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Opportunity knocks –
and we’re ready!

By Ian Teague
UK Group Managing
Director, iPipeline

When I reflect on industry headlines over
the last year, it’s clear to see the shift
towards a much more positive outlook
within protection. Granted, we’re still in
the middle of a global pandemic, but we’ve
weathered (hopefully) the worst, we’ve
learnt from the challenges we’ve faced and
to some extent capitalised on the enforced
changes to continue to transform the
market.
I am proud of the optimism that our industry,
and specifically iPipeline has maintained on this
journey through tough times and crucially, that so
many people have benefited from our creativity
and innovation, and have financial protection as a
result of it.
Throughout all the uncertainty and change, we’ve
remained future focused, ready to adapt and
develop to deliver the innovation our customers
need and have come to rely on.
However, as we begin to shift our minds away
from one global crisis, another comes more
sharply into view.
There’s been no escaping the amount of coverage
and focus around COP26, the 2021 United
Nations Climate Change Conference. Everyone
has a responsibility towards mitigating climate
change and as a business, we are no exception.
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Financial firms around the world are committing
to achieving net-zero emissions, yet are a long
way behind their pledges, so we need to do more
to accelerate their decarbonisation to deliver.
iPipeline has a huge opportunity and I genuinely
believe we can help more. Digitisation, whether
it’s about the SolutionBuilder portal, our SSG
Digital Platform or AlphaTrust, improves our
customers processes, making them more
efficient, whilst making it easier for customers
to buy insurance. Going paperless and reducing
carbon footprint is a goal for us all!
The success of our market is built on the
foundations of a strong ecosystem of products
and services, phenomenal people and a common
goal; to improve financial wellness. We must
continue to celebrate this, whilst identifying
every opportunity to become better.
This is just one of the reasons why we’re excited
for the forthcoming Protection Review Awards
on 8th December. We’ve been shortlisted in the
‘Doing it Better’ and ‘Organisation of the Year’
awards, plus individual nominations for Chantel
McGill, Stephanie Hydon and Zoe Mears. We
wish everyone the best of luck!

Happy Christmas and all the best
for the opportunities in 2022.
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Business Protection:
The opportunity to prosper
and help your business grow

By Jeff Woods
Head of Intermediary Development,
Legal & General

Many businesses take the time to consider
employment benefits, pension schemes and staff
protection. Yet, getting insurance for the business
itself can be overlooked – even though it’s
pivotal to everything else. And without it, there
would be no funding for the further benefits.
The latest government figures show that of almost
6 million private sector businesses, 96% have less
than 10 employees1. With a statistic that says 6 in
10 businesses (59%) would cease trading within 12
months of losing a key person2, the UK SME market
provides an opportunity for you to sell business
protection.
Our latest ‘State of the Nation’ report uncovers
the risks to small and medium-sized businesses. It
highlights a greater optimism among UK SMEs than
you may expect after such a tough time with Covid. It’s
encouraging to see that 57% of businesses say they’re
feeling positive about their future. And even more
encouraging is that a third are examining how they can
expand their business within the next two to three
years.
However, despite the optimism, businesses are
vulnerable to the loss of a key person - with over
half regarding it as the biggest scenario for serious
impacts upon their business. They are also vulnerable
when considering the levels of debt and the personal
security they have given in relation to the loans. Is
it in their best interests to risk their personal wealth
or their house as security? Or, would it be a better
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solution to use insurance cover? That’s where an
opportunity arises for you.
Our 7th edition of State of the Nation highlights
the prospects for advisers in this market, providing
a practical way to hold a discussion with business
clients. Advisers are ideally placed to help businesses
understand the uncertainty of risks and to make the
right decisions about protecting themselves against
unexpected and, in many cases, unforeseen events.
We urge SME business owners to consider their
contingency plans. And in turn, to speak to a financial
adviser if they’re not covered for an event where a key
employee becomes ill or dies. Protection could help to
meet the costs of repaying a business loan, replacing
lost profits or hiring a short-term replacement.
As market leaders, we have a range of protection
solutions to meet the various risks and needs that a
business may face if the worst was to happen. Our
Business Protection products that corporate advisers
can give guidance on, include Share Protection,
Relevant Life Plan, Key Person Protection and
Executive Income Protection.
State of the Nation report recently featured in the
‘Practical Practitioner Podcast’. Download our new
report, to help you start the conversation around
Business Protection.
Sources:
1 Business population estimates for the UK and regions 2020:
statistical release – GOV.UK
2 State of the Nation report

For Adviser use only

Introducing our
suite of Business
Protection products
Many businesses take the time to consider
employment benefits, pension schemes
and staff protection. Yet, getting insurance
for the business itself can be overlooked.
That’s why we’ve designed a comprehensive
range of products to support different types
of business needs and help find a solution
that’s right for them.

Key Person Protection:
Safeguards a business against the financial
effects of death, terminal* illness, or critical**
illness (if chosen), of a key employee.

Share Protection:
Helps business owners buy out
the shares of a partner or director
who has died or becomes
terminally ill*, or critically ill**
(if that option is chosen).

Relevant Life Plan:
Helps employers provide an
individual death in service benefit for
their employees.

Key Person Income Protection:
Provides a regular monthly benefit to
a business in the event of the illness or
injury of a key employee.

Business Loan Protection:
Can be used to pay an
outstanding overdraft, loan
or commercial mortgage,
should the guarantor die
or become terminally ill*, or
critically ill** (if chosen).

Executive Income Protection:
An income protection plan that helps a
business to cover the costs of enhanced
sick pay for individual employees.

*If life expectancy is less than 12 months
**With a specified critical illness

adviser.legalandgeneral.com/businessprotection
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Machine Learning
By Luke Harrison
Head of Data Analytics,
iPipeline UK

Machine learning (ML), a subset of artificial
intelligence, is now big business. Bank of
England survey data, from 106 financial
institutions, suggests two thirds use it in
some form1.
Google searches have increased six-fold since
2010. Once at risk of becoming a technology
always “10 years away” from fruition, it’s now a
core element of effective business strategy. Whilst
all mathematical models are wrong, some are
useful (and some are very useful).

Sales & Marketing
One advantage of ML is to identify patterns in
data that humans cannot perceive. Trained against
data on customers that did, and importantly did
not, purchase protection products, ‘propensity to
buy’ models can predict the likelihood of taking
out a policy for new customers. These can be
extremely powerful in targeting the right leads
with relevant messaging, and for triaging more
involved cases to specialised business units.
The outcome: improved conversion, leading to
increased efficiency.

Pricing
The accurate pricing of risk is a foundation of the
protection market, and there is good quality data
in the form of actuarial mortality and morbidity
tables based on historical experience.
However, these typically only go so far, with age
and smoker status the key determinants (gender
pricing being outlawed in 2012). ML offers
a radically different approach to pricing risk,
providing claims data can be linked with wider
consumer data. This is not without difficulty, with
personalised pricing challenging the

6

MACHINE LEARNING | LUKE HARRISON

pooled risk principle. There is also the possibility
for unforeseen outcomes – for example, life
expectancy does vary by gender, so a machine
learning model may well price differently across
gender.

Customer Retention
It’s possible, with enough good quality data, to
predict which in-force policies are most at risk of
lapsing at a given point in time. This can be used
to drive targeted interventions or identify upsell
opportunities when client circumstances change,
leading to improved protection coverage and
additional client value.

Claims
For any insurance product, the claims process
is extremely important, and no more sensitive
than when claiming for protection. ML can
help optimise this process – from identifying
early claims signals in the data, applying natural
language processing to capture claims voice data,
to identifying the most suitable form of claims
engagement for an individual.
As with all new technologies, there are many risks
to overcome – regulatory, technological, ethical
and structural bias to name a few. It’s also an
epitome of Einstein’s “standing on the shoulders
of giants”: effective machine learning models can
only be deployed on top of sound data, in an agile
environment which supports iterative change.
However, perhaps the bigger risk to our industry
right now is not taking ML seriously enough.
Source:
1 www.bankofengland.co.uk/report/2019/machine-learningin-uk-financial-services
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Jenny McGivern (Propositions Manager)
and Matt Usher (Change Delivery Manager),
give their take on transforming customer
communication on protection policies from
dull and uninspiring annual statements into
timely, flexible communications based on
customer actual life events.
The Covid-19 pandemic has had a profound impact
on the way we are working. For many, face-to-face
meetings are a thing of the past and this in turn places
more emphasis on comprehensive, efficient, digital
processes. The methods that have become engrained
during the pandemic are likely to stick going forward,
with the digital provision of existing customer details
by insurers becoming an integral part of the client/
adviser relationship.
On top of the typical life events most likely to trigger
a protection conversation; marriage, a new home,
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Matt Usher
Change Delivery Manager,
Aviva

first born baby, the Covid-19 crisis is now also
being recognised as a prompt for people to consider
protection.
We have looked at key life events during a typical
protection policy lifecycle that allow customer
communication to go beyond product or regulatory
communications, enabling a client/adviser relationship
to be built and maintained.
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In 2020, the average age of an Aviva customer
purchasing a decreasing term policy (DT with and
without CI included) was 35 years of age1. Our
customers are therefore likely to experience one or
more of the following key life events during their
policy term2:

Marriage (average age 32)
Having a child (average age for
first child - mother 29, father 33)

Purchasing home (average age 34)

Moving home
Divorce (average age 45)

The period between the ages of 30-45, therefore,
represents a particularly critical period for keeping
in touch with our customers and ensuring their
protection policy continues to meet their needs. Our
products are set up to cope with these life changes
through benefits and options like the separation
option or the moving house option but the difficulty
lies with identifying the event when it happens to
ensure timely changes are made.
Annual statements are a common way for protection
providers to keep clients up to date with their cover
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and the benefit it provides. Although the frequency
and content differ markedly between insurers.
Though the provision of some information is often
better than none, perhaps this method is best
consigned to savings and investment contracts where
the need for defined regular reviews of holdings is
necessary best practice.
In the case of protection contracts a flexible
approach, reacting to customers’ changing
circumstances by providing prompts and information
to advisers, giving them the tools and opportunity to
make proactive contact with customers would be a
better way for insurers to provide data. The challenge
remains whether insurer systems and processes
can cope with this in a truly digital way. But with
consumers becoming more aware of their own health
and financial wellbeing, it’s crucial we respond to an
ever more engaged audience.
Our Aviva Digicare+ proposition which is
automatically included with Aviva protection policies,
supports customers’ ongoing interaction with their
health and wellbeing and provides a platform for
ongoing engagement on this topic.
We are carrying out further research via an adviser
survey in the coming months, the results of which will
potentially drive key changes in our existing business
communication strategy and strengthen our desire to
create long lasting customer relationships.

Sources:
1 Aviva MI on average age at purchase of decreasing term policy in 2020
2 Key life events, Office for National Statistics

Shifting Sands Protection Trends
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By Paul Yates
Product Strategy Director,
iPipeline UK
As we approach winter, say goodbye to 2021
and wonder where the time went I reflect
on a year of almost dizzying change. We
continue to navigate a global pandemic and
the ongoing impacts of climate change. It
doesn’t matter what you do or the market in
which you operate, this change seems to be
accelerating, with much driven by evolving
tech.
The protection market is no different. It wouldn’t
be unfair to say that ours is a market which has
failed to adapt and capitalise on the potential
of new tech in the past, but perhaps is now
beginning to catch up.
As I consider this last point, the time seems right
to analyse where the protection market currently
sits in terms of tech and what the trends are
which will impact us all in the coming years. These
thoughts aren’t about stating rights and wrongs,
or identifying failures, more just talking points to
stimulate debate.

Working populations are changing, and aging
In 2020, over half of the UK working population
was made up of millennials or Gen Z, according to
the Office for National Statistics.
Let that sink in for a moment. Ours is a market
which seems to talk continually about the need
to engage younger customers, reflecting the
challenge we have encountered in trying to attract
people earlier in life. If nothing else, this statistic
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perhaps reframes the debate; those we describe
as the customers of tomorrow should be the
customers of today.

2.9% of the UK working population are on
zero hours contracts1
We all know that the shape of employment is
changing, but how does that effect how relevant
protection is today? This statistic highlights the
scale of the challenge ahead – as employment
types change, protection needs to change too.
Working life is less linear than it once was –
which needs to be reflected in product design.
Can products adapt to different employment and
financial circumstances? Can incumbent insurer
tech enable the fundamental shift needed to drive
more flexible, ‘real time’ protection? Equally, the
traditional routes by which customers engage
with protection are changing.

House prices rose by 8.5% in 20202
A growing problem?
As more and more first-time buyers are prevented
from getting on the housing ladder by rising
prices, the question must be asked – what access
points will the customers of tomorrow have into
financial advice? With fewer first-time buyer
mortgage interactions, how do we work together
to build demand and generate opportunities to
discuss protection? Have we become over reliant
on the link between mortgages and protection?
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Consumer behaviour and attitudes to money
are evolving
Gross household saving spiked by 280% during the
pandemic3. Consumers have proven an ability to save,
but as lives return to normality – will they quickly fall
back into consumerism at the expense of planning for
the future? We need to compete for their attention and
money – to view protection as an aspirational investment
for their future.

We continue to see digital drive behavioural change
48% of smartphone owners who use biometrics, used
them to authorise payments4. Consumers are continuing
to empower their tech to make purchases faster and
more efficient. This need for immediacy is reflected in our
falling attention spans, now just eight seconds, according
to Forbes. How can our market compete for consumer
attention in what Google describes as ‘Micro Moments?’
We’ve analysed these and other trends and summarised
what we think are the key hurdles for the protection
market to overcome, as we drive towards the growth we
all crave and society desperately needs to ensure financial
resilience.
In the interest of a growing wordcount, I’ll save those
hurdles for a future edition, so do keep reading iPipeline
Quarterly for more.

Sources:
1 Contracts that do not guarantee a minimum number of hours ONS
2 UK House Price Index: December 2020 ONS
3 Statista: Q1-Q2 2020
4 Connected Lives Deloitte
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FOR ADVISERS ONLY

BETTER IS IN
THE DETAIL

DUAL LIFE APPROACH
FOR COUPLES

CRYSTAL CLEAR CRITICAL
ILLNESS DEFINITIONS

COVER UPGRADE
PROMISE

Gives both partners individual
cover, so if one partner claims,
the other is still protected.

For the most claimed-for conditions,
confirmation from a
UK Consultant is all we need.

If we improve our cover in
the future, our existing
customers can also benefit.

TERMINAL ILLNESS
DEFINITION

OPTIONAL CHILDREN’S
CRITICAL ILLNESS COVER

Life Protection that pays out on
diagnosis of incurable stage 4 cancer
rather than life expectancy.

Parents can add it to
their life cover or critical illness
cover anytime.

GFS A 0305 1120

For more information, visit: adviser.guardian1821.co.uk

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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Getting ahead on your
ESG strategy with time
and cost saving solutions

By Nick Jones
Senior Marketing Manager,
iPipeline UK

Last year we featured an
article on AlphaTrust and the
opportunity for the financial
services industry to digitise
manual, paper heavy processes,
saving huge amounts of time
and money as a result.
Agency registration, claims
and underwriting processes all
generate a massive amount of
waste in terms of paper, energy
and lost staff hours. Digitisation
of these functions may not be
top of their strategic agenda, but
the opportunity is huge and soon
enough businesses of all types
may feel even more compelled to
streamline and digitise.

Change is a foot
In an industry rife with
abbreviations and acronyms, it feels
odd to report that perhaps the
most common current ‘code’ is ESG
(Environmental Social Governance);
a term which isn’t specific to
what we do, but applicable to
every market and every company.
Post pandemic, as we recover to
something approaching normality,
there is another huge challenge on
the horizon and everyone’s lips; that
challenge is climate change.

Good COP, bad COP?
I write as the great (and the good?)
of the political world gather in
Glasgow for COP26, a discussion
of world leaders on how to tackle
climate change and global heating.
I’ve never been a climate change
denier; the science has always
seemed to make sense from afar.
Sense enough to make small
changes to the way I live, but have
I fundamentally redesigned aspects
of my life solely with the impact
on climate in mind? Maybe not. I
suspect I’m not alone.
However, for me and for many all
over the world, that may be about
to change.

“Climate change has never felt
more real, more threatening.”
What once felt like a problem on
the horizon is now very near, and
a problem that will impact all of us
both personally and at work.

Landing on a desk near you
The last few years have seen a
rise in ethical consumerism. What
started on the high street as a

move towards local, independent
shopping is a movement which is
gaining momentum.
The growth of ethical banking
shows that financial services isn’t
immune. Many consumers are
actively voting with their feet and
choosing where they put their
money, based on factors much
deeper than just interest rates.

So, what’s the takeaway for
financial services?
If you aren’t already being asked by
your customers and other external
stakeholders in your business,
what your ESG standards are; get
ready. It won’t be long until this is a
regular question.
For the financial services industry,
this will be a new and different
challenge. Working within a
regulated industry, we’re all used
to the impact of regulation, the
demands and sometimes the
constraints it can impose. ESG,
and the demands related to it by
customers and other stakeholders
adds more complexity, which could
at first be daunting.
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Embracing change
However, it isn’t all bad news. The good news is that
this movement is a huge opportunity, especially if it is
embraced as such. Firstly, our approach to environmental
and social issues can be a chance to differentiate from
the competition; if you’ve always had a good story to tell,
this will provide a forum to expose it.
Second, there are related opportunities that will allow
businesses of all types to enjoy further benefits; benefits
which a focus on ESG will open the door to. Leading
consultancy McKinsey has outlined five ways businesses
add values through a strong ESG framework, including
costs and energy reductions, together with top line
growth through better customer attraction.
Make a start
So, the case for a full ESG review and strategy is strong,
but as the climate crisis indicates, time is precious – so
are there gains that can be made in the short term?
The good news is yes. Remember AlphaTrust? It is simple
to adopt or integrate, you choose the best method to
work with the platform to deliver your processes within
your infrastructure. Within a matter of weeks you could
remove the need to produce thousands of pieces of
paper. Remove huge amounts of correspondence AND
put the service you deliver and communications you
send into accelerate mode; no more waiting for the post.
What’s best of all, is that unlike some e-signature
solutions, your brand is more important to us than ours.
As a result, AlphaTrust offers a complete white labelled
solution and a seamless customer experience.

Save money. Save time. Save the planet.
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Future Underwriting
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By Andrew Wibberley
Director,
Alea Risk

Where do we go now?
I remember in the late 00’s an
insurance exec stating that so long
as 51% of people were offered
life insurance at the “standard
rates” then he was comfortable
advertising at that price. That
seemed shocking at the time where
many were still risk pooling closer
to 90% of people at standard rates.
Even with advisers’ interventions
triaging out some potential
buyers before the application
count begins, the reduction in
the amount of business offered at
standard rates (and terms) seems
to have continued. In simple terms
that trend is driven by worsening
health in the population, increasing
age of applicants and tighter
underwriting approaches. That
51% number looms closer for many
insurers and could even be in the
rear-view mirror for others.
There are many counter arguments
to this narrower risk pool, best
summarised as:

“Just because you can,
doesn’t mean you should”.
There are strong and passionate
arguments made that insurance
must be about pooling of risk
rather than individual pricing.

Against this, the commercial
reality is that it is impossible for an
individual insurer to compete on
price whilst trying to take a broader
risk group than others in an open
market. Efficient advisers would
only use the more welcoming
insurer for the business that others
had priced higher, and as such the
price of their best group would
need to move to the same level of
other insurers second best group.

What do others do?
As a comparison, broadband
services changed the way
they advertise in 2018. Where
previously they could market the
best speed experienced by 10% of
people, they now have to use the
average speed experienced by at
least 50% of people. Whilst this
still seems a pretty low-bar, it is
something that is common for all.
It seems time to hold insurers
to account in a similar way. How
do we have a more level playing
field for comparing standard rates
policies? Should we insist on a
minimum % of standard rates of
policies? There are real challenges
to any publication of underwriting
statistics – not least that they tell
you more about the business that
advisers use an insurer for than
the underwriting approach of an
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underwriter. An insurer with a
very narrow approach may appear
to have high acceptance rates as
knowledgeable advisers only use
them for “clean” cases.
The second part of the broadband
proposition is that you can quickly
check what you are actually
receiving. The average is relevant
to get you interested, but you will
only buy or stay if what has been
promised is delivered, especially
when you’re working from home
and home schooling the kids!
We may not be able to match the
simplicity of running a broadband
speed check online, but we ought
to be able to allow full and fair
price comparison between insurers.
From an insurance perspective that
means common application forms
and ways for advisers to see what
multiple insurers would do for an
individual, particularly one with a
medical history that may result in
increased premiums.
The customer and adviser need
has increased with this greater
segmentation, and the time is now
right for all to consider how they
can help solve this long-standing
problem.

VitalityLife is a trading name of Vitality Corporate Services Limited. Vitality Corporate Services Limited is authorised and regulated by the Financial Conduct Authority.
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Don’t let a booming mortgage market
grow your protection advice gap

By Scott Machin
Senior Product Manager,
iPipeline UK

Mortgages and protection fit together
like a hand in a glove. There’s an intrinsic
link between two of the most important
financial products that anyone can buy.
Firstly, taking a mortgage is making the biggest
financial commitment of most people’s lives; a
financial commitment which needs to be met even
in the event of ill-health, or worse still, early death.
Secondly, mortgage advice is often the first
engagement between customer and any adviser.
For many people, access to holistic financial advice
is limited, so mortgage advisers provide a window of
opportunity not just to help them buy their dream
home, but to improve their financial resilience
through proper protection.
So, this relationship is important on both fronts and
the role that mortgage advisers play in securing both
bricks and mortar and long-term financial security
grows greater by the day.
It would make sense then if the mortgage and
protection markets displayed a ‘demand synergy’
– that they were in sync with one another, with
volumes growing and falling in unison. However,
when you look at the data that isn’t always the case.

The graph above compares the demand for new mortgages
in the last year, with demand for new protection sales
plotted alongside. It’s clear to see that there is a degree
of synergy between the two, the first spike in mortgage
demand resulted in a similar spike in protection (around
the Stamp Duty holiday), but a second spike in mortgage
demand didn’t see the same effect.

Why is this the case?
Throughout the recommendation process, advisers have a
finite amount of two things: money and time.
First, money. Many clients will have a figure to work to in
terms of affordability – the total affordable sum of monthly
mortgage repayments and any additional premiums
(protection often falls into the latter). For many, a stretch is
made to afford a dream home, which can leave little option
when it comes to protection.
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iPipeline Quarterly | December 2021

Second, time. The mortgage process is involved,
time consuming and can drain the client’s attention
span. By the time an adviser begins to talk about
protection, it can be too late – they’re ready to move
on.
But, with a mindset change and a little help, advisers
can effectively re-wire their process to ensure that
their clients get the protection they need, and their
commission income gets more than just a little boost.

Engagement tools
Asking your clients to engage in a conversation on
protection can prove challenging. Yes, they may
know and appreciate it’s the right thing to consider
their financial resilience, but it’s not as aspirational or
exciting as getting the keys to a new home.

HOW MUCH LIFE AND CRITICAL
ILLNESS ASSURANCE DO I NEED?

Joe Bloggs & Mary Bloggs
24/11/2021

According to our calculation your Life Cover requirements are £340,400
To protect you and your family, we estimate you require Critical Illness Cover for £230,000

Life Insurance

Critical Illness Cover

Life Insurance &
Critical Illness Cover

Together you have a
1 in 10

Together you have a
1 in 5

Together you have a
3 in 10

   





chance of dying before
your retirement age

chance of suffering a
serious illness before
your retirement age

chance of suffering a
serious illness or dying
before your retirement
age

Get cover from:

Get cover from:

Get cover from:

£64/month

£307/month

£371/month

To �nd out more about protecting your lifestyle against the unexpected, contact your
Financial Adviser.

The Life Assurance Sum assured required excludes the items in the section ‘Critical Illness linked
expenses’ and any existing critical illness cover.
KEY:

The Critical Illness amount required is the sum of the items in the sections ‘Critical Illness linked
expenses’ and ‘Debts’ less ‘Existing critical illness cover’.

That’s why having tools to help engage and focus
their minds can help. PreQuo Risk Reports do just
that, using personalised information such as client
age and profile to speak to your clients directly on
the risks relevant to them and their options to offset
those risks through protection.
PreQuo also offers other tools which are perfectly
tailored to mortgage brokers looking to re-engage
their clients or revisit the protection conversation.
For some customers the timing may not have been
right the first time around, or perhaps their patience
just wore thin during the home buying process.
If this is the case, PreQuo Nurture is perfect to
reignite the protection conversation and stimulate
your protection advice, building more financially
resilient clients in the process. Allowing you to build
customisable, personalised mailings, speaking directly
to each of your clients about their own circumstances
and risks, PreQuo Nurture makes protection relatable
and relevant for them.

Disclaimer:
This document is not a quote or an offer of insurance and is not intended to replace the advice of your �nancial adviser. Indicative costs for cover
have been calculated on the following levels of cover:
Life: £340,400.
Critical Illness: £230,000.
Life or Earlier Critical Illness: £340,400.
These have been calculated from the data entered regarding your personal �nancial circumstances, Critical Illness Cover has been based on 65% of
your Life Cover amount or your mortgage amount, whichever is higher. The prices given may change and are based on your age, smoker status and a
retirement age of 64. The amount and type of cover recommended by your �nancial adviser may vary based on their assessment of your needs.
The likelihood of each scenario has been calculated based on industry and iPipeline data. Where there is not enough information to calculate these
risks, no �gure will be given.
Private & Con�dential
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How can I show a client
their protection risks
quickly and easily?

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.
Provide a simple way for clients to view what their
protection risks are if they do not have cover in place
with custom branded risk reports.

uk.ipipeline.com/prequo-knows

uk.support@ipipeline.com

0345 408 4022

Income Protection
Awareness Week
takeaways
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By co-chairs:
Jo Miller,
Katie Crook-Davies
& Andrew Wibberley

This year between 20 and 24th
September, the Income Protection
Task Force (IPTF) ran its first
Income Protection Awareness
Week. The initiative was the first
of its kind in the UK and aimed to
raise awareness and understanding
of income protection, particularly
amongst advisers not currently
selling this vital product.

shown that this initiative did
manage to achieve its objective
of reaching advisers who are not
currently selling income protection;
whether that’s due to a lack of
awareness or understanding. But
more than this, the campaign went
beyond - here we highlight some of
the lessons we can all take from the
week.

The week saw live sessions
broadcast between 12 and 1 daily,
supplemented by content and
resources shared online. If you
didn’t catch the sessions at the time
you can catch up on the broadcasts
and view the content here.

Sharing experiences is helpful

Each day had a different theme,
with Monday setting the scene
and highlighting the need for the
awareness campaign, Tuesday
concentrating on mortgage
advisers, Wednesday focusing
on wealth advisers, Thursday
demystifying the underwriting
and claims process and Friday
summarising the highlights and key
messages from the week; as well
as the pledges that individuals and
companies had made as a result of
the week.
The analysis undertaken by the
IPTF exec since the event has

During the course of the awareness
week, we heard from a range of
advisers detailing their experiences
of selling income protection,
sharing the tips and techniques that
have helped them. Whether this
was how to get started or how to
refresh a tried and tested approach
recognising personal biases,
there were useful reminders and
top tips for everyone, regardless
of experience and background;
proving that a fresh perspective
on something familiar can be really
useful. Learning should never stop.
Knowledge really is power
While the week aimed to inspire
advisers, the focus on the
fundamental need to protect
income so as not to impact the
lifestyle and plans of clients
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resonated with many and
understanding the perspective and
role of others in the same industry
was a powerful side effect of the
week.
Better together
Income Protection Awareness
Week was the first attempt at an
industry wide campaign since
7 Families finished five years ago.
The campaign received tremendous
support from the industry, for
which we are truly grateful.
Both members and non-members,
the trade press and those just
discovering the IPTF got on board
with the message and the result
was a tremendous sense of unity
and pride; momentum we hope we
can carry forward in our work over
the next year.
Income Protection Awareness
Week might just become an
annual event…
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Enthusiasm for change

By Ralph Tucker
Director, Enterprise Sales,
iPipeline UK

Having spent the best part of the last 30 years in
Financial Services and the last 20 in the Insurtech
sector, it won’t be surprising to hear that I’ve seen
my fair share of change. However our industry
remains a fantastic, innovative part of the UK
financial landscape.
The level of transformation driven by market,
regulatory and consumer change could have
hindered success, but instead has acted as a catalyst.
The latest challenge affecting our lives on a global
scale is COVID-19, which has transformed many a
marketplace and accelerated social and economic
trends beyond belief.
I was delighted to be part of the recent Protect X5
Insurtech special, in association with our partners at
Protection Review, where we invited a wide range of
speakers to reflect on the changes the pandemic had
driven across tech and what our industry needs to
do to thrive.
The speakers on the day came from a range of
different backgrounds and all offered insights from
different perspectives - far too much for me to
summarise in a single piece. Instead,

“I wanted to take the opportunity to focus
on one of the positives I think we can take
from COVID-19; an opportunity to reset
and re-energise.”
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Hit reset
Rather than bemoan the circumstances brought
about by COVID-19, many advice and insurer firms
have taken this imposed opportunity to enhance
their service and product propositions.
The UK’s workforce is changing. The rise of the gig
economy, flexible working practices and changing
life choices are driving different behaviours
across the board. There is now a much greater
expectation of immediacy of service and purchase
and that means it’s important we improve customer
engagement; engagement which will only be
facilitated by cutting edge tech.
But how do we best reach the customers we
know, those we need to help to protect? We
must remember that we don’t sit in isolation – we
compete with other industries who also want our
customers’ time and attention.
In the past, many advisers did this face-to-face in
their office or in the home of their customers. That
has now changed, perhaps forever. How do we now
engage remotely and embrace the digital capabilities
we already see elsewhere in our lives?

A catalyst
The pandemic has not been a one-off catalyst for
change. Change is constant in most industries. How
you handle and embrace that change is often the key
factor in determining success.
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As a leading technology provider, iPipeline is seeing
a rise in a number of macro, market-level issues, but
perhaps most prominent is the demand for personalised,
dynamic cover. To use an analogy, until now protection
insurance underwriting has been based on a Polaroid, a
snapshot taken in time at the point of advice. In the past,
that worked well and suited the products and systems
we had available.
But we’re now moving from that snapshot to the
demand for a GoPro - products, underwriting and cover
that adapt to changes in health, lifestyle and needs,
in real time. Technology is empowering this change,
providing systems capability and products that not only
cope with customers’ changing demands but also put the
customer at the heart of that change.
Our customers no longer tread the laid-out paths and life
stages of our parents and grandparents, but instead

“we see increasingly dynamic, flexible and fluid
lives, across careers, family life and homes.”
So, it stands to reason we can no longer use products
designed decades ago to cope with these new dynamic
and very personalised lives.
As a market, we’ve proven our ability to adapt and thrive,
I have no doubt that we will once again accept this
consumer led challenge and reinvent what the protection
of tomorrow looks like, today.
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Where is the throttle
point on protection?
Cast your minds back to September when BP
announced they would have to “temporarily” close
a handful of petrol stations due to a lack of delivery
drivers.
Cue (no pun intended) the classic British response to
rush out and panic buy. Except a fuel shortage was
never the issue, this was a problem with distribution
and being physically unable to get the fuel out to the
forecourts.
This got me thinking about the supply chain in the
protection industry. We actually face a pretty similar
challenge. We have an abundance of products
(arguably too many) but getting them in front of the
customer is no easy feat.
Thanks to our new pal Covid,
“we have possibly the most captive audience ever
when it comes to people wanting to talk about
protection, however if there is no trigger point for
that conversation to take place then unfortunately
(for them) they are unlikely to get that far…”
Throughout the pandemic, we would have expected
to see an increase in directly bought sales in line with
the rise in consumer interest, however according to
the latest figures in the Swiss Re Term and Health
watch, this theory does not stack up. Does this
indicate a lack of consumer interest in DTC?
Protection is considered a “prompted” purchase, and
in my opinion there is no doubt that our customers
are the right people to be having these conversations.
If you are in the process of buying a house or talking
to a wealth manager, then you are far more likely to be
engaged in a conversation about protection.

By Alisa Wallington
Senior Product Manager,
iPipeline UK
proportion of them who aren’t. Workload, confidence,
and compliance have all been cited as impediments,
however in reality, if it isn’t their primary source of
income, it is inevitably going to take a back seat.
Worse still, as an industry we could actually be
accused of discriminating against those less financially
secure / resilient because we are not providing the
opportunity for a conversation. The rental market,
the self-employed; we need to start looking at how
we can open up these underserved markets and
work together as an industry to provide the right
tech, tools, services and products to help get these
conversations started.
Our role as a technology company is to provide the
tools and services required to make advisers more
productive. Our SolutionBuilder product is proven
in making it faster and easier to sell protection by
reducing the time it takes to package up and present
multiple solutions to clients.
We have a suite of protection risk reports which,
whilst at first can seem a little scary, clearly
demonstrate the personalised risks of not having
any cover in place and be a useful tool in helping
the adviser to open up the often-difficult protection
conversation.
We can’t clear the bottleneck overnight, pouring the
thousands more experts needed in the advice market
to enable protection conversations to happen at the
volume required. However, what we can do is to help
advisers become more efficient and as a result more
engaged with protection, creating a more attractive
market as a result.

However, we know that of the c.60,000 advisers
out there who can (and should) be having the
conversation with their clients, there is still a worrying

23 WHERE IS THE THROTTLE POINT ON PROTECTION? | ALISA WALLINGTON

Helping you
protect your clients
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By Simon Duffin
Advertising Manager,
iPipeline UK

‘Once upon a time, there were three little
pigs who built their houses out of straw,
sticks and bricks…’ Or how about: there was
once a Gingerbread Man and he hopped on
the back of a fox to cross the river.
Well, we all know how both these stories end not well for two of those pigs, or the Gingerbread
Man. The key to a happy ending in both stories
is ‘knowledge’ – or to put it another way:
‘information is power’.
Bringing one of the learning points of these
stories back to the protection industry we all
work in, it can be argued that successful advisers
do their research and that’s why marketing and
advertising can be so useful in helping them
source the best and most suitable product for
their clients. It also helps advisers to sell more
protection to more of their clients to help close
the £2.6 trillion protection gap.
From my marketing lectures many years ago,
one acronym still stands out. Marketing is about
taking customers on a journey through A.I.D.A.:
Awareness, Interest, Desire and Action.
When you think about it, it’s so obvious as
you can’t expect a potential customer to buy a
product if you fail to take them on this journey.
Customers can’t buy a product if they aren’t
Aware it even exists. They might not be aware
they’re missing out on something or that this
product could be useful to them. So as with
Income Protection, for example, or a Life
Insurance policy, they might not know that this is
something they ought to find out more about.
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Equally, Awareness of the problem (lack of
financial cover) or even your product or service
will not, on its own, result in a purchase.
They need to be taken on a journey to create
Interest in finding out more about the product
or service or how it solves their problem. This
then generates the Desire to make a change or
to recognise the needs that this product fulfills,
finally resulting in taking Action and making that
purchase.
Marketing helps to take customers on this
journey. Whether that’s through online adverts,
emails directly into your inbox, social media posts
in your timeline, or even content in this magazine,
we help product providers take you and your
clients through the AIDA journey to ensure the
protection of their financial futures.
So next time you see an advert or an email,
perhaps think about it in terms of how it helps
to take customers - be they advisers or the end
consumer - on a journey.

‘We can only treat customers fairly if we
give them all the information we have to
help them make an informed decision.’
Just like the little pig who built his house out of
bricks. He knew how dangerous wolves could be
and just how strong a house of bricks would be.
Let’s hope his brothers knew about the benefits
of life insurance too…
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News you may
have missed

iPipeline have been shortlisted
in two categories in this year’s
Protection Review awards: the
‘Organisation of the Year’ and
‘Doing it better Award’.
In addition, Chantel McGill has been nominated in
the ‘Unsung Hero Award’, Zoe Mears in the ‘Young
Achiever Award’ and Stephanie Hydon in the
‘Personality of the Year’ award. The winners will be
announced on 8th December. Good luck to everyone!

We are delighted to announce our entry into
supporting firms who serve the direct-to-consumer
market with our Consumer Apply technology
through protection distributor Cavendish Online.
This integration is part of Cavendish Online’s
ambitious growth plans which includes underserved
markets. We are enabling them to deliver protection
sales at scale with the best value solutions and a
smooth customer journey.

Read Paul Yates’ article, ‘Remo protection
opportunities’ in the November edition of
Mortgage Introducer.
With nearly £40bn worth of mortgages maturing
in 2022, advisers can’t afford to miss out on these
protection conversation opportunities!
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Our innovative technology solutions have
also been selected by Meet Parker to support
mortgage brokers in delivering protection quotes
on demand through social media.
Meet Parker are able to integrate our PreQuo
offering to improve the market and deliver a better
customer experience.

We were recently selected as a winner in the
2021 Global InsurTech100 Award. The panel of
industry experts reviewed over 1,400 applications
to shortlist the 100 winners from around the
world. This award recognises our focus on
innovation to help streamline and accelerate
business processes to the UK insurance market.

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.

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

uk.support@ipipeline.com
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