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Mobile Insurance Deployments are Taking Place 
Across the Globe
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2

Other Players

0 

20 

40 

60 

80 

100 

120 

2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 

N
u

m
b

er
 o

f 
M

ob
il

e 
In

su
ra

n
ce

 I
m

p
le

m
en

ta
ti

on
s 

Year 

Number of Mobile Insurance Immplementations Across Years 

Latin America 

Africa 

Asia 

Vietnam Cambodia 

Indonesia Papua New Guinea 

Sri Lanka 

Thailand 

Bangladesh 

Philippines 

Pakistan 

India 

Jamaica/ Santa 
Lucia/Granada 

Haiti 
Paraguay 

Honduras 
Brazil 

Madagascar 

Malawi 

Mali Mauritius 
Namibia 

Niger Rwanda 

Senegal 
Zimbabwe 

Burkina Faso 
Zambia 

Nigeria 

Uganda 

South Africa 

Tanzania 

Ghana 

Kenya 

Countries with Mobile Insurance Implementations in Asia, Africa and 
Latin America (Number of Products) 



MicroSave
Market-led solutions for financial services 

Variances in the Mobile Insurance Model

Agent Enrolment : Agents sell insurance to 
clients

- Insurer owned channel
- MNO owned channel
- Bank owned channel
- TSP owned channel

Agent-less enrolment: SMS /USSD

Who distributes/sales?

SMS/Call centre intimation: Client 
intimate MNO who intimate insurer of 
claim
Agent intimation: Submission of 
document at agent

How is claim intimated?

Loyalty Products : MNO pays premium

Freemium products : Loyalty + Paid top-up 
option

Voluntary Products : Clients Paying full 
Premium

Who pays?

Airtime deduction

Wallet based : payment from mobile wallet

Pre-paid instrument based: premium collected 
on  high frequency and paid to insurer at 
monthly/semi-annual basis

How is premium paid?

Premium 
Payment
Premium 
Payment

Claim 
Processing

Claim 
Processing

Wallet settlement: Claim amount credited to 
mobile wallet 

How is claim settled?

Bank settlement: Claim amount credited to 
bank, intimated through SMS/call

3

InstitutionInstitution
MNO Investing in TSP

MNO Investing in  Insurer
TSP Investing in Insurer/Re-insurer

Who promotes?

Insurer creates Eco-system
TSP creates Eco-system
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A Rescue Mission: The Mobile Insurance Case

Agent Enrolment : Agents sell insurance to 
clients

- Insurer owned channel
- MNO owned channel
- Bank owned channel
- TSP owned channel

Agent-less enrolment: SMS /USSD

Who Distributes/Sales?

SMS/Call centre intimation: Client intimate 
MNO who intimate insurer of claim

Agent intimation: Submission of 
document at agent

How is claim intimated?

Loyalty Products : MNO pays premium

Freemium products : Loyalty + Paid top-up 
option

Voluntary Products : Clients Paying full 
Premium

Who pays?

Airtime deduction

Wallet based : Payment from mobile wallet

Pre-paid instrument based: Premium collected on  
high frequency and paid to insurer at 
monthly/semi-annual basis

How is premium paid?

Premium 
Payment
Premium 
Payment

Claim 
Processing

Claim 
Processing

Wallet settlement: Claim amount credited to 
mobile wallet 

How is claim settled?

Bank settlement: Claim amount credited to 
bank, intimated through SMS/call
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InstitutionInstitution
MNO Investing in TSP

MNO Investing in  Insurer
TSP Investing in Insurer/Re-insurer

Who promotes?

TSP creates Eco-system
Insurer creates Eco-system
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Value Chain of The Product
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Insurance Company MNO

BankInsurance Company Bank agents

A leading 
insurance 
company 
partnered with a 
bank, an MNO and 
a TSP to distribute 
its mobile 
insurance product

Comprehensive 
health insurance 
product with
- In-patient benefit
- Out-patient 

benefit
- Maternity benefit

MNO’s mobile money 
agents  to sell the 
policies 

Bank’s agent to sell 
policies

Bancassurance
division of bank to 
distribute

TSP to manage the 
premium movement, 
MIS and claim 
management

Clients pay through 
mobile money 
account

Clients pay through 
mobile money 
account linked to 
bank a/c
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Value Assumption for the Distribution
Insurance Can Help Improve Agent 
Economics Substantially (in USD)

Monthly income to break Even: USD144

Current gap : 
USD64-67 

Maximum 
gap with 

insurance  : 
USD45-60

Assumptions
- Number of policies per agent

- Rookie (2 months’ vintage): 1 / month

- Learner (4 months’ vintage): 2/month

- Matured (>4months) : 1/week

- Old (>9 month): 3 in 2 weeks

- Commission  (Bank/MNO) : 10% of Premium

- Commission (Agents): 1% of Premium

- 15,000+policies per month by 24th month 

- 200,000 total policies in 2 years

- Premium collection: USD26mn

• Potential commission income by aggregator:

= USD2.6mn in 2 years

Business Accelerator for Aggregator
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Reality Strikes Back
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Number of 
Policies Sold

1,500 in two 
years

Number of 
Agents who Sold

500  of 80,000 
potential agents

Claim Ratio

156%

Agents 
uninterested to 

put effort in 
insurance 

sales.

Agents unable 
to sell complex 

health 
insurance 
product to 

clients

Moral hazard 
and adverse 

selection 
problem in 

selling owing 
to risk in out-
patient and 
maternity 

claim
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Issue Lies in Mis-alignment of Product and Channel
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Digital Self-
registration 
(e.g., SMS 

based)

Digital Self-
registration 
(e.g., SMS 

based)

Sophistication and Training of the Channel
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Assisted Self-registration 
(e.g., BIMA Islami Life Insurance 

by Robi , Bangladesh) 

Personal sales 
by Trained 
Dedicated 

Agents
(e.g., motor 

insurance by 
Reliance, India)

Personal Sales by Untrained 
Dedicated Agents  (e.g., My 
Funeral Cover, South Africa)
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Why Some Products Are Easier To Sell Than Others
(Product Categorisation in Mobile Insurance)
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• Affordability of premium
• Linked Product vs, Standalone
• Mandatory vs. voluntary choice
• Free vs. paid products
• Tangibility of benefit in near term

Demand for the Insurance Product/ 
Effort Required for Selling the 

Product

Complexity of the Product

• Multiple coverage in same policy
• Documentation requirement
• Underwriting complexity
• Ease of claim settlement process
• Involvement of Third Party
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Why All Channels Are Not Equal 
(Channel Categorisation in Mobile Insurance)
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Sophistication and Training of Channel

• Exclusivity of the channel for insurance
• Training and qualification of sales staff on 

financial services and specifically insurance
• Level of investment required to create the 

channel
• Dis-incentive and sophistication to maintain 

healthy portfolio

• Regularity of seller-client  interaction
• Loyalty of client to the channel 
• Level of personal contact
• Sophistication of other services offered by 

channel 
• Typical transaction size and duration 

Service Offered by the Channel

Digital Self-
registration 
(e.g., SMS 

based) 

Sophistication and Training of the Channel 
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Assisted Self-registration 
(e.g., BIMA Islami Life Insurance 

by Robi , Bangladesh)  

Personal sales 
by Trained 
Dedicated 

Agents 
(e.g., motor 

insurance by 
Reliance, India) 

Personal Sales by Untrained 
Dedicated Agents  (e.g., My 
Funeral Cover, South Africa) 
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The Solution: Product Channel Optimisation is Key

11

Digital Self-
registration 
(e.g., SMS 

based)

Digital Self-
registration 
(e.g., SMS 

based)

Sophistication and Training of the Channel
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Assisted Self-registration 
(e.g., BIMA Islami Life Insurance 

by Robi , Bangladesh) 

Personal sales 
by Trained 
Dedicated 

Agents
(e.g., motor 

insurance by 
Reliance, India)

Personal Sales by Untrained 
Dedicated Agents  (e.g., My 
Funeral Cover, South Africa)
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The Solution: Product Channel Optimisation is Key
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Digital Self-
registration 
(e.g., SMS 

based)

Digital Self-
registration 
(e.g., SMS 

based)

Sophistication and Training of the Channel
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Assisted Self-registration

Personal sales 
by Trained 
Dedicated 

Agents

Personal Sales by Untrained 
Dedicated Agents

Personal 
Accident

Funeral

Term Life

Crop 
Insurance

Health

Endowment

Motor-bike 
insurance

Free term 

(loyalty)

Free term 
life 

(loyalty)
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Litmus Tests  for Mobile Insurance
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Impact

Design

Uptake

Usage

Alignment of  business objectives of value chain stakeholdersAlignment of  business objectives of value chain stakeholders

Outreach growth in comparison to the business model/projectionOutreach growth in comparison to the business model/projection

Impact of mobile Insurance on business economics of the value 
chain members 

Impact of mobile Insurance on business economics of the value 
chain members 

Client experience and actual usage of the product and its benefits Client experience and actual usage of the product and its benefits 

• Design logic for  mobile Insurance- Whether loyalty or paid model suits;
• Whether target clients can actually access the product/s;

• Whether value chain members are well incentivised and trained.

• When and how the business is going to break-even?
• Whether the outreach is justified by cost and revenue.

• Business economics of channel partners  
• For  MNO:  AoN X  ARPU X % margin > Cost of MNO (Premium+ Marketing);
• For ANMs/Banks:  revenue from insurance >  loss of opportunity to sell 

alternative product/s;
• Whether mobile insurance is making any un-planned impact on business.

• Whether clients can raise claims in time bound manner;
• Whether clients can realise claims in time bound manner. 
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MicroSave Offices

Delhi Lucknow

Hyderabad
Manila

Jakarta

Kampala

Nairobi Port  Moresby

Tewkesbury

Hanoi 

Singapore

India Head Office: 
Lucknow
Tel: +91-522-2335734
Fax: +91-522-4063773
New Delhi Office:
Tel: +91-11-
41055537/38
Hyderabad Office:
Tel: +91-40-23516140

Kenya Office
Shelter Afrique House,
Mamlaka Road,
P.O. Box 76436, Yaya
00508, Nairobi, Kenya.
Tel: +254-20-
2724801/2724806
Fax: +254-20-2720133

Uganda Office
Ntinda Ministers 
Village
Plot 27, Valley Drive
P.O. Box  29111
Kampala, Uganda.
Phone +256-393 
202342
Mobile:
+256-706 842368

UK Office
The Folly, Watledge 
Close,
Tewkesbury, 
Gloucestershire
GL20 5RJ, UK 
Tel. +44 1684-273729
Mobile +44 796-307 
7479

Philippines Office
Unit 402, Manila 
Luxury 
Condominiums,
Pearl Drive corner 
Gold Loop,
Ortigas Center, Pasig 
City, Metro Manila, 
Philippines.
Tel: +(632) 477-5740

Indonesia Office
ANZ Tower 23rd 
Floor, JI. Jend.
Sudirman Kav. 33A,
Jakarta Pusat 10210, 
Indonesia.
Tel:+62 21 2954 
6828/29 fax: +62 21 
2954 6889

PNG Office
Corner of Musgrave 
Street and Champion 
Parade,
Port Moresby, Papua 
New Guinea. 
TeleFax No.: +675 321 
8823/321 8854

Singapore Office
3, Shenton Way, #13-
06, Shenton House, 
Singapore (068805)
Tel:+65 673 47955

Contact us at Info@MicroSave.net


