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Brand

Products

Distribution

3 key areas at the heart of our current success...

Brand • Market Leading

• Highest Awareness

• Most Trusted

Products • Broad Range

• Customer Orientated

• Value Focus

Distribution • Broad Access

• Strong Relationships

• Well positioned for the future

...and our confidence for the future



Brand Strength
We will continue to leverage our brand strength and use it as a 
source of competitive advantage



Brand Recognition

...Norwich Union continues to build a position of strength in the
market place

Source: TRBI Brand Tracking Study 
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Trust Source: TRBI Brand Tracking Study Q2 2004

Highest levels of trust and advocacy in Life and Pensions market…

…a source of competitive advantage

• Trust in the Norwich Union brand continues to build 

• Norwich Union has made further advances in levels of advocacy for the brand

%

%



Customer Focus

• Implementing the benefits of researching the customer over the last 6 years

• Major marketing refocus on the customer: 

• Customer workshops conducted with Marketing management

• Continued investment in developing customer insights and driving these 
into the full end to end customer proposition 

Growing Customer Confidence – A Market Leader

• Raising Standards accreditation

• Treating Customers Fairly

• Financial Capability

• Providing sustainable guarantees through financial strength

• Transparency on with-profits



Product Strategy
We will use our broad product mix and strong market positions to:

• deliver value for customers and shareholders, and 

• continue to increase our influence with distributors



We have a broad product mix...

Total Market
H1 2004 = £5.0bn APE and 

£28.7bn total premiums
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Source: ABI / MSE H1 2004

Norwich Union
H1 2004 = £605m APE and 
£3,465m total premiums

Annuities

Group Personal 
Pensions

Corporate Pensions

Bonds & Savings

Individual Pensions

Investment Funds

Protection
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Source: Aviva results

…this has helped us gain strong distribution relationships



We have consistently maintained strong market share in the main 
product areas...

…we will use this to generate value for customers and shareholders

Source: ABI / MSE H1 2004

NU’s total market share H1 2004 was 12.1%, and IFA Market share H1 2004 was 14.3%
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Stability during volatility...

Total Market Share - Discrete Quarters

Source: ABI / MSE H1 2004 
& Aviva results

Source: ABI / MSE H1 2004 
& Aviva results

Total IFA Market Share - Discrete Quarters
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We expect the Life, Pensions & Investments market to grow across all
products; being a broad based product provider we should do well...

…giving us the opportunity to focus on value driven volume growth

Source: Norwich Union Life
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Pensions Market Growth

Protection Market Growth

Market Growth - £bn APE
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Pensions:

- low point of margin cycle

- market activity before and after Pensions 

Simplification

- distributors and providers able to profitably 

focus on mainstream market sectors

Protection:

- consumer need for low cost protection

- new distribution opportunities

- e-commerce: simple transactions stimulating 

demand

- driven by  the mortgage market
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49%
Growth
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Growth

Investments:

- low point in the savings cycle (savings 

ratio back at late 1980’s levels)

- stabilising equity markets 

- returning consumer confidence

- housing market slowing

Annuity:

- pick up following Pensions Simplification

- changes in rules: draw pensions and 

continue to work

- long term demographic shift

- constrained supply 

- pricing for value



Norwich Union is well placed to take advantage of further growth
opportunities

• Strength of our brand ensures customer pull in an intermediated 
market

• Flight to quality will continue, benefiting providers with real 

financial strength

• Strong distribution partnerships give access to all key customer
groups

• Investment in Multi-manager / open architecture vehicles

• Investment Funds upside

• Development of medium-term savings

• Increasing automation across product portfolio

• Provision of lower risk funds and guarantees - a core competence



Distribution Strategy
Multi-channel offering with distributors prioritised on 
customer access and value



Maximise access to customers through the optimum number 
of distributors

Leading IFA market share: 

- 90% of IFA firms placed new business with Norwich Union within the last 6 
months

- Leading provider to the top 3 IFA networks: Bankhall, Sesame and Tenet; 
with a combined salesforce of over 16,000 RIs

Broad distribution reach: 

- RBSG joint venture - c. 11m customers through 2,250 branches 

- Tesco, the UK’s no.1 retailer, with 10m active customers every week

- 19 Building Society ties with access to 632 branches

- Norwich Union Direct



…we are well placed whatever the distribution mix

Depolarisation expected to change the face of distribution...

Market Distribution Mix
2004

Market Distribution Mix
2007

Source: ABI/MSE H1 2004

IFA -
Commission

Source: McKinsey Consulting Group (May 03)
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• Top choice for IFA Life & Pensions Multi-ties

- 65% of IFAs questioned would include Norwich Union in their top 4 Multi-Tie
providers

Source: Money Marketing 10/06/04

Multi-tie: We are well placed for the future

• Multi-tie agreements secured with:

- UK’s largest network - Bankhall

- Sesame

- Portman Building Society

- Discussions in progress with many major distributors
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RBSG Joint Venture (Bancassurance)

SUCCESSES

• Development of 

partnership and strength 

of relationship

• NUL and RBSG have 

created the only major 

bancassurance Joint

Venture and now have a 
platform for success

• Sales have increased 

35% since 2001 

• Considerable systems 

and infrastructure built

• Shared ambition

ISSUES

• Recent volume growth 

has been below 

expectations

• Impact of limited product 

range

• Lead generation an issue 

as a result of embedding 

a new sales process 

within the branch network

• Not yet a fully mature 

business

OPPORTUNITIES

• Significant growth 

potential - customer

penetration about half of 

market leader.

• New product offerings:

- pension and bond 

launched in September

• Medium-Term Savings 

and Investment Fund 

opportunities in 2005

• Strong position in 

depolarised world -

exclusive access to 

bancassurance channel



“ With our JV partner Norwich Union we have created 
strong foundations on which I am confident we will 
achieve substantial long term growth in our 
bancassurance business.

We enjoy excellent working relationships with Norwich 
Union and are committed to a long term partnership with 
them.”

Benny Higgins, Chief Executive

Retail Banking

Royal Bank of Scotland Group

A strong partnership committed to future growth



The Lifetime Portfolio will lead and grow the UK 
wrap market...

• £150bn will be invested through wraps by 2008 (Source: Datamonitor)

• The Lifetime Portfolio launches in Q4 2004

Benefits:

• Customer: Transparent charges, wide range of product wrappers, choice from
50 fund managers and 700 funds, and a consolidated view of their finances

• Advisor: Spend more time managing their clients’ portfolios and less time
administering them.  Lifetime will be a powerful business development tool

• Distributor: Offers a flexible solution, tailored to meet individual distributor
needs: e.g. white labelling, investment choice, levels of control, fees, etc

• Norwich Union: As the major shareholder, we will secure new distribution 
relationships, open new revenue channels from fees charged, and further
strengthen our relationships with distribution partners

…to become the dominant fully featured wrap platform in 2005



We are confident about the future...

• Market leader through a period of market turbulence

• Top 3 positions in Life, Pensions and Investments markets

• Successful broadly based distributor relationships 
focusing on shared value

• Continued use of our strong brand awareness, customer 
focus and financial strength to leverage value and 
distribution opportunities

…significant opportunity for volume growth; the key is 
managing for profitable growth




