
Protect and value 
masterclass.



Fidelity Life has provided the following information in good
faith with the intention to provide general business 
information only.

This information should not be substituted for legal, tax,
financial advice or other professional advice, may not be
comprehensive, and should not be relied upon.

Unless otherwise stated, the information contained within this
presentation is accurate at the time of presenting and Fidelity
Life does not take responsibility for any incorrect or outdated
information contained within.

Fidelity Life accepts no liability for any loss suffered by any
person or organisation relying directly or indirectly on the
information.

Information appearing in this presentation may only be 
reproduced with the written consent of Fidelity Life and 
credit must be given to the source.

© Fidelity Life Assurance Company Limited 2023.

Disclaimer.



The purpose of 
this masterclass.

Why Protect & value?



Why Protect and value?
The purpose of this Protect and value masterclass is to highlight the importance 
of servicing your existing customers and the impacts if we don’t.

Customer 
impact.

$283k

no contact last 
12-months

$1.1m*

Financial 
impact.

41%

+21 vs -8
connected no contact

*Assuming business is valued at 4 x renewal income.

Customers are the 
lifeblood of any business.

How you treat them
leads to satisfaction, 
loyalty, referrals and 

advocacy for you.

Building a healthy 
in-force customer 
base is the same as 

building a larger more 
profitable business.

More likely to 
cancel if no 
contact in past 
12-months.

30% asset value 
impact

renewal



Easily 
managing your 

customers 
online.
(Tutorial.)

Our 
Customer 

value team.

How we can 
support you 

and your 
customers.

What we’ll cover.

Summary 
&

Q&A.

The facts
–what we know 
about customer 

retention.



What we know about 
customer retention.

The facts.



The importance of existing customers.
Industry lapses have almost 
doubled from 6.30% to 11.36% in 
the past 2-years. (Source: FSC stats.)

Customers who haven’t had contact 
with their Adviser within the past 
12-months are 30% more likely to 
cancel. 41% of customers haven’t 
had contact with their Adviser in 
the past 12-months.

20 policies lapsing per year, 
has a cumulative impact of
$283k over 10-years
on an Adviser book and a
$1.1m* adverse impact
on asset value.

Q3, 2023 saw
$50m NB & $110m lapses.
(Source: FSC stats.)

54% of Kiwi’s are underinsured.
(Source: Exploring underinsurance within 
New Zealand Massey University & FSC.)

*Assuming business is valued at 4 x renewal income.



Exit survey insights*.
Mains reasons for cancelling. Number of responses.

Can’t afford it/better deal. 46%

Don’t need it anymore. 33%

Unhappy with your service. 19%

Didn’t cover my needs. 15%

Moving overseas. 6%

Other. 4%

My work/company offers 
a group scheme. 4%

Adviser recommended 
another provider. 2%

can’t afford it or found 
a better deal.

haven’t had contact
with their Adviser in the 
past 12-months and have 
cancelled their policies.

don’t need it anymore.

The biggest drivers for cancelling were:

*Data as at 7-November 2023.

46%

33%

41%



Customer sentiment.

Neutral experience +6.

• Customers with a level policy stay satisfied overtime.
• Customers who’ve had recent contact are more 

likely to be satisfied.
• Customers who find the renewal process easy.

• 41% have not had any contact with their Adviser 
in the past 12-months.

• Lack of interaction significantly impacts NPS
• -8 no contact v +21 (Fidelity Life renewal survey).

• Customers without recent interaction are 30% 
more likely to cancel.

New business.

Positive experience +36.

• Satisfaction with the Adviser.
• Process was simple.

• Tell more about who Fidelity Life are/our benefits.
• Explain the process and the importance 

of disclosure.

Renewal.



The value equation & mental accounting.
Why is it harder to emphasise value (marketing) in a save conversation?

Perceived and actual.

Benefit Cost = Net valueminus

When net value
is positive, then we 
generally buy or retain.



Key outtakes.

Customers who have recent 
contact with their Adviser are 
significantly more engaged +21 v -8.

41% of customers haven’t had 
contact with their Adviser in the 
past 12-months.

Lapse rates exceeding NB and NZ 
underinsurance continues to be a 
key challenge.

Customers who haven’t had recent 
contact with their Adviser are 
30% more likely to cancel.

The need to reiterate the value 
(benefit vs cost) regularly 
otherwise this drives lapses.

79% of cancelled customers did 
so due to affordability or no 
longer needed.



How we can support
you and your customers.

Support.



Engage recap – Protect and value.

Protect + value masterclass: 
November

Renewals.

Support for customers.

Existing customers in focus.

Support for Advisers.

Stable long-term pricing.

Customer value team.

Special events 
increases.

Pre-lapse/arrears management.
• Adviser-specific pre-lapse reporting.
• Fidelity Life 2nd dishonour SMS.
• Fidelity Life dishonour support OB calls.

Stable long-term pricing.

Dedicated outbound protection 
conservation team.

Affordability and hardship support.



Sourcing updated view from Chatswood Consulting.

2020 2021 2022 2023

-3% (Life)
-3% (Level Life
-10% (Trauma)

-15% (Trauma accl BB) 
Policy fee decrease

+1% (YRT)
+1% (Level)

+12% (IP + Mortgage) 
Policy fee increase

+5% to 20% (Level Life)

+5% (YRT)
+5% to +50% (Trauma)

+4% to +40% (IP)
+4% to +40% (Mortgage)

+3% (IP)
+3% (Mortgage)

+3% WOP
+5.2% (Trauma closed)

+3.5% to +5% (Trauma)
+9% (IP)

+9% (Mortgage) 
Policy fee increase

Policy fee increase Policy fee increase

–
+2% to +4% (Life)

+2% to +6% (Trauma)
+2% to +5%(IP + Mortgage)

–
-2% to -13% (Life)
+4% to +5%% (IP)

+3% (IP)
+8.5% (Mortgage)

-6% (Mortgage extra)
+7% (Trauma Pref

lives discount

-3% to +3% (Life)
+3% (Trauma)

-5% to +18% (IP)
-5% to +15% (Mortgage)

+2% to 9% (Level Life)
+2% to 11% (Trauma)

+12% (Mortgage)

-24% to 8% (Life)
-16% to +13% (Trauma)

-1% to -2% (IP)
+5% to 25% (Mortgage)

-3% Age 30-39; -5% Age 40+

+7% (Level Trauma)
+5% (IP + Mortgage)

– –
+2% IP

+2% Trauma

Stable long-term pricing.



We have recently rolled out enhancements to our Special events benefit. 
New events include the insured person.

Existing customers focus
– Special events benefit enhancements.

For more information on our SEI and other product enhancements click here.

Taking out 
a mortgage.

Co-signing 
on a new 

mortgage.

Pregnancy. Terminal 
illness.

For their own 
investment 
property, vacation 
home, or residential 
block of land.

For a child. At 28-weeks 
gestation.
NB: Cannot apply for both 
the terminal illness and 
death of the same person.

Of a spouse, de facto 
partner, child or civil 
union partner.
NB: The terminal illness is 
required to be diagnosed by an 
appropriately qualified medical 
practitioner, who confirmed
a prognosis of less than
12-months to live. The insured 
person cannot apply for both 
the terminal illness and death 
of the same person.

Financially 
supporting

a dependent 
child.

Click

Through a first
course of full-time
tertiary education.

https://advisers.fidelitylife.co.nz/propositions/product-enhancements-full-guide/


Ease of doing business.

Adviser digital experience.

Live chat 
trial to 
NBC and
underwriters
LIVE.

Live chat to
NB and
underwriters
LIVE.

Fidelity Life –
Working together 
LIVE.
EB Workflow
management
launches.

Customer 
Live chat.

Adviser service 
team LIVE.

‘Adviser first’
process
improvements
LIVE.

TAHI Renewals CCed to
Adviser LIVE.

Signatureless for policy
changes LIVE.

Arrears SMS – old 
Fidelity policies LIVE.

Arrears SMS – new 
Tahi policies LIVE.

Live chat to
Adviser
service team.

E-App 
delivery.

Oct/Nov 
2023

Sept 
2023

Aug 
2023

Dec 
2023

Feb 
2024

Mar 
2024

Sept 
2023

Aug 
2023



Key outtakes.

Embedding our commitments made 
at Engage – enhancing your and 
your customers experience with 
Fidelity Life.

Special event increase enhancement 
to enable you to add cover to your 
customers as their needs change 
relevant to key triggers.Commitment to stable pricing.

Importance of continuing to 
reinforce the value creation.



Easily managing your 
customers online.



Arrears.

Lapses.
SEI.

Renewals.

Policy 
information.

Adviser centre walk through.

Where to find:

Payment 
history.



Adviser centre login.

You can reach Adviser centre via:

• Apollo Adviser centre
• Working together guide
• Adviser hub resource tab



Our focus: Tahi.



Key areas – Customer report section.



Key areas – Outstanding premiums & lapses.



Key areas – Renewals.

Renewals – main page.



Key areas – Renewals.

Renewals – dates dropdown.



Key areas – Renewals.

Renewals – drill through.



Detailed policy summary page.

How to export.



Detailed policy summary page.

How to view customer contact 
info.



Cover opportunities page.



Calendar page.



Mark it – Special events
resource.



How we support you.

Mark it is your go-to hub for marketing content and 
customer communications, many of which are specifically 
designed to help retain your existing customers.

Mark it has specific email templates for staying in touch 
with your existing customers that cover triggers such as:
• Age milestones.
• Life events.
• General check in.

Mark it also has a range of relevant and engaging 
marketing content such as:
• Cover if you get sick.
• What to expect at renewals.
• When and why should I review.

Mark it tools and resources.



Handy reference materials.

Working together guide.

How-to videos.



Our Customer 
value team.



Meet our Customer value managers.

Debbie PrenticeBrannan Hunter

Senior manager 
customer value.

Avinash Samuel Parisha Du Plessis Bahador Banazadeh



Adviser feedback.

“Thank you for your swift response. 
I have spoken with our mutual client,
who is happy to go ahead as suggested.”

“Such an easy team to work with –
they have been so helpful to me in my 
financial situation. I am off work, and 
my son is recovering from surgery.”

“Nothing but 
great service 
from your team.”

“Thanks – that’s 
very welcome news 
for our clients.”

“Thank you so much for 
being so understanding 
and so helpful, I really do 
appreciate it all. :)”

“You make our day every 
day and we so greatly 
appreciate the work you 
do for us.”

“Amazing service.”

“Thank you for working 
this through with us.”

“Very helpful and 
easy to deal with.”

“You are truly 
amazing thanks 
so much.”



THO.
Temporary hold option

– for 3-6 months
– no premiums paid 

but no cover.

90-day deferral.
Defer payments for 
90-days and repay 

together with regular 
premium over a

12-month period.

Payment plan.
Pay arrear premiums 

over a 3-month period 
together with the 
regular premium.

90

How we support you.
Retention tools.



How we support you.

Employer approved leave incl maternity, paternity, 
or sabbatical leave.

Unemployment.

Business closure or bankruptcy. 

Injury or illness.

Leaving paid employment to become a full-time caregiver 
for a spouse, partner, or dependent child.

Death of a spouse, partner, or child.

Natural disaster where the event affects a life insured’s 
ability to undertake their usual work.

Hardship – the criteria.



Summary.



Key takeaways.

$283k
adverse renewal

commission impact 
and

$1.1m asset 
value loss.

Customers are 
the lifeblood of 
your business. 
Value creation 
– throughout 

lifecycle.

Customers are

30%
more likely to
cancel if no 

contact within 
12-months.



Q&A.
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