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Presentation Outline

 Bancatakaful Models
 The Compelling Case for Bancatakaful
 Customer / Markets
 Banking Channels
 Products
 Critical Success Factors.
 Specific Challenges for Takaful.

Presenter
Presentation Notes
Lot of material -  will have to go thorough quickly as only 15 minutes allocated (could spend an whole day on this).   



3

Bancatakaful Models

 Distribution Arrangements


 

Relatively quick and easy to set up.


 

Questionable commitment of Banking Partner

 Fully Integrated in Financial Group.


 

Acceptance with Banking Group.


 

Associated with higher levels of commitments.


 

Greater efforts to set up and sustain.

 Joint Venture


 

Hybrid of the above two models


 

Increased level of commitment as Bank also shares in Takaful 
Company profitability.



 

Banking Culture versus Insurance / Takaful Culture 

Integrated 
Models 
may offer 
the 
greatest 
potential 
for long 
term 
growth

Presenter
Presentation Notes
Distribution Agreements are frequently based on upfront payments to the Banking partner.   As such these structures do not really create commitment. At most the Bank would try to meet the minimum targets in order to obtain incentive payments.

Integrated Models allow for a uniform structure & culture,  integrated targets, acceptance of takaful in the banking group,  alignment as the profitability of the takaful company contributes to the banking group.

Personal experience of En. Zainudin in all three types of structures may be of interest to the audience.
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The Compelling Case for BancaTakaful

 Customer perspective:


 

Convenience 


 

Trust

 Bank /Takaful Company Perspective


 

Additional distribution & manufacturing profits.


 

Leveraging of existing infrastructure.


 

Ready Customer Database.

Bancatakaful makes 
sense from  all 
perspectives: 
Customer, Bank, 
Takaful Operator

Presenter
Presentation Notes
 One stop shopping for all your financial needs.

Customers trust banks much more than insurance agents.  Bank also have strong relationships with Business entities.

Life insurance agent productivity is much lower than Bank Personnel.   Much time is spent on prospecting.  This is eliminated in bancatakaful with a ready customer database.
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Customers / Market


 

Mass Market


 

Mass Affluent


 

High Net Worth



 

Muslim


 

Non- Muslim



 

Islamic Banking Customer


 

Standard Bank Customer



 

Retail


 

Business

Takaful 
Participant are 
not only – Mass 
Market, Retail, 
Muslim & Islamic 
Bank customer

Presenter
Presentation Notes
At HSBC -  are customer base is predominantly chinese and from the conventinal bank.   Mass Affluent and High net Worth customers have eagerly signed up for Takaful.   In short we should not limit ourselves with preconceived notions and embrace the fact that Takaful can be for everybody.
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Banking Channels


 

Bank marketing Staff


 

Takaful marketing Staff


 

Third Party?



 

Face to Face


 

Branch


 

Mobile


 

Telemarketing


 

ATM


 

Mobile Phone


 

Internet?

Successful 
Bancatakaful 
players will use 
multiple banking 
channels and 
service touch 
points to 
acquire and 
service the 
Takaful 
Participants

Presenter
Presentation Notes
Face to Face in the Branch is still the major source of new business – but telemarketing is growing in significance.

Bank internet to show customer Takaful certificate information.

A highly professional Salaried Takaful marketing force has proven highly successful in South America.





7

Products

 Investments
 Savings
 Protection

 Credit Related
 Non- Credit Related

 Stand-alone Products
 Integrated with Banking Products

Full range of 
products aligned 
with and 
complementing 
Banking 
propositions.

Presenter
Presentation Notes
The most well known example is credit takaful -  where housing finance is complemented with Takaful Protection for both Bank and Client.

Other examples are will writing and Trust complemented with retirement &  Education propositions.    Regular remittances / payments with Takaful protection  may be an area in the future.
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Critical Success Factors

 Alignment 


 

Interlocking New Business Volume Targets.  


 

Interlocking Fee Based Income Targets.

 Clarity in Roles and Responsibilities.


 

Service Level Agreements

 Right Product -Right Channel - Right Customer.
 KPIs



 

Significant for the Bank at all levels.


 

Specific for Takaful
Above all 
commitment 
at all levels

Presenter
Presentation Notes
At Hsbc – we do interlock on both on the new busines targets as well as the fee based income for the bank.   Commitment is from Top down and extends to all levels.
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Specific Challenges for Takaful

 New to the Market
 Simplifying the Product & Proposition.
 Competing with Conventional Products.
 To tap on the ethical aspects of Takaful.

But the 
Opportunities are 
much Greater

Presenter
Presentation Notes
For Takaful there is a need to develop our Brand.   With regards to conventional products we are at a disadvatnate as we are not able to under current shariah intreperation able to easily offer long term guarantees.  Innovation is necessary for us to be able to compete in the global market place.  



Questions

zainudinishak@hsbc.com.my
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