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INCLUSIVITY OF INSURANCE SERVICES: 
OPPORTUNITIES, CHALLENGES & 
STRATEGIES AMIDST COVID



About 
FinProbity 
Solutions



The case for 
inclusivity of 
insurance 
services



Source: Risk and Opportunity: Managing risk for development (World Bank, 2014)

Most of African 
countries are 
unprepared for 
risks; they are in 
the least 
prepared quintile

Investment case: Why invest in inclusive insurance market development? 



Africa and Insurance

Source: Adapted from Webb (USAID, 2006), Lester (2009), OECD (date unknown), ASEA (2014), 
FinScope type surveys (range) and Dickinson (2000)
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% of adult 
population 
covered by 
insurance

Ethiopia
0.04%

Rwanda
0.08%

Uganda
0.10%

Tanzania
0.11% Zambia

0.35%

Kenya
1.06%

Zimbabwe
2.20% Mauritius

4.10%

South Africa
10.9%

Very few African 
countries are in the 
diversified retail 
and competition 
phase

Source: Cenfri 2020
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Business case for Inclusive insurance



Drivers of inclusivity of insurance services

Demand
• Insurance education

• Diversified products
• Customer centricity
• Financial literacy

• Demand incentives (tax 
exemption for 
microinsurance)

• Massive and innovative 
marketing (e.g. South 
Africa)

Supply

• Technology

• Dynamic distribution 
partnerships

• E-commerce

• Incorporation of value 
added services

• Innovative insurers

• Interest from non-
insurance sectors

• Public Private 
Partnerships

Regulation

• Introduction of 
microinsurance 
regulations

• Regulatory sandboxing

• Market development 
role of regulators

• Public investments in 
insurance awareness 
and education

• Mandatory directives

• Supply side incentives



Opportunities
in the impact!
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Covid 19 came!



Along came opportunities…clients

Realisation of the need 
to save in case of a 

pandemic 
Rethinking risk 

mitigation strategies 
including insurance

Impact related to:
Health, life, income,

business, employment

Safeguarding source of 
income



Along came opportunities…suppliers

Avoiding business 
closure

Become more relevant
Rethinking business 

strategy
New products Embracing technology



Impact of Covid on 
insurance companies

Source: FSDA, Cenfri 2020



Impact of Covid on insurance 
companies

Source: FSDA, Cenfri 2020



Impact of Covid on insurance 
companies

Source: FSDA, Cenfri 2020



Source: FSDA, Cenfri 2020



Challenges!



Notable Challenges

• Reduced premium income and liquidity challenges
• Decreased consumer and business income
• Reputational risk of not being able to serve clients

when they need insurance most
• Reduced investment income
• Being forced to pay COVID-19 claims when not

appropriately priced

Source: Cenfri 2020



Key Challenge 1

While people have realized the importance of 
insurance as a product but currently their primary 
objective is to meet the daily needs and expenses to 
survive and thrive but in the due course of they will 
certainly work towards insurance



Key Challenge 2

Technology while is a great enabler but has its own 
limitations especially for people in the lower strata as they 
still prefer human touch to certain extent (the extent needs 
to be established) at least till the time they have full 
confidence and trust on insurance products and 
providers which will come with demonstration of the right 
service delivery at right time.



Key Challenge 3

Complexity and inflexibility of insurance products; 
the associated terms & conditions which are not 
easily comprehensible by everyone. Products need to 
be simplified if required over simplified for 
transparency.



Business Strategies



Strategy 1

Riding on the awareness created 
around the impacts of pandemic 
and the importance of saving; 
awareness should be created for 
insurance as a solution



Strategy 2

Reaching out to people at the right time for offering 
an insurance solution – Do not push insurance to 
people at the wrong time, it potentially creates a 
negative perception of insurance being pushed to 
the customer. Strategically think of the right 
messaging



Strategy 3

Simplifying the products is still key so 
that both the risks covered and benefits 
given can be easily understood by 
clients without any caveats 



Strategy 4

Take advantage of claims 
moments and create visibility
around payouts





Enrollments

USD 3.1M

USD 3.3M

USD 0.85M

USD 0.54M

*Trami
*Nari
*Haiyan
Bohol Earthquake

*Rammasun
*Hagupit
*Jangmi

*Koppu
*Melor

*Haima
*Nock-Ten

*International Typhoon Names

Claims 
Arising 

from Major 
Disasters

28K 55K 119K 265K 610K 773K 947K 

7.8M 

18.0M 

2008 2009 2010 2011 2012 2013 2014 2015 2016



Strategy 5

Making products flexible to address 
needs in such unforeseen situations 
will be helpful and perceived in the 
right way      

Premium level | Mode of payment | Value Added Service



Policy responses







National responses

India
Corona Kavach Policy
Underwritten by Insurers
Regulator supported the design



Final thought

The biggest opportunity of any disaster or
pandemic is the alert that risks are real!

Building on this awareness and realization can 
drive inclusivity of insurance services



Thank you
Lemmy Manje

lemmy@finprobitysolutions.com


