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THERE’S NO PLACE LIKE HOME
Over the last 12 months, families throughout the UK 
have spent more time at home than ever before. For 
some, it has been a place of sanctuary. For others, a 
genuine struggle. And for homeowners, leaseholders 
and landlords everywhere, it has been an opportunity 
to reflect, make changes and re-evaluate their financial 
priorities. 

What’s slightly worrying, is that even though funding 
a home is one of the biggest financial commitments 
most of us make, the effort we put into protecting our 
properties can still be a little lackadaisical. Despite plenty 
of warnings, it’s amazing how many insurance purchases 
are based on price rather than benefits. And even now, 
there are plenty of people who continue to take their 
chances without any cover at all.

This is what prompted us to commission our research. 
By taking a closer look at consumer behaviours, we 
thought we might get a better understanding of what 
motivates people to purchase home insurance and other 
related products. We also thought a few carefully chosen 
questions may help us to identify the key factors that 
influence financial decisions… so that we could adapt our 
own processes and products accordingly.

The feedback has been interesting. Unsurprisingly, some 
responses have been rather predictable – especially 
towards online purchases and comparison sites. But there 
have also been some illuminating findings that have 
emphasised the importance of professional advice and 
the growing need for financial advisers in today’s topsy-
turvy market. 

Paymentshield
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METHODOLOGY
UNDERSTANDING  
OUR APPROACH

THE SURVEYS
Our initial research was carried out on 
10-11 March 2020 by YouGov. 1050 
people (49% male and 51% female) 
completed an online interview, which 
involved a number of multiple-choice 
questions about their perceptions of the 
home insurance market.  

Participants were made up of a random 
sample of nationally representative 
adults, aged 18+, from a variety of 
different backgrounds. They included a 
selection of homeowners, renters and 
adults living with friends or relatives. 
Education levels ranged from 5% 
having no formal qualifications to 9% 
having higher degrees (such as MScs 
or PHDs). 34% were solely responsible 
for their financial decisions, while 
51% were jointly responsible with a 
spouse, partner or other member of the 
household.

To acknowledge the impact of Covid-19, 
we carried out a second survey on 4-5 
May 2020 (during lockdown). Again, 
this was undertaken by YouGov, using 
the same profile of UK adults. This time, 
2127 respondents completed the survey 
(48% male and 52% female).

Finally, to get a professional perspective, 
we conducted a separate online survey 
with 215 financial advisers in March 
2020*. The majority were already active 
in the home insurance market, with 
over 80% offering home insurance, life 
insurance and critical illness cover, as 
well as short term and long-term income 
protection. 47% were single tied to 
Paymentshield, 53% were either multi-
tied or independent. 

THE QUESTIONS
The survey questions were carefully 
chosen to give us a clear understanding 
of who makes insurance decisions, how 
they prioritise their purchases and what 
factors influences their choices.

The survey itself looked at everything 
from product awareness and the effects 
of Covid-19 to opinions on the purchase 
process and the use of technology. We 
also included a number of questions to 
try and understand why customers to 
seek out professional advice and what 
reservations, if any, they have about 
speaking to financial advisers.

*Based on Paymentshield 2020 annual adviser survey
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MONEY WORRIES
Prior to lockdown, more people worried 
about money than anything else. 32% of 
those surveyed put their finances at the 
top of their worry list – ahead of work, 
friends, family and fitness. Although, 
when we asked the same question 
two months later, 42% of participants 
put friends and family as their biggest 
source of anxiety, followed by their 
health at 17% and their finances at a 
modest 14%.

Despite this change in focus, 38% 
of those surveyed revealed that their 
financial worries had increased since the 
start of lockdown.

When money is tight, your clients may be tempted 
to buy budget home insurance online. But these 
products often come with hidden excesses. If 
they’re worried about paying a few pounds extra 
now, it’s worth asking how they would manage 
to pay hundreds of pounds in the event of a 
claim.

SAVINGS
Everyone knows that it’s good to save 
money. But it’s easier said than done. 
While 26% of consumers manage to 
save between £100 and £499 each 
month, the majority (50%) save less 
than £100, with 27% admitting that they 
don’t save any money at all.

Interestingly, only 20% of 18-24-year-
olds fail to save any money each month, 
compared with 37% of 45-54-year-olds. 

Although it makes sense to keep an eye on costs, 
it’s important for your clients to save money 
in the right places. Be sure to remind them 
that purchasing cheaper home insurance is false 
economy if it doesn’t include the right benefits
.

JOB SECURITY
In March 2020, the economy was in a 
relatively good place with almost two-
thirds of people (59%) feeling secure or 
very secure in their job. Only 15% put 
work as their main source of worry.

Surprisingly, this went down to 10% 
after lockdown. Although, this doesn’t 
mean that they had an increased sense 
of job security – it’s just that they had 
more things to worry about than work.

BORROWING
As a nation, we’re no strangers to debt. 
25% of consumers use their bank 
overdraft at least once a year. And 70% 
admit to owing money at some point 
in their life... often to more than one 
creditor.

46% to a credit card company
34% via an overdraft with their bank or 
building society
27% to family or friends
22% on a store card 
21% to a personal loans company

HOME ECONOMICS
MAKING SENSE OF OUR FINANCES

38% of those 
surveyed 
revealed that 
their financial 
worries had 
increased since 
the start of 
lockdown.

SOMETHING TO THINK ABOUT
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While 26% of 
consumers manage 
to save between £100 
and £499 each month, 
the majority (51%) 
save less than £100, 
with 27% admitting 
that they don’t save 
any money at all.
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HOME SECURITY
PROTECTING CONSUMER INVESTMENTS
DID I REMEMBER TO SWITCH THE GAS OFF?
We all know how important it is to switch off appliances and lock the doors when we leave 
the house. But life sometimes gets in the way of sensible decisions. Here are some of the 
actions that our homeowners and renters were guilty of within the last 12 months.

DID YOU KNOW?
Defaqto star ratings are an easy way to 
choose insurance products based on 
product quality. 

 And yet… only 41% of consumers 
are aware of the Defaqto Star Rating 
system for financial products.

THERE’S NO 
PLACE LIKE 
HOME
MONEY 
WORRIES

of people worried 
most about 
finances

32%

PRE LOCKD
OWN

of people worried most 
about their friends 

and/or family

42%
post LOCK

DOWN

Despite this change in focus  38%1
 of those surveyed revealed that their 

financial worries had increased since the start of lockdown

HOME SECURITY
In the last 12 months people admitted to doing the following 
when leaving their home:

left windows open
16%

WHO’S TOP OF THE 
INSURANCE TABLES?
The constant challenge for consumers is having to work out which insurance 
options are a priority and which are  nice-to-haves. Here are some of their 
most popular choices.

left a spare key hidden outside 
their home for emergency access

12%

forgot to 
lock all doors

15%
forgot to set 

burglar alarm

5%

left appliances 
running (e.g. 

dishwasher, washing 
machine, etc.)

40%

WHAT PEOPLE 
ASSUME IS COVERED

WHAT’S ACTUALLY 
COVERED

HOME VALUES

What did people worry 
most about pre lockdown 
verses post lockdown?

what’s covered on my home insurance?

55%

71%
Tiles blowing off a roof 

on a windy day 

Covered on most buildings 
insurance policies, as long as 
it’s clearly weather damage

Personal items taken 
out of the home 

Usually an optional extra

64%Accidental damage Usually an optional extra

44%

Damage caused by 
workmen identifying the 

source of a problem 
(e.g. walls or floors to 
find source of a leak) 

Better policies include 
‘Trace and access’ benefits 

as standard. But some don’t

18%Damage caused by pets 

Covered on some policies, 
but usually with exclusions 

such as chewing, scratching 
or fouling the home (i.e. most 

damage caused by pets!)

13%
Putting bad workmanship 

from tradesmen right 
Rarely covered by standard 

insurance but may fall under the 
optional extra Legal Expenses, 
best to check with the insurer

11%
Wear and tear  Not covered on 

most policies 

of consumers admit that they don’t know if items they carry on their 
person are actually covered or not a further 24% state they do not 
know if they are covered (could add if you wanted)23%

CAR 
66%

CONTENTS
63%

BUILDINGS
58%

PET
19%

MOBILE
 PHONE

15%
ANNUAL 
TRAVEL

26%

PERSONAL 
ACCIDENT

7%
INCOME
4%

CREDIT 
CARD/LOAN

4%

LIFE
32%

CRITICAL
 ILLNESS

11%

MORTGAGE 
PAYMENT 

PROTECTION

6%
PRIVATE 
MEDICAL

10%

of consumers are 
confident that their 
cover is adequate 

for their needs

75%
claim to understand 
what’s covered by 
their buildings 

insurance 

61%
claim to understand 
what’s covered by 

their contents 
insurance 

68%
have actually checked 

(within the last 12 
months) that they have 

adequate contents cover

52%

NUMBER 
OF PEOPLE

DO YOU KNOW WHAT’S IMPORTANT?

DO YOU KNOW WHAT’S IMPORTANT?

NOW THAT’S 
ALARMING!

*All prelockdown figures, are from YouGov Plc.  Total sample size was 1050 adults. Fieldwork was undertaken between 10th - 11th March 2020.  The survey was carried 
out online. The figures have been weighted and are representative of all GB adults (aged 18+).
**All post lockdown figures are from YouGov Plc.  Total sample size was 2127 adults. Fieldwork was undertaken between 4th - 5th May 2020.  The survey was carried out 
online. The figures have been weighted and are representative of all GB adults (aged 18+).

Paymentshield and the Shield logo are registered trademarks of Paymentshield Limited (registered number 02728936) which is a company 
registered in England and Wales at Paymentshield House, Southport Business Park, Wight Moss Way, Southport PR8 4HQ. Authorised and  
regulated by the Financial Conduct Authority. Telephone calls to Paymentshield may be recorded for training and quality. 
© Paymentshield Limited 2020. Asset 01752 (09/20).

66% Car insurance
63%  Contents insurance
58%  Buildings insurance
32%  Life insurance
26%  Annual travel insurance
19%  Pet insurance
15%  Mobile phone insurance
12%  None of these insurance 
 covers
11%  Critical illness cover
10%  Private medical insurance
7%  Personal accident insurance
6%  Mortgage payment  
 protection
4%  Income insurance
4%  Credit card/loan insurance
4%  Don’t know

While home insurance fares quite well 
in the list, there are still over a third of 
consumers who don’t see it as a priority. 
It’s also telling that products like income 
insurance and mortgage payment 
protection barely get a look in.

Maybe it’s time for advisers to turn the 
tables! 

WHO’S TOP OF THE INSURANCE TABLES?
The constant challenge for consumers is having to work out which insurance options 
are a priority and which are nice-to-haves. Here are some of their most popular 
choices.
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If your clients aren’t familiar 
with Defaqto star ratings, use 
the analogy of hotels to explain 
how it works. Better still, try the 
Defaqto compare tool, which is 
available in the Paymentshield 
Adviser Hub 
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HOME TRUTHS
HAVING THE RIGHT ATTITUDE
ATTITUDES TO FINANCIAL ADVICE:
LET’S TALK ABOUT MONEY
Although 70% of people are confident 
in their ability to manage their own 
personal finances, 39% still think it’s 
worth getting advice about an insurance 
policy. The question is, who do they trust 
the most?

Biggest influence
According to our survey, family 
members have the biggest influence 
on financial decisions (19%), closely 
followed by high profile experts such as 
Martin Lewis (14%) and the economic 
situation (10%). 

Professional advice (from a financial 
adviser or accountant) comes in a 
respectable fourth place – just outside 
the medals with 9%.

Best advice
Once people accept they need 
financial advice, professional advisers 
fare much better. Other than parents 
(14%), financial advisers or brokers 
are the second most popular outlet for 
consumers (10%), closely followed by 
online forums (9%) and partners/spouse 
(8%).

The problem is, even when people 
admit they need financial advice, they 
are often reluctant to ask for help. Our 
survey participants admitted that 56% 
of the time, they rarely or never ask for 
help when they need it.

Blind faith
When we asked about the best way to 
improve their financial situation, 39% 
of consumers recommended reducing 
the amount they spend, while 28% 
suggested increasing the amount they 
save… both very sensible ideas.

Sadly, not all responses were based on 
logic. 14% proposed playing the lottery 
as the most productive way forward, 
while only 6% recommended seeking 
financial advice!

Clients won’t always ask for advice. But 
there’s a good chance they will accept it 
when it’s offered. So, remember to offer it 
at every opportunity.  

REMEMBER
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Taking financial advice from a family 
member is all well and good, but it can 
sometimes be like the blind leading 
the blind. Talking to your clients 
about all aspects of their finances can 
help to break the cycle of bad advice 
getting passed on from generation to 
generation.
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ATTITUDES TOWARDS 
FINANCIAL ADVISERS
LET’S TALK ABOUT MONEY MANAGEMENT
DO CONSUMERS THINK 
THEY NEED PROFESSIONAL 
ADVISERS?
Our feedback on financial advisers 
was a mixed bag. 52% of consumers 
had never tried getting in touch with 
an adviser/broker and 51% felt they 
had no need for financial advice. A 
further 28% were worried that speaking 
to a professional adviser would be 
expensive. 

Only 13% said that they had reviewed 
their finances with a professional adviser 
within the last 12 months, while 17% 
said that it had been over five years. 

SOMETHING TO THINK ABOUT 
Most consumers won’t ask for financial advice 
because they don’t understand the process. As a 
financial adviser, it’s up to you to make the first 
move.  

Clients often leave it too long before getting in 
touch for a financial review. Booking an annual 
appointment is a great way to stay in touch and 
help them avoid unnecessary risk.

DO ALL PRODUCTS COUNT?
Judging from the responses, there 
is clearly a product hierarchy when 
it comes to seeking out professional 
advice. Of those who do go to a 
financial adviser, 53% of respondents 
said they had approached them about 
a mortgage, but only 5% would speak 
to a financial adviser about a home 
insurance policy. 

WHY NOT TRY...
If you’re charging a fee for providing mortgage 
advice, offer free protection advice as part of the 
service.

WHAT’S THE BEST WAY TO 
COMMUNICATE?
Despite living in a world of smartphones 
and real-time technology, most 
consumers still believe that talking face-
to-face is the best way to get financial 
advice. 49% say they would prefer 
to speak to a professional adviser in 
person, compared with 23% online and 
14% by telephone. 

It’s a view that’s shared by advisers 
themselves. 68% of our adviser panel 

confirmed that they believe face-to-face 
meetings are the best way to engage 
with clients. 

Of course, this may change for both 
parties with the practical implications of 
social distancing.

WHAT WILL ENCOURAGE 
INSURANCE SALES?
When we asked consumers, what would 
encourage them to buy an insurance 
policy from a professional adviser, their 
main focus was on features and benefits. 
49% said that clear information about 
features and benefits was important, 
while 45% suggested that advisers 
needed to be confident that the policy 
would provide the highest level of 
features and benefits. 

Interestingly, only 10% said they would 
like to see the lowest possible price 
even if it meant reducing the level of 
cover.

Maybe quality is more important than 
price after all.
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Just because you’ve spent 
a few hours with a client, 
doesn’t mean they won’t 
be willing to spend a little 
longer to get the right 
home protection in place.

If you feel you’re 
lacking product 
knowledge, make use 
of the webinars and 
training from your 
product providers. 

Most providers will have case 
studies and claims stories to 
help bring the products to life. 
These are great to share with 
your clients.

 
Using the Defaqto compare 
tool is a great way to highlight 
the features and benefits of a 
home insurance policy. It also 
demonstrates confidence in your 
recommendations.

Offering to beat an existing quote 
isn’t always a good idea. It makes the 
conversation all about price when it 
should really be about the benefits and 
what’s right for the customer.

If you want to engage 
your clients, talk 
passionately about the 
benefits you believe in 
and explain why they are 
so important.

Try a three-step quote 
process when talking about 
home insurance. Start with 
a basic cover option and 
then increase the benefits to 
show improved cover and 
reassurance it brings.

THINGS TO  
CONSIDER
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WHAT MAKES A GOOD FINANCIAL ADVISER?
A good financial adviser has many qualities. But according to our 
consumer survey some are more important than others.
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HOMEWARD BOUND
LIVING THROUGH LOCKDOWN 

THE IMPACT OF COVID-19
When the UK went into lockdown, 
behaviours started to change overnight. 
Face-to-face conversations were 
exchanged for telephone and video 
calls, big nights out turned into big 
nights in and people became much 
more aware of the risks to their health, 
their families and their finances.

With consumers spending more time 
at home, it was only natural that they 
started to re-think their priorities. Here 
are some of the ways that perceptions 
and behaviours evolved.

STRESS AND ANXIETY
It was hardly surprising to hear that 
39% of consumers noticed their mental 
health declined a little or a lot during 
the coronavirus outbreak. Younger 
adults were hit the hardest, with 49% of 
18-24-year-olds and 47% of 25-34-year-
olds struggling with their mental 
wellbeing.

The emotional impact on younger 
people wasn’t just to do with the lack 
of social interaction, which tends to be 
more prevalent in the young. It was also 
connected to the sudden lack of job 
security and increase in financial worries, 
which hit this group more than most.

39% of consumers noticed their mental 
health declined a little or a lot during the 
coronavirus outbreak
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FINANCIAL WORRIES
38% of consumers noticed an 
increase in financial worries 
post-lockdown, with even 
higher increases for 18-24-year-
olds (44%) and 25-34-year-olds 
(45%). Although, when asked 
about the actual impact it had 
on their finances, the figure was 
a little lower – only 36% said 
that Covid-19 had a negative 
impact. Interestingly, the two 
age-groups that were worst 
affected were 18-24-year-olds 
and 45-54-year-olds, with 40% 
of both groups experiencing a 
decline in fortunes. 

To avert their financial worries, 
35% of consumers found 
themselves looking for new 
ways to reduce their outgoings. 
Younger people were again 
more active in this pursuit with 
43% of 18-24-year-olds trying 
to cut their costs whereas only 
slightly more 25-34 years were 
doing the same (45%).. What’s 
slightly disappointing, is that 
with more time and less money 
in their hands, only 4% have 
managed to speak to a financial 
adviser since lockdown (3% for 
18-34-year-olds).

FRIENDS AND FAMILY
Friends and family have become increasingly 
important since lockdown. 42% of people say 
it’s the one thing they worry about more than 
anything else, ahead of their health (17%) 
and finances (14%), which previously took 
precedence. Of course, this doesn’t mean they’re 
worrying less about their health or finances, just 
that they have more things to consider.

With new restrictions in place, 40% of people 
admit they now speak to friends and family more 
than they did before. You could be forgiven for 
thinking this might lead to family members having 
more of an influence on financial decisions. But in 
many cases, the opposite is true. 25% of people 
say they are now avoiding talking about finances 
with other family members, because they don’t 
want to become a burden. 

Whichever way we look at it, attitudes have 
changed. Covid-19 has made people more 
vulnerable – physically, mentally and financially. 
Obviously, we can’t solve all of these problems, 
but the growing need for financial help and advice 
can certainly be addressed by financial advisers, 
who are perfectly placed to help.

 

38% of consumers noticed an increase in 
financial worries post-lockdown

5% of people 
say they are 
now avoiding 
talking about 
finances with 
other family 
members, 
because they 
don’t want 
to become a 
burden
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HOME VALUES
KNOWING 
WHAT’S 
IMPORTANT

THE MORTGAGE MINDSET
It’s not unusual for consumers to speak 
to a financial adviser or broker about 
their mortgage. Most people are 
comfortable admitting that they don’t 
understand the products and as a rule, 
they’re happy to ask for professional 
advice – probably due to the size of the 
investment.

28% say their understanding of the 
mortgage process is bad or very bad

Only 34% of people say they have 
a good understanding of fixed rate 
mortgages

Only 25% of people say they have 
a good understanding of variable 
mortgages

Are advisers making the 
right impression?
While people are happy to ask for help 
the first-time round, it’s a little worrying 
that 38% of consumers wouldn’t want 
their mortgage broker to contact them 
at renewal. Maybe there is still some 
work to do in terms of building ongoing 
relationships. 

And despite the importance that people 
place on getting mortgage advice, 
it’s interesting to note that only 65% 
read the conditions of their mortgage 
document thoroughly.
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Did you know?
At Paymentshield, we offer the same product with a choice 
of seven of the UK’s leading insurers. Your clients can either 
choose the cheapest quote or the brand they trust the most 
– the only difference is the team supporting them when they 
make a claim.

We also offer an ‘auto-rebroke’ services which automatically 
generates new quotes for your clients at every renewal.
 

HOME INSURANCE HABITS 
Understanding the need
People take out buildings and contents insurance to protect 
themselves against everything from a burst pipe to a collapsed 
roof. But the thing they worry most about happening in the 
next 12 months  is burglary or theft (25%), closely followed by 
damage to the property by severe weather (22%). 

Funnily enough, the most common type of claim (accidental 
damage), was only highlighted by 5% of consumers as a 
genuine cause for concern. Although, for obvious reasons, 
people tend to focus on emotion ahead of logic.

Choosing the right policy
54% of consumers say that provider trust is an important 
factor when choosing their home insurance policy. 38% look 
out for positive customer reviews and 34% say a positive 
recommendation makes a big difference. 

Price is obviously a key consideration too, but there’s evidence 
to suggest that the value of individual benefits can still tip the 
scales. For example, 40% are prepared to pay a little extra to 
cover their personal items away from the home.

Keeping up-to-date
As it stands, only 57% of policyholders review their home 
insurance policy each year, which may explain why they make 
so many assumptions about their cover. It also means that they 
may be purchasing products that aren’t suitable for their needs.
 
If people assume they’re covered for things they’re not, they’re 
inevitably going to come across claims that aren’t eligible. 
So, it’s hardly surprising that 20% of consumers when asked 
to imagine buying home insurance, wouldn’t be confident it 
would pay out in the event of a claim. This is another reason 
why financial advice is so important in today’s market.

Although the correct figure is much lower than this, this lack of 
product knowledge highlights an unfair mistrust of the industry. 
In reality, all the industry is lacking is good advice.

REMEMBER 
Manage your client expectations from the outset. Make it 
clear that you’re here to help them on an ongoing basis – 
with their mortgage and other aspects of their finances.

the thing 
they 
worry 
about 
most is 
burglary 
or theft
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PERCEPTIONS AND MISCONCEPTIONS
While 75% of consumers are confident that their cover is adequate for their needs, only 61% claim to understand what’s covered 
by their buildings’ insurance (68% for contents). Plus, only 53% have actually checked (within the last 12 months) that they have 
adequate contents cover.

It’s also clear that consumers have gaps in their product knowledge. When we asked them to talk about their insurance priorities, it 
was quite telling that many of the benefits they thought were covered as standard, actually turned out to be optional extras. 

23% of consumers admit that they 
don’t know if items they carry on 
their person are actually covered 
or not. Once again, this highlights 
just how important regular finan-
cial reviews can be.

IMPORTANT 
Not all 5 star products are the same. 
The Defaqto compare tool is a great way 
to analyse the details. For example, it’s 
surprising just how many 5 star rated 
policies don’t offer cover for blocked 
drains.

MOST POPULAR  
ADD-ONS
Additional benefits allow consum-
ers to shape their cover to their 
individual needs, without paying 
for anything they don’t want. Here 
are the benefits that they believe 
to be the most valuable add-ons 
for a home insurance policy.

47% Home emergency cover
22% Accidental damage 
13% Legal expenses
11% Personal possessions away 
          from home

ANOTHER IMPORTANT POINT
By adding relevant benefits to a home 
insurance policy, you can tailor the 
cover to your clients’ individual needs. 
This is much more cost-effective than 
recommending a ‘one-size-fits-all’ 
policy.

WHAT PEOPLE 
ASSUME IS COVERED

WHAT’S ACTUALLY 
COVERED

what’s covered on my home insurance?

55%

71%
Tiles blowing off a roof 

on a windy day 

Covered on most buildings 
insurance policies, as long as 
it’s clearly weather damage

Personal items taken 
out of the home 

Usually an optional extra

64%Accidental damage Usually an optional extra

44%

Damage caused by 
workmen identifying the 

source of a problem 
(e.g. walls or floors to 
find source of a leak) 

Better policies include 
‘Trace and access’ benefits 

as standard. But some don’t

18%Damage caused by pets 

Covered on some policies, 
but usually with exclusions 

such as chewing, scratching 
or fouling the home (i.e. most 

damage caused by pets!)

13%
Putting bad workmanship 

from tradesmen right 
Rarely covered by standard 

insurance but may fall under the 
optional extra legal expenses, 
best to check with the insurer

11%
Wear and tear  Not covered on 

most policies 

of consumers admit that they don’t know if items they carry on their 
person are actually covered or not a further 24% state they do not 
know if they are covered (could add if you wanted)23%

NUMBER 
OF PEOPLE

*All prelockdown figures, are from YouGov Plc.  Total sample size was 1050 adults. Fieldwork was undertaken between 10th - 11th March 2020.  The survey was carried 
out online. The figures have been weighted and are representative of all GB adults (aged 18+).
**All post lockdown figures are from YouGov Plc.  Total sample size was 2127 adults. Fieldwork was undertaken between 4th - 5th May 2020.  The survey was carried out 
online. The figures have been weighted and are representative of all GB adults (aged 18+).
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HOW LONG DOES IT  
TAKE TO ARRANGE A  
HOME INSURANCE POLICY?
When consumers organise a home 
insurance policy themselves, it takes longer 
than you might think:
35% say less than a day 
25% say between 2-6 days
22% say a week or more
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THE PULLING POWER 
OF PRICE COMPARISON 
WEBSITES
Comparison sites have always 
been billed as a quick and easy 
way for consumers to purchase 
home insurance. But in practical 
terms, financial advisers still have 
a lot to offer. As well as providing 
better quality advice, they are 
arguably quicker, easier and more 
convenient.

When left to their own devices, 
45% of consumers say it takes a 
day or more to organise their own 
insurance – either by contacting 
the provider directly or using a 
comparison website. 21% say 
it takes more than a week. And 
although 51% suggest they can 
input their information and get a 
quote in less than 20 minutes, 20% 
say it’s more likely to take between 
20 mins and 2 hours – even before 
they get in touch with the insurer to 
arrange their policy.

In this context, a quick chat with 
a financial adviser may seem 
preferable to an afternoon of 
online form-filling. And yet, 38% 
of consumers still say they would 
prefer to purchase home insurance 
through a price comparison site, 
ahead of a financial adviser (5%). 

REMEMBER
Don’t worry about taking up too much 
of your clients’ time with home insurance 
advice. It would take them much longer to 
source the cover themselves. Plus you can 
help them make confident choices.

RESERVATIONS
Despite the obvious popularity of 
comparison sites, consumers do 
have one or two reservations. Only 
41% think they’re actually getting 
good advice. 69% believe these 
sites can be misleading because of 
the commercial relationships they 
have with some providers. And 
85% believe that they should do 
more to clearly label sponsored or 
promoted listings.

MYTHS
With a growing emphasis 
on accurate and transparent 
information in the financial services 
industry, it’s rather disconcerting 
that so many people trust alluring 
brands without fully knowing the 
facts. 32% of consumers think 
that comparison sites are owned 
by independent bodies. 42% 
admit they don’t know and only 
27% believe they are owned by 
insurance companies. 

Obviously, these sites are all 
fully regulated by the FCA, but 
there’s no denying the influence 
of multi-million-pound marketing 
campaigns and enticing websites. It 
seems the promise of affordability 
and convenience is a little too hard 
to resist – as are the free cuddly 
toys and meal vouchers!

 

HOME COMFORTS
TAKING ADVANTAGE OF  
MODERN TECHNOLOGY



THERE’S NO PLACE LIKE HOME

22

HOME HELP
PASSING ON SOME MUCH-NEEDED ADVICE
WHAT ADVISERS THINK 
ABOUT GI
Home insurance has always been a bit 
of a marmite proposition for financial 
advisers – they either love it or hate 
it. And yet 98% of the advisers we 
surveyed believe that it is best practice 
to offer general insurance advice to their 
clients.

With so much focus on holistic advice, 
it’s hard to argue against this logic. 
But it’s a debate that rumbles on in the 
industry, with opinions often divided. 
40% of advisers say they sometimes 
find it hard to engage clients in a 
conversation about GI, while 45% 
say they rarely or never struggle. It’s a 
genuine conundrum that seems to be 
split right down the middle.

SOMETHING TO THINK ABOUT
Although it’s a competitive industry, most advisers 
are happy to share advice and ideas. If you 
want to write more GI business, get in touch 
with an adviser in your firm or network who 
is successful in this area. A quick phone call 
or socially distanced coffee may be all it takes 
to find out what they’re doing differently and 
understand the best way to adapt your own 
business.

THE BIGGEST CHALLENGES
There are all kinds of reasons why 
advisers fail to make inroads in the GI 
market. The two biggest challenges they 
come up against are that clients want to 
arrange the insurance themselves (36%) 
or that they simply don’t have the time 
(34%).

Both of these obstacles are 
understandable, but hardly 
insurmountable. In reality, the problem 
may be more to do with whether 
advisers are comfortable engaging in GI 
themselves.

Sam Hubbard is a director at My 
Mortgage Experts in Northampton. He 
admits that “there are some clients who 
are determined to find their own quote 
based on price,” but says “the majority 
understand that you get what you pay 
for.” The biggest factor for his business 
not quoting as much general insurance 
as they should, is that they don’t always 
make the time within their sales process. 
“The opportunities and rewards are 
there”, he concedes. “Finding the right 
individual, getting them trained up 
and funding the initial cash flow are 
probably our key issues.”
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This appears to be a common problem. 
Graham Bromwich, an adviser at Robert 
Stirling is happy to write GI business, but 
says he “doesn’t have the time to start 
calling clients about GI”. 

It seems that the GI sales process will 
only work efficiently if advisers are 
prepared to take it seriously, by investing 
time and money. Interestingly, the impact 
of Covid-19 has encouraged some to re-
think the way they approach insurance. 
As Nicola Goody (Insurance broker at 
Premier Financial Group) points out, “In 
such an unpredictable time, it’s important 
for people to have predictable cover in 
place.” 

PRICE MATTERS
One thing that isn’t going away is the 
age-old obsession that consumers have 
with price. 53% of advisers feel that 
price comparison sites are the biggest 
threat to the adviser market. Katherine 
Mumford from Thomas Oliver in London 
is comfortable talking about insurance 
with all her house purchase cases, but 
sees comparison sites as a big barrier to 
sales. “It often results in a commission 
sacrifice on our part”, she admits, which is 
obviously far from ideal.

Price also has an influence on the 
purchase of added extras. 33% of 
advisers say that it has a significant 
impact on whether clients take out home 
emergency cover and 32% say it is also 
the case for legal cover. It’s the same for 
mortgage protection. 32% say better 
pricing would encourage consumers to 
discuss these products on a regular basis.

THE REMORTGAGE 
DILEMMA
Remortgages are an important source 
of revenue for many advisers. It’s also 
an opportunity to re-engage with clients 
and review their finances in more detail. 
Home insurance is a natural part of this 
process and 72% of advisers confirm 
that they do discuss GI with remortgage 
clients.

The main sticking point is that the 
mortgage date doesn’t always match 
the home insurance renewal date. 40% 
of advisers see this as a major problem, 
while others simply put a note in their 
diary to call their clients back at the 
appropriate time. Rather than seeing it as 
an obstacle, they see it as another reason 
to get in touch.

IMPORTANT 
Not every insurance company charges a 
cancellation fee. use the Defaqto comparison tool 
to double-check. Even with a fee, it may still be 
worth switching your client mid-term if they have 
inadequate cover. If your client wants to wait 
until renewal, you can always quote them today 
and apply a future start date (subject to quote 
validity period), so that the cover is ready to go.

HOME INSURANCE 
OPPORTUNITIES
While 67% of advisers agree that GI is 
a good source of income, 76% admit 
that they miss opportunities to sell GI 
for the reasons stated above. It seems 
that the mind is willing, but the body is 
sometimes a little distracted.

SOMETHING TO TRY
On average, it takes 66 days  for a new behaviour 
to become automatic. Challenge yourself to do 
a quote before each customer meeting over the 
next couple of months. Present the quote in the 
meeting and see what engagement there is from 
your clients.

New conversations may arise as 
consumers re-assess their priorities 
after lockdown. But there are other 
opportunities that are still being missed. 
Only 53% use social media to promote 
their services, which seems a little low. 
And if time is a genuine issue, they could 
always introduce a dedicated resource 
for GI – the costs are likely to pay for 
themselves, so it’s an avenue well-worth 
considering. 

Nicola Goody agrees. She’s aware of the 
problems that some platforms can cause 
when comments aren’t factually correct, 
but believes that “social media should 
be viewed as a mostly positive addition 
to our lifestyles, which helps us connect 
with clients all over the nation.” 

 https://www.healthline.com/health/how-long-does-it-take-to-
form-a-habit
*All prelockout figures, are from YouGov Plc.  Total sample 
size was 1050 adults. Fieldwork was undertaken between 10th 
- 11th March 2020.  The survey was carried out online. The 
figures have been weighted and are representative of all GB 
adults (aged 18+).
**All post lockdown figures are from YouGov Plc.  Total sam-
ple size was 2127 adults. Fieldwork was undertaken between 
4th - 5th May 2020.  The survey was carried out online. The 
figures have been weighted and are representative of all GB 
adults (aged 18+).
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HOME INSURANCE 
IS a vital part 
of the advice 
process that 
needs constant 
attention
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WATCH THIS SPACE
Trying to predict the future has become harder than ever over the 
last 12 months. But if the global pandemic has taught us anything, 
is that people are prepared to change their behaviours for the 
greater good.

Many of the attitudes we have uncovered about home insurance 
and financial advice have been around for some time now. Price 
is still a driving force in the industry. Home insurance benefits 
don’t have the focus that they should. And comparison sites are a 
genuine threat to an advice-led industry. 

On the other hand, there are signs that perceptions are changing. 
Consumers do acknowledge that insurance benefits are more 
important than price. They are also starting to question the 
convenience and the motives of comparison sites, and are 
definitely open to the idea of professional advice. 

Advisers are also becoming more aware of the benefits that GI 
can bring – to their clients and their business. But if the market is 
to change with any real purpose, they also need to recognise that 
consumers are struggling for help and advice, now more than 
ever. Home insurance isn’t just an income top-up or a way of filling 
in the gaps when business is quiet. It’s a vital part of the advice 
process that needs constant attention. 

Paymentshield

HOME  
IMPROVEMENTS
LOOKING TO THE FUTURE
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