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A subsidiary of BOC Hong Kong (Holdings) Limited

Established in 1998, BOC Group Life Assurance Co Ltd (BOCG Life) is
a leading provider of wealth management, retirement-saving protection,

traditional life protection products to customers in Hong Kong.

On the back of the strong franchise of our parent company BOC
Hong Kong (Holdings) Limited and its subsidiaries (the Group),
we leverage on the Group’s over 270 branches — the most extensive
branch network in Hong Kong, and its fully integrated call centre
to distribute our products through our team of professionally
trained financial planners and telemarketers, as well as the affinity
partnership with BOC Credit Card.

distribution model is a market-leading example of professional

Our financial planning
insurance sales dedicated to policyholder protection.

The BOCG Life’s business philosophy is centred on our mission

to enhance customer satisfaction, provide quality and professional
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leading provider in the Hong Kong

life insurance industry.
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are the fundamental bases of every
aspect of our business and underpin our success of being the leader

in our chosen market.

Our management engages in regular brainstorming sessions to
generate strategic ideas and core visions.  Strategic plans are

discussed at all levels to ensure buy-in from staff and as a form of
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generating feedback and listening to the concerns on the ground,

regardless of rank of responsibility.

Strategic Planning

We annually review our strategic direction, benchmarking ourselves
against local and international competitors and the best practices in
order to maintain our leadership in the market. We regularly update
our strategies to ensure they reflect changes in the economy, meet

evolving customer needs and align resources with our competitive

strengths: “Timing” — our long history in Hong Kong; “Dominant
position” — the most extensive bank branch network in Hong
Kong; and “People” — the full support of the Group’s management.

Ultimately, we ensure that our short-term and long-term strategies

are fully aligned with our vision.

In order to meet the expectations of all stakeholders, we have
adopted comprehensive markers including customer satisfaction
surveys, staff engagement, and a variety of financial parameters, to
monitor and analyze the performance of the business and to prevent,
identify and address potential problems that could impact business

operations as early as possible.

Customer Focus

Knowing what our customers want and then design our products
accordingly has always been our belief that guides us in all our
product development endeavors. In 2009, new products contributed
over 90% of our new premium income—clearly demonstrating that
we have been successful in developing the value added products to

meet customers needs.

Although our products lead the industry, we believe our competitive
edge lies in customer service, and that our standards of service are
the key differentiator that sets us apart from our competitors. Claims
management is the hallmark of customer service in the insurance
industry. In 2009, we reached decisions on over 99% of all claims
submitted within three working days, compared with the market
average of four to five days. We have the industry’s best turnaround

time and highest standard of service: 80% of new policies were
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approved immediately without any follow-up requirement, with
decisions being made within a day. The market benchmark is three

to four days.

Our Financial Planning Managers (FPMs) offer free in-depth financial
needs analysis, to understand customers’ financial needs and advise
them on financial arrangement. Quality assurance and the highest
ethical standards are integral to our sales model. Adhering to our
comprehensive sales process guidelines, stringent monthly checks
on sales staff’s submitted documents are conducted and punitive
sales commission factors may be applied if the quality assurance
scores are below the threshold, to ensure only suitable products are

recommended to customers.

Measurement, Analysis, and Knowledge Management

Our decision-making process relies on accurate, relevant and timely
information to ensure the alignment of performance measures and
value drivers. Decision making is channeled around our six pillars
strategic framework — product, sales, marketing, customer service,

investment and human resources.

We review best practice standards annually, and commission
independent third-party reviewers to ensure quality and compliance.
We proactively seek input and recommendations for improvement
from key top-tier partners including customers, distributors,

regulators, reinsurers and auditors.

Customers are becoming increasingly sophisticated as technology
changes rapidly. To fulfill their needs and stay competitive in the
business, we have a well-defined IT Blueprint Roadmap for the next

five years.

Workforce Focus
Being an Employer of Choice is a key strategic goal. Our
human resources policy is centred around the ‘3Rs’: Recruiting,

Rewarding and Retaining the Best. We work to effectively engage,
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develop, compensate and reward our staff in order to create high

performance teams, and a High Performance Organization.

Retaining the best means devoting resources to staff development
even in difficult times. When many companies scaled back their
investment in human capital investment during the financial crisis,
we increased our training and compensation packages by over 20%.
Our 2009 staff survey indicated high staff engagement and our staff

turnover rate is lower than that of the industry benchmark by $%.

Process Management

We build our processes around the needs of our customers. Our
service philosophy underlies the development of every process,
and all key processes are regularly reviewed and assessed to ensure
they continue to provide the best customer experience possible

and create maximum value for our shareholders.

We rely on our Processes, People and Systems to deliver what we
offer in the market. We strive to maintain all these elements in
equilibrium to ensure that customers have a consistent experience
of stability and security. Continuous process improvement based
on the Six Sigma methodology remains a key direction, and will

be extended to other key business areas.

Results
In 2009, BOCG Life outperformed the industry with the growth
rate of our new standard premium being 60 times the market rate.

We have acquired a leading position in terms of new standard premium.

Our recent ‘Endless Love” marketing campaign was a major
success, accurately conveying our belief that ‘love inspires us to
think about our loved ones’ future and invest in life insurance”
The campaign was extremely well received by the public and the
advertising industry, winning numerous awards including the Kam
Fan Merit Award by HK4As, Top 10 Most Popular TVC Award by
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ATV, and Gold Award by International Quester Award in the USA.

We have designed our products to match customers’ evolving
needs as they pass through various stages of life. Our repeat
sales upon policy maturity was more than double from 2007 to
2009, while most of our competitors recorded negative growth in
this critical indicator of customer satisfaction and key business
driver. We were also the first insurance company in Hong Kong
to launch Renminbi life products in response to strong customer

demand.

BOCG Life is proud to have the industry’s highest overall
straight-through ratio of over 70%, the best turnaround time for

underwriting policies, and the fastest claims processing speed.

Given our continuous commitment to, and investment in, the
future, we believe that we will fulfill our vision of being our

Customers’ Life Partners.

Report Summary
(Silver Award)

SR P

(B3E)

HE| c ZEEEERE AFEESHE
&R e - SN ER T REZEHY
BEHREE K - LEBBKE Questar Awards
BEEHFKERE -

B BT AR E M A E R AR AR
BHRE - “ZZNE > KO BFY
FEREAKE MALAH_FF L
FEFFTNERENPRFEARNHEE
MG EAIIE - MMABEEAR
WABRIRE M - UEATIZHRBTER -

o SR AE B NS IR R R 0 B A R
‘ARz LT FREfTZHE > EREM
A % BRI il 3R ) BT % IR ] 22 J (] €

RMMEEE TERELERERE > BH
NETE > BRBAFF KK -



