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Hello, and welcome to the winter edition of MI Magazine.
As we near the end of what has been another incredibly busy year, we’ve put together what I hope will be
another valuable edition of MI, designed to bring you up to speed with all the latest goings on from the world
of mortgages, protection and general insurance. With a host of articles from our key partners, and specialists
from The SimplyBiz Group itself, I hope you find it to be of both interest and use.
In some ways, 2018 has been very much business as usual for SimplyBiz Mortgages. We’ve continued to host
our ever-popular mortgage and protection events across the UK, bring on board partners from across the
industry who we believe will offer the best service and range of products to you and your clients, and ensure
that our experienced and expert team is on hand and prepared to answer your queries and provide guidance.
We have also continued to keep you up-to-date with all the latest regulatory change and lender and partner
news through our robust communications programme; in fact, as you read this, we should have just completed
our 2018 ‘Protection Fortnight’.
However, we’ve also ensured that we’ve kept innovating and come up with fresh approaches and ideas to
provide you with the support you need. For example, our ‘Mortgage Battles’ brought you an entirely new type
of event, which placed your engagement right at the centre of each presentation. Additionally, our ‘Elevator
Pitch’ Twitter campaign in October gave you the opportunity to get to the heart of our partners’ propositions in
just 30 seconds.
In 2019, SimplyBiz Mortgages will continue to do what we do well,
whilst also undertaking new opportunities, ideas and approaches
wherever we feel it benefits the service we provide.
If you have any comments on this edition of MI Magazine,
please do get in touch.
Warm regards,

Martin Reynolds
CEO
SimplyBiz Mortgages

For more information about our services, please call us on 01484 439100 or email info@simplybiz.co.uk
www.simplybizgroup.co.uk
Please note that provider led information within this publication has been pre-approved under their respective compliance approvals process
and the accuracy is not therefore the responsibility of, or the opinion endorsed by, The SimplyBiz Group plc.
All products and company names are copyrights, trademarks or registered trademarks of the third parties.
MI Magazine is published by The SimplyBiz Group plc:
The John Smith’s Stadium, Stadium Way, Huddersfield, HD1 6PG
© 2018 The SimplyBiz Group plc. All rights reserved.
Registered in England No. 4590781. Registered Office as above.
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PROFILE INTERVIEW

Cammy Amaira has been at the forefront of the
mortgage sector for almost three decades, and has
a wealth of industry experience and insight.
MI Magazine caught up with Cammy to chat about
the changing broker landscape and his first few
months at Tipton & Coseley.
seeing my team members progressing their
careers. I also love doing visits to brokers
myself and have over the years been fortunate to meet lots of intermediaries who I
would class as friends.
MI: What do you think is next for building
societies in the UK sector?

MI: You’ve now been on board with Tipton
& Coseley Building Society for around four
months; what have been your priorities in
your new role?

CA: My main area of focus to date has been
raising the profile of the society in the intermediary market, both in terms of carrying
out more face-to-face visits as a sales team
and launching new products and features.
These have included our RIO mortgage
and the fact that we will allow borrowers
who have a holiday let mortgage to rent the
property out on an Airbnb basis.
MI: Much of your career spent in the
society sector of the market, is this the
most comfortable fit for you?

CA: The last 20 plus years of my career have
seen me managing sales teams of varying
sizes in the intermediary market, from
Mortgage Express and Intelligent Finance
to, more recently, the Family Building Society and now the Tipton & Coseley. I really
enjoy leading people and get a buzz out of

CA: I think that building societies will continue to be innovative and look to offer solutions to borrowers in markets that are underserved, where individual underwriting
with a common sense approach is required.
At the Tipton we specialise in individual
underwriting and so are able to look at cases
on an individual basis and make informed
decisions, so when ‘the computer says no’,
brokers can turn to us for a more pragmatic
approach. I also believe that, due to our size,
many societies can enter new markets very
quickly, we did this with our RIO product.
MI: How do you think burgeoning
technology is going to help the financial
intermediary sector?

CA: Technology is something that must
be embraced by both intermediaries and
lenders alike. Developments in this area can
help with speedy and accurate sourcing,
as well as making the application and offer
process more efficient which benefits all
parties. At Tipton, we are in the final stages
of testing our online broker portal which
will benefit intermediaries who engage
with us.

MI: There have been a few hitches with
the take-up of retirement interest-only
mortgages – do you think the later-life
lending market is due for some major
development?

CA: With retirement interest only mortgages (RIOs), the take-up in the market
to date has been slower than I had hoped,
particularly when you see the large number
of borrowers who could benefit from having
a RIO. However, as more intermediaries
support this market and as their compliance departments become comfortable
with the checks and balances in the sales
process, the profile of the product will become better known and I expect sales will
see a significant increase.
MI: Have your Airbnb mortgages been
well received?

CA: Our product is a second home/holiday
let mortgage where we have no requirements of borrowers before they decide to
let out the property on an Airbnb basis. The
feedback to date has been very positive and
we have had a lot of interest. What led to
the launch? We entered the second home/
holiday let market to see if we could add
some innovation to this sector and, having
considered the widespread constraints in
place on borrowers who wanted to use Airbnb, felt that it would be a good development

At Tipton, we are in the
final stages of testing
our online broker portal
which will benefit
intermediaries who
engage with us.

www.simplybizgroup.co.uk
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if we could overcome the stigma attached to
it by others lenders – which we did!
MI: What do you think are the biggest
challenges facing the mortgage market at
the moment?

CA: Some of the challenges include the lack
of enough new homes being built, which has
been a consistent problem for many years
now, the negative effect that stamp duty is
having on the market and the revolving door
that has seen the Housing Minister change
eight times since 2010!
MI: And the biggest opportunities?

CA: In no particular order; the biggest opportunities are in the re-mortgage market
given the persistent low volume of new
sales, later life lending is a growing market
and, given the age demographic in the UK,
will be for the foreseeable future.
I also believe that the first time buyer
market has opportunities to continue to
grow, which is one reason we have recently improved our Family Assist 100% LTV
mortgage product, which is aimed at borrowers who can afford a mortgage, but can’t
save the ever increasing deposit required by
main stream lenders.
MI: What innovations and service
developments do you have planned for the
next twelve months?

CA: We are focusing on ensuring our service
to intermediaries is great; we want them to
know that when they talk to the Tipton, they
will always get a personal service where we
do what we say when we say. We are also
aiming to launch our online broker portal
soon which will also improve our engagement with intermediaries.

www.thetipton.co.uk
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COMPLIANCE

October 1st saw us rolling out the regulatory red carpet and
playing a herald on the compliance cornet as we welcomed
in the implementation of the Insurance Distribution
Directive (IDD). This Directive replaces and builds on the
previous Insurance Mediation Directive, and applies to
insurance and protection contracts, as well as
insurance-based investment business.

LIZ COYLE

Compliance Policy Manager
The SimplyBiz Group

I’m sure you were as excited to see IDD implementation day arrive as I was but, just
in case you haven’t yet made it through all
of the final rules and guidance, a summary
of the highlights is below:

Overview
The IDD covers the initial authorisation,
passporting arrangements and ongoing
regulatory requirements for insurance
and reinsurance intermediaries. It also
covers organisational and conduct of
business requirements for insurance
and reinsurance undertakings, introducing requirements in new
areas. These include product
oversight and governance, and
enhanced conduct rules for
insurance-based investment
products (IBIPs), where its
stated intention is to more
closely align the customer protections with those provided by
the Markets in Financial Instruments
Directive II (MiFID II).

The IDD will apply to all firms involved
in distribution activities in the insurance
market. The Directive aims to enhance consumer protection when buying insurance
(including general insurance, life insurance
and insurance-based investment products)
and to support competition between insurance distributors by creating a level playing
field.
The FCA’s approach to implementation
of the Directive is to build on the rules and
guidance already in place within the Handbook, and only going beyond the minimum
where this enables consistency and/or establishes a level playing field.

Customer best interests principle
The IDD states that distributors: ‘Must always act honestly, fairly and professionally
in accordance with the best interests of their
customers’. This is not just about acting in
the clients’ best interest, but being able to
demonstrate it, and aligns with the regulator’s focus on value in distribution chains
and rules on the disclosure of remuneration.

www.simplybizgroup.co.uk

What products are covered by
the IDD?
1 Investment based insurance products
(IBIPs) – these are covered in a
separate guide – ‘ Investment based
products and services’
1 Life and non-investment insurance
business including pure protection
1 General insurance
1 Reinsurance
1 Insurance-based pensions

To whom does the IDD apply?
The IDD applies to all firms that distribute
insurance, including insurers, reinsurers,
insurance and reinsurance intermediaries
(advised and non-advised sales), and insurance brokers and financial advisers. It also
affects distributors for whom insurance is
only an ancillary service (AII).

The Directive
aims to enhance
consumer
protection when
buying insurance...
and to support
competition
between insurance
distributors by
creating a level
playing field.

Ancillary Insurance Intermediary (AII)
These are firms whose principal professional activity is not insurance distribution,
and they only distribute insurance products that are complementary to goods and
services provided as part of their primary
professional activity. There are different
types of AII:
1 In-scope AIIs – Firms who meet the
definition of being an AII and are
within the UK’s regulatory perimeter.
This includes firms within scope of the
IDD and firms, such as motor vehicle
dealers, within the UK regulatory
perimeter but undertaking insurance
distribution activities that may be
outside of the IDD.
1 Connected travel insurance (CTI)
providers – Firms, such as travel
agents, tour operators and airlines,
whose primary business is to make
travel arrangements for customers,
but who distribute insurance that is
complementary to those services.
1 Out-of-scope AIIs – Firms who are
outside the UK regulatory perimeter
by virtue of the connected contracts
exemption. Common examples
include electronic goods and furniture
retailers.
When it comes to giving information
about your firm to clients, the IDD develops on the existing disclosure requirements
in ICOBS to require insurance firms to:

1 disclose whether they are an insurer or
an intermediary
1 disclose whether or not they provide
advice on a ‘fair and personal’ analysis
of the market
1 in all instances, other than a personal
recommendation on a fair and
personal basis, disclose the names of
insurers with whom they may place
business (currently only needed if
requested by the customer). This
applies whether they are contractually
bound to the insurer or not, and to
non-advised sales in all cases
1 disclose the nature of their
remuneration in relation to the
insurance contract and whether they
work on the basis of a fee, commission
or some other form of remuneration
(or a combination thereof) and what
this represents in cash terms. This
includes fees which may become
payable (such as for mid-term
adjustments)
1 disclose information about the FOS
or other out-of-court complaint and
redress service that may apply (see
complaints section 7)
1 disclose whether they act for the
customer or the insurer, and
1 disclose where an insurance company
holds 10% or more of the voting rights
or capital in the firm.
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It is important to ensure the disclosure
material clearly and accurately reflects the
scope of service provided and accounts for
the information required under the IDD.
In terms of product disclosure, the
IDD introduces a requirement for non-life
insurance (general insurance) distributors
to provide the customer with a standardised
Insurance Product Information Document
(IPID) prior to the conclusion of the contract. Please note that this change is for your
information only, as the IPID is created by
the product manufacturer.
There have also been some changes in
terms of cross-selling, namely:
1 Where insurance is the primary
product, firms must inform the
customer whether it is possible to buy
the elements of the package separately.
1 Where this is possible, they must
provide an adequate description of
the components (including costs and
charges).
1 Where insurance is ancillary to
another good or service, the insurance
must not be compulsory (example,
cars).
1 The customer must be able to
purchase the good or service
without the insurance. This includes
insurance which is badged as ‘free’.
1 These provisions do not apply where
the package consists only of insurance
contracts or where the insurance is
ancillary to certain other financial
products, such as some bank accounts
or mortgages. They do not affect the
sales of multi-risk policies.
1 These provisions will only apply
where there is a non-insurance good or
service in the same agreement and, as
a result, they do not impact insuranceonly packages or the sales of multi-risk
policies.
The existing rules relating to GAP insurance have been retained, as has the existing
prohibition on opt-out selling.
For a full breakdown of the changes, and
the impact they may have upon your
procedures, please visit the Operating
Centre area of our website. You can
also email our compliance team on
compliance@simplybiz.co.uk, or give them
a call on 01484 439120.
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MAKAYLA EVERITT

Head of
SimplyBiz Mortgages

It should go without saying that any insurance provider
worth their salt will have an unrivalled understanding
of their market, and therefore be providing products that
meet the needs and requirements of your clients.
However, this is not always the case.

I

t is all too often believed that the delivery of a good quality GI product is
a time consuming and unnecessary
inconvenience to the adviser’s processes and that the stack ’em high, sell
’em low approach of the aggregator
sites has cornered the market. This is also
not always the case, as you will have clients
that have specific insurance needs that simply cannot be met by these types of sites.

A prime example of this is your high net
worth clients. The term general insurance
is widely seen as being something that just
protects the home, but it’s more than that,
and a client of high net worth would be
ill advised in placing trust in a ‘cheap as
chips’ approach to what is actually asset
protection.
So – what is a high net worth client and
how do you identify them?

Let’s smash down the
preconceptions
Somehow we have been led to believe that
high net worth means something specific.
Maybe that is the traditional grand house
in manicured leafy suburbs (with a gravel
drive – of course). Even better, a home out
in the country with a pied a terre in ‘town’,
running around in expensive prestige
cars, wearing a gold Rolex and tweeds at
the weekend, shooting pheasant on the
Glorious 12th whilst spending their spare
time buying expensive art from high end
auction houses. You already have an image
of a face in your head by now I am willing
to bet and, obviously, these stereotypes do
exist as does the lifestyle and they are very
high net worth indeed.

www.simplybizgroup.co.uk

But stop for a second to think about life
in the 21st century. The once held belief that
success can be pigeonholed has passed and,
in fact, success now comes in many shapes
and sizes, as does your potential high net
worth client.
The modern affluent individual is more
likely to be found living in a suburban home
that has undergone extensive renovations
such as open plan living, extensions with
bi-fold doors leading onto a landscaped garden containing high-end garden furniture,
expensive children’s play equipment and
even the log cabin used as a work from home
office, or even – the man cave!
They are highly likely to have been
university educated and recognised professionals such as doctors, surgeons, barristers, solicitors, or successful business
owners, company directors or MDs. They
will enjoy fine dining, extensive travel, collecting, sporting events and social activities
such as the National Trust and may even
take part in charitable work.
It is not always the case that they will
own high levels of fine arts and antiques,
unless they have been inherited, and they
will not be obviously dripping in gold and
jewellery. What they are likely to have is

expensive engagement and wedding rings
and good quality watches, and they are more
likely to collect art from a local artist or gallery, which has been slowly accumulated
over a number of years.
Their home will contain high-end furniture and soft furnishings along with expensive electrical equipment such as TVs
and surround sounds systems, branded
clothing, shoes and hand luggage along
with extensive contents in children’s bedroom such as computers, tablets, portable
equipment and designer clothes.
Their properties are likely to be maintained to a high standard, with regular
visits from service providers including
window cleaners, domestic help, painters,
decorators, gardeners and general handymen who are all well-known to the homeowner and have delivered services base on
trust and ability.
Whilst they are likely to drive high-end
vehicles, these may be company cars and
they may be likely to own a more practical
second vehicle for the school runs, weekend
kids’ taxi and for transporting the family
pets. Older age groups many well own the
vintage/collectors car and more recently
they may own a socially responsible eco/
electric car.
These clients are likely to have little or
no understanding of the limitations and
restrictions of the average blanket sum
insured home policy and assume – possibly, as there is little support coming from
elsewhere – that these easily available
insurance covers are actually suitable for
their needs. Many will be considerably under-insured, and these two facts can lead to
a very unfavourable customer experience
at the time of a claim.
And now, here comes the unfortunate
truth, many of these clients are only made
aware of the shortcomings and the need
to review their home cover at a time when
they need the cover most – when a claim is
submitted to the insurer. Only then does
the painful fact arise that the cover they
have relied upon is not fit for purpose, and
the claim may not be settled in full – if at all.

So, what can you do?
You are already in a position of strength as
you hold a relationship with these people,
maybe you have arranged investments or
supported then through securing finance
for the home, or subsequent works to extend
or improve the garden. You are also highly
likely to visit the client at this home and will
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...what underpins
all of your hard
work... is ensuring
that you have what
happens today and
tomorrow covered
as a firm foundation
for future and
continued growth.
be in pole position to recognise the profile
as laid out above and to easily suggest that
they consider a home insurance review.
Put simply, a quotation costs your client
nothing, but could save them thousands of
pounds at a time of need.
What do you do then? Again, the answer
is at your fingertips. Genius GI has recently
launched Couture – a dedicated service to
help you help your high net worth clients.
All you are required to do is to speak with
one of the team and they will make contact
with your clients, ask them all the relevant
questions and then provide a personalised
quote for cover. On placement of that business, you will receive your commission
without any of the responsibility of having
to meet the regulatory requirements, and
you can rest safely knowing that your client
is covered for the worst of circumstances.
As advisers, it is easy to get tied up with
the future and growth of investments and
inflation of property prices for the future.
However, what underpins all of your hard
work, particularly with this type of client, is
ensuring that you have what happens today
and tomorrow covered as a firm foundation
for future and continued growth.
After all, If you are not doing it – someone else just might!
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I spent eleven years working for a mortgage lender and
I made a big decision to move over to general insurance
(GI) in 2017. The reason I did this was because I saw real
potential for substantial growth in this market and the
possibility there was to make a difference, both within the
industry and to the end customer.

LAURA GAUDEN

National Account Manager
Paymentshield

The real value of GI to me has two parts, to
the adviser and to the customer.
Firstly, the value to the adviser is vast;
recurring income, creating loyal customers,
ring-fencing customers so you don’t lose
other ancillary sales, ensuring customers
are fully protected every time and protecting your business.
Secondly, and most importantly, the
value to the customer. The customer must
have at least Buildings Insurance in place to
exchange, so why would you let them walk
away and buy it elsewhere? They also really
need advice. More and more customers are
visiting online comparison sites thinking
all GI is the same. Advisers need to show
clients there is more to GI than just price.
The issue of underinsurance and inappropriate cover is huge within the industry. It
is very easy for customers to get confused
when left to their own devices which could
leave them financially exposed. All advisers
need to step in and help their clients properly protect their family home and mortgage
with appropriate GI cover.
The main objections I hear from advisers
around not selling General Insurance are
‘It’s not worth it for the commission you get’,
‘I don’t have the time’, ‘they already have
cover in place’, and ‘it’s too expensive compared to the internet’. All those objections
show the real value of GI hasn’t fully been
embraced just yet.

www.simplybizgroup.co.uk

All advisers need
to step in and
help their clients
properly protect
their family home
and mortgage with
appropriate GI
cover.
Some advisers don’t see GI as a business
priority. They may regard mortgages or investments as their main source of income
and focus all their attention on this area
of the market. Plus, the fact that industry
changes and online innovations have given
consumers more options to go elsewhere,
advisers think it’s OK to take a step back.
So, let’s break it down, 12 hours or 720
minutes. That’s how long you’ll spend on a
typical mortgage application(1). To complete
a home insurance sale, it takes advisers no
longer than 30 minutes and this timescale
is reducing with advancements in provider
technology.
Time is precious, but you can help your
clients rest easy and add value to your business at the same time. Making the time to
talk to your clients about GI is invaluable.
Your clients will know they are properly
protected whilst you continue to earn an
income each year they keep their policy.
Based on a mortgage of £182,750(2), a
procuration fee of 0.35%(3) and an advice
fee of £500(4). You could be earning around
£1,140 per mortgage, or £1.58 per minute!
Not a bad earner, but you don’t get any
more income from that mortgage once it’s
in place. You could earn £5.06(6) for every
minute of your time selling home insurance.
Interested? Let me explain!
In that same 12 hours you could, theoretically, complete 24 home insurance sales.
SimplyBiz advisers convert Quotes to Sales
at well over 40% with Paymentshield, but
using an average conversion rate of 37.5%,
that’s nine live policies which could earn
you £728.73(5) in the first year, £1,457.46(6)
in two years’ time and £3,643.65(6) in five
years if those nine policies remain in place.

Which is handy for your income if they are
following the growing trend towards longer
term fixed rates(5). That additional recurring income stream can also prove a lifeline
to businesses should their main source of
business reduce for any period.
Income aside there are some real horror
stories where customers haven’t received
advice when insuring their home. They
often won’t see the value of GI until they
need to make a claim unless they are shown
by their adviser. Take the Jenkins family
for example. Their claim was rejected by an
insurer because they hadn’t declared their
home was within 200m of a river. With an
estimated £50,000 worth of damage, they
were left financially exposed. The outcome
could have been very different had they received advice(7). Is it really ‘too expensive’ or
are customers just buying cheap products
and leaving themselves over-exposed and
underinsured because they haven’t had
advice?
Your clients have already trusted you, as
their adviser, to go through all their personal information for a mortgage. This element
of trust shouldn’t be underplayed. When
customers are left to source their own
products online, they’re making all kinds of
important decisions based on assumptions,
advertising and a desire to save money, rathREASONS WHY
YOUR CLIENTS
NEED YOU TO

TALK GI

DON’T UNDERSTAND
1. THEY
WHERE TO GO FOR ADVICE
Some clients don't understand that you could help them with more than
just their mortgage – they’re happy to gamble elsewhere!

1 10*

in
PLAN TO RELY ON THE LUCK OF PLAYING THE LOTTERY to
improve their financial situation Compared to only 4% who
would seek professional financial advice. *10%

2. THEY WANT YOU TO LISTEN TO THEIR NEEDS

Everyone likes to be listened to but they can’t get that from the internet. When we asked how important certain things would
be when buying a ﬁnancial product from an adviser, the following were recognised as being important.

The adviser:

80%

80%

79%

77%

76%

70%

59%

takes time
to listen to
my needs

is straightforward
and clear in their
communication

demonstrates an
in-depth product
knowledge

will amend the
quote until I feel it
meets my needs

demonstrates the
product with real
life examples

responds and
can overcome
my objections

shows
enthusiasm for
the product

3.

THEY MIGHT NOT
UNDERSTAND
THE FEATURES & BENEFITS
Home insurance policyholders *
who admit to not reading their
terms and conditions
Home insurance policyholders*
who admit to only skim reading
their terms and conditions
Home insurance policyholders *
who expect their home insurance
to cover wear and tear

4.

THEY DON’T KNOW
WHEN THEY’RE
PUTTING THEIR HOME AT RISK
18%

12%
53%
9% (IT DOESN’T BY THE WAY!)

THINK ACCIDENTAL DAMAGE IS
COVERED AS STANDARD

63%

of home owners/renters admit
to leaving windows open when
leaving their property IN the
last 12 months WHICH COULD
MEANS THEIR CLAIM WOULDN’T BE
ACCEPTED IF THEY WERE BURGLED

*home/building contents policyholders

5.

THEY AREN’T
CONFIDENT
ABOUT
INSURANCE
AROUND 1 IN 3 PEOPLE ADMIT TO

6.

THEY DON’T
UNDERSTAND
FINANCIAL TERMS

8.

NOT BEING CONFIDENT ABOUT WHAT
THEIR INCOME INSURANCE COVERS
THEM FOR

7.
26%

ADMIT TO NOT
feeling confident they
understand the jargon used to
explain financial products
and/ or services

?!#

39%

THEY DON’T KNOW
WHAT THEY’RE
COVERED FOR
WHEN ASKED IF THEY HAD
COVER FOR PERSONAL
POSSESSIONS AS PART OF
THEIR HOME INSURANCE
OR OTHER

THEY MIGHT NOT
BE COMPARING
LIKE FOR LIKE 31% would be

encouraged to buy a
of customers say they review
policy based on
their home insurance at least once a year but highest features &
may be focussing on price alone rather than benefits
comparing features & benefits
lowest price even
with reduced level of cover

All ﬁgures, unless otherwise stated, are from YouGov Plc. Total sample size was 2088 adults. Fieldwork was undertaken between 7th-8th December 2017.
The survey was carried out online. The ﬁgures have been weighted and are representative of all UK adults (aged 18+).
FOR INTERMEDIARY USE ONLY
Paymentshield and the Shield logo are registered trademarks of Paymentshield Limited (registered number 02728936) which is a company registered in
England and Wales at Paymentshield House, Southport Business Park, Wight Moss Way, Southport PR8 4HQ. Authorised and regulated by the Financial Conduct
Authority. Telephone calls to Paymentshield may be recorded for training and quality. © Paymentshield Limited 2017. Asset 001101 (03/18).
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er than what gives them the best protection.
This isn’t a good situation to leave anyone
in, let alone someone who’s put their trust
in an adviser to guide them through what’s
likely to be their most significant financial
investment. There will always be a cheap
policy, but a cheap policy adds no value to
the customer if their claim is rejected.

OPPORTUNITY
The objection of ‘they already have
cover in place’ sometimes feels like a bit
of an excuse. With the advancements in
technology available, use quick quote
options to open the conversation with
those remortgage customers. A change in
financial circumstances is an opportunity
to review that the client is fully protected.
Ask for a copy of their current policy, do a
quick CTRL F search for things that tend
to catch customers out like proximity to
water and compulsory excesses. Use the
Defaqto compare tool to quickly identify
the main differences between policies.
Every so often you may find the customer
does have the best policy in place for their
needs. Isn’t that a good thing that they have
had that confirmed by an adviser they trust?
All that does is create customer loyalty and
add value to your business.
If you really don’t believe you can find the
time to talk GI then think about employing
a GI specialist or training up a member of
your admin staff to sell GI, we most certainly can help you with that.
The key to making the GI process a success is consistency. Don’t miss an opportunity for your business or your customers
and talk GI every time.
To discuss further how you can get the
most from GI for both your business
and your clients, get in touch
www.paymentshieldadvisers.co.uk/
letstalk
Sources: 1. Money Marketing – Are brokers being underpaid post
MMR? Published 28th Jan 2015.
2. Council of Mortgage Lenders Monthly Lending Trends, May
2017.
3. Premier Mortgage Services Procuration Fees, correct as at
28th June 2017.
4. The average Mortgage Broker Fee according to the Mortgage
Advice Service.
5. Based on average broker commission paid on our Home
insurance product between 19/12/16(launch) and 16/11/17.
6. As point 4 with no attrition rate.
7. www.bbc.co.uk/news/uk-wales-politics-38397779.

Genius is an exclusive insurance
proposition available to all Member
and Client Firms of The SimplyBiz
Group, ensuring that you never
need to be without a GI proposition.

Highlights:

The Genius GI sourcing system offers an extensive
range of choice and flexibility across an unparalleled
product range. It also allows you to select the way
in which you choose to interact, whether that be by
going online to source your requirements directly,
speaking with the dedicated helpdesk, or by taking
client details and referring the case on, to allow you
time to get on with other requirements.

1 Compliance approved quote packs generated
from within the online systems

With access to the four key areas of Home, Landlord,
ASU and Commercial insurance, as well as products
to suit many other specialist areas, Genius is all about
giving you choice regarding service and products.

1 A wide choice of insurers
1 A wide choice of products
1 Seven x 5-star buildings and contents on
the household panel
1 Click, call, or refer service options

1 Best all-round commission
1 Client ownership guarantee
1 Detailed product and user guides
1 Dedicated helplines
Genius can provide comprehensive cover and
protect what is important to your clients, whilst
also protecting your own client base by providing the
products your clients need in the way that meets
your own requirements.

Quote & Buy at www.geniusgi.co.uk
or call 01273 407775 to
put us to the test.

Click

Call

Refer
Brought to you by

GENERAL INSURANCE

www.simplybizgroup.co.uk
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Legal & General Insurance

You may recognise the brand but may not know much about what we have planned for the
future. Legal & General Insurance has recently gone through a period of widespread change.
We’ve recognised that we must innovate to ensure that we are keeping up with what you and
your customers now expect from a quality, industry leading insurer.
The intermediary channel is a key distribution
channel for Legal & General and is strategically vital to the group. We’re fully committed
to the intermediary market and have heavily
invested into a new specialist GI team. These
specialists include field based account managers, a dedicated trainer and a full team of
telephone account support.
We understand the importance of helping
you gain the confidence and ‘GI know how’
to fully service your clients. Therefore, we’ve
created a range of training and education
materials that we can share with you either
on face-to-face visits, over the phone, or via
training sessions and webinars. Earlier this
year we launched GI Connect which is our
new online system. GI Connect is optimised
for mobile and tablet meaning you can access
it while on the move and from any device. In
addition Flood Re acceptance rules are built
into the system so you don’t have to call into
us for a decision.
However, GI Connect is just the first step
in our digital transformation...

SLICKER
In the coming months, we’ll be launching SmartQuote which uses over 400 data
sources to provide a slicker, quicker home
insurance quote process. This means that
you’ll be able to provide a home insurance
quote in just a few minutes rather than the
typical 20 minutes
We passionately believe that the claims
process is the moment of truth for the customer and when they see the true value of
their home insurance policy. As part of the
wider Smart approach we also launched
SmartClaim, our new digital claims process.
SmartClaim combines automation and technology to simplify the process and allows customers to use their mobiles to claim – taking
the hassle out of all those phone calls.

...we’ve created a
range of training and
education materials
that we can share with
you either on face-toface visits, over the
phone, or via training
sessions and webinars.

You’ll hear more from us about
SmartQuote and SmartClaim over the
next few months, but in the meantime, to
find out more about our general insurance
products and to keep up with our latest
news, please visit our Adviser Centre
legalandgeneral.com/adviser/generalinsurance/
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When it comes to buying life cover you may as well choose
the cheapest. After all, there’s not much difference
between all the products and providers out there. Right?
RACHAEL WELSH
Marketing Manager
Guardian

We all know that’s not the case. But convincing your clients can
often be difficult. Today’s savvy customers know they can look up
protection on a whole range of comparison sites and quickly find
some cheap life cover. It pays out if you die – and they think that’s
all there is to it.
So if they can go to a comparison site and get it themselves,
why would they pay for your advice? As an adviser, you need real
reasons for customers to come to you for their life cover. Happily,
we can give you some very real reasons.

b. Our Life Protection not only pays out if a client is expected
to survive for less than 12 months, but also, uniquely, we
guarantee to pay out if they’re diagnosed with stage 4
cancer, motor neurone disease, Creutzfeldt-Jacob disease
or Parkinson-plus syndromes, even if they’re expected to
survive more than 12 months. When you consider that at
least 20% of cancer cases in England alone were diagnosed
at stage 4 in 2014(1), you can imagine how many clients this
could make a difference for.

The foundation for a wider protection
conversation

1. Terminal Illness
a. Most policies pay out if the client is expected to survive
less than 12 months. The difficulty is that doctors aren’t
willing to commit to that timeframe, and this leaves many
terminally ill patients with a life cover policy they can’t
benefit from when they need it most.

Percentage of cases

Of course, protection needs don’t just stop at life cover. It can be a
great starting point, and it’s often the gateway to a wider protection conversation. So we’ve designed our Life Protection to be the
foundation for that very conversation.
Most life cover policies are pretty basic. But at Guardian, we
want to make sure our customers’ cover keeps pace with their
lives. So we give you more ways to adapt your clients’ policies to
their changing needs. And we’ve made it easy too.
Life cover is often seen as a commodity product, so it’s all about
price. We’ve challenged this by including a number of benefits
that can be flexed to meet changing needs along life’s way. To
demonstrate what we’ve done differently and to show where we’ve
added value, let’s take a look at how our Life Protection differs from
the norm. ‘A’ is the typical way of life, and ‘B’ is for better – the
Guardian way.

Cancer cases diagnosed, England 2014
Cancer Research UK
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...at Guardian, we want to make
sure our customers’ cover
keeps pace with their lives.

www.simplybizgroup.co.uk
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Probate delays, probate settlement survey

Cancer Research UK

25

17

40
30
20
10
0

2.5

15

45

21

13

3.5

Under
1 month

1–2
months

2–6
months

6–12
months

12–24
months

Over
2 years

Time taken to settle

5. Applying together
a. Joint life first death policies leave the survivor uninsured.

2. Premium Waiver
A. Waiver of premium is normally a costed option – it’s usually
just a little extra to add it on, but how often is it not included?
B. Our Premium Waiver comes as standard regardless of age,
occupation or activities. So if we offer someone cover, they
automatically get waiver. And we not only waive premiums
if they’re too ill to work, we also waive them for six months
after they have a baby or if they lose their job.
3. Reserved Cover
a. This isn’t something readily available in the market.
b. Uniquely, for many clients we reserve Life Protection and
Critical Illness Protection regardless of what cover they
bought. Reserved Cover can then be added at any time over
the next 27 months, on the same terms, by answering a few
simple questions. The amount depends on eligibility and
the amount of cover originally taken out – but could be up to
£250,000 of Life Protection and £100,000 of Critical Illness
Protection where not restricted by non-medical limits.
4. Payout Planner
a. We all know not enough protection is placed in trust.
Anecdotally, it’s less than 10% of policies. It’s too complex,
paperwork is time-consuming, clients don’t understand it,
etc, etc. But is doing nothing really an option?
b. Payout Planner is our simple, quick alternative to writing
a policy in trust for people with less complex inheritance
tax needs. It allows your clients to nominate up to nine
beneficiaries when they apply. This means we can promptly
pay the people your clients wanted the money to go to without
having to wait for probate to be granted. Clients can update
their list of beneficiaries themselves anytime or replace
Payout Planner with a trust later.

b. With a Guardian dual life policy, each person has their
own individual cover. In the event of a claim, the survivor
will still have their own cover in force, which means there
could be two payouts. Dual life policies also come into their
own where couples split up. The latest marriage statistics
for England and Wales alone (2015) show 245,513 couples
married(2); that same year, 101,077 divorced(3).
There are a number of other things we’ve done differently too.
For example, Children’s Critical Illness Protection and Fracture
Plus Protection are optional extras and can be added to Life Protection at any time. Our Guaranteed Increase Options come with
a price guarantee. We have a claims service that supports more
people in more ways. And we give customers access to valuable
benefits anytime without having to claim.
We’ve included flexibility in our plans to make sure it keeps pace
with your client’s life. But we understand the importance of your
advice, so if your client contacts us to take out additional cover or
amend existing cover, we’ll always direct them back to you. We
won’t contact your clients without telling you first.

UNIQUE FEATURES
As you can see, our Life Protection offers a great deal more than
just a payout on death – it has some completely unique features that
make it market leading. Which means it’s the perfect foundation
for that wider protection conversation. And because we only sell
through advisers and not comparison sites, there’s only one way
for your clients to get the very best on offer. They need to come to
you for advice.
Find out more and register at: guardian1821.co.uk/advisers
Sources: 1. www.cancerresearchuk.org/health-professional/cancer-statistics/incidence/
all-cancers-combined#heading-Two
2. www.ons.gov.uk/peoplepopulationandcommunity/
birthsdeathsandmarriages/marriagecohabitationandcivilpartnerships/bulletins/
marriagesinenglandandwalesprovisional/2015
3. www.ons.gov.uk/peoplepopulationandcommunity/birthsdeathsandmarriages/
divorce/bulletins/divorcesinenglandandwales/2015
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Protecting
clients
against
their
biggest
risks

I
CHRISTINA RIGBY

Product Owner
Royal London

t could be argued that traditionally a
go-to protection policy would include
life cover with a bit of critical illness
cover – after all these are the products
most people are familiar with.
And recent research carried out as
part of our State of the Protection Nation report seems to back this up. It showed 42% of
people in full-time employment had life cover
in place and 20% had critical illness cover(2).
However, we have a tool on our website – the
Risk Summary Report – which shows the relative risks of a person dying, getting a critical
illness, or being unable to work due to illness
or injury during their working life.
As an example, a female non-smoker aged
30 runs the following risks before she turns
65(1):
1 3% risk that she’ll die during that time
1 12% risk of suffering a critical illness
1 44% risk of being off work for two months
or more because of an illness or accident.
So her risk of being off work through accident or sickness is four times greater than the
risk of critical illness and 15 times greater than
the risk of death.
Yet our research shows that 49% of 35 – 54
year olds feel they don’t need income protection(2).

Perhaps the name ‘income protection’
confuses things – possibly it conjures up
thoughts of a product akin to the dreaded
PPI? Whatever the reason for the reluctance from consumers to consider income
protection, more education on the risks and
benefits of this product would certainly be
useful given the higher risks to this age
group of being unable to work for a period
of time.

Is it time to reconsider our
protection priorities?
If a client is thinking about protection,
it’s fair to say they’re likely to be earning a
wage and have something to protect. And
the truth is it doesn’t really matter what
that is – it could be their mortgage, their
rent or their lifestyle – without a regular
income they’re going to be in a spot of bother
regardless of their personal situation.
It makes you think that perhaps a product that protects against the higher risk of
a client being unable to work due to illness
or injury should be right at the top of the list
for consumers when it comes to protection.
So perhaps the traditional ‘life cover with
a bit of critical illness cover’ view needs to
make room more often for ‘life cover with
a bit of income protection’ instead?

www.simplybizgroup.co.uk
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...perhaps the
traditional ‘life
cover with a bit of
critical illness cover’
view needs to make
room more often
for ‘life cover with
a bit of
income protection’
instead?

Income protection that meets
clients’ needs
Some of the reasons income protection
isn’t sold as often as life cover or critical
illness cover is that many clients think it’s
complicated, expensive and won’t pay out.
In short – that it won’t meet their needs
when it matters the most.

...perhaps a product
that protects
against the higher
risk of a client being
unable to work due
to illness or injury
should be right at
the top of the list for
consumers when it
comes to protection.

And it’s down to providers and advisers
to make sure the common misconceptions
about this type of cover hold no weight.
On the face of it, income protection
should seem a lot simpler than, say, critical
illness cover – customers don’t need to meet
definitions of a particular set of illnesses
to make a claim for a start. And with many
providers, including Royal London, now
choosing to remove the ‘working tasks’ requirement, customers are eligible to claim
if their condition means they can’t do their
own job.
Of course, there are still elements of this
type of cover which make it seem complex,
such as deferred periods and payment periods, but these features enable customers
to tailor their cover to suit their needs and
their budget. That’s why good financial
advice is essential to a successful income
protection sale.

Going beyond client expectations
To give customers the confidence that the
protection plan they’ve paid for will be there
for them when they need it, providers need
to make sure their products are going to
make a real difference to customers – and
provide them with the financial support
they expect.

For example, we include fracture cover
and hospitalisation payments with income
protection as standard. Neither of these
benefits affects a customer’s main income
protection cover, so they don’t need to wait
for their chosen deferred period to end before making a claim on them.
We also include back-to-work payments
for customers that choose a deferred period
of 13, 26 or 52 weeks, because we recognise
these people will probably need to ease back
into the workplace.

HELPING HAND
Accessible at any time, not just at claim,
our Helping Hand* service means they can
get access to support as soon as illness or
injury occurs. Helping Hand is there for as
long as they need it to help them get back on
their feet – and back to earning a full wage.
To find out more about how our Income
Protection can meet your client’s needs,
visit adviser.royallondon.com/protection.
* Helping Hand is a package of support services, provided by
third parties that aren’t regulated by the Financial Conduct
Authority. These services aren’t part of our terms and conditions,
so can be amended or withdrawn at any time.
Sources: 1. Royal London Risk Summary Report tool, 2018.
Studio.royallondon.com.
2. State of the Protection Nation report, 2018.

Legal & General Income Protection Benefit

Income Protected
How would your clients maintain their
lifestyle without an income?
On average, only 30% of employees have a financial back-up
plan if they couldn’t work. Help your customers create a backup plan with our IP Hub & Calculator
Visit legalandgeneral.com/incomeprotection to find out more
This is not a consumer advertisement. It is intended for professional financial advisers
and should not be relied upon by private customers or any other persons.
Q0057895 10/18
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SCOTT CADGER

Head of Claims & Underwriting Strategy
Scottish Widows

Recent research from Scottish Widows
shows that only 34% of consumers believe
insurance companies will pay out on a claim(1).
Of course, as an industry, we know that the
reality is very different. For a number of years
the ABI has tried to narrow this general misconception and tackle the loss of trust by
publishing industry claims statistics. These
statistics confirm that in 2017, 98% of life
insurance claims and 92% of critical illness
insurance claims were paid out(2), very different to consumer belief. Scottish Widows, like
other providers, doesn’t keep these figures a
secret and we have been publishing our claim
statistics openly for many years.

SCEPTICAL
So, why do consumers feel so sceptical
about insurance companies? As an industry
we are moving in the right direction but still
tend to be full of technical experts. Are we not
speaking in the same language as our customers? In the UK alone there are over 18 million
adults that have low or poor numerical skills(3).
To put that into perspective, that’s nearly
half of the UK’s working population(4). Being
an Actuary, numbers should excite me, but
instead of talking in statistics alone we need
to look beyond the numbers to engage and
instil confidence in our customers by relaying
our message in a way everyone understands.

Perception is reality and we need to deal with
real people, as people.
The main reason behind people taking
protection is to provide peace of mind that
they and their families would be financially
secure if the worst happened. To bring this
to life, a recent AIG children’s critical illness
claim made a huge difference to a couple and
their child. It resulted in payment and support
to fund implants to allow their child to hear for
the first time just before his first birthday (5).
It’s good news stories like these that make
you realise why protection is so important.
But that’s not enough. We need to take a more
holistic approach that’s about more than just
paying out when a claim is made. We should
place protection beyond the world of claims,
numbers and pay-outs, and into the sphere
of wellbeing.
At a time of depleted state resources and
next to no wellbeing support, protection
plan added value services that focus on both
mental wellbeing and practical support are
especially important. Scottish Widows Care
support service, provided in partnership with
RedArc, offers that extra help and support for
clients and their immediate families from day
one, at any time during the policy term. It even
covers pre-existing conditions.
Care is available from a team of personal
nurse advisers who provide practical advice

and emotional support to individuals and their
families at a time when they’re experiencing
hardship such as the loss of a loved one, being diagnosed with a serious illness, mental
health concerns, long-term elderly care and
much more. They can also offer a second
medical opinion service, courses of therapy
or counselling, some practical help at home
or even a small piece of medical equipment.

BEYOND THE NUMBERS
So, let’s look beyond the numbers and
bring the human back into protection. It’s
time to start a conversation about wellbeing.
Because it’s not enough for clients to just be
protected. It’s important that they feel cared
for.
Find out how Scottish Widows Care
support service can support your
clients wellbeing and inspire your
protection conversations at
www.scottishwidowsprotect.co.uk/care
Sources:
1. Scottish Widows, April 2018.
2. AIB, May 2017.
3. National Numeracy, November 2017.
4. Corporate Citizenship Briefing, March 2018.
5. AIG customer case study, September 2018.
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Insuring women:

How the industry
needs to adapt
Insurers must recognise the unique risks faced by
women. So what changes are they making?

SCOTT SINCLAIR

Content Manager – Marketing
Zurich

Alongside the gender pay and gender pensions gaps emerges the gender protection
gap. Women are underinsured compared
to men. It might be the biggest chasm yet.
The figures are stark. According to a Zurich study, women are less likely than men
to have protection insurance and, for those
who do, more likely to insure themselves for
less. Almost a third less.
But this isn’t about numbers only. The
Chartered Insurance Institute, in its Insuring Women’s Futures report, found women
face different risks from men.
These include risks from divorce or
separation, where women may have lower
earnings and fewer financial assets than
men, and a ‘motherhood and caring penalty’, with women putting careers on hold
to be primary carers to their children and
parents.
Does the financial services industry
recognise these “significant and distinct”
risks to women? How are policymakers,
providers and financial advisers adapting
to mitigate them?

As
manufacturers,
I think we
need to be a bit
cuter with our
language, and
particularly
how we position
protection.
It is absolutely
something that
women should
have and should
buy.

www.simplybizgroup.co.uk
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The six ‘moments
that matter’
in women’s lives
1. Growing up, studying and
re-qualifying
2. Entering and re-entering the
workplace
3. Relationships:
Making and breaking-up
4. Motherhood and becoming
a carer
5. Later life, planning and
entering retirement
6. Ill health, infirmity and dying

Suitability
According to Rose St Louis, co-founder of
campaigning group Women in Protection
and head of strategic partnerships at Zurich, providers can help equip advisers with
the tools to ensure families – and not just a
main breadwinner – are properly insured.
“Our industry is aware of some of these
risks, no question, but in terms of being
specifically set up to tackle them, we’re not
there yet,” she said.
“Providers can lock themselves in a
room, lay all their products out on a table,
and see where they are. Do their products
recognise or cater for the risks the CII
found? By asking these questions, advisers can ultimately have better, more
comprehensive products to recommend
to families.”
Rose said Zurich had made big strides
towards building protection products suitable for men and women, and the individual
risks they face.
For example, as part of a new suite of
protection products, Zurich offers ‘core’
and ‘select’ options across its upgraded
critical illness and new income protection
propositions. This flexibility, said Rose,
means more single parents can participate
in protecting their dependents rather than
possibly being priced out.

Likewise, advisers’ clients can easily dial
their cover – and therefore their premium
– up or down depending on their circumstances, useful said Rose for mums on
maternity leave, or dads on paternity leave.
Meanwhile, the insurer has also extended its separation cover on joint life
insurance policies so, if there is a divorce
or separation, either party can get the same
level of cover on a single life basis without
underwriting.
Zurich has also added ‘complications in
pregnancy’ as a payment condition on its
new ‘select’ critical illness product.
Rose said progress like this suggests
the industry is beginning to recognise the
unique risks faced by women, and may for
the first time be acting on them.

Pitfalls
In its report, the CII identified six ‘moments
that matter’ for women – described as ‘pivotal points in life’ – and a total of 12 ‘perils
and pitfalls’ linked to them.
It made a number of recommendations
– to policymakers, providers and advisers
– to ease the risks, including, for example,
employer solutions to allow continuing
pensions through parental leave.
Among them is also encouraging financial planning at a family rather than

an individual level, “so that financial plans
recognise the contributions made by carers
and build up their financial independence”.
As well as looking at their products, Rose
said insurance companies are in a position
to educate families on the benefits of protection.
“As manufacturers, I think we need to
be a bit cuter with our language, and particularly how we position protection. It is
absolutely something that women should
have and should buy.
“Women are not a niche market; they
represent 52% of the population. We can
help raise awareness.”
To find out more, please contact your
usual Business Account Manager or visit
our Zurich Intermediary site at www.
zurichintermediary.co.uk
Sources:
Insuring Women’s Futures, CII, 2018.
Are women underinsuring themselves?, Zurich, 2017 (total
sample size: 2,039 adults).
Zurich Assurance Ltd. Registered in England and Wales
under company number 02456671.
Registered Office: The Grange, Bishops Cleeve,
Cheltenham, GL52 8XX.

Answer these 5 simple questions
...to find out if
you are eligible
for enhanced
membership
benefits:

If you’ve answered yes to all of the above, then you should sign up for SimplyProtect.
SimplyProtect is an exclusive membership benefit that
offers you access to nine leading protection partners
all paying enhanced commission. SimplyProtect is not
a panel and your independence is not affected.
If a product offered by one of our SimplyProtect
partners is the right fit for your client you will
automatically receive enhanced rates of commission –
it’s really that simple!

To sign up for SimplyProtect, email your request to
agencies@simplybiz.co.uk or, alternatively, call us on
01484 439 133 and we can help you to get started
now.
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cover hard to find or prohibitively expensive
because of new loadings applied to any second policy.
It’s precisely with this thought in mind –
and the desire to keep providing cover that’s
relevant to the changing public health landscape – that we now include Cancer Relapse
Benefit in our Comprehensive Cover, a unique
option on our Serious Illness Cover.

BIG ADVANTAGES
Cancer Relapse Benefit comes with three
big advantages:
1. Paying out should cancer reoccur
2. Paying out even if the cancer is at a
lower severity than the previous cancer
3. Boosting the amount paid by 50% –
a new development in the protection
market

JUSTIN TAUROG

Managing Director for Distribution & Sales
VitalityLife

It’s impossible to be anything other than positive about the changes in UK life expectancy.
With more of us expected to reach the ripe old
age of 90 and beyond by 2030(1), your clients
can face the future with an extra measure of
reassurance and confidence.
However, as much as we welcome the
trend, at the same time we need to be realistic
and accept that this will also mean many of us
will spend more of our later years with a longterm health condition, including the big C,
with all the potential financial consequences
that can bring.
Simply by living longer, people have more
time to get cancer – “Age is the biggest risk
factor for most cancers” according to Cancer
Research UK. Therefore, where it used to be
that 1 in 3 of us would get cancer in our lifetime, the new figure is now 1 in 2(2).
Not only does this mean that more people
will develop the disease in their lifetime, it
also means that more people will experience
it more than once.
That’s not all. Anyone who has chemotherapy during their first diagnosis is at higher

risk of getting cancer a second time. That’s
because the drugs, which target cancerous
cells, also affect normal cells; even targeted
radiation treatment can lead to a second cancer down the line(3). In addition to all of this,
recurrent cancers can often be more severe(4).
However, the good news is that more and
more people are getting through cancer,
with survival rates doubling in the last 40
years alone(5). Even more encouragingly, an
estimated 38%(6) of cancers are still preventable through lifestyle changes. 15% can be
prevented through not smoking, 6% through
controlling obesity(6) and 4% from eating a
healthy diet(7).
As said earlier, the potential for people
to spend years of their middle to later life
in ill health can have considerable financial
consequences, whether that’s because of the
inability to work or the need to pay for greater
care needs.
The problem – and it’s one that we at
VitalityLife have worked hard to overcome
– is that most protection policies only cover
you for one bout of cancer, with replacement

It’s worth remembering too, that our plans
can also reward your clients for making the
positive lifestyle choices that can help reduce
their chances of getting cancer in the first
place.
Vitality members can get help to stop
smoking; discounts on thousands of healthy
foods, to help them eat well; and discounted
gym membership and activity trackers, to
help them get active – all proven ways to
promote better long-term health.
None of this can guarantee that your clients stay cancer-free. But, in the unpleasant
event that it should happen, Vitality’s Cancer
Relapse Benefit which is included within our
Comprehensive Cover, means that they will
be provided with the support to focus on getting well, free from any unwelcome financial
pressure.
Visit adviser.vitality.co.uk and search
Doctor and Consumer Survey for all
the results.
Sources:
1. www.bbc.co.uk/news/health-39040146, July 2018.
2. www.cancerresearchuk.org/health-professional/cancerstatistics/risk, July 2018.
3. www.livestrong.org/we-can-help/healthy-living-aftertreatment/second-cancers, July 2018.
4. www.macmillan.org.uk/information-and-support/
understanding-cancer/why-do-cancers-come-back.html, July
2018.
5. www.cancerresearchuk.org/health-professional/cancerstatistics/survival, July 2018.
6. www.cancerresearchuk.org/health-professional/cancerstatistics/risk/preventable-cancers, July 2018.
7. www.theguardian.com/society/2017/feb/23/five-day-10portions-fruit-veg-cut-early-death, July 2018.
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Perception versus reality

JACQUELINE KERWOOD
Claims Philosophy Manager
Aviva

Last year, we paid out over 97%
of the protection claims we
received
That’s the perception many people have of
insurers – that we’re quick to take money,
but not so quick to pay it out. Yet last year,
we paid out more than 97% of the protection
claims we received, supporting over 25,000
customers and their families.

Lack of trust is a major reason
people don’t take out financial
protection
65% of UK adults don’t have any form of
protection(1). People don’t look at protecting
their loved ones in the same way as they do
protecting their house, car or even their pet.
And what’s one of the main reasons for
not taking out financial protection? Not
trusting insurers to pay out on a claim. So
why is that? We’ve been trying to find out.

We’re proud of
our claims record.
Settling over 97%
of all claims
and paying out
£900 million to our
customers is what
we’re here for.
It’s our reason for
being.

For our 2018 protection claims report, we
spoke to several customers who claimed
in 2017. Before claiming, a number of them
thought they would need to go through a
rigorous process to get their money. And
they were pleasantly surprised to find that
wasn’t the case.
We’re proud of our claims record. Settling over 97% of all claims and paying out
£900 million to our customers is what we’re
here for. It’s our reason for being.
Contrary to popular opinion, we actively
look for reasons to pay out – the complete
opposite of public perception. We see how
these pay-outs make such a difference
to customers which makes it even more
frustrating that negative perceptions stop
people from getting the cover they might so
desperately need in future.

Contrary to popular
opinion, we actively
look for reasons
to pay out – the
complete opposite of
public perception.
It’s time to change the way
people think
Publishing our report is just one way we’ll
do this.
Every year, there are a small number of
cases where we don’t pay out, but, in our
report, we clearly outline the reasons why.
We also tell some of our customers’ stories to help break open the myth that we
make it as difficult as possible for people
to get the money they’re due.
Please visit aviva.co.uk/adviser or speak
to your usual point of contact.
For adviser use only.
Not approved for customer use.
Source: 1. Understanding the financial lives of UK adults, Findings
from the FCA’s Financial Lives Survey 2017.

PROTECTION ALL
WRAPPED UP
Our Life Protection Platform and enhanced
product range help make your life easier.

Zurich Assurance Ltd. Registered in England and Wales under company number 02456671. Registered Office: The Grange, Bishops Cleeve, Cheltenham, GL52 8XX.
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Our wider duty as
financial protection
providers
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The Financial Conduct Authority has an
on-going and increasing concern for firms
to do the right thing for vulnerable customers. They published the response to their
Approach to Consumers consultation on
17th July, bringing positive news for the vulnerability agenda. This includes retaining its
existing definition of a vulnerable customer
and committing to a new push on vulnerability, set to be published in 2019.
We can read this as a fairly clear sign of
intent from the FCA which should keep up
the momentum on the vulnerability agenda.
In addition, it will also provide an opportunity for the capture and sharing of vulnerable
customer good practice, developed by both
providers and advisers since the regulators
Vulnerable Customer Occasional Paper three
years ago.

Our duty of care goes beyond
simply paying claims

SCOTT CADGER

Head of Claims & Underwriting Strategy
Scottish Widows

Financial protection solutions such as life insurance, critical
illness insurance and income protection are designed to, and
do, provide essential financial assistance should illness or
death occur. Our industry and profession rightly takes pride in
not only the high percentage of claims paid, but also the ease
and speed of claims payment.
However, Scottish Widows, along with other
insurers, has become increasingly aware that
in times of vulnerability, not necessarily related to an insurance claim, our policyholders
and/or their immediate families may have
need for support beyond financial matters. In
response to this, financial insurance products
increasingly now include physical and mental
health helplines, medical second opinions,
bereavement counselling, elderly care, grey
claims panels, signposting to charities and
agencies, plus a range of services that can be
provided through experienced and specialist personal nurse advisers. These personal
nurse adviser services are becoming more
important and valuable given the increasing
strain on our NHS, Social Care and Mental
Health services. Scottish Widows Care support service provides support to policyholders
and their immediate families from day one, at

any time during the policy term. This service,
provided in partnership with RedArc, provides
long term practical advice and emotional support from a dedicated personal nurse adviser
and even covers pre-existing conditions.
Scottish Widows also proactively signposts Cancer claimants to the Macmillan
Cancer Support Financial Guidance team.
One Scottish Widows customer was referred to Macmillan as they were worried
about their finances having been unable to
work after diagnosis. Macmillan took the
customer through a financial fact find and
provided options available to them, including
a check on their benefit entitlement and an
application for a Macmillan grant towards the
cost of travelling to medical appointments.
This resulted in the customer receiving an
increase of over £4000 annually and a lump
sum of £400.

As we know, despite the success of the 7Families Project (see www.7families.co.uk), the
financial protection profession is continually
fighting an uphill battle to engage consumers
on their financial resilience and protection
needs, as well as raising awareness of and
trust in the value of protection insurance.
Tracey Clarke, one of the 7Families members
explained that the project helped them realise
the benefits they would have enjoyed if they
had Income Protection cover in place. She
appreciated the regular friendly phone call
from her RedArc nurse, giving her on-going
reassurance and a route to further medical
help. In her words: “the support, the people,
were in many ways, more important than the
money”.
As interest rates rise we will have to work
harder to alleviate affordability objections
from customers. In a market where individuals are not queueing up to buy financial protection for reasons such as lack of awareness,
mistaken belief that the state will provide,
or mistrust, then the more providers can do
to ‘humanise’ the products, in my view, the
better.
Find out how Scottish Widows Care
support service can benefit your clients
at times of vulnerability at
www.scottishwidowsprotect.co.uk/care
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Investment
IHT liability
insurance
A simple and cost-effective solution
to cover the two-year Inheritance
Tax (IHT) liability on Business
Relief-qualifying investments.

ANDY ROBERTS

Technical Sales Manager
AIG

What is Business Relief?
Introduced in 1976 and also known as Business Property Relief,
Business Relief (BR) is a tax relief provided by the UK Government
as an incentive to increase investment in certain types of trading
businesses:
1 Shares in companies not listed on a stock exchange
1 Shares in companies listed on the Alternative Investment
Market (AIM)
1 Interest in a qualifying business, e.g. a partnership

Shares in qualifying businesses
attract 100% BR provided they
have been held for at least two
years at the time of death...

Investment in a
BR-qualifying scheme

Death within
two years

Death after
two years

£200,000

£200,000

Inheritance Tax liability
(@ 40%)*

£80,000

£0

Net value to estate

£120,000

£200,000

Value at death

* Assumes the investor has an estate valued above the nil-rate band.

www.simplybizgroup.co.uk

Shares in qualifying businesses attract 100% BR provided they
have been held for at least two years at the time of death – after
which they are exempt from any IHT liability.

The need for life cover
If the investor dies within two years of holding the shares, the
entire investment will be subject to IHT. Life insurance can be
used to cover that two-year period of IHT liability.
When written into trust the proceeds of the policy pass to the
beneficiaries without giving rise to IHT.
For couples investing jointly, a Joint-Life Second Death policy
can be used, as assets pass between spouses/civil partners free of
IHT, and therefore tax is not payable until the second person dies.

Minimal underwriting
1 Up to £1.25m cover with no financial questions
1 No financial evidence required until £3.5m+
1 High limits before medical required, e.g.
1 60 year old = £150,001
1 70 year old = £100,001
1 80 year old = £50,001
1 No mandatory GP Report – requested in less than 9% of cases

Immediate cover
1 Up to £1.5m free cover (maximum of sum assured)

The AIG Life solution

1 Automatically included from date of fully completed
application

AIG Life has a simple and cost-effective solution to meet this
Wealth Protection need.

1 Valid for up to 90 days from date of application

Highlights
1 Quick and easy application process
1 Joint-Life Second Death (JLSD) option for joint applicants
1 Fully online journey – including trusts up to £1.25m cover
with no financial questions
1 High limits before medical required
1 No automatic requirement for a GP Report
1 Up to £1.5m free immediate cover
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1 All causes of death covered
1 Certain exclusions apply
If you would like to know more about this or any of AIG Life’s
other Wealth Protection solutions, please call our Sales team on
0345 600 6820 or email sales@aiglife.co.uk.
For adviser use only. Not for customer use or publication.

AT LAST,
PROTECTION
ADVISERS HAVE
A REAL CHOICE.

A

USE A COMPLEX,
TIME-CONSUMING
TRUST TO AVOID
PROBATE DELAYS.

OR

B

USE OUR SIMPLE
PAYOUT PLANNER
TO NOMINATE
BENEFICIARIES WHEN
YOU APPLY.

B IS FOR BETTER AND THAT’S THE GUARDIAN WAY.
You no longer need to rely on the complexities of trusts and the hassle
of trustees to make sure payouts don’t get held up by probate.
The Guardian Payout Planner allows clients to nominate up to 9 beneficiaries
quickly and easily as part of the application process.
What’s more, they can change their beneficiaries at any time by contacting
us by phone or email.
Find out more and register at: guardian1821.co.uk/advisers
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DOCTOR & CONSUMER SURVEY 2018(1) – SERIOUS ILLNESS COVER

We listen to you: improving our
serious illness cover
As part of our promise to our
customers, we are continually
looking for ways to ensure
that our products are meeting
the needs and wants of the
market today. To understand
what people look for within
a critical/serious illness
product, we independently
surveyed 150 Doctors and
800 consumers to get their
opinion on what they think
is important to them when
choosing critical/serious
illness cover.

Top 3 Doctor findings

Top 3 consumer findings

91% agree even lower severity
illness can have a wider impact
on mental, health, family or
social life

86% of people regard likelihood
of payout as very important

Vitality recognises it’s not just the most
severe form of a condition that affects
people’s lives, so also pay out for things
that aren’t as critical.

90% think the likelihood of a
payout is very important
Vitality covers more conditions and
at lower severities than critical illness
providers meaning that you are more likely
to get a payout compared to a typical
critical illness policy(2).

88% agree when someone has
had a critical/serious illness, they
are more at risk of a secondary
illness
Vitality will pay out more than once if you
have cover remaining until you’ve used your
whole cover amount.

Vitality covers more conditions and
at lower severities than critical illness
providers meaning that you are more likely
to get a payout(2).

82% of people rate having a
wide range of conditions as very
important
Vitality covers more conditions than any
other insurer(3). 178 conditions are covered
on our Comprehensive Serious Illness
Cover and 145 on Primary Serious Illness
cover.

77% think it’s extremely or very
important that payout is based
on the severity of an illness
Vitality pays out based on the severity of
your illness. This means you could receive
a payout at an earlier stage of your illness,
even if it’s not life threatening.

For more information on Vitality Serious Illness Cover visit our adviser webpage.
Sources:
1. An independent survey of 150 doctors and 800 consumers carried out by Immerse on behalf of VitalityLife, March 2018.
2. Hannover Re UK Life Branch, as of February 2017.
a. Estimates are based on Hannover Re UK Life Branch’s interpretation of the general population incidence rates and their estimated view of future trends.
Incidence rates for the entire population may be different to those lives that take out life insurance products.
b. The typical critical illness product is a mid-market one and covers most conditions seen in the market.
c. Vitality Life estimates are based on the Vitality Life Plan with Comprehensive SIC.
These estimates are for information only and are based on Hannover Re UK Life Branch’s analysis of statistical data. Hannover Re UK Life Branch accepts no
liability for any reliance placed upon these estimates and any use of the analysis is the sole responsibility of the user.
3. Defaqto, April 2018.

We’ve exteeeended
our income protection

✔ Parent & child cover
✔ NHS sick pay guarantee
✔ Rehab support services
✔ Fracture cover
✔ Death benefit
✔ Remote GP
✔ Prescription services
✔ Second opinion
✔ Legal & financial advice
✔ Counselling
Plus £1,250 LV= Income Protection
All this for around £20* a month

Speak to your LV=
account manager
or go to
LV.com/extendedIP
to find out more

LIVERPOOL VICTORIA

* Based on a 35 year old, non-smoking financial adviser with £1,250 a month Income Protection level cover with guaranteed rates, a six month waiting period, waiver of premium and retiring
at 60. Price as of September, 2018.
24736-2018 10/18
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LV= have exteeeended their
income protection to help you
reach more clients
CARL HEARD

National Account
Manager
LV=

We’ve conducted new research to examine
financial resilience across three key segments
of consumers in the UK. The findings revealed
that less than half (44%) surveyed have the
recommended Money Advice Service guideline of three months of outgoings in savings.
With accident and illness looming over us
all, it’s important that clients understand
the importance of protection and bridge the
income gap if they were unable to work.
Income protection can help as it provides
a guaranteed income if a client is unable to

work due to injury or illness. However, our
research also showed that only 14% have
income protection in place, which is why your
advice is so important.
To help you recommend income protection
to more clients, we’ve extended our income
protection proposition. The changes mean
more benefits, as well as wider eligibility!

LV= Income Protection –
now exteeeended!
Parent and child cover – at no
additional cost
Children are the most important thing in your
client’s life, so, what would they do if their
child was diagnosed with a serious illness?
To support your clients if this were to happen,
we’ve added Parent and Child cover to our
income protection product. The extended
cover is there to provide a lump sum payment
of up to six times the monthly amount of cover

www.simplybizgroup.co.uk
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to your client should their child suffer from
one of the listed illnesses or undergo one of
the listed operations, or medical procedures.
The max payment is £25,000 and is limited
to one payment per child per policy.
What’s more, your client doesn’t need to
be unable to work to claim this benefit on their
Income Protection policy and if your client
has Critical Illness cover with us their children
will be covered under both the IP and the CI
policy, meaning your client can claim on both
policies.

That’s not all… we’ve extended
our income protection cover to
also include...
NHS sick pay guarantees
Now include Dentists as well as Doctors
and Surgeons whose sick pay arrangements
match the NHS sick pay arrangements, regardless of being employed by the NHS.
Rehab support services
These valuable services are now available
during the waiting period, helping clients realise the true value of their income protection
policy, with support such as physiotherapy,
psychological support, and return to work
services. The payments may be limited to a
maximum of 3 times their monthly amount
of cover.
Extended maximum cover
Now at £250,000 pa for level cover and £175k
for inflation linked cover; opening up more
opportunities for your higher earners.
Reviewed the way self-employed receive
their income
A simplified process for self-employed clients;
we now only look at last 12 month’s income
to assess their claim.
Don’t forget our income protection also includes: LV= Doctor Services, Fracture Cover,
Death Benefit, Unemployment Payment Holiday, and LV= Member Benefits.
Due to the challenges and uncertainties
we face today, having an income
protection policy that pays can help your
clients to be better prepared if they were
to lose an income. To find out more about
LV= Income Protection, contact your
usual LV= Account Manager or call
0800 032 4219.
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As an industry, we’ve recognised over the years that
people’s lives change and that this has implications for
the protection they need. As a result, you’ll hear lots of
providers telling you they have ‘flexible’ policies.

B
KATYA MACLEAN
Proposition Director
Guardian

ut in my opinion it’s not just
about flexibility; we need to
go right back to the drawing
board and address the way
policies are built.
In many cases, they’re just
not designed to suit customers’ changing
lifestyles.
Looking at critical illness in particular,
here are just a few examples.
Let’s take accelerated critical illness
cover. We know a joint life accelerated
critical illness policy is designed to pay off
a single mortgage. But how many people are
actually in the same house, with the same
mortgage, or even with the same partner,
when they get to the point of making a
claim?
The way this product is built means
that when one of the ‘joint lives’ falls critically ill and receives a payout, they’re left
uninsured. That’s a frightening prospect

when now is the time they probably need
life cover the most! And as it’s a joint life
policy, both are now left without cover. We
believe there’s got to be a better way.
And that’s why we don’t offer accelerated critical illness cover. We don’t want
our customers being left vulnerable once
they’ve made a claim. With Guardian, you
can still quote and apply for life and critical
illness cover together, but we create two
policies and we apply a multi-product discount. So, the customer has two separate
policies which means they still have life
cover in place if they ever make a critical
illness claim. And if you apply for a dual
life policy, we create four separate policies
which means four potential payouts.
A ‘dual’ life policy?
That brings me on to my second example – joint life first death policies. When a
couple take out a critical illness policy together, they quite rightly expect that they’re
both covered if they get critically ill. What
they don’t expect is that if one of them gets
ill the other is left completely uninsured.
What’s more, they’re older now, and their
health might not be so good, so getting the
protection they need is likely to be far more
expensive. If they can even get it at all.
At Guardian, we believe joint life first
event isn’t in customers’ best interests. It
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can. And for as many conditions as possible, we’ll take the word of a UK Consultant
rather than asking for detailed medical
evidence.
Why is it still the norm to only offer
product improvements to new customers? We’ve all been there – seen a better
deal with our electricity or mobile phone
provider than we’re getting as a loyal customer. This has become the norm with
protection insurance too. Providers are
constantly improving their critical illness
definitions to give wider coverage, but it’s
usually only available to customers taking
out a new policy.
As a customer, you don’t expect to buy a
critical illness policy one day and find it’s
out of date the next because your provider
had improved its cover. This, I believe, is
a fundamental issue in our industry. We
often see stories in the press about claims
declined for a condition that would have
paid out if the customer had bought the
policy more recently.

FUTURE-PROOFED

simply doesn’t give them the protection
they need as their lives change in terms of
their likely health. Instead, we offer dual life
policies. Just like joint life, you can apply
for two people at the same time, but we give
each client their own policy with their own
cover, and we apply a multi-life discount.
This means in the event of a claim, unlike
a joint policy, the cover remains in place for
the other partner. Which is exactly what
customers would expect.
My next example is the definition
wording used in critical illness polices
across the industry. We’ve focused a lot
over the years on creating simplified products – only covering the three most claimedfor conditions for example. Yes, that does
make it easier for customers to understand.
But it leaves you, the adviser, at risk if they
get critically ill with, say, the fourth most
claimed-for condition. How would you feel
having that conversation?
My challenge would be that we stop
thinking about simplifying the products
and look at the wording we use in our terms
and conditions. We need to make it clear
what customers are buying. So, when they
come to make a claim, they don’t need to
worry that they won’t ‘meet the definition’. And we, as providers, won’t need to
disappoint them because they’ve not had a

We believe we’ve
made a huge step
forward, and we
really hope that
this will create
positive change in
the industry and
encourage other
providers to push
even further.
‘serious enough’ heart attack for example.
We’ve been quite bold with our definitions wording. But I’m not suggesting we
couldn’t do more. We believe we’ve made
a huge step forward, and we really hope
that this will create positive change in the
industry and encourage other providers to
push even further. We’ve made the wording
in our terms and conditions as simple as we

Applying improvements to existing
customers’ policies should be standard
practice. We’ve made this commitment to
all our customers which means a Guardian
policy will be future-proofed. In most cases
we’ll apply improvements for free. Sometimes we may make a change that we can’t
automatically upgrade, and if this happens
we’ll offer it to existing customers at the
same price our new customers get it for.

Finally...
Critical illness policies have made huge
strides forward recently. We just hope the
changes we’ve introduced will encourage
the industry to follow suit and build, not
just more flexibility, but products that are
truly designed to cater for the many ways
customers’ lives change over the years.
Discover more about our proposition at
guardian1821.co.uk/advisers

MultiProtect

Protection
for the unexpected
Winter walks and fun in the snow can be lots of fun for everyone. However with ice
and snow comes the risk of falls and accidents that can knock you off course.
Protect your clients’ crucial Christmas cashflow with MultiProtect from MetLife.

MetLife MultiProtect
Broken bones, UK hospital stays, accidents, accidental death, funeral cover
Give your clients the confidence to live the life they love with MetLife MultiProtect, a non-underwritten individual
protection product that offers:
l
l
l
l
l

Cover from just £8 per month
No health questions
Claims for multiple injuries – it won’t change the cost of cover (neither will getting older!)
Accidental death and funeral cover, to provide peace of mind if the worst happens
Now with free and unlimited access to our Wellbeing support centre 24/7, 365 days a year

Tel: 0800 917 0100

metlife.co.uk/multiprotect

Exclusions apply. Please see policy Terms and Conditions for full details.
Products and services are offered by MetLife Europe d.a.c. which is an affiliate of MetLife, Inc. and operates under the “MetLife” brand.
MetLife Europe d.a.c. is a private company limited by shares and is registered in Ireland under company number 415123. Registered office at 20 on Hatch,
Lower Hatch Street, Dublin 2, Ireland. UK branch office at One Canada Square, Canary Wharf, London E14 5AA. Branch registration number: BR008866.
MetLife Europe d.a.c. (trading as MetLife) is authorised by the Central Bank of Ireland and subject to limited regulation by the Financial Conduct
Authority and Prudential Regulation Authority. Details about the extent of our regulation by the Financial Conduct Authority and Prudential Regulation
Authority are available from us on request. www.metlife.co.uk
IP18 00 101 l 1983.03.SEP18
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Make time for trusts

Putting life insurance in trusts.
Richard Kateley from Legal & General
explains why it’s a good thing.
RICHARD KATELEY

Head of Intermediary Development
Legal & General

Trusts. We’ve all heard of them. But did
you know that you can put a Life Insurance
policy into one? And that if you don’t, you
could be putting your customers at risk by
ignoring them?

JEOPARDISING PAY OUTS
For some this may seem obvious, however, in a recent study by Legal & General(1), 20% of advisers weren’t aware of the
benefits. That means that one in every five
advisers could potentially be jeopardising
pay outs to beneficiaries if there’s no will,
as well as making them face the possible
burden of inheritance tax.
That’s why the benefits of putting life
insurance in trust shouldn’t be ignored,
especially now that they are even easier
to set up.

Why trusts are important
Trusts help to ensure the money from a customer’s life policy goes to the right people.
And because the money paid out from a
life insurance policy will not be part of the
estate, this helps to reduce any potential
Inheritance Tax bill, as well as ensuring
there’s no risk of payments being held up
with probate issues.
But if customers haven’t put their life
policy in trust, the proceeds may not go to
the person they wish as the beneficiary.
Plus, if the policy holder isn’t married and
hasn’t made a will, then their partner may
not be legally entitled to the policy proceeds
at all – which could be a real shock.
Despite the importance of writing life
insurance policies into trust, fewer than
45% of advisers always discussed the benefits with their customers, with 18% stating
that it’s not something that they prioritise
talking about.

When Legal & General asked advisers why
they weren’t talking to their customers
about trusts, 27% claimed that the policy
application process took too long, and that
they simply ‘run out of time’ to discuss
writing the policy into a trust.
Yet a similar number of advisers believe
that over 90% of their customers should
have their policies written into trust.

Now easier than you think
Filling in forms, getting signatures – that’s
a thing of the past. Trusts have now been
digitised, and it’s revolutionising the way
advisers are setting them up.
Recently, Legal & General launched its
new online trusts, making the whole process quicker and easier, not just for you but
for your customers too.
Now your customer’s trust can be completed through the well-established Online
Protection Connect (OLPC) system as part
of the application. And there’s no need for
any signatures, removing any delays in the
process of completing the trust.
You’ll also find that a lot of the information you had to previously input has now
pre-populated, leaving only a few extra
details needed to complete the process.
Simple.
Legal & General believes this new service will remove the complexity in creating
a trust, making it much easier, saving time,
paper work and chase up calls. Ultimately, it
gives more time back for you to talk to more
customers about the benefits of protection.
Now that’s a win, win for everyone.
For more information, visit:
www.legalandgeneral.com/adviser/
protection/
For Intermediaries only. This article should not
be relied upon by private consumers or any other
persons.
Note: 1. Legal & General conducted research with analysts
Censuswide. The data draws on a survey of 100 financial
advisers/brokers who sell life insurance and 1,006 consumers
with life insurance. Research was carried out between 17th – 23rd
November 2017.

P R OT E C T I O N

HANDLED WITH

CARE
OUR CARE SUPPORT SERVICES CAN HELP
CHANGE THE WAY YOU TALK TO CLIENTS
ABOUT PROTECTION
Help your clients see the immediate benefits
of protection with Scottish Widows Care.
• Effective from day one on all protection policies.
• Offers practical advice, emotional support,
second medical opinions and more.
• Available to clients and their immediate family
at any time – even without making a claim.
• Can be used for pre-existing medical conditions.
Find out more at
scottishwidowsprotect.co.uk/care

This information is for UK Financial Adviser use only and should not be distributed to or relied upon by any other person.
Scottish Widows Limited. Registered in England and Wales No. 3196171. Registered office in the United Kingdom at 25 Gresham Street, London EC2V 7HN.
Authorised by the Prudential Regulation Authority and regulated by the Financial Conduct Authority and the Prudential Regulation Authority.
Financial Services Register number 181655. 27777 (SP) 09/18
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How marriage
affects your
estate
Whether your clients are just married, planning their weddings
now, or have been married for several years, one of the last things
they may think about is wills at such an exciting time.
CHLOE FAULKNER

Marketing & Recruitment Administrator
APS Legal & Associates

But, how important is a will when we change
our marital status and do you really need to
review this at this point?
When your clients marry, and if they have
previously made a will, it is then revoked (that
is, automatically cancelled), unless provision
is made in the will contemplating the marriage. Although the law of intestacy states
that their spouse will inherit a certain amount
of assets, if your clients have children their
estate may not necessarily be divided the way
in which they intended. A will can therefore
ensure your estate goes to beneficiaries of
their choice.
There are many other threats to your
client’s estate that can be mitigated by a
professionally drafted will, ensuring that
assets do not fall into the wrong hands and
at the same time protecting assets for their
spouse and dependants as well as ensuring
inheritance at the appropriate time.

SPECIAL CONSIDERATION
Special consideration should also go into
providing for minor children (under 18 years
of age). Guardians should be appointed,
otherwise the children will become wards of
the court of social services which will decide
who is going look after them. This area can

become quite complex, especially if you don’t
have the specialist knowledge – for example,
looking at who holds parental responsibility
and whether certain agreements also need
to be drawn up if needed.

With DIY will packs now
available, where does the
professional fit in?
Having a professionally written will in place
means that your clients can appoint executors, trustees and guardians for children
allowing them to state what they would like
to happen to their estate after passing away
and it also means they can discuss their main
concerns with an expert in the field.
59% of UK adults have not yet written
a will(1) perhaps because they believe that
they don’t have enough to give away or they
just put it to the back of their minds as it
isn’t a subject that they want to think about.
This suggests that there is a need for more
professional will writers in the UK who can
offer a simple and flexible structure for their
clients. With £5.5 trillion due to pass between
generations in the next 30 years(2), maybe
now is the time to introduce a new business
proposition?

So why choose APS?
APS Legal & Associates is one of the most
widely recognised and trusted brands in the
will writing and estate planning profession.
We have the backing of The SimplyBiz Group
and also adhere to the Institute of Professional Willwriters Trading Standards Approved
Code of Practice which ensures all our clients
receive a professional service. Our support
and training to Associates is unequalled in
the market and this is shown by us being the
largest company in the industry with circa
540 associates to date.
For more information on how you can
offer this service directly to your clients,
but without the burden of extensive
administration please contact us on
01909 531 519 or via email at
enquiries@aps-legal.co.uk.
Sources: 1. Unbiased.co.uk research, 2016
2. Centre for Economics and Business Research (CEBR) for
Kings Court Trust, 2017

EVENTS

www.simplybizgroup.co.uk
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TACKLING THE KEY ISSUES IN THE FINANCIAL SERVICES SECTOR
MI Live brings you all the latest news and views from across the mortgage and
insurance industry, broadcast straight to your laptop, phone or any other device,
wherever you are!

MI Live launched this year as an addition
to the popular Advice Show and has now
become a dedicated programme in its own
right. The latest programme aired this
month, attracting record live watches with
many more now watching on demand.

GI and Beyond

Protection – a new world order?

Martin Reynolds was joined by James
Watson, Sales Director at Paymentshield,
to discuss all things GI.

If you’ve yet to tune in, here’s what you
missed this time around – all of which you
can now watch via www.mi-live.co.uk.

In this session we asked – What are
providers doing to help advisers tackle the
protection gap head-on by making advice
in this area easier to deliver to clients? Is
there room to support advisers with the
practicalities of the advice process – for
example, with the underwriting process,
and using emerging tech to improve
efficiencies? Find out what they had to say
by watching this session.

In this session, we talked to two protection
providers looking to turn the market on its
head. Guardian has arrived on the scene
heralded as a force of ‘positive disruption’
for a ‘broken’ market, and Vitality is known
to take a new perspective on traditional
products. Watch again as we put your
questions to Vitality and Guardian and
find out what they have planned for their
protection revolution.

Mortgage Market Outlook
SimplyBiz Mortgages CEO and AMI Chair,
Martin Reynolds was joined by Charles
Morley, Director of Mortgage Distribution,
Metro Bank, to discuss the current
mortgage market and to share their unique
insights.

Legislation, Legislation,
Legislation – BTL and More
Bob Young, CEO of Fleet Mortgages, and
Louisa Sedgwick, Director of Sales at Vida
Homeloans, joined Martin Reynolds to look
at the legislation shaping the mortgage
market.

Protection 101

Session featured Scott Cadger, Head of Claims
& Underwriting Strategy, Scottish Widows,
L&G – Craig Morrison, Head of Strategic
Accounts and Tony Bainbridge, Head of
Protection Solutions, Royal London.

Session featured Katya Maclean, Proposition
Director, Guardian and Janine Byrne, National
Account Manager Vitality.
Watch on demand at www.MI-live.co.uk
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Get ready for even more
learning and development
opportunities in 2019...
2018 was a fantastic year for our events, with more events being attended by
more advisers that ever before to hear from industry experts, our team and
each other on everything to do with mortgages, protection and GI.
2019 will bring you more of the same, plus even more events
offering more opportunities to learn, develop and gain valuable
CPD hours.
To whet your appetite, an overview of the calendar for each of our
various events follows. Full details of each round of events will be
sent out nearer the time, so keep an eye on your email and post for
details and don’t forget, details of all events from The SimplyBiz
Group can be found on your Member and Client websites.

‘BEST OF THE BEST’
MORTGAGE MASTERCLASSES
These highly anticipated events take place in January/February.
Our ‘Best of the Best’ mortgage masterclasses feature some of the
most renowned and respected names in the world of mortgages.
Designed to deliver exclusive insight and respected thoughtleadership, these sessions are certainly not to be missed.

MORTGAGE MEETINGS
With the addition of another full round this year to meet your
requirements 2019 will see three full rounds taking place across
the UK at 13 locations.
Book your place for focussed sessions taking place in:
1 MARCH/APRIL
1 JUNE/JULY
1 NOVEMBER/DECEMBER
Our Mortgage Meetings are always a favourite with our Members,
offering something for everyone taking into account all the current
hot topics. Attendees will experience fast-paced presentations
with exceptional and relevant content and a few surprise special
guests. All presenters and guests share one common goal, in that
they are committed to helping and supporting you in growing and
further developing your business.
Our Mortgage Showcase events grow each
time they are staged, and to be honest we
are now starting to creak at the seams of
the current locations.
Held across the UK in the South, Midlands
and the North these events will be taking
place during the following months:
1 NORTH LONDON – FEBRUARY
1 MIDLANDS – JUNE
1 NORTH – DECEMBER

www.simplybizgroup.co.uk
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PROTECTION ROADSHOWS

MORTGAGE ‘BATTLE’ EVENTS

2019 sees this round taking place in April/May and as attendance
has grown year on year we have taken both this and the fact that
with the dawn of IDD this year, we expect these events to be even
busier.

Following off the back of the first run of what turned out to be
highly successful, fun and informative events this year, the plans
are to repeat these in autumn 2019 around September/October.
Details of the locations and contenders will follow closer to the
time.

It’s often said that protection is the cornerstone of any robust
financial plan, and our Protection Events ensure that you have
access to the leading lenders in this market, are first to hear about
new and evolving products and can gather information on what
may be the most suitable range of cover for your clients.

PROTECTION MASTERCLASSES
Details of this focussed range of events are yet to be released but
these are expected to take place in July.

Mortgage Showcase follows a tried and tested format, giving
you the opportunity to speak with a marketplace of lenders and
providers plus other supporting services. There is also a highly
insightful seminar programme to ensure you get the inside track
on what’s happening in and across the sector, the key topics,
opportunities and tips and hints regarding how you and your
clients can get the most form your conversations.
Plus, there will be a couple of panel debates that will allow you to
hear from key industry personal on a variety of matters, thereby
arming yourself with useful information keeping your knowledge
one step ahead of the competition.

AND, INTRODUCING OUR BRAND NEW EVENTS
SIMPLYBIZ MORTGAGES ROADSHOWS
BELFAST & SCOTLAND – AUGUST
SIMPLYBIZ MORTGAGES EXPOS
GLASGOW & BELFAST – OCTOBER
Watch your inbox for more information coming next year.
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Is your website...

GDPR compliant?
FCA compliant?
Google optimised?
And does it allow today’s digitally astute consumer to
interact and even transact? If you can’t answer yes
to all of these, then don’t worry, our latest
SimplySites offering can!

Only a few short years ago, having a website
meant having a web page, or a few pages,
that allowed a ‘would be’ client to check out
your credibility and credentials.
Fast forward to today – with the developments we have seen in technology and
the emergence of social media, a simple
‘brochureware’ site is simply not enough.
Websites today need to…
1 offer consumers the ability to access a
wealth of information and to interact
and even transact via the site
1 meet the standards of the latest
platforms, search engines and mobile
devices
1 adhere to the ever changing
regulatory demands, which don’t just
mean those within the immediate
industry, but those that govern
websites, data and more
1 and, of course, they need to look
modern and fresh.

www.simplybizgroup.co.uk

To have a site that does all of this can be
rather costly, not only to create and launch,
but to maintain – then there’s the time to
ensure it evolves to continually meet all of
these requirements!

Introducing NextGen
SimplySites 2.0
NextGen SimplySites from The SimplyBiz
Group, has been designed for advisers with
today’s consumer in mind. Built on the latest technology, it adheres to all the latest
website requirements – from a regulatory,
security and optimisation perspective
and integrates seamlessly with a number
of interactive and transactional modules.

47

1 Pre-written and pre-checked
content
1 Tools and calculators
1 Innovative digital tools

And what’s more, we have a
dedicated mortgage version now
available!
We will build your new website for FREE
and now offer two packages (£20pcm and
£35pcm plus VAT) to suit your budget!

What do you get with NextGen?
1 A new web solution built on new
technology
1 Your own website designed around
your business

NextGen offers you the
chance to seamlessly
integrate a number
of market leading
tools, each designed to
make your site more
engaging, with some
even offering clients
the chance to transact
through your site and
remunerate you in
the process!

1 Fresh designs to choose from

Digital tools

Interested?

NextGen offers you the chance to seamlessly integrate a number of market leading
tools, each designed to make your site more
engaging, with some even offering clients
the chance to transact through your site
and remunerate you in the process!
All digital tools are available via both
packages and in many instances, do not
incur any additional licence costs, for example:

If you are interested in making the move
to NextGen SimplySites, you can find out
more about the new solution, look at example sites, check out the new packages
available and register your interest via
www.nextgensites.co.uk.
If you are an existing SimplySites user,
we can move you over to the new platform
in a matter of hours. If you have never had a
site with us, we just need a little information
from you before we commence build.

1 Mortgage Brain best buy table and
mortgage search plug in*
1 The Source quote and buy facility
1 Whole of market quote and buy life
assurance tool
1 Octopus energy quote and switch
facility
1 Mortgage repayment calculator

If you have any further queries, please
email simplysites@simplybiz.co.uk
* The best buy table and mortgage search plug-in are only
available to Mortgage Brain subscribers. On top of your normal
subscription, you will be charged £15pcm for these plug-ins by
Mortgage Brain.

48

MI Magazine • November • 2018

The new home for
compliance
This brand new, online solution will allow
you to access all you need in one central
hub, providing improved efficiency to
meet the increasingly heavy regulatory
burden found in today’s market.
Keep an eye on your email and
the website for more details.

THE QUICKEST AND EASIEST GI SYSTEM ON THE MARKET
•

Defaqto 5 Star-Rated Home &
Landlord cover

•

Best GI Provider award winner

•

A panel of the UK’s leading
insurers

•

The quickest and easiest GI
system on the market

•

Price Beater and free Defaqto
Compare tool

www.uinsure.co.uk | 0344 844 3844 | enquiries@uinsure.co.uk
Uinsure half page ad - June 2018 - Landscape.indd 1

12/06/2018 11:21:44
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Keeping in regular contact with your
clients and helping them to remain
abreast of financial issues and news,
without overwhelming them with
information, can prove to be a
profitable exercise for your firm
as well as helping you meet
FCA requirement. It can,
however, can be a balancing act.
You may well be pleased to hear that luckily
we have solutions immediately available at
hand to assist you in getting that balance
just right.
We offer various compliance approved
client communications, available in both
print and electronic formats, including:
1 Monthly Economic Review
Providing a brief overview of the current
economic climate including global
stock market updates, world events
with consequences in the UK financial
markets as well as overviews of major
resources such as oil and gold.
1 Property Market Review and
Residential Property Market Review
Offering a comprehensive picture
of both the housing and commercial
property markets in the UK along with
current inflation figures.

1 Quarterly client newsletters
Available in three versions including:
1 Home Finance – mortgage and
insurance content
1 Money – general financial services
articles
1 Wealth – content focussed on
investments and pensions
1 Topic guides
A series of guides available various
subjects including mortgages, home
insurance and protection all of which
can be branded with your company
details and contact information. These
are a great addition to any office and can
provide excellent information for your
clients to take away with them.
1 Christmas and Greetings cards
A wide choice of designs that can be
personalised with your own message,
contact details and company logo.

For further information, visit the Simply Marketing website at
www.simplymarketingsolutions.co.uk for a full list of cost efficient marketing items,
services and packages available.

SPECIALIST LENDING SOLUTIONS

SPECIALIST LENDING SOLUTIONS

The specialist lender you can bank on
The specialist lender you can bank on

Here at Precise Mortgages we’re proud to help customers with complex lending needs as
wellHere
as those
who have been underserved by high street lenders. Whether they’re recently
at Precise Mortgages we’re proud to help customers with complex lending needs as
self-employed,
a landlord
withunderserved
a large portfolio
havelenders.
a less than
perfect
credit
profile
well as those who
have been
by highor
street
Whether
they’re
recently
weself-employed,
have a broad range
of specialist
lending
solutions.
a landlord
with a large
portfolio
or have a less than perfect credit profile
we have a broad range of specialist lending solutions.

Buy to Let Mortgages

Buy to Let Mortgages

Limited Companies

Residential Mortgages

Residential Mortgages

Self-employed with one year’s accounts

Limited Companies

Self-employed
with one year’s accounts
accepted
accepted

separate ASTs accepted

Interest
onlyoptions
and part and part
repayment
repayment options

every step of the way

Help to Buy and Right to Buy products

Licensed and unlicensed HMOs with
Licensed
andaccepted
unlicensed HMOs with
separate
ASTs
Dedicated portfolio team on hand
Dedicated
every
step ofportfolio
the way team on hand

Interest only and part and part

Help to Buy and Right to Buy products

Contact
your
local
BDM
Contact
your
local
BDM

Get in touch

0800
4385
0800
116116
4385

Precise Mortgages is a trading name of Charter Court Financial Services Limited which is authorised by the Prudential Regulation Authority and
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Mortgages is a trading name of Charter Court Financial Services Limited which is authorised by the Prudential Regulation Authority and
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01966 (2)

Get in touch
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SimplyRefer: Helping you meet
all your clients’ needs

For those of you not familiar with our new tailor-made referral panel,
SimplyRefer was created earlier this year to help you with those cases
you either can’t (or don’t want to) deal with. You may not hold the
relevant permission or qualifications in a certain area to offer the
service your clients need, or you may just not have enough time or
resources to devote to a particular case.
With more and more advisers now choosing to provide a fully
holistic service, we know it can be difficult when you cannot provide
a specific service that you believe would be the best course of action
for your client.
This is where the SimplyRefer panel can help.
Our referral panel can help you to provide a full and complete
service to your clients by taking on the cases that you can’t, by offering
you access to a wide range of additional services and partners who
specialise in various business areas including:
1 Later life lending
1 Care funding advice
1 Pension transfers
1 GI and commercial insurance
1 Retirement income planning
1 Protection and private medical insurance
1 Secured loans
1 Estate planning, will writing and probate
1 Junior ISAs
1 Lending solutions including conveyancing services, large
mortgage loans and debt management
1 A complete service for lower-value clients – NEW SERVICE

Not only can our chosen referral partners offer your clients their
specialised advice and services, but in most instances you will still
earn a fee for the case. What could be easier? Your client receives the
service they need and you are free to focus your time and attention
on other areas.

Continued growth
We’re continuing to expand our panel and, since launching earlier this
year, we have introduced three new pension transfer partners to this
highly specialised area; Tuto, Broadgate and, most recently, Pension
Income Planning Ltd. Each of our pension transfer partners bring
with them a wealth of experience and expertise and can help you to
deal with the high demand that is currently being seen in this area.
We have also added a brand new business area to the panel for
those advisers who may need some assistance with the ongoing
servicing requirements of lower-value clients. Having spoken with
many of our Members, it has become evident that there are a number
of clients that advisers have on record who are simply no longer
viable to service. Our newest partner, Onvestor, allows you to pass
on these clients, safe in the knowledge that they will receive a reliable
service from a trusted firm, whilst providing you with an ongoing
revenue stream.
For full details of the services and partners available via
SimplyRefer, visit the Propositions area of the SimplyBiz Member
or Compliance First Client website.
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As Chief Executive of both the Association of Mortgage
Intermediaries and Association of Finance Brokers, Robert
Sinclair is at the very heart of the broker community. In an
exclusive interview, MI caught up with Robert to get his
views on issues currently facing the mortgage sector, and
the opportunities which lay in front of us.

Robert helped establish the Association
of Mortgage Intermediaries (AMI) as an
independent entity on 1 February 2012.
Robert joined the former parent trade body,
AIFA, in October 2006, initially looking
after the Association of Finance Brokers
and since 2008, AMI. He looks after the
day-to-day running of AMI and AFB by
delivering member information and services, lobbying regulators and policy-makers
and developing press relations. Robert is
a regular speaker at industry conferences
and contributor to the trade press.
He brings a wealth of industry experience to the trade body having held a number
of front line sales roles in personal, private
and corporate banking combined with experience in marketing, training and internal audit with both HSBC and Santander.
Robert is also a non-executive director
of the Buckinghamshire Building Society.
MI: You’ve previously described AMI as
the sole voice for advisers, against the
politicians and regulators ‘…who try to
make your life more difficult’. Of which
battle that you’ve fought for brokers are
you the most proud?

I think the recently announced changes
to the Financial Services Compensation

...we need human
interaction to ensure
that the customer
knows what they
need, not just get
delivered what they
think they want!

www.simplybizgroup.co.uk

Scheme (FSCS) was significant. In initial
consultations it was not going our way,
meaning we had to talk to the highest levels
in the FCA to get them to ask their policy
teams to look at it differently; this happened,
but with significant changes consulted upon
which were strongly opposed by other trade
bodies. By keeping our arguments simple
and robust, we have managed to move pure
protection out of the life and pensions class,
and achieved 25% provider contributions to
intermediary related costs. These changes
could save mortgage broker firms as much
as £30m each year from April 2019. This
is the biggest tangible result in my career.
MI: Over the past ten years, do you
think the life of a mortgage broker has
improved, and in which ways?

In many ways, yes. Brokers are better paid
for the work they do for lenders, they are
more professional and able to justify charging fees, and are now the route to market of
choice for many lenders who have no direct
sales capacity.
We have also seen more lenders, more
products and better technology make
applications easier. I also think that more
consumers now value what an open market
choice delivers for them. We also have well
developed compliance and support teams
in firms, who ensure we are giving great
advice and solutions.
MI: What are the biggest challenges
facing brokers today?

Staying close to the consumer. Making sure
that they are the first person the consumer
calls when they have a financial question.
Keeping those existing relationships with
clients and not letting others steal ‘your’
lunch is essential. Servicing people who
have already trusted you must make more
sense than continually chasing new leads.
MI: And the biggest opportunities?

The £210bn a year product transfer market.
Added to the £260bn purchase and remortgage market, this means that there is a huge
market to go at. Bigger than 2007, with half
the number of brokers. The other big opportunity is the later life lending market.
Firms need to start thinking about how they
will deal with the changing demographic
of an ageing population, and ensure they
are working in partnership with consumers to deal with the challenge of funding a
long retirement through pensions, savings,
investments or the value locked up in their
property.
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...there will be work done to make it easier for
consumers to find an adviser who is able to
help them and meets their needs.
MI: What do you think we will see come
out of the consultation on the Mortgage
Market Study Interim Report?

There is a clear determination to make it
easier to know at an early stage the best
mortgage available to any applicant. This
is effectively a more robust AIP/DIP which
stops short of an offer but, if all the facts
align, then it will be available. Also, there
will be work done to make it easier for consumers to find an adviser who is able to help
them and meets their needs. These changes
should be delivered in 2019.
MI: How is technological advancement
helping the mortgage industry?

The introduction of new systems which
make it easier to apply for a mortgage, upload information required by lenders and
track the progress of the loan, valuation
and conveyancing. Holistic oversight of the
process is the future. However, we need to
stop short of automating the advice process
as it remains complex, and we need human
interaction to ensure that the customer
knows what they need, not just get delivered
what they think they want! We also need to
keep an adviser in the chain to ensure that
the need for protection and all the options
are properly explained.
MI: Do you think there are further FSCS
issues on the horizon?

We hope not. We are in regular contact
with the FOS and FSCS teams to be aware
of issues. Hopefully the large issues with
Fuel Investments liabilities are nearing a
conclusion. The move away from the pensions and investment mis-selling liability
will make a huge difference, and hopefully
reduce the annual bill facing mortgage
brokers substantially.
MI: What are AMI’s priorities over the
next twelve months?

We need to ensure that the Market Study
delivers proportionate changes to the market in order to achieve its aims. It’s also

important to ensure that all firms fully
understand how to comply with the new
Senior Managers and Certification regime
in good time for implementation in December 2019, and work hard to deliver a better
way of dealing with advice for our ageing
population.
MI: Why would you encourage all
mortgage intermediaries to become part
of AMI?

We are the only voice of the broker. The
more funds we have, the more we can do
to campaign on the issues that matter. Also,
the more members we have the more politicians and regulators will listen to what
we have to say. We also want all firms to
be members as only in that way can we
ensure we are truly representative of the
whole market.
We do listen to our members views.
Finally, through our communications, we
help firms to understand the impact of
changes the FCA is making and ensure we
continue to raise the professionalism of the
industry.
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The journey to the
future starts with one
small step...
The potential disruption
new technology such
as robo advice and
Artificial Intelligence
(AI) could cause within
the financial services
industry is never far
from the headlines.
And the much-hyped
benefits of blockchain
could revolutionise the
way houses are bought
and sold, theoretically
improving the process
for brokers and the
end consumer.

B

lockchain could be a game
changer for every stage of the
mortgage process resulting in
a paper-free, fully transparent and much more efficient
system. Its distributed ledger
technology (DLT) promises two key improvements to the status quo: it enables the
decentralised storage of information; and
makes all transactions completely open to
the public. One of the biggest benefits could
be the reduction in time needed to process
a house sale to a matter of just a few days
rather than a few weeks or months.
However, this feels a lot more distant
than the current hot topics of digital mortgage advice and lender integration... but
we’ll come to that shortly. Before that, what
about the impact of AI? It seems with every
passing week there is another estimate of
how the global jobs market could be displaced because of automation. The World
Economic Forum has estimated that by
2022 across the globe 75 million jobs could
be lost but a further 122 million new ones
could be created as robots and algorithms
vastly improve productivity and efficiency.

FEAR

JEREMY DUNCOMBE

Director of Intermediary Distribution
Accord Mortgages

So how does all this theory apply to
brokers? There is plenty of evidence to
suggest they fear the developments in AI.
And that’s understandable when you see
claims about the world’s first ever artificial intelligence-powered mortgage broker
being developed, something that can find
the most affordable mortgage within 15
minutes by tapping into both internal and
external APIs through open banking.
But contrast this with research carried
out by Accenture for the CML which found
that two-thirds of customers would prefer to speak to an adviser about complex
products. Our industry is all about trust

and relationships. I’m sure most of us are
happy to ask Alexa for the latest weather
report, but it would be a big leap to rely
on it when it comes to making such a big
financial decision. For now at least it’s
hard to imagine getting full, end to end,
mortgage advice from anyone other
than an experienced, professional
adviser. However, we cannot be
complacent. Technology will
continue to improve quickly,
and the amount of ‘heavy lifting’
that technology can help a broker with needs to be embraced to
deliver the most important thing
– the simple journey that the customer wants.

www.simplybizgroup.co.uk

Full robo advice is not currently a reality
but, when it is, brokers need to be able to
differentiate their offering with service,
relationship, soft facts and value for money.
And that means embracing what’s available
to help today. Several sourcing systems,
customer relationship management (CRM)
systems, technology companies, and tech
firms are working with lenders and brokers
to streamline the broker (and therefore
customer) journey. This involves removing
double keying, applying directly to lender
systems, checking eligibility, checking ID,
proving income, and allowing customers to
input their data and upload documentation.
All of this ‘heavy lifting’ will speed up the
process using API integration and open
banking. This is the present day reality,
and it’s time to embrace what this can do
for your business.
Before brokers start to panic about
their jobs being overtaken by robots,
we need to remember we’re only at the
beginning of this exciting revolution,

but in the meantime there are other ways
to harness the latest technology advances
available to us now to improve the quality
of service brokers can offer their clients.
For intermediary lenders such as Accord,
our job is to help brokers build successful
businesses that are ready for the challenges
and opportunities the future presents. How
do we help them filter the latest trends and
fads to find what will really work for them
and their business model? That’s one of
the reasons why we launched our online
Growth Series – to provide brokers with a
selection of bite-size guides, tips and videos,
as well as interactive webinars, which focus
on adding value to their business.
Using social media might seem a bit ‘old
hat’ now but it is a very quick and simple
way of promoting your business that you
might have dismissed. It’s easy to set up
accounts across different social media
channels but always be careful that your
content is tailored for that audience. For
example, a long post written for LinkedIn
won’t work on Instagram and vice-versa.
For any brokers out there who aren’t
using social media I’d urge them to
look at the benefits it can bring for
a very low return on investment.
When people go to a new restaurant or look into buying a new car,
the first thing they usually do is read
the reviews. And why should that
be any different when you’re
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Change of one sort or
another has always existed
in our industry – whether
it is regulatory, or
consumer needs – and
successful brokers have
adapted and thrived.
securing a great mortgage deal? If you’re
not asking your clients for a review you’re
missing an important trick. Potential clients are more likely to choose a broker with
a good online rating. Google also looks at a
site’s reviews when deciding how to rank
sites in their search engine. So get an email
template ready and ask your clients for reviews as part of your day-to-day activities.
I think we’d all agree we’re more likely to
go with a business that gets good, honest
reviews than one with none.
Once you’ve secured a great deal for your
client, are you keeping in touch with them?
If you don’t do so already, think about putting together an e-newsletter. This is your
opportunity to position yourself as someone
in the know, share any mortgage deals that
may be of interest to them, include any top
tips, industry news or happenings within
your business. But remember to keep the
content friendly, engaging and topical,
rather than coming across as a hard sell.

CHANGE
It can be intimidating when you first look
into ways the latest technology trends can
enhance your business and tricky to know
what the best route is. Change of one sort or
another has always existed in our industry –
whether it is regulatory, or consumer needs
– and successful brokers have adapted and
thrived. The old school lesson here is that
those who evolve their business model in a
smart, customer-centric way are the ones
who will reap the benefits.
The Accord Growth Series cover hints and
tips on all the ideas above, and is free to
download at www.accordmortgages.com.
Accord Mortgages Limited is the intermediary lending subsidiary
of Yorkshire Building Society.
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With clients having increasingly diverse
requirements and expectations, a one-size-fits-all
approach may no longer be appropriate if you want to
secure a suitable mortgage for their circumstances.

CLARE JARVIS

Head of National Accounts and
Acting Sales Director
Pepper Money

Changing employment patterns and demographics are driving this demand and
lenders are responding with increasingly
competitive and accessible specialist mortgage products.
Is the specialist market becoming the
new mainstream? What are the changes
that are driving the growth in clients with
more specialist circumstances and how
could this impact your business?
It’s time to rethink specialist lending.

Growing population, increasing
diversity
In 2016, the UK population was at its highest ever at 65.6 million and is expected to
reach 74 million by 2039. With this growing
population comes increasing diversity in
the credit and income profile of mortgage
applicants and the FCA has stated that
one of its aims is to stimulate a culture of
financial inclusion in financial services,
which means catering for these diverse
circumstances.

The rise of self-employment and
contractors
The rapid growth of self-employment
has been a pronounced feature of the UK
labour market in recent years, growing by
1.5 million between 2001 and 2017. Self-employment now accounts for more than 15%
of the workforce.
According to the Office of National
Statistics, much of this growth has been
driven by those who have a degree, with the
share of the self-employed with a degree or
equivalent increasing from 19.3% in 2001 to
32.6% in 2016. Highly-qualified individuals
are now more concentrated in the self-employed sector than amongst the employed
workforce.
This trend looks set to continue as a recent report by Deloitte revealed that 43% of
millennials intend to leave their jobs within
two years and amongst those, 62% expect to
take on short-term contracts or freelance
work as a viable alternative to full-time
employment.
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Taking the
approach to
meet the needs
of clients’
requirements
by working
with a broad
range of
lenders is key.
We are all
specialists
now, so
grab the
opportunity.
The prevalence of part-time
workers and multiple income
source
At Pepper Money, we undertook some
analysis of our own residential completions
last year and found that the most common
characteristic shared by our customers was
the requirement to consider additional income as part of their application – 57% of all
residential completions were categorised
as complex income.
A key driver of this is the prevalence of
part-time working. There were 8.5 million
part-time workers in January this year, up
from 7.9 million in 2010 and these workers
will more frequently rely on other sources
of income as part of their mortgage application.

Credit problems
At the end of July, outstanding unsecured
consumer debt stood at £213,470 million –
the highest yet, according to official figures

from the Bank of England. It’s unsurprising
then that, with this quantity of credit, it is
increasingly common for consumers to
experience a blip on their record.
Last year 1.14 million judgements were
registered against consumers in England
and Wales, which equates to 19.49 CCJs
per 1,000 people in 2017 compared to 15.77
CCJs per 1,000 people in 2016. However, the
average value of a consumer CCJ also fell
13% to £1,493, which is the lowest value on
record, suggesting that more judgements
are being handed out to borrowers for
smaller infringements.

Consumer demand fuelling the
specialist market
These factors are just some of the reasons
behind the growth of the specialist mortgage market. A report from The Intermediary Mortgage Lenders Association stated
that specialist mortgage lenders’ gross
lending has grown threefold since 2009,
which is an increase of 19% per year.
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Recent research by Pepper Money found
that the average business split between
mainstream and specialist mortgages in
2017 was 85% to 15%, although some brokers estimated that specialist mortgages
made up anything from 20% to 40% of their
caseload. This year, brokers expect to write
a greater proportion of specialist deals, and
the average split between mainstream and
specialist is expected to be 83% to 17%.
Despite this growth in the market there
remains a common misconception amongst
mortgage brokers that placing specialist
business takes a lot more time than mainstream cases.

Time and money
Pepper Money’s research found that, on
average, brokers spend ten hours and six
minutes working on a mainstream application through to completion compared
to 12 hours and 51 minutes for specialist
cases, which often includes the time spent
unsuccessfully trying to place the case with
a high street lender, rather than additional
time with the specialist lender.
Furthermore, the average fee brokers
charge on a mainstream case is £445,
compared to £748 on specialist cases. The
hourly income on a mainstream case works
out at £44 whilst the hourly income on a
specialist case is £58.
So, while a specialist case might take
longer, it could earn you an extra £14 for
every hour of your time.

Grab the opportunity
Mortgage advice is no longer about choosing to operate in the mainstream market or
specialist sector. So whilst these changes
continue the growth in clients with more
specialist cases, lenders will continue to
respond with accessible specialist mortgage products.
Taking the approach to meet the needs
of clients’ requirements by working with
a broad range of lenders is key. We are all
specialists now, so grab the opportunity.
For more information on Pepper Money,
visit www.pepper.money.

£1,000 cashback

for first time buyers
and home movers.
What a treat!

At Halifax Intermediaries we understand that buying
a home is often expensive, particularly for first time buyers.
That’s why we’re offering £1,000 cashback for first time
buyers and home movers.
Your clients will need to apply for a qualifying mortgage.
Cashback is paid on completion through the conveyancer.
Offer can be withdrawn at any time and exclusions apply.
For more information speak to your Business Development
Manager or visit halifax-intermediaries.co.uk

For the use of mortgage intermediaries
and other professionals only.
If you do not have professional experience, you should not rely on the information contained in this communication. If you are a professional and you reproduce any part of the information contained in this communication, to
be used with or to advise retail clients, you must ensure it conforms to the Financial Conduct Authority’s advising and selling rules. Halifax is a division of Bank of Scotland plc. Registered in Scotland No. SC327000. Registered
Office: The Mound, Edinburgh EH1 1YZ. Bank of Scotland plc is authorised by the Prudential Regulation Authority and regulated by the Financial Conduct Authority and the Prudential Regulation Authority under registration
number 169628. All information correct at April 2018.
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Keeping it simple
at the Ipswich
With lifestyles becoming increasingly complex, mortgages
are not ‘one size fits all’. So when you need a lender who
understands the tricky stuff, and better yet will be able to
help you make the difficult easy, think of the Ipswich.
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1 Expat
For UK nationals living abroad we can
help with residential and BTL deals,
including for self employed applicants.
1 New build
We’ll lend up to 95% LTV on new build
houses across England and Wales,
and on flats up to 75% LTV in Norfolk,
Suffolk, Cambridgeshire, Hertfordshire,
Essex and London plus other areas by
exception. (No geographical restriction
on shared ownership flats.)
1 Shared ownership
We’ll lend £350k up to 95% of the
share, with remortgages and staircasing
welcomed.
1 Later life
We have no maximum age limit on our
deals and offer from 5 to 40-year terms.
We’ll also consider sale of property as a
repayment vehicle.
1 Self employed
We’ll consider less than 12 months
accounts if an established firm (such
as new partners in a solicitors firm), or
from 12 months accounts if applicant is
in the same line of work as carried out
for the previous three years.

ANDREW SADLER

Business Development Manager
Ipswich Building Society

Whilst some lenders take a ‘one size fits all’
approach to mortgage decisions, we don’t.
We believe that intermediaries and their
clients deserve thoughtful service from real
people, and that’s why we make each mortgage decision manually, without the need for
automated tools. Our expert underwriters,
carefully assess your client’s real life situation
and take a realistic look at their finances.
Here’s three things you should know:
1. There’s understanding in our
underwriting; we care more about your
clients than their credit score.
2. Unusual business is simply business as
usual; we welcome the extraordinary
and we’ve got solutions for them all.
3. 58,000 square miles of mortgages;
we go a long way to help throughout
England and Wales.

Thanks to our individual approach we’re
able to take an informed view on all types of
cases, such as:
1 Residential
We have loans up to £500k at 95% LTV,
and £750k at 90%.
1 Self build
Come direct to us for loans up to 80%,
we’ll consider new build projects plus
renovations, conversions and knockdown and rebuilds. Loans are available
on interest only during the build and
with stage payments to suit your client.
1 Buy-to-let
For landlords with up to three properties
we’ll lend up to £500k for 25 years, and
consider non-owner occupiers too. We’ll
apply 125% rental cover on transitional
cases and can top-slice on discount rate
products.

Want another reason to use us? How
about a generous overpayment facility of
50% of the original loan amount, ERC free,
on all deals as standard.
If you’ve got a case needing a decision from
a human, not a robot, speak to us. It’s easy
to submit business to us and all SimplyBiz
Members and Compliance First Clients are
able to access our products. If you haven’t
used us before, head to our website at www.
ipswich-intermediaries.co.uk and join our
panel.
Give us a call on 0330 123 1073 or visit
www.ipswich-intermediaries.co.uk
If our rates don’t make it to the top, three things
are always on the table: an open mind to unusual applications, a willingness to understand
your clients’ circumstances and all throughout
England and Wales.
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The UK mortgage market has evolved substantially
over the 15 years since MCOB. It has become a
highly professional industry with an overwhelming
majority of brokers and lenders demonstrating a
genuine commitment to delivering positive customer
outcomes and providing a level of service and product
quality which is the best I’ve ever seen.

BUSTER TOLFREE

Commercial Director – Mortgages
United Trust Bank

The Second Charge sector took a little
longer to start its own transformation but
when it did, the rate of change was extremely fast. The credit-crunch was undoubtedly
a catalyst and this was followed by the
sweeping changes brought in by the MCD
two and half years ago. Today, some of the
major players in the seconds market are regulated banks. There is robust affordability
testing and very little difference between
the first and second charge sectors as far
as regulation, transparency and quality
are concerned. This is a big step forward
for consumers as the second charge has
become a valuable and versatile tool in the
broker’s kit.
United Trust Bank entered the market
relatively recently, but even in the last
two years there have been great strides
forward in the processes and technology
helping brokers to complete loan applications quickly. Hometrack AVMs, electronic
ID verification and smart technology is
turning what once took days or weeks into
minutes or seconds.
As the seconds sector has improved
it has attracted a type of customer some
brokers may find surprising. The majority of
second charge loans UTB completes do not
have debt consolidation as the primary purpose. More than half fund extensions and
other home improvements whilst others
have been used to invest in new businesses,
to take advantage of share option opportunities, to fund school fees or to provide

a deposit for a buy-to-let or holiday home
purchase.
Most of our customers are couples in
their mid to late forties or older, they generally have children and both partners work.
The average property value on which our
second charges are made is around £400k.
A typical loan size for us is around £45k but
we will lend up to £400k if it fits the criteria.
Are you starting to think that these typical UTB second charge customers sound a
lot like remortgage customers? You’re right.
They’re extremely similar but they’re different in one important aspect, they have
good reasons for not wanting to give up their
existing first charge mortgage. They may
have a great fixed or tracker rate that they
don’t want to lose, they may have an interest
only mortgage they wish to keep on those
terms or they may face an early repayment
charge if they switch to a different lender.
Others may have had a change in their circumstances which makes getting a bigger
first charge mortgage impossible. And let’s
not forget, second charges can be considerably quicker to complete than remortgages,
especially now with the expanded use of
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Automated Valuation Models. We recently
completed a case from the mortgage adviser’s initial advice to drawdown in just eight
days.
There’s been some ill-informed industry chatter recently about the quality of
second charge customers. So, let me take
this opportunity to put to bed some of the
spin perpetuated by a few lenders which
have seen their share of the second charge
market diminish for various reasons. Their
view is that to be a competitively priced
volume second charge lender you have to
take unnecessary risks with your credit
policy; that’s just incorrect. UTB has a
significant share of the UK second charge
market. We’re a volume lender with great
service, competitive pricing and a healthy
appetite for growth, but we don’t throw out
strong credit principles to make room for
more customers. UTB’s arrears are well below the FLA average, reflecting the nature
of our lending. Can you be a competitive,
high volume and responsible second charge
lender? Of course you can.
The future for the sector is exciting.
With regulation putting first and second
charge mortgages on a similar footing, it has
paved the way for lenders, including UTB,
to develop their direct offering, working
with networks and direct advisors more so
now than ever before. Like the first charge
sector, the packaging is done by the lender
and this can provide greater consumer AND
mortgage adviser choice. The adviser can
own the customer advice process and pass
to a lender to package OR pass to a Master
Broker/Distributor/Packager to handle
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Case study: Second charge gets borrowers shaken and stirred
UTB recently completed a £105,000 second charge loan for a married couple who
wished to purchase a cocktail bar and wine business close to where they live in
Central London.
The applicants both had considerable experience of working in the hospitality
industry, which was evident in the comprehensive business plan they provided
with the application. The Credit Intermediary was also able to evidence to us that
the income used to service the loan would continue to be sustainable as the first
applicant, the current sole earner, was remaining in full time employment.
The application was received with the latest payslips for the first borrower together
with the business case. The other requirements, which included the Valuation
Report and Certificate of Identity, were received by UTB within the next few days
and this enabled us to send out the Binding Offer by post to the applicants and
online to the Credit Intermediary.
At UTB offers are accepted by returning the original Mortgage Deed, which the
customers did. Within 72 hours of receipt the funds had been released and the
applicants were able to meet with their solicitor to arrange the purchase of the
cocktail bar and wine business.

Case study: Second charge enables a BTL investment
UTB completed a £250,000 second charge mortgage for a customer looking to fully
fund the purchase of a Buy-to-Let (BTL) investment property.
Our applicant had built up a substantial amount of equity in his home and decided
to release some of it to invest in more property. Our applicant met with his Credit
Intermediary to discuss his options. The Credit Intermediary, who is an approved
introducer for UTB, completed a fact find with the customer and could see that
he had sufficient income to afford the increase in his monthly commitments and
advised that a UTB second charge was the best option.
Although he had not yet found a suitable BTL purchase, we had been provided with
details of a selection of properties he was considering in an area of East London
which is currently undergoing a regeneration programme. This provided UTB with
the comfort to release the funds directly to his account so that when the right
property was found, he could make an offer knowing the money was already in his
bank account.
Once the valuation was completed and other requirements satisfied, which included
an Accountants Certificate for the applicant, the Binding Offer was issued to the
customer and the introducer online. The customer returned the mortgage deed the
following day and we released the funds to his account in readiness of finding the
ideal investment property.

and then submit to a lender. These changes
should boost further growth in the second
charge market.
And that’s what I’d like to see as the biggest change of the next ten years. We haven’t
seen the growth of the second charge market
we would have liked and expected. FLA figures show lending of around £85m – £90m
per month and although that has climbed
to over £100m on occasion, the market size
remains stubbornly static. The lender and
broker community need to continue to work
on educating financial advisers, influencers

and the general public on the advantages
and benefits of second charge loans. If it has
been a while since you’ve had a good look at
what leading second charge lenders have to
offer, now’s the time. You and your clients
may be missing out.
To find out more, call 0207 0311552 or
email – secondcharges@utbank.co.uk.

Kev’s a part-time
party organiser who
wanted to buy his
council house.
We gave him a push.
Lending for the
new normal.

For professional intermediary use only.

Residential mortgages.
Find out how we do
Residential mortgages
things differently at
See how we do them differently at
togethermoney.com/residential
togethermoney.com
or call 0333 455 2797
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The importance of
Northern Ireland
At NatWest Intermediary Solutions we are
proud of the journey we have been on to
implement our Intermediary proposition in
Northern Ireland.
LUKE CHRISTODOULIDES

Senior Corporate Account Manager
NatWest

We launched NWIS Northern Ireland on 7th
April 2017 with the view to offering mortgage
brokers in the province exactly the same products, proposition, lending criteria and policy
as we do to intermediaries in England, Wales
and Scotland. We really wanted to take our
Northern Ireland proposition seriously and
were certain the NWIS proposition would
benefit our Northern Ireland brokers and
customers by replacing Ulster with NWIS,
brokers now receive everything that the UK
has available to it. We are now well placed to
support the future growth and sustainability
of mortgage lending in the province.
What we have seen is that mortgage
intermediaries are receiving an enhanced
overall service, with a bespoke proposition
offering them greater choice and flexibility
in addressing their customers’ mortgage
requirements. In addition, our policies and
proposition are developed to ensure we keep
both our customers and the bank safe. As a
responsible lender, we have been able to make
changes whilst ensuring that we maintain our
risk appetite and the quality of business we
accept.
This progress has been achieved against
a backdrop of a steady house price rises in
Northern Ireland, with a 4.4% rise over the
last 12 months and a standardised property
price of £132,795. This rise puts Northern
Ireland around the middle of the UK regions

when looking at average house price growth
over the last year(1).
There are many aspects that brokers in
Northern Ireland now benefit from since
our launch, such as gaining the best bits of a
proven model that was worked effectively in
the rest of the UK. Brokers value our broader
criteria and the support of our knowledgeable
Business Development Managers (BDMs)
is complimented by our excellent LiveTALK
team, which is the dedicated instant messaging service of NatWest Intermediary
Solutions.
Due to the many benefits of the service and
proposition we provide, we’ve been delighted
with our performance since launch. As NWIS
NI we’ve managed to help significantly more
customers, tripling our volume of applications
and have made real impact in terms of our
market share. None of this could of happened
without the hard work of our knowledgeable
staff and the belief from brokers that we are
getting things right.
We think it’s vital that you have staff on
hand to support you who understand the local area and also the intricacies of mortgage
lending in the province, that’s why our BDMs
and their support team are all based in Northern Ireland. The level of support we offer is
clearly having an impact, because due to close
management of cases and the direct access to
our underwriters that brokers receive, along
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with quality submissions we process 19% of
applications to offer period in less then 5 days
and 42% in less than 8 days.
We receive many positive acknowledgements from brokers in the province, who
appreciate what we are trying to receive and
thought we’d share some of that with you.
Colleen McVeigh at Active Mortgages
said: “I like how NatWest underwrites each
application on a case by case basis, using
criteria as a guide but with a certain amount
of flexibility dependant on the individual
circumstance. They provide excellent local
BDM support who always respond efficiently
to enquires and have on many occasions answered yes when many lenders before have
said no.”
Helmut Elstner at the Mortgage Clinic said:
“I have to say NatWest have got to be one
of, if not the most flexible lenders out there
in terms of lending criteria. The approach to
underwriting is very much a common sense
approach, where other lenders will ask many
trivial questions and also for other evidence,
NatWest don’t.”
As you can see from the above feedback
brokers in Northern Ireland really appreciate what we believe is our common sense
approach to lending.
To celebrate our one year anniversary as
NWIS NI, we held a unique broker awards dinner where we acknowledged the outstanding
support we had received from the Northern
Ireland broker community. The event was a
great success and we handed out a variety
of awards on the night such as the ‘Top Individual Broker’ to ‘Top Submission Quality.
We’d like to thank you for your ongoing
support of our intermediary proposition in
Northern Ireland, we feel we’ve made great
strides, but as always we’re not done, we’re
constantly looking to improve of proposition
so watch this space for future developments!
For more information on what NatWest
Intermediary Solutions can do you
for you, please visit:
www.intermediary.natwest.com.
For assistance with any criteria related
questions please visit our A–Z of lending
criteria www.intermediary.natwest.com/
intermediary-solutions/lending-criteria.
html
Only for use by Mortgage Intermediaries
Sources: 1. Danske Bank analysis, LPS/NISRA,
HM Land Registry 2018)
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STEVE HARDWICK

Managing Director
Landmark Chartered Surveyors

Have you checked
the bricks and
mortar?
At least 70% of homebuyers do not commission
a Survey when buying a new home. So why are
they taking the biggest financial decision of
their lives so lightly?

We asked Steve Hardwick, Managing Director of Landmark Chartered Surveyors,
for his views:
“I don’t think that people are taking the
decision lightly, but they are sometimes
not very well informed and there are still a
significant number who believe they will be
protected by a mortgage valuation prepared
for their Lender. Alternatively they think
they can assess the property themselves, or
that a detailed survey is one cost too many
on top of everything else”

The mortgage valuation
The most common misconception is that a
mortgage valuation is the ‘cheap survey’ and
should be enough. In fact it is not a survey at
all, it is a valuation for the bank or building
society to see whether they want to lend
money on the property. These days in many
cases the lender will not even send a valuer
out to inspect the property, instead they will
rely on an AVM (computer generated), a
desktop assessment, or maybe a drive-by.
The buyer will probably pay for the report and usually get a copy, but there’ll be
no direct contractual or client relationship
with the valuer. The report will at best be
based upon a brief inspection and is completely geared to the lender not the buyer.
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A survey will
usually pay for
itself, sometimes
many times
over – at one end
of the scale the
buyer will get
peace of mind,
at the other they
may discover
that their dream
home is in fact a
nightmare.
It is unlikely then that it will provide the
information a buyer needs to make sure the
purchase is a good one.
Steve puts it this way: “If you were
buying a second hand car from a forecourt
with ‘finance available’ would you assume
that the car was in good condition and just
go ahead without getting the car checked
over? Alternatively, would you buy a car
without an MOT? Probably not, but that’s
effectively what 70% of buyers are doing
– and they might be spending 50 times as
much on a home than on a car.”
Like the polished car on the forecourt,
the paintwork in a new home may be
shining but is everything what it appears
to be? Only a survey will give you the true
picture.

PEACE OF MIND
A survey will usually pay for itself,
sometimes many times over – at one end
of the scale the buyer will get peace of mind,
at the other they may discover that their
dream home is in fact a nightmare. Fully
informed, a buyer does at least have the
option to walk away. More usually, they
will be told what needs to be done before
they exchange contracts, and what needs
to be done when they move in.

Which survey?
There are two main types of survey, one, the
Home Buyer Survey and two, the Building
Survey (previously known as a Structural
Survey).
The Homebuyer Report is most suitable
for properties built since around 1900 that
have not been the subject of major alteration/extension and at least appear in reasonable condition. The report concentrates
on urgent and/or significant matters and
will give a priority rating for further actions
the buyer and/or their legal advisors need
to take.
The Building Survey is the top of the
range home check and will include extensive technical information on materials
and construction as well as an analysis of
defects and how to remedy them. It is likely
to be needed if the property is older, listed,
of unusual construction, dilapidated or has
been extensively altered or where a major
conversion or renovation is planned.
Neither survey involves the testing of
services which should always be carried
out by qualified specialists, such as Gas
Safe engineers or NICEIC electricians although a survey will highlight any obvious
shortcomings.
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Both products offer reassurance and
peace of mind but if you have any queries
about which one to choose, contact an RICS
regulated company and look out for the AssocRICS, MRICS, or FRICS designation
after the Surveyor’s name – these are the
highest level qualifications in the UK surveying profession.

False economies
People don’t have to have a survey but are
taking a major risk if you rely on a valuation
report prepared for someone else (the lender), or proceed on the advice of someone who
is not a qualified RICS Surveyor.
So how much does a survey cost?
This will vary from property to property, but for a £250,000 house or flat, a Home
Buyer Survey will typically cost around
£475 + VAT and a Building Survey about
£875 + VAT. At £750,000 purchase price,
the Buyer Survey will be around £650 +
VAT and a Building Survey approximately
£1,100 + VAT.
Steve Hardwick concludes: “This is a
tiny cost in relation to what a buyer may
be paying for the property, and in many
cases they will get your money back from
renegotiation. Alternatively, they will save
a fortune by having the option to walk away.
So, rather than get swept away by the fancy
paintwork, get the bricks and mortar surveyed... because not all that glitters is gold.”
Landmark – Chartered Surveyors operates from over 35 locations, and offers its
own branded version of the Home Buyer
Report, the plain English Landmark Buyer Survey, and its own version Landmark
Building Survey.
Contact our Sales team directly for
more information or a quotation on
0800 876 6002 or email us at
sales@landmarksurveyors.co.uk.
If we don’t cover your area of England
& Wales ourselves we should be able to
place the instruction with another tried
and trusted surveying partner.
www.landmarksurveyors.co.uk
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Attested development

Development finance isn’t new, however an ever-changing legislative
landscape and a whole raft of lending options makes it a challenging,
but ultimately profitable sector for brokers.
MICHAEL FISHER

Development Finance Director
Crystal Specialist Finance

I

n September it was announced that
Barclays and the Government have
joined forces to provide £1 billion of
development finance capital to help
increase the pace and volume of housing provision across England(1).
The move is part of the Government’s
promise to deliver 300,000 homes a year by
the mid-2020s, and clearly highlights that
small and medium-sized businesses are
seen as integral to solving the housing crisis
alongside the usual large developers such as
Barratt, Taylor Wimpey and Persimmon.

EXPERIENCE
Named the Home Delivery Fund, loans
will be made available to developers and
housebuilders that can demonstrate the
necessary experience and track record to
undertake and complete their proposed
project, with funding ranging from £5m
to £100m.
The timing of the announcement is interesting because it post-dates a two-year
period of tax and regulatory changes – especially concerning the buy-to-let market
– which have actively looked to subdue the
sector.

That was then…
Even just five years ago, an individual
who built or had access to a pot of finance
considered buy-to-let to be an exceptional
investment. The strategy was very simple,
buy a suitable home and rent it out for as
much as possible to deliver maximum yields
while the house price hopefully increased.
These small, early entrepreneurs simply
had very little desire to become portfolio
landlords and considered one-to-three
properties a great financial strategy.
Above that the portfolio landlords
continued to grow, but aside from the odd
redevelopment of a large house into single
dwelling units they again had their sights
set on the easiest route to increase turnover.
Everyone enjoyed significant tax relief
to assist further.

…this is now
Since the start of the 2017/18 tax year, the
new buy-to-let tax system has started to be
introduced, and rather than an immediate
seismic change the new rules are being
introduced year-by-year until full implementation in 2020.

It means that every tax year until 2020,
the percentage of mortgage interest payments that can be deducted from rental
income decreases by 25% and the portion
of those interest payments that qualify for
the new tax credit will increase by 25%.
Ultimately it means before any decisions
are made by landlords, consideration needs
to be given to Income Tax, Corporation Tax,
Stamp Duty Land Tax (SDLT), Inheritance
Tax and Annual Tax on Enveloped Dwellings (ATED), as all of these could affect the
tax efficiency of a property business.
To say that the market changed overnight is no understatement.

Developing strategies
As of today, our records show that current
buy-to-let demand is mostly from experienced investors who have already adapted
to the changing market conditions. Gone
are the new entrants looking for a nest-egg,
skilled landlords are looking at properties
with development potential.
This is reflected in the different property
types that are becoming more prominent,
this no longer focuses on traditional housing stock, there is a definite move towards

www.simplybizgroup.co.uk

semi-commercial properties and House of
Multiple Occupation (HMOs), with many
considering development and conversion
works.
This will of course have an affect on
lending. A recent report by Shawbrook
Bank(2) has concluded that the buy-to-let
market will continue to dampen over the
next three years before stabilising in 2021
and returning to growth in the following
two years.
If the report is correct it could have one
of two effects: either lenders will fight over
a continuingly reducing pot of business
with the resulting price war that will ensue; alternatively, lenders will extend their
criteria to cover more unusual scenarios,
and we have already seen a move by some
to Limited Company buy-to-lets and HMOs
products for example.

Case study: A £9m largescale residential development
project solution

Commercial gains

The overall gross development value of
the project is over £18m and will include
a change of use from office (Class B1)
to residential (Class C3), which will
ultimately comprise of 33 one, two and
three bed dwellings.

One area proving of particular interest
is conversions of commercial units, with
many redundant buildings being converted
in to multiple unit residential schemes.
Typically the developer is then looking
to retain these units and release the max
loan-to-value (LTV) with enhancement of
the property. This allows the client to take
out the money that has been invested into
the property and jump into the next scheme.
We recently completed a deal on commercial unit in Walsall. The client purchased the property for £255k with help
from a bridge, and planning was applied and
approved for 25 studio apartments.
Although the square foot per unit was
below most lender’s criteria, we sourced
a financier willing to look at the scheme
on the premise the client will retain the
units. Build costs were £403k with a gross
development value (GDV) of £1,450,000.
Once the planning was granted the
valuation of the site increased to £575k,
and once the scheme completed the profit
was 45%. He could refinance at this level to
improve his return-on-investment up to a
maximum 75% LTV, with a portfolio BTL
lender allowing him to move onto the next
project and retain all his properties.

Regulate
We are also seeing more-and-more enquiries for regulated development finance.
The typical scenario starts with the client being put off with the option of self-build
mortgages, they tend to be expensive over

Along with Amicus we secured deals
totalling over £9.1m to ensure the
successful purchase and development
of a largescale residential project for an
established property developer.
Initially a £3m bridge was agreed to
ensure a successful acquisition of
the Grade II listed building, despite a
pending planning application decision
which was ultimately agreed.
This was followed by a further
development finance loan structed to
clear the existing finance agreement
with an extra £1.9m released at phase
one and £4.22m at phase two of the
ongoing project.

As I explained to the media: “We were
approached by a broker whose client
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needed a quick solution to secure a
historic building, which at the time had
no planning approval but still required
maximum financial leverage.
“Having looked at the application
in-depth we proposed an initial bridge
and subsequent development finance
product, a bespoke solution that was
only possible thanks to the team’s
in-depth knowledge and the close
relationships we have built with our
panel of lenders, including Amicus.”
Alan Dorrington, Senior Underwriter,
at Amicus added: “Having provided
the initial facility for this project, and
appreciating the potential of the build
and track record of the developer, we
ringfenced additional funding at an early
stage.
“The developer’s reputation for
developing high quality, contemporary
property is second-to-none and we are
confident that the new project will be an
enormous success.”

the term of the finance and the client needs
to put circa 40% of the total costs upfront.
A regulated development finance product – although expensive – means the
client could in theory achieve up to 60%
gross/50% net of the purchase price of the
land and 100% of the development costs
thereafter.
So in practice 40% of the purchase price
alone is more affordable, and once the build
has finished the client can refinance into a
regular residential mortgage.

This can even go beyond the knowledge
of the lender and the specialist adviser, for
instance with largescale Limited company
buy-to-lets we often get the respective accountants involved to ensure the solution
meets all long-term financial targets while
minimising tax implications.
For every broker development finance
offers a very real and accessible solution
for their clients, but bring the right professionals onboard immediately to ensure the
right result.

Opportunities

For more information on Crystal Specialist
Finance’s specialist finance education
programme of events please contact our
team of experts on 01827 301 070 or visit
www.crystalsf.com/simplybiz.

Development finance can be obtained in
many ways to suit the applicant – our £9m
deal with Amicus shows another route to
market whereby the property was purchased with a bridging loan before moving
onto development products. (See accompanying case study.)
However, the fact remains that in a
market that is now far more financially
complicated and far-reaching than ever
that professional advice should be sought to
ensure the right solution in every individual
application.

Sources:
1. The Planner: www.theplanner.co.uk/news/government-andbarclays-team-up-to-provide-development-finance-for-housing.
2. Bridging and Commercial: www.bridgingandcommercial.
co.uk/article-desc-13899_Shawbrook%20predicts%20
BTL%20market%20to%20stabilise%20by%202021.

