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WHO WE ARE 



CEOS INTERVIEWED 



HOW THE STUDY IS STRUCTURED 

Part 1: The Demand Side 

• Analysis of why Insurance is “behind the curve” 

• Benchmark with Banking 

• Benchmark with Consulting 

 

Part 2: The Supply Side 

 Universities and Institutes 

 Professional Associations 

 Training and Consulting Providers 

 

Part 3: How Insurance can “Jump the Curve”  

 5 key areas of leadership needed  

 

Part 4: First directory made for 9 Asian countries 

 University degrees 

 Professional certifications 

4 



THE DEMAND SIDE 
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THE IMAGE OF INSURANCE IN ASIA 

In Asia, the image is that insurance is a commodity, 

not a specialist profession, and a career in 

insurance is repetitive, boring and poorly paid 
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“ The bigger issue is that the general population does 

not understand, respect and value the insurance 

industry very much. If we want to attract people to our 

industry, we have to make it more “sexy”. Currently, we 

are not addressing the core issue.”  
 

Joan Fitzpatrick, CEO. Australian & New Zealand Institute of Insurance 

and Finance 



WHY BANKING DOES IT BETTER 

Students and insurance employees believe banking provides better 

remuneration, better training, better career opportunities. 

 

Banks communicate a prestigious image to attract young talent. 

When joining a bank, candidates believe they have been accepted into 

a respected industry that corresponds to an aspiration of working hard, 

becoming rich and building a strong foundation for success in a 

prestigious career.  
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DBS Bank in Singapore, Tom Pedersen, Managing Director and Group 

Head of Learning and Talent Development, admits that candidates join 

the company because they want to be trained. “My job is making sure 

that the best ones stay”. 

JP Morgan : “It’s about the pride and job satisfaction that our employees 

experience.” 



WHY CONSULTING IS MOST ATTRACTIVE 

In Asia in 2012, neither banks 

nor insurance companies were 

in the top ten list of the most 

attractive companies, although 

several banks were in the top 

50.  

 

No insurance company is in the 

list of the top 50 attractive 

employers for students. 
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Consulting firms industry brand: the interest and learning opportunities 

on the job are more important than the money. 

 

The main message conveyed is that by working in the consulting 

industry, people can shape the world. 



LESSONS FOR LEADERS: THE DEMAND SIDE 

1. Sustainable solutions require long-

term strategies. 

2. Get the cultural mix right and set up 

leadership programs. 

3. Communicate the industry’s 

strategic employer branding 

message. 

4. Improve management of talent 

acquisition with internships and 

continuous to career development. 

5. Benchmark and apply best practices 

from banking and consulting. 

6. Lead talent initiatives – HR is a 

partner. 
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THE SUPPLY SIDE 
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GROWTH IN EDUCATED WORKFORCE 
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Source: United Nations Population Division 

(2010), International Labor Association, 

Economist Intelligence Unity, McKinsey Global 

Institute 

2010-2030 China and India 

 

China and India will account for 

57% of growth of tertiary 

educated workers with 184 

million graduates.  

 

Source: VIENNA INSTITUTE OF DEMOGRAPHY 

Working Paper Past and Future of Human Capital 

in Southeast Asia: 1970 to 2030 

Anne Goujon and Samir K.C, July 2006 

2010-2030 Southeast Asia 

 
• Thailand is expected to show the 

strongest growth in Southeast Asia: 

women graduates will increase from 13% 

to 36%. 

 

• In 1970 Indonesia had the lowest level of 

women’s education in SEA (less than 1%) 

but should reach 19% for women and 

17% for men. 

 

 

• Vietnam is expected to show weak 

growth attaining only 13%. 

 

• In 1970 Singapore women showed 3.3% 

university graduates. Today it is 30%. In 

2030 49% of women and 44.5% of men 

are expected to have college education. 



DIRECTORY FOR EDUCATION IN ASIA 

• We compiled the first directory for the main degree-granting and  

professional certification programs in insurance in Asia. 

 

• 9 countries are covered: Australia, China, Hong Kong, India, Indonesia, 

Japan, Malaysia, Singapore and Thailand.  
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LESSONS FOR LEADERS: THE SUPPLY SIDE 

1. Understand the supply landscape 

in Asia. 

2. Cooperate as an industry to 

define strategic needs and create 

projects that span the region. 

3. Create partnerships now in order 

to meet long-term needs. 

4. Help universities and professional 

associations overcome the 

insurance branding gap. 

5. Go beyond the traditional focus 

on technical skills to develop 

multi-skilled professionals and 

leaders.  

6. Innovate in Asia: better, faster, 

cheaper. 
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 HOW INSURANCE CAN “JUMP THE CURVE” 
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5 KEY AREAS OF LEADERSHIP NEEDED  

• Lead one’s own industry and work with education partners to build a 

positive employer brand and a long-term development strategy. 

 

• Lead aspirations and identify the motivational drivers that integrate the 

region and each country. 

 

• Lead the education boom and develop the skills needed in the 

industry while creating opportunities for exposing students. 

 

• Lead innovation and change the culture of the industry mindset to shift 

to an innovative and entrepreneurial workforce in Asia. 

 

• Lead the competition and tighten up the talent value chain so that 

potential candidates and current employees see a future for themselves 

in insurance. 
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