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new Asia CEO

m_:m,mvoam: Daniel Neo says insurance
is about solving people’s problems

: Sue-Ann Tan

: Insurance company Sompo Group
: may have been around for over a
i century but it is renewing itself by
: appointing its first non-Japanese
: chiefexecutive for the region.

Singaporean Daniel Neo, 49, was

named chief executive for Sompo
: Holdings Asialast week.

“Lhave worked in seven different

: markets, so I would think I have a
: good understanding eof the culture
i and nuanoes of the people, not just
: thebusiness,” he said.

“It’s about finding the right per-

son for the job, not about the nation-
 ality”

But more important than know-

ing the ins and outs of an economy
: Is to truly appreciate its people, he
: added.

WHAT CUSTOMERS WANT

“Insurance is a very people-cen-

: tric business and it is about solving

Customers are not
interested inwhat
artificial intelligence
youuse.Theyonly
want to know that
whentheybuya
policy, itis simple,
easy tounderstand
and to pay for,and
theycansettleaclaim
quickly. Technology
canneverreplacethe
customer experience.
Itisjustatoolthatcan
supportratherthan
replace systems
completely.
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MRDANIEL NEO, 49, chief executive of
Sompo Holdings Asia, who says even with
technology disruption, people come first
inacompany.

i cult”

: problems for them. I am a people-
i person and I spend alot of time with
: staff, business partners, customers
: anddistributors. They all have differ-
: ent specific problems and our job is
: tosolvethose problems,” he said.

“Workis easy, but people are diffi-

Mr Neo has been in the industry

for 22 years and has discovered that
: even with technology disruption,
: people come firstinacompany.

“Customers are not interested in

: what artificial intelligence you use.
: They only want to know that when
: they buy a policy, it is simple, easy
"t to understand and to pay for, and
: they cansettle a claim quickly.

“Technology can never replace

the customer experience. It is justa
: toolthatcansupportratherthanre-
: place systems completely.”

He said chatbots, for example,

: canhelp answer customers’ queries
: after office hours as staff cannot
: workround the clock.

“My view of Sompo is that it has

: to have a business model and cus-
: tomer strategy. Part of the solu-
: tions we offer to customers can be
: technological tools that help to
: achieve satisfaction, but it is not
: about having a digital strategy.”

HIGH-SPEC INDUSTRIAL BUILDING

115 EUNOS AVENUE 3 - FOR SALE

* 6-storey high specification industrial building

» Within 400 metres walk from Paya Lebar
MRT Interchange Station

* Multi-tenanted with 100% occupancy

= * Completed only 3 year ago

| - JTC leasehold with balance of approx. 21 yrs

= Site Area: 7,718 sqm (83,072 sf approx.)

= GFA: 19,294 sqm (207,681 sf approx.)

= Covered carpark: 81 lots

___- CUSHMAN &
ik wakerFiELD

CEA Licence No. L3007333E

FOR SALE BY EXPRESSION OF INTEREST

SIM CHEE JIN
+65 9761 1211

CLOSING 3.00PM,
16 MAY 2019 (THURSDAY)

SHAUN POH

(R0205911)

+65 9662 6430

(R031201D)
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Sompo Group’s motto is “a cen-
tury of trust”, which Mr Neo feels is
veryrelevant in informing the com-
pany’s policies and direction.

“Insurance is a trust industry,” he
noted. “The idea of insurance came
fromt hundreds of years ago, whena
group of people with similar risk
pooled money together, so if one
got into a crisis, the money went to
that person to cover hisloss.”

Sompo Group was formed in
Japan 130 years ago and now has a
global business network encom-
passing 218 cities in 30 ¢ountries
andregions. |

Premiums have grown from 351.7
billion yen (S$4.3 billion) in the
2016 financial year to a forecast of
538.7billion yen for last year.

Premiums in the Asia-Pacific re-
gion hit US$1.2 billion (S$1.6 billion)
last year, around double the
amount recorded in 2013.

The company here has also ex-
panded steadily, with year-on-year
growth of12.4 per cent.

The firm serves about 147,000
policyholders here.

Mr Neo said one of his priorities is
to expand this number in Singapore
and theregion.

“We are still looking for new cus-
tomers. The market is pretty frag-
mented over Asia and there is the
chance to win more people there. It
is about our reputation as a firm
that can be trusted. Even in bad
times, customers will turn to us if
there is good word of mouth.”

He added that brand awareness
has to increase here to get more re-
tail customers on board.

Sompo had previously announced
apartnership with CIMB Bank to.dis-
tribute non-life insurance solutions
through the bank’s branch network
as well as its Internet and mobile
banking platforms.

The partnership will give Sompo
access to an estimated 650 million

peoplé across Asean.

It has been launched in Singa-
pore, Malaysia and Indonesia. The
next phase will be a launch in Thai-
landin2020.

A Singapore-specific initiative to
get more customers on board with
the brand is the Go Japan! plan,
which helps travellers to Japan ac-
cess cashless medical services and
free translation services.

But Mr Neo also has ambitions to
get Sompo to move beyond its insur-
ance capabilities.

“In the future, it should be said of
Sompo that it was an insurance
company, but has become more
than that.”

Sompo Group in _mwmb has already
branched out into other businesses
such as nursing care, with more than
20,000 staffin that sector.

Mr Neo said: “It is a natural exten-
sion of helping to protect people’s
assets (through insurance). Now
we want to help them with their
overallwell-being and lives.

“For instance, we partnered with
a company in Japan to develop an
app to help people identify early
signs of dementia and do exercises
todelay the onset of the condition.”

Sompo Group in Japan has also
gone into home renovation and re-
pair, an extension of the insurance
policy that helps to cover costs when
ahouse burns down, for instance.

Mr Neo said: “Insurance will still
be the core of our business, but we
can offer many other services too.”

There is no fixed timeline yet for
Sompo Group to offer such services
in Singapore, but Mr Neo said it is
definitely a possibility, given the
country’s ageing population that is
similar to Japan’s.

“There is potential to offer these
other things because Sompo is inter-
ested in overall well-being.”

suetan@sph.com.sg

Mr Daniel Neo,

a 22-year
insurance
industry veteran,
says one of his
priorities is to
expand the
number of
Sompo
policyholders in
Singapore and
the region. “The
market is pretty
fragmented over
Asia and there is
the chance to
win more people
there,” he says.
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