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Introduction (by Nick Jones, iPipeline) 

Just as the world will never stop turning, it will never stop changing either. Due to the rapid 
development of tech throughout our business and personal lives, we live in times of unprecedented 
change.  

In the last two years the global pandemic has accelerated this change to an almost unimaginable 
pace. We’re in the midst of a workplace revolution as businesses and their employees adapt to a 
new normal. Whilst we’re increasingly able to meet face to face again, for many a return to the 
typical commute and 9 to 5, five days a week, isn’t on the cards.  

Virtual meeting rooms have replaced boardrooms. Questions are raised in chat boxes, rather than in 
person. Shopping is delivered, not fetched. It’s been challenging, it has been at times, bewildering; 
but it has also seen opportunity present itself through many sectors. The protection market is no 
exception.  

 

Planning for a new tomorrow 

So, as we prepared to return to normality, whatever that means in 2021, the time was right to 
discuss the changing landscape of technology in the protection market, together with the impact it 
is having on all stakeholders – insurers, advisers and ultimately their customers.  

We were delighted to work alongside our partners at Protection Review, to curate and contribute 
to the latest in their series of hugely successful, highly engaging Protect X Series; this time an 
InsurTech special.  

With a diverse range of opinions and lenses over the market, the talks on the day didn’t disappoint 
in any way. If you didn’t make it on the day, you can still watch online; an investment of an hour 
which will pose questions important to the future of our market. If you did tune in, great - we hope 
you enjoyed the sessions as much as we did.  

Either way, take a read through this summary whitepaper authored by Andy Couchman, to learn 
more about how tech is driving real, transformational change within protection plus what more we 
all have to do to make the most of the opportunity it presents.  

 

 

 

 

 

 

https://www.youtube.com/watch?v=ngaYqDfPrTY
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What is InsurTech? 

InsurTech is using technology to make insurance more efficient. 

On a macro level, it includes the platforms insurers build their business on. These are the 
foundations on which products and, in a sense, the market is built. Without the right platform, 
almost nothing else is possible –and that includes technology such as data analysis and AI, for 
example to better understand and price risk. These are often multi million pound projects that 
harvest big data and have far reaching implications for the insurers that adopt and develop them. 
But the term InsurTech also includes low cost everyday (especially since Covid) solutions such as 
using Zoom meetings (other virtual meeting solutions are also available…) to provide face to face 
advice more efficiently using virtual technology. 

In ProtectX5 and this White Paper, we examine key aspects of InsurTech, to better understand 
both the opportunities and the risks so far as protection insurance (life and health insurances and 
associated services) is concerned. Is InsurTech a threat to the well-established broker/adviser 
model, or does it offer the potential to make protection insurance and every aspect of the journey 
‘better’? And by better we mean actual and measurable improvements for the customer, for the 
adviser and for the insurer and reinsurer. 

Going forward, InsurTech is not an option we can decide whether to have or not. It is too well-
established for that. But we can – and must – decide how best to harness technology to ensure it 
delivers the benefits we desire, whether we’re a single adviser, multiple broker, network, insurer or 
reinsurer. Where is technology the best solution and how do we decide what to embrace and what 
not to?  

To answer such questions, we need to be informed. That’s the role of ProtectX, from Protection 
Review. 

The latest in the series - ProtectX 5 - was a virtual online conference held on 9 September 2021. It 
comprised seven leading industry speakers each delivering a seven minute presentation on a key 
aspect of InsurTech. Each begins their presentation with: “We need to talk about…”. That was 
followed by a panel discussion led by Protection Review’s Roger Edwards, who was also our MC for 
the day. For the first time in over 18 months we also had a room view – invited guests at a London 
hotel who gathered to watch the event, to discuss the implications and – in best Protection Review 
tradition – to network. It was good to get back to real meetings too, as we learn to live with and 
manage Covid going forward. 

This associated White Paper is not a re-run of ProtectX5 nor a verbatim report. Instead it 
summarises and adds to that and further adds comment from some of those who attended the 
event – whether virtually or at the room view ‘watch party’ in London. 
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Executive Summary 

Depending on your viewpoint, InsurTech can be either Nirvana or your worst fear. Yet the reality is 
that InsurTech has long been with us (does anyone remember insurance pre-computers?) and has 
invariably led to key advances in our business, but its pace is now progressing faster than ever 
before. And the stakes have never been higher for getting it right. 

A key catalyst today has been the COVID-19 pandemic. Suddenly, it simply wasn’t possible for 
‘business as usual’, so advisers and customers had to hurriedly learn how to ‘Zoom’ and 
underwriters had to learn to harness the data they held to avoid having to ask for GP reports or for 
medical examinations. Fortunately, for many providers, new business processing and claims had 
already benefitted from InsurTech streamlining their processes, so the changes there were 
relatively minor. However, there are still laggards who have not yet invested in such developments, 
and that is increasingly looking to be a vulnerability, as well as an opportunity lost.  

At any time of crisis it is a very human reaction to want to protect your loved ones and what you 
hold dear. Protection insurance traditionally benefits from such crises, although often it fails to 
secure the levels of new business you might expect to follow such underlying demand increases. 

The opportunity this time is for that NOT to happen. Instead it is incumbent on protection insurers 
to both internally improve their processes and products and services, and to help intermediaries 
advise more people, and it is incumbent on advisers to look for better ways to do that too. 

InsurTech can and is doing that. One theme that came out strongly from ProtectX5 is that the need 
for face-to-face advice - whether virtual or in person - has not gone away. Indeed, younger people 
probably need more advice than older generations and the full robo advice service advocated 
elsewhere in financial services does not look to be the answer here. But in order to see more 
people, advisers need to improve their productivity, and InsurTech facilitates that, not least though 
virtual meeting software. 

For insurers, InsurTech means recognising the data they hold (or could hold) and using it more 
effectively; more efficiently. The pandemic proved that a customer’s health data can be captured 
better and used to underwrite quicker, cheaper and even more effectively. InsurTech can also help 
insurers deliver products that genuinely adapt to a customer’s changing needs almost regardless of 
how and when those needs might change but such products are mainly not there yet. Volatile 
income is now the norm too, yet our products largely ignore it. 

The danger though with any national – or international – crisis is that we soon forget; we soon go 
back to doing what we did before. It’s comfortable; it’s what we know; it’s what we do. 

Elements of that came out in ProtectX5 too – advisers jumping in the car again when the customer 
would still prefer to meet online; insurers asking for too many GP reports when the pandemic 
showed they were not necessary; advisers and insurers not being on the same page or not fully 
recognising the other’s viewpoint. Not everyone – but enough to be concerning. 

So the lasting lesson from ProtectX5 is perhaps that we need now to adopt a different attitude to 
InsurTech. Instead of it just being of interest to the early adopters or to the gargantuan insurers 
with big IT budgets, it is something that everyone in the protection insurance sector can embrace. 
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Quite simply we need to ask ‘How can I best harness InsurTech to help me, my organisation and, 
above all my customer?’  

ProtectX5 was online for just an hour and a half. But the debate – well, that goes on and, at 
iPipeline and at Protection Review, we welcome your views on this all-important topic. 

You can contact Protection Review at: 

info@protectionreview.co.uk.  

 

 

What the speakers said… 

MC Roger Edwards’ set the scene for Protect X5 and introduced us to our seven speakers, each of 
whom was given just seven minutes to get their key points across. This is our summary of those 
presentations. It is not a verbatim record (go to https://protectionreview.co.uk/insights/protectx5-
insurtech-special-full-event-replay for that) but our reporteur Andy Couchman’s interpretation of 
them.  

So, we need to talk about… 

 

Ralph Tucker, iPipeline 

Ralph set the scene for this seminar on InsurTech, explaining how a leading technology provider has seen 
an acceleration in expectations from consumers and a new enthusiasm for change from both insurers and 
advisers.  

Face to face advice is intrinsic to our industry. But has it survived Covid, and how is it changing 
going forward? 

The UK’s workforce is changing. There is now a much greater expectation of immediacy of service 
and purchase and that means it’s important we better engage with our customers. 

So how do we best reach the customers we know we need to help to protect? In the past, many 
advisers did this face to face in their office or in the home or place of work of their customers. That 
has changed over the past 18 months. How do we now engage remotely and embrace the digital 
capabilities we already see elsewhere in our lives? 

Rather than bemoan the circumstances brought about by COVID-19, many firms have taken this 
imposed opportunity to enhance their service and product propositions. And it’s not too late to do 
so now. 

One advantage our industry has is our customers are immediate and here now and not at the end of 
a long supply chain. But we must remember that we don’t sit in isolation – we complete with other 
industries who also want our customers’ time and attention.  

mailto:info@protectionreview.co.uk
https://protectionreview.co.uk/insights/protectx5-insurtech-special-full-event-replay
https://protectionreview.co.uk/insights/protectx5-insurtech-special-full-event-replay
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The pandemic is not a one-off catalyst to change. Change is always with us and we need to react 
and we need to develop. And we need to move fast. 

As a leading technology provider, iPipeline is seeing a rise in a number of macro issues, but perhaps 
uppermost is a demand for personalised dynamic cover. Taking photography as an example, until 
now protection insurance has been based on a Polaroid, a snapshot taken at the point of advice. In 
the past, that worked well and the products and systems we had available to us were linked to that 
snapshot of need too. 

But we’re now moving from that Polaroid snapshot to a real time GoPro. Technology providers are 
empowering the change and providing systems capability and products that not only cope with 
customers’ changing demands but also put the customer at the heart of that change. Fundamental 
to that is the fact that the self-service generation is with us and here to stay.  

Our customers no longer tread the laid out paths and lifestages of our parents and grandparents but 
instead we see increasingly dynamic, flexible and fluid lifestages. So, it stands to reason we can no 
longer use products designed decades ago to cope with these new dynamic and very personalised 
lives. 

Advice, underwriting, service and claims and managing the huge volumes of data we have access to 
are all part of that – not as isolated projects but as part of a dynamic whose aim is to create a better 
user experience, ensuring even greater relevance for our products and services. 

Our industry is known for its skills, knowledge and passion. But above all we bring resilience. After a 
very tough few months those attributes are even more important going forward. 

  

 

Vishala Ravipati, Capgemini 

Consultant Vishala set out the macro changes influencing protection insurance and InsurTech. She also 
explained the importance of PPA and shared some of the findings of Capgemini’s recent World Insurance 
Report. 

On a personal level, the pandemic taught Vishala to do three things: Prepare, Protect and Adapt - 
PPA. We live in a world of uncertainty and the pandemic has certainly shown the important of PPA. 

What are the macros that have or are changing as a result of COVID-19? 

 First, prepare and protect. Familiar to many of us, these are alien concepts to many younger 
generations so the first macro change is generational. 

 The second macro shift is expectations and is linked to the first. Millennials and Gen Zs 
embrace ecommerce, with its user prompts and a seamless customer experience. 

 Third is agents, brokers and advisers – the intermediary sector. They have to adapt to new 
ways of selling and servicing new clients but also to servicing their existing clientbase. 

 Digital adoption is key and insurers need to embrace that and also to enable intermediaries 
to sell to their  new customer base as well as to existing clients. 
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 Capgemini’s World Insurance Report includes interviews with 750 UK customers, 59% of 
whom were millennials. The research highlighted four areas for insurers to consider:  

 Demand. This has increased in the short term – and is expected to be up by 10% in the next 
6-9 months for life and health insurance, driven by millennials and Gen Zs.  

 Expectations in service provision. Worryingly, insurers didn’t think customers need as much 
advice as they do, but younger people actually need more advice than the older generations. 
Half of customers trust digital channels but when it comes to buying they will still look to an 
intermediary to help them make the right choices. 

 Digitisation. Insurers are retooling to meet big tech experience and to help intermediaries. 
However, the UK market lags behind the global market by 30%. 

 Sustainability. Customers’ now have an environmental focus yet only 1 in 5 (18%) of 
organisations surveyed has an enterprise-wide sustainability strategy. How long will it be 
before customers look at ESG scores before having a purchasing discussion? 

 

Andy Walton, Mortgage Advice Bureau  

InsurTech is not just about multi million pound IT projects. Andy highlighted how a technology rarely used 
pre-pandemic has not just become commonplace across all customer generations but how, going forward, 
it can help all advisers improve their productivity and their customers’ experience. Remote advice looks 
set to stay. 

Thirty six years ago, soul singer Aretha Franklin’s, Who’s Zoomin’ Who song (Arista, August 1985), 
perhaps foretold a phenomenon we’re now all too familiar with (OK we’ve now created an earworm 
you’ll be humming all day too!).  

The pandemic changed our perspectives on life and now, 300 million people every day have 
meetings on Zoom , and over 500 million use some form of visual meeting software, but should we 
be continuing to use this technology going forward? 

Advisers have said the number one gain for them in using virtual technology has been productivity. 
A traditional face to face meeting means somebody giving up a lot of their time – either the adviser 
or the customer (or both). Just getting to the customer takes huge amounts of largely unproductive 
time. Add in travel delays and waiting times and the time cost is magnified.  

Advisers are still saying yes to face to face yes, but doing it virtually. 

Visual meetings enable advisers to share information with customers much more easily. That may 
be counter intuitive, but a screen share in the adviser’s office invariably meant moving the screen 
and it was often impossible for everyone to clearly see the screen. In a visual meeting, 
screensharing is simple and everyone can see and it’s easy to flick from screen to screen. Utilising 
this, Mortgage Advice Bureau has created much new content, including 60 second videos and 
graphical budget planners. 

How does Zoom (other technologies are available…) compare with the phone? A lot of protection 
insurance is sold over the phone, but that means giving advice blindfold. You’re probably only 
talking to one person and it may not even be the right one. In practical terms too, long phone calls 
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are less acceptable than the same time face to face and that includes virtual face to face meetings 
too. A lack of visual feedback also means missing customer body language. Giving customer control 
of the mouse also enables them to complete an online application form rather than have the adviser 
do it (so avoiding asking potentially embarrassing questions and recording the answers). 

Who’s Zooming who? We all should be. 

In summary, using this virtual technology: 

 Saves time and money. 
 Gets better customer engagement for longer. 
 Improves feedback. 

 

Sabrina Molteni, Partner Re 

Sabrina looked at a number of global trends that help us put the UK position in context and perhaps 
indicate the paths ahead. Greater digitisation is inevitable, but it has to meet changing customer 
preferences and in turn that will have an effect on distribution as well as on products and services. 

2020 was a challenging year for the protection insurance industry. In the second half of 2020 sales 
were down 13% but globally some countries fared even worse, with USA sales down 50% and in 
China by 70%. 

But COVID-19 also increased awareness of people’s health risk and highlighted the value of 
protection. So, life applications in the USA increased by 4% last year – the biggest increase in a 
decade. Online searches about life insurance in the UK were up too. 

The pandemic changed how consumers wish to engage. People shifted to digital channels for many 
facets of their lives and this will impact how they buy insurance as well – it could become a key 
differentiator for consumers. But is the distribution of protection products ready for these digital 
demands? 

Traditional face to face channels will need to be digitised but agents and brokers will still have a 
unique role to play – providing expert and trusted advice to consumers. Customers’ needs are very 
personal and buying protection insurance is a significant financial decision that many customers are 
not comfortable making on their own. However, advisers will need to adapt to the new ways in 
which customers want to be interacted with.  

Face to face will continue but be virtual. 

But it’s not just consumers who will prefer more digital interactions – advisers will too. For example, 
training and help will increasingly be provided through digital platforms. 

Banks have traditionally sold insurance through their branch network but in recent years have 
shifted a lot of customer interactions online. The pandemic has accelerated this existing trend. 
Banks are also finding new ways to generate leads other than through in-branch referrals. For 
example, by using analytics to identify customers with protection needs and by providing advisers 
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with the tools to operate both face to face and virtually. Digital apps are continuing to be developed 
too. 

Such changes are initially disruptive but will have a profound impact on banks’ abilities to deliver 
products to their customers at a time and place that suits them. 

Unsurprisingly the direct and online channels have proved more resilient during the pandemic but 
their ability to expand in future remains uncertain. Digital distribution is however being invested in 
heavily and that, combined with shifting customer preference towards digital, means increased 
market share looks likely long term. 

One of the difficulties of direct and online distribution is that it’s challenging to engage customers – 
as evidenced by relatively low conversion rates. One solution is ‘digital first’ where customers start 
the process online or through an app before the sale then moves to other channels to complete. 

In the short term, we may also see insurers partnering with tech companies to provide more 
technology driven propositions, whilst building for longer term capabilities. This is already 
happening in Asia for example.  

In summary, the pandemic has highlighted trends over the past decade including: 

 Accelerating the process of digital transformation that will change the distribution 
landscape. 

 This evolution is vital to meet changing consumer expectations. 

 

Ian McKenna, Financial Technology Research Centre (FTRC) 

Ian’s presentation looked at six key areas that could help transform the protection market. All rely on 
collecting and using data. Ian also identified what we need to do to encourage wealth advisers to advise 
more on protection and that means better understanding their business and technology models too.  

Emerging technologies will help us grow the protection market. 

It’s time to transform the market, and the tools to do so already exist. How can this be achieved? 

 Income protection should be the best product in the market but many advisers are 
concerned a policy may not pay out fully today due to changes in income. Covid has 
stimulated unparalleled interest in IP but it doesn’t recognise that many people – even in 
steady jobs - have ‘volatile income’ (source: Resolution Foundation/Lloyds Bank, 2018). 
Indeed 73% of the bank’s customers met this definition. Open banking has transformed the 
amount of information available on an individual’s income and expenditure so why can’t we 
build products with the flexibility to allow for increases or decreases in cover proportionate 
to changes in an individual’s circumstances?  

 The ability to help advisers and consumers sell or choose better products – not just the 
cheapest. Shouldn’t we highlight when a better product is available even if it costs more? 
This is now possible using the product features report in iPipeline’s Solution Builder service. 
Powered by Protection Guru, this adds just 60 seconds to the advice process. We know 
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advisers are 50% more likely to recommend a better product if they have the right 
information. The greater such services are used, the better products will need to become. 
Added value benefits are now an integral part of next generation products so cover is more 
than just about helping out when a catastrophe happens. If there is one time you don’t want 
a cheap product, isn’t it to protect those people and things that you care most about? 

 Which product features will advisers actually select for different ages, genders and 
circumstances? These can now be identified and monitored over time. For example at the 
peak of the pandemic remote GP services were the most popular benefit selected but by 
April 2021 had slipped to third and over the year was second overall. Harnessed correctly, 
we can transform product development and distribution with this information. 

 Working with WealthTech. Wealth advisers are often accused of ignoring protection, but 
that disregards their greater embracing of technology, and Covid has been a huge further 
stimulus. If we want them to use our products, we have to understand how they work and 
the systems they use. These businesses put technology at the heart of their operations and 
we need to make our products and services interact with their technology. A dedicated 
website now provides comprehensive information on adviser technology at 
AdviserSoftware.com. 

 Remote factfinding. Completing this before a meeting is a major trend in wealth firms and 
the pandemic has catalysed this. One system that  receives over 5,500 online factfinds a 
month identifies if the client has protection cover, a mortgage or dependants and nudges 
them towards protection advice if they have a need, so creating additional advice 
opportunities. 

 Putting unparalleled data at call centre advisers’ fingertips.  This can help avoid having to call 
back to get additional information. 

 

Matt Coulson, Heron Financial  

Matt’s presentation on AI identified a number of barriers to protection buying but also how the 
combination of an adviser plus AI can create the best customer solution. AI need not be a challenge to the 
advice model, but a way of making it work even better, and for all parties. 

AI (artificial intelligence) is the new normal, so how should we adapt to it? 

First, we need to understand the difficulty clients have in knowing where to get to get protection 
advice. Everyone – including friends and family – has an opinion on how much and what type of 
cover people really need and this creates a barrier even before they get to the advice. 

Then, budget, or cost. Clients have no idea how much they need to set aside –or of what’s ‘normal’. 
What is a typical budget for people like them? So, the budget itself can be another barrier. 

Changes in circumstance. When is the right time to review, and what should drive that? If now is 
the right time, how do you access that advice and what does it look and feel like?  

Underwriting can be a concern too – especially if the client has a complex medical history. A long 
drawn out process can even deter a client from buying the cover they need. A GP questionnaire 
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during Covid has not been top priority from GPs so why do we add to their problems by asking for 
so many when AI can provide a better alternative? Clients can leave a process puzzled, confused 
and upset if we ask too many questions they don’t see the need for. 

Can AI help or solve these challenges?  

Robo-AI powered para planning is one option (not full robo advice). Can the AI interact with their 
open banking data? The data is there, we just have to make it neat and tidy and allow access to it. 
AI is not a threat, it’s an assistant. 

If by the time the client talks to you they already have ideas around their budget and needs isn’t 
that a great conversation starter? 

But to make AI work, the data must first be clean and tidy – accurate and up-to-date. Always. Matt 
made a plea too to all advisers to lend their voice to the debate on the role of the adviser. 

AI + adviser = the best process for the customer and the best experience.  It also frees up adviser 
time so they can focus on what they do best – giving advice to clients. 

 

Louise Colley, Zurich 

Louise gave an interesting insight into the use of tech. On the one hand, consumers say they want to 
embrace digital but, on the other, take-up through their adviser has been much lower than expected. Are 
we making assumptions on behalf of our customers when perhaps we should enable them to decide?  

The pandemic had a profound effect on consumers and the way they went about their lives. Tech 
became such a core part of how people worked, how they interacted with their friends, how they 
bought things and how they dealt with service organisations such as insurers.  

It’s here to stay, but what does that mean to insurers and advisers? 

We need to consider how we can seriously accelerate to deliver to customer expectations, which 
are now higher than ever before. 

In the pandemic, when it came to the use of digital tech, many people had to undertake a digital 
crash course. Email grew exponentially as did webchat compared to the phone and paper 
communications. 

Over half of consumers now want to manage their personal finances online and 43% did so during 
lockdown. The key outtake is they will never go back to how it was before. 

The biggest shift was the use of digital and virtual services – whether talking to the family on Skype, 
conducting business meetings via Teams or even patients being triaged for illnesses. 

Advisers too moved to online meetings in lockdown. However, research found that only 1 in 10 
advisers planned to continue this. 

We already have many innovations within our sector, in particular around new business processing. 
However even tech such as allowing customers to securely supply health details to Zurich’s 
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underwriters was not used as much as expected during the lockdown. This puzzling result triggered 
in-depth research, which revealed: 

 65% of customers would prefer to complete health and lifestyle data themselves online or 
by mobile. 

 17% preferred their adviser to ask them and then complete the questions face to face. 
 11% would prefer that but virtually. 
 7% were not sure. 

To test whether the responses were because of the pandemic, Zurich also asked what those 
answers would have been 18 months ago. That revealed little or no change in the numbers. 

Giving customers what they want saves time and avoids the adviser having to ask potentially 
sensitive questions and enables customers to go and find out information if it’s not to hand (e.g. on 
dates and prescribed medication). The underwriting decision goes back to the adviser, who can 
discuss it with the customer, so there is no loss of control for the adviser. 

In summary, we are not leveraging the digital capabilities we have today. The opportunity for 
advisers is to think whether such services ought to be used more and to ask their customers rather 
than simply relying on what we’ve always done. 

Digital is disrupting markets and changing the way organisations create value, but there are still 
significant barriers to fully realising the benefits. 

 

Panel debate 

Our seven speaker presentations were followed by a panel debate, MC’d by Roger Edwards (RE), 
with Rose St Louis (RSL - Lloyds Banking Group) and Stephanie Haydon (SH - iPipeline). But we 
started with a light-hearted fact: 

 What you may not know about Rose:  She used to play netball for England and won a 
bronze medal at the World Youth Championships.  

 What you may not know about Steph: She grew up in a pub and her family still runs The Bell 
Inn just off the A36. 

Here are some of the highlights from the debate. Again, you can see the full recording at 
https://protectionreview.co.uk/insights/protectx5-insurtech-special-full-event-replay.  

SH: Sweeping generalisations about different age groups are unhelpful. However, the research 
shows younger people still want advice - the difference is how they want to interact with us. We 
need to give them options and to offer the right platform to accommodate everyone. 

RSL: Advice: it’s all about the how, not if. AI can prompt those conversations. When it comes to 
these interactions, customers adopt the Martini approach – ‘any time, any place anywhere’. 
Technology enables us to meet that. 

https://protectionreview.co.uk/insights/protectx5-insurtech-special-full-event-replay
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RE: You have to segment. Millennials span around 20 years – they’re all just subsets of these bigger 
markets but they’re all individuals too. 

RSL: Virtual won’t replace the phone – some will still prefer to be contacted by phone. We often 
engage in lots of different ways e.g. phone for service, face to face for advice. Just don’t ignore the 
huge advantages of virtual. 

SH: Sharing research with customers helps engage them. It fosters transparency and the customer 
is part of the process. Younger people tend to research more, so share your research! You’re more 
invested if you’re part of the process. 

SH: We have to empower the customer to both go online and to jump offline. When they want to. 

RSL: Don’t just focus on technology at point of sale. Use it for the whole journey. We can start by 
nudging and dropping information in, even before they’re ready to have a buying conversation. It’s 
almost subliminal learning. 

RE: Do people trust us enough with their data?  

RSL: People and advisers and AI can co-exist; it’s not a competition! If we don’t ask Qs of the 
customer they understand the need for, there’s a disconnect and that harms trust. Do younger 
people trust us with their data? It’s not an age thing – there has to be a value exchange for anyone 
to trust us with their data. 

SH: Trust is about transparency. Why are we asking them that question? We must be transparent. 

RE: The more data we can get, the more we can tend to over complicate. Is this analysis paralysis? 

SH: If anything we need more data! It’s about what we do with it. A lot of analysis is about spotting 
the trends. Is the data helping us to form our propositions? Insurers must review their data and data 
structures – those who can interrogate their data in real time benefit most. It helps them better 
understand what they didn’t know. It’s all about the data - and using it effectively. 

RSL: We can get hamstrung with data but, so what! The key is how we analyse it and it must be in a 
fair and transparent way.  

RE: In Covid we had to act really quickly. In the past, product development was typically 18 months 
plus to launch a new product. Now everything can be much faster. 

RSL: Providers are accelerating that and are happy with it. I hope we continue to innovate and 
embrace technology but don’t forget the legacy infrastructure we have to manage too. We have 
seen significant product innovation and that helps advisers and customers - additional and virtual 
services are key examples. But protection insurance is now not just about claims, it’s about living 
benefits too. You don’t have to be sick to benefit. 

SH: The speed of change will continue. We’re now engaging more with the technology even though 
some of it has been around for some years. We just have to make sure we don’t just go back to how 
we did things before. By and large people have seen the value savings technology offers. 

RE: To conclude this panel debate, Rose and Steph, what’s your one big wish for the future? 
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RSL:  ESG and social responsibility are important. I want to see purpose, value and responsibleness 
emanating from our propositions and through our brands. I want to see people wearing their heart 
on their sleeve and their purpose on their sleeve. People aspire to be better versions of themselves 
and will buy from those who share those values. Using technology can help showcase that too. 

SH: To continue to lead the world in what we’re doing here in the UK in terms of how we’re making 
things better. So, more technology businesses must actually enable and foster the innovation 
product providers want to deliver. The technology is there – let’s use it to help deliver proper living 
and breathing protection policies, not just a one and done, in the drawer and never think about it 
again, policy. We have the potential to truly be part of people’s lives not just for when the worst 
happens. 

 

Recommendations 

It was clear from all our speakers and panellists that InsurTech will play a significant part in helping 
take protection insurance forward, as it has done in the past. What’s changed at this particular time 
is that the Covid pandemic not only forced us all into making changes (some good; some not) but 
has also accelerated the pace of development across the board – and that is creating new and 
exciting opportunities for all of us. 

Who would have thought for example that a range of vaccinations would be developed, launched, 
rolled-out and proven across hundreds of millions of people worldwide quite so quickly? Especially, 
relative to the time taken to develop previous vaccines. 

COVID-19 has not gone away, but we are now in the phase of how best to manage it and of 
deciding how best to take forward the positive opportunities the pandemic has directly or indirectly 
presented us with. Some of those opportunities are already well underway - investing in technology 
to improve outcomes for example. One risk though is that we go back to our old ways, not because 
they were better, but perhaps because they were just more familiar; more comfortable. In fact, a 
key risk is going back to old ways that were clearly not better and of our not taking up new 
opportunities when we should. 

So what lessons can we draw from ProtectX5? Our recommendations going forward are simple and 
fourfold and apply to all stakeholders: 

1. Use technology to retain the fast to market developments we’ve seen during the pandemic 
and remain nimble in future. 
 

2. Get closer to younger millennials and Gen Z and research their advice needs more and then 
build the results into the next round of InsurTech developments. 
 

3. Consider the trust issues that might arise around increased data use and AI and come up 
with reassuring messages and case studies to show the industry can be trusted. 
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4. Learn the lessons of Covid and don’t go back to old ways just because we’re more familiar 
with them. Adopt new technologies if they work better – and remember, our customers and 
clients are often much more willing to adopt new technology - especially if they can see the 
benefits to them. 

 

Your comments and continuing the debate 

ProtectX is an interactive forum, so it is not just our selected speakers who contribute to these 
debates. After the event, we asked leading advisers and other attendees for their thoughts on the 
issues raised and this is a sample of the feedback we’ve had. Importantly, it includes positive 
suggestions and disagreement, as well as praise (we haven’t burdened you with all the kind 
comments we had!), which is in line with our philosophy of having a debate and not a self-
congratulatory fest: 

Mike Farrell, LV=: “I quite agree with Ralph's very well observed comment that ‘we have built our 
careers on face to face interaction!’ This is absolutely true and haven’t we all missed that over the 
past 12 to 18 months. Each of the contributors made a number of excellent points. There was an 
interesting point from Vishala around ESG scores and protection companies. This hasn’t been a 
factor so far in provider selection but could it be going forward in the future? I loved Andy’s 
presentation on two levels. Firstly for the message regarding Zoom but also for the engaging way 
he put it across. This was a bit of a ‘light bulb’ moment for me. 

“It was good to hear Matt's observation regarding the use of AI and advice. Clearly there are not 
enough advisers to help all those who need advice in this country, so we will, as an industry, have to 
come up with innovative solutions. The application of this sort of technology, as part of the advice 
process, will allow advisers to truly add value where they best can, interacting with customers, as 
opposed to collecting data.” 

Mark Jones, Legal & General: “It was really good to be back in a room with others committed to 
improving and growing our great industry – the first time in 18 months for me and a big step 
towards normality. I was particularly taken by the research presented by Vishala of Capgemini that I 
paraphrase as millennials want advice at least as much if not more than older consumers, though 
they may well want it delivered in non-traditional ways. As ever, our industry is more dynamic than 
its reputation might have us believe.” 

Tom Connor, Drewberry: “Clients completing their own applications - from Zurich's research this 
was the most desired route for 77% of their client sample. At Drewberry we've experimented with 
this but found only super engaged clients actually went through to completion, and it extended the 
time it takes for the policy to go live significantly (clients take an age to actually do it). We also 
found that clients would often come back to us to ask how they should answer certain 
questions/sections.  

“Having someone complete the application with the client over the telephone removes both of 
these issues. Any time you ask anyone to complete a massive form the drop off is huge. This is the 
main reason why robo advice hasn't taken off. To make it work, the application software would 
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need to integrate with many apps/databases to pre-populate as much of the application as possible, 
which has its challenges. 

“It would be a much better protection world where policies are so flexible that they can be 
continuously changed over time, so they're always aligned to a client's situation. The issue is how 
underwriting can adapt to facilitate this. If a client needs extra cover that's beyond what the 
guaranteed insurability options (GIOs) can provide, the client would need to be re-underwritten. 
How do we get around that? Maybe a first step would be to digitise the use of GIOs to increase the 
ease of use.” 

 

Vicky Churcher, AIG Life: “It was so nice to be in the room with some of the presenters - Ralph and 
Andy, and particularly great to catch up with old friends and colleagues face to face.  It was a lovely 
way to re-engage. 

“I thought the presenters were great, particularly Andy Walton, as his session was a bit different 
and very entertaining. Above all, his message was simple and clear.  More of this going forward 
would be welcomed. 

“The whole AIG Life team and I supported the event on Twitter and hopefully contributed in getting 
#protectX2021 trending and therefore increase the reach of the event and the important messages. 
I notice iPipeline did too. However, I thought more insurers and industry firms could have done 
more in this area to support, including some of the presenters and their firms. 

“Thank you for inviting me, I appreciated the opportunity to be part of the mini watch party.” 

 

The debate didn’t end there… 

After ProtectX5, Roger Edwards spoke to Zurich’s Mark Budd to get his insights into Insurtech. You 
can see the special follow-up video, recorded in November, at: 
https://protectionreview.co.uk/insights/zurichs-head-of-innovation-mark-budd-responds-to-
protectx5 

Zurich is unusual in having an innovation foundry whose purpose is to develop new ideas across 
Zurich and Roger started by asking Mark about what he saw as the main Insurtech trends. 

Mark split his response into horizons, with the immediate horizon being a continuation of the 
adoption of digital. He saw this as more of a hygiene factor but beyond that the next horizon would 
be a broader accepting of digital medical data, which he saw as a game changer. Linked to that 
would be AI underwriting but that would take time and there was a balance to be struck between 
AI-led and conventional underwriting practice and the key would be emerging clear benefits for 
customers, advisers and insurers. 

Much is spoken about Insurtech start-ups but these were seen by Mark as a partnership 
opportunity rather than a threat in 99 cases out of 100 and could be an opportunity to develop 
your digital maturity in a particular space, he said, as many addressed certain steps in the value 
chain not the whole package. 

https://protectionreview.co.uk/insights/zurichs-head-of-innovation-mark-budd-responds-to-protectx5
https://protectionreview.co.uk/insights/zurichs-head-of-innovation-mark-budd-responds-to-protectx5
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He also saw Insurtech playing a role in delivering broader protection propositions, around more 
prevention or adjacent services. This was a good example of not tech itself, but tech as an enabler. 
Value is also more evident if the proposition is wider and that can be promoted by better use of 
social channels. 

The pandemic had shown the industry could do things quickly but would that continue? To some 
extent it highlighted and accelerated trends already there but the trend towards personalised 
products and choice would continue, with technology again driving change. 

The emergence of big data had given insurers a wealth of information but the key is the value 
exchange, with consumers saying in effect: ‘I trust you with my data, but what are you going to do 
with it?’. The regulator helps us all behave responsibly but building consumer trust remains key. 

Two keywords that came out from Roger and Mark’s conversation were immediacy and intimacy. 
Insurtech could help deliver both on many levels – even the now humble Zoom calls with clients 
(themselves almost unheard of pre-pandemic) being an example of what we could perhaps see as an 
emerging immediacy and intimacy – or should be perhaps call that an I&I - trend? 

 

We want your comments and thoughts, both on the issues raised, and on other issues our industry 
needs to address. Protection insurance provides peace of mind to millions of people and we pay out 
millions of pounds every day to those who need our help. Just as importantly, every day there are 
now thousands of conversations helping people who have problems, concerns or who have been hit 
by death, disability or illness. At Protection Review we want to help and facilitate still further how 
our industry works and especially for our customers. So watch out for the next ProtectX, our other 
events and communications and see the website for much more too. 

 

Don’t forget… 

8 December 2021, The Landmark, London.  Our industry leading conference and awards dinner day. 

Find out more at www.protectionreview.co.uk.  

 

http://www.protectionreview.co.uk/

