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Welcome...
We have put this Newsletter together to further inform you about some current topics that 
may be of interest to you and your business. 

If there are any issues raised in this edition that you would like further information on, please 
don’t hesitate to contact us on 0845 3304305 or enquiries@prioryinsurance.co.uk

www.prioryinsurance.co.uk

How Recent Auto Enrolment Changes  
Af fect Small Businesses
The first step in understanding auto-enrolment is to be clear on who it will cover.

At the current time all workers aged above 22 but below state 
pension age and who earn more than £10,000 per annum must 
be enrolled automatically unless they are already members of a 
qualifying pension scheme.

Businesses with 50 or fewer employees must start the enrolment 
process in 2015. The precise date will depend on exactly how 
many employees they have. Small businesses may be aware that 
they can request their pre-defined staging (implementation) 
date be deferred by up to 3 months; but it is best to try to avoid 
cramming all the necessary preparation into this short period.

Small business owners are also going to have to face up to the 
costs of contributing to employee pensions. From now until 
September 2017, employer contributions are set at (a minimum 
of) 1% of salary.  

From October 2017 this will be raised to 2% and then from 
October 2018 to 3%. Employers should also be aware that, in 
addition to the eligible jobholders described above, who must be 
auto-enrolled into a pension scheme, they must also be prepared 
to accommodate a second category of staff known as non-
eligible jobholders. These are workers aged at least 16 but below 
state pension age who earn over £5,772 but below £10,000 PA. 
They may ask to join the pension scheme and must be enrolled 
and given employer contributions (at the same rate).

In addition to choosing the right pension scheme, employers are 
going to have to think about the practicalities of implementing 
auto-enrolment. These include: looking at salary-sacrifice options; 
managing initial and ongoing communications; dealing with 
requests to opt-out; dealing with requests to opt-in; organizing 
re-enrolment of employees who initially opt out and, of course, 
making sure payroll can cope.
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The request can be refused – where there is a clear business reason for doing so; however 
the employer will need to demonstrate that the refusal is based on business need rather than 
just an objection to flexible working.  Employers who are apprehensive about this can take 
heart from the fact that flexible working can help to reduce their administrative burden.

First of all, if there is a formal structure in place which allows a degree of flexibility when 
possible, then this relieves employees of the need to use holidays to accommodate their 
needs and can help to reduce the temptation to take days off sick. This in turn can have 
positive benefits in terms of improved morale and reduced stress, which can translate to fewer 
genuine days off sick. Adding all of this together should already reduce the load on HR.

It’s also worth remembering that employees who are happy at their work are more likely to stay 
with their employer. By offering flexible working employers can avoiding creating situations where 
valuable employees feel that they have to choose between work and family commitments.

Finally those who make the effort to be flexibility are often best-placed to request flexibility.  
In fact, the implementation of flexible working can provide a valuable opportunity to assess 
the needs of the company as a whole as well as the employees.  The key to making this work 
is to look at how the company’s needs can be harmonized with the needs of the employees.  
For example, you could choose to close the phone lines at the usual time, but operate a live-
chat system over extended hours, to be staffed by employees working from home.

Flexible Working To Get More Flexible From June
As of June 30th 2014 all employees with a minimum of 26 weeks’ 
service became able to request flexible working.

The Importance Of Public Liability And 
Indemnity Cover
Switch on daytime TV and the chances are it won’t be too long before you see an advert for 
a legal company specialising in injury-compensation claims. 

In the event of a compensation claim being raised against a 
company the cost can far exceed the business’ available cash.  
If this happens the injured party can make a claim on the 
business assets and even on the business owner(s). With this 
in mind, small business owners should seriously look at the 
protection offered by public liability and indemnity cover.

For of small businesses, public liability and indemnity cover 
arguably serves a dual purpose. First of all, it protects small 
businesses in the event of a genuine claim being made against 
them and secondly it helps small businesses in the event of 
them being targeted by scammers. It is highly dangerous for the 
owners of small businesses to assume that they are of no interest 
to fraudsters who specialise in fake injury claims. 

The fact of the matter is that smaller companies are less likely 
to have the sort of sophisticated surveillance equipment used 
in major stores, let alone the benefit of substantial financial 

reserves or armies of professional specialists to dispute claims.  
Therefore, they are likely to be viewed as softer targets.

Scammers can work to create a situation whereby a small business 
without insurance has to face a bleak choice between settling out 
of court for an amount they can (just about) afford or going to 
court and risking a substantially greater judgment if they lose.  

While the fraudster may be represented on a ‘no-win, no-fee’ 
basis, the business owner will also have to look very seriously 
at the potential cost of legal expenses, which may cripple their 
company (or themselves personally) even if they win. With an 
insurance company onside, however, small businesses not only 
have financial protection but also benefit from 
professional support to defend themselves 
vigorously against bogus claims.

Our Top Tip:   
No matter how remote the 

possibility is of someone being 
injured on your premises, 

get appropriate cover.
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While small business may lack the global brand recognition 
of the international giants, they are often very well-known 
locally.  Indeed, some of them may even be thought of as local 
institutions.  Smaller shops are unlikely to be able to compete 
on price with the big chains, but they are in an excellent 
position to compete for the hearts, minds and loyalty of the 
local people they serve.

Some larger businesses have developed an awareness of the 
importance of having a local identity. For example, some 
supermarkets are now running schemes where customers can 
nominate local charities to receive assistance (both financial and 
practical) from the local store(s). The more involved your business 
and your staff can be in the community as a whole, the more 
visible you will be to your customers and the more opportunities 
you will have to build personal relationships with them.

Small can be very beautiful. Smaller businesses can choose to get 
involved in smaller-scale local efforts, which might not necessarily 
attract the same degree of attention from the major players. 
Sponsoring or otherwise assisting with local fundraising efforts 
on behalf of private individuals and other small local organizations  
from clubs to charities and schools can help to differentiate your 
business from your larger-scale competition and create a sense of 
community and added value with your (potential) local customers.

On the subject of following, local businesses can make as much 
use of the internet and, in particular, of social media as their larger 
counterparts. In very simple terms, establishing an effective online 
presence is a modern part of the age-old marketing strategy of 
going where your customers are. While the internet is often viewed 
as a global platform, it’s also hugely useful for promoting local issues 
and a convenient and effective tool for reaching local customers.
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Our Top Tip:   

Our Top Tip: 8 ways to 
keep your customers loyal 

(click here)
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Insurance companies are actually rather good at detecting fraud and some 

of the frauds they detect can be eye-opening in a variety of ways. Here  

are just three of the most spectacular frauds uncovered in recent years.

When Clayton Wayne Daniels found himself in trouble with the 

police, his wife Molly took out a $110K life insurance policy on 

him and proceeded to fake his death by stealing the corpse of an 

elderly lady from a graveyard, putting it in the driver’s seat of their 

car, pushing it off a cliff and then setting fire to it.  Her husband then 

dyed his hair, grew a moustache and returned to living with his wife 

as her new boyfriend.  Unsurprisingly neither the neighbours nor the 

police nor the insurance company were fooled.

Judge Michael Joyce received a bronze star for his service in 

Vietnam and worked his way through the legal profession to 

become a Supreme Court judge.  Unfortunately his financial acumen 

did not match his legal acumen and he became notorious for living 

beyond his means to the point of virtual bankruptcy.  All this changed 

after he was involved in a minor motor accident after which he filed 

an insurance claim for brain trauma and back, neck and arm pain for 

which he was eventually awarded $440K.  Unfortunately he was later 

filmed inline skating, golfing and scuba diving.

Biblical injunctions against greed didn’t seem to bother the 

Reverend Roland Gray and his congregation in Harvey, Illinois 

who filed bogus insurance claims to the tune of about $500K before 

the FBI decided that enough was enough and moved in.   

The Reverend subsequently found himself making a sideways career 

move into unpaid prison chaplaincy and had his wife and some other 

associates to keep him company.

3 Epic Insurance Claim Fails
Insurance companies probably get to hear some interesting stories from time to time and 
a fair percentage of them actually turn out to be true.

Our Top Tip:   
No matter how remote the 

possibility is of someone being 
injured on your premises, 

get appropriate cover.

Consumers Show Loyalty To Small 
Businesses Over Corporates
          Smaller shops are in an excellent position to compete for the hearts, minds 
          and loyalty of the local people they serve.
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http://www.wikihow.com/Keep-Customers-Loyal


Twitter is the place for bite-sized communications and is 
built around the use of hashtags (#).  These are the way 
to highlight the crux of any message and intended to be 
short and sweet.  They are also intended to be used for 
important points only and it is considered bad manners (and 
counterproductive) to overload messages with them.

On Twitter it’s at least as good to be a follower as to be 
followed.  Business users who engage with the Twitter 
community as a whole are more likely to get respect than 
those who stick resolutely to their own online back yard.  

Twitter rewards commitment.  Building up a Twitter profile 
is a lot like building up a business.  There may be a few 
overnight sensations and some of them may even stand the 
test of time.  Generally speaking, however, it takes time and 
hard work to become an online success.

Twitter Facts For Small Businesses

Our Top Tip:   
When tweeting funny posts, 

remember thousands of 
people can view it. 

Click here to read some of the 
funniest tweets 
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Twitter has over 500 million users.  
That’s over 8 times the population of the UK.  
Used properly, it can be an invaluable tool 
for businesses of all sizes.

Our firm is a member of COBRA Network, one of the UK’s largest organisations of independent 
commercial insurance brokers. This gives us significant negotiating power in the insurance 
market. We retain our business independence and take advantage of this negotiating strength 
to ensure we provide you with insurance cover that best meets your needs at the most 
competitive rate. The combination of our personal service and the powerful resources and 
support of a larger organisation puts us in a unique position to meet your individual insurance 
needs, enabling us to deliver and maintain excellent client service.

Priory Insurance Brokers Ltd
4 Fairland Street
Wymondham
Norfolk NR18 0AN
0845 3304305
enquiries@prioryinsurance.co.uk
www.prioryinsurance.co.uk

Priory Insurance Brokers Ltd is authorised and regulated by the Financial Conduct Authority (FCA).  
Registration number: 300596.

from left to right: Mark Whitmore – Managing Director; Leanne Whitmore – Accounts & Finance Executive; Dave Morgan – Commercial Account Executive; Lucy Moy – Commercial & Personal 
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