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WELCOME

Martin Wilson | CEO

Welcome to the May 2018 edition of The 
Right News, where we hope to inspire you 
to switch on to your business needs and 
boost your sales.

As a member of The Right Mortgage and 
Protection Network, you have access to 
a wide range of non regulated products 
provided by our sister companies. On page  
13, The Right Will explain the importance 
of your clients having a lasting power of 
attorney in place, as well as providing an 
excellent sales opportunity for you.

On page 16, Ben Allen explains why 
training is key and provides you with his 
top tips to demonstrate what successful 
businesses are already doing to train their 
staff.

If you are interested in selling PMI, you will 
find a number of articles in our dedicated 
PMI section of this magazine with hints 
and tips, and product information from 
some of the leading PMI providers on our 
panel.

Don't forget, if you're not authorised in 
selling any of these products yourself 
or simply don't have the time, you can 
refer them to us, earning you up to 50% 
commission while we do the work for you.  
This means that you are able to increase 
your income whilst still having the time to 
switch on your business. Turn to page 18 
for more information.

I look forward to seeing you all at our 
upcoming events across the country, 
where we will be demonstrating why sales 
is not a dirty word.

The Right Mortgage & Protection 
Network
A network that looks after you: the adviser. We 
give you the tools to increase your income.

The Right PMI & Healthcare
The Right PMI and Healthcare is the specialist 
division of The Right Mortgage and Protection 
Network. If you do not sell PMI, you can refer 
it to us and earn 30% of the commission.

The Right Will
Our partner company, The Right Will offers 
a simple will and estate planning service to 
financial advisers. Membership is free for our 
network members.

The Right Referral Service
You can refer almost any product to us and we 
will be able to source it for your client, keeping 
them happy and earning you up to 50% of the 
commission.

The Later Life Lending Network
Launched earlier this year, we are proud to 
support our members to advise in this growing 
market with our new specialist division.

The Right Accountants
Are you paying too much for your accountancy 
services? The Right Accountants specialise in 
preparing accounts for the financial services 
industry at market leading rates. Don't forget, 
you can refer your clients to them too.

The Right Conveyancing
We’ve listened to all our members feedback 
and searched for the best options available. 
The Right Conveyancing will now give you 
access to the UK’s leading conveyancing 
specialists, all in one place.

Marketing is something that I 
never found easy as an adviser 
and I hope you will find some 
useful tips in this edition of 
The Right News. I particularly 
enjoyed Brian Coulton’s 
article on page 7 about what 
protection sales can learn from 
the IKEA business model.  I 
have been a regular visitor to 
Ikea over the years and I must 
admit that no visit takes place 
without a break in their Café 
for some meatballs!
 
So how do we transfer the 
lessons learnt from IKEA’s 
incredible success to how we 
deal with our client’s needs?

A good starting point is to make 
the fact finding process more 
interactive. If your client wants 
to buy a home it’s important 
that, alongside the mortgage, 
other ancillary products are 
placed prominently on display. 
With practice, it’s possible 
to present these as equally 
valuable to the mortgage and 
something your client wouldn’t 
want to be without.

Our duty of care leaflet and 
checklist is a useful visual 
tool to help you work more 
products into your sales pitch. 
We are also running skill-based 
sessions with some of our main 
providers throughout the year. 
The pilot sessions with L&G 
proved a great success, so why 
not come along to the next 
one and see how easy it is to 
have the IKEA effect on your 
clients?

Adam Stretton | MD
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Poynton Law Limited
Providing an efficient, quick and cost effective 
legal service to enable people to release 
equity from their home. Poynton Law Limited 
also provides other services including; probate 
and international probate, matrimonial, 
driving offences, cohabitation agreements and 
parental access.
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Maximum residential loan size has 
increased
Intermediary feedback tells us 
larger loans would help your clients.  
Therefore they’ve increased their 
maximum residential loan size 
from £1m to £2m and to support 
this change they’ve launched new 
mortgage deals:

• 2 and 5 year £1m+ fixed rates at 
60% and 75% LTV with a £1,495 
fee will start from 1.60%

Increased LTVs on new build 
residential houses
Virgin Money continue to support the 
new build market, and to strengthen 
this further they’ve increased the 
maximum LTV from 85% to 90% on 
new build residential houses.  Please 
note that where the LTV is greater 
than 85%, cash incentives won’t be 
accepted.

• 2, 3 and 5 year new build fixed 
rates at 90% LTV with a £995 fee 
and with £300 cashback will start 
from 2.19%

• 2, 3 and 5 year new build fixed 
rate fee saver options at 90% LTV 
with £300 cashback will start from 
2.54%

• For new build houses up to 85% 
LTV and flats up to 75% LTV, 
our existing products remain 
available.

Extended new build offers
That’s not all.  They’ve extended 
the validity period for new build 
offers from 6 to 7 months including 
extension of offers too i.e. 7+7. Shared 
ownership new build offers remain at 
6 months.

Shared ownership
Following a successful pilot Virgin 
Money will now offer shared ownership 
to all intermediary partners. The 
shared ownership range will continue 
to be available for properties located 
in England only. 

Leasehold properties
They have amended their Leasehold 
policy with leases now needing an 
unexpired term of 85 years at the 
point of application. Previously this 
was 70 years.

What else do you need to know?
For full details of their new mortgage 
deals, please view the Mortgage 
Update. 

As well as the policy changes outlined 
here, Virgin Money are also moving 
to the Clearing Houses Automated 
Payment System (CHAPS) when 
releasing funds. All mortgage 
documentation has been updated to 
confirm this and customers will be 
charged the £30 funds transfer fee for 
this service, payable upon completion. 
For all outstanding offers, funds will 
continue to be released as per the 
solicitor instructions on the returned 
Certificate of Title (COT).  Product 
transfers with additional borrowing 

are not affected by this change.

These changes will apply to any 
Decision in Principle (DIP) from 9am 
on Monday 9 April.

For full details of Virgin Money’s 
current lending policy, visit their 
website or download the A-Z Lending 
Policy App, and get instant easy access 
to their policy on the go. 

For any other queries you may have, 
your dedicated Business Development 
Manager will be happy to help. 

Virgin Money have improved their 
lending policy
Virgin Money are always looking for ways to make it easier to do business with 
them, and so they’re pleased to announce some improvements to their lending 
policy. Please take a look at how they can help you and your clients.

"Following a successful pilot 
Virgin Money will now offer shared 
ownership to all intermediary 
partners. The shared ownership 
range will continue to be available 
for properties located in England 
only"

Building business growth in the 
digital era
Technology is constantly evolving 
and businesses have to keep up 
with this ever changing world to 
continue growing. Advancements 
in technology can bring a variety of 
breakthroughs that are set to spur a 
fundamental transformation of the 
insurance industry.

Cloud computing, the Internet of 
Things (IoT), advanced analytics, 
telematics, mobile phones, digital 
platforms, and Artificial Intelligence 
(AI), are providing new ways to 
measure, control, and price risk. These 
new technologies are creating new 
channels to engage with customers, 
whilst reducing costs, improving 
efficiency and expanding insurability. 
These technologies are also enabling 
the creation of new insurance 
products, services, and business 
models.

Changing customer needs
Major shifts in client demographics, 
behaviours, and expectations are 
underway and will have important 
ramifications for the insurance 
landscape. This shift has been led by 
millennials, who now want and expect 
more than the traditional business 
model offers. This generation is used 
to information being instantaneous 
and processes being completed by 
the click of a button.

Millennials will constitute a third of 
the global workforce by the end of 
the decade so it’s vital to make sure 
we are as tech savvy as our future 
customer base.
Phones aren’t just used to make 
phone calls any more. They are a hub 

we use for all communications. We 
no longer need to make laborious 
time consuming phone calls - email, 
texts and instant messaging are now 
becoming the main way companies 
communicate with their customers. 
Quicker messages with less intrusion.

It is imperative that we look at new 
ways of working to help understand 
these changes and support these 
customer needs.

Businesses are coming together from 
disparate sectors to collaborate on 
a shared digital platform. A good 
example of this is the partnership that 
Audi has with DHL and Amazon. Audi 
Connect Easy Delivery enables Audi 
owners to get their amazon packages 
delivered directly to the boot of their 
car with a one-off security token for 
the courier.

The infrastructure, technology, 
integrations and logistics of creating 
such technology are wildly complex 
– all developed to create simplicity 
throughout the consumer journey.

At AIG life and as an industry as a 
whole, we understand the need to 
take the complexity under the surface 
and make things simpler for our 
customers and provide advisers with 
tools to meet the growing needs of 
their customers.

As part of our commitment to KISS, 
“Keep it Simple & Straightforward”, 
we were able to utilise advancements 
in technology to make processes more 
efficient for advisers and their clients. 

In November, we launched our 
Instant Life Insurance. Applications 

undertaken by the client or the 
adviser can be completed on any 
device in under 8 minutes, with an 
immediate decision. With Instant, 
we have been able to alleviate time 
completing the application so as not 
to hinder the time spent on discussing 
their protection needs with clients 
alongside mortgage applications, and 
allow the flexibility for the customer 
to complete an application at their 
leisure, making the entire process 
more streamlined and less time 
consuming for all parties.

Recent developments of our Instant 
product have also meant that we are 
able to offer a decreasing term and 
indexation option designed to work 
alongside a customer’s mortgage. In 
addition to this, we’ve also added the 
option for you to generate premium 
driven quotes. 

If we are to become more attractive 
to a wider audience across all 
demographics, it is vital to strip out the 
complex and embrace the business 
opportunities technology provides. 
It’s time to keep it simple.

*Manpower Group – Millennial Careers, 2020 
Vision 2016 

Building business growth in the 
digital era

Matthew Boulding | Strategic Intermediary Manager | AIG Life
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Recently I’ve had to do what most UK 
families do when looking to re-furnish 
their home - the day-trip to IKEA. 

I’ve taken many a trip to the store 
and can guarantee that on every visit 
we will always end up with a trolley 
full of spontaneous items aside from 
our intended purchases. If you look 
around or speak to other customers, 
they all seem to be taken in by the 
IKEA experience.

However this is not a lucky strike by 
the Scandinavian giants.  With stores 
in 391 locations in 48 countries and 
annual revenue in excess of 35 billion, 
IKEA is the world’s leading furniture 
retail chain. IKEA also happens to 
be the 46th most valuable brand in 
the world ahead of Sony, Chevrolet, 
Kellogg’s, Rolex, CVS, and Nestle. 

There are certainly things other 
industries; including the mortgage 
protection market can take from 
IKEA’s success. Taking a closer look 
at their model and set-up, there is a 
lot we can learn from their seamless 
customer journey.

The question is, how can we benefit 
from this bulletproof business 
strategy?

Change your own mind set (The 
Meatball Phenomenon)
IKEA is known for its design-led 
furniture however, no trip is complete 
without the half-way meatball pitstop. 
IKEA sell 150 million meatballs each 
year. Ancillary sales of this nature 
result in IKEA’s food division revenues 
outpacing that of its furniture sales. 
Likewise, home accessories such as 
candles, vases and picture frames are 
another form of ancillary products 
that can be purchased for a small fee 
but can bring significant returns for 

the retailer.  

Although mortgages may account for 
the majority of your offering, ancillary 
products such as protection can also 
vastly enhance your income from a 
singular client. What’s more is, that 
income could be sustainable as your 
clients policy renews year-upon-year.  

Create a customer journey and be 
smart with product placement
IKEA have spent a lot of time crafting 
an experience that showcases their 
larger items of furniture alongside 
complementary items such as lamps, 
footstools, clocks and vases. 

We apply this concept to the world 
of mortgages. Clients are often 
informed of the general insurance 
offering when the mortgage has been 
completed and potentially prior to 
the customers retrieving an online 
quotation themselves. Why not 
introduce protection earlier on in your 
sales process? Let the customer know 
that you have a vested interest in 
keeping their prized possession fully 
protected and that you can help them 
do so. We’re confident the likelihood 
of successful cross selling will increase 
consequently. 

Don’t dismiss online but don’t 
make it your main priority 
Like most retailers, IKEA has had to 
adapt its offering to online consumers. 
Whilst the brand has made huge 
strides in their digital offering, 85% of 
their UK sales are still made instore. 
The beauty, however, lies with their 
physical evidence. IKEA supporters 
have embraced the IKEA world and 
journey. In-store marketing is what 
creates true customer stories. Their 
website and other advertising efforts 
are mainly used to draw the customer 
to the store.  

In the mortgage world it is important 
to consider what your online profile 
says about your business. Modern 
day technology means that we 
are completely bombarded with 
trends such as robo-advice and big 
data. Whilst you should embrace 
technological advances, at the 
forefront of everything must be the 
customer experience. Get that right, 
and people will still want to engage 
with your brand, regardless of how 
tech-savvy your business may be. 

Become the master of the cross sale
Become known as the go-to expert 
for your main product, but be sure 
to furnish and complete the sale 
with protection. General insurance is 
for the benefit of both you and your 
client, as it is often a pre-condition of 
mortgage acceptance. Talk about GI 
from the beginning. A brief mention of 
the offering will be sufficient enough 
to instil the message from the offset. 

Offer choice
IKEA is best known for choice. 
Their extensive range of products 
is impressive. Often, items can be 
purchased in a variety of colours and 
styles enabling customers to find the 
perfect fit for their home.  

Protection is no different. The 
client has a number of providers to 
choose from. Not all clients will fit 
the same criteria or have identical 
needs. Offering your client the same 
product with varying prices may 
bring unfavourable consequences 
for them in the long run. Ensure that 
you are providing them with choice, 
comparing features and benefits 
without a pre-occupation with price. 

Creating an unforgettable customer 
journey

Brian Coulton | Head of Source Intermediary | Source

What protection sales can learn from the IKEA business model

Or, will they simply start to see it as a 
pounds and pence entry on their bank 
statement?

Whatever the case, it’s worthwhile you 
talking to your clients about the extra 
benefits they get with their protection 
cover, to make sure they see the value 
in their cover, beyond a claim being 
paid.

Types of added benefits…
Many providers offer extra benefits 
to their policyholders; some benefits 
are included as part of a client’s cover, 
whilst others can be selected and 
added as an optional paid for extra.

In the last few years there has been 
a boom in terms of the number and 
variety of added benefits offered. 
Providers now offer a wide range from 
medical services, discounted gym 
membership, watches, cinema tickets 
and coffee, to name a few. 

Whilst these all help to keep your 
client’s insurance front of mind, it’s 
the value they create for your client 
that’s key. And what sets LV= apart 
is that we include added benefits to 
complement your client’s insurance 
cover at no added cost!
 
Take LV= Income Protection – we 
include fracture cover at no added 
cost. We’ll pay one fracture claim 
within a 12 month period and for 
multiple fractures (at the same time), 
we pay for the fracture with the 
highest amount of fracture cover. 

  

Also consider the added benefits 
providers include with all their 
protection products. For example, LV= 
include these added benefits for all 
new protection policyholders, again 
at no added cost:

LV= Doctor Services
Access to expert medical advice 
and support with our Remote GP, 
Prescription Services and Second 
Opinion, via one handy app. 

LV= Member Care Helpline 
24/7 access to a confidential, free 
helpline, providing expert advice on 
legal and financial matters, as well as 
healthcare support and counselling.

Make added benefits count with 
your clients
When you consider your clients can 
use many of the added benefits during 
the life of their policy, this helps to 
illustrate why they’re so valuable. 
But to help your clients see the benefit, 
it’s probably worth reminding them 
what's included with their protection 
cover. That way, they're more likely to 
a) use the benefits and b) value their 
cover, outside of making a claim. 

To find out more about LV= award-
winning range of income protection, 
visit LV.com/adviser or speak to your 
LV= account manager.

Why are added benefits so valuable 
for my income protection clients?

Carl Heard | National Account Manager | LV=

Your client has taken out the protection cover you recommended, but as time 
passes will they continue to value their insurance and what it really means to them 
and their family?
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At NatWest Intermediary Solutions, 
we have made a great effort to 
make our service more streamlined 
and to provide assistance to brokers 
with application packaging so that 
application processing is speedy, 
reliable and avoids unnecessary 
delays.

Over the last three to four years we 
have seen a massive improvement in 
the percentage of correctly packaged 
applications we receive thanks to 
the work our BDMs have done 
in partnership with their brokers 
identifying exactly what we need to 
ensure smooth passage. 

What are the benefits of a correctly 
packaged application?
• An application should only 

require one assessment by an 
underwriter;

• Reduces the need to ask additional 
questions;

• Increased ‘speed to offer’, 
enhances the overall experience 
for everyone.

Our website also has many useful 
links to help with packaging, such as 
our Lending Guide and Packaging 
Requirements check list – and guidance 
on how to submit scanned and 
emailed supporting documentation 
– our Scan & Email user guide - and 
more detailed information on our 
criteria in our A-Z of lending criteria 
on our website.

Plus, we have our dedicated broker 
instant messaging service LiveTALK 
which can provide brokers with very 
speedy responses to their questions 
about applications pre-submission, 
including clear guidance on our 
packaging requirements.
Here are some of the more common 

instances where an application’s 
processing is delayed due to it being 
not correctly packaged:

• Mortgage Reference Number 
does not appear on every emailed 
document – we ask that every 
email attachment is labelled with 
the Mortgage Reference Number 
and sent to intermediarydocs@
natwest.com;

• Documents are scanned in colour 
(reproduction often means they 
are not legible) and/or sent 
in separate pdfs - we ask that 
brokers scan all documents in 
black & white and send them in 
one pdf;

• Lack of clarity on how income 
has been calculated and which 
payslips have been sent – for 
instance we need to know that 
January, April, July and October 
payslips have been submitted to 
show the applicant’s quarterly 
bonus;

• Not substantiating the correct 
details of a customer’s bonus 
payments – depending on 
whether the bonus payments are 
paid monthly, quarterly, twice a 
year or annually and whether they 
are guaranteed or discretionary, 
we require different evidence so 
it’s important that a broker refers 
to our literature, speaks to their 
BDM or contacts LiveTALK before 
submitting an application;

• Not declaring the source of 
a deposit – we ask for a bank 
statement showing the build up 
of savings or a gift letter stating 
that it is a non-refundable gift.

On average it takes just over 11 days 
to receive an offer for a residential 
mortgage. However, 39% of residential 
mortgages take 7 days or less to get 

to the offer stage, which highlights 
just how efficiently we can process 
the application for you if it is package 
right first time.

Our certification sheet also takes the 
hassle out of certifying documents. 
Please complete fully and send 
this and the documentation to 
intermediarydocs@natwest.com. 
Please use BLOCK CAPITALS when 
completing the form, and remember 
that by completing this certification 
sheet you are confirming that the 
scanned documentation is a true copy 
of an original document. You can find 
our certification sheet in the forms 
and guides section of our website.

Our Packaging Requirements check 
list, which provides a guide to the 
supporting documentation and 
evidence required, is available on our 
web site for download.

The importance of correct 
packaging

David Hunter | Senior Corporate Account Manager | NatWest

Packaging applications correctly is vital to ensure an increased speed to offer. Here 
we examine packaging pitfalls and how you can avoid them

OneFamily is here to enable families 
to deal with the financial demands of 
modern life. As a mutual organisation 
we don’t have shareholders to 
pay dividends to and our aim is to 
use profits for the benefits of our 
members.

As a result you can be confident that 
our over 50s Life Cover product has 
been designed with your clients' and 
your needs in mind.

Indeed since OneFamily started, we’ve 
picked-up a five-star rating from 
Defaqto four years in a row for our 
Guaranteed 50 Plus Life Cover. 

Our Guaranteed 50 Plus Life Cover is 
available to UK residents aged 50-80, 
and as its name suggests, it can ensure 
your clients' guaranteed acceptance 
without a medical subject to certain 
limits.

Premiums start at just £10 a month 
and are guaranteed never to rise - they 
are payable up until your client's 90th 
birthday, at which point they will stop 
but cover will continue. If your client 
stops paying their premiums prior to 
this time then the cover will cease and 
they will not get any money back.

Other policies of this type only pay 
out when you die, but our policy is the 
only one that pays out on diagnosis of 
a Serious or Terminal Illness.

Additional support services for 
policyholders
• Information and support for you 

and family members diagnosed 
with a health condition from 
specialist RedArc advisers;

• Elderly parent care advice from 
the experts at Grace Consulting;

• 20% policyholder payout if 
diagnosed with a serious illness 

after the plan has run for two 
years*;

• 100% payout of total cover where 
policyholder is diagnosed with a 
terminal illness after the plan has 
run for two years*.

Additionally, we offer a Funeral 
Funding Option of £250; this isn’t a 
funeral plan but it ensures the proceeds 
from the policy help pay towards your 
client’s funeral arrangements and is 
completely free.

Our Funeral Cost Calculator will help 
you show your clients what their 
funeral cost in their region might be 
and to help them plan how much 
money they’d like to pay monthly to 
guarantee the lump sum pay out.

It is a quick and simple way to leave 
behind a cash lump sum for your 
client's loved ones.

Of course you need to make your 
client aware that this is a life policy, 
not a savings plan, and so has no cash 
value at any time. There may come a 
time when your client has paid more 
in premiums than would be paid out 
on a valid claim.

Many over 50s are worried about 
their financial future
Over the last 10 years the onset of 
serious illness has become a real 
prospect for around 1 in 7 people 
aged over 50 and indeed already an 
estimated 3.1m people aged 50 plus 
are living with a serious illness in the 
UK.**

For your clients, this makes our 
serious and terminal illness cover 
more important to them with every 
year that goes by.

But when looking for life cover for 

older clients, the expectation of 
high premiums and the possible 
effects of underwriting on clients 
with pre-existing medical conditions 
could make buying cover seem too 
expensive. The result is that many 
people have no protection.

If you want to contact us or want more 
information on our Guaranteed 50 
Plus Life Cover and the benefits it can 
offer you and your clients, please visit 
our website: www.onefamilyadviser.
com/protection/guaranteed-50-plus-
life-cover/

Or to contact us for any questions or 
to provide feedback please email us 
at: 

advisersupport@onefamily.com or 
call us on 0808 100 5075***

As a specialist in providing a 
protection solution that meets the 
needs for many clients in later life, 
OneFamily are here to help you and 
your clients have peace of mind by 
helping with the costs of a funeral, or 
leaving behind a lump sum for their 
beneficiaries. 

 * If you’ve already claimed 20% for a serious 
illness, you’ll only receive the remaining 80%. 
Once you have claimed for terminal illness 
the policy will end and you will no longer be 
covered.  
** Source: The ‘Serious Illness in the Over 50s’ 
report, The International Longevity Centre-UK 
(ILC-UK) 2015
***Lines open Monday to Friday 9am to 6pm. 
We might record your call to help improve our 
training and for security purposes. We hope 
you don't mind. Calls are normally free from UK 
landlines and from mobile phones

OneFamily’s Guaranteed 50 Plus 
Life Cover

Jon Tweed | Head of Intermediary Sales | OneFamily

At OneFamily we’re here to help your customers meet the financial needs of 
modern life
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The specialist lending market is going 
from strength to strength, growing 
threefold in just seven years, according 
to the latest industry research.

Gross lending saw an average increase 
of almost a fifth (19%) per year 
between 2009 and 2016 as specialist 
lenders benefit from a growing 
number of borrowers in non-standard 
situations, who may fall outside 
mainstream lenders’ criteria.

A report published by the Intermediary 
Mortgage Lenders’ Association last 
year revealed that specialist lending 
has increased to £17 billion per year 
in 2016 – over three times more than 
the £5 billion recorded in 2009.

For lenders like Together, ‘non-
standard’ can mean borrowers who 
may have complicated income 
streams – they may be a self-employed 
company director, for example – or 
they may wish to borrow against 
properties like former council flats, 
or in a typical circumstances, such as 
shared ownership.

So, what do brokers need to know 
about accessing specialist finance? 
Here are our top five tips…

Understand your customers’ goals
Talk carefully to them to hear the full 
story and ask open-ended questions. 
This can often uncover important 
information that could affect the 
outcome of their application. Detailed 
submission notes are the key as 
they give the underwriter a clear 
picture and help them understand 
what the client wants to do. This 
enables specialist lenders, who may 

have multiple solutions, to assist the 
customer as best they can.

Know the key areas in which your 
lender operates
Some specialist lenders may have 
a great deal of expertise in an area 
you are not particularly familiar with. 
Get to know the specialist offering 
by contacting a dedicated business 
development manager. They will 
be able to offer expert advice and 
support by telling you about the 
latest products while taking into 
account your customer’s unique 
circumstances.

Be specific from the outset
The role of the broker when presenting 
a case is more critical than it has ever 
been, because of stricter underwriting 
criteria by mainstream lenders in 
recent years. The more detail that 
can be provided, the faster a decision 
on funding can be made. Specialist 
lenders, such as Together, can often 
be more flexible in approach and help 
to find the most positive outcomes, 
even in complex situations.

Explain the need for customers to 
be transparent about their situation
They will need to give you the fullest 

picture possible of past, present and 
foreseeable future. If lenders are aware 
up front of any issues which may stop 
an approval in its tracks, they may be 
able to find a solution which can help.

Boost your own specialist 
experience
For those with little knowledge 
of specialist finance, it may seem 
complicated. However, you can 
increase your knowledge vastly by 
building strong relationships with key 
partners who know the industry, and 
will be people you can trust to take 
your cases to. By speaking directly to 
lenders, brokers can quickly gauge 
their preferred areas of operation. This, 
in turn may open up the possibility of 
more business in the future.

Together’s dedicated intermediary 
relationship team is always on hand 
to deal with enquiries, so to find out 
more, call us on 0161 933 7170 or visit 
www.togethermoney.com/partners

Specialist finance: how to deliver 
the best outcomes for clients

Richard Tugwell | Group Intermediary Director | Together

Richard Tugwell, group intermediary director at lender Together, shares his top tips 
on selling specialist finance.

"The role of the broker when 
presenting a case is more critical 
than it has ever been, because 
of stricter underwriting criteria 
by mainstream lenders in recent 
years. The more detail that can be 
provided, the faster a decision on 
funding can be made"

You work hard to develop close 
working relationships with your clients 
so that you provide value to them. 
You think about their needs and their 
circumstances before a meeting to 
ensure that the advice and products 
are suited to them.  

So let’s consider where funeral plans 
sits in that process. You provide 
trusted advice around products 
such as life assurance to ensure that 
should the worst happen, there is 
financial security for their family and 
this provides emotional comfort and 
peace of mind for your client. 

Let’s face it, talking about death 
and funerals can be... well... a little 
awkward. But, as the trusted adviser, 
you appreciate that sometimes talking 
about awkward things now can have 
significant benefits for your clients 
further down the line.

If you look at the lifecycle of your 
client, which products are they likely 
to use? A funeral plan is not a ‘just in 
case’ product, it’s a definitely “should 
have” product. At some point all of 
us will die, an uncomfortable but 
unavoidable fact. 

Golden Charter recently conducted 
a consumer poll where 1000 people 
over 30 were questioned around 
their attitudes to discussing funeral 
wishes and what considerations 
were important when thinking 
about planning a funeral. 90% of 
those interviewed wished to ensure 
that costs did not impact on family 
members and 86% considered it 
important to discuss the end of 
life wishes with family members or 
friends*. This is worth bearing in mind 

when you are talking about funeral 
plans with your clients.

Some other interesting findings:
• 8 out of 10 questioned  (80%) 

would like their family to be ‘more 
comfortable’ talking about their 
funeral wishes*;

• Cost was the fifth most important 
consideration when thinking of 
organising a loved ones funeral 
but the second most important 
consideration when thinking 
about their own funeral*;

• Around 2 out of 3 people had 
thought about their own funeral 
wishes*.

A funeral plan is not just a financial 
decision, it’s an emotional one. It really 
is about easing stress and having 
something in place that genuinely 
means one less thing to think about 
in one of life’s saddest and emotional 
times. Your clients can be assured 
they’ll get the funeral that they want, 
and it will save their family from any 
uncertainty over their final wishes.

Statistics from the 2017 Sunlife Cost 
of Dying Report show just how little 
some families knew about their loved 
ones wishes:
• Only 1% of people organising a 

funeral knew all of the deceased’s 
wishes, 21% did not know any of 
the deceased’s wishes;

• 45% did not know if their loved 
one wanted to be cremated or 
buried;

• 63% did not know whether to 
hold a religious or non-religious 
service.

When considering how to introduce 
the subject of funeral plans, think 

about opening the conversation with 
one of these figures, ‘Did you know 
that 45% of people did not know if 
their loved one wanted to be cremated 
or buried?’. This can help open up the 
conversation and lead gently in to the 
subject. 

Some key questions to ask your 
client to gain interest and start a 
conversation:
• Have you discussed your wishes 

with your family?
• Are your family aware of what 

your wishes are?
• What provision have you made 

for your funeral?
• When the time comes, who do you 

think will arrange your funeral?
• Thinking about your later life 

planning, what is important to 
you and your family?

Funeral plans don’t necessarily have 
to be an awkward conversation with 
clients. As their adviser, they trust 
you to recommend products that will 
help provide both peace of mind and 
financial benefits and funeral plans fit 
into that category. 

*Golden Charter survey data. February 2018. 
Survey size 1020

Is it time to talk to your clients 
about ‘you-know-what’?

Mike Jones | Senior Development Manager | Golden Charter

How funeral plans fit into your portfolio and how to introduce the subject
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Many of us will care for, or know 
someone who is caring for, a person 
with Alzheimer’s or dementia and the 
sad reality is that ¼ of us will require 
care at some point in our lives. Despite 
this, most people have no provisions 
in place should they lose mental 
capacity in the future. 

We would like to work with you to 
offer a Lasting Power of Attorney 
service for your clients, to allow them 
to choose who would make decisions 
on their behalf if they become unable 
to in the future.

Whether you would like to offer this 
service yourself or refer your client 
directly to us, we have a team of 
Lasting Power of Attorney specialists 
on hand to help you every step of the 
way.

Refer and earn £400
Simply complete a one-page referral 
form and we deal with the rest!

“Service was excellent and I always 
got a response to my queries when 
I phoned the same day, even if the 
solicitor was busy. I would recommend 
the company.”
(Mrs Cranch, referred client January 
2018)

“The Right Will and Estate Planning 
made everything so easy. Everything 
was done by telephone or post. We 
were able to talk to our own adviser if 
we had any problems at all. Our only 
regret is that we didn’t do it sooner. We 
are so relieved that we no longer have 
to worry about our health and financial 
welfare for the future.”
(Mr and Mrs Buck, referred clients 
December 2017)

“A very professional service from start 
to finish. Queries answered promptly, 
either over the phone or by email. 
Very helpful throughout, we would 
recommend The Right Will to all.”
(Mr and Mrs Jackson, referred clients 
October 2017)

Lasting Power of Attorney for 
health and welfare
Making a Lasting Power of Attorney 
for Health and Welfare allows your 
client’s chosen attorney to make 
important decisions in their best 
interests including:

• Giving or refusing consent to 
health care;

• Whether they should stay in their 
own home and what support they 
need from social services;

• Moving into residential care and 
finding a good care home;

• Day-to-day matters such as their 
diet, dress or daily routine.

Consequences of not having a 
health and welfare LPA
• Loved ones will be unable to 

decide where your client lives;
• Loved ones will be unable to 

move your client to a different 
care home if they feel your client 
is not being properly looked after;

• Doctors, rather than your client’s 
chosen person will decide on 
whether to give or refuse life 
sustaining treatment.

Lasting Power of Attorney for 
property and financial affairs
The decisions an attorney can make 
for your client if they have a Lasting 
Power of Attorney for Property and 
Financial Affairs include:
• Opening, closing and using 

their bank and building society 

accounts;
• Claiming, receiving and using their 

benefits, pensions and allowances
• Paying their household, care and 

other bills;
• Making or selling investments;
• Buying or selling their home.

Consequences of not having a 
financial LPA
• Your client’s partner will be unable 

to re-finance their house if they 
own it jointly;

• Your client may be unable to 
access joint bank accounts;

• Your client’s family will be unable 
to sell their home to pay for care;

• Loved ones will be unable to pay 
bills on your client’s behalf;

• Loved ones will be unable to 
access your client’s pension or 
benefits to pay for things on their 
behalf.

Request a referral form
Email admin@therightwill.co.uk and 
we will send you our one page referral 
form. If you would rather write Lasting 
Powers of Attorney yourself, let us 
know and we will send you relevant 
information for our online course

The Right Will
E: admin@therightwill.co.uk
T: 01564 732 740

1 in 4 people will require care at 
some point in their lives

James Moore | Estate Planning Consultant | The Right Will

Ensure your clients have a say over their future by helping them create a Lasting 
Power of Attorney.
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Here’s a scenario we may not have 
considered a couple of years ago, but 
one which is now entirely feasible, 
especially in today’s economic climate: 
let’s say you sell your client £100,000 
of Whole of Life cover today. In 20 
years’ time, no doubt that’s the sort 
of buying power your client would 
still expect. But the reality is, it could 
only be worth just over half of that 
amount1, if left to its own devices. 
Now, I don’t know about you, but I 
wouldn’t like to be the person that has 
to break that news.

The culprit, of course, is inflation. 
Despite a negligible drop last month, 
the rate has stubbornly remained 
around 3% for the last three years, 
with the Bank of England expecting it 
to remain around current levels for the 
coming years as well2. Even if we follow 
longer term trends, the inflation rate 
has still averaged 2.58% a year since 
19893, more than enough to make a 
very sizeable dent in your client’s cover 
in future. In other words, we owe it to 
ourselves – and more importantly, our 
clients to start factoring in an element 
of forward planning in our efforts to 
protect future value.    

That element, in a word, is indexation. 
Often (inexplicably in my view) 
overlooked in times of low inflation, 
it’s an option that deserves serious 
consideration in these increasingly 
uncertain times. What’s more, with 
domestic inflationary pressure 
continuing over at least the medium 
term4, coupled to external contributory 
factors such as a weak pound and 
rising oil prices, it’s hard to imagine 
that changing anytime soon. 

So what are the benefits of indexation? 
The obvious advantage is one of 

protected value: at the point of paying 
out, your client can have the absolute 
knowledge of knowing their buying 
power remains entirely intact. While 
that covers the purely monetary side, 
the added benefit of protected value 
is the incalculable peace of mind it 
also offers. 

Particularly in the case of Whole of 
Life cover, indexation makes very 
good sense for clients as they get 
older, because as their mortality and 
morbidity risk increases, it becomes 
progressively harder for them to 
get top-up protection later in life. 
Indexation avoids this need for 
top-up cover, and clients also don’t 
need to undergo additional medical 
underwriting – a pretty big benefit in 
itself.

Of course, there’s a slight cost 
implication in adding indexation. 
But in the case of our Whole of Life 
cover, for example, the small rise in 
premiums can be more than offset by 
big upfront discounts of up to 64% 
when taken with Wellness Optimiser 
and up to 46% when taken with Vitality 
Optimiser - providing the option to 
keep premiums low over the long 
term. This makes it more affordable to 
buy more protection, too. 

Our indexation option is also extremely 
flexible, because clients always have 
the option to add or refuse indexation 
at each plan anniversary. After three 
consecutive declines, they can even 
remove it altogether. 

Getting back to the benefits of 
indexation, one last advantage that 
can sometimes be forgotten is how 
well it reflects on the adviser. From a 
reputational perspective, it helps to 

build trust, for having taken such a 
responsible long-term view of your 
clients’ interests. This creates a more 
positive client relationship in general, 
bringing with it the opportunity to 
grow and protect stable long-term 
revenue streams, not to mention 
increased commission.  

I imagine that clients will 
understandably highlight the 
difference in affordability between 
indexed and non-indexed plans 
(though I remind you that our plans 
offer upfront premium discounts). But 
on the other hand, at a time when the 
outlook for inflation is uncertain for 
some time to come, can they really 
afford not to have it, and you not to 
recommend it? 

To help you we have created an 
interactive Premium Comparison Tool 
which easily compares the cost on our 
Term and Whole of Life Plans – visit 
premiumcomparison.co.uk

For more information on Vitality 
products visit our Adviser pages at 
adviser.vitality.co.uk or speak to your 
Business Consultant/National Account 
Manager. 

1http://www.whatsthecost.com/cpi.aspx 
2https://www.bankofengland.co.uk/-/media/
boe/files/inflation-report/2018/february/
inflation-report-february-2018.pdf 
3https ://tradingeconomics .com/united-
kingdom/inflation-cpi
4https://www.bankofengland.co.uk/inflation-
report/2018/february-2018/prospects-for-
inflation 

Are you selling your clients short?

Deepak Jobanputra | Deputy CEO | VitalityLife

With inflation firmly back on the economic agenda, will the life protection you 
provide clients today fully deliver on their expectations tomorrow?



Once upon a time sales was all about 
the hard push for cash, and in some 
sectors this continues. Low paid roles 
with huge commissions encouraged 
their employees to sell hard, no matter 
the consequences. Low morals and an 
appetite for a big bonus led to distrust 
amongst customers, and a barrage of 
unwanted sales calls.

In a similar vein, marketing has a dark 
history. Executives worked tirelessly 
for the next way to trick the consumer 
into believing their latest product 
was the magical solution. Advertising 
agencies dressed actors up in white 
coats to peddle toothpaste. Respected 
actresses appeared in hair dye adverts 
as if they, honestly, dye their own hair 
using the brand you can pick up in 
your local shop.

Whilst some of this continues today, 
there is a new generation of marketers 
rising up and reclaiming the industry. 
At the same time, international 
legislation is racing to catch up 
and clamp down on bad practice. 
Legislation such as the GDPR and 
the ePrivacy Directive is coming in to 
attempt to tackle the poor, untargeted 

and nuisance ways companies are 
attempting to target consumers.

What is ‘new’ marketing?
Great marketeers today are striving to 
improve experiences for customers by 
helping them. Done well, the customer 
feels in control.

Empowered consumers no longer 
want sales calls, mass unpersonalised 
emails or somebody knocking on 
their door with a product to sell. 
Today’s consumers want to hear 
from companies only once they have 
identified a problem, carried out 
their own research and come to the 
conclusion that a product or service is 
the solution.

Marketing is not all about an in-depth 
knowledge of Twitter, how to create 
a video or design a great exhibition 
stand. Instead the skill lies in a deep 
understanding of your target market 
and your competition.
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Sales is not a dirty word. Neither is 
marketing.

Penni Stanton | Director | Kabo Creative

Modern marketing is a valuable tool to help business grow, and to help consumers 
find solutions to their problems

A good marketer will:

• Understand what triggers cause a 
customer to need their product or 
service;

• Know the factors that come in 
to the buying decision – Price? 
Expertise? Support? Location?;

• Research where their target 
market(s) go looking for this 
information;

• Find the gaps that the competition 
isn’t filling;

• Use the marketing budget to have 
a relevant presence with the right 
message in the right places.

Today marketers create content that 
helps their potential customers during 
their research phase. Marketing is 
often the first impression a potential 
customer will get of a company and 
it is crucial that it is professional, clear 
and helpful.

Once you’ve got the attention of a 
consumer in their research stage, 
you’ll need your online presence to 
shine. Having case studies, customer 
reviews and recommendations on 

your website can help you to gain 
trust. Combine useful content in the 
right place, with online reviews and 
evidence of your great customer 
service and you are in a great position 
to win more customers.

This is what today’s generation of 
marketers strive to do well.

How does this apply to mortgages?
The mortgage industry has strong 
triggers that are easy to understand. 
Your customers are in their research 
stage due to specific events. Some 
clear examples:

• A first time buyer looking for 
information on how the process 
works;

• Legislation changes such as the 
recent impact on individual’s 
owning buy-to-let properties;

• Equity release to help children 
with a big life event.

Instead of buying an email list and 
mass marketing your service to 
individuals who may, or may not, be 
interested in a mortgage, you should 

try to make yourself available where 
those who are at a trigger point are 
likely to be looking.

Local events are a brilliant option for 
small businesses, find anything related 
to your niche. Landlord style events 
for buy-to-let mortgages would 
work well. Or you could purchase 
advertising or write an article for an 
industry or local publication.

SEO (Search Engine Optimisation) 
can seem like a dark art, but local 
search is relatively easy to accomplish. 
Google favours local results, so well 
written content on a correctly set up 
website that answers the questions 
your customers have can make a big 
difference.

Add reviews from past customers and 
an easy way to contact you, and your 
marketing can help you to generate 
relevant leads. Marketing is not a dirty 
word, it is a valuable tool to help your 
business grow.

* Hubspot, 2016

Only 29% of people want to talk 
to a salesperson to learn more 
about a product, while 62% will 
consult a search engine*

07748 632 175

www.kabocreative.com

penni@kabocreative.com

Find out more



Training 
is Key

Benjamin Franklin, yes he of $100 bill 
fame, is attributed as once saying: 
“Tell me and I forget, teach me and I 
may remember, involve me and I learn.”

For me, that brief statement explains 
where training can succeed and where 
it can fail. If you truly involve someone 
in their training it will be successful, 
tell them what to do and at some 
stage the training will be forgotten. 

In this article, I would like to focus 
on the importance of training and 
development within your businesses 
and the support that is available. But 
first, let’s consider the benefits of 
training.

Benefits of training
There are a number of benefits that 
come from training your staff, here are 
just a few:

• Improved staff knowledge and 
skill base;

• Improved workforce productivity;
• Reduced risk (customer detriment, 

regulatory and financial);
• Improved profitability;
• Sticky staff;
• It can attract staff;
• Avoid skill shortages which can 

be difficult and/or costly to fill in 
times of emergency.

Why is training often neglected?
There are also three key reasons why 
training is often ignored or neglected; 
overcoming these issues will allow 
greater development opportunities 
for your business: 

1. Lack of time
Remember that training your staff will 
help them to become more efficient 
at their job, therefore, a little time 
spent training now, could save a lot of 
time in future. 

2. Employee engagement
There is a common misconception 
that some employees just don’t want 
to train, but often there are other 
factors that contribute to this, such 
as: not enough time to study and a 
perceived view that training is not 
relevant to their role. You need to 
conduct regular performance and 
development reviews which can help 
your staff to see where they can 
improve and the benefits of doing so.

3. Training costs too much
Small businesses can easily come 
under financial pressure and one of 
the first things to go is the training 
budget, but these days, this isn’t really 
an excuse, particularly in financial 
services. Providers now have a huge 
amount of training resource and 
none more so than those active in 

the equity release market such as Just 
Retirement, Retirement Advantage 
and L&G. From these resources, you 
can receive, at no cost, training to 
get equity release qualified, exam 
preparation material and guidance as 
to how to enter the marketplace and 
then how to write the business.

Top tips
Here are a few things that successful 
businesses are already doing to train 
their staff, why not try one out?

1. Have a training and development 
process and make use of personal 
development plans and appraisals.

2. Set up a learning academy (either 
online or on paper) which will serve 
as a resource to your staff to develop 
themselves.

3. Set aside a training budget for 
your staff each year and let them 
know what your plan is for each of 
them.

4. Aim to promote from within; 
this reduces recruitment costs and 
motivates staff progression (the 
money you save on recruitment could 
be used to train and develop other 
staff to progress).

5. Make your training bespoke to 
the individual’s needs, avoid a generic 
approach to training, after all, we all 
learn in different ways.

6. Have a training timeline and 
set aside time to regularly review 
progress.

7. Use training positively – Don’t 
just train an employee when they get 
something wrong.

8. Make opportunities for 
employees to use their newly acquired 
skills.

9. Ensure that all new staff have a 
training and development programme 
that charts their progress and details 
what the company expectations are.

10.  Empower your staff to look 
for areas of weakness and then to 
present their own solutions to their 
training needs.

We recognise that a strong network is 
made up of strong AR firms. We also 
appreciate that strong AR Firms are 
made up of committed, experienced, 
knowledgeable and satisfied advisers. 
Training is therefore very important if 
you want your business to progress.

My recommendation to you is that 
you take some time to review the skills 
of your staff, look for knowledge and 
experience gaps and then make use 
of the training resource available from 
training bodies (such as the Chartered 
Insurance Institute or the London 
Institute of Banking and Finance), the 
FCA, Providers and the Network to 
‘upskill’ your workforce.

Have you set any staff training goals 
for 2018? 

If not, why not speak with one of our 
development team to see how we can 
help.

Oh yes, and don’t forget, staff training 
includes you!  

Ben Allen | Compliance Director | The Right Mortgage & Protection Network
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Simon Thomas
simon.thomas@
therightmortgage.co.uk
07917 333 737

Hedd Richards
hedd.richards@
therightmortgage.co.uk
07964 700 821

Kim Lissner
kim.lissner@
therightmortgage.co.uk
07487 693 546

Aidan McCarthy
aidan.mccarthy@
therightmortgage.co.uk
07495 412 880

Tracey Frain
tracey.frain@theright
mortgagescotland.co.uk
07707 651 828

"Tell me and I forget, teach me and 
I may remember, involve me and I 
learn"
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Earn up to 50% commission while you relax
If you have clients in need of any products that you don’t sell, you can refer them to us and earn 
up to 50% of the commission.

theright
referralservice

refer@therightmortgage.co.uk

Find out more
01564 732 744

rightmortgageadviser.com/refer

refer@therightmortgage.co.uk

When you refer, we will:
• Contact your client within 24 hours of the referral;
• Provide you with a weekly progress report;
• Act as a representative of you, ensuring that your client remains your client.

Simply complete our online form, which you can find on the adviser site or email your clients’ 
details and the product required to:

Mortgages Life Assurance General Insurance

Equity Release Medical Insurance
Commercial 

Lending%

Second Charges Protection
Business 

Protection

Funeral
Plans
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The ‘sale’ of financial products is a 
process consistently under scrutiny, 
and quite rightly so, ensuring that 
the solutions sold are suitable for 
customer needs. 

There has never been a greater 
need however for the selling of the 
importance of equity release as an 
option, and the benefits it could 
provide for customers in later life. 
It needs to be ‘sold’ to advisers and 
customers alike as a real consideration 
for the way to finance their later years.

The future for retirement is a picture 
which has dramatically altered in 
recent times. Gone is the safety net of 
the defined benefits system and the 
once-timely pension provided by the 
state at what most would consider a 
reasonable age.

People are living longer than 
anticipated, meaning funds are 
insufficient. Investigation by 
Seniosphere, a European consulting 
firm in the ageing of population, 
emphasises the issue that many are 
not factoring this into their planning 
for retirement. While ONS figures 
suggest that 40% of men and 50% 
of women will live beyond the age of 
90, only 5% of men and 7% of women 
over 50 surveyed, believed this would 
be the case for them.

It’s now essential to look to other 
avenues of financial planning as a 
means of protecting the retirement 
which everyone works so hard for, 
and ideally well before the approach 
to pension-age.

Equity release is an option which can 
alleviate this financial shortfall, with 
choices allowing it to be tailored to 

individual customer needs, and with 
the peace of mind of a no negative 
equity guarantee for all products 
approved by the Equity Release 
Council.

For it to be a real option for customers 
however, it needs to be presented 
to them as an option wherever they 
go to seek financial advice. There is 
currently a real gap in the advice which 
customers receive depending on 
where they go to receive it, something 
highlighted by Mortgage Solutions 
Better Business as an area of concern. 
It was recognised that product silos 
are not the answer when it comes to 
advice on later life lending and that 
a much more joined up approach is 
needed. More education on equity 
release is required for the wider field 
of advisers, who have a duty of care 
to their customers in providing a 
solution which best suits their needs; 
a solution which may well be a lifetime 
mortgage.

With around 9,000 advisers in the 
UK possessing the qualification, only 
around 2,000 are actively advising 
in equity release, meaning a limited 
pool of advice for the customers who 
require it.

It may seem a daunting world to enter 
for advisers new to the market, but 
the good news is that there’s an ever 
growing network of support designed 
specifically for this purpose; engaging 
with advisers and offering them step 
by step guidance to understand and 
advise responsibly in the world of 
equity release.

The Adviser Guide to Equity Release has 
been created by Pure Retirement, on 
behalf of the Equity Release Council, 

for advisers new to the market or 
considering entry. It provides a step 
by step guide to the end to end advice 
process alongside a wealth of tools 
and resources, and is a great starting 
point for those seeking support. 

Providers and clubs alike are offering 
more and more resources including 
sales tools and calculators. Online 
portals created by lenders are 
available to further simplify the 
processes, offering online application 
and case tracking facilities. And Pure’s 
own broker portal goes one step 
further, providing bespoke marketing 
templates, helping advisers reach 
their customer base, and an entire 
series of recent educational webinars 
with expert speakers from the market. 
Face to face events and roadshows are 
also ever more present, and most at 
no cost to the adviser.

With such a wealth of resources on 
hand to help advisers understand 
the market and its importance to 
their customers, the selling of equity 
release as a potential solution will 
hopefully become a unilateral sell by 
those relaying the various options to 
their clients. It will ideally become one 
‘sell’ which is not seen as dirty, but as 
essential to the future of retirement.

Selling the importance of equity 
release

Chris Flowers | Head of Distribution | Pure Retirement

Sales is not a dirty word when it comes to selling equity release as a potential 
solution to later-life finance
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It’s a competitive market out there 
for financial advisers and making sure 
you hang on to your customers is 
critical to the success of your business.  
Customers who have more products 
with you are more likely to remain 
loyal to you.  One way to increase 
each client’s product holdings with 
you – and strengthen the adviser/
client relationship – is by adopting a 
cross-sell strategy, using everything 
you know about your client to meet 
their needs beyond the products they 
already have with you.    

Nicola Mohns AXA PPP Healthcare’s 
Head of Corporate and Intermediary 
Marketing discusses how it can work 
for you.

“Building a cross-sell campaign can 
reap rewards but it’s a tricky balancing 
act to get the right level of contact with 
your clients.  Too much and you run 
the risk of bombarding them to such 
an extent that they may walk away.  
Too little contact and they may feel 
you’re not supporting them enough.  
Get it right and you’ll deepen your 
relationship with your clients and also 
increase their lifetime value.”

Understanding how a cross-selling 
campaign can work for your business 
can take a fair bit of planning.  Here are 
three tips you might want to consider.

1. Understanding your customer
As you’ve already established a 
relationship with your client you’re 
familiar with their needs and 
objectives.  Your fact finds can be 
invaluable in providing you with a 
wealth of information on your clients 
which you can use to build an effective 
cross-sell strategy.  Nicola elaborates:

“Building a customer persona from the 
various data you hold is a great place 
to start.  It can include demographics 
such as age, gender and income 
as well as lifestyle and behavioural 
information such as how they look 
for products and services.   All of 
this information can help you better 
engage with your clients.”

Once you’ve built you customer 
personas you can use the information 
to identify touch points, such as the 
birth of a child or moving house to 
target your clients with appropriate 
products and services.

2. Adopt a pull-based marketing 
strategy
There are many marketing strategies 
you could adopt to market your 
products and services.  Perhaps the 
most suitable for cross-selling is a 
pull-based strategy.  Put simply, this 
is getting your customer to come to 
you.

With any marketing activity, you want 
to build interest and trust in your 
company. Here are a couple of ways 
you could do this:

a) Informational content such as 
newsletters and blogs using keywords 
that relate to the product.  They 
can help you attract people who 
are interested in similar products or 
services;
b) Promotional adverts on your 
webpage/social media platforms.

Your clients are your best advocates 
and encouraging them to comment 
and share content will help to build 
your presence and reputation online. 
     

3. Identify and offer relatable 
products
You have a range of products 
at your disposal which you can 
consider cross-selling to your client 
base.   It’s important that you target 
those customers who have relatable 
products or who are at a particular 
stage in their life that a certain product 
becomes more of a consideration. 
Such clients will be most receptive to 
having a conversation with you.  You’re 
more likely to get a higher conversion 
rate if you accurately target based on 
your clients’ preferences.  

Nicola believes private medical 
insurance relates to more products 
and circumstances than you may 
think.

“Private healthcare insurance is a 
great starting point for any cross-sell 
activity.   It can complement many 
of the products you already offer.   
Your clients are aware of the idea of 
protecting the things they value most, 
and nothing’s more important than 
their own health and the health of 
their family.” 

“To help you get your healthcare 
insurance campaigns started we’ve 
created an online marketing resource 
called YourHQ which has a wide range 
of editable marketing materials to 
which you can add your logo, plus the  
all-important ‘call to action’.”

You can find out more about how 
we can support you in offering 
healthcare insurance here: 
www.axappphea l thca re . co .u k /
intermediaries/amplify/

Good things come in threes…

Nicola Mohns | Head of Corporate and Intermediary Marketing | AXA PPP

3 tips to cross-selling healthcare insurance that can boost your business

As a specialist 
PMI network, we are 
dedicated to the PMI 
professional

  HAVE YOU TRIED OUR PMI QUOTE ENGINE YET?

Access to our fully compliant PMI Quote sourcing system

Automatically produces five documents required for a compliant PMI sale

Training, support and annual meetings

Market leading commission rates PMI
healthcare

Call us now: 01564 732 744
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If sales is not a dirty word, then why 
are we having to explain ourselves? 
Perhaps it’s the immediate thoughts 
that come to mind when people think 
of “sales” or “selling” – pushy, sleazy 
and nasty are a few. But what about 
the positive connotations? Service, 
connection, talking, universal and 
passion. 

These five words are something that I 
believe are key to success. In providing 
a service, you are connecting others 
– whether that be an individual 
with a certain product or service, or 
connecting people together. 

This is done by talking to each other 
and communicating. In order to 
successfully sell, you need to first 
understand your audience, and the 
simplest way of doing that is by talking 
to them and finding out their wants 
and needs. I think this is the most 
overlooked thing in today’s society. At 
the end of the day we are all humans, 
and we build solid relationships with 
trust and communication.

Believe it or not, sales is universal. 
Outside the business world, sales 
comes in many forms. If you’re a 
parent, you’re a salesperson. How 
many times have you convinced 
your child to take a bath? And let’s 
not forget that children are the best 
salespeople in the world - the Kings 
and Queens of persuasion. 

Behind any effective product or 
service lies a passionate individual or 
team. With any business, you’re going 
to go through times of hardship, but 
the passion and determination is what 
sees you through. And a passionate 
workforce inspires loyalty, teamwork, 
hard work, and eventually, success. 
Over the last 20 years we’ve 
incorporated these five factors into 

everything we do at APRIL UK. We’re 
proud of our products for a simple 
reason. They are made through our 
devoted passion in wanting to create 
the best possible service. We’re 
constantly making improvements by 
connecting and talking to our brokers 
and customers. The result – first class 
customer service, with our plans 
setting us apart from other health 
insurers. In the last 12 months, our 
PMI plans have undergone significant 
improvements, making them more 
affordable and accessible for our 
customers as we strive for universal 
health:

Pricing:
• CPME pricing is now 33.33% 

cheaper on individual plans and 
20% cheaper on SME plans;

• Regional pricing reductions – 
Scotland pricing is down by 15% 
for Regional Plus PMI, and 10% 
lower for inSpire, while Northern 
Ireland pricing has been reduced 
by 30% across the board;

• SME premiums have reduced by 
up to 46%;

• We announced our intention 
to have an 8% cap for all PMI 
renewals in 2018, to strengthen 
our position as offering a fair and 
transparent approach to business;

• 5% discount now available for 
annual payments.

Product features:
Improved CPME switch declaration for 
individual and SME plans – we now 
use just two simple questions:
• Cancer, heart and psychiatric (if 

psychiatric chosen) in the last 2 
years;

• Any planned or pending in-
patient or day-patient treatment, 
or awaiting any test results;

• All PMI plans now come with a nil 
excess option;

• 2 man schemes are now accepted, 
and there are now more group 
size bandings, so the larger the 
group, the larger the discount;

• SME limitation lifted – we’ve 
removed the condition of only 
allowing one person aged 
between 64-74 to have CPME 
underwriting for every five 
members;

• SME applications – just one 
application now needed; only 
the company secretary needs to 
complete the application form; no 
longer the need for an employee 
to complete any paperwork.

Benefit improvements – Regional 
Plus PMI
• Psychiatric Option – total cover 

increased from £8,000 to £20,000, 
and the out-patient limit increased 
from £1,000 to £1,500;

• Limited Out-Patient Option – 
benefit limit increased from £500 
to £1,000;

• Optional Health Cash Benefits – 
now set at £200 for Optical, £100 
for Health Screening and £300 for  
Dental;

• Optional Therapy Benefits – 
now set at £500 shared across 
osteopathy, chiropractic care, 
homeopathy and acupuncture.

With these improvements, it’s hard to 
see sales as a dirty word. When you’re 
providing high quality services to help 
your clients choose the product that 
meets their needs, how can enhancing 
one’s health be considered a dirty 
thing? For more information please 
call our intermediary team on 0800 
073 5330 or visit www.april-uk.com/
intermediaries. 

Sales is not a dirty word

David Pooles | Head of Intermediary Sales | April UK

When you’re providing high quality service to help your clients choose the product 
that meets their needs, how can enhancing one’s health be considered a dirty 
thing?

VitalityHealth’s longitudinal study 
of over 7,000 Britain’s Healthiest 
Workplace participants in at least two 
years of study has revealed that there 
is a pervasive productivity challenge 
in corporate Britain, which is affecting 
all industries and organisations of 
all sizes. This challenge is as a result 
of lifestyle choices, clinical risks and 
mental wellbeing. The figures below 
represent the modifiable drivers of 
work impairment, found from the 
2017 Britain’s Healthiest Workplace 
Survey.

• 3 productive days a year are lost 
by employees with poor diets;

• 5 productive days a year are lost 
due to physical inactivity;

• 6 productive days a year are lost 
due to insufficient sleep;

• 19 productive days a year are lost 
due to depression.

An employer's role
If you work 40 hours per week, 47 
weeks a year, from the age of 20-65 
you will spend around 84,600 hours 
in work in your lifetime. With such a 
large proportion of your employees’ 
time spent in work, employers have a 
duty of care to ensure they are healthy 
– both physically and mentally. 
There are three key strategies we 
would recommend to an employer, 
to increase employee health and 
conquer the productivity challenge. 
In turn, this will support a high-
performing workforce with enhanced 
efficiency, which will contribute to a 
well-functioning society with better 
economic performance.

Provide incentives and rewards for 
participation
Providing incentives and rewards 
for either participation in workplace 
health initiatives, or for healthy 
behaviour has been shown to have by 
far the greatest impact in employee 
engagement over time. Incentives 
should not just be monetary, but 
perhaps discounts to encourage 
physical activity such as discounted 
gym membership, or giving a 
complementary gift for healthy 
efforts. Further to this, employers 
need to create awareness of the 
interventions offered such as placing 
information on the company intranet, 
holding educational workshops and 
internal emails. 

Create an authentic culture of 
health promotion 
Some may believe that employers not 
only have the opportunity to influence 
the health of their workforce, but they 
hold substantial accountability for the 
promotion of wellbeing and creating 
a culture of change. The approach 
needs to be holistic as physical and 
mental health should not be viewed 
in isolation. As research from Britain’s 

Healthiest Workplace suggests that 
there is a positive correlation between 
BMI and depression – as an employee’s 
BMI increases, depression incidence 
will also rise, as will stress. We 
recommend that employers discuss 
employee health and wellbeing at 
board level, view employee health 
and wellbeing as a measure of 
organisational success and share 
feedback on health and wellbeing 
with employees, encouraging a two-
way dialogue.

Normalise health promotion and 
remove barriers to participation
Key barriers to employee engagement 
in healthy behaviours is time scarcity 
and limited support networks and 
subsequently, employers should 
look at allowing participation during 
work hours and opening up health 
promotion to family members. In 
work, employers can consider offering 
fresh fruit to employees, healthy food 
alternatives in the canteen, onsite 
fitness facilities and shower facilities 
on site to encourage employers to 
exercise into work. 

Start making a change to your 
employee’s wellbeing today, and 
contribute to solving the productivity 
challenge for corporate Britain!

Promoting employee wellness 

Ari Zadikov | Head of Technical Marketing | VitalityHealth

"Providing incentives and 
rewards for either participation in 
workplace health initiatives, or for 
healthy behaviour has been shown 
to have by far the greatest impact 
in employee engagement over 
time"
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A helping hand from specialists in equity release legal work

Poynton Law Limited specialises in providing independent 
legal advice in relation to equity release products.

Other services:

• Probate and international probate;
• Matrimonial;
• Driving offences;
• Cohabitation agreements;
• Parental access;
• Competitive pricing.


