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Personal Background 

 
ADAMS 

 Operations in Japan, India, 

Australia, Thailand, Indonesia, 

Hong Kong and China 

Tim Oliver 

CEO 

L&AM - Asia 

 
Transamerica Life Bermuda 

 Branches in Bermuda, 

Singapore and Hong Kong 

HNW Affluent Emerging 

Affluent 
Retail  Board Market  

 AEGON Direct & Affinity Marketing Services business focus on the mass market delivering Life, Accident and 

Health products through integrated direct distribution channels. 

 

 The Transamerica Life Bermuda focus is on providing insurance plans to the high net worth segment, via third 

partner distributors, from the International Private Banks to large International independent brokers. TLB is one 

of the leading brands in the individual high net worth market segment in Asia. 
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Aegon Direct & Affinity Marketing Services 

 ADAMS is a wholly owned subsidiary of AEGON NV but operates as an ‘independent’ marketing 

company. 

 ADAMS is a global leader in the sale of insurance products through direct marketing. 

 We share direct marketing expertise and best practice with our business partners and are prepared 

to transfer competence and capability. 

 We invest upfront and enter into risk share arrangements with insurance companies under a flexible 

partnership model.  

 The customer is at the core of our model and our approach is driven by sophisticated analytics, which 

provide detailed insights on customer behaviour and preferences. 

 We are specialists in the design and development of insurance products and customer offers that 

are targeted at specific customers. 

 ADAMS has 18 million policies in force generating USD 2.2 billion in premium. 
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Typical Product Development Process / Considerations 
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Product 
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Final 

Product 
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Implementation 
Product 

Management 
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Cost e.g. 
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Product 
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Cost, System 

Development 
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Core 
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Underwriting 
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 Strategic Objectives – How and Why will the initiatives aligned to our objectives?   

 Brand Image – Does the initiative support our brand values and what we stand for? 

 Company Positioning among Competitors –  Will the initiative embed our existing position or enter New Space?  

 Propositions to Customers – Why and How will customers both new and existing purchase? 

 Financial Requirements – Will it be WIN, WIN, WIN?  Customer, Distribution/Partners and Shareholder 

With the above in mind you have to recognize the marketing landscape has and will continue to changes in customer behaviour 

very fast and this preference is driving new marketing model development.  

CEO Perspective 

The marketing model of the future will be customer focused rather than being focused only on product sales. If you can master this  

change it is the route to maximising customer value and developing sustainable profitable growth in a competitive market. 
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From CEO Perspective  

Paradigm shift from Product Led to Customer Led 

OVERALL STRATEGY 

OPERATIONS 

MIND-SET 

MARKETING TACTICS 

SALES APPROACH 

STRATEGIC OBJECTIVE 

TRADITIONAL MARKETING MODEL 

Sell Products 

Product Led 

Portfolio of Products 

Increase Product Appeal 

How many customers can we sell this product to? 

Sales Maximisation 

Serve Customers 

Customer Led 

Portfolio of Customers 

Increase Customer Profitability 

How many products can we sell to this customer? 

Customer Lifetime Value Maximisation 

CONTEMPORARY MARKETING MODEL 

Customer Led is defined as: 

 

“Having a deep seated understanding of our customers needs (individual and corporate) and developing our  

 

propositions (external and internal) to satisfy those needs whilst enhancing and building long term  

 

relationships leading to continued sustainable profitable growth.” 
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Customer Led is defined as: 

“Having a deep seated understanding of our customers needs (individual and corporate) and developing our  

propositions (external and internal) to satisfy those needs whilst enhancing and building long term  

relationships leading to continued sustainable profitable growth.” 

 

 Carefully Choose the Target Segment (choose your battle ground, instead of fight every battle) 

 Understand the Needs and Behaviors of Target Segment (by survey, focus group, customer analytics 

etc.) 

 Develop the Proposition to Target Segment 

 Define the Product Positioning viz a vie among Competitors 

 Design the Product Proposition together with Appropriate Distribution and Marketing Approach 

 Ensure that Technology can support your Customer Led proposition 

 Above all choose your space, have a deep seated understanding of customer needs, profitably 

build an offer which your customer segments wish for. And distribute in a manner which they 

wish to receive. 

 

Customer Led 
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 Customer Led is the key to succeed 

 Profitability “hurdles” should not be the most important or only consideration; If the customers do not 

buy: profit is irrelevant  

 Keep the proposition and the products ‘simple’. Complexity costs and it is a myth that ‘bells and whistles 

make more sales’. Addressing the customer need and provided value is what  is desired. 

 Important that the whole company, from senior management to working level, share the same vision and 

understanding of company strategy in being Customer Led 

 If all the above is executed flawlessly, then success will be a given (p.s. achieving the above is easier 

said than done!) 

 

Summary Paradigm shift 
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