
©
A

lli
an

z 
M

E
N

A
 H

ol
di

ng
 2

00
8

Buliding the Next Generation of Takaful 
Solutions

Dr. A.Rahman Tolefat, CEO of  Allianz Takaful

World Takaful Conference
14 and 15  April 2009, Dubai
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Latest Takaful Innovation

Agenda Outline

Next Generation of Takaful solutions

Model and Operational Challenges
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Latest Takaful Innovations
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Segmentation Approach

Product Segments Protection Investmen
t

Child Education Plan with Parental Takaful Benefits High High

Islamic Retirement Solutions Low High

Mass Market / Telesales Products High Low

Ladies Products High High

Youth Products High High

High Net Worth Individuals Products High / Low High

Segmentation is one of the key elements for Takaful Companies  to succeed
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“A promise is a promise..”

5

The Promise – A promise is a promise

The Delivery – Delivering in Moments of Truths

Customer focus Initiative
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Customer Services Innovation

• Introduce added value services for each product

• Each of the process in the company linked to target service 
date for the customers.

• KPI for each process.

• Regular Check on customer Satisfaction.

• Customer Focus initiative “CFI” program

• Ideas to Success “I2S”.
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The Innovation in Distribution Channels leadsTakaful industry for 
significant growth 

7

•Powerful Software.
•Products to cater for all 
the segments in the 
bank.

• Identify other 
distribution channels with 
large customer base.
• Customize solution for 
these channels

• Agency model vs 
others models
• Training.
• Commission structure.
• Recruitment and 
retention.
Takaful consultant

Promoters

BankTakaful Direct Sales 
Force

Distribution 

Channels

(Focus on Retail)

Source: World Takaful Report  2008
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“Creating Real Partnership…”

8

We play together or we don’t

Creating real partnerships with distributors.

Increase number of clients and prompters- Delight th em!



©
A

lli
an

z 
M

E
N

A
 H

ol
di

ng
 2

00
8

Latest Takaful Innovation

Agenda Outline

Next Generation of Takaful solutions

Model and Operational Challenges
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Islamic 
Annuity 

Fund 

options

Comprehensive retirement Scheme with 
guaranteed income.

Challenges: Long term 
Islamic assets

Generate fixed income

Secured
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New 

Services

Fund 

options

• Assistance services at retirement.

• Network for certain products

• Capital protected

• Income guaranteed 

• Fixed income with real assets generating 
yield income.
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©
A

lli
an

z 
M

E
N

A
 H

ol
di

ng
 2

00
8

Industry’s Growth and Challenges

13

Growth of Takaful

Demographic Growth Economic Growth Islamic Assets Growth

Regulatory

Distribution Retakaful

Product DevelopmentAsset Management

Human Rescores

Challenges

Critical Factors
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Contributions

(premiums)

Participants Fund

Investment

Profit

Retakaful

Claims

Operating Expenses

Surplus

Reserves

Dividends

Shareholders Fund

Wakalah (Agency) 
Fee

Investment Profit 
Share

Surplus Share

Shareholders fund 
investment

Operating 
Expenses

Profit

The challenge to maintain surplus in 
Takaful Fund
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Challenges

• The shortage of the Islamic finance talents. 

• Takaful consultant

• Takaful products are more transparent compared to 
Conventional Products which make selling of these products 
challenging for sales team.

• As surplus accumulated in Takaful funds is owned by 
participant, this makes pricing of product an element of 
challenge.

• Economy of Scale

• Segmented products

• Consumer awareness
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• Shortage term investment products.

• Corporate and government sukuk.
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CORPORATE SUKUK

Source: PHD study form the presenter

Shareholders 
Fund

12%

30%

Actual

DesiredGeneral 
Fund

0%

11%

Malaysia

GCC 

0%

20%

32%

40%

Family 
Fund

0%

18%

18%

34%

Shareholders 
Fund

General 
Fund

Family 
Fund
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ONE YEAR OR LESS INSTRUMENTS

Source: PHD study form the presenter

Shareholders 
Fund

49%

32%

Actual

DesiredGeneral 
Fund

33%

15%

Malaysia

GCC 
52%

21%

27%
23%

Shareholders 
Fund

General 
Fund
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We are Allianz

19

Create synergetic
relationships with our clients,
employees and distributors
backed by exceptional security
and integrity!
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