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BACKGROUND
Research shows when purchasing general insurance 
(GI), consumers today are more focused on the price 
rather than benefits which is leaving them open to 
unnecessary risk.

KEY MESSAGES 
The rise of technology and online tools make 
purchasing general insurance (GI) products look 
easy. But without the support of financial advisers, 
consumers may end up buying insurance which 
doesn’t actually meet their needs. By taking the time 
to talk about GI, advisers can reduce the risk to their 
clients and ultimately fulfil their duty of care to ensure 
their clients are not left financially exposed.

• When it comes to insurance many consumers 
don’t really understand what they’re buying

• Advisers need to start the GI conversation early on 
in the mortgage sales process, ideally before their 
clients even go online

• Advisers should reach out for training and support 
if they need it rather than miss out on a valuable 
recurring income stream

• A conversation is the best way to overcome 
consumer misconceptions and pass on the right 
financial advice.

• Advisers can help to set the record straight, by 
explaining that GI isn’t all about price

• Online technology can be used to enhance an 
adviser’s sales processes

EXECUTIVE SUMMARY
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TIME TO TALK

1 From YouGov Plc. Total sample size was 1118 adults. 2www.abi.org.uk/~/media/Files/Documents/Publications/Public/2016/Home%20insurance/Home%20
Insurance%20What%20you%20need%20to%20know.pdf

I think we can all agree that finances 
can be tricky business, and whether 
people like to admit it or not 
they need support. Not only with 
mortgages and major investments, 
but also with more common 
financial arrangements like 
home insurance. Research shows 
consumers are often confused 
about the benefits of insurance 
and the terminology used when 
describing the features and options 
surrounding these products. This is 
why it’s so important for advisers to 
guide them in the right direction.

With buildings insurance, only 62% 
of people are remotely confident 
they understand what is covered, 
while only 39% are confident 
they understand what is covered 
by mortgage protection1. The 

ABI recently stated that, “One in 
five home insurance claims are 
unsuccessful, mostly because people 
are not fully aware of what they are 
covered for.2” Consumers clearly 
need advice on these products and 
with all the good intentions in the 
world, price comparison sites and 
online forums, aren’t the answer.

Marcus Goode from The Mortgage 
Hut in Southampton claims there 
really are no excuses. “I don’t believe 
anything should stop advisers 
offering advice about insurance. 
They should be ensuring the client 
gets the right support rather than 
letting them go online and fend 
for themselves. Plus, the client 
has already trusted their adviser 
to go through all their personal 
information for a mortgage, so they 

already have a huge advantage 
when putting together a quote.”

This element of trust shouldn’t be 
underplayed. When customers are 
left to source their own products 
online, they’re making all kinds 
of important decisions based on 
assumptions, advertising and a 
desire to save money rather than 
what actually gives them the 
best protection. This isn’t a good 
situation to leave anyone in, let alone 
someone who’s put their trust in 
an adviser to guide them through 
what’s likely to be their most 
significant financial investment.

DID YOU KNOW? 

Only 47% of people are 

confident that they 

understand the wording 

used to explain financial 

products.

 From YouGov Plc. Total sample size was 1118 

adults.
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CONVERSATION BARRIERS

The advised share of the UK 
mortgage market reached an all-
time high of 71% in 20153, and yet 
only 35% of GI policies were written 
by advisers in the same year – less 
than half the amount of mortgage 
sales. So given the level of customer 
confusion and the clear need for 
advice, why are conversations about 
GI falling by the wayside:

PRIORITIES
First of all, some advisers don’t see 
GI as a business priority. They may 
regard mortgages or investments 
as their main source of income 
and focus all their attention on this 
area of the market. Plus, the fact 
that industry changes and online 
innovations have given consumers 
more options to go elsewhere, it’s 
made it easier for advisers to take a 
step back.

What’s surprising is just how 
many advisers choose to avoid the 
conversation about GI because they 
don’t think it’s profitable. Admittedly, 
some forget to factor in the time 
and effort spent on mortgages 
compared with GI, while others are 
simply unaware of the earnings 
potential. But even if GI commission 
rates do fall short of mortgages, 
they still provide a good recurring 
revenue stream for a relatively small 
amount of effort as well as a reason 
to keep in touch with the client on 
an annual basis.

Diane Gwyther from Cascade 
Mortgages sees the potential of 
selling GI from a revenue point 
of view, “For Mortgage Advisers, 
discussing Home Insurance is 
one of the few ways we can build 
a continuous stream of income.” 
Further to this, “The Premiums are 
very competitive, it’s easy to sell and 
stops their details being sold on to 
other mortgage advisers.”

Aside from the revenue potential 
and client retention, there’s also 

the important question around 
duty of care and what’s right for the 
client. So whenever a client asks 
about a mortgage, it should really 
be common practice for the adviser 
to include recommendations on 
related products, such as mortgage 
protection and home insurance – 
particularly as the client will need 
to have buildings insurance in place 
by the point of exchange. In many 
ways, this is where they can add the 
most value

This point shouldn’t be ignored. A 
£300 insurance policy may seem 
trivial compared to a £300,000 
property. But ultimately, one is in 
place to protect the other, so the two 
should always go hand-in-hand.

ADVISER 
CONFIDENCE
Linda Abernethy works for Money 
Matters in Portadown and believes 
one of the reasons advisers don’t 
always discuss general insurance, 
may be down to a lack of product 
understanding. She suggests, 
“It stops them even having the 
conversation with clients, because 
they don’t want to seem to have a 
lack of knowledge.”

It’s slightly worrying to think that 
product knowledge would ever 
get in the way of good advice 
when there are plenty of insurance 
companies who are happy to offer 
training and ongoing support. 
Surely, a more sensible (and more 
profitable) solution would be to ask 
for
help. Linda, for one, is convinced 
that, “By not offering home 
insurance, advisers aren’t servicing 
their clients properly or advising 
them on how to best protect the 
mortgage they have set up for 
them.”

3 http://www.imla.org.uk/resources/imla-changing-face-of-mortgage-distribution-december-2015.pdf 4 https://www.abi.org.uk/~/media/Files/Documents/
Publications/Public/2016/KeyFacts/KeyFacts2016.pdf

“they still 
provide 
a good 
recurring 
revenue 
stream for 
a relatively 
small amount 
of effort ...”

Figures based on an average monthly Buildings & 
Contents premium of £28.50 (increasing by 5% per 
annum) with average annual attrition of 16% over 5 
years and average monthly MPPI premium of £27.50 on 
Annual Indemnity commission rate of 27.5%.  Figures 
do not include the impact of any monthly attrition or 
clawback.

POTENTIAL COMMISSION EARNINGS

£11,2861

£20,1462

£27,9963

£34,6224

£40,4695
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Consumers today feel confident 
researching their own GI products 
before making their all-important 
purchase. But a lot of the time 
they’re being drawn in by the 
advertising that focuses solely on 
the area of price, not benefits and 
features.

In Linda’s experience, “Websites pull 
clients in mainly by pop ups and 
advertising cheap prices. People 
are under the impression that 
they are dealing with reputable 
companies, which they probably are, 
but that doesn’t mean the policy is 
necessarily of good quality and they 
hardly ever read the Ts & Cs.”

Marcus Goode agrees. “People think 
that if a company is on TV then 
everyone must use them. Clients go 
online to get your company phone 
number and are then faced with 
adverts which may mean they get 
quotes elsewhere.”

For many people the most 
appealing aspect of arranging 
insurance online is the idea that it’s 
quick and easy. Whether it’s a one-
off purchase or an annual renewal, 
consumers believe they can have 
their cover wrapped up and ready 
to go in just a few minutes. But in 
reality it often takes much longer 
than people think, with plenty of 
taxing questions along the way.

Paul Connell is a mortgage adviser 
from UPS Financial Services in 
Belfast and it’s something he comes 
across a lot. “Customers are under 
the impression that it’s just an easy 
process if they do it themselves, 
without thinking about the quality 
they get. And because people are 
so used to going online, they don’t 
realise how important it is to get the 
best advice.”

He makes an important point. 
Purchasing a property is a sizeable 
investment that shouldn’t be taken 
lightly. But so too is the cover that’s 
put in place to protect it.

When it comes to buying insurance, 
by cutting out the conversation, 
consumers are unable to ask 
questions specific to them and get 
answers tailored to their situation. 

Of people spend 
more than an 
hour on the 

internet every 
single day5

77% 
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Whereas a real discussion can help 
customers understand the benefit of 
advice and provide the reassurance 
the right decision has been made.

PRICE
Although price has always been  
a major consideration when it 
 comes to GI products, price 
comparison sites have taken it to a 
whole new level. And while there is 
a perceived benefit that customers 
are saving money, there is also a very 
real danger that cheap products 
can leave people over-exposed and 
under-insured. 

First of all, these sites lead customers 
to believing that price is more 
important than product benefits, 
which is a rather dangerous 
assumption. Secondly, they bundle 
all types of home insurance 
together, implying that there is little 
difference between one option and 
another. 

With many of the key failings of 
comparison sites going unnoticed 
by consumers, advisers are having 
to re-think their strategy. Marcus 
Goode admits he had trouble 
competing with comparison sites 
when he first started, but with a few 
small adjustments he soon got back 
on track. “The main problem was 
leaving it too late to give customers 
a quote. By the time I approached 
them, they had already been and 
got cheap quotes online. I had to 
change my process and have the 
conversation with the client at the 
earliest opportunity so that I could 
discuss the importance of getting 
the correct level of cover.” 

In addition, Marcus focuses his GI 
conversations about the value and 
benefits of quality insurance rather 

than the price. “I discuss things like 
trace and access, and explain that 
they should be looking at the level 
of cover carefully when making 
comparisons. Once I changed 
my approach and equipped the 
client with good advice, my sales 
dramatically increased.”

CONTROL
Given the nation’s obsession for 
deal hunting and money saving 
many consumers have started to 
take a closer interest in their own 
financial affairs. In response to this, 
there are many websites which have 
marketed themselves as an easy 
way to research financial products, 
without the need for third party 
assistance. 

However, Marcus Goode believes it’s 
not that people don’t want advice; 
it’s just that they want to be in 
charge of the facts so that they can 
make a well-informed decision. “I 
feel that clients don’t initially have a 
lot of knowledge of GI products so 
they will often go to the first place 
available to them which is generally 
the phones in their pocket – it’s a 
force of habit.”

The challenge faced by advisers is 
to prove that a conversation about 
GI adds more value than a faceless 
website. In order to do this, they 
need to be clear right from the 
beginning about the full service they 
can offer to potential clients, the 
time that they can save them and 
the peace of mind they can provide 
by making sure they know their 
home is properly protected. 

CUSTOMER  
CONFUSION
Mortgage customers provide most 
advisers with a ready-made client 
base for GI. However, many UK 
adults don’t fully understand the 
process of working with an adviser 
and what type of service they can 
provide. 59% have never had a 
financial review, 19% think it must 
be expensive and 16% believe that 
advisers are for people with lots of 
money.  

Ironically, most of these 
misunderstandings could be cleared 
up very quickly with the right 
conversation. And most people 
would be pleasantly surprised by 
what they heard. 

When we asked consumers what 
might encourage them to seek 
financial advice from a local 
adviser, the most popular answers 
included: a better understanding 
of the service they offer, a better 
understanding of the costs 
associated with obtaining financial 
advice and a recommendation from 
a friend.6 

DID YOU KNOW?
13% of people are likely to 
play the lottery in 2017 to help 
improve their financial situation. 
Only 4% are likely to seek 
professional financial advice.
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It’s worth remembering that less 
than 15 years ago, there were no 
such things as smartphones, tablets 
or twitter accounts, and Wi-Fi 
hadn’t been invented. Society has 
adapted quickly to new technology 
and it’s had a huge impact on the 
way we think. Access to information 
is a prime example. Whether it’s 
general trivia, in-depth research or 
new product analysis, there is now 
an expectation that answers can 
be sourced from a phone, tablet or 
laptop in just a few clicks.

Financial advice 
is no different. 
Consumers have 
developed a 
much greater 
sense of urgency 
since the 
introduction of 
online solutions 
and patience 
is quickly 
becoming a 
thing of the past.

In real terms, 
this means 
that advisers 
need to adjust 
their working 
practices to fit in with their clients. 
For example, changing business 
hours to accommodate client 
visits or supporting conversations 
with emails to answer questions 
and avoid delays. This new-found 
flexibility is helping to gain client 
trust and allowing advisers to 
compete on a level playing field with 
their online counterparts. 

Linda Abernethy works for Money 
Matters in Portadown and explains 
that, “Emailing is a massive part of 
our business now. Most of our clients 
work 9-5 and a lot of enquiries come 
from emails.” She is also quick to 
point out that requests for advice 
are on the increase. “We’ve noticed 
that more people are keen to get 
our advice these days. People are 
becoming wise to the pitfalls of 

cheap insurance and I believe this is 
down to there being more and more 
horror stories from people who have 
poor cover.”

PLENTY TO TALK 
ABOUT
Love it or loathe it, technology and 
online comparison sites are now 
part and parcel of the modern 
GI market. And although some 
advisers may see them as a threat 
or a reason not to even try to sell 
general insurance, there are plenty 

more who regard it as a genuine 
opportunity – to show how they 
can deliver a better service to 
customers, enhance their processes 
and ultimately build lasting client 
relationships. 

Advisers can add value by talking 
through the pros and cons of the 
different products, explaining how 
the features and benefits work and 
matching solutions to the specific 
needs of their clients. Rather than 
using technology to cut corners, 
they are using it to be more 
efficient, helpful and thorough. 

As Marcus Goode puts it, 
“Everything is somehow linked 
to technology these days. It’s 
important to have an element of 
it in your business or people think 
you’re living in the Stone Age. But 

the most important thing is to make 
sure clients get tailored advice 
rather than the generic advice that 
is available online.” 

THE FINAL WORD
It may look like consumers are 
happy being left to their own 
devices when sourcing general 
insurance products, but the truth is, 
most of them just haven’t yet been 
given the reasons why they should 
let an adviser do it for them. 

Contrary to what people think, GI 
products aren’t 
all the same, 
online purchases 
aren’t particularly 
quick, and 
cheaper products 
aren’t always 
better. These 
misconceptions 
need to be laid to 
rest or the 1 in 5 
claims shortfalls 
that we are 
currently seeing, 
will only get 
worse.

The main worry 
is that there are 

still advisers out there who are 
continuing to focus on mortgages, 
while their clients purchase their 
own GI policies online. It’s a real 
shame, because not only are they 
overlooking their duty of care to help 
clients find the right solutions, they 
are also missing out on a valuable 
source of income. 

Fortunately, these opportunities 
aren’t going away any time soon. 
There are some great products 
in today’s market and plenty of 
support available for advisers who 
want to reconsider their approach. 
Whichever way you look at it… there 
has never been a better time to talk 
about GI.

CHANGING BEHAVIOURS
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TIPS ON HOW TO  
WRITE MORE GI BUSINESS

Have the GI conversation up-front with your 
mortgage clients
Explain that you will include GI as part of the advice process

Consider the full range of insurance options when 
discussing a mortgage
Home insurance, landlords insurance, accident, sickness and 
unemployment cover and home buyer’s protection

Think about the details that are likely to make a 
difference to your individual clients
Accidental damage cover, personal possessions cover, legal expenses 
cover and home emergency cover

Discuss price versus value for money
Talk about features & benefits, service and the pros and cons of 
including an excess

Explain the benefits of your service
One-stop-shop, reduced admin, support with renewals and claims

ü

ü

ü

ü

ü

All figures, unless otherwise stated, are from YouGov Plc.  Total sample size was 1118 adults. Fieldwork was undertaken between 16th - 17th November 2016.  
The survey was carried out online. The figures have been weighted and are representative of all GB adults (aged 18+).
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