	Rebecca Lay Suian Tan  

26, Jalan 6/155A,

Bukit OUG Townhouse. 58000 Kuala Lumpur 
Malaysia
Age : 42

	Mobile Phone : +6012 3220393

Office             : +603 20583120

Email : beckylst@hotmail.com


EDUCATION 

1995 to 1997
The University of HULL – UK

Master of Business Administration (Business Administration) – Distinction
1994 to 1995

Malaysian Institute of Management (MIM) – KL

MIM Diploma In Management – Credit 

1990 to 1992

International Computer Limited (ICL) Training Center 

ICL Diploma In Computer Studies – Credit 

PROFESSIONAL EXPERIENCE 
Sept 2008 – current

Employer : ACE Synergy Insurance Berhad

Position : Head of Accident and Health

Details of Position

Responsible for the overall Accident and Health portfolio in ACE Malaysia. Accident and Health contributed to 40% and 54% i.e. RM90 million and RM21 million of ACE Malaysia total top line and bottom line respectively.

As the Head of Accident and Health, I am responsible for the sales and marketing, product development, underwriting and the operations of Accident and Health products. In total, I have 40 staff in Accident and Health Dept from the following areas: 

· Sales Distribution - Direct Marketing, Bank Partner Distribution, Brokerage, Business Travel, Leisure Travel and Agency  
· Underwriting

· Operations – policy fulfillment and billing 
· Customer Service 

· Conservation 

Direct Marketing business is generated through partnership with bank and non-bank corporations where Accident and Health products are distributed to the targeted segment via multiple channels such as Bancassurance, Tele-Marketing, Direct Mail, Face-to-Face, On-line and SMS. Brokerage Business is distributed through intermediaries such as brokers, travel agents, market agents and ACE’s branch network. 

Major Achievements 
1) Successfully acquired the bancassurance partnership with Bank Simpanan Nasional, a national savings bank with more than 300 bank branches network. The distribution channel is via Personal Financial Executives sales force and Tele Marketing. The Personal Financial Executives sales force distribution pilot was launched in April 2010 and has successfully acquired close to 3000 policies within 6 months with only 45 personal financial executives. With the success in pilot phase, this has further solidified the relationship with the bank partner and thus allowing more personal financial executives being recruited and trained to distribute ACE’s Accident and Health products and new products are also being developed to further expand the sales distribution.  
2) Successfully acquired the tele-marketing distribution partnership with Celcom, a leading cell phone operator with extensive subscribers. The success in the acquisition of this business was attributed to the creative structuring of business proposition that offers fee-based income to Celcom and at the same time drives the sales of Celcom product. 

3) Successfully acquired the tele-marketing distribution partnership with AEON Credit and its affiliates. 
4) Winning new businesses with major brokers which contributed to the double digits growth of brokerage portfolio.
5) Implemented ePlatform distribution for Leisure Travel Insurance product. This deployment allows the distribution of travel insurance to be expanded to capture more travel agents, market agents and also the distribution expansion of B2B and B2B2C channels. 

6) Led the local team in the deployment of ACE travel insurance to Air Asia Australia route.

7) Revamped Accident and Health portfolio through consolidation of products i.e. discontinued non profitable products / accounts and developed new products to allow the increase of number of products holding per customer and improved retention. 
8) Restructured Operations, Customers Service and Conservation to maximize the resources in ensuring all the units are meeting their respective KPIs. 

Nov 2002 – Sept 2008
Employer : AIA Berhad

Position : Head of Direct Marketing

Details of Position 

Responsible for the production and profitability of alternative distribution channel through the distribution of AIA products via Direct Marketing. As the Head of Direct Marketing, I was responsible for the rapid growth of Direct Marketing (DM) business in Malaysia and accountable for the delivering of double digits growth rate.

Focus was placed upon talents development in driving the business acquisition strategy. Deployment of Integrated Marketing Campaigns which uses all elements of Direct Marketing mix including direct response, broad market, call center, data mining and external sponsors’ distribution channel. 

The Direct Marketing business was essentially divided into 2 main units: -

1. Sponsor DM – Use of database of the external sponsors to effectively target customers for direct marketing of multiple product lines which include Life, Accident and Health and Credit Life.

2. Broad Market – Use of broad market techniques (via the use of media i.e. Direct Response TV Commercial , Radio and Newspaper advertisement) to generate direct response to a toll free line where subsequent selling, cross selling, analysis (response, creative and media) and data mining were performed. The execution of Broad Market business involved the selection of Creative Agency, Talent (spoke person for the product), media mixed, creative mixed, call center and contact strategy. 

Supported by total staff force of 8, with 3 Senior Managers in the team.

Major Achievements

1. Constantly achieved double digits production growth through out my employment with AIA. 

2. Awarded with the company’s Performance Bonus, Retention Bonus, and Promotion and identified as Core Executive which is approximately 5% of the corporate officer’s population. 

3. Built and grew DM business using outbound TM from 14 seats to 110 seats. It is noteworthy that in my first 2 years of employment with AIG, I was responsible for the DM production for both AIA and AHA (now is known as Chartis) under the AIG Marketing Corp distribution arm. I had a reporting line to both CEO of AIA and AHA and a matrix reporting to Regional DM Head. This was regarded as an achievement as managing the expectation of different companies and senior executives was extremely complex especially in an environment that was highly competitive and result driven.  At the point of disengagement of AIG Marketing Corp, the Gross Premium Written stood at RM38 million (AIA and AHA combined production through DM channel). After the disengagement of AIG Marketing Corp, I was required to build the Direct Marketing business in AIA. AIA is an agency distribution company. The DM Gross Premium Written in 08 was registered at RM25 million as opposed to 07 which was RM18.5 million, a 35% growth. 

4. Successfully acquired new sponsors namely, Celcom, AEON Credit, MBF Credit and Alliance Bank. 

5. Led DM team in product development in both life and non life products e.g. Golden Life, Full In Hospital, Broken Bone, Snatch / Assault PA and Refund of Premium product. Notably, AIA is an agency base company therefore there was a lack of “directable” products, in summation, DM product were developed under my management in order to grow DM business.  

Relevant Association

Vice President of Direct Marketing Association (DMAM) – 2005 to 2008
Employer : Citibank Berhad (1997 to 2002)
Position 1 : Assistant Manager, Liability and Insurance Development (1997 to 1999)

Details of Position 

Responsible for the growth and penetration of liabilities product (deposits) and insurance products across Citibank retail portfolio.

The scope of responsibilities includes:  

· Develop specific niche–based campaigns and programs in driving deposit sales to CitiGold and CitiBlue segments 
· Create activities and campaigns that increase insurance penetration on mortgage and credit card base

Position 2 : Manager, Investment and Insurance (2000 to 2001) 

Details of Position

Responsible for Citibank Malaysia’s overall insurance business development, sales and marketing of insurance products to both banking and credit card customers.

The scope of responsibilities includes:  

· Formulate the bank’s insurance strategies which were aimed to increase revenue, increase customer penetration, increase insurance cross selling and up selling ratio and relationship deepening.

· Accountable for the bank’s overall insurance revenue

· Grow existing insurance products through better commission sharing with business partners, reinsurance arrangement, higher penetration and higher sum assured on existing base.

· Manage new insurance products and promotion through various distribution channels i.e. CitiGold Sales Team, CitiBlue Sales Team, Credit Card Direct Sales Team, Mortgage sales Team and Direct Marketing Channel (Direct Mail and Tele-Marketing)

Position 3 : Quality Professional, Total Quality Office (2002) 

Details of Position

Act as an internal consultant for the identification and execution of process improvement projects, which were aimed to increase capacity usage, drive revenue, bring down cost, reduce cycle time and defect.

The scope of responsibilities includes:  

· Identify areas/projects for improvement 

· Develop critical business issues and set performance goals

· Form the project team

· Equip project team with quality tools and methodologies

· Facilitate brainstorming meeting to identify issues, generate ideas and develop action plan

· Guide project team through project phases until completion and normalization of the project

· Monitor and track project for continuous improvement

Major Achievements

Liability Development portfolio – working with CitiGold Relationship Manager on several deposit drive programs and a reward program to top 300 CitiGold Customers with tremendous successes in deepening the loyalty and strengthening the relationship. CitiGold Deposit Index grew by double digits, 

Insurance Business Development- took the lead role in the transfer of Credit Shield portfolio from MNI to ING. As a result, Citibank’s fee-based income rose from 27% to 36%. This was possible with the bundling of emergency assist fees being rebate to Citibank. In addition, facilitated the negotiation of higher Reinsurance ceding from ING to Citicorp Life i.e. from 40% to 70%.  Credit Shield penetration was increased from 8% to 30% through point of sales activities and resolicitation programs. The penetration of Mortgage Life was increased from 40% to 60% through the implementation of sales incentive for Mortgage Sales Team 

Quality Improvement – successfully implemented 4 improvement projects.

1. Banking Collection Productivity Improvement Project – to structure the collection calling strategy in order to reduce delinquency rate and off load collectors in enabling them to focus on core activities

2. Remote Sales Communication Project – to create a sales communication platform for Mortgage Sales and Credit Card Tele-Sales conducted off site.

3. Returned Mails Reduction Project  - to eliminate redundancy on mails and develop process to streamline offer insert in mail/statement

4. Bank’s Solicitors Competency Level Improvement Project – to reduce cycle time on mortgage documentation and improve solicitors’ services which has direct impact on the bank’s revenue and customer service.

Employer : Oriental Bank Berhad – Kuala Lumpur 

Position : Product Development Officer (1993 to 1997)

Details of Position 

Responsible for the development of the bank’s new and existing products for both liability and asset segments.

The scope of responsibilities includes:

· Develop new products and implement product launch to branches
· Conduct products training

· Track the performance of products / services for enhancement

New and existing products developed 

· Personal Banking (a platform for priority banking)

· Oriental Klasik 50 (a savings product for seniors)

· Oscar Flexi Deposit (a time deposit with flexible tenure)

· Oriental Money Manager Plus (a 3-in-1 account i.e. savings, checking and time deposit)

· Oriental Easi-Home Loan (a housing loan product) 

Language Proficiency (Written and Oral)
English, Bahasa Malaysia and Chinese (both Mandarin and Cantonese) 

References (To be provided)
