
I N S U R A N C E  W I N T E R  S C H O O L   ·   2 0 2 6

The Creative Challenge
Sustaining Brand Loyalty Through

Emotional Intelligence & Decision Excellence

A Case Study of the Zimbabwean Insurance Sector

Mr C Masukume

Managing Director  |  AFC Insurance Company  |  June 2026



CONTENTS

Presentation journey:  Context → Theory → Application → Leadership Action

0
1

The Zimbabwe Insurance Landscape

Market context, key statistics & structural challenges

0
2

The Core Argument

Why EI is the primary driver of loyalty in trust-deficit 

markets

0
3

Goleman's 4 Domains & 12 

Competencies
Self-Awareness · Self-Management · Social Awareness · 

Relationship Mgmt

0
4

Kahneman's System 1 & System 2

How consumers really make insurance decisions —

and why EI wins

0
5

The EI-Loyalty Loop

A six-stage conceptual framework for emerging 

markets

0
6

International Case Studies

Discovery Vitality · Lemonade · Aviva

0
7

Local Case Study — Nyaradzo Group

EI as competitive strategy · The lifestyle ecosystem at 

scale

0
8

The Creative Challenge

Three leadership judgments: rebranding · youth market 

· digital

0
9

Strategic Recommendations

Foundation · Claims · Measurement · Community · 

Narrative

1
0

Conclusion & Key Takeaways

Where trust is scarce, EI is the ultimate competitive 

advantage



THE ZIMBABWE INSURANCE LANDSCAPE

~3%
Insurance Penetration

IPEC 2024

60%+
Informal Economy

of GDP

2008
Hyperinflation Crisis

Trust destroyed

4+
Currency Regimes

Since 2000

"For many Zimbabweans, insurance is not a financial product — it is a memory of loss."

Loss Memory

Post-2008 hyperinflation wiped out 

lifelong savings — scepticism is 

personal, not statistical

Uncertainty Anxiety

Currency volatility (ZWG/USD) 

distorts policy value — emotion fills the 

gap left by uncertainty

~2% penetration vs. 6% global avg 

— insurance penetration reflects 

unresolved emotional risk

Institutional Scepticism

60%+ informal economy — largely 

uninsured, mostly funeral cover —

distrust runs structural

Gen Z carries inherited distrust 

shaped by parents' experiences of 

institutional failure



T H E  C O R E  A R G U M E N T

"In markets where trust has been institutionally broken,

Emotional Intelligence is not a soft supplementary 

competency

— it is the primary driver of sustainable brand loyalty."

"EI is often dismissed as soft. In volatile markets, it is the hardest discipline to execute — and the 

hardest to copy."

EI translates human emotion into repeatable organisational behaviour.

Emotional Intelligence

Goleman · Salovey & Mayer

Self-awareness to social skills 
applied at brand level

Decision-Making 

Excellence

Kahneman · Ariely

Insurance decisions are emotional —
System 1 dominates

The Creative Challenge

Aaker · Fournier

Innovate without destroying the 
emotional continuity trust requires



The 4 Domains & 12 Competencies of EI
Goleman, Boyatzis & McKee  — Primal Leadership (2002)

SELF

AWARENESS

EMOTIONAL

SELF

AWARENESS

SELF

MANAGEMENT

EMOTIONAL

BALANCE

POSITIVE

OUTLOOK

ADAPTABILITY
ACHIEVEMENT

ORIENT.

SOCIAL

AWARENESS

EMPATHY

ORGANI-

ZATIONAL

AWARENESS

RELATIONSHIP

MANAGEMENT

INFLUENCE
COACH &

MENTOR

CONFLICT

MGMT
TEAMWORK

INSPIRATIONAL

LEADERSHIP

Insurance Application  →  Self-Awareness: know your trust gap  |  Self-Management: calm transparent claims  |  Social Awareness: cultural empathy (Nyaradzo, 

Moonlight)  |  Relationship Mgmt: advocacy & sustained loyalty (Discovery, Aviva)



KAHNEMAN'S DUAL-PROCESS THEORY — How People Really Make 

Decisions
Kahneman, D. (2011).  Thinking, Fast and Slow  — Nobel Prize in Economic Sciences (2002)

SYSTE

M 1
Fast  ·  Automatic  ·  Emotional  
·  Intuitive

Speed
Instant — operates in milliseconds without 

conscious effort

Trigger
Emotion, association, memory, habit and 

gut instinct

Effort
Effortless — runs automatically in the 

background at all times

Accuracy
Often correct in familiar situations — but 

prone to predictable biases

Influenced by
Brand reputation, community word-of-

mouth, past experience, visual cues

SYSTE

M 2
Slow  ·  Deliberate  ·  Logical  ·  
Analytical

Speed
Slow — requires concentration, time and 

conscious attention

Trigger
Complex problems, unfamiliar situations, 

deliberate comparison

Effort
High effort — tiring, easily disrupted by 

stress or distraction

Accuracy
More reliable for complex analysis but 

rarely used for routine choices

Influenced by
Policy features, price comparisons, 

coverage terms, actuarial data

VS

WHY THIS MATTERS FOR INSURANCE BRAND LOYALTY

S1 
DOMINATES

Insurance decisions in Zimbabwe 

are overwhelmingly System 1. 

Consumers choose the brand that 

feels safe — not the cheapest 
policy.

EI IS S1 
STRATEGY

EI directly programmes System 1. 

Brand reputation, community trust, 

claims dignity and cultural empathy 

are the inputs System 1 uses to 
judge instantly.

CLAIMS = S1 
MEMORY

Claims create a lasting System 1 

imprint. A dignified, fast, 

empathetic claims experience 

bypasses all future rational 

evaluation — the brand is simply 
trusted.



THE INSURANCE PURCHASE JOURNEY — Where System 1 & System 2 
Actually Switch
"Consumers do not make insurance decisions rationally — they make them emotionally, then rationalise afterwards."

STAGE
DOMINANT 

SYSTEM
WHAT DRIVES IT EI IMPLICATION

AWARENESS
S

1
Availability 

Heuristic
Life event trigger (bereavement, birth, marriage) or 

community conversation. Emotional, not analytical.

Be present in the community before the 

need arises. Belonging precedes selling.

CONSIDERATION
S

1
Affect 

Heuristic

Brand recognition, peer recommendation, emotional 

association. Consumers shortlist by feeling — not by 

reading policy documents.

Brand reputation and word-of-mouth are 

the primary shortlisting tools. EI builds 

both.

EVALUATION
S
2

Bounded 
Rationality

Attempted price and coverage comparison — but 

typically abandoned due to product complexity and 

cognitive fatigue.

Simplify the product experience. Remove 

jargon. Lemonade's 90-second coverage 

is an EI response to S2 fatigue.

DECISION
S

1
Trust 

Heuristic

System 2 fatigue hands back to System 1: 'Which 

one feels right / trustworthy?' The final choice is 

almost always emotional.

The brand with the strongest S1 imprint 

wins — built through empathy, community 

presence and cultural resonance.

CLAIMS
S

1
Peak-End 

Rule

The moment of truth. Creates a powerful, lasting 

emotional memory transmitted through community 

word-of-mouth for years.

Dignity + speed + empathy at claims = the 

single most powerful EI investment 

available. Aviva's NPS rose 7x.

RENEWAL
S

1
Status Quo 

Bias

Status quo bias and inertia dominate. Consumers 

stay unless a strong negative emotional event forces 

a System 2 override.

Loyalty is held by consistent S1 

reinforcement. One bad interaction can 

break years of good ones.

Zimbabwe context:  Post-2008 hyperinflation is permanently embedded in System 1 as institutional failure. Every insurer competes against that imprint 

— which is why price competition cannot win this market, and why EI is not optional.



THE EI-LOYALTY LOOP — A FRAMEWORK FOR EMERGING 
MARKETS
An original conceptual framework.  Insurer actions → Customer emotions → Loyalty outcomes.  Each stage is both a discipline 

and a test.

1 Empathy

Map the customer's emotional reality 

— not just product needs. In 

Zimbabwe: inherited distrust, currency 

anxiety & cultural values around 
financial commitment.

2 Trust Building

Consistent, transparent promise-

keeping that closes the gap between 

what the brand says and what it does. 

Trust is built in drops and lost in 
buckets.

3 Consistent Experience

Every touchpoint — sales, servicing, 

claims, community — must reinforce 

the same emotional narrative. One 

bad interaction undoes many good 
ones in a low-trust environment.

4 Emotional Attachment

The customer moves beyond rational 

evaluation to genuine connection. The 

brand becomes 'my insurer' — part of 

their identity and community story 
(Oliver's affective loyalty stage).

5 Advocacy

Attached customers actively refer 

others. In Zimbabwe's trust-deficit 

market, a trusted neighbour's 

testimony overrides all advertising —
word-of-mouth is the primary channel.

6 Sustained Loyalty

Advocacy generates new empathetic 

relationships. The brand builds a self-

reinforcing loyalty community resistant 

to competitive offers and resilient to 
market shocks.

↻ The loop is self-reinforcing — each stage deepens the next and feeds back into richer empathy



INTERNATIONAL CASE STUDIES — EI IN INSURANCE

Three global cases prove that EI-driven loyalty is measurable, replicable and commercially superior.

Discovery Vitality

South Africa · 40 countries

Emotional Attachment → Advocacy

Shared Value — Aligning Insurer & Customer Interests

Healthier members = fewer claims = better rewards — insurer & customer interests 

made identical

40 million members; Diamond members 81% lower risk of death during COVID-19

Loyalty driven by values alignment — customers buy the mission, not the product

LESSON

Alignment beats 
persuasion.

Lemonade Insurance

USA · Europe

Empathy → Trust Building

Radical Transparency — Removing the Trust Conflict at Source

Flat-fee model: denying a claim is not profitable — the adversarial dynamic is 

eliminated
Coverage in 90 seconds; claims paid in 3 minutes — speed during distress IS 

empathy
Leftover premiums donated to charities chosen by customers — values as loyalty 

strategy

LESSON

Remove the 

reason for 
distrust.

Aviva

UK — Largest General Insurer

Consistent Experience → Emotional 
Attachment

Claims Excellence — Making the Moment of Truth Work

Rated #1 for claims satisfaction — drivers AND householders (Consumer 

Intelligence UK)
'Double helix': AI handles speed, humans handle emotionally sensitive claims — EI 

by design
AvivaPlus: renewing customers guaranteed same price as new — fairness as 

loyalty commitment

LESSON

Claims are brand 
memory.



CASE STUDY: DISCOVERY VITALITY  |  SHARED VALUE AS 
EMOTIONAL INTELLIGENCE
Founded South Africa 1997  ·  40 countries  ·  40 million members  ·  Expanded to Humana (USA), AIA (Asia), Ping An (China)

The Shared Value Model

Discovery made the insurer's and the customer's financial interests identical. Healthier policyholders file fewer claims — so 

Discovery invests in keeping them healthy through Vitality rewards. This is not CSR; it is empathy structurally embedded into the 
business model.

Emotional Attachment Through Values

Members are not buying discounts — they are expressing a commitment to healthy living and aligning with a brand that explicitly 

exists to improve lives. 60% of consumers cite value alignment as central to loyalty decisions. Vitality's most engaged members are 
also Discovery's most profitable customers.

Measurable Loyalty Outcomes

Diamond members during COVID-19 had an 81% lower risk of death — clinical proof of emotional loyalty's value. NPS rose 

sevenfold after claims improvements. Customer complaints reduced 65%. These are not brand metrics; they are human outcomes.

Lesson for Zimbabwean Insurance

Discovery's genius was asking: 'What if our interests and our customers' interests were identical?' Zimbabwean insurers in a trust-

deficit market have an even stronger imperative — through transparent claims, fair currency handling, and products that improve 
rather than complicate lives.



CASE STUDY: LEMONADE & AVIVA  |  TRANSPARENCY AND 
CLAIMS EXCELLENCE

Lemonade Insurance  (USA / Europe)

EI Theme: Removing the Trust Conflict

Founded 2015 — mission: 'shockingly great' 
experience through empathy, transparency & speed

Flat-fee model eliminates the adversarial dynamic —
denying a claim is never profitable

AI bot handles claims in as little as 3 minutes — speed 
during distress IS emotional empathy

Leftover premiums donated to charities chosen by 
customers — values as the loyalty currency

Collaboration with Dan Ariely embedded behavioural 
economics into the business architecture

Lesson: Trust is built by removing structural reasons for 
distrust — not by communications

Aviva  (UK — Largest General Insurer)

EI Theme: Claims Excellence as Brand Investment

Rated #1 for claims satisfaction — drivers AND 
householders (Consumer Intelligence UK)

'Double helix': AI for speed and accuracy, humans for 
emotionally sensitive claims

Same-day settlements: 1% → 25%;  3-day settlements 
up 530%;  NPS rose sevenfold

Customer complaints reduced 65%;  complex liability 
assessed 23 days faster (McKinsey)

AvivaPlus: renewing customers guaranteed same price 
as new — fairness as brand promise

Lesson: The claims moment is the ultimate EI test —
Aviva built its entire model to pass it



LOCAL CASE STUDY: NYARADZO GROUP — EI AS COMPETITIVE STRATEGY

"Nyaradzo did not sell insurance — it redefined what an insurer is allowed to be in Zimbabwean culture."

The EI Foundation — Brand Born from 

Empathy

Name means 'comfort/solace' in Shona — the emotional 

promise is the brand identity
Sahwira brand persona = trusted close friend; tagline: 'In 

Nyaradzo, you have a partner'
Six Pack Plan for Zimbabwean extended family — cultural 

EI in product design
Free bereavement counselling for all policyholders —

empathy beyond the transaction

Market Outcome — EI Becomes Dominance

50%+ of all Zimbabwe insurance revenue from funeral 

assurance alone (IPEC 2025)

62% consumer usage share vs. all competitors (ZAMPS 

2022)

Highest customer satisfaction index & multiple Superbrand 

awards

Revenue ~$221M — built on community trust, not 

advertising

Growth Through EI — The Lifestyle 

Ecosystem

Nyaradzo's strategic insight: a trusted Sahwira serves the living, 

not just the departed. Each business unit answers a real 

everyday need.

◆
Calundike Exports  Coffins → full furniture manufacture. 

Quality home goods for the living community

◆
SEAL — Events & Lifestyle  Events, equipment hire, 

Kariba houseboats & Inyanga lodge

◆
Sahwira International Plan  Diaspora cover: air tickets, 

vehicle hire & repatriation — following clients globally

◆
Sahwi Chatbot & Portal  24/7 digital self-service for 

premiums, policy updates & claims. EI meets FinTech

◆
Eureka Insurance Brokers  Short-term insurance 

brokerage — extending the Sahwira trust into general 

insurance

EMERGING GROWTH AREAS (reported/developing):

Hospital Cash Plans  ·  Solar energy solutions  ·  Asset management  

·  Bureau de change — expanding the Sahwira relationship into 

every dimension of daily financial life.

EI LESSON  →  Nyaradzo proves that when an insurer genuinely understands what its customers fear, celebrate and aspire to — loyalty 

follows naturally. The lifestyle ecosystem is not diversification. It is empathy at scale.



THE CREATIVE CHALLENGE — THREE LEADERSHIP 
JUDGMENTS
"These tensions cannot be solved by policy — only by emotionally intelligent judgment."

T H E  T E N S I O N E I  L E A D E R S H I P  J U D G M E N T

1

The Rebranding Paradox

In trust-deficit markets, a new brand name signals escape 

from accountability — not a fresh start. But a stagnant 

identity fails to attract younger generations who never 
experienced the original failure.

EI means knowing when heritage protects and 

when it traps — before acting, not after. The 
answer is usually evolution over revolution.

2

The Youth Market Imperative

Zimbabwe's median age is under 19. Gen Z carries inherited 

distrust from parents' stories of lost savings. Authentic 

narratives that acknowledge historical failure while making a 
credible case for change are more persuasive than erasure.

Brands that erase the past appear inauthentic. 

Brands that engage it honestly — and 

demonstrate genuine change — find receptive 

audiences in the next generation.

3

The Digital-Human Balance
Digitalisation offers efficiency, reach and youth relevance. 

But in Zimbabwe human touchpoints are the primary 

emotional carriers of trust — many consumers associate 

digital-only services with institutions that disappeared when 
needed most.

The EI question is not 'what can we digitalise?' 

— it is 'what does this customer need to feel at 

this moment?' Some moments require a human 

being.



STRATEGIC RECOMMENDATIONS

01

FOUNDATI
ON

Invest in Empathy Infrastructure

Journey mapping with emotional KPIs. Staff EI 

training. Community listening. Leadership EI 

development.

02

MOMENT 
OF TRUTH

Make Claims a Brand Investment

Speed + dignity + proactive communication at every 

claim. The claims moment is the ultimate EI test.

03

MEASURE
MENT

Measure Emotional Loyalty

Go beyond NPS. Track emotional attachment, trust 

trajectory, advocacy quality, cultural resonance 

metrics longitudinally.

04

COMMUNIT
Y

Build Genuine Community Presence

Show up without a commercial agenda. Year-round 

community investment builds emotional capital 

advertising cannot purchase.

05

NARRATIV
E

Lead with Narrative, Not Features

Tell real stories of claims paid with dignity, 

communities supported, institutional resilience — in 

the customer's own language.
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Where trust

is scarce,

EI is the

ultimate

advantage.
Mr C Masukume  ·  AFC Insurance Company

"The most powerful brand in any trust-

deficit market is simply the one that does 

what it says it will do, with genuine 

humanity, consistently, for long enough 

that people start to believe it."

"In insurance, customers may forgive pricing 

mistakes — but they never forget how you made 

them feel when they needed you."

K E Y  T A K E A W A Y S

EI is not a campaign — it is an organisational 
culture

Claims moments define brand legacy for 
decades

Cultural empathy is a measurable competitive 
advantage

The EI-Loyalty Loop is self-reinforcing once 
genuinely started

The question is no longer whether EI matters —

but whether leadership is willing to operationalise 

it.
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