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Welcome to the second AMI Viewpoint report on 

protection within the mortgage industry. 

I am particularly delighted to see this incisive 

piece of work, because not only is it an incredibly 

important subject that I am passionate about, but in 

coming back to the subject matter it shows that we 

recognise that these Viewpoints are not just a once 

and done event to tick a box. 

Rather, this represents a continuing journey to 

help understand and improve the industry not 

just for those within it, but more importantly for 

the thousands of clients that choose to work with 

intermediaries and expect to receive the very 

highest standards of advice.

We thought it was therefore important to not just re-

visit the questions we asked last year, to see where 

we have improved or not, but also to provide some 

additional insight into the industry.

As with many reports there are both positives and 

negatives to draw on, with progress being made in 

some areas whilst others clearly show that we still 

Introduction
Andrew Montlake, Chair, Association of Mortgage Intermediaries

“As with many reports 

there are both positives and 

negatives to draw on, with 

progress being made in some 

areas whilst others clearly 

show that we still have work 

to do.”
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have work to do.  There is still a clear disconnect 

between brokers who believe they adequately 

discuss protection with their clients, and the 

understanding of the clients themselves. This is an 

area we need to work on to ensure that no client 

ever comes away from a conversation without a 

clear idea, or memory, of the protection discussion, 

whether this is something the adviser does 

themselves or refers on to a specialist.

The structure of our conversations and the clear 

signposting for the protection discussion in many 

cases looks as if it needs more work.

It is incredibly interesting to see how this year 

we have drilled down further into the responses 

from different demographics which has provided 

enriching insight.

This shows that messaging between age groups 

needs to be subtly different and that younger age 

groups are more interested in products such as 

income protection than many may assume. This 

represents a real opportunity for us to engage in a 

deeper relationship with our clients.

The bottom line is that we must not shy away from 

the protection discussion, as not only do we have 

a duty of care to our clients to ensure they are 

educated on the benefits of these products, but 

that actually, our clients want to know more and are 

more inclined to protect themselves than we may 

think.

We hope you use the report and its findings as a 

valuable guide and look forward to continuing to 

improve the protection journey for all of us. 

“Messaging between age 

groups needs to be subtly 

different and that younger age 

groups are more interested 

in products such as income 

protection than many may 

assume.”
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At Royal London, a core part of our purpose is to 

support our customers when they experience a life 

shock. We’ve never had to do this more than in the 

last 18 months. As society continues to recover from 

this crisis, we’re starting to see some interesting 

trends. Especially in relation to how protection 

policies and protection advice are viewed. The AMI 

Viewpoint 2021 research comes at an important 

time. It puts a spotlight on the current opportunities 

and challenges we face as we work together to 

deliver the very best outcomes for our customers in 

a world that has changed a lot.

It’s motivating to see that nearly two thirds (64%) 

of the mortgage advisers surveyed have noticed 

an increase in their protection business since the 

start of the pandemic. I think it’s safe to say we’ve 

all experienced a COVID related life shock in one 

way or another. Adapting the way we work, home-

schooling and being away from family and friends 

has been far from easy. And sadly some of us have 

suffered the loss of loved ones. This has created 

awareness of vulnerability in society, particularly 

in relation to health. Consumers now understand 

that a life shock can happen out of the blue and 

A view from 
Julie Scott, Chief Commercial Officer at Royal London

“A third (34%) of consumers 

surveyed incorrectly believe 

that you can’t get income 

protection if you are self-

employed, while a similar 

proportion (35%) also 

believe you can’t get income 

protection if you have a 

medical condition.”
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extremely quickly. It’s reassuring to see that people 

are already taking action and seeking protection 

advice. 

We believe safeguarding a customer’s income is 

the most important place to start a protection 

discussion. This is because of all the Covid impacts, 

the fragility of earnings has perhaps been the one 

most felt. Importantly, this research reminds us 

that there’s still a lack of understanding around 

how income protection plans work. A third (34%) 

of consumers surveyed incorrectly believe that you 

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

while a similar proportion (35%) also believe you 

can’t get income protection if you have a medical 

condition. We want to step up to the challenge of 

improving client awareness by better equipping 

advisers. We’ve built an income protection 

toolkit with best practice videos, sales aids and 

conversation guides. We’re also part of the Income 

Protection Task Force which gathers useful content 

from across the market into a single hub.

It’s also promising to see that 99% of the advisers 

surveyed are now raising protection with their 

clients when advising on mortgages and a quarter 

are passing them onto protection specialists. As 

a provider who understands the value of quality 

advice, we very much support this referral model. 

When designing our solutions, we take a customer 

life stage approach. From this we know that buying 

or moving home is a critical point in anyone’s 

personal financial journey. It’s great to see more and 

more mortgage advisers use this opportunity to take 

up the protection challenge.  

Myself and my colleagues are delighted to be 

involved in this project once again. We look forward 

to helping support you further in the advice 

opportunities the research has uncovered. 

“Nearly two thirds (64%) 

of the mortgage advisers 

surveyed have noticed an 

increase in their protection 

business since the start of the 

pandemic.”
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Opportunities

Almost three quarters of 18-34 year 
olds would be open to a discussion 
about protection.73%
If my mortgage broker saved me money on my mortgage, I would be 
more open to a discussion about protection at that point.

Main reasons for not purchasing protection products from your 
mortgage broker

Have you ever considered taking out income protection?

Main reasons for not purchasing protection products from your 
mortgage broker

Yes or No

0

20

40

60

80

100

18-34 age groupTotal 35-54 age group 55+ age group
%

      

0 5 10 15 20 25 30 35 40

I did not feel I needed the product(s)

The cost

I arranged cover with another broker/insurer

I realised I was covered elsewhere

Other

37%

26%

22%

13%

3%

Q13

0 5 10 15 20 25 30 35 40

Advice based on your circumstances

Knowledge of product features

Good prices

Customer service

Other (please specify)

37%

25%

22%

12%

4%

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

0 5 10 15 20 25 30 35

31%

7%

7%

12%

17%

26%

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

Q14
how do you feel about the amount of ongoing contact you have with your 

adviser

84%

2%
13%

It’s about right

It’s too often

It’s not often enough

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

Q16
Have you ever purchased any protection products from your mortgage broker?

27%

55%

18%
Yes

Can’t remember

No

Have you ever purchased any protection products from your mortgage 
broker?

Agree or Disagree 

0

10

20

30

40

50

60

70

80

18-34 age group 35-54 age group 55+ age group
%

    

Yes or No

0

20

40

60

80

100

18-34 age groupTotal 35-54 age group 55+ age group
%

      

Over a third of 18-34 year olds bought 
protection elsewhere, compared to 
22% overall.35%
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Agree or Disagree 
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Have you ever considered taking out income protection?

Did you discuss or purchase any of the following products with/from 
your mortgage broker?

Life insurance Critical illness Income 
protection 

Accident, 
sickness and 
unemployment 
cover

Payment 
protection 
insurance

Mortgage 
payment 
protection 
insurance

Buildings and 
contents

We didn’t discuss this 26% 31% 33% 36% 40% 31% 30%

Discussed but I didn’t purchase 26% 26% 29% 29% 25% 30% 22%

I purchased this 28% 19% 13% 11% 8% 15% 28%

Don’t know/can’t recall 19% 25% 24% 24% 27% 24% 20%

Conversations

Government Covid-19 financial support 

schemes e.g. furlough (in the last 18 months)

Yes

No

0 10 20 30 40 50 60 70 80

21%

79%

More or less likely to consider income 

protection in the future as a result of Covid-19

More likely

Less likely

0 5 10 15 20

18%

10%

Better off

Worse off

0 5 10 15 20 25 30

26%

24%

Finances changed as a result of Covid-19

If you were unable to work due to injury or illness, how would you cover your rental payments?

To ensure I am financially protected

To increase their commission by selling me insurance

Other

Don’t know

0 10 20 30 40 50

30%

42%

1%

26%

I would be unable to cover my payments

I have sufficient savings in place

I would have support from family/friends

Other

0 5 10 15 20 25 30 35 40

37%

30%

26%

15%

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

I asked my broker about income protection

My broker asked me about income protection

Neither

Can’t recall

0 5 10 15 20 25 30 35

6%

30%

32%

32%

Thinking back to when you were getting your mortgage, which one if either of the following happened?

When you were getting your mortgage, which of the following 
happened?

Q13

0 5 10 15 20 25 30 35 40

Advice based on your circumstances

Knowledge of product features

Good prices

Customer service

Other (please specify)

37%

25%

22%

12%

4%

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

0 5 10 15 20 25 30 35

31%

7%

7%

12%

17%

26%

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

Q14
how do you feel about the amount of ongoing contact you have with your 

adviser

84%

2%
13%

It’s about right

It’s too often

It’s not often enough

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

Q16
Have you ever purchased any protection products from your mortgage broker?

27%

55%

18%
Yes

Can’t remember

No
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When did you last have contact with your mortgage broker?

Buildings insurance

Less than 50% 50% 55% 60% 65% 70% 75% 80% 85% 90% 95% 100% Don’t know
0

5

10

15

20

25

30

9% 4% 3% 6% 5% 7% 6% 6% 5% 9% 7% 3% 30%

Contents insurance

Less than 50% 50% 55% 60% 65% 70% 75% 80% 85% 90% 95% 100% Don’t know
0

5
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30

9% 4% 3% 6% 5% 7% 6% 7% 5% 9% 6% 3% 29%

Q9

Q12

What could a financial adviser do to help change 
this view?

0 10 20 30 40 50 60

There is nothing that would change my view

If they explained why protection discussion was important during my initial contact 

If they put more emphasis on how protection products could help me and my family

If they took more time to speak about protection as part of the mortgage process

Other – please specify

53%

20%

19%

14%

5%

Within last six months

Within last year

Within last 18 months

Over two years ago

Over three years ago

Over five years ago

0 5 10 15 20 25

21%

14%

16%

14%

12%

25%

When did you last have contact with your mortgage 
broker?

Annual statements provide a fantastic opportunity for advisers to re-engage with clients and highlight the 
benefits of their plans and the support services available to them.
Adam Higgs, Protection Guru

These numbers should not come as a shock; in fact, I’m surprised only 48% say they want personalised 
annual statements!
David Mead, Future Proof 

Which of the following types of contact would you find valuable from 
a mortgage broker regarding protection insurance?

A personalised 
annual statement 
e.g. summarising 
what my policy 
covers me for

Case studies of 
individuals/families 
that have claimed 
on protection 
insurance(s)

Annual insurer 
claims statistics 
(i,e, statistics 
showing the 
percent of claims 
paid out)

Contact post-sale 
to review my cover

Other NA – I would not 
want any contact

Total 32% 17% 16% 10% 3% 48%

18-34 48% 38% 29% 10% 3% 15%

35-54 34% 20% 18% 10% 3% 43%

55+ 24% 5% 8% 9% 2% 66%

With pre-school children 47% 34% 27% 13% 4% 18%

With primary school children 46% 36% 25% 10% 2% 25%

Almost half of 18-34 year olds want to 
receive an annual statement and 38% 
would like to see case studies.48%

Case studies are particularly helpful as they help to bring the value of protection cover to life, not only 
during the advice process, but they also help remind clients (via annual reviews) about the value of their 
cover, even after it has been in place for some years.
David Mead, Future Proof 



11Protection: Moving Forward

How often do you have contact with your broker?

Q13

0 5 10 15 20 25 30 35 40

Advice based on your circumstances

Knowledge of product features

Good prices

Customer service

Other (please specify)

37%

25%

22%

12%

4%

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

0 5 10 15 20 25 30 35

31%

7%

7%

12%

17%

26%

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

Q14
how do you feel about the amount of ongoing contact you have with your 

adviser

84%

2%
13%

It’s about right

It’s too often

It’s not often enough

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

Q16
Have you ever purchased any protection products from your mortgage broker?

27%

55%

18%
Yes

Can’t remember

No

I would imagine the level of service and frequency of contact determines the relationship that a consumer 
has with their broker. Some brokers tag on a bit of life insurance without delving too deep into the 
customer’s real needs.
Alan Lakey, Highclere Financial Services

Compared to the wealth sector where platforms and providers supply advisers with real time up-to-
date data, the protection industry makes it far more difficult for advisers to create annual statements, 
especially where a client has multiple plans from different insurers.
Adam Higgs, Protection Guru 

There is still a lack of consistency across the marketplace in how we talk about IP, as well as a myriad of 
jargon across all of the products/insurers which doesn’t help advisers or consumers.
Robyn Allen, Robyn Allen Solutions 

How do you feel about the amount of ongoing contact you have with 
your adviser?

Q13

0 5 10 15 20 25 30 35 40

Advice based on your circumstances

Knowledge of product features

Good prices

Customer service

Other (please specify)

37%

25%

22%

12%

4%

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
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31%

7%

7%

12%

17%

26%

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

Q14
how do you feel about the amount of ongoing contact you have with your 

adviser

84%

2%
13%

It’s about right

It’s too often

It’s not often enough

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

Q16
Have you ever purchased any protection products from your mortgage broker?

27%

55%

18%
Yes

Can’t remember

No



12 Protection: Moving Forward12 Protection: Moving Forward

Q7

0 10 20 30 40 50 60

Follow up with the client post-sale to review their cover

Send a customer a personalised annual statement

Send the customer details of their insurer’s claims statistics

Send a customer case studies of people that have claimed 

Other (please specify)

I do not do any of these

32%

8%

6%

4%

6%

55%

When advising clients on mortgages, which one if either of the following usually happens?

Raising protection with your mortgage clients, which of the follow best describes your situation?

Which of the following do you actively do to inform clients of their protection?

My client asks me about income protection

I ask my client about income protection

Neither

Can’t recall

0 20 40 60 80 100

2%

86%

10%

2%

I advise directly to the customer

I introduce the concept but pass to a specialist (third party)

I send directly to a specialist (third party)

0 10 20 30 40 50 60 70 80

73%

25%

 2%

When introducing protection with your mortgage clients, which of the 
follow best describes your situation?

The rate of mortgage brokers passing 
clients on to protection specialists 
has risen to 25% (2020: 14%).25%

Adviser viewpoint
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When advising clients on mortgages, which one if either of the following usually happens?

Raising protection with your mortgage clients, which of the follow best describes your situation?

Which of the following do you actively do to inform clients of their protection?

My client asks me about income protection

I ask my client about income protection

Neither

Can’t recall

0 20 40 60 80 100

2%

86%
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I advise directly to the customer

I introduce the concept but pass to a specialist (third party)

I send directly to a specialist (third party)

0 10 20 30 40 50 60 70 80

73%

25%

 2%

When advising clients on mortgages, which of the following usually 
happens?

Over half of advisers said protection 
discussions increased, and 64% said 
mortgage business increased.57%

The improvement in signposting is extremely welcome news not only for the industry but more importantly 
the consumer.
Roy McLoughlin, Cavendish Ware

Signposting has been a big campaign for the PDG and other protection focussed groups. We knew that it 
wouldn’t happen overnight, and it has taken a lot of hard work from all corners of the industry.
Alan Knowles, Protection Distributor’s Group 
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Which of the following do you discuss when you introduce protection 
with your mortgage clients?
Advisers: Which of the following do you discuss when 
you raise protection with your mortgage clients?

0 20 40 60 80 100

Life insurance

Critical illness

Income protection

Buildings and contents

Accident, sickness and unemployment cover

Mortgage payment protection insurance

Payment protection insurance

Other

98%

97%

94%

74%

38%

37%

20%

2%

Q7
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When advising clients on mortgages, which one if either of the following usually happens?

Raising protection with your mortgage clients, which of the follow best describes your situation?

Which of the following do you actively do to inform clients of their protection?

My client asks me about income protection

I ask my client about income protection

Neither

Can’t recall
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I introduce the concept but pass to a specialist (third party)

I send directly to a specialist (third party)

0 10 20 30 40 50 60 70 80

73%

25%

 2%

Which of the following do you actively do to inform clients of their 
protection?

Signposting will result in such a bigger reach resulting in 100s of thousands of protection conversations 
which previously went unheard.
Roy McLoughlin, Cavendish Ware

Seeing the increase in the number of advisers engaging in signposting is brilliant and is a testament to 
those who have worked so hard to embed it as a core part of financial advice.
Alan Knowles, Protection Distributor’s Group 

It is essential that a protection consultation is part of the mortgage process, either by the mortgage 
adviser or by referring to a specialist. ‘Write or refer’ must become mandatory.
Ian Sawyer, Assured Futures
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Triggers for buying

Agree or Disagree 

0

10

20

30

40

50

60

70

80

18-34 age group 35-54 age group 55+ age group
%

    

0 5 10 15 20 25 30

A house purchase
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child
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 partnership

Covid-19 pandemic

The passing of a friend/
family member

The illness of a friend/
family member

Other

30%

21%
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A house purchase
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Accident, sickness and unemployment 
protection

Main trigger for buying financial products

Income protection

Critical illness insurance

Payment protection insurance

Life insurance

Mortgage payment protection
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34%
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Contents insuranceBuildings insurance

What was the main trigger for you buying the following financial 
product?

A new house purchase is the 
main trigger for those that bought 
protection.



15Protection: Moving Forward

Critical illness insurance
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Contents insuranceBuildings insurance

There is no doubt that living through a pandemic has made conversations with customers about protection 
so much more real and relevant. This could be a major reason why advisers have seen protection keep 
pace with a booming mortgage market when in the past protection might have taken a back seat.
Andy Walton, Mortgage Advice Bureau 

This report highlights the huge gap in protection advice for consumers, at a time when they are 
undertaking the largest debt of their lives.
Naomi Greatorex, Heath Protection Solutions
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Life shocks

Government Covid-19 financial support 
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Are you more or less likely to consider income protection in the future 
as a result of Covid-19?
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If you were unable to work due to injury or illness, how would you 
cover your rental payments?

Do you feel your finances are better off or worse off as a result of 
Covid-19?

“We’re relieved people are more likely to consider Income Protection after the Covid pandemic and 
economic changes resulting and it is interesting to observe this happening most strongly in younger ages.”
Andrew Wibberley, IPTF
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Trust

If a financial adviser suggested you get protection insurance, which of 
the following do you think would be their main motivation?
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Which of the following life events do you think are a good reason to 
buy income protection insurance?

Buying your 
first home 

Having a 
baby

Moving to a 
new home

Getting 
married

Moving job Children 
starting 
paid 
education

Pay 
increase

Start 
renting

Getting 
divorced

Other

Total 47% 33% 28% 24% 17% 15% 11% 11% 11% 17%

Male 39% 32% 27% 27% 19% 16% 12% 10% 8% 18%

Female 53% 35% 29% 22% 15% 15% 9% 11% 13% 16%

18-34 39% 36% 28% 22% 24% 18% 20% 14% 13% 9%

35-54 45% 34% 29% 22% 16% 14% 10% 10% 11% 18%

55+ 53% 31% 27% 29% 13% 14% 4% 8% 8% 21%

Over half of women say a first home 
is a good reason to buy IP, compared 
to 39% of men.53%

Link to income protection

“Encouragingly, these numbers show that demand and understanding is there among young families, yet 
many are being let down by the industry because advisers are sometimes uncomfortable or reluctant to 
tackle what must be tackled.”
Ian Sawyer, Assured Futures

“If advisers spoke about IP throughout the advice process with every client, would we see an uplift in 
cover being taken? Almost certainly, but would we see an increase in understanding? That is the unknown 
variable..”
Robyn Allen, Robyn Allen Solutions 

 “Income Protection is arguably the most important of all types of cover, but also often the least 
understood and the hardest to buy. This has to change.”
Emma Walker, LifeSearch

“Insurers and advisers have a real opportunity to step up the focus on Income Protection. There has been 
some great marketing campaigns and new products recently and we’re excited to see what continuing 
efforts are made to make the most of the opportunity.”
Andrew Wibberley, IPTF

“Income Protection should be highlighted as a key consideration with a mortgage, and it is astonishing 
that a third of people that took part in this research did not have income protection discussed with their 
brokers.”
Naomi Greatorex, Heath Protection Solutions 

“We need to make IP more relatable so consumers can see how it will support their own lives personally. 
As I always say, it’s all about the people.”
Robyn Allen, Robyn Allen Solutions 
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Buying your 
first home 

Having a 
baby

Moving to a 
new home

Getting 
married

Moving job Children 
starting 
paid 
education

Pay 
increase

Start 
renting

Getting 
divorced

Other

Total 47% 33% 28% 24% 17% 15% 11% 11% 11% 17%

Male 39% 32% 27% 27% 19% 16% 12% 10% 8% 18%

Female 53% 35% 29% 22% 15% 15% 9% 11% 13% 16%

18-34 39% 36% 28% 22% 24% 18% 20% 14% 13% 9%

35-54 45% 34% 29% 22% 16% 14% 10% 10% 11% 18%

55+ 53% 31% 27% 29% 13% 14% 4% 8% 8% 21%

“Following the last Viewpoint, I looked at how I 
approached my interactions with clients around 
protection. I wanted to make sure that I was having 
memorable conversations with clients around 
protection, that it was specific to what we were 
discussing (so in my case a mortgage for the most 
part) and that I talked about what the product did, 
not what it was called. This has certainly resulted in a 
higher take up of protection plans, especially income 
protection plans.”
Scott Taylor-Barr  Carl Summers Financial Services

“The research conducted last year by AMI has been 
fantastic and we have used the statistics to encourage 
and motivate our advisers into having thorough, 
meaningful and detailed protection discussions with 
their customers. The big eye opener for us was in 
the broker perception of conversations versus the 
customers’ real perception. We have discussed this in 
detail, through Primis training and events, asking our 
advisers to reflect on how they relay product detail 
during those key customer interactions.”
Vikki Jefferies  PRIMIS

Last year’s research
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“Insurers can do more to help 

intermediaries have more 

memorable conversations 

with all their customers.” 

From an insurer’s perspective, learning that more 

intermediaries are referring more customers to 

specialist protection advisers - nearly double on 

last year - is welcome news. It’s our goal to help 

people protect what matters most to them; and 

knowing more advisers are joining us in that mission 

is reassuring. After all, getting a mortgage is one of 

the most important financial decisions many people 

will make. But in the flurry of quotes and offers, 

surveys and searches, chains and colour swatches, 

and worrying about completion dates, it seems 

protecting their ability to pay the mortgage slides 

out of view for too many people.

The need for protection on all levels is front of mind 

right now. We’re all emerging from the biggest social 

and economic shock in living history, when the lack 

of financial protection caught too many people off 

guard. But although the pandemic has made the 

protection gap more visible, many home buyers still 

aren’t seeing it.

The reason, this report tells us, isn’t to do with cost. 

Even though most people said income protection 

and life insurance are important, most were more 

likely to protect the things they own than their 

ability to keep the home they would put them in. 

And the reason? Once again we hear, they don’t 

properly understand what they are being sold. 

Nobody likes to think about the dread subjects that 

might put our homes at risk, even though protection 

offers a safety net.

Let’s get the conversation started by 
sharing what we know
Craig Brown, Director, Intermediary Insurance at Legal & General
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This is despite more brokers talking to customers 

about protection, so there’s an obvious gap 

between what people are hearing and what’s being 

said. Curiously, after being made aware of the 

need for protection some customers went online 

to buy it without expert guidance to help them 

choose the product that best suits their individual 

circumstances. Age is a factor, with Gen Z (1997-

2012) and boomers (1946-1964) preferring to get 

information from different sources, while millennials 

are more open to listening to intermediaries. And 

although women are more likely to recognise the 

value of protection, they are less likely to buy than 

men. Considering market trends like these can help 

steer conversations to include protection.

What this says to me is that insurers can do more 

to help intermediaries have more memorable 

conversations with all their customers so that, 

even if they say no thanks, they at least had the 

opportunity to think about it and make an informed 

decision. Customers are not one homogenous group 

and the marketing support we provide needs to be 

inclusive, to be meaningful for more people.

Legal & General is taking this very seriously 

because the disconnect between perception of 

protection and action is not just something that 

affects an individual insurance company, it matters 

to everyone. In the past eighteen months we’ve all 

learned the hard way that the worst can happen, 

nothing is secure. We’ve all also seen that with the 

right protection in place we can weather the storm.

That is why we created our Market Development 

team to help grow the market for everyone. They’re 

our sales team without a sales target who don’t 

focus on selling L&G products. They help brokers 

make sure their customers hear about the most 

appropriate cover at the right price - rather than 

risking under or over coverage by buying off the 

rack from online sites - and can sense-check 

applications to make sure if the worst happens, the 

customer can be confident in their claim.

By sharing their accumulated decades of experience 

and know-how, we’ll continue to support advisers to 

have better and more meaningful conversations with 

the goal of protecting more customers.
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What proportion of claims do you think are typically paid out for each 
of the following types of insurance?

Income 
protection 

Accident, 
sickness and 
unemployment 
protection

Critical illness 
insurance

Life insurance Payment 
protection 
insurance

Mortgage 
payment 
protection

Buildings 
insurance

Contents 
insurance

Less than 50% 14% 13% 12% 8% 14% 12% 9% 9%

50-60% 10% 10% 9% 7% 10% 9% 7% 7%

60-70% 11% 11% 11% 9% 11% 11% 11% 11%

70-80% 12% 11% 11% 9% 11% 11% 13% 13%

80-90% 8% 10% 10% 11% 8% 9% 11% 12%

90-100% 8% 8% 10% 24% 7% 11% 19% 18%

Don’t know 38% 37% 36% 32% 38% 37% 30% 29%
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What do you most value from protection providers?

Moving to a 
new home

Buying their 
first home

Having a 
baby

Getting 
divorced

Getting 
married

Moving job Getting a 
pay increase

Starting 
children in 

paid 
education

Starting to 
rent
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None of 
these

80% 50% 49% 39% 35% 27% 20% 18% 10% 14%

Q8A2. After completing a mortgage, when are you likely to revisit protection with 
your customers? When they are..

Q8L. What do you most value from protection providers?

Quicker 
processes/systems

Access to 
underwriters

Training Sales literature Access to broker 
consultants
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Other (please specify)

33% 28% 17% 11% 7% 4%

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

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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20%
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29%

More often than every 6 months

Every 6 months

Every 12 months

Every 18 months

Less often than every 18 months

I would not want my adviser to contact me 
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5%

16%

29%
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40%

How frequently would you want your adviser to 
contact you once cover had been arranged

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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40%

40%
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What is the main thing you expect from a mortgage broker?

Q13
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how do you feel about the amount of ongoing contact you have with your 
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 What is the main thing you expect from a mortgage broker?

Q16
Have you ever purchased any protection products from your mortgage broker?
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Adviser viewpoint

“There are customers who perceive their insurer as a trusted and valued service provider, but see their 
broker merely as a mortgage salesperson.”
Makayla Everitt, SimplyBiz Mortgages

How insurers can help advisers

52% of consumers don’t trust insurer 
claim statistics (2020: 57%).52%
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We often perceive the younger generation as 

disengaged with protection insurance, with 

assumptions that they’re more interested in ‘the 

now’ rather than the ‘what ifs’ of the future. It’s 

positive to see that around one in four consumers 

aged 18-34 view Income Protection (IP) as very 

important, the highest out of all age groups. 

This view is just as strong amongst those with 

young children, with consumers conscious about 

protecting their families and aware just how much 

further their incomes need to stretch. 

Both these groups show the most interest in IP 

and are open to hear more about it than any other 

demographic. Those aged 18-34 and those with 

pre-school children are 10 times more likely to 

say they would consider IP as a result of Covid-19 

than the over 55s. Government financial support 

provided during the height of the pandemic may 

have elevated the importance of income, with over a 

third of consumers aged 18-34 receiving some form 

of Government Covid-19 support (such as furlough 

or self-employed income support grant) in the last 

18 months, the highest out of all age groups. 

Our research shows that those advising on a 

mortgage are in the ideal position to raise protection 

–for consumers that bought protection cover, a new 

house purchase was the top trigger for all protection 

products. So why have such a small percentage of 

consumers purchased protection insurance via their 

mortgage adviser given their role in facilitating the 

house purchase? 

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

“The top answer across all 

age groups is that they did 

not feel they needed the 

product. I was surprised 

by this - I thought the top 

answer would be cost.”
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The top answer across all age groups is that they did 

not feel they needed the product. I was surprised by 

this - I thought the top answer would be cost and 

I’m sure many of you reading this thought the same 

too. This shows there is much more work to be done 

to bring products to life and to make discussions 

more relevant, perhaps by tailoring protection 

conversations to an individual’s circumstances 

rather than discussions driven by the names of 

products.  

Adviser marketing and the positioning of protection 

products is also not making an impact when it 

comes to the younger generation, with just over a 

third of 18-34 years old saying the reason they didn’t 

buy protection from their mortgage adviser was 

because they went elsewhere. We need to find a 

way to ensure protection messaging resonates with 

this age group from the outset. 

Mortgage advisers are missing out on protection 

opportunities, although it’s positive to see there is a 

marked increase in the number of firms signposting 

to protection specialists this year compared to last 

year. All firms should consider this route if they 

can’t help a customer or have decided they don’t 

want to arrange protection in-house. 

 

This year we’ve seen a reduction in the number of 

advisers mentioning IP, as well as a reduction in 

the number of consumers that recall a conversation 

about the product. This raises the question whether 

more time needs to be dedicated to IP and the order 

in which the product is discussed and displayed in 

customer correspondence re-considered. Changing 

the emphasis and prominence of this product in the 

sales process could help.  

Our research shows mortgage advisers play a 

fundamental role in helping identify protection 

needs at a time when consumers welcome and 

value a conversation more than any other life event. 

But whilst consumers see protection as important, 

this is not enough of an incentive for them to 

buy life, critical illness and income protection in 

particular. An adviser that injects life and colour 

into protection conversations is invaluable, turning 

intangible products into something much more real 

and relatable.

“Advisers are missing out on 

protection opportunities.”
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Awareness and priorities

Over 50% of consumers view life 
insurance, income protection and 
critical illness as important.50%+

How important do you think it is to have the following insurance 
products? 
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You mentioned you don’t have income protection, why is that?
Q22. You mentioned you don’t have income protection, why is that?

I’m too old to need it

It’s too expensive

I don’t understand what value it will give me

I wouldn’t know what to look for in a good policy

I’m too young to need it

I don’t know where is best to get it

Other
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Using a website application
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a video call
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Q25. Imagine you were looking to buy protection insurance, in which 
of the following ways would you prefer to buy it?

In which of the following ways would you prefer to buy protection 
insurance?

Q22. You mentioned you don’t have income protection, why is that?

I’m too old to need it

It’s too expensive

I don’t understand what value it will give me

I wouldn’t know what to look for in a good policy

I’m too young to need it

I don’t know where is best to get it

Other

0 5 10 15 20 25 30 35

31%

24%

15%

9%

9%

8%

20%

Using a website application
48%

Other
3%

On the phone
24%

Face-to-face
36%

Virtually via 
a video call
17%

Q25. Imagine you were looking to buy protection insurance, in which 
of the following ways would you prefer to buy it?

Age rather than cost is the main 
reason why people don’t have IP. 

“Brokers need to stop presenting insurance as a late addition to the mortgage arrangement and fully 
embrace the understanding that protection should not be ‘sold’.”
Makayla Everitt, SimplyBiz Mortgages
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Adviser viewpoint

Do you tend to raise the types of protection with your mortgage 
clients in a particular order?

Q8E Do you tend to re-visit protection / have a protection conversation with customers at 
re-mortgage/ product transfer?
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Q6A. Do you tend to raise the types of protection with your mortgage 
clients in a particular order?

Q4 at what point do you raise protection with your client?

During the introduction

During the fact find

When I’m making the recommendation

As the final item

Other

NA – I don’t raise protection when advising on mortgages
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Introducing protection

Rank products in the order you would typically raise them with a 
customer as part of a mortgage discussion

2.2

Critical ilness

1.6

Life insurance

3.5

Accident, sickness and 
unemployment cover

2.3

Income protection

“Advisers themselves have been impacted by the pandemic and so protection and the importance of 
putting something in place has risen up their own priority list. Even though most advisers are mentioning 
protection when advising on mortgages there is probably still much more to do to help make those 
conversations even more pertinent to the customer.”
Andy Walton, Mortgage Advice Bureau 

“Moving protection to the start of the advice process creates the solid foundation for the adviser/client 
relationship. Mortgage advisers need to embrace diversification of their businesses into areas such as 
general insurance to ensure they have regular yearly contact with clients, especially now we are seeing an 
increase in longer term fixed rates.”
Makayla Everitt, SimplyBiz Mortgages

“It is interesting that brokers choose to raise protection at different points in the advice process and that 
there is no obvious method that is more successful. Perhaps the most important issue is ‘what’ is said, 
rather than ‘when’ it is said.”
Emma Walker LifeSearch 
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After completing a mortgage, when are you likely to revisit protection 
with your customers? When they are...

How often would you typically contact customers post protection 
sale?

Q8F. Why don’t you revisit protection with customers at re-mortgage/ product trans-
fer? Please select the most relevant.

I sold them protection when I made the initial sale

I do not have the time to re-visit

I do not believe they are interested in another discussion
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I would worry what customers would think if I raised it again

Other

0 10 20 30 40 50

35%

20%

15%

5%

0%

25%

Q8A. Thinking back to those customers who you have sold protection to, how often 
would you typically contact customers post protection sale?

More often than once every 6 months

Every 6 months

Every 12 months

Every 18 months

Less often than every 18 months

I would not contact them post protection sale

0 5 10 15 20 25 30 35

2%

4%

25%

8%

27%

34%

Moving to a 
new home

Buying their 
first home

Having a 
baby

Getting 
divorced

Getting 
married

Moving job Getting a 
pay increase

Starting 
children in 

paid 
education

Starting to 
rent

0

%

10

20

30

40

50

60

70

80

None of 
these

80% 50% 49% 39% 35% 27% 20% 18% 10% 14%

Q8A2. After completing a mortgage, when are you likely to revisit protection with 
your customers? When they are..

Q8L. What do you most value from protection providers?

Quicker 
processes/systems

Access to 
underwriters

Training Sales literature Access to broker 
consultants

0

%

5

10

15

20

25

30

35

Other (please specify)

33% 28% 17% 11% 7% 4%

Do you tend to re-visit protection/have a protection conversation at 
re-mortgage/product transfer?

Q8E Do you tend to re-visit protection / have a protection conversation with customers at 
re-mortgage/ product transfer?

30%

70%

Yes
No

92%

8%

Yes

No

Q6A. Do you tend to raise the types of protection with your mortgage 
clients in a particular order?

Q4 at what point do you raise protection with your client?

During the introduction

During the fact find

When I’m making the recommendation

As the final item

Other

NA – I don’t raise protection when advising on mortgages

0 10 20 30 40 50

48%

34%

6%

7%

4%

1%

Revisiting protection

“Mortgage advisers are busy, and this reduces their ability to fully service the borrower’s protection needs. 
I see three ways forward, firstly, find a specialist protection adviser and reach a commercial arrangement 
for him/her to service these client’s protection needs. Second, the mortgage broker could employ a 
protection-only adviser. Alternatively, the mortgage broker could decide to specialise himself and 
understand the various products and how they can protect his/her mortgage clients.”
Alan Lakey, Highclere Financial Services 
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When did you last review your protection cover?

When did you last review your protection cover?
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Most consumers want contact once 
protection has been arranged, with 
annually the most popular option.60%

“Our experience tells us that clients really value being reminded what they are covered for, how they can 
make a claim, and what other services they have access to. The added benefit is clients are (much) less 
likely to cancel their cover.”
David Mead, Future Proof

How frequently would you want your adviser to contact you once 
cover had been arranged?
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“The research also found 

that having young children 

increases interest in IP, 

people want to protect what 

is valuable to them and family 

comes top of that list.”

I commend AMI and its partners for delivering 

another hugely informative and comprehensive 

report into the UK protection market.

 

During September and October, AMI asked 5,000 

consumers and over 250 mortgage and protection 

advisers a range of detailed questions.

• Over half of advisers say protection discussions 

 have increased

•  1 in 4 are referring to a protection specialist, 

 which is up from 1 in 7 last year

• 40% of 18-34s would consider Income Protection 

 as a result of Covid-19 when they wouldn’t have 

 before

• That’s twice as many as those aged 35-54 (19%) 

 and 10 times as likely as over 55s (4%)

• 18-34s think Income Protection is just as 

 important as buildings insurance

• Cost is not the main reason why clients don’t buy 

 protection from their broker - most don’t think 

 they need it

• And echoing back to last year’s report, 99% of 

 advisers say they raise protection, but up to 

 two thirds of clients don’t remember discussing 

 protection

The research also found that having young children 

increases interest in IP, people want to protect what 

is valuable to them and family comes top of that list.

Sickness is not just something that 
happens to other people
Kevin Carr, CEO of Protection Review
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The pandemic has highlighted again that anyone 

can get ill at any time – not just those who are old or 

unfit.

It has made people feel more vulnerable and 

increased the realisation that it could happen to 

them.

Sickness is not something that just happens to 

other people.

And speaking as an ex-adviser, there are few things 

more gratifying that knowing that good protection 

cover is in place when a client or a friend’s health 

changes. Or your own, for that matter.

So, it is clear that protection is firmly on the agenda 

in mortgage world, and perhaps more so than ever 

before.

Signposting has increased significantly and the 

phrase ‘write it or refer it’ is becoming more 

common.

But there is still some way to go, which is why I’m 

pleased to see AMI delivering tools that can help 

every adviser and every retailer in the country to 

have better protection conversations.

The launch of the 4-page ‘What should I know?’ 

consumer guide, in association with the Protection 

Distributor’s Group and Protection Review, is a great 

– and most importantly – very short and simple 

guide that covers products, how to buy and what 

you need to know in a few short pages.

Combined with the report, it’s been a lot of work 

brought together very quickly to ensure the research 

is fresh.

Please do get in touch to let us know what you 

think.

“But there is still some way to 

go, which is why I’m pleased 

to see AMI delivering tools 

that can help every adviser 

and every retailer.”
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The importance of doing the 

advice job properly has never 

been as critical.  We are great 

at the mortgage journey, but 

less impressive when it comes 

to ensuring that our customers fully understand the 

benefits of insuring themselves.  

Our research tells us that younger people getting a 

mortgage are up for advice on income protection.  They 

want to understand what is out there and what will give 

them value.  It is probably not just about features like free 

add-ons, which some do not perceive as free, but cover 

that will pay when things go wrong in their lives.  It is the 

advisers’ job to explain the additional costs that arise 

during cancer treatment or after a heart attack or stroke.  

We must be leading the conversation on what happens 

if they cannot work, recognising that protecting income 

is as important as covering the mortgage in the event 

of death.  We are the professionals who should lead 

them and make sure they have thought through the real 

benefits of cover and the peace of mind and returns when 

1 in 2 of us will get cancer at some point in our lives.  

Making sure they have the right cover is the advisers’ job, 

that cannot be done by buying off an aggregator site.

It must be about fronting the conversation on income 

protection first and emphasising the importance of life 

cover last.  As part of this year’s work, we are producing 

an AMI consumer facing “four-pager” which hopes to 

explain in simple terms what the baseline protection 

products do, the types of firms in the market and the 

different adviser types from which they can benefit.  

Please have a look and see if might help you in your 

business.

For me the other key finding repeated from last year is 

that the consumer thinks their adviser is only trying to 

sell them protection for the commission.  This is clearly a 

key barrier for many that stops advice dead in its tracks.  

We need to have a proper dialogue as a sector about how 

we overcome this.  I hope that this will be a priority for 

the AMI Protection Specialists Group in 2022.

Whether the conversation is memorable or meaningful 

only matters if it has been the right one.  We have a duty 

of care to make sure that it is not about the cost but 

about the need and the right cover with the right provider.  

Make it meaningful for everyone you help.

A little more meaningful 
conversation
Robert Sinclair, CEO, Association of Mortgage Intermediaries
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Protection insurance – What should I know?2

Why should I consider protection 
insurance?

Each individual has different needs and circumstances, 

however some common reasons why you might decide to 

purchase protection insurance include:

What products are available?

The term ‘protection’ refers to a range of insurance products 

that include:

• To protect your family financially should you die.  

• To pay off specific financial commitments in the event of your death, such as a mortgage. 

• To provide a lump sum or income if you are seriously ill.

• To provide sick pay cover. Statutory Sick Pay is currently £96.35 per week. 

• To ‘top up’ sick pay cover provided by your employer. 

• To continue to be able to pay outgoings in the event of accident or illness. 

• To avoid having to use your savings in the event of accident or illness. 

Income protection:  long term ‘sick pay’ cover that pays a regular replacement income if 

  you are unable to work due to accident or illness, potentially until 

  you retire although shorter term policies are available. 

Life insurance:  cover that pays out if you die, typically during the policy term. 

Critical illness:  cover that pays out a lump sum when a potentially life-threatening 

  event happens, such as heart attack, stroke, or cancer.

Protection insurance – What should I know? 3

Good to know
The difference between an insurer and an adviser

An insurer is a company that provides 

insurance cover in return for an insurance 

premium (the amount you pay for the policy). 

They are the company that will pay out in the 

event of a claim. 

An adviser helps customers find suitable 

products based on their specific needs. 

They do this by using their knowledge and 

expertise of the different insurers and 

products available. Some may also provide 

support in the event of a claim. 

An adviser may be tied to a particular insurer 

or may be independent (also known as whole 

of market) with access to different insurers. 

It’s important to note that even if an adviser 

is independent, they won't have access to 

all insurers in the market. If you’re unsure, 

you should check with the firm to make sure 

you understand the breadth of insurers and 

products available.  

It’s important to note that coverage differs 

between insurers and can also differ based 

on whether the product is sold directly by 

the insurer or through an adviser.

What do I do next?
How can I buy cover?

Advised: you can speak to a regulated expert who is able to find  suitable products 

  based on your specific needs and  circumstances and provide a 

  recommendation. This could be someone like a protection adviser, financial 

  adviser or mortgage adviser. 

Non-advised: you make your own choices about which products you need and which is most 

  suitable.

Firms must be regulated by the Financial Conduct Authority (FCA). You can check if a firm 

is regulated and the activities they are permitted to undertake on the Financial Services 

Register: https://register.fca.org.uk. 

The Financial Services Register provides information on whether you are protected by the 

Financial Ombudsman Service (FOS) and Financial Services Compensation Scheme (FSCS) 

when dealing with a firm.

Protection insurance – What should I know?4

Who created this leaflet?

Answering questions truthfully and 
accurately

It’s very important to answer all questions asked as part of an 

insurance application process fully and accurately. 

Accurate disclosure of information such as 

whether you smoke, how much you drink and 

how much you weigh (as examples, not an 

exhaustive list) is necessary to ensure that the 

insurer charges you the correct price for your 

policy (known as a premium) and to avoid a 

claim not being paid due to non-disclosure. 

Only about 2% of protection claims are 

declined annually, with non-disclosure of 

relevant medical information one of the top 

reasons for a claim not to be paid.

Protection insurance – What should I know?1
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