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I NT RODU C T I ON

In a world of instant comparisons, pricing decisions
within the insurance industry are growing more complex.
The coronavirus pandemic has already impacted insurance
prices, and as the regulatory environment changes we can
expect more fluctuation. How do you keep one step ahead
of your competitors in the daily battle for new business and
better margins?
Our consumer panel provides a rich source of
up-to-the-minute data on market price movements.
It’s a panel of genuine people with real risk profiles who
gather live quotes every day. The market knowledge they
generate is relevant and valuable: a daily snapshot of a
fast-moving industry, delivered with insights and analysis
that you can use to your competitive advantage.
Since data without insights is just data, we add value
through our own pricing expertise.
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FCA ANNOUNCEMENT

SIGNIFICANT
IMPLICATIONS
FOR
INSURANCE
PRICING

Recent FCA report makes a regular
view of price change movements
even more important

Times are changing and the findings of the FCA’s
general insurance pricing practices market study,
published in September 2020, will have significant
implications for motor and home insurance pricing
in the UK.

There are several potential strategies that could
play out as we move through 2021. One thing is
for sure, prices quoted on comparison sites will be
changing. There may be some short-term downward
movements before longer-term increases, or the
expected market inflation may begin sooner.

Its proposed remedy requires firms to offer a
renewal price that is no higher than the equivalent
new business price for a particular customer through
the same sales channel.

Different providers will have different strategic
aims, and different pricing tactics to achieve them.
A daily view of who’s moving, by how much, in what
direction, and when, is more important than ever.

R EG U L ATO RY CH A N G E

Consequently, firms will not be able to increase
prices for renewal customers without also increasing
the prices they offer to new business customers.

‘Understanding our
competitor price movements
is crucial to our
dual pricing response’
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DAILY PRICES

MEANINGFUL
DAILY
PRICES FOR
REAL-LIFE
RISKS

To become more agile in your
market, tap into daily updates
of real-world prices

As pricing practitioners - not data providers - with a
wealth of insurance pricing experience, our consumer
panel solution insights are designed to be more
appropriate and more relevant for what insurance
pricing teams need.

We regularly refresh our panel members to take
account of aging and to maintain a representative
view of the markets we are operating in. These
measures ensure that our daily price movements
are on a like-for-like basis.

Our data and reports have been developed from
an insurance provider’s perspective, working in
close collaboration with our clients.

We also conduct on-going analyses of the data
to make sure that observed price movements are
genuine and not affected by collection processes,
velocity rules, anti-fraud measures, or other pricing
anomalies. Our extensive experience as insurance
pricing practitioners means we are ideally placed
to be able to identify unusual movements, and
remove outliers.

Our solution allows you to continuously monitor
changes in competitiveness based on which insurers
or brokers have moved prices, when, how often and
to what extent. This provides accurate, daily market
price tracking, enabling greater trading agility and
more informed pricing decisions.
We run quotes daily through all the major price
comparison websites to provide intra-day price
movements and insights into market pricing
changes and how these impact your performance.

‘Getting daily reports
helped us make pricing
decisions with confidence
and increase profitability’

We use real people’s actual risk details to ensure
prices returned are genuine and specific to that
individual. We do not use any made-up profiles or
adjust any of the factors that may influence price.
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ON-BOARDING

With our help you can quickly
embed agile pricing in your
pricing function

A CULTURAL
SHIFT IN A
MATTER
OF WEEKS

Depending on the type of organisation, our data
and reporting can be used in different ways:

We sometimes hear that insurers aren’t ready or
don’t have the right structures and processes in place
to make use of the insights our consumer panel
solution can provide. Our experience of insurance
pricing, capabilities, teams and governance means we
can help you embed the data and reporting into your
ways of working to improve pricing agility.

S T RAT EG IC M A R K E T M O N I TO R I N G

A strategic approach to monitor market movements
over time, that can generally be achieved through
weekly or monthly reporting. This helps to inform
forecasting and internal planning activities based
on price movements, competitor footprint changes,
differences in product features, excess levels, and
differential pricing across channels. It also enables
tracking of price optimisation effectiveness, and
scenario modelling.

Through a series of interviews, workshops, and
coaching sessions we will help you identify what you
are doing well, how to leverage opportunities in terms
of agility, your team’s ways of working, the processes,
systems, and tools being used and the governance
in place. Real-time data is important and helps
inform better and quicker decisions, but the right
infrastructure needs to be in place to support more
streamlined price change recommendation, approval,
testing, deployment, and impact reviews.

AG IL E T RA DIN G S U P PO RT

In addition to the above, for more agile insurers and
brokers, our daily reports provide real-time tracking
of market movements: what happened yesterday,
which competitors moved, how those moves have
driven the overall market, and how they may have
impacted performance. This is crucial insight for
providers operating on comparison websites, where
multiple changes can be observed daily.

We have a diverse client base, ranging from
the most agile trading organisations to more
traditional insurers. Our insights help each to
identify competitor pricing strategies, track testing
and promotional activity, understand trends,
predict where prices are going, and benchmark
value propositions.

‘Thanks to their
on-boarding process, we
have significantly improved
our pricing capabilities.’
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VALUE-ADDED DATA

DATA WITH
EXPERT
ANALYSIS IS
VALUE-ADDED
DATA

Daily data is nothing if it’s not
meaningful or it doesn’t offer you
actionable insights

We support you with a dedicated account
management team, delivering a balanced
engagement of senior pricing practitioners and
analysts. Working with your pricing team, we help
to embed the data and reporting, advise on how to
use them, what other sources to combine with, how
frequently, what insights can be drawn, and what
pricing decisions can be made.

We don’t just provide data. We are pricing
practitioners with extensive experience in insurance
pricing, and as pricing specialists, we bring additional
consulting, commercial and analytical skills.
Beyond reporting the data, we can identify the
relevant insights and make recommendations for
your business. Because our reports are daily, they
provide more frequent insights, quicker identification
of trends and more informed decision making.

Our insurance pricing lead, Stephen Kennedy, offers
personal experience to help explain and support you
and your organisation to ensure you derive maximum
value from the data we provide.

We add value by understanding what you are seeing
in the reports, conducting additional analyses, and
drawing out further insights. This enables us to help
you understand the data and how to extract most
value from it.

Data has more value when
it’s regularly monitored by
our insights team
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VALUE-ADDED INSIGHT

INVEST IN SPEED
AND ACCURACY
TO IMPROVE
PERFORMANCE

Our reports and insights give you a
fuller picture of the market and your
competitive position within it

The investment you make in our consumer panel
solution will quickly deliver value and financial
benefits beyond the cost. As well as providing
more accurate and frequent insights based on real
customer profiles, our daily reports enable faster
decision making and support more effective price
changes. The quicker a price move is made the
sooner you can realise the financial benefit.

IS S U E R E S O LU T IO N

Access to daily reporting can help identify internal
system issues or data enrichment outages. It’s not
uncommon for systems talking to credit agencies
and other third parties to fail intermittently during
the day. By identifying anomalous price changes,
and investigating these, we help you identify issues
often before IT departments become aware of them.
Identifying and addressing these issues provides a
real financial benefit, mitigating the opportunity cost
of lost sales due to inflated prices.

CR IT ICA L M A R K E T IN S IG H T

Our reports and insights help you understand trends,
predict where prices are going, and benchmark your
proposition against the competition, including levels
of cover, product features, and differences in excess
charges, as well as price.

‘They helped us understand
our competitive context
and improved our weekly
top positions’

AG IL E DECIS IO N M A K IN G

The sooner information is available and analysed,
the quicker price change decisions can be made,
prices changed, and trading performance improved.
Our data provides tangible financial benefits for
agile decision-making. The cumulative effect of
being able to make price changes just a few days
earlier than you have done previously, or before your
competitors, can be significant over the course
of the year.
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ONLINE PORTAL

SEE
BUSINESS
RELEVANT
DATA THAT
WORKS
FOR YOU

Choose what you want to see
via configurable and interactive
reports in our online portal

Our online portal provides access to a wide range of
reporting. The configurable, interactive reports allow
you to select specific insurers, view different date
ranges, change comparison websites and look at
them individually or collectively.

SEGMENTED VIEWS: by key pricing factors.

Assess if changes are targeted or across the board.
WEEKLY TOP POSITIONS: relative competitiveness

(number of top positions in the week). This is
also provided by comparison website and allows
understanding of your own and competitor top
positions and in which segments.

In terms of accuracy, there are several pricing
activities that go on that might be affected by the
data collection process. We know some insurers are
pricing based on previous quote behaviour, which
can impact the price the next time a quote is run
and have measures in place to mitigate this. Run
times are scheduled because we know prices can
vary throughout the day. We have also developed
machine learning tools to review the data for
anomalous patterns and remove outliers before
reports are updated. This consistency ensures a
like for like comparison of the market day on day.

TOP PERFORMERS: portal can be set to look at

top 1, top 3, top 5, etc. Who is most competitive, how
this is changing over time and your competitive set.
PRICE TRACKING: longer-term price tracking and

quotability over time by segment.

Here are some of the reports our data provides:

FEATURES AND TICKS: as well as price, we can look
at other features: level of excess, additional ‘ticks’
(breakdown, legal, personal accident, replacement
car, home emergency, etc) to compare benefits and
establish relative competitiveness.

DAILY VIEW: quickly benchmark previous day

SCENARIO MODELLING: how a price change

of x% across the board might affect overall
competitiveness based on top position impact.
Also modelling ‘Left on the table’ and ‘Beaten by’
allows a view of your top price versus competitors,
and assessment of price optimisation effectiveness
over time.

market movements
COMPETITOR PRICING ACTIVITY: drop down
menu allows selection of any insurer who returned
a price that day. Can be viewed by brand or by
insurance group.
BIGGEST MOVERS: see how the market has

QUOTABILITY: tracking brand specific

changed based on biggest movers.

16

footprint changes.
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P R ICE VS Y E S T E R DAY
Price Change %

-% Impact
+% Impact
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CHOOSE THE LEVELS OF DATA,
REPORTING AND VALUE-ADDED
SUPPORT THAT SUIT YOUR NEEDS

CLIENT Mean Price

£680

98.5

Over 60

11/11

10/11

12/11

13/11

11/11

12/11

13/11

14/11

15/11

16/11

-1.59%

0.00%

0.03%

-0.04%

0.09%

Market Index

0.47%

0.39%

-0.20%

-0.04%

0.11%

-0.09%

0.26%

MKT5

0.78%

0.61%

-0.16%

-0.08%

0.10%

-0.15%

0.25%

14/11

15/11

Market Top 5 Index

0.80%

0.60%

-0.09%

-0.09%

0.11%

-0.15%

0.25%

283

282

342

340

343

347

348

16/11

POL

MKT5
Market Top 5 Index

CLIENT
Market Index

Product Name
Multiple Values

Index

100

10/11

13/11

14/11

Insurer 3
Insurer 4

11/11

12/11

Index

Insurer 1
Insurer 2

-0.83%

-0.05%

-0.1%

-3.32%

-0.71%

-0.60%

-0.89%

-0.77%

-0.86%

1.01%

Insurer 4

0.01%

-0.66%

-0.01%

0.00%

-0.19%

-0.01%

0.00%

Insurer 5

0.06%

-0.12%

-1.62%

-0.06%

0.00%

-0.96%

0.00%

Insurer 6

0.01%

0.01%

-0.01%

-0.01%

0.01%

-0.01%

0.01%
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13/11

Insurer 2

14/11

15/11

Insurer 3

Insurer 4

16/11
0.05%

0.00%

0.00%

-0.11%

-0.00%

0.00%

-0.00%

0.01%

-0.02%

0.00%

-0.83%

-0.05%

-0.01%

-3.31%

3.38%

Insurer 4

0.01%

-0.66%

-0.01%

-0.00%

-0.20%

-0.01%

0.00%

When a CLIENT Brand is #2-6, which insurers are #1
Insurer 1

Insurer 2

Insurer 3

Insurer 4

Insurer 6

Insurer 5

£278£2785%0.25%0.25%

Best Price
Best Average
Price Average
Oct

Nov

Sep

Oct

Nov

Oct

Nov

Sep

Oct

Sep

Oct

0.26%0.26%
£252£252
Nov

£680£680

Sep

Oct

Nov

Oct

Nov

CLIENT
CLIENT
MeanMean
Price Price

£479£479

Sep

£261 £2610.26%0.26%

0%

Sep

Oct

Nov

Sep

Oct

Nov

Sep

Oct

Nov

Sep

Oct

Nov

Sep

Oct

Nov

CLIENT
CLIENT
Median
Median
Price Price

Nov

%Times #1

10%

Market
Market
Top Price
Top Price
(ex.CLIENT)
(ex.CLIENT) £276 £276 0.25%0.25%

When a CLIENT Brand is #1-6, which other insurers are #1-6
Insurer 1

Insurer 2

Insurer 3

Insurer 4

Insurer 5

Insurer 6

100.0 100.0

15%

10/11 10/11 11/11 11/11 12/11 12/11 13/11 13/11 14/11 14/11 15/11 15/11 16/11 16/11
CLIENT
CLIENT
0.09%0.09%0.12% 0.12%-1.59% -1.59%
0.00%0.00%
0.03%0.03%
-0.04%-0.04%
0.09%0.09%
MarketMarket
Index Index
0.47% 0.47%0.39% 0.39%
-0.20%-0.20%
-0.04%-0.04%
0.11% 0.11%
-0.09%-0.09%
0.26% 0.26%

99.0 99.0

MKT5 MKT5
0.78% 0.78%0.61% 0.61%-0.16%-0.16%
-0.08%-0.08%
0.10% 0.10%
-0.15%-0.15%
0.25% 0.25%
MarketMarket
Top 5 Index
Top 5 Index
0.80%0.80%
0.60%0.60%
-0.09%-0.09%
-0.09%-0.09%
0.11% 0.11%-0.15%-0.15%
0.25% 0.25%

100 100
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347 348 348

Nov

Oct

Sep

POL POL
283 283 282 282 342 342 340 340 343 343 347
Nov

Oct

Sep

MKT5MKT5
MarketMarket
Top 5 Top
Index
5 Index
Nov

Sep

CLIENT
CLIENT
MarketMarket
Index Index

Oct

11/11 11/11
12/11 12/11
13/11 13/11
14/11 14/11
15/11 15/11
16/11 16/11
10/11 10/11

0%

Oct

98.5 98.5

Sep

5%

Nov

10%

99.5 99.5

Nov

0

15/11
-0.03%

Insurer 2

Index

0

14/11
0.03%

Insurer 6

Insurer 5

Market
Market
Top 5Top
Price
5 Price

Index

10

13/11
0.00%

16/11

10%

0%

Count #1

Count #1

10

12/11
-1.14%

Insurer 3
Insurer 4

Oct

51-60

Over 60

51-60

41-50

41-50

31-40

31-40

26-30

26-30

Under 26

Over 60

Over 60

51-60

51-60

41-50

41-50

31-40

31-40

26-30

26-30

Under 26

Under 26

20

-15.0%-15.0%

0%

Under 26

0%

30

11/11
0.14%

15%

Sep
-10% -10%
-20% -20%

30

10/11
0.06%

Insurer 3

15%

40

20

-10.0%-10.0%

16/11

When a CLIENT Brand is #1, which insurers are #2-6

Sep

5%

0.39%

0.00%

-0.63%

98

10/11

%Times #2-6

5%

0.05%

Insurer 1

Insurer 1

40

Over 60

0%

-5.0% -5.0%
% Difference

10% 10%

% Difference

10% 10%

% of Times Ranked #1

20% 20%

16/11

-0.03%

Group Name
Multiple Values

0.0% 0.0%

15%
% of Times Ranked #1

15%

15/11

0.04%

96

-% Impact
-% Impact
+% Impact
+% Impact

2

14/11

-0.25%

-0.02%

97

%Times #2-6

Impact
Impact
of 2%ofPrice
2% Price
Change
Change2

13/11

-0.11%

Insurer 5
Insurer 6

5%
Left onLeft
the table
on the table
BeatenBeaten
by
by

12/11

-0.05%

Insurer 2

99

NB: Tables and graphs are illustrative examples
of some of the reports available

Price Change
Price Change
%
%

15/11

11/11

0.12%

100

Whatever your market pricing requirements are, and
however you intend to use the information available,
we have a solution for you. We work in collaboration
with our clients to identify needs, and monitor these
on an ongoing basis, to ensure value continues to
be delivered.

A monthly view on market price changes could be
enough to provide an understanding of how things
have moved and help to inform where you expect
things to go next.

12/11

Insurer 1
Insurer 2

Availability of analytical resource will inform
whether you need interactive reporting and
underlying data, or whether static daily reports
will meet your requirements.

You may want a quick view on generic market
movement, for which a single price comparison site
would suffice. On the other hand, you might be
interested in identifying the impact of promotional
activity or question set and mapping differences,
and need data from all four.

11/11

10/11
Insurer 1

Insurer 3

98

However, more agile providers will need a daily view
of price movements to inform trading decisions.

Our products and services are not one-size-fits-all.
We understand that different organisations have
different needs and that requirements will vary.
That is why we offer different levels of data,
reporting, and value-added support.

% Difference

0.26%

0.12%

Sep

51-60

41-50

31-40

Under 26

26-30

0

S OLUT IONS TO MEET YOUR NEEDS

% Difference

£252

10/11
CLIENT

96

0%

0.26%

0.09%

99.5
99.0

Pricing is not an add-on service for us,
it’s our sole service. Our experience and
expertise are unparalleled.

Left Left
on the
onTable
the Table
& Beaten
& Beaten
by by

£261

100.0

Oct

-10.0%

Over 60

51-60

41-50

31-40

£479

-15.0%

0%
26-30

CLIENT Median Price

Best Price Average

M A R K E T M OV E M E N T IN DE X

10

Under 26

0.25%

Sep

20

-10%
-20%

0.25%

£276

30

Index

5%

-5.0%

Count #1

0%

% Difference

10%

£278

40

% of Times Ranked #1

10%

Market Top 5 Price
Market Top Price (ex.CLIENT)

0.0%

15%

20%

% Difference

Impact of 2% Price Change

Left on the table
Beaten by

Nov

Left on the Table & Beaten by

Product
Product
NameName
Multiple
Multiple
ValuesValues
10/11 10/11 11/11 11/11 12/11 12/11 13/11 13/11 14/11 14/11 15/11 15/11 16/11 16/11
InsurerInsurer
1
1
0.12%
0.12%
-0.05%-0.05%
-0.11% -0.11%
-0.25%-0.25%
0.04%0.04%
-0.03%-0.03%
0.05%0.05%

COMPETITIVE ADVANTAGE

Our reports and approach are driven by
insurance insiders – developed by pricing
practitioners for pricing practitioners

REAL PEOPLE,
REAL-WORLD
PRICES, REAL
COMPETITIVE
ADVANTAGE

We are you peers and are able to have ongoing
conversations with you on that basis. Our pricing
insights team have extensive experience of working
in analytical and leadership roles within insurance
pricing over several years.

quicker price change decisions can be made, prices
changed, and trading performance improved. The
data can deliver tangible financial benefits through
agile decision making.

Our reports and insights help you understand trends
and predict where prices are going, and benchmark
your proposition against competitions’, including
levels of cover, differences in excess charges and
how pricing compares.

Our reports are based on a panel of real people’s
genuine risk information to ensure improved
accuracy of prices being returned. We do not
use any false profiles and do not amend any of
the risk information.

The sooner information is available and analysed, the

Summary of key benefits and features:

			
QUALITY DATA & REPORTING

• Improved awareness of price testing activities in
the market
• Early identification of changes in market pricing trends
• Immediate sight of competitor footprint changes

• Rotation of quotes
• Scheduled run times
• Removal of outliers
• Identification of ‘unusual’ activity
• Analysis to highlight ‘seen before’ rules
• Ad hoc manual sense check

• Proposition as well as price benchmarking
AGILE TRADING SUPPORT

• Daily view on market and competitor price movements
to assess impact on performance
• Identification of any issues with your own pricing
• Validation of your own price changes flowing through
to live as expected
• Crucial data source to be combined with other metrics
to explain performance and inform decisions

STRATEGIC MARKET MONITORING

• Trended monthly view of market and competitor 		
price movements
• Understanding of any change to competitor footprints
• Comparison of propositions as well as price
• Comparison of PCW specific promotional activity
or impact of question set or mapping differences

SPEEDIER DECISION MAKING

CRITICAL MARKET INSIGHT

• The ability to make quicker, and more effective,
pricing decisions

• Ongoing, up to date understanding of
market movements
• Continuous monitoring of competitor
pricing strategies
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ISSUE RESOLUTION

• The ability to identify issues with your own pricing sooner

21

WHY PEARSON HAM

As pricing specialists we help you
deliver exceptional value

WE DO
ONE THING,
SO WE DO IT
BRILLIANTLY

W E FO CU S O N S U CCESSFU L
IM P L E M E N TAT IO N

W E A R E P R ICIN G S P ECIA L IS T S

Our mission is to help clients be more successful
through better pricing.

Our solutions are designed from the outset to
reflect your ability to implement.

As such we focus singularly on being excellent at
pricing and on building and evolving frameworks
and methodologies, refining techniques and gaining
deep experience that enables that pricing excellence.

It is only through successful implementation that
the value identified can be captured.
W E CA R E PAS S IO N AT ELY ABO U T
CL IE N T SAT IS FACT IO N

We believe that it stands to reason that with this
singular focus, we have an advantage and we can
serve you more effectively.

We are very proud of our many long-standing client
relationships, believe that they reflect the quality of
our work, and this in turn reflects the culture of our
organisation and our values. We also believe that it
is our point of competitive differentiation.

DE L IV E R IN G S U CCE S S FU L
O U TCO M E S IS E V E RY T H IN G

At Pearson Ham we focus on helping you achieve
successful outcomes. It is how we are measured,
what drives our reputation and what motivates
us as a team. It’s outcomes that matter and we
focus on four qualities that are instrumental to
delivering them.

VA L U E S W E A R E
PROUD OF

W E A R E CO L L A B O RAT IV E

CARE
we take great pride in the results

Our approach is highly collaborative. This is done
through listening earnestly to you, caring about you
and your business, working with your people at all
levels in your organisation to build relationships,
trust and respect. We do pricing with you, not to you.

COLLABORATION
we do our best work when we
co-create with you
INQUISITIVENESS
curiosity is the mindset
that drives us forward

W E A R E FL E X IB L E

Each situation is unique and requires a specific
approach to maximise our chances of success.
Further, the best laid plans often need adjusting,
as information, analysis and insights emerge, and
as the project unfolds. We will, and invariably do, flex
our plans as we progress through a project always
seeking the best way to deliver great outcomes.
22

ENJOYMENT
is in our attitude
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LEADERSHIP TEAM

Our team balances robust actuarial skills with
market leading commercial acumen, and can
draw on experience across multiple sectors

A CLOSE
KNIT
TEAM OF
EXPERTS

TIM H A M CEO and Pricing Lead
BACKGROUND
British Airways, Oliver
Wyman, Centrica,
British Gas
EDUCATION
MBA London
Business School
B Mech Eng

• 20 years’ experience in pricing and leading pricing teams
• Focus on insurance pricing for ten years addressing Motor,
Commercial Vehicle, Travel and Home Insurance
• Pricing projects focus on: pricing strategy, capability
development and price optimisation
• Led the development of a market competitive dynamic
insights proposition for motor insurance

S TE PHE N KE NNE DY Director Insurance Pricing
BACKGROUND
Hastings Direct,
Superdrug, Shell UK
EDUCATION
MA, Marketing
Kingston University

• Leads on insurance pricing for Pearson Ham
• Established and developed the pricing team at Hastings
Insurance from 2009 to 2017, delivering double digit
growth in customer numbers and profitablily every year
• Recent projects include price optimisation, pricing reviews,
and capability development for clients across multiple lines
of business
• Experience of leading engagements in Private Car, Van,
Motorcycle, Home, Pet, and Travel insurance

H A ZE L DAV IS Engagement Manager
BACKGROUND
AXA UK Insurance,
Network Rail
EDUCATION
MSC Operational
Research LSE MA
Mathematical Science
Oxford University
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• Qualified as Fellow of the Institute of Acturies specialising in
General Insurance
• 8 years’ experience in pricing at AXA in technical pricing,
pricing innovation and market pricing teams
• Experience in modelling claims costs and customer
behaviour, delivering dynamic price optimisation projects and
integrating new data sources into the business
• Core competancies in Private Car, Home, and Travel
insurance sectors
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+44 (0)20 3583 9969 | PEARSONHAM.COM
TIM@PEARSONHAM.COM
STEPHENKENNEDY@PEARSONHAM.COM
HAZELDAVIS@PEARSONHAM.COM
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