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A CRUCIAL ROLE
Welcome to the first issue of iPipeline Quarterly of 2021. It’s safe to say that
most of us are not sad to see the back of 2020 and appreciate the hope for the
future that a new year brings.

By Ian Teague,
UK Group
Managing
Director,
iPipeline

Last year was a rocky one for
our sector. Protection sales
continued to grow in January
and accelerated rapidly in
March and early April once
the risks of COVID-19
became more apparent.
However, lockdown put
the brakes on property
market transactions and
prevented advisers from
doing business in the only
way many knew how – faceto-face. Consumer demand
was high but this failed
to translate into sales as
insurers withdrew products
and made changes to their
underwriting.
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As restrictions were eased
and the property market
bounced back, so too
did protection sales. In
2020 as a whole, iPipeline
application volumes rose by
22% compared to 2019 but
fell 4% when new clients
are excluded from the
calculation.
We can look back on a
year full of challenges but
also one brimming with
opportunity. Technology is
a great enabler of efficient
communication and more
streamlined business
practices. Many advice firms
have been forced to speed
up their adoption of digital
processes and procedures
– interest in our flexible
e-signature and document
process automation solution,
AlphaTrust®, is testament to
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that – and have no doubt
been pleasantly surprised
by the business benefits
brought.
The pandemic has also put
protection in the spotlight,
underlining its importance
in safeguarding us and
our families against the
unexpected.
Who is to say how 2021
will pan out? But the good
news is that we are helping
advisers more effectively
deal with the challenges
ahead, seeing more
protection conversations
and most importantly more
people getting covered.
We all have a crucial role
to play in ensuring clients’
protection needs are best
being met and together we
can achieve great things in
2021.
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NOW’S THE TIME TO
CHANGE PERCEPTIONS
AROUND FINANCIAL RESILIENCE

The average household believes
it can last 90 days if it were to
lose its income and rely solely
on savings. In reality it is just
24 days. These are just some
of the findings revealed in this
year’s Deadline to Breadline
report,1 which we have
produced since 2013. The
report assesses the financial
stability of people across the
UK by analysing how long
people believe they could
survive financially if they lost
their income – their deadline to
breadline.
The perception of those
surveyed was that the average
household would be 90 days
from the breadline if it lost
its income. But, in reality,
we calculate the average
household could only last for
24 days, a difference of 66
days and eight days less than
the findings in the last iteration
of the report in 2017. This is
the kind of perception gap
that the research is trying to
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expose, along with busting
some of the biggest myths
and misconceptions which
can have a real impact on the
effectiveness of some people’s
financial planning. And it’s clear
that the COVID-19 pandemic
is set to test many people’s
financial resilience even further.
Some good news is that
COVID-19 has encouraged
consumers to address
their debt, with 57% of
Brits stating that paying
off debt has become more
important to them since
lockdown, rising to 65%
among 25-40 year-olds.
Having said that however,
two-thirds (66%) of households
have at least some level of
debt, with over 1 in 10 (11%)
households currently managing
more than £10k worth of debt.
Excluding student loans, 3544 year-olds have the highest
amount of debt, with 1 in 8
(13%) managing over £10k
worth.
One of the main ways people
cope with losing their income is
to rely on their savings (1 in 3),

yet 1 in 5 households have
no savings at all and 2 in 5
households have less than
£1,000 in savings. The report
found that people felt they
would need £12,207 to feel
financially secure, but it would
take the average household
four years to save this amount
based on what it saves each
month. Worryingly, it would
take 14 years to save a full
year’s earnings.
All of this means financial
planning has never been so
important, and it demonstrates
the crucial role financial
advisers play in helping their
clients see through the myths
and misconceptions to help
build financial resilience.
This report also clearly shows
that protection, and especially
income protection, is an
increasingly important part of
financial advice and planning.
If clients were unable to work
due to incapacity caused by
illness or injury resulting in a
loss of income, it wouldn’t take
them very long to reach their
deadline and certainly not as
long as they may think.
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Just 1 in 10 believe they are
their own biggest asset,
yet their ability to earn an
income is far more valuable
than more favoured
tangible assets like their
house, cars or indeed their
savings.

While protection may
sometimes be seen as a less
glamorous sector of financial
services, it can be one of the
most important. This means we
all have a responsibility to make
sure clients are made aware
of their protection needs to
help ensure they have a more
financially secure future.

Learn more

1 Online survey among a nationally representative sample of 2739 UK employed & self-employed consumers aged 21 to 64 in April 2020.
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ACTIVITY INSIGHTS
As the COVID-19 crisis has shown, data has become critical in decision-making. In this new
quarterly analysis, we look at the latest insights from the InsureSight Analytics platform on
protection market activity.
Protection New Business Trend

By Luke
Harrison, Head
of Data Analytics,
iPipeline UK

GROWTH BY
PRODUCT LINE
Decreasing life cover grew
the strongest, up 19% yearon-year (YoY) in January. Level
life was also buoyant, up 15%.
Income protection (IP) remains
down on pre-pandemic levels.
Total sales fell 2% on the year
and standalone IP declined
15%. Sales of plans with
shorter deferred periods fell
particularly badly during the
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While January has been a
difficult month for many,
encouraging metrics have
emerged. New business
applications processed through
iPipeline rose 8% on a year
ago. This followed a strong
fourth quarter. November
was the best month ever
recorded through iPipeline – an
impressive recovery from the
second quarter of 2020.

Mar-20

JANUARY – A
STRONG START

New business volumes by week. Points above the orange line
shows growth on mid-February 2020 position.

early stages of COVID-19 and
have yet to recover. The trend
towards multi-benefit plans
continued, accounting for half
of new IP business in January,
up from 43% a year earlier.
Demand for underwritten
whole of life dropped 30% YoY
in January.

ACTIVE
HOUSING MARKET
Protection sales from mortgage
brokers fell 40-50% in the
second quarter of last year,
before making a sustained
recovery. With house prices
rising 7.3% YoY in December1,
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life benefit amounts for
mortgage-related sales
increased sharply, rising 6.3%
in January to £187,000.

COMPETITIVE
PRICE PRESSURE
Price competition in the
decreasing life arena was
intense during the second
half of 2020, with average
premiums falling 2% during the
year. Premiums for level life, by
contrast, increased during the
fourth quarter. Market pricing
for critical illness (CI) has been
more stable, following some
increases early in 2020.
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With the emergence of
differentiated CI options, there
are now more product options
than ever before.

THE LOOK AHEAD
Sales to first-time buyers and
remortgaging activity was hit
during 2020, so we may see
growth in these areas as a
result of the new Mortgage
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Guarantee and stamp duty
stimulus which is set to end
in September (June in Wales).
The furlough scheme ends
on 30 April. Negative interest
rates may be on the horizon
later in 2021. This is set against
the backdrop of a receding
COVID-19 outbreak and an
impressive vaccine rollout but
concerns on vaccine efficacy
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on emerging strains. One thing
is certain: protection remains a
vital lifeline. Google searches
for ‘life insurance’ rose 18%
YoY in January and have trebled
since 2010. Demand is there.

Nationwide House Price Index

1
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IF WE IMPROVE OUR
DEFINITIONS
IT’S NOT ONLY NEW CUSTOMERS WHO CAN BENEFIT
Outside of the insurance world, what would you see as fair?

Would you expect to get the
best new product available
without having to pay the same
as a new customer? No. But
would you want to be stuck
with your old product because
it can be difficult or costly to
upgrade? Also no.

Access to improved definitions
also relies on a client and their
adviser conducting regular
reviews, as well as the adviser
being up to speed with all the
latest critical illness definition
movements on the market.
Not an easy job to take on.
However, if the review doesn’t
happen, and the client has an
outdated version of a policy,
it might let them down when
they come to claim.

With all other critical illness
providers, the definitions
people have in their policy
when they take it out, are
the ones they’re stuck with.
If improvements are made,
then, to benefit, existing
policyholders have to cancel
their old policy and take out a
new one. That penalises them
because, as they’re older now,
they may have to pay more for
their existing terms.

At Guardian, we’re doing things
differently. All our critical
illness policies come with a
cover upgrade promise, so our
existing policyholders don’t get
left behind when we improve
our critical illness definitions.
If our critical illness definitions
improve, at point of claim we
check any claim against both
the definitions your client
bought, and the definitions for
new customers. And we pay

By Jacqui Gillies,
Marketing and
Proposition
Director, Guardian
Financial Services

out if the claim is valid under
either.
In late 2019, we made our
first critical illness definition
improvements – adding 3 new
definitions and improving 6
existing ones. All our existing
customers now benefit from
these improvements at no extra
cost to them. We emailed all our
customers to let them know.
Occasionally, we may introduce
changes that we won’t
automatically upgrade. If this
happens, we offer existing
customers the chance to pay
to add them at the same price
we’d charge new customers.
At Guardian, our ambition is for
every family to have protection
that they truly believe in. Our
unique cover upgrade promise
is one way we’re doing this.

To bring to life our unique cover upgrade promise, we’ve created Lee’s story.
Visit WHATEVERYADVISERNEEDSTOKNOW.COM
to read Lee’s story, and other characters stories,
to see why we do things differently at Guardian.
Guardian Financial Services Limited is an appointed representative of Scottish Friendly Assurance Society Limited.
All products are provided by Scottish Friendly.
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WHEN LEE’S
HEART
FAILED HIM
SO DID HIS
INSURER

Read his story at

WHATEVERY
ADVISERNEEDS
TOKNOW.COM
and see why we do
things differently.

Lee is a fictitious character whose story has been created for illustration purposes.

Guardian Financial Services Limited is an appointed representative of Scottish Friendly
Assurance Society Limited. All products are provided by Scottish Friendly.
Guardian Financial Services Limited is an appointed representative of Scottish Friendly Assurance Society Limited which is authorised by the
Prudential Regulation Authority and regulated by the Financial Conduct Authority and Prudential Regulation Authority. Registered office:
Scottish Friendly House, 16 Blythswood Square, Glasgow G2 4HJ. Registration number 110002. Guardian Financial Services Limited is registered in
England and Wales under number 11115769. Registered office: 11 Strand, London WC2N 5HR.
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NO CONFUSION
I was listening to ‘Confusion’ by New Order while thinking back on 2020 and ahead to 2021.
Two lines struck a chord:
“Our lives still change from the way that we were
And now I’ll tell you something I think you should know”
By Paul Yates,
Product Strategy
Director,
iPipeline UK

THE PAST IS
YOUR PRESENT
The past is your present’ is
another lyric from the same
song, so what can we take
from the past to inform our
present thinking? One thing
is abundantly clear to us:
protection needs advisers.
It needs you to have those
protection conversations. The
15,000 people (our estimate)
who regularly guide people
towards protection solutions
are vital for the financial
wellbeing of the population and
our profession.
We also learnt that advisers
need access to quality products
from providers, sourced via
partners that are agile and can
support changing needs during
uncertain times. They want
added value services and tools
to compare them, additional
underwriting support where
needed and help to drive better

9

protection conversations with
existing clients.
We have seen dramatically
different performance in
2020 from both providers and
intermediaries. Those firms that
really understood what was
happening to their business
and the market and made dataled decisions performed best.

THE FUTURE IS MINE
What about the future? The
protection crystal ball is very
opaque. So far, 2021 has been
good for volumes. Will the end
of the stamp duty holiday affect
this trend? How will an end to
the furlough scheme impact
the economy? Will we have
any future lockdowns and how
severe will they be?
Whatever the answers, as
an industry we have learnt a
huge amount in the past year
and are much better prepared
to face future challenges and
opportunities.
I believe we need to:
• Improve our capabilities
to service and update
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personalised advice and
protection plans for existing
clients, whether they are
facing life changes or
changing properties or
mortgages;
• Ensure we are using added
value services to show real
life benefits besides making
a claim;
• Continue to streamline and
improve the protection
sales journey, especially
the digital innovations
introduced by providers in
2020;
• Use data to inform planning
and decision-making.
I expect to see much
greater government focus
on financial wellbeing
and resilience, too. We are
in the vanguard, helping
policymakers to achieve a
better prepared and more
financially fit population.
Great advisers have an
important and significant
opportunity ahead. Of that
there is no confusion.

Vitality_life_launch_20_ad_SIMPLER_210x280_v1.indd 2
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THE MODERN
UNDERWRITER
THE LANDSCAPE ARTIST
It’s more than 20 years since Graham Austin taught me how to
underwrite at Munich Re.
By Andrew
Wibberley,
Director,
Alea Risk

Starting off at a reinsurer
there were medical lectures
from Chief Medical Officers to
the Royal family, the joy of a
claims team to remind you of
what happened if you made a
mistake and the excitement of
flicking through the personal
details of sporting and rock
stars to introduce me to the
glamorous world of insurance.

Moving them from the page
to the chair next to you as you
read their personal story was
how you could be sure that you
were doing right by both them
and the insurer and had the
added benefit of keeping me
interested every day.
In the decades since
the most talked about
underwriting developments
have been around straight
through processing,
improvements in terms
for people with specific
conditions and the
conundrums that genetics
brings to the party.
Obviously this year things have
changed somewhat – but again
the medical excellence and new
found ability to change things
quickly based on evidence have
come to the fore.

For all that glamour I really
got the underwriting bug (it’s
not as bad as it sounds…) from
Graham’s mantra that a good
underwriter would be able to
Confidence in the assessment
picture everyone they assessed. of medical conditions both
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emerging and established is
higher than it ever has been.
Teams of CMOs, actuaries
and underwriters pore over
medical research papers and
claims records to ensure that
reasonable decisions are made
based on up to date facts.
For all of this excellence
and interest a missing piece
in that picture remains the
understanding of the true
experience an individual
applicant has had. By the time
the postman is staggering
up the front path with policy
documents and application
answers similar looking
new customers will have
been through very different
experiences.
The best underwriters of
the 2020s will be those who
understand the full experience
the individual has had to get
them to apply for insurance as
well as their medical history in
the decades precede it.
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Do they know:
• why the individual is
interested in life insurance
– did this start with a
particular TV or online ad,
a proactive search related
to a medical scare they had,
a review with a financial
adviser, house purchase,
birth of a child etc?
• where they were when they
answered the application
(admittedly this is easier this
year than others!)
• how long they took to
answer the questions,
where they paused, where
they sought clarification
from their adviser, their
partner, their GP or their
own medical notes?
• how the adviser dealt with
those questions, how they
helped them?
• how soon the postman will
be cursing as he shuffles
back up the path with a
different insurer’s policy to
replace this one?
• that distributors lapse and
claims experience?
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When it comes to evaluating
distributors rather than
individuals the sketch is much
rougher from many insurers
and reinsurers. Spotting a good
distributor, or even distribution
channel is an art that can fall
between hard wired silos in
insurers, where the stereotypes
of enthusiastic sales teams and
sceptical risk assessors can still
ring true.
To be able to evaluate this
effectively you need to have
data of what’s happening right
now – but you also need to
be able to draw that picture.
You need data that doesn’t
start at the beginning of the
application and end when
medical evidence is obtained,
but that starts at the moment
the thought of insurance enters
the applicant’s mind and runs
until they are no longer our
customer. You need to be
patient, and to accept that
there will be parts the data
will never take you to. But you
need to try, and you absolutely
need to get beyond the
wearying obsession with STP
to get there.
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Bringing this information
together in a way that can
be understood and used
by underwriters to decide
whether to get a certain type of
medical evidence or how much
information to proactively
share about the reason
for a decision for a certain
distributor will be increasingly
viable. The arms race amongst
insurers in this space is really
beginning in earnest here now,
and the reality is that if you’re
not winning it the vicious
circle of filling a portfolio with
clean looking apps from dodgy
leads, distributors, ads or other
source are flooding in will hit
home too late for action to be
taken.
Building this understanding is
critical to the long term success
of insurers and distributors alike.
Understanding the landscape
behind rather than focussing
wholly on the detail of the
individual at the forefront of the
picture becomes the new area
for underwriting excellence.
I’m excited to be working with
iPipeline to put some of these
flowery words into hard practice
and look forward to sharing
some more details soon.
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DIGITAL HEALTHCARE
IS WIDESPREAD CHANGE AFOOT?
In the second half of 2020, 40% of all GP appointments in England were conducted remotely by
telephone or video appointment, up 26% compared to the same period in 2019.
By Steve Bryan,
Director of
Distribution
and Marketing,
The Exeter

This trend grew throughout
2020, with almost five
and a half million more GP
appointments being fulfilled
remotely in December than in
January of last year1.
It will be interesting to see how
these figures change in 2021
as social distancing restrictions
ease and whether we will
see more health services
and treatments be provided
remotely as standard practice.

LEADING THE WAY
Any changes making
general healthcare more
easily accessible, without
compromising the quality
of care provided, should be
embraced by us all. But the
roll-out of wider-ranging
digital healthcare services on
a national scale will take time
and money to develop and
implement.
The provision of access to
remote healthcare is an
area where the UK health
13

and protection industry has
continued to develop and
innovate. From the inclusion
of second medical opinion
services or mental health
support to the development of
health and wellbeing apps, we
have long been a driving force
in the provision of alternative
healthcare solutions.

how we support members:

These solutions have been
developed with the customer
in mind and when made easily
accessible, they are widely
embraced.

• 86% of physiotherapy
treatments were
recommended virtually
through e-treatments2.

OUR OWN EXPERIENCE
Until late 2018, the additional
support services offered by The
Exeter were solely accessed
by telephone. This traditional
approach changed with the
introduction of HealthWise, our
member benefits app.
Since its launch, HealthWise
has driven a change in
behaviour from our members
with 94% of support services
now accessed through the app,
and overall usage more than
doubling year-on-year.2
But it’s not just accessing
services remotely which has
changed, we have also changed
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• 91% of remote GP
appointments provided
advice or an onward referral
• 9% of members received a
prescription for medication
• 99% of ongoing mental
health support was
delivered remotely

LOOKING FORWARD
As we move through 2021,
it will be interesting to see
what changes arise from the
coronavirus pandemic and
how we embrace them. One
certainty is that the NHS
will continue to face many
challenges. Challenges that we
can do our bit to help them
overcome.
To find out more about
HealthWise and how it has
supported our members visit
www.the-exeter.com/adviser or
contact your Account Manager.
1 - digital.nhs.uk
2 - The Exeter,
2020 HealthWise
usage data

HealthWise services are provided by Square Health. 180221/1922
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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
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Securely digitise
legally enforceable
business records
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‘BUT A STAMP ONLY COSTS 79p’
Without sounding too glum, 2021 isn’t going to be too dissimilar to 2020, certainly
during the first half of the year. After that, the outlook is very much unknown.
By Scott Machin,
Senior Product
Manager,
iPipeline UK

removing paper forms from their
processes. Some companies
struggle to see a digital form
solution like AlphaTrust® as a
time and cost-saving tool instead
of an additional cost.
‘But a stamp only costs 79p,’
is a refrain I have heard.
However, comparing the cost of
technology that enables forms to

It’s safe to say that even if most
people are vaccinated against
COVID-19 by the summer, we
won’t return to ‘business as
usual’ overnight. Businesses
face a prolonged period of
recovery before they see
£
real growth. Government
MANUAL
borrowing continues
PROCESSING
to soar, businesses
are struggling to make
£
ENGERY
ends meet and remain
solvent, and consumers
£
are grappling with mass
RE-ISSUE
unemployment and a
major economic downturn.
A big positive to come
out of the pandemic, however,
is the realisation of the power
of technology to revolutionise
business practices, leading
to time and cost savings for
companies and a better client
experience.
The penny hasn’t dropped
for everyone. From my
own experience, I still see
businesses not appreciating
the operational benefits that
can be realised from adopting
digital technologies and
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£

£

ENVIRONMENT

INK

NOT JUST
THE COST OF
A STAMP
PAPER
DOCUMENT
STORAGE

£

Adopting a digital form or
e-signature solution comes
at a cost. But as we have
witnessed, the investment can
be recouped in less than six
months, depending on how
many documents you send per
year. Thereafter, it is profits
enhancing. Use our simple
£
cost calculator to see how
PAPER
digitising your paperwork
can save your firm money.
£

REKEYING

£

ENVELOPES

£
CALL
COSTS

£
DOCUMENT
DISPOSAL

be sent, completed and signed
electronically to postage costs
illustrates a misunderstanding
of where money is being spent
within a business, where
improvements can be made and
where efficiencies can be gained.
The above illustration identifies
all the touchpoints, resources
and costs that can occur from
using paper processes within
a business. Though some may
appear small, when you consider
the volume, it’s surprising how
much money can be spent
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annually on paper-based
processes.

Ease and speed are other
key benefits, albeit less
easily quantifiable. Electronic
documents can be completed
and returned 70% faster,
making business quicker to
process.
Clients are likely to be happier,
too. Our desire for convenience
has changed and millions more
people are now using digital
technologies due to lockdowns.
Even those who would
otherwise have been reluctant
to change realise how simple
technology has made otherwise
time-consuming processes. They
won’t want to return to old and
more laborious ways of doing
things when we finally emerge
from the pandemic.

FRACTURE BENEFIT

Help prepare your clients for when the unexpected happens with Fracture
Benefit, an element of our Fracture & Hospitalisation Benefit. This forms
part of the My Extra Benefits range available alongside your clients’ Income
Protection contract.

0800 587 5098
sales@cirencester-friendly.co.uk
www.cirencester-friendly.co.uk
V1 (FEB 2021)
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CHARTING BETTER
CUSTOMERS JOURNEYS
Change in many areas of our lives over the past year has been akin to the last
ten or more combined. This is certainly true of the protection sector.
By Chris Samuel,
Business
Operations
Director,
iPipeline UK
and Danny Essam,
Head of
Consulting,
iPipeline UK

The COVID-19 pandemic
has forced us all to look
at our processes, policies
and customer engagement,
highlighting both opportunities
to improve how we meet the
needs of the customers whose
lives and livelihoods we strive
to protect and shining a light in
dark corners where we simply
need to do better.
The obvious danger is we
focus only on barriers to
putting cover in place, and
less on ensuring it seamlessly
stays on risk and can flex with
changing lifestyle and demand
as our customers navigate life’s
challenges.
While great strides have been
made in recent times, we still
have a way to go before we
can match the pace of change
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in other financial services
segments including general
insurance.
We have vast swathes of
data to hand, but apart from
a few pockets of excellence
we are comparatively poor
at harnessing its power to
transform service delivery.

PLAIN SAILING
As awareness of the need for
life insurance grows and the
desire to buy online rises, it is
clear that digital capabilities
must further improve.
Given the ‘instant gratification’
purchase culture we are
all becoming used to, use
of intelligent underwriting
combined with improving
online acceptance rates
through the use of external
data sources are key to
achieving this goal.
The challenge is how to avoid
delays, unnecessary process
breaks and opportunities for
consumers to ‘drop off’. One
solution is to embrace the
use of fledgling ‘buy now’
capabilities, using upfront,
simplified underwriting for

certain product ranges or
levels of cover. Another is to
provide purchase options in
the event of an adverse online
underwriting decision, such as
alternative cover levels, rider
options or deferred periods.
In essence, this makes
intelligent use of data to tailor
the approach to the customer’s
need. Why should a £100,000
mortgage protection go
through the same process as a
£1 million whole of life one?
What intelligence can we
provide advisers to enable
them to decide where to
place business with greater
certainty of outcome? An
intelligent referrals process
minimises delays and reduces
the opportunity for apathy to
kick in. The use of automated
evidence recommendations
and automated requests for
e-signing of documentation
also helps.

CHANGING COURSE
Avoid unnecessary process
breaks is our nirvana, but when
these occur, keeping customers
and advisers informed is vital.

CHARTING BETTER CUSTOMER JOURNEYS | BY CHRIS SAMUEL & DANNY ESSAM
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Use of tracking capabilities
is an important part of this
process. Whether real time
alerts or recording up-to-date
information on external portals,
the ability to keep everyone
informed is a significant factor
in getting that case over the
line.
Indeed, the Financial
Technology Research Centre’s
recent operational report
scorecards listed tracking
facilities as one of the key
measures in a provider’s overall
score. Those with higher scores
provide tracking options in real
time.

PILOT AND CO-PILOT
Those who have heard me
talk know my pet hobby horse
is proactive and relevant
customer engagement, moving
us all away from sell it and stick
the policy in a drawer for the
next 20-plus years.
We need to extend updates
to policy events, informing
an adviser when a premium
is first missed rather than
at the end of a lapse cycle.
Likewise, clear communication
at claim notification stage, not
settlement, has to be better
for customers, advisers and
insurers alike.
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Using self-serve capabilities
that allow customers to register
a claim, provide the required
information and complete
the necessary documents in a
digitised manner will become
essential to attracting and
retaining the more digitally
aware generation Z.
We also need to remove the
clerical lens through which we
look at non-risk policy changes
and updates. Change of address
is a protection conversation
opportunity. Think of the client
and adviser as pilot and copilot, working together and
continually communicating as
they effectively navigate each
journey.

This quote from a recent
InsurTech Insights article
entitled ‘The Next Wave
of Insurtech’ is particularly
interesting:
“With automated claims
processing, the turnaround
time for settlement will be
measured in minutes rather
than days or weeks.”

NEW HORIZONS
Insurance companies have
endeavoured to support
customers’ needs during
the COVID-19 pandemic,
particularly when it comes to
claims.
The provision of this support
in these days of lockdowns and
social distancing has highlighted
the need to switch from a
manual paper-based approach
to a more digitised process,
allowing clients to initiate,
process and be part of the
claims journey remotely.

The challenge we all have is to
look at all our processes and
engagement. If it is not digitised
and automated, why not and
how do we make it so? This is
our new means of travel. If you
are anything like me, when was
the last time you went to a cash
machine? Does anyone even
remember cheques?
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Get your health
connected

Going beyond protection
with Aviva DigiCare+
A digital-first approach
to health and wellbeing
Aviva Digicare+ is a one stop shop that fits in
your client's pocket, giving them 24/7
access to an annual health check, specialist
clinicians, nutritionists and much more.
To find out more about Aviva DigiCare+
visit our adviser website

Services are provided by third parties.
These services are non-contractual benefits
Aviva can withdraw at any time.
PT25048 11/2020
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QUALITY
CONVERSATIONS
Quality versus price is a bone of contention between me and my husband. I have
never been able to live down the mattress we bought at my insistence for £100
– a little bit like sleeping on a bed of nails.
By Charlotte
Harrison, Product
Manager,
iPipeline UK

We had to buy another
(considerably more expensive)
mattress a year later. It is just
one example over the years
of where my price-driven
approach has fallen dismally
short.
There are only so many times
you can be proven wrong
before you decide to change
tack; I am now a firm believer
in the importance of quality.
A purchase should not just be
price orientated – in budget,
yes; cheapest, probably not.
Buying a high-quality product
that meets someone’s specific
needs makes for a happy
consumer.
Unfortunately, quality is not
always easy to understand
or measure, especially with
an intangible product like
protection. Unlike a mattress,
you can’t go into a shop and
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try before you buy. This can
make it difficult for the client
to understand the value and
creates a challenge for the
adviser to explain.
How can you ensure the
client gets the best product
for their specific needs
rather than simply the
cheapest?
As always with protection, it’s
about having a conversation
with the client. Are there
conditions they have concerns
about due to their family
medical history? Which
additional services would they
benefit from the most?

ADDITIONAL TOOLS
Unless an adviser can
memorise each product feature
and critical illness definition,
recommending a product based
on quality can be difficult.
Advisers do an amazing
job of grappling with these
challenges, but the onus is on
us to make it easier.
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We have made changes to
SolutionBuilder over the
past year to help support
conversations about quality,
providing users with additional
tools that focus on key product
aspects.
We have joined forces with
likeminded, quality focused
partners to make quality a
core part of our quotes tool.
Working with Protection Guru,
we have created a product
features report that allows
advisers to compare products
quickly and easily based on a
variety of features. We have
also enabled advisers with an
account to access CIExpert for
comprehensive critical illness
research.
These are the first steps
towards making quality a
crucial part of the conversation
with clients and ensuring
clients end up with the product
that best suits their needs as
well as their budget.

Your client’s needs - at the forefront
Compare product quality and price, side -by-side

Research

Quote

Compare

Apply

Meet your client’s every need.
Offer them the best protection cover
possible by comparing added value product
featureswithin SolutionBuilder.
Find out more today

New to SolutionBuilder? Contact us for support:
0345 408 4022 | uk.support@ipipeline.com
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NEWS YOU MAY HAVE MISSED
IPIPELINE WAS NAMED
‘ORGANISATION OF THE
YEAR’ AT THE PROTECTION
REVIEW AWARDS in
December. Protection
Review stated the award was
for “consistent building of
momentum and excellence
across a range of areas in
recent years” as well as our
‘ongoing commitment to the
overall development of the
protection insurance industry’.
We were also highly
commended for the ‘Doing it
Better’ award and shortlisted
in the ‘Best New Product’
award for our Product Features
Report. Our head of strategic
partners, Stephanie Hydon, was
shortlisted for ‘Personality of
the Year’.
WE’RE DELIGHTED
THAT OWL FINANCIAL,
SPECIALISTS IN PROTECTION
ADVICE, HAS ADOPTED
OUR DOCUMENT DELIVERY
AND E-SIGN SOLUTION,
ALPHATRUST, to digitise their
compliance process as part of
their COVID-19 remote advice
approach. By automating key
compliance and data protection
documents that require a
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signature from clients, OWL
Financial’s 1,200+ advisers will
have access to the solution
which will turn inefficient,
paper-based processes into
accurate and streamlined
digitised workflows. This will
further enable the delivery
of much-needed protection
advice to their clients.
ZURICH BECAME THE FIRST
INSURER IN JANUARY TO
START USING OUR NEW
PRE-APPLICATION TOOL
that promises to give advisers
instant underwriting decisions.
The new service, available
within the underwriting
component of SSG Digital®
Platform, our self-service,
end-to-end platform,
links to a provider’s latest
underwriting philosophy and
delivers exactly the same
underwriting outcome as if
the disclosure was part of a
traditional application. News
of the development appeared
in Cover magazine, while
Protection Guru put it to the
test, hailing it “very impressive”
and saying it “should save
advisers a lot of time”.

IPIPELINE HAS PARTNERED
WITH FINANCIAL SERVICES
SOFTWARE DEVELOPER,
CODEPOTATO, TO OFFER
QUOTEHAVEN – a protection
insurance market comparison
tool which is powered by
iPipeline. If consumers are
visiting an adviser website,
where PreQuo Lead Gen is
embedded within the webpage,
consumers can start the
research process to set their
expectations upfront, then
can be taken to QuoteHaven,
where an adviser can pick
up their case and continue
to nurture them through the
protection sourcing journey,
offering personalised advice.
GET THE LATEST INDUSTRY
UPDATES BY REGISTERING
FOR ONE OF OUR
WEBINARS. They’re a great
source of information on how
you can transform the way you
sell protection. You can also
catch up at your convenience
on any webinars you’ve missed.

WE ARE IPIPELINE
Innovator, Connector and Leader for the Insurance Industry
Our business is to accelerate and simplify advice, sales, compliance operations and customer
support. We automate processing for every stage of the business – from pre-sales, new
business and underwriting to policy administration, point-of-sale execution, post-sale sale
support and data analytics. Within the UK, our unique and powerful aggregated community
of providers, financial adviser networks and independent financial advisers, is dedicated to
enabling customers to secure the financial futures for their families.

To stay up-to-date with our latest news and updates follow us

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

For advertising & sponsorship
enquiries please contact:
Simon Duffin
01242 211830
Sduffin@ipipeline.Com

uk.support@ipipeline.com

For media enquiries
Please contact:
Jenny Burt
01242 211726
Jburt@ipipeline.Com
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