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Positioning protection: learning objectives

Identify the Position the need Use open
drivers for for an initial guestioning
protection needs protection when factfinding

within different conversation to widen client
client groups with clients responses
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Reaching Resilience: Positioning protection

m Viewpoint

Reaching Resilience

The role of protection in building
financial resilience

The Perception Gap

7 AMI Protection Viewpoint Report
: plipXc’
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The opportunity
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Let’s look at their personal experiences:

)
659%0 o ine working population have 2
experienced a life event where protection might A thlrd Of WOI‘kerS C|O not
have provided support. ~ feel they'd cope financially with a

~ critical illness diagnosis.

l

269%0 were not

Life events included:

A - financially confident to
Bone fractures COpe W|th an I||neSS or
Being off work for 2 months or more because of illness or inju ry |ead|ng to t|me
injury

off work.
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https://www.lvadviser.com/knowledge-centre/reaching-resilience

Protection needs by client type

Parents of young children First time buyers Self-employed
2990 felt they couldn’t cope financially if :
diagnosed with a critical illness. : ?5°/0 fellﬁ thi?é Couldnc’lt corl])e I i

) i inancially if diagnosed with a critica ; (0]

2 In 3 are worried about the prospect of 5 iliness. | 14 / 0
their child being seriously ill. | i would have to continue
7%o have taken unpaid time out of work for . If they were to suffer a major health working through illness
an ill child in the last 3 years. . problem or injury: ; or injury to make ends

| 50% are worried about reaching their meet.

If they were to suffer a major health financial goals.

problem or injury: 50% are also worried about their

I 379%o are worried about their own and financial security.
their families’ financial security.
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https://www.lvadviser.com/knowledge-centre/reaching-resilience

The value of advice / the adviser
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m Viewpoint

Which, if any, of the following are benefits of using an adviser/broker to purchase protection insurance?

They are knowledgeable

Ability to speak to a human being

They are regulated by the Financial Conduct Authority (FCA)

Allows ‘jargon’ and complicated words and phrases to be explained

Provided with a tailored recommendation

| can complain to the Financial Ombudsman Service (FOS) if needed

Saves me time

They are not biased towards one type of product or insurer

Saves me money

Don't know

36%

34%

31%

24%

22%

21%

16%

—_—
R
®

13%

]
=]
R

22%
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Consumer Duty

o

o o

Design of products
and services

"

Design of products
and services

J

S

Consumer
Principle

A firm must act to
deliver good outcomes
for retail customers

SERVIGE

Cross-cutting rules

€}

Firms must enable and

53

Flm.]S must Firms must avoid support retail customers

act in good foreseeable hei

faith harm to pursue their
financial objectives

Four outcomes

AN\

NZ
X2
Consumer Consumer
Price and value : FINANCIAL
understanding support I A CONDUCT
AUTHORITY

Source: FCA https://www.fca.org.uk/publications/business-plans/2023-24+#|f-chapter-id-focus-3-promoting-competition-and-positive-change
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ODO Vet gome key takeaways from AMI's report:

Your role: Your online presence: Social media:

I Isitclear to I Is it fit for purpose? :
consumers the role PEIP I Consider whether

your firm plays in the I AMI belle\?_es at messaging and
protection advice MIATMUT TFm channels used are

process? ‘I’D"r%tizictﬁgns?ggfegave appropriate/relevant
to your target

Is there more that content — this is your
can be done to help shop window! market
consumers

understand the value

of advice?
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Positioning protection
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m Viewpoint

The most popular time for mortgage advisers to raise protection is during the
introduction.

When I'm making the recommendation
As the final item
Other
N/A | don’'t recommend protection when raising mortgages I 1%
12 AMI-Protection-Viewpoint-2023-The-Perception-Gap.pdf (a-m-i.org.uk) LV E
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Risk Reality Calculator

Find out what life may
have in store for you

We all hear news of a friend or a relative who

is off work for a few months, or
has been diognosed with a serious illness, or
has unexpectedly died.

It's shocking and all the more difficult to imagine
it happening to us.

What are your chances?
Are you prepared?

Enter just a few personal details to see the Risk
Reality Calculator results for you.

Using only the details you enter here, the results
on the next screen give you a rough idea of the
chances of one of the above events happening
before your chosen retirement age. The calculator
uses population and industry statistics and your
personal results are shown as a percentage.
Please remember, these results are only a guide
and are not certain to happen. Everyone is
different, as are their financial needs. If you are
unsure what to do next, speak to your financial
adviser.

Your details

Name

[ Mr Smith

Age

C

Gender

Smoker

Yes

Retirement age

Female

C

Your partner's details

{optional)

Name

[ Mrs Smith

Age

C

Gender

Male

Smoker

Yes

Retirement age

C

* This is a fictional example to illustrate how the Risk Reality Calculator works.
The statistics mentioned are based on a 35-year old female and male couple, one smoker and one non-smoker, with a planned retirement age / end or mortgage term of

13 65.

Calculate risk >

)
ez
Ce=0
)
(Eemmsy)

Input basic details:

age, gender, smoker status,
planned retirement a
mortgage end date.

CALCULATE RISK
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See results for Mr Smith See results for Mrs Smith See results for both

Mr Smith and Mrs Smith, here is what life might have in store for you before retirement

_‘\I
: Shocked?
chances of being unable to work for two months or more
Read more + y
Shocked? |
. o c ocked:
chances of suffering a serious illness
Read more +
J
"\HI
Shocked?
chances of death
Read more +
A . Shocked?
likelihood of any of the above happening ceod more 4+ }

www.riskreality.co.uk

* This is a fictional example to illustrate how the Risk Reality Calculator works.
The statistics mentioned are based on a 35-year old female and male couple, one smoker and one non-smoker, with a planned retirement age / end or mortgage term of L\// -
14 65, : —
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m Viewpoint

Which of the
following do you
use when advising
clients about their
protection needs?

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

Insurer claims statistics

ClExpert

Defagto ratings

Insurer risk calculators

Insurer case studies

Protection Guru

ABI risk calculator (‘Percy the Protection Calculator’)
Insurer annual statements

Other

None of the above

35%

24%

24%

20%

19%

1%

9%

(%] .
¥ g

[
32

24%

67%
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Use case studies
Bringing life to protection

Jennie Gow, Formula 1 broadcaster, was advised to take out
Income Protection before suffering a stroke only a few
months later. Once doctors confirmed she would be unable
to work for some time, LV= were able to give her the peace
of mind she needed to focus on her journey to recovery at
the right pace for her.

“Take out anything that can help your family in a time of need. You
might be fit and healthy now, but when you least expect it,
anything can happen. Having protection is vital because you never
know when something’s just around the corner that could change
your life forever.” Jennie Gow

LVadviser.com/stories
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https://www.lvadviser.com/supporting-you/claims/real-stories

What does financial resilience mean to people?
Sources they would rely on to cover outgoings if they couldn’t work

17

Savings/
rainy day funds

Sick pay from
your employer

Partner's
income/savings

State benefit/
Universal Credit

Loans/credit cards

46%

45%

Reaching Resilience | LV= Adviser (Ivadviser.com)

Your parent's
income/savings

Insurance that you
pay for yourself
(CI/IP cover)

Insurance provided
by your employer
(CIIP cover)

Other

Would have to
carry on working
even if illfinjured

12%

13%
14%

. Employed

. Self-employed

LV= classification: Strictly confidential
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https://www.lvadviser.com/knowledge-centre/reaching-resilience
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How realistic are these contingencies?

Savings

1in10

have no savings at all

A quarter
have less than £1,000 saved

4 in 10 have less than
£5,000 and around half
have less than £10,000

Reaching Resilience | LV= Adviser (Ivadviser.com)

Sick pay arrangements

Almost a quarter
don’t know what their sick pay
arrangements are

Only a third

are sure they are eligible for sick
pay

Nearly half
who thought they were entitled
said they'd get 12 weeks or less

LV= classification: Strictly confidential

Relying on others

5296 of working couples
need both incomes to meet
their outgoings

Younger people are more
reliant with 6 in 10 needing both
incomes

659%b0 first time buyers also
depend on both incomes

LV =
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https://www.lvadviser.com/knowledge-centre/reaching-resilience

Who relies on their income?

51%
Your partner

50%

Your child/children (aged 0-17)
who live with you

Your child/children (aged 18+)

Other family members

Your parents/in-laws

Your child/children (aged 0-17) who
live elsewhere e.g. with an ex-partner

Your partner’s children

Your housemates

4% . 25-44 year old workers

Your former partner’s children
2% . All workers

19 Reaching Resilience | LV= Adviser (Ivadviser.com)

The average worker is
supporting
3 people

with their income.

Over 4in 10 parents of older
children support more than
3 people with theirincome.

10%0

of working people
support 5+ people financially.
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https://www.lvadviser.com/knowledge-centre/reaching-resilience

Consumer Duty: Positioning protection

Consumer
Principle

A firm must act to
deliver good outcomes
for retail customers

Cross-cutting rules

~ 5

{)

Firms must enable and

Flrtnt's mus'tj E;T;i;gitlgvmd support retail customers
act in goo to pursue their
faith harm

financial objectives

Four outcomes

O~ D

Consumer Consumer
understanding support

A\

Design of products

. Price and value
and services

20

Firms must enable and
support retail customers
to pursue their
financial objectives

FINANCIAL
CONDUCT
AUTHORITY

F
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Consumer Duty: enable & support...to pursue financial objectives

unlll(({y

(

77N
\-J

(
(

000
000

000
000

=

Firms must enable and support
retail customers to pursue their —_—
financial objectives
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How can LV= help?
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With protecting income at the heart of our menu,
we make it easy to recommend LV=

Income Protection
Solutions

LWV

[—
h

PROTECTION



Additional benefits that make a difference

Fracture Cover* % Cost of Cancer diagnosis**

Death Benefit* Pay my Mortgage*

Rehab support services* LV= Doctor Services

*If Income Protection is on the plan
**If Enhanced Critical Illness Cover is on the plan

24 L\ t
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Flexible and budget options to help manage costs
Cover options to suit your client's needs and budgets

Income Protection

Age 45, Non-Smoker, Retiring 65

3 month waiting period, £1,500 monthly benefit, Level Cover
Guaranteed rates

Waiver of Premium

Life and Critical Iliness

£200,000 over 25 years
decreasing guaranteed

Life and Standard Life Standard Life
Enhanced CI** and CI** and CI***

£127.88

Budget IP Budget IP*
(24 months) (12 months)

£40.40 £18.44 £15.00 £114.18 £107.45

Savings 54% 63% Savings 11% 16%

*Available with guaranteed premiums only
**ife & Enhanced CI Includes enhanced children’s cover, ***Standard Life and CI (excludes children's cover)
All premiums are based on standard rates with a Sales Manager occupation. Includes waiver of premium for IP. Correct as at October 2024.

25 LV =
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26

The key takeaways:

The opportunity
iIs out there

Many
contingencies

were not
sustainable

Protection is for
more than just
your client

The value of
advice

LV= classification: Strictly confidential

R Visit the
A Reaching
d—=—=———=L  Resilience hub

to download the
full report

LVadviser.com/protection-
research

Sign up to an LV=
webinar, top up your
CPD and access topical
insights, support and
actionable ideas.
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For financial adviser use only

Thank you

Account managers Answer your
on hand to help technical questions

LV= support

Liverpool Victoria Financial Services Limited: County Gates Bournemouth BH1 2NF.

LV= and Liverpool Victoria are registered trademarks of Liverpool Victoria Financial Services Limited and LV= and LV= Liverpool Victoria are trading
styles of the Liverpool Victoria group of companies. Liverpool Victoria Financial Services Limited, registered in England with registration number
12383237 is authorised by the Prudential Regulation Authority and regulated by the Financial Conduct Authority and the Prudential Regulation
Authority, register number 110035. Registered address: County Gates, Bournemouth BH1 2NF.
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