
HOME INSURANCE: 
WHY TODAY’S
GENERAL INSURANCE
MARKET NEEDS
FINANCIAL ADVISERS

2



WHY TODAY’S GENERAL INSURANCE MARKET NEEDS FINANCIAL ADVISERS 

57

CONTENTS
Executive summary     2
A decade of change      3
Consumers need advisers more than ever  5
Thinking ahead      10



WHY TODAY’S GENERAL INSURANCE MARKET NEEDS FINANCIAL ADVISERS 

2

Changes within the financial services industry have had a huge impact 
on general insurance (GI) over the last 10 years. We've seen a number of 
new products introduced to the market, while others have disappeared 
altogether. Regulation has also increased and consumers have become less 
trusting, causing a shift in buyer behaviour. So, let’s take a look at some of 
the main changes within the GI market and the critical role advisers have to 
play in ensuring their clients don’t leave themselves financially exposed.

KEY MESSAGES 
This paper focuses on some of the main changes within the general 
insurance (GI)market, how advisers still have a major role to play and why 
good advice has never been so important.

• The impact of the financial crisis on mortgage related insurance
• The trend towards non-advised sales: why 24% of home insurance and 

52% of motor insurance products are now sold directly or via price 
comparison sites

• The main challenges for advisers: convincing consumers that not all 
products are the same, demonstrating the difference between price and 
value, regaining consumer trust

• The many ways that advisers can overcome these challenges and 
support their clients: product selection, accuracy of information, post 
sales services

• The importance of tailoring insurance to the needs of the customer:  
why good advice makes such a big difference

• The future of General insurance: reasons why advisers should feel 
optimistic

EXECUTIVE SUMMARY
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Understanding
the opportunity

1 in 3 UK households do not 
have contents insurance1

29% of people to not save 
anything each month2

41% of people were unsure 
who they would be most 
likely to 
approach for financial advice 
over the coming 12 months2

27% of workers are 
concerned about the 
possibility of being made 
redundant2  

The private rental sector 
accounts for 50% of the 
rental market1

Less than 1 in 10 people have 
mortgage insurance (6%) or 
income protection (3%)  
insurance2

20% of people are not 
confident of what mortgage 
protection insurance covers2

33% of people would prefer 
to buy home insurance via a 
price comparison website2

1 in 10 people with contents 
insurance admit they have 
never or don’t know how 
often they review the value 
of their contents insurance to 
check cover is adequate for 
the value of contents in their 
home2

26% of landlords don't have 
specialist landlords building 
and contents insurance2

1www.abi.org.uk/Insurance-and-savings/Industry-data/UK-Insurance-and-Long-Term-Savings-Key-Facts-2015/How- 
  customers-purchase-products 36.5% of GI is sold directly compared to 31% in 2010 & 2011, 1 in 5 UK households do not
  have contents insurance
2 www.abi.org.uk/~/media/Files/Documents/Publications/Public/2015/Statistics/Key%20Facts%202015
3 Office for National Statistics. https://www.ons.gov.uk/census/2011census.
4 YouGov Plc.  Total sample size was 1,063 adults. Fieldwork was undertaken between 13 - 14 August 2015.  
  The survey was carried out online. The figures have been weighted and are representative of all UK adults (aged 18+).

1Office for National Statistics3 2YouGov Plc4

Since the credit crunch left its 
indelible mark in 2008, all kinds of 
respected institutions have been 
laid bare, with countless businesses 
forced to adjust their working 
practices in an attempt to restore 
consumer trust.

Like most financial markets, the 
general insurance (GI) sector has 
been through a period of significant 
change and faced a great many 
challenges along the way. First 
there was a drop in mortgage 
related insurance sales when the 
bottom fell out of the property 
market, closely followed by an 
increase in regulation and the 
introduction of new industry bodies.  
This led to many advisers choosing 
to leave the market altogether, 
with those who remained finding 
themselves in rather unfamiliar 
territory.

Customer dynamics are very 
different too, with accidental 
landlords, multiple tenants and 
private rentals all on the increase. 
In fact, private rentals now 
account for 18% of households 
in the UK and specialist landlord 
insurance products have become 
commonplace with providers, who 
have wasted no time in responding 
to these new demands.

The upshot is that there’s now an 
abundance of property insurance 
products in today’s market and with 
so many options to choose from, 
good advice has never been so 
important.

THE RISE OF THE 
INTERNET
Ironically, with technological 
advancements and people losing 

faith in financial advisers, a growing 
number of customers1 are adopting 
a DIY approach to their insurance 
needs.

A major stumbling block with this 
approach is the misguided notion 
that all products are the same. 
This is partly because insurance 
products are marketed in such a 
one-dimensional way by online 
comparison sites, with the common 
approach being to list products 
in price order with little reference 
to features or benefits. They also 
provide reserved information on 
limitations, exclusions, excesses and 
possible charges.  

In reality, this approach is too 
simplistic. What consumers don’t 
realise is that product benefits can 
vary significantly from one provider 
to another, as do service and pricing 
structure. And with so many factors 
to consider, bad decisions can prove 
costly further down the line. 

Thankfully, despite the public’s 
growing confidence in sourcing 
financial services solutions 
themselves, the ABI suggests that 
only 24 per cent of consumers opt 
to purchase property insurance 
directly (compared with 52 per cent 
for motor insurance)1. Whether 
home insurance is considered more 
important or more complex than 
other products is a question in 
itself, but it’s clearly an area of the 
opportunity.
This is supported by the fact that 
36 per cent of general insurance 
sales are still advised in one form or 
another, which considering there 
are over 26.7 million households 
in the UK, represents a sizeable 

Over the last 10 years we’ve seen the financial services industry fall from the 
heady heights of carefree spending into chaos, crisis and economic austerity.
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5 www.abi.org.uk/News/News-releases/2016/01/There-when-it-matters-ABI-publishes-insurance-claims-success-rates-for-the-first-time
6 https://www.ftadviser.com/2016/06/07/ifa-industry/your-business/advisers-working-harder-for-their-money-prudential-3HvkNMzK7em37FxuMrZVoO/article.html
7 https://www.abi.org.uk/News/Industry-data-updates/2016/02/ABI-average-quarterly-household-insurance-premium-tracker-Q4-2015-statistics

The average annual
premium paid for a 
combined building and 
contents policy was £316 
– at 87p a day, that’s less 
than the average price
of a loaf of bread7

opportunity for financial advisers 
looking to grow their income.2

Indeed, GI is a tried and tested 
revenue stream for thousands of 
advisers up and down the country. 
Besides offering a welcome financial 
boost and a consistent source of 
income during a decade of adversity, 
GI has given advisers a great excuse 
to stay in touch with clients in 
readiness for the property market 
picking up. Now that it has, they’re 
enjoying the best of both worlds.

So, given the size of the opportunity 
and clear customer need, what’s 
stopping advisers from selling more 
GI? 

DECREASE IN  
CONSUMER APATHY
Historically, customers would take 
out the insurance policy suggested 
by their mortgage adviser and 
continue to pay the premiums 
month after month and year after 
year without a second thought – so 
much so that the idea of shopping 
around was a completely alien 
concept. 

These days, people aren't quite as
laissez-faire in their approach. Thanks 
to the power of the internet, they're 
more aware of their options and 
many demand the best price above 
all else, even if it means switching 
providers every year. 

This situation has been made worse 
by all the mistrust stirred up by the 
recession and the rise to prominence 
of price comparison sites – customers 
are no longer nervous about sourcing 
products online and are more than 
happy to take a chance on providers 
they don’t know much about. 

AN UNHEALTHY 
OBSESSION WITH PRICE
An obvious obstacle advisers must 
overcome is the growing fixation on 
price. While this is very much led by 
comparison sites marketing their 
own services, insurers don’t always do 
themselves any favours. The fear of 
not making the first page of results 
on these sites has prompted some 
providers to strip back their products 
in an attempt to look cheaper and 

more competitive – rather than 
focusing on being fit for purpose. But 
all this does is perpetuate the myth 
that price is the most important 
consideration.

It’s a real shame because as much as
consumers like a good price, their 
ultimate goal will always be value for 
money – especially when it comes 
to making a claim. After all, the 
cheapest product in the world is no 
use to anyone if it doesn’t work. 

Interestingly enough, in January 2016 
the ABI published its first ever report 
on GI claims success rates5 and it's 
been quite an eye-opener. While 99 
per cent of motor claims and 87 per 
cent of travel claims are paid in full, 
only 79 per cent of home insurance 
claims are currently successful – not 
because insurers don’t want to pay 
out, but because customers are 
claiming for things that simply aren’t 
covered by their chosen policy.

This should be a huge concern for
homeowners throughout the UK as 
there are thousands of people out 
there who are paying for insurance 
that doesn’t cover them for what 
they think it does. 

TIME
Across many industries, there’s a 
sense that time has never been more 
precious – and this could not be truer 
for advisers, with reports finding that 
advisers are now working longer 
hours than ever before. 6   

After putting in a significant amount 
of time to get a mortgage application 
through, general insurance can 
sometimes fall to the bottom of the 
pile of priorities and get bypassed. 
By the time umpteen pages of 
mortgage and life insurance 
documentation have been read and 
signed, the patience and stamina of 
both adviser and client can wear a 
little thin.  

Despite this, when a client takes out a
mortgage, the mortgage lender will 
expect them to have basic buildings 
insurance in place before exchange 
can take place in order to protect 
the lender’s investment. However, 
they won’t necessarily understand 
all the options available in order to 
ensure they've adequately protected 
themselves.

Theft

Theft of high value items

Personal items taken
out of the home

Items stored in shed
/garage/bike shed 

Wear and tear

General roof
maintenance/repairs

(jewellery/antiques etc)

check the policyyes

WHAT’S NORMALLY COVERED AND WHAT’S NOT - HOME INSURANCE

no

 Flood / weather damage 

Fire damage

Burst water pipes

Accidental damage

 Damage caused by pets

Malicious damage
or vandalism
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appropriate product – because it’s 
not about what’s cheapest or most 
convenient; it’s about what’s best 
for the consumer and meets their 
objectives. For example, there are 
more than 1.7 million buy-to-let 
mortgages in operation throughout 
the UK,8  many of which have been 
taken out by accidental landlords 
who aren’t familiar with specialist 
landlords insurance and don’t even 
know that they need it. Instead of 
muddling through on their own, 

is where they can make a genuine 
difference. By guiding their clients 
towards products that offer the right 
level of cover, they can help them 
save a great deal of time, effort and 
money further down the line.  

ANSWERING AWKWARD 
QUESTIONS
These days, most types of GI 
come with a range of options that 
customers can tailor to their specific 
situation. The only problem is 

that they often prompt more 
questions than answers. For 
example, home insurance 
customers are generally asked: 
What are the contents of your 
house worth? What’s the 
rebuild cost of your property? 
What excess would you like for 
buildings and what would you 
like for contents? 

These questions are all likely 
to crop up on a comparison 
site fact find or when 
speaking directly to an insurer. 
Unfortunately, purchasers 
don’t always know what the 
right answer for them is; so 

they're likely to make an ‘educated 
guess’ in order to avoid delays. In 
reality, it's difficult to calculate the 
sum total of a family’s valuables 
in just a few seconds. Indeed, it's 
been reported that analysis of 2.6 
million customer quotes carried 
out by MoneySuperMarket found 
homeowners typically estimate 
the value of their home contents at 
£35,000 but, according to insurance 
experts, the average three bedroom 
family home in the UK has £55,000 of 
contents, suggesting that clients who 
purchase online without the advice of 
professionals could be underinsuring 
the contents in their homes by an 
average of £20,000.9 It's also very 
easy to fall into the trap of mistaking 
re-build costs for market value. And 
when a consumer is put on the spot, 
choosing an appropriate excess often 

Did you know 1 in 5 home 
insurance claims are rejected, 
while 99% of motor insurance 
claims are successful?
According to the ABI, this is 
because some people make 
claims valued below the policy 
excess, while others buy the 
wrong sort of cover.

8  www.bbc.co.uk/news/business-35108952
9  www.bestadvice.co.uk/brits-underinsuring-prized-possessions/ July 2016.

The challenges discussed in the 
last section actually highlight why 
advisers are seriously needed and 
must continue to be involved in the 
GI sales process – to dispel the myths 
that are creeping into the industry 
and reduce customer confusion. 

There's even an argument that with 
so many misconceptions around 
products and pricing, mortgage 
advisers have a moral obligation to 
educate their clients about general 
insurance. Their advice could 
help ensure that they, and their 
property, are properly protected 
following the purchase of their 
home, which is likely to be the 
biggest investment they'll ever 
make.

HELPING CLIENTS 
CHOOSE THE RIGHT 
PRODUCT
Taking home insurance as an 
example, with the amount of 
options available in today’s 
market, it isn’t just about 
choosing the right provider, or 
even the right product; it’s about 
selecting the right mix of product 
and optional extras that match the 
individual’s needs and expectations. 

The truth is some customers don’t 
even know the difference between 
buildings and contents insurance 
and why they might need them. 
So, being able to talk through these 
products with an adviser can make 
the decision process much easier 
– especially as having buildings 
insurance is a formal condition of 
most mortgage agreements and is 
therefore a conversation that must 
take place.  
It’s important to remember that 
both home and creditor insurance 
are there to act as a safety net, 
so if anything goes wrong, the 
homeowner isn’t financially exposed. 
That’s why expert advice is crucial 
when it comes to sourcing an 

these people are prime candidates 
for professional advice and should be 
on every advisers' radar.

Of course, good advisers don’t just 
consider insurance products for 
the property itself. They look at the 
bigger picture, including mortgage-
related products that consumers 
might not think about, such as home 
buyer’s protection, which covers the 
cost of surveys and conveyancing 
fees should a house purchase fall 
through. Or, accident, sickness and 
unemployment cover, which enables 
customers to meet their mortgage 
payments and other outgoings in the 
event of sickness or unemployment.  
Depending on an individual’s 
circumstances, these are all relevant 
products worth considering and, 
because advisers have a detailed 
understanding of the market, this 

CONSUMERS NEED ADVISERS  
MORE THAN EVER
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Did you know the average value of contents in a three bedroom family home is estimated at £55,000¹?
HOW MUCH ARE ALL YOUR things

il h i
WORTH?

¹ABI.org.uk Insurance and savings  
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 2016. M000661 (10/16).

BEDROOMS
Furniture   £                
TVs   £
Shoes and clothes  £
Jewellery and watches £
Carpets and curtains  £
Soft furnishings  £
Pictures and art  £
Mirrors and ornaments £
Accessories  £
Other   £
TOTAL    £

KITCHEN
FRIDGE FREEZER  £                
FURNITURE   £
OVEN   £
WASHING MACHINE  £
TUMBLE DRYER  £
MICROWAVE   £
KETTLE & TOASTER  £
COFFEE MACHINE  £
BLENDER   £
POTS, PANS & UTENSILS  £
PICTURES, MIRRORS   £
& ORNAMENTS 
OTHER   £
TOTAL    £

OUTDOORS
Patio set  £
Gardening equipment £
Tools  £
Bikes   £
BBQ  £
Other  £
TOTAL  £

DINING ROOM
Furniture    £ 
Carpets and curtains   £
Soft furnishings  £
Pictures and art  £
Mirrors and ornaments £
Other   £
TOTAL   £

LIVING ROOM
Furniture   £2,000
Carpets and curtains    £500
Soft furnishings  £200
Pictures and art  £300
Mirrors and ornaments £250
TOTAL   £3,250

THE REST OF THE HOUSE
Cabinets and shelves   £
Soft furnishings  £
Phones   £
TableTs   £
MP3 players  £
Handheld games consoles £
E-readers   £
Cameras   £
Sat Navs   £
Printers   £
Toys   £
Other   £
TOTAL   £

GRAND TOTAL: £

WORK YOURS OUT...

BEDROOMS
Furniture   £9,000                
TVs   £1,500
Shoes and clothes  £6,000
Jewellery and watches £2,000
Carpets and curtains  £1,800
Soft furnishings  £350
Pictures and art  £600
Mirrors and ornaments £900
Accessories  £250
HAIRDRYERS   £100
Hair straIGHTENERS   £100
TOTAL    £22,600

DINING ROOM
DVDS, VIDEO GAMES & BOOKS  £1,500
Carpets and curtains   £100
Pictures and art  £300
Mirrors and ornaments £350
SOFT FURNISHINGS  £500
SOFAS AND CHAIRS  £3,500
FUrniture   £2,000
TV   £600
COMPUTER/LAPTOPS  £2,000
STEREO & SPEAKERS £500
GAMES CONSOLES £500
TOTAL   £11,850

KITCHEN
FRIDGE FREEZER  £500               
FURNITURE   £1,000
OVEN   £700
WASHING MACHINE  £300
TUMBLE DRYER  £300
MICROWAVE   £100
KETTLE & TOASTER  £100
COFFEE MACHINE  £100
BLENDER   £100
POTS, PANS & UTENSILS  £1,000
PICTURES, MIRRORS   £250
& ORNAMENTS
FOOD & DRINK  £1,500 
TOTAL £5,950

OUTDOORS
Patio set  £600
OTHER FURNITURE £600
Gardening equipment £300
Tools  £200
PLANTS/POTS £400
OUTDOOR TOYS £500
Bikes £1 200Bikes   £1,200
BBQ  £100
TOTAL  £3,900

THE REST OF THE HOUSE
Cabinets and shelves   £1,000
Soft furnishings  £500
Phones   £500
Tables   £600
Handheld games consoles £200
cleaning equipment  £100
christmas decorations £500christmas decorations £500
suitcases   £400
ipad/tablets  £800
cameras   £800
sat navs   £150
PRINTERS   £200
TOYS   £1,500
HOOVER   £300
IRON   £60
TOTAL   £7,610

GRAND 
TOTAL 

£55,160

Assessing the true value of
household contents...
The true cost of home contents is often 
undervalued, so it’s important to consider the 
variety of contents in each room and the cost 
of replacing items. The contents of a three-
bedroom family home is estimated to be 
approximately £55,000, which may seem a lot 
but when you assess the variety of contents 
room by room it can soon add up!
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What is the right product for 
me?
Should I take out an excess?
What are the contents of my 
house worth?
Should I name any high-value 
items on the policy or insure 
them separately?
How do I work out the re-
building cost of my property?
Do I need to tell my insurer if I 
have an extension?
What’s the definition of storm 
damage?
Will increasing my home 
security reduce premiums?

 
rests on trying to get a good deal 
rather than good judgement.

The point is that wrong answers 
can often lead to unnecessary 
financial loss, so it’s up to advisers to 
make the process easier by offering 
guidance in all the right places. They 
can help clients source relevant 
products at the best possible 
price – ensuring that no one finds 
themselves over-insured or
financially exposed.

EXPLAINING PRODUCT 
FEATURES AND BENEFITS
Besides answering questions 
accurately, customers also need to 
think carefully about the types of 
optional extras they purchase with 
their home insurance policy. They're 
expected to navigate a minefield 
of options, including everything 
from personal possessions 
protection to terrorism cover. 
Even more traditional benefits, 
such as accidental damage cover, 
legal cover and home emergency 
cover, tend to come with caveats, 
exclusions and a range of monetary 
limits.

All of these options are valid in the 
right context, but consumers don’t 
always understand how benefits 
work and rash decisions can prove 
expensive. It doesn’t help that many 
outcomes are based on a person’s 
propensity towards risk, as opposed 
to genuine need. For example, 
cautious consumers may accept 
all the optional extras available for 
fear of being under-insured, while 
more money-conscious consumers 
are likely to ignore relevant options 
in order to save a few pounds. Of 
course, neither of these approaches 
is in the customer’s best interest. 

Once again, an adviser can add 
value here by helping consumers 
make well-informed decisions about 
what should be included and only 
recommending benefits that are 
entirely appropriate. They don’t 
consider products in isolation either, 
so if an individual has a number of 
insurance policies, there’s no danger 
of duplicating benefits across 

different plans.

FOCUSING ON WHAT  
REALLY MATTERS
In today’s home insurance market, 
there are many ways advisers can 
support their clients. Explaining how 
different products work, answering 
questions and appeasing consumer 
niggles are all part of the service. 
Of course, budget is always a 
consideration, but the real value is in 
sourcing a product that is tailored to 
the specific needs of the individual 
and their property.

Left to their own devices, consumers 
often overlook the fact that features 
and benefits can be matched 
to their own situation, and it’s 
unlikely that they'll know which 
providers offer the best service. It’s 
therefore up to advisers to point 
it out because, contrary to what 
comparison sites would have you 
believe, the ultimate goal isn’t to 
find the cheapest product, it’s to 
find the right product for the best 
value for money.

Susan Lucas is a GI specialist who 
works for David Dunn Advisers in 
Consett, County Durham. She is very 
clear about what’s important when 
selling home insurance. ‘It sounds 
obvious, but you’ve got to match 
the product to the customer need. 
I never try to sell people insurance 
that isn’t right for them and I make 
it perfectly clear that they're under 
no obligation – I just try to help. I 
think people appreciate that more.’

She explains how little things, like 
always checking a customer’s 
excess, make a big difference. 
‘Saving a couple of pounds a month 
here and there is no good if you 
have to pay the first £500 of a claim. 
People will often just look at the 
monthly premium without taking 
this into account.’

Susan also pays close attention 
to the optional extras. ‘If there are 
one-off expensive items that need 
insuring, I make sure the level of 
cover is sufficient and I always 
explain the options for legal cover 
and accidental damage cover.’

protection can provide a
valuable and much needed safety 
net for many clients who would 
have no other fall back should they 
find themselves without a regular 
income.

YouGov10 survey statistics suggest 
that more than one in four people 
are concerned about being made 
redundant, with 53 per cent of 
respondents stating that they would 
not be able to cope financially for 
more than three months without a 
regular income. However, the same 
survey revealed that 48 per cent 
of people plan to rely on personal 
savings if they lost their job or were 
unable to work. This highlights a 
clear gap between people’s financial 
security plans and their actual ability 
to keep on top of their financial

PROTECTING FUTURE 
FINANCES
Creditor insurance has taken a hit in
popularity over the last few years 
following the PPI scandal. This is 
despite modern creditor insurance 
being structured very differently 
from the types of protection 
products that were uncovered as 
not treating customers fairly. Yet 
importantly, mortgage and income 

Clients will have lots of 
questions so a little help 
goes a long way

10    YouGov Plc.  Total sample size was 1,063 adults. Fieldwork was undertaken between 13th - 14th August 2015.  
      The survey was carried out online. The figures have been weighted and are representative of all UK adults (aged 18+).
11  https://www.gov.uk/jobseekers-allowance
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12  YouGov Plc.  Total sample size was 1,063 adults. Fieldwork was undertaken between 13th - 14th August 2015.  
     The survey was carried out online. The figures have been weighted and are representative of all UK adults (aged 18+).

48%

36%

14%

commitments for any length of time 
should they be unable to work.  Some 
stated that they would turn to family 
members for financial support or rely 
on government support such as Job 
Seekers Allowance. So it’s important 
to ensure that they take into account 
whether family loans or government 
benefits would actually cover the 
cost of their outgoings for as long as 
they might need. For example, Job 
Seekers
Allowance will only provide up to 
£73.10 a week11 so it’s important to ask 
clients if government benefits would 
realistically be enough to keep them 
in their home. If the answers to these 
questions are not a firm yes, then 
advisers have a duty to ensure that 
clients have fully considered their 
financial obligations and protect 
them accordingly.   

AN END-TO-END SERVICE
There’s also the small matter of after-
sales support. In an industry that is 
increasingly focused on sales ahead 
of service, the relationship between 
an adviser and their client tends to be 
a lot more enduring than its online 
counterparts. 

When customers purchase insurance
directly, they're expected to manage 
every aspect of the policy themselves. 
This is fine when things are going 
well, but it can start to feel isolating 
when problems arise. An adviser, 
on the other hand, is a great person 
to have on side whenever there 
are issues with claims, renewals or 
paperwork. They can step in and 
speak to product providers on the 
client’s behalf and help to resolve 
queries if things don’t go according 
to plan. 

Joseph Burke is a postman based in 
Liverpool and he experienced this 
first hand when he returned home 
one day to find his house cordoned 
off due to a collapsed railway tunnel 
nearby. A number of properties 
had been evacuated as they were 
believed to be unstable.

‘I just thought what do I do now? 
Where do I go? I was still in my work 
clothes and wasn’t allowed back into 
the house to get anything. I stayed 
at my brothers the first night, then 
I spoke to my financial adviser and 
asked him if he thought I would be 
covered on the insurance.’

With the help of his adviser, 
Joseph’s insurer arranged for private 
accommodation, which was fully 
paid for, until he was able to return 
home. Obviously this isn’t a run of the 
mill claim, but it’s a good example of 
how a professional adviser can be a 
helping hand and make a daunting 
situation a little more straightforward.

FINANCIAL PRODUCTS 
SHOULDN’T BE LOOKED  
AT IN ISOLATION
A key part of good financial advice is 
to help people see the bigger picture 
when it comes to their investments. 
Consumers need to know that 
everything is interlinked and that 
without the right balance across 
different products, their finances can 
soon start to falter.

This sentiment is equally true for 
some
financial advisers who inexplicably 
pass up the opportunity to arrange 
property
insurance or creditor insurance after
securing a mortgage – even though 
it’s often no more than a quick five-
minute
conversation. Maybe they think the
commission opportunities aren’t 
worth the effort, or perhaps they 
don’t want to come across as too 
pushy. But there’s no denying that it’s 
in the client’s best interest. 

The problem for many advisers is that 
they leave it too late before bringing 
up the subject of home insurance. It’s 
much better to mention it up-front 
and explain that their insurance can 
all be taken care of as part of the 
mortgage arrangement process. This 
reassures the client that the property 
will be protected at the point of 
exchange and gives them one less 
thing to worry about.

48% of workers would 
rely on personal savings 
to substitute their
income if they were 
unable to work, 36% 
would rely on
government support 
and 14% would turn to 
family and friends12

For those clients who think that 
home insurance is too trivial a matter 
to pass on to an adviser or that 
they can find a ‘better’ deal, it’s up 
to advisers to show that they can 
add value to the process by finding 
an appropriate product based on 
specific features and benefits. After 
all, home insurance isn’t about the 
£20 or £30 a month it might cost to 
put a plan in place, it’s about properly 
protecting the £300,000 property 
that has just been secured.
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The GI market has come a long way 
in the last five or six years. Inevitably, 
lenders are more cautious and 
regulation is much tighter. There are 
also plenty of positives, including the 
fact that we’re out of recession and 
the propertymarket is finally starting 
to pick up. 

It has been estimated that by 2020, 
the average UK house will be worth 
around £360,000 and by 2025, more 
people are likely to own a home 
outright than ever before13. The 
amount of private rentals are also 
on the increase, with numbers soon 
expected to exceed the amount of 
mortgage-holders.    

It’s always hard to predict the 
future but, regardless of whether 
properties are owned, mortgaged 
or leased, the need for appropriate 
insurance is clearly here to stay. Just 
like the recent increase in buy-to-let 
mortgages, products will continue 
to evolve, and providers will continue 
to come up with options and 
innovations to meet this changing 
demand. 

So, the good news for GI advisers is 
that the future is bright. There are 
more properties in the UK than ever 
before, which means more clients 
and more commission. There are also 
plenty of products to choose from, 
alongside a diverse range of benefits 
and pricing structures. Selling GI is a 
natural part of the mortgage process, 
made easier by the fact that all the 
necessary information has already 
been gathered as part of the fact 
find.

What’s missing is the dialogue 
between financial advisers and 
their clients. Consumers need to 
be educated on the difference 
between price and value. Rather 
than stripped-back products and 
pricing, GI consumers need relevant 
cover, appropriate after-sales support 
and the benefit of sound financial 
advice. They need to know that not 

all home insurance products are the 
same and that putting the right level 
of protection in place today, could 
ultimately save them thousands of 
pounds further down the line. 
Whilst the global recession exposed 
all kinds of failings within the industry 
and made people think twice about 
trusting the judgement of someone 
who is part of that industry, the 
financial services market is very 
different now. It’s up to advisers to 
regain consumer confidence and 
show their worth by matching the 
benefits of insurance products to 
the needs of the individual. Because, 
contrary to what they might think, 
professional financial advice has 
never been so important.

THINKING
AHEAD

13  http://pwc.blogs.com/press_room/2015/07/almost-a-quarter-of-all-uk-households-renting-privately-by-2025-and-over-half-of-20-39-year-olds.
html
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