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Schemes in focus

Marketing of current scheme(s)
Q:  How do you currently market your scheme(s) to the client? 

According to an Insurance Times survey of 
more than 60 brokers, almost 50% believe 
the market for schemes will improve.

The survey also revealed that 34% think the 
market will remained unchanged, and 16% say 
it will decline.

The research found that the biggest challenge 
facing brokers in setting up a scheme was 
competition (38%), closely followed by cost and 
regulation (both 30%). The most popular 
scheme sector was property (34%), followed by 
liability (28%) and motor (19%).

Some brokers cited more than one challenge, 
or had formed more than one type of scheme.

Separate research carried out this year by 
MMA Insurance of 250 brokers revealed that 
the most common method used by brokers 
when marketing schemes to customers was to 
target specific sectors (61%), with 41% citing 
hard-copy flyers, email marketing, and working 
with trade associations.

The gripes relating to service issues that cause 
the greatest frustration for brokers when 
dealing with insurers was a lack of or slow 
responsiveness to queries and a lack of 
underwriting flexibility (both 29.8%).

Lack of access to decision-makers (26.7%), 
poor claims handling (23.7%) and di!culty in 
reconciling accounts (22.9%) also scored high 
on the scales of complaint.

Meanwhile, when it comes to selecting an 
insurer partner for a new scheme, most brokers 
said they would approach specific insurers that 
they have a current relationship with (36%).

MMA Insurance’s head of UK development, 
Peter Knowles, said: “Market experience 
suggests that one-third of all new schemes fail 
within the first three years. This is often down 
to a misalignment of expectations and 
objectives between the broker and insurer. 

“This can be because the insurer loses interest 
with the scheme within this period, or the 
scheme fails to live up to its original, possibly 
over-optimistic, billing.”
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Basis of selecting partner for new scheme
Q:  If you were considering a new scheme, which of the following do you think 
would be the most likely response? Question asked of all respondents
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Frustration with schemes service 
Q:  Which of the following service issues cause you or your 
firm the most frustration with the insurer that administers 
your scheme(s)?
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All (250)

Place schemes (131)

Schemes  
in numbers

 Two surveys reveal what brokers 
think of the schemes market

 Respondents also disclose their 
biggest gripes and challenges

Source: MMA Insurance

Q: What kind of scheme did you set up?

Q:  What are the biggest challenges you face in setting up 
a new scheme?

Q: How do you think the market will grow in the future?
IMPROVE DECLINESTAY THE SAME

49% 34% 16%

MOTOR LIABILITYPROPERTY OTHER

19% 34% 28% 33%

COST COMPETITIONREGULATION OTHER

30% 30% 38% 28%

Penetration of schemes 
Q:  Do you, or your firm, manage one or more insurance schemes?

50% 50%52% 48%

YES - I MANAGE ONE OR MORE SCHEMES NO - NOBODY IN MY FIRM MANAGES SCHEMES

2011 (250) 2012 (250)

Broker survey

27%

73%

Q: Do you plan to set up 
another scheme?

YES NO

Source: Insurance Times survey

EXPERT VIEW  

TO SCHEME OR NOT … 
THAT IS THE QUESTION

As an industry we like definitions, so 
why is it so difficult to find a generic, 
industry-wide definition of a scheme? 
I have seen many different variations 
of what constitutes a scheme, and if 
you speak to different insurers you 
are likely to receive any number of 
conflicting views on what a  
scheme actually is.

A scheme can often be 
confused with delegated authority 
arrangements. However, these are 
very different trading capabilities that 
can deliver brokers very different 
results. The key is to be clear about 

what you want to achieve and what you are capable of 
delivering; define your proposition and ask yourself if what 
you are offering is similar to others in the market. 

Research is key to any successful scheme, so ensure 
your product is market oriented and designed with your 
potential customers in mind – don’t just think about what 
customers want, ask them.

Once you have designed your proposition, now is the 
time to ask yourself the inevitable – to scheme or not to 
scheme. This will depend on your desire to set your own 
selling price using a net-rated product and whether you 
want to white label your facility, not forgetting internal 
capabilities such as systems and underwriting expertise. 
Remember, a scheme is effectively giving you the freedom 
to accept risks on behalf of the insurer. The skills and 
expertise to do this is just one of many deciding factors.

Full control over the product
A scheme offers brokers full control and flexibility over 
their whole product and proposition, including bespoke 
policy wording and rating, full control over administration 
and branding and, in many circumstances, a choice over 
their claims handling arrangements. On the strength of this, 
insurers can and should demand a higher GWP commitment. 

On the other hand, delegated authority arrangements give 
brokers an attractive alternative to schemes, which also allow 
the broker an element of control and flexibility, with what is 
often a six-figure GWP commitment. Wording and rates are 
typically provided by the insurer. However, the broker may 
issue policies but possibly use the insurer’s systems. There is 
less flexibility around claims, which are usually administered 
by the insurer or their preferred claims handler.

Depending on the answers – think about which insurer 
to approach – do you need an ‘off the shelf’ product or a 
specialist insurer who can provide help and guidance  
with the product build? Ensure that you partner with an 
insurer that is flexible and can work with you and your 
skills, to develop new ones and recommend a solution  
that works for you.
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