DESIGN OF NON—LIFE INSURANCE PRODUCTS



. .1964 10 . 1986 7

. 1997 12 ) o
1998 4 10
. (ACID o

2001 12 ,

; 1989 7 1991 6
’ ;1991

8 ,

. PN ) PR

{ ) 15



2001

b

1/3,

2001

32.49%,
332.93

689. 39
14.57%,

’

b

Deloitte Consulting

18
55%

—



Design of Non-life Insurance Products

2002 3



3~5

),

| =



Design of Non-life Insurance Products



Foreword 1

FOREWORD

INSURANCE crisis period is on the stage with the coming
of all round open of Chinese insurance industry to the world.
The strategy to overcome the above crisis is creativity, one of
the best method among which is creativity of insurance prod-
ucts, because it is inevitable choice for an insurance company to
choose sustainable development, to put itself in an invincible
position, to seek new increment of business and to occupy more
market share.

An insurance product is an idea/ thinking, service and
transfer of the loss/ damage of risks and liabilities to meet the
requirements of an insured. It is an integral concept, including a
core product, namely the main clause of an insurance contract,
which mainly states the contents of coverage and exclusion; a
tangible product, namely a written insurance contract, it is a
manifestation of a core product; and an appendix product,
namely all kinds of service after/ before sale supplied by an in-
surer after an insurance contract signed.

The design principle of an insurance product is a general
law to discuss how to design an insurance product according to
an insureds requirements/ demands to transfer the risks and the
liabilities and the integral concept of an insurance product. It in-

cludes: one is design principle of a core product, namely the ele-



Design of Non-life Insurance Products

ments of a clause; another is design principle of a tangible prod-
uct, namely the elements of an insurance contract/ policy; the
third is design principle of an appendix product, namely the ele-
ments of the services after/ before sale. It also emphatically dis-
cusses the logical relationship between the coverage and exclu-
sions of an insurance contract, where some exiting problems and
their resolutions are also analyzed.

For the sake of clearance of outline, integrity of design,
the elements to be completed and not in disorder among the sub
products of an integral insurance product, accurate definition,
logic in order and great vitality of an insurance product, this
books lines up some important factors to be considered in de-
sign, discusses how to improve the outer environment of crea-
tivity of insurance products, raises the procedure and some
methods of design. It also points out some breakthroughs at de-
sign of non life insurance products.

Chapter seven analyses the some problems of existing Chi-
nese property insurance clauses, and the cause of “ triple double
rail system " and “ duality of business structure " only available
in Chinese non life insurance market and its consequence by sta-
ting the emerging background of the above clauses, it points out
the direction of revision of Chinese property insurance clauses,
how to revise, it also simply discusses the inevitability of mar-
ketilization of insurance rate in Chinese insurance market.

For the real reference of my readers, the last chapter sorts
out and translates as many as additional insurance clause chosen

prevailing in the non life insurance market.
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