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The Insurance Apprentice 2021 journey was a 
stressful and special one… when we realised that 
we won’t be able to do things the way we have 
always been doing it, we had to think and rethink. 

The reality was that we were not going to skip a year… for 
many reasons. One of them is the fact that we have amaz-
ing sponsors who stood by us, who committed and who 
believed enough in us to know that whatever we do, we will 
make it work. Another one is that we had over a 100 people 
who entered, and they were super excited to see what we 
had in store for them. And the opportunity to change lives… 
we’ll never let that opportunity go by. 

Every single business had to adapt and had to do whatever 
they had to do differently, so what was stopping us? The 
short answer… nothing! Nothing could stop us!

Change is the only constant
The TIA team, Simon Colman (TIA Head Judge and Busi-
ness Head of Digital and Financial Lines at SHA Risk 
Specialists) and the team from Flash Forward Productions 
(who produced TIA2020) got together (virtually, of course) 
and reworked the whole competition. I approached the 
existing sponsors once our plan was fi nalised and every-
one was more than keen. We even lined up some additional 
sponsors.

Similar to the likes of the Fastest Finger First and Who 
Wants to Be a Millionaire quizzes, with an epic virtual set 
up, contestants’ knowledge was tested, and the pressure 
was on as they had to answer multiple-choice questions. 
In later episodes, contestants faced the more serious side 
of tasks with judges that were tough, poked and prodded, 
fi nally revealing the Top 3, with the announcement of the 
winner at the end of episode eight. It was something new… 
the journey was exciting. 

Education 101
The learnings were probably better than it ever was, and 
with Charmaine Koch from AC Develop assisting us to 
make sure the content was correct, and on target, we really 
took it up a level in terms of content. Charmaine also made 
sure that our viewers could/can earn their Continuous 
Professional Development (CPD) hours from watching the 
episodes once they aired. 

The exciting part is that we will most defi nitely include 
some of the elements we have introduced this year, to 
the competition going forward. We believe we can reach 
a much wider audience, and at the same time, produce a 
form of consumer education and hopefully get more peo-
ple excited about the opportunities in the fi eld of insurance.

TIA2022… are you ready?
I do believe that everyone who thought about entering, but 
never had the guts to move out of their comfort zones or 
who were never sure if they are strong enough might have 
changed their minds. Getting into the Top 10 might now 
be more reachable than you ever thought, just because it 
has never been as transparent as it is now… remember that 
we give you learning material and by being empowered 
like this, it might really be worth it to give it a go! It’s within 
reach! So, if you are younger than 35 and have been work-
ing in the short term insurance industry for four or more 
years, you can enter… well, you should enter. 

Our industry is resilient, and we adapt fast… and I am 
excited to see what the future holds. Enjoy the read! And 
if you are not working in insurance yet, we hope that the 
content in this magazine will make you at least consider 
us… because there are just so many options!

Enjoy the read! 

TIA2021… 
in a virtual 
world, like 
never before

Rianet Whitehead
Editor: FAnews
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PROUD SPONSORS OF #TIA2021
Thanks to all of our #TIA2021 sponsors for 
making The Insurance Apprentice possible.
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Series seven of The Insurance Apprentice ended on 
a high note as Fiona Fitzpatrick, Managing Direc-
tor of IF Administrators was announced as the 
winner. 

FAnews spoke to Fitzpatrick about the competition, how 
she feels about winning the title of The Insurance Appren-
tice 2021 and all the amazing prizes, plus what the future 
holds.

Excitement, happiness and disbelief
When asked how she feels to have won the title of The 
Insurance Apprentice 2021 Fitzpatrick said, “Since being 
told I am the winner of The Insurance Apprentice of 2021, 
it has been surreal. A complete whirlwind of emotions of 
excitement, happiness, sometimes disbelief and some left-
over nerves from the tasks. I also have an infi nite amount 
of gratitude and respect to all who worked with me along 
the challenges and those who supported me behind the 
scenes along the way to become the winner,” said Fitzpat-
rick.

“Unlike the esteemed and veteran entrants of The Insur-
ance Apprentice, I didn’t really have a full strategy going 
into the experience. After having only really discovered the 
show last year, I wasn’t too familiar with previous tasks 
and challenges, so I had no expectations, which meant 
very little preparation apart from brushing up on a few of 
the latest insurance trends and industry news, as well as 
the supplied reading material,” she said.

“Going into the show, I thought I had nothing to lose – my 
strategy was simple, to see how far I could go. Overall, I 
think it put my mind in the right place that I would ultimate-
ly not be battling against the other contestants, but rather 
against myself,” she added. 

“If I were to compete again, I wouldn’t change my strategy 
but I would like to tell myself to calm down, breathe and 
then speak –the nervous energy often got the better of me. 
The dynamic of the exchanges between the contestants 
was different in a virtual environment, which we have all 
become very au feit with over the past year, but in a way, I 

A complete 
whirlwind 
of emotions, 
says #TIA2021 

winner
Fiona Fitzpatrick 
Managing Director
IF Administrators Pty Ltd – FSP
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feel that the virtual environment was great to see just how 
patient everyone is – letting everyone have a moment to 
speak and be heard,” she said.

The competition and amazing prizes
“The competition is an awesome platform for young talent 
to meet exceptional industry colleagues, and to partner 
with legacy brands and to get a true understanding of 
those companies,” she emphasised. 

“The insurance industry is full of esteemed and established 
legacy companies which, the youth of the industry are 
the future of. The show, as a competition, is a meeting of 
the minds, testing of the individual contestants against 
themselves fi rst, and each other second. The challenges, 
I believe, are designed to ultimately make their individual 
strengths shine through, rather than their weaknesses,” 
continued Fitzpatrick. 

“The prizes are absolutely phenomenal, and although 
values are attached, are totally priceless in the rewards 
that these will reap. I like to think of the amazing prizes as 
the perfect recipe of self-improvement, academic enhance-
ment as well as being connected to the heart of the insur-
ance industry. This will empower and move myself and any 
future winners forward into the power of being the ultimate 
ambassador of the insurance industry,” she said.

Why others should enter
“I’ve learnt in this process that if opportunity knocks – 
answer! Overall, the biggest lesson learned is to believe in 
myself and my abilities – because if I set my mind to it, 
I can do it. Along the same journey, I have learned my big-
gest limitation in life will be myself and the limitations I set 
for myself,” she said. 

“Without hesitation, I encourage all to enter The Insurance 
Apprentice – if you are in the insurance industry and you 
have decided that the insurance industry is YOUR future, 
there is no reason to not try and see how you fair. For 
anyone who is on the fence about applying and is looking 
for a sign – it has just arrived, and it reads “APPLY NOW!”,” 
she added.

“Apart from having the chance of winning incredible prizes, 
the competition also provides the perfect platform for pur-
poseful networking with industry colleagues – across prov-
inces; testing your knowledge; knowledge of new products 
with applied learning about different parts of the business. 
You are doing this all whilst increasing your exposure of 
your personal brand and making your own unique mark on 
the insurance industry,” concluded Fitzpatrick.

https://www.genasystech.com/
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TIA2021… a virtual experience

Anele Sweli
Client Executive

Marsh

The experience of the competition is 
more than I expected. Overall, it’s 
been challenging, in a good way, it 

stretches your limits and is a great learning 
experience. 

I would encourage other individuals to enter 
the competition because they may never 
know where they could end up. It is also an 
amazing experience where you are taken 
out of your comfort zone, exposed to new 
people and new challenges. 

Exposed to new challenges

Dimitri van Niekerk
Specialist 

Underwriter: Agri
Old Mutual Insure

To be honest, I did not really know what 
to expect, seeing as this was the first 
time entering the competition. 

From this experience I have learned a lot 
about myself as a person and as a short term 
insurance professional. It is also true that you 
only grow outside of your comfort zone and 
this whole experience is out of my comfort 
zone. This competition challenges you to 
think outside of the box and introduces you 
to so many unknowns within the industry. 

Out of my comfort zone 

A life changing experience

Brendon Balaram
Financial Adviser
Sweidan and Co

I enjoyed the virtual sessions, especially 
the gamified aspect that was introduced 
to the competition. My biggest take away 

from this experience is that there is so much 
to learn within the insurance sector. We 
should be encouraging out of the box think-
ing and constantly challenging ourselves 
to enable us to grow as individuals and 
ultimately add greater value to the diverse 
industry we work in.

I would, therefore, encourage anyone that’s 
looking to grow themselves within the sector 
to take advantage of this opportunity as this 
is a life changing experience.

This has always been a tough competi-
tion in the past, but how tough it would 
be in the “new normal”, was something 

that I was not sure about. I very quickly 
learned that it was going to be a rough ride. 
Not only is it tough from a knowledge point 
of view, but the limited time you receive for 
challenges, makes it even more difficult. 

What I learnt from this experience is that 
no growth comes from comfort. Growing is 
often an uncomfortable experience but so 
rewarding when you look back. This experi-
ence has helped me to grow and highlighted 
some areas where I still need to grow more. 
My biggest take away, from this competi-
tion, would be to always believe in myself 
and my abilities. 

If you want to grow your career in the short 
term insurance industry, than this competi-
tion is for you. 

A step into the unknown

John Williams
Senior 

Technical Manager
Santam

An awesome journey to 
take yourself on

Melissa Johnson
Technical 

Underwriting 
Consultant

Old Mutual Insure

Overall, this has been a great experi-
ence. I have learnt that over prepa-
ration is never a negative thing. You 

should rather be over prepared than not 
prepared at all. Believe in yourself and stay 
calm!!! 

I would encourage others to enter the 
competition because it is an awesome 
journey to take yourself on, one of growth, 
resilience and pushing yourself to places 
you have never been before. You learn so 
much in a short space of time. It changes 
your mindset and the way you look at 
things overall.

The best part was making it to the top 10.

On the quest to fi nd South Africa’s ultimate ambassador of the insurance industry, the fi rst four episodes of The 
Insurance Apprentice consisted of four groups in the form of a quiz with right and wrong answers, with the top 10 
then going onto the next round. Episode fi ve to eight saw the Top 10 complete the harder and more complicated 
tasks that ultimately gave us the winner of The Insurance Apprentice 2021. Series seven of The Insurance Appren-

tice ended on a high note when the winner, Fiona Fitzpatrick, was announced. 

Having wrapped up another successful season of The Insurance Apprentice, the contestants highlight what they thought 
about the 2021 competition and share a bit more about their experience.

   We started off with 60 contestants, with the ult imate goal of finding one winner!    We started off with 60 contestants, with the ult imate goal of finding one winner! 
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It is a tough competition. For me, the best 
part was making it to the top 10.

Going into the future, from this experience 
I have learned that you should never stop 
learning… information comes to those who 
look for it.

I would encourage others to enter the 
competition so that they can discover 
and learn more about themselves and to 
broaden their horizons in the insurance 
industry.

Never stop learning

Kevin Matoko
Director

Matla Risk 
Management 

Services

I am extremely proud to be part of the first 
virtual season of The Insurance Appren-
tice. Kudos to the producers.

It is a huge opportunity to meet young 
people of high calibre and a truly remark-
able learning experience. TIA enables one 
to look inward and encourages growth. 
Furthermore, it is great opportunity to gain 
exposure. 

It is extremely stressful and nerve wrack-
ing, but I can say I have enjoyed being put 
to those trials and tribulations. 

Masechaba Mahaba 
Loss Adjuster
Crawford and 

Company 

I am what you could call a social butterfly, 
thrive in being around people. So, I had 
many reservations about the series being 

virtual. 

And boy were these reservations unfounded, 
this turned out to be and is one of the best 
experiences I have ever had.

I could write an entire book on what I 
learned in past episodes, but since I cannot 
take over this entire magazine, I will list my 
five lessons learned:
• Show-up every time and in every space;
• Always come prepared;
• Never take any opportunity for granted;
• Every mistake is a lesson learned; and 
• You do not need to be the loudest voice 

in the room to be heard.

 I would encourage young people in this 
industry to enter The Insurance Apprentice 
as there will never be a learning opportunity 
quite like this one in your life. 

One of the best experiences 
I’ve ever had

Tafadzwa Taffy 
Chikanya

Marketing Support 
Coastal

Santam H&L

The experience is great… something 
to remember for years to come. The 
nerves, intensity, battle to stay in the 

competition, laughs, challenges and fast 
paced growth required, all contribute to an 
exciting competition. 

It is scary until you take the leap to do it 
because once you are in it – there is no 
turning back. My biggest take away is 
that you need to show up from the get-go 
– there is no safety in trying to be safe, 
rather be outstanding as that will take you 
far. 

I would absolutely encourage others to 
enter, as the process allows you to grow 
and connect with industry peers whilst 
strengthening your brand within the indus-
try. Also, you get to be an ambassador of 
our industry.

Something to remember for 
years to come

 Trials and tribulations

Sumeet Bisundayal
Technical Broker

Marsh 
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Fresh, innovative and lateral thinking

I think The Insurance Apprentice team has made the 
series work, despite the conditions and situations we 
fi nd ourselves in. Simon did a great job as judge in 
maintaining the tempo and lifting the energy. Obviously, 

the lack of human contact for the team tasks complicated 
matters where there was not quite the level of interaction 
you would have liked to see.

I really enjoyed the challenge of being a judge and repre-
senting Discovery Insure. Creating the task was interesting 
as we were trying to get the contestants to think beyond 
their knowledge and training, to be innovative and forward 
thinking. 

The industry has its structures and nuances, and, in many 
cases, experience is as important as qualifi cations. The 
Insurance Apprentice creates a platform for young talent 
to engage, evaluate and debate on many current issues, 
hopefully bringing young and fresh approaches to histori-

#TIA2021 
judges
share their 

thoughts

All of the judges of The Insurance Apprentice 2021 
did a phenomenal job in acting as mentors and 
judges in their various tasks. The judges gave us 
some insight into what they thought about this 

year’s virtual competition.

cal problems. I hope this year’s crop challenge the norm 
and push the boundaries out signifi cantly.

The Insurance Apprentice is unique, it showcases young 
talent and encourages fresh, innovative and lateral think-
ing. It also serves as a platform for the industry to raise 
awareness on important issues, to encourage debate and 
to possibly fi nd solutions.

Clyde Troup  
Head of Underwriting: Business Insurance
Discovery Insure 

Into new frontiers

Although I still believe there is a lot of value in be-
ing able to host the series in person, both from 
a mentoring and team dynamics perspective, 
having been forced to come up with an alternative 

virtual solution this year has resulted in a fun and creative 
series. 

I can see that everyone involved this year has learnt a lot 
whilst fi guring out ways to make the show a success, and 
many of these ideas will assist in continually pushing the 
show into new frontiers. I am excited to see what future 
series will look like when a mix of both the virtual and 
physical can be used together.

One of the biggest benefi ts of the virtual series this year 
was the extended reach it gave the competition and for 
viewers to be able to see more than just the fi nal eight or 
ten contestants battling it out for the fi nal prize.

The Insurance Apprentice pushes most people out of their 
comfort zones. Just the process of putting together an 
application is tough enough and the start of a journey that 
could end up resulting in new networks, experiences and 
challenges that push them further in their career. Many 
young people do not want to enter The Insurance Appren-
tice but end up doing very well when encouraged to do so 
by a mentor or colleague. Also, whether you make it into 
the fi nals or not does not take away from what the ap-
prentices learn about themselves and the industry as they 
move forward in the competition.

I believe that the success of The Insurance Apprentice 
series to date has been because of the combined industry 
team effort! I think the industry and the sponsors appreci-
ate the value The Insurance Apprentice brings to the short 
term insurance industry as a whole. Employers realise the 
benefi t of raising up and identifying young talent both from 
a sponsorship perspective, as well as by encouraging those 
young people in the industry to push themselves to new 
heights by entering. The FAnews team do an incredible job 
in continuously improving the quality of the production, so I 
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think as long as everyone continues to work together, there 
are many more great years ahead! 

Keith Bester
Head: Operations & Support, Johannesburg 
Branch 
Hollard Insure

A huge success

I think the series was well organised and was a huge suc-
cess. I think there we some positives that we could take 
from the virtual session and apply them post Covid-19 
to a face-to-face series. 

Apart from the fact that The Insurance Apprentice is a 
perfect opportunity for young people to display their knowl-
edge and understanding of insurance, I believe that The 
Insurance Apprentice enables them to learn more about 
the various topical insurance issues through the research 
that they have to conduct in order to address some of the 
tasks. Furthermore, not all young people get an opportu-
nity to interact with relevant stakeholders, including the 
Regulator, and I think entering The Insurance Apprentice 
also presents young people with this rare opportunity. 

I enjoyed working with the entire team that has been 
involved in The Insurance Apprentice and to learn of all the 
hard and excellent work that goes on behind the scenes, 
before the audience sees the fi nal product. I think the qual-
ity of the judges, contestants and challenging and relevant 
tasks have contributed to the success of this series over 
the years. 

Magkompi Raphasha 
Head: Insurers & Retirement Fund Benefi t 
Administrators Supervision
Financial Sector Conduct Authority 
(FSCA) 

Great value to the industry

I believe that the series is truly an amazing accomplish-
ment and of great value to the industry. The platform’s 
potential for skills development and highlighting our sec-
tor will only increase, and I believe that other industries 

could benefi t from a similar undertaking. 

The series has illustrated that there is no better place to 
test, develop and evidence your “big game aptitude”. It is 
a platform to accelerate one’s growth and to elevate one’s 
visibility in the (relatively small) industry of insurance and 
risk professionals. According to all of the contestants that I 

have engaged with, it has truly been a benefi cial experience 
– with exposure to professional aspects that otherwise 
may be reserved for more seasoned professionals.   

Compiling a task that was comprehensive, challenging and 
informative whilst keeping in line with the fi lming con-
straints under COVID-19 and the associated time param-
eters, was challenging. The other factor was balancing my 
generally forgiving nature with a personality that makes for 
good viewing. 

I would attribute the success of the series to focused 
content that is relevant to the viewership, topical, well af-
fi liated, accessible, which bears strong emotional content 
and is tied together with excellent production.

Matthew Bezuidenhout      
Head: Risk Finance and Captive Solutions
Marsh Africa

A brilliant formula, and it works

What The Insurance Apprentice does very 
well, year on year, is it remains relevant and 
keeps us gripped. The challenges on the 
show are always topical and therefore the 

audience can relate. 

The virtual series has taken this adaptation and relevance 
a step further and introduced a different and interesting 
way to navigate the pandemic, while remaining fun, engag-
ing, and youthful. I am quite excited to see how this format 
translates to the viewer.

This is undoubtedly one of the most brilliant opportunities 
that exist for young people in our industry. It guarantees to 
yank you out of your comfort zone, which is where growth 
happens, both professional and personal. The scale of the 
exposure it affords is unparalleled and follows you long 
after fi lming wraps. I always call it insurance bootcamp- 
grappling with different areas of insurance gives one a 
deeper appreciation of how vast the industry is and other 
areas of potential interest that you could pivot to. And 
mostly, you gain a ton of mentors, friends and supporters 
spanning across all levels of seniority and influence, where 
you realise that people mostly want to help and provide 
support. 

It’s a platform that gives you a voice and amplifi es your 
thoughts, innovations, ideas, solutions and can connect 
you to the right people to bring them to life. I can’t think 
of a single reason to let the chance to enter and take part 
pass you by. 

The Insurance Apprentice is an illustration of the best parts 
of our industry: the sponsors’ buy in that make it possible, 
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Excellence
backed by

experience.

Our
Service

Promise.

Auto & General is an authorised non-life insurer and FSP. Ts & Cs online.

/3
59

40
/E

Should you require further information, 
please contact us on  0861 333 877

#WHAT
EXPERIENCE

LOOKS
LIKE

We have your 
liability exposure 
covered.

Professional Indemnity Cover will help keep  
businesses afloat.

In a society where liability claims are becoming more 
common, businesses run the risk of being exposed to 
potential claims. Mistakes happen and third parties 
have recourse through our legal system to demand 
compensation for the financial loss they suffer as a 
result of these mistakes.

That’s why you need Auto & General’s Professional 
Indemnity Policy. Refined by more than three decades 
of experience, this product will protect you against the 
costs involved in defending and/or settling these 
claims. Our experience and expertise is your 
assurance that we are fully capable to handle these 
matters on your behalf.

#TIA2021 judges
share their thoughts

s
s

the older/skilled/ experienced mentors and judges 
who share invaluable insight when presenting their 
challenges, and the brave and talented contestants 
who consistently reinforce that we have no shortage 
of skills, innovation and passion in our industry. All of 
this is packaged in a high-quality production that is 
continuously reinvented to keep viewers and partici-
pants alike engaged and on the edges of their seats. It 
is a brilliant formula, and it works. I can only imagine 
what season 70 will look like, as I am sure there is no 
stopping this runaway train.

Nox Dlamini 
Managing Director
XonRisk

The online energy and format

The Insurance Apprentice virtual series was 
probably the most challenging season for me 
as a judge. The insights into the competitors 
were restricted to the available screen time 

which meant we had to rely on fi rst impressions. The 
online format really underlined how important it is to 
make a quick, positive impact when you are meet-
ing virtually with someone. I think the winner really 
deserved the accolade!

I loved the online energy and the rapid-fi re quiz 
format. I thought the contestants were all brilliant. I 
was, however, concerned that we might land up with 
someone who was a great “gamer” but not a great in-
surance practitioner. This proved to be an unfounded 
concern and it was very interesting to see how the 
high performers in the quizzes also performed well in 
the complex tasks. 

The quality of the contestants, the excellent task set-
ting by the sponsors, the production value brought by 
the crew, and of course the awesome judges, is what 
is attributed to The Insurance Apprentice’s success.

Simon Colman
Business Head: Digital and Financial 
Lines
SHA Risk Specialists

(Continued from p.9)

https://www.autogen.co.za/
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Take the tips seriously 
 Be authentic;

 Be prepared;

 Have fun;

 Contestants need to be more proactive when participating in 
the series;

 They should not confi ne their thinking to their own sectors, 
but think more broadly when it comes to solutions to tasks 
presented to them;

 It is very important for contestants to always remember that 
the tasks presented to them during the series are real chal-
lenges faced by the different sponsors, and therefore, require 
real solutions if a contestant were to fully impress the judges;

 Be yourself and admit your strengths and weaknesses. People 
can see a fake from miles away and it is better to work with 
others’ strengths than pretend that you know everything;

 Find the balance between humility, respect and confi dence. 
This can be one of the most challenging things to get right 
when trying to get a point across whilst not being overbearing 
and arrogant;

 “When you feel life is out of focus, always return to the basic 
of life. Breathing. No breath, no life.” - Mr Miyagi (Karate Kid). A 
few contestants should have breathed;

 When you are posed with a detailed case that needs to be 
presented in fi ve minutes, ensure that you address the basic 
principles fi rst. However, be ready to answer any complex con-
cepts that may arise;

 It is really all about communicating the value that you are 
bringing to the client. Ensure you articulate this key compo-
nent;

 Prepare, do your pre-reading;

 If a company has sponsored a session, they will set the task, 
do some research if possible; and

 In team tasks, make sure you get your fair share of time alloca-
tion, too much or too little can both hurt your chances.

#TIA2022… think you 
have what it takes? 
Read the tips!

The Insurance Apprentice judges have a few tips for fi nalists. If you are younger than 35, have been in the short 
term insurance industry (any part of it) for more than four years, and you preferably hold some form of short term 
insurance studies or qualifi cation, then you can apply for The Insurance Apprentice 2022. If you are chosen as 
one of the fi nalists, be sure to read the tips… and remember it while fi lming takes place. 

Clyde Troup  
Head of Underwriting: 
Business Insurance
Discovery Insure 

Keith Bester
Head: Operations & Support 
Hollard Insure

Magkompi Raphasha 
Head: Insurers & 
Retirement Fund Benefi t 
Administrators Supervision
Financial Sector Conduct Authority 
(FSCA) 

Matthew Bezuidenhout 
Head: Risk Finance and 
Captive Solutions
Marsh Africa

Nox Dlamini 
Managing Director
XonRisk 

Simon Colman
Business Head: digital and 
fi nancial lines
SHA Risk Specialists

#
h

h I A ti j d h f ti f fi
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Episode 2 – Rankings matter on a leaderboard 
(Sponsored by Sasria)
Our contestants are taking their shot at being the face of insurance, representing the indus-
try’s skills and values. Do they have what it takes to become The Insurance Apprentice 2021?
Posed with right and wrong answers, episode 2 of The Insurance Apprentice 2021, sees 
Group 2 take part in the ‘Rapid Risk’ and ‘Write-off’ preliminary round. Two contestants with 
the most correct answers make it into the Top 10.

Quick
catch-up

Did you miss one of The Insurance 
Apprentice 2021 episodes? 

Scan the bar code on the one 
you missed below 

and watch it:

Episode 1 – Rapid Risk and Write-off 
(Sponsored by AON)
Welcome to Season 7 of The Insurance Apprentice!
We’ve embarked on a quest to fi nd South Africa’s ultimate ambassador of the insurance 
industry.
Posed with right and wrong answers, episode 1 of The Insurance Apprentice 2021, sees Group 
1 take part in the ‘Rapid Risk’ and ‘Write-off’ preliminary round. Two contestants with the most 
correct answers make it into the Top 10.

Episode 3 – FAIS and insurance principles 
(Sponsored by Inseta)
Another week, another challenge. Who will make it into the Top 10?
Posed with right and wrong answers, episode 3 of The Insurance Apprentice 2021, sees 
Group 3 take part in the ‘Rapid Risk’ and ‘Write-off’ preliminary round. Two contestants with 
the most correct answers make it into the Top 10.
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Episode 7 - HCV… it’s about a lot more than just insurance 
(sponsored by Discovery)
The apprentices are tasked with presenting a new HCV value proposition that addresses risk 
mitigation, differentiators in cover, client incentives and loss ratio mitigation. This will have 
a direct impact on the performance of a fleet’s operational effi ciency and loss ratio perfor-
mance. Did they provide a valuable proposition?

Episode 6 - SMMEs have many challenges… how do we fix it? 
(sponsored by Hollard)
Participants are tested on their ability to understand the SMME environment, risks that these 
businesses face and how best to manage these in an ever-changing and complex world, 
to ensure their ongoing sustainability and growth as key contributors to the South African 
economy. With their fi nal summary, did the contestants provide valuable feedback in terms of 
what needs to be done to ensure small businesses are protected against various risks?

Episode 5 –Contingent Business Interruption cover… let’s find a solution 
(Sponsored by the FSCA)
Acting as employees of the FSCA, contestants advise the FSCA on the main causes of the 
contingent business interruption (CBI) cover dispute between non-life insurers and their poli-
cyholders, how non-life insurers, intermediaries and reinsurers caused or contributed to the 
said dispute and what the FSCA can do in order to prevent unfair outcomes for policyholders 
in future. With a different format to tasks and the loud and interrupting sound of a buzzer, did 
the teams meet the mandate, and did they highlight the challenges that could be faced by the 
FSCA if it were to accept and act on their advice?

Episode 4 – When reading your study material really matters 
(Sponsored by Chubb)
The leaderboard usually lists the best scores of a round and rankings matter! Well in this 
case, rankings were the be-all-end-all … no substitutes or alternatives could take its place, 
apart from the fact that a whole game can change, based on the random knowledge of one 
person.
Posed with right and wrong answers, episode 4 of The Insurance Apprentice 2021, sees 
Group 4 take part in the ‘Rapid Risk’ and ‘Write-off’ preliminary round. Two contestants with 
the most correct answers make it into the Top 10.

Episode 8 – Risk retention strategies and solutions… let’s think much 
wider 
(sponsored by Marsh)
Following recent concerns around increasing premium levels and lack of capacity for certain 
risks, MPG’s board requests an integrated risk retention solution that meets with MPG’s insur-
ance programme. The contestants research and investigate different options of risk retention 
strategies and solutions, however, in between all of this, an interruption occurs…
The winner of The Insurance Apprentice 2021 was announced on Thursday 19 August.
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teracting personally with insurers, customers have options 
now, as everything is online. In the past, technology was 
limited to staff’s operational functionality, and underwriters 
were required to interact with customers to underwrite and 
register claims to build trust. Technology has taken over 
where customers are given the option to perform some of 
these operational functions themselves without contacting 
their insurer or broker. 

We fi nd ourselves in the digital age; we must start to go 
beyond the Treating Customers Fairly (TCF) regulatory 
framework and illustrate that we care. Every customer 
must feel and experience that we care. Communication is 
a critical factor in forming and maintaining relationships. If 
the industry can prove to its customers that they care, they 
will retain their loyalty.

The strength of the broker-customer relationship is built on 
trust. Brokers need to engage and interact with their cus-
tomers as they form that personal bond and connection 
from quote stage with the customer. By engaging, brokers 
can also empower their customers with information. 

Insurance industry essentials
The relationships in the insurance industry are essential 
with all customers, including Millennials. Millennials want 
to feel empowered. The industry should provide them 
with the tools and resources to choose the right products 
required for their needs. 

Success in building and maintaining relationships will lead 
to customer retention, loyalty and return-on-investment at 
the end of the day for all stakeholders involved. 

To attract new and upcoming talent into the industry, 
Insurers must ensure proper coaching and mentoring for 
Millennials. Training material must not have unnecessary 
complex terms and should be more understandable and 
easy to read. The industry needs to show Millennials that 
it is not “boring” and build a prosperous career in the fi nan-
cial services industry.

Rowena Julies
Specialist: 
Technical Underwriter, 
Complex Commercial operations
Old Mutual Insure

Relationships 
in these 
disconnected times

The rapid introduction of the Fourth Industrial 
Revolution can lead to a loss in human interaction 
required in forming relationships, as various robot-
ics and self-service options are in place. 

However, this could also be the perfect opportunity for us 
to embrace technology to work for us and not against us. 

A sense of disconnectedness
Relationships are defi ned as the state of connectedness. 
As an insurer, it is imperative that we do not lose sight of 
building and maintaining relationships and, technology 
can be one of the channels we use to stay connected. But, 
how?

It is tricky because technology (especially social media) 
and life-threatening events, such as a pandemic can lead 
to a sense of disconnectedness. 

What we should be asking ourselves is, how do we con-
nect the disconnected individual? It is simple. Everyone, 
including brokers, customers and insurers, are looking for 
convenient and effi cient ways to do things. 

Building and maintaining relationships
Gone are those days where fax machines were the ‘in 
thing’. Now, investing in on-the-go systems such as apps, 
providing personalised solutions for individual require-
ments, quicker turnaround times, innovative products and 
services, and excellent customer service and experience 
are some of the factors that shape and influence relation-
ships. 

Essentially, providing a broker or customer with the prod-
uct or service they need, at any time, on any platform, will 
make it easier for an insurer to be identifi ed as ‘the insurer 
of choice’. Then, the rest will sort itself out… customer 
and brokers will be raving about the industry’s service to 
their friends via social media. The sector will boom as we 
receive referrals, thus leading to building and maintaining 
relationships. 

The important thing in relationship building is honesty 
and integrity. Insurance products and services must not 
mislead brokers or customers with advertising and should 
be authentic; we will then build a life-long relationship with 
brokers and customers based on trust. 

The digital age
Technology has impacted future operations a lot. From 
quote to amending and cancelling their policies without in-
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She likes to look dainty and pretty, but still profes-
sional, but don’t be fooled by appearances: Zama 
Mollo’s no pushover – and she’s definitely doing 
things her way.

That is why Mollo, Hollard Insure Marine’s Business De-
velopment Manager for KwaZulu-Natal, entered the 2021 
edition of The Insurance Apprentice, for example. “I want 
to be introduced to the [insurance] market in the way that I 
want,” she stated firmly.

An insurance career 
Mollo (27) was exposed to an insurance career “by fluke”, 
through a course she completed as a BCom undergraduate 
(she had intended to go into banking as a career).

“Then I got accepted into the graduate programme at 
Hollard and had the time of my life. I never thought that I 
would have such an adventure in insurance,” she said.

After five years of learning the Marine ropes – including 
credit control, claims, underwriting and policy renewals, be-
fore becoming a broker consultant – Mollo recently moved 
to KwaZulu-Natal to take up her latest position in person (a 
year late, it must be added, owing to the COVID-19 lock-
down).

More than before, she has to manage relationships, meet 
with brokers, put together quotations and seal deals. 
Despite her outgoing personality, she concedes that it is 
“very difficult” to win people’s trust and, of course, deal with 
rejection.

Carving out a path
The upside of having had to do her job remotely from 
Johannesburg for the past year has helped tremendously, 
however, because she has been able to establish relation-
ships with many of her customers long before meeting 
them in person.

“My confidence was built up so much during lockdown. It 
made things easier when I began having face-to-face meet-
ings, because a lot of people I’m currently meeting I’ve 
known for months already,” she observed.

But every day is still a school day, she says: “In Marine, 
there’s always something different. I’m a beginner every 
day.”

Most importantly, Mollo is intent on carving out her own 
path in what has always been (and still is) a largely male-
dominated class of insurance.

Own story to write
“I don’t like to be stereotyped. When I got to Durban, I was 
told that I needed to dress formally. I’ve tried to do that, but 
I also like to do things differently – so, last year I went bald, 
for example ... I must represent my age and my charisma,” 
she stated.

In that sense, Mollo certainly takes her cue from Beyoncé, 
the pop megastar who’s famous not only for her music 
but also the fact that she’s built her career and her public 
persona very much on her own terms.

“What excites me is reinventing the wheel. This is my own 
story to write – and it’s my story to own,” Mollo says.

Like Beyoncé, 
Zama’s doing 
insurance 
on her own 

terms

Zama Mollo
Marine Business Development Manager 
Hollard Insure
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As Millennials (born 1981 – 1996) establish them-
selves in the workforce and Gen Z’s (born 1997 – 
2015) start entering the workplace, it is becoming 
clear that these two generations are growing up 

in a digital world that is saturated with media platforms, 
making them tech-savvy with very different views on what 
work is. 

Millennials and Gen z’s
If anything, the COVID-19 pandemic has showed all employ-
ers and employees that there is a different way of doing 
things and this new generation is embracing it with open 
arms. 

connected and fully accessible environment in which they 
have grown up. They are used to searching for solutions 
and approaching the implementation of it from a differ-
ent angle. It provides game-changing perspective to the 
employer who is willing to listen or the entrepreneur who is 
willing to pursue it. 

While progressive thinking is needed, resistance to change 
remains an obstacle. But if this generation is willing to 
address the doubt and win people to their side, they will be 
able to steer themselves and organisations in a different - 
potentially better - direction. 

Finding your purpose
How we evolve to move with the times and remain relevant 
in a world that is constantly changing is summed up in 
these words from Mark Zuckerberg: “But I’m not here to 
give you the standard commencement about fi nding your 
purpose. We are Millennials. We will try to do that instinc-
tively. Instead, I am here to tell you fi nding your purpose is 
not enough. The challenge for our generation is creating a 
world where everyone has a sense of purpose.”

In line with this, the ratio of intangible and tangible assets 
within a business has exploded over the past 20 years as 
the value of data and intellectual property increases. Not 
only do you need to grow your company’s intangible assets, 
but also your own, as a brand in yourself. 

Cultivating a love for learning is central to keeping up in a 
world that is constantly evolving. Pushing the boundaries 
and fi nding solutions beyond what is safe and trusted is a 
specialty of Millennials and the Gen Z’s and is something 
that should be nurtured in the workplace.

A different perspective
The insurance market is an industry that is constantly rein-
venting itself to keep a step ahead of trends in the market 
to ensure its solutions are fi t for purpose. It is no surprise 
that professional development and individual growth in 
the industry is an evolving and ongoing task, making it an 
industry that is ideally suited to Millennials and Gen Z’s. 
The younger generation is simply a product of the hyper-

Zamani Ngidi
Cyber Solutions Client Manager 
Aon South Africa
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Insurance 
is a 
relationship
business

It was always a ‘social affair’. In its early days, the insur-
ance industry was forged through social engagements 
– the kind where a man’s bond was his word. 

Forging relationships – all in good faith
During the 17th century, London sea merchants would 
meet at Edward Lloyd’s coffee shop where they would 
quench their thirst, catch up on life’s goings on and ex-
change necessary information, as well as fi nd underwriters 
for marine insurance1. 

Fast forward to the 21st century and insurance indus-
try stakeholders continue to discuss deals face-to-face. 
Whether or not we are just creatures of habit, it’s perhaps 
safe to assume that human beings understand all too well 
that the most trustworthy of relationships are better forged 
in person. This builds trust. 

Insurance concepts like Uberrima fi des, a Latin phrase 
meaning “utmost good faith”, support this idea of relation-
ships and trust between clients, brokers, underwriters and 
other stakeholders. Simply put - all parties in an insurance 
contract must agree to a deal ‘in good faith’, making a full 
declaration of all material facts in the insurance proposal2. 
This aids in building a solid relationship for business today, 
and once that is established, it can be better maintained. 

When disruptions like COVID-19 happen 
The COVID-19 pandemic, undoubtedly brought about 
challenges to the way the insurance industry conducts 
business. 

COVID-19 restrictions limit physical contact and social 
gatherings, creating some distance in the business rela-
tionship. This means that relationships built (often over 
many years) are at risk of a disconnect, which in turn af-
fects the bonds stakeholders once had. 

Recognising this, many insurers quickly adopted digital 
communication platforms to enable them to connect with 
their clients and other stakeholders. These platforms saw 
a massive uptick in use as social distancing kept in-person 
contact at bay. The daily meeting participants on Zoom 

References:
1. https://www.britannica.com/topic/insurance/Historical-develop-

ment-of-insurance
2. https://en.wikipedia.org/wiki/Uberrima_fi des
3. https://www.businessofapps.com/data/zoom-statistics/
4. https://www.theverge.com/2021/4/27/22406472/microsoft-teams-

145-million-daily-active-users-stats

Precious Nduli 
Head of Marketing and Technical Marketing 
Discovery Insure

increased by 34 times from 2019 to December 20203. 
Microsoft recently reported that there are currently 145 mil-
lion people using the Microsoft Teams communication app. 
This is an increase of 3.5 times from the number of users 
they had at the beginning of the pandemic4. 

Staying in touch 
Can the bond of business relationships still be adequately 
maintained at a distance? This has been a critical question 
to establish answers to for businesses the world over. To 
minimise the impact of the pandemic, insurers have begun 
to develop digitally savvy solutions that help them stay in 
touch with their brokers and clients. Discovery Insure has 
always been a digitally enabled insurer. From generating 
quotes and servicing clients to submitting claims, brokers 
can do everything online. Clients are also able to connect 
with the insurer directly and submit claims through online 
channels, such as the website or the Discovery app. 

These digital innovations allow insurers to create a seam-
less online experience for their brokers and clients while 
maintaining these important relationships. How such 
digital enhancements will permanently change the way 
business bonds are forged remains to be seen. We can 
expect one thing though, a blend of in-person and digital 
realities will be the way of the future, enabling us to build 
relationships in a whole new way – all in good faith. 
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The realised goal you may see today about your 
life was once a thought, an idea and a dream. The 
goals we set for ourselves are limited to our ca-
pacity to imagine the possibilities we can achieve. 

It is essential to adopt a formular that works for you be-
cause individually, we are unique, and we think differently. 

Cut your cloth according to your size
Knowing your strengths and weakness is the fi rst step 
towards identifying your limitations and areas where you 
thrive, therefore cut your cloth according to your size. Do 
this by checking what your passion is and what drives you. 
If you do this, you will do what you love and love what you 
do. Your growth will become second nature, fuelled purely 
by passion and inner drive. 

In your business or career, you need benchmarks that track 
your progress. Start this directed effort by answering the 
questions:
• What is my vision? 
• Where do I want to be? 
• Who do I need to be to get there? And
• What do I need to do to move in that direction? 

The value of having a written plan is that you have some-
thing to measure your progress against. If you add a men-
tor to your circle, you can bring insights and accountability. 
Your plan will likely change as you move forward, but you 
can adapt as you learn new information from trying, failing 
and receiving feedback.

Realign your focus
Your focal point should always be on where you are going. 
We are on a path, as humans, and this path contains hur-
dles that we must overcome continuously. 

Your level of growth is determined by your level of focus. 
Keep focusing and refocusing until you are satisfi ed that 
you have reached your goals. 

Identify a reference point. If you are going to reach your 
goals, you need a reference point to guide you. By locating 
reference points, you can direct your steps towards your 
goals and track whether you are making progress or not. 

Three ways to 
make progress 

on your 
growth 
goals

Shutdown all the outside noise and distractions because 
they can consume so much of your time and derail you. 

Maintain consistency
You cannot afford to fall of the wagon due to a lack of 
consistency, and this is where many struggle. 
We start very well, but somehow, we end up not doing so 
well, due to being inconsistent. What you consistently do 
well in, maintain it, but what you struggle to do well in, 
determine why and create a plan that keeps you in the right 
direction. 

Your career, studies and purpose require an ongoing in-
vestment of consistency, keep at it. Remember, personal or 
career growth is an inside job which you cannot delegate 
to anyone else but yourself. What separates achievers 
from dreamers is the ability to develop a framework and 
follow-through from a plan of action. Align your will to 
succeed, with a direction, based on your reference point to 
ensure you are moving in the right direction. Honesty with 
oneself is as essential as constructive input from trusted 
mentors. 

Remember, you are the architect of your own destiny, do 
not let the environment, people or your current state de-
termine how far you will go… push yourself closest to your 
goals by action daily, weekly, monthly and annually.

Gugu Mkhize
Chief Executive Offi  cer 
INSETA
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hance our decision making - and our clients include every 
type of business you can imagine. 

I have had countless fascinating conversations with bright, 
interesting people from across the insurance market – 
whether it be stories about unusual claims, or exciting 
new products which use cutting edge technologies to 
help customers who otherwise would not be able to afford 
insurance. 

People outside the industry just do not get to know about 
this stuff, or see the pioneering work we do, and so they 
keep an outdated view that it is a boring place to work. 

But you know what? There’s hope and things are slowly 
changing.

Don’t be apologetic about it
We need to be more open about the interesting and critical 
work that we do and tell others that it is probably much 
different to what they think. In fact, one of my colleagues 
describes careers in insurance as ‘the best-kept secret in 
fi nancial services’. 

Nobody likes being labelled ‘dull’, just because of an out-
dated stereotype and a misunderstanding of our industry. 
More importantly, we all like working with other smart 
people; but sadly, attracting them is more diffi cult while 
there are preconceived ideas about what working in the 
insurance industry is like. 

I, along with many others, never planned to work in the 
world of insurance but joined the industry after seeing an 
opportunity on LinkedIn to run the Lloyd’s Lab InsurTech 
accelerator programme, where I helped brilliant start-ups 
grow and developed a hub for technology-led innovation. 
I thought, ‘Well, it might not be the most exciting industry, 
but at least I’ll be in the most interesting part of it!’

My experience in the industry
Since then, I have found that my perception was com-
pletely wrong. We are in an industry which is innovating 
left, right, and centre. We have got a new breed of start-
ups who are creating solutions to overcome some of the 
world’s most pressing problems, leveraging data to en-

Stop 
apologising 
for working 
in insurance

Ed Gaze 
Senior Manager: Lloyd’s Lab 
Lloyd’s of London

And so, this brings me to my request…

The next time somebody asks you ‘what do you do?’ – tell 
them that you work in an industry where sharing risk helps 
to create a truly braver world, which touches every new 
technology, which supports those who have lost every-
thing, and which is full of interesting people, clients and 
stories. Tell them that you work in insurance, and don’t be 
apologetic about it.

“Insurance is boring”.  At least, that is what many 
people think. And to be fair, it probably deserved 
this label for a long time. But risk is not boring, it is 
quite the opposite. 

Risk is exciting, progressive, and changes at pace. Risk is 
also important, and it affects every single one of us. And 
when you work in insurance, risk is what you work with - 
day in - day out.    

Stereotypes and misunderstandings
So, we all understand the need to change this perception 
around insurance being boring, right? 
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Millennials make up an increasing percentage of 
the workforce around the world, with Deloitte’s 
research citing that they will make up about 
75% of the workforce by 2025. It is for this 

reason that there is a lot of talk and focus on how to not 
only attract and integrate them but keep them within the 
businesses. 

Some look at them as future leaders but in the practical 
way of things, many already hold key leadership positions 
within organisations. They are an important part of our 
industries for now and in the foreseeable future. 

Companies who understand the value in this have been 
and will continue to invest time and resources into it. They 
have already and will continue to reap the benefits that 
come with this worthy investment. 

Guidance, coaching and mentorship
Millennials are generally ambitious and not afraid to chal-
lenge the status-quo and ‘shake things up’, even if it is 
a decades-long tradition or way of doing things. In this, 
institutional knowledge and experience play a key role in 
guiding Millennials without suppressing some of the great 
ideas they come up with. 

This will also come in handy in cases of risk taking and 
enhancing our offerings as an industry. Clients are de-
manding more, and their needs are evolving ever so often. 
Creating this safe space allows continuous idea genera-
tion, and at the same time, growth for both the individuals 
and the business. 

Diversity and inclusion
The topic of diversity and inclusion is an important one 
for a lot of people in this generation. When a company 
believes in it, and has deliberate initiatives to promote it, 
they will undoubtedly attract a wide range of talent that will 
benefit the organisation and the employees themselves. In 
the end, it is a win-win situation. 

Marsh understands the value Millennials bring and invest 
time and resources into this generation. 

In support of this worthy cause and investment, between 
2019 to date, Marsh has had 39 graduates going through 
their graduate programme. The recruitment process also 
seeks to be deliberate about the demographics to give a 
chance to people who previously may not have had an op-
portunity like this. 

Integrating 

Millennials 
into the current 

workplace
Amongst the graduates mentioned above, 54% of them 
are female and 74% of them are black South Africans. The 
people are diverse and so are the ideas, ways of working 
and viewpoints that come out of it.

Tech-savvy and innovation
Their ability to understand and interact with technology 
is a lot better, and hence, they prefer to have investment 
into technologies and tools that make work more efficient. 
They will work with ‘traditional’ ways if they have to but 
will always opt for efficiency where tools are available to 
improve processes. 

Part of this could also include the ability to use technology 
to work from anywhere and anytime allowing for flexible 
working. 

The idea behind innovation may also be to make use of 
technology for efficiency and allow the workforce to use 
their skills to the fullest potential.

The next generations 
Rather than letting things take care of themselves, inte-
grating Millennials and later generations into the workplace 
should be a deliberate move, one which the most success-
ful organisations are already implementing and continu-
ously exploring. 

Some may say many business leaders aren’t ready to lead 
the next generations of workforce, but we believe it takes 
closing this ever-widening generational gap by being inten-
tional about what we want to achieve at the end of it all. 

Bukhosi Khumalo 
Client Executive, Corporate
Marsh
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Insurers pose specifi c questions around your demo-
graphic, your geographical location and even your 
lifestyle, to determine the level of “risk” you pose, the 
size of your premiums, your eligibility and the extent of 

your coverage. 

For both individuals and companies, these applications 
are reviewed by underwriters. With the help of specialised 
technology and algorithms, underwriters assess a person 
or company’s risk profi le and make important decisions on 
behalf of their insurance fi rm. 

In essence, we are the number-crunchers, the forecasters 
and the statisticians who serve as the gatekeepers of the 
insurance industry. 

A head for numbers, a broad knowledge of the industry, 
and character traits like patience and empathy make for a 
formidable underwriter. Daily, I receive a flurry of queries, 
both technical and non-technical, coupled with project-
based work and client-facing tasks. Working through them 
systematically has become second-nature to me. I some-
times like to see myself as a human quantity-surveyor (for 
lack of a better comparison).

Underwriting as a career
The best part of being an underwriter is the opportunity I 
have every day, to see how my educational background, my 
experience and my industry knowledge comes together for 
the benefi t of my colleagues, and ultimately, the business. 
I am an important part of the inner operations of the insur-
ance world and playing that pivotal role gives me a sense 
of purpose.

To aspiring underwriters, I urge you to get a mentor. Navi-
gating the ins and outs of the underwriting sector can be 
intimidating, so it helps to have expert guidance, advice 
and someone to bounce ideas off. My support structure 
has been an important foundation for my career. If this is a 
fi eld that sparks your interest, talk to people in the industry 
about the inner workings of the job and what it entails.

I believe that in South Africa in particular, there are many 
opportunities to be seized within the industry. With the 
advent of Big Data and other digital innovations, underwrit-
ing as a career has evolved, and for the better.

A day in the life of an 
underwriter

Zacharia Rannyadi
Underwriter Professional Indemnity 
SHA Risk Specialists

How my day begins
My day begins with my inbox. Rather than becoming over-
whelmed by the volume of emails I have to sift through, I 
go through them one by one and prioritise them in order 
of importance. My fi rst port of call is to deal with queries 
and requests that require an additional level of input from 
outside of my remit, from higher management for example. 
Then I can get to queries that I can deal with in my own 
capacity – it’s amazing how going through these “quick 
wins” can fi ll me with a sense of accomplishment as I head 
into the denser part of my workload. 

After the administrative part of my job has been dealt with, 
I tackle the policies within my mandate. Some require es-
calation or referral, while others are more straight-forward. 
The rest of my day involves issuing policy documents, 
dealing with fi nance queries and updating spreadsheets 
(because there’s nothing that makes me feel more organ-
ized than a well-managed spreadsheet).

On occasion, I’ll have an unconventional day where I am 
called upon to liaise with the claims department on recent 
and trending claims experience, either related to the risk 
I am assessing or to the business’s potential exposure to 
the risk. I rely on aspects such as loss ratio statistics and 
insights from our researchers to make informed, data-
backed decisions. 
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• As 4IR brings a new age, it also brings new threats, 
which need new protections and our industry re-
sponds with evolving solutions. An increasingly con-
nected global community facilitated by technology has 
presented opportunities and scale that is changing 
the fi nancial trajectory for individuals and businesses 
alike. However, criminals refuse to be left behind 
and have stepped right into the 4th industrial revolu-
tion with us. Cyber crime is now the fastest growing 
economic crime in the world, with South Africa being 
one of the most targeted territories in the world. With 
new age threats, insurance has stepped up to the fore 
to develop new age solutions to match. Cyber is not 
just a buzz word but is now an integral part of any risk 
management program ensuring that we can safely 
take advantage of all that tech has to offer, knowing 
that insurance has our back. Another awesome reason 
to be #proudofi nsurance. 

• Insurance safeguards jobs and livelihoods. Financial 
protection for businesses means that events that 
could have crippled them and taken them out of busi-
ness, don’t. As a result, jobs are protected and the 
families that rely on those incomes are shielded from 
the effects of negative attacks that are faced by the 
businesses that provide employment. 

• Insurance is a growth enabler for small businesses. 
SMEs are the backbone of our economy, and this is 
where economic growth comes from. By cushion-
ing these vital players from critical exposures, they 
are able to focus on growth generating activities and 
somewhat guarantee longevity. 

Stop apologising for being in insurance
So, the next time the shame creeps in and you begin 
apologising furiously for being an insurance professional, 
remember all these reasons, dispel the myths and proudly 
educate people on the critical value our industry plays in 
their lives. And remember that you are an ambassador 
in whatever role you play and are part of the reason this 
industry is absolutely legendary. 

Nox Dlamini 
Managing Director
XonRisk 

‘Dingy salespeople who don’t take no for an answer’, ‘annoy-
ing tele-marketing calls’, ‘endless funeral insurance plans 
that one doesn’t need’, ‘a scam’, ‘quick to take premiums but 
never wants to pay claims…’

Most people in the insurance industry are aware 
of the gross misconceptions that exist about 
insurance. Public perception is less than glori-
ous, and it leads to shame when one is asked 

the infamous “so what do you do?” by anyone outside the 
industry. 

The barrage of complaints about horrendous insurance 
experiences unleashed at that moment is enough to make 
you want to apologise for working in insurance. 

But don’t!

Dispel the myths
Whilst there is truth in those lived experiences, the industry 
means and does so much more that the public should be 
educated about. 

• Insurance provides a safety net for risky ventures. It 
literally ensures innovation, as the risk can be shifted 
to insurers. Without this safety net, the risk would be 
too great, and our society would stagnate.

• Lenders require insurance to safeguard their fi nancial 
backing. Without fi nancing, certain undertakings just 
wouldn’t happen. Bridges and roads wouldn’t get built, 
infrastructure wouldn’t be developed, projects wouldn’t 
get fi nanced. 

• Insurance provides the infamous peace of mind. The 
truth is that crisis and risk events are uncertain. We 
do not know if they will happen, when they will happen 
and if they do, how serious they will be. This makes 
it hard to plan and provide for them. Shifting the 
headache to insurers provides peace of mind as, in the 
unfortunate likelihood that something happens, you 
are assured that insurance will step in and make right 
what has gone wrong with little to no fi nancial impact 
to you, your life and/or your business. 

Insurance… 
the perception, 
the truth, 
the legend
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Furthermore, another website – Boost.rs explains soft 
skills as the key for people and organisations to adapt and 
stay relevant in today’s fast-changing landscape. They fur-
ther provide the main drivers for change in the workplace 
that make it necessary to develop soft skills.

1The type of work performed by people is changing:
With constant technological progress, the type of 
work performed by people is continually changing as 

technologies evolve and machines take on an increasing 
number of human tasks. Recruiters are, therefore, increas-
ingly looking for candidates with the adaptability and the 
learning mindset required to keep up with these changes.

2The work becomes increasingly collaborative:
The evolution towards a tertiary economy has given 
rise to new, more collaborative professions. Work in 

knowledge-based economies is increasingly accomplished 
by teams of people with complementary expertise and 
roles, as opposed to individuals doing isolated work in an 
industrial setting. Recruiters are, therefore, more and more 
looking for candidates with strong interpersonal skills and 
the ability to work in teams.

3Career paths become increasingly fragmented:
Workers today are signifi cantly more likely to change 
career fi elds or jobs than they were in the past, and 

one-company careers are becoming extinct. The advent 
of digital removed the barriers of entry in 
many industries, and small and medium-
sized companies have flourished, creating 
numerous jobs in the process. Faced with 
this evolution, recruiters are looking for 
flexible and adaptable candidates who can 
move with ease between successive roles, 
functions, or companies.

So, one may be technically good at their job, 
however, to be successful – you need more 
than just expertise in your given specialty. 
Normally, when leaders are asked to name 
the attributes that they seek in employees, 
more often soft skills are rated higher than 
technical skills. The soft skills that receive 
ratings of over 80% include effective com-
munication, problem solving, critical think-

Continued on p.34

Soft skills in the workplace have in the past been a 
taboo topic. Perhaps the safest place to raise such 
a topic was in the church or if you were a social 
worker. People skills were seen as “soft and fluffy” 

and not tangible like numbers. Slowly but surely, it is be-
coming more and more acceptable to bring up soft skills in 
the boardroom. Studies done about high performing teams 
and what makes individuals successful in the workplace 
have gained momentum over the last two decades or so, 
and they have shown that soft skills are critical to profes-
sional success.

Human Resources professionals have often struggled to 
convince business that as much as technical skills and 
technical know-how matter, what is most important when 
thinking about your workforce are the personality traits 
that you want to attract, motivate and retain. 

What are soft skills, you may ask?
Soft skills are personal attributes that enable someone to 
interact effectively and harmoniously with other people. 
According to an American worldwide employment website, 
Indeed.com – hard (technical) skills show off your experi-
ence and understanding of a particular, measurable ability, 
while soft skills often indicate your ability to work with oth-
ers and grow within a company. Soft skills help you build 
relationships and solve problems to use your hard skills to 
their full extent. Managing time, adapting to new situa-
tions, and working well under pressure are all soft skills 
that transfer to any workplace environment at any level of 
experience.

Hard skills vs soft skills (Source: Indeed.com)

How to embrace 
soft skills 

and reduce 
rejection in 2021
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 We believe in growing and empowering the next 
generation through experiential learning.

Congratulations to the 2021 
Insurance Apprentice Winner

who stood head and shoulders above the other contestants in  
this year’s competition, and was consistently committed throughout 

the season, showing great ingenuity and dedication.

Fiona Fitzpatrick 
Sasria SOC Ltd is proud of

http://www.sasria.co.za/
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Discover a new future
We have a team with over 45 years experience in 

Skills Development, Life- and Performance Coaching, 
passionate about strengthening individual and 

organisational effectiveness.

Our individualised performance coaching programs and 
organisational people calibration models will help you 
and your business to achieve the success you need to 

become the leader in your industry.

For more information, please visit our website
www.ultraverse.com

THE JOURNEY OF SELF-DISCOVERY
YOUR SUCCESS IS 
THROUGH PEOPLE.ing, ability to work in a team and emotional 

intelligence. Now more than ever, employers 
are paying much closer attention to soft skills 
in the workplace, than they did in years past.

It’s not the smartest people who are the most 
successful or the most fulfi lled in life. You 
probably know people who are academically 
brilliant and yet are socially inept and unsuc-
cessful at work or in their personal relation-
ships. People with good soft skills tend to 
have strong situational awareness and emo-
tional intelligence to navigate diffi cult working 
environments while still producing positive 
results. Another benefi t of soft skills in the 
workplace is that they help people to adapt to 
changing circumstances. 

Ways to improve your soft skills:
• Take an online course. You can learn prac-

tically anything online today, from hard 
skills like Photoshop and network engi-
neering to soft skills like project manage-
ment and negotiation. 

• Get feedback from others. The best way to 
achieve these skills is to gain awareness 
of personal strengths and weaknesses, 
ask for feedback, observe and listen to 
those who have an exemplary rapport with 
others, and practice the skill in all relation-
ships.

• Get a coach. A coach can help you develop 
certain soft skills quickly and effectively 
because they tailor the learning and prac-
ticing process directly to you. 

References 
1. https://www.indeed.com/career-advice/interviewing/why-

are-soft-skills-important
2. https://boost.rs/wp-content/uploads/2020/11/BOOSTRS_

SOFT_SKILLS_STUDY_2020.pdf
3. https://www.indeed.com/career-advice/resumes-cover-

letters/hard-skills-vs-soft-skills 
4. https://www.omniagroup.com/the-7-soft-skills-you-need-to-

be-successful/
5. https://www.helpguide.org/articles/mental-health/emotional-

intelligence-eq.htm
6. https://www.glassdoor.com/blog/guide/develop-soft-skills/ 

Tshepiso Chocho
Executive Manager: 
People Management
Sasria SOC Ltd

Continued fromn p.34

How to embrace 
soft skills 

and reduce 
rejection in 2021
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You and your co-workers used to gripe about your 
inept boss together. Now your new job is manag-
ing those same people and navigating the tense 
transition from peer to boss. It is a very common 

occurrence in organisations.

Leading former peers
Here are six tips for leading your former peers:

1Acknowledge your role - Now that you’re their new 
boss, even though you’re working with the same people, 
it’s important to act as their leader as this is what they 

will be looking for. Start by meeting all employees, individu-
ally and asking them each a simple question: “What do you 
think we should be doing?”

2Use change to your advantage - When things change, 
people need comfort and safety. Be the person that 
gives them that. Look carefully at each person and 

allow them to feel comfortable with you in your new role. 
Personality profi les are great tools to create such personal 
awareness. If you are the one to give your team comfort 
you have won 90% of the battle. Being aware of each indi-
vidual and their personality types are essential for strong 
teams, so if you’re working with a group that you already 
know, you have a signifi cant advantage. 

3Address possible resentment immediately - Like it or 
not, another co-worker may have also been vying for 
the same role. That can lead to resentment, or even 

hostility. If you sense someone’s troubled by your new pro-
motion, meet with them in a neutral space (not your new 
offi ce) and say something like, “I was hoping we could talk 
about what it may be like to work together in future.” Then 
empower them to be their own best in their roles. You will 
benefi t from this in every possible way. They have to see 
that you’re rising up as a leader and not as a threat.

4Build new peer groups and networks - Reach out to 
people in roles similar to yours and ask them to have 
a support or mentor session. If you can’t fi nd peers at 

your own company, try a personal coach or connect with 

other leaders who are also managers. What you’re looking 
for is a mentor, someone who can give you guidance on 
how to deal with diffi cult situations. You will fi nd people 
eager to help you.

5Cut back on socializing - If you keep asking your 
former peers to have lunch, as in the past, you may 
create an environment of “who knows who.” It’s not 

necessarily because they want your support as a friend 
anymore. Give them time without you and mix in lunches 
with your new peer group rather.

6Use what you know - You previously worked with this 
group long enough to know each person’s strengths 
and weaknesses, so be aware of this. You get a pretty 

good sense of what motivates someone by working with 
them. In essence, you possibly have a lot more inside 
information that can be used to your advantage than the 
previous boss, so use it.

7Great leaders empower others - Lastly, but most im-
portantly, see the position as a leadership opportunity 
rather than a “boss” position. Your chances of mak-

ing a success of your new role will be greatly enhanced. 
Remember, great leaders empower others to be the best 
they can be.

Peer today,

boss 
tomorrow

Kobus van Rooyen
Founder and Performance Coach 
Ultraverse Consultants
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The insurance sector 

excites me
as a Millennial

David Chow
Engineering Manager
Bryte Insurance Company

The insurance sector is the foundation that offers 
support to businesses when they are in need and, 
in addition, it enables the global economy. This 
same sector is also perceived as uninteresting, 

tedious or a mind-numbing industry for Millennials. Why is 
that?

Careers have developed and expanded
More than 10 years ago, insurance as a topic or subject 
was never promoted in high schools, universities, or col-
leges. Currently, many people are able to study a Bachelor 
of Commerce degree or many certifi cates specifi cally fo-
cused on insurance, risk management or actuarial studies 
offered by many universities. 

Careers have developed and expanded throughout the 
years, and with many different offerings, means more 
progressive learning opportunities within the sector. For 
instance, people may start out in internships/learnerships 
offered by organisations where one could gain knowledge 
from different departments through a rotation basis within 
their fi rst year of interning. These career paths could be ac-
tuarial sciences, risk management, fi nance, sales, market 
underwriting, claims, loss adjusting, data systems engi-
neering, information technology, marketing and so forth.

Today, organisations are able to offer a lot more benefi ts 
being in the insurance sector, such as work/life balance by 
being able to work from home, flexible working arrange-
ments, to be able to learn a variety of different skillsets to 
keep a job interesting, career advancement possibilities, an 
opportunity to make a difference in people’s lives through 
CSI initiatives that organisations run and the usage of 
technology development.

Where people make a difference
Insurance is constantly growing and at a fast pace. 
Technological development plays a fundamental role in 
this, where machine learning and artifi cial intelligence is 

T

he insurance sector is the foundation that of

introduced. Where business processes were done in the 
past are being relooked at through automatic processes, 
this means that careers are constantly changing and evolv-
ing as technology improves through big data and analytics. 
For instance, underwriting and claims roles may become 
more a specialised focus like building apps to drive more 
sales, becoming a licensed drone pilot to do surveys and 
be able to ensure risk management effi ciencies are done 
safer and quicker.

The role of CSI projects, sustainability and assisting com-
munities. This is where my passion lies and where peo-
ple can make a real difference. Getting involved in these 
projects teaches people values and the importance of it. 
The insurance industry gives back to communities in order 
to deliver ethical and sustainability practices by being 
involved. 

Mentorships plays a significant role
Mentorships plays a signifi cant role in career advance-
ment, specifi cally in insurance. The insurance industry 
is decades old and being able to take knowledge being 
passed down from generation to generation is an ideal 
opportunity to learn. Bridging the knowledge and skills gap, 
being able to learn from teachable moments and lessons. 
Being taken out of their comfort zones and challenged is 
what Millennials want. I personally learnt from my mentor 
that constructive criticism is to build not to break. Support-
ive and cultivated relationships are built through trust and 
being able to ask questions when there are diffi culties.

The insurance sector is also confronted with many chal-
lenges like legal requirements, such as implementing the 
Regulatory exams, this is a mandatory exam for all staff that 
provide advice to customers which is required to do within 
two years of the date of appointment. Consideration to be 
made when working in the sales areas in insurance.

The insurance sector excites me as a Millennial, because it 
is much more than we perceive it as. The possibilities and 
opportunities for personal growth are endless.



At Bryte we view managing risk not as a 

approach and meticulous focus on detail, 
we work tirelessly to create niche insurance 
solutions speci  cally designed for your unique 
business.

Contact your Bryte representative for more 
information or visit our website.

Approach risk with purpose. 

Bryte Insurance Company Limited is a licensed insurer and an authorised FSP (17703)

brytesa.com

An artisanal 
approach 
to risk.
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On 26 March 2020, the working world, for almost 
the entire insurance industry changed in the blink 
of an eye. The unthinkable happened – we were 
all sent home with an expectation that we must 

ensure our various organisations carry on with business as 
usual. 

The great equalizer 
For some of us, working from coffee shops and our dining 
room tables was not a foreign idea at all. Yet for much of 
our industry, especially those in administrative tasks, the 
thought of rolling out of bed into our smart jackets and slip-
pers was either something you yearned for or dreaded.
Hard-lockdown 2020 was the great equalizer. We all battled 
with the same challenges such as lack of movement, con-

2Time is priceless - Commuting sucks (you can listen 
to just so many podcasts) and working remotely quite 
literally gives you time you never had before. It is very 

important that you use this precious gift of time construc-
tively. For example, use some of the hour you would’ve 
spent commuting in the morning to plan your day, read cur-
rent affairs relevant to your industry or get that email inbox 
nice and tidy for the day ahead. Core to a better work-life 
balance is being in control of your environment. Make sure 
you use this precious gift of time wisely.

3Build your professional brand - I know many people 
fi nd one of the benefi ts of working remotely is to do so 
in sweats and hoodies. You do this at your own peril, 

as never before has appearance been more important. Yes, 
you can switch the camera off, but as professionals you are 
losing out on the most fantastic opportunity to build your 
personal brand. Get up, dress up and show up. In a world 

nectivity, that fi rst harsh introduction to countless ZOOM 
meetings (and then along came TEAMS), homeschooling 
our children and getting to know our signifi cant others just 
a tad better.

Thriving and happy
We all know working from home is easier for some than 
others, but at Elite we welcomed this silver lining with 
absolute gusto! This is what we have learned over the past 
15 months.

1Trust is everything - We live by the mantra, we are a 
team not because we work together, but because we 
love, care and trust one another. While working remote-

ly is not suited to all for 100% of the time, the overwhelm-
ing feeling in our business is that it is better than the old 
normal. We set about creating a space of trust for each 
other, trust by leaders to their teams and trust to our em-
ployers. And we hold each other accountable. Make sure 
you build trust in your business in the way you conduct 
yourself, especially when no one is watching over you.

Make working 
from 
home, 
work!

Christelle Colman
Managing Director 
Elite Risk Acceptances

where we are disconnected, using the gift of shared screen 
time is a precious one you should not disregard.

4Make the circle bigger - Use the precious time you 
have gained, to up your professional social media 
game, expand your network by reaching out to people 

you admire for virtual coffee chats and to engage in the 
plethora of digital industry events. Make an effort to con-
nect and grow – your time is now!

Our entire team has been working offsite for more than a 
year now and we will not be returning to a full-time offi ce 
setup post pandemic. We have thrived and we have a 
happy, connected and a top performing team of 46. 
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Fast-paced change means more risk and more corre-
sponding complexity for our world than ever before. 

There is an increase in catastrophes like the devas-
tating floods in Australia and recent earthquake in Japan. 
Then there’s cybersecurity, which Deloitte says has been 
further compromised by COVID-19 and the rise of remote 
working. 

Capacity to shape people’s lives
There are countless other kinds of risks emerging – envi-
ronmental, social, technological – which make risk manag-
ers and insurance specialists essential. So, it is perhaps 
little surprise that these professionals are some of the 
most sought-after talents in the world. 

The risk consulting market is primed for growth. Risk con-
sulting is also a career that is never going to allow for com-
placency. Hinged on curiosity, it will keep you asking the 
questions that have the capacity to shape people’s lives. 

Why risk management?
Here are seven reasons why you should major in insurance 
and risk management: 

1You will protect people: There’s serious fulfi lment in 
knowing your role is to empower people to stay safe. 

2You will be in-demand: There is a global scarcity of 
these kinds of skills. COVID-19 demonstrated the 
absolute necessity for effective risk management as 

Philippa Wild
Head: Commercial Underwriting 
Santam

fi nancial institutions faced challenges of scale and scope, 
according to Deloitte. Risk specialists have a pivotal role to 
play in making the world safer and more resilient.

3You can work anywhere in the world: This skills short-
age inevitably means you will be marketable from 
a global perspective. You can work anywhere in the 

world – but we hope you stay in South Africa! There are 
numerous opportunities for you here. 

4You will learn: With more risk comes more complexity, 
which means you will never stop learning. The short 
term insurance environment changes all the time, and 

quickly, so there is never a dull day and never the same 
day. As each new risk arises, you will need to consider 
ways to manage it. That requires coming up with ideas and 
solutions to keep society as safe as possible. That leads to 
deeper and deeper decision-making.

5You will innovate: You will be at the forefront of 
intellectual innovation with regards to risk manage-
ment, which makes this an exciting career! There are 

exponential opportunities to keep coming up with creative, 
innovative ways to predict risk, mitigate and underwrite it. 

6You will develop: There are numerous development 
opportunities. You will have to stay abreast with what 
is happening in the world around you, including all 

the technological and AI advancements. There are also 
multiple paths to pivot to in this fi eld – you could be a risk 
surveyor, risk engineer or an underwriter.

7You will be paid well: We should probably mention the 
fi nancial industry is one of the world’s highest paying 
sectors.

Rich and rewarding industry
People in risk and insurance come from diverse back-
grounds, which means you will be blessed with fascinating 
peers. 

You will never be bored, and you will never be boring. A 
major in this fi eld means open-mindedness and a consist-
ent desire to know more. 

We want to empower you to reach your full potential in this 
rich and rewarding industry. Santam has a graduate pro-
gramme to foster top talent. Get in touch to fi nd out more. 

You’ll never be 
bored, and you’ll 
never be boring
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People often ask me why I choose a career in insur-
ance.  Let’s face it, there are a couple of negative 
connotations surrounding the industry and it’s 
maybe not seen to be as glamourous a profession 

as a doctor, pilot or investment banker. 

However, the impact it has on the lives of individuals and 
their families is grossly under-estimated. 

Insurance protects livelihoods and ensures that dreams 
are fulfi lled. It not only protects against risks, but it also 
helps one get the kids to university or grow a business. 

Ten reasons why
Here are ten reasons, why I think the insurance sector is 
the right choice:

1You will make a difference. From customer service to 
product development and claims settlement, if you love 
helping people, then insurance is for you.

2You will have job security. The insurance sector in 
Africa is estimated to be the second-fastest-growing 
region for insurance, globally, after Latin America. This 

translates into boundless opportunities.

3Unlike most industries, working in insurance means 
that you are in the driver’s seat. The size of the indus-
try and the fact that it is so varied also means that it 

caters for almost any personality and any skill set. From 
the analytical, to the entrepreneurial… there is an opportu-
nity for all.

4Due to the size of many insurers, it provides you with 
the opportunity to gain maximum exposure, especially 
if you are starting out. It’s easy to experience a variety 

of jobs and work out which is your best fi t. It is a great 
place to start, whether you are fresh out of university or 
walking into your fi rst job, after school.

5It teaches you life skills. Dependent on the insurance 
career you choose, you are going to be exposed to a 
variety of people. Learning how to deal with their que-

ries and learning how to problem solve and work together 
with others, expands your emotional intelligence (EI), which 
in today’s work life is a valuable asset.

6There are numerous opportunities to learn and expand 
your knowledge. Even if you are only considering 
insurance as a kick-start to a career in other fi nancial 

sectors, the knowledge you gain from insurance and the 
learning opportunities available, will stand you in good 
stead later in life.

Insurance 
        is for

Ricardo Coetzee
Head of Auto & General

7Diversity is welcome. With many of the under-insured 
being from previously disadvantaged communities, 
there is a need for insurance employees who can com-

municate and collaborate with people from all different 
backgrounds.

8If you enjoy working in a team, then there is a job for 
you in insurance. The eco-system that exists within 
and around the industry results in teams having to col-

laborate in order to reach successful outcomes.

9If you want to be part of a constantly evolving dynam-
ic, then insurance is for you. Post-COVID-19 the sector 
is set to innovate around customer service, with the 

development of niche products and digitisation, in order to 
create faster and easier processes. 

10If you want to work in an industry where your co-
workers want to help you succeed, then insurance 
is for you. I have gained many friends during my 

career and have managed to build a network of people that 
support me until this day.

The key to success
I’m grateful for the experiences that I’ve had during my 
career in insurance and it’s important to know that experi-
ence is the key to success.

you
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If you care about your community and looking after 
people, then insurance is a great industry. At its core, 
insurance is about protecting people from risk - it helps 
to rebuild a family and communities after disaster. 

There are lots of different kinds of insurance - sometimes 
it is providing for people after a breadwinner has died, help-
ing injured workers, replacing a stolen item, or rebuilding a 
home after disaster has struck. “Insurance” is fundamen-
tally a caring place to work.

A new-ish sector
As an industry though, insurance doesn’t always have a 
great reputation. Some people have been disappointed 
when they didn’t understand a policy, or they didn’t get a 
payout they expected. 

Fraud is rife, and there is lots of legislation to protect 
consumers from greedy companies, and also to protect 
companies from inevitable fraud. 

In many instances, insurtech goes hand in hand with peo-
ple who have a sense of purpose and want to revitalise the 
original idea of insurance - back to its roots where caring is 
at the centre of your work.

Insurtech is a new-ish sector in fi nancial services that 
aims to marry insurance and technology to make bet-
ter, more affordable, more understandable products that 
people really need. It’s a really exciting place to work if you 
love insurance and believe that technology can help us 
to deliver a great product at an affordable price. Typically, 
insurtech involves technologies such as big data, artifi cial 
intelligence, machine learning, consumer wearables, and 
smartphone apps to reach more people with appropriate 
products.

You may be well suited 
In South Africa, there is a life and disability insurance gap 
of R34.7 trillion (end of 2018) which is growing at more 
than 6% per annum (Asisa Research). It’s a big gap and we 
need to fi ll it, to help more South Africans get and stay out 
of poverty, and also grow their wealth for future genera-
tions. 

Technology helps in many ways - making life easier for 
brokers (particularly on the admin side), new and differenti-
ated products that have simplifi ed underwriting, distribu-
tion that allows for online or online-assisted sales, claims 
management, and fraud prevention. All of these mean 
lower costs, better effi ciency for brokers, agents and direct 
sales, and a more user-friendly experience for customers. 
Ultimately, it means more people have a good fi nancial 
security net.

Should you work 
for an insurtech? 

Sam Fleming
CMO Growth
Simply Financial Services 

If these ideas excite you then you may be well suited to 
work in the insurtech world. It is one of the most dynamic 
and exciting places to work, but you need to be okay with 
some turbulence - it can be a rocky road, especially if it’s a 
start-up company.

These are the kinds of characteristics you’ll fi nd in an 
insurtech workspace:
• A sense of meaning and purpose; 
• Out-the-box thinking is welcome; 
• Fresh, creative, dynamic workplaces to encourage in-

novative thinking; 
• Quick adoption of cutting edge technologies; 
• Deep analysis of data and digital footprints to help 

understand customer needs; 
• Creative ways to look at data to draw useful and action-

able insights; 
• Ready to pivot for changing customer and market 

demands; 
• Friendly rather than hierarchical workplace relation-

ships; and 
• Opportunities for growth and learning.

Insurtech is the best place to work
Do you love solving complex problems? Do you have an 
entrepreneurial spirit? Are you comfortable with less struc-
ture and lots of learning across different roles? Insurtech 
startups are fast and nimble, which they have to be to grow 
their businesses. As an employee you need stamina, a solid 
problem solving mentality, and a can-do attitude.

If you have a background in insurance that’s great - it gives 
you insights into what problems already exist. But if you 
come from a different sector, that also gives you a fresh 
perspective on insurance, which is also invaluable.

No matter where you come from, if you are curious, enjoy 
new perspectives and problem solving, and are keen to 
make the world a better place with your skills, then in-
surtech is the best place to work!
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Gen-Z, the Millennials, post-Millennials, Gen-X, who 
can keep up with the fixed parameters of genera-
tional pigeonholing?
 

The Pew Research Centre looks at significant generational 
events to analyse changes in generational views over time, 
and how these events interact with society at large. These 
events can range from sudden and dramatic incidents, 
9/11, for example, or ongoing technological, economic and 
social shifts, like the invention of the Internet, or COVID-19. 
 
Every insurer today is vying for its slice of the pie by out-
personalising the other. It is thus obvious that we should 
know who our clients are, what our clients want, and what 
made them this way. I suspect the Pew Research Centre 
may be onto something. 
 
Forget age
Consider the impact of the Internet on our wants and 
needs, driven by what is possible, not by age. Think about 
the recent technological advances in automation, the 
Internet of Things (IOT), and artificial intelligence. What im-
pact has COVID-19 had on our psyche and how does this 
translate to what we want, specifically when we buy things 
like insurance policies? 
 
Instead of trying to base our approach to clients off boil-
erplate descriptions like “Millennials are less likely to own 
homes,” or, “Millennials are less likely to have children,” and, 
“Millennials don’t buy insurance,” let us rather look closer to 
home. What is possible with the technology at hand? What 
can we offer our clients? 
 
Yes, a decade or two ago, Generation X (born 1977-1983) 
may have preferred to do their banking in a brick-and-
mortar building, but the majority of people today, Gen-Z, X, 
or Y, do their banking using an app on their phone, and the 
pandemic has forced the small percentage of technologi-
cal dissenters to oblige and adapt to these ways. 

Just 10 years ago, it would have been inconceivable to 
order a pizza by chatting to a robot on your phone, but 
here we are. CEOs that have taken up mountain biking 
– and there are many of them – are insuring their bikes 
on innovative new insurance apps that enable them to 
activate and deactivate insurance as they please. And, no 
offence, but the majority of these individuals are no longer 

André Symes
CGO 
Genasys

spring chickens; they interact with the technology and are 
influenced by trends and events the same as those from 
previous generations. What’s the golden thread here?
 
Young and old, Millennial and otherwise
Convenience, it’s something we all want, young and old, Mil-
lennial and otherwise. If it works quickly, efficiently, and at 
an attractive price, it’s good. This is how the world works. 
 
Let us take a second to consider the technological shift of 
tectonic proportions that has happened in the last three 
decades with the rise of the Internet and all that has fol-
lowed. It has changed literally every aspect of life. We wear 
bracelets and watches that track our every move and beat, 
and the phones in our pockets are like little black boxes 
that know us better than we do ourselves, communicating 
with satellites in space and with phones in other pockets. 
 
Remember the last time you drove somewhere using an 
actual paper map, or directions jotted down on a piece of 
paper? If there were ever a technological poster child for 
convenience, it would be Google Maps. 
 
Let’s draw this back to technology and insurance. Wouldn’t 
it be nice to be offered instant travel insurance while 
digitally checking into your flight? Or, say you’re involved in 
a car accident, that your claim can be processed and paid, 
and then have the insurer notify you on Whatsapp that all 
is settled, before you even unbuckle your seatbelt. This is 
all happening already, made possible by IOT devices and 
GPS technology. A great amount of automation and calcu-
lation takes place in the background, giving the insurer an 
accurate picture of the incident, on which an automated 
response, again based on certain parameters, can be acti-
vated. All for your convenience. 
 
The so-called Convenience Generation
It is a bit lazy to focus on a specific generation and their 
supposed traits, and make future projections based on 
these. The so-called Convenience Generation may not be 
age-specific but applies to every individual that has been 
exposed to the multitudinous and wondrous offerings of 
technology in the last however many decades. Conveni-
ence has always been at the heart of everything we do in 
this life. It’s just become that much easier to achieve it. 

The Convenience Generation, 
which includes Nanna and Pops



Considering covering 
losses from sudden 
and accidental 
physical damage to 
property insured?
If your business operates in all areas of infrastructure 
including roads, motorways, railways, bridges, tunnels or 
other infrastructural works that are operational, our Civil 
Engineering Completed Risks (CECR) insurance can provide 
cover for losses and damages on operational structures.

Visit www.chubb.com/za to find out more.
Or call 011 722 5741

https://www2.chubb.com/za-en/
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Value, as a concept, is a consequence of several 
factors. These factors range from intrinsic or 
inalienable value to perceived value. 

How valuable you are
When you put together a CV, you are effectively trying to 
demonstrate to potential employers how valuable you are. 
The elements of that CV include factual aspects such as 
your qualifi cations.

You could also include soft skills such as communication, 
people skills, the ability to solve problems, as well as your 
strategic thinking capacity. While these attributes cannot 
be demonstrated beyond doubt on a CV, including them 
makes an argument for how the potential employer should 
perceive your value. 

As a young person about to enter the workplace or who 
has just recently started a career, you need to know what 
makes you valuable to an employer.

What makes you valuable to an employer
Find out what will put you ahead of your peers for that 
coveted job, or if you are already in the workplace, how you 
are going to quickly move up the corporate ladder.

When I began my career years ago, I received valuable 
advice, “Make yourself strategically important to your 
organisation”.

You become strategically important in an organisation by 
being prepared to go the extra mile. You show up on time, 
learn faster than your colleagues, and are teachable - that 
is, you embrace constructive criticism. Also, you welcome 
development opportunities to be a better-equipped team 
member.

I often cringe when a person is asked to do something and 
they flatly refuse to get involved because on paper, “it is not 
part of their job description”.  Legally, you may have a point, 
but you may also be closing doors to learning, develop-
ment, and a chance to become more valuable.

What makes you valuable?
If you want to be more valuable, over and above the other 
skills you may acquire, you will need to stay abreast of 
developments in your industry. 

You can do this by becoming a member of an industry as-
sociation. In the case of insurance, the Insurance Institute 
of South Africa (IISA) is one such avenue that will make 
sure that you are continuously developing your skills and 
are familiar with developments in the sector.

A powerful career move
The primary responsibility of the institute to its members 
and the industry, in general, is to promote the advance-
ment of knowledge and skills, maintenance of the highest 
level of standards, ethics, and professional development.

Joining a professional body such as the IISA is a powerful 
career move. IISA provides members with access to fi rst-
hand expertise and networking opportunities with industry 
leaders.

Being a member of IISA adds extra credibility to a mem-
ber’s CV through professional designations including Licen-
tiateship, Associateship, and at the apex - a Fellowship.

In conclusion, you will need a combination of attributes to 
become more valuable to your employer, your industry, and 
society in general.

Without a doubt, formal qualifi cations and continuous 
development through industry associations should be the 
minimum on your list of must-haves.

Thokozile Mahlangu 
Chief Executive Offi  cer
Insurance Institute of South Africa
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Your career choice has to be one of the most 
important decisions you will ever make, right? So, 
you have just fi nished high school. What is the 
next step you have to take if you want to have a 

career in insurance?

Where, how & what
This industry is exciting and offers limitless career poten-
tial across a very wide spectrum and many of these very 
varied career paths offer the potential for personal growth 
and big earnings.

You want to get into the insurance industry but do not 
know where to start after high school? Here is a list of 
some institutions that offer various courses.

Unisa
The Course in the Fundamentals of Insurance (Online)
Offered through the Unisa Centre for Business Manage-
ment and focusses on students who what to increase their 
basic knowledge of insurance. Learn how individuals and 
business fi rms alike have to attempt to manage the haz-
ards and perils they face, and how to transfer the fi nancial 
consequences of risk by means of insurance. Aimed at 
those starting a career in insurance or who need to deal 
with insurance matters in an allied industry, such as call 
centres, banks, travel agencies, motor car dealers, tracking 
device suppliers, assessors, loss adjusters and retailers 
involved in the marketing of insurance. Online only course 
with a six-month duration (Qualifi cation code: 76902). 

Module codes: 
FINS011 – Introduction to Risk Management and Insur-
ance 
FINS012 – Risk and Insurance.

The Programme in Risk Management (Online)
Risk management has emerged as one of the major 
management disciplines in a business environment. The 
programme in risk management will assist you to gain 
theoretical and practical knowledge to manage the risks 
faced by an organisation. The programme is aimed at 
those who want to further develop their risk management 
skills. Online only programme with a twelve-month dura-
tion (Qualifi cation code: 77043). 

Module codes: 
PRIM012 - Introduction to Enterprise Risk Management
PRIM023 - Business Management
PRIM034 - Business Finance and Accounting
PRIM045 - Economics
PRIM056 - Risk Financing
PRIM066 - Risk Control

The next registration intake will be in January 2022. You 
will be able to apply for admission online on the Unisa 
Short Learning Programmes website. 

Contact details:
Suné Maré
Email: mares@unisa.ac.za
Tel: 012 429 8222
Website: www.unisa.ac.za

University of Cape Town
The Bachelor of Business Science (BBusSc) degree is a 
four-year degree consisting of courses in (roughly) the fol-
lowing categories: Core courses in Business Science; Ancil-
lary and related courses; and courses specifi cally geared 
towards specifi ed fi elds. The UCT Business Science degree 
is equivalent to a Bachelor or Commerce degree plus an 
Honours degree.

For the fi eld of Actuarial Science, the courses in the last 
category above, are designed specifi cally to correspond to 
parts of the curriculum of the Actuarial Society of South 
Africa, fast-tracking eventual qualifi cation as an Actuary. 

The Bachelor of Commerce (BCom) degree is a three-year 
degree consisting of courses in (roughly) the following 
categories: Core courses in Bachelor of Commerce; Ancil-
lary and related courses; and courses specifi cally geared 
towards specifi ed fi elds. For the fi eld of Actuarial Sci-
ence, the courses in the last category above, are designed 
specifi cally to correspond to parts of the curriculum of the 
Actuarial Society of South Africa, fast-tracking eventual 
qualifi cation as an Actuary.

The curriculum for the fi rst two years of study for both 
streams above are similar. In the third year of study, 
students are required to choose one of the above (the cur-
riculums start to deviate slightly).

Contact details:
Tel: 021 650 2475
Website: www.actuarialscience.uct.ac.za/ 

A guide to 
insurance studies
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Coastal College
http://www.coastalkzn.co.za/

N6 Business Management, N6 Financial Management, N6 Sales and Marketing, 
N6 Human Resource Management, N6 Management Assistant

EastCape Midlands
http://www.emcol.co.za/

N6 Business Management, N6 Financial Management, N6 Sales and Marketing, 
N6 Human Resource Management, N6 Management Assistant

Ekurhuleni East TVET College
http://www.eec.edu.za/

N6 Business Management, N6 Financial Management, N6 Sales and Marketing, 
N6 Human Resource Management, N6 Management Assistant

False Bay College
http://www.falsebaycollege.co.za/

N6 Business Management, N6 Financial Management, N6 Sales and Marketing, 
N6 Human Resource Management, N6 Management Assistant

Gert Sibande TVET College
http://www.gscollege.co.za/

N6 Business Management, N6 Financial Management, N6 Sales and Marketing, 
N6 Human Resource Management, N6 Management Assistant

Goldfi elds TVET College
http://goldfi eldstvet.co.za/

N6 Business Management, N6 Financial Management, N6 Sales and Marketing, 
N6 Human Resource Management, N6 Management Assistant

Ingwe TVET College
http://www.ingwecollege.co.za/

N6 Business Management, N6 Financial Management, N6 Sales and Marketing, 
N6 Human Resource Management, N6 Management Assistant

Letaba TVET College
http://www.letabafet.co.za/

N6 Business Management, N6 Financial Management, N6 Sales and Marketing, 
N6 Human Resource Management, N6 Management Assistant

Lovedale Public TVET College
http://www.lovedalecollege.co.za/

NVC Finance, Economics and Accounting; National Diploma Financial Manage-
ment

Majuba TVET College
http://www.majuba.edu.za/

N6 Business Management, N6 Financial Management, N6 Sales and Marketing, 
N6 Human Resource Management, N6 Management Assistant

Maluti TVET College
http://malutitvet.co.za/

N6 Business Management, N6 Financial Management, N6 Sales and Marketing, 
N6 Human Resource Management, N6 Management Assistant

Mnambithi TVET College
http://www.mnambithicollege.co.za/

N6 Business Management, N6 Financial Management, N6 Sales and Marketing, 
N6 Human Resource Management, N6 Management Assistant

Motheo TVET College
http://www.motheofet.co.za

N6 Business Management, N6 Financial Management, N6 Sales and Marketing, 
N6 Human Resource Management, N6 Management Assistant

Nkangala TVET College
http://www.ntc.edu.za/

N6 Business Management, N6 Financial Management, N6 Sales and Marketing, 
N6 Human Resource Management, N6 Management Assistant

Northern Cape Urban TVET College
http://ncutvet.edu.za/

N6 Business Management, N6 Financial Management, N6 Sales and Marketing, 
N6 Human Resource Management, N6 Management Assistant

Northlink College
http://www.northlink.co.za/

N6 Business Management, N6 Financial Management, N6 Sales and Marketing, 
N6 Human Resource Management, N6 Management Assistant

Port Elizabeth TVET College
http://www.pecollege.edu.za/

N6 Business Management, N6 Financial Management, N6 Sales and Marketing, 
N6 Human Resource Management, N6 Management Assistant

Sekhukhune TVET College
http://www.sekfetcol.org/

N6 Business Management, N6 Financial Management, N6 Sales and Marketing, 
N6 Human Resource Management, N6 Management Assistant

South West Gauteng TVET College
http://www.swgc.co.za/

N6 Business Management, N6 Financial Management, N6 Sales and Marketing, 
N6 Human Resource Management, N6 Management Assistant

Thekwini TVET College
http://www.thekwinicollege.co.za/

N6 Business Management, N6 Financial Management, N6 Sales and Marketing, 
N6 Human Resource Management, N6 Management Assistant

Inseta
Public TVET Colleges partnered with INSETA for placement of learners in workplaces for them to comply with the work-
place requirements of Nated Courses.
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Umfolozi TVET College
http://www.umfolozicollege.co.za/

N6 Business Management, N6 Financial Management, N6 Sales and Marketing,
N6 Human Resource Management, N6 Management Assistant

Vuselela TVET College
http://www.vuselelacollege.co.za/

N6 Business Management, N6 Financial Management, N6 Sales and Marketing,
N6 Human Resource Management, N6 Management Assistant

West Coast TVET College
http://westcoastcollege.co.za/

N6 Business Management, N6 Financial Management, N6 Sales and Marketing,
N6 Human Resource Management, N6 Management Assistant

Western TVET College
http://www.westcol.co.za/

N6 Business Management, N6 Financial Management, N6 Sales and Marketing,
N6 Human Resource Management, N6 Management Assistant

Buffalo City TVET College
http://www.bccollege.co.za

N6 Business Management, N6 Financial Management, N6 Sales and Marketing,
N6 Human Resource Management, N6 Management Assistant

College of Cape Town TVET College
http://www.cct.edu.za

N6 Business Management, N6 Financial Management, N6 Sales and Marketing,
N6 Human Resource Management, N6 Management Assistant

Elangeni TVET College
www.elangeni.edu.za

N6 Business Management, N6 Financial Management, N6 Sales and Marketing,
N6 Human Resource Management, N6 Management Assistant

Mthashana TVET College
http://www.mthashanacollege.co.za

N6 Business Management, N6 Financial Management, N6 Sales and Marketing,
N6 Human Resource Management, N6 Management Assistant

http://www.tracker.co.za/
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Education and 
Training Quality 
Assurance (ETQA)

Further Education and Training Certifi cate: Long-Term 
Insurance - Level 4
The purpose of the qualifi cation is to build knowledge and 
skill required by employees in Long-Term Insurance who 
have had schooling at or below NQF level 4. It provides a 
framework for learners to develop competencies that will 
give them insight into the Long-term Insurance sub sector.

Further Education and Training Certifi cate: Long-Term 
Risk Assessment - Level 4
The purpose of the qualifi cation is to build knowledge and 
skill required by employees in Long-Term insurance who 
have had schooling at or below NQF level 4. It provides a 
framework for learners to develop competencies that will 
give them insight into the Long Term Insurance sub sec-
tor, which includes life, reinsurance, Healthcare Benefi ts 
Administration and pension/retirement benefi ts. 

Further Education and Training Certifi cate: Medical 
Claims Assessing – Level 4
The purpose of the qualifi cation is to build specialised 
knowledge and skill required by employees of Medical 
Schemes who have had schooling at or below NQF level 
4 and those who have a professional medical qualifi ca-
tion but lack industry and administrative experience. It is 
flexible enough to accommodate both learners in formal 
education and learners already employed in the Healthcare 
Benefi ts Administration sub-sector. The qualifi cation at 
this level is the start of a career path in Medical Claims 
Assessing.

National Certifi cate: Financial Services - Level 3
The purpose of the qualifi cation is to build the knowledge 
and skills required by multi-skilled employees in adminis-
trative and sales positions in the industry and learners in 
learnerships as part of the implementation of the Finan-
cial Services Charter. It will open career opportunities for 
learners in more specialised positions in the different sub 
sectors at Level 4. 

National Certifi cate: Financial Services – Level 2
The purpose of the qualifi cation is to build the knowledge 
and skills required by entry-level employees in the industry 
and learners in learnerships as part of the implementation 
of the Financial Services Charter. 

National Certifi cate: Financial Services Management – 
Level 4
The purpose of the qualifi cation is to build the knowledge 
and skills required by employees in management who have 
either had schooling at or below NQF level 4, including 
learners who have gaps in communication in the language 
of business and/or mathematical literacy that could inhibit 
progress in a career path in management in fi nancial ser-
vices. It is also intended for learners in management who 
are not yet ready to learn at NQF Level 5. 

National Certifi cate: Short-Term Insurance – Level 5
The purpose of the National Certifi cate is to build the 
knowledge and skills required by senior employees in 
Short-Term Insurance who have achieved the qualifi ca-
tion requirements for the Fit and Proper Determination for 
Short-Term Insurance and are ready to study at Level 5. 
The certifi cate is a specialist qualifi cation that requires the 
application of technical knowledge of Risk Management 
and Short-Term insurance to complex Corporate and/or 
Commercial risks. Learners at this level are required to 
analyse, interpret, think out of the box and adapt to change 
within the highly competitive and regulated insurance 
market. 

National Diploma: Financial Services: Long-Term Risk 
Assessment - Level 5
As a qualifi cation in Long-Term Risk Assessment, this 
diploma provides a framework for learners to develop com-
petencies related to the assessment of Risk in the Long-
Term Insurance Sector in general. 

Further Education and Training Certifi cate: Retail Insur-
ance – Level 4
The qualifi cation covers Long-Term and Short-Term insur-
ance related learning. It introduces a fundamental under-
standing of the key terms, rules, concepts and principles of 
insurance that will enable learners to be informed workers 
in the Retail Insurance industry. 

Further Education and Training Certifi cate: Short-Term 
Insurance – Level 4
The purpose of the qualifi cation is to build knowledge and 
skill required by employees in Short-Term Insurance who 
have had schooling at or below NQF level 4. It is an entry 
qualifi cation into Short-Term Insurance as learners will not 
have acquired the necessary knowledge and skills as part 
of the school curriculum. As a Qualifi cation that covers 
Short-Term Insurance related learning, it provides a frame-
work for learners to develop competencies that will give 
them insight into the Short-Term Insurance sub-sector.

Further Education and Training Certifi cate: Wealth Man-
agement - Level 4
The FETC: Wealth Management is a generic qualifi cation 
in the management and creation of wealth that builds the 
introductory knowledge, skills attitudes and values re-
quired for learners to operate ethically and responsibly as 
Intermediaries and Administrators, and to respond to the 
challenges of the economic environment and the changing 
nature of the highly regulated Financial Services Industry. 
It is designed to meet the needs of learners in a variety of 
positions including Trustees and Principal Offi cers of retire-
ment funds and medical schemes and Trainee Financial 
Planners. 

National Certifi cate: Wealth Management – Level 5
The purpose of the National Certifi cate: Wealth Manage-
ment Level 5 is to build the knowledge and skills required 
by employees in Wealth Management who have achieved 
a qualifi cation equivalent to NQF Level 4, preferably in a 
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Financial Services related fi eld, and are ready to study at 
Level 5. 

Contact details:
Tel: 011 381 8900
Website: www.inseta.org.za/

The Graduate Institute 
of Financial Sciences 

(GIFS)
Leading in the 4th industrial revolution NQF level 5 and 6.
The arrival of the Fourth Industrial Revolution (4IR) with 
forecasts of a stratospheric rise in technology and dig-
itisation, is rapidly transforming the nature and function 
of global business. Our new leadership programme is an 
exclusive, fast-paced, time-driven programme that com-
bines sound generic management principles with powerful 
leadership-building skills to empower future leaders with 
tools, techniques and insights to successfully navigate the 
minefi eld of challenges posed by 4IR. 

FETC: Short-Term Insurance – NQF Level 4
This course provides a framework for individuals to 
develop competencies that will give them insight into the 

Short-Term Insurance sub-sector. Participants are typically 
Financial Advisers who have been working in the capacity 
as reps for independent brokers or fi nancial institutions. 
Occupational group: Short-Term Intermediaries who advise 
on Short-Term Insurance products, Internal Broker Consult-
ants, Call Centre Operators, Personal Accident Administra-
tors, Personal Lines Administrators, Commercial Lines 
Administrators, Claims, Negotiators, Technicians or Asses-
sors, Client Service Providers, Service Agents, Underwriting 
Agents, Product Developers, Motor Assessors, Reinsurers, 
Underwriters, Personal Assistants, Secretaries, Service 
Centre Staff, and IT Systems Designers.

National Certifi cate: Wealth Management – NQF LEVEL 5
This qualifi cation provides a framework for learners to 
develop competencies related to the Long-Term Insurance 
sub-sector, which includes Life Benefi ts, Retirement Funds 
and Medical Scheme Administration, as well as the Col-
lective Investment sub-sector, Wealth Creation and Wealth 
Management. It provides a balanced learning experience 
and equips learners with skills to apply in the workplace. 
This qualifi cation speaks to the generic competencies 
required in the Financial Services Sector at Level 5 and 
allows for specialisation to meet the needs of different 
work roles. Learners acquire knowledge, skills, attitudes 
and values required to operate ethically and responsibly in 
the highly regulated Financial Services environment, and 
to respond to the challenges posed by the changing nature 

https://www.aig.co.za/about-aig
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of the industry. Occupational group: Broker Consultants, 
Administrators in Financial Services organisations, and 
Trainee Financial Planners.

FETC: Generic Management NQF Level 4 NLRD ID: 57712
This qualifi cation is intended for junior managers or aspir-
ing managers of business units in small, medium and large 
organisations. Occupational group: The programme is de-
signed for junior managers and includes (but is not limited 
to) team leaders, supervisors, foremen and section heads 
in these organisations or communities. It is also aimed at 
developing the required competencies for individuals aspir-
ing to junior management positions. Unemployed persons 
wishing to enter the Financial Services industry will also 
fi nd the programme benefi cial.

Contact details:
Email: info@gifs.africa 
Tel: 086 111 4298/ 010 4426 945 
Website: www.gifs.co.za

Milpark Education
BCom with Major in Short-Term Insurance - NQF 7
The purpose of the Bachelor of Commerce (BCom) degree 
is to provide a broad but solid educational foundation 
to students in the fi eld of commerce from a short-term 
perspective. The programme covers various key discipline 
areas such as business management, accounting and 
economics. Students who complete the degree will gain 
knowledge on a wide range of products available in the 
short-term insurance industry. 

Advanced Certifi cate in Short-Term Insurance - NQF 6
The Advanced Certifi cate in Short-Term Insurance pro-
gramme is aimed at insurance staff working across all 
sectors of the industry and is a logical progression from 
the Higher Certifi cate in Short-Term Insurance. The pro-
gramme provides an in-depth understanding of insurance 
practices in terms of technical subject matter and applica-
tion skills. 

Higher Certifi cate in Short-Term Insurance - NQF 5
The primary purpose of the Higher Certifi cate in Short-
Term Insurance is to equip students with the knowledge 
and skills required by Short-Term insurance specialists 
operating within the South African insurance environment. 
Students will be competent and able to provide Short-Term 
insurance advice across the fi elds of personal and com-
mercial insurance with some specialist electives to choose 
from. 

Contact details:
Email: studentservices@milpark.ac.za
Website: www.milpark.ac.za
Student services: 086 999 0001

University of Pretoria
BSc (Actuarial and Financial Mathematics)
This three-year degree is offered by the Department of 
Actuarial Science at the University of Pretoria. Students 
enrolled for BSc (Actuarial and Financial Mathematics) will 
be able to tailor their coursework in either an actuarial or 
a fi nancial engineering option. The programme provides 
students with a broad education that will serve them be-
yond what is usually expected of a graduate in these fi elds 
and that will enable them to cope with the actuarial and 
fi nancial problems of the future. This programme prepares 
students for professional careers as Actuaries or Financial 
Engineers. 

Contact details:
Email: actuarial@up.ac.za
Tel: (012) 420 3488
Website: www.up.ac.za/actuarial

University of the 
Witwatersrand

BCom Insurance and Risk Management
There are many specialised roles within insurance and risk 
management. Insurance brokers guide their customers 
(individuals or companies) to identify the type and level 
of insurance they need and buy the most suitable policy. 
Other roles include underwriting - evaluation of risk to price 
types of insurance (property, health, professional and life); 
claims adjustment and actuarial science. There is a high 
level of specialisation in this fi eld, leading to a number of 
career options including Insurance Broker, Appraiser, Asset 
Manager, Actuary, Claims Adjustor, Compliance Offi cer, 
Customer Service Representative, Financial Advisor, Insur-
ance Analyst, Sales Representative, Underwriter and more. 
IRM professionals work for insurance companies, general 
organisations, banks or freelance.

If you have several of the following interests, qualities and 
attributes, you might consider studying insurance and risk 
management: excellent analytical and problem-solving 
skills, an affi nity for complexity, a high degree of profi -
ciency in mathematics, focus and great attention to detail, 
strong interpersonal and people skills and effective com-
munication skills – verbal and written. In Insurance and 
Risk Management, you are taught the theory of managing 
risk, short-term insurance, understanding insurance con-
tracts and products, life insurance, retirement funding and 
health insurance. Risk management itself refers to the way 
that risks are identifi ed, assessed and prioritised, and the 
means used to minimize, monitor and control the threat 
that unfortunate events can pose.

Course duration is 3 years.
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Contact details:
Tel: 011 717 1888 
www.wits.ac.za/course-fi nder/undergraduate/clm/insurance-and-
risk-management/

North West University
BCom Risk Management 
Risk Managers follow qualitative and quantitative ap-
proaches to identify, measure and manage the exposure to 
fi nancial and non-fi nancial risks. Understanding the level of 
regulation and the functioning of fi nancial markets enables 
a Risk Manager to minimise losses and to stabilise cash 
flows. The qualifi cation offers specialist knowledge, espe-
cially on fi nancial risk management. Typical tasks include 
analysis of the fi nancial impact on the company when risks 
occur, analysing current risks and identifying potential 
risks that are affecting the company, establishing the level 
of risk the company is willing to take, preparing risk man-
agement and insurance budgets, risk reporting tailored to 
the relevant audience, creating business continuity plans 
to limit risks and maintaining records of insurance policies 
and claims. The core subjects include:

• Financial Risk Management
• Investment Management
• Bank Risk Management
• Derivative Instruments

BCom Economics with Risk Management 
Degree duration: 3 years, full time
Offered at:
• Potchefstroom
• Vanderbijlpark

BCom Economics with Risk Management - Extended 
programme
Degree duration: 4 years, full time
Offered at:
• Vanderbijlpark

Contact details:
Potchefstroom
Email: ilza.havenga@nwu.ac.za
Tel: (0)18 299 1438

Vanderbijlpark 
Tel: (0)16 910 3394

Website: https://commerce.nwu.ac.za/es/riskmanagement

SUPPORTING THE
FUTURE OF INSURANCE

The African Insurance Exchange, one of 
Africa’s largest insurance gatherings, is 

2020 Insurance Apprentice
2021 Winner 

of Insurance Apprentice. 

not-to-be-missed panel. 

innovation, sustainability 
and growth in the sector.

Join us at the virtual AIE2021 conference
for ample networking opportunities which 

include one-on-one meetings and will 
also showcase a virtual exhibition.

LEARN MORE AT IISA.CO.ZA

PROUDLY PRESENTED BY

REIMAGINED TO

VIRTUAL
CONFERENCE

RECONNECT

https://www.iisa.co.za/


When governments across the world 
locked down their countries to 
deal with the COVID-19 pandem-

ic, normal economic life as we know it was 
severely disrupted. All industries including 
the non-life insurance industry scrambled to 
put measures in place to ensure that they 
could serve their customers remotely while 
also rolling out new products to meet new 
customer expectations. 

Old Mutual Insure was amongst the fi rst out 
the blocks, adapting to the new realities. 

This is borne out – in detail - by the results of 
2020 South African Customer Satisfaction 
Index (SA-csi). The SA-csi is an independent 
national benchmark of customer satisfac-
tion regarding the quality of products and 
services available to household consumers 
in South Africa. 2020 SA-csi results show that 
Old Mutual Insure achieved industry-leading 
scores, coming joint fi rst in the intermedi-
ated insurance category and joint second 
overall.

For the fi rst time ever, the non-life insurance 
sector results overtook the banking sector’s 
SA-csi scores, making it the country’s leader 
in customer satisfaction within the broader 
fi nancial services sector. 

Partnering with brokers to co-lead 
customer satisfaction 
Antonia Oakes Executive for Customer 
Experience at Old Mutual Insure was par-
ticularly pleased by her company’s industry-
leading performance on the key metrics 
that matter most to customers. 

Oakes noted that, “our strong perfor-
mance on Handling Complaints was 
largely driven by perceptions of speed 

INNOVATING 
TO MEET 
CUSTOMER 
EXPECTATIONS 
DURING 
COVID 19 
DISRUPTION

of service. We also did well on Perceived 
Value, which measures customer views 
and perceptions of price combined with 
quality – or value for money. Old Mutual In-
sure also did very well on Customer Expec-
tations, showing the effectiveness of the 
high levels of digital and remote delivery 
that we developed and deployed during 
the COVID-19 epidemic.” 

These industry-leading scores could not 
have happened without the key support of 
our brokers and intermediaries who consist-
ently delivered high standards of service 
during a challenging year for the country’s 
short-term insurance sector. 

Value for money in uncertain times 
During this very price sensitive time, Old Mu-
tual Insure received industry-leading scores 
around perceptions of value from cash-
strapped customers. 

Oakes believes that SA-csi numbers show 
that Old Mutual Insure’s, “broad range of 
customer relief measures - from premium re-
lief to new products and services that take 
new customer realities into account - have 
not gone unnoticed in the market.” 

Oakes notes that without the appetite for 
disruption, the imagination to pivot, and just 
plain hard work from Old Mutual Insure’s 
intermediary ecosystem, “we could not 
have innovated and delivered products to 
match the high standard of service required 
by clients during these very challenging 
times.” 

“Thank you to our broker network and our 
valued customers who’ve shown so much 
faith in us over the last year of intense dis-
ruption,” concluded Oakes.

https://www.oldmutual.co.za/about/old-mutual-insure


Get value for money and peace of mind when you protect your car and  
home with Old Mutual Insure. Plus save up to 30%* on your car insurance 
premium when you drive less. 

The time is now to talk to us on 0860 2255 63 or speak to your broker  
www.ominsure.co.za.

Old Mutual Insure Limited is a licensed FSP and non-life insurer. *Terms and conditions apply.  
Most recommended insurer in the intermediated segment, and overall best value for money and  
peace of mind, as voted in the 2020 South Africa customer satisfaction index. 

LoveOurCustomers
MadAboutOurBrokers#

JOIN ONE OF SOUTH AFRICA’S 
LEADING INSURERS

INSURE
DO GREAT THINGS EVERY DAY

https://www.oldmutual.co.za/about/old-mutual-insure



