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#+ Overview of Life Ins. Industry in Japan

+ Corporate Management Strategy of a Life Ins. Co.
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+ Product Development and Strategy for Independent Agents
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Channel Strategy & Product Development Course

(Jul.5 - Jul.12,2017)

Channel Strategy & Product Development Course

Date Topics
Opening Ceremony
July 5 (Wed.) | “Overview of Life Insurance Industry in Japan”
“Corporate Management Strategy of a Life Insurance Co.”
6 (Thu.) “Channel Strategy of a Life Insurance Co.”
u.
“History and Fosterage & Compensation Structure of Captive Sales Agents”
“Transition of Product Development responding to the Change of Management
7 (Fri.) Environment”
“Product Strategy that supports Concept of Total Life Planning”
“Products and its Sales Strategy for Bancassurance”
10 (Mon.)
“Product Development and Strategy for Independent Agents”
“Product Development (Case Study)”
11 (Tue.) o
“Direction of Product Development Strategy”
Group Presentation
12 (Wed.) Feedback Meeting with FALIA staff

Closing Ceremony

15
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* Channels

* Category of insurance Product
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CHANNELS Monas Tower

Indonesia




*Cash or Card
"Real shop or Website

"Well-known brands, such
as Starbucks, MUJI,
ZARA, UNIQLO, NIKE,
Apple, BMW, CHANEL

*Daily needs, such as
fruits, milk, egg, bread,

noodles, vegetables, HOW DO WE PURCHASE

meat

THESE MERCHANDISE?




HOW DO/DID WE *
PURCHASE INSURANCE CR & Financial
PRODUCTS? o adyvisor

**When did you get the 1*
insurance policy?

“*How many channels you can

choose when you bought it?

**Has it changed? Or it’s

changing?




HOW WILL WE PURCHASE INSURANCE PRODUCT?

Financial advisor / salesperson

Professional, meet your needs
Bancassurance

Trustworthy, reliable,

familiar

4 N

Internet /| Smart phone
apps

Convenient, efficient,
cheaper




CATEGORY OF INSURANCE PRODUCT |
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| CATEGORY OF INSURANCE PRODUCT

Protection | \ ISavmgs &
\ nvestment

* Whole life * Medical * Endowment
* Term * Cancer * Pension

* Accident * Critical illness * Variable

* Travel * Long term annuity

insurance care * Unit-linked




PRODUCT STRATEGY | i meremer
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PRODUCT CLASSIFICATION

term, whole life, accident,
travel insurance, endowment

medical, cancer, critical il
illness, long term care, POV ]
pension, variable annuity,

unit-linked




PRODUCTS IN THE "RIGHT™ CHANNEL

* Simple products that customers are

familiar with
|n|-erne|. * Cheapest because the cost is lowest
s ex : term, endowment, whole life, accident,

A= travel insurance,

[ Bqncassurqnce \
Banker k h tﬁ; ﬁ \? * Plenty of time to explain the
Or,: er know who Is potentic Financial complicated products
customers .
advisor * Assists the customers who

* Financial instruments are comparable
through the bank

ex : endowment, variable annuity , unit-

linked

don’t know how to plan their

/Q insurance scheme
‘, ex : health insurance, variable

annuity, unit-linked
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KOREA

Potential channel : internet or smart phone

Online channel began in 2012

* Comparing to other channels, the

premium is cheaper

* The younger generation is familiar with
the internet

*  Market grew 5 times than 2012

*  Main product: health & savings




PHILIPPINES

Potential channel : independent agent

* Delivering a company’s products or
services to the right place at the right
time for the lowest cost

*  Providing better services to the customer

*  Providing valuable information to attend
the needs of customer

*  Channel can be reliable in improving the
product or in increasing the sales by
providing data with customer feedback




SRI LANKA

Potential channel : Bancassurance and
internet

°*  Mortgage protection term insurance
and endowment with protection plans
are mainly sold through Bancassurance

°* Mainly term insurance and simple
endowment plans are sold through the
internet




TAIWAN

Potential channel : internet or smart phone

*  Online channel began in 2014

-
* 8 insurers have online channel(total is 23) : ’
* Easy and efficient e vy
d:.'.fl '}1 - l*"""‘?
’ . . i ::ZE:EE!EMQMEH it L] Ji
* Customers aren’t shy to disclosure income WO jr' . N =
or disease online (privacy purpose). Such t:::::::::::f::::::::E:;;;::::::: ‘ B Dued & 48 L. AAANAAAT
------ \ S -‘""1--
as HIV, cancer etc. " I ——— Mﬁjﬁﬂ!ﬂﬁm
* Customers are getting more insurance \

knowledge

*  Online payment will be the trend. Such
as Apple pay

* Main product : travel insurance, annuity,

accident product I.IOU & MASAI




UZBEKISTAN

Potential channel : internet or smart phone

*  Online channel began in 2014
*  Easy and comparing

* Cheaper than other channels (No

commission )

*  Customers

09-07-17 13:54

*  Main product : medical health &

savings

AKRAMJON



INDONESIA

Potential channel : exclusive agents

* Life insurance awareness is still low

*  Most of popular products is high value
added product which is complicated
and need a professional advisor to
explain

* This type of agent usually called as an
entrepreneur since they have to manage
their own business

*  Main product: unit-linked product
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