlphaTrust 

and PreQuo, into its broker proposition to deliver e-signatures, protection sourcing and sales aids.

Our adviser focused webinars have proved very popular and we’ll be running more over the coming weeks. Join us 

by registering here, where you can also view our previous webinars.
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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.
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