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As we come to the end of 
2021, it seems fitting to 
reflect on the year that’s 
gone by. It has been yet 
another unprecedented 

year, with many of us still working in a challenging, 
demanding and uncertain environment. But your dedication 
and commitment has remained a constant, and for 
that I would like to thank you. Next year is looking to be 
just as busy, and as you’ll see in the pages that follow, 
we’ve got plenty for you to digest as we go into 2022. 

In this issue, we share the highlights of our most 
recent State of the Nation report, which gives insights 
into how small and medium size businesses have 
fared in the past year, the protection risks they 
continue to face, and what you can do to help. 

Welcome to issue 4 of The Link, your magazine 
that’s tailor-made for advisers 

We also had the privilege of catching up with Steve 
Fallon, our Market Development Manager, as he retires 
after 35 years in the industry. His interview gives a sage 
look-back on what he’s learned, and all that’s changed. 

And looking forward, we examine how the recent 
mortgage market boom can give a boost to your 
protection conversations. You’ll also find a few updates 
from us, including the details of our new Key Person 
Income Protection, and the recent improvements 
to our Critical Illness Cover – all designed to help 
you protect more lives. And as ever, if you have any 
comments or suggestions, please do get in touch. 

Wishing you a happy, healthy and safe holiday break. 

Craig Brown 
Director of Intermediary, Protection 

Take a look at the expert views and news we’ve 
brought together for you in this issue: 

Interview with Steve Fallon 

State of the Nation Report 2021 

Help to keep a business healthy 

Service updates 

Bridging the gap between 
mortgage and insurance 

Improvements to our 
critical illness products 

Breast Cancer Awareness 
Month 2021 

AMI research 



 

 

 

 

 
 

 

 

  
 

 

 

 

 

 

Interview with Steve Fallon 
We chat to Steve Fallon, Market Development Manager, as he heads off 
for retirement about his 35 years in the protection industry. 

1. What’s the role of you 
and your team? 

My role involves trying to make protection 
sexy – whether that’s with my clients, or 
advisers and businesses. We aim to place 
each attendee at any of our sessions 
in an informed position on their duty of 
care to everyone of their clients. The key 
message is, if you won’t sell protection 
then pass it onto someone who will. 

2. How did you get started 
in protection? 

Like most people, I fell into the industry. 
In 1986 I was working as a furniture 
salesman, when a Pearl Assurance agent 
called at my future mother in law’s home 
to collect her premiums. He mentioned 
he was being promoted, and she asked if 
his role was being replaced. She said she 
knew the right person for the role, “because 
he can talk”, and the rest is history. 

I joined as District Agent in my own 
area. Before starting, I attended an 
8-week residential induction course 
in Peterborough to learn all about the 
products and sales skills that have been 
so useful all the way through my career. 

My favourite saying from that time was, 
“be comfortable with the uncomfortable”, 
because discussing death, accidents and 
sickness can be hard. By understanding 
the need for protection and what it 

does, you learn to overcome the smoke 
screens and objections to place your 
clients in an informed position. 

Out of over 4,000 advisers, sales managers 
and branch managers, Pearl created 
a select team of 18 top performers. 
This team would tour the country 
implementing best practice and instilling 
sales processes that would increase 
sales and numbers of protected clients. 

I was selected and spent six weeks on an 
intensive induction course which taught us 
to expect the unexpected. It ensured we 
were ready for any situation with advisers 
and managers who didn’t want to change. 

I joined Legal & General in 2004 as 
a Regional Manager for the North-
West, based in Manchester. 

3. What’s one thing about the 
industry that surprises you? 

These days inductions tend to be a 
3-day course on how to meet regulatory 
obligations, with very little sales skills. They 
don’t do selling skills, learn how to have 
better conversations with clients, how to 
overcome objections or retain clients. 

4. What’s the most 
satisfying element 

of your role, and why? 
Seeing people grow after they have been 
to one of our workshops, events and 

conferences. Feedback from people is 
great, when they say we’ve given them 
a different view on protection – whether 
it’s importance or how to position it 
with clients. We want them to sell more, 
but we do not use the product bashing 
method. We discuss ideas and sales 
angles from across the industry, which 
makes L&G unique in the marketplace. 

5. What’s the most frustrating 
element of your role, and 

how have you overcome it? 
People don’t see the damage they do 
when they don’t advise and recommend 
protection. They don’t see their clients 
struggling for money when life has 
happened to them. They don’t see 
them losing their homes, their pride, 
their dignity. Yet all this could have been 
avoided if the adviser had taken time 
to explain their role, how it will benefit 
the client and what the process is, while 
weaving in the need to consider what 
they would do if the worst did happen. 

The L&G Market Development team 
encourage advisers to think about what 
would happen to a client if they experienced 
a life event – but if they hadn’t been 
recommended protection. How would 
that adviser feel and how would they deal 
with it? I’ve seen it first-hand – businesses 
being forced to close, advisers being 
struck-off and reputations ruined because 
they didn’t have the conversation. 

If the client doesn’t want it then fine – 
that’s your job done. No matter how 
good you are, there will be clients that do 
not want to take your advice, but please 
place them in an informed position 
both verbally and in writing. Just give 
them the chance to say no, like Neil 
says in his Hero in the middle video. 

6. What’s a story that’s 
stood the test of time? 

It involved a good friend of mine. I used 
to regular be in contact with a former 
colleague who was working at a large 
mortgage network. He decided to retire 
early, and I texted him to see how things 
were. He didn’t reply, which was slightly 
odd. I was due to speak at a conference 
when he texted to say he’d received 
some awful news. His wife had just had 
a massive stroke, with brain damage 
and mobility issues. Terrible news 
when you’re just about to enjoy best 
time of life. I always say that I’ve never 
known a client to say we pay them too 
much money on a successful claim. 

Likewise, there was the story of a couple 
buying a house and the adviser said they 
could do the protection later. He didn’t 
put the policies on risk, and they never 
used free life cover. On the weekend after 
securing the mortgage, the husband died 
in a mountain biking accident and the wife 
later asked if they could do the protection 
now. He said, “no, not now – it’s too late.” 

3 

https://adviser.legalandgeneral.com/l/689583/2021-12-20/pshd4


 
 

 

 

State of the Nation 
Report 2021 
An unprecedented year for business 

Our new report gathers insights from small and 
medium size businesses about the potential 
risks they may face, their awareness of risks, and 
how they as a business could mitigate them. 

The survey of over 500 UK businesses 
investigates the potential risks they may face. 
We discover how many businesses have debt 

Our report identifes: 

The impact of Covid-19 

Helping businesses 
mitigate risks 

“The report highlights that there is greater optimism 
among UK SMEs than you may expect after such 
a tough time with Covid-19. However, it’s clear they 
are vulnerable to the loss of a key person with over 
half regarding it as the biggest scenario for serious 
impacts on their business. They are also vulnerable 
when considering the levels of debt they have and 
the personal security they have given in relation 
to the loans. Is it in their best interests to risk their 
personal wealth or their house as security, or would 
it be a better solution to use insurance cover? 

and how many would be forced to cease trading 
within 12 months if they lost a key person. 

The research also highlights the changing 
needs of businesses, identifies their likely 
risks, and how advisers can play a vital role in 
helping businesses weather the storm. 

The growing need for 
protection 

The value of advice 

“We would urge SME business owners to consider 
the contingency plans they have in place and speak 
to a financial adviser urgently if they have no cover 
to protect themselves and their business in the 
event that a key employee becomes ill or dies.” 

– Jeff Woods, Head of Intermediary 
Development at Legal & General 

To read the full State of the Nation 
report and start the conversation 
around Business Protection click here. 
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Help to keep a 
business healthy 
Introducing our new Key Person Income Protection. If a key 
employee needs time off work due to illness or injury, we’ve 
launched a product that’s here to help. 

Key Person Income Protection provides protection to the business and support to the employee. It’s a simple 
solution to an everyday problem. 

What the plan ofers 
Key Person Income Protection provides a monthly benefit to a business to help meet the costs of repaying 
a business loan, replacing lost profits or hiring a temporary replacement employee in the event of a key 
employee being unable to work due to illness or injury. 

Profit protection 

Up to 75% of gross profit 
that can be attributed to the 
contribution of the key employee. 

Replacement cover 
To meet the cost of hiring a 
temporary replacement employee 
at up to 2.5 times the key 
employee’s annual earnings. 

Loan protection 
Business loan repayments, 
which relate to the contribution 
of the key employee. 

To see more details on what is and is not covered click here. 

Ensuring business 
as usual 
Illness can be an unavoidable part of life – but financial 
worry needn’t be. Although that’s easy to say, it’s harder 
in practice when it comes to small businesses. 

Did you know that 6 in 10 of businesses would 
cease trading within 12 months of losing a key 
person1? And each year, 1.6 million workers suffer 
from work-related ill health2. So, what happens to a 
business when key people are unable to work? 

Listening to you 
and your clients 
Key Person Income Protection has been launched 
in response to adviser feedback, and complements 
our Key Person Protection offering. It now enhances 
our Business Protection proposition for advisers 
and sits alongside Share Protection, Relevant 
Life Plan and Executive Income Protection. 

We’ve listened to advisers and, as a result, launched 
Key Person Income Protection to enhance the Business 
Protection solutions we can offer them. Given the events 
of the last year, it’s likely many business owners will be 
more aware of the financial impact of illness and so 
this product has arguably never been more important. 

Understanding the Business Protection needs of firms, 
especially SMEs, is key to unlocking opportunities 
for advisers and so we’ll be supporting this product 
launch with adviser training and webinar, helping 
to equip them for their client conversations. 
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Service updates 
From the 22nd November 2021 we 
added more automation to our process 
with our NSE-mini and associated 
tests, including cotinine, blood tests 
and microscopic urinalysis (MSU). 

This will enable us to make 
an underwriting decision from 
the information collected 
during the screening. 

This includes medical history, rather 
than physically looking into the 
evidence which speeds up the whole 
process for you and your clients 

We estimate around 90% of cases 
will receive an automated decision. 

How we can help you 
to retain clients 
Our Existing Business Agent Hub (EBAH) in OLP Connect 
keeps you informed when your clients miss payments 
or ask to cancel their policy. By quickly receiving this 
information, you have the opportunity to get in touch 
with them. You can understand the reasons behind 
the missed payment, remind them of the importance 
of the cover they have, discuss any potential changes 
in their circumstances and reassure your clients. 

A powerful tool to help 
retain your clients 
Please make sure the details we hold for you 
are correct by checking and updating your 
contact preferences in Agent Hub (OLPC) and 
ensure the Lapse Notification box is ticked. 

• You will only receive an email when 
there are new policies at risk 

• Emails will now be sent up to three times 
per week when there are policies at risk 

• You can quote, apply and service your 
clients’ policies all in one place 

• Information of any communications we’ve issued 
to the client will remain on EBAH for 12 months 

• You can access your clients’ policy 
information 24/7 on EBAH 

NEW Digital Medical 
pre-sale support 
Quickly get the underwriting information 
you need for diabetes, BMI and more. 

We’ve developed our online tool - also known as 
our Virtual Assistant - to give you quick access 
to the information you need during pre-sale. 

By answering a few simple questions, you’ll immediately 
see if the cover will be accepted, along with an indication of 
any rating for diabetes, BMI, cholesterol and hypertension. 
In addition, we’ve also added the ability to look up the 
typical medical evidence we may need for different types of 
cover, based on your customer’s age and benefit amount. 

Now including 
• Mental Health MUTAL • Cancer 

Tool can provide an • Heart attack instant online indication 
of terms for certain • Aggregate decisions 
mental health conditions 

Providing an 
immediate view about 
likely acceptance 
We’ve made improvements to the way we communicate 
decisions to you, regarding applications where the 
client may already have an existing policy with us. 

Giving you more transparency 
OLP Connect will now display the expected decision 
immediately. While in the background, we will prioritise 
assessing your application to complete our final checks. 

The decision will appear as ‘Agreement in Principle’. 
This enhancement will give more transparency 
over the likely acceptance of cover, enabling 
you to manage your client’s expectation. 

You are still able to input their preferred start date at the 
point of the initial decision, which will allow it to go on risk 
automatically where the decision has not been altered. 
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Bridging the gap 
between mortgage
and insurance 
The UK property market is booming, while consumer awareness 
of insurance is high. This article looks at how advisers can 
appeal to clients’ new-found reception of insurance during the 
mortgage renewal conversation. 

The UK property market has been 
enjoying a rare boom over the past year, 
all fuelled by a mix of circumstances that’s 
driving a wave of new purchases. 

The Chancellor’s temporary stamp duty holiday 
scheme on properties under £500,000 led to a 
13% rise in house prices up to June 2021 – the 
highest annual increase since 20041. Add to that 
the 12% mortgage rate drop, plus the increased 
search for space in the suburbs following the 
pandemic, and there’s been plenty to keep the 
market busy during these unprecedented times. 

Sources: 

As a result, house prices are now rising at their 
fastest rate in around 17 years. According to the 
Office for National Statistics, the average house price 
in the UK has increased by £31,000, to £266,000 
in the past year2. But the boom must end at some 
point, with mortgage rates anticipated to rise again 
by a percentage point in 2022. But as reported 
in Forbes, economists doubt long-term interest 
rates will rise by a percentage point even out to 
December 2022. This could mean the housing 
market would stay stronger for longer, providing re-
mortgaging opportunities throughout next year3. 

1 https://www.ons.gov.uk/economy/inflationandpriceindices/bulletins/housepriceindex/june2021 
2 https://www.ons.gov.uk/economy/inflationandpriceindices/bulletins/housepriceindex/june2021 
3 https://www.forbes.com/sites/billconerly/2021/07/27/the-end-of-the-housing-boom-will-be-when-mortgage-rates-rise-in-2022/?sh=4098de536770 
4Mintel UK Term Assurance Market Report 2020 (https://store.mintel.com/uk-term-assurance-market-report?add-to-cart=14039) 
5https://store.mintel.com/report/uk-critical-illness-cover-market-report 
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. 

Bringing insurance into the 
mortgage conversation 
Right now, advisers have an opportunity to engage 
with clients during their purchase to highlight the value 
of protection, particularly as people are now more 
receptive to conversations around insurance4. 

This is where advisers can set themselves apart and 
make their mark. Our awareness of our own mortality 
may be higher than ever, while our shortcomings in health, 
wealth and lifestyle are discussed in the media daily. 

People’s willingness to learn and plan our way through 
troubled times has resulted in greater reception 
to new ideas, advice, and of putting safeguards in 
place. For instance, since the Covid-19 outbreak, 
57% of people say the pandemic has made them 
more likely to take out life cover, and 40% of people 
think the COVID-19 outbreak has increased the 
importance of taking out critical illness cover5. 

There are several ways you can engage with your clients leading 
up to and during the mortgage review appointment: 

Make early contact: Use your CRM to 
highlight which clients need contacting 
six months in advance for a soft 
approach to opening the conversation. 

Set the scene: Demonstrate the value of 
checking the whole market, emphasise 
the importance of not taking the easy 
route, and that this is about more than just 

the mortgage. Ask your clients to bring any mortgage-
related insurance paperwork to the meeting so you 
can check they’re still relevant and up to date. 

Use statistics: Giving your clients facts 
and stats can help to illustrate the 
financial realities, and they may even 
see their own circumstances reflected 

at them. Good stats to help drive a peace of mind 
approach for the mortgage and the family include: 

• 1 in 5 households have no savings at all 
• The average household is just 24 days 

away from the breadline (far shorter than 
the 90 days commonly believed) 

• The average working household has just £2,700 in 
savings and investments – likely to be too little to 
cover outgoings during a long-term illness or injury. 

Source: www.legalandgeneral.com/adviser/protection/news-insight/deadline-to-breadline 

• Our What are the Chances calculator is a 
useful tool to help households evaluate their 
likely risks and how to mitigate them. 

Stress test with a scenario: When stress 
testing the cost of the mortgage or discussing 
the mortgage illustration and the home 
being at risk, ask what your client would do if 

they couldn’t work for the long-term due to incapacity 
or illness. Ask where the money would come from, 
and how long they would have access to it. 

Insurance plus benefits: More providers 
are offering and enhancing the additional 
benefits available during the lifetime of 
a mortgage when a protection policy 

is taken out. At Legal & General, we offer Umbrella 
Benefits, which includes access to Wellbeing 
Support provided by Red Arc Assured Limited. 

Visit our Adviser site to find out more. 
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Sources: 
¹ The Age of the First Time Buyer | Money.co.uk | money.co.uk 
² 2021 sees rise in number of 35 year mortgage terms - Money Age 
³ Later Life Mortgage Research - Ipswich Building Society (ibs.co.uk) 
4 The Next Generation of Retirees Report 2021 | PensionBee 

We’re 
protecting 
more 
people for 
longer, with 
improvements 
to our critical 
illness 
products 

What are the 
improvements? 
• Increasing the maximum policy expiry age, from 

their 70th birthday to their 75th birthday 

• Increasing the maximum policy length, 
from 40 years to 50 years 

Supporting the 
new normal 
The first-time buyers’ landscape is changing. The average 
age of first-time buyers has increased, rising by 21% 
since 2007, to age 341. As well as the increased age 
of first-time buyers, longer mortgage terms of over 35 
years are becoming increasingly more popular within 
the UK. Recent research found there has been a 70% 
increase in mortgage terms of more than 35 years during 
2021, with 25,112 sold compared to 14,765 in 20192. 

While extending the term is helpful from an affordability 
point of view, it does mean that the longer the 
mortgage term, the older the homeowner will be 
when they’re still making repayments – and the 
more interest there’ll be to pay. In fact, 1 in 10 people 
expect to be over 70 before they’re mortgage-free3. 

This is likely to have a knock-on effect on retirement 
planning. It will make it necessary for some to work 
more years to accommodate longer mortgage 
terms on properties that on average, have increased 
in value by £100,000 in the last 13 years¹. 

With people living and working for longer, we’re making changes 
to our critical illness products to meet the changing need for 
protection. 
From 14th November 2021, you’ll be able to offer longer policy terms on all our critical illness products. In 
doing this, you can help us support more people and ensure they have the required cover in place. 

In addition, research by PensionBee found that 
43% of Britons will have to delay their retirement 
plans as a result of the pandemic. 

While some are staying on because they enjoy 
work, affordability is the reality for many4. 

The need for 
protection 
Financial commitments are encroaching further 
into our later lives, and because we’re living longer, 
periods of ill health could interrupt the reliable income 
needed for later life financial commitments. 

Critical Illness Cover provides your clients with 
financial breathing space so they can focus on 
what’s important - their road to recovery. And now 
it’s there to protect even more people, for longer. 

Find out more about our critical 
illness offering and how it can 
be tailored to suit different 
budgets and needs, here. 
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Breast Cancer 
Awareness 
Month 2021 
To commemorate October’s Breast 
Cancer Awareness Month, we heard 
stories of people living with, or 
supporting those with breast cancer. 

Breast cancer is now the most common cancer globally, with 2.3 
million women diagnosed and 685,000 deaths in 2020 alone. 

With the disease on the increase, we’ve been hearing from our 
customers about the support they’ve received through their breast 
cancer diagnosis. We’ve also gone behind the scenes with our 
claims handlers to find out more about the specialist training 
they receive to help them deal with vulnerable claimants. 

How breast cancer 
afected Natalie’s 
fnances 
Because a cancer diagnosis tends to come without 
warning, many people may not have the financial 
security in place to immediately intermediately 
cover increased bills or travel costs to medical 
appointments; or replace lost income. 

For Natalie, one of our critical illness claimants, her 
breast cancer diagnosis came at a time when she 
was already dealing with unrelated chronic illness 
and had already used the majority of her sick pay 
from work. She shared how critical illness created 
financial breathing space for her and her family. 

Read Natalie’s story 

How Lucy’s dedicated 
nurse helped her 
When Lucy*, a single mum of two, was diagnosed with 
breast cancer, she found it difficult to know who to talk 
to. Her teenage daughter was worried her mum might 
die, and Lucy’s increased anxiety after her diagnosis 
left her feeling apprehensive and worried about her 
future. She was facing surgery and the possibility of 
chemo or radiation and was looking for support. 

When Lucy claimed on her critical illness policy, the 
claims team also referred her to RedArc Assured Ltd 
as she has access to Wellbeing Support included in her 
policy. RedArc assigned an experienced, registered nurse 
to Lucy, who took the time to get to know her and to 
understand her needs during one-to-one phone calls. 

Lucy told us about the practical and emotional 
personal support she received from her nurse, and 
how it helped her cope with her diagnosis. 

Read Lucy’s story 

*Name has been changed for privacy 

Dealing with breast 
cancer claims with 
compassion 
Our claims team are the first point of contact for individuals 
and families who have been recently diagnosed with 
an illness or have passed away. We have 20 trained 
claims assessors who deal with every claim with 
compassion and understanding. To make the process 
as personalised as possible, claimants are given their 
own dedicated claims handler to take on their case. 

We understand that handling claims means speaking to 
people who are potentially very vulnerable. And our recent 
partnership with the Samaritans has given handlers the 
support they need in dealing with difficult conversations 
with their customers. Our handlers’ Samaritans’ training 
covers two integral skills: listening and conversations. 

Listening sessions are tailored for our non-medical claims 
team and covers the key listening skills when dealing with 
our customers, while our conversations session is tailored 
for our medical claims teams. It includes the listening 
skills, and the addition of how to hold a conversation 
with our customers to ensure we can be supportive. 

Find out more about our Samaritans training 

For more information on 
breast cancer including signs, 
symptoms, and where to get 
help, visit Breast Cancer Now. 
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AMI Research 
Last month along side AMI we launched the 2021 Viewpoint publication Protection: Moving forward. We 
shared key findings from our extensive consumer and adviser research, looked at whether views had 
changed and provided industry insight on what this means for the mortgage protection industry. 

When you were getting your mortgage, which one if either of the following happened... 

32% 

32% 

However, advisers said they raise it... 

6% 

30% 

48% 

34% 

6% 

7% 

4% 

1% 

I asked my broker about income protection 

My broker asked me about income protection 

Neither 

Can’t recall 

During the introduction 

During the fact find 

When I’m making the recommendation 

As the final item 

Other 

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

What this says to me is that insurers can do more to help 
intermediaries have more memorable conversations with 
all their customers so that, even if they say no thanks, they 
at least had the opportunity to think about it and make an 
informed decision. Customers are not one homogenous 
group and the marketing support we provide needs to 
be inclusive, to be meaningful for more people.

 Legal & General is taking this very seriously because the 
disconnect between perception of protection and action 
is not just something that afects an individual insurance 
company, it matters to everyone. In the past eighteen 
months we’ve all learned the hard way that the worst can 
happen, nothing is secure. We’ve all also seen that with 
the right protection in place we can weather the storm.

 That is why we created our Market Development team to 
help grow the market for everyone. They’re our sales team 
without a sales target who don’t focus on selling L&G 
products. They help brokers make sure their customers 
hear about the most appropriate cover at the right price; 
and can sense-check applications to make sure if the worst 
happens, the customer can be confdent in their claim.

 By sharing their accumulated decades of experience 
and know-how, we’ll continue to support advisers 
to have better and more meaningful conversations 
with the goal of protecting more customers.”

 – Craig Brown 

To see the full report, click here. 
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Here to help, 
if you need us 
Thank you once again for 
your continued support. 
If you have any thoughts or 
suggestions on anything mentioned, 
or would like more information, please 
contact your account manager. 


