
 

                                                                      
 

 
Are consumers getting a fair deal in the insurance market? A CSFI Swiss Re 
Insurance Fellowship round-table, with Caroline Gardner (FCA), Sue Lewis 

(Financial Services Consumer Panel), Cindy Chan (Deloitte), Stuart King 
(Promontory), Adam Beckett (Aviva) and Paul Wright. 

 

The overall conclusion from this roundtable was that insurers have clearly raised 
their game in recent years in terms of their dealings with consumers.  But there 
remains some way to go, innovations such as price comparison sites and on-line 
business generally and the perennial problem of consumers’ understanding and 
willingness to engage with products mean that the picture remains mixed.  The 
following specific points were made: 
 

 Annuities remain a problem, particularly when bought on line.  Some speakers 
would like to see a code of conduct 

 Some general insurers still make life unnecessarily difficult for claimants, which 
tarnishes consumers’ experience and perceptions 

 Greater use of on-line business raises the question of standardization and 
simplicity versus bespoke products that meet specific needs but are harder to 
understand 

 Price comparison websites are a net benefit but raise some issues 

 Regulation has played an important role in raising standards but so have non-
regulatory stakeholders such as Parliamentary committees 

 Despite the changes in UK regulatory structure, the range of tools remains much 
the same but some are being used more aggressively.  It is important that firms 
understand the triggers for intervention 

 The FCA is making extensive use of thematic work to identify industry-wide 
issues and sound practice 

 Regulators struggle a bit with the concept of ‘fairness’ which may not always 
equate to producing the best outcomes for consumers 

 Much of the regulatory work in this area remains principles based – that is not the 
same as light touch and may be quite consistent with enforcement action where 
necessary 

 Many firms have spent considerable time identifying what customers really want 
– simplicity but products which meet specific needs which are easy to understand 

 Firms that take these matters seriously have also introduced metrics and 
behavioural objectives, made management changes and altered the emphasis of 
internal reporting to allow them to place more stress on customer experience 

 None however would claim that they have got this completely right 

 Legacy issues are particularly important.  Do customers still understand what 
they have bought and whether these meet their needs after 5-10 years? 

 Back checking and market testing are key tools in this 

 Ensuring that customers are consistently treated properly is a major cultural 
exercise.  Even where boards and senior management get it, driving the right 
culture throughout the firm is key. 


