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Abstract

Distribution ofinsurance products in Hong Kong is characterized by the traditional Agency
Distribution Model - Insurance Intermediary. Due to a changing landscape in the business
operating environment and ~e evolution ofinformation technology, significant changes
in insurance distribution channels can be seen in recent years which include bancassurance,
direct sales, internet sales, tele-marketing, cross-industry sales and other innovative form
of distributions. Among various forms of alternative distribution, Bancassurance is
dominant. Emergence ofalternative distribution channels poses a threat to the traditional
agency distribution system and disintermediation is an issue ofconcern among insurance
intermediaries.
The purpose of this paper is to discuss the alternative distribution channels and their
impact on the insurance intermediary profession. It provides an insight into the role
played by bancassurance and its quality of service, and examines the views of agents,
insurers and the public towards the changing patterns ofinsurance distribution.

INTRODUCTION
The insurance industry keeps on growing in Hong Kong, as Hong Kong offers a liberal
regulatory environment for insurance business. As with other countries, the industry
entered a period ofconsolidation in recent years-inter-industry mergers and acquisitions
- in an attempt to boost growth.
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