W Vo*‘g

IMPACT INSURANCE

International
Labour
Organization

Annual

- \_ﬁ ..e!E: A

THE ILO’S II\/IPACT
INSURANCE FACILITY

R

‘-r~'.
5 A




Annual
Report

20
14

THE ILO’S IMPACT
INSURANCE FACILITY



A W

IMPACT INSURANCE

Copyright © International Labour Organization 2015

First published 2015

Publications of the International Labour Office enjoy copyright under Protocol 2 of the Universal Copyright Convention.
Nevertheless, short excerpts from them may be reproduced without authorization, on condition that the source is
indicated. For rights of reproduction or translation, application should be made to ILO Publications (Rights and Permis-
sions), International Labour Office, CH-1211 Geneva 22, Switzerland, or by email: pubdroit@ilo.org. The International
Labour Office welcomes such applications.

Libraries, institutions and other users registered with reproduction rights organizations may make copies in accordance
with the licences issued to them for this purpose. Visit www.ifrro.org to find the reproduction rights organization in your
country.

Annual Report 2014 / International Labour Office - Geneva: ILO, 2015

ISBN 978-92-2-129570-9 (print)
ISBN 978-92-2-129571-6 (web pdf)

International Labour Office

Also available in French, Rapport annuel 2014 (ISBN 978-92-2-229571-5), Geneva, 2015,
and Spanish, Informe anual 2014 (ISBN 978-92-2-329571-4), Geneva, 2015.

ILO Cataloguing in Publication Data

The designations employed in ILO publications, which are in conformity with United Nations practice, and the presentation
of material therein do not imply the expression of any opinion whatsoever on the part of the ILO concerning the legal
status of any country, area or territory or of its authorities, or concerning the delimitation of its frontiers.

The responsibility for opinions expressed in signed articles, studies and other contributions rests solely with their authors,
and publication does not constitute an endorsement by the ILO of the opinions expressed in them.

Reference to names of firms and commercial products and processes does not imply their endorsement by the ILO,
and any failure to mention a particular firm, commercial product or process is not a sign of disapproval.

ILO publications can be obtained through major booksellers or ILO local offices in many countries, or direct from ILO
Publications, International Labour Office, CH-1211 Geneva 22, Switzerland. Catalogues or lists of new publications are
available free of charge from the above address, or by email: pubvente@ilo.org

Visit our website: www.ilo.org/publins
Photo Cover: © ILO, Osseiran; Impact Insurance

This publication was produced by the Document and Publications Production,
Printing and Distribution Branch (PRODOC) of the ILO.

Graphic and typographic design, layout and composition,
printing, electronic publishing and distribution.
PRODOC endeavours to use paper sourced from forests managed
in an environmentally sustainable and socially responsible manner.
Code: CHD-REPRO-DISTR



mailto:pubdroit%40ilo.org.?subject=
http://www.ifrro.org
mailto:pubvente%40ilo.org%20?subject=
http://www.ilo.org/publns

oy .
o
@“ | N MICROINSURANCE

PREFACE

This year the ILO rebranded its engagement
with insurance, signalling a drive towards greater
impact. What does this mean? Insurance has
a vital role to play in supporting social and
economic development. “Impact insurance”
fulfils this role, delivering benefits for households,
enterprises and countries:

e Insurance provides a critical safety net for
households. Even partial insurance cover
helps the working poor to avoid resorting to
damaging coping strategies, like selling assets
or taking children out of school.

e Astrong and inclusive insurance market boosts
the productivity of enterprises of all sizes by
enabling entrepreneurs to pursue higher-risk
opportunities, and therefore makes a vital con-
tribution to economic growth.

PUSHING THE FRONTIER

hh.
v

Gilles Galludec (World Bank Group’s GlIF) and Craig Churchill (ILO’s Impact Insurance Facility) launch partnership on index insurance.

e Insurance is a powerful tool governments can
use to achieve public policy objectives. The
insurance industry can be an important ally in
promoting access to vital services, including
health care and agricultural services, and in
making communities more resilient to climate
change.

Microinsurance, which has been the focus of
our attention for the past six years, remains
very much a priority. People with low incomes
still need to have better options for managing
the risks they face. However, we recognize that
insurance has much broader, as yet unfulfilled,
development potential: we need to go beyond
“micro” to have the greatest impact.

As we began 2014, important progress had
already been made. With support from the ILO,
many innovative insurers had brought valuable
risk management services to millions of previ-
ously excluded clients. We learned a great deal
about the power of insurance and how to use

© Impact Insurance




BOX 1: NEW PARTNERSHIPS WITH THE WORLD BANK GROUP AND
USAID, AND UPCOMING COLLABORATION WITH AFD

We achieve results in partnership with other agencies, organizations and companies with similar
goals. This year we established three important new partnerships that will help us expand our
activities and increase the impact of insurance.

With the support of the Dutch government, in July the ILO and the World Bank Group’s Global
Index Insurance Facility (GlIF) launched a dynamic partnership to enhance knowledge about
index insurance and build the capacity of its practitioners. The partnership aims to improve the
delivery of index insurance to farmers and rural businesses. Together we are learning from grantees
supported by the GlIF, and we are promoting these lessons to strengthen insurance markets in
several countries.

In November, the ILO launched another new partnership. With the support of USAID, and in
coordination with the BASIS/I4 Index Insurance Innovation Initiative at the University of California
Davis, the Facility formed a Global Action Network (GAN). The GAN is a community of experts and
practitioners working together to address the challenges that hinder the effective and responsible
scaling of agriculture insurance.

Finally, a collaboration with the Agence Francaise de Développement (AFD) is planned for
2015. AFD and the Facility will join forces to surmount barriers to insurance delivery in Africa by
stimulating innovation and providing capacity-building assistance to the microfinance industry in
selected countries.

it to achieve wide-ranging objectives. None-
theless, the gap between reality and potential
remained huge. The year 2014 marked the
moment for us to take the next step.

We responded by implementing our new strategy
to accelerate the development of impact
insurance, together with several new funding
partners (see Box 1). By the end of the year we
had already achieved a great deal, working with
the insurance industry, governments, and their
partners to:

e accelerate the development of inclusive insurance
markets in selected countries
e continue innovating and learning

e expand our role as a global hub to strengthen
capacity.

Each of these three elements is essential. Only
by encouraging innovation and strengthening
capacity on a much greater scale, and bringing
together public and private players across the
globe, can we make impact insurance a reality.
Find out more about our strategy on page 10.

QOur 2014 annual report is a chance for us to
present what the Facility has achieved over the
last year and show how we have already set our
new strategy in motion. We also share the most
important things we have learned this year (the
top ten lessons begin on page 4) and present
our plans for 2015.

We look forward to advancing this important
work in 2015 to make impact insurance a reality.

CRAIG CHURCHILL
Team Leader
ILO’s Impact Insurance Facility
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ACRONYMS AND
ABBREVIATIONS

A2ii
ACTA
AFD
ANACIM

Cenfri
CiC
CIMA

CNAAS

CoP
DAPSA

Fasecolda

GAN
GIIF
IDB

IIF

ILO
MFI
MNO
M-PESA
NGO
PA

PPP
SECP
SME
SMs
UNCDF
USAID

Access to Insurance Initiative
Actuarial, Client, Transactions and Adjacencies
Agence francaise de développement

Agence Nationale de I'Aviation Civile et de la Météorologie
(National Agency of Civil Aviation and Meteorology)

Centre for Financial Regulation and Inclusion
Cooperative Insurance Company

Conférence interafricaine des marchés d’assurance
(Inter-African Conference for the Insurance Market)

Compagnie nationale d’assurance agricole du Sénégal
(National Agricultural Insurance Company of Senegal)

Community of practice

Direction de I’Analyse, de la Prévision et des Statistiques Agricoles
(Directorate of Analysis, Forecasting and Agricultural Statistics)

Federacion de Aseguradores Colombianos
(Colombian Federation of Insurers)

Global Action Network

Global Index Insurance Facility

Inter-American Development Bank

Index Insurance Forum

International Labour Organization

Microfinance institution

Mobile network operator

Mobile money

Non-governmental organization

Personal accident

Public-private partnership

Securities and Exchange Commission of Pakistan
Small or medium enterprise

Short Message Service

United Nations Capital Development Fund

United States Agency for International Development
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LESSONS LEARNED
IN 2014

We continue to learn how to achieve
high-quality insurance at scale. Here are the
top ten lessons that we learned in 2014.

1. Understand why and how you want
to use the mobile phone.

The mobile phone is a powerful tool for reaching
both current and potential clients. Mobile phones
can be used for several different purposes,
including enrolment, policy administration, premi-
um payment and claims. For example, Weather
Risk Management Services Ltd in India provides
value-added services such as weather forecasts
and crop market prices to clients via mobile
phones as part of its insurance package.

- Learn more about mobile phones and microin-
surance in Briefing Note No. 21


http://www.impactinsurance.org/publications/bn21
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2. Insurance provides protection to
clients.

When a shock occurs, microinsurance reduces
people’s reliance on burdensome financing strat-
egies and encourages more effective, efficient
use of resources. Some households respond
to shocks by taking children out of school and
making them work. By covering part of the cost
of a shock, insurance can reduce households’
reliance on such detrimental coping mechanisms.

- Learn more about value in microinsurance in
Client Value Brief No. 1

(@)]

3. Partnership is a cornerstone of scale,
but incentives should be aligned.

Most microinsurance initiatives achieve scale
through some form of partnership. The ideal
partner offers a trusted brand, resources and
contact with the target market. Understanding
the partner’s interests and aligning them with
your own is critical to the long-term success of
a partnership. A review of 95 schemes that have
achieved scale found that distribution was dom-
inated by banks, microfinance institutions (MFls)
and groups (like labour unions and savings
cooperatives). These accounted for 52 per cent
of distribution channels.

- Learn more about achieving scale in microin-
surance in Briefing Note No. 25.
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http://www.impactinsurance.org/publications/bn25
http://www.impactinsurance.org/publications/bn25_1

4. Start simple, with partial, single and
mandatory cover.

Starting with simple, embedded or mandatory
products that provide partial cover is a sensi-
ble first step in many markets. These products
help overcome initial demand challenges, allow
providers to reach scale quickly, and enable the
low-income market to access insurance, often
for the first time. Fonkoze, an MFI in Haiti, offered
property catastrophe insurance with partial cover,
including debt cancellation and a cash payout of
up to US$125 in the event of a disaster. While
this level of cover was not always sufficient, it
was found to be better than informal risk man-
agement mechanisms.

- Learn more about creating client value in Client
Value Brief No. 2

5. Competition leads insurers to im-
prove benefits and servicing.

In response to increased competition, insurers in
Kenya, India and the Philippines have focused
on fostering customer loyalty, differentiating
products, improving the servicing of products
and reducing costs rather than solely competing
on price and reducing premiums to levels that
are not sustainable. In Kenya, high profit margins
in the credit life market have led to fierce price
competition, with a number of insurers offering
very low premiums. Rather than matching its
competitors’ rates, CIC has concentrated on
enhancing its credit life products with option-
al benefits like funeral insurance and fire and
burglary cover for the asset that is pledged as
collateral for the loan.

- Learn more about business viability in Briefing
Note No. 26.

© Impact Insurance
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6. Insurance associations are well posi-
tioned to invest in insurance consumer
education.

Insurance associations can contribute their ex-
pertise to consumer education programmes,
and can link such programmes with initiatives
for social and economic development, financial
education and consumer protection. Consumer
education programmes require careful planning,
meticulous content and delivery design, and stra-
tegic partnerships among different stakeholders.
Fasecolda, the Colombian insurance association,
took the lead in implementing an insurance lit-
eracy programme for adults. It is estimated that
the programme will train 27,000 people through
workshops, while through mass media (videos
and printed media) it could reach 300,000 people.

- Learn more about consumer education in Briefing
Note No. 27.

7. Governments can use insurance
as a vehicle to achieve public policy
objectives.

Policymakers, regulators and supervisors can
achieve public policy objectives, such as univer-
sal health coverage, by drawing on the expertise
and experience of private insurers. In Thailand,
the government incorporated lessons from early
community-based health insurance initiatives in
the design of a voluntary scheme for informal
workers. It subsequently merged it with another
one targeted at poor people, to create a single
mandatory programme covering the entire pop-
ulation.

- Learn more about creating an enabling environ-
ment in Client Value Brief No. 3.
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http://www.impactinsurance.org/sites/default/files/bn27_en_0.pdf
http://www.impactinsurance.org/sites/default/files/bn27_en_0.pdf
http://www.impactinsurance.org/publications/cvb3

8. Claims experience can significantly
influence clients’ understanding of
and satisfaction with insurance.

A positive claims experience may result in a
long-term client and champion of an insurance
programme. A negative experience, on the other
hand, can lead to mistrust and policy termination.
Claims management is therefore an integral part
of an insurer’s efforts to provide good customer
service and to retain clients. Overall performance
can be improved by using a community-based
approach, having simple documentation require-
ments and internal procedures, and making sure
the claims process is transparent.

- Learn more on claims management in Briefing
Note No. 24.

9. Governments can subsidize insur-
ance in order to increase equity or
reduce market inefficiencies.

To achieve these objectives, the subsidy needs
to be “smart”, meaning that it needs to have a
clearly stated and well-documented purpose, be
well targeted, be designed with a clear exit strat-
egy or long-term financing strategy, and have a
good monitoring and evaluation system. Case
studies of national health insurance schemes in
Ghana and Colombia show that national sub-
sidized insurance provision can increase insur-
ance coverage quite dramatically, from 1 per
cent to 33 per cent in Ghana and 16 per cent to
96 per cent in Colombia.

- Learn more on subsidies in Briefing Note No. 22.
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10. To increase access to insurance,
providers must improve their enrol-
ment, premium collection and renewal
processes.

Improving business processes can have a
dramatic impact on client satisfaction, take-up
and retention, and hence the bottom line. Ef-

s ficient enrolment processes and other front-
end solutions can increase access and boost
demand, benefiting both clients and providers. |
For example, a Pakistani health microinsurance |
initiative, Naya Jeevan, has redesigned its man-
ual enrolment process, taking into account the
preferences, limitations and needs of its target

| groups, and has experienced a ninefold increase

| in take-up.

LT T

-Learn more on access to microinsurance in
Briefing Note No. 283.

N



http://www.impactinsurance.org/publications/bn23

OUR VISION
AND STRATEGY

Insurance is vital to social and economic
development. It should provide tremendous
benefits for households, enterprises and
countries. But in many countries, the insur-
ance industry is not yet fulfilling its potential.
Figure 1 illustrates the current state of affairs
and our vision for insurance in developing
countries.

It is possible to achieve these goals. The Facil-
ity has already learned a great deal about how
insurance can fulfil its development role. The
challenge now is to put these lessons into practice
on a much greater scale.

We are already helping to extend high-quality
insurance services to milions of low-income
households and enterprises through partner-
ships with insurers and governments. To build

on this accomplishment, and take it to the next
level, we are following a threefold strategy, as
illustrated in Figure 2.

The three elements of our strategy are intimately
connected. After six years of pushing the insur-
ance frontier, we have amassed a huge volume of
insights that we can now disseminate extensively
through our knowledge- and capacity-building
efforts in order to catalyse market development.
Yet there remain more obstacles to overcome,
and we must continue to support and learn from
innovative partners. Their experiences can then
be channelled into the next wave of knowledge
and capacity-building efforts.
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FIGURE 1. CURRENT STATE

OF AFFAIRS AND OUR VISION
FOR INSURANCE IN DEVELOPING
COUNTRIES

PART 2: OUR VISION AND STRATEGY

CURRENT STATE OF AFFAIRS

Around 4 billion low-income
people remain excluded from
appropriate insurance products

Many small and medium
enterprises are limited by
risks they cannot manage

Climate change, poor
access to health care
and lack of food security
present increasing risks
to whole populations

VISION

Households trust insurance and
use it as one way to manage
the risks they face. Insurance
provides them with a critical
safety net and prevents them
from falling into poverty

This threefold strategy is underpinned by the
following six cross-cutting principles:

1. Generate evidence-based insights: Any
guidance or recommendations that we provide
must be based on evidence, relying where possible
on rigorous research methodologies.

2. Foster south-south learning: Our primary
role is that of a learning facilitator, creating
opportunities for policy-makers, insurers and
other practitioners to learn from their successful
counterparts in other countries.

3. Forge partnerships: To achieve real impact
with insurance, it is necessary to involve a range
of stakeholders, and we constantly collaborate
with new partners.

A strong and inclusive
insurance market boosts the
productivity of enterprises
of all sizes by enabling
entrepreneurs to pursue
higher-risk opportunities

The insurance industry is

an indispensable ally for
governments in achieving
public policy objectives. It
helps them promote access
to vital services and makes
communities more resilient
to climate change

4. Use technology: Technology is one of the
main drivers of increased impact in insurance. It
can increase efficiency, lower transaction costs
and improve consumer experience.

5. Capitalize on private sector expertise:
Whether it is insurers or reinsurers, brokers or
other distribution channels, private companies
often do not focus on development objectives.
But because their core business is insurance,
profound results can be achieved if their exper-
tise can be used to provide high-quality products
at scale.

6. Create public goods: Through the ILO’s impact
insurance activities, we strive to generate public
goods that can benefit all stakeholders and lead
to the emergence of competitive markets.



FIGURE 2: THE FACILITY’S

THREEFOLD STRATEGY

Market
Develop-
ment

Research
& Innovation

Knowledge
& Capacity
building

Accelerate

the development

of inclusive insurance
markets in selected
countries

Learn and innovate
to develop better
products and create
strategies to achieve
greater impact

Act as a global
hub for capacity
development

It is vital for insurance
to play its role in nation-
al strategies to reduce
the vulnerability of
populations and boost
the productivity of
economies. Developing
inclusive insurance
markets involves many
stakeholders and can
be accelerated through
a coordinated process.

Knowledge gaps still
restrict the ability

of insurance to fulfil

its potential. Solutions
are particularly lacking
in several key areas,
which we focus on.

Insurers face a multi-
tude of challenges as

they move down-market.

Together with the
insurance industry,

the ILO has amassed

a wealth of lessons and
experiences. Now we
are responding to the
urgent need for those
lessons to be applied

on a much greater scale.
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The ILO’s structured
market development
process involves the full
range of stakeholders.
The process is locally
owned, coordinated
and implemented.

It promotes public—
private partnerships
(PPPs) and embeds
insurance in national
strategies.

We partner with leading
insurers to find and
evaluate ways of
overcoming the most
restrictive barriers to
the progress of impact
insurance. We will
share these findings
extensively with the
industry.

Increasingly we are
equipping local and
regional institutions

to deliver our capacity-
building offerings.
Powered by our new
e-learning platform,
we will continue

to develop tools and
training courses to meet
the needs of our focus
countries.

Enable the
insurance
sector,
governments,
and their
partners

to realize

the potential
of insurance
for social and
economic
development



ACCELERATING
DEVELOPMENT

Despite its potential, insurance is still not
accessible to everyone. Inclusive insurance
markets are developing rapidly in countries
such as India, South Africa and the Philippines,
where millions of low-income households
have some protection. However, outreach
in many other developing countries remains
meagre. The market development element of
our strategy aims to accelerate the devel-
opment of inclusive insurance markets in
selected countries in partnership with gov-
ernments, insurers and other stakeholders.
Figure 3 presents the stages of development
in an insurance market.
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FIGURE 3: STAGES OF INSURANCE
MARKET DEVELOPMENT

COMPETITIVE

Product: Funeral,

hospital cash, personal
accident, simple savings,
DIVERSIFYING value-added services,
some voluntary
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A structured market development process pro-
motes PPPs and embeds insurance in national
strategies to reduce the vulnerability of popula-
tions and boost the productivity of economies.
Our pilots in Zambia and Ethiopia, coupled with
international experience, show the potential for
such a market development approach. Lessons
from mature markets should support the develop-
ment of markets in earlier stages of development.

FIGURE 4: MARKET
DEVELOPMENT PROCESS

To facilitate an exchange of lessons, in Octo-
ber 2014 the Facility launched a community of
practice (CoP) on inclusive insurance market
development, with the aim of providing a platform
for stakeholders from several African countries
to share experiences and knowledge on how to
accelerate the development of insurance markets
(see Box 2).

IMPLEMENTATION
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» ENGAGEMENT &

STRATEGY
FORMULATION

DIAGNOSTIC

REVIEW
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MONITORING
AND

EVALUATION




NNUAL REPORT 2014 PART 3. ACCELERATING MARKET DEVELOPMENT

“The facilitation was well designed to allow better knowledge
exchange and sharing of useful information as we struggle to
develop microinsurance markets in our countries.”

1
e i
© Impact Insurance ;'l-.

Pascal Kanyinyi,
KFW, Tanzania



Activities

Our market development work includes the
following activities, adapted to the local context:

* Engage intensively in focus countries

e Conduct a diagnostic review to facilitate
stakeholder dialogue and help draw up a plan
of activities.

* Bring together stakeholders through coun-
try-based staff who will assist them to pursue
partnerships and adopt good practice when
providing insurance.

e Stimulate demand, for example though con-
sumer education campaigns and effective
consumer protection systems.

* Build capacity of selected players, including
the insurance industry, to serve the low-income
market with valuable and viable products.

e Stimulate collaborative action to develop
industry-wide solutions such as data ware-
housing or insurance-awareness campaigns.

* Engage with insurance supervisors and
other policy-makers to support market de-
velopment, including through PPPs, to enable
the insurance industry to help achieve public
policy objectives.

* Facilitate communities that enable coordination
at the global or regional level to accelerate the
development of insurance markets.

BOX 3: ILO’S MICROINSURANCE FORUM AS PART OF THE 10™ INTERNA-
TIONAL MICROINSURANCE CONFERENCE

The 10" International Microinsurance Conference was held in November 2014 in Mexico City,
bringing together around 400 participants from almost 60 countries to discuss recent challenges
and opportunities. For the first time, the Facility organized its annual Microinsurance Forum as part
of the conference, focusing on the topic “Making public—private partnerships work”. The Forum
gathered more than 100 participants, who formed breakout sessions to discuss PPP models and

o

opportunities for partnering with the public sector. Cases from Mex-
ico, Peru, Colombia and India were used as a springboard for dis-

—g cussion about strategies to make partnerships between the private

sector and government work (

Microinsurance Forum in Mexico City

16
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During 2014 the Facility began strategic inter-
ventions to stimulate market development in four
focus countries: Pakistan, Senegal, Tanzania
and Colombia. The approach in each country is
adapted to the level of development of its insur-
ance market.

The insurance market in Pakistan is still at an
emerging stage. While the current market covers
5.3 million people, it accounts for only 3.1 per
cent of the total population, indicating that millions
of low-income households lack adequate pro-
tection.

Pakistan has already started the market
development process by conducting a diag-
nostic review' and in February 2014 it intro-
duced microinsurance regulations. To move the
process forward, later in 2014 the Securities
and Exchange Commission of Pakistan (SECP)
requested support from the ILO to engage more
actively with the insurance industry. In October
2014 we organized a training session with 35
participants called “Pathways towards greater
impact: Improving your MFI’s microinsurance
offering”. The evaluation of the training was very
positive and participants expressed their sat-
isfaction. According to one of the participants
from the insurance sector: “It was up to perfec-
tion, as we have understood the way forward”.
Further challenges in Pakistan include developing
sustainable business models, designing appro-
priate products, raising awareness and creating
proper benchmarks to monitor and evaluate
performance.

1 Securities and Exchange Commission of Pakistan and
World Bank: Microinsurance in Pakistan: A diagnostic study
on demand and supply (Islamabad, SECP, 2012).

In Colombia, a 2014 diagnostic review conducted
by the Access to Insurance Initiative showed that
there had been an increase in the population
covered by the formal insurance industry. However,
the Colombian market is still at an emerging stage,
as is shown by the narrow range of insurance
products available — mainly life and accident
insurance. In addition, the number of policy-holders
is around 6.5 million out of a potential market of
32.5 million.

There is an opportunity to develop the insur-
ance market in Colombia further. In December
2014, the ILO and Fasecolda (the Federation
of Colombian Insurers) organized a market de-
velopment stakeholder-engagement workshop
to agree on a localy owned road map and
coordinate the implementation process. The work-
shop was attended by around 80 stakeholders,
including insurers, regulators, distributors,
associations and NGOs. The discussion re-
volved around developing strategies and pilots
that would meet the needs of low-income people
in Colombia and how to encourage insurers to
participate in the creation of an inclusive insur-
ance market. According to the Director of Fasec-
olda, Alejandra Diaz: “The workshop promoted
a dialogue between different stakeholders and
helped develop a strategic plan that includes
activities, responsibilities and a timeline neces-
sary to overcome obstacles and seize opportu-
nities in order to achieve an increasingly inclu-
sive microinsurance market.” The next step in
Colombia is to launch pilots of products tai-
lored to the needs of the low-income population
involving both the government and insurance
companies.


https://a2ii.org/en/knowledge-centre/reports

Senegal

The insurance market in Senegal, although still
at an emerging stage, is growing. The insur-
ance penetration rate remains low (1.4 per cent)
and is dominated by non-life insurance, but in
recent years there has been significant growth
in life insurance products. The potential market
is estimated at more than 7 million people, mostly
concentrated in the informal and agricultural
sectors. The Senegalese insurance market is the
third largest within the CIMA (Conférence Inter-
africaine des Marchés d’Assurance), a regional
| insurance community which covers 14 countries

| in West and Central Africa.

In 2014, the ILO initiated a market develop-
ment process in Senegal, focusing on activities
to engage stakeholders. In August, a workshop
was organized to create a national strategy on

1000

microinsurance development, bringing together
45 participants including representatives of the
government, insurance industry, intermediaries,
MFls, NGOs, labour organizations and technology
suppliers, among others. To follow up on the
workshop, a learning session was organized in
September highlighting new opportunities for
microinsurance. Attended by 85 participants,
the sessions included topics such as roles and
challenges for microinsurance, agricultural insur-
ance, financial education and mobile technology.
A participant from an MFI commented: “The
roles and challenges for microinsurance for Afri-
can economies and the experience in agricultural
insurance were very informative for our project!” In
Senegal we will continue conducting workshops
and training sessions to develop the capacities §
of key actors in order to promote the develop- T
ment of the insurance market.

e TR
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The insurance market has been growing rapid-
ly in Tanzania. Between 2009 and 2013, formal
insurance usage increased from 6.3 per cent of
the adult population (1.3 million people) to 13
per cent (3.1 million people).? Microinsurance
provision is mostly embedded in other financial
services and there is little investment in volun-
tary products. The stakeholders and players
feel that the current approach is offering limited
value to clients and not creating effective de-
mand. Therefore, as part of the market devel-
opment strategy, there is a need to stimulate
voluntary insurance.

The Facility’s overall objective in Tanzania is
to provide guidance to the multi-stakeholder
Technical Working Group and Steering Commit-
tee in mapping out and implementing various
market-facilitation interventions. Following the
strategy-formulation workshop held in 2013,
the Facility, in collaboration with the Financial
Sector Deepening Trust and FinMark Trust, has
supported the implementation of a number of
market development activities, which included
two learning sessions (on the business case
for microinsurance and improving the enabling
environment), and two training courses (an in-
troduction to microinsurance and on managing
microinsurance distribution). The Facility will
continue to coordinate the market development
process, as well as support the implementa-
tion of the strategy, including through provision
of technical assistance to insurers on various
aspects of product development and delivery.

2 Financial Sector Deepening Trust: FinScope Tanzania
2013 (Dar es Salaam, 2013).

We will continue to focus on accelerating the
development of inclusive insurance markets in
selected countries. We aim to work in at least 15
countries in the period 2015-18, with intensive
engagement in no fewer than ten.

We will support a market development plat-
form to enable cross-country learning globally
through communities of practice and will provide
capacity-building tools for all stakeholders,
adapting them accordingly.

A multi-stakeholder, locally owned road map
will be developed in the countries where we are
working. A steering committee and/or a technical
advisory group will oversee its implementation in
each country.

We will continue to promote an enabling
environment by endorsing the adoption of
regulations and policies that support the devel-
opment of insurance markets, including “micro-
insurance-friendly” regulations and consumer
protection policies.

We will develop and provide the necessary
tools to facilitate partnership formation, aware-
ness raising and PPPs. This will involve a fo-
cus on distribution management and functional
processes; consumer awareness-raising cam-
paigns; links between the public and private
sectors to extend social protection; and smart
subsidies.

We are aware that we cannot do everything
on our own; therefore we will continue looking
for and collaborating with like-minded partners
at local, regional and global levels.



DRIVING
INNOVATION

There is still a lot we do not know about
the role of insurance in social and economic
development, and solutions are lack-
ing in several key areas. The ILO’s Impact
Insurance Facility continues to build on its
achievements, and remains at the forefront
of research and innovation to address these

gaps.

On the basis of our experience and following con-
sultation with industry leaders, we have identified
five areas of focus for research and innovation.
These represent the areas in which transformative
solutions are currently most needed and have the
greatest potential to create breakthroughs:

Health
insurance

Agriculture
insurance

Alternative
distribution

Mobile
services

Bundling
with other
financial
services

The potential to deliver value to clients
and to support government schemes
is enormous. Yet offering health insur-
ance is complex and many pressing
questions remain

Agriculture insurance has a vital role
to play in achieving food security yet
it has proved one of the most difficult
types of insurance to deliver at scale

Non-traditional channels are vital
for scale, yet many questions remain
about how to ensure their success

Mobile phones are revolutionizing
financial inclusion. To advance this
revolution within insurance we need
a better understanding of how to
balance efficiency with client “touch”
in a trust-driven industry

Bundling insurance with other financial
services can offer greater value to both
clients and providers of financial
services. However, bundling solutions
with savings and cash transfers
remains particularly under-researched
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In order to test solutions in these five areas of
focus, we work with those at the forefront of the
insurance industry. Throughout 2014 we have
collaborated with insurers, governments and
distribution channels to carry out in-depth anal-
ysis and test innovations. Some solutions are
presented below.

Solution 1:

Public-private partnerships to extend
health insurance to the “missing
middle”

The Filipino government is committed to using
its health insurance programme, PhilHealth, to
achieve universal health coverage, and momen-
tum has been building behind the programme
for many years. While the poorest citizens are
largely sponsored and formal sector workers are
covered in large numbers, many informal sector
workers remain excluded. This “missing middle”,
which amounts to 18.5 million people, includes
small-scale farmers, fishermen, and rural and
urban microentrepreneurs. The ILO’s Impact
Insurance Facility and ThinkWell worked with
PhilHealth to understand how it could reach more
of these workers.

Many opportunities do exist, but improved
capacity and better processes are needed to
work with distributors that are already in contact
with this market. These include many private
sector organizations. Several recommendations
emerged from the evaluation, including:

e Standardize benefit packages across all Phil-
Health programmes. Distribution would be
much simpler if partner organizations could
offer all their clients the same benefits and
policies. This would not only reduce costs
for PhilHealth but also make it less confus-
ing for members when they switch from one
programme to another (for example, from the
subsidized programme to the informal workers’
programme).

Be selective in choosing distributors. Focusing
on a few larger distributors instead of many
smaller groups could help reach millions of
new clients. Such distributors include insurers,
financial service providers and social protection
initiatives for the elderly.
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e Motivate distributors by allowing them to
re-brand the PhilHealth offering to match their
product lines and to provide products that
supplement the PhilHealth package.

e Make sure that distribution partners renew cli-
ents’ policies. Assess possible incentives for
renewal at all levels, including renewal bonuses
for distributors and other stakeholders. SMS
reminders and lotteries for clients can also
promote renewals. In the long run covering the
“missing middle” will not just be a question of
enrolment, but also of ensuring that members
keep contributing to the scheme.

Solution 2:

Innovative collaboration to take index
insurance products to scale

The Senegalese government is using an inno-
vative PPP to develop agricultural insurance in
Senegal. It created CNAAS — the National Agricul-
tural Insurance Company of Senegal (Compagnie
nationale d’assurance agricole du Sénégal) —
bringing together several different stakeholders,
such as government ministries, insurers, farming in-
put producers and MFls, to deliver an index-based
drought insurance product for groundnut farmers.

CNAAS draws on the capacity of a variety of
different organizations. Public actors like the Min-
istry of Finance and the Ministry of Agriculture
provide regional institutional support; ANACIM
(the National Meteorological Agency) supplies
weather data; DAPSA (a logistics and analytics
company) offers production and yield data anal-
ysis; and a network of producers and MFIs help
with distribution. All private insurance companies
are required to invest in CNAAS. While financial
and customer data are not shared among the
insurers, public good activities like consumer
education and awareness-raising campaigns
are performed collaboratively. The Senegalese
government subsidizes premiums by up to 50
per cent and policies sold through CNAAS are
exempt from value-added tax.

This collective effort has resulted in steady
growth. In 2011, 65 farmers and 70 hectares
were covered, increasing to 2,000 farmers and
2,700 acres in 2012, 7,000 farmers and 8,200
hectares in 2013, and 8,500 farmers and 9,500
hectares in 2014. CNAAS has improved its product



over the three years to suit the needs of the mar-
ket better, using information from stakeholders
and feedback from farmers. It revised the payout
trigger, varied the days of coverage, and con-
ducted awareness-raising campaigns. CNAAS
hopes that these improvements will help extend
coverage to 20,000 farmers in 2015.

Solution 3:

Adjacencies as the glue in alternative
distribution partnerships

To understand the viability of alternative distribution
partnerships, we need to think beyond actuar-
ial income and expenses. Our recent study of
banking and retail correspondents used a finan-
cial analysis tool adapted from the Bill and Melinda
Gates Foundation’s ACTA framework to carry
out a holistic evaluation of alternative distribution
partnerships. The ACTA framework breaks down
partnership models into four key components:
actuarial income and expenses (A), client origi-
nation income and expenses (C), transactions (T)
and adjacencies (A). This enables an analysis of
the major factors driving profitability and losses.

One important aspect of the framework is adja-
cencies. These are ways in which the partners’
activities are indirectly affected by the insurance
product. This could include increased footfall
in retail stores as clients visit more often to pay
insurance premiums, or increased mobile wallet
use by policyholders of an m-insurance product.
Insurers are more likely to have strong partner-
ships with distribution channels if the product
creates positive adjacencies for the distributor’s
core business.

In fact, adjacencies can be the glue that holds
alternative distribution partnerships together.
This appears to be the case in a partnership
between insurer Hollard and retailer Edcon,
which offers insurance products to credit
account holders of one of Edcon’s retail chains.

The partnership has been successful, benefiting
from Edcon’s strong brand and track record in
financial services and Hollard’s experience in the
low-income market.

Although actuarial income is the most sig-
nificant contributor to overall income (see
Figure 5), adjacencies also play an important role.
Adjacencies are created by restricting insur-
ance sales to credit account holders. This gives
clients an incentive to become account hold-
ers, and having the policy helps ensure that they
regularly pay off their credit accounts so that
their premium payments can be made through
them (by auto-debit). The product now generates
revenue in the region of US$10 million per month.
The viability of the Hollard-Edcon model is
partly due to the fact that adjacencies have
helped it create a value proposition for stake-
holders across the value chain.

FIGURE 5:
ACTA FOR HOLLARD-EDCON
HBA BC BT WA N Net
29.8%
16.7%
5.9%

-10.29% 8%
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Solution 4:

Bundling mobile insurance and sav-
ings for viable health cover

Changamka is a Kenyan health-financing com-
pany. It has partnered with Britam (an insurance
company) and Safaricom (an MNQO) to form
a consortium, and together they deliver a
composite health-care product called Linda
Jamii — protect your family.

Linda Jamii is a combined savings and health
insurance product. Clients are able to save
money for health purposes through their mobile
phone using M-PESA technology and can use
these savings to pay the insurance premium. The
product is delivered through various channels, most
successfully through retail points and agents.

To assess the viability of the product, the Facility
carried out an evaluation. It found that the product
offered significant value through a comprehensive
package and the convenience of the mobile
phone. Nevertheless, managing the health-care
network and ensuring long-term viability were
proving challenging for the consortium. The eval-
uation made several recommendations.

For example, usage of Linda Jamii is highly
concentrated around a relatively small number
of more expensive health-care providers. The
network’s largest provider accounts for 30 per
cent of all inpatient costs and 57 per cent of its
hospital stays. And utilization is also concen-
trated among a small group of clients, with 10
per cent of policies used 15 or more times per
year. While an easy solution would be to cap the
number of visits per policy, this might reduce the
value perceived by clients, and could make sales
more difficult by adding to the complexity of the
system.

Over the longer term, it could be more effective
to include simple messages about patient rights
and how to be a good user of the product in
Linda Jamii marketing. Technology can support
these efforts. For example, Safaricom could use
its SMS capabilities to send messages encouraging
clients to go to local outpatient clinics rather than
hospitals for most minor health issues. Addi-
tionally, when clients arrive at a doctor’s surgery;,
they could be informed of the current balance
on their insurance coverage, and suggestions
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such as “Ask for generic medicine to stay within
coverage” could be offered. Other suggestions
could include: “We encourage you to ask your
doctor questions. If the doctor is not providing
answers, call us at this number!” These mes-
sages would signal to clients that they were an
active part of their care process and could help
to manage costs and advocate for themselves.
This could be both empowering for clients and
effective in enabling them take more responsibility
for the costs of their care.

Coming up
in 2015

1. Supplementing government health schemes
will be an important focus area — we will look at
how insurers can best work alongside government
schemes to offer additional value to clients and
boost efforts to provide universal health coverage.

2. Our two new CoPs on agriculture and index
insurance (see page 28) will provide a wealth
of lessons on how to deliver these products at
scale. In 2015, both communities will be in full
swing, generating rich sources of insights.

3. How can bundling insurance with non-financial
products and services provide alternative ways
to distribute insurance while improving client value?
Keep an eye out for analysis of some pioneering
approaches next year.

4. We will continue to test ways of using mobile
technology to improve efficiency and reach scale
without forfeiting the sense of connection needed
to win trust.

5. We will test solutions for bundling insurance
with other financial services with a pool of ad-
vanced African MFls.



UNLOCKING
CAPACITY

Major players in both the private and public
sectors often lack the knowledge and skills
necessary to reap the benefits of insurance.
Therefore, the third pillar of our strategy is to
develop the capacity of practitioners and
policymakers to deliver more valuable and
viable insurance offerings. We help to build
the capacity of stakeholders in focus coun-
tries by equipping them with knowledge,
skills and awareness of best practice.

The Facility has developed tools based on
six years of extracting lessons and discern-
ing good practice. Recognizing that different
insurance markets have different needs, we
employ a mix of tools depending on what
works best in each context. Figure 6 shows
the five different types of intervention for
capacity building.

FIGURE 6:
CAPACITY-BUILDING
INTERVENTIONS

Overall curriculum
development

‘ E-learning

Face-to-face
training

. Multiplier work

Mentoring
and coaching

© Impact Insurance
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E-learning

We remain at the forefront of knowledge man-
agement and capacity building in insurance
through the development of new tools. One of
the Facility’s major achievements in 2014 was
creating an e-learning centre and launching our
pilot e-learning course, which was the first ever Pr—
on the subject of microinsurance. R

——

Market research for

microinsurance
Translating consumer insighis inlo
improved results

L
898

Focusing on market research, the course
provides participants with the foundation need-
ed to create products adapted to the needs of
low-income households in their own contexts
(See Box 4).

© Facility

E-learning course: Introductory lesson

BOX 4: E-COURSE “MARKET RESEARCH FOR MICROINSURANCE”

In 2014 we successfully launched our pilot e-learning course “Market research for microinsurance:
Translating consumer insights into improved results”. This course ran from October 2014 to Feb-
ruary 2015, with 11 online lessons and a face-to-face session in December in Lusaka, Zambia.
Online mentoring throughout the course also helped participants plan how to apply the skills they
learnt.

The lessons were designed to increase practitioners’ ability to gather consumer views that could
be translated into creating, communicating and delivering more valuable microinsurance products.
This in turn increases the probability of a profitable and sustainable microinsurance business model.

There were 39 people from seven African countries enrolled in the course. They included insurers,
providers, consultants, academics and people working in development organizations. The course
has resulted in positive outcomes for both the Facility and the participants. The face-to-face session
in Lusaka brought together some of the participants and allowed them to exchange insights and

practice carrying out market research.

25



Face-to-face
training

The Facility continues to be a leader in developing
training courses in impact insurance. Based on
a thorough assessment of knowledge and skills
gaps, we create training modules to address the
key needs of insurance practitioners. Our training
modules are aimed at improving practice, and
are supported by knowledge and tools we have
generated from years of experience in microinsur-
ance. (See Figure 7 for our training approach.) In
2014 we developed four new modules, bringing
the total number of modules to ten:

26

—

. Market research for microinsurance

. How to deliver what your clients see as value
. Managing partnerships in microinsurance

. Improving MFI’'s microinsurance offerings

. Promoting microinsurance products

. Pricing in microinsurance

Claims management in microinsurance

. Managing microinsurance distribution
. Health microinsurance

. Introduction to microinsurance

FOUR NEW TRAININGS IN 2014!

rance, Lindmeier
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surance, Lind
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FIGURE 7: In 2014 we offered several of these training mod-
TRAINING APPROACH ules in focus countries, with remarkable results. In
Pakistan we organized a two-day training session
on improving MFIs’ microinsurance offerings to
more than 35 participants. In Tanzania we piloted

two of our new training modules: “Introduction to
NETEF?,E];\',?QEED microinsurance” (with 23 participants), and “Man-
aging microinsurance distribution” (with 15 partic-
ipants). In Zambia, we piloted a third new training

STRONG module, on health microinsurance, with 18 partic-
MONLTNODRING g/?slhéEEgL ipants. Our fourth new training module, on claims
ASSESSMENT BUILDING GLOBAL management, was piloted in Kenya in collabora-

SYSTEMS KNOWLEDGE EXPERIgggEz tion with the Kenyan Insurance College and the

AND SKILLS FOR AND LESSON o . .
IMPROVED LEARNED regulator. In all training sessions the evaluations

INSURANCE
PRACTICE

were very positive; participants were satisfied and
considered that the training objectives had been
achieved.

EMPHASIS ON

DEVELOPING EXPERIMENTAL

SKILLS AND INTERACTIVE
TO IMPROVE LEARNING

PRACTICE METHODS
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Communities
of practice

To facilitate knowledge sharing and experience
exchange we have supported the formation of
communities of practice (CoPs). A CoP aims to
provide a platform for experts to share challenges
and draw on each other’s knowledge and experi-
ences in order to improve their practice. In 2014,
several CoPs were formed and launched. A CoP
on inclusive insurance market development,
formed by ten African countries, was launched
in October (See Box 2).

In November, with the support of USAID and
the BASIS 14 Initiative, the Global Action Net-
work (GAN) was launched with 29 participants,
who joined the inaugural meeting in Mexico City.
The GAN is a community of experts and practi-
tioners who join together to tackle the problems
that hinder the effective and responsible scal-
ing of agricultural insurance. The Facility’s role
includes setting up and coordinating the activ-
ities of a consortium of thought leaders — from
development organizations, the private sector
and research communities — who are engaged
in developing agricultural insurance markets. At

the same time, we work in selected countries to
build local capacity to implement agricultural in-
surance.

Another CoP launched in November, in collabo-
ration with the World Bank Group’s Global Index
Insurance Facility (GlIF), was the Index Insurance
Forum (lIF), a community of index insurance
practitioners, with 41 participants at the inaugu-
ral meeting. The objective of the IIF is to provide
a platform for more effective knowledge sharing
and experience exchange among GIIF partners
and members of the index insurance community.
Through the activities of its members, the IIF will
help address key challenges in index insurance.

Our knowledge
products

As a recognized knowledge hub in impact insur-
ance, we continued to expand our knowledge
products in 2014. We released 20 Emerging
Insights, published 26 papers, and produced a
series of case briefs highlighting success sto-
ries. (See Annex 1 for more details.) Through our
knowledge centre we reached around 30,000
people from almost 200 countries.


http://www.impactinsurance.org/our-resources

ANNU/

-

RT 2014

i

PART 5. UN

Coming up
in 2015

1. The Facility will continue to develop a stan-
dard set of capacity-building mechanisms that
can be assembled and adapted to meet the
needs of specific contexts. These mechanisms
will take advantage of the new knowledge that
continues to flow in from our partnerships around
the world.

2. We will keep training practitioners and con-
tinue to pilot new training modules to fill gaps
in key skills (market research, pricing, promotion
and partnership management) and promote client
value.

3. Our pilot e-learning course will be completed
and evaluated. On the basis of the results and
feedback from participants, we will develop
more e-learning courses and add them to the
Facility’s e-learning centre.

—

T TN T TR LT LA,

4. In order to broaden our reach we will work
with multipliers and develop their ability to offer
training and other capacity-building interventions
in a sustainable way.

5. The established CoPs will be kept active with
continuing interaction and exchange among
members. We will also promote the creation of
new CoPs that serve the regional and global
needs of the insurance sector.
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CONCLUDING
NOTE

2014 was a year of significant progress towards
unlocking the potential of impact insurance, as
we consolidated and began to implement our
new three-pronged strategy.

We have intensified our efforts to develop
insurance markets, with a structured approach
adapted to the needs of each country. Now we
will continue the market development process
step by step in the countries where we are already
working, as well as initiating it in other markets in
2015.

Innovation remains one of our strengths, and
we maintain our commitment to finding practical
ways of helping more people gain access to in-
surance. We will continue testing and scaling the
innovative solutions presented in this report, as
well as new ones.

Finally, we continue to believe that building the
capacities of stakeholders is essential. Stake-
holders who participated in our various training
sessions and activities in 2014 developed their
skills and abilities to offer better and more sus-
tainable insurance products. We will continue to
develop our interactive curriculum and tools and
offer them more widely during 2015.

Despite the excellent progress we made in 2014,
there is still a long way to go before the full social
and economic potential of insurance is achieved.
Our six years of experience have given us a good
foundation of expertise and knowledge on which
to build to achieve truly impactful insurance.
Now we must continue to promote the solutions
at scale. We look forward to working with you to
do so.
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CONCLUDING NOTE

Keep up with our progress throughout 2015 by:

Signing up for updates

Visiting our website

A W

IMPACT INSURANCE

www.ilo.org/impactinsurance

Joining us at our events and
trainings sessions



http://ilo.us4.list-manage.com/subscribe%3Fu%3D6e44e7d9ff174776d0f2af089%26id%3D735bb7a142
http://www.impactinsurance.org/
http://www.impactinsurance.org/event/facility-at-your-doorstep
http://www.impactinsurance.org/event/facility-at-your-doorstep
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PARTNERS

The ILO wishes to express its gratitude to the
Bill & Melinda Gates Foundation for its generous
funding. Since its creation in 2008, the ILO’s
Microinsurance Innovation Facility has pushed
the frontier of insurance for low-income house-
holds through the innovation grants, capacity
building support, research, and the dissemi-
nation of good practices. As a result, we have
managed to demonstrate that it is indeed possible
to provide viable insurance to the working poor,
and that insurance helps them to manage risks
more effectively and reduce their vulnerability.
These achievements can be attributed to the
synergies between the Facility and the Gates
Foundation, as our programme complemented
the foundation’s efforts on health, agriculture and
financial services for the poor.

Today, after six productive years, we have
rebranded our engagement as the ILO’s Impact
Insurance to meet the changed needs of the
sector. With our 2014-2018 strategy and initial
partners on board, we are committed to helping
the industry to fulfil the social and economic
potential of insurance.

With more than 65 grantees across Africa, Asia,
and Latin America, the Facility has become a
critical knowledge hub, extracting concrete les-
sons from a multitude of pioneers, and widely
disseminating their successes and challenges.

New Donors

@

WORLD BANK GROUP

Project: Managing
knowledge in index
insurance

Z)USAID

F PESH T AL AR

v

Project: Global
Action Network
(GAN)

PARTNERS

Z

ZURICH

FOUNDATION

The ILO also appreciates the generous support
of the Z Zurich Foundation to improve the effi-
ciency and dramatically expand the outreach of
insurance services to low-income households
and enterprises, to ensure that better risk man-
agement practices are more widely available. Our
five-year partnership has generated very positive
results, particularly in understanding how tech-
nology-aided products and processes can help
provide better value to vulnerable households
while building sustainable business for insurance
providers.

Strategic Partners

To boost the impact of insurance, we join forces
with strategic partners:
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http://www.gatesfoundation.org/
https://www.zurich.ch/en/about-us/corporate-responsibility/z-zurich-foundation
http://www.ifc.org/wps/wcm/connect/industry_ext_content/ifc_external_corporate_site/industries/financial%2Bmarkets/retail%2Bfinance/insurance/global%2Bindex%2Binsurance%2Bfacility
http://basis.ucdavis.edu/projects/i4-index-info/
http://www.usaid.gov/
https://a2ii.org/
http://cenfri.org/
http://www.finmark.org.za/
http://www.iadb.org/en/inter-american-development-bank%2C2837.html
http://www.microensure.com/
http://www.microinsurancenetwork.org/
http://us.milliman.com/
http://www.munichre-foundation.org/home.html
http://resiliencedesignlabs.org/
http://www.uncdf.org
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ANNEXES
Knowledge Products, 2014

MOST POPULAR EMERGING INSIGHTS

El 81: Having a method to the madness.
Theme: Claims; Source: A study on claims management in microinsurance

El 83: Beyond Price.
Theme: Business viability; Source: A (follow-up) study on the viability of six microinsurance
schemes

El 84: Think BIG
Theme: Business viability; Source: A study on understanding drivers of scale for microinsurance
schemes

El 85: A fine balance
Theme: Savings-linked, Life; Source: Cooperative Insurance Company, Kenya

El 87: Breaking the ICE (insurance consumer education)
Theme: Consumer education; Source: A review of five insurance consumer education initiatives
implemented by insurance associations

El 89: Mix and match
Theme: Other channels, Financial institutions, Retailers, Mobile network operators; Source: A syn-
thesis study on microinsurance distribution

El 90: Understanding vs. doing
Theme: Improving value; Source: Series on client value of microinsurance

El 91: Bundle with care
Theme: Claims, Improving value, Health; Source: A research study on bundling health microinsur-
ance with microloans

El 94: Guerrilla marketing
Theme: Mobile network operators; Source: Econet Wireless, Zimbabwe

El 96: Adjacencies can be the glue in alternative distribution partnerships.

Theme: Other channels; Source: Achieving scale and efficiency in microinsurance through retail
and banking correspondents

CLIENT VALUE SERIES

Dalal, A.; Zmmerman, E.; Magnoni, B.; Matul, M. 2014. Is there value in microinsurance?, Briefing Note 1.

Matul, M.; Dalal, A. 2014. Creating client value: Ten blueprints for microinsurance providers, Briefing
Note 2.

Dalal, A.; Fonseca, C. 2014. Creating an enabling environment to improve client value, Briefing Note 3.
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BRIEFING NOTES

Prashad, P.; Saunders, D.; Dalal, A. 2014. Mobile phones and microinsurance, Briefing Note 21

Vargas Hill, R.; Gajate-Garrido, G.; Phily, C.; Dalal, A. 2014. Using subsidies for inclusive insurance:
Lessons from agriculture and health, Briefing Note 22

Cimon, E., Harnasch, B.; Gross, P.; Fonseca, C. 2014. Removing obstacles to access microinsurance,
Briefing Note 23

Rendek, K.; Holtz, J.; Fonseca, C. 2014. The moment of truth: Claims management in microinsurance,
Briefing Note 24

Thom, M.; Gray, J.; MUller, Z.; Leach, J. 2014. Scale: Thinking big, Briefing Note 25

Angove, J.; Dalal, A. 2014. Business case for microinsurance part II: Follow-up study on
the profitability of microinsurance, Briefing Note 26

Fonseca, C.; Dalal, A. 2014. Breaking the ICE: The role of insurance associations in insurance
consumer education, Briefing Note 27

Merry, A.; Prashad, P.; Hoffarth, T. 2014. Microinsurance distribution: Insights for insurers, Briefing
Note 28

Holtz, J.; Hoffarth, T.; Phily C. 2014. Making health microinsurance work: ten recommendations for
practitioners, Briefing Note 29

Bernhardt, A. 2014. Microreinsurance applications: Filling supply and demand gaps, Briefing Note 30

CASE BRIEFS
Solana, M.; Merry, A. 2014. Case Brief: Fonkoze, Haiti

Prashad, P.; Merry, A. 2014. Case Brief: ILRI, Kenya
Holtz, J.; Merry, A. 2014. Case Brief: Naya Jeevan, Pakistan
Phily, C.; Merry, A. 2014. Case Brief: UAB Vie, Burkina Faso

Solana, M.; Merry, A. 2014. Case Brief: Bradesco, Brazil
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Sheth, K. 2014. Evaluating health-seeking behavior, utilization of care, and health risk: Evidence
from a community based insurance model in India, Research Paper 36

Banerjee, A.; Duflo, E.; Hornbeck, R. 2014. Bundling health insurance and microfinance in India,
Research Paper 37

Sheth, K. 2014. The distributional consequences of micro health insurance: Can a pro-poor pro-
gram prove to be regressive?, Research Paper 38

Anagol, S.; Cole, S.; Litvine, L. 2014. Can debiasing provided over the internet improve consumer
financial decisions? Evidence from experiments on life insurance decisions from India and the U.S.,
Resarch Paper 39

Ruchismita, R.; Sharma, S. 2014. Exploring viability in primary care insurance: A study of CARE
Hospital Foundation’s innovative experiment in India, Research Paper 40

Kazi, D.; Hussain, B.; Shivji, S.; Hasan, A. 2014. Integrated health insurance for the urban working
poor, Research Paper 41

Shoreeg, S.; Ruchismita, R.; Desai, K. 2014. Evaluation of RSBY’s key performance indicators: A
biennial study, Research Paper 42

Shoreg, S.; Sharma, S.; Ruchismita R. 2014. Outpatient care in RSBY: A study of program'’s pilot
experiments, Research Paper 43.
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Events

March
Learning session on microinsurance, Dar es Salaam, Tanzania

April
Panel discussion at 2nd SAARC Insurance Regulators” Meet & International Conference, Karachi,
Pakistan

June,
4th Annual Africa Insurance & Reinsurance Conference 2014, Nairobi, Kenya

Workshop on microfinance products for weather risk management in developing countries: State
of the arts and perspectives, Paris, France

United Nations Environment Assembly event, London, UK

July
Microinsurance learning session (Munich Re Foundation), Manila, Philippines

The Mastercard Foundation Symposium on financial inclusion, Turin, Italy

Webinar on mobile microinsurance in Latin America, Global

August
Meeting for creating the national strategy on microinsurance development, Dakar, Senegal

Learning session on improving microinsurance client value and distribution, Lusaka, Zambia

2nd Annual Microinsurance Africa Summit (AMC International), Nairobi, Kenya

September
Multi-theme microinsurance learning sessions (organized by CIMA), Doula, Cameroon

Learning session on new opportunities for microinsurance, Dakar, Senegal

Training session on improving the insurance offerings of MFls, Karachi, Pakistan

October
Learning session on the business case for microinsurance, Dar es Salaam, Tanzania

Learning session on improving the enabling environment, Dar es Salaam, Tanzania

Donor coordination meeting, Addis Ababa, Ethiopia

Inaugural meeting of the CoP on microinsurance market development, Dar es Salaam, Tanzania
Training session on introducing microinsurance and its business case, Dar es Salaam, Tanzania

Pilot of market research e-learning course (October-December), Lusaka, Zambia
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November

Innovation Forum at 10th International Microinsurance Conference (organized by Munich Re Foundation
& Microinsurance Network), Mexico City, Mexico

Seminar on exploring the opportunities for microinsurance in Guatemala, Guatemala City

Agricultural insurance conference, Berlin, Germany

December

Expert Symposium on proportional regulatory approaches in inclusive insurance markets, Washington,
DC, USA

Training session on managing microinsurance distribution, Dar es Salaam, Tanzania

Market development stakeholder-engagement meeting, Bogota, Colombia

Training session on health microinsurance, Lusaka, Zambia
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