
 

  

Case study:  
Testing market appetite for a new 
life insurance proposition for a 
leading insurance provider 
 



 

Background: Launching an insurance proposition targeted at a new market 
 
Our client, a leading insurance provider, had developed an idea for a new life insurance proposition 
aimed at business owners of small to medium-sized organisations. They were in the process of 
finalising key product features and benefits but wanted to hear directly from potential customers 
about what they would most value from the product, and how to effectively bring it to market in a 
way that would differentiate the offering from its competitors.  
 
Meridian West was engaged to help the firm gather feedback on the ideas in development and to 
estimate realistic future demand for the product among the firm’s target market. 
 
 
Capturing strategic insight: Focus groups with potential buyers 
 
Meridian West hosted a series of focus groups with potential buyers to understand their possible 
motivations for purchasing the insurance product and the features and benefits that would appeal 
most to them when making a decision about which provider to purchase from.  
 
The focus group conversations allowed buyers to discuss ideas and come up with creative and 
collaborative solutions for how best to position the new insurance product in the market. The 
conversation covered a range of themes, including: 

 Perceptions of our client’s brand compared with its competitors; 

 Attitudes towards employee benefits and employer obligations; 

 How decisions about life insurance are made; 

 How well potential buyers understand the key features of the insurance product in its 
current iteration; 

 Views on price point for the product; and 

 Expectations about service levels and ongoing relationship.  
 
 
The results: A customer-focused launch plan 
 
Using the information gathered during focus groups, we were able to model market demand for the 
product at different price points and the profitability of different features and benefits. We obtained 
detailed feedback during the focus groups on the language that resonated most with potential 
buyers. This insight was used to inform the marketing and product materials created for the 
product launch.  
 
In light of feedback obtained small tweaks were made to the product which had a big impact on 
launch. Sales teams were also briefed on findings from the focus groups using video highlights of 
potential customers talking about what they liked about the product and the questions or doubts 
likely to run through their mind that they would expect the firm to address as part of any sales 
conversation.  
 
Following launch the firm was able to exceed its initial sales projections, and the product continues 
to sell well.  


