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Mandatory insurance 
Insurance that one is required to  
purchase, either because of government  
mandate (for example, third-party 
liability auto insurance) or as a  
condition for accessing another service 
(for example, credit life insurance that 
is required when one takes a loan). 
Mandatory cover can control adverse 
selection and significantly reduce  
administrative costs. 

Microinsurance 
Microinsurance products have  
modest premium levels based on  
the risks insured. They are developed 
specifically to serve the low-income  
population. The insurer is the risk 
carrier, and the product must be 
working towards profitability, or at 
least sustainability, and managed on 
the basis of insurance principles. For 
the purposes of this study, the term 
microinsurance covers all products 
that fit within this definition, and may 
therefore include products that are 
not considered as microinsurance by a 
national insurance supervisor, because 
such definitions vary from one country 
to another.

People covered 
The number of people covered includes 
the policyholder as well as others 
insured under the policy. For example, 
a life or health insurance policy may 
cover family members. In the case of 
livestock and crop insurance, people 
covered refers to the number of  
farmers or livestock owners who have 
taken out the insurance.

Policy 
The specific contractual agreement 
underlying the terms between the 
insurer and the insured.

Premium 
One or more payments required to 
activate insurance coverage and keep 
it in force.

Premiums collected 
The total amount of money collected 
from the policyholders by the insurer. 

Property insurance 
Insurance providing financial protection 
against the loss of, or damage to,  
real and personal property caused by 
such perils as fire, theft, windstorm, 
hail, vandalism, etc. 

Regulation of insurance 
Government-defined requirements for 
an insurer, such as minimum capital 
requirements and necessary expertise; 
also provides consumer protection 
through insurer oversight, including 
pricing policies, form design and  
appropriate sales practices.

Travel insurance 
An insurance product designed to cover 
the costs and losses associated with  
unexpected events while travelling, 
such as medical expenses, trip  
cancellation or lost luggage.

Turn-around time 
The number of days between an insured 
incident occurring and the pay-out  
being received by the beneficiary.

Value-added services 
Additional services or benefits  
which customers receive when 
buying a product.

Voluntary cover 
Allows consumers to choose the 
amount, term and type of insurance 
that they want; in contrast to  
mandatory insurance.

Abbreviations

a2ii  
Access to Insurance Initiative

ATI 
Association of Tanzanian Insurers 

BOAD 
Banque Ouest Africaine de  
Développement  
(West African Development Bank)

CNAAS 
Compagnie Nationale d’Assurance 
Agricole du Sénégal  
(National Agriculture Insurance  
Company of Senegal)

GIIF 
Global Index Insurance Facility

MFI  
Microfinance institution

MNO 
Mobile network operator

MBA 
Mutual benefit association 

PMFBY 
Pradhan Mantri Fasal Bima Yojana 
(Prime Minister’s Crop  
Insurance Scheme)

SME 
Small or medium-sized enterprise

WMM 
World Map of Microinsurance

Glossary

Accident insurance 
Insurance that covers an event that 
is unforeseen, unexpected, and  
unintended.

Actuary  
A technical expert in insurance and 
applied mathematics, who applies 
theories of probability, economics, and 
finance to the business of insurance 
and is responsible for the calculation 
of premiums, reserves, and other 
valuations.

Agent  
An insurance company representative 
who solicits, negotiates or effects  
insurance contracts, and provides  
service to the policyholder for the 
insurer, usually for a commission on  
the premium payments.

Broker  
An intermediary between insurers  
and distribution channels, a broker’s 
functions can range from those of 
an agent, to designing products and 
pre-processing claims. Unlike an agent, 
the broker is licensed in some countries 
to deal with several insurers and is 
permitted to take on all or a portion  
of the administration.

Cell captive  
An insurance or reinsurance captive 
which is sponsored and operated by one 
entity, usually an insurance company, 
but can be used by another entity.

Claim 
Following a loss due to occurrence of 
an insured event, a claim is a request 
for compensation by an insured party 
or beneficiary. 

Claim turnaround time 
Average days from the submission 
of an insurance claim to payment  
of that claim.

Claims ratio 
The claims ratio is calculated as  
claims paid as a percentage of the 
written premium.

Claims value 
The total amount of money paid out 
by the insurer for accepted claims 
submitted by the insured.

Coverage 
The scope of protection provided under 
a contract of insurance, and any of 
several risks covered by a policy.

Credit life insurance 
Credit life is insurance coverage 
designed to extinguish the outstanding 
indebtedness of a borrower that dies 
while indebted. 

Crop insurance 
An insurance product which insures 
farmers against the loss of their crop 
due to natural events such as drought, 
flooding, hail etc.

Digital platform 
A virtual space that allows for direct 
interactions between consumers  
and providers of goods and services. 
Such platforms include ride hailing  
platforms, delivery platforms,  
e-commerce and freelancer platforms,
among others.

Distribution channel 
A person or company that aids the 
insurer in distributing the product.  
Also referred to as an intermediary.

Expense ratio 
The expense ratio is calculated as  
administrative costs as a percentage 
of the written premium.

Funeral insurance 
Funeral insurance is an insurance  
product designed to cover the costs of 
the insured’s funeral on their death.

Freemium 
A pricing strategy by which a product 
or service is provided free and  
customers are given the option to  
purchase additional features or  
services (or to extend their cover,  
in the case of insurance).

Group insurance 
Group insurance is a policy offered to 
people belonging to a certain group, 
such as employees of a company or 
members of an organisation. Usually, 
the coverage ceases once the insured  
is no longer a member of the group.

Health insurance 
Coverage that provides benefits as a 
result of sickness or injury. Policies  
may include insurance for losses from 
accidents, medical expenses, disability, 
or accidental death and dismemberment. 

Hospital cash insurance 
Health insurance that provides a 
stipulated daily, weekly, or monthly 
payment to an insured person during 
hospital confinement, without regard 
to the actual confinement expense. 

Individual insurance 
A policy purchased directly by the 
insured person, as distinct from  
group insurance. 

Insurtech 
The use of technology innovations 
in the insurance industry.

Legal insurance 
An insurance product designed to cover 
legal advice and legal expenses under 
certain circumstances.

Life insurance 
Coverage providing for payment of 
a specified amount on the insured’s 
death, either to the deceased’s estate 
or to a designated beneficiary.

Livestock insurance 
A product covering losses as a result 
of the death of livestock.

Low-income population 
For the purposes of this study, low- 
income refers to individuals earning 
between two and 20 international 
dollars per day on a purchasing power 
parity basis. This was calculated for 
each country covered in the study using 
World Bank data (World Development 
Indicators).
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A total of 194 insurance providers in 
27 countries in Africa, Asia and Latin 
America and the Caribbean participated 
in this study.1 Whereas previous  
landscape studies have attempted to 
cover all countries in a region, we have 
now adopted a methodology which 
focuses on selected countries across 
three regions. 

Across these 27 countries, 194 insurers 
covered between 41 and 102 million 
people through microinsurance products 
in 2019, representing between 3% and 
7% of the low- and middle-income 
population of those countries. A total 
of USD 1,060 million was collected in 
microinsurance premiums, representing 
about 5% of the estimated potential 
market for microinsurance in the  
countries concerned.2 

These numbers do not include data 
from India, which was severely affected 
by the lockdown and was not able to 
provide data in time for this report. 
Including publicly available data from 
India, as well as publicly available data 
from Allianz in countries where it was 
not provided locally, between 162 and 
253 million people were covered across 
28 countries. This figure represents 
between 6% and 10% of the low- and 
middle-income population in these 
countries.

Across all three regions, life and credit 
life products continue to dominate 
microinsurance markets, with personal 
accident and funeral products also 
playing an important role. In Africa 
and Asia, low-cost health products, 
particularly hospital cash products, 
have consolidated over recent years to 
become another key microinsurance 
offering.  

Additionally, in all three regions, 
insurers are strengthening their links 
with health services, including bundling 
their products with telehealth services.  
Crop and livestock insurance  
have experienced mixed results.  
Where there is government support  
and subsidies, schemes have grown  
dramatically, but without such support 
they have struggled to achieve scale. 

Agents, brokers, financial institutions and 
microfinance institutions (MFIs) remain 
very important in microinsurance  
distribution. The high use of agents 
(whether the insurer’s own sales force 
or linked to a distribution partner) in 
over half of products stresses the  
continued need for human contact  
in order to sell microinsurance and  
educate customers. Increasingly,  
insurers that attempted highly  
digital approaches are reintroducing 
elements of human touch and creating 
hybrid models.

The Landscape of Microinsurance in 
Africa 2018 explored the rise and fall 
of MNO-linked freemium models in  
Africa. In many cases, MNOs have 
dropped insurance, but some partnerships 
have continued and shifted to paid 
products. These paid products require 
a more active sales approach, which 
often includes call centres and agents. 
They have not reached the same  
scale seen in freemium models but 
may well provide a more sustainable 
customer base.

At the same time, mobile money and 
digital platforms, including ride-hailing 
and delivery platforms, have surged 
globally. Successful cases of leveraging 
such platforms for microinsurance  
are emerging.

Despite positive developments in 
microinsurance markets in all regions, 
there are important concerns around 
the value provided to customers. Claims 
ratios across the three regions are 
relatively low, at a median rate of 23%. 
Most worryingly, a third of products 
in all regions, and half of products in 
Latin America and the Caribbean, have 
claims ratios in single digits.

Finally, although this study is based 
on data from 2019, it is clear that the 
trends explored in this report will be 
impacted by the COVID-19 pandemic. 
Although the full effects are not yet 
known, early indications suggest that 
the pandemic is accelerating digitisation 
and increasing customer awareness of 
risk, while also leaving some customers 
with unmet expectations and many 
insurers and distributors hard hit by  
the crisis.

1. Executive Summary

1 An analysis of the total number of insurers and targeted insurers as well as response rates can be found in Appendix B. 

2 See explanations of these calculations in the following Methodology section.

BOX 1

Country profiles

This study is accompanied by 
country profiles providing contextual 
information as well as the  
microinsurance data obtained  
at country level. The country  
profiles are available upon request 
from the Microinsurance Network. 
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2. Methodology

The Landscape of Microinsurance 2020 presents information on microinsurance  
markets in three regions: Africa, Asia and Latin America and the Caribbean. 
Whereas landscape studies before 2018 attempted to cover all countries in a  
region, we have now adopted a methodology which focuses on selected countries 
across three regions, with annual follow-up to support market development. 

TABLE 1 
FOCUS COUNTRIES FOR THIS YEAR’S LANDSCAPE STUDY

Notes to Table 1: * Countries for which no data was submitted; ** Countries for which data is still expected,  
but will be provided too late for inclusion in this report; *** Countries for which very limited data was submitted and 
included in the analysis presented in this paper, and for which further data is expected.

AFRICA 

Côte d’Ivoire

Egypt

Ghana

Kenya

Morocco

Nigeria

Rwanda

Senegal*

South Africa***

Tanzania***

Zambia

Zimbabwe

LATIN AMERICA & 
THE CARIBBEAN

Argentina

Bolivia

Brazil

Chile*

Colombia

Jamaica***

Mexico

Peru

ASIA 

Bangladesh

Cambodia

India**

Indonesia

Nepal

Pakistan

Philippines

Sri Lanka

Thailand*

Vietnam

In each region, focus countries were 
chosen (table 1), and efforts were 
made to collect primary data on the 
microinsurance products available  
in each country. In addition, wider 
information on the market context  
was collected and included in the 
country profiles, available from the 
Microinsurance Network.

In some cases, despite the team’s 
best efforts, it proved impossible to 
obtain responses from a representative 
number of insurers. The Chilean 
insurance sector indicated that 
microinsurance does not exist in the 
country. India was severely affected by 
the lockdown and it is hoped that the 
2019 data will become available in 
the near future. 

In South Africa, only limited data had 
been provided at the time of preparing 
this report, a situation that one hopes 
will change with the support of the 
South African Financial Sector Conduct 
Authority. Work carried out by the  
Association of Tanzanian Insurers (ATI) 
will likely be incorporated into the 
data available on the World Map of 
Microinsurance at a later stage.

Between all the countries outlined 
below, 194 insurers provided self- 
reported data on the performance of 
their microinsurance products as at  
31 December 2019. Insurers were given 
questionnaires and asked to provide 
data for each microinsurance product 
they offer. Collaborators based in  

each country or region engaged with 
insurers to encourage and support their 
participation.

Extensive efforts were made to secure 
responses, but it is certain that the 
data in this study does not capture  
the microinsurance markets in these 
countries in their entirety. Therefore, 
the study should be understood  
principally as analysis of the data  
communicated by the insurers who  
participated from the countries  
selected in each region. Further  
information and the inclusion of  
additional insurance providers and 
countries could alter the picture  
presented for each region.

The data collected is limited to  
products provided by formal insurance  
providers – insurance companies and 
other providers governed by the  
insurance regulator. In some countries,  
further microinsurance may be provided 
semi-formally or informally by other 
providers like funeral parlours. These 
products are not included in this 
study due to the additional difficulties 
involved in collecting data from these 
organisations.

In addition, in order to validate  
the trends observed in the data  
and provide context and further 
information, interviews were carried 
out with experts from 18 organisations 
across Africa, Asia and Latin America 
and the Caribbean. This qualitative  
information allows us to share a  
broader picture of developments and 
emerging trends in microinsurance 
markets in each region.

BOX 2

Working definition of 
microinsurance

Microinsurance products have 
modest premiums based on the 
risks insured. They are developed 
specifically to serve the low-income 
population. The insurer is the risk 
carrier, and the product must be 
working towards profitability, or at 
least sustainability, and managed 
on the basis of insurance principles.
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Given that one client may have more 
than one insurance product, the total 
number of people covered is presented 
as a range. The lower number is based 
on the total number of people covered 
by the largest product line and the 
higher number is based on the total  
people covered by all products.

This range represents between 3%  
and 7% of the low- and middle-income 
population of the countries studied,3  
excluding Zimbabwe and Jamaica 
where recent, reliable information on 
the size of the low- and middle-income 
population was not available. The  
corresponding figures for each region 
are given in Table 2.

These numbers do not include data from 
India, which was severely affected 
by the lockdown and was not able to 
provide data in time for this report. 
Including publicly available data from 
India,4 as well as publicly available 
data from Allianz5 in countries where  
it was not provided locally, between 

162 and 253 million people were 
covered across 28 countries worldwide. 
This figure represents between 6% and 
10% of the low- and middle-income 
population in these countries  
(excluding Zimbabwe and Jamaica).

A total of USD 1,060 million was  
collected in microinsurance premiums  
across the 27 countries in which 
insurers participated in the study. The 
potential value of the microinsurance 
market in these countries is estimated 
at USD 20,500 million (again, excluding  
Zimbabwe and Jamaica), based on the  
entire low- and middle-income population  
being covered by one insurance product.6 
In these countries, current microinsurance 
premiums represent about 5% of that 
potential market.

These figures vary across the three 
regions studied, with the largest  
proportion of the estimated market 
value captured in Latin America and 
the Caribbean (Table 2).

3. Global View

3.1 Market size and evolution

Across the 194 insurance providers who participated in the study, between 41  
and 102 million people were recorded as covered by a microinsurance product. 
This figure is calculated based on insurance providers’ reporting on the number 
of people covered by each of their products. 

3  Figures for low- and middle-income populations are calculated based on population data from the United Nations World Population Prospects 2019 and percentages of the population  
classified as low- and middle-income by Pew Research Center.

4 Insurance Regulatory and Development Authority of India (2019). Annual Report 2018-2019; and Pradhan Mantri Fasal Bima Yojana (2020). Crop insurance dashboard

5 Allianz (2020). Emerging Consumers: 2019 Full Year Report

6 This value is based on the median premium per person covered calculated for each region in this study (USD 14 in Africa, USD 8.80 in Asia, and USD 18.92 in Latin America).
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Players in the  
microinsurance market 
Microinsurance has moved up the  
agenda among insurance companies 
globally and there are now enough 
success stories to convince the vast 
majority that microinsurance can be 
successful, at least for certain product 
types and distribution arrangements. 
Nonetheless, many insurers face internal 
capacity constraints and restricted 
investment available for innovation due 
to limited incomes. As a result, despite 
some stand-out innovations, many 
insurers are offering the same kinds 
of microinsurance products that have 
existed in the market for a long time. 
These are often not based on a deep 
understanding of customers, and  
continue to contain features like 
inappropriate exclusions, despite 
long-standing findings on these topics.

Interviews conducted for this study 
suggest that the insurers that are 
innovating are those with the financial 
flexibility to experiment. In many 
cases, this has proved very difficult for 
national insurers. International insurers 
have the required financial capacity 
but can be held back by the need to 
secure regional or head-office approval, 
as well as to work with systems and 
rules usually designed with  
industrialised countries in mind.  
They are also more likely to pull out  
of countries more quickly.

In some cases, and particularly in Africa, 
it is regional insurers that have the 
necessary financial capacity, flexibility 
and close contact with markets to be 
successful in innovating and securing 
new partnerships. Given their presence 
in several countries, they also have 
the capacity to replicate successful 
innovations across groups of similar 
markets, bringing a greater return on 
their investment in innovation.

Non-insurance actors are also taking a 
larger role in driving the market. A large 
number of insurtech companies have 
entered the microinsurance market in 
the last five years. Cenfri’s insurtech 
tracker7 has identified 481 insurtech 
initiatives launched by 292 insurtechs 
in emerging markets across Africa, 
Asia and Latin America since 2000. 
Half of these initiatives were launched 
between 2015 and 2019. Meanwhile, 
some MFIs have developed designated 
insurance departments or even created 
their own brokers. And some technology 
service companies and distributors are 
looking to become insurers.

Regulation
Regulation has seen significant  
developments across all three regions 
in recent years (Figure 1). Although 
regulation challenges persist, most 
experts interviewed felt that regulation 
had become less of a constraint in most 
countries, with regulators often seen 
as widely supportive of microinsurance. 
In some countries, regulators have 
taken on an explicit insurance market 
development mandate and actively 
encourage innovation. This mandate 
represents an important shift in their 
approach, enabling them to be more 
proactive and develop new tools to 
reach out to insurers and insurtechs 
and promote innovation.

Various frameworks and tools have 
emerged over time. These include  
regulatory sandboxes, which were  
originally developed to foster digital 
innovation but are increasingly being 
used for financial inclusion as well, 
such as the regulatory sandbox in 
Malaysia which requires a focus on 
inclusion as a criterion for market  
entrants. Another tool is innovation 
hubs, in which the supervisor provides 
practical support to innovative  
insurance providers. In Kenya, for 
example, the regulator provides  
legal support, office space and other  
supporting functions through its  
innovation hub. In addition, proactive 
engagement and guidance on regulation 
has proved equally important.

Specific microinsurance licences were  
a tool often adopted by countries  
early on in their efforts to regulate 
microinsurance. In many countries, 
regulators then moved towards a line 
of business approach. However, many 
countries are now returning to specific 
microinsurance licences and they are 

available in countries including Kenya, 
Ethiopia and South Africa. The aim 
is usually to support new entrants as 
well as formalise previously informal 
providers, such as funeral parlours in 
South Africa. Cell captives represent 
another option to ease formalisation 
and entrance into the microinsurance 
market and are currently permitted 
in South Africa and being explored in 
other countries including Ghana.

Increased innovation among existing 
players, as well as increased numbers 
of new entrants and insurtech players, 
are seen in markets where supervisors 
demonstrate that they are open to 
engage with and support innovators. 
At the same time, an explicit market 
development mandate can present 
challenges where trade-offs arise 
with other aspects of a supervisor’s 
mandate, such as ensuring consumer 
protection.

Despite important progress, some 
common regulatory constraints persist 
across markets. These include:

• The time taken to approve a new
product

• Constraints in introducing seamless
digital processes, for example,
where electronic signatures are not
accepted and a physical (“wet”)
signature is required

• Restrictions on the use of certain
distribution channels

• Inappropriate distribution channel
requirements, such as agent training
requirements that are not appropriate
for microinsurance

• Limitations on bundling financial and
non-financial products

• Lack of accessibility and openness of
supervisors in some countries

Furthermore, with financial technology 
developing rapidly, new constraints and 
challenges are developing and there 
is a need for regulators to constantly 
reassess their approaches.

Index insurance is currently commanding 
particular attention. Although it has 
been around for some time, regulators 
are paying closer attention to how best 
protect customers of index products and 
are including definitions in insurance 
regulation. Some countries have seen 
the development of legal opinions 
on whether index insurance should 
even be considered as insurance. The 
conclusion has generally been to keep 
index insurance defined as insurance 
and under the insurance supervisor.

Finally, insurance regulation is  
undergoing a broad shift towards 
risk-based supervision and solvency, 
meaning that certain requirements, 
such as capital requirements, are set 
based on the level of risk posed by the 
business. In practice, this generally 
allows for lower capital requirements 
for microinsurance business since the 
level of risk is lower. The International 
Association of Insurance Supervisors 
(IAIS) provides for this through the 
principle of proportionality.8

TABLE 2 
ESTIMATED PROPORTION OF THE POPULATION AND MARKET CAPTURED IN THE 
COUNTRIES STUDIED IN EACH REGION

REGION 

Africa

Asia

Latin America and 
the Caribbean

All regions

Minimum proportion of the 
low- and middle-income 
population covered by 
respondents

2%

4%

2%

3%

Maximum proportion of the 
low- and middle-income 
population covered by 
respondents

6%

7%

5%

7%

Proportion of the  
estimated microinsurance 
market value captured  
by respondents

4%

3%

9%

5%

8  International Association of Insurance Supervisors (IAIS), IAIS ICPs and ComFrame adopted in November 20197  Cenfri (2019) Insurtech tracker: The rise of insurtechs in emerging markets



16   THE LANDSCAPE OF MICROINSURANCE 2020 THE LANDSCAPE OF MICROINSURANCE 2020   17

FIGURE 1 
WORLD MAP OF INCLUSIVE INSURANCE REGULATION IN 2019 FROM THE ACCESS TO INSURANCE INITIATIVE (A2II)9 
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9  While the A2ii uses reasonable efforts to include accurate and up-to-date information in this map, it makes no warranties as to the completeness of content, errors or omissions.  
In mapping the inclusive insurance developments worldwide, the A2ii welcomes insurance supervisors’ inputs.
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3.2 Products

Globally, life and credit life products continue to dominate the market.  
Personal accident and funeral products also play an important role, while  
low-cost, non-comprehensive health products, particularly hospital cash products, 
have consolidated over recent years as another key microinsurance offering  
(Figures 2 and 3).10 

Life and credit life 
products continue to 
dominate the market 
… Crop and livestock 
insurance have grown 
dramatically in some 
countries where there 
is government support 
and subsidies.”

“

FIGURE 2 
PEOPLE COVERED (MILLIONS) IN ALL REGIONS BY PRODUCT LINE12

Life 39.6

Credit life 28.3

17.1

Funeral 13.5

Health 11.4

Climate &  
natural disaster 2.1

Other

Property

Livestock

Crop

1.5

0.8

0.1

0.0

Personal 
accident

FIGURE 3 
PREMIUMS COLLECTED (USD MILLIONS) IN ALL REGIONS BY PRODUCT LINE

Life 396.1

Credit life 269.1

169.8

Funeral 119.8

Health 44.3

Climate &  
natural disaster

36.1Other

Property

Livestock

Crop

32.0

19.2

4.0

1.2

Personal 
accident

Worldwide, insurers are strengthening  
their links with health services, either 
through their own offerings or by 
partnering with companies offering 
health services. Hospital cash products 
began to build in importance in Africa 
but have since spread to Asia and to 
a lesser extent Latin America and the 
Caribbean. Other products are bundled 
with non-insurance health services, 
including telehealth services.

Little progress has been made in the 
last five years in offering medical  
reimbursement insurance and more 
comprehensive health insurance 
products. Nonetheless, there are some 
signs that technology could make such 
products more feasible in the future, 
especially where digital solutions can 
contribute to reducing administration 
costs, which have been a major 
challenge in the past. 

Some promising new approaches are 
emerging. For example, M-TIBA, a  
digital health platform, was launched 
in Kenya in 2016 by PharmAccess,  
Safaricom and online health payment 
service, CarePay. The platform  
facilitates payments and exchange of 
data between patients, healthcare  
providers and healthcare payers  
(including governments, insurers,  
donors and solidarity payers). In less 
than four years, the platform has 
connected over 4 million Kenyans and 
1,400 healthcare clinics.11 Innovations 
of this kind have the potential to 
facilitate new and ambitious health 
microinsurance programmes.

Crop and livestock insurance have 
grown dramatically in some countries 
where there is government support and 
subsidies. However, schemes without 
government support have largely not 
achieved scale. Partly as a result, there 
has been a shift from individual micro 
agriculture products to meso or macro 
coverage, which is seen by many  
insurers as more feasible. 

BOX 3

People covered

Insurers were asked to provide the 
number of people covered by each 
of their products. This includes  
the policyholder as well as others  
insured under the policy. For 
example, a life or health insurance 
policy may cover family members. 
In the case of livestock and crop 
insurance, people covered refers  
to the number of farmers or  
livestock owners who have taken 
out the insurance.

10  Note that insurers could select more than one product line per product where a product bundles multiple cover options. As a result, people covered and premiums collected 
for one product can appear under more than one product line.

11  Lisa Morgan (2020). Case Brief: M-TIBA digital health platform 12  Information on the sample sizes for all data points are provided in Appendix C.
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Climate and natural 
disaster insurance
There is increasing recognition that  
climate and natural disaster risks do 
not only affect agriculture, but have  
an impact on a wide range of people 
and economic activity. As a result, 
index and natural disaster insurance  
is increasingly being used to protect 
livelihoods outside of agriculture. 
These efforts are in their early stages 
in most countries but are growing in 
importance. The InsuResilience Global 
Partnership, for example, has set an 
ambition for 150 million people to  
be covered against climate-related  
disasters through microinsurance  
by 2025.

At the same time, it is important to 
recognise that climate change is not 
only bringing about new catastrophic 
weather risks. Rather, gradual changes 
in climate are having an impact on  
all risks that people face – from  
threats to food security to increased 
health risks. As a result, all classes of 
microinsurance business are relevant 
to climate and have a role to play in 
improving resilience. 

Insurance for small and 
medium-sized enterprises 
(SMEs)
To date, microinsurance has largely 
focused on households, micro-businesses 
and smallholder farmers. There has 
recently been a shift in focus,  

particularly among donors, towards 
the need for insurance for SMEs.  
While SME insurance remains rare, 
more companies are beginning to  
pilot such products.

Small-ticket and 
short-duration products
An emerging trend in insurance, linked 
to the changing use of technology and 
digital platforms explored later in this 
study, is a shift towards small-ticket 
and short-duration products, such as 
accident insurance purchased with  
a transit ticket to cover the risk  
during that journey only. Many of  
these products are for higher-income  
consumers, but where they are  
designed for low-income and emerging 
customers, they represent a promising 
development in microinsurance.

In the past, insurance providers could 
select several distribution channels  
for each product, and channels were  
frequently combined. In particular, 
agents and brokers were often used 
alongside other channel types,  
particularly microfinance institutions 
and other financial institutions.

The high use of agents, in over half 
the products, stresses the continued 
need for human contact in order 
to sell microinsurance and educate 
customers. Increasingly, insurers that 
attempted highly digital approaches 
are reintroducing elements of human 
touch. Some are introducing hybrid 
approaches, such as call centre-based 
sales for prospects identified through 
digital channels. Others are going back 
to investing in building up their own 
agent sales forces, an approach that 
was previously tried by many insurers 
a decade ago and abandoned. In fact, 
such an approach is now facilitated by 
advances in digital tools and mobile 
payments.

The use of technology is growing 
throughout the insurance industry,  
particularly in countries in which  
mobile phone and smartphone  
ownership and mobile internet  
coverage have increased rapidly in 
recent years. Increased communication 

options are allowing insurers to provide 
end-to-end communication and support 
to customers. At the same time,  
insurtech applications are improving 
the efficiency of a range of insurance 
operations, from enrolment and  
premium payments to servicing claims. 

3.3 Distribution

Financial institutions and microfinance institutions continue to be important 
channels for distributing microinsurance in all regions (Figure 4). Agents also 
remain dominant, although it should be noted that this category can cover a 
wide variety of arrangements, from dedicated insurance sales agents hired  
directly by the insurer to the agents of an insurer’s distribution partner.  
Brokers also continue to play a key role in microinsurance distribution.

FIGURE 4 
THE PROPORTION OF PRODUCTS IN ALL THREE REGIONS WHICH MAKE USE 
OF EACH DISTRIBUTION CHANNEL TYPE

Agents 51%

Broker 39%

31%

Microfinance 
institution 26%

Aggregator 12%

11%

10%

7%

5%

Community organisation 
or association

Other

NGO

Retailer

MNO

Funeral fund

Syndicate

Travel agency

Hospital

3%

1%

1%

1%

0%

Financial 
institution
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Nonetheless, increased focus on  
insurtech solutions may risk leaving 
more vulnerable customers behind. 
While smartphone penetration is  
accelerating, there is still an important 
part of the population which only  
has access to feature phones and  
could be left behind as insurers move 
to internet-based services. GSMA  
has estimated that only 26% of the  
population of Sub-Saharan Africa uses 
mobile internet.13 In Asia and the  
Pacific the figure is 48% 14 and in  
Latin America it is 52%.15 Women are 
less likely to have access to mobile  
services. GSMA estimated that women  
are 8% less likely to own a mobile 
phone and 20% less likely than men  
to use mobile internet across low-  
and middle-income countries.16  

Mobile network  
operators (MNOs)
The Landscape of Microinsurance in 
Africa 2018 explored the rise and fall 
of MNO-linked freemium models in  
Africa. The results of this study show 
that MNOs are now only used to  
distribute 3% of products recorded 
(Figure 4). In many cases, MNOs have 
simply dropped insurance, but some 
partnerships have evolved. Whereas 
previously the MNO acted as the main 
distributor for free and freemium 
products, the MNO is now taking the 
role of facilitating transactions for paid 
products. These paid products require 
a more active sales approach, which 
often includes call centres and agents, 
and have not reached the same scale 
seen in freemium models. Nonetheless,  
they are able to sell products at slightly 
higher values and may well provide a 
more sustainable customer base. 

Although MNOs are no longer seen as 
the silver bullet for micro-insurance 
distribution, MNO-linked sales have 
continued in smaller numbers and 
spread to other parts of the world, 
particularly Asia.

Increased mobile 
money use
Mobile money use has surged in many 
countries in Africa, Asia and Latin 
America as well as the Caribbean. 
By 2019, there were over a billion 
mobile money accounts worldwide and 
the total value of mobile money in 
circulation had doubled in the previous 
two years.17 In addition, customers are 
increasingly keeping money in their 
mobile wallets and using it through 
mobile transactions, rather than simply 
cashing it out. In 2019, for the first time, 
digital transactions represented the 
majority (57%) of mobile money  
transaction value compared to  
converting back to cash.18 

Developments in mobile money vary 
enormously between countries, as well 
as between income groups and rural 
and urban populations within countries. 
Nonetheless, in the countries in which 
it is gaining traction among a large 
part of the population, mobile money 
is seen as an important enabler for 
microinsurance. 

Previously, payments for insurance 
made through mobile phones had to be 
made using airtime, which limited the 
amounts that could feasibly be paid for 
insurance, as well as making insurers 
dependent on MNOs. Mobile money, on 
the other hand, allows for sales to be 
made directly to customers without 
dependency on MNOs and for higher 
value payments. Importantly, recurring 
payments are now allowed through  
mobile money wallets in many countries.

Although insurance can be sold directly 
through mobile wallets, it is likely 
that the need for active sales through 
human interaction will continue, with 
mobile money providing an important 
channel for both premium and claims 
payments. These models are still in 
their infancy, but opportunities will 
likely grow as mobile money becomes 
even more widespread. As they do  
so, there is an increasing need for  
regulators across different industries  
to work together to make sure that  
it is possible for insurers to leverage 
mobile money for microinsurance.

The emergence of 
digital platforms
Digital platforms were noted as an  
important opportunity in Africa in the 
last Landscape Study, and they are 
becoming well established in Asia and 
growing in Africa and Latin America 
and the Caribbean. Digital platforms 
are virtual spaces that allow for direct 
interactions between consumers and 
providers of goods and services. They 
include ride-hailing platforms, delivery 
platforms, e-commerce and freelancer 
platforms, among others.

Financial services form an important 
part of many of these platforms’  
long-term business models. The digital 
platform is used to aggregate users, 
with the longer-term objective of 
providing additional services, and 
particularly financial services, to 
them. Payment services are often the 
first financial service introduced, but 
insurance is often set in motion soon 
after. This is partly because insurance 
is seen as a way to directly address 
some of the challenges faced by these 
platforms. For example, e-commerce 

platforms bring together sellers and 
buyers and must address the risk that 
a buyer will purchase an item and then 
not receive it. Insurance is seen as a 
way to address this kind of trust deficit 
within such platforms.

In some cases, insurance is added in 
a bundled, mandatory way to existing 
services on digital platforms, such as 
accident coverage bundled with ride 
hailing services. However, significant 
awareness efforts will be necessary if 
these bundled products are to offer 
value to consumers and build trust in 
insurance and interest in further  
insurance purchases.

Selling voluntary insurance products 
through digital platfroms is more 
challenging. Adding insurance to digital 
platforms in and of itself will not  
necessarily lead to uptake. Insurers  
will need to find ways to align with  
the interests of the platform so that 
the platform actively promotes the  
insurance product, or to combine  
digital platforms with active sales  
models. The extensive customer data 
collected through these platforms 
provides attractive opportunities for 
insurers to carry out targeted marketing 
and sales of tailored insurance solutions 
or bundled products.

Insurance innovations linked to  
digital platforms remain in their early 
stages but will likely expand as these 
platforms, and the mobile payments 
which support them, continue to grow. 

13 GSMA (2020). The Mobile Economy: Sub-Saharan Africa 2020

14 GSMA (2020). The Mobile Economy: Asia Pacific 2020

15 GSMA (2019). The Mobile Economy: Latin America 2019

16 GSMA (2020). The Mobile Gender Gap Report 2020

17 GSMA (2019). State of the Industry Report on Mobile Money

18 Ibid.
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3.4 Gender 3.5 Claims

For the first time, this year’s Landscape of Microinsurance has collected data 
on the gender of microinsurance customers. Insurance providers were able to 
provide this information for 45% of the products in the study.  

Claims ratios across the three regions are relatively low, at a median rate  
of 23%. The average claims ratio is particularly low in Latin America and the 
Caribbean, at just 10%, and highest in Africa at 28% (Table 4).

Insurers largely depended on distribution  
partners to collect and share this  
information. It is possible that those  
insurers who do know the gender of 
their customers may also be those that 
serve higher proportions of women. 
MFIs, for example, have historically 
focused on women clients, and insurers 
that work with them would generally 
be able to provide a gender breakdown 
for that business. Mobile channels, on 
the other hand, do not routinely collect 
information on gender, but we know 
that women have more limited access 
to mobile phones and mobile internet 
than men in most developing countries.

Nonetheless, although the figures  
may not be precise, the differences  
observed between regions (Table 3) 
were felt to be broadly accurate by 
those interviewed for this study. Asia 
has the highest percentage of female 
clients, followed by Latin America and 
the Caribbean and then Africa. These 
figures likely reflect both broader  
levels of economic and financial  
inclusion in each region, as well as  
the distribution channels which are 
most commonly used by insurers in 
each region.

These are impacted by the high expense 
ratios of many insurers, particularly in 
Africa, and by high commissions for  
distribution partners, particularly in 
Latin America and the Caribbean. These 
costs bring up the price of insurance 
products while squeezing the amount 
available to pay claims.

Although many products do offer good 
value to clients, a significant proportion 
of products have claims ratios in single 
digits (33% across all regions) and 
in Latin America and the Caribbean 
over half of the products recorded 
had claims ratios in single digits. Low 
claims ratios are not concentrated in 
catastrophic products, where ratios 
might be expected to differ widely 
from year to year, including years of 
low claims, but among personal covers 
like health, life, personal accident, 
funeral and property, none of which 
have average claims ratios above 23% 
(Figure 5). These may well be bundled 
products where little effort is made to 
secure customer awareness and offer 
customer-friendly claims processes.  
It is vital to address these issues in 
order to avoid undermining trust in 
microinsurance.

Claims rejection rates, on the other 
hand, are generally low (at an average 
of 3.1%), with the highest rate recorded 
for Latin America and the Caribbean 
(7.0%) (table 4). The median claims 
turnaround reported across the three 

regions is seven days. However,  
interviews conducted for this study 
suggest that these turnaround times 
may be underestimated, particularly 
in Africa where the average reported 
claims turnaround time is just four days.

In order for microinsurance providers 
to better serve women, collecting and 
monitoring gender-disaggregated data 
is a vital first step. The She for Shield 
report from AXA, Accenture and the 
IFC19 emphasises the importance of 
doing so across the insurance value 
chain, including sales, renewal rates, 
premium spend, turnover ratios, claims 
ratios, client satisfaction and acquisition 
cost. This allows insurers to understand 
the value of women as clients within 
their existing portfolios, the opportunity 
for growth among women, and to begin 
to develop targeted value propositions 
for women.

TABLE 4 
DATA ON CLAIMS IN EACH REGION

REGION 

Africa

Asia

Latin America and the Caribbean

All regions

Median claims 
ratio 

28%

25%

10%

23%

Proportion of  
products with claims 
ratios in single digits

23%

34%

51%

33%

Median claims 
rejection rates 

1.7%

2.4%

7.0%

3.1%

Median claims  
turnaround 
times20 

4

14

20

7

Crop 30%

FIGURE 5 
MEDIAN CLAIMS RATIOS IN ALL REGIONS BY PRODUCT LINE

Livestock 39%

Credit life 33%

Health 19%

Life 20%

Property 22%

TABLE 3 
THE MEDIAN PERCENTAGE OF FEMALE CLIENTS IN EACH REGION

REGION 

Africa

Asia

Latin America and the Caribbean

All regions

Median percentage of 
female clients

40%

60%

52%

50%

19 AXA, Accenture, IFC (2015). She for Shield: Insure women to better protect all
20 Insurance providers were asked to provide the claims turnaround time as the total number of days between a 

claim incident occurring and the pay-out being received by the beneficiary.

31%
Climate &  

natural disaster

Funeral 23%

Other 23%

Personal 
accident 19%
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3.6 The impact of COVID-19

This study is based on data from 2019, but it is clear that the trends observed  
in this data and in the interviews with experts will be impacted by the COVID-19 
pandemic. Although the full impact is not yet known, the experts interviewed  
for this study gave early insights into how the pandemic is affecting  
microinsurance markets.

21 Lucia Schlemmer, Kate Rinehart-Smit and Jeremy Gray (2020). Never waste a crisis: How sub-Saharan African insurers are being affected by, and are responding to, COVID-19

1 Increased awareness of a range 
of risks COVID-19 is increasing 
customers’ awareness not only 
of health risks but also of risks 
related to their ability to work. This 
could represent an opportunity for 
the industry. Some insurers have 
developed COVID-specific products, 
which could prove an entry point to 
insurance if they offer good value.

2 Reductions in new sales and 
renewals With restrictions on agent 
mobility, difficulties interacting with 
clients and reduced client incomes, 
some insurers are starting to see 
lower enrolments, particularly of 
new clients for voluntary products. 
Distribution through microfinance 
institutions has also been adversely  
affected as loan volumes have declined.

3 Uncertain impact on claims 
Many insurers reported that claims 
initially reduced, even for health 
products, as countries locked down 
and customers struggled to access 
health services and to file claims. It 
is unclear if these will later increase 
as people access health services 
again, perhaps with increased needs.

4 An increased focus on the need 
for business interruption insurance  
The crisis has highlighted the  
vulnerability of small businesses to 
events that interrupt their ability  
to do business. There is a great deal 
of interest among insurers in how 
they can respond to such risks in  
the future.

5 Accelerating digitalisation 
Digitalisation has increased in 
almost every aspect of life during 
this crisis, driving up the digital 
literacy and level of digital comfort 
of many people. Increases in the use 
of telehealth services and of digital 
payments are particularly relevant 
for insurers. Regulators have also 
fast-tracked certain regulation 
allowing business to be conducted 
digitally, including allowing the use 
of e-signatures. Insurers themselves 
have had to adjust, adapting their 
communication with both agents 
and customers, onboarding processes, 
policy administration and claims 
processes, and many of these  
changes will likely stick beyond  
the pandemic.

6 Perceptions of insurers not 
supporting customers through the 
crisis A survey conducted by Cenfri, 
FSD Africa and the Organisation of 
Eastern and Southern Africa Insurers 
(OESAI) has found that life and 
hospitalisation products have largely 
covered COVID-related claims, but 
that general insurance in Africa has 
largely excluded these claims.21  
Whether justified or not, this will 
almost certainly erode trust in 
insurance where customers have not 
been able to depend on insurance 
during a time of crisis. Furthermore, 
it may become more difficult to 
cover pandemics in the future as 
reinsurers either explicitly exclude 
pandemics or increase prices for 
pandemic coverage. 

7 Uncertain long-term impact on 
the microinsurance business case 
Many insurers and distributors have 
been hard hit by the crisis and may 
be less likely to invest in marginal 
business and long-term strategic 
initiatives, including microinsurance.  
On the other hand, while the crisis 
has strained government budgets,  
it has also prompted some  
governments to reach out to  
the private sector to engage in  
tackling these kinds of risks. This 
could lead to opportunities for  
public-private partnerships.
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4. Africa

It should be noted that this figure includes 
a maximum of only 1.3 million people 
covered in South Africa, due to difficulties 
obtaining data from insurers there. 

Based on this figure, it is estimated 
that between 2% and 6% of the low- and 
middle-income population is covered 
by a microinsurance product in these 
countries, excluding Zimbabwe where 
information on the low- and middle- 
income population was not available. 

If publicly-available data from Allianz22  
is included for those countries where  
it was not provided locally, the total  
number of lives covered is between 9.1 
and 29.6 million, representing between 
2% and 7% of the low- and middle-income  
population across these countries.

A total of USD 212 million was collected 
in microinsurance premiums. The  
potential value of the microinsurance 
market in the countries included in the 
study is estimated at USD 5,200 million  
(again, excluding Zimbabwe), based 
on the entire low- and middle-income 
population being covered by one 
insurance product.23 In these countries, 
current microinsurance premiums 
represent about 4% of that potential 
market.

Microinsurance data and country 
profiles are available upon request 
from the Microinsurance Network.

Players in the  
microinsurance market
Insurers are increasingly aware that 
their survival cannot depend only  
on the top income segments of the  
population, which represent a small 
customer base in most countries.  
Insurers therefore see the long-term 
importance of developing microinsurance. 
Nonetheless, national insurers  
continue to face important market 
capacity restraints, with underwriting, 
insurance and actuarial expertise  
limited in many countries. 

At the same time, the insurance sector 
in many markets is very fragmented, 
meaning that insurers operate on very 
thin margins and have little money 
available to invest in innovation. In 
many cases this has resulted in a  
“race to the bottom”, in which  
insurers survive on mandatory insurance 
products and investment profits. They 
compete by lowering prices, often at 
the expense of customer service. In 
some markets, regulators are looking  
at addressing this by, for example,  
increasing capital requirements to 
bring about consolidation in the market.

4.1 Market size and evolution

In the 11 countries in Africa for which data was obtained (Côte d’Ivoire, Egypt, 
Ghana, Kenya, Morocco, Nigeria, Rwanda, South Africa, Tanzania, Zambia and 
Zimbabwe) it is estimated that between 9.1 million and 28.3 million people were 
covered with microinsurance products by the 101 insurers that responded to the  
survey in the region. 

22 Allianz (2020). Emerging Consumers: 2019 Full Year Report

23 This value is based on the median premium per person covered across all countries in Africa included in this study of USD 14. 
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Regional insurers, on the other hand, 
with a presence in several countries  
in Africa, are experiencing some  
consolidation and several larger  
regional players are growing. These 
players are better able to invest in 
innovation and to replicate successes 
across similar markets. As a result, 
interviews conducted for this study 
suggest that regional players are  
pulling ahead as innovators and  
microinsurance leaders in Africa. 

The insurtech sector has grown in 
the region within the last five years, 
with a large number of new entrants, 
particularly in Kenya. Some of these 
insurtech companies, as well as other 
non-insurance companies and distributors, 
are increasingly interested in obtaining 
insurance or microinsurance licenses  
so that they can underwrite business 
without the need to work with  
traditional insurance companies.

Regulation
Many African supervisors, such as  
in Ghana and Kenya, have taken 
increasingly supportive attitudes to 
microinsurance, introducing measures 
such as sandboxes and innovation hubs. 
And in countries including Kenya, South 
Africa and Uganda the supervisor now 
has an explicit mandate to support 
market development. In many cases, 
the establishment of new mandates for 
supervisors complements government 
agendas to drive financial inclusion. 
Specific microinsurance licences have 
also played an important role in the 
region in encouraging new entrants and 
in formalising semi-formal or informal 
providers, like funeral parlours in South 
Africa. In other countries, regulation 
is seen as a constraint, and there have 
been long delays and bottlenecks in 
adapting regulation to the realities of 
microinsurance.

Scale
The business case for mandatory  
products—products which are  
automatically provided to customers  
of other services—and particularly 
those distributed through financial 
institutions, has been well established 
for some time in the region. The  
business case for voluntary sales is more 
challenging. Many insurers struggle to 
achieve scale with voluntary products 
and microinsurance incomes are difficult 
to reconcile with the cost base of 
traditional insurers. For agriculture and 
more comprehensive health insurance 
products, most insurers depend on  
public-private partnerships to make 
these products sustainable. 

Each microinsurance product in Africa 
reached an average of 7,700 people, 
compared to approximately 12,500 in 
Asia and 39,600 in Latin America and 
the Caribbean. Each product generated 
an average of USD 72,300 in premiums, 
compared to USD 94,000 in Asia and 
USD 760,300 in Latin America and the 
Caribbean. The products most likely  
to reach significant scale were credit 
life (with an average of 37,400 people 
covered per product), funeral (at 
35,600) and health (at 24,600), with 
other product lines lagging, including  
personal accident (4,200). These three 
product lines represent the most  
established and successful products  
in African microinsurance markets.

The lower scale achieved in Africa 
compared to the other regions reflects 
economic and geographical aspects of 
the region as well as the fragmentation 
of the insurance market. Incomes are 
generally low and there are fewer large 
countries offering the opportunity to 
reach scale nationally. In addition, the 
insurance market is highly fragmented 
with a large number of insurers  
competing for customers.

Premiums 
The median premium per person 
covered in Africa is USD 14 a year. 
There is a considerable range between 
product lines, with the median premiums 
per person covered for higher priced 
stand-alone life products at USD 56.88 
and credit life products at USD 21.90 to 
personal accident, funeral and health 
products all at under USD 10.

BOX 4

Developing index insurance in West Africa
AXA partnered with the Compagnie Nationale d’Assurance 
Agricole du Sénégal (CNAAS – the National Agriculture 
Insurance Company of Senegal) and the West African 
Development Bank (BOAD) to launch an index insurance 
product for small-scale farmers in Senegal in 2017. The 
product protects cotton farmers against damage caused 
by drought, and pay-outs are based on satellite data 
backed up by local data from weather stations.

CNAAS acts as the primary insurer, with AXA, Africa  
Re and Cica Re providing reinsurance. The insurance is 
bundled with loans and distributed through farmers’  
federations, which function on a cooperative basis.  
The premiums are subsidised at 50% by the Senegalese 
government, making them affordable for farmers.

With recent droughts in the country, the claims ratios 
have been high. However, this is seen as important in 
establishing trust and understanding of the product. As 
the farmers’ federations benefit from loans being paid 
despite drought and farmers find that their loans are  
paid and they are protected, trust in the product and  
the insurer is built. After three years, individual farmers 
are even reaching out to the insurer because they have 
seen others receiving benefits and want to request the 
coverage for their own loans.

As awareness has developed, the number of farmers’ 
federations participating, and therefore the number of 
farmers covered, has grown and the product now reaches 
almost 30,000 cotton farmers.

In 2019, AXA launched another index insurance product in 
West Africa with the support of the World Bank Group’s 
GIIF (Global Index Insurance Facility) and in partnership 
with Africa Re and Cica Re. Again, early claims pay-outs 
proved vital to growing the product. The product is also 
index-based and protects farmers against drought, in this 
case maize farmers in Côte d’Ivoire. 

The maize sector is made up of numerous small farmers’ 
cooperatives which are not easily aggregated. The project 
partners carried out sessions promoting the product with 
cooperatives, but only one agreed to distribute the  
product in the 2019 pilot. The insurance was bundled 
with loans provided through the cooperative. 

In 2019, the high claims ratio was taken as an opportunity 
for partners to promote the product through public claim 
payment ceremonies. This helped demonstrate the  
protection offered through the insurance product to 
farmers and other cooperatives, proving important in 
gaining the interest of other farmers’ cooperatives and 
securing new partners for 2020.
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4.2 Products

Credit life, life, funeral and health products are very dominant in African  
microinsurance markets (Figures 6 and 7). Bundled products offering more than 
one type of cover represented 12% of people covered in the region and 2.3% of  
premiums generated. The types of cover most frequently combined were life,  
funeral, personal accident and health cover.

The key development in microinsurance 
products in the region in recent years 
has been the rise of low-cost health  
insurance products, particularly 
hospital cash products. Hospital cash 
products were originally driven by 
technology service providers and 
pan-African insurers but have now also 
been adopted by more established 
local insurers. Their predominance in 
the region is reflected in the fact that 
health products are one of the lowest 
cost products seen for the region in this 
study, with an average cost per person 
covered of USD 6.47.

At the same time, insurers have  
moved towards introducing tangible  
non-insurance benefits to their  
offerings across various product lines. 
Health services, and particularly 
telemedicine services, are a popular 
option. Some insurers have bought 
telemedicine companies and others 
are offering these services through 
partnerships.

Crop and livestock schemes continue 
to face significant challenges but have 
experienced gradual growth in the 
region. During the data collection for 
this study, it was only possible to obtain 
data on crop insurance from three 
countries in the region and it is likely 
that the numbers in Figures 6 and 7  
understate the reach of these products. 
Additional information on two schemes 
in West Africa are provided in Box 4.

An interesting emerging trend is sales 
of risk management bundles, which 
include non-insurance risk management 
solutions. For example, Hollard has 
partnered with Lumkani in South Africa 
to offer a low-cost fire detection  
device for informal settlements  
bundled with house and contents  
insurance.24 The partnership targets 
homes that would not normally be 
considered insurable by mainstream 
providers. Hollard has found that the 
product is popular partly because of 
the tangible device, which means that 
customers receive something physical 
and immediate when they sign up.

24 Lumkani Alarm and Fire Cover: lumkani.com
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FIGURE 6 
PEOPLE COVERED (MILLIONS) BY PRODUCT LINE IN AFRICA

FIGURE 7 
PREMIUMS COLLECTED (USD MILLIONS) BY PRODUCT LINE IN AFRICA

Credit life

Credit life

Funeral

9.1

79.6

Life 8.0

Life 59.8

7.0

44.7

Health 6.1

Health 10.7

0.9

7.2

0.9

Property 
(non-agri)

Funeral

Personal 
accident

4.3Personal 
accident

Livestock

Other

Livestock

Crop

Crop

0.3

Other 3.6

0.2

0.0

2.9

Climate &  
natural disaster

Climate &  
natural disaster

0.0

0.6

Insurers have moved 
towards introducing 
tangible non-insurance 
benefits to their  
offerings across various 
product lines.”

“



34   THE LANDSCAPE OF MICROINSURANCE 2020 THE LANDSCAPE OF MICROINSURANCE 2020   35

Agents are therefore frequently 
combined with other distribution  
channels, but it is also common for 
insurers to use their regular sales  
force to sell both traditional and  
microinsurance products. The region 
has also witnessed an increase in  
insurers looking at building their  
own microinsurance sales forces,  
an approach that had previously  
fallen out of favour in the region. 

Brokers also play an important role in 
the region. In many cases these may 
be specialised microinsurance brokers 
like MicroEnsure and Bima that take 
on a much wider role than that of a 
traditional broker. 

4.3 Distribution

In Africa, agents were identified as a particularly important distribution  
channel, used as part of the distribution strategy for 69% of products reported 
(Figure 8). Agents encompass a wide range of individuals, from tied agents  
employed by the insurance provider to third party agency forces or the agents 
of distribution partners. 

FIGURE 8 
THE PROPORTION OF PRODUCTS WHICH MAKE USE OF EACH 
DISTRIBUTION CHANNEL TYPE IN AFRICA

Agents 69%

Broker 44%

25%

Microfinance 
institution

21%Aggregator

15%

8%

7%

3%

2%

Community organisation 
or association

Other

NGO

Retailer (e.g. Food)

MNO

Funeral fund

Syndicate

Travel agency

Hospital

1%

1%

0%

0%

0%

Financial 
institution

25 About aYo: ayo4u.com/aboutayo.

The use of financial institutions and 
microfinance institutions continues to 
be important in the African market. In 
particular, bancassurance models have 
grown in many countries over the last 
decade, in some cases due to regulations 
restricting their use being lifted.

The decrease in use of MNOs, on the 
other hand, is clear, with only 2% of  
products distributed through this channel. 
It is worth noting that MNOs typically 
only work with one insurance product 
whereas other channels may work with 
many insurers and products. As a result, 
fewer products may be distributed at 
greater scale through MNOs.

Indeed, the freemium MNO model has 
persisted in a small number of cases 
in Africa, particularly in Ghana and in 
cases where the insurer and MNO are 
very closely tied. One example is aYo, 
a joint venture between insurer MMI 
Holdings and the MNO MTN, which has 
reached millions of customers across 
three markets with free hospital cash 
cover for accidents or life cover  
provided with airtime top-ups and 
remittance payments.25 

As partnerships with MNOs have fallen 
away, many insurers have taken creative 
approaches to finding a range of  
alternative channels, including partners 
in value chains, such as workers’ and 
farmers’ associations. Although each 
partnership brings a smaller number of 
customers, bringing together several 
such partners can provide scale.

Diversifying payment 
channels
Even where traditional channels are 
employed, digital tools are being used 
to improve efficiency, communication 
and access to data. Premium collection 
is an enormous challenge for insurers 
and emerging possibilities for premium 
payments are particularly promising. 
Many insurers have found that it is 
important to offer customers a range 
of payment options. These can include 
direct deposits, mobile money, and the 
wherewithal to make payments at local 
retail points. 

Mobile money use is growing across  
Africa. In many countries it remains 
limited largely to remittance  
payments, but other functions are  
beginning to grow in popularity.  
Increasingly, people are keeping  
money in their mobile wallets, and 
automated deductions from mobile 
wallets have been made legal in many 
countries. This has the potential to 
vastly increase the pool of people who 
could be charged through automated 
monthly deductions, which was  
previously largely only possible for 
salaried employees.

The emergence of 
digital platforms
The emergence of digital platforms 
is also an important trend in Africa. 
Though the use of these platforms for 
microinsurance is still quite nascent, 
promising models are emerging in the 
region, particularly with regard to 
hybrid models. Hybrid approaches use 
data from digital platforms to segment 
the customer base and find promising  
sales leads. An active sales approach, 
such as call centres, is then used to  
sell insurance to those leads.
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4.4 Gender 4.5 Claims

The median percentage of female microinsurance clients in the region is 40%, the 
lowest of the three regions. Many women clients are insured through MFIs which 
tend to have a strong contingent of female borrowers.

The lower proportion of female clients partly reflects lower financial inclusion of 
women as a whole in the region. In 2017, in Sub-Saharan Africa, 37% of women 
had access to an account with a financial institution or through a mobile money 
service, compared to 48% of men. This 12 percentage point gap is higher than the 
11 percentage point gap for South Asia, four percentage point gap for East Asia 
and seven percentage point gap for Latin America.26

The median claims ratio in the region is 28%. Although low, this is higher than the 
rates reported for Asia (25%) and Latin America and the Caribbean (10%). 

Claims ratios vary between product 
lines (Figure 9), with higher claims 
ratios for credit life and life products. 
Possible explanations include higher  
competition and higher customer  
understanding of these products.  
Given the increased importance of 
hospital cash products in the market, 
it is important to address the relatively 
low claims ratio of health products 
(14%), which may be due to products 
being bundled or mandatory, resulting 
in lower customer awareness.

Out of all products that provided data 
on claims in the region, 33% had claims 
ratios in single digits. It is important 
that these particularly low claims 
ratios are addressed in order not to 
undermine the gradual creation of an 
insurance culture in the region.

Claims ratios in the region are affected 
by high operational and expense ratios 
which in turn squeeze claims. At the 
same time, interviews suggest that 
some insurance company boards set 
targets to keep claims below a certain 
value, but not to maintain them above 
a certain value. This risks the long-
term sustainability of microinsurance 
as very low claims ratios undermine 
value and trust in the company as  
well as the sector. It is important  
to address both inefficiencies and  
company approaches to claims in  
order to improve value. 

The median reported claims  
turnaround time in Africa is four days. 
However, interviews conducted with 
experts for this study suggest that  
this may not be accurate, and that 
slow claims turnaround times and 
poor service on claims are a frequent 
customer complaint. Slower claims 
turnaround times were reported for 
livestock products (23 days) and for 
health products (15 days).

The median claims rejection rate in 
Africa is 1.7%, the lowest of all regions. 
Particularly notable is the low claims 
rejection rate for health at 1.7%,  
compared to 7.1% in Asia and 29% in 
Latin America and the Caribbean.  

This may reflect the overwhelming 
predominance of hospital cash schemes 
in the region which are simpler to  
administer and may lead to lower 
claims rejection rates. It could also 
reflect more straight-forward policy 
wording, or simply that fraud has not 
yet developed to a significant degree 
for these products in the region.

Similarly low rates were seen for 
credit life and life products, and higher 
proportions of claims were rejected for 
personal accident (7.7%) and property 
(10.0%) products.

FIGURE 9 
MEDIAN CLAIMS RATIOS IN AFRICA BY PRODUCT LINE
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5. Asia

India was severely affected by the 
COVID-19 lockdown during the period in 
which data was gathered for this report 
and it was not possible to obtain data 
in time (see Box 5). It is hoped that 
the 2019 data will become available at 
a later stage.

If data provided for India by the  
country’s insurance regulator,27  
alongside publicly-available data for 
Allianz28 here, is taken into account, 
the total number of people covered 
in the region is between 147.0 million 
and 201.1 million across nine 
countries. This represents between 8% 
and 11% of the low- and middle-income 
population of these countries.

A total of USD 174 million was collected 
in microinsurance premiums across  the 
eight countries studied in the  region. 
The potential value of the  
microinsurance market in these  
countries is estimated at USD 6,300 
million, based on the entire low-  and 
middle-income population being 
covered by one insurance product.29 In 
these countries, current microinsurance 
premiums represent about 3% of that 
potential market.

Whereas some of the countries surveyed 
have been considered significant  
microinsurance markets for some  
time, particularly India and the  
Philippines, other microinsurance  
hotspots are emerging in the region, 
such as Bangladesh, Cambodia and 
Indonesia. Inspired by the success of 
microinsurance in longer-standing 
markets and growing recognition of 
the cumulative purchasing power of 
low-income and emerging consumers, 
insurers and regulators in a growing 
number of countries in the region  
are paying greater attention to  
microinsurance.

Microinsurance data and country 
profiles are available upon request 
from the Microinsurance Network.

5.1 Market size and evolution

In the eight countries in Asia covered by this study (Bangladesh, Cambodia,  
Indonesia, Nepal, Pakistan, the Philippines, Sri Lanka and Vietnam) it is estimated 
that between 25.4 million and 51.8 million people were covered by microinsurance 
products by the 59 insurers that responded to the survey in the region. Based on 
this figure, it is estimated that between 4% and 7% of the low- and middle-income 
population is covered by a microinsurance product in these countries.
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27 Insurance Regulatory and Development Authority of India (2019). Annual Report 2018-2019; and Pradhan Mantri Fasal Bima Yojana (2020). Crop insurance dashboard

28 Allianz (2020). Emerging Consumers: 2019 Full Year Report

29 This value is based on the median premium per person covered across all countries in Asia included in this study of USD 8.80. 
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Players in the  
microinsurance market
In many countries in the region,  
microinsurance is seen as an attractive 
business proposition, with well- 
established players that have been  
offering microinsurance for many years, 
finding the business not only sustainable  
but profitable. In some of these more 
established markets like the Philippines, 
some providers even report that as  
a result of industry efforts, public  
perceptions of insurance have shifted 
with more openness to purchasing 
insurance products and an improved 
reputation of the industry compared to 
when microinsurance efforts in these 
markets were still very nascent over  
a decade ago. In less well-developed  
microinsurance markets, insurers  
remain wary, but many are being  
inspired to move into the microinsurance 
market by success stories elsewhere  
in the region.

Regulation
Since the last landscape report on 
Asia in 2013, an increasing number of 
governments and regulators are taking 
an active interest in microinsurance 
and implementing various measures. 
At the same time, countries with more 
mature inclusive insurance markets, 
notably India and the Philippines, have 
been actively updating and reviewing 
their approaches. Nepal introduced 
quotas for insurers to serve low-income 
and rural customers in 2016, in a model 
similar to India’s. Some countries,  
such as Pakistan and Cambodia,  
have introduced or are considering 
introducing dedicated microinsurance 
licences, continuing the approach  
pioneered in the Philippines. 

A notable trend in the region is the 
continued active role of governments, 
in countries including Thailand, Nepal, 
Sri Lanka, India and Vietnam. Government 
involvement includes collaborating 
with regulators to implement and 
adapt agricultural insurance schemes 
for smallholder farmers, providing  
subsidies and other incentives, and  
efforts to integrate insurance with 
digital identity infrastructure. 

Similar to other regions, there is a 
strong push for digital insurance from 
governments and regulators interested 
in promoting inclusion in insurance. 
Regulators across the region have been 
introducing regulations to explicitly  
enable digital models as well as  
regulatory sandboxes to encourage 
innovation. Pakistan, for example,  
has introduced both. Momentum for 
such measures has increased during  
the COVID-19 pandemic. India, for  
example, has recently enabled  
electronic issuance of policies on  
an experimental basis.

Scale
Each microinsurance product in Asia 
reached an average of 12,500 people, 
compared to approximately 7,700 in 
Africa and 39,600 in Latin America and 
the Caribbean. Each product generated 
an average of USD 94,000 in premiums, 
compared to USD 72,300 in Africa and 
USD 760,300 in Latin America and the 
Caribbean. Funeral products reached 
the highest scale, at an average of 
180,000 people per product, followed 
by personal accident at 59,000 people 
covered per product.  

Premiums 
The median premium paid per person 
covered in the region is USD 8.80, the 
lowest of the three regions (Africa 
and Latin America and the Caribbean 
had values of USD 14 and USD 18.92 
respectively). Credit life products, 
which have long been important in the 
market, as well as personal accident 
products, are offered at low rates, at 
a median of UDS 5.07 and USD 3.67 
respectively. Life products that are 
not credit-linked have a higher cost, 
at USD 12.12 per person covered. Crop 
and livestock products are also offered 
at higher rates, consistent with global 
trends, however, with limited data on 
these products, estimating meaningful 
averages was not possible.

BOX 5

The Indian microinsurance market
India’s absence from the 2019 data is important because 
the country is one of the largest microinsurance markets 
in the world. Based on publicly-available data, between 
121.6 million and 141.8 million people are covered by a 
microinsurance product in India, considering only those 
products with the participation of private insurers. These 
products resulted in over USD 3,200 million in premiums.30

The government plays a particularly important role in 
promoting and subsidising microinsurance in India. The 
Prime Minister’s Crop Insurance Scheme (Pradhan Mantri 
Fasal Bima Yojana – PMFBY), India’s government-subsidised 
crop insurance scheme, alone covered approximately  
18.7 million farmers in one season in 2019.

Microinsurance growth outside of government-sponsored 
schemes has been slower, however, and has focused 
largely on life insurance products. Insurance stakeholders 
interviewed by India’s National Insurance Academy stated 
that more varied products were required by the market, 
especially products which bundled coverage for several 
risks. Those interviewed made other recommendations, 
including the need for more convenient payment terms, 
digitalising of processes, particularly to improve claims 
payments, and leveraging of a wider range of distribution 
options, such as community-based organisations.

30 Insurance Regulatory and Development Authority of India (2019). Annual Report 2018-2019; and Pradhan Mantri Fasal Bima Yojana (2020). Crop insurance dashboard
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5.2 Products

Life and credit life products dominate the Asian markets surveyed in this study, 
both in terms of people covered (Figure 10) and premiums collected (Figure 11), 
with personal accident and health products also playing an important role in the 
market. This follows the pattern observed in the Landscape of Microinsurance in 
Asia and Oceania 2013, in which life insurance was also the most common cover, 
followed by accident and then health insurance.

It should be noted that crop insurance 
likely represents a far greater proportion 
of the market than suggested by these 
results. Data could not be collected 
from India, where government- 
supported crop insurance covers 
farmers at enormous scale, and data 
on large government crop insurance 
schemes in other countries of the region 
was also not captured in this data.

Interviews conducted for this study 
suggest that bundled products covering 
more than one risk have been growing 
in importance in the region in recent 
years. Such bundled products represent 
around 8% of people insured and 7% 
of premiums collected for products 
recorded in this study in Asia. The  
most commonly bundled covers are 
life, funeral, accident and health  
covers. These bundled products are  
attractive to clients, as they can  
address a handful of needs in an  
affordable way.

However, there is still a pressing  
need to diversify the supply of  
microinsurance in Asia in order to  
cover a wider range of customer  
needs, such as climate risks and  
more comprehensive health coverage. 
Even in more advanced markets like 
the Philippines, life insurance is still 
very much clients’ most common  
experience of microinsurance.

Health insurance
Health microinsurance has developed in 
Asia in a similar way to Africa. Hospital 
cash or hospital assistance products are 
very popular, and the predominance 
of these low-cost products over more 
expensive and more comprehensive 
products is clear in the low cost of 
health insurance products recorded in 
this study. The average premium per 
person covered for health insurance in 
Asia is just USD 5.39.

These products are attractive because 
they are relatively straightforward 
to administer. They do not require an 
insurer to build a network of hospitals 
and clinics, and are cheap to offer. 
In addition, they are more practical 
where health facilities are limited.  
For example, Kashf Foundation in 
Pakistan offers a comprehensive health 
insurance product in collaboration with 
insurance providers in parts of the 
country where private health facilities 
are more widely available and a much 
simpler product with set cash pay-outs 
according to the number of days spent 
in hospital in areas where private  
hospitals are not available. Through 
these two covers, provided on a  
mandatory basis alongside life  
insurance to all credit clients, Kashf 
Foundation has the largest coverage of 
health microinsurance in Pakistan.

In many cases, innovation in health 
microinsurance provision is aided by 
developments in digital technology, 

and mobile health services have taken 
off in countries including Indonesia 
and Bangladesh. Tonic, offered by 
telecommunications company Telenor 
in Bangladesh, for example, combines 
digital health advice, a teledoctor  
service, healthcare discounts and 
hospital cash insurance.31 The product 
offers free and paid packages, and  
by 2018 had reached 750,000 paid 
customers in Bangladesh.32 

Crop and livestock 
insurance
Although it was not possible to collect 
data on large government-supported 
crop insurance programmes, such 
schemes have grown enormously in 
certain countries like India, where the 
combination of government subsidies 
and economies of scale have made 
participation attractive for insurers.  
In India, the Prime Minister’s Crop 
Insurance Scheme (PMFBY), alone 
covered approximately 18.7 million 
farmers in one season in 2019,33 and 
other countries are starting to take 
similar approaches. A similar scheme in 
Indonesia, for example, covered close 
to a million hectares of paddy fields  
by 2016.34 

However, in countries where government 
subsidies are not available, relatively 
few insurers have been willing to take 
on the high claims and administrative 
challenges associated with crop and 
livestock insurance. 

FIGURE 10 
PEOPLE COVERED (IN MILLIONS) IN ASIA BY PRODUCT LINE

FIGURE 11 
PREMIUMS COLLECTED (USD MILLIONS) BY PRODUCT LINE IN ASIA
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31 Telenor (2016). Tonic is the New Face of Digital Health Services for Telenor

32 Lisa Morgan and Craig Churchill (2018). Financial inclusion and health

33 Pradhan Mantri Fasal Bima Yojana (2020). Crop insurance dashboard

34 Food and Agriculture Organization of the United Nations (2017). Country fact sheet on food and agriculture policy trends

Crop 0.0

There is still a  
pressing need to  
diversify the supply 
of microinsurance 
in Asia in order to  
cover a wider range of 
customer needs, such 
as climate risks and 
more comprehensive 
health coverage.”
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Mutual benefit associations (MBAs) are 
also very important in the Philippines. 
These associations can provide their 
members with limited but affordable 
life insurance and have proved very 
popular in the country. The model is 
now being adopted in other countries 
like Indonesia.

Agents cover a broad selection of 
possible arrangements, from dedicated 
insurance sales agents hired directly by 
the insurer to the agents of an insurer’s 
distribution partner. However, the 
continued prominence of agents, which 
are used for over half the products, 
demonstrates the continued importance 
of human contact in microinsurance 
sales and education in the region.

Technology is playing an increasingly 
important role in facilitating sales, 
including supporting sales agents. For 
example, technology can be used to 
allow digital enrolment by agents even 
in areas without internet connectivity. 
However, there has been little success 
in the region in achieving microinsurance 
voluntary sales through a fully digital 
approach without any human contact, 
since the need to build trust and actively 
educate consumers remains strong.

5.3 Distribution

Group sales remain very important in the region, particularly through financial  
institutions and MFIs (Figure 12). In many countries, MFIs are realising the need 
to go beyond credit life insurance and are offering additional options such as  
funeral, accident and health cover. At the same time, there has been some  
diversification in group sales through other organisations, such as farmers’  
associations, cooperative societies etc.

FIGURE 12 
THE PROPORTION OF PRODUCTS WHICH MAKE USE OF 
EACH DISTRIBUTION CHANNEL TYPE IN ASIA
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The role of  
digital solutions
Digital platforms are advancing quickly 
in parts of the region, and insurers are 
beginning to tap into this opportunity. 
Interestingly, many of these platforms 
explicitly aim to become providers of 
financial services. Grab, for example, 
is a ridesharing platform popular in 
Southeast Asia, which quickly began  
offering money transfers and now 
offers insurance as well as travel  
insurance on a per-journey basis.35

Mobile money use is also becoming  
increasingly important in the region, 
and insurers are beginning to leverage 
mobile money payments for insurance 
as well as using mobile wallets as a 
sales channel. MicroEnsure has  
collaborated with GCash in the  
Philippines to offer life, personal 
accident and hospital cash insurance 
through a hybrid model.36 Although it 
is possible for customers to sign up 
through an entirely digital process, 
MicroEnsure brings most customers on 
board through active sales made to 
leads identified through data provided 
by GCash.

The shift to digital payments and  
financial services has been particularly 
swift in China, where WeChat and 
AliPay have become payment giants. 
Players in the country are now moving 
towards credit and insurance and, with 
the technology and data they have 
available, coupled with supportive 
regulation, they are already achieving 
impressive results. For example,  
a mutual health aid plan launched  
by Ant Financial Services Group and 
targeting low-income customers 
reached 50 million users in just a few 
months in 2019.37 Such schemes could 
spread throughout Southeast Asia as 
Chinese companies start to invest  
more heavily in digital payments  
across the region.

35 Grab (accessed 15/09/2020). Freedom to insure whenever you need

36 GCash (accessed 15/09/2020). Get Insurance for as low as P39 with GCash Insure

37 Reuters (2019). China’s Ant Financial amasses 50 million users, mostly low-income, in new health plan
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5.4 Gender

At 60%, Asia has the highest proportion 
of  female clients reported in any 
region. Credit life products recorded  a 
particularly high rate, with 85% of  
clients being women. This is likely  due 
to a historic focus on female  clients 
among many important MFIs  
in the region, as well as higher levels  
of financial inclusion of women in  
general, particularly in East Asia,  
where the gender gap in account  
ownership is just four percentage 
points, compared to nine percentage 
points across developing countries 
(and 11 percentage points in South 
Asia).

However, ratios varied considerably 
between product lines (Figure 13), 
with higher claims ratios for crop and 
livestock, as seen in other regions. 
Nonetheless, it should be noted that 
the figures for crop, livestock, climate 
and property products are based on  
relatively small numbers of products 
for which claims information was  
received and may not be as reliable. 

Relatively higher claims ratios were 
also observed for credit life products, 
at an average of 41%, compared to lower 
rates for health, personal accident, 
funeral and life products. This may be 
partly due to the institutional weight 
of MFIs in negotiating better products 
and in ensuring that claims are paid in 
order to repay their loans.

Lower claims ratios may be due to 
limited customer understanding and 
awareness where mandatory products 
are bundled with other products or 
services, or due to product design and 
processes that limit customers’ ability 
to claim. In addition, health claims 
rates can also be low where there is 
limited access to health facilities, 
meaning that people will only seek 
medical services or go to a hospital in 
the most pressing circumstances. 

Out of all products that provided data 
on claims in the region, 34% had claims 
ratios in single digits. It is important 
that these particularly low claims  
ratios are addressed so that the gradual 
creation of an insurance culture in the 
region is not undermined.

Claims turnaround times were an 
average of 14 days in the region, with 
the longest turnaround times given for 
livestock products (38 days on average) 
and shorter timescales for health, life, 
credit life and funeral, which all had 
turnaround times of ten days or less. 
Claims rejection rates in the region 
were generally low, with a median 
rejection rate of 2.4%. Rejection rates 
were slightly higher for health products 
compared to other product lines, at 
7.1%, which is consistent with findings 
on health insurance elsewhere.

FIGURE 13 
MEDIAN CLAIMS RATIOS IN ASIA BY PRODUCT LINE
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5.5 Claims

The median claims ratio in the region was 25%, lower than the rate seen in Africa 
(28%) but higher than that in Latin America and the Caribbean (10%).
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6. Latin America
and the Caribbean

Based on this figure, it is estimated  
that between 2% and 5% of the low- 
and middle-income population is 
covered by a microinsurance product 
in these countries, excluding Jamaica 
where recent, reliable information on 
the size of the low- and middle-income 
population was not available.

If publicly-available data from Allianz38  
is included for these countries where 
it was not provided locally,  the total 
number of lives covered is between 
6.3 and 22.5 million, representing 
the same proportion of the low- and 
middle-income population covered 
(between 2% and 5%), again excluding 
Jamaica.

A total of USD 674 million were  
collected in microinsurance premiums 
across the seven countries. The  
potential value of the microinsurance 
market in these countries is estimated 
at USD 7,200 million, based on the  
entire low- and middle-income  
population being covered by one 
insurance product.39 In these countries, 
current microinsurance premiums 
represent about 9% of that potential 
market (excluding Jamaica), the  
highest proportion of the three regions.

Microinsurance data and country 
profiles are available upon request 
from the Microinsurance Network.

Players in the  
microinsurance market
There are plenty of commercial 
success stories in the region. 
Nonetheless, insurance providers stress 
that they continue to face challenges, 
particularly around high commissions 
for  distribution channels and 
difficulties  in moving beyond bundled 
products  to voluntary offerings.

Several new actors have entered Latin 
America and the Caribbean in recent 
years with innovative approaches to 
microinsurance in the region, such 
as index-based insurance for natural 
disasters. Many schemes are still in 
their relatively early stages, but they 
have been important in demonstrating 
to local markets that other models are 
possible. A number of established 
players  are also attempting to 
introduce greater innovation. Some of 
the large insurance companies in the 
region have started innovation labs in 
recent years and successful pilots are 
starting  to emerge.

Some companies exclusively focused on  
microinsurance do exist in the region, 
such as ALM in Brazil, although these 
are less present than in other regions. 
Previously, there were efforts in the 
region to create institutions specifically 
offering microinsurance to an MFI or 
a network of MFIs, usually as brokers, 
with the long-term aim of branching 
out to serve other clients. Many of 
these have dwindled, partly due to 
financial pressures on MFIs as well as 
increased capacity within the MFIs 
themselves to manage insurance.

6.1 Market size and evolution

In the seven countries in Latin America and the Caribbean for which data was  
submitted (Argentina, Bolivia, Brazil, Colombia, Jamaica, Mexico and Peru) it is  
estimated that between 6.2 and 22.1 million people were covered by microinsurance 
products by the 34 insurers that responded to the survey in the region. 
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38 Allianz (2020). Emerging Consumers: 2019 Full Year Report

39 This value is based on the median premium per person covered across all countries in Latin America and the Caribbean included in this study of USD 18.92. 
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Regulation
Efforts to better regulate and supervise  
microinsurance have accelerated in 
Latin America and the Caribbean in  
the last few years, with many countries  
introducing specific licences or  
microinsurance regulations, as well as 
regulations to open up new distribution 
channels and facilitate e-commerce. 
Regulation to permit the use of  
correspondent channels – local retail 
outlets which can act as agents for 
insurance – have been particularly 
important in the region and have been 
introduced in many countries including 
Colombia and Brazil. 

Many governments and supervisors are 
taking active approaches to developing 
microinsurance markets. These often 
integrate specific concerns in each 
country, such as a focus on gender in 
Argentina, on sustainability in Costa 
Rica. In Colombia, for example, the 
regulator has established a regulatory 
sandbox, and the government programme  
Banca de las Oportunidades has  
partnered with the insurance  
association, Fasecolda, to promote 
microinsurance development, including 
systematic training for the industry  
and making funds available for piloting 
new products.

Continued regulatory restrictions 
include limitations on how insurance 
can be bundled with non-insurance 
products and limitations around  
agents. In addition, the line between 
microinsurance and mass insurance 
is blurred in the region, and some 
insurers may choose to register micro 
products as mass insurance in order 
to avoid some of the requirements of 
microinsurance regulation. In some 
countries, the process to launch a 
product under the microinsurance 
regulatory framework is still considered 
more burdensome than the traditional 
framework, although it usually offers 
advantages, particularly in terms of the 
distribution channels that can be used.

Scale
The business case for microinsurance 
in Latin America is supported by a 
large customer base of low-income and 
emerging middle-income consumers 
and the potential to scale products in 
large and highly-populated countries. 
Scale is more challenging in smaller 
Caribbean countries.

The microinsurance products in Latin 
America and the Caribbean recorded 
in this study reached an average of 
39,600 people per product, compared 
to approximately 7,700 people in  
Africa and 12,500 in Asia. Each product 
generated an average of USD 760,300 
in premiums, compared to USD 72,300 
in Africa and USD 94,000 in Asia.  
Life, personal accident, property and  
credit life insurance are all reaching 
significant scale, at an average of over 
30,000 people per product. Funeral  
and health insurance products came 
just behind, reaching an average of 
28,700 and 28,400 people per product  
respectively. Personal accident  
products brought in the highest  
premium, with an average premium 
income of USD 2.2 million per product.

Premiums
The median premium per person 
covered is USD 18.92, higher than the 
comparable figure in Africa (USD 14) 
and Asia (USD 8.80). This is a result of 
comparatively higher incomes in the 
region and a larger emerging middle 
class, allowing for higher premiums to 
be charged. Health products had the 
lowest premium per person covered 
recorded (USD 10). This suggests that 
these products are largely made up of 
low-cost products like hospital cash 
products or catastrophic cover for 
specific illnesses like cancer.

BOX 6

The potential for microinsurance 
growth in Jamaica
The roots of microinsurance in Jamaica can be traced 
back to the mid-1940s, when the Credit Union movement 
was established in the country. The movement sought to 
make sure that loans and savings came with insurance so 
that beneficiaries would receive a payment in the case of 
a member’s death and so that loans were not passed onto 
members’ families. The mantra was the “debt should die 
with the debtor”. A mutual insurance society was originally 
established to provide this insurance. To this day, credit 
unions are the most important financial institutions in 
Jamaica among the low-income population, with over  
one million members in the country.

Today, Jamaica’s insurance sector has expanded and is 
now made up of 17 insurance companies. The country 
does not currently have specific regulations in place for 
microinsurance. However, consultations on introducing  
such regulations were led by the Financial Services 
Commission from 2015 to 2019, with the support of the 
Insurance Association of Jamaica, and it is expected that 
the regulation will be introduced in the near future. It is 
hoped that this will facilitate microinsurance and widen 
the possible channels through which it can be offered.

Nonetheless, products targeting the low-income  
population exist, including several products developed 
by GK Insurance, as well as products from CUNA Mutual 
which offers insurance for credit unions. Other companies 
are preparing to introduce microinsurance products once 
the regulation is introduced. Insurers see potential to 
leverage the high footprint of microfinance in the country 
as well as the high density of mobile phones in Jamaica, 
at 103 mobile subscriptions per 100 people.40

40 International Telecommunication Union (ITU) World Telecommunication/ICT Indicators Database
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6.2 Products

The market in Latin America and the Caribbean is still dominated by traditional 
microinsurance products, largely life, credit life, personal accident and funeral 
insurance (Figures 14 and 15). Funeral insurance is particularly popular in some 
markets. In Colombia, for example, funeral insurance can be sold directly by  
funeral parlours without partnering with insurers.   

Health insurance products, on the 
other hand, have not experienced the 
same surge as they have in Africa and 
Asia. However, some countries, such as 
Ecuador, have seen growth in low-cost 
health products.

According to the data collected for 
this study, bundled products combining 
cover from more than one product line 
represented less than 1% of people 
covered and less than 1% of premiums. 
This is the lowest proportion of all  
regions. However, interviews with  
experts from the region suggest that 
bundled products are growing. In  
addition, some insurers may have  
listed only the principal cover,  
meaning that the proportion could  
be underestimated.

Very little crop microinsurance has 
been recorded in this study, however 
there are several important schemes 
in many countries, often linked to 
MFIs which offer agricultural loans. 
In addition, some index products are 
being offered by companies like MiCRO 
and Blue Marble. In some cases, index 
insurance covers weather risks for 
farmers, but products have also  
been designed for other groups  
whose livelihoods are impacted by 
weather events.

Nonetheless, innovation in product 
design has generally been much more 
limited in Latin America and the  
Caribbean in recent years compared to 
that seen in Africa and Asia. Insurers 
have been able to reach quite high 
numbers of clients and premiums 
through mandatory products offered 
through straightforward channels,  
such as bancassurance or bundling  
with credit cards or retail purchases. 
Interviews conducted for this study 
suggest that many of these products 
are poorly understood and offer low 
value, and customers may not even 
know that they are insured. It is  
therefore hard for insurers to transition 
to other channels and voluntary sales, 
since the products they offer are not 
sufficiently attractive and high-value to 
be sold through these channels. There 
are plenty of examples of good-quality 
and innovative products that have 
succeeded in turning this around in the 
region, but many insurers have yet to 
move beyond this paradigm.

FIGURE 14 
NUMBER OF PEOPLE COVERED BY PRODUCT LINE IN LATIN AMERICA 
AND THE CARIBBEAN

FIGURE 15 
PREMIUMS COLLECTED (USD MILLIONS) BY PRODUCT LINE IN LATIN AMERICA 
AND THE CARIBBEAN
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6.3 Distribution

Financial institutions and microfinance institutions remain very important in the 
market. In some countries, it is a regulatory requirement for insurers to go through 
brokers, which is part of the reason behind the high proportion of products which 
use brokers seen in Figure 16. In most cases these are not specialist microinsurance 
brokers, and there are doubts about the value they add to microinsurance.

Agents and retailers also play an  
important role. In particular, the  
use of varied local retailers, from  
neighbourhood shops to newspaper 
stands, as insurance agents, known  
as correspondents, has picked up in 
recent years and become very  
successful in some markets,  
particularly in Brazil and more  
recently in Colombia. 

In addition, some insurers have  
been successful working with service 
companies, such as water and electricity  
services, particularly in Colombia. 
Some products, particularly personal 
accident products, are bundled with 
retail purchases or credit cards. There 
are concerns that customers may not 
know that they are insured through 
such products. MNOs, on the other 
hand, never took off as an important 
channel in the region, unlike in  
Africa and to some extent Asia.  
They continue to play only a very  
small role in the region.

Many of the channels used in the region 
charge high commissions, but, due to 
higher incomes in comparison to other 
regions, insurers can charge higher  
premiums in Latin America and the  
Caribbean, making more costly  
channels possible.

Between 2011 and 2017, the gap in 
financial account ownership between 
men and women narrowed by two  
percentage points in Latin America 
and the Caribbean, with 59% of men 
and 52% of women having access to an 

account.41 This is slightly smaller than 
the 9% gap seen across developing  
countries. Women also have higher  
access to mobile and internet in the 
region. Whereas across low- and  
middle- income countries, women  

are 8% less likely than men to own a 
mobile phone, and 20% less likely to 
use mobile internet, in much of Latin 
America and the Caribbean the gender 
gap is minimal.42 

Out of all products that provided data 
on claims in the region, 51% had claims 
ratios in single digits. It is important 
that these particularly low claims 
ratios are addressed in order not to 
undermine the gradual creation of an 
insurance culture in the region. Part of 
the reason for low claims ratios is the 
high commissions paid to distribution 
channels. Nonetheless, claims ratios 
in single digits in non-catastrophic 
products like health and life cannot be 
offering reasonable value to customers.

The median claims turnaround time for 
claims in the region was 20 days, the 
longest time recorded out of the three 
regions. This was longest for property 
(35 days) and personal accident (30 
days) and shortest for health products  
(10 days). Latin America and the 
Caribbean also has the highest claims 
rejection rate of the three regions at 
7%, compared to 1.7% in Africa and 
2.4% in Asia. 

The digital ecosystem in Latin America 
and the Caribbean is developing rapidly, 
including digital loans, e-commerce, 
digital wallets and digital platforms, 
offering interesting opportunities for 

insurance. On the whole, insurers 
have yet to capitalise on this trend for 
microinsurance but new solutions will 
likely emerge in coming years.

6.4 Gender

6.5 Claims

In the region, insurers reported that 52% of customers are women.  
This reflects both the strong link between microinsurance and microfinance, 
which has historically focused on women, and improving levels of financial  
inclusion of women in the region. 

Latin America and the Caribbean has the lowest median claims ratio of the three  
regions at 10%, compared to 28% in Africa and 25% in Asia. Claims rates are higher 
for climate products (35%), but health, life, personal accident and property  
insurance all have average claims ratios in single digits (Figure 17).

41 Demirgüç-Kunt, Asli, Leora Klapper, Dorothe Singer, Saniya Ansar, and Jake Hess (2018).  
   The Global Findex Database 2017: Measuring Financial Inclusion and the Fintech Revolution

42 GSMA (2020). The Mobile Gender Gap Report 2020

FIGURE 17 
MEDIAN CLAIMS RATIOS IN LATIN AMERICA AND THE CARIBBEAN 
BY PRODUCT LINE

FIGURE 16 
THE PROPORTION OF PRODUCTS WHICH MAKE USE OF EACH  
DISTRIBUTION CHANNEL TYPE IN LATIN AMERICA AND THE CARIBBEAN
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Appendix A

Landscape of Microinsurance Questionnaire Insurers per country and response rates

Appendix B

A PRODUCT PORTFOLIO 

1 Which of the following product types did your company make available for 
the low-income market, including but not limited to microinsurance products 
for the year 2019?

2 Under the product type(s) given above, what were the name(s) of products 
you provided for the year 2019?

3 Under the product name(s), what was the main risk covered under this product?

4 If applicable, what was the second risk covered under this product? 

5 If applicable, was there any other risk covered under this product?

B PRODUCT CHARACTERISATION 

1 Could you please provide a brief description of each product? 
If available, a product brochure would be appreciated and can be sent 
as a separate attachment.

2 How many people were covered under this product on 31 December 2019?

3 How many individual policies under this product were active on 
31 December 2019?

4 How many policies under this product were group policies on 
31 December 2019?

5 What was the total value of premiums collected under this product for the 
year 2019? Please answer this question in your local currency. 

6 What was the total value of claims paid out under this product for the year 
2019? Please answer this question in your local currency. 

7 How many claims were submitted under this product for the year 2019? 

8 How many claims were accepted under this product for the year 2019? 

9 From the day the incident took place, what is the average number of days 
it took to settle claims made by the insured for the year 2019?

C PRODUCT DISTRIBUTION

1 What was your company’s role in the supply chain under this product for 
the year 2019? 

2 Did you make use of any intermediaries (distribution channels) in providing 
this product to your clients for the year 2019?

D ADDITIONAL QUESTIONS

1 To help us avoid double counting, if you made use of any partners in the 
distribution of this product for the year 2019, please provide the names of 
each partner used.

2 Of the policies that were active in 2019, what percentage were taken 
out by female clients?

# of insurers # of targeted # of completed 
identified insurers questionnaires

AFRICA 

Côte d’Ivoire 8 5 1

Egypt  20 3 6

Ghana 25 16 18

Kenya 57 19 10

Morocco 13 1 5

Nigeria 48 23 9

Rwanda 14 7 7

Senegal 13 1 0

South Africa 59 18 1

Tanzania 16 1 2

Zambia 27 11 6

Zimbabwe 29 7 40

ASIA 

Bangladesh 64 11 10

Cambodia 26 3 3

India 63 15 0

Indonesia 143 3 2

Nepal  39 2 13

Pakistan 48 23 3

Philippines 104 49 14

Sri Lanka 27 12 10

Thailand 78 1 0

Vietnam 49 0 4

LATIN AMERICA 
& THE CARRIBEAN

Argentina 175 7 1

Bolivia  19 11 6

Brazil  28 0 12

Chile 69 3 0

Colombia 44 22 6

Jamaica 36 3 1

Mexico 113 12 5

Peru 20 10 4

TOTAL       1,474 299 199

In each country, all licenced insurers were identified. Out of these, targeted insurers known to be active in microinsurance  
(as defined by the study) were selected based on feedback from Microinsurance Network members and country researchers.
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Appendix C

Response rates for each indicator and region

43 Some products are bundled and contain more than one product type. The proportions of products listed do not therefore add up to 100%.

TABLE C1 
NUMBER AND PROPORTION OF PRODUCTS43 REPORTED BY PRODUCT LINE

TABLE C2 
NUMBER AND PROPORTION OF PRODUCTS FOR WHICH USABLE DATA WAS PROVIDED FOR EACH INDICATOR

LINE OF 
BUSINESS 

Life 168 29% 46 18% 79 44% 43 29%

Credit-life 72 12% 31 12% 21 12% 20 13%

Funeral 79 13% 53 20% 9 5% 17 11%

Personal Accident 85 14% 17 6% 37 21% 31 21%

Health 67 11% 29 11% 25 14% 13 9%

Crop 31 5% 23 9% 7 4% 1 1%

Livestock 17 3% 8 3% 8 4% 1 1%

Property 45 8% 29 11% 8 4% 8 5%

 13 2% 2 1% 6 3% 5 3%

Other 60 10% 41 16% 8 4% 11 7%

TOTAL 589 262 178 149

INDICATOR 

 469 80% 197 75% 149 84% 123 83%

 520 88% 234 89% 159 89% 127 85%

 384 65% 145 55% 127 71% 112 75%

 551 94% 247 94% 166 93% 138 93%

 263 45% 84 32% 115 65% 64 43%

 462 78% 208 79% 147 83% 107 72%

  367 62% 137 52% 115 65% 115 77%

 473 80% 219 84% 141 79% 113 76%
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About the Microinsurance Network
The Microinsurance Network is the global multi-stakeholder 
platform for professionals and organisations that are committed 
to making insurance inclusive. Membership-based, we bring 
together diverse stakeholders from across the value chain who 
share our vision of a world where people of all income levels 
are more resilient and less vulnerable to daily and catastrophic  
risks. We encourage peer-to-peer exchange and learning,  
facilitate the generation of knowledge and research, and  
act as advocates, promoting the role that effective risk  
management tools, including insurance, play in supporting  
the broader development agenda.

Find out more

Read our publications 
www.microinsurancenetwork.org/resources

Visit us at 
www.microinsurancenetwork.org

Contact us  
info@microinsurancenetwork.org

Twitter  
twitter.com/NetworkFlash

LinkedIn  
linkedin.com/company/microinsurance-network

https://twitter.com/networkflash
https://www.linkedin.com/company/microinsurance-network

