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I always approach these reports with a mixture of both 

trepidation and excitement, especially when the subject 

matter is something that I, and all of us at AMI, feel so 

passionate about.

This is even more evident when this is the third time in 

as many years, we have commissioned a report on this 

subject. Will we see the same results that mean that 

whatever our intentions messages are not getting through, 

or will we start to see signs of real progress?

As you will see, the answer to this is a bit of both.

Which is why this time we need to go a little further, to 

use the findings within this important report to open a 

strategic discussion with the whole industry, one that 

includes brokers, insurers, and lenders.

We have now entered a post-pandemic world that is 

cognisant of the cost-of-living challenges, the obligations 

and changes needed for Consumer Duty and understands 

the modern, tech-driven environment that consumers 

exist in and their habits. 

We have learned so much from the new behavioural 

economics of consumers, what they place a value on and 

most importantly, who they trust.

We have to accept that it’s time to evolve, to look at things 

differently rather than carrying on in the same vein we 

The Great Protection 
Shift
Andrew Montlake, Chair, Association of Mortgage Intermediaries

“We have learned so much 

from the new behavioural 

economics of consumers, 

what they place a value on 

and more importantly, who 

they trust.”
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have been for years. This is why we are calling this for what 

it is, and what it needs to be – a great protection shift. A 

change in attitude, in outlook and in culture. 

How else are we to change the consistent findings over the 

past three years that 50% of consumers still think advisers 

are motivated by commission over ensuring they get best 

protection, up from 42% last year?

How else can we tackle the mistrust of the products 

themselves that leads to over half (56%) of consumers still 

not believing claim stats. Each year the majority of those 

asked say they “don’t trust”.

We cannot keep doing the same thing repeatedly and 

expect different results.

What is interesting is that the FCA’s new Consumer Duty 

actually gives us a chance to collectively drive change 

and to tackle some of the issues we know exist. With 44% 

of advisers expecting the consumer duty to increase the 

focus on protection, and the need to ensure we provide 

good consumer outcomes, you can see that the protection 

discussion must be more than an arbitrary mention, but 

truly ingrained into the process.

This year we have added a new dimension to the report, 

complementing our quantitative research with qualitative 

research. Our aim is to bring to life real consumer’s views 

and hear, in their own words, their thoughts and feelings 

towards protection insurance and ways the industry can 

make improvements.

It has never been so important to listen to our clients, to 

act as an industry together to ensure protection products, 

advice and marketing are fit for purpose in the new world. 

It is equally important however, to take action, and to this 

end AMI have produced our very own “Call to Action” – a 

five point plan which you will find at the end of this report.

The future of our clients, and that of the industry, is in all 

our hands.

“We have to accept that it’s 

time to evolve, to look at 

things differently”
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Two-fifths (44%) of advisers expect the Consumer Duty to increase 

mortgage brokers’ focus on protection 

 

As the cost-of-living crisis escalates, more than a third of advisers 

(37%) are ‘not doing anything’ to help customers keep their existing 

protection policies in force 

 

Affordability is one of the main reasons people don’t have protection 

– cited by over a third of consumers (35%) 

 

Advisers think their peers (financial advisers – 86%), lenders (84%), 

the regulator (84%), consumer groups (83%) and Government (79%) 

should do more to promote protection among consumers 

 

Over half (56%) of consumers don’t believe claim stats rising to 65% 

among those aged 55+  

 

Consumers think advisers are motivated by commission (50%) over 

ensuring they get best protection (23%) 

 

Over the last three years, our research has consistently shown the 

majority of consumers don’t trust claims stats (2022: 56%, 2021: 

52%, 2020: 67%) and that they believe commission is a broker’s main 

motivator (2022: 50%, 2021: 42%, 2020: 52%)

Report highlights 
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62% of consumers say life insurance is important, as do 53% for CI and 50% IP, 
yet numbers that have cover are much lower62%

Barriers 
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Q2 How important do you think it is to have the following insurance products? 
How important do you think it is to have the following insurance 
products? 



7The Great Protection Shift

Over a third of consumers hold protection rising to 42% of men vs 32% of 
women. Younger people aged 18-34 are most protected age group (45%)37%
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Why do you not have any protection policies in place?
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Consumers: Which of the following financial products do you 
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I have sufficient savings

I think it’s unlikely I will ever need it / claim on it

It’s a waste of money

I’m too old

I doubt it will ever pay out
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Why do you not have any protection policies in place?

Q5  Have you ever considered taking out protection insurance?

66%
12%

9%

13%

No
Yes, I have seriously looked into it

Yes, but I haven’t really looked into it

Yes, I have owned it previously

Almost a third of younger people without protection aged 18-34 think they 
are “too young” for protection30%

Over a third (35%) perceive affordability as a barrier to protection, rising to 
41% with a mortgage and 48% of those aged 35-4435%

“Many people think of protection insurance as protecting against health issues – but younger 

people are less likely to see these as risks. If we change the narrative to talk about accidents, we 

see more engagement.”

- Scott Taylor-Barr, Carl Summers Financial Services

“Given protection can start from £5pm it would seem odd that affordability is seen as a barrier. 

It is important to discuss protection from an early stage to highlight potential risks and agree a 

budget before speaking about prices.”

- Scott Taylor-Barr, Carl Summers Financial Services

Q11

If a financial adviser / broker su
ested that you get protection insurance, which of 
the following do you think would be their main motivation?

To ensure I am financially protected

To increase their commission by selling me insurance

Other

Don’t know
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Q13

We haven’t had contact since our original meeting
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Every 1 year

Every 2 years

Less often than every 2 years

On average, how often do you have contact with your broker?

0 5 10 15 20 25 30 35

35%

7%

10%
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24%

Advice based on your circumstances

Knowledge of product features

Good prices

Good customer service

Other

Yes, discussed fully

“There is a huge chasm between what people think insurance costs and what it does. The 

solution is to talk to customers about how reasonable the cost of different protection policies 

are, and the product options that are available.”

- Protection Distributors Group



9The Great Protection Shift

Which of the following is most important to you when deciding 
on which protection insurance policy to take?
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Which of the following is most important to you when deciding on which 
protection policy to take? 
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If an adviser suggested protection insurance, which of the 
following do you think would be their main motivation?

Q11
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Advice based on your circumstances

Knowledge of product features

Good prices

Good customer service

Other

Yes, discussed fully

Half of consumers believe commission is a broker’s main motivation50%

“Advisers who provide quality financial advice will help to build a tailored protection solution to 

meet their clients’ specific needs, while educating them about the product’s benefits and will 

ensure everything is in place for a successful claim should the client need it.”

- Charlotte Nixon, Quilter Financial Planning
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What proportion of claims do you think are typically paid out 
for each of the following types of insurance?

Consumers think on average just 72% of life insurance and 60% of income 
protection claims are paid out. According to the ABI, 98% of protection 
claims were paid out in 2021

72%

“We know the majority of protection stories are positive, but we need to better promote these 

good news stories externally to consumers. Advisers are the magic weapon against negative 

perceptions of protection.”

- Charlotte Nixon, Quilter Financial Planning

To what extent do you trust insurance companies 
claims statistics figures are accurate?

Q8

Q9

Q9 v2

When did you last review your protection cover?

Within the last 6 months

Within the last 12 months

Within the last 18 months

Within the last 2 years

More than 2 years ago

Don’t know/can’t remember

I have never reviewed my protection cover
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21%
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Do you trust that claims statistics are accurate?

Trust a great deal

Trust a fair amount

Don’t trust very much

Don’t trust at all
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42%

14%

42%

36%

8%
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Don’t trust very much
Trust a great deal

Don’t trust at all

Trust a fair amount

Q10

69%

24%

8%

No, I did not know about them

Yes, and I have used some of them

Yes, I know about them

Are you aware that a protection product / policy (e.g. income protection or life insur-
ance) may have wellbeing and living benefits (e.g. virtual GP services, rehabilitation 

support, bereavement counselling) attached without the need to make a claim?

“Over the last 20 years there is no doubt consumer confidence has grown about claim pay-

outs. However, there is still a lingering perception amongst older clients. We have a collective 

responsibility as an industry to make this a key focus.”

- Mike Donohoe, Caspian Insurance 
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 Over half of consumers don’t believe claim stats, rising among older people56%
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How confident do you feel about having conversations with your 
clients about their existing medical conditions, physical and 
mental health as part of the protection application process?

What do you most value from protection providers?

Quicker 
processes/systems

Access to 
underwriters

Training Sales literatureAccess to broker 
consultants
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Insurer sales aids and tools

Insurer claims statistics
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Protection Guru

Other
None of the above
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52%

35%

29%

24%

17%

15%
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Which of the following do you use to when advising your clients’ protection needs?

How confident do you feel about having conversations with your clients about their 
existing medical conditions, physical and mental health as part of the protection 
application process?
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Not at all confident
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43%
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Q10

Strongly agree

Somewhat agree

Neither agree nor disagree

Somewhat disagree

Strongly disagree
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To what extent do you agree or disagree that the following should be doing more to promote the 

importance of protection among consumers?

Strongly agree

Agree

Neither agree nor disagree

Disagree

Strongly disagree
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Insurers

As part of the protection application process, it 
is necessary to have a conversation about your 
existing medical conditions and physical and mental 
health. How confident do you feel in having these 
conversations with your broker/adviser?

Q6  Imagine you were looking to buy protection insurance now, in 
which of the following ways would you prefer to buy it?

56%
27%

9%
6% 3%

Using a website application

Virtually via a video call

On the phone

Other

Face-to-face

Q18
As part of the protection application process, it is necessary to have a 
conversation about your existing medical conditions and physical and mental 
health. How confident do you feel in having these conversations with your 
broker/adviser?
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20%

6%
9% 12%

Fairly confident

Not very confident

Not at all confident

Don’t know

Very confident

Q17

I just wanted to focus on arranging my mortgage

I could get it cheaper buying it direct from the lender or a price 
comparison service

I could get it cheaper from another broker

I just wanted to get it at a later date

I wanted to buy it from my insurer I use for other insurance, 
such as motor and home

The process was too complicated with my broker

My broker didn’t give me enough choices / options

I did not feel I needed advice on this

I didn't think my broker was qualified to sell it to me

My broker couldn’t provide any quotes, so I went to another 
company

I didn't trust my broker's advice on this

The process took too long with my broker

Other

What was the main reason you bought from elsewhere, rather than from your 
mortgage broker / adviser?
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19%
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10%

9%

9%

8%

8%

3%

1%

1%

0%

7%

Q11 v2

Q12

Q12v2

We haven’t had contact since our original meeting

More often than every 6 months

Every 6 months

Every 1 year

Every 2 years

Less often than every 2 years

Adviser viewpoint

Almost a fifth (18%) of consumers are not comfortable talking to their broker 
about their mental and physical health1/5

Less than half of brokers are very confident talking to consumers about their 
physical and mental health as part of the protection journey48%
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The last few weeks have been anything but stable. The mini 

budget startled the market, seeing increased demand for 

advice as consumers seek to find the best path forward. 

Coming on top of the cost-of-living crisis which has seen 

inflation hit 40-year high, the headwind facing us in 2023 

has suddenly got a lot stronger.

However, there are positives on the horizon. We know re-

mortgage and product transfers volumes are forecast to 

increase over the next couple of years, which provides new 

opportunities to re-engage with existing clients. 

It’s an opportunity to remind clients why they took out 

protection in the first place, to talk through the key benefits 

of their plan, and to look at any changes in circumstances. 

And for those who didn’t take protection out, it’s a chance 

to restart the conversation.

Shifting perceptions

Combining this market opportunity with the findings 

in the report, there are reasons to be optimistic – many 

consumers agree it’s important for them to have the 

following protection:

“We know re-mortgage and 

product transfers volumes 

are forecast to increase 

over the next couple of 

years, which provides new 

opportunities to re-engage 

with existing customers.” 

Why client re-engagement is 
more important than ever
Julie Godley, Director, Intermediary Insurance at Legal & General
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• 62% say life insurance

• 53% say critical illness

• 50% say income protection

While the average is still below pet insurance (59%), the 

needle is shifting in the right direction. This is due in part 

to the lasting impact of the pandemic, but it’s also great to 

see the amazing work being done in the industry through 

initiatives like the AMI Viewpoint research and Income 

Protection Task Force Awareness Week.

But to realise these opportunities, we need to address 

some of the key barriers highlighted in the report: 

• Although 96% of advisers said they proactively have 

 protection conversations with their clients, only 63% 

 of consumers remember discussing protection

• Half of consumers feel that advisers who recommend 

 protection are doing it for a commission

As a provider we’re keen to help intermediaries have better 

and more memorable conversations. That’s why following 

on from last year’s research, we’ve been working with AMI 

and their protection specialists group by creating and 

sharing best practice guides, including hints and tips from 

brokers.

We’ve also worked with networks to tackle the issue 

of trust. Our series of animations for brokers to use 

with clients help set expectations, introduce the role of 

an adviser, and show what clients can expect at their 

mortgage appointment.

By working together, we can continue to break down 

barriers, and ensure protection is front-of-mind for 

customers. We know the need for protection is always 

there. And so whether it’s writing or referring, at purchase 

or re-mortgage, it’s reassuring to see so many brokers 

taking action to provide their clients with greater financial 

resilience and security.

“While the average is still 

below pet insurance (59%), the 

needle is shifting in the right 

direction. ”

https://iptf.co.uk/income-protection-awareness-week/
https://iptf.co.uk/income-protection-awareness-week/
https://www.a-m-i.org.uk/protection/protectionviewpoint/
https://www.a-m-i.org.uk/protection/protectionviewpoint/
https://www.legalandgeneral.com/adviser/protection/knowledge-hub/how-to-videos/system-videos/
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Expectations 

Imagine you were looking to buy protection insurance now, in 
which of the following ways would you prefer to buy it?

Q6  Imagine you were looking to buy protection insurance now, in 
which of the following ways would you prefer to buy it?

56%
27%

9%
6% 3%

Using a website application

Virtually via a video call

On the phone

Other

Face-to-face

Q18
As part of the protection application process, it is necessary to have a 
conversation about your existing medical conditions and physical and mental 
health. How confident do you feel in having these conversations with your 
broker/adviser?

53%

20%

6%
9% 12%

Fairly confident

Not very confident

Not at all confident

Don’t know

Very confident

Q17

I just wanted to focus on arranging my mortgage

I could get it cheaper buying it direct from the lender or a price 
comparison service

I could get it cheaper from another broker

I just wanted to get it at a later date

I wanted to buy it from my insurer I use for other insurance, 
such as motor and home

The process was too complicated with my broker

My broker didn’t give me enough choices / options

I did not feel I needed advice on this

I didn't think my broker was qualified to sell it to me

My broker couldn’t provide any quotes, so I went to another 
company

I didn't trust my broker's advice on this

The process took too long with my broker

Other

What was the main reason you bought from elsewhere, rather than from your 
mortgage broker / adviser?

0 5 10 15 20

19%

14%

11%

10%

9%

9%

8%

8%

3%

1%

1%

0%

7%

Q11 v2

Q12

Q12v2

We haven’t had contact since our original meeting

More often than every 6 months

Every 6 months

Every 1 year

Every 2 years

Less often than every 2 years

To what extent do you agree or disagree that the following 
should be doing more to promote the importance of protection 
among consumers?

Adviser viewpoint

Over half of consumers would go online if they were buying protection now 
vs quarter who would want to buy face-to-face and just 3% via a video call56%

“This is unsurprising given wider online purchasing habits, though it’s concerning as we know 

consumers buying online are more likely to buy life cover only. This illustrates the importance of 

educating consumers about risks and the solutions available, particularly income protection and 

critical illness cover.”

- Emma Thomson, Sesame Bankhall Group

“All parties have a part to play in working together to improve consumer financial resilience. Lenders can be hugely 

influential in highlighting the value of protection to borrowers and helping fulfil Consumer Duty obligations to reduce 

‘foreseeable harm’.”

- Emma Thomson, Sesame Bankhall Group

Lenders Regulators Government Consumer groups Financial advisers

Strongly agree 45% 47% 47% 42% 48%

Agree 39% 37% 32% 41% 38%

Neither agree nor disagree 11% 11% 13% 14% 11%

Disagree 3% 4% 6% 3% 2%

Strongly disagree 1% 0% 2% 0% 0%



15The Great Protection Shift

Lenders Regulators Government Consumer groups Financial advisers

Strongly agree 45% 47% 47% 42% 48%

Agree 39% 37% 32% 41% 38%

Neither agree nor disagree 11% 11% 13% 14% 11%

Disagree 3% 4% 6% 3% 2%

Strongly disagree 1% 0% 2% 0% 0%

If you are unable/too ill to work, how much do you think you 
would receive per week from Statutory Sick Pay?  

We didn’t discuss this

We discussed this, but I didn’t purchase it

We discussed this and I purchased this

Don’t know / can’t recall

0 5 10 15 20 25 30 35 40

37%

30%

26%

15%

Q20
Are the following statements about income protection true or false?

True or False
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80

You can’t get 
income protection 
if you have a 
medical condition

You don’t need 
income protection 
if you have 
company sick pay

You can’t get 
income protection 
if you are 
self-employed

You only need 
income protection 
if you have 
children / 
dependents

%
You don’t need 
income protection 
if you have savings

You only need 
income protection 
if you have a 
mortgage

Income protection 
is typically cheaper 
if you are younger

You can’t get 
income protection 
if you’ve suffered / 
suffer from a 
mental health 
condition

Cover is always the 
same whether 
purchased through 
an intermediary or 
directly

              

32% 68% 30% 70% 31% 69% 23% 77% 24% 76% 24% 76% 65% 34% 43% 57%35% 66%

Q21
If you are unable/too ill to work, how much do you think you would receive per 

week from Statutory Sick Pay?  

31%
19%

12%

Between £0-75

Over £250

Between £125-250

45% Between £75-125

On average, consumers think they could receive £123pw Statutory Sick Pay, 
rising to £153 among those aged 18-34, when in reality it pays just £99.35pw. 
While many self-employed are not eligible for SSP, on average they still 
believe they could get £95pw

£123

What do you most value from protection providers?

Quicker 
processes/systems

Access to 
underwriters

Training Sales literatureAccess to broker 
consultants
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50

Other

42% 29% 12% 7% 6% 3%

Q3

Q6

Q7

0 10 20 30 40 50 60 70 80

Personal stories, e.g. about yourself, your family or friends
Insurer sales aids and tools

Insurer claims statistics
CIExpert
Defaqto

Insurer case studies
Protection Guru

Other
None of the above

67%

52%

35%

29%

24%

17%

15%

2%

6%

Which of the following do you use to when advising your clients’ protection needs?

How confident do you feel about having conversations with your clients about their 
existing medical conditions, physical and mental health as part of the protection 
application process?
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Very confident

Fairly confident

Not very confident

Not at all confident

Don’t know

48%

43%

7%

1%

1%

Q10

Strongly agree

Somewhat agree

Neither agree nor disagree

Somewhat disagree

Strongly disagree
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45%

39%

11%

3%

1%

To what extent do you agree or disagree that the following should be doing more to promote the 

importance of protection among consumers?

Strongly agree

Agree

Neither agree nor disagree

Disagree

Strongly disagree
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45%

39%

11%

3%

1%

Insurers

What do you most value from protection providers?

4 in 10 advisers want quicker systems and processes and 3 in 10 want access 
to underwriters42%

“Anything that saves time for the broker and creates a better experience for the customer will 

undoubtedly mean more protection conversations, leading to more customers being protected.”

- Vikki Jefferies, Primis
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Royal London is delighted to be part of the AMI Viewpoint 

Research once again. It has become a seminal point in 

the trading year that draws us together as an industry 

to reflect on how we are doing to deliver the very best 

protection outcomes for customers going through the 

mortgage advice process. It highlights what’s going well, 

but also shows what could be improved.

This time, the research was conducted in a period 

of extreme market conditions for those looking to 

purchase property and for those helping them. These are 

circumstances that some of us have never experienced 

before. Low wage growth, high cost of living and rapidly 

rising interest rates are combining to create a challenging 

environment for us all to operate in.

In an age where information flows freely on to our 

screens, it is often hard to make sense of it all and can be 

overwhelming. At times like these, it can be useful to go 

back to basics. In respect of the current economic chaos, 

the default for many is the law of demand and supply.

It is with this lens that Royal London has analysed the 

Viewpoint Research findings this year. What do customers 

want right now? And what are advisers and providers 

delivering together?

When people were asked if they were to buy protection 

now, only one on four (27%) said they would want to do 

A view from 
Carrie Johnson, Customer Life Stage Director - Protection, Royal London

“In an age where 

information flows freely 

on to our screens, it is often 

hard to make sense of it all 

and can be overwhelming.”
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it face to face, with the majority (56%) noting they would 

want to do it online. As a provider that understands the 

value of quality in person financial advice, this feels like 

a worrying statistic. However, from challenge often comes 

opportunity.

There is no doubt that as contemporary consumers, our 

instinct is to gather information to shape our buying 

decisions online. It’s just so easy! So as a partnership we 

perhaps need to engage the client further “upstream” in 

the journey than we have traditionally done.

At Royal London we are driven to improve financial 

resilience in society. We have lots of material on our 

Financial Wellbeing Hub to help those seeking information 

on protection. Good examples include the How to Die Well 

e-book that we promote through an ongoing celebrity 

endorsed campaign and our range of well-regarded Money 

Management Guides

However, we also understand that protection is complex 

and we try to take the opportunity to signpost the need 

for advice. Our consumer facing literature, and the support 

that we provide advisers through our Marketing Studio, can 

both help promote the value of protection to customers 

online.

When endorsing the benefits of advice we must 

acknowledge that it is sometimes seen as costly in the 

eyes of consumers. In this regard, previous Viewpoint 

reports have tugged at client’s negative perception of 

commission. However, we believe new regulation in the 

form of the FCA’s Consumer Duty has the potential to act 

as a catalyst for good here.

When surveyed, only two fifths (44%) of advisers said they 

expect the FCA’s Consumer Duty to increase the focus on 

protection, while 31% expect it to have no impact. On the 

face of it, this appears slightly negative which perhaps is 

couched in the belief that any regulation adds cost into the 

supply side, making it more difficult to deliver solutions?

At Royal London we wholeheartedly believe that the 

Consumer Duty has the potential to have a positive impact 

“This feels like a worrying 

statistic. However, from 

challenge often comes 

opportunity”
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on closing the protection gap. This is because it guides 

all of us to act to avoid causing Foreseeable Harm to our 

customers (for example, the inability to meet mortgage 

payments due to illness) and asks us to have more 

meaningful communication with clients. Ensuring Fair 

Value is crucial. This helpfully creates a template to better 

explain price versus value. The customer should be in no 

doubt what they are getting for their money and advisers 

should be truly confident here.  

As the UK’s largest mutual life, pensions and investment 

company, the ethos behind Consumer Duty is in our DNA. 

Our Business Development Teams are ready to assist 

advisers in benefitting from all areas of the new regulation. 

We can help educate, implement and communicate 

through a range of tools and guidance.

Finally, we believe an important, contemporary way 

to enhance how we explain the value of protection to 

customers is around additional benefits. We need to 

move from a situation where the customer puts life policy 

documents in a drawer and hopes their family never have 

to recover them, to one where they constantly engage with 

their plan alongside their adviser.   

When asked, over two-thirds of all consumers (69%) noted 

they don’t know about added benefits, rising to three-

quarters (75%) of women. As a provider whose proposition 

is rich in these features via our Helping Hand service, we 

need to do more to ensure they are understood. 

Recent enhancements include HealthHero (a 24-hour 

online GP); access to the Thrive Mental Wellbeing service; 

and the TrackActiveMe personalised exercise app. 

These were all developed to provide real time help to our 

policyholders in today’s post pandemic world.

Being able to offer clients a holistic protection package, 

with benefits they can use day-to-day, can be a great 

way to show the value of advice – giving them more than 

they might expect. 

I hope this prologue whets your appetite to delve deeper 

into the report. Enjoy your reading.

We look forward to helping support you further in making 

the most of the advice opportunities the research has 

revealed under the banner of The Great Protection Shift.    
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Communication 

 What is the main thing you expect from a mortgage broker?

Your ability to continue to pay your mortgage if 

you / the highest income earner were unwell or 

injured and unable to work

What might happen if you / the highest income 

earner in the home died

Q14

83%

15%
2%

It’s about right

It’s not often enough

how do you feel about the amount of ongoing contact you have with your broker / 
adviser?

It’s too often

0 5 10 15 20 25 30 35 40

Advice based on your circumstances

Knowledge of product features

Good prices

Good customer service

Other

38%

25%

20%

14%

3%

Q15
 What is the main thing you expect from a mortgage broker?

Did you discuss with your broker / adviser any of the following?
Q19

23%

30%

32%

15%

No, we did not discuss it

Yes, discussed fully

Don’t know / can’t recall

Yes, touched on it 

26%

29%

26%

19%

No, we did not discuss it

Yes, discussed fully

Don’t know / can’t recall

Yes, touched on it 

When did you last review your protection cover?Q8

Q9

Q9 v2

When did you last review your protection cover?

Within the last 6 months

Within the last 12 months

Within the last 18 months

Within the last 2 years

More than 2 years ago

Don’t know/can’t remember

I have never reviewed my protection cover

0 5 10 15 20 25

21%

24%

10%

6%

6%

15%

19%

Do you trust that claims statistics are accurate?

Trust a great deal

Trust a fair amount

Don’t trust very much

Don’t trust at all

0 10 20 30 40 50

8%

36%

42%

14%

42%

36%

8%

14%

Don’t trust very much
Trust a great deal

Don’t trust at all

Trust a fair amount

Q10

69%

24%

8%

No, I did not know about them

Yes, and I have used some of them

Yes, I know about them

Are you aware that a protection product / policy (e.g. income protection or life insur-
ance) may have wellbeing and living benefits (e.g. virtual GP services, rehabilitation 

support, bereavement counselling) attached without the need to make a claim?

Advice based on their circumstances is the top answer for two consecutive 
years of the study38%

Fifth of consumers with protection have never reviewed their policies, rising 
to a quarter of women19%

“Advice needs to move in tandem with people’s lives and circumstances. It’s important that both 

advisers and clients regularly review their protection requirements.”

- Protection Distributors Group 
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With the FCA’s Consumer Duty coming into force and 
advisers required to avoid causing foreseeable harm as part 
of delivering good consumer outcomes, do you think this will 
change mortgage brokers’ focus on protection?

Q8

Conducting regular reviews with customers

Reminding customers about product flexibility and / or payment 
deferral options

Writing to customers about their cover / additional benefits 
available

Other

NA –I am not doing anything at present

0 10 20 30 40 50

49%

19%

11%

3%

37%

Bearing in mind the ongoing pressures on your clients' income / expenditure, what are you doing 

to help customers keep existing protection policies in force? 

Q9

With the FCA's Consumer Duty coming into force and advisers required to avoid causing 

foreseeable harm as part of delivering good consumer outcomes, do you think this will change 

mortgage brokers' focus on protection? 

31%

44%

24% No - there will be no change

Yes - it will reduce focus on protection

Don't know/not sure

Yes - it will increase focus on protection

31%

44%

24% No - there will be no change

Yes - it will reduce focus on protection

Don't know/not sure

Yes - it will increase focus on protection

Which of the following do you use when advising your clients’ 
protection needs?

What do you most value from protection providers?

Quicker 
processes/systems

Access to 
underwriters

Training Sales literatureAccess to broker 
consultants
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42% 29% 12% 7% 6% 3%

Q3

Q6

Q7
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Personal stories, e.g. about yourself, your family or friends
Insurer sales aids and tools

Insurer claims statistics
CIExpert
Defaqto

Insurer case studies
Protection Guru

Other
None of the above

67%

52%

35%

29%

24%

17%

15%

2%

6%

Which of the following do you use to when advising your clients’ protection needs?

How confident do you feel about having conversations with your clients about their 
existing medical conditions, physical and mental health as part of the protection 
application process?

0 10 20 30 40 50

Very confident

Fairly confident

Not very confident

Not at all confident

Don’t know

48%

43%

7%

1%

1%

Q10

Strongly agree

Somewhat agree

Neither agree nor disagree

Somewhat disagree

Strongly disagree
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45%

39%

11%

3%

1%

To what extent do you agree or disagree that the following should be doing more to promote the 

importance of protection among consumers?

Strongly agree

Agree

Neither agree nor disagree

Disagree

Strongly disagree
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45%

39%

11%

3%

1%

Insurers

Adviser viewpoint

Two fifths of advisers expect the Consumer Duty to increase the focus on 
protection44%

67% of advisers share personal stories with clients when advising on 
protection 

67%

“Undoubtedly consumer duty is likely to create a focus on protection. Advisers will need to 

ensure that the outputs of consumer duty genuinely drive valuable and meaningful protection 

conversations with customers, rather than being process driven.”

- Vikki Jefferies, Primis

“Personal anecdotes and real-life stories reinforce what can happen so quickly following a death, 

disability, or long-term illness. Protection is at its most effective when we can tell clients how 

lives have literally been changed by the benefit of our advice.”

- Protection Distributors Group 
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Q4

0 10 20 30 40 50 60 70 80

Better direct dialogue with the insurers
Online resources

Better resources / sales aids
Better products

Better training
More online training

More face-to-face training
Other

There is nothing that would make me more confident

35%

32%

27%

22%

20%

19%

19%

7%

10%

Which of the following would make you feel more confident when advising clients on protection?
Which of the following would make you feel more confident 
when advising clients on protection?

Q8

Conducting regular reviews with customers

Reminding customers about product flexibility and / or payment 
deferral options

Writing to customers about their cover / additional benefits 
available

Other

NA –I am not doing anything at present
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49%

19%

11%

3%

37%

Bearing in mind the ongoing pressures on your clients' income / expenditure, what are you doing 

to help customers keep existing protection policies in force? 

Q9

With the FCA's Consumer Duty coming into force and advisers required to avoid causing 

foreseeable harm as part of delivering good consumer outcomes, do you think this will change 

mortgage brokers' focus on protection? 

31%

44%

24% No - there will be no change

Yes - it will reduce focus on protection

Don't know/not sure

Yes - it will increase focus on protection

31%

44%

24% No - there will be no change

Yes - it will reduce focus on protection

Don't know/not sure

Yes - it will increase focus on protection

Bearing in mind the ongoing pressures on your clients’ income 
/ expenditure (e.g. as cost of living increases), what are you 
doing to help customers keep existing protection policies in 
force?

More than a third of advisers are not doing anything to help keep their 
customers protected during the current cost of living crisis

37%

“It is important to keep in regular contact with clients during this cost-of-living crisis. The 

importance of retaining cover during difficult times cannot be underestimated.” 

- Naomi Greatorex, Heath Protection Solutions
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When it comes to the training offered for you and other brokers 
by the (protection) insurers, to what extent do you agree or 
disagree with the following statements? 

Strongly agree

Somewhat agree

Neither agree nor disagree

Somewhat disagree

Strongly disagree

0 5 10 15 20 25 30

18%

28%

23%

16%

15%

I prefer virtual training to in person training

Strongly agree

Somewhat agree

Neither agree nor disagree

Somewhat disagree

Strongly disagree

0 5 10 15 20 25 30

20%

20%

29%

25%

5%

I don’t partake in very much/any training offered by insurers

“The mortgage market is currently in a state of flux with rates changing daily and it is 

understandable that advisers may struggle to contact their clients to discuss protection. 

Separating the protection advice from the mortgage via a specialist protection person/team can 

ensure regular reviews take place.”

- Naomi Greatorex, Heath Protection Solutions

Q11

If a financial adviser / broker su
ested that you get protection insurance, which of 
the following do you think would be their main motivation?

To ensure I am financially protected

To increase their commission by selling me insurance

Other

Don’t know

0 10 20 30 40 50

23%

50%

1%

27%

Q11 v2

50%

23%

27%

1%

To increase their commission by selling me 
insurance

Don’t know

Other 

To ensure I am financially protected

Q12

59%41% Direct from a lenderThrough a broker / adviser

Direct from a lender

Through a broker / adviser
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59%

41%

Q12v2

Q13

We haven’t had contact since our original meeting

More often than every 6 months

Every 6 months

Every 1 year

Every 2 years

Less often than every 2 years

On average, how often do you have contact with your broker?
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35%

7%

10%

15%

9%

24%

Advice based on your circumstances

Knowledge of product features

Good prices

Good customer service

Other

Yes, discussed fully

On average, how often do you have contact with your broker / 
adviser?

Third of people who used a broker have had no contact again since the initial 
meeting35%
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Q11

If a financial adviser / broker su
ested that you get protection insurance, which of 
the following do you think would be their main motivation?

To ensure I am financially protected

To increase their commission by selling me insurance

Other
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We haven’t had contact since our original meeting

More often than every 6 months

Every 6 months

Every 1 year

Every 2 years

Less often than every 2 years

On average, how often do you have contact with your broker?
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35%
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10%
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24%

Advice based on your circumstances

Knowledge of product features

Good prices

Good customer service

Other

Yes, discussed fully

Last year’s research

“This research highlights many challenges across the 
industry and spurred us on to provide extra resources 
and training that encourage advisers to achieve greater 
client engagement in every protection conversation. 
We hope this leads to more clients remembering the 
protection conversation and with a better understanding 
of their protection needs.”
Angela Davidson  Head of Protection, Mortgage Intelligence

“We all know there is a ‘protection’ gap, but this 
research demonstrated the ‘communication’ gap where 
brokers thought they were having the conversation, but 
customers didn’t. The research reminded advisers that 
customers do want to talk about protection and will 
listen. So, we should not underestimate the impact of 
advice in the protection world.”
Neil Hoare  Commercial Director, HLP
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There’s a lot happening in the world of mortgages and 

protection. Providers and advice firms are starting to 

implement the FCA’s Consumer Duty, we are seeing rising 

interest rates and many consumers are finding their 

finances have to stretch further as the cost of living bites. 

35% of consumers say the reason they don’t have protection 

is because they can’t afford it, rising to 41% of those with a 

mortgage. We’re likely to see the numbers citing the lack of 

affordability as a reason they don’t want to take protection 

grow, particularly for mortgage customers that are coming 

to the end of their fixed rate and have less wriggle room in 

their monthly expenditure. 

However, it’s crucial advisers help consumers consider 

the bigger question: can I afford to not have protection 

insurance? Especially as death, illness or injury are likely 

to impact a household’s financial resilience without an 

adequate safety net in place. 

It’s important advisers don’t get caught up in the cost 

of living headlines and make assumptions around what 

consumers want or need. It’s on all of us to keep beating the 

protection drum loud and clear, particularly as consumers 

understand the value of protection more than we may 

have thought (when asked which insurances they view 

as important, 62% of consumers said life insurance, 53% 

critical illness and 50% income protection). Although the 

fact that half of consumers don’t see income protection as 

important is concerning – it’s a view we need to shift. 

When discussing protection alongside a mortgage, 

conversations are still not having enough of an impact. 1 

in 5 consumers said they did not discuss life insurance 

with their mortgage adviser, rising to 1 in 4 for income 

protection and critical illness. And 1 in 4 consumers said 

they didn’t discuss with their broker their ability to pay 

Viewpoint
Stacy Penn, Senior Policy Adviser, Association of Mortgage Intermediaries

“protection can too easily 

fall down the priority list”
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their mortgage if ill or injured.

The FCA’s Consumer Duty requires firms to avoid causing 

foreseeable harm. Whilst consumers remain responsible 

for their decisions, firstly they need a protection 

discussion that equips them with sufficient information to 

assess the options and make a suitably informed decision. 

AMI encourage advice firms to look at how they structure 

protection conversations. When we consider that for many 

consumers the likelihood of being off work due to illness or 

injury is higher than the chance of death, advisers should 

consider shifting conversations beyond life insurance and 

critical illness only.

Almost a third of consumers aged 18-34 think they are 

too young for protection. We need to shift the mindset of 

this age group. Consumers need help to understand not 

only the risks in terms of what protection is designed for 

but the risks of delaying cover, such as the impact getting 

older has on the price. Otherwise, protection can too easily 

fall down the priority list and become something a person 

will sort “another day”. 

It’s not about scaremongering but about educating. Some 

consumers only have experience of compulsory insurance 

like car insurance, where typically it’s more expensive when 

younger and reduces over time as a no claims discount is 

built up. But how many consumers understand that with 

protection it works the other way? This is a message we 

should be using more often.

A fifth of consumers with protection have never reviewed 

their cover, rising to nearly a quarter of women. There’s 

an opportunity for advisers to demonstrate the value of 

advice and provide ongoing support, especially during the 

current economic environment. 

A third of advisers say they are not doing anything to 

help customers keep their existing protection policies. 

AMI encourage firms to make proactive contact with 

their customers, highlighting the options available should 

they find themselves in financial difficulty. AMI also 

support calls for insurers to provide annual statements to 

customers and to advisers, as this is a great tool to remind 

customers of their cover.  

Whether you work for an advice firm, insurer or reinsurer, 

we encourage you to take the time to digest this year’s 

findings. We hope the report inspires you to consider the 

changes you can make, as we all work towards The Great 

Protection Shift.  
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Over two-thirds of all consumers don’t know about added value benefits69%

Perceptions and 
misconceptions

Are you aware that a protection product may have wellbeing 
and living benefits attached without the need to make a claim?

Q8

Q9

Q9 v2

When did you last review your protection cover?

Within the last 6 months

Within the last 12 months

Within the last 18 months

Within the last 2 years

More than 2 years ago

Don’t know/can’t remember

I have never reviewed my protection cover
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Do you trust that claims statistics are accurate?

Trust a great deal

Trust a fair amount

Don’t trust very much

Don’t trust at all
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Don’t trust very much
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Don’t trust at all
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69%

24%

8%

No, I did not know about them

Yes, and I have used some of them

Yes, I know about them

Are you aware that a protection product / policy (e.g. income protection or life insur-
ance) may have wellbeing and living benefits (e.g. virtual GP services, rehabilitation 

support, bereavement counselling) attached without the need to make a claim?

Among those that have a protection policy, 52% say they are aware of the 
added-value benefits and a fifth (20%) have used them52%

“Advisers should focus on re-enforcing the value-added benefits of our solutions at point of sale 

and work alongside providers to implement programmes to highlight these features regularly.”

- Alan Richardson, LifeSearch
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Are the following statements about income protection true or 
false? 
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31% of consumers think they can’t get IP if self-employed, rising to 42% of 
those aged 18-3431%

“The protection industry has been on a long and slow journey to educate and help consumers 

understand the importance of protecting their income. The trends over the last 4-5 years have 

been hugely positive but there is still a long way to go.”

- Mike Donohoe, Caspian Insurance

“The vast majority of people who tell their insurer about a history of mental illness are offered 

Income Protection insurance. This may have an exclusion applied that restricts the claims that 

can be made but still provides extensive cover for other illnesses causing a loss of income.”

- Income Protection Task Force 

Two-fifths of consumers (43%) think protection cover is always the same 
whether purchased through an intermediary or directly, rising to 58% of 
18–34-year-olds

43%

“The value of advice is still sadly undervalued by a significant proportion of the population. 

The Consumer Duty requirements will empower advisory firms to provide more impactful and 

appreciated client journeys.”

- Alan Richardson, LifeSearch
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What was the main reason you bought protection insurance 
from elsewhere, rather than from your mortgage broker / 
adviser?

Q6  Imagine you were looking to buy protection insurance now, in 
which of the following ways would you prefer to buy it?

56%
27%

9%
6% 3%

Using a website application

Virtually via a video call

On the phone

Other

Face-to-face

Q18
As part of the protection application process, it is necessary to have a 
conversation about your existing medical conditions and physical and mental 
health. How confident do you feel in having these conversations with your 
broker/adviser?
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Fairly confident

Not very confident

Not at all confident

Don’t know

Very confident
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I could get it cheaper buying it direct from the lender or a price 
comparison service

I could get it cheaper from another broker

I just wanted to get it at a later date

I wanted to buy it from my insurer I use for other insurance, 
such as motor and home

The process was too complicated with my broker

My broker didn’t give me enough choices / options

I did not feel I needed advice on this

I didn't think my broker was qualified to sell it to me

My broker couldn’t provide any quotes, so I went to another 
company

I didn't trust my broker's advice on this

The process took too long with my broker

Other

What was the main reason you bought from elsewhere, rather than from your 
mortgage broker / adviser?
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We haven’t had contact since our original meeting

More often than every 6 months

Every 6 months

Every 1 year

Every 2 years

Less often than every 2 years

There are many reasons that consumers do not always buy protection from 
their mortgage adviser ranging from wanting to focus on their mortgage only 
(19%) to wanting to do it at a later date (10%)

19%
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Adviser viewpoint
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Raising protection with your mortgage clients, which of the 
following best describes your situation?

Which of the following do you discuss when you raise protection 
with your mortgage clients?

98% of mortgage advisers say they have the protection conversation but only 
63% of customers remember a discussion about life insurance98%
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“In my experience around 19 out of 20 clients take some form of protection so there is no doubt 

about client interest.”

- Colin Baxter, Mortgages In Lincoln

Quarter of consumers didn’t discuss with their broker their ability to pay the 
mortgage if ill/injured or if they were to die23%

Your ability to continue to pay your mortgage if 

you / the highest income earner were unwell or 

injured and unable to work

What might happen if you / the highest income 

earner in the home died

Q14

83%

15%
2%

It’s about right

It’s not often enough

how do you feel about the amount of ongoing contact you have with your broker / 
adviser?

It’s too often
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Q15
 What is the main thing you expect from a mortgage broker?

Did you discuss with your broker / adviser any of the following?
Q19
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No, we did not discuss it

Yes, discussed fully

Don’t know / can’t recall

Yes, touched on it 

26%

29%

26%

19%

No, we did not discuss it

Yes, discussed fully

Don’t know / can’t recall

Yes, touched on it 

Did you discuss with your broker / adviser any of the following?

“We need to take a hard look at ourselves and ask what meaningful training is offered to 

mortgage advisers to equip them to have these conversations. Unfortunately, a 30-minute 

webinar is not going to achieve this.”

- Colin Baxter, Mortgages In Lincoln

Did you discuss or purchase any of the following products 
with / from your mortgage broker / adviser?
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1 in 5 said they did not discuss life insurance with their broker, rising to 1 in 4 
for income protection and critical illness1:5
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“I might be a little biased, 

but indirectly, or otherwise, 

I’d argue claim stats have 

been a success. In fact, 

maybe too successful.”

I can remember the scene fairly well. 

It was Edinburgh, sometime around 2005, and probably 

raining.

To be more specific, I was sat in the Standard Life office 

– just me, and I think eleven of them. The topic of the day 

was whether they would become the first insurer to begin 

regularly publishing claim statistics.

I was working at LifeSearch at the time, and we were on a 

mission to get insurers to publish paid and declined claim 

stats every year.

We knew most claims were paid but back then declined 

claims in the media were far more frequent than they are 

today. I remember a time when three different declined 

claims were either in the mainstream press or primetime 

television in the same week.

The industry’s reputation wasn’t in a good place. I know – 

I was an adviser taking calls from clients who wanted to 

cancel, which was happening up and down the country.

When claim stats were first published, the numbers were 

quite a bit lower than they are today, which according to 

the ABI currently sit at 98% overall.

The industry has since been praised by the media for being 

transparent and these days very, very few declined claim 

stories appear in the papers. 

I might be a little biased, but indirectly, or otherwise, I’d 

argue claim stats have been a success. In fact, maybe too 

successful – because half of customers don’t believe the 

Claim stats – where did it all go 
wrong? 
Kevin Carr, CEO of Protection Review
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numbers. They are just too good to be true.

The percentages have improved over the years, and it 

would be good to demonstrate this across the industry to 

show the journey we’ve been through, which could also 

help convince more people to believe the numbers.

• “Over half (56%) of consumers don’t believe  

 claim stats, rising among older people” 

• “Half of consumers (50%) believe 

 commission is a broker’s main motivation” 

• “Consumers think 72% of life insurance and   

 60% of income protection claims are paid  

 out” 

From the research in previous years, we can see that this 

number isn’t changing, and combined with consumer 

concerns around the motivations of advisers we do need 

to ask ourselves what more could we all do. 

Around three years ago I chaired a meeting of insurers, 

advisers, and other interested parties on exactly this 

question – what more could be done with claims stats? 

We talked about the possibility of a charter with minimum 

requirements for insurers to publish stats by different 

product lines, including the number of claims and amounts 

paid, with breakdowns of declined claims (including partial 

declines) and reasons why, average times to pay claims, 

acceptance stats, details of claims where more than 

money was provided (rehab, counselling, 2nd opinions etc) 

all split where possible by gender, reason for claim, age, 

smoker and so on.

Then the pandemic happened. 

As part of The Great Protection Shift it would be good to 

reignite these conversations and see what other new ideas 

are out there. 

And let’s not be too harsh on ourselves. Consumers think 

72% of life insurance claims are paid, which is also a lot 

higher than it used to be!

Mental health gap 

The research found that less than half of brokers are 

‘very confident’ talking to consumers about their physical 

and mental health as part of the protection journey. And 

almost a fifth of consumers are not comfortable talking to 

their broker about their mental and physical health.
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This isn’t surprising. 

Advisers aren’t trained counsellors and many customers 

won’t enjoy being asked probing questions about their 

mental wellbeing. 

I’ve talked to a number of people on this subject and for 

me this is all about the customer’s preference. They may 

prefer to fill in a form, they may be happy to talk about it 

openly with the adviser, or they might prefer to talk directly 

to the insurer, for example. 

One size doesn’t fit all so flexibility and good communication 

are essential.  

Consumer research

New for 2022 is the inclusion of qualitative consumer 

research. 

AMI wanted to gauge the thoughts and feelings of 

consumers to develop a deeper understanding of their 

perceptions, drivers and barriers when it comes to 

protection insurance, as well as seeking views on the 

consumer journey; sources of information and advice; and 

to help highlight areas the industry can improve upon.

They spoke to seventeen 25–50-year-olds with a mix 

of different gender, age, life stage and home ownership 

status. There were 9 who don’t have protection and 8 who 

do (or have).

One of the key questions was “What would make the 

protection purchase process easier?”.

• “More openness and honesty, less legalistic 

 jargon”

• “A guide to types of protection insurance 

 would help”

• “A website that explained all the different 

 options and gave realistic cost comparisons”

The research tells us that clear, simple policies, with 

transparent pricing and a humanistic approach are key 

to increasing consideration of purchasing protection 

insurance.

Read on to see more on this research. 

“Advisers aren’t trained 

counsellors”
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“[Building and contents] As everything we own is in the house”  
Kerrie  Protection policyholder

“[car insurance] It’s the only insurance product I own, need it to be able to drive but would prefer 
not to have to have it ” 
Andrew K  Non-protection policyholder

“Pet insurance is most important to me, recently my cat had to have quite a bit of stuff done and 
it would have cost me quite a lot otherwise.” 
Victoria S  Previous protection policyholder

“private health insurance…we have family cover which provides a degree of reassurance”
Mark  Protection policyholder

Protection insurance is highly valued among those who 
own it, however other forms of insurance that protect 
possessions and health are also important 

Value is placed on insurance that protects possessions are considered important along with 
health of themselves and loved ones.

Consumer viewpoint

Protection insurance is important among those who hold it to provide support for themselves and 
loved ones in times of need

“[Critical illness] I would say is even more important just because if anything did happen to me or 
my husband, I’d still be living but would need the help and support to pay my mortgage if I wasn’t 
able to work”. 
Vanessa  Protection policyholder

“[life insurance] if I was unable to work I would be able to rely on it to pay the mortgage and help 
my family”  
Andrew C  Protection policyholder

“[income protection] if I couldn’t physically do my job for example I wasn’t able to walk or fitness 
was bad it would stop me doing the job I do as it is a physical job”
Craig  Protection policyholder
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“It offers reassurance to both the person who has 
the policy and the wider family to know that they 
will be looked after should the worse happen. 
Financially it provides security”
Kerrie  Protection policyholder

“The benefits are that one has peace of mind that 
if something bad happens, there is a safety net to 
fall back on” 
Aalam  Previous protection policyholder

“Provides a safety net for myself and family in 
difficult times, reducing stress and anxiety”
Patrick  Non-protection policyholder

Protection is understood to be a safety net if the worst 
were to happen, but cost and uncertainty are key barriers

Protection insurance is seen as a safety net, providing 
peace of mind that loved ones will be looked after.

However perceived expense, uncertainty of cover and 
confusing terminology are barriers to purchase.

“Lots of terms and conditions that sometimes you 
see on claim programmes where they say policy 
holder didn’t meet the terms and conditions. 
Monetary cost if you don’t have much spare money 
each month” 
Andrew C  Protection policyholder

“Too costly with prior conditions. Not sure what 
type to get – too complicated and too many 
options” 
Victoria  S  Previous protection policyholder

“Understanding all of the wording and legal 
jargon that goes with taking out a policy and its 
documents” 
Leon  Non-protection policyholder
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Using Google as a first port of call

“The first thing I would do is to Google types of insurance to find out what fits my needs and 
requirements”
Victoria W  Non-protection policyholder

“It brings up millions of results””
Harjeet  Non-protection policyholder

“This is my first port of call for anything I need information on”
Mark  Protection policyholder

“I would Google information…I’m no expert so I need a little help and advice”
Craig  Protection policyholder

PCWs for ease of comparing policies

“I would use a market comparison website to compare and contrast different policies” 
Andrew C  Protection policyholder

Setting out the protection journey

Provider websites for more detail

“I would try insurance sites directly to make sure I get the best policy to meet my needs”
Andrew C  Protection policyholder

“I would review the cover to see what might be excluded”
Andrew K  Non-protection policyholder
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Feelings towards protection insurance

“It’s only for the wealthy. Not those on the breadline” 
Victoria S  Previous protection policyholder

“Reading terms and conditions…Ten pages of exclusions - 
what exactly DOES it cover??” 
Darren  Protection policyholder

“Provides support and a helping hand when I am most in 
need”
Patrick  Non-policyholder

“This figure represents the family dynamic - this is 
why I have protection insurance - if they weren’t in the 
picture and weren’t a factor in my life, I wouldn’t see 
the need.” 
Mark  Protection  policyholder

“They are a friend who would help 
you in need”
Vanessa  Protection policyholder

“A companion for when the worst has 
happened”
Andrew C  Protection policyholder

“I have concerns that of things going wrong, but I 
really don’t have much choice in the matter, as I can’t 
afford insurance.”
Simon  Non-protection policyholder

There is recognition for the support protection insurance provides, especially for families, whilst 
frustration with perceived expense and confusing  policy details. 

Participants were asked to select the character that best describes how they feel towards life 
insurance. Some excerpts of responses are provided here:
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Advice from impartial experts

“The first thing I would do is go on Moneysavingexpert.com and read forums as that’s what I do 
with any financial”
Darren Protection policyholder

“I would look on something like the money saving expert as they know a lot about what works best 
for people rather than companies”
Vanessa Protection policyholder

Advice from friends and family with experience

“I would speak to people who have bought this insurance before as they will have more 
knowledge”
Vanessa  Protection policyholder

“I trust their opinions”
Harjeet  Non-protection policyholder

Trusted sources

Advice from existing customers

“I would read customer reviews online as this gives me a good idea to the kinds of experience that 
real people – people like me – have had with companies and the cover they offer”
Mark  Protection policyholder

“I want to hear about potential problems”
Simon  Non-protection policyholder



39The Great Protection Shift

2. Affluent, educated professionals 

“I think a clever, educated and intelligent person would have it as it’s a sensible thing to do and 
they would have an understanding of all the different types available”

“he looks successful and his family would need help if he should lose his job”

People associated with having protection insurance fall 
into two main categories:

1. Family bread winners 

“Homer Simpson is a working dad. He’s a bit of a clutz, but he means well. He should definitely 
have protection insurance” 

“a family person who needs to know if they go, their loved ones are well cared for”

Participants were asked to upload an image of the type of person they think would have 
protection insurance and explain why they chose this type of person
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Simplified and easy to understand policies 

“Making it easier to understand -  I think to be able to have someone answer my questions in an 
understandable manner would definitely help.”
Kerrie  Protection policyholder

“Use less legalistic jargon – it can put people off from attaining it or even thinking about it.”
Aalam  Previous protection policyholder

Transparent and fair pricing 

“Lower long term costs and - Anything above £20 a month would be expensive as that soon adds 
up over a year. better guarantees of pay-outs - explaining what is needed to get a pay out i.e. A 
minimum criteria”
Andrew K  Non-protection policyholder

“Easily finding out how much it would cost”
Patrick  Non-protection policyholder

Clear, simple policies, transparent pricing and a 
humanistic approach would make more people take 
protection insurance

Sharing real life case studies  

 

“being able to read real case studies and compare the reality of those with insurance and those 
who opted not to buy”
Mark  Protection policyholder

“if we could visualise the benefits and had the disposable income for it. If we knew the 
consequences of not having it”
Victoria W  Non-protection policyholder
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“More openness and honesty, less legalistic jargon”
Aalam  Previous protection policyholder

“A website that explained all the different options and gave realistic cost comparisons”
Victoria W  Ex-protection policyholder

“It would be good to know the exact terms in layman’s terms instead of legal jargon which is very 
confusing”
Harjeet  Non-protection policyholder

“More guidance pages and help on insurance sites to give better idea of what’s available”
Andrew C  Protection policyholder

“A guide to types of protection insurance would help”
Andrew K  Non-protection policyholder

What would make the protection purchase easier?

Both those experienced and inexperienced with insurance feel 

the language can be complicated and confusing:

 
“I feel it overly complicated and wordy. I feel they need to use more plain text and less complex 
terminology”
Andrew C Previous protection policyholder

“The language can be confusing and not easy to understand”
Jack  Non-protection policyholder

Language
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Barriers - those that have protection cover 

recognise the benefits and we see words such as 

‘safety net’, ‘security’ and ‘peace of mind’ used to 

describe what protection insurance means to them. 

However, like our quantitative findings, we also see 

perceived expense cited as a barrier. It’s important 

consumers consider not only the cost of taking out 

cover but the wider cost of not having appropriate 

protection in place – even more so with the cost of 

living challenges facing many UK consumers.

 

The reassurance of existing customers and 

lived experiences – we need to champion the use 

of real life stories to make sure protection is seen 

as relatable and accessible. It’s disappointing that 

participants categorised people associated with 

having protection insurance into two main categories: 

family bread winners and affluent, educated 

professionals. We know that protection insurance 

is there to help and support all types of people but 

the industry’s positioning of and messaging around 

protection may be portraying the wrong message. 

What can we do to ensure protection is seen by 

consumers as inclusive?

 

Language and the use of “jargon” – with the FCA 

Consumer Duty requiring firms to focus on ensuring 

communications meet the real needs of their 

customers, there’s an opportunity for both providers 

and advisers to review how they use and explain 

“jargon” and how communications are presented. 

A great place to start is to have someone outside 

the industry review a firm’s website, sales processes 

and key documentation to provide feedback through 

a consumer lens.

 

The power of influencers like Money Saving Expert 

– we need to consider what attracts consumers to 

these sources of information. Is it the way complex 

information is explained in clear, ‘plain’ English? Is it 

because they are viewed as ‘impartial’?

 

Appetite of consumers going online for at least 

part of the journey – there’s an opportunity to 

blend tech with more “traditional” advice, such as 

by using online quote forms or chat bots that allow 

consumers to start the process and then speak with 

an adviser who provides that human touch.

AMI’s key takeaways
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In summing up our third protection Viewpoint, I am both 

confused and heartened.  The clear and recurring trends 

that the research provides makes me wonder why we are 

not making quicker progress.  However, I am heartened 

that there is a clear desire across the industry to listen, 

learn and work together to address our collective failure to 

persuade more consumers that the protection proposition 

is compelling.  However, I do think we need more open 

minds rather than open doors.

In our qualitative work there are clear messages on 

what we need to change and how to address consumers 

differently.  The FCA Consumer Duty requirements provide 

an excellent accelerant.  This will compel all firms to think 

about what their service proposition is, how to position 

the protection conversation and how to deliver it in simple 

language that the consumer can understand.  Making sure 

that good protection conversations happen will be a key 

aspect of ensuring we avoid causing foreseeable harm.

There are multiple challenges facing us all.  Post pandemic 

issues; the energy crisis, the escalating cost of living, 

increasing interest rates, and the insidious pressure of 

regulation.  Despite these, it is our duty to make sure our 

advice industry is thriving this decade and into the next.  

If we want the majority of protection sales to be advised 

that needs a big shift in thinking.  We need to find a way 

of balancing our short-term need for new business against 

the long-term need for quality.  

In previous reports we have tried to guide the industry 

towards thinking differently.  Following on from the “New 

Challenge” and “Moving Forward”, this time we want to 

make a “Great Shift”.  So, to conclude this report we are 

Call to action
Robert Sinclair, CEO, Association of Mortgage Intermediaries

“A five point plan to 

propel the industry 

forward ”
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setting out a “Call to Action” - a five point plan to propel 

the industry forward, at time when the UK consumer 

needs our advice and solutions more than ever.  Please 

take the time to consider the issues raised and measure 

your business against these ideas.  Together we can shift 

the dial.

Five point 
action plan
❶ Advisers to consider whether they clearly and 

confidently articulate the value of protection advice to 

consumers. Advisers should be clear to consumers on 

the cost of advice vs the benefits the consumer receives 

from the advised route and to shift overall protection 

conversations away from price to price and quality.

❷ Firm/network principals to consider their approach 

to protection in light of the FCA Consumer Duty and feed 

AMI Viewpoint findings into their Consumer Duty work. 

Where firms do not advise on protection or are unable to 

assist a customer with their protection needs, they should 

consider signposting customers to a third party (this 

could be another firm, a signposting service such as BIBA 

‘Find Insurance’ or a relevant and reliable party, such as a 

charity).

❸ Providers to commit to working with advisers to 

understand the pain points and seek to address them 

where possible. To help advisers’ confidence when 

discussing medical conditions with customers, providers 

to consider how they can help educate advisers on what is 

being asked for in the application process and how these 

topics can be handled sensitively and empathetically.  

❹ Providers to consider ways to supplement claims 

statistics and widen the use of case studies, such as by 

sharing customer views on their experience of the claims 

process and by sharing real life stories of why customers 

have protection cover (featuring diverse customers from a 

range of backgrounds).

❺ AMI to work with its Protection Specialists Group, 

Royal London, L&G and the wider industry to develop 

thoughts on how we can tackle the barriers highlighted in 

the report. AMI to discuss with lenders their role in helping 

consumers recognise the benefits of protection insurance 

when taking out a mortgage.




