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SUN LIFE MAKES
ITS DEBUT IN
MALAYSIA

The insurance industry sees the entry of a global insurer that
distributes through banks and other channels. By The Li Ming

arly lasz year Canada’s Sun Life Financial

Inc and Khazanah Nasional Bhd teamed

up 1o by stakes of 49% each in CIMB Aviva
Assurance Bhd and CIMB Aviva Takaful Bhd. Subsequently.
CIMB Aviva Assurance was renasned Sun Life Malaysia
Assurance Bhd and CIMB Aviva Takaful, Sun Life Malaysia
Tkatul Bhd. CIMB Geoap resains a 2% stake in the
COMmpanies

Sun Life Fisancial may be new to Malaysia but not to
Asla, where it has had a stroag presence for more than a
cenmury. The insurer cusrentdy has operations in markets
such as Indonesfa, Viemam, the Philippines, Hong Kong,
China and India, In Indonesia, CIMB and Sun Life started a
joint-verture comnpany called CIMEB Sun Life in 2006

Ool Say Teng, CEO of Sun Life Malaysia Assurance, says
the strength of the company is the repatation of its two
largess sharcholders. *Life Insurance s unigue as poople
cannot see o hold the products they bay. What they are
buying is a promise, The ability of the company 10 nseet
future contractual labilities becomes impartant {foe
policyhalders).

“The reputation of our shasehalders clearly instils
confidence, Sun Life Financial has been rased well over the
years, Scandard & Poor’s rated it AA (very strang) in March
2008, Moody'’s rated it Aad (excellent) in February 2009
Last Augnest, AM Best affirmed it at A (superior) with a
stable outiook.”

Sun Life Fnancial was one of the few insurance
companies in Canada and the US that didn't need 1o
soek financial assistance from regulacars after the global
financial crisls of 2008, Ol says the Malaysian anm will
beneti from the company’s financial prudence, us well &
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other core strengths, “We will tap the
technical know-how and expertise
of Sun Life Fmancial in the fields of
procection, health and retirement.”

Since the foemation of Sun Life
Madaysiu, several new peoducts,
such as medical cards, endowments
and levestiment linked products,
have been introduced. Currently,
Sun Lite has 15 comventianal and 17
takahud products. Some coeventional
products have takaful counterparts,
The company &s malitalning its focus
an life insurance at the moment,

0 comsumers here will not see the
Products that iss panent company
sell, such as dental or short-term
disability insurance, for which these
is no demand at the mosnent.

While Sun Life’s suite of produces
may be sinilar 10 what is oflered in
the market, Ooi believes their unigque
selling point is the way they are sold
and packaged: through a bank. At
present, Sun Life Is one of the few
nsarers in the counery that do not
hanve an sgency force. The company
has 2 20-year agreement to distribute
its products in all of CIME bank
branches throughout the counery.

The widhe reach of the bank's
network will make it convenient foe
customers to walk in and enguire
about Sun Life's produces. Ool
satys whiat b Bnportaet is not just
the product but also the delivery
channels and the convenience
that the company affords. “Our
product proposition &s that we match
ouirselves to the bank's market
sepments. Froen there, we identily the
most appropriase channels to reach
osit to the client and work with the
bank 0 ideneify sultable produsces”

Within the bank’s channel, theee
groups of employees sell different
products targeted at different
segments. Persomal financial
consoltants market all Sun Life's
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produscts so the mass market, while
relationship managers sell term,
levestment-linked and endowment
prodiucts eangeted at high-net-worth
customers. A third group of bank
employees, referred 1o as insurance
specialists, & dedicated to selling
lovestment-linked products almed ar
customers who are in the middle- or

the individuals who walk into a bank
are mostly customens and have an
existing relationship with the bank.
The insurance specialises are full-time
bank employees with fixed salaries, so
they dan't earn sales commiéssions. As
they are pot directly sales- incentivised,
they can approach customers from

a mare halistic-value-proposition

perspective. They can focus more
om thelr client’s asset creation,

distribution and protection needs”

placed in sebected branches, Another

Sunlife also requanes that they hanve
two years of sales experience, a proven
track record and a diplonsa at least,

Selling products through banks
roquines an entiredy different approach
froen dealiog with agents. Many
customers tend to rush in and out
of a bank aftes performing their
transactions. Sun Life s aware of this
fact and has simplified the design of
s products as well as the application
process. Many of its insurance
produces contain & “guaranteed
bsuance” feature, whereby customers
can obxtain approval for the palicy on
the spot, with bess undenwrizing and
details needed from them.

“We can do this because the bank
has prior knowledge of the individual's
financial stanuding. All they have to
o 88 wrswer four o five questions,

Selling
products
through
banks
requires

an enurely
different
approach
from dealing
with agents
Sun Life has
simplified
the design
of 1ts
praducts as
well as the
application
Process

with no need for medical underwriting and premium
loading, For instance, our “SmartLife’ product, which is
sold 1o emplovees of companies that use our bank for
thedr payrolls, guarantees acceptance s king a4 they are
employed”

In order to manage the risks that could arise from
guaranteed acceptance, Ool says the company has
Introduced some chasses in the policies, sich as Imposing
a waiting period. “Like products bought through other
channels, we may only pay out a partial amount if a death
claim owing to natural causes is made during the first few
manths of the policy coming into effect. However, we will
still approve for full cadms for death dwe 10 acoidental
causes”

Theere are still some produces with higher sums assured
that require underwriting. For instance, the Ultimate Term
Plan is a term insurance peotection peoduct that offers
a mintmum st assured of RM 1 millson, The product
contains festures such as VIP service, an assigned doctor
ot a preferred medical centre and paramedic service. Even
s, Dot contends that products like this are still among the
cheapest in the market. “Even If customers have to undergo
underwriting, our Ultimare Term Plan prodact is one of the
ost convenbent and least demanding. This goes back w
1he poing of selling (these products| 1o people we aleeady
know: the bank’s custamers. Making the peocess mone
convenient for customers makes for a better experience”

Sumn Life akso bundles its produces with thase of che
hank, offering customess the option of buylog protection
peoducts when they apply for personal kans, mortgge
loans and hire purchase. Mareover, it sells its products
via derect marketing and telemarketing channels. The
company also markets group Insumnce products to large
organisations and takafd products 1o government servans
under Lembags Pesnbangunan Pervrmaban dan Bandar,

An insusance company §s jadged pot just by its product
coverage, but also the ease of flling clalms. Oul is especially
proad of the way the company handles Its claim processes.
“Since we don't have agency force, the clalms comse directly
10 us of the bank employvees, To assist Custaimers, we
engage paramedics to obtain the claims documentation.
We also dosely moniitor the turnaround time for claims,
which we aim to appeove or decline in 14 days unless
fiarther investigation or more documentation is required.
Since Sun Life came on bosrd, we are proud 5o say we have
not received a single claim that required inservention from
the Financial Mediation Bureas”

Sun Life is considenng introducing new products such
as undversal Me, which contalns adjussable savings and
Insurance components, s wull as guaranteed returms.
Another product that could be created is a whaole-Sfe policy
that contains the hybrid features of a traditional par and
nan-par product. Traditional par products allow customers
1o share the profits that the company makes, while for non-
par products, customers don't have that option.
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