
Business owner

First-time buyer

Three steps to unlocking the 
protection opportunity

1 Bridging the gap
The protection gap means that clients are leaving themselves vulnerable and at risk. 
This market presents you with an opportunity to deliver excellent client outcomes, 
grow your business and showcase the quality of your holistic advice.

Why are protection conversations important?

Good client  
outcomes

Increase your 
business revenue

Retain client  
relationships

2Building the plan
The most successful client conversations are tailored specifically to that person’s wants, 
needs and situation. 

  Existing opportunities

Start by reviewing your client segments and identifying where 
protection fits. Life changes like marriage, a new job or starting a 
family are perfect triggers for a conversation. By linking protection 
to what matters most, you’ll strengthen relationships and uncover 
valuable opportunities.

  New opportunities

Working with trusted partners such as solicitors and estate agents can help 
you reach more clients and uncover new opportunities. Joint promotions, 

shared events or tailored offers create mutual benefits and show your expertise. 
Collaboration widens your reach and turns new connections into lasting 
relationships - helping you grow your business and support more clients.

  Ongoing reviews

Life doesn’t stand still, and neither do your clients’ needs. Regular 
reviews keep their protection relevant as circumstances change and 
risks grow. Reaching out builds trust and gives clients peace of 
mind that their cover still works for them, helping you strengthen 
relationships and add real value.

3 Connecting the conversation
There are simple things you can do to have better protection conversations. Take your 
clients on a journey to help them understand both the value of protection and the value 
you can offer through great advice. And remember to tailor the conversation to be 
specific and personal to each client’s situation.

1

Introduce protection 
early in your conversation. 
Outline the importance of 
this from the very start.

2

Keep it simple. Don’t use 
jargon or specific product 
names. Instead talk about what 
this actually means to the client.

3

Talk about risk, chance and 
probability. Help your clients 
visualise how vulnerable they 
could be without protection.

4

Highlight shortfalls. Talk 
about your clients’ employee 
benefits (if employed), state 

benefits and any savings they 
have. Would this be enough?

5

Establish needs and priorities. 
From covering their income to 

protecting their children. What 
does your client feel is important to 

them and their circumstances?

6

Discuss an affordable budget. 
If you establish this at the start 

you won’t risk putting your client 
off with a much higher premium 

than they expected.

7

Use sales aids, calculators and reports 
to back up your recommendation, support 
the case for protection and help overcome any 
objections like affordability, risk and need.

8

Provide holistic advice by 
looking at an affordable menu 
plan covering all the risks.

For more information visit adviser.royallondon.com/protection

Royal London 
royallondon.com

We’re happy to provide your documents in a different format, 
such as braille, large print or audio, just ask us when you get in touch.
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This is for financial adviser use only and shouldn’t be relied upon by any other person.

31% of UK 
adults see a need 
for protection in 
the future.

And 30% of 
consumers would  
welcome a protection  
conversation during  
their mortgage  
journey.

However, nearly 

1 in 5  
consumers drop out  
of the protection  
journey.

Source: AMI viewpoint, The Next Chapter - November 2025.


