
SCHEMES

Making compliance 
work for your business
Great tips for building
a great scheme



Overview
The FCA’s Product Oversight and Governance regulations are 
the systems and controls for the design, approval, marketing 
and management of insurance products. They are there to 
insure that products are compliant, offer fair value and above 
all, perform for broker and member alike. 

We all put a vast amount of time, effort and money into regulatory compliance and 
sometimes it can seem like a perpetual burden. The flip side of good governance in highly 
scrutinised areas is that you can use compliance as a golden opportunity to grow and 
develop your schemes business. 

Ecclesiastical is a specialist schemes underwriter. In our 2022 Schemes Study, we found 
some revealing trends: 

l While 52% of brokers agreed that FCA fair value rules will lead to better customer 
outcomes, only 37% agreed that those same regulations will lead to better products.1

l 45% of brokers placing schemes – or thinking about placing them – are doing so 
because they see potential to grow their businesses.1

l A statistically significant 15% of brokers were considering transferring to a new 
underwriter.2

l The top two challenges for brokers are competitive pricing and finding the right 
underwriter partner.3

 
Clearly, the schemes sector is in a state of flux. Opportunity beckons but how best to 
bottle the lightning? What’s the best approach for quality product development that still 
ticks all the fair value boxes? 

We have an experienced eye for what makes a good scheme tick and have identified six 
key themes that underpin the optimisation of schemes for business advantage. They are 
policy relevance, clarity of cover, complaints management, product testing, vulnerable 
customers and competitor tracking. 

Let’s unpack them.

1  Ecclesiastical’s Schemes Study 2022 with 251 brokers
2  Ecclesiastical’s Schemes Study 2022 with 171 brokers 
3  Ecclesiastical’s Schemes Study 2022 with 192 brokers
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Policy relevance
As with all good products, making sure they’re right for your 
audience is the single most important thing you can do. 
Fundamentally this comes down to understanding what it is 
that a given cohort of schemes customers need. Relevance is not 
only the key to adding value, but it’s also central to fair value.

Many sectors have undergone radical change in the last few years: what worked before 
may not work so well now. Examine your scheme markets and look for the big shifts. 
How have risk profiles changed? How has member behaviour changed? How has the 
channel to market altered? Always put regular, analytical time aside to observe, process 
and respond.

l Check the scheme member demographics: are they still who you think they are? 

l What’s the pattern of growth versus stagnation or shrinkage? 

l Check the complexities: what’s changed for them that may have exposed new  
or amplified risks? 

l How have transaction preferences changed?  

Gather all the member feedback you can. Collating this information helps you spot trends 
within the scheme membership – as does regular dialogue. Are you making the most of 
all the touchpoints scheme members have with you? Are those touchpoints still valid? 

There’s always a temptation to recycle policies, but they can age over time, decaying in 
terms of the protections they offer and how they stack up against competitive offerings. 
The policies are bespoke and must always be wieldy, simultaneously being right for the 
sector and right for a given set of members whose businesses are rarely static.  

What are the common points of failure? The devil is in the detail: 

l Special wordings or extensions can easily become dated if not reviewed on a  
regular basis. 

l Customer service numbers that have changed; discontinued emails or contacts  
where individuals have changed roles or moved on. 

l Then there’s the policy cut ‘n paste that decreases value – and it’s a very  
common practice. 

Check the covers you’re offering: is the policy stuffed with cover sections a given member 
doesn’t actually need? We’ve seen a recent instance where only four of the 17 cover 
sections offered were relevant to the scheme. 

When optimising policies for relevant and fair value, always remember that if they wrap 
seamlessly around member needs, then they’ll also look good to the regulator too. 
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Clarity
We all know the one about the policy document that’s so 
perfectly compliant that it’s effectively meaningless to the 
member. Too often the first time a member reads the policy 
is when it’s time to claim. Think plain English, think shorter 
sentences and think presentation too. All these things feed 
into fair value that makes it easy for members to understand 
and engage with their schemes cover. 

Digital is more important than it was in early 2020 – and it was important then – so think 
about how you position and promote your schemes offerings online:

l When was the last time you reviewed your online schemes content? 

l Does your messaging still resonate with your target membership? 

l Does the scheme product still match your brand values and vice versa? 

l Is your website content optimised for search and does it display well on tablet or 
smartphone? 

l When did you last upgrade your digital content in line with best practice? 
 
As policies mature, so wordings age too. For instance, if you’re seeing policies that feature 
the words ‘curios’, ‘hi-fi’, ‘pager’ or ’palmtop’ then you’ve got an obsolete terminology issue. It 
may seem obvious but make sure your wordings are modern and right for the membership 
demographic. Good policy wordings showcase your values and your brand so make them 
easily available. People are generally talking less and interacting digitally more so share 
them on your website. It’s a simple way of demonstrating the power of difference.
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Complaints are 
unavoidable… so  
manage them well
Solving complaints and being responsive to the specific needs 
of your membership underpin good service. Why? Because 
the true measure of good service is how you deal with the 
challenges. Being sensitive to difficulty and vulnerability is 
where brands, loyalty, mutual understanding and longevity 
are built. Such sensitivity is key to adding value and again, 
this is also central to fair value.

No member customer has complained about being contacted too much, but many have 
complained about being contacted too little - so be proactive and be accessible. Just 
because you’ve had no complaints isn’t necessarily a good thing as some members will 
just prefer to walk away at renewal time. Complaints are a gateway to improvement and 
one type of complaint may also be shared by others. Uncovering complaints or similar 
issues gives you the opportunity to fix things and when done quickly and efficiently that 
will help at renewal time. 

Complaints typically span areas like delays, coverage issues, wordings, weird exclusions, 
over-stringent conditions and claims performance. They also range from minor grumbles 
to ones that make their way to the Financial Ombudsman. What’s important is how you 
recognise them and then how you deal with them. 

l Make sure you have an ongoing complaints review process in place because it will 
help you ensure that your schemes products are both fit for purpose and fair. 

l Check your wordings too as these can often be a complaints hotspot that you can 
defuse through ongoing review. 

l Keep policy documentation and covers as extensive as they need to be but as short as 
possible. 

l Always aim to include only covers that are relevant to the risks involved for each given 
scheme.    

There’s nothing wrong with being cautious and taking extra care to make sure complaints 
are caught early – missing them or failing to deal with them quickly and effectively makes 
for bigger problems downstream. We like to know about them because together, we can 
apply fixes and help develop the processes that look after your members. 

Well-thought out review and audit processes will mean you can nip complaints in the 
bud. It’s an obvious point but one worth repeating: when you work with your scheme 
members and solve their complaints because you understand their needs, they’ll respect 
you for it.Great tips for building 
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Product testing 
and the review
Digging into the claims data is a really good way of  
pressure-testing the efficacy of a schemes policy. Look at 
the type of claims members make and establish the patterns. 
You’ll quickly be able to identify surplus cover areas that 
just don’t get used.

A programme of regular product testing gets more important as a scheme policy gets 
older – because things change. Using member feedback will enable you to anticipate 
their future needs and flush out under or non-performing policy elements. Running a 
regular scheme review programme will also identify weaknesses and errors.

Good performance relies on the review process. At Ecclesiastical, we blend all these 
activities in the way we Review360o the schemes we support. Like for like comparison, 
breadth and relevancy checks are key, backed by traffic light gradings. 

Scheme reviews are a journey of rediscovery and refinement. One of the most important 
things is ‘fresh eyes’. We rotate scheme reviews through different teams to keep 
perspectives observant and objective, creating a disciplined approach that benefits the 
membership. Ultimately, schemes insurance is about managing dynamic change through 
good member and broker relationships where we act for you and with you.
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Identify vulnerable 
customers… and 
look after them
What constitutes vulnerability in relation to schemes insurance? 
The answer often lies in having a firm grasp of member 
demographics. A good example is property-related schemes 
where member age can create vulnerability issues:

l Is your documentation accessible for the sight or hearing-impaired and  
screen-reader friendly? 

l Is it written in plain English that’s easy to grasp? 

l Accessibility includes being easy to contact – do you have multiple communications 
channels that enable members to reach you the way that suits them?

 
If you’re unsure about vulnerable members within your schemes (and there are bound  
to be some), then map your membership. Check the demographics, check the complaints 
and look for the giveaway signs that some members might be struggling. 

This ties back to fair value. There’s always a risk of brand or reputational damage if 
vulnerable members slip through the net and that can create questions marks around 
duty of care.
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Watch the competition… 
and watch the trends
You know who’s competing in your space. But how are they 
innovating and what are the potentially disruptive new angles 
that new entrants are bringing? It’s easy to follow the ‘if it isn’t 
broken, don’t fix it line’. However, just because life is comfortable 
and your lapse ratio is low, it doesn’t mean you shouldn’t watch 
both your flanks and the horizon to improve. 

If you can deliver a simple, efficient schemes product that does what it says on the tin, 
for the right people and in the right way then that’s more valuable than a less efficient 
policy you can sell for less. If that message needs communicating, then do it – member 
education is also part of the sell:

l Don’t be nervous of putting value first because it commands a higher cost for  
the member. 

l By the same token, don’t over-engineer cover because it adds extra cost for  
no reward.

 
The relationships between brokers and underwriters are typically built up over many 
years. The cost of change can be off-putting and there’s a perception that a broker 
switching to a new underwriter is a negative thing. Even so, our study showed a notable 
minority are thinking of doing just that. In the right circumstances, moving to a new 
underwriter can be a smart move because you are member-centric. And that’s a very 
positive message for them to hear.

6
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What conclusions 
can we draw?
There are two ways to look at the FCA’s fair value environment. 

Operate at the statutory minimum with compliance perceived 

as a barrier. Or you can view it as we do: a platform for 

competitive advantage and service excellence that gets 

baked-in to the culture.

There is a seventh element to delivering fair value schemes that work for both you and 
the customer. It’s training - and central to that training is knowledge transfer. Build an 
integrated recruitment, onboarding, training and people review framework that captures 
best compliance practice - and makes it second nature for your newbies and veterans 
alike. It’ll reinforce your brand too, which is important in a hardening market that’s 
experiencing much uncertainty from external factors.  

The bottom line is this: when you know your audience, work with them, work for them 
and look after them, they’ll do three things. They’ll respect you; they’ll advocate for you  
– and they’ll renew with you.  

 

Talk to Ecclesiastical’s experts.  
When it comes to schemes, we’re all you need to know.

Call 0345 604 7233  
or email schemes@ecclesiastical.com

 
Find out more about how our schemes experience 
and expertise can help you.
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