
REIMAGINING THE  
GROUP RISK MARKET:  
TIME FOR CHANGE
– ADAPTING TO A CHANGING WORLD
– GROUP OR INDIVIDUAL? OR THE BEST OF BOTH
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Introducing

Revolutionising the way 
employees can access and 
engage with their benefits, at 
no extra cost to the employer.

It’s a new group protection 
experience that allows 
employees to personalise their 
cover – anytime, anyplace.

Simple Flexible Engaging

Find out more:
Legalandgeneral.com/adviser-protect

Legal & General Assurance Society Limited 
Registered in England and Wales No.166055
Registered office: One Coleman Street, London EC2R 5AA
Authorised by the Prudential Regulation Authority and regulated 
by the Financial Conduct Authority and the Prudential Regulation Authority.
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Group or individual? Historically it has been a case of never 
the twain shall meet. But when it comes to protection, an 
approach that takes some of the best elements of both 
workplace and individual products could be a way to reach 
out to under-protected workers with something that is more 
relevant to them, and cheaper than they could buy themselves. 

Let’s not underestimate the extent to which insurance 
products give good value.

One of the simplest examples is roadside cover. If you 
break down without cover and have to call a garage, you’re 
looking at several hundred pounds and probably a tedious 
wait. How can Green Flag – or insert your roadside recovery 
service of choice - tow you away multiple times per year for 
£60? Because of economies and efficiencies of scale. 

Comparisons with distribution of group protection are not 
quite so straightforward. One of the reasons group risk is 
significantly cheaper than individual protection is the lack of 
selection risk and the inclusion of all those young staff in the 

A THIRD WAY FOR  
PROTECTION?

insured population. But if insurers are prepared to take a bet 
on voluntary protection – and pass on substantial savings to 
purchasers – they could be on to something. 

Everyone likes a bargain – particularly personal finance 
journalists on national newspapers. If a third way can be 
found between group and individual pricing, that is easy to 
buy through a low-friction process, then those offering it 
should make a lot of noise about it. 

What’s more, as workplace advice or guidance apps 
continue to develop and deliver a data-driven, hyper-
personalised experience to the user, how will these tools be 
able to do anything other than nudge towards workplace.  
In the same way that any adviser should tell an employee  
to take advantage of maximum employer pension  
contribution matching, we may be heading to a future where 
advisers, digital or otherwise, should be telling clients to 
check their employer’s protection discounts before going to 
the retail market. 

INSIDE

John Greenwood
john.greenwood@definitearticlemedia.com

The workplace is an efficient and effective place  
to deliver financial products to individuals

REPORT
18 ADAPTING TO A CHANGING WORLD
Society, work, benefits and technology are all  
changing fast. So how should the group risk sector  
adapt to remain relevant in a rapidly evolving world? 
John Greenwood reports
 
22 GROUP OR INDIVIDUAL?  
OR THE BEST OF BOTH
Can synthesising the best elements of the group 
protection and the individual deliver a better  
experience for under-protected employees?  
John Greenwood reports 
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REIMAGINING GROUP RISK

ADAPTING TO A  
CHANGING WORLD
Society, work, benefits and technology are all changing fast.  
So how should the group risk sector adapt to remain relevant  
in a rapidly evolving world? John Greenwood reports

The march of new technology is driving 
both innovation and disruption across 
many areas of the economy, but to date the 
workplace protection sector has remained 
largely insulated from these changes. 

Yet employers and employees have 
much to gain from the flexible 24/7 
functionality that digital technology can 
bring. And the potential for other players  
to disrupt the sector with a modern 
tech-based proposition remains a threat  
to incumbents. 

So how should the group risk sector 
reimagine the way it operates to modernise 
its processes and take full advantage of the 
powerful technology that in other sectors is 
seen as business as usual?

Legal & General distribution director, 
group protection Colin Fitzgerald set out 
his vision of the urgent challenge facing the 
group risk sector and the providers and 
intermediaries operating in it. “Our 
hypothesis is that technology needs to drag 
the group risk market into the 21st century. 
We believe if we don’t step up to the plate 
as an industry and really work together, 
actually there are plenty of other players 
out there that will take our ball off us and 
create a consumer-like experience within 
the employee benefits space.”

Howden Employee Benefits senior risk 
consultant and new chair of Group Risk 
Development Paul White said: “There is a lot 
of validity in that view. The market that 
exists is served incredibly well by the group 
risk insurance market. These are incredibly 
simple products to sell to employers. 
There’s the minimum requirement for them 
to provide data, to provide information for 
the employee experience. 

“But when it comes to the question of 
how we can offer the products that we offer 
in a different way to a broader market, at 
the moment we’re all struggling with how to 
sell a very valuable series of products to a 
broader market where there is fear and 
concern about issues of selection, issues of 
underwriting, issues of price. And that’s 

potentially where I think the big, big win for 
technology is not growing the existing 
market but growing a new market.”

Aon director, proposition & development 
Colin Barnes said a more flexible, tech-
enabled way of offering group risk would 
suit the increasingly flexible career 
patterns of modern workers. He said: 
“Workforces are completely fluid and 
people aren’t traditionally fixed to a single 
employer anymore. So the offering to the 
employee would need to be that they can go 
and choose what suits them at the time they 
need it. The employee needs a technology-

Legal & General 
distribution director, 
group protection Colin 
Fitzgerald 



his own example of being a homeowner two 
years ago but renting now, meaning life 
cover had become less relevant for him but 
income protection was massively important. 

He said: “You have some millennials who 
still live with their parents and don’t have 
that much financial burden upon 
themselves. But you’ve got other millennials 
who already have children and already 
have a mortgage. And so for them, 
protection is much higher on the agenda.  
So we need to look at how we evolve the 
protection market for the future, and we 
need to go on a needs basis.”

Referring to L&G’s new digital 
workplace protection proposition, 
Fitzgerald said: “Part of the product design 
for Protect was giving people ultimate 
flexibility. So people get a level of base 
cover, and should they want to, the 
employer can set a budget that the 
employee can spend and the ability to take 
that and apply it to a range of different 
needs with a number of educational tools 
through Protect. We think this gives the 
multigenerational workplace the ability to 
make that choice.”

Lockton partner, regional head of 
benefits, UK & Europe Jon Green 
countered: “Technology can help support 
and enable. But that functionality already 
exists in the more sophisticated employers 
that have already bought into more 
sophisticated technology, but it still doesn’t 
greatly change the insured population. 

“I think it’s about making the benefits 
relevant for employees and that drives into 
the communications side of it. And the 
communications from the employer are 
probably the most important facet of that. So 
you could throw the very best technology at 

our market and it wouldn’t really move the 
dial in driving more participation.”

AJ Gallagher senior consultant Phil 
Thorpe added: “Employers are wrestling 
with a whole range of technologies and 
products that they want to promote. And it’s 
making sure that we’re doing what we need 
to do to promote our industry in that space.”

Fitzgerald argued that technology did 
offer efficiencies that meant the value could 
be delivered through the consulting rather 
than through the transaction. 

Benefex head of corporate benefits 
Stephen Hackett said: “I see a split in the 
agenda. You have sales and marketing 
trying to drive future growth in the market, 
which I agree with. But I wonder if the guys 
behind it are as concerned or they’re quite 
comfortable with the position as is.”

Fitzgerald flagged up his company’s 
concern that the group risk market could 
get sidelined if it did not adapt quickly. 

He said: “I’ve got to know (Legal & 
General Insurance CEO) Bernie Hickman’s 
thinking over the last five years. And there’s 
absolutely no doubt he’s concerned about 
the fact that, as an industry, if we don’t get 
hold of tech, tech will get hold of us. And 
that’s to do with efficiencies. But it’s also 
about engagement and comms to members. 
All of these retail and consumer-based 
vehicles are informed by access and 
information that is immediate. We couldn’t 
be further away from that if we tried.”

Barnes asked why, if L&G is so 
concerned at the idea of new tech players 
coming in and disrupting the market,  

IN ASSOCIATION WITH

enabled proposition that’s fluid and a 
marketplace to be able to underpin it. 

“If you think that by 2025, around 75 per 
cent of the workforce will be millennials, 
can insurance companies support that 
vision or that potential opportunity where 
there is a fluid workforce?”

Delegates at the event agreed that 
portability of products could be a forward 
step in supporting this trend and making 
products more attractive. 

Mercer insurer consulting group leader 
David Bourne argued that products needed 
to better reflect the needs of the user, citing 

Lockton partner, regional head of benefits, 
UK & Europe Jon Green

AJ Gallagher senior consultant  
Phil Thorpe
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why didn’t it partner with an Amazon or a 
Google or some other Big Tech player, as 
such a partnership could create a product 
that would stand head and shoulders above 
the competition.

Fitzgerald said: “Financial technology is 
an intrinsic part of L&G Group’s DNA 
across pensions, investments and retail 
protection. Group protection is now in focus 
to join the rest of our organisation, so we 
actually benefit from many years of 
investment in the tech space.”

Protect offers a potential new revenue 
stream for consultants and advisers.

White said he would rather charge a fee 
for introducing a service rather than a 
commission, which he said would be either 
‘far too much or far too little’.

The discussion turned to the technicalities 
of running multiple platforms in parallel. 

Thorpe said: “It’s about having that 
confidence that whatever we’re putting in 
place, whatever we’re recommending to our 
clients, is a strong proposition, does what 
they want it to do and stands up and works. 
And there is a nervousness in our market 
for that to occur because we have in the 
past had our fingers burnt.”

Green said: “Most companies will have 
some sort of social media related site. More 
advanced companies will have a flex 
technology solution. There’s multi layers of 
communications coming out, multiple ways 
of accessing services to ensure products for 
wellbeing and a lack of a simple message. 
So does having multiple platforms become 
a barrier? Probably, yes, unless you’ve got 
some sort of simplified skin over it.

“Trying to sell through employers you’re 
competing against lots of other messages, 
wellbeing, insurance products, the core 
business. Let’s not forget the employers’ 
priority is whatever they’re manufacturing 
or selling, and the benefits is a secondary 
element of that.”

Barnes described the trend experienced 
overseas in Asia-Pacific territories where 
the employer doesn’t necessarily provide 
any benefit.

He said: “This means the only way they 
get any revenue or the markets get any 
market share is through voluntary. So they 
use new technology with different types of 
aggregation and a sophisticated digital 
marketing campaign that they push out to 
pull people in. It is quite a sophisticated way 
of getting them to buy a protection product. 

“In the UK market we are quite lucky with 
employers buying quite a lot of benefits. 
But there’s still an opportunity there that 
we’re going to look at. We want to get into 
the same sort of thing the insurers do, 
where they’ve got a whole chunk of people 
that aren’t buying benefits or employers 
aren’t providing cover for everybody. 

“So something like that seems to me to 
be quite an interesting way of combining all 
the different approaches together to maybe 
grab a bit of market share, grab some new 
insured people and grow revenue streams.”

Fitzgerald said: “We here are all group 
people. And we’re all agreeing that what is 
there is not enough. The idea of more for 
less is absolutely where we’re coming from. 

We get the fact that employers do not have 
budget. We get the fact, however, that there 
is also a broad discussion about inclusivity 
and access to benefits and choice. We’ve 
talked about the multigenerational nature of 
the workforce. There is a range of 
challenges for us to try to wrestle with. But 
all of us are using tech to a certain extent to 
address them.”

Delegates also discussed new 
consulting opportunities that tech will 
deliver by virtue of having better MI.

Hackett said: “We don’t use data science 
well enough. Many of us in this session 
have got a platform, and we have a wealth 
of data flying around and we don’t connect 
it well enough. Typically we issue a general 
communication for all. We don’t start to 
segment that messaging.”

Bourne added: “The healthcare market 
has done very well in using MI to drive how 
they developed that market. Where are we 
seeing the highest costs? Where are we 
seeing the highest prevalence of claims? 
Let’s look at putting pathways in to improve 
that. That is the correct way to look at how 
you use data - have a message and an 
action on the back of it, not just delivering 
information.” 

Mercer insurer 
consulting group  
leader David Bourne, 
and Aon director, 
proposition & 
development Colin 
Barnes (below)



Wraps around and unlocks value from existing benefit spend

No pre-existing conditions exclusions on voluntary Critical 
illness cover

Access to voluntary Income protection

The next generation in tailored employee protection

Find out more:
Legalandgeneral.com/adviser-protect
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this to the customer through cost. 
Compared to the individual market, group 
schemes are considerably cheaper.

Howden Employee Benefits senior risk 
consultant and new chair of Group Risk 
Development Paul White said: “The costs 
inherent in individual protection are so 
much more cumbersome and expensive 
than they are in group. The underlying 
process is a lot more complicated. Even if 
you think about flex plans, because of our 
bulk buying power, because of the client 
sitting behind the process, buying, covering 
the group market is simpler and cheaper. 
I’m not saying it can’t be even more simple 
and even cheaper, but if you make that 
comparison between the retail market and 
the corporate market, the corporate market 
wins hands down in terms of efficiency 
already and in terms of minimising the 
amount of requirements that you need to go 
through to get cover.”

Legal & General has already moved on 
this opportunity. In December, in 
partnership with Salary Finance, it 
launched Protect, a digital group insurance 
proposition that enables employees to dial 
cover up or down across group life, income 
protection and critical illness and buy extra 
cover on a voluntary basis, with an online 
process that is significantly quicker than 
buying direct.

Legal & General distribution director, 
group protection Colin Fitzgerald said: “The 
Protect product we launched last December 
brings together both the expertise of Legal 

REIMAGINING GROUP RISK

GROUP OR INDIVIDUAL?  
OR THE BEST OF BOTH
Can synthesising the best elements of the group protection and the  
individual deliver a better experience for under-protected employees?  
John Greenwood reports

Traditionally group protection and its 
individually-advised counterpart have been 
worlds apart, with corporate plans having 
entirely different underwriting processes 
and pricing to retail cover. 

But as employers look to get ‘more for 
less’ as we emerge from the Covid-19 crisis, 
and employees seek greater personalisation 
and choice when it comes to their benefits, 
is there an opportunity to take the best 
elements of group and individual protection 
to develop a proposition that can give 
employees more?

The potential for a group/retail hybrid, 
delivered through the workplace, was one 
of the topics discussed in a recent online 
debate held by Corporate Adviser.

Panellists debated the vastly different 
cost of manufacture between group and 
individual protection products, and the 
potential for a hybrid approach, delivered 
through the workplace, to return some of 

Benefex head of 
corporate benefits 
Stephen Hackett 

Legal & General 
distribution director, 
group protection Colin 
Fitzgerald



& General from a retail perspective and the 
accessibility of the easy access of a group 
environment and brings the two things 
together with mobile-enabled technology, 
which is specifically designed to reach the 
man on the street and indeed potentially the 
member of staff not covered. 

“So it’s technology in the administration 
of the scheme, and technology in the 
engagement with the individual that we’re 
looking to improve.”

Consultants and advisers at the event 
debated the fast-evolving job market, with 
the growth of the gig economy and the 

increasingly rapid turnover of employees. 
This, said advisers, made portable 
protection products a more attractive option.

Benefex head of corporate benefits 
Stephen Hackett argued that going down 
the track of portability was a big step 
towards a more individual approach, which 
brought with it selection risk. 

White took the point further, adding: “If 
you take that concept of portability, we’re 
talking about potentially a hybrid group 
retail product, which some of the 
constraints that the insurance companies 
work under don’t necessarily allow. Would 

this be truly portable? And what does that 
mean? Is that a continuation of an 
individual policy or of a group policy?”

Or is it something inbetween? Delegates 
discussed the potential strength of the 
public message that ‘you can get life cover 
considerably more cheaply through your 
employer than direct’ – and the potential 
ramifications of such an approach. 

Fitzgerald said: “We have a hybrid 
product here. The pricing of that product  
is actually heavily influenced by group.  
So the top up rates are actually short term, 
top up rates in-year. So you’re not paying 
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a retail price. The portability quite clearly 
would have to be an individual product 
going forward.

“A lot of employers don’t cover 
substantial groups of employees, which 
takes us to the inclusive access issue. We 
also believe that the employee/employer 
market is ripe for and appropriate for 
growth because of the access that 
employers have.

“There’s a little bit of a strain there 
between retail and group. However, if we’ve 
got change coming, we’ve got to be aware 
of that change and open to the fact that 
people are going to be far more flexible 
about their careers. What we’ve got here is 
a way forward for now.”

The group v individual clash is a trend 
across the entire world of employee 
benefits. Speakers at the event discussed 
the way that outside of the group risk silo, 
other areas of benefits delivery are 
becoming increasingly tech-enabled and 
personalised, with potential ramifications 
for core benefits. 

The big employee benefits consultants 
are all developing their own employee-
facing apps which while not necessarily 
delivering financial advice, are designing 
non-advised pathways that give clear 
guidance across a range of an individual’s 
financial matters. These tools are using Big 
Data solutions that tap into Open Banking 
feeds to give an increasingly personalised 
experience to the employee. Delegates 
debated the potential for these tools to 
actually address the employees’ group risk 
needs and requirements and the way this 
will impact the traditional group risk sector.

White thought many of the core benefits 
would remain unchanged for large parts of 
the existing market. He said: “I think real 
growth will come in the wellbeing space 
and in the voluntary space. But the core 
group market hasn’t changed in 20 or 30 
years. And quite frankly, I don’t expect that 
core product offering for that core market 
to substantially change in the next five or 
10 years.”

Mercer insurer consulting group leader 
David Bourne pointed to what employers 
may want from the industry as we emerge 
from the Covid-19 crisis. He said: “What is it 
that the employer wants at the moment? It 
could be wellbeing - it might not be life 
assurance. And perversely, the one thing 
that the pandemic has done is it’s 
introduced the UK’s largest ever 
government sponsored income protection 
scheme in the shape of furlough.”

An alternative view is that we may see 
some employers wanting ‘more for less’ 

from their benefits strategy, and that this 
includes voluntary benefits. 

Hackett said: “I think it’s inevitable. 
When you look at other models around the 
world, South Africa, the US, that sort of 
concept of modern workplace marketing, 
where the employer is the gateway to the 
individual and therefore voluntary plays a 
significant part, works really well. 

“There’s been a shift in their thinking  
so that the employer is starting to  
withdraw core benefits, as we call them, 
and build more of a value message around 
the voluntary benefits that they provide.  
In the UK, we’re caught between the two. 
We have some pretty generous core 
benefits - the pension base, which is 
compulsory. There are a number of 

voluntary products that really do support 
wellbeing strategies really well, but you 
don’t often see that communicated well.  
And a lot of us are in the same place -  
we’ve got broking capabilities, we’ve  
got consulting capabilities, comms,  
tech, and the rest. But actually the bit  
that is missing is that communication, 
engagement, that user experience, 
particularly with voluntary benefits.  
I’m convinced they will grow as we come 
out of the pandemic.”

If a hybrid approach can bring the 
efficiencies and economies of scale to 
millions of workers, with streamlined 
processes that reduce sales process friction, 
we could just start to see more people 
getting more of the cover they want. 

Howden Employee 
Benefits senior  
risk consultant and 
new chair of Group 
Risk Development  
Paul White

“Real growth will come in the wellbeing space 
and in the voluntary space” 



OPINION

TIME FOR CHANGE 

Success here requires trust and collaboration 
with regards to data sharing. 

Not only that, but the lack of HR support 
with regards to communication and engagement 
is impeding opportunities for employees to 
better understand – and use – the services to 
which they have immediate access.

That’s why we’re also now looking to better 
equip HR to communicate in a more targeted 
and relevant way instead of leaving them with 
a brochure and a “good luck” message. This 
involves education and practical support for 
employers on how to get their messages across 
in a purpose-led way as part of a wider wellbeing 
and engagement strategy. Doing this will help 
elevate group protection beyond a set of 
standalone products to more valued, integrated 
components of a self-care culture.

Next, growth
Group protection might not be broken. But it 
does seem to have hit the proverbial brick wall. 
But through innovation and collaboration, 
insurers and intermediaries have a real 
opportunity to grow this market.

We’re now in a situation where 10 million 
people have experienced the largest income 
protection scheme the world has ever seen in 
the shape of furlough.2 

But, still, pointing out to people and business 
the potential dangers of not protecting income 
- and leaving it at that - will only serve as a 
turn-off to most. It’s time for change.

Reimagining group protection with a big tech 
‘service first’ mindset, by Colin Fitzgerald, 
distribution director, group protection, Legal 
& General 

The value of group protection hasn’t changed. 
The need for people to protect their life, their 
ability to earn an income and to keep a roof 
over their heads remains. What has changed 
are employer and employee expectations and 
needs. Employees now have greater 
expectations of their employer when it comes 
to supporting health, wealth and happiness. 
And employers have a much greater need to 
drive better value from benefits and services 
as part of a wider workplace wellbeing and 
engagement ecosystem. It’s with all of this in 
mind that we recently set course to reimagine 
group protection.

Here are the key challenges as we see them:
• To ensure products and services appeal to 
the mass market. The protection gap of unmet 
needs in the UK remains stubbornly huge.1  We 
need to take lessons from big tech when it 
comes to meeting customer needs in terms of 
products that are: easy to use, engaging, 
personalised, cost effective, reliable and relevant.
• To elevate the discussion beyond product 
and price to outcomes. As an industry, there’s 
been much discussion over recent years about 
the shift from insurer to service provider. This 
will only be born out in practice when we all 
stop thinking, first and foremost, like insurers 
and take a ‘service provider first’ mindset.
• To work in partnership - providers, 
intermediaries and clients. To unlock and 
integrate data sources to help ensure greater 
cost efficiencies and improved wellbeing and 
engagement (i.e. early intervention, return to 
work, benefit programmes and communication 
tailored to need).

Personalisation
Tackling these challenges starts with a rethink 
of some elements of the core product. The 

insurance. While still offering valuable peace 
of mind, its traditional focus on salary  
multiples doesn’t help meet individual needs. 
What’s needed is personalisation; allowing 
policyholders to dial up and dial down cover 
across life, income protection and critical illness 
cover. And not just during a once-a-year Flex 
window. Access should be anytime, easy and 
mobile-first.

Claims certainty
Next, learnings from retail insurance. With 
‘individual’ style upfront digital medical 
underwriting, we can bring more claims certainty 
to the group space. Plus, cover arranged in 
minutes and generally no medicals required.

Of course, the scale and efficiencies of group 
also bring advantages, in the shape of very 
cost-effective cover where voluntary benefits 
are concerned.

Value of voluntary
At a time when employers need to make even 
greater cost efficiencies as a result of the Covid-
19 pandemic and perhaps don’t have the budget 
for benefits – or have core benefits but want 
to introduce more choice, flexibility and 
personalisation – the introduction of voluntary 
benefits could prove invaluable. 

There’s a considerable opportunity to help 
employers promote the advantages to 
individuals of buying via the workplace. Not 
only is it more cost effective than the retail 
market, it’s also friction-free. No need for 
lengthy online form filling on comparison 
portals, only to be hounded by salespeople 
after finally obtaining a quote.

However, voluntary will live or die by the 
strength of the employee communication 
support.

Wellbeing first
Finally, it’s time to flip the whole protection 
package on its head. Wellbeing / early 
intervention services first. Insurance second. 

» Colin Fitzgerald distribution director, group protection, Legal & General

Sources: 1 Around 1 in 10 of the workforce (11%) is covered by group income protection. Source: Swiss Re Group Watch 2020. 2 HMRC Coronavirus (Covid-19) Statistics, 12 May 2020  

https://www.gov.uk/government/collections/hmrc-coronavirus-covid-19-statistics
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