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Successful traits and the future
in the employee benefits markets

By David Price, managing
director, Liberty Corporate
THE YEAR THAT WAS

There is one thing the
financial services industry
can certainly agree on - 2009
Was not an easy year. Seldom
is a year "easy’, but 2009

s«?nuf“ with it a particular
[ challenges that

are unlikely to repeated for
many decades.
h globally, and locally,

ma.njr players in the insur-
ance industry were very
hard-hit over the past 12-18
months. However these
tough trading conditions
have also presented oppor-
tunitics for our industry. |
believe that the companies
that will succeed going
forward are those that have
learnt from these recent
experiences and emerged
more aligned to their core
competencies whilst keep-
ing an eye oul for sirategic
apportunities

WHAT WAS OUR GAME
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our business - administra-
tion. We looked ai all our
systems and processes and
implemented a number of
changes which we believe
will make it much easier

to do business with us. A
simple example of this is
reducing our new business
forms from 25 odd pages
over b documents into a
single document of 7 pages.
We have also been investing
heavily in innovative tech-
nology platforms which will
dramatically improve our
efficiencies and again make
it easier for our customers ta
engage us at their conven-
ience. These platforms will
be rolled out across our
entire base as we move into
2010,

Liberty Corporate is very
proudly an intermediated
business and certainly as a
team we recognise the mas-
sive role that our country
wide network of Adviser
partners plays in ensuring
clients’ changing needs are
being met, We have always
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cemented this by kicking off

a formal process whereby
our top Advisers meet regu-

larly with decision makers
within our business to share
challenges, insights and
ideas. We have found this
hugely helpful to both par-
ties and it has resulted in, for
example, a number of new
products being designed
which will be rolled out over
the next few months,

THEN WE WANTED TO
UNDERSTAND WHERE ALL
THE MONEY IS GOING

In 2009 we took a hard look
at our cost base and mapped
out in great detail all our
profitability drivers, We
started from an understand-
ing that we wanted to keep
costs contained, but not at
the expense of long term

| growth - or by postponing

projects which we felt would
have high impact on our
ability to do business, or for
Advisers and clients to do
business with us.

Within our business we
have always decided on
resource allocation based on
competing business cases
and in unpacking all our
key profitability drivers in
absolute detail we are now
able to make some very
insightful decisions around

i spend or lack of spend, par-

| ticularly around our product
development for example,
that we believe will stand us
in good stead going forward.
It sounds like common sense
and something all busi-
nesses do anyway, but you'd
be surprised at the fresh
perspective a year like 2009
brings.

Anexample of one of the
projects we have continued
to fund throughout 2009
is our new client interface
system due to be introduced
shortly. This system was
piloted with clients late in
2009 and will allow rapid
transfer of information,
creating an improvement
in data integrity and client
service. We have also in-
vested heavily in an intensive
programme of up-skilling
stafl members and this will
remain an ongoing prior-
ity as we look to grow and
retain our skilled staff. The
point is that cost control is
all important - but not short
sighted cost control.

WE DECIDED TO FOCUS
ON STOPPING CLIENTS
LEAVING THROUGH THE

| BACK DOOR
We also recognise, like most
businesses, that it is vital to
remain close to our clients
and relevant to them if you
want to have a sustainable
business. However in the
past, insurance companies
may have been guilty of
focusing more on generat-

It is vital to remain close to our clients
and relevant to them if you want to
have a sustainable business

ing new business than on
retaining existing clients, As
a result we spent extensive
time in 2009 looking at why
elients might leave any given
insurance business, and then
established tactical projects
to ensure that we addressed
any of these issues in our
business should they exist.
Key to retaining clients is
having open and honest dia-
logue and this means finding
practical two-way communi-
cation platforms that allows
us apd our clients o interact
casily. These platforms
alen enable us ta share the
information our clients need
to make informed decisions.
Part of this particular work
steeam looked at investigat-
ing “new” communication
platforms but we have not
ignored ouf more traditional
client access points such as
our website which we com-
pletely overhauled towards
the end of 2009,

FINALLY, WE NEEDED TO
THINK ABOUT 2010 AND
BEYOND

This is a dynamic, ever-
changing industry and we
are confident that we have
asolid foundation to work
from. We believe a focused,

l

yet flexible strategy, state-
of-the-art systems and
importantly the right people
will position us to take on
the challenges 2010 will no
doubt present, | do believe
that as a business Liberty
Corporate has already made
great strides emerging from
the tough local environment

| of 2009 with a lot of credit

and this is evidenced by the
awards we have recently
won.

These include the 2009 FIA
(Financial Intermediary As-
sociation of Southern Africa)
Awvard which is very encons-
aging for our team and this
vote is from independent
financial advisers as op-

' posed to Liberty Franchise or

Agency advisers, In addition
it was announced on the 7th
December that Liberty Cor-
porate has also won the PMR,
Alrica, Golden Arrow Award
in our relevant employee
benefits category. Obviously
these awards are a great in-
dication of what the market
thinks of our business bui
we certainly understand that
this is no reason tosit back
and relax and the team and

I will certainly be pushing
towards even greater heights

| aswe move into 2010,



