SUSTAINABILITY
REPORT 2019
Our actions as a responsible business, an employer
of choice, and a responsible corporate citizen,
have long-term sustainability in mind. We foster
social inclusion and prudent environmental
management in order to secure the well-being of
future generations.

ANNUAL REPORT 2019
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When it comes to sustainability, we at Allianz are
aware that we do not stand in isolation. More than
ever, the interconnectedness of issues concerning the
economy, environment, and society make us aware
of our role in a larger system – both in influencing it
and being affected by it.

42

Across the world, we are seeing an unprecedented low interest rate
regime and subdued economic activity following the outbreak of
the COVID-19 virus. Globally, revisions are being made in the way
the economy functions, and people are also adjusting their social
behaviour. At this point, we are not sure what the long-term impact
of these changes will be. What we do believe is that it would be
imprudent and irresponsible to continue promising the same profit
growth as before. Realistically, the days of huge investment gains are
over. However, we remain steadfast in our commitment to provide
consistent and reliable service to our customers, and are confident
that this will enable us to weather the challenges ahead. What is
needed at this time is economic leadership that considers not just how
much we can earn but for how long. Thus, it is in our shared interest to
ensure that what we do earn and invest has the long-term view in mind.
As an insurer, we are well aware of the risks we face if we fail to act on
climate change. Globally, Allianz has made a number of commitments
that help us transition to a low-carbon economy. Unfortunately,
in Malaysia we observe a sluggish response to the urgency of this
problem. Decades of disrespect to the environment in pursuit of
development has depleted, but not decimated, our abundant resources
and this has made us complacent. The state of the environment in
2019 showed us the cost of our so-called progress: toxic pollution
in Sungai Kim Kim, being dubbed the world’s plastic waste dump,
and the loss of our last Sumatran rhino - Iman - as a punctuation mark to
our accelerating biodiversity decline. Yet, we witness daily the greed of
profiteers who have no scruples trading the health of our environment
for a quick buck. We are indeed painting a grotesque picture for future
generations to remember us by.
It is not too late to change this picture. Through our role as an insurer, we
support the government’s aspiration to achieve 20% renewable energy
by 2025. We pride ourselves in being a leading solar energy insurer
and, in accordance with Allianz Group commitments, are phasing out
coal-based investments. Our community project with Science of Life
(“SOLS”) 24/7 supports the education of Orang Asli and underserved
youth in solar panel installation, improving their livelihoods while at the
same time embracing the opportunity that comes with a transition to
renewable energy. This, I believe, is the key to tackling climate change
in Malaysia. To lift up the state of the environment, we must lift up all
of society.
Being environmentally conscious is a privilege not all Malaysians
can afford. Bread and butter issues make it difficult to look beyond
the next paycheque, what more for the long-term viability of unborn

ZAKRI BIN MOHD KHIR
Chief Executive Officer of Allianz Malaysia Berhad
generations. There can be little progress in environmental matters
without addressing the human element. This is why we continue
to invest in projects that address the underserved, with the aim of
equalising opportunities available to all Malaysians. We also advocate
unity and diversity, both in the makeup of our company as well as
through the projects we support. Malaysia’s polarisation along political,
racial, and religious lines is amplified by a minority of loud voices that
do not speak the will of the people but provide a distraction from the
reality of the absolute income disparity that exists. Unfortunately, this
also distracts from our potential to progress by leaps and bounds as a
country, if we could only act collaboratively and put the concerns of all
Malaysians first.
Amidst this backdrop, we have our challenge cut out for us.
We cannot remain insulated from the fact that our actions at this
juncture determine our long-term sustainability. Recognising that we
have a bigger role to play in shaping the national conversation, we
want to use our roles as employer, insurer, and investor to promote
action on climate change and social inclusion. We see this as a natural
extension of our role to secure our shared future, and invite you to join
us in making a difference on these fronts.

Zakri Bin Mohd Khir
Chief Executive Officer
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ABOUT THIS REPORT
SCOPE
This report encompasses the sustainability management and performance of Allianz Malaysia Berhad and its subsidiary companies, Allianz
General Insurance Company (Malaysia) Berhad (“Allianz General”) and Allianz Life Insurance Malaysia Berhad (“Allianz Life”) in 2019. Allianz
SE (the holding company of Allianz Malaysia Berhad, its subsidiaries and associated companies) is collectively referred to as “Allianz Group”.

REPORTING PERIOD
1 January 2019 to 31 December 2019

REFERENCE AND GUIDELINES
The report was developed with reference to Bursa Malaysia Securities Berhad (“Bursa Malaysia”)’s Sustainability Reporting Guide, the United
Nations Sustainable Development Goals (“SDGs”), Global Reporting Initiative (“GRI“) Sustainability Reporting Standards and Allianz Group’s
Sustainability Report.
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Data presented is from Allianz Malaysia Berhad, Allianz General, and Allianz Life, which are collectively referred to as "Allianz", unless stated
otherwise in the course of reporting.

A digital version of this report is available on our corporate website www.allianz.com.my. Please consider the environment prior to printing a
copy of this report.

Our Key Sustainability
Achievements 2019

Gross Written Premium
+9.3%

Amount spent on
employee training
RM2.9 million

Reduction in CO2
emissions since 2010
9.6%

Number of customers
2.3 million

Women in management
positions
60%

Employee
volunteering hours
5,345 hours

Number of
Digital Partners
54

Work-Well Index
75%

Employees engaged in
corporate volunteering
57%
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SUSTAINABILITY GOVERNANCE
Our sustainability strategy is overseen by the Allianz Board (“Board”),
supported by the Risk Management Committee (“RMC”) and
Sustainability Working Group (“SWG”) as indicated in Diagram 1.
The RMC is chaired by an Independent Non-Executive Director and
supported by members of the Board while the SWG is chaired by
the Head of Allianz4Good, with support from members of Senior
Management and other designated officers. SWG members are
representative of Allianz’s operations, risk management, public
relations, employee relations, and environmental management,
amongst other topics. The structure of our sustainability governance
ensures that our sustainability initiatives are discussed at the highest
level, with topics integrated into and actions cascaded throughout the
organisation.
Our sustainability strategy is shaped through continual assessments
by the Board through the RMC, based upon prevalent sustainability

concerns and Allianz’s overall business strategy. The SWG is
responsible for driving efforts to realise sustainability targets as well
as monitoring the relevant measures and indicators. At the end of our
first 3-year round of Sustainability Targets and Indicators established
in 2017, we take the opportunity to acknowledge our progress
but also reflect on our approach in order to drive improvements.
It has been a journey of learning, and we use these lessons
to refine our strategy in order to meaningfully integrate
sustainability considerations into our overall business strategy.
The targets and indicators are illustrated in Table 1 in the
following pages.
Moving forward, we will further drive the sustainability focus areas
of Environment and Social Inclusion with broader participation from
within our workforce by providing a platform for cross-functional
ideation and solutions.

BOA RD

R IS K M A NAG EMEN T COMMI T TEE (“RMC “)
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S U STA INA B IL I T Y WORK I N G GROU P (“SWG“)

Diagram 1: Governance Structure of Sustainability Working Group
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Theme Target
To achieve
Loyalty Leader
position
for both
subsidiaries

Sustainability
Matter 2019

Yearly Indicators

Customer
Satisfaction

Results of Net Promoter Score
(“NPS“)

Number of resolved complaints
Percentage of resolved
complaints1

Technological
Innovation

Business
Innovation

1

2
3

Progress in 2019

Allianz General:
↑14.7%

Allianz General:
↑5.5%

Allianz General:
↓3.3%

Allianz Life:
↑13.6%

Allianz Life:
↑17.4%

Allianz Life:
↓19.3%

583

519

637

95.0%

91.9%

92.2%

Allianz General:
10 calendar days

Allianz General:
14 calendar days

Allianz Life:
12 calendar days

Allianz Life:
22 calendar days3

Allianz Life:
20 calendar days

Website: 184,360

Website: 187,460

Website: 398,356

A to Z App: 3,459

A to Z App: 8,680

A to Z App: 22,066

Increase in engagement rate on
Allianz digital platforms

Imagine App: 86%

Imagine App: 95%

Imagine App: 97%

Number of claimed cases
reported via digital platform for
customers

A to Z App: 1,066

A to Z App: 2,654

A to Z App: 6,567
Imagine App: 1,263

5

9

12

New users of digital platform
available

Number of Allianz operations
that have been digitalised
(cumulative)

To develop an
agile workforce
that is aware of
and responsive
to potential
risks

Progress in 2018

Allianz General:
10 calendar days

Average complaint processing
time2

Adopting
technological
innovation

Progress in 2017

(i.e. Enhanced (i.e. e-communication,
Imagine, ePolicy,
SRS, RMFD,
Banca eSub, A to Z
Needs Discovery
App & Expert
Performance
Underwriting)
Management)
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Table 1: Allianz Sustainability Targets and Indicators (2017 to 2019)

(i.e. online premium
collection, auto
underwriting,
submission of
e-claims)

The number of digital partners
on board

Allianz General: 27

Allianz General: 41
Allianz Life: 1

Allianz General: 53
Allianz Life: 1

Number of policies distributed/
sold through digital platforms
(Allianz Online)

Allianz General:
1,000

Allianz General:
11,207

Allianz General:
13,275

Regulatory
Changes

Number of relevant awareness
trainings conducted

8

7

6

Ethics &
Compliance

Number of relevant awareness
campaigns conducted

5

5

4

Percentage of resolved complaints has been added to supplement the indicator ‘Number of Resolved Complaints’ to provide a meaningful
year-on-year comparison.
Data has been restated to indicate calendar days instead of working days, reflecting how the complaint processing information is recorded.
Allianz Life 2018 data was restated to reflect processing time for complaints only. The earlier reported figure included processing time for
complaints and feedback (defined as comments for improvement but not lodged as complaints). More information on complaints can be
found in the Customer Satisfaction section in this report.

45

ANNUAL REPORT 2019

SUSTAINABILITY GOVERNANCE

Theme Target
Provide
employee
learning and
development

Sustainability
Matter 2019
Talent Attraction
& Retention

Yearly Indicators

Progress in 2017

Progress in 2018

Progress in 2019

48.4%

34.4%

62.4%

3.7 days

3.1 days

3.4 days

RM3.72 million

RM3 million

RM2.9 million

Number of employees who
completed professional
examinations

113

94

136

Employee Engagement Index

81%

79%

80%

Percentage of employees who
attended at least one training
session
Number of training days per
employee yearly
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Total RM spent yearly on training
for all employees

Having fair
employment
practices,
fostering
diversity
and equal
opportunities

Fair Employment
Practices

Inclusive Meritocracy Index
Employees by gender and job
position
Employees based on age groups:
below 25 years
25-34 years
35-44 years
45-54 years
55 years and above
Employees with disabilities

Increasing
consideration
of ESG matters
into business
decisions &
operations

Integrating
Sustainability and
Environmental
Management

Number of Sustainable Solutions
offered to customers
Total CO2 emissions per
employee (kg)
Total water consumption
(m3 per year)
Total amount of electricity
consumption (kWh per year)
Total amount of paper
consumption (kg per year)
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Total amount of paper recycled
(kg per year)
To reduce
societal risks
and equalise
opportunities
of underserved
communities

Community
Development

Total number of beneficiaries
Total volunteering hours
Total amount allocated for
beneficiaries through Corporate
Responsibility (RM allocated
yearly)
Total amount of donations
company-wide to support local
communities (RM yearly)
Total amount of sponsorships
company-wide (RM yearly)
Number of community partners

4
5

82%

81%

83%

60%
female managers

60%
female managers

60%
female managers

6%
38%
34%
16%
6%

5%
38%
34%
18%
5%

4%
38%
34%
18%
6%

21 employees

23 employees

24 employees

4

5

6

2,915kg

2,733kg4

2,901kg

22,000m3

18,466m3

19,746m3

4,435,654kWh

4,039,361kWh

4,033,591kWh

119,216kg

111,395kg5

122,760kg

43,417kg

26,596kg

17,872kg

~31,288

~49,591

~16,787

1,470 hours

3,474 hours

5,345 hours

RM2,379,500

RM1,845,540

RM1,977,000

RM562,561

RM279,945

RM172,000

RM1,867,597

RM2,067,030

RM2,696,395
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58

62

The 2018 figure is restated to incorporate the extended scope for paper monitoring described below.
The 2018 figure is restated to incorporate outsourced printing sources that were previously out of scope. More information on our
Environmental Management System can be found in the Environmental Management section of this report.
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OUR STAKEHOLDERS

High

Employees
Agents / Business Partners

Third Party Administration
(TPA) Service Providers

Senior
Management

Customers

Medium

Investors / Shareholders
Contractors / Suppliers / Consultants

Industry Peers

Board of Directors

Service Providers
(Panel Workshop & Panel Clinics)

Government
and Regulators

Social Community

Low

Stakeholder Dependence On Allianz

Stakeholder Prioritisation Matrix
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Our decision-making is built upon the consideration of a diverse range of views. We last conducted a stakeholder prioritisation exercise in
2017 and have repeated this in 2019 to review the applicability of material matters to our business activities. Through the exercise, our Senior
Management team determined our key internal and external stakeholder groups, which are defined by their levels of influence and dependence
on Allianz. We made an additional distinction this year, in comparison to previous years, by breaking down our internal stakeholders into
Employees, Senior Management, and Board of Directors, to represent their different concerns, dependency, and influence on the organisation.
The results of the stakeholder prioritisation exercise are set out in Diagram 2 below. The views of our high priority stakeholders on Economic,
Environmental, and Social (“EES”) topics are of particular interest to us, and are compiled in Table 2 on the following pages. These views are
built into the development of our Materiality Matrix, further explained in the Our Material Matters section.

- Non–Government Organisations
- Industry Associations

Low

- Analysts / Rating Agencies
- Media / Social Media

Medium

High

Stakeholder Influence on Allianz
Diagram 2: Stakeholder Prioritisation Matrix
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OUR STAKEHOLDERS
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Table 2: Stakeholder Concerns by Stakeholder Group
Stakeholder Group

Engagement Channels

Key Areas of Concern

Employees
(consolidates Senior
Management and
Employees)

•
•
•
•
•

• Customer Satisfaction
• Ethics & Compliance
• Cyber Risk

Page 52 - 64

•
•
•
•
•
Third Party
Administration (TPA)
Service Providers

• Sustainability Survey 2019
• One-to-one meetings
• Vendor Integrity Screenings

• Business Innovation
• Ethics & Compliance
• Cyber Risk

Page 52 - 64

Board of Directors

•
•
•
•
•

Sustainability Survey 2019
Director on-boarding training
Directors briefings
Board & Board Committee meetings
Allianz internal publications (e.g. monthly
newsletters & quarterly magazines)
• Learning & development programmes
• Corporate volunteering programmes

• Climate Change & Natural Disasters
• Customer Satisfaction
• Ethics & Compliance

Page 70 - 89

• Sustainability Survey 2019
• Online platforms (e.g. corporate website,
social media, smartphone applications &
mobile messaging)
• Customer satisfaction survey
(Net Promoter Survey, 5-star rating)
• Community events (e.g. Allianz Pacer Run
2019 & Allianz Pacesetter 2019)

• Customer Satisfaction
• Cyber Risk
• Business Innovation

Customers
48

Sustainability Survey 2019
Allianz Employee Survey
Employee on-boarding training
Townhall meetings
Allianz internal publications (e.g. monthly
newsletters & quarterly magazines)
Allianz staff portal
Learning & development programmes
Corporate volunteering programmes
Direct employee feedback
One-to-one interviews

Allianz Response

Page 52 - 64

Page 52 - 64
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Stakeholder Group

Engagement Channels

Key Areas of Concern

Agents/ Business
Partners

• Sustainability Survey 2019
• Allianz internal publications (e.g. Agents’
magazine & quarterly magazines)
• Seminar & annual marketing conventions
• Agents training sessions
• Online platforms (e.g. corporate website,
social media, smartphone applications,
mobile messaging & Allianz agent portal)
• Corporate volunteering programmes
• Corporate events (e.g. festive dinners)

• Customer Satisfaction
• Ethics & Compliance
• Talent Attraction & Retention

•
•
•
•
•
•
•

Sustainability Survey 2019
Annual General Meetings
Quarterly analyst briefings
Quarterly Reports and Annual Reports
Shareholders’ circulars
Fund Performance Reports
Online platforms (e.g. corporate website &
social media)
• One-to-one meetings with fund managers
& investors

• Ethics & Compliance
• Customer Satisfaction
• Climate Change & Natural Disasters

• Sustainability Survey 2019
• Press conferences & events
• Media releases

• Customer Satisfaction
• Cyber Risk
• Technological Innovation

Page 52 - 64

• Sustainability Survey 2019
• Vendor Integrity Screenings
• One-to-one meetings

• Customer Satisfaction
• Ethics & Compliance
• Cyber Risk

Page 52 - 64

•
•
•
•
•
•

• Customer Satisfaction
• Technological Innovation
• Societal Change

Page 52 - 64

Media

Suppliers

Non-Government
Organisations

Sustainability Survey 2019
NGO Integrity Screenings
One-to-one meetings
Corporate giving programmes
Employee volunteering programmes
Media releases

Legend:
Responsible Business
Employer of Choice
Responsible Corporate Citizen

Page 52 - 64

Page 65 - 69

Page 52 - 64
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Investors/
Shareholders

Allianz Response

Page 70 - 89

Page 70 - 89
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High

Key to our long-term success is the recognition and understanding
of topics that affect us beyond conventional operational matters.
In tandem with the stakeholder prioritisation process, we conducted
a materiality assessment exercise in order to identify megatrends
that are perceived as important to our stakeholders and which
impact our business. In accordance to Bursa Malaysia's Sustainability
Reporting Guide, the materiality exercise entailed Stakeholder
Engagement, involving one-to-one interviews and the circulation of
our Sustainability Survey 2019 to eight stakeholder groups. The survey

required stakeholders to rank each sustainability matter, based on
their perception of its importance to Allianz, on a scale ranging from
Low Importance (1) to High Importance (4). Following this, an Impact
Assessment exercise was conducted with Allianz Senior Management
to determine the probability of occurrence and level of impact each
sustainability matter has on Allianz. The resulting Materiality Matrix
and Top Ten Sustainability Matters are indicated in Diagram 3 and
Table 3 respectively. This insight guides us in crafting appropriate
responses to the risks and opportunities that these matters present.

3

1

4

2

6

Medium

11

12

7
8

13

9

14

Low

Medium

High

Overall Impact of Sustainability Matter on Allianz
50

1

Cyber Risk

2

Customer Satisfaction

3

Ethics & Compliance

4

Business Innovation

5

Integrating Sustainability

6

Talent Attraction & Retention

7

Technological Innovation

8

Fair Employment Practices

9

Regulatory Change

10

Environmental Management

11

Societal Change

12

Climate Change & Natural Disasters

13

Community Development

14

Political Instability & Geopolitical Shifts

5

10

Low

Overall Influence on Stakeholder Assessment & Decisions
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OUR MATERIAL MATTERS

Diagram 3: Materiality Matrix

A number of changes were made to the sustainability matters
included for the materiality assessment. The Community Development
category was reintroduced this year as it was raised numerous times
by our stakeholders, thus we recognised its significance as a topic on
its own. The category Quality of Risk Management was removed as
it is reflected across all the topics, which address sustainability risk,
and thus was not a clearly-distinguishable topic for our stakeholders.
Information regarding Allianz’s risk management can be found in the
Statement on Risk Management and Internal Control.
In this year’s materiality assessment, Cyber Risk jumped a number of
places to emerge as our top material matter. Similar sentiments were
recorded in PwC’s Insurance Banana Skins 20196 report which had

6
7

Technology and Cyber Risk identified as the top two risks facing the
insurance sector, and the Allianz Risk Barometer 20207 where Cyber
Incidents were rated as the top peril for companies globally. Our
increasing reliance on data and IT systems corresponds with the scale
of damage possible from threats to them, and in tandem, our efforts
in cyber preparedness and response.
Ethics and Compliance was particularly emphasised by the investor
community, as financial services are expected to uphold the
highest standards of corporate governance in order to build and
maintain shareholder trust. Adherence to Allianz Group standards
in areas such as data privacy, ethical conduct, and information
technology has placed us in a good position to ensure that we meet
these new standards.

https://www.pwc.com/gx/en/financial-services/assets/pdf/insurance-banana-skins-2019.pdf
https://www.agcs.allianz.com/content/dam/onemarketing/agcs/agcs/reports/Allianz-Risk-Barometer-2020.pdf
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Environmental concerns have also become more prominent, no
doubt influenced by the chorus of voices from young persons
around the world. The World Economic Forum’s Global Risks Report
20208 reflects this, as for the first time the top five risks in terms of
likelihood were all from the same category, namely climate change
and related environmental issues. Although gaining prominence,
awareness and understanding of climate change in Malaysia is
still underdeveloped. Moving forward, we intend to leverage on
expertise and insights from Allianz Group to further this topic within
our Company and the national discourse.

Our approach matches global megatrends with national topics
that matter most to our local stakeholders. These considerations
shape our roles as a responsible business, an employer of choice,
and a responsible corporate citizen. As a responsible business,
our product and service offerings take environmental, economic,
and social (“EES”) factors into account. As an employer of choice,
we ensure that we create an inclusive work environment that
encourages and rewards high performance, and as a responsible
corporate citizen, we support and encourage sustainable growth in
the communities that we live and work in.

Table 3: Allianz Top 10 Material Sustainability Matters 2019
Rank

Material Aspect

Scope of Sustainability Matter

1

Themes

Cyber Risk

Data Privacy & Security, risks due to emerging technologies, reputational risks
related to digital media, underwriting risk from cyber insurance

2

Customer Satisfaction

Customer-centric decision-making, relevant and timely support, value-added
services, service provision improvements, responding to customer feedback

3

Ethics & Compliance

Transparent communications, good corporate governance, responsible sales
conduct, clear and accurate marketing

4

Business Innovation

Development into new segments/markets, adapting to future work trends,
preparing for disruption from new competitors

5

Integrating Sustainability

Taking environmental, social, and governance matters into consideration in
business and investment decision-making, providing appropriate/needs-based
insurance solutions

6

Talent Attraction & Retention

Learning and development, rewards and remuneration, career opportunities,
workplace satisfaction, equipping workforce with skills of future economy

7

Technological Innovation

Enhancing digitalisation of processes and product offerings, automation, using
big data

8

Fair Employment Practices

Fostering diversity and equal opportunities, Health, safety and well-being, open
communications

9

Regulatory Change

Introduction of new laws and policies, anticipation and management of evolving
regulations and standards, detariffication

10

Environmental Management
and Climate Change & Natural
Disasters

Internal waste and water management, energy efficiency, carbon reduction,
reducing greenhouse gas emissions
Insuring and investing in renewable energies, providing insurance solutions that
mitigate the impact of natural disasters, considering climate risk in operations
and underwriting

Legend:
Responsible Business
Employer of Choice
Responsible Corporate Citizen

8

https://www.weforum.org/reports/the-global-risks-report-2020
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OUR MATERIAL MATTERS
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Responsible
Business

CYBER RISK

According to the World Economic Forum’s Global Risks Report 2020, more than half of the world’s population is online and roughly
a million more people join the internet every day. Embedding cyber technology is no longer an option if businesses want to remain
relevant. Digital technologies bring great potential for improvement and innovation, but at the same time require vigilance against
the new threats that they present. According to the Allianz Risk Barometer 2020, this may include cyber challenges, such as larger
and more expensive data breaches, an increase in ransomware and compromise (spoofing) to business emails as well as prospect
litigation. Cyber Risk’s prominence as a material matter for us reflects the recognition by our stakeholders of the role that information
technology and data services play in our operations, and this section sets out how we deploy commensurate resources to address
this risk.

Living up to Regulation
All Allianz employees are required to adhere to the Allianz
Group Information Security Policy and Standard, governing
information confidentiality, integrity, availability, and non-repudiation.
The importance of addressing cyber risk is emphasised not just
internally but also highlighted by Bank Negara Malaysia (“BNM”)
through the introduction of the Risk Management in Technology
(“RMiT”) policy document. Following this, Allianz General and Allianz
Life have conducted a gap analysis and formulated appropriate
action plans to meet the expectations and requirements prescribed
under the RMiT policy document.

Data Protection

52

Allianz, as a part of the wider Allianz Group network, benefits from the
expertise and resources of Allianz Group. This includes a centralised
IT security monitoring system that is constantly scanning for threats
or breaches to our cyber defences. We are also required to comply
with Allianz Group policies related to information systems, such as
the Allianz Group Information Security Policy and Standard, on top
of BNM’s guidelines governing the same. More information on these
policies can be found in the Statement on Risk Management and
Internal Control.
We are in stringent compliance to the Personal Data Protection
Act 2010 (“PDPA”). Additionally, Allianz Life and Allianz General

are also bound to follow the Code of Practice on Personal Data
Protection for the Insurance and Takaful Industries in Malaysia.
As a global group, we are also required to abide by the
European Union (“EU”) privacy law, namely the General Data
Protection Regulation (“GDPR”), which not only addresses the
requirements of the digital age, it raises data protection standards
applicable to personal data originating from, or processed in,
the EU. The Allianz Privacy Standard, which can be viewed in the
Privacy Statement on Allianz’s website, sets out our approach
and commitment to comply with GDPR on top of local privacy
laws and regulations by considering privacy in the design of
any aspect that deals with personal data so that by default,
we only collect what is necessary and reduce the risks of data privacy
loss. We raised awareness of the importance of complying with data
protection regulations as well as the consequences of not doing so
through a mandatory online training and assessment that was rolled
out across Allianz, for all our employees.
View the Allianz Privacy Standard at: www.allianz.com.my/privacy-statement

We have a Data Privacy Professional (“DPP”) who is responsible
for ensuring that data privacy and protection-related compliance
processes are appropriately implemented, maintained, and adhered
to in accordance with local laws and Group requirements. In case
of an incident reported involving breach of customer data, the DPP
and the data privacy team will be notified to investigate and take
appropriate mitigation action.
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Building a Risk-Resilient Culture

We regularly test our cyber resilience through, for example:

Cyber criminals often target the human layer, which they perceive to
be the most vulnerable part of any cyber defence. As such, we are
diligent in equipping our workforce with knowledge on mitigating
and effectively responding to cyber risks. At least 5% of our entire IT
budget is allocated to information security, and cyber risk forms part
of our Business Continuity Management under the Allianz Standard
for Protection and Resilience (“ASPR”). The ASPR is an Allianz Group
policy that outlines the framework, principles, and procedures on
establishing, implementing, and maintaining a holistic approach
to Protection and Resilience. It fosters an organisational culture
that anticipates, prepares for, and adapts to changes and sudden
disruptions in order to protect Allianz business operations (IT and
Non-IT), personnel, and physical assets.

• Quarterly phishing campaigns where e-mails are sent to employees
to educate and test for vulnerabilities
• Cyber security drills involving the IT incident response team to
test their reaction to security incidents such as ransomware or
cyber-attacks
• Half-yearly functionality testing of disaster recovery servers
• Annual security assessment of all applications and networks by
an independent third party security provider, which includes a
penetration test

Under the ASPR, all employees undergo an annual e-learning
training covering the topics of Protection and Resilience, Business
Continuity Management, and Crisis Management awareness.
Additionally, the Board of Directors and Senior Management are
required to attend a training session on emerging threats and
trends in Business Continuity Management and Crisis Management,
with cyber and systemic risk topping the agenda in 2019.

Additionally, all employees are required to complete an annual
e-declaration that covers topics such as data classification, password
security, social engineering, social media risk, and mobile device use,
amongst others. This is to ensure that their awareness of cyber security
and data privacy risks is regularly refreshed. Other steps taken to
reduce risk of customer data breach include:
• Restrictions on the use of USB devices and ports
• Data Loss Prevention policy whereby sending or uploading of files
that contain sensitive information is automatically flagged
• Privilege access management solution that manages users’ access
rights and secures Allianz’s IT system from identity theft and data
leakage
• Two-factor authentication (“2FA”) for remote access of Allianz’s
internal system
• Hard disk and device encryption
Following annual IT penetration tests and round-the-clock
monitoring, we did not face any significant incidents or breaches
in 2019.
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Customer satisfaction remains a priority for us as we continue to innovate with customer needs in mind. This includes expanding our
offerings to cater for broader sections of society, increasing accessibility through the expansion of our channels, and staying abreast
of societal trends to ensure that our protection remains relevant. As we transition into the second phase of the Group-wide Renewal
Agenda, we continue to focus on simplification and superior service to deliver on our promise to customers. The principle of True
Customer Centricity remains at the core of all our actions, guiding us to achieve our aspiration of being the most reliable partner, always
delivering in moments of truth. Our insurance footprint, made up of 3.6 million policies held by 2.3 million customers, is illustrated in
Diagram 4 below.

Our Insurance Footprint
Perlis
Kedah

Sabah
Penang
Kelantan
Terengganu

Perak

Pahang
Selangor

Sarawak

Negeri
Sembilan
Melaka
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Johor

<100K Customers insured

100K to 200K Customers insured

>200K Customers insured

Diagram 4: Our Insurance Footprint

Understanding Our Customers
The annually conducted Net Promoter Score (“NPS”) is an assessment of brand loyalty that offers us insights into customers’ interactions with us.
Our results in 2019, illustrated in Table 4 below, show a decreased score from both Allianz General and Allianz Life, reflecting an overall decline in
the market. However, Allianz General retains its Above Market position while Allianz Life sits At Market, and service remains a key business driver for
both subsidiaries.
Table 4: Net Promoter Score

Allianz General

Top Down NPS Performance 2017

Top Down NPS Performance 2018

Top Down NPS Performance 2019

-4.6%

+0.9%

-2.4%

3.3%

-5.2%

+12.2%

-7.1%

19.3%

(Market average = -13.5%)
Allianz Life

(Market average = -10.6%)

(Market average = +2.4%)
(Market average = -0.9%)

(Market average = -8.5%)
(Market average= -8.1%)
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For the Road Rangers service, customers
rated us 4.62 Star in our 5 Star experiential
rating in 2019
From Customer Service to Customer Advocacy
We recently revamped our Customer Service Institute with the aim of
creating a pool of certified customer service professionals that can
provide the convenience of a one-stop centre service. On top of
completing customer transactions, they look holistically at customer
needs, provide relevant advice, introduce additional options, and
highlight potential policy impacts that may arise from customer
decisions. We piloted this new advisory and relationship approach
in 2019 which, through needs-based analysis and appropriate
recommendations to customers, helps to close the insurance
protection gap. We also continued with our process of centralising
customer service activity, directing calls from our branch offices to
the Allianz Contact Centre. This allows for greater quality control and
improved management of call volumes.
We continue to work together with our intermediaries to ensure
that they fulfil our service aspirations. We recognise the entrance of
various disruptors into the insurance market but are confident that our
approach of offering superior knowledge and service brings added
value to our customers. In 2019, we started the journey of building our
Allianz General agents into topic specialists by rolling out training with
the purpose of ensuring they are technically proficient in their respective
focus areas. This is bolstered by employee training to better support
our intermediaries, as well as one-to-one coaching with the aim of
enhancing their performance.
Our strategy of building an advisory relationship with our customers
supports the principles of the Fair Treatment of Financial Consumers
(“FTFC”) policy introduced by BNM in late 2019, further elaborated on in
the Regulatory Change section.

Listening to Our Customers
Since the extension of our Allianz Contact Centre business hours from
8am to 8pm, approximately 4.6% of customer calls, not including
accident and breakdown assistance requests, came outside
traditional business hours. Use of our live-chat and social media
customer touchpoints is also on the rise, representing 18% of customer
correspondence volumes in just a year since their introduction.
Recognising that today’s customers expect immediate service
at a time that suits them, our revamped customer on-boarding
procedure introduces customers to self-service options such as Allianz’s
Customer Portal and the A to Z app. However, if they need support or
to speak with someone, they can be assured that help is merely a phone
call or a click away.
In future, we look to deploy our digital assets to automate more
processes, for example allowing customers to check their vehicle’s No
Claims Discount (“NCD”) status via mobile interactive voice response
(“IVR”) anytime anywhere without having to speak to our Customer
Service Associates. We are also piloting technologies such as One Time
Password (“OTP”) and facial recognition as a means of simplifying
processes and improving data security and verification. By empowering
our customers to choose when and how they want to interact with us,
we aim to reduce unnecessary wait time, improve efficiency, and remain
relevant to their changing needs.
In 2019, we saw an increase in the number of complaints received.
We also saw a slight decline in the number of compliments received,
as illustrated in Diagram 5 below. Nevertheless, we welcome any
feedback and work on the principle that any dissatisfaction must be
addressed and systemic-level changes made should they prevent the
issues from recurring.

Complaints
2017
2018

614
565
691

2019

Compliments
2017

92

2018
2019

113
108

Diagram 5: Number of Customer Complaints and Compliments in 2019

SUSTAINABILITY REPORT 2019

We have implemented a 5-star review system to gather customer
satisfaction ratings based on their experience with Allianz at specific
points in their customer journey. This methodology has been piloted
since May 2019 with the Road Rangers service – our nationwide motor
accident assistance for our Motor Comprehensive (Private Car)
policyholders – where we observe an increased participation rate
compared to the NPS due to the simplicity of the feedback process. This
detailed feedback enables us to pinpoint problem areas and thus target
areas for improvement.
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We restated the complaint processing time in the Sustainability
Targets and Indicators in Table 1 to reflect our methodology of
calculating calendar days instead of working days. The Allianz Life
figures were previously reported as 16 days as they included the
turnaround time for processing feedback and complaints. All data has
been restated to reflect only the processing time for complaints, and
this is illustrated in Table 5. Our average complaint processing time
increased for Allianz General and decreased for Allianz Life. This is

attributed to the complexities of certain cases that required in-depth
investigation, including performing a deep dive on root cause analysis
and corrective action planning for all cases, and objection handling.
Nevertheless, we strive to delight our customers, and were able to
resolve 92.2% of complaints lodged, as indicated in Diagram 6. We are
constantly monitoring trends for any irregularities and strive to ensure
that for each and every case, complaint resolution does not exceed the
14-day industry standard.

Table 5: Average Complaint Processing Time for Allianz General and Allianz Life

Average complaint processing time

Year 2017

Year 2018

Year 2019

Allianz General

10 calendar days

10 calendar days

14 calendar days

Allianz Life

12 calendar days

22 calendar days

20 calendar days

Percentage of Resolved Complaints (%)
2017
2018
2019

95.0
91.9
92.2

Diagram 6: Percentage of Resolved Complaints

Allianz Road Rangers
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We continue to improve and evolve our Road Rangers service by
introducing features that increase the level of safety and convenience
to our customers. Tow trucks in our fleet are equipped with security
cameras that record the incident scene to ensure transparency and
accountability during what can be a stressful experience. Allianz Tow
Truck drivers and members of the Allianz Bike Brigade are specially
trained to put customers first and ensure that they are in a safe
situation before dealing with the vehicle. This includes safety measures
such as assisting with traffic management at a breakdown site and
also ensuring that our tow trucks are brightly lit in low-light situations
for the safety of other road users. This practice is reinforced through
periodic training as well as stringent operating policies.

Road Rangers tow trucks are brightly lit to ensure the safety of
our customers, our responders, and the general public

Ready in Moments of Truth
In November 2019, Allianz General deployed its claims caravan along
with three 4x4 vehicles to better assist customers during the monsoon
season. The vehicles were positioned at Allianz branches near floodprone areas so that they were easily accessible for claims submission
and site inspections could be conducted quickly. Part of Allianz’s
commitment to expedite support for flood-affected customers in their
time of need included the deployment of a loss adjuster within 24 hours
and a promise to make a settlement or an interim payment within seven
or five days respectively from site attendance.

Allianz deployed its mobile claims service to expedite claims
processing for flood-affected customers
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Recognising the increasing number of cancer cases diagnosed each year, Allianz has two solutions that address the financial burden of dealing
with a cancer diagnosis. The first is Allianz Cancer Protect, a comprehensive plan giving policyholders financial flexibility in managing a cancer
diagnosis by allowing them to choose either to receive a lump sum payment or to seek treatment, with borderless access to the best medical
specialists across the world. Policyholders choosing overseas treatment will experience a seamless journey, with all arrangements including flight
tickets, accommodation bookings, and hospital appointments taken care of until their return home. The process is simplified to make it as accessible
as possible by only requiring customers to answer three underwriting questions upon application. Of over 600 Allianz Cancer Protect policies sold,
less than 2% have required further inquiry.
The second solution Allianz has launched is MediSafe Infinite+, a primary medical rider for Allianz PowerLink, which offers customers extensive
cancer coverage when seeking medical treatment locally. This new cancer coverage includes access to new medical technology in cancer treatment
such as genomic testing, targeted therapy, hormonal therapy, and immunotherapy.
To support the rollout of these products, we want to build the empathy of our intermediaries towards customers facing a cancer diagnosis. We have
organised knowledge-sharing forums as well as tours of cancer facilities in Malaysia, in the hopes that this will enable them to provide caring and
meaningful service to our customers.
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Facing Cancer Together
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Allianz agents attending a talk on cancer after touring Sunway Medical Centre's cancer facility

Recognised for Excellence
We are driven by our service aspiration of delighting our customers and are grateful that our efforts have been acknowledged. In December 2019,
Allianz Life took home The Brand Laureate Industry Champion Brand ICON Award 2019 which celebrates and recognises Allianz Life for its brand
leadership and standard of excellence achieved in the life insurance industry.
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As a financial institution our business is built on the promise that we make to our customers, and as such is based on our customers’
trust. Allianz earns and maintains this trust through stringent application and enforcement of policies and standards in the areas of
ethics, transparency, and accountability. We are compliant not only with local and national laws, but also to Allianz Group's policies
that are in compliance to EU standards and regulations. More information on how we respond to newly introduced regulations
applicable to us can be found in the Regulatory Change section of this report.

Embedding Ethics into Our Organisation
Being a service-based industry, we take matters related to ethical
behaviour and proper conduct very seriously. A management-level
Ethics and Compliance Committee and Integrity Committee are
responsible for the oversight of related topics, and they report to the
Senior Management and Board-level Audit Committee respectively.
Our policies and guidelines related to ethical behaviour are listed out
in Table 6, and further information can be found in our Statement on
Risk Management and Internal Control.
While we continue to expand our digital offerings, our business is still
largely dependent on our intermediaries. Thus, it is imperative that
our agency force adheres to the highest standards. Our agents are
required to comply with a minimum standard of conduct set out in
the Sales Policy and Sales Agent Code. Any incidents of misconduct
are deliberated upon and the corresponding disciplinary action is
meted out by the Integrity Committee of Allianz Malaysia Berhad
and respective Ethics and Compliance Committees of Allianz Life and
Allianz General, based on the Sales Compliance Disciplinary Policy.
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The Balanced Scorecard (“BSC”), which forms part of the Life
Framework, is an initiative by BNM to professionalise intermediary
sales conduct by linking ethical considerations to the way their
remuneration is calculated. This includes qualitative indicators
across five dimensions that are used to measure an agent’s quality
of service. In 2019, Allianz Life agents scored well according to the
BSC system, no doubt aided by tools such as the Needs Discovery
feature incorporated into agents’ Imagine digital application that
aims to provide appropriate recommendations to customers. Some of
the enhancements made to our Needs Discovery tool are detailed in
the Technological Innovation section.
We further ingrain the principles of ethical selling among agents
through tailored on-boarding programmes for new agents, yearly
refresher trainings, as well as consistent reminders in our internal
communications. Our approach is based on the 4Rs – namely to
Remind, Review, Recap and Reiterate. Allianz Life agents are able
to access these trainings via our online learning and development
system – AllianzLearn. More information on this can be found in the
Technological Innovation section.

Table 6: Policies, Guidelines and Codes of Ethics in Allianz
Policies/Guidelines/Codes

Scope

Applicability

Allianz Group Code of Conduct
for Business Ethics and
Compliance

Sets out the minimum standards of conduct for Allianz employees worldwide. The
Code of Conduct emphasises each employee’s personal responsibility in fulfilling
minimum standards of conduct in their daily practice.

All Employees

Allianz Fit and Proper Policy
and Procedures for Key
Responsible Persons

Ensures that key responsible persons have the integrity and competence required to
perform their roles.

Directors, CEOs, Key
Personnel Employees

Allianz Whistleblowing Policies
and Procedures

Describes Allianz Group’s Speak-up policy and management of whistleblowing
incidents.

All Employees

Allianz Group Anti-Fraud Policy

Defines fraud events and their follow-up actions.

All Employees

Allianz Group
Anti-Corruption Policy

Outlines existing controls and behavioural guidelines on the risk areas of dealing
with government officials, business courtesies, hiring of representatives, political
contributions, joint ventures and outsourcing agreements, as well as facilitation of
payments.

All Employees
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Policies/Guidelines/Codes

Scope

Applicability

Allianz Vendor Integrity
Screening

Sets out the procedure to screen and ensure the integrity of our business and
community partners to ensure strong and lasting working relationships with our partner
organisations. This procedure assists in managing the selection of organisations that
we wish to work with and to monitor such relationships over time.

Vendors

Allianz Anti-Money-Laundering
and Counter Financing of
Terrorism Policies and Procedures

Implements and enforces effective anti-money laundering/ counter terrorism financing
measures.

All Employees and
Intermediaries

Allianz Group Gifts and
Entertainment Policy

Sets out the procedures and requirements of offering, giving, promising, or authorising
any Gifts/Entertainment to clients or business partners or to receive the same from
them.

All Employees

Allianz Antitrust Standard

Outlines the core set of principles and measures to ensure Antitrust compliance in all
Allianz companies.

All Employees

Allianz Antitrust Code

Forms part of the Allianz Antitrust Standard and sets out four Rules of Conduct when
dealing with competitors, customers, and business partners.

All Employees

Allianz Sales Policy and
Sales Agent Code

Promotes professional sales conduct of intermediaries representing Allianz, on top of
the Code of Ethics and Conduct imposed by respective insurance associations.

Intermediaries

Bank Negara Malaysia’s
Guideline on Employee
Screening

Aims to promote an ethical workforce within the financial sector by strengthening the
screening practices for recruitments and improve transparency of conduct histories of
prospective employees for informed hiring decisions.

Hiring of employees

Allianz Product Development
Management Policy

Promotes sound risk management practices in the development and marketing of
products, including that they are appropriate to the needs, resources, and financial
capability of the targeted consumer segments.

Employees responsible
for product development,
pricing, and marketing

Continuous Training on Ethics and Compliance
We continue to stress the highest standards amongst our employees,
emphasised in our Employee Code of Conduct and reiterated in
annual e-declarations that they understand and adhere to various
guidelines and policies covering topics such as non-discrimination and
harassment, dealing with confidential information, fraud detection,
insider trading, external communication, conflicts of interest,
anti-corruption and bribery, gifts and entertainment, and protection
of our property and natural resources. This is reinforced through our
internal communications, as well as through targeted campaigns
such as those held in conjunction with Anti-Corruption Day and Fraud
Awareness Week, and training sessions held to educate employees
on the General Data Privacy Regulation (“GDPR”), explained further
in the Cyber Risk section.

Non-Profit and
Non-Governmental
Organisations

SUSTAINABILITY REPORT 2019

Allianz Non-Profit &
Non-Governmental Integrity
Screening

Examples of awareness training and campaigns conducted in
2019 are:
• On-boarding training for new employees on compliance and
regulatory topics
• Annual Anti-corruption and Anti-Fraud Awareness training for all
employees
• Annual Anti-Corruption & Anti-Fraud Awareness Training for High
Risk Employees
• Anti-Money Laundering/ Combating the Financing of Terrorism
(“AML/CFT”) training for frontline employees
• Foreign Account Tax Compliance Act (“FATCA”) training for Policy
Management employees
• GDPR training for all employees
• Compliance Awareness Week 2019
• International Privacy Day
• International Fraud Awareness Week 2019
• International Anti-Corruption Day
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Recent years have seen the entrance of new players into the industry, forcing conventional insurers to reconsider their approach in
order to compete and stay relevant. We believe that our capacity and appetite for innovation puts us in a strong position to take
advantage of our expertise and experience while optimising the opportunities that the Fourth Industrial Revolution presents.

Digital-led Strategy
We have a strategy in place to drive digital initiatives comprising four pillars, namely digitally-enabled distribution, digital customer solutions,
digital communications and marketing, as well as e-operations and e-services. We support all our channels, thus our strategy encompasses not
just Allianz’s capacity to reach customers directly online but also equipping our intermediaries to enable them to better approach and serve
customers. This includes developing assets that assist with their digital journey, such as our capacity to build Open Application Programming
Interface (“API”) capabilities, and creating websites for agents to bolster their web presence. E-operations and e-services play a part in this as
well, helping our intermediaries increase their process efficiency so they can spend more time servicing customers’ needs.

Innovation through Collaboration
We firmly believe in collaborative innovation and continue to expand our partnerships, with 54 digital partners on board in 2019. Our partners
span industries such as e-commerce, mobility, finance, retail, and property, amongst others, enabling us to reach new customers through
non-traditional channels. We see this as a win-win situation where we benefit from our partners’ ability to craft great user experiences while we
use our technical expertise to tailor insurance solutions that suit their unique circumstances, thus driving our strategy of enhancing and growing
our digital customer solutions.
Through our partnership with Speedhome (previously known as Speedrent), we contribute towards homeowners' peace of mind when renting
out their homes by seamlessly fitting into a complete rental experience. Speedhome offers a one-stop platform for homeowners, from advertising
properties to selecting tenants, generating paperless agreements, and even managing rental payments. Allianz’s coverage options specially
tailored for Speedhome are simple to understand, purchase, and claim from, thus contributing to Speedhome’s aspiration of being the safest
end-to-end property platform.
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Speedhome customers are protected from losses to their property such as damages, theft, unpaid utilities, and unpaid rental
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Through our partnership with Touch ‘n Go eWallet, their PayDirect
and Radio Frequency Identification (“RFID”) users were offered
free personal accident insurance from Allianz during a four-month
campaign. This gave some of their customers their first experience of
protection with Allianz. Similarly, through our partnership with POS
Malaysia, we are able to reach POS Malaysia customers through
their 700 branches nationwide. This enables us to offer needs-based
products such as our Kampungku home protection product, more
information for which can be found in the Integrating Sustainability
section. Having a wide distribution channel also allows us to develop
new, relevant products, such as parcel and utility insurance, to be
launched in 2020. Partnerships give us access to new channels,
helping us to expand our offerings while supporting BNM’s target of
increasing insurance coverage amongst Malaysians.
We are constantly on the lookout for new opportunities in the
ever-evolving digital field and recognise that many of the biggest
disruptors have humble beginnings as start-ups. We engage with
this community through our connection with the Malaysia Digital
Economy Corporation (“MDEC“) and the Malaysian Global Innovation
& Creativity Centre (“MaGIC“), as well as through knowledge-sharing
outreach programmes held in co-working spaces.
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Free Personal Accident Insurance was offered to Touch 'n Go
eWallet's PayDirect and RFID users
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Our efforts in technological innovation continue our Renewal Agenda aspiration of becoming Digital by Default. We use automation
and new technologies to transform our insurance backbone and enhance the way we communicate with our customers. More
information about how we are leveraging partnerships to enhance our digital solutions and outreach can be found in the
Business Innovation section.

Digital by Default
At Allianz, we embrace technology as a means of serving our
customers faster, more efficiently, and in a way that suits their needs.
We recognise that in the current business landscape, customers
are not comparing us to their previous insurance experience but to
new service industries developed around user experience. One way
that this impacts user expectations is the desire for near-instant
feedback after interactions. In response to this, we have digitalised
our communications and automated large parts of our operations.
In Allianz Life, we have been steadily reducing our paper
communications, such that from 50% of communications being digital
in 2018, we have achieved a 90% e-communications rate at the
end of 2019. Allianz General is also working on reducing paper
renewal notices and hardcopy policies. Not only does this mean that
we can reach our customers quicker, an added bonus is that we are
able to reduce the amount of paper and postage used for these
communications.

Consistency through Digital Tools
62

assets such as one-time password (“OTP“) and facial recognition
software which may lead to greater time savings, enhanced data
verification security, and improved agent and customer satisfaction. We
are cognisant of upcoming policy related to the application of digital
assets, such as BNM’s Electronic Know-Your-Customer guidelines, and
take full effort to remain on par with the highest standards in ensuring
our customers’ data security.

“We believe that simplicity wins in delivering
greater customer satisfaction, and more
importantly enhancing our agency productivity
and service. What we have achieved so far is
just the tip of the iceberg when it comes to
evolving the way we serve our customers and
making things better.”
Joseph Gross
CEO Allianz Life

The Imagine app, used by Allianz Life agents, serves as a single platform
tool for pre- and post-sales servicing. Since 2018, Allianz Life agents
have been able to use a scientific Needs Discovery tool built into the
app. By following a standardised process, we are able to achieve
consistency in the way that customer needs are ascertained, despite
working through various intermediaries. One enhancement made
to the Needs Discovery tool in 2019 was the integration of selected
Allianz General products into the Imagine app such that customers
could receive quotations for them should a protection gap be identified.
Available in three languages, agents are able to easily illustrate medical
protection needs and also assist with wealth and legacy planning.

We continue to develop in-house digital tools to assist in our service
provision to our customers. This includes the Allianz Risk Assessment
Information System (“AiRIS”) used by our employees when conducting
risk surveys, specifically for fire risk. Via AiRIS, it is more convenient to
collect information on the physical qualities of surveyed locations,
convert this into a standardised score, and categorically store this
information in our servers. This greatly minimises the time and effort
required for the overall process. In 2019 alone, over 600 cases were
entered into AiRIS, and we hope to incorporate further processes within
the system to achieve greater efficiencies.

As of November 2019, agents are also able to submit reimbursement
claims digitally via the Imagine app. The take-up rate has been
encouraging, with 20% of claims coming from this channel in just
two months. This contributes to increased efficiency as it replaces a
manual process requiring agents to submit physical forms to the branch,
and has the added bonus of significantly reducing paper use and
operational costs. We are currently exploring other identity verification

In September 2019, we launched our online learning and
development system for Allianz Life agents, called AllianzLearn.
87% of our agency force has already adopted AllianzLearn, using
it to register for classroom-based learning and also attend training
sessions offered online. We continue to expand our e-learning options
and look to integrate digital tools to incorporate a collaborative
learning experience.
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Allianz Life’s 5-minute Underwriting Journey

Auto-underwriting
triggers

Digitalisation for Customer Convenience
As a result of a concerted push for efficiency gains through
digitalisation, 2019 saw Allianz Life achieving the aspirational
target of five-minute underwriting, illustrated in the Five-Minute
Underwriting Journey box. In December 2019, 23% of Allianz Life’s
policies – from payment to issuance of e-policy – were delivered
at or below 5 minutes – with the idea that it should be ready within
the time it takes for a customer to have a coffee with their agent.
This builds on lessons learned from our Expert Underwriting System
(“EUW”), which utilises a pre-defined rule engine to automate the
approval of non-complex medical cases. As of 2019, 73% of our
cases have an automated first decision through EUW, shortening
the overall sales cycle and freeing up our underwriters to focus on
more complex cases. We are changing the image of insurance from
one that is cumbersome and paper-based to one which is simple
for the customer.
Number of Claims Submitted through the A to Z App
2017
2018

If approved,
customers can
pay with
e-payment via
Imagine app

e-Policy is
generated

Our A to Z app allows customers to easily access information on their
policies and medical cards, search for panel clinics and hospitals,
and submit hospital guarantee letter requests. Policyholders
may also use the platform to submit their medical claims, with
receipts necessary only for claims above RM300. As illustrated in
Diagram 7, a total of 6,567 claims were submitted through the
app in 2019, more than double the 2018 figure. The A to Z app has
also seen a huge increase in its registered users to 22,066 in 2019,
more than double the number in 2018, driven by our Employee
Benefit customers.
In order to fully benefit from digitalisation, we constantly review
our operational processes, looking for areas that can be
automated or digitalised, and this has impacted our finance, human
resources, and underwriting functions, amongst others. Apart from
increasing efficiency and reducing human error, these initiatives
tend to also impact positively on our environmental footprint,
and free up our employees from physical tasks, in accordance
with our organisational transformation efforts detailed in the
Talent Attraction and Retention section.

1,066
2,654

2019

6,567

Allianz Malaysia Facebook Page

Diagram 7: Number of Claims Submitted through the A to Z App

43,715 new likes in 2019

At the end of 2019, Allianz General launched self-service motor
endorsements for agents via our own issuance platform, enabling
agents to perform faster policy changes for our customers. We have
also improved our capacity for e-policy issuance such that 70% of
our Allianz Life policies and 91% of our Allianz General policies are
issued electronically. e-Policies enable us to shorten our turnaround
time by delivering policy contracts, statements, and letters to
policyholders digitally. On top of that, Allianz customers can access,
download, and print their documents at any time that suits them
via our Customer Portal.

9,658 comments
11,741 Shares
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Agent submits
online
application
form via
Imagine app
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The Fourth Industrial Revolution can be characterised by its fluid nature and incredible pace of change. The same kind of disruption
that has overthrown conventional industries has necessitated the enactment of new regulation and creation of new policies to address
previously immaterial concerns. Beyond existing regulation, companies must also consider those that are in development, how long it
will take to comply with them, and the costs and risks of delay in doing so.
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Regulating the Digital Realm
Cyber risk, being a primary concern of our key
stakeholders, was also at the fore for industry
regulators, as evidenced by BNM’s introduction
of the Risk Management in Technology (“RMiT”)
policy document in 2019, which came into effect
on January 2020. The regulation consolidates
policies related to technological risk, including
asset management, technology operations,
technology audits, data centres, service
providers, and cloud services, amongst others,
with the aim of preventing the exploitation
of weak links in interconnected networks and
systems that may be detrimental to financial
institutions and the overall financial system.
Allianz conducted a gap analysis between the
RMiT guidelines and our current practice, and the
resulting roadmap to compliance was submitted
to BNM, while implementation is ongoing. More
information on our efforts to address RMiT can
be found in the Cyber Risk section.
The e-Payment Incentive Fund (“ePIF”)
Framework, introduced by BNM in 2018, was
designed to encourage the migration towards
electronic payments to drive the displacement
of cheques, thus mitigating the risk of premium
collection being misappropriated. We are
required to contribute to the ePIF whenever
a physical cheque is issued or received, and
this amount is used to incentivise e-payments
among intermediaries and customers. In Allianz,
96.2% of payments received from customers
are electronic, and we have also transitioned to
e-payments in our dealings with our suppliers
and intermediaries. Allianz supports the added
transparency that digital payments provide.

Improving Clarity in Our Financial
Reporting
The International Financial Reporting Standard
(“IFRS”) 9 and 17 Project is a multi-year project
in collaboration with Allianz Group and Allianz
Group Singapore Branch (“AZAP”) to enable
us to comply with the two new accounting

standards, IFRS 9 Financial Instruments and IFRS
17 Insurance Contracts. The implementation of
the two IFRS standards will bring implications to
our data, system, processes, financial reporting,
products and pricing strategy. The new IFRS will
impact the way that we recognise revenue and
profit over the coverage period of the insurance
policy and also requires extensive disclosures.
This will give insurers and investors better
visibility on the financial performance of the
insurers, and thus promote greater transparency
to aid decision-making.

Treating Customers Fairly
In November 2019, BNM issued the policy
document on Fair Treatment of Financial
Consumers (“FTFC”), portions of which came into
effect from November 2019. The FTFC outcome
encompasses corporate culture, fair policy terms,
information disclosure, fair dealings, suitable
advice and recommendations, and customer
redress. The Treating Customer Fairly Charter
outlined in the FTFC is embedded into the Allianz
Service Charter, which governs our dealings with
customers and can be found on our website. Our
own strategy of building an advisory relationship
with our customers, detailed in the Customer
Satisfaction section, supports the principles
of the FTFC, and we welcome the introduction
of this policy that furthers the standards of
customer service in our industry.
View the Allianz Service Charter at:
www.allianz.com.my/service-charter

In light of the introduction of Section 17A of
the Malaysian Anti-Corruption Commission
Act 2019, in effect from 1 June 2020, we are
taking the opportunity to review our practices
and policies to ensure they are appropriate
and adequate. Section 17A is in line with the
Group’s Code of Ethics & Anti-Corruption
Policy, emphasising zero tolerance towards
any corrupt or inappropriate activities. We
are also dedicated to firmly managing any of
our employees or agents found to infringe the
integrity of our operations, as described in the
Ethics and Compliance section.

In 2019, BNM introduced new requirements
with regards to Investment-Linked Business
(“ILB”) which aims to promote and maintain high
corporate governance and professionalism in
the administration of investment-linked business,
ensure professional and proper conduct in
the sales and marketing of investment-linked
policies, and enhance product transparency
and disclosure to protect the interests of policy
owners. An important part of the guideline
pertaining to product transparency and
disclosure is that all insurers are required to
disclose customers’ expected policy duration at
least annually and prior to effecting a change in
their policies, allowing customers to make better
and more informed decisions pertaining to their
insurance needs. This, we believe, will ultimately
help in the long-term sustainability of ILB.

Supporting the Transition to a
Low-Carbon Economy
The Task Force on Climate-related Financial
Disclosures (“TCFD”) was established by the
Financial Stability Board (“FSB”) to develop
recommendations towards more effective
climate-related disclosures, focusing on the
financial impact of climate-related risks and
opportunities on an organisation. In response
to this, BNM has established the Joint
Committee on Climate Change to drive a
concerted effort from Malaysian financial
institutions. Our CEO, Zakri Khir, has been
invited to join the aforementioned committee
to contribute expertise and insight. BNM has
issued a discussion paper on Climate Change
and Principle-based Taxonomy that stresses
the importance of keeping global warming well
below 2°C, and which is aligned with Allianz
Group’s global commitments, further detailed
in the Environmental Management section.
We will incorporate relevant recommendations
into our operational strategy in order to
prepare and build our capability to manage the
financial risks from climate change.
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Allianz relies on our people to deliver on our promise to our customers. A capable and skilled workforce is an important driver of our business
strategy, and we recognise the need to attract, build, and retain high quality talent. As automation becomes increasingly ingrained in our
operations and we reduce the number of processes requiring manual-based tasks, we are able to enhance our employees’ roles such that
they are able to focus on higher-order skills that help us to innovate and improve our service. In 2019, we employed over 1,800 people via
our 32 branches located nationwide, as illustrated in Diagram 8.

Our Employment Footprint
Perlis
Kedah

Sabah
Penang
Kelantan
Terengganu

Perak

Pahang
Selangor

Sarawak

Negeri
Sembilan
Melaka

Head Office

Johor

Our Branch Offices

< 50 Employees

50 to 100 Employees

> 100 Employees

Diagram 8: Our Employment Footprint

Listening to our Employees
Our annual Allianz Engagement Survey (“AES”) allows us to gauge employee experience in the areas of workplace environment, job
satisfaction, as well as management and leadership. The AES is extended to all our permanent employees who have been in Allianz for
at least six months, and 2019 saw a 95% participation rate. The AES is a channel for employee feedback and highlights to us areas of
dissatisfaction and potential improvement specific to each department, for which follow-up actions are developed together with the Human
Resources department.
The AES results serve as a key indicator of our employee engagement, leadership culture, and workplace wellness, which are measured as
part of overall company performance. The Employee Engagement Index (“EEI”) is a leading indicator of the degree of pride, satisfaction,
advocacy, and loyalty of our employees towards Allianz. Our EEI rating improved slightly at 80% compared to 79% in 2018, a positive sign
that employees understand and are on board with the current organisational transformation, discussed in Innovating for the Future, and
that the necessary follow-up action has been taken to address employee satisfaction levels. The EEI results are illustrated in Diagram 9.
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Employee Engagement Index

EEI (%)

2017

81%

2018

79%

2019

80%

Diagram 9: Employee Engagement Index

Two other dimensions of the AES – the Inclusive Meritocracy Index
(“IMIX”) and Work-Well Index (“WWi”) – are discussed in the
Fair Employment Practices section.

Awarding Continued Service
Our long-serving employees are recognised through our Loyalty
and Silver Jubilee Awards, where they receive a cash award upon
reaching certain milestones, beginning from a consecutive period of
ten years’ service and greater. A total of 122 employees received
Loyalty Awards in 2019, with the tenure of these Loyalty Award
recipients averaging at 17 years.

Nurturing Young Talent
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At the same time, we recognise the need to nurture the high potential
talent within our company. The Young Board Programme and the
Management Associate Programme were established with the aim
of developing future leaders through structured assignments across
various functions of the organisation. Both programmes provide
participants with exposure, experience, and education in the areas
of business, insurance operations, and leadership. A graduation
ceremony was held to mark the completion of both programmes
in 2019, with the graduates going on to continue their learning
journeys within their roles in the organisation.

We have identified talent segments within the company that we
need to grow and have planned to meet this demand through
engaging with local universities that offer courses in fields such
as actuarial studies, data analysis, and information technology.
Offering internships to students of these universities will enable us
to nurture talent and provide them with relevant work experience
in preparation for becoming successful members of the workforce.
In addition, mentoring and developing young talent helps our
employees refresh and reinforce their own knowledge.

Innovating for the Future
To capitalise on the automation and digitalisation projects laid out
in the Technological Innovation section, we are transforming our
organisational structure and the way we work. This entails reviewing
roles and functions across the organisation and looking at how
we can optimise our talent. Through this process, we are able to
identify gaps between our existing workforce and the workforce
we need for the future, and take steps to either build internal talent
or recruit externally. Optimising our workforce also means moving
away from purely functional tasks towards roles where employees
are given greater autonomy to innovate and improve. Employees
are encouraged to work across functions and break away from silo
thinking, prioritising instead how each individual role contributes to
Allianz’s strategic priorities.
In 2019, we invested over RM 3.5 million to establish the Allianz
Centre of Competence (“COC”) in Kuala Lumpur. The COC,
consisting of underwriting, actuarial, compliance, risk management,
and claims expertise, provides highly technical support to seven
Allianz entities in the Asian region. 80% of the COC’s employees are
Malaysian, making it an attractive option for local talent, who are
able to gain skills and knowledge while working in a multinational
work setting.

Members of the Young Board and Management Associate Programme received certificates during a graduation ceremony
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As our business continues to evolve in response to changes in the
industry, so too does the need for our employees to be prepared for
these changes. We offer learning and development opportunities
to our employees, ranging from digital learning options via
LinkedIn Learning, to conventional classroom training available
via our in-house learning academy AllianzU, and overseas work
experience opportunities with other Allianz entities. Employees are
also able to further their development through mentoring nonprofit organisations and social enterprises in our Capacity Building
Programme, elaborated on in the Community Development section.
In 2019, RM2.9 million was invested in employee learning and
development.
Other ways that we support continuous learning are through the
sponsorship of examination and professional membership fees,
examination leave, in-house training programmes, and through
provision of education loans to encourage the pursuit of professional
qualifications and other training. In 2019, 1,173 employees attended
at least one training session with an average of 3.4 training days
per Allianz employee. This excludes the various governance-related
trainings that have also been carried out, as detailed in the Cyber
Risk and Ethics and Compliance sections of this report.
We continue to be the only industry player that has an in-house
technical programme certified by the Malaysian Insurance
Institute (“MII”). The Professional Commercial Underwriters
Certification (“PCUC”) programme is aligned with Allianz Group’s
Standard in Underwriting Guidelines, with modules accredited by
MII to enable PCUC graduates to fast-track their route towards
obtaining a Diploma with MII. In 2019, 95 employees obtained an
MII qualification, while 41 employees achieved their Life Office
Management Association (“LOMA”) accreditation.
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Learning and development at Allianz consists of on-the-job
learning, mentoring, and structured training
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Under the Allianz Renewal Agenda, Inclusive Meritocracy is emphasised in pursuit of a high performing workforce. We believe that
diversity and inclusion is key to building a culture that not only respects and values difference, but is able to empathise and innovate in
accordance with the needs of our multi-faceted Malaysian society. We are committed to providing a positive workplace environment
that nurtures trust and understanding, so that we can offer our customers the same.

support the inclusion of Persons with Disabilities (“PWDs”) into our
workforce, and have 24 PWDs working in our head office in 2019,
including in our contact centre, where assistive equipment is provided
to cater to their needs.

Profile of Employees by Age
6%

4%
38%
below 25 years

18%

25 - 34 years
35 - 44 years
45 - 54 years

The annual AES gathers feedback from our employees to gauge their
perspective on Allianz’s performance as an employer and a workplace.
The Inclusive Meritocracy Index (“IMIX”) measures our progress towards
our Renewal Agenda aspiration of Inclusive Meritocracy, a culture
where people and performance matter. In 2019, we achieved an IMIX
result of 83%, a slight improvement over previous years, as illustrated in
Diagram 11.

55 years and above
Inclusive Meritocracy Index
IMIX (%)

34%

Gender Distribution in Allianz
Total workforce

2017

82%

2018

81%

2019

83%

67%
Diagram 11: Inclusive Meritocracy Index
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33%
Management positions
60%
40%
Diagram 10: Profile of Employees by Age and Gender

Inclusive Meritocracy
Our hiring and employee development policies reflect our principles
of non-discrimination, where individuals are recognised based on
their talent, experience, and behavioural attributes. As indicated in
Diagram 10, our workforce represents diversity in age and gender.
Furthermore, 60% of managers within Allianz are women. This diversity
is similarly reflected in our Board of Directors, where half of its members
are below the age of fifty, and 33% are female. Moreover, the Board
is currently chaired by our first woman chairperson. We continue to

Inclusive Meritocracy is embedded in the way that we recognise
performance, where a clear set of target behaviours including
Customer and Market Excellence, Collaborative Leadership,
Entrepreneurship, and Trust form part of each employee’s evaluation.
We believe that regular and open communication builds trust and
drives a high performance culture. In addition to mid-year and yearend performance reviews, employees are encouraged to have regular
one-to-one feedback sessions with their colleagues. Through our
multi-rater feedback system, key managers receive feedback from their
direct reports, peers from other departments and functions, as well as
their own managers, ensuring that input is balanced and holistic.

Employee Health, Safety, and Well-being
The Organisational Safety and Health Act (“OSHA”) Committee
oversees the safety and wellbeing of all our employees in our head
office and branches. The OSHA committee organises annual Fire
Safety and Emergency trainings for our fire wardens at our locations
nationwide. This ensures that assigned wardens are well equipped
with the necessary skills in the face of an emergency. The Allianz
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The Work-Well Index (“WWi”) dimension of our AES measures the
work-related stress level of our employees. 2019 saw a slight
improvement over the 2018 result, recording 75% compared to 74% in
the previous year, as shown in Diagram 12.
Work-Well Index

employees could register for ten-minute massage services provided
by the Malaysian Association for the Blind, take part in basic health
screenings including eye checks, and receive on-the-spot medical
advice from representatives from DoctorOnCall. Other initiatives
to foster a welcoming work environment include our optional
Corporate Casual dress code, regularly organised sports and
recreational activities, and celebration of annual international events,
amongst others.
Our corporate responsibility activities are an avenue for employees to
collaborate in a meaningful activity beyond work while contributing
to the community and at the same time supporting their emotional
growth. 57% of our employees were engaged in corporate volunteering
activities in 2019, contributing a total of 5,345 hours. More information
on our corporate responsibility activities can be found in the Community
Development section of the report.

WWi (%)

2017

74%

2018

74%

2019

75%
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Standard for Protection and Resilience, discussed in the Cyber Risk
section, includes personnel safety as one of its core objectives. This
gives high priority to the physical and mental integrity of employees
at the workplace. As such, workplace violence shall not be tolerated
and shall be addressed or defused at the earliest opportunity. Disaster
simulations are conducted biannually to ensure that employees are
familiar with disaster recovery procedures, and regular training and
briefing sessions ensure that our Senior Management and Branch
Managers are apprised of the latest in risk management best practice.

Diagram 12: Work-Well Index

In efforts to improve our employees’ health and wellbeing, we have
embarked on a number of partnerships related to physical and mental
health. This includes our partnership with DoctorOnCall to provide
medical consultation via text chat, phone call, or video call. Following
consultation, employees can obtain prescriptions, medical referrals,
and nationwide medication delivery. During the year, a health camp
was conducted by DoctorOnCall at our head office, offering basic
health screenings while teaching attendees how to register for their
services. We have also partnered with SOLS Health to provide mental
health consultation services by clinical psychologists to employees.
Under this partnership, SOLS Health creates awareness of mental
wellness and equips managers to recognise symptoms of poor mental
health amongst employees.
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Fostering a Welcoming Work Culture
We continue to adapt to changing workplace mores and working styles,
and have a number of initiatives under our WorkWell programme.
This includes Flexible Work Arrangements such as FlexiHours and
the option to Work from Home, which facilitates work-life balance
and accommodates our employees’ varying circumstances.
During this year’s instalment of our annual Health & Wellness Day,
designed to remind employees about the importance of self-care,

Masseuses from the Malaysian Association for the Blind gave
ten-minute massages to help relax our employees on Health &
Wellness Day
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The distinction between financial and non-financial risks - the latter previously considered to be more related to Environment,
Social and Governance (“ESG”) topics - is blurring as lack of management of non-financial risks may result in financial impact. This
is reflective of the increasing interconnectivity of risks and opportunities that exist within the system that we operate in. Our efforts
at integrating sustainability attempt to balance these considerations while fulfilling our core business purpose and service promise
to our customers.

Considering ESG Impacts
Our investment and insurance decisions are scrutinised from an ESG perspective to ensure that we are continuously apprised of risks and
opportunities that may impact our business and our stakeholders. The Allianz ESG Integration Framework serves as a transparent and robust
guideline for ESG integration into our business processes.
The Allianz Standard for Reputational Risks and Issues Management (“ASRRIM”), which is the foundation of the overarching ESG approach
across Allianz Group, sets out thirteen sensitive business areas which may present ESG and reputational risks. The Allianz Standard for
Underwriting and the Allianz ESG Functional Rule for Investments guide our approach to ESG integration, and determine when insurance and
investment decisions trigger the ESG Referral Process depicted in Diagram 13.
`·
Planned
insurance/
investment
transaction

ESG Screening
Process
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When an ESG risk is detected in one
of the sensitive business sectors
during due diligence, a mandatory referral
process is triggered. This ensures ESG
experts review the detected risks and
that informed decisions are made at
local and/or Group level.

Sensitive
business sectors/
countries apply?

yes

ESG
Approval

ESG conditional
approval subject
to further information
or mitigation
measures

Business
unit applies
ESG Sector
Guidelines or Human
Rights Guidelines
for Sensitive
Countries

no

No further
action
required
for ESG

no

Potential
ESG risk
detected?

yes

ESG
Assessment

Declined
for ESG
reasons

Diagram 13: ESG Referral Process

Business unit
screens

Referral to
appropriate
ESG centre of
competence
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ESG in our Investments

Sustainable Solutions

When considering potential investments into listed assets, an ESG
Scoring Process is used to systematically evaluate and manage
material ESG risks. We refer to ESG rating reports generated by an
independent data provider, MSCI ESG Research. Investments into
assets that do not meet a specified rating threshold are generally
avoided. For investments into non-listed companies, should the asset
relate to a sensitive business area, an ESG Sector Checklist specific
to that area must be completed to investigate whether the risks are
sufficiently managed and if not, the decision will also be subject to the
ESG Referral Process.

Allianz Group has created a category of products termed ‘Sustainable
Solutions’ which are solutions deemed to contribute positively to the
environment and to society. Under this programme, products and
services from operating entities undergo a strict assessment process
where they are scored against six environmental and social dimensions
before being approved and categorised as a Sustainable Solution.
This includes promoting climate-positive technology, preventing or
mitigating negative environmental impact, managing climate risk,
facilitating social empowerment, serving underserved groups, and
raising awareness for social issues. The data provided through this
process is externally assured at Allianz Group level. Locally, Allianz has
six Sustainable Solutions which are listed in Table 7 below.

In support of a transition to a low-carbon economy, Allianz Group
stopped financing predominantly coal-based business models in 2016,
defined as businesses that derive more than 30% of their revenue from
coal. We continue to restrict our investments in this area and make
efforts to pursue investments in the emerging renewable energy sector
where viable, in line with the long-term targets of Allianz Group and
our national aspiration to increase the country’s renewable energy
generation to 20% by 2025. Our approach to ESG considerations within
our investment decisions demonstrates our commitment to upholding
the United Nations-backed Principles for Responsible Investment
(“PRI”), of which Allianz Group is a signatory.

ESG in our Underwriting
Insurance decisions that concern the thirteen sensitive business areas
set out in the ASRRIM will trigger the ESG Referral Process outlined
above. In line with our stance on reducing our carbon investments, we
do not underwrite single-site coal-fired producers. We also welcome
the government’s move to make mandatory the adoption of Malaysian
Sustainable Palm Oil (“MSPO”) certification at the end of 2019, which
raises the standard of environmental stewardship in this sector.
Our approach with ESG risk is to review transactions on a case-by-case
basis to enable detailed assessment and the opportunity to identify
possible mitigation measures. In 2019, twenty cases were escalated for
triggering ESG screening criteria, and after further investigation, one of
them was declined.
This ESG Referral Process ensures that we are holistically evaluating
investment and insurance risks at both a local and global level,
and that we fully consider the ESG impact from our decisions,
beyond financial metrics. This approach places emphasis on the longterm stability of our investment and business returns, and ensures
resilience against current and emerging risks.

Table 7: Sustainable Solutions offered by Allianz
SolarPro All Risk PV Insurance
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Comprehensive protection scheme covering loss or damage to
solar photovoltaic systems
Allianz Ability Life
An affordable life insurance plan with guaranteed yearly
renewability, designed for Persons with Disabilities
Allianz Kampungku
Affordably-priced coverage for wooden ‘kampung’ houses
against fire, flood, and windstorm risks for mostly rural
communities. Policyholders can also claim an Emergency Relief
Benefit immediately following a loss
Allianz Kasih Hayat
Life insurance plan with guaranteed renewability catered to
low income consumers under BNM's 'Perlindungan Tenang'
initiative
BIMA Life
Life assurance product with guaranteed renewability catered to
the B40 income bracket and distributed via mobile
Motorcycle Plus
Allianz Motorcycle Plus covers motorcycles against liabilities
to other parties for death or bodily injuries, damages to other
parties' properties, accidental or fire damages, and theft

71

ANNUAL REPORT 2019

RESPONSIBLE CORPORATE CITIZEN

SUSTAINABILITY REPORT 2019

Supporting Solar Energy
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SolarPro All Risk PV Insurance (“SolarPro”) is Malaysia's first
comprehensive insurance protection scheme that is catered for
home, commercial, and industrial solar photovoltaic (“PV”) systems.
It covers loss or damage to solar PV systems due to various causes.
Through this product, Allianz supports Malaysia’s transition towards
increasing renewable energy generation as it provides peace of mind
to residential and commercial solar PV owners by addressing the
potentially high costs of damage to the system.

Since launching SolarPro in 2018, together with our agency partner
Anora Agency Sdn Bhd, we have signed a number of Memorandums
of Understanding with players in the solar industry. This includes
Pekat Solar Sdn Bhd - one of the country’s leading solar PV installers,
and Solarvest Holdings Bhd - a large scale solar farm. Allianz
underwriters are able to tailor solutions to suit solar owners’ needs,
and this approach has established Allianz as a leading solar insurer
in the market.

Allianz builds partnerships with players in the solar industry, offering insurance solutions in support of the growing renewable
energy market

Accessible Solutions for Emerging Consumers
Through our Sustainable Solutions, we aim to increase accessibility
of our products and services, and to help bridge the insurance
protection gap in our country. The government has an aspiration
of insurance coverage for 75% of Malaysians, and BNM’s
affordable insurance scheme - ‘Perlindungan Tenang’ - is just one
means of achieving that. Under ‘Perlindungan Tenang’, products
are currently exempted from stamp duty to make them more
accessible to the B40 consumer segment, defined as consumers
with a monthly household income below RM4,000. Three of
our Sustainable Solutions - Allianz Kampungku, Allianz Kasih
Hayat, and BIMA Life - are part of this scheme. BIMA Life is a
microinsurance sold via mobile, a new distribution channel for us
to reach out to the B40 group, in the hopes of improving our reach
to this segment through easy enrolment and an easy premium
payment mechanism.

Allianz Kampungku also saw an increase in up-take in 2019 as we
began marketing it via our distribution partner, POS Malaysia. In
December 2019, we signed on to be POS Malaysia’s preferred
partners, widening our distribution channel to POS Malaysia’s 700
offices nationwide. We have been involved in their Hari Bersama
Pelanggan (Customer Day) events with the aim of raising brand
awareness amongst POS Malaysia customers. During these events,
we conduct basic health screenings such as Body Mass Index checks
and advocate the importance of insurance protection. Access to this
network allows us to develop innovative insurance products, such
as utility and parcel insurance, that are simple and affordable, and
can expose the previously uninsured to the benefits of insurance
protection. In efforts to increase insurance penetration, we also
offered free Personal Accident insurance via our partner Touch ‘n Go
eWallet as a means of exposing their customers to the Allianz brand.
This is discussed further in the Business Innovation section.
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The Allianz Explorer Truck offers Body Mass Index checks as part of POS Malaysia’s Hari Bersama Pelanggan (Customer Day)

Building Safety into Our Offerings
According to Jabatan Keselamatan Jalan Raya (“JKJR”)’s Road Safety
statistics9, motorcyclists make up close to 46% of the country’s road
users. Unfortunately, they also make up the highest proportion of road
fatalities. Allianz’s Motorcycle Plus product provides affordable cover
for motorcycles below 245cc. In 2019, coverage under this product was
increased to include accident cover and hospital income, providing
added protection to the rider without any increase in premium. We
have also modified our Allianz Shield product to increase coverage
of policyholders in the case of motor vehicle accidents, including
cover for pedestrians or passengers involved. This supplements our
efforts in advocating road safety, part of which we believe includes
being financially protected while on the road. More information on
our efforts to promote road safety can be found in the Community
Development section.

9

“Products and services should not just be
curated and packaged to build brand affinity,
they should also be thoughtful and serve a
larger purpose of providing protection and
serving the customer’s needs. With Allianz
Motorcycle Plus, we want to reach out to
the masses. We want to offer the millions of
motorcycle owners out there, an affordable
product with the best protection and the best
coverage that money can buy.”
Zakri Khir
CEO Allianz and Allianz General

http://www.jkjr.gov.my/ms/muat-turun/func-startdown/141/lang,ms-my/
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ENVIRONMENTAL MANAGEMENT

Environmental management has become a greater concern in recent years with increasing awareness of environmental degradation
and its impacts. Enacted in 2018, China’s National Sword Policy restricting imports of plastic waste brought to light the flawed global
system of plastic recycling, and Malaysia earned the unwelcome title of the world’s dumping ground for plastic waste. Undoubtedly,
the voices of young people around the world in the Fridays for Future movement also served as a wake-up call to parents and
families. It is important that we integrate carbon reduction efforts within our operations and throughout our business in support of
responsible environmental stewardship.

Bringing Global Topics to a Local Context
We believe that we cannot speak about environmental management without also bringing up climate change and this is reflected in the close
ranking of both topics in our materiality matrix. As described in the Regulatory Change section, BNM has issued a discussion paper related
to financial institutions' management of climate change risk and our CEO, Zakri Khir, is one of a select group of industry leaders that has been
invited to join BNM’s Joint Committee on Climate Change to offer advice and guidance.

“Climate change generates enormous economic and social risks. It is already harming millions
of people today. As a leading insurer and investor, we want to promote the transition to a
climate-friendly economy.”
Oliver Bäte, CEO Allianz Group
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Our role as an insurer, investor, business, and employer gives us substantial room to shape
a low-carbon future. At a global level, Allianz Group has made numerous commitments in
support of the 2015 Paris Agreement target to limit global warming to well below 2°C. This
includes joining the RE100 initiative, led by The Climate Group, that commits us to sourcing
100% of our global electricity needs from renewable sources by no later than 2023. Allianz
Group, together with other investors, also initiated the United Nation’s-convened Net-Zero
Asset Owner Alliance. Together, some of the world’s largest pension funds and insurers
committed to having carbon-neutral investment portfolios by 2050, in a bid to decarbonise
the global economy.

Allocation of CO2 Emissions in 2019
3%
60 %

37 %

Managing our Carbon Footprint
Locally, Allianz supports Allianz Group’s commitments by monitoring and also taking steps to
reduce our carbon emissions. Allianz’s Local Environment Officer (“LEO”) works together with
the Group’s Global Environment Team and the Allianz4Good team to monitor the Company's
emissions (water, energy, and waste) with the aim of improving our efficiency and reducing our
carbon footprint. We report our efforts utilising the Group-wide Environmental Management
System (“EMS”). The current scope of the EMS includes energy used to operate buildings and IT
equipment, business travel by air, car, and train, paper usage, water and waste. Our emissions
allocation is indicated in Diagram 14.

Energy

Travel

Paper

Diagram 14: Allocation of CO2 Emissions in 2019
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buildings nationwide in support of our CO2
reduction targets, to continue our decreasing
trend in overall energy usage as illustrated in
Diagram 16.

CO2 Emissions (kg) per Employee

Diagram 16 : Energy Consumption (kWh)

3,209

2010

2,901

Year

2019

Diagram 15: CO2 Emissions (kg) per Employee

Sustainable Energy
Consumption
In order to strengthen our environmental
management approach, we engaged the
Wild Asia Foundation in 2018 to conduct
a two-year long energy audit of our head
office. Of the 17 recommendations made
to enhance our energy efficiency, we have
implemented 16, which include physical
and behavioural modifications. We have
also engaged employees across our head
office as liaisons, who help to promote
energy efficient behaviour in their respective
departments. These initiatives have resulted
in a reduction of 7.4% energy usage for
areas within the project scope in comparison
to a similar period before implementation
of the recommendations. We hope that
such improvements can be adopted at our

4,435,654

2018

4,039,361

2019

4,033,591

We marked an increase in water and paper
consumption in 2019, the former due to local
water disruption, internal pipe leaking issues,
as well as renovation works, while the latter
was due to an increased demand for printed
forms and brochures from our partnership
with POS Malaysia and launch of new
products. In efforts to improve our data
collection, we restated the paper usage data
from 2018 to account for certain outsourced
printing sources that were previously out of
scope. We note a decrease in paper usage
amongst our employees, which indicates to
us that our initiatives to digitalise processes
- described in the Technological Innovation
section, and promote environmental
awareness - described in the Community
Development section, have reaped results.
The data for our water consumption and
paper usage are illustrated in Diagram 17
and Diagram 18 respectively.
Water Consumption (m3)
2017

2019

119,216

2018

111,395
122,760

Diagram 18: Paper Usage (kg)

Sustainable Waste
Management

Water and Paper Consumption

2018

2017

2019

Energy Consumption (kWh)
2017

Paper Usage (kg)

22,000
18,466
19,746

Diagram 17: Water Consumption (m3)

In 2019, we recorded a total of 17,872kg
of paper recycled across our locations
nationwide, a steady reduction from 2017,
as illustrated in Diagram 19. While our
overall paper usage has increased due to the
expanded accounting scope that includes
outsourced printed brochures, there has
been a decrease in internal paper used by
our employees, which affects the amount of
paper recycled. We are unable to track the
recycling rate of brochures and other printed
materials delivered to external parties.
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In 2019, we recorded a 9.6% reduction in
CO2 emissions (kg) per employee against a
2010 benchmark, illustrated in Diagram 15.
We continue our efforts to improve our data
collection scope to ensure that we have a
holistic picture of our CO2 emissions, and
have had to restate our 2018 data to account
for this. We acknowledge that we need to
improve our performance in this area, thus
we are reviewing our strategy and approach
to the topic.

Recycled paper (kg)
2017
2018
2019

43,417
26,596
17,872

Diagram 19: Recycled Paper (kg)

At our head office, we have an e-waste bin
to ensure the safe and sustainable disposal
of electronic-related material as well as
a collection bin for unwanted old clothes,
handbags, linens, and others. The latter is in
partnership with the social enterprise, KLOTH
Malaysia, which collects and manages the
items for upcycling and recycling. A total
of 349.8kg of such items were collected at
our head office to be directed to KLOTH
Malaysia in 2019.
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Sustainable Mobility

Promoting the Adoption of Solar Energy

Since 2016, we have had three electric vehicles as part of our
Company Vehicle Fleet, which employees in the Klang Valley can
use for business purposes, aside from also serving as a form of
brand awareness-raising. These vehicles enable cost and energy
efficient transport as they can each travel a distance of 180km on a
single charge. In total, the three vehicles travelled 10,335km in 2019,
which is equivalent to avoiding 2,398kg of CO2 emissions and saving
RM1,494 in fuel cost. This is comparable to the amount of CO2
sequestered by 62 trees in the span of 10 years.

Another area in which we are actively supporting the transition to
a low-carbon economy is through promoting the adoption of solar
energy. We do this by tailoring our insurance offerings to offer
protection for the solar industry, such as through our SolarPro All Risk
PV insurance product for commercial and residential solar PV owners.
More information on this solution can be found in the Integrating
Sustainability section.

Since we began using the three electric
vehicles, we have avoided CO2 emissions
equivalent to the amount sequestered by
302 trees over the span of 10 years.
Through our internal travel policy, we encourage our employees to
take the most carbon-efficient option available to them. We also try
to reduce the need for travel by promoting the use of audio, web or
video-conferencing facilities instead. 2019 saw a 14.2% increase in
audio conferencing requests, but also a 15.5% increase in short-haul
air travel. The latter is attributed to the increased number of trainings
for employees as we rolled out business transformation efforts as
detailed in the Business Innovation section. This is illustrated in
Diagram 20 below.

In 2019, we conducted a review of our Klang Valley branches to
identify office premises that are suitable for installation of solar
panels. Taking into account building ownership, tenancy, and site
suitability, one building has been identified, and we are looking
forward to welcoming our first office partly powered by solar energy,
taking us one step closer to our RE100 aspiration. At the same time,
we are also promoting renewable energy amongst our community
projects as we see the double benefit of carbon emissions reduction
and cost reduction for the beneficiary organisation.
We funded the installation of a 7 kilowatt Grid Tied Solar PV
System for the Selangor and Federal Territory Association for
the Mentally Handicapped (“SAMH”). The panels were installed
by SOLS Energy, a social enterprise that provides opportunities
to youths from underprivileged and indigenous backgrounds
from the SOLS Academy of Innovation (“SOLS.ai“) to become
Sustainable Environment Development Authority (“SEDA“) certified
technicians. We aim to break the cycle of poverty while helping
them benefit from the move towards a low-carbon economy.
More information on SAMH and SOLS.ai can be found in the
Community Development section.
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1,027,953

956,476
903,046
947,345

828,346

SAMH is able to reduce their operational costs by generating
their own energy through the Grid Tied Solar System
186

256

721

556

635

2015

2016

2017

2018

2019

Audio conferencing usage (number of requests)
Business Travel by Air (km)
Diagram 20: Audio Conference Usage and Short-haul Business Travel by Air

We recognise the importance of environmental stewardship and the
risks associated with not addressing climate change, but find that
amidst other national concerns, this topic is not given the priority it
needs in Malaysia. Moving forward, we will increase our initiatives to
address climate change, both within our own operations as well as
through our sphere of influence.
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COMMUNITY DEVELOPMENT

Responsible
Corporate
Citizen

Strategic Corporate Responsibility
Allianz’s efforts towards community development are managed by our corporate responsibility arm, Allianz4Good. Our corporate responsibility
consists of strategic and sustainable philanthropy, as well as impact-driven engagements with our community partners and target beneficiaries.
We also incorporate employee engagement into our volunteering opportunities, as we feel that this is an important element to promote
employee development.
Through our initiatives, we drive social inclusion of underserved communities. The principle of insurance is about pooling the resources of the
many to be used to indemnify those who have suffered a loss such that they can pick themselves up again. However, not everyone begins from
the same starting point, which is why it is important that we equalise their opportunities – something that we view as an extension of our role as
an insurer. In 2019, we reached out to over 16,780 beneficiaries as illustrated in Diagram 21 below, with our volunteers contributing more than
5,300 hours to our corporate volunteering initiatives.
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Although Community Development was not ranked in Allianz’s Top 10 Material Sustainability Matters, it is one of our main efforts
towards sustainability. We believe that progress in other sustainability matters, particularly those related to the environment, are
intrinsically tied to social improvement.

Our Community Footprint
Perlis
Kedah

Sabah

Penang
Kelantan
Terengganu

Perak

Pahang
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Selangor

Sarawak

Negeri
Sembilan
Melaka

<500 beneficiaries
Diagram 21 : Our Community Footprint

Johor

500 to 1,000 beneficiaries

>1,000 beneficiaries

ANNUAL REPORT 2019

RESPONSIBLE CORPORATE CITIZEN

Future Generations
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Allianz Group drives social inclusion through the Encouraging Future Generations programme, which targets better opportunities in training,
education, and employability for young people worldwide. As part of this programme, Allianz entities are invited to apply for funding for projects
together with non-profit organisations via the Allianz Social Innovation Fund, with emphasis given to projects that can demonstrate educational
impact on young people, equipping them with livelihood skills that will lead to employment opportunities, as well as an element of Allianz
support involving employee volunteers contributing their time and expertise.
We are proud to have successfully secured a €20,000 fund for partner organisation Gem & Bread Special Needs Support Group Kuala Lumpur
and Selangor ("Gem & Bread") in the 2019 call for proposals to fund the development of their K-ARTS Programme toolkit. The toolkit aims to
empower and equip job training centres and other employment entities with the necessary knowledge and tools to create a conducive and
inclusive environment for youths with special needs at their workplace, and to encourage job training centres to further enhance the social skills
development of youths with special needs, on top of job training, through the medium of creative arts. The project commences in 2020 and will
incorporate elements of employee engagement, culminating in work experience for Gem & Bread beneficiaries in Allianz.
We are also continuing our support for SOLS 24/7, recipient of grant funding from the Social Innovation Fund in 2017, beyond the original
18-month SOLS.ai programme that they received funding for. SOLS 24/7 is a humanitarian organisation that is committed to serve, educate,
and empower poor and underserved communities through their various education and social empowerment programmes. More information
on the SOLS.ai project can be found under the Community and Environment pillars in this section.

Allianz4Good Pillars
In order to strategically direct our resources to achieve meaningful and sustainable impact, we have identified and focus on delivering in five
core areas of corporate responsibility. These five areas have been chosen to capitalise on our expertise and knowledge as risk managers,
as well as leverage on our branch, employee, and agent network. We understand the importance of collaboration in affecting broader societal
change, and thus partner with various organisations in the delivery of our programmes.
The objectives of each pillar are presented in Diagram 22, while three-year targets and indicators for each pillar are set out in their respective
sections that follow:
Pillar Objectives
78

Safety
To reduce
risks through
awareness raising and
advocacy

Financial
Literacy

Disaster Risk
Reduction

To increase the
financial literacy
levels of children
and young people

To build the
resilience of
vulnerable
communities in
disaster-prone
areas

Diagram 22: Five Pillars of Allianz's Corporate Responsibility Initiatives

Environment
To embed
environmental
considerations into
the Company and
promote
environmental
stewardship in the
community

Community
To serve
underserved/
marginalised
communities
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SAFETY
2018 to 2020

1.
2.
3.

To increase road safety outreach in more areas
To develop effective road safety awareness
among children
To encourage awareness on risks of mobile distraction

Indicators
1.
2.
3.
4.

Number of Road Safety Awareness Campaigns rolled out
Number of Road Safety Education Programmes conducted
Collaboration with road safety agencies to conduct
behavioural studies
Development of an effective impact analysis mechanism

Road Safety Awareness Campaigns

Road Safety Education Programme

We have partnered with Jabatan Keselamatan Jalan Raya (“JKJR”),
the local road safety department, since 2011 to advocate safe road
behaviour both internally and externally. Our employee volunteers
are trained as Road Safety Ambassadors who participate in Road
Safety Advocacy Campaigns conducted together with JKJR. In 2019,
we conducted 19 Road Safety Advocacy Campaigns where our Road
Safety Ambassadors deliver road safety messages to the public and
assist in distributing road safety items such as seatbelt shoulder
pads, car safety hammers, reflective windbreakers, and motorcycle
stickers made of visibility enhancing material. Motorcyclists may
also exchange their old helmets for SIRIM-approved ones. These
campaigns are held particularly around festive periods, as we
recognise that this is a time when more Malaysians are travelling on
the road and when risk of road fatalities tends to be higher. In 2019,
over 7,400 road safety items were distributed.

While we try to advocate road safety amongst current road users, we
believe that good road behaviour is best inculcated at a young age.
We continue to target our education efforts towards primary schoolaged children through our Road Safety Education Programme.
The Road Safety Education Programme comes in two formats – one
as an interactive road circuit and the other as a classroom-based
lesson. In the former, children are guided through a miniature road
scenario by Allianz Road Safety Ambassadors to learn how to safely
cross at a zebra crossing, how to read traffic lights, the proper way to
wear a helmet, and how to buckle a seatbelt, including whether or not
they need to use a child seat. In the latter programme, children attend
an employee-led hour-long classroom session which strengthens their
understanding of road rules and proper road behaviour. At the end
of both sessions, reflective wristbands and road safety tips booklets
are distributed as a reminder to them to stay safe on the road. By
targeting children, we hope that they will influence their own families
to practice road safety. We reached 350 students through our Road
Safety Education Programme in 2019.

Students learn safe road behaviour by completing an interactive road safety circuit while being guided by Allianz volunteers
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FINANCIAL LITERACY
2018 to 2020

Three-year Targets
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1.
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To increase the outreach of our financial literacy initiatives

Indicators
1.
2.
3.

Number of teachers trained
Number of schools reached
Feedback analysis on beneficiaries

Teacher Training for Financial Literacy
In 2018, we piloted our in-house Allianz Financial Literacy Programme
- a teacher training programme that was developed as a sustainable
alternative to volunteer-led financial literacy sessions. The programme
supports BNM’s goal of developing best practices for financial
literacy in schools, as outlined in their National Strategy for Financial
Literacy 2019-202310. Together with EdSpace Projects, we developed
and piloted the FinWise Kids module, which consists of a Teacher
Guide, Participant Workbook, Teaching Aids, and other learning
materials. Thirteen teachers from eight government schools in Kuala
Lumpur and Kelantan as well as five educators from three NGOs
were involved in the nine-month long programme which entailed
attending a kick-off training session followed by the integration of
key financial education topics into their extracurricular activities, and
continuous impact measurement against pre-set milestones and
indicators. At the end of the year, three schools completed all the
milestones set out in the syllabus, earning themselves the award of
a teaching aid of their choice. We take this first year as an important
learning curve, and look to improve our approach towards increasing
financial literacy amongst young people in Malaysia.

The Finwise Kids module encourages students to practice what
they have learned in class through workbook activities

Global Money Week
Global Money Week is a global money awareness campaign
led by Child & Youth Finance International (“CYFI”), a non-profit
organisation based in Amsterdam that raises awareness on the
importance of financial education and financial inclusion for children
and youths. As part of our initiatives to encourage young people to
become interested in and involved with money matters, we supported
Global Money Week 2019, with the theme ‘Learn.Save.Earn’. Allianz
volunteers conducted a financial literacy class for 120 students and
also planned an excursion to the BNM Museum and Art Gallery
for 99 children and youth from Yayasan Chow Kit, Buku Jalanan
Chow Kit, and Persatuan Kebajikan Harapan Selesa Kuala Lumpur
dan Selangor. The children learned how to make banknotes when
they visited the Children’s Gallery and enjoyed the tours of the Art,
Numismatic, Temporary, Economic, and Islamic Finance Galleries.
Allianz has participated in Global Money Week for seven consecutive
years since 2013.
10

99 children from three NGOs visited the BNM Museum and Art
Gallery for Global Money Week 2019

https://www.fenetwork.my/wp-content/uploads/2019/07/National-Strategy-English.pdf
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DISASTER RISK REDUCTION
2018 to 2020

1.
2.

To form an effective employee volunteer team for relief
efforts
To increase disaster preparedness of vulnerable
communities

Indicators
1.
2.
3.
4.
5.

Number of volunteers trained
Number of training sessions
Number of disaster preparedness workshops conducted
Number of beneficiaries (approximate)
Feedback analysis on products catered toward vulnerable
communities

Capacity-building for Vulnerable Communities

Building Disaster Relief Capabilities

We engaged Malaysia International Search and Rescue (“MISAR”)
to conduct a fire safety and flood preparedness programme for
residents of Sungai Lembing, Kuantan in the aftermath of a fire that
razed and burnt down 33 structures. Over 140 residents attended the
programme and learned about basic survival skills and preparedness
knowledge regarding fire and flood disasters, raising their awareness
on preventative measures as well. We continue to fund MISAR’s
relief efforts which are deployed immediately after a disaster event,
donating funds towards the distribution of items such as hygiene
kits, blankets, pillows, sanitary pads, baby diapers, slippers, towels,
and food items to over 9,000 disaster-affected people from Sentul,
Petaling Jaya, Kota Marudu, Hulu Besut, and Johor.

In 2018, Allianz endowed MISAR with a grant for the research and
development of a disaster relief capsule prototype with upgraded
improvements which can be rapidly deployed as a temporary relief
shelter during disaster. This resulted in the development of an allweatherproof amphibious compact capsule - the Capsule Relief
Guard - which was showcased in December 2019. The capsule, which
can be set up in under half an hour, is capable of supplying immediate
relief to 120 people by providing them with basic food, shelter, and
basic hygiene in the event of a disaster where they are unable to be
evacuated. It also has a built-in solar-powered digital communication
tool with internet connection. The communication tool can provide
a live feed of the on-ground situation during disaster emergencies,
which is valuable information as it will allow the relevant agencies
and NGOs to develop an effective and efficient response. The capsule
can be transported through any land terrain, floodwater, or even via
airdrop, and helps to mitigate the impact of disaster on vulnerable
communities.

As part of the global Allianz family, we contributed towards a
donation drive initiated by our colleagues in Indonesia in response
to the earthquakes that struck Lombok and Sulawesi in 2019. The
donation drive was organised to fund the construction of temporary
shelters with toilets, to provide clean water facilities and deliver
psychological trauma healing to the affected communities. A total
of RM17,508.35 was raised from employees, agents and business
partners during the donation drive, with a further RM12,000 topped
up from Allianz. In total, RM29,508.35 was channelled to Yayasan
Allianz Peduli, a foundation managed by Allianz Indonesia, and this
has been directed to Habitat for Humanity for the construction of four
temporary shelters housing four families.

The Capsule Relief Guard is a total solution to any disaster zone
for immediate and effective relief aid support
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ENVIRONMENT
2018 to 2020

Three-year Targets
1.

SUSTAINABILITY REPORT 2019

2.

To reduce the consumption of energy by 34% and paper by
40%
To implement a company-wide green guideline

Under the Environment pillar, we promote environmental awareness
primarily to our employees while also developing environmentallyrelated needs-based solutions for our community partners. Efforts
related to managing our internal carbon footprint are elaborated on
in the Environmental Management section.

Raising Awareness
Malaysia is a country with abundant biodiversity which is
unfortunately not always given due respect. We want to raise public
awareness of the importance of preserving our natural heritage and
supported Project Monyet’s ‘Protecting Nature is Protecting Life’
campaign. We sponsored two billboards located in the high-traffic
areas of Masjid Jamek and Ampang Park LRT stations to attract
commuters to share the message of protecting our primates and
their habitats and encourage them to visit the Project Monyet photo
exhibition. This was complemented by a Facebook campaign to drive
interest in the project.
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Indicators
1.
2.

EMS: Paper and Energy 2020 Targets
Energy audit

In commemoration of Earth Day, we organised an eco-film screening
that highlighted issues of over-consumption and waste management.
A ‘Plastic Free Talk’ was also delivered by Mareena Yahya, co-founder
of Sampah-Menyampah, an organisation dedicated to spreading
sustainable ideas and concepts on living a zero-waste lifestyle.
The Earth Day initiative was capped off with the distribution of a
metal straw set to all employees to encourage them to say no to
single-use straws.
We also organised a Recycling Day, with the participation of seven
branch offices as well as our head office. The event in our head
office saw contributions from Allianz employees as well as tenants
of Menara NU2 and Menara Allianz Sentral. We invited recycling
vendors that we have been working with to share knowledge on
proper separation and recycling of items such as paper, cloth, metal,
and electronic items, amongst others. Additionally, pre-loved working
clothes in good condition were collected for the students of the
SOLS.ai project, in preparation for the internship period of their
education programme. More information on this initiative can be found
in the Community pillar. Overall, through the Recycling Day initiative
we managed to collect over 1,550kg of paper, 138kg of clothes and
various electronic and aluminium items which would otherwise have
ended up in landfill. One other way that we are reducing landfill
waste is through the donation of used office tables and chairs that
are still in good condition to NGOs and social enterprises that request
them. In 2019, 24 tables were given out to four organisations.

Allianz sponsored Project Monyet to raise awareness of the
importance of preserving our natural heritage
Making positive changes that affect our environmental footprint
is partly dependent on behaviour change. In order to drive this,
we organise awareness talks for our employees. We engaged
community partner Save Environment Save Ourselves (“SESO”) to
speak to employees about food waste and how they minimise this
during their activities involving street communities. More information
on how Allianz supports SESO can be found in the Community pillar.

1,550kg of paper, 138kg of clothes, and other miscellaneous
recyclables were collected during Allianz Recycling Day

ANNUAL REPORT 2019

Developing Sustainable Solutions for our
Beneficiaries
In recent years, we have worked to develop initiatives that cut across
our corporate responsibility focus areas such that projects are able
to produce multi-faceted impacts. This has been particularly so in
the areas of Environment and Community, as we recognise that it is
difficult for communities to be environmentally-conscious when they
have more pressing welfare issues to attend to.
One such project is the installation of a 7 kilowatt Grid Tied Solar PV
System for the Selangor and Federal Territory Association for the
Mentally Handicapped (“SAMH”), as detailed in the Environmental
Management section. SAMH is a non-profit organisation that
provides education, training, and employment for intellectually
challenged children and young adults under its care. Through
the installation of the solar PV system, we hope to decrease their
operational costs, thus providing economic relief while encouraging
better environmental stewardship.

Our support for SOLS.ai is another way that we marry the two
focus areas of Environment and Community. SOLS.ai improves
the employment opportunities of their graduates by offering them
training in the emerging industries of solar PV installation and
hardware refurbishment, amongst others, such that graduates from
the programme are certified by SEDA and Jabatan Pembangunan
Kemahiran (Department of Skills Development) respectively. Apart
from receiving a quality education, these youths support Malaysia’s
green agenda by working in fields that promote the adoption of solar
energy and the management of electronic waste. More information
on SOLS.ai can be found in the Community pillar.
In conjunction with World Cleanup Day, our employee volunteers
organised cleanup activities as part of the wider Allianz For Good
Initiatives. More details can be found in the Community pillar in the
following pages.
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Solar technology is one of the modules taught in SOLS.ai where Allianz supports 33 students in their 2019/2020 cohort
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COMMUNITY
2018 to 2020
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1.
2.
3.
4.

Increase public awareness of products available to PWDs
To develop capacity-building for NGOs
To increase employee volunteering opportunities
To improve the outreach of our community initiatives

Indicators
1.
2.
3.

Number of workshops/awareness campaigns conducted
Number of outreach & initiatives
Feedback analysis on capacity-building initiatives

Our Community initiatives revolve around the topic of social inclusion,
focusing on groups and communities that we identify as marginalised
and underserved. Our corporate responsibility initiatives under this
pillar include the provision of immediate needs to support daily
welfare as well as long-term capacity building efforts.

Supporting Social Organisations
We have gradually increased our support for social enterprises in
recent years, focusing on opportunities for continuous engagement.
Since 2018, we have revised our procurement policy at head office
level such that all our catering needs are fulfilled by social enterprises,
one of which is Social Impact Fund 2017 recipient PichaEats (formerly
known as Picha Project). In 2019, RM 272,036 was channelled to
seven NGOs and social enterprises purely through corporate catering.
We have also engaged social enterprises to sell their products at
our festive bazaars, organised around Hari Raya and Christmas in
2019. This gives them an opportunity to raise funds while exposing
employees and other tenants of our office buildings to their respective
causes. Additionally, we collaborated with SAMH to feature student
drawings on our merchandise to customers, and with Havan – a
social enterprise working with shelter-home children – to give out
bags featuring the children’s artwork as door gifts at our event. This
gives them a source of income while showcasing their work to a wider
audience.

SAMH student drawings were featured on our cards sent out to
customers
One way that we aim to multiply our impact on underserved
communities is by empowering the organisations that work with
them. We are collaborating with Ashoka, a global network of
social entrepreneurs pursuing system-change solutions to address
social and societal issues, to deliver a Capacity Building Programme
to NGOs and social enterprises. Four selected organisations are
participating in this programme, with the aim of developing their
organisational capacity and support planning for their longterm sustainability. Information on these four organisations
can be found in Table 8. Part of the programme involves the
assignment of two employee mentors from our pool of high
potential talents to each organisation, to encourage and guide
them through their journey. The learning from this inaugural
programme will help us improve our approach to help the helpers,
and is a springboard to identifying more ways that we can support
their development in future.
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Organisation

Target Beneficiaries

Services

Programme Objectives

Gem & Bread

Special needs youth and adults

Educate special needs youth and
adults with practical, social, and life
skills through various interactive and
personal development programmes

Create more awareness on their
education programme and its
impact towards special needs
youth and adults in order to attract
donors and garner support from job
training centres

Persatuan Mobiliti
Selangor dan Kuala
Lumpur (“MOBILITI”)

Wheelchair users in the Klang Valley Affordable transport for wheelchair
users and their caregivers, especially
those seeking medical care

Explore strategic partnerships
and innovate their approach to
fundraising/ crowdfunding

Havan

Shelter-home children

Empower shelter-home children
through fashion and programmes
focusing on emotional intelligence
(“EQ”)

Develop customised corporate
social
responsibility
initiatives
that appeal to corporations for
additional revenue generation that
will help fund their programmes

DeliCCia

Urban poor housewives and single
mothers

Offer food catering and delivery
services prepared by urban poor
housewives and single mothers,
enabling them to be financially
independent

Assess their operational structure
and financial standings to ensure
that they are running on a
sustainable business model with
sufficient manpower to support the
organisation's growth

SUSTAINABILITY REPORT 2019

Table 8: Organisations involved in Capacity-Building Programme

Working for Inclusion of PWDs
We continue our long-term support for Persatuan Mobiliti Selangor dan Kuala Lumpur (“MOBILITI”), which provides transportation services for
wheelchair users in the Klang Valley, especially those seeking medical services. Apart from engaging them in our Capacity Building Programme
described above, we sponsored the operational costs, including comprehensive motor insurance and our Enhanced Road Warrior service, for four
of their vans, as well as the fuel, maintenance, toll costs, and staff salaries. In 2019 alone, MOBILITI served 2,278 passengers across 8,725 trips.
We further promoted the mobility of PWDs through our donation of a van to Pertubuhan Pemulihan Dalam Komuniti Kg. Kenanga Rawang
(“PDK Rawang“) to address its transportation needs ferrying students to and from their centre. PDK Rawang provides vocational training for
PWDs from underserved families. At present, PDK Rawang has 76 registered PWD students, and provides early intervention programmes
for those aged 4-6 years and physiotherapy for PWDs with cerebral palsy. Young adults at the centre help with daily chores and also make
Rempeyek crackers - a common Malay delicacy - to generate income.

85

ANNUAL REPORT 2019

SUSTAINABILITY REPORT 2019

RESPONSIBLE CORPORATE CITIZEN

We are also proud to continue our sponsorship for the Malaysian
Council for Rehabilitation, which is supporting the preparation of
the Malaysian contingent to the 10th International Abilympics, a
skills-based competition for PWDs shaped around five professional
categories: Service, Information Technology, Industry, Craft, and
Food, which is further split into 48 different skills. The 15 competitors
that have been selected to represent Malaysia will be preparing
throughout 2020, as the 10th International Abilympics, initially
scheduled for this year, has been postponed until 2021. We are
proud to count one of our own employees as a future Abilympian
after qualifying for the photography category, and look forward to
cheering our Malaysian competitors on.

40 employees volunteered 180 hours to serve members of the street
community. Volunteers also performed and sang songs in order to
provide some cheer over mealtime.
2019 also saw the launch of the inaugural Allianz For Good
Initiatives, aimed at encouraging employees to give back to society
through their choice of social or environmental related initiatives.
Close to 1,000 employees organised and carried out activities
in teams, dedicating over 3,400 hours to reach 24 beneficiary
organisations. This includes a shelter home, elephant conservation
centre, and street community, just to name a few. Employee
volunteers also cleaned up eight public places, including beaches
and parks, in conjunction with World Cleanup Day as part of
the initiatives. The Allianz For Good Initiatives concluded with a
Facebook contest asking members of the public to vote for their
favourite photo and caption, reaching almost 100,000 users and
garnering 6,700 reactions throughout the six days of the contest.
The winning photo features as the cover of this Sustainability Report.
The enthusiasm of employees and the public for the Allianz For
Good Initiatives encourages us to make this a regular event in future.

Allianz Malaysia donated a van to PDK Rawang to address its
transportation needs ferrying PWD students to and from their
homes
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2019 marks the fifth year that Allianz has sponsored the Allianz
Pacesetters 4x3km run that raises funds for the Kiwanis Down
Syndrome Foundation through its Kiwanis Pace-It-Forward corporate
category, where corporates are required to pay a minimum donation
of RM1,000 per team. The run attracted 198 teams, of which 28 were
corporate, thus raising RM28,000 for persons with Down Syndrome.
We have also embedded social inclusion into our Allianz Pacer
Run, further detailed in Running for a Healthier Lifestyle in the
following pages.

Employees conducted a beach cleaning activity at Pantai
Kelanang, Banting in conjunction with World Cleanup Day and
as part of the Allianz For Good Initiative

Volunteering at Allianz
We believe that corporate volunteering helps to develop our
employees and also builds empathy - a skill important for us in
the insurance industry - as we serve customers in their moment of
need. One way that we support this personal growth is through
the organisation of regular volunteering opportunities, such as
our support for SESO’s Soup Kitchen sessions. In 2019, we donated
RM7,000 to SESO to support their soup kitchen activities, while

Allianz For Good Initiatives was inspired in no small part by the Allianz
Charity Day organised by Allianz Life agents. In what is now an annual
tradition, over 2,000 Allianz Life agents nationwide came together on
25 May 2019 to host multiple charitable initiatives. Besides blood
donation drives and visits to orphanages and old folks’ homes, some
of the unique events this year include breaking fast at a charity home,
distributing bubur lambuk to the public, volunteering at the Kuala
Gandah Elephant Sanctuary in Pahang, and a Shoe Cutting Party at
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Providing Opportunities for Future Generations
Part of our efforts in social inclusion involves exposing
underprivileged youths to developmental opportunities. This
includes bringing them to events that they may not have access
to otherwise. We sponsored excursions for children from various
NGOs including to concerts at the Malaysian Philharmonic Orchestra
as well as to witness the World Junior Squash Championships grand
finale. We believe that having these experiences helps with the holistic
development of young people, and hope that this inspires them to
pursue their dreams – whether in music, sport or academia.
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NGO SOLEHOPE, which upcycles old jeans into shoes for children in
third world countries. Allianz Senior Management also joined in some
of the activities, to show support for their initiatives while fostering a
closer relationship with our intermediaries.

Allianz Life agents and Senior Management volunteered at
SOLEHOPE, upcycling old jeans into children’s shoes

Fostering the spirit of giving
This year, Allianz’s annual blood donation and organ pledge
campaign was held in three locations across Malaysia – namely in
Kuala Lumpur, Selangor, and Kota Bharu. Working together with the
National Blood Centre (“PDN”) and the National Transplant Resource
Centre, we collected 223 pints of blood and secured 32 organ
donation pledges throughout the campaign. Apart from addressing
the immediate need to replenish the national blood bank’s stocks, the
campaign intends to raise awareness of the need to donate, and to
prompt Malaysians to do so regularly.
In conjunction with Hari Raya Aidilfitri, we conducted a donation
drive amongst our employees to collect festive goodies and sundry
items to be distributed amongst eight NGOs in Klang Valley. The
NGO recipients serve PWDs, the hardcore poor, and the elderly,
and an estimated 437 people were reached through this initiative.
Additionally, we sponsored a shopping trip for 45 underprivileged
students from Kolej Tunku Kurshiah, where they purchased Hari
Raya items.

Allianz brought 22 children from Persatuan Kebajikan Harapan
Selesa to the Malaysian Philharmonic Orchestra concert titled
Alasdair Malloy’s Symphonic Safari
One way we are increasing opportunities of underprivileged youth
is through our sponsorship of 33 out of 69 students in the
2019/2020 cohort of SOLS 24/7’s Academy of Innovation (“SOLS.
ai”). This 18-month programme provides quality education to young
people from underserved communities encompassing low-income
groups and indigenous families. 93% of the students that we support
come from Orang Asli communities, which historically have a high
education dropout rate. By offering students boarding facilities,
SOLS 24/7 is able to reduce incidence of dropout and support their
all-round development. The students, aged between 17 and 25 years
old, are trained using innovative techniques that not only improve
their English competency but equip them with knowledge and skills
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to enhance their employability, as proven by students from the
2017/2018 cohort who have gone on to become English Trainers,
Solar Technicians, JPK-accredited Computer Refurbishers and
Programmers, as well as community educators in their villages.
Information on the previous cohort can be found in the An Impactful
Programme box.
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An Impactful Programme
Allianz supported 50 of 105 students in the
2017/2018 SOLS.ai cohort through funding
from Allianz Group’s Social Innovation Fund
2017. At the end of the programme:
• 84% of the students reported increased
confidence to speak English
• 83% of students felt more confident in looking
for jobs after graduating from the programme
• Of the 50 students sponsored, 96% received
a Cambridge English certificate and 14%
passed with a Merit or Distinction
Apart from financial support, we also organise workshops and
knowledge-sharing sessions with the students to equip them with soft
skills relevant for the working world. This includes sessions in financial
literacy and workplace etiquette. A collection campaign was held
in conjunction with our Recycling Day initiative where employees
donated pre-loved office attire for graduates of the 2017/2018
SOLS.ai cohort to support them as they began their 6-month job
placement in the final stage of the programme. Additionally,
employees contributed funds towards purchasing brand new pairs of
working shoes for them as well. Allianz recruited three interns from
the programme, who gained work experience in the areas of human
resources and corporate responsibility.
We expanded our collaboration with SOLS 24/7 by partnering
with them to establish a Community Empowerment Centre (“CEC”)
in Pulau Tuba, Langkawi, with the aim of bringing education and
empowerment to the rural fishing community. The CEC is an on-site

learning centre that serves as a hub for educational and communitybased programmes for the nearly 5,000 Pulau Tuba inhabitants.
In particular, emphasis is placed on improving English language
competency and digital literacy of students - ranging from 7 to 70
years old - in order to enhance their employability, academic results,
and social awareness.
52 students attended the CEC in 2019, with 45 of them awarded
certificates during a graduation ceremony recognising their
hard work. We also supported the travel costs and allowances of
24 teachers who conducted extra classes for 86 students from four
schools in the area targeting their exam preparations, as well as an
intensive study programme held for 56 upper secondary students
under Yayasan Pelajaran MARA’s Program Pintar Harapan Pulau
Tuba. The CEC is slowly becoming a part of the community, with
increasingly regular attendance of local inhabitants and a dedicated
centre manager who organises events and activities to embed
learning and encourage English use in the community.

Students from the Pulau Tuba CEC received certificates during a
graduation ceremony to acknowledge their progress
In 2019, we also sponsored costs for a medical camp in Kampung
Melayu, Sandakan for underserved communities residing in and
around the area. More than 550 patients sought medical assistance,
with 41 volunteers comprising doctors and activists from East
Malaysia and the Peninsular, as well as Allianz Sandakan Branch
employee volunteers. Allianz’s contribution included the costs of
medication and also goodies which were distributed to children
during the camp.
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The Allianz Junior Football Camp Malaysian League (“AJFC”) is an
established football youth development programme initiated in
2012 by Allianz. The football camp provides opportunities for young
football talents between 14 and 16 years of age to showcase their
skills and gain exclusive insight into the world of professional football.
It is part of our commitment to provide a platform for grassroots
development of talented Malaysian youths through a structured and
competitive league system.
After seven years of running AJFC, 2019 marked the first year of
it being a full-fledged national league, with presence across all
six regions in Malaysia, namely Central, South, North, East Coast,
Sabah, and Sarawak. The league format enables a more structured
competitive environment for participating talents. 1,602 young
hopefuls competed within their region, with the top 18 players of
each region coming together at national level to vie for the title of
national champion, but more importantly, for one of ten spots to
journey on to the Allianz Explorer Camp (“AEC”) – Football Edition
Asia – an Asia Pacific event where they meet and compete against
players from eight other Asian countries. Two of the ten Malaysian
youths from the AEC – Football Edition Asia were shortlisted to attend
the AEC – Football Edition Global in Munich, Germany where they get
to train at Säbener Strasse, home to reigning German Champions FC
Bayern Munich.

In recognition of this great opportunity, AJFC was awarded the
Bronze Award in the category of Best Sport Youth Development
Program of the Year by SPIA Asia – Asia’s Sports Industry Awards
& Conference in 2019, against stiff competition from other great
grassroots development programmes. Since its inception, AJFC has
seen the participation of over 9,000 youths, with 69 progressing to the
Asian regional football camp, and 23 finally making it to the grounds
of Säbener Strasse.

Running for a Healthier Lifestyle
We sponsored various running events in the year as part of our
ongoing effort to promote healthy living amongst the local community.
These include the IJM Allianz Duo Highway Challenge 2019, the IJM
#Runwithme at Bandar Rimbayu, and the IJM Half Marathon at
Seremban, which attracted over 25,000 runners in total. We also
sponsored the Allianz Pacesetters 4x3km, described in Working for
the Inclusion of PWDs.
For the fifth year, we organised our major running event, the Allianz
Pacer Run, with 4,600 runners taking part in all categories. This
year, the Allianz Pacer Run featured a new category – the 1.5km
Buddy Run category – with the aim of promoting social inclusion.
PWDs with learning disabilities and hearing impairment were
paired with Allianz Senior Management and employees as their
running buddies. More than just bringing runners together for a
quality run, we found it meaningful to give PWDs the opportunity
to participate in a race and prove their abilities, as we want to
encourage Malaysians from all walks of life to get active and to start
leading a healthier lifestyle.
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Fostering Young Talents
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The top ten players of AJFC 2019 posing with Bayern Munich's
mascot at the AEC Asia Camp in Singapore
By giving them international training experience, AJFC enables
aspiring youths to acquire the skills of becoming professional
footballers and instils the true spirit of sportsmanship as they learn
to cooperate with others from different countries and backgrounds.

Employees cheering on a PWD participant in the Buddy Run as
she crosses the finish line

