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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 
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Our new one2protect plan allows you to tailor income protection to your clients’ individual needs, 
offering more choice at even better value. 

one2protect is designed specifically for clients who work in lower risk occupations, like 
professional or administrative roles. These types of jobs are really varied, such as solicitors, 
librarians, admin workers, and hundreds more. It’s a flexible plan that can be tailored to the needs 
of each client.

• Choose whether age-costed or level premiums suit your client. All premiums are guaranteed  
	 for	the	first	5	years of the plan.
• Decide when the claim is paid and for how long. Match the ending of any employer sick pay  
 scheme with the start of one2protect claim benefit.
• Consider whether their cover should be short term (limit the claim payment period to   
 1 or 2 years), or long term (right up to the end of the plan).
• There are options to suit small budgets, by combining age-costed premiums and short   
 term claim periods, you can offer protection to more clients than ever before with monthly   
 payments starting at just £5. 

Contact us.    0800 716 654 
     advisers@holloway.co.uk 

     holloway.co.ukWe’re here to help.

Tailor made income protection

Reasons to consider income protection

• More than 1	in	5 people receive one week or less paid sick leave1

• 1 in 4 people would face financial ruin if they were unable to work for 4 weeks or more1

• The majority of 5	million	self-employed people receive no sick pay, yet	only	9% have  
 income protection1

• Nearly 70%	of	UK	households	have either no savings, or less than £1,5002

• Illness and injury remove 1 million people from the workforce, and a quarter of a million  
 leave employment completely due to ill health, never to return, in most cases the person  
 impacted is the primary income earner3

Click here to book a personal 
webinar with our business 
development team or call 

0800	716	654

https://uk.ipipeline.com/?utm_source=HeaderWebsite&utm_medium=Newsletter&utm_campaign=IPQJune2021
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THERE ARE REASONS TO 
BE OPTIMISTIC ABOUT 
PROTECTION 

Summer is upon us and so too is 
the fourth and final step of the 
government’s roadmap to ease 
restrictions across England. We 
can look forward to a route back 
to a more normal way of life with 
optimism and perhaps a little 
trepidation. What does this mean 
for our industry?

As I write this, the signs have 
been encouraging so far this 
year. Our first quarter data 
shows increases in life and 
critical illness business, and 
an uplift across all channels. 
Despite the many challenges 
that Covid-19 has brought - and 
may yet bring - to our personal 
and working lives, adviser 
protection sales grew by 10% 
compared to the first three 
months of last year.

Whether that trend continues 
throughout the next few 
months remains to be seen. 
While we expect the mortgage 
market to remain buoyant 
given the stamp duty holiday 
extension to the end of June, 
and despite our increased 
freedoms, it may still be harder 
for intermediaries to connect 
with customers.

For now, iPipeline data tells us 
that our industry is recovering 
well. The coronavirus storm 
and challenges we have 
faced since March 2020, as 
difficult as they have been 
for many of us on a personal 
and professional level, have a 
couple of silver linings, too.

The pandemic has proven a 
powerful accelerator to existing 
trends in our industry, not 
least the uptake of technology. 
Advisers have recognised the 
need to enhance their existing 
processes to keep ahead in 
a remote world and beyond. 
Our commitment to digital 
innovation has allowed swathes 

of customers to improve their 
processes and reap significant 
efficiencies through the 
adoption of AlphaTrust®.

Providers have recognised 
the need to enhance their 
processes too. They are looking 
at their digital capabilities more 
than ever, from how to update 
technology infrastructure in 
order to improve adviser and 
client engagement, to assessing 
the challenges of digital 
innovation when managing 
legacy technology and systems. 

We still need to get better at 
making protection accessible 
to more consumers but the 
pandemic has underlined the 
importance of protection 
more than ever. The stage has 
been set for future growth. A 
combination of underwriting 
innovation, good advice, 
robust sales processes and 
technological innovation looks 
set to achieve this.

STAGE SET FOR  
FUTURE GROWTH

By Ian Teague, 
UK Group
Managing 
Director,  
iPipeline
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Protection policies are there to ensure your clients, or their loved ones are 
taken care of, should the worst happen. However, it’s not just the people we’ve 
helped that are important - it’s also the ones we couldn’t. That’s why we’re 
providing you with useful information to help you ensure your clients stand the 
very best chance of having their claim accepted.

We’ve highlighted two key areas you can help them get it right at the point of sale – avoiding 
misrepresentation within the application form and confirming their details within My Account.

HELP US PAY 
MORE CLAIMS 

We’re in the business of paying claims and supporting as many people as possible 
when they really need us.

1. AVOIDING MISREPRESENTATION 

Inaccurate information or non-disclosures can cause complications when claiming. 
That’s why it’s important to remind your clients to provide up-to-date health and 

lifestyle information. Below are common areas that cause problems at the point of 
a claim which are worth focusing on with your client:

Alcohol 

This is one of the most 
common causes of 

misrepresentation, so 
prompt your clients to tell 

you if they’ve had to reduce 
their alcohol consumption 

due to medical advice. 

Smoking and vaping 

It’s important your client informs you if they smoke 
– even if they’ve had the occasional cigarette, cigar 
or vape. Also, if they’ve just given up, they need to 

provide an accurate date when they stopped. 

Weight 

If your client is uncertain of their 
weight or height, please ask 

them to check and be as accurate 
as possible. This is important as 

it’s how we determine if their 
BMI is within a healthy range 

or whether they need to pay an 
additional premium.

Pre-existing conditions 

Make sure to ask them 
if they’ve already been 

diagnosed, if they’re having 
treatment or if they have any 
related ongoing symptoms. It 
may mean we need to charge 

an additional premium or 
review their cover. 

Symptoms not yet diagnosed 

Remind your clients to tell you if they have 
any current symptoms, are undergoing tests, 

or waiting to be seen by a specialist.

3     HELP US PAY MORE CLAIMS |  BY L&G
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2. CONFIRM YOUR DETAILS (CYD) 

Ensuring your clients review and confirm their information 
following the initial application is very important. Encourage 
them to look out for the registration e-mail and register for My 
Account which allows them to confirm all their information is 
accurate or let us know if something has changed. It also gives 
you the peace of mind knowing they have the correct cover in 
place if they need to claim. Below are the common areas clients 
update their application within My Account:

4     HELP US PAY MORE CLAIMS |  BY L&G

If you’d like to find out more about the clients we’ve supported 
in 2020 and how you can help us pay more claims, visit our 
designated claims page for more information.

Medical information – 
revising current treatments, 

or symptoms not yet 
diagnosed. 

Travel - such as past trips or 
future travel plans. 

Leisure and occupational 
pursuits – activities such 

as rock climbing, gliding or 
motorsports. 

Financial - such as a change 
in occupation or mortgage 

amount.

“Last year we paid out over 
£763 million in total to support 
15,855 customers and their 
families. Out of that, we paid 
over £39 million to support 
families who very sadly lost 
loved ones to Covid-19. I 
understand that no amount 
of money could ever heal 
the loss of a loved one, but 
we hope having protection 
in place could ease financial 
pressures during these very 
difficult times. And it’s not just 
the ones we’ve helped that are 
important, it’s also the ones we 
couldn’t. Our aim is to improve 
our claims record – that’s why 
we’re providing you with the 
tools and support to ensure 
all your clients stand the very 
best chance of having their 
claim paid if they need it.”

Ali Crossley, Managing Director 
for Distribution

Find out more

https://uk.ipipeline.com/?utm_source=HeaderWebsite&utm_medium=Newsletter&utm_campaign=IPQJune2021
https://www.legalandgeneral.com/adviser/protection/news-insight/news/our-2020-claims-statistics/
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The first quarter of 2021 
iPipeline saw the UK set two 
new business records. The week 
commencing 22 February was 
the busiest week on record and 
March was a record month for 
new business applications.

Overall, new business 
volumes processed through 
iPipeline during the first 
three months of the year 
were up 10% on the same 
period in 2020, which 
included a pre-Covid spike 
in activity in mid-March.

Market activity fell in April. 
While this is expected around 
Easter, volumes fell by more 
than we typically see during 
this period, with the easing of 
lockdown restrictions and stamp 
duty holiday extension likely 
contributory factors.

Decreasing life cover continued 
to show the highest growth 
rates in the first quarter, up 21% 

year-on-year. Level life was up 
16% and level critical illness 
up 12%. Income protection, 
by contrast, was down 8%. In 
particular, sales of plans with 
no deferred period or a one-
week deferred period remained 
significantly down. Volumes 
were just 9% of the levels seen 
a year ago. A reduction in the 
number of product options in 
this space has contributed to the 
decline. Although the number of 
available plans increased to nine 
in the first quarter of this year 
from three in the third quarter 
of last year, this remains down 
on the 20 products available 

before the Covid-19 pandemic 
hit. Underwritten whole of life 
activity continued to fall, with 
volumes down 23% year-on-
year.

After a decline in the second 
quarter of 2020, sales of multi-
benefit policies continued to 
grow in the second half of the 
year. In April 2021, 31% of 
policy applications generated by 
advised firms were on a multi-
benefit basis. Around 34% of 
multi-benefit applications in 
the first quarter of this year 
included income protection. 

5     NEW BUSINESS PROCESSED THROUGH IPIPELINE SETS NEW RECORD | BY LUKE HARRISON

NEW BUSINESS  
PROCESSED THROUGH 

IPIPELINE SETS NEW RECORD
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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.

Fe
b

-2
0

M
ar

-2
0

A
p

r-
2

0

M
ay

-2
0

Ju
n

-2
0

Ju
l-

2
0

A
u

g-
2

0
 

Se
p

-2
0

 

O
ct

-2
0

 

N
ov

-2
0

D
ec

-2
0

Ja
n

-2
1

Fe
b

-2
1

M
ar

-2
1

A
p

r-
2

1

Protection New Business Trend

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

By Luke 
Harrison, Head 
of Data Analytics, 
iPipeline UK

https://uk.ipipeline.com/?utm_source=HeaderWebsite&utm_medium=Newsletter&utm_campaign=IPQJune2021
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The highest rates of multi-
benefit sales came from the 
mortgage channel, with 38% of 
all protection applications being 
on this basis. This compares to 
24% of applications from the IFA 
channel.

After a slight slowdown at the 
start of April, we saw signs of 
market volumes increasing 
during the second half of the 
month. To everyone’s relief, 
lockdown restrictions continue 
to ease but there remains 
uncertainty in the mid-term 

forecast. On the one hand, we 
expect the mortgage market 
to remain buoyant given the 
stamp duty holiday extension 
to the end of June. On the other 
hand, access to customers may 
become challenging as people 
make up for lost leisure time.

An iPipeline 
publication
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Our new one2protect plan allows you to tailor income protection to your clients’ individual needs, 
offering more choice at even better value. 

one2protect is designed specifically for clients who work in lower risk occupations, like 
professional or administrative roles. These types of jobs are really varied, such as solicitors, 
librarians, admin workers, and hundreds more. It’s a flexible plan that can be tailored to the needs 
of each client.

• Choose whether age-costed or level premiums suit your client. All premiums are guaranteed  
	 for	the	first	5	years of the plan.
• Decide when the claim is paid and for how long. Match the ending of any employer sick pay  
 scheme with the start of one2protect claim benefit.
• Consider whether their cover should be short term (limit the claim payment period to   
 1 or 2 years), or long term (right up to the end of the plan).
• There are options to suit small budgets, by combining age-costed premiums and short   
 term claim periods, you can offer protection to more clients than ever before with monthly   
 payments starting at just £5. 

Contact us.    0800 716 654 
     advisers@holloway.co.uk 

     holloway.co.ukWe’re here to help.

Tailor made income protection

Reasons to consider income protection

• More than 1	in	5 people receive one week or less paid sick leave1

• 1 in 4 people would face financial ruin if they were unable to work for 4 weeks or more1

• The majority of 5	million	self-employed people receive no sick pay, yet	only	9% have  
 income protection1

• Nearly 70%	of	UK	households	have either no savings, or less than £1,5002

• Illness and injury remove 1 million people from the workforce, and a quarter of a million  
 leave employment completely due to ill health, never to return, in most cases the person  
 impacted is the primary income earner3

Click here to book a personal 
webinar with our business 
development team or call 

0800	716	654

https://hollowayfriendly.typeform.com/to/iehFmPkF#source=iPipelineMagazine
https://www.holloway.co.uk/


New to SolutionBuilder? Contact us for support:
0345 408 4022  |  uk.support@ipipeline.com

ApplyQuoteResearch
Compare

Find out more today

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

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

https://uk.ipipeline.com/solutionbuilder-quality-comparison/?utm_source=QualityComparisonAd&utm_medium=Newsletter&utm_campaign=IPQ_QualityComparisonAd
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If you are an Investment adviser, 
when it comes to valuing your 
business, most purchasers look 
no further than your Assets 
Under Management (AUM). 
As a Mortgage and Protection 
firm, this valuation may be a bit 
trickier.

“Customer value” has several 
definitions and organisations 
can increase this by acquiring 
more customers, earning more 
business from existing ones, 
retaining them longer and 
making their experience simpler.

Visionary, customer-focused 
leaders such as Jeff Bezos have 
long understood the importance 
of concentrating on customer 
value, and they’ve become 
enduring customer loyalty 
leaders in the process.

In the last fifteen months or so, 
we’ve seen a lot of research into 
the behaviour of customers in 
relation to financial services. 
Canada Life, Guardian and more 
recently the Association of 
Mortgage Intermediaries (AMI) 
did a survey of client attitudes to 

Mortgage and Protection, giving 
us insight into what customers 
want, and importantly, what 
they don’t.

We have learnt that often it is 
the contact strategies that are 
crucial as to whether a customer 
will return or not; keeping in 
touch with customers and doing 
what is in their best interests 
shouldn’t be beyond any of us, 
nor should giving them access to 
a wide range of products - even 
if it isn’t always giving the advice 
(e.g. using referral partners).

If you were selling your business, 
to develop a valuation would 
you choose to disclose what 
it costs to acquire and serve 
customers, provide a breakdown 
of customer counts and revenue 
by segment, or would it be 
more reasonable to look at 
the volume of purchases and 
retention rates among the top 
20% of customers relative to the 
remaining 80%? Put simply, who 
returned and who didn’t? 

So, what are your AUM 
as a mortgage firm? It can 
be argued that the key 
AUM is your customers, 
and you are managing the 
interactions. Quickly meeting 
customer needs is what often 

differentiates SMEs from larger 
corporations. With customer-
focussed teams, the functional 
expertise can be a powerful 
accelerant to innovation and 
competitiveness – and this is 
what makes customers return!

We are all part of a service 
industry, and our value is very 
much derived from repeat 
purchases and the variation of 
products sold. When a customer 
thinks ‘I need financial services’, 
do they think of you, in the same 
way that most of us think of 
Amazon for most of our online 
retail purchases? How efficiently 
we get them to think that way 
should determine the true value 
of your customers.

Diversifying your product 
range is vital here, hence the 
continual need to look at 
additional services you can 
provide. Individual Protection, 
Group Risk and General 
Insurance are great examples 
of this, and at Paradigm Protect 
we can support you in this 
diversification, including trusted 
referral options. 

We cannot all have market 
valuations of $1.67tn - but 
we can learn something from 
organisations that do.

WHY THE VALUE OF ADVICE 
TO YOUR CLIENTS WILL BRING 

VALUE TO YOUR OWN BUSINESS

By Mike Allison
Head of Protection, 
Paradigm Protect
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What are the main benefits of having your protection agencies  
with Paradigm Protect?

  Increased net commissions via our 
market-leading terms

  Commission is paid directly to you  
by the Providers

  No loaded premiums paid by your clients

  We offer FREE SolutionBuilder licences 
to our members, as well as other  
free technology

  Extensive panel of Providers

  Simple registration process 

  No joining fee

  Does not restrict you or affect your 
Independent/WOM status 

  Extensive support and training  
available to help you increase  
Protection & GI sales

  Protection helpdesk team who can 
assist if you are struggling to arrange 
protection in complex circumstances

  Access to free Specialist Protection  
CPD events

  Access to our free online Paradigm  
CPD Academy

  Referral partners for GI, Professional 
Indemnity Insurance, PMI

  We will never change any agencies if 
your net terms would be worse off

03300 536 061 
info@paradigmprotect.co.uk  |  paradigmprotect.co.uk 

Please call us today to find out more and to start benefitting  
from our market-leading commercial terms!

PARADIGM PROTECT ARE HERE TO SUPPORT YOU IN DEVELOPING 
YOUR INDIVIDUAL PROTECTION, GROUP RISK AND GENERAL 

INSURANCE (GI) OFFERING TO YOUR CUSTOMERS.

GET IN TOUCH TO FIND OUT MORE.

https://www.paradigmprotect.co.uk/


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

PRODUCT FEATURES REPORT     Powered By    

Compare what else the products o/er

Tes Test 26/05/2021

The table below shows the product features you have selected

as important. Each feature has been rated using Protection

Guru’s extensive and objective benchmarking process. The

percentage in each column indicates how well a feature has

been scored for  that product, allowing you to choose the

product best suited to your individual needs.

POLICY BASIS: LEVEL TERM ASSURANCE

SUM ASSURED: £50,000

TERM: 15 YEARS

COVER TYPE: LIFE

Feature

AIG Life Start

Term Assurance

£3.63 /month

Aegon  Personal

Protection

£5.00 /month

Aviva Life

Insurance+

£5.00 /month

Counselling

100% 58% 78% 0% 0%

Fitness

92% 75% 8% 0% 0%

Fracture Cover

Not  supported Not  supported 71% 0% 0%

Global Treatment

Not  supported Not  supported 100% 0% 0%

GP Services

100% Not  supported 68% 0% 0%

Health Check

87% 87% 100% 0% 0%

Nutritionist

100% 75% 100% 0% 0%

Second Medical

Opinion

99% 95% 92% 0% 0%

0% 0% 0% 0% 0%

0% 0% 0% 0% 0%

Aviva, Legal and General and Royal London understand the importance of  making sure that your client has the cover

best suited to their needs. As part of  this they have supported the creation of this report.

Disclaimer:

This document is based on ratings provided by Protection Guru and the quote details entered. It is not intended to replace the advice of your financial adviser. Features shown in

this report may not be included in the product as standard and some features may incur an additional cost, please check policy documents to understand what is included.

Private & Confidential Reference PF287468EC6E092AF4

NEW TO SOLUTIONBUILDER®?

FIND OUT MORE 

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

https://uk.ipipeline.com/productfeatures/?utm_source=PFAd&utm_medium=Newsletter&utm_campaign=IPQJune2021
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PUTTING THE 
CHILDREN FIRST

Most parents do everything in their power to protect their children. So why is children’s 
critical illness cover so rarely discussed? It’s the afterthought. And that’s largely because of 

proposition design. 

Children’s cover is usually built 

into adult critical illness cover 

only, so an adviser can only 

discuss it if the parent takes 

out critical illness cover for 

themselves. At Guardian, we 

think they deserve better. 

Let’s look at why. The impact 

of a child’s critical illness on 

a family is devastating. Take 

cancer – the big reason children 

need cover. According to 

children’s cancer charity CLIC 

Sargent, around 4,500 under-

25s are diagnosed with cancer 

each year. Which is 12 families 

every day1. 

The charity found 42% of 

parents had to stop work 

because of their child’s cancer 

treatment. 19% of parents took 

unpaid leave for over a year, and 

49% of parents experienced a 

loss of earnings2. 

A number of things need to 
change. 

1. Children’s critical illness 
cover should be an optional 
extra. It should be possible 
to add it to any adult policy, 
either life or critical illness, at 
any time. At Guardian, that’s 
what we’ve done and, so far, 
100% of our children’s critical 
illness payouts have been for 
cover attached to an adult life 
policy. These are claims that 
wouldn’t have been possible if 
we’d followed the market and 
offered children’s cover as part 
of the parent’s own critical 
illness policy. 

2. We don’t believe the typical 
£25,000 always gives a family 
the financial breathing space 
they need, especially as the 
average (median) full-time 
salary in the UK according to 
the ONS is £31,0003. Equally, if 
a family doesn’t need children’s 
cover, they shouldn’t have it 
automatically included in the 
price. At Guardian, parents can 
choose between £10,000 and 

£100,000, and they pay just one 
amount to cover every child in 
the family plus any new arrivals. 

3. With any critical illness claim, 
a payout alone is rarely enough. 
The claimant often needs 
emotional support or other 
help. This is just as true for 
children and their families. By 
putting children’s critical illness 
cover in place, it helps the 
family become aware of what’s 
available. Which means they 
are more likely to turn to their 
insurer for help if they need 
it. Our HALO claims service is 
there for all the family. 

At Guardian, we know better 
proposition design leads to 
better outcomes. That’s why 
we’ve designed our children’s 
critical illness cover as an 
optional extra with all these 
features and more. We think 
children deserve protection and 
they deserve a bigger place in 
the protection conversation. 

It’s time to put the children first. 

By Jacqui Gillies, 
Marketing and 
Proposition 
Director, Guardian 
Financial Services
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Source: 1. CLIC Sargent, A Strategy for 2020-2025.  2. CLIC Sargent, Cancer costs report, 
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It struck me that even my 
elderly, technophobe father 
understood that without the 
use of technology, in the midst 
of a pandemic, he couldn’t 
proceed with the daily tasks 
that he would normally carry 
out face-to-face or on paper.

For someone who has been 
working in technology for 20 
years this was an interesting 
opportunity; an opportunity to 
train someone in their 70s on 
how to ‘go digital’ for the first 
time. 

As a father myself, I tried to 
reflect - thinking about teaching 
my son to walk or his first 
words. But those functions are 
ingrained in our DNA through 
millions of years of evolution.  
Teaching someone in their 70s 
with no technical knowledge 
to use a smartphone was a 
massive challenge and, to be 
frank, at times frustrating; 
which brings me to my point. 

My Dad’s lack of technical 
understanding is a trait not 
solely related to older people 
(there are a number of very 
competent ones).

How did he fare when left to 
his own devices to shop, bank 
and manage other aspects of 
finance solely online, without 
any notable support – face-to-
face or over the phone? The 
result inevitably was a number 
of calls to me. 

But my reflection on his 
experience was a revelation. 
Tech natives, or adopters 
invariably take for granted 
our years of exposure and 
experience managing our lives 
online. It also highlighted how 
difficult some processes were, 
even though they were digital.

It also made me think about 
changes in online customer 
demographics. We have 
seen the adoption of digital 
technologies rising significantly 
during the pandemic, McKinsey 
data has shown 60% of people 
want these digital experiences 
to be convenient. However, 

many are lacking a truly 
intelligent, user-friendly digital 
experience, with less than 10% 
of users rating them a satisfying 
experience*. 

Perhaps all technology 
companies should consider 
employing pensioners as 
testers. 

I have read some opinions 
stating that once the pandemic 
is over, some businesses will 
go straight back to using 
paper. Throwing away any 
digital transformation and 
temporary workarounds they 
have put in place over the past 
year.  Customers, however, 
have realised the convenience 
and the ease of using digital 
technologies. It will be an 
extremely negative outcome 
on a business if they were to 
drop any forward progress 
they have made with digital 
transformation, enabling 
customers to engage in the way 
they want.

According to the ONS, online 
spending now makes up 35% of 
all sales.

DO YOU KNOW WHAT I DID 
LAST SUMMER?

During summer 2020, my dad sat me down, and said “son, given the state of the 
current climate, I need some advice…”

“…I think I should buy a smart phone”.

By Scott Machin,  
Senior Product 
Manager,  
iPipeline UK
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When we finally see the sun set 
on the pandemic, people in all 
age groups who were driven into 
adopting online technologies are 
not going to go back.

We have evidence from 
our AlphaTrust® customers 
that shows just how quickly 
documents are being 
completed using our digital 
forms and e-signature 
technology, taking the 
paper processes away that 
would normally take a few 
weeks to be delivered and 
reducing them to just 24 or 
48 hours.  Why would any 
customer want to roll back 
from that convenience and 
efficiency?

So, what has been the 
conclusion from my father 
adopting this technology and 
having an infinite amount of 
information at his fingertips? 
Is he expanding his mind by 
reading and further educating 
himself, or keeping fully up to 
date with current affairs?

No, now he spends his days 
sending and receiving joke 
videos on WhatsApp. At 
least he has been able to 
communicate and interact with 
his family and friends during 
this difficult period.

15     DO YOU KNOW WHAT I DID LAST SUMMER?  |  BY SCOTT MACHIN
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However, I also know from my 
time selling home insurance that 
most people are not. I’ve had 
countless conversations with 
customers persuading them not 
to say they had a three-point 
locking system when in fact 
they had a yale. Yes, it would 
make their insurance cheaper, 
but it could also invalidate it in 
the case of a break-in. These 
conversations take time, but it is 
vital to ensure people have the 
right protection in place for the 
most expensive thing they are 
ever likely to buy…their home 
and their prized possessions. 

Many see buying home 
insurance online as the quick 
and easy option. This is not 
always the case. Some online 
home insurance quotes have 
over eighty questions to trawl 
through. Couple the eighty 
questions* with the fact many 
may have no idea on half the 
answers and do not understand 
the quality of cover they are 
presented with at the end, it 
doesn’t necessarily feel like self-
serve is the best option.  

Personally, I find speaking to 
someone a far more reassuring 
process. A friendly and informed 
voice who can explain about the 
exciting topics of subsidence and 
landslip as well as emphasising 
the importance of getting the 
right cover. They can also explain 
why cheapest is the not the 
same as best value.

The onus of having an educated 
home insurance conversation 
can often fall onto the adviser. 
As a client’s main point of 
contact for protection, an 
adviser can end up having to run 
through fact finds and lengthy 
question sets for a range of 
different covers. It is therefore 
not surprising that advisers are 
often pushed for time and home 
insurance tends to end up lower 
on the list of priorities. 

So, how can you make sure 
your client gets the right 
home insurance cover without 
stretching your workload to 
breaking point and bombarding 
your client with yet more 
questions? A short and easy is 
answer is to refer it. 

That is why we have chosen to 
partner with award-winning 
home insurance referral 
provider, Safe&Secure. The new 

SolutionBuilder service will 
allow you to fill in client contact 
details and leave the rest to 
Safe&Secure. 

Safe&Secure will call your client 
at a time convenient for them 
and take them through the 
full home insurance process, 
ensuring they are offered the 
best cover available. 

Not only does your client end up 
with the most appropriate cover, 
your time is also freed up and 
you are able to earn as you refer 
from this service. There has 
never been a better time to get 
involved with home insurance as 
insurance companies are being 
forced to offer the same price 
for products at renewal as they 
do for new business. This should 
dent the aggregator re-broking 
merry-go-round. 

Remember, not offering home 
insurance referrals could:

• be costing you up to 
£172,500 over a 7-year 
period** (based on three 
successful referral sales a 
week). It could also cost your 
client a whole lot more.

• put at risk mortgages for 
homes where your client 
needs non-standard cover. 

SAFE&SECURE
Do you know what a 5-lever mortise deadlock is? Having spent my first months out 
of university selling home insurance, I do. I like to think I am pretty au fait with flat 

roofs, lock types and the importance of specifying expensive objects. 

By Charlotte 
Harrison, Product 
Manager, 
iPipeline UK
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Like most markets, ours is 
one that has been heavily 
challenged over the last 14 
months. As the pandemic 
struck, confidence plummeted, 
and we were all affected. 
Consumers stopped buying, 
advisers stopped selling, 
insurers stopped growing. Tech 
platforms like ours watched 
volumes fall and a buoyant 
market stumble.

However, despite a year 
of challenges like no other, 
confidence is flowing again. 
Clearly I’m no epidemiologist, 
but you don’t need to be an 
expert to sense the buzz return 
to the streets as we prepare 
for a return towards normal 
lives. And while we may still be 
working from our spare rooms 
(rather than office meeting 
rooms), confidence is flooding 
back to the protection market, 
too. In his market analysis, our 
Head of Data, Luke Harrison, has 
provided the hard evidence to 
reinforce the upward trajectory 
our market is again on.

What leaves me even more 
hopeful is that my confidence 
is not just drawn out of 
current market metrics. It 
comes from the direction and 
purpose within protection that 
was temporarily halted, but 
certainly not stopped.

THE IMPOSSIBLE DREAM

Protection is a tough nut to 
crack and we all still have 
a number of challenges to 
overcome if we hope to become 
as integral to our customers 
lives as, frankly, we should be. 

There are still large sectors 
of the population almost 
untouched by protection, 
such as home renters and 
younger generations. By 
failing to engage them, are 
we really delivering the 
cover they need to protect 
themselves and their 
families?

However, recent enhancements 
in tech are laying the 
foundations for what I believe 
could be a revolution in the 
months and years to come. 
I’m proud to work for an 
organisation that is leading 

and will continue to lead this 
revolution across every aspect 
of the protection buying and 
servicing journey.

Central to this revolution is 
sure to be developments in 
underwriting, the ‘engine room’ 
of insurers. It is accepted that 
long-term products demand 
underwriting but equally, that 
underwriting itself can be an 
overly complex process. Firstly, 
it can make the ‘on demand’ 
immediacy that consumers 
crave hard to come by. Second, 
it can make protection products 
static – failing to adapt with 
a customer’s changing needs 
and life situation, like an outfit 
captured on a Polaroid rather 
than a changing wardrobe 
through the lens of a GoPro. 
Underwriting today has to 
assess risk in real time and for 
the next 25 years.

IT DOESN’T HAVE TO BE 
THAT WAY

However, no insurer should 
now be constrained by the old 
rules. Our market leading SSG 
Digital platform has already 
made huge inroads into the 
protection market and we know 
that as many as three in ten 

POST PANDEMIC BLUES?  
NO, JUST A BRIGHT FUTURE 

FOR PROTECTION

By Ralph Tucker, 
Enterprise Sales 
Director,  
iPipeline UK

20     POST PANDEMIC BLUES?  |  BY RALPH TUCKER

https://uk.ipipeline.com/?utm_source=HeaderWebsite&utm_medium=Newsletter&utm_campaign=IPQJune2021
https://uk.ipipeline.com/ssg-digital-platform/?utm_source=RalphArticleSSG&utm_medium=Newsletter&utm_campaign=IPQJune2021
https://uk.ipipeline.com/ssg-digital-platform/?utm_source=RalphArticleSSG&utm_medium=Newsletter&utm_campaign=IPQJune2021


An iPipeline 
publication

iPIPELINE QUARTERLY   |   JUNE 2021   

new policies are now written 
using its many capabilities.

Still, it never fails to amaze 
me just how remarkable 
this system is – right across 
the buying journey, from 
both insurer and consumer 
perspectives.

SSG Digital can integrate 
and deliver any underwriting 
philosophy seamlessly. Insurers 
that work with us don’t have to 
compromise their philosophy 
in any way and often use 
implementation of the system 
as a stimulus to really innovate 
their approach to underwriting.

Perhaps even more 
fundamentally, SSG Digital has 

the potential to help reimagine 
what protection can do to flex 
and change as the needs of 
customers evolve. It’s not about 
simply processing Guaranteed 
Insurability Options (GIOs) in 
the event of one of very few 
life events (do they ever get 
processed?) - the potential of 
using SSG Digital is far more 
exciting.

This is about using a modern 
tech platform to build dynamic 
changing cover, engaging with 
and offering your customers 
the opportunity to tailor their 
protection as their lives evolve. 
This functionality is truly 
unique. Changes are made 
based on criteria an insurer 

sets. The system even offers the 
opportunity to ‘nudge’ advisers, 
giving them the cues to enhance 
their advice offering. This is 
about making protection more 
relevant to the end customer, 
which in turn makes both 
advisers and insurers more 
successful.

THE FUTURE IS HERE

The temptation when thinking 
about the future is to think too 
far ahead when sometimes the 
answer is closer at hand. In a 
market that has been crying 
out for both tech and product 
innovation, the future is 
already here.
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IPIPELINE HAVE BEEN 
SELECTED AS A FINALIST 
IN THE BEST HEALTHTECH 
INNOVATION - THIRD 
PARTY PROVIDER 
CATEGORY AT THE UK 
HEALTH & PROTECTION 
AWARDS 2021 

Over 600 independent 
intermediaries – advisers, 
brokers and employee benefit 
consultants completed this 
year’s provider survey and 
were tasked with nominating 
those organisations that have 
done the best job for them 
and their clients over the past 
year. We’re looking forward 
to judging day in July to find 
out who wins!

IPIPELINE HAS 
PARTNERED WITH 
AWARD-WINNING HOME 
INSURANCE REFERRAL 
PROVIDER SAFE & SECURE

The service, available through 
SolutionBuilder, frees up 
advisers’ time to focus on 
protection advice with the 
peace of mind that their 
customers will receive the 
best home insurance cover 
for their needs too.

WE’VE RECENTLY ADDED 
VITALITY SERIOUS 
ILLNESS COVER
to our Compare Quality 
service in SolutionBuilder. The 
Vitality product differs from 
traditional CI policies, so until 
now, making comparisons was 
difficult. This enhancement 
to SolutionBuilder will enable 
advisers to compare Vitality’s 
product in one place, saving 
time while also being able 
to suggest the best cover 
for clients more easily and 
efficiently.

PASSIONATE CUSTOMER 
EXPERIENCE ADVOCATE,

Chris Samuel recently joined 
The Risky Mix Podcast and 
spoke about protection - how 
we can make products more 
inclusive, accessible and 
relevant to a wider audience. 
Listen to the whole podcast 
here.

DON’T FORGET, YOU CAN 
REGISTER FOR ONE OF 
OUR WEBINARS HERE 

There’s a wealth of 
information available on a 
wide range of subjects. Catch 
up at your convenience on 
any webinars you’ve missed. 

NEWS YOU MAY 
HAVE MISSED
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