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ABSTRACT

The objective of the study is to analyze the impact of savings and bank related
products, which the customers wills perceive as high value added products one at

a time through a full time from BCB Taman Melaka Raya financial planner.

The study of this project paper is to get better knowledge about bancassurance
marketing strategy. The marketing strategy is focused on financial Planner on how

they market the product through the bank customer.

The Bank Negara Malaysia is seriously urging the banks and insurance companies
to join together in one premise in providing the insurance service. The most
effective method in selling insurance product as a new innovative as an attempt to

capture a share of certain market.

Banks and Insurance Companies will employ different strategies as they attempt to

cut costs and increase efficiency in existing markets and to open up new markets.

For the purpose of this project paper, BCB Taman Melaka Raya branch has been
chosen as sample case. 100 customers were relected randomly. Their age were
between 20 to 50 with salary range between RM1000 and RM4000. The customers
were basically government servants, private sector employees and local

businessmen and women. The questionnaire was mainly focused on obtaining

vii



information and about customer profile, customer awareness, financial planning

services and bank staff promotion.

This research included that banks are best qualified to sell insurancé products.
Most importantly, banks have close and strong ties with their customers and able
to educate customer about insurance. In fact, it is part of the effort to-offeran entire

range of financial services to the customers under one roof.

vii
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1.0 INTRODUCTION

INTRODUCTION

The Amal life administration operation is based in Amal headquarters
in Kuala Lumpur. The senior manager of Amal life, En. Salihuddin
Ahmad Said that Amal will help BCB achieve its ambition to be an
integrated financial sector provider to meet the increasing demand of

the growing consumer sector.’

The fifteen branches have a designated financial planner adviser
assigned with the responsibility of promoting Amal life products in the

branches.

Bancassurance is about leveraging a bank’s retail distribution network
to sell insurance products. It is about selling insurance products over
bank counter as another banking service . “Banks are best suited to
sell insurance”. (Christian De Juniae the Boston consultancy Agency
(BCG).

The concept of Bancassurance is a natural life with the Bumiputra
Commerce Bank mission statement and vision. The acquisition of
American Malaysian life Assurance (Amal) and the Consequent ability
to offer life insurance creates a natural extension of the existing service

offer.

Bank of commerce — newslink February 1999.
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BCB and Amal have worked closely to exploit the opportunities for

synergy arising out of the Bancassurance concept. BCB has instituted

a compulsory life average requirement on house purchase leading

which is scheduled to generate 65% of new annualized premium

income.

The Amal life company launched the five products:

a.

Juvenile Endowment Assurance

Juvenile Endowment assurance hold the same characteristics
as of the Endowment assurance except that the payer now is
the parent of guardian and will remain as the policy holder until
the child attains the exact age of 18 years at last birthday. The
policy shall then automatically vest in the child. This plant
enables a discipline form of saving by parents in seeing that the
child makes a substantial amount of cash available upon

attainment of a specific age.

Endowment Assurance’

Term Assurance is a life contract; which provide the maximum
protection for a specified number of years on the life of an
individual. Premium for this plan is low as the protection is only
up to the expiry of the chosen term and insures against just

death and total and permanent disablement.
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Endowment Assurance

Endowment Assurance is an insurance policy, which comprised
of both protection and investment elements. If this plan is written
for a short term, its purpose to combine immediate protection
with substantial saving. If it is written for a long term or to
mature at an advance age, the purpose is to combine more

protection with some saving for old age provision.

Sihat Malaysia-Hospital and Surgical Insurance Policy

Its provide comprehensive coverage against medical cost,
hospital and surgical, ambulance fees and other medical cost.
The manage Care organization (MCO) undertakes on behalf of

the policyholders.

Critical lliness Term Assurance
This plan in addition to provide insurance protection against the
occurrence of total and permanent disability and thirty-six critical

illnesses.
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1.3 Problem Statement

1.

The purpose of the research is to identify the customers
awareness and perception bancassurance and understanding
the needs and wants of the customers to buy insurance product
through financial planner. The financial planner was designated
on January 1999. The bank customers do not know about
financial planner because nobody inform the customer about it.
The marketing task force of Bank is not equipped with essential

information to deliver the insurance product.

Customers have no knowledge about insurance since it is not
yet considered as a necessity in life. The customer is not
interested in insurance policy because they think that insurance
is not beneficial to them. The retum of insurance investment
takes a long period to materialize. They think that only by
depositing the money in the bank such as saving, fixed deposit
will save their money . The Bank must to make the provide
ways and means to make the product more alttractive and also
to provide adequate return. At present BCB Taman Melaka
Raya has about 4300 customers and only 21 of them is buying

bancassurance policy.
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Objectives
1. To identify customers with knowledge on insurance .
2. To evaluate the financial planner services.

3. To launch saving and bank related product, which the

customers will perceive as high value added products.

Significance of the study
The study of this project paper, is to describe the bank services that

can fullfill both banking and insurance needs at the same time.

It is also to identify the problems faced by the BCB Taman Melaka
Raya branch marketing strategy of selling insurance policy and

propose recommendations and solutions to this problems.

Hypothesis

Hypothesis 1

Ho = Customer have a knowledge about insurance
H; = Customer have no knowledge about insurance

Note: Hypothesis 1 is based on questions 2 section B
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Hypothesis 2
H, = Customer aware about the bancassurance services
H¢ = Customer not aware about the bancassurance services

Note: Hypothesis 2 is based on questions 1 section C.

Limitation
Effort when started the project paper until the end, there are several

limitation that must be faced.

The limitation are:-

1. Time constraint
The period that they give to complete this report is very short
and also involved the working environment and family

obligation.

2. Cost
The cost incurred for this project paper is quite expensive. This
is because is reseacher must visit the customer for an interview

and to obtain answers to the questionaire.
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Data availability
The data for the bancanssurance is very limited only two bank
have implemented bancanssurance ; they are Maybank and

Bumiputra commerce bank in Malaysia.

Definition of term.

Table 1.0 below indicate several of terms that has been used regularly

in this report.

Table 1.0 List of Term Used

Term Description

BCB Bumiputra Commerce Bank

Amal American Malaysia Life Insurance

FP Financed Planner is the person incharge the

insurance product.
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2.0 BACKGROUND OF THE COMPANY

BACKGROUND OF THE COMPANY
Bumiputra-Commerce Bank Berhad, the result of the merger between
bank Bumiputra Malaysia Berhad and Bank of Commerce(M) Berhad,

will start operations on October 1, 1999.

It is a merger of two banks with complementary strengths, one with a
strong corporate presence and the other with a large branch network
and retail customer base. The result is a new bank is one of the largest

and most progressive financial institutions in Malaysia.

Headquartered at the current bank of Commence head office in Jalan
Tun Perak. Bumiputra Commerce Bank will have the combined

banking experience of over 100 years.

The combined bank group will have an assets base of approximately
RM70 billion, loans and advances of RM37 billion and customer
deposits of RM48 billion. The shareholders fund is in excess of RM 3

billion.

The Bank will have on of Malaysia’s largest network of branches, with

268 branches, with 268 branches employing over 10,000 staff
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nationwide servicing a customer base of approximately 2 billion. It also

has the distinction of having the largest ATM network of 727 ATMs

throughout the country. There are about 99.9% of the staff from both
banks have opted join the new Bank. Bumiputra Commerce Bank’s
focus is on customer service and innovation products, backed by

advanced, efficient and cost effective IT based processing systems.

Structure Of The New Bumiputra-Commerce Bank
The Bank will be organization into three key functions: 1) Sales and

Service 2) Policy and Control and 3) Processing (Operation and IT)

1. Sales And Service
[ ] The Bank will be organized into 3 distinct customer
group: Corporate & Institutional Banking, Retail Banking

and Business Banking.

[ ] The Retail Banking group will structured in a *hub and
spoke” configuration to allow the retail group to be more
customer-focused, while maintaining and expanding over

time the Bank’s geographic coverage.
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Segregation of the Corporation and Business Banking
groups will allow for the right level of service to be

directed to the different customer groups.

Corporation Banking will focus on the top tier Malaysian
conglomerates while Business Banking will cater to the

small and medium sized companies.

2. Policy And Control

Provides and backbone that ensures consistence in

policy and the control operations.

3. PROCESSING (OPERATIONS AND IT)

Implemented to leverage economies of scale in

processing activities to gain a competitive edge.

The sales and marketing business groups and allows

them to concentrate on delivering customer service.

2
Form BCB Home page



3.1

3.2

Chapter 3- WHAT IS INSURANCE ABOUT?

3.0 WHAT IS INSURANCE ABOUT?

WHAT IS INSURANCE?
It is an agreement in which you pay a fixed amount of money each
year to specific company as means of protection for something for

example house, car health and etc. according to collins cobuild

Difference between insurance agents and bancassurance?
The Malaysian life insurance market is currently dominated by

companies which use the agency distribution method.

Bancassurance is a new concept in Malaysia and therefore BCB faces

the risk common to all innovators.

. internal resistance to change from employees
. resistance to change from customers

. more prone than error

. trail blazing for competitors

As is common in a country where agency distribution dominates,
customer have a poor perception of life insurance. Bancaassurance,

by eliminating the agent, will crate a new perception.

Theis a preference amongst a proportion of the muslim population for
takaful insurance. BCB bancassurance can currently only write
conventional life insurance products. Whilst, there have not been any
failures financial institutions in recent times, there is a reserve amongst
the Malaysian population about “putting all their eggs in one basket”.

This belief tends to contradict the bancassurance concept.

11
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The objective of BCB Bancassurance is not to conflict with the existing
image and style in any way but to support it with the following

propositons:-

L 4

a natural service extension to meet customer needs
* provided by the bank
. value products underwritten by Amal designed to meet BCB

customer needs

* financial stability

* quality advice that can be trusted

* seen by BCB staff as epitomising the vision by serving customer
needs

* seen by BCB stay as an opportunity to demonstrate, by

introducing the life insurance service, their concern for the

customer relationship.

3.3 What is life insurance?
Life insurance is a contract between an individual and a life insurance
company. The individual agrees to pay a premium and in return, the

insurance company promises to pay a predetermined amount a money
3

to:

¢ The insured, in the event he or she becomes disabled or when
some specified event takes place, and/or.

* A beneficiary or beneficiaries if the insured dies.

Jon Hancock life insurance (Malaysia) Berhad

12
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In order for the insurer to have enough money available to pay
death benefits when they become due, insurance companies
use a pricing system known as the legal reserve system. This
system is based upon several premises:

¢ The amount of the death benefit promised in the insurance
policy should be calculate in advance of the insured’s death;

¢ The money needed to pay the benefits should be collected in
advance, so that funds will be available to pay claims and
expenses as they occur;

. The premium an individual pays for an insurance policy should
be directly related to the amount of risk the insurer assumes for
that person

Short history of life insurance in Malaysia
Records indicated that the first life insurance policy was written in 16th

century in England.

The insurance industry in Malaysia first started in the 18th century.
The insurance industry then was based on the British system because
it was introduced and managed by British trading companies and
agencies. There were few locals involved due to lack of expertise.

The insurance industry really took off only in the 1950s. The market
then was controlled by British and American firms. At the same time,
locally incorporated companies had also started selling insurance.
After independence in 1957, nationalistic policies gave much

encouragement to domestic companies to improve their market share.

Jon Hancock life insurance (Malaysia) Berhad

13
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However, this boom burst when many companies, without proper
underwriting practices, went out of business leaving their policyowners

holding worthless policies.

The government stepped in to remedy the situation by introducing the
Insurance Act. 1963. The office of the Director General of Insurance
was given the task of regulating the insurance industry. Today, the
Governor of Bank Negara is also the Director General of Insurance.

There are at present two Takaful and 18 life insurers operating in
Malaysia. Out of the 18 life insurers, 14 are domestic and 4 are
constituted outside Malaysia.

3.5 What are the basic types of life insurance?

There are three basic types of life insurance policies. They are

¢ Term Insurance
3 Whole Life Insurance
¢ Endowment Insurance

All policies sold by life insurers in Malaysia are a variation and/or

combination of these three basic types.

3
Jon Hancock life insurance (Malaysia) Berhad

14
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A fourth type of life insurance is Family Takaful. At present, only two
companies, empowered by the Takaful Act 1984, Syarikat Takaful
Malaysia Sdn. Bhd and MNI Takaful Sdn. Bhd. are selling this type of

life insurance.

The universal life and variable life (aka unit-linked or investment linked)
products avallable in the more sophisticated insurance market of the
Europe country are not yet available in Malaysia. These products are

actually a form of whole life insurance.

Annuities are the opposite of life insurance because the annuitant will
receive the policy benefits provided he is living. Annuities will soon be
approved for sale in Malaysia.

Jon Hancock life insurance (Malaysia) Berhad

15
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4.0 LITERATURE REVIEW

LITERATURE REVIEW
The Bancassurance concept is based on the beliefs that customer
service is paramount and that good service includes ensuring that

customer are expected to all the bank services and products.

It is essential that the customer engagement, follow up and product
delivery is in keeping with the BCB Bancassurance vision. “Two
distinctive features of service are. first service is a process or a
performance, rather than just “a thing and second ‘that customers are
involved, to greater or lesser degree in the service productions
process. These two dimension are control to understanding the
concept of the service encounter, defined by “shostach” as” a period of

time during which a consumer interacts directly with a service.

The Target Market

The target market will be bank customer who has the potential to buy
life insurance. According to kothler (P. 250 principle of marketing).
Target marketing is a set of buyers sharing common needs or

characteristics that the company decided to serve.*

4
According to Kotler (p.20 principal of marketing)

16
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The lead generation activity will focus on customer engagements
between branch staff at any level and their customers. Its main
purpose will be to assist staff to determine quickly which customers
have needs compatible with the product offerings and encouraging
action. Priority customer will receive a fully integrated customer
focused cross product service in keeping with their status, which will

generate sales of all the bank’s products.

Market Positioning

Position is the best of designing the company offering and image so
that they occupy a meaningful and distinct competitive position in the
target customer minds. (p. 308 — on Asian perspective-marketing

management by Kotler.) ®

A marketing program will compiled for each objective outlining of

development project plan will be used to ensure delivery on time.

5

Asian perspective — marketing management by Kotler — p.308

17
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Responsibility for developing the life insurance business will fall totally

under the bank’s control.

The bank will not be averse to innovation in products if the market

demand is proven and the quality objective can be maintained.

BCB will develop the strong proposition and tactical lead generation

campaigns that will support branch lead generation.
The proposition will reflect these values:

@ Integrity, quality, honesty, security

@ Value for money

@ High competence

@ Direct and the point

Advertising and promotion will highlight BCB qualification to provide

the best service for its life insurance customers.

Advertising and promotion will be used to create BCB customer

awareness of the life insurance service.

18
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To support the group aim as the best of an integrated group strategy
by providing BCB customers with a life iinsurance service which has

product quality of product and delivery consistent with the service.

The BCB customer relationship database will be used to target
customers for an approach initially at the time of customer engagement

but in time (and subject to testing) by direct mail.

Priority customer, will receive a holistic needs based service in

keeping with their priority status.

The desired customer experience will be documented detailing how

BCB want the customers to feel at each stage of the service delivery.

* Sales and Distribution Strategy

Clive G. Aaron, consultant and unit manager of Tillinghast's Melbourne
office:- said that the distribution is the identification of customer needs
within target markets and the delivery of products to satisfy those

needs.®

6
Clive G. Aaron — European insurance
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Distribution Method Must Fit Product and Market

Table 4.1
Market Product Distribution method
Mass Market Simple Products: Direct Mail
Accidental Death Insurance
Simple Transaction Simple products:- Bank Counter Staff
Market Travel insurance with travelers
cheque sales
Complex Complex Products:- Bank Officer
Transaction Market Life insurance with a mortgage
loan
Referred Customer | More complex products:- Financial Planner
Investment Portfolio management,
Commercial Intermediary
Insurance or universal life products

The strategy is to create public awareness of the BCB life products
through advertising and in bank branch displays.

Advertising campaigns are supported by incentive promotion to the

staff. For example give trip to overseas.

Staff promotions are used to create an in house customer base which

to expand by recommendation.

Activities in BCB branches depend on the direction of the Regional

Manager and the degree of support fostered by the local management

20
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team (branch manager, assistant manager and branch officers) the
motivation of the designated Financial Planner and the time available

to counter staff to involve customers in discussions about products.

The advertising and support material is seen as a way of ensuring that
customers are perceptive to the engagement activity of the branch staff

that they meet in the course of their normal banking activity.

Financial Planning Services.
Financial planner will continue to work with bank branch staff at all

levels to increase lead generation activity and sales.

When personal was first launched in 1996 to over personal finance
there was little awareness of financial planning. Today, it is an
increasingly important matter as people release the need to pay
attention to their personal finance.

Integrated financial institution such as Maybank have implemented
bancassurance, a holistic financial service encompassing financial
product as possible to create a one-stop financial shop. (The edge the

week of January 18, 1999).”

7
The edge:- the week of January 18, 1999.
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Overtime the structure will evolve so that Financial Planner works
within the bank as a local source of technical and motivational support.
They might then be involve in complex sales and sales to high

networth customer.

Management information
Refer to marketing management on Asian perspective--marketing
information system consist of people, equipment and procedures

together, sort, analyze, evaluate and distribute needed, timely and

accurate information to marketing decision makers.®

Data will record during every customer engagement by counter staff,
life insurance adviser or branch officers. This will form the basis for
timely and accurate customer information as well as information about
the activity and result that enables progress towards the
bancassurance objective to be charted. This data which describes the
relationship between the customer and the bank, is the foundation of

information provision in bancassurance.

8
Marketing management on Asia perspective on management information page 119 — by=Philip Kotler

22
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BCB Vision And Values

The BCB mission statement is:

‘We are the one of leading commercial bank in Malaysia providing
quality financial service to meet the needs of a wide range of customer
segments in Malaysia and selected customers in Singapore and

Brunei.’

Emphasis is placed on the intention to offer a range of financial service
not restricted to “banking” and with the focus on customers (in contrast

on product).

The BCB Vision 1996 starts with quality, customers and people. The
bank sees quality as a driving force. It seeks to be the commercial
bank on first choice for customers who will use multiple services.
Resources are to be focused on satisfying the needs of this customer
group. The BCB banker providing these services will be skilled,

competent, have high integrity and work in a customer driven culture.

BCB pilot scheme — ‘Platform banking’ demonstrates the commitment
to this concept. It seeks to establish a real relationship with the
customers by providing the environment for, and seeking quality

customer engagement at every opportunity. In the words of a BCB

23
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involved in the pilot ‘they seek to have empathy with the customers
and to cross-sell appropriate product’. This is very much “on-line” with

the bancassurance concept.

The bank’s core values enshrine the belief that customers are at the
forefront of everything that we do’. It is stated that business is
conducted with competence, integrity and professionalism. The bank’s
core values articulate the intention not to be involve in any dealings
which may compromise the image or expose the organization to

unnecessary risk.

Alignment of BCB Strategy

The BCB mission, vision and core values will create an environment
where the profitable customer is the focus of a delivery strategy for all
the component service the compromise a complete financial service

offering.

Industry and Environment
The years to June 1994 was one of strong growth for the banking
sector set in the context of a robust national economy. Factors such as

buoyant stock market, strong inflows of foreign capital, deslining

24
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interest rates, and continuing growth in international trade all

contributed to sustained economic growth.

In BCB, insurance is marketed as both Industrial Branch (home
service) business and as Ordinary Business (OB). Ordinary Business
is by far the most popular from representing 97.5% of the new

business by premium income (including 10% of single premium).

Life insurance new business has been dominated by five companies
foreign to Malaysia who have 57.8% of the market by new premium
income in the year ending 1993. (Bank Negara Insurance Report
1993). The predominant overseas companies are Great Eastern
(49,.6% of the foreign controlled new business by premium income)

and AlA (35.0%).
Of the Malaysian companies, Aetna Universal is the largest (26.1% of

the Malaysian Company new business by premium income). MAA is

next (17.9%), and Prudential third (12.6%).°

i,

Bank Negara Insuance report 1993.
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The ‘big five’ control; 72.5% of the total Malaysian Ordinary Business

market as follows:

Table 4.2
New annual Percentage of total
Company Premium (RM) Malaysian OB
(Includes 10% of singles) Market
Great Eastern 187,254,667 28.1
AlA 132,397,155 19.9
AETNA Universal 75,192,974 11.3
MAA 51,625,745 7.7
Prudential 36,328,289 5.5
Total 482,798,830 72.5

26
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5.0 THEORITICAL FRAMEWORK

Theoritical Framework

The bancassurance of marketing concept

According to Kotler.- The marketing management philosophy that
holds achieving organizational goals depends on determining the
needs and wants of target markets and delivering the desired

satisfactions more effectively and efficiently that competitors do 8

Profits
market Customer Integrated Through
needs marketing consumer
satisfactory

e

The marketing concept rests on your main category namely target

market, customer needs, integrated marketing and profitability.

9
Principle of marketing by Kotler
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The Target Market

The bank infrastructure enable bank to sell and service insurance

policies at a lower cost than traditional insurers.

As financial intermediaries, the role performed by banks and insurers is
to transform the risk exposure of retail and wealthy individual
customers-cross-industry convergence is creating the conditions that
will allow the exploitation of cross-industry advantages. That
advantages include the opportunity to extend the acquisition and
retention of customers across several services. Customers have to be
offered an overall benefits that is greater than if they were to continue
to use banks and insurance companies separately to satisfy their need

for financial services.

The customer needs

There is no clash of interest in customer needs because the focus is
on the customer’s disposable income and the customer needs to buy
insurance from some where it is best to offer own product across the

counter.

The amount that is kept aside for buying insurance for the future is

essentially distinct from the income that is kept apart (in a bank) for
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current consumption, selling insurance does not mean that banks will
get fewer deposits, neither does it mean that part of the income
retained for consumption expenditure is shifted into insurance. In that
sense, it is all about obtaining a higher share of the customer’'s wallet
reserved for financial services. Distribution is the key to selling
insurance product and therefore we recommend that banks sell

insurance products over their counters.

Integrated Marketing

A bancassurance business plan will indicate the productivity
requirements of the business and the frontline activity _required to drive
the results. The sales strategy within BCB will be to maximise

customer engagement opportunity.

The management of BCB will be responsible for moﬁvélﬁ?ig e
insurance {ead generation actvity among all staff so that they meet
their custemer -engagement targets. BCB will ensure that financial
planning and-staff are competent and hawe the’skill to exploit the lead

generated.
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In platform banking branches these leads will be transferred to the
financial planner who will provide the life insurance service within their

full portfolio of banking products.

Provision of the service will involve the assessment of the customer
needs and life strategic aspirations and the recommendation of life

insurance product only when appropriate.

A “point of sale” tool will be used to establish customer life insurance
needs and demonstrate how the products can be used to meset

requirements.

The chart of Bancassurance Sales

\ Customer
\ Financial Planner
Middie
Management

To
Management

At the top of the organization is the customer. That is imporiance are

the front-line people who meet serve, and satisfy the customers.
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Under them are the middle managers, whose jobs are to support the
fornt-line people so they can serve the customers well. Findly, at the

base is top management whose job is to support the middle managers.

Profitability

The one two reasons. One, the bank gets a royalty or a commission
for every insurance policy sold under its channel. Two, the bank gets
on investment management see for managing the inferred
investments. The bank will see an increase in the number of

customers and deposits .

Conclusion

Here, we can see that bancassuranbe does not necessarily means a
whole sale shake-up of the banking and insurance industries. Rather
it, implies a deepening and widening of products ranges in specific
areas, plus the exploitdtion of petential cost reductions through

organization restructuring. -
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6.0 RESEARCH METHODOLOGY

Research Methodology

Research Design

Introductions

The main purpose of the chapter is to present a discussion of the
methodology which will be used in this study. Therefore, for this
research purpose, explarotary research design has been used
because of the suitability in seeking insight into the general nature of
the problem in promoting the product concerned. It also helps to,
identify the relevent courses of action to solve the current problem

faced by BCB.

The primary objective of this research is to focus on the customer
awareness toward the bancassurance. Therefore the research is
targeted at potential customers of the bancassurance and in proposing

suitable strategies in penetrating the market.

Data Collection

Two approaches of data collection are used in collecting data and

information. The approaches are primary data and secondary data.
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i Primary data
Primary data are collected to address a specific research
objective. The major sources to obtain information are by using

guestionnaires and interviews.

a. Questionnaire
A set of questionnaires has been was designed for
obtaining a quantitative primary data for this research.
The purpose is to gauge the relevant information to
achieve the research objective besides determining the

major problem of this insurance to be analyzed.

b. Interview
Interviewing has been used in obtaining a relevant
information concerning the problems. The purpose of
these interviews is to define some of the experience of
existing customers and determine their perception of the

services when they signed for the scheme.

6.3 Primary Data

This will be collected through the questionaires and personal interview

from the following target groups.

33



6.4

Chapter6 - RESEARCH METHODOLOGY

1. Bank staff

2. Bank customer

3. Bank management

ii. Secondary Data
Several sources of secondary data were used to assist in
determining problems and recommendations. The sources of
data both come from internal and external sources of BCB.

Secondary data

This data will be obtained from internal and external sources of BCB.

a.

Internal data
L. annual reports — Amal
ii. BCB newslink choice

iii. Amal resources

External sources

L books

il. Magazines

iii. Newspaper

v. Articles from internets
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Sampling

In this study, a sample of employees and customers of BCB bank will
be included. In the case of the customers, simple sampling will be
used to obtain the required sample. This will implement some relevant
quota such as account of income, racial and sexual differences among
the population particularly in relation to the bank customer. This is

important in order to improve the representative of the population.

~

14

Questionaire

Questionaire is the most important research method to get information
and data for this project paper. In designing the questionaire, a sets
of questionaires are made:-

)] Questionaire for customer

Several types of questions that were used in the questionaire for
customers are opened ended, structure and simple dichotomous$ atd
consists of three section:-

i) customer profile

i) customer awareness

iii) financial planning services

The questionnaire distributed to the customers randomly the 100
questionnaires were answered by respondents in Margh 2000. The

problem face is that the researcher must tall the regpondents by

35



5.7

Chapter6 — RESEARCH METHODOLOGY

phone to remind them to return back the questionnaire. It takes 3 week

to get back 100 questionnaire.

Preparation and analysis of data

Data collected and being processes by using computer program “The
Statistical Package for Social -Science — SPSS”. the tabulation with
Statistical Package for Social Science — SPSS”. The tabulation with
SPSS is to compute the data for further anatysis. it atso being used to
determine the frequency of each-variable used in the guestionnaires.
The cross tabulation analysis atsohas being used in certain variables
to determine the interrelationship-and-strength on certain variables to

support the reason and recommendations for the-Study.
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7.0 ANALYSIS AND INTERPRETATION OF DATA.

7.1 ANALYSIS AND INTERPRETATION OF DATA.

Introduction
BCB Melaka Raya branch has been chosen as a sample case of this
survey. A total of 100 sets of questionaires have been distributed to the

selected customer.

7.2 Data Interpretation
The analysis of data is based on the 3 sections of the questionaires

consisting of:-

1. Customer profile
2. Customer awareness
3. Financial Planning services.
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7.3  Customer Profile:
Analysis is based on the respondents personal profile. Below are a the
analysis based on the questions that were asked in the questionnaire

form.

a. Question 1 : Gender
Table 7.1 below shows the gender of the respondents males were 54%
and females were 46%.

Table 7.1 Percentage respondents by gender

Gender Number of respondents percentage
Male 54 54

Female 46 46
Total 100 100

Figure 7.1 respondents by gender

Male
B Female

Hence majority of the respondents are male. This is because they are

mostly businessmen.
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b. Question 2: Occupation

As shown in table 7.2, the majority of respondents were Businessmen

and women 44%, the private sector 36%, Government 15% and the

rest is other ie. 5%.

Table 7.2 Percentage Respondents by Occupation

Occupation Number of Respondents Percentage
Government 15 15

Private Sector 36 36
Businessmen and women 44 44

Other 5 5
Total 100 100

Figure 7.2 Respondent by Occupation
5%
o B Government

6%

B Private Sector

OBusinessmen
and Women

O0Other

The result obtained is such because BCB Taman Melaka Raya branch,

is located in a commercial area. The private sector, preferred to do

business with BCB us because it is convenient and BCB provided

good and fast services.
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C. Question 3: Salary

Table 7.3 shows that BCB Taman Melaka Raya Branch has majority

customers from the income group between RM2000-RM3000 is (45%)

and RM 3000-RM4000 is {30%}, RM 1000-RM 2000 is 17%, above RM

4000 is 6% and below RM 1000 is 2%.

Table 7.3 Percentage respondents by income per month

Income Member of respondents Percentage
Below 1000 2 2
RM 1000-2000 17 17
RM 2000-3000 45 45
RM 3000-4000 30 30

RM Above 4000 6 6
Total 100 100
Figure 7.3 respondents by income
¢ 2 Ppermonth
' EBelow 1000
W RM1000-2000
CIRM2000-3000
CIRM3000-4000
ERMAbove 4000
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The above table shows that majority of the BCB Taman Melaka Raya
Branch customers’ ‘income is RM 2000-RM 3000 is 45% and also RM
3000-4000 is 30% Majority of the customers’ are businessmen and
women whose income depend on the business. The types of business
activities done by them are Sundry shop, restaurant, lawyer firm and
etc.

d. Question 4: Age in years

As shown in table 7.4, most respondents are between the age range
of 25-30 is (41%) and 30-35 is 41% years old, followed by 9% where
their age range is between20-25 and also 9% the age above 35 years
old.

Table 7.4 Percentage respondents by age.

Age Number of Respondent Percentage
20 -25 9 9
25-30 41 41
30-35 41 41

35 above 9 9

Total 100 100

Number of Respondent

Figure 7.4 respondents by age

135 Above
[130-35
M 25-30
20-25

0 20 40 60 41
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The above figure explain that, the location of the branch is quite far
from the housing area. Melaka Raya is a new town. The residents are

mostly below 45 years old.

e. Question 5: How long you have been a customer of the
bank?
In terms of how long respondents have been customers of the bank
Table 7.5 indicates that respondents who have opened their account
since 1-2 years are 36%, while, 21% respondents are 2-3 years,
followed by 3-5 years 18%, 5 years and above is 14%. Those
respondents opened accounts with the bank less than a year are 11%.
Table 7.5 Percentage respondents by how long have been

customer of the bank?

Since Opened account Number of respondents Percentage
Less 1 year 11 11
1-2 years 36 36
2-3 years 21 21
3-5 years 18 18
5 years above 14 14
Total 100 100
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Figure 7.5 Respondents by how long have been customer
of the bank

fless 1 year
B 1-2 years
02-3 years
[13-5 years

m 5 years above

Number of respondents

In the recent years BCB Taman Melaka Raya have introduced new
products that attracted many of its customers. Due to aggressive
campaign made by the bank customer numbers have increased in the

110 2 years.

Customer Awareness Section B

Customer awareness is the primary survey objectives. Six questions
were asked in this section to determine customer awareness of the
scheme.

a. Question 1: What type of service did you get from this

bank?

Types of services provided by the bank are current deposit, with 34%
respondents, fixed deposit with 28% respondents, loan is made up of
13%, respondents investment such as unit trust and insurance 10%

respondents and the other is 15%.
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Table 7.6 Percentage respondents by type of service proviced.

Type of services Number of respondents Percentages
Fixed Deposit 28 28
Current deposit 34 34
Loan 13 13
Investment 10 10
Other 15 15
Total 100 100

Figure 7.6 respondents by type of service
provided

i Other
OlInvestment
OLoan

i Current Deposit
(1 Fixed Deposit

Number of
respondent
[

Type of services

As described above current deposits are the type of services that
received most responses. This is because customers are attracted to
special privileges given such as interest rate in personal current

accounts and high interest in children saving accounts.
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b. Question 2: How would you describe your knowledge about
insurance?

On respondents knowledge about insurance, table 7.7 indicated that
55% respondents have no knowledge about insurance, while 25%
respondents said that they have only average knowledge about
insurance, 16% respondents felt that they are good in insurance
knowledge and followed by 4% respondents who considered
themselves as having excellent knowledge about insurance .

Table 7.7 Percentages respondents having knowledge about

insurance.
Knowledge about Number of respondents Percentage
insurance
Not at all 55 55
Average 25 25
Good 16 16
Excellent 4 4
Total 100 100
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Figure 7.7 respondents having knowledge about
insurance

4%

E Not at all
N Aerage

00 Good

{1 Excellent

Majority of the customers are not aware of BCB insurance product

because the product is newly launched in January 1999. Not many are

aware that banks are selling insurance.

C. Question 3: Are you policy holder to any insurance
product?

Table 7.8 shows that 75% respondents are not policy holders to any

insurance product and 25% said yes, that they are policy holders.
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Table 7.8 Percentage respondents as policy holders to any

insurance product.

Customer Number of respondents Percentages

Years 25 25

No 75 75
Total 100 100

Figure 7.8 respondents as policy holders to
any insurance product
Number of
respondents 40 ®No
BYes

The result in the above table is obtained because BCB customers are

still not well educated in the importance of being insured. So, majority

of them are not insured.
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d. Question 4: If you are policy holder please indicate the type
of product?

The types of insurance bought by respondents, 11% are motor

insurance policy holders , 9% of them housing insurance policy

holders, 5% a life insurance policy holders .

Table 7.9 Percentage respondents how many customers are

policy holders of insurance.

Type of Insurance Number of Respondent Percentage
Life insurance 5 20
Housing insurance 9 36
Motor insurance 11 44
Total 25 100

Figure 7.9 respondents how many
customers are policy holders of
insurance

0 Life insurance

B Housing
insurance

O Motor
insurance

d Slice 4
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Most respondents are policy holders of house and motor vehicle
insurance policy because customers who purchase motor vehicles
and houses , it is compulsory for them to buy insurance, where as life
insurance is not compulsory.

e. Question 5: What benefit do you perceive on having an

insurance policy?

Table 7.10 It is to indicate the benefit of having insurance policy. The
majority of customer is 65% for protection and the rest is long term
saving 11% and high return on investment is 24%.

Table 7.10 Percentage respondent on insurance policy having

benefits
Benefit Number of respondent Percentage
Protection 65 65
Long term saving 11 11
High return on investment 24 24
Total 100 100

Benefit

Figure 7.10 respondent on insurance policy having

benefits
70
60
50 @ Protection
M Long term saving
207 [0 High return on
10 investment

0 3

Number of respondeﬂ?
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Majority of the respondents believed that insurance policy provided
them with security and protection for themselves and family during a
time of need in emergency. Cases thishis made up of 65%

respondents.

Table 7.11 shows that 43% respondents considered future financial

goal as saving, 30% as protection and 27% as investment .

ff. Question 6: What is your future financial goal?

Table 7.11 Percentage respondents by future financial goal.

Benefit Number of respondents Percentage

Saving 43 43
Protection 30 30
Investment 27 27

Total 100 100

Figure 7.11 respondents by future
financial goal

50' - -
a0 -

Number of 30118

respondents 20 4

10+¥7

[Saving
I Protection
O investment

o+

Benefit

50




7.5

Chapter7- ANALYSIS AND CONCLUSION OF DATA

Saving were received the highest responded because customers are
not aware of other form of investment products. Furthermore they are
not risk takers.

Financial Planning Services

Analysis based on the effective of financial Planner services.

a. Question 1: Are you aware about the bancassurance
service that the bank is extending to the customer?

As shows by table 7.12, 70% respondents are not aware about the

bancassurance services compared to 30% who are aware about it.

Table 7.12 Percentage respondents on their awareness on

bancassurance services.

Number of respondent Percentage
Yes 30 30
No 70 70
Total 100 100

Figure 7.2 respondents on their
awareness bancassurance services

niYes
MmNo

Number of respondent
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The highest percentage of respondents who are not aware on the

bancassurance services indicated that financial planner is still new to

the job given and they are still in the process of learning the market of

insurance.

b. Question 2: Has the bank informed you about the
bancassurance service?

Figure 7.13, 63% respondents agreed that BCB did not inform than in

the bank assurance services and 37% has answer yes.

Table 7.13 Percentage respondents on the bank whether inform

about the bancassurance services.

Number of respondent Percentage
Yes 37 37
No 63 63
Total 100 100

Figure 7.13 respondents the bank whether inform about the bancassurance
services

Yes
Bl No
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63% respondents agreed that BCB did not inform them in the bank
assurance services. This type of response is obtained because
bancassurance service is just launched on January 1999. Beside this
reason, bank assurance service is experiencing unskiliful staff and
they are not trained in the insurance line services.

Question 3: Have you received any pamphlets or approach by our
financial planner regarding the bancassurance service?

From a total of 100 respondents or 54% of them said no and 46%

respondents answered yes.

Tabile 7.15 ,out of the 100 respondents, 57% answer no and 43% are

answered yes.

Table 7.14 the customer received any pamphlets or approach

bancassurance services?

Number of respondent Percentage
Yes 46 46
No 54 54
Total 100 100
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Figure 7.14 the customer received any
pamphlets or approach bancassurance
services

ElYes
B No

This kind of result is obtained because the financial planners are still
approaching the market and new to the job so they cannot cover all the
customers in a short period of time.

d. Question 4: The bank has employed financial planner to give
advice to you on financial planning. Having you heard about
financial planning?

Table 7.15 out of the 100 respondents, 57% answer no and 43% are

answered yes.
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Table 7.15 Percentage respondents on customer who know about

financial planning.

Number of Respondents Percentages
Yes 43 43
No 57 57
Total 100 100

Figure 7.15 respondents on customer who know
about financial planning

ElYes
B No

The customer do not know much on the term use ie. financial
planner. Customers are more exposed to the word insurance agent.

So, they are not aware that financial planner of the bank involved

selling insurance.
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e. Questions 5: Do you think that integration with banking
industry would be one of the best way to market the
insurance product?

Respondents are also being asked on question such as can the bank

is the best way to market the insurance product . Respondents

answered ‘yes’ 78% and 22% said no.

Table 7.16 Percentages of respondents agree that bank is the best

way to market insurance product.

Number of Respondents Percentages
Yes 78 78
No 22 22
Total 100 100

Figure 7.15 respondents agree that
bank is the best way to market
insurance product.

Yes
mNo
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Respondents obtained, shown in the above table can be described as
that customers can get all the services including insurance services
under one premise banks so that making it easier and convenience

for customer.

Cross Tabulation Analysis (refer to appendix SPSS)
Cross tabulation between Gender and How long have you been a

customer of the bank

Out of 100 respondents, male genders’ ie. 22% being customer of the
bank is 1-2 years. 1-2 years have been customers of the bank for the
female is 14%. Both male and female customers have been 2-3 years
for customers of the bank because the BCB Taman Melaka Raya has
mostly young people open account in the bank. Further more Melaka
Raya town has many new companies just opened the business. They

need young people to work in their companies.

Cross tabulation between salary and age of the customer (refer to

appendix SPSS)

From the cross tabulation table, the graph shows that the number of

respondents with income of RM 2000 — RM 3000 the 25-30 years age
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group is 21% while the number of respondent for the 30-35 years age
group is also 21%. It has the highest respondent within the salary and
age group. It means that the customers are mostly businessmen or
employees of companies such as accounting firms, lawyer firm and

etc.

Cross tabulation on the respondents who have benefits by having

an insurance policy and what is the future financial goal

30 respondents have chosen saving as benefit their insurance and
also for the future goal. The customers have already known about the
importance of insurance policy for their life. The insurance can offer

security for their future saving and as life protection.
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8.0 CONCLUSION AND RECOMMENDATION

8.1

CONCLUSION

Based on the data analysis and interpretations, it is obvious that the
BCB Taman Melaka Raya is the first branch that to implemented

bancassurance services in Melaka ie. since January 1999.

The result of the research indicated that there is not much response
from the customers towards the Bancassurance product and service.
So BCB Taman melaka Raya Branch needs to study so that

improvement and promotion can carried at for this services

The conclusion of the study is divided into two segments which are:

i. Customer Awareness

Most customers in the BCB Taman melaka Raya do not know in

much about insurance services. Their perception of insurance

services has been traditionally accepted as the one provided by

a company and its agents.
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The bank technically has done little to change the consumer
perception of life insurance. So there is a need to cut through

this tradition.

Financial Planning Services

Financial planning services is provided by a person who is
incharge of bancassurance services. From the analysis, only
few respondents know about financial planning services. This is
because the financial planning services is provided by recruited
staff he/she who is called as the financial planer, a new and
has not much experience in selling the bancassurance product.
The lack of product knowledge is seen as the major reason why
financial planner is uncomfortable in dealing with insurance
related products. As a result of having poor understanding of the
product, a financial planners do not have the confidence to

approach customers.

Recommendation

The development of a bancassurance marketing strategy requires an

awareness on the insurance needs of the target market. Initially, the

most valuable marketing opportunities for a bank is found within its

own customer base.

60



8.3

Chapter8- CONCLUSION AND RECOMMENDATION

Therefore a bank must research the needs and buying habits of its
customers to it to enable segment it customers base and to develop
product and distribution strategies for each customer segment.

The bank can deliver bancassurance products by using a variety of
aligned with the particular products offered and the needs of the target

market.

The marketing strategy which can increase the customers acceptance
or awareness towards bancasurance services will focus on the
elements of marketing mix and as well as on building up teamwork

among one bank staff.

Elements of marketing mix
The marketing mix consists product, promotion and price. It is

discovered that many aspects could be improved in relation to

marketing mix.

a. Products
The financial planner must make customers easy to understand
what is bancassurance service and its options so that to allow

the customers to accurately select insurance coverage that can
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meet their specific needs. The target customers are people who
either seek to provide the finance of their children education or
who have displayed a propensity to save for their future lifestyle
aspirations. Customers always decide to purchase insurance
that can fulfill their need and wants.

BCB Bancassurance have 5 types of life insurance that can be
more competitive and attractive. The new product features can

be implemented through:

Brand name

Brand name are very important to the customers because it
helps to make the product more successfully. The five types of
products with different names can attract more customers
where the names of the product is different from other
bancassurance although it is the same product. If the brand
name is very attractive then the customers will be interested to

buy the insurance.

Additional features

Additional features of the insurance can make the customer

more interest to buy the insurance policy. Other bancassurance

62



Iv.

Chapter8- CONCLUSION AND RECOMMENDATION

company gives additional features such as more coverage of life

insurance and cheaper premium.

offered by their competitors. They must look forward on how to
compete other companies which offer more benefits of life

insurance

After sales services

The Financial planner must make a follow up on the customers
who have applied for insurance policy. To encourage the
record customer information in the database which can be

useful for future references and follow up.

Price
The price of insurance must be affordable and suitable to the
customers. The return on saving must be high so that

customers may have high preference toward BCB and buy the

bancassurance.
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Promotion

Bancassurance was introduced in January 1999. BCB Taman
Melaka Rava customers still don't know much about the
bancassurance services. The main reason is due to their lack of
awareness.

To improve the customer awareness, various promotion efforts
and tools must be used. The promotion tools can be used are
advertising word of mouth Communication, financial Planner

services and sales promotion.

Advertising

Advertising is a very important for a marketing strategy specially
to build up customers awareness. The bank should allocate
certain amount of budget for advertising in order to promote the
bancassurance product. The electronic media is a very effective
channel to attract customers in buying bancassurance product.
Other media can be used are newspapers, magazines, banners,
pamphlets, souvenirs and etc. The pamphlets should be

available for distribution to customers.
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Word of mouth communication

Most of the communication in the BCB in Taman Melaka Raya
Branch is conducted by word of mouth. The insurance product
is better discussed through face to face communication between
the financial planner and the customers to explain in detail
about insurance product through this method can improv his
customers knowledge about insurance. Hence when the
customers are knowledgeable about the insurance they can use
word of mouth communication spread about this service/product

offered by the bank {BCB) to-other customers.

Financial Planning Services (Personal Selling)

This is to ensure that the financial planner is competent to
discuss life insurance needs a high level with customers. Skill
training for Financial Planner will ensure that they have the
confident and ability to apprcach wcustomer, to respond to
questions appropriately and to vecognize situation in which

customers may require advice.

65



Chapter8- CONCLUSION AND RECOMMENDATION

iv. Sales promotion
The bank branch Managers should be educated and
trained to plan specific activity, allocate responsibility,
and understand performance and coach staff in order to
achieve a sales activity. This involves the preparation of
sales planning system (to included sales meeting) and
report mechanism. This can be done in the short term
and could be included in any managerial training

program.

8.4 Motivational Support To Involve All Bank Staff In Insurance

Product

Training In Insurance Product

All staff training in insurance seems to be delivered by way of
branch briefing given by branch managers. Product knowledge
and sales management skills are area of real concern in
insurance. The bank managers must alWays give fraining to ali
staff so that they can be more aware knowledgeable in bank

insurance.

New materials should also be developed to support the training,

for insurance product. The new material should contain of the
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insurance product. The pamphlet should be made available for
distribution to customers.

Target

Insurance products sales target should be established by the
bank along side with targets other areas of bank services so
that they can be seen as of equal importance. The manager
must have a record showing how many staff reach their target

for the month.

Recognition and reward

. The recognition and reward must bée provided in order to

appretiation the staff who introduce and sell insurance policy.

%

The types of recognition and reward can be in the form of
acknowledgement for high performance from head office, or

recommendation for promotion or cash incentive from the bank.

67



BIBLIOGRAPHY

10.

1.

12.

13.

14.

Protect yourself-your guide to insurance coverage — by Doreen Soh
The new life insurance investment advisor — by Beny G. Boldwin

Quality Assurance Guidelines for research and development —by R.
Ronald, Geoffsion, Ronald k. Gill, George W. Robert.

Insurance Act 1963 (Act 89) and regulations & rules — by international
law Back services

Amal Assurance Annual Report — 1998
Relevant article from internet
Philip Kotler, Principle of marketing 7™ edition, Prentice Hall

Philip kotler — Marketing Management an Asian perspective —Prentice
Hall

L.G. Shfmen, consumer behavior 5™ edition prentice hall

Terena A. Shipment, Advertising, promotion and supplemental aspect
of integral marketing communicaiton 4" edition —dryden.

Naresh K. Malhotra — Marketing research 2™ edition Prentice Hall.
Insurans dalam ekonomi Islam — by Muhammad Najatullah Siddigi

Insurans untuk anda — by Jaafar Muhamad, Hendon Redzuan,
Rasidah Mohd Said

Choice Newslink Bank of Commerce — August 1997, February 1999

68



HYPHOTHESIS AND TEST RESULT

HYPHOTHESIS 1

The variable in section B question 2 of the questionaire

The null hypothesis:

HO : Customers have knowledge about insurance

Ho=pn=2.0 |

The alternative Hypothesis:

H1: Customers have no knowledge about insurance

H1=p=20

Question 2, in section B of the questionaire ie. how would you describe about
insurance will be used for the T.-Test:

Code: 1: Not at all

2: Average

3: Good

4: Excellent
From SPSS:

Hyphothesis mean y=2.0
Sample mean X=1.69
Critical Value:

Upper limit: 1.87

Lower Limit: 1.51



—
1.51 X=1.69 1.87

lower Upper limit
limuit

From the analysis, the observed value falls outside the acceptance region. Ho is
rejected. This shows that the customers have no knowledge abouf insurance is
accepted. Hypothesis is based on question 2 section B. The dependent variable
is the customers no knowledge about the insurance. The independent variables

are not at all, average, good and excellent.

2.0



T-Test

One-Sample Statistics

Std.
Std. Error
N Mean Deviation Mean
How
would you
;’ﬁg@',f;ge 100 1,69 88 | 8.84E-02
about
insurance?
One-Sample Test
Test Value =0
95% Confidence
Interval of the
Sig. Mean Difference
t df (2-tailed) | Difference Lower Upper
How
would you
describe
knowledge 19.114 09 .000 1.69 1.51 1.87
about
insurance?
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Hypothesis 2

The variable is in section ¢ question 1 of the questionaire.

The null hypothesis:

Ho: Customers aware about the bancassurance services
Ho =p=2.0
Alternative Hypothesis;

H4 = Customers are not aware about the bancassurance services

H1=u=2.0

The section ¢ Question 1, or are you aware about the bancassurance services

that the bank is extending to the customer will be used in the T-Test:

Code: 1 = Yes

Code: 2=No

From SPSS:



Hypothesis mean p = 2.0
Sample mean x = 1.70
Critical Value:

Upper Limit: 1.79

Lower Limit: 1.61

1.61 X 1.70 1.79
lower limit upper

From the analysis, we observed that the hypothesis mean value fall outside the
acceptance region. Therefore Ho is rejected. H1 is aceepted. This shows that

customers are not aware about bancassurance services can be accepted.

20



T-Test

One-Sample Statistics

Std.
Std. Error
N Mean Deviation Mean .
Aware about the
bancassurance 100 1.70 46 | 461E-02
One-Sample Test
Test Value =0
95% Confidence
Interval of the
Sig. Mean Difference
t df (2-tailed) | Difference Lower Upper
Aware about the
bancassurance 36.91 99 .000 1.70 1.61 1.79
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Questionnaire For Customer

| am Abdul Rahman Darus (6094517) a final year BBA (marketing) student at
Unversity Teknology Mara. | am currently undertaking a research tittle “Bank
Bumiputra Commerce Taman Melaka Raya Marketing approach of
Bancassurance. | would really appreciate it very much if you can kindly answer
the following question.

SECTION A: CUSTOMER PROFILE

1. Gender: Male Female

[ ] [ ]

2. Occupation :

r—__—] Government [::! Businessmen/woman

E:I Private Sector [:] Other: ......................

3. Salary:
[ ] BelowRM 1,000 [ | RM2000-3,000 [ | above RM 4,000

[ ] RM1,000-2,000 [ ] RM3,000-4,000

4. Agein years:

[ 1 15-20 [ 1 25-30 [ 1 35 above
[ ] 20-25 [ ] 30-35

5. How long have you been a customer of the bank?

[ ] Below1years [ ] 2-3years [ ] 5yearsandabove
[:] 1 -2 years [: 3 — 5 years



L.

w

>

SECTION B: CUSTOMER AWARENESS

What type of service did you get from this bank?
( You can select more then one )

[ ] Fixed Deposit

l:] Current Deposit

l:] Loan D Other :
[:l Investment

How would you describe your knowledge about insurance?

[:} Not at all |:]

7 ves

Average [ | Good [ ] Excellent

. Are you a policy holder to any insurance product?

1

If you are policy holder please indicate the type of product?

l:l Life insurance

[ ] Housing insurance

[::] Protection

[ ] Longterm saving

I:] Motor insurance

l:] Other: .......cccoovevian. (please specify)

. What benefit do you perceive on having an insurance policy?

[:] High return on investment

l:] Other: ..........c....... (please specify)

What is your future financial goal?

[:I Saving
[::] Protection

:] Investment
[ ] Other:................... (please specify)



SECTION C: FINANCIAL PLANNING SERVICES

1) Are you aware about the bancassurance services that the bank is extending to the
customer?

[ ] Yes [ ] No

2) Has the bank informed you about the bancassurance service?

:] Yes [:] No

3) Have you received any pamphlets or approach by our financial planner regarding the
bancassurance service?

[:] Yes [:] No

4) The bank has employed financial planner to give advice to you on financial planning.
Have you heard about financial planning?

[: Yes [:] No

5) Do you think that integration with banking industry would be one of the best way to
market the insurance product?

[ ] Yes [ ] No

Thank you very much for your co-operation



Q 1 : Respondent's Gender

Valid Cumulative
Frequency | Percent | Percent Percent
Valid Male 54 54.0 54.0 54.0
Female 46 46.0 46.0 100.0
Total 100 100.0 100.0
Total 100 100.0
Q 1: Respondent's Gender
Female
46.0%
/ |
ale
54.0%




Q :Respondent's Occupation

Valid Cumulative
Frequency | Percent | Percent Percent
Valid Govermment 15 15.0 15.0 15.0
Private Sector 36 36.0 36.0 51.0
Businessmen/woman 44 440 440 95.0
other 5 50 50 100.0
Total 100 100.0 100.0
Total 100 100.0
Q 2 : Respondent's Occupation
50
a0
36
30
20
104
b
c
]
5 . (3]
2. 0 .

Occupation

Goverlnment ' Busi

Private Sector

/wom

other




Q 3 : Salary

Valid Cumulative
Frequency | Percent | Percent Percent
Valid Below
RM1000 2 2.0 20 20
RM1000-2000 17 17.0 17.0 19.0
RM2000-3000 45 450 - 45.0 64.0
RM3000-4000 30 30.0 30.0 94.0
above
RM4000 6 6.0 6.0 100.0
Total 100 100.0 100.0
Total 100 100.0
Q 3: Salary
50
a5
40
304
30
20
17
%
10
dod
£
o
[ 6
a o ) , , ,
Below RM1000 RM2000-3000 above RM4000
RM1000-2000 RM3000-4000
Salary
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Q 4: Age range

Valid Cumulative
Frequency | Percent | Percent Percent
Valid 20-25
yrs 9 9.0 9.0 9.0
25-30
yrs 41 41.0 41.0 50.0
30-35 41| 4#410]| 410 91.0
yrs
35
above 9 9.0 9.0 100.0
Total 100 100.0 100.0
Total 100 100.0
Q4 : Age range
50
“ =T [
301
20
£
10
L
£ 1] (2]
o
& o , ]
20-25yrs  25-30 yrs  30-35yrs 35 above

Age
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Q 5: How long have you been a customer of the bank?

Valid Cumulative
Frequency | Percent | Percent Percent
Valid Below
1 1 11.0 11.0 11.0
years
1-2 yrs 36 36.0 36.0 47.0
2-3 yrs 21 21.0 21.0 68.0
3-5yrs 18 18.0 18.0 86.0
5yrs
& 14 14.0 14.0 100.0
above
Total 100 100.0 100.0
Total 100 100.0
40
36
30 4
20 21
18
14
10 1
£
T
0
2
g o
Below I1 years 2-3‘yrs 5 yrs 8: ahove
1-2 y1s 3-5 yrs

How long have you been a customer of the bank?
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Section B : Customer Awareness . Q 1 : what types of service
did you get from the bank?

Valid Cumulative
Frequency | Percent | Percent Percent
Valid Fixed
Deposit 28 28.0 28.0 28.0
Current
Deposit 34 34.0 340 62.0
Loan 13 13.0 13.0 - 75.0
Investment 10 10.0 10.0 85.0
other 15 15.0 15.0 100.0
Total 100 100.0 100.0
Total 100 100.0
Q 1 : what types of service did you get from the bank?
40
——
[34]
304
20
-]
S @
1 o d
-
c .
o
2
g o
Fixed 6eposit Lo'an otﬁer
' Current Deposit Investment
Types of services
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Q 2 : How would you describe knowledge about insurance?

Valid Cumulative
Frequency | Percent | Percent Percent
Valid Notatall 55 55.0 55.0 55.0
Average 25 250 250 80.0
Good 16 16.0 16.0 96.0
Excellent 4 4.0 4.0 100.0
Total 100 100.0 100.0
Total 100 100.0
Q 2 : How would you describe your knowledge about insurance?
60—
o
50 -
40 .
30
25
20
16
- 10
&
3 %
3
2 ol , , Ll e ]
Not at all Average Good Excelient
knowledge about insurance?
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Q 3 : Are you policy holder to any insurance product?

Valid Cumulative
Frequency | Percent | Percent Percent
Valid yes 25 25.0 25.0 250
no 75 75.0 75.0 100.0
Total 100 100.0 | 100.0
Total 100 100.0
Q 3 Are you a policy holder to any insurance product?
80
60 -
40 4
20 [25]
]
T
@
2
g o
- .
yes no
Policy holder
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Q 4 : if policy holder,type of product?

Valid Cumulative
Frequency | Percent | Percent Percent
Valid life '
insurance 5 5.0 20.0 20.0
housing
insurance 9 9.0 36.0 56.0
motor
insurance 11 11.0 440 100.0
Total 25 25.0 100.0
Missing System
Missing 75 75.0
Total 75 75.0
Total 100 100.0
Q 4 : If policy holder, what type of product?
50 — .
. [aa]
304
20
[20]
10
it
c
a
7]
g
& ol

T
life insurance

v
motor Insurance

housing insurance

Type of product?
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Q 5: What benefit you perceive on having an insurance policy?

Valid Cumulative
Frequency | Percent | Percent Percent
Valid protection 65 65.0 65.0 65.0
jong term
saving 11 11.0 11.0 76.0
high ‘
return on 24 24.0 240 100.0
investment
Total 100 100.0 100.0
Total 100 100.0
| Q 5 : what benefit you perceive on having an insurance policy?
70
65
60
50 -
40
30
20 24
t 10
o i 1«
e
& o
prote'ctlon high retur'n on inves
long term saving
benefit
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Q 6 : what is your future financial goal?

Valid Cumulative
Frequency | Percent | Percent Percent
Valid saving 43 43.0 43.0 43.0
protection 30 30.0 30.0 73.0
investment 27 27.0 27.0 100.0
Total 100 100.0 100.0
Total 100 100.0
[ Q 6 : what is your future financial goal?
50
43
40
30
30
27
204
10
L
c
]
e
e o :
savllng prote‘ctlon Investment
future financial goal

Page 1



SECTION C : FINANCIAL PLANNING SERVICES

Q1 : are you aware about the bancassurance

Valid Cumulative
Frequency | Percent | Percent Percent
Valid vyes 30 30.0 30.0 300
no 70 70.0 70.0 100.0
Total 100 100.0 100.0
Total 100 100.0

Q 1 : Are you aware about the bancassurance?

70.0%
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Q 2 : Has the bank informed about the bancassurance?

Valid Cumulative
Frequency | Percent | Percent Percent
Valid yes 37 37.0 37.0 37.0
no 63 63.0 63.0 100.0
Total 100 100.0 100.0
Total 100 100.0

Q 2 : Has the bank informed about the bancassurance?

63.0

~
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Q 3 : Received any pamphlets or approach : bancassurance

service.
Valid Cumulative
Frequency | Percent | Percent Percent
Valid yes 46 46.0 46.0 46.0
no 54 54.0 54.0 100.0
Total 100 100.0 |1 100.0
Total 100 100.0

no

54.0%

Q3 : Received any pamphlets or approach : bancassurance service.

yes

0%
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Q 4 : Have you heard about financial planning?

Valid Cumulative
Frequency | Percent | Percent Percent
Valid yes 43 43.0 43.0 43.0
no 57 57.0 57.0 100.0
Total 100 100.0 100.0
Total 100 100.0

Q 4 : Have you heard about financial planning?

]

o

e

7.0%

43.0
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Is the bank is best way to market the insurance product?

Valid Cumulative
Frequency | Percent | Percent Percent
Valid yes 78 78.0 78.0 78.0
no 22 220 220 100.0
Total 100 100.0 100.0
Total 100 100.0

Q 5 : s the bank is the best way to market the insurance product?

no

22.0%

78.0%

& S
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Crosstabs

Gender * How long have you been a customer of the bank? Crosstabulation

How long have you been a customer of the bank?

Below 1
years

1-2 yrs

2-3 yrs

3-5 yrs

Syrs &
above

Total

Gender

Male

Count

% within
Gender
% within
How
long have
you

been a
customer
of the
bank?

3
5.6%

27.3%

22
40.7%

61.1%

15
27.8%

71.4%

7
13.0%

38.9%

7
13.0%

50.0%

54
100.0%

54.0%

Female

Count

% within
Gender
% within
How
long have
you

been a
customer
of the
bank?

17.4%

27%

14
30.4%

38.9%

13.0%

28.6%

11
23.9%

61.1%

15.2%

50.0%

46
100.0%

46.0%

Total

Count

% within
Gender
% within
How

long have
you

been a
customer
of the
bank?

11
11.0%

4

100.0%

36
36.0%

100.0%

21
21.0%

100.0%

18
18.0%

100.0%

14
14.0%

100.0%

100
100.0%

100.0%
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30

20 -

10 -

Count

il

How long have you be

Il Betow 1 years
[ J12ws
[ J23ws
3-5yrs

D 5 yrs & above

Gender

Ferr'lale
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Salary * Age Crosstabulation

Age -
20-25 25-30 30-35 35
yrs yrs yrs above Total
Salary Below Count 1 1 2
RM1000 %
within 50.0% 50.0% 100.0%
Salary
%
within 11.1% 2.4% 2.0%
Age
0,
T/‘;fafl 10% | 1.0% 2.0%
RM1000-2000 Count 4 11 2 17
%
within 23.5% 64.7% 11.8% 100.0%
Salary
%
within 44 4% 26.8% 4 9% 17.0%
Age
o)
ror 40% | 11.0% | 2.0% 17.0%
RM2000-3000 Count 1 21 21 2 45
%
within 2.2% 46.7% 46.7% 4.4% | 100.0%
Salary
%
within | 11.1% | 51.2% | 51.2% | 222% | 450%
Age
% of ° % | 21.0% | 20% | 45.0%
Total 1.0% |, 21.0% 1.0% 0% 0%
RM3000-4000 Count 3 7 17 3 30
%
within 10.0% 23.3% 56.7% 10.0% | 100.0%
Salary
% .
within 33.3% 17.1% 41.5% 33.3% 30.0%
Age
0,
rof 30% | 7.0% | 17.0% | 3.0% | 30.0%
above Count 1 1 4 8
RM4000 %
within 16.7% 16.7% 66.7% | 100.0%
Salary
%
within 24% | 24% | 444% | 6.0%
Age
0,
T/‘;fafl 1.0% 1.0% 4.0% 6.0%
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Salary * Age Crosstabulation

Age
20-25 25-30 30-35 35
yr's yrs yrs above Total

Total Count 9 41 41 9 100

%

within 9.0% 41.0% 41.0% 9.0% | 100.0%

Salary

%

within | 100.0% | 100.0% { 100.0% | 100.0% | 100.0%

Age

% of 9.0% 41.0% 41.0% 9.0% { 100.0%

Total ) ’ ’ ) )

30

201

.

Count

1

]

Age

[ ]20-25 yrs

B 2530 vis
] [ _]so-35yrs

| o

4| 35 above

B—elow RM1000

RM1000-2000

Salary

RM2000-2000 above RM4000
RM3000-4000
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What benefit you perceive on having an insurance policy? * What is you future financial
goal? Crosstabulation

What is

you future financial goal?

saving

protection

investment

Total

perceive on
having an

What benefit you

insurance policy?

protection

Count

% within
What
benefit
you
perceive
on

having

an
insurance
policy?

% within
What is
you
future
financial
goal?

% of Total

30

46.2%

69.8%

30.0%

24

36.9%

80.0%

24.0%

11

16.9%

40.7%

11.0%

65

100.0%

85.0%

65.0%

fong term
saving

Count

% within
What
benefit
you
perceive
on

having

an
insurance
policy?

% within
What is
you
future
financial
goal?

% of Total

54.5%

14.0%

6.0%

13.3%

4.0%

36.4%

9.1%

3.7%

1.0%

1"

100.0%

11.0%

11.0%
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What benefit you perceive on having an insurance policy? * What is you future financial

goal? Crosstabulation

What is you future financial goal?

saving

protection

investment

Total

What benefit you
perceive on
having an
insurance policy?

high
return on
investment

Count

% within
What
benefit
you
perceive
on

having

an
insurance
policy?

% within
What is
you
future
financial
goal?

% of Total

7

29.2%

16.3%

7.0%

2

8.3%

6.7%

2.0%

15

62.5%

55.6%

15.0%

24

100.0%

24.0%

24.0%

Total

Count

% within
What
benefit
you
perceive
on

having

an
insurance
policy?

% within
What is
you
future
financial
goal?

% of Total

43

43.0%

100.0%

43.0%

30

30.0%

100.0%

30.0%

27

27.0%

100.0%

27.0%

100

100.0%

100.0%

100.0%
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Count

30—
20
future
10 -
__jsaving
D protection
0 L —L - investment

protection high retur’n on inves

long term saving

What benefit you perceive on having an insurance policy?
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