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Introduction 
 
 
This is Ingeni’s 2026 annual product report, prepared in line with the 2018 Insurance Distribution Directive and the 
FCA’s PROD4 Rules. 
 
These require us to have in place ‘systems and controls to design, market and manage products throughout the 
product’s lifecycle, to ensure they meet regulatory requirements.’ 
 
The FCA’s enhanced PROD4 rules also require that we undertake a fair value assessment of our products as 
part of our Product Oversight and Governance process.  Fair value assessments were carried out for all our 
products in May 2026. 
 
These are the areas of Ingeni’s business which come within the scope of PROD4 reporting 
 

• Product Design → Product Approval →  Policy Amendments 

• Product Sales → Product Registration 

• Product Fulfilment  → Claims →  Cancellations → Refunds →  Complaints 

 
 
Since the introduction of Consumer Duty in 2023, we also review our products in line with the new Principle 12.  
This requires us to act to deliver good outcomes for retail customers, abiding by the three cross-cutting rules in 
all we do, which helps to deliver the four desired outcomes.   
 
 

                            
 
This report gives our distributors all appropriate information on our products, our approval processes 
and our target markets, including information as to the types of customers for which our products 
would, or might not represent fair value.   
 
The data in this report covers the year running from 1st July 2025 to the end of April 2026. 
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Executive Summary 
 
Ingeni reviews our products annually (at  a minimum) to ensure they continue to offer value to consumers.  This is in line with 
FCA PROD4 requirements, 
 
Ingeni co-manufactures bespoke insurance products within the motor add-on market.  For this review we have focused on 
our core regulated products: 

 

• Retail Price Protection ‘Gap’ Insurance   (GAP) 

• Minor Damage Insurance         (MDI) 

• Cosmetic Repair Insurance         (CRI) 

• Complete Wheel Insurance        (CWI) 

• Alloy Wheel Insurance         (AWI) 

• Motorcycle Tyre Insurance    (MTI) 

 

These core products are tailored to the consumers’ needs but may vary slightly based on specific motor dealer client 
requirements.    As there are only minor levels of differentiation between different dealer specific products, we have 
grouped similar products together for this review. 
 
Each group of products are designed to meet similar customer needs, have a similar customer target market, are similar in 
complexity, and pose a similar risk of potential consumer harm. 
 

We assess our products for value by analysing performance against our ‘risk appetites’. These risk appetites are described in 
more detail in the Price and Value section, but have been created to include the key elements of the FCA Value Measures, 
which include: 
 

• claims frequency 

• claims acceptance / rejection rates 

• claims payouts 

• complaints and queries 

• cost (distribution chain commissions) 
 
 Where our products meet these risk appetites, they are seen to be offering value to consumers. 
 
In Q2 2026, the Ingeni Board met and formally approved that the business should continue offering GAP, MDI, CRI, CWI, 
MDI AWI and MTI products.   
 
The Board also approved our current product distribution strategy, which supports Ingeni’s overall strategic objectives and is 
the most appropriate distribution method for the products it manufactures. 
 
This report is intended to inform our product distributors about the work we have done in line with our PROD4 responsibilities 
regarding Product Governance and Product Oversight, Systems and Controls, and our Fair Value Assessments. 
 
As Consumer Duty is firmly embedded into all we do, we have also incorporated information about how we have reviewed 
our products in line with our requirement to achieve good outcomes for consumers.   
 
This report segments the information into the following Principle 12 ‘outcome’ areas:   
 

• Products & Services  

• Pricing & Value 

• Consumer Understanding 

• Consumer Support 
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1. Products and Services  
 
 
The Ingeni board is committed to building and maintaining a business that puts consumers at the heart of what we 
do.  Just as we believe that we are partners in our clients’ success, we understand that looking after the interests 
of consumers benefits both our dealers, and our business.   
 
With our background in automotive compliance, when it comes to insurance products, the Ingeni philosophy can 
be summed up as: 
 

Ingeni aims to manufacture the right products, and sell them 
to the right people, in the right way, at the right price. 

 
 
When developing our products we: 
 

• Understand the target market 

• Ensure our products meet identified customer needs 

• Understand the distribution chain and the conduct risks in our business 

• Aim to deliver the best products in the market 

• Demonstrate good value across the distribution chain 

• Ensure our motor dealers (our brokers) understand our products and sell them correctly 

• Ensure consumers understand the products they are buying 

• Ensure our own staff understand the products and their roles in supporting consumers and customers 

• Establish an excellent post sales service that poses no barriers to the customer 

• Demonstrate how we manage both our products and customer communications 

 

Target Markets 

 
Under FCA PROD4 rules, product manufacturers must identify the target market for each insurance product at a sufficiently 
‘granular’ level.  The level of granularity is determined by the nature and complexity of the product, meaning the target market for 
products which are simple and more common can be defined in less detail. 
 
Ingeni offers products that are commonplace in the automotive market, simple to understand and are designed for consumers 
who share the same characteristics.  As such, Ingeni defines its products as: 
 

Designed to meet the needs of UK consumers purchasing or leasing a motor vehicle 
and UK consumers that own a motor vehicle. 

 
Firms must specify whose needs and characteristics the product is compatible with, as well as identifying any group or groups 
of individuals who the product is not suitable for. 
 
As part of the annual review, firms must demonstrate whether the products remain consistent with the needs and characteristics 
of the defined target market.  The annual product reviews for each of our products were carried out in May 2026 and informed 
the writing of this report. 
 

Distribution Chain and ARs 
 
Ingeni distribute products via Motor Dealers, who ensure our products reach the intended target market.   
 
It should be noted that a percentage of our distributors are Appointed Representatives (ARs) of Ingeni 
Services Group Limited.  Although we have a particular duty of care towards our ARs, all our distributors, 
whether Ingeni ARs or not, are serviced and managed to the same high professional standard. 
 
It is very important that our products are explained properly and sold to consumers appropriately. 
  
Ingeni continually audits and assesses our distributors to ensure that our products are being 
sold properly and compliantly.  The findings of these audits are discussed and reviewed 
monthly at our Senior Compliance Meeting.  Distributors performing outside of the defined 
levels are flagged to the training team and then supported to ensure the necessary corrective 
actions are implemented.  
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In our 2025 - 2026 compliance audits, the overall performance was within our agreed parameters for all distributors.  It should 
be noted that our target for compliance is 100%  
 
We have been selling GAP products direct to consumers on behalf of our Motor Dealers via our telesales team 
since February 2025. This service has been a success, offering additional support to motor dealers who for 
whatever reason are not able to give their customers the support they need to make a considered decision about 
whether GAP is a suitable and appropriate product to purchase alongside a new vehicle.   
 
We are very proud to have an ‘Excellent’ review status on TrustPilot.   Many policyholders specifically mention the 
quality of the telesales team’s helpfulness and patience when explaining the products, and appreciate being able 
to ask many more questions and make decisions at their own pace.  

 
Conduct Risk and Culture 
 
The main risk to our consumers arises from both the products that they purchase from us, and the way in which 
those products are sold to them.    We believe that this ‘conduct risk’ can be managed by how well we look after 
those consumers’ interests to promote good outcomes for them.  Alongside conduct is the issue of culture - how 
conduct risk manifests itself in the behaviours of the people within our business. 
 
Ingeni is managed and structured to ensure that we always treat our customers fairly.  We have sound systems 
and controls in place around the product and throughout the business, solid training processes to ensure suitable 
levels of skill within both customer service and distributor teams, as well as appropriate levels of judgement and 
oversight.   
 
Additionally, alongside employment interviews and annual reviews, we carry out DBS checks on all staff members 
which ensures that the Ingeni office culture and ethos of integrity, honesty, and helpfulness is one that is not only 
well understood, but sits naturally and comfortably with all team members. 
 

Product Design & Review Process (Governance Systems and Controls) 
 
Under the Financial Conduct Authority’s Product Intervention and Product Governance Sourcebook, firms are 
required to demonstrate the systems and controls they have in place to design, approve, market and manage 
products throughout a product’s lifecycle to ensure they meet legal and regulatory requirements. 
 
Good product governance should result in products that: 
 

• Meet the needs of one or more identifiable target markets 

• Are sold to clients in the target markets by appropriate distribution channels 

• Deliver appropriate client outcomes  

 
Ingeni is a product manufacturer as defined by PROD 4.2, as it is involved in the design, development and creating of the 
products it provides i.e. the activities prior to the insurance product being marketed and distributed. 
 
The way we design and monitor our products is detailed within our Product Oversight and Governance Policy, our Product 
Database and our Monthly Compliance Meeting minutes.  These documents record how we identify the customers to whom 
a policy will be sold and whether the product or service is likely to be suitable (or not suitable). 
 
In addition, we pay due regard to our target market, including its likely level of financial capability.  We consider what 
information the customer will need to understand our product and services, purpose and the risks, and aim to always 
communicate clearly, and in a way that is not misleading. 
 
We believe the new product design and review and the annual product review are key parts of the overall 
conduct framework and critical in delivering good consumer outcomes in line with principle 12. 
 

Product design and review  → Wordings and product documents → Sales  → Post sales service →  

Claims →  Complaints →  Annual product review  →  Good Consumer Outcomes 

 
Communications around the product, product training, point of sale literature, advertising and 
websites are also reviewed and approved regularly.  
 
There are documented areas of responsibility for each part of the development and process 
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and the Ingeni team members understand their role in reviewing and approving new products and the 
communication information related to that product.   
 

 
Ongoing Product Governance Systems and Controls 
 
Ingeni’s approach to ongoing product governance is to ensure the senior management team and all relevant staff are 
aware of the products Ingeni offers, their key features and characteristics, target market customers and how Ingeni 
ensures the products do not adversely affect customers. 
 
The product lifecycle encompasses: 
 

• new products launched onto the market 

• significant adaptations to existing products already offered to the market (including, for example, a change to 
coverage, costs, exclusions, limits, excesses or significant change to terms and conditions) 

• annual product review 

• ongoing product monitoring 
 

A review of each product is carried out annually and documented in a Product Review Form.  The annual review 
process covers and checks the following: 

• that the product is still relevant and appropriate for the target market 

• any changes made to Terms & Conditions 

• if the sales distribution routes are still appropriate for the target market 

• whether the commission structure is still appropriate under current regulatory / market conditions 

• underwriting status 

• risk assessments 

• complaints received about the product, how they were resolved, and associated changes to procedures  

• claims review including volumes, performance against risk appetite and days to resolution 

• whether consumer communications (marketing collateral and website) are still correct and appropriate 

 
 
Notes: Information about our post sales service to consumers is covered in section 4 Consumer Support.  
 
Information about how we ensure price and value for consumers, and how we undertake a fair value assessment is covered in 
section 2 Price and Value. 
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2. Price and Value 
 
 

Risk Appetites and Fair Value Assessment 
 
Ingeni assesses our products for value by analysing performance against our risk appetites. Each product is 
reviewed against a series of specific parameters, with a ‘tolerance’ (a specified range of deviance around that 
parameter) which would indicate that a review of that product is needed, and action may potentially be required.   
Any breaches of the tolerance levels over a three-month period would trigger immediate review and corrective 
action where necessary, carried out by the Product Governance Team. 
 
The parameters we measure and review against are: 
 

• GIDC commission levels / cost 

• Complaints levels compared to policies sold* 

• FOS complaints 

• Claims frequency and acceptance rates 

• Average claim value 

• Average number of repair claims made 
 
*we don’t have a full set of term data for GAP as we moved to new underwriters in July 2025. 

 

Where our products meet our risk appetite parameters, they are seen to be offering value to consumers 
 
 

Cost (Distribution Chain Commission Levels) 
 
We set ourselves a 50% or less target for distributor commission percentage rate for all repair products whilst still 
maintaining a competitive positioning in the market.   GAP commissions are set by our Underwriters in agreement 
with the FCA and are 25%.   
 
 
Average Gross Customer Commissions for the period are as follows: 
 

• Alloy Wheel  46% 

• Complete Wheel 45% 

• Cosmetic Repair 41% 

• GAP   24% 

• Minor Damage  47% 

• Motorcycle Tyre  18% 
 
 
Motorcycle Tyre Insurance commissions are low because the product value is so low, that dealers are prepared to 
work at a much lower commission in this price-sensitive market. 
 
It should be noted that the administration charge (MTAs) for our GAP product was reduced in 2025 from £35 to 
£15, line with the FCA’s intention to increase product value. 
 
We will be changing our commission structure so that total commissions for both motor dealers and 
ourselves are no more than 50%.  We expect to have restructure in place by the end of 2026. 
 
 

Complaints 
 
High levels of complaints could suggest that a product is failing to meet consumer expectations 
or needs.   
 
We have moved our complaints parameters based on our recent experience. We originally set 
a maximum expected complaints against live policies of 2%, with a maximum level of 1% being 
referred to the FOS in line with industry expectations.   
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However, we have now set rates to a maximum expected rate of 0.25% and 0.01% for FOS complaints.. 
 
With 43,630 live policies and 48 complaints in the period, our complaints rate is 0.11%. 
 
Our FOS complaints rate is 0.007%.  Of the 3 complaints referred to the FOS for the 10 months covered by this 
report, none of them were upheld. 
 
It should be noted that with so few complaints, a complaints rate of 0.25% would represent a significant jump in 
the number of complaints we receive each month.  A jump of this magnitude would be raised at board level and 
trigger a root cause investigation.  
 
We also collect product queries as we believe consumer queries can also give a valuable insight into how the 
products are perceived and understood, and any knowledge gained from this can usefully be fed back into our 
dealer training. 
 
Detailed complaints data for our products is shown in section 4 Consumer Support. 
 

 
 
Claims Frequency  
 
Our claims frequency percentage targets are based on our own claims data history, and our underwriter’s 
expectations (which are themselves based, where appropriate, on FCA collected data from 2023 and 2024).   
 
A low claims frequency could indicate that the product is not being properly utilised by consumers and therefore 
doesn’t provide value for them.   
 
Our review tolerances are as follows:  

Expected Ingeni Tolerance 
 

• Alloy Wheel Insurance    30%  +/- 5% 

• Complete Wheel Protection   20%  +/- 5% 

• Cosmetic Repair Insurance   30%  +/- 5% 

• GAP        1%  +/- 1% * 

• Minor Damage Insurance   15%  +/- 5% 

• Motorcycle Tyre Insurance   10%  +/- 5%**   
 
* Note: FCA data for add-on GAP shows expected claims frequency rates of 0.5% and 0.6% for 2023 and 2024.   
 
In last year’s report we flagged up that having just launched a new GAP product with a new underwriter, we 
expected to see a rise in the number of claims.  Our expectation was based on our enhanced terms, including 
allowing an unlimited number of non-write-off repair excess claims on their standard insurance.  As expected, we 
have seen both the GAP claims frequency rate rise from 0.53% to 1%. 
 
We have yet to see industry-wide claims data from after the FCA’s GAP Voluntary Requirement (VREQ) but look 
forward seeing it so we can compare our performance against the market.  Our current claim frequency rates 
(detailed below) suggest that our product is providing both fair value and a real benefit to our policyholders. 
 
** Note: Our Motorcycle Tyre Insurance Product was launched in August 2025 and is being sold by one 
dealership.  Only 12 products have been sold so far with one claim made, and we need to wait until we have a 
full term history to properly judge expected claim rates for this product.   
 
The 10% expected claims frequency estimate and the £200 expected claims valuation based on is based 
on FCA data from 2024 for Tyre insurance (not specifically motorcycle tyre insurance).  Until we have 
full term data it is difficult to set an average for our specific Ingeni product. 
 
 
Claims Acceptance Rates 
 
We pay 100% of valid claims and as such do not have a tolerance for rejecting valid claims.  
Valid claims would never be rejected.  
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However, some claims may be rejected as they fall outside of our terms and conditions, and it is important to 
understand and measure these as it gives us more significant information as to whether there are potential issues 
with the product.   
 
High levels of claims rejection may indicate problems with the product’s design, or with the way it was initially sold 
(although our training and auditing processes minimises that as a potential issue).   
 
 
Our Annual Policy Confirmation communication has helped both consumer understanding and claims rates as it 
reminds consumers of the terms of their policy and gives advice on how to claim  
 
The chart below details claims acceptance and rejection rates by product. 
 
Claims acceptance and rejection rates by product: data from 1st July 2025 to 30th April 2026 
 

 
 
It should be noted that having a claim rejected is often the reason why consumers make a complaint.  This means 
the rejection will be investigated in detail with root cause analysis done and changes made as appropriate.  There 
is more detail on this in section 4 Consumer Support.   
 
Even if there is no complaint associated with a claim rejection, we still review the reason for rejection.  This gives 
us a better understanding any potential issues with consumer understanding so that we can amend our marketing 
communications, Terms & Conditions, IPIDs or best practise sales advice training for brokers as appropriate.   
 
Claim rejections were due to falling outside of the Terms and Conditions. 
 

 
Claims Payouts 
 
We set average claims value targets as follows with a deviance value tolerance for each product as follows:  
 
                 Target         Ingeni Tolerance 
 

• Alloy Wheel     £120  +/- £15 

• Complete Wheel Protection   £165  +/- £20 

• Cosmetic Repair     £180  +/- £25 

• GAP Total Loss Payment            £5,500  +/- £700 

• GAP Inconvenience Payment   £750  +/- £250 

• GAP Excess Payment    £650  +/- £100 

• Minor Damage     £200  +/- £30 

• Motorcycle Tyre     £200  +/- £50 
 
Low average claim amounts against target could indicate that consumers are not receiving 
value from our products.  

Product
No of 

Policies Sold
Live Policies Claims Made

Claim 

Frequency 

against Live 

Policies

Claims 

Accepted

Claims 

Acceptance Rate

Claims 

Rejected

Claims 

Rejection Rate

Alloy Wheel 79 158 33 20.9% 31 93.9%
  2 rejected            

4 walkaways         
6 total

6.1%

Complete Wheel 4536 9272 1311 14.1% 929 70.9%
44 rejected      

223 walkaways   
267 total

3.4%

Cosmetic Repair 458 916 236 25.8% 191 80.9%
   30 rejected         

22 walkaways      
52 total

12.7%

GAP 10681 24032 236 1.0% 191 80.9%
    8 rejected       

37 walkaways     
45 total

3.4%

Minor Damage 4710 9420 1339 14.2% 802 59.9%
200 rejected      

214 walkaways   
414 total

14.9%

Motorcycle Tyre 12 12 1 8% 1 100.0% 0 0.0%
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It should be noted that our underwriters will independently flag up any issues they have with claims rates on any 
Ingeni products, but they have not done so.  
 
We have segmented our GAP average payments out to show our expectations for total loss claims, inconvenience 
payments and excess claims.  However, we do not yet have full term data for our new product (launched with our 
new underwriters July 2025) to underpin our value assessments and expectations.    
 
Details of average claims values by product are given on the following page. 
 
 
Average claims payout value by product: data from 1st July 2025 to 30th April 2026 
 

 
 
 
Repair Claim Volumes 
 
Repair product policyholders can make multiple claims per year.   
 
Measuring and reviewing the average number of claims made against the number of live policies is therefore 
another way of measuring consumer value.  
 
The chart below details the numbers of policies sold over the past 3 years, how many claims were made (and 
accepted) and the average number of claims made in the period against current live policies. 
 

 
 
 
 
 

Product Summaries 
 
Alloy Wheel Insurance  
 
Last year we said:  We will be consulting with our distributors in the coming months to consider whether this 
product should be discontinued in favour of the superior Complete Wheel Protection product.   
 
That consultation took place, with the result that dealers now recommend the Complete Wheel Protection 
instead.  As a result, Alloy Wheel insurance sales volumes are down by 40% from last year.  
 
The average claim value is down slightly (by around £5) and the claim frequency is 20%. 
 
GIDC commission rates for this product averages at around 46% which is up slightly on last year’s 
reported average, and 1% above our target. 
 
This year’s annual product review found that Alloy Wheel Insurance provides Fair Value to 
consumers. 
 
 

Product Live Policies Claims Made
Claims 

Accepted

Average 

Claim Value

Alloy Wheel 158 33 31 £123.00

Complete Wheel 9272 1311 929 £169.00

Cosmetic Repair 916 236 191 £175.00

GAP 24032 236 191 £5,614.00

Minor Damage 9420 1339 802 £220.00

Motorcycle Tyre 12 1 1 £391.00

Product

Live 

Policies 

2026

Policies 

Sold 

2026

Claims 

Made 

2026

Claims 

Accepted 

2026

Policies 

Sold 

2025

Claims 

Made 

2025

Claims 

Accepted 

2025

Policies 

Sold 2024

Claims 

Made 

2024

Claims 

Accepted 

2024

Total 

Claims 

Made

Total 

Claims 

Accepted

Average 

Claims / Live 

Policy

Average 

Accepted / 

Live Policoes

Alloy Wheel 158 79 33 31 133 55 46 573 103 103 191 180 1.21 1.14
Complete Wheel 9272 4536 1311 929 4906 722 529 1296 233 209 2266 1667 0.24 0.18
Cosmetic Repair 916 458 236 191 590 186 132 1335 467 409 889 732 0.97 0.80
Minor Damage 9420 4710 1339 802 5255 759 461 1841 249 196 2347 1459 0.25 0.15
Motorcycle Tyre 12 12 1 1 n/a n/a n/a n/a n/a n/a 1 1 0.08 0.08
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Complete Wheel Protection  
 
Complete Wheel Protection sales volumes are at 4636 (over the 10 months of this reporting period) which 
suggests it will overtake last year’s sales volumes.  
 
The number of claims has gone up since last year by 81% while the average claim value is almost exactly the 
same as last year (£169 compared to £170 last year).   
 
This GIDC commission rates for this product average 46% which is up on last year’s average of 42.2% and 1% 
above our target. 
 
This year’s annual product review found that Complete Wheel Protection Insurance provides Fair Value to 
consumers. 
 
 
Cosmetic Repair Insurance  
 
Our Cosmetic Repair Insurance product is very similar to our Minor Damage option but also covers damage to the 
vehicle’s interior.  However, we do not see policyholders making claims on the interior.  Also, the relatively low 
sales volumes (458 this year and 590 last year) suggest that this product should no longer be offered as an option 
to our motor dealer brokers in future.  
 
For this reason, and in view of the low sales volumes compared to Minor Damage Insurance, we are likely to stop 
offering this product, moving our current motor dealer brokers to our Minor Damage product instead.   
 
The average claim value is up by £5 to £175, and the number of claims has gone up 33% on last year.  These 
figures suggest this product is still providing value to policyholders.  
 
GIDC commission rates average 41%, up 1.5% on last year’s average rates but below our 45% target. 
 
This year’s annual product review found that Cosmetic Repair Insurance provides Fair Value to consumers. 
 
 
RRP GAP products 
 
After the 2024 Voluntary Requirement for suspension and the FCA’s focus on the industry improving GAP 
products for consumers, we took on a new underwriter and developed a significantly improved product.  This 
includes unlimited numbers of non-write-off repair excess cover to a maximum of £750 and inconvenience 
payments for write-offs of between £750 and £1500 (dependent on vehicle value).   
 
Our Motorcycle value for taking out GAP was dropped from £5000 to £3000, making it more relevant and available 
to a large section of motorcycle purchasers. 
 
The number of GAP claims has increased year on year, with the average claims value rising from £3,315.65 last 
year to £5,613.71.  
 
The chart below shows a breakdown of what claims were paid out on our new GAP Product: 

 
 
 
GAP GIDC commission rates are set by the underwriter at 25%, a level in line with the FCA’s 
expectations.   
 
The annual product review for Ingeni GAP found that this product provided Fair Value to 
consumers. 
 
 
 

Claim Type No of Claims Value Paid Out

GAP only 2 £2,394.00

GAP and Excess 1 £2,215.33

GAP and Inconvenience 6 £18,273.10

GAP, Excess and Inconvenience 6 £26,319.71

Repair - Excess Claim only 6 £3,825.00
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Minor Damage Insurance  
 
Minor Damage Insurance sales volumes are 4710 for the 10-month reporting period against last year’s 5255 total.  
This suggests that annual sales volumes will be up slightly year on year over a full 12 months. 
 
The average claim value is £220 which is an increase on last year’s average claim value of £187 and the number 
of claims is up 76% to 1336 claims in the 10-month period.  This suggests that the product is performing well for 
policyholders.    
 
GIDC commission rates for this product average 47%, slightly above our 45% targets.  
 
The annual product review for Minor Damage Insurance found that this product provided Fair Value to consumers. 
 
 
Motorcycle Tyre Insurance 
 
Motorcycle Tyre Insurance was launched recently and is being sold by one broker who has made 12 sales.  We 
have had one claim, valued at £390. 
 
The GIDC commission rate for this product is 21%.  This rate is low because of the price sensitivity of this product 
and the dealers being willing to take a lower commission for a product that benefits their consumers. 
 
The first annual review for this product found that it provided Fair Value to consumers. 
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3: Consumer Understanding 
 
The FCA requires that a firm’s communications should support and enable consumers to make 
informed decisions about financial products and services.  
 
Our dealers use a single system to manage all the information and communications given to 
consumers.  The Ingeni Transaction Manager allows dealers to capture, display and communicate 
information to consumers clearly and consistently, with key documents being emailed automatically to 
customers and filed automatically for easy retrieval.  This highly flexible system allows consumers to 
receive information in the way they prefer, as many times as they want it, helping improve consumer 
understanding. 
 
As every customer is unique, Ingeni provides information on our products in several different formats to 
aid consumer understanding. These formats include:  
 

• Explanatory Videos 

• Product Leaflets (in both paper and digital form) 

• Information on our Website 

• Dealer product training to ensure accurate product knowledge is communicated 

• Full product information on our Ingeni Transaction Manager System 

• T&Cs and IPIDs given or emailed to every customer 

• Signatures made with a One-Time-Password system, digital signature or wet ink 

 
Our best practise product training encourages dealers to give product information to consumers very 
early in the sales process, and to check that it has been viewed/read and understood.  We recommend 
that dealers play the explanatory videos for the customer to ensure that the products are properly 
understood, and the customer can ask questions. 
 
Ingeni’s Insurance Audit Team complete in-depth reviews of distributors, which focus on the processes and 
controls the distributor has in place when selling regulated products. This involves investigation of the 
distributor’s end to end sales process, including communications. Sample sales files and associated 
communications are reviewed to ensure these have been conducted and concluded in line with the regulatory 
requirements and Ingeni’s own training. 
 
One way of measuring the efficacy of our communications is to capture data on customer queries.  A query 
suggests that we might need to amend our communications to be clearer.  Although we cannot capture every 
query (as this we are dependent on our dealers notifying us, and it is not a regulatory requirement), we do log 
every query we receive, and we encourage our dealers to share any queries they receive as a means of further 
monitoring and improving our consumer understanding. 
 
Our review suggests that our communications and processes are such that we support a good consumer 
understanding of what they are purchasing under the requirements of Consumer Duty Principle 12.   

 
Ongoing Communications: Annual Policy Confirmation 
 
In August 2024 we started communicating via email with our customers every year for the term of their policy.  
The policy confirmation is sent out on the anniversary of their policy commencing, and is intended to encourage 
use of the product and to remind them of the following: 

 
• That they have a policy with us  

• What the policy covers 

• How to claim 

• How to cancel 

• Term remaining on their policy 

 

This serves as a reminder to policyholders that they have a policy with us, and it has resulted 
in some policyholders cancelling (as is their right) shortly after receiving the reminder, and 
others making repair claims.  As such, we view that our annual policy confirmation 
communication has been beneficial for consumers. 



 15 

 
 
 
4. Consumer Support 
 
The FCA requires firms to provide a level of customer support that meets consumers’ needs throughout the 
entirety of their relationship with that firm. This means a firm’s customer service should be sufficient to enable 
consumers to easily realise the benefits of the products and services they have bought.  Doing this well also 
ensures that consumers are supported in pursuing their financial objectives, as we are required to do under 
Principle 12’s cross-cutting rules. 
 
Ingeni takes various steps to ensure that its services, and those services completed by outsourced providers, 
meet and exceed the requirements of consumers.  We believe the following factors are crucial to a successful 
service operation: 

Can consumers speak to us when they need to? 

 
Ingeni operates a highly trained claims and administration office team who are on hand to assist with any client 
needs. The team are available from 9.00am to 5.30pm Monday to Thursday, 9.00am to 5.00pm on Fridays and we 
also have a claims@ingeni.co.uk email address available (weekend claims are responded to on Monday 
mornings).  
 
We aim for a maximum 24-hour (1 working day) turnaround to respond to claims. Although our products are not 
emergency products* we recognise the importance of always responding promptly to consumers as a 
demonstration of our commitment to supporting them properly and putting them at the heart of our business. 
 
*Note:  Tyres failing are an emergency, and our products allow customers to arrange recovery and repair without 
needing Ingeni authorisation.  They simply notify us and we reimburse them as detailed in their policy Terms and 
Conditions. 
 
What’s the service like when consumers do speak to us? 
 

We measure the service we give consumers and report this every month to our Underwriters.  We pride ourselves 
on achieving excellent customer service statistics. 

 
Percentage Measure Achieved 

% of all inbound calls answered within 20 seconds (SLA = 80%) in month 100% 

% of all inbound calls answered within 20 seconds (SLA = 80%) YTD 100% 

% of calls abandoned in month (SLA = <5%) 0% 

% of calls abandoned YTD (SLA = <5%) 0% 

% of telephone enquiries answered within 2 working days (SLA=100%) in month 100% 

% of telephone enquiries answered within 2 working days (SLA=100%) YTD 100% 

% of calls where DPA checks undertaken (SLA = 100%) in month 100% 

% of calls where DPA checks undertaken (SLA = 100%) YTD 100% 

% of post and email correspondence responded to within 3 working days (SLA=100%) in month 100% 

% of post and email correspondence responded to within 3 working days (SLA=100%) YTD 100% 

 
How likely are we to pay the claim? 
 
We pay 100% of valid claims but sometimes claims may be rejected as they aren’t covered by the terms of the 
policy. We track rejection rates over time, not because this is a reflection on whether valid claims are being 
paid or not, but because it is an indicator as to whether the products are easily understood and meet 
consumers’ expectations and requirements. As this information is already provided in the product review 
section of this report, it is not repeated here. 
 

How long will it take us to decide the claim or complete the repair? 
 
For some of our products consumers will use the repairer of their choice and for these products 
we have provided information on how quickly we reached an authorisation decision.  
 
For others (such as MDI , CRI and AWI) we have a recommended repairer who will complete 
the repairs. For these products we track performance in terms of how long consumers had to 
wait for a repair and the service they received from the repairer. 

mailto:claims@ingeni.co.uk
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What happens if something goes wrong? 
 
Despite our best efforts, sometimes things go wrong. Ingeni has a dedicated complaints process overseen by the 
Admin Director who will try to resolve complaints to everyone’s satisfaction. 
 

When this isn’t possible, we ensure that the consumer is made aware of the correct escalation process for their 
product.  

 

 
Complaints 
 
Ingeni has a robust complaint handling process which is important for achieving good outcomes for consumers 
under Consumer Duty (consumer understanding and consumer support). Complaints are always given top 
priority and are overseen by the Admin Director.  The policy includes: 
 

• Approved communication templates for clarity and consistency 

• A feedback mechanism (from complaints team to admin) to highlight common errors or repeated 
problems and enable change and improvement. 

• Staff training on the recording of documentation information required to resolve complaints 

• Monthly reporting to the board 
 
 
How many complaints do we receive? 
 

For the reporting period for this report (1st July 2025 to end April 2026), Ingeni received and investigated 48 
complaints, 5 of which were upheld. 

 

3 complaints were escalated to the Financial Ombudsman Service, but none were upheld. 

 

To summarise complaints received over the reporting period: 

 

• 17 were related to issues when claiming 

o 12 were complaints because claims were rejected under the T&Cs 

o 4 were complaints based on a misunderstanding of the T&Cs 

o 1 was ‘generally unhappy’ with the whole process 

• 13 were complaints about the services provided 

o 2 about the repair options given 

o 2 about the claims process and repairs process itself 

o 1 was because the Policyholder believed a previous repair caused new damage 

o 1 about the time their standard insurer (not Ingeni) took in relation to their GAP claim 

• 15 were complaints about the way the policy was sold 

o (with our compliance background, we take this very seriously - none were upheld, 1 is still in the 
process of resolution) 

• 3 were related to the financing of their vehicle purchase (not complaints about our products) 

 

Root cause analysis of the customers complaints led to one instance of retraining within the claims team, 
specifically around checking reported incident dates.  

 

 
How long does it take to resolve a complaint? 
 
At time of writing this report, three of the 48 complaints are still under investigation, and 1 
complaint cannot be resolved because we have no way of contacting the customer (email has 
bounced and physical letters have gone unanswered).   
 
Of the 44 resolved complaints, the average number of days to resolve a complaint was 32 
days.  It is worth noting that one upheld complaint about mis-selling was complex and unusual.  
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It took more than a year (386 days) to resolve and as such skews the data (taking the average from 23 days up to 
32 days).  
 
It is important to drill down into the detail of complaints to fully understand the situation and maximise our 
opportunity to learn and improve the way we handle complaints. 
 

• Half the complaints (22 out of 44) were resolved within 31 days. 

• of these,16 (72%) were resolved in under 2 weeks 

• 11 (50%) were resolved within 5 days 
 
It should also be noted that we measure time to resolution from the date a policyholder first makes the complaint, 
which is frequently made to the motor dealer, rather than to ourselves.   

• In 26 out of these 44 cases (59%) the dealership has carried out their own investigation first, before 
involving Ingeni  

 
In the 16 claims cases where the complaint either came directly to Ingeni or Ingeni was notified by the dealership 
within 1 day, the average time to resolve the complaint was just 12 days 

• 10 (63%) were resolved within 14 days 

• 8 (50%) were resolved within 5 days 
 
As a business, we always want to resolve policyholder complaints as quickly as possible, allowing for the proper 
investigative process.  Our investigations this year lead us to conclude that the Ingeni team prioritise investigating 
complaints with a view to resolving promptly and are following a process that is thorough, disinterested and fair.   
 
Details of the complaints received for each product are shown in the charts below. 
 
Alloy Wheel Complaints Details 
 

 
 
 
Cosmetic Repair Insurance 
 

 
 
 
 
 

Product
Nature 

of Issue

Days to 

Closure
Reason for Complaint Outcome

Vulnerable 

Client

Any Changes to 

Practise?

Alloy Wheel Claims 38
PH believes they were not informed of the 30-day 
notification period for claims

Not Upheld No No

Product
Nature 

of Issue

Days to 

Closure
Reason for Complaint Outcome

Vulnerable 

Client

Any Changes to 

Practise?

CRI Claims 0
PH claimed out of 30-day window and unhappy at 
rejection under the T&Cs.

Not Upheld No No

CRI Claims 5
PH unhappy that his claim was rejected because the 
damage was over 30cm (out of T&Cs)

Not Upheld No No

CRI Sales 35 PH alleges did not agree to purchase the policy Not Upheld No No
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Complete Wheel Protection Insurance 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Product
Nature 

of Issue

Days to 

Closure
Reason for Complaint Outcome

Vulnerable 

Client

Any Changes to 

Practise?

Complete 
Wheel

Claims 0
PH claimed out of 30-day window, but was not 
rejected at first discussion - complained we wasted 
his time.

Not Upheld No
No, although claims 

team training updated

Complete 
Wheel

Sales 30
PH believes she made it very clear at dealership she 
didn't want the policy.

Not Upheld No No

Complete 
Wheel

Claims 0
PH tried to claim for 2 tyres for wear and tear. Claims 
the dealership told her wear and tear was covered.

Not Upheld No No

Complete 
Wheel

Claims 1
PH believes a previous repair damaged the diamond 
cut.  Investigation showed no evidence of damage 
from previous repair.

Not Upheld No No

Complete 
Wheel

Sales 8
PH was sold a CWP policy despite not having alloy 
wheels.  Policy cancelled and refunded.

Upheld No No

Complete 
Wheel

Claims 75
PH made a claim and was unhappy with the process.  
Believed the dealership would send a mobile repairer 
rather than Ingeni.  

Not Upheld No
Dealership contributed 
to the cost of servicing 
as a goodwill gesture

Complete 
Wheel

Sales 61
PH tried to claim for wear and tear, and PH claims that 
the policy was mis-sold as covering wear and tear.

Not Upheld No

Customer purchased 
replacement tyres 

from dealership at cost 
price as goodwill 

gesture.
Complete 

Wheel
Sales 51

PH complained they were not provided with 
information at POS to enable them to make a claim.

Not Upheld No No

Complete 
Wheel

Claims 65

PH complained that they bought the policy having 
been assured it was suitable for their Toyota GR Sport 
Alloys.  Alleges that it was never explained that the 
policy only covered replacements to a value of £150.

Not Upheld No

Customer received a 
full refund and £100 

Good Will Gesture from 
dealership.

Complete 
Wheel

Sales 23

PH complained that they bought the policy having 
been told claims would not affect their main car 
insurance, however, their insurer as for details of 
claims when they came to renew.

Upheld No No

Complete 
Wheel

Sales 43

PH queried 4 direct debits - believed that his exsiting 
policies would be transferred to the new vehicle, but 
new policies were set up instead.  PH was refunded 
pro-rata as outside the 30 full refund date, but was 
unhappy not to get a full refund.

Not Upheld No No

Complete 
Wheel

Sales 386

PH alleged that the policies were set up without their 
consent (they had signed a copy of the D&N).  
Dealership acknowledged they raised the policy in 
error after the customer removed them from the 
order.

Upheld No No

Complete 
Wheel

Sales 2

PH complained that the dealership had set up policy 
with errors on spelling of surname and email.  They 
worried documents had gone to a 3rd party.  Policy 
was cancelled at PH request.

Not Upheld No No
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GAP Complaints Details 
 

 
 
 

Product
Nature 

of Issue

Days to 

Closure
Reason for Complaint Outcome

Vulnerable 

Client

Any Changes to 

Practise?

GAP Claims 3 Claim Rejected (PH not resident in UK) Not Upheld No No

GAP Claims 13
PH unhappy that he must make a valid claim with 
motor insurer to receive excess benefit, and he 
cannot be reimbursed for his repair.

Not Upheld No No

GAP Sales
Unable to 
contact 

customer 

PH alleges the policy was set up without her 
knowledge.  Also complaining that emails sent to 
dealership were not being answered.

n/a No No

GAP Sales 28 Alleges GAP mis-sold and commission complaint Not Upheld No No
GAP Claims 51 Claim rejected (PH not insured to drive the vehicle) Not Upheld No No

GAP Claims 1
PH unhappy with the time taken in settling claim - her 
insurer was the source of the delay.

Not Upheld No No

GAP Sales 72
Customer believed she had taken out GAP, but it was 
never set up

Upheld No No

GAP Sales 31
PH believes GAP was mis-sold - believed she was 
covered in the event of losing her job.

Not Upheld No No

GAP Sales 14
PH unhappy that her details were provided to a 3rd 
Party Company for her GAP policy

Not Upheld Yes No

GAP Sales 27 PH believes they were mis-sold the policy. Not Upheld Yes No
GAP Sales 39 PH believes they were mis-sold the policy. Not Upheld No No
GAP Sales Ongoing PH believes they were mis-sold the policy. Ongoing No No

GAP Sales Ongoing
PH believes they were not informed of the duration of 
the policy - escalated to FOS

Not Upheld No No
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Minor Damage Insurance 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Product
Nature 

of Issue

Days to 

Closure
Reason for Complaint Outcome

Vulnerable 

Client

Any Changes to 

Practise?

MDI Sales 1
PH cancelled policy and claimed was pressured into 
buying them.

Not Upheld No No

MDI Sales 1
PH complained as alleges was not made aware of the 
30cm limit for repair claims.

Not Upheld No No

MDI Sales 9
PH alleges was mis-informed that £250 would always 
be paid if a repair could not be completed.

Not Upheld No No

MDI Sales 64
PH alleges was told that the repairs would be done by 
the insurer rather than being done by an outsourced 
specialist repairer.  

Not Upheld No No

MDI Sales 53
PH alleges mis-sold as was told the policy covered 
'everything' - but when they made a claim it was 
outside of T&Cs and therefore rejected.

Not Upheld No No

MDI Claims 48
PH unhappy at needing to supply images of damages.  
Believes they were told that they would be able to 
bring the vehicle to the dealership to assess damages.

Not Upheld No No

MDI Claims 39
PH complained as alleges was not made aware of the 
30cm limit for repair claims.

Not Upheld No No

MDI Claims Ongoing
PH complaining about rejection for over 30cm - 
alleges this was not explained at point of purchase.

Not Upheld No Ongoing

MDI Claims 26
PH dissatisfied that claim was rejected as depth of 
scratches was out of T&Cs.

Not Upheld No No

MDI Claims 0
Complained that the claim was rejected as the 
damage was out of scope of the policy.

Not Upheld No No

MDI Claims 46
PH did not want to use Revive for repair due to their 
T&Cs.

Not Upheld No No

MDI Claims 5 PH unhappy dented bonnet not covered by policy. Not Upheld No

MDI Claims 4

PH not happy with repar options - was incorrectly 
advised by a third party repairer that vehicle needed a 
replacement bumper, but this is not covered by the 
policy.

Not Upheld No
PH offered a courtesy 

car as a goodwill 
gesture.

MDI Claims 3 PH happy claim rejected as over 30m length. Not Upheld No No

MDI Claims 1
PH unhappy generally about the service.

Upheld No
Ex-gratia payment 

made of £1669
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Vulnerable Customers 

 
Vulnerability is an ongoing area of focus for the FCA.  In March this year, the FCA issued a joint statement with 
the Information Commissioner’s Office on their expectations of firms when it comes to delivering good outcomes 
for vulnerable customers whilst also acting responsibly and maintaining confidentiality around the use of 
personal information. 
 
Ingeni has two types of vulnerable customers whose needs we need to address: 
 

• Vulnerable policyholders making a claim 

• Vulnerable people within a dealership taking out additional insurance (often alongside finance) 
 
Vulnerable Policyholders Making a Claim 
 
We specifically recognise that policyholders who make a claim may be vulnerable when they contact us. 
Expected areas of vulnerability associated with making a claim are likely to be: 
 

• Significant financial hardship 

• Recovery from injuries sustained in an accident 

• Bereavement 
 
A GAP write-off claim might cause vulnerability specific to the write-off incident itself and include shock or grief 
in the case of serious or fatal accidents.   
 
As such, our claims team is sensitive to policyholders calling in, always asking ‘are you OK?’ when they tell us 
they had an accident, and as a matter of training, being aware that claiming after any incident can be stressful.   
 
In addition to general, verbal enquiries into a claimant’s situation, every member of the claims team also has a 
specific footer which says: 
 
We are committed to ensuring our customers get the right help when they need it.  If there are any specific 
circumstances or requirements that you think we should know about, such as a disability, financial hardship, 
bereavement – or anything else, then please let us know. 
 
Ingeni has a specific Vulnerable Customer policy which is designed to ensure that we have in place processes 
and procedures which help identify vulnerability and set out the fair treatment of vulnerable customers.   This 
policy provides guidance for staff on how Ingeni defines and identifies a vulnerable customer and outlines the 
processes we have in place to help support those vulnerable customers.  
 
Our ultimate objective is that Ingeni will ensure the fair treatment of all our customers, including those who are 
identified as vulnerable.  Our aim is to enable all customers to pursue their financial objectives and avoid 
foreseeable harm by providing a flexible and supportive process which enables them to have a good 
understanding of our products, and to make good, well-informed decisions.  
 
Vulnerable Customers Within a Dealership 
 
There is a specific onus on the teams within a motor dealership to look out for vulnerable customers, and Ingeni 
helps our motor dealers with this in these ways: 
 

• Specific training in how to spot vulnerability 

• Advice on how to deal with vulnerability to enable customers to achieve their financial objectives 

• A sales process that includes a specific online tool to help assess ‘invisible vulnerabilities’ 
 
 
This online tool was launched in June 2026 and is embedded into the natural, ITM supported sales 
process.  It is being trialled in a number of our ARs. 
  
This is a confidential online questionnaire filled out by vehicle purchasers, which asks 
questions designed to understand whether somebody might be on a spectrum of vulnerability, 
(for instance, asking about whether English is their first language, and how their understanding 
of English impacts on their understanding of product and financial details).   
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This tool also helps dealers act responsibly towards vulnerable customers as it gives the practical suggestions 
as to how to address specific vulnerability issues to deliver better consumer outcomes.   
 
We now have 11 months of data available to us, and it is obvious that there is a considerably higher level of 
vulnerability amongst new vehicle purchasers than dealers would normally be aware of.  Where dealers 
historically reported vulnerability around 1-2% of their customers, we find that a much higher percentage of vehicle 
purchasers completing the questionnaire have a form of vulnerability.   
 
However, we have recently noticed a fall in participation rates (possibly related to the change in data transparency 
notifications dealers provide to purchasers), and are currently working with Comentis, who our specialist 
vulnerability providers, with a view to improving both participation and questionnaire completion rates within those 
dealerships using the online tool.   
 
We aim to fully understand any issues around using the tool, and achieve high uptake and completion rates within 
our trial group of motor dealers before making the tool available to all our clients.  
 
 

 
Future Plans 
 

We are looking to restructure our commissions for 2026/27 to be no greater than 50% in total (dealer and 
administration commissions). 
 
This will involve our underwriters paying us a fixed fee for every claim we handle, allowing us to maximise the 
commission paid to our motor dealer brokers. 

 
 
Summary and Conclusion 
 
All our products have been reviewed in line with the FCAs Product Governance requirements as well as 
Consumer Duty, and the board has approved all Ingeni products for continued sale.   
 
The Board also approved the distribution strategy, which it believes supports Ingeni’s overall strategic objectives and is the 
most appropriate distribution method for the products it manufactures. 
 
The ongoing regulatory focus on product value means significant attention is be given to this area by Ingeni. Whilst Ingeni’s 
Product Governance Team will continue to focus on how products are designed and distributed, they will also bring in 
additional monitoring surrounding product value and complaints.  Where there are concerns, these will be raised during 
the normal audit and board review cycle. 
 
We will continue to look to provide new products that may be suitable for our customer base and provide value for 
consumers as market conditions develop and change. 
 
We will also continue to assess vulnerable customers and how we can better support them, evaluating our new vulnerable 
customer tool and acting on the results of our 34-dealership trial to see how we can maximise completion of 
questionnaires. 
 
Ingeni is confident that its products continue to offer value to consumers and provide valuable assistance when customers most 
need it. All products are performing within Target Risk Appetite parameters. 

 
Should any further information be required, it can be requested by emailing info@ingeni.co.uk 
 
 

Jonathan Davis 
CEO 

mailto:info@ingeni.co.uk

