
The Protection Market UK – Shifting Sands 

An aging and changing 
working population 

Changing consumer 
expectation & behaviour

Are we meeting the needs of a 
changing consumer demographic?

Online sales are growing, rapidly. 35% of 
all spending was online in January 2021, an 
increase of over 15% since January 2020. 

In 2020, over half of the world’s 
working population was made  
up of Millennials or GenZ (ONS)

Are we meeting the different needs of 
younger consumers?

48% of smartphone owners who 
use biometric readers used them 
to authorise payments (Deloitte)

What does this teach protection about the 
need for immediacy?

An estimated 400,000 people aged 50 or 
over are at risk of redundancy when  
COVID job support ends (Centre for Aging Better)

 
How do we better support those in later  
working years? Will protection become a luxury 
item? How do we avoid this situation if so? 

Consumer attention spans are 
falling; fast  (Forbes)

The average human attention span is just 
8 seconds. How does protection insurance 
attract attention in what Google describes 
as ‘Micro Moments’? 

2.9% of the UK working population 
are on Zero Hours Contracts (ONS) 

Will a flexible changing workforce have 
different needs of protection? 

Global digital marketing spend will 
reach $389 billion in 2021 (Emarketer)

Digital is now the go to channel for 
advertisers, but do protection businesses 
reach their market as effectively online?

Protection is changing. But, is it changing fast enough to keep up with changes in society?

Economies grapple 
with new realities
More than ten years after the global financial 
crisis, modern economies are still coming to 
terms with the new economic ‘normal.’

House prices continue to grow, 
rising 8.5% during 2020 (ONS)

As younger buyers are prevented from 
property ownership, where do protection 
touchpoints occur? 

Gross household savings spiked by 
280% early during the pandemic 
(Q1-Q2 2020). Will this be invested 
in financial planning or consumer 
spending? (Statista)

How do we influence consumers to invest in 
the right thing, not just the next thing?

Do low interest rates mean lower 
margins for insurers?
With the base interest rate remaining below 1% 
for over a decade, how will insurers maintain 
margins, without increasing premiums? 
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Emerging trends. Progressive protection

7 hurdles to future success 

Engage younger 
consumers; now
In the move from protect to 
prevent, how does the protection 
industry ensure it is engaging and 
retaining relationships with clients?

Fill the digital gap in advice
The need to disturb, engage and advise 
remains strong; but are advice businesses 
geared up for a new digital age? Do they 
have the capability required to attract their 
audience of tomorrow, online? 

Increased use of data 
driving low touch/
no touch processes
Improved data capability required 
to streamline processes, client 
buying journey and deliver 
forward underwriting.

Now or never
Modern consumers no longer accept 
having to wait to buy, even shunning 
the addition of payment details. How 
do traditional underwriting processes 
cope with this hyper immediacy? 

A heavy price for a heavy  
reliance on the mortgage market?
As house prices grow, will the dream of 
home ownership continue to be a distant 
reality for many? How do advisers find 
touchpoints in clients’ early working lives, 
without bricks and mortar? 

Helping consumers value financial 
resilience; not just the latest trends
The pandemic may result in a release of 
pent-up demand and a splurge in consumer 
spending. How do we ensure life cover 
competes for cash with lifestyle purchases?
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Work is changing.  
Protection must too
Whether it’s zero hours, self-
employed or just flexible working; the 
relationship with work is changing. 
Can we deliver adaptable cover that 
reflects the changing workplace?
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I would love to hear your 
thoughts and discuss whether 
these trends are in line with 
your market analysis. 

To book in a discussion where 
we can build upon these 
themes and outline the role 
that technology can play in 
meeting these challenges, 
please get in touch with me.

rtucker@ipipeline.com

+44 (0) 7502 334462
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