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1. Introduction

Perbadanan Insurans Deposit Malaysia (PIDM) administers the insurance guarantee
scheme, and is a key player in financial consumer protection in Malaysia
Regulators

Redress and advisory bodies
Coordinate and pool resources in
consumer interface and education
initiatives

Regulate financial consumer
protection and carry out market
conduct supervision

Provide avenue for consumer
advisory services and dispute
resolution

Protect depositors and owners
of takaful certificates and
insurance policies

Industry and association
players

Protect investors

• Provide consultation on introduction and
implementation of market conduct policies
Ensure continuous and
professional regulation of
co-operatives

• Support enforcement of industry codes
• Example of insurance associations

Safeguard free and fair
competition in markets for
consumer benefit
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1. Introduction

As a financial consumer protection and resolution authority, the main objective of PIDM’s
public awareness and education efforts is to promote public confidence in the stability of
the financial system

Public confidence

Trust &
relationship

Financial literacy

Broaden the awareness of
insurance benefits protection
amongst the target audiences

Instil trust in PIDM’s role as
an integral part of Malaysia’s
financial safety net

Develop more informed
financial consumers to
promote market discipline

Build better understanding of
the features, benefits and
limitations of the insurance
guarantee scheme

Convinced financial
consumers that it is their
interest that PIDM is
protecting!

Reach and protect the
“excluded” segment
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2. PIDM’s approach to public awareness and education

PIDM adopts multiple approaches in public awareness and education efforts to foster
better understanding and appreciation among the public and key stakeholders about
PIDM role as a financial consumer protection and resolution authority
Two-pronged approach...

through....

and measured by...

Time to decision

Near
Targeted
policies
Aware

Broad based
awareness
Engage

Targeted
policies

•1 Issuance of legislation to
insurer members

Connect

Broad based
awareness
Reinforce

•2 Advertising
•3 Public relations /
stakeholder engagement
•4 Education programme

Far
Dormant

Actively seeking
information
Customer behaviour
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Public
awareness
index
(Annual
nationwide
survey)

2. PIDM’s approach: Issuance of legislation

PIDM plan to issue Information Regulations requiring insurer members to provide timely
and accurate information on PIDM protection to their prospective and existing customers
at every “teachable moment” to empower informed and sound decision making
ACTIVE INVOLVEMENT OF INSURER MEMBERS!
Insurer members and their agents are to convey information to their prospective and existing customers

Make clear
representation
about their
membership in
PIDM

Pre
purchase of
insurance

During
purchase of
insurance

Post
purchase of
insurance

Advertisement
(print, bunting,
brochure, online)

Face-to-face,
telemarketing,
online or mail

Policy contract,
correspondences

1

Disclose whether
or not insurance
benefits are
protected by
PIDM

2

Provide
accurate
information on
PIDM / call for
action

SUPPORTED BY TOOLS PROVIDED BY PIDM!
(PILP, TTT, collaterals)

Note: Implemented for member banks in 2011, and plan for insurer members in 2019
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2. PIDM’s approach: Issuance of legislation

PIDM Interactive Learning Platform (PILP) is a web-based online training modules and is
made available for insurer members and members of the public
Interactive Content

Online Quizzes

Help-desk support

PIDM is currently enhancing the format and content of the PILP!
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2. PIDM’s approach: Advertising and public relations

PIDM adopts multi-channel and multi-pronged engagement, educational and advocacy
communication approaches to reach target audiences for the building of public
confidence and the promotion of financial stability in line with PIDM statutory mandate
Public relations /
Stakeholder engagement

Advertising

Targeted
Segmented
Mass

Corporate affairs

Mainstream advertising:
TV, radio, newspapers,
magazine, billboard,
digital platform

Members relations
Media relations
Industry relations (incl. agent)

Corporate collateral:
Brochures, handbooks,
buntings, posters,
information video

Targeted
Segmented
Niche

Community relations
Consumer services

Social media advertising:
Facebook, Instagram,
Blogs, Youtube,
mobileapps

Government relations
Education programme

Different messages in regular time and in a crisis / a resolution event

4 languages &
different dialects
toll free call
centre
1-800-88-1266

4 languages
website
www.pidm.gov.my

Nationwide briefings,
on-ground events,
roadshows, trainings
& stakeholders
programmes
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Focus group
discussion

Consumer
behavioral study

2. PIDM’s approach: Education programme

PIDM’s education programme focuses on financial literacy among the younger generation,
and is now working with the Financial Education Network to support the important
initiative of promoting financial literacy among members of the public
PIDM education programme:
Project MoneySmart (2010-2016)
PIDM aims to promote and enhance financial awareness
and literacy among the younger generation

Inter-agency Financial Education Network
(2017 – now)
PIDM participates in the formulation and implementation of
national strategy for financial literacy for every life stage

PIDM

MoneySmart
Online game, Board game

Snap & Draw
Photography & poster
contest

Campus Challenge
Song composition & video
contest

Inter-schools
project competitions

•

reached out to 2,239 secondary schools

•

benefitted about 1 million students, 4,000
teachers and 150 higher learning institutions

•

certified as “Co-curriculum Partner” by the
Ministry of Education for 2014, 2015 & 2016

Credit
Counseling &
Debt Mgmt
Agency (AKPK)

To formulate and
implement
national strategy
for financial
literacy

Employees
Provident
Fund
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Bank Negara
Malaysia

Securities
Commission
Malaysia

2. PIDM’s approach: Measurement

PIDM carries out annual nationwide public awareness index survey through an
independent research agency, to measure success and effectiveness of efforts

Public
confidence

General public awareness level from 2011 to 2017
70%
60%

Going
forward,
consider
measurement of
trust &
confidence
level

50%

Trust &
relationship

40%

30%
20%

10%

Financial
literacy

0%
2011

2012

2013

2014

2015

PIDM

TIPS

DIS

2016

2017

TIPS: Insurance guarantee scheme; DIS: Deposit insurance system

Must be objective and comparable year-on-year!
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3. Conclusion

“A good public awareness program sends the right messages, educates its target audience, changes
perceptions and behaviours, and builds a positive and credible brand image for the systems and
insurers, thereby enhancing financial stability”
The International Association of Deposit Insurers’ Public Awareness Enhanced Guidance

Different yet
consistent
messaging Different approach
in regular time and
in crisis -

depending on
circumstances and
target audiences

what is an objective
measurement?

what is the trigger?

Establish a baseline
level of awareness what is the saturation
point?

Track awareness
and confidence
level regularly –

Considerations
for PIDM’s
public
awareness and
education
efforts
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Adjust approach
accordingly –
depending on survey
results, new
technologies and
innovation in the
insurance sector

Thank you
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