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The
knowledge
Commercial 
e-trading/
The buy

Since the standard question sets 
for micro-SME policies were 

established around 2005, e-trading 
has evolved between brokers and 
insurers at the lower premium end 
of the market.

Now the question is how far and 
how fast direct sales will encroach 
on brokers’ commercial business, as 
happened in personal lines. Small 
business owners are often short of 
time, and being able to research and 
purchase cover online whenever it 
suits them is a big attraction. Price 
is also a sticking point for this 
group, and direct purchase can offer 
the choice of reducing premiums by 
excluding unwanted cover. As well 
as direct insurer websites, brokers 
face an online challenge from 
aggregators and banks too.

Because direct purchase tends to 
be for micro-SME policies like shops 
and tradesman, the average 
premiums involved range from 
around £250 to £600. But commen-
tators predict that this could rise to 
£2,000 and beyond as insurers begin 
to develop commercial combined 
packages for the direct market.

With a total SME insurance 
market of £5.4bn, the prize is 
extremely attractive for those who 
get it right. One way for brokers to 
compete is to offer an online 
quoting portal of their own. 

Brokers have traditionally 
owned the relationship with the 
SME customer, and therefore the 
customer data, but insurers are 
waking up to how valuable this can 
be. The closer to the customer an 
underwriter is, the more accurate 
their risk assessment. 

Brokers’ challenge is to develop 
a compelling service that will  
stop insurers’ direct sites from 
muscling in.
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Growth of internet 
direct sales in the 
commercial market
4.9 million SMEs in the UK
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Target market: £5.7bn 
commercial general liability 

Patterns of buying 
behaviour 
in personal lines

● SME commercial cover  
is predicted to follow  
personal lines and become  
a direct purchase

● The SME insurance market 
was worth £5.4bn in 2008

EXPERT VIEW  

AS GOOD AS OUR WORD:  
RSA E-PROMISE INITIATIVE GIVES 
BROKERS WHAT THEY NEED

In 2010, RSA returned to the SME stage with 
a brand new proposition, a refreshed suite of 
products, like Mini-Fleet, and an enhanced 
e-trading capability. While developing our 
new proposition, we listened to brokers at 
the outset to make sure what we delivered 
was actually what brokers needed. 

Brokers told us that although e-trading 
was seen as an increasingly important way 
of doing business, the help and support that 
went alongside these platforms was really 
important too. 

When a question arises on a risk or on the 
system, it needs to be quickly resolved so brokers can get back 
to their client straight away. Insurers weren’t always flexible, quick 
enough or listening to brokers’ needs. It was clear that launching 
new and improved e-traded products alone was not enough.

RSA’s e-Promise was introduced to address these concerns. 
Our promise to brokers is that they are able to speak to a 
decision-maker within 30 minutes, if not immediately. We also 
promise to resolve queries straight away, or at least agree next 
actions. Finally, if needed, we promise access to a second opinion 
from a senior underwriter.

The service allows brokers to deal with complicated cases that 
may require more flexibility, quickly and efficiently so in turn the 
service that is offered to the client is of the highest standard. This 
is e-Promise.

Responding 
quickly and efficiently 
to brokers when 
they need our 
support means we 
have built up strong 
relationships and 
given more brokers 
the confidence to 
e-trade. It’s about 
putting the broker at the heart of everything we do.

We offer e-Promise to brokers who are committed to e-trading 
SME with RSA, and since launch the feedback received has been 
overwhelmingly positive. By supporting brokers in this way, we 
have seen a real growth in e-trading, because they know if they 
need us, there is someone available to help. 

But we will not stop here. We have continued to seek feedback 
to understand the evolving needs of brokers. In turn, we have 
been changing and adapting our proposition to constantly improve 
our service and help brokers through the transition to e-trading. 
We now have lots of new initiatives in the pipeline and it’s a really 
exciting time for us.

It’s fantastic that RSA has been recognised in industry awards, 
scooping Insurance Times’s general insurer of the year award 
2010, and with e-Promise itself shortlisted in the Customer 
Care Category at this year’s British Insurance Awards. We are 

extremely proud that e-Promise has 
been recognised externally, as it really 
reflects the efforts and hard work 
of the e-Promise team to listen to 
customers and put their needs at the 
centre of our proposition. 
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When there is a 
question on a risk, 
brokers need to be able 
to quickly resolve it, so 
they can get back to the 
client straight away


