ING Life

B Focuses on Local needs

Meeting local needs has seen ING Life do well in the Investment-Linked Provider
of the Year and Best Health Care Product categories. BENCHMARK talks to the

company’s CEO about their success.
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ith competitive

options only a click

away, flexibility is

crucial for success.

[tis also one of the

main reasons for
ING Life Insurance Company (Bermuda)
Limited's success in the BENCHMARK
Wealth Management Awards 2011 in
both the Investment-Linked Provider of
the Year and Best Health Care Product
categories.

Lennard Yong, CEO of ING Hong Kong

& Macau, believes flexibility, that offers
options for both basic and sophisticated
customers, is paramount for success. This
approach goes right down to how its
ILAS and health insurance products are
designed.

Three-step Fund Selection

Having a wide basket of funds is crucial,
but equally important is how the funds
are selected. Essentially, ING Life uses
three steps for its selection:

Step 1: Review economic conditions
with an aim to assess impact on
various asset classes over the next six
to 12 months period.

For ING Life, the most critical step is the
evaluation of the fundamental market
trends for the next six to 12 months. If
the market is in the early recovery phase,
the company may add “Top of the class”
single country, single sector or small

cap funds that are more “opportunistic”
for aggressive investors. If the market
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Customer service is a priority for ING Life. The company has recently invested in resources for the enhancement

ING &

Customer Service Center
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of its customer service centre to upgrade the services and facilities:
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is approaching the peak, for example
when PER and PB are relatively high

or close to historical peaks, regional or
balanced funds may be considered.

“Our selection criteria will be based on
meeting the individual varying needs

of our current and potential customers,
and not driven by promotion, marketing
or TV advertisement by fund houses,’ said
Yong.

Step 2: Quantitative analysis

The company ranks all SFC authorized
funds within the same asset classes,

and sorts out the best in class fund
manager / fund house. “Volatility would
be considered. If two investment choices
give the same performance quality,

then the one with the lower annualized
volatility will be chosen. The selection of
this criteria is purely quantitative, and not
emotional,"he added.

Step 3: Qualitative monitoring

The company regularly monitors
and analyzes funds on the platform.
Underperformance will be addressed.

Flexible Protection
Flexibility with regards to premium
terms, payments, fund allocation policy

and a wide range of investment choices
provides the company with clear market
differentiators. “The four ILAS products
are offered with riders available to
satisfy different protection needs of our
customers,” he said.

For example, in premium terms, the
company offers the shortest initial
contribution period in the market for
plans with dual investment account
structures. “We also allow regular or
single contributions as well as ad-hoc
lump sums at anytime that suits the
customers, while the amount of life
protection coverage can be as little as
1% of the account value if the customers
wish to have a higher investment
element,’said Yong.

In addition, ING Life allows its investors
to partially withdraw their assets with

no penalties in most ILAS products. To
help investors cope with the market
downturn and volatility, it allows
premium suspension while keeping the
policy in force. It also offers increasing
death benefits for those who want
higher protection, and a number of riders
to meet diverse protection needs.

Strong Customer Focus
Having a strong product portfolio is only

Regular seminars are oganized to raise consumer awareness.
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half the recipe for success in investment
linked insurance. It needs to be backed

by good service and strong knowledge

sharing initiatives.

This is the reason why ING Life Insurance
has the “longest” customer servicing
hours in the industry in Hong Kong,

said Yong. Recently, the company has
increased its customer counters and is
continuously improving its facilities.

“One-stop Policy Service allows most
customer requests to be completed in
around ten minutes and a confirmation
letter to be issued immediately after the

completion of the transaction,’said Yong.

This customer-centric approach is
backed by a Customer Online Service;

a new underwriting system - Common
New Business - that uses straight-
through processing to issue ILAS policies
in the same day; and the publication

of various comprehensive reports and
seminars.

Health Protection Made Easy

This customer-centric approach based
on offering flexibility can also be seen in
the success of its Health Care product,
Easy Defender.

The critical illness insurance product
addresses a key trend of Hong Kong:
people are recovering faster through
advanced medical treatments, and the
risk of a re-emergence of the critical
illness is getting higher in their longer
lifespan.“The feature of three increasing
crisis benefits for Easy Defender is
designed to address such a need. We
rarely see similar comparable products in
the market,’ said Yong.

He also noted that critical illnesses are
now being diagnosed at an earlier stage
or age, which is often not addressed

in many other plans.“Easy Defender is
designed to give coverage on special
diseases that falls in such categories and
even extends its protection to female-,
male- and juvenile-specific diseases,” he
added.

One of the key reasons why Easy
Defender did well in the competition is
its strong focus on obtaining and addressing
customer feedback. The company uses
client dinners, online and hotline platform
and channels to understand customer
concerns. Regular product meetings

are also organized to involve all related
parties in product design.”

This is aimed at sharing feedback
collected from customers and

front-line agents, and discussing
possible accommodation of suggested
enhancements,’ said Yong.

With a strong focus on training to ensure
that customers are well served, good
feedback mechanism and a strong finger
on the pulse of the market, ING looks

to continue its success in meeting local
needs in the coming years. BM
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