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Raising a World of

Insurance rans

ead on. Don’t let your scepticism get the better of you —
the juxtaposition of insurance and fans shouldn’t shock

the world. It is the biggest opportunity that the insurance
industry has failed to cash in on: to build a network of insurance
fans who will blog, tweet, link and fb their way into making the
industry truly appreciated for what it is.

Insurance keeps the hinges of society and economy lubricated
so that life and business can move on with insurers bearing the
risks and providing the much-needed peace of mind for busi-
nessmen. Bet many of you didn’t know the nobility behind the
business.

Get into social media

Is it too late to build fans? Worry not, for social media is here to
start a brave new world, to give us new chances of instant access
to would-be fans. So all insurers must be in social media. They
must simplify and “sexify” their product offerings to appeal to
the internet generation.

But before that, insurers must first come to terms with what
it is that they are selling beyond just a complex policy docu-
ment. What does the document promise? If you can’t get a clear,
convincing answer, then accept that you are better off packaging
your protection offering with a manufacturer of a product (cars,
houses, medicine etc) or service (travel, shipping, holidays, etc)
and be seen as a sub-contractor.

But many insurance leaders have always said that insurers sell
protection — the promise to pay when that untoward event hap-
pens, and hence the “moment of claim” is the true test of the policy.
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Ensure your customers know what they’re buying

Yet, given the complexity of the policy wordings and the medium
of distribution through intermediaries living off their sales commis-
sions, to many policyholders or clients, the reality of the insurance
bought only gets tested at the moment of disaster. Imagine the
surprise of many policyholders in Australia whose properties were
ruined by floods when told that their policy covered only floods
from the ground and not those coming through the roof. Even

i i o many in the insurance industry were surprised by the distinction,
L ® let alone the drenched man in the street?
ﬂ! » ® 8 This then is the key challenge of building fans. Beyond just
* 2 .:";E underwriting at point of sales, not at point of claims, insurers

must communicate and ensure that the policyholder knows
exactly what he is buying.

Will they ever know? Can they overcome the yawn to listen
to the fine print of the policy? This should be a key priority for
the industry at the company level, industry-wide or nationwide
or worldwide to preach the message of insurance. And to build
fans, insurers must stop being reticent about paying claims and
go forth to celebrate claims payment.

continued on page 2

The Experienced Voice for Insurance

fter 40 years in the non-life insurance business, | reflect with

humility on the future of our industry from the perch of experi-
ence. My conclusion: Our patchis smaller, our activity better-informed
and more effective.

The world has shrunk! Events in Asia resonate immediately in
New York, London and Bermuda. We are markedly more inter-
dependent and instantaneously informed. We are both blessed and
barraged with information which, intelligently organised, permits us
to make better, quicker and more strategic decisions.

The risk transfer mechanism at the core of our products has
absorbed, spread and defanged the most serious of natural cata-
strophic and terror events at levels previously unthinkable. That

ional effectiveness reflects positively on the science represented
isticated modeling and other analytic techniques now
mployed. All of this is persuasive evidence of

ential role our industry plays globally

ant for commercial and personal

enture without it.

Mr James Dowd
Chairman & CEO, Fairfax Inc
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Go, celebrate your claims payment

This culture of celebration will win friends all over the world. And
don’t worry that celebrating claims will put you in an awkward
trap of being unable to deny uncovered claims. Go public as
well about claims denied. This will give you a chance to educate
clients and regulators alike. Celebrating claims payment is what
the industry should be about. Paying legitimate claims promptly
should be your active motto, and that builds up a more powerful

Ten Little Tips on the World of Opportunities

he world is yet going through another swing. Financial and investment

volatility aside, the industry has been pummelled relentlessly by natural
CATsall over the world with increasing frequency and violence. The escalat-
ing social unrest in the Middle East, renewed terrorist threats following the
killing of Osama bin Laden, rising oil prices, increased trade barriers, the
sovereign debt problems, the turmoil in the currency and equity markets,
and fears of inflation and interest rate hikes cloud the horizon.

Yet the insurance industry is still basking in the world of opportunities
even though a recent Fitch report claimed that the Dutch market was
saturated, and the Geneva Association, the think tank of our industry, has
warned that there is a “a real risk that in an effort to deliver within the
G-20’s tight deadline, inappropriate and unfit regulations will be imposed
on our sector”.

Ironically, the call for compulsory flood covers in the wake of the
disasters spells huge opportunities. In the Middle East, the move towards
compulsory health cover has seen the mushrooming of many healthinsurers.
Likewise in many markets, motor is the largest class of business because of
the need to buy compulsory third party motor covers. So will the advent
of compulsory CAT covers spell a new birth for the insurance industry?

Register online at
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case when going to town about Corporate Social Responsibility
with donations to unrelated charities.

And this will lure more fans. The 2006 Tsunami and all the
publicity attached to claims payment saw a 38% rise in premi-
ums in Sri Lanka.

There are fans out there. Just reach out to them. As an MDRT
leader once said: “The biggest failure of an insurance agent or
company is not to offer the highest protection to your client
that he can afford.” Don’t underestimate the intrinsic value of
the peace of mind that you sell. No other industry, religion
aside, comes as close.

Here is a quick checklist of’]O opportunities:

". Lobbying for new areas of compulsory insurance, eg, flood and
health covers;

2. Tapping the underinsured and uninsured segments;

2. Lookingat ethical insurance —an offshoot of Islamic insurance that
will draw those interested in return on policy with surplus-sharing.
(This is a hybrid of the Japanese investment returns insurance
product that took the market by storm in the last century until
the low interest rate environment killed it.);

Selling microinsurance — reaching out to the poor with a business
proposition that transcends charity and CSR;

Doing bancassurance —finding the ideal banking partner, given that
people still go to banks in earnest;

Being a manufacturer of protection policies that wrap around
third-party products and services easily;

Packaging new retirement products to meet the needs of those
living longer;

Innovating new protection products in a new risk landscape for
individual and corporate customers;

Buildinga reputation as an insurer with hassle-free claims payment;
and

']O Selling insurance through the net in a click.
Take your pick. But be assured that as long as man can breathe and

eyes can see (to quote Shakespeare in North American terms), insurance
will have a place in the sun.
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want to welcome you to the International Insurance Society’s 47th

Annual Seminar on 1922 June 2011 in Toronto, Canada.

We are proud to have representation from so many countries,
enabling us to offer opportunities for our members to interact with
global peers with common pursuits.

The mission of the IIS is to provide a forum for global insurance
professionals from every sector of the industry to share ideas, discuss
the issues of the day, and ultimately identify solutions to meet the
challenges and opportunities we face as an industry. As we recover
from the financial crisis, our industry now looks towards the op-
portunities that exist within the global marketplace. International
discourse is essential to identifying key trends and developments.
In this environment, the role of the IIS is increasingly vital and

Yassir

Forus, tomorrow’s opportunities lie in our customers’ sustainable
trust. For them, we have to be prepared for both foreseeable and
unforeseeable challenges ahead. The year started with a tough
first quarter for many in Japan, Australia and the US. Those events
have been a stark reminder of how vulnerable even developed
countries can be despite their technological sophistication. We
have to embrace a constantly changing landscape as a new norm.
Finding solutions to climate change is tomorrow’s challenge, as
well as serving an ageing population or finding the best business
model to microinsurance for the poor. We want to make the
future more financially secure for everyone.

Mr Kamesh Goyal
Regional CEO, Allianz Asia Pacific

There are many challenges ahead in the MENA region, ranging
from capital levels and awareness of insurance to regulations
and risk retention. Solving these will go a long way in helping
insurers become more competitive. As insurance needs become
increasingly understood as a socio-economic necessity, the de-
velopment of personal lines to increase insurance penetration is
a major opportunity.

Mr Yassir Albaharna
CEO, Arab Insurance Group

Ageing is among the biggest challenges of the 2Ist century in
both the developed and emerging worlds. Globally, by 2050, it
is estimated that there will be over 1.5 trillion people over 65
years old, over 60% from Asia. There will be less than one Asian
of working age, to every four people over 65 — making traditional
retirement solutions unsustainable.

HSBC'’s Future of Retirement survey highlights the impact of
increasing longevity on how individuals around the world are
saving for retirement. The big opportunity for HSBC globally
lies in our capacity to help individuals and families prepare for
financial security in old age while achieving their multiple wealth
aspirations today. We are expanding the range of our annuity
and post-retirement products, as well as solutions that help fuel
long-term savings.

Mr David Fried
Chairman & CEO, HSBC Insurance (Asia-Pacific) Holdings Ltd
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we have broadened our product scope to enhance
the intellectual capital and professional networks
available to our members.

At our Annual Seminar, we will announce the
new and exciting services available to our members.
The seminar program features an exceptional
roster of speakers and timely topics, focus-
ing on a NEW WORLD OF OPPORTUNITY.

Please join our many global insurance
leaders together with the Canadian Life
and Health Insurance Association, to
our 47th Seminar. It promises to be an
outstanding event with global repre-
sentation.

Mr Norman R Sorensen 3
Chairman, International Insurance Society 1
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Our strategy to maximise opportunity has five key elements: to grow
and diversify our business; to maintain strong capital and financial
strength; to manage risk by reducing equity market and interest
rate sensitivity; to improve return on shareholders’ equity (ROE);
and to continue offering a quality value proposition for clients.

Mr Donald Guloien
President & CEO, Manulife Financial

In an economically challenging environment, natural catastrophe
losses like recently in Australia, New Zealand and Japan can have
a significant impact on the budget situation of even large nations
and impact their mid-to-long-term growth prospects. Nations
exposed to natural disasters can use the (re)insurance market
for a more effective large scale exposure management to gain a
competitive advantage over others.

Dr Ludger Arnoldussen

Board Member responsible for Asia Pacific, Germany and Africa,
Munich Re
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As the world’s population continues to age, regulatory regimes
change and the need for risk protection grows, new opportunities
for global life insurers and reinsurers will need to come from
the continued exploration and development of geographic and
demographic markets, and the delivery of innovative products
and distribution strategies that address their evolving needs
Mr A Greig Woodring /

President & CEO, Reinsurance Group of America, Inc
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The number of issues facing regulators has rarely been ‘}
larger — ranging from free trade to handling of catas- /
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trophes. Nevertheless, one of the most important
issues for the insurance industry is ensuring that our i
business is not damaged by the wholesale application

of regulations and solutions that were designed spe-
cifically with banks in mind. Regulators must focus

on activity, not size, and need to understand, for
instance, the likely impact of an apparent solution

such as contingent convertible bonds for banks.

Mr Geoff Riddell

Regional Chairman of Asia-Pacific &
Middle East, Zurich Financial Services Ltd
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