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Innovation is the creation of better or 
more effective products, processes, 

services, technologies or ideas.  

 

 

"Capital isn't so important in business. Experience isn't so important. You can 

get both these things. What is important is ideas. If you have ideas, you have 

the main asset you need, and there isn't any limit to what you can do with your 

business and your life." 

Harvey Firestone 

 

 



Going to the Basics  

• Industry to evaluate its approaches  to  
address the ever changing customers needs in 
a dynamic marketplace 

• Interrogate the conventional methods of 
operation 

• To focus in to the future  



GLOBAL PERSPECTIVE 
1. Solvency II & Risk Based Supervision -significant step 

forward in regulation driven IAIS 

2. Financial crisis - While recognizing that insurance was 
not   significantly affected by the GFC, the industry 
experienced negative impact on investment 
performance. 

3. Natural disasters- hurricanes in US; 
Earthquake/Tsunami/Nuclear disaster in Japan; 
Earthquake in N. Zealand; Foods in Australia and 
Thailand(losses-US$100B-2011) 

4. Climate Change – affecting agricultural production 
and food security. 

 

 

  



KENYA’S INSURANCE MARKET 
• There are 46 insurance companies including 1 Takaful 

company. 

• The total insurance penetration rate in Kenya accounts for 
3.1% of the GDP. Life and non-life insurance  account for 1%  
and 2.1% penetration respectively. 

• Between 2007 and 2011, premiums have grown from 41.7B 
to 79.1B. Average annual growth 16.8% 

• Of the 16 million  insurable Kenyans, 12 million  are in the 
micro insurance sector 

• Main distribution channels are; for life insurance -  the 
conventional tied agency system and general insurance- 
brokers and general agents. 

  

 



Changes in Insurance Regulation 
• Enterprise Risk Management has become critical for 

the sustainability and survival of insurance 
companies. In Kenya it is being driven by the 
regulator by the introduction of risk based 
supervision 

• Solvency II 

• Corporate Governance guidelines (e.g. Money 
laundering act) 

• Increased capital requirements 

• Strict market conduct (e.g. rating for motor, group 
life) 

 

 

 



INCREASED COMPETITION 
• High and increasing number of companies- low barriers of entry, 

international insurers are likely to come to Kenyan  market as they are 
targeting emerging markets 

• Recognition of importance of branding as a competitive tool 

• Differentiation through customer service - customer centric 

•  Convergence and thinning of boundaries in financial services - need 
for education/awareness about role of insurance and difference with 
other financial institutions 

• Regional expansions  

• Increasing role of government in health insurance through NHIF and 
pension through RBA’s Mbao Pension Plan 

• Focus on research and development 

 

 



BRANDING & COMMUNICATION 
 

• Insurance companies can no longer take for granted the role 
of branding 

 

• Companies are spending more money every year to 
understand the psychology of their clients 

 

• With bad publicity of insurance worldwide, branding and 
communication has began to play a major role  

 



Snowballing   (Co-creation) 

• This  involves working on new product and service ideas 
together with the customers who are the consumers.  

• It turns "market research" into a far more dynamic and 
creative process. This taps into the creativity of the 
clients. 

• While new products have been slow to market in the 
past ,  co-creation approach is poised to change it. 

• Products with built-in customer input and value will 
challenge “product price wars” and redefine customer 
relationships 

 



Use of ICT to enhance efficiency 
• Use of ICT in enhancing efficiency through real time operations, 

Customer relation management 

•  Data mining and modeling to improve allocation of risk capital 
and reserves 

• IMIDS- to improve detection of fraud in motor insurance claims 

• Significant new applications- roll out of mobile distribution- 
today 24 million Kenyans have mobile phones- M-Pesa 
revolution in money transfer. 

• Online purchase of insurance through use of internet gathering 
momentum- in the West it is estimated that 70% of insurance 
shoppers used internet to obtain quotations. 

• A number of insurance companies have started using social 
media in communication and promotion- Facebook, Twitter 

 

 

 



Advances in technology…(cont’d) 
• Insurance companies must embrace new technology to 

unleash innovation in critical areas, including: 
• Customer Innovation – ensure acquisition and retention of 

clients by use of technology (e.g. Self-service, e-marketing/e-
distribution, m-marketing/e-distribution 

• Product Innovation – products that entrench clients to a 
company and create loyalty. 

• Service/Claims Innovation – communication by use of sms; 
ability to track claims online; Use of social media e.g. Facebook, 
Twitter etc. 

• Business Model Innovation – Information transparency; leverage 
on technology for cross-selling by leveraging on CRM systems 

 



Mobile Technology As a Distribution  Platform  

• In the last decade, Kenya has undergone a 
transformation in Information Communication 
Technology  (ICT)  and Mobile Money 

• The mobile phone has included the middle and 
bottom of the pyramid into the financial system 

• Of all the ways mobile phone-based technology has 
been used in Kenya, the most innovative has been 
mobile money transfer. 

• Mobile money is used to transfer an estimated US$ 
7 Billion annually (20% of GDP).  

 

 

 

 



MOBILE PENETRATION IN KENYA 

1999 

Less than 1 in 
1,000 had a 
mobile phone 

2007  

Over 8 million 
mobile phone 
users 

Launch of 
Mobile Money. 
52,000 Mobile 
Money Users 

2011 

Over 19 
million mobile 
phone users 

 

18 million 
Mobile Money 
Users 



Deepening Financial Access in Kenya 
An Opportunity for Kenya Insurers 

2006 2010 

Adults WITH 
access to finance 

Adults 
WITHOUT 
access to 
finance 

• The pyramid below illustrates the opportunity created by the Mobile Money Transfer 
upon which insurers can  use as route to the Microinsurance Market in the middle 
and the bottom of the Pyramid  

• The mobile phone has included the middle and bottom of the pyramid into the 
financial system 

 



Case Studies: Use of Mobile Technology 
Ghana: 

• In Ghana, Vanguard Life has partnered with TIGO, the 
telecommunications provider 

• Tigo prepaid customers are offered life insurance for themselves and one 
family member for “free” 

• The airtime usage in one month determines life insurance cover in the 
following month. 

• The pricing is in-built into the cost of the call/airtime and there is no extra 
charge 

• They currently cover over 3 million clients on this platform 

Kenya: 

• CIC Insurance has developed the M-Bima Platform 

• The platform was developed by CIC based on information from clients that 
they would like to be able to pay their premiums in a mode that fits their 
lifestyle.  

• It is a payment platform that allows clients to sign up, pay for premiums in 
a flexible manner and review statements from a touch of a button and at 
their convenience 

• The platform is available on mobile phone as well as on the internet on 
www.m-bima.co.ke 

 

http://www.m-bima.co.ke/
http://www.m-bima.co.ke/
http://www.m-bima.co.ke/


KENYAN EXPERIENCE ICT 

• In Kenya, we are experiencing a rapid 
expansion in the ICT sector and its application 
into other sectors which has seen a growth in 
the Kenyan economy.  

• Over the past decade, ICT has outperformed 
all other sectors growing at an average rate of 
20% per year which has led to Kenya getting 
to this Tipping Point.  

• This has created immense opportunity for 
innovation within the insurance industry 

 



The December 2010 World Bank Report on 
Kenya was dubbed “Kenya at the tipping 
point”. 
 

 The “Tipping Point” is the name given to 
that moment in an epidemic when a virus 
reaches a critical mass, when it starts to 
spread exponentially after a slow build up.  

 

“KENYA AT THE TIPPING POINT” 



Rising tide of consumerism 
• Consumer protection driven by regulation and new 

constitution 

• Customers becoming more knowledgeable and sophisticated 

• Customer lives being centered on technology (mobile, social 
media) - Behavioral/life-style shifts, and social media 
providing recommendations are changing consumer mind-set 

• Social pressures influence customers to buy certain goods and 
services 

• Information moves fast with the level of technology – 
good/bad service is quickly spoken about by consumers in 
social media to reach a wide audience 

 

 

 



Alternative distribution channels 
• Development of direct marketing- direct sales executives now common 

in a number of insurance companies. 

• Bancassurance is developing slowly but is likely to gather momentum 
in the near future- in India, it is developing rapidly-currently, new 
business in Life generated through bancassurance among private 
insurance companies accounts for 33% of their entire new business. In 
non-life, bank sales of insurance accounts for 9% of all insurance 
distribution.  

• Co-operatives- there is a task force between IRA and AKI exploring the 
possibility of using co-operatives, especially Saccos, as distribution 
channels (Saccoassurance). 

• In Kenya insurer are working with regulator to explore the possbility  of 
transacting insurance  through agency banks outlets 

• Retail outlets e.g. supermarkets. 

• Strategic alliances / Insurance as a value add (Kilimo salama) 

 



NEW PRODUCTS AND IMPROVED ACCESS 

• Product innovation has improved access to new markets 

• Increased need for pooling and economies of scale through 
cooperation of insurance companies to cover new risks and offer new 
products (e.g. political risk, crop insurance) 

• A focus on the under-served/un-served portion of the population: 

– Farmers: Farmers have been excluded from accessing insurance 
despite rising risks due to climate change (floods, droughts). In recent 
years, advancement in technology has provided access by use of 
weather index insurance. Agriculture insurance plays a role in 
promoting food production, food security and self-sustainability. 

– Church-assurance & Takaful: Religious beliefs have hampered access 
to insurance products of religious organizations and members. Product 
innovation and education is key to change beliefs and improve access 
to insurance 

 



MICROINSURANCE OVERVIEW 

• Globally, a significant number of insurance companies  are 
taking keen  interest  in reaching new markets, including low-
income   

• The microinsurance sector has grown in the last few years, but 
significant demand- and supply-side challenges remain.  

• Insurers seek ways to lower transaction costs, develop 
suitable distribution channels, adopt new technologies, and 
improve organizational structures.  

• These suppliers also realize that increasing demand and 
creating a culture of insurance in vulnerable communities will 
require changes in attitudes and beliefs, which can be a slow 
process 

 

 



MICROINSURANCE LANDSCAPE  

• It is recently being estimated that the global microinsurance 
market is worth USD 40 billion to the insurance industry and that 
it could reach out to 2.6 billion low income people worldwide.  

• There are many reasons why Asia is ahead of the game: Large 
and dense populations, interest from public and private insurers, 
non-conventional distribution channels and active government 
support 

• India is the power-house for microinsurance. It is estimated that 
60% of microinsurance customers world-wide live India.  

• Latin America accounts for 15% of those covered (mainly 
through mutuals and cooperatives).  

• Africa accounts for 5%  mainly driven South African and Kenya 
Markets  

• In China, the potential for microinsurance is 700 million people 

 

 



KENYA’S POTENTIAL MICROINSURANCE MARKET 

• 1.6 Million Upper 

• 2.4 Million Middle 

• 4 Million – Microinsurance 
Market 

Middle Low 

• 8 Million – 
Microinsurance 
Market 

Low 

• 16 Million < $2 per day 

• 8 Million <$1 per day 

• Out of a total population of 40m, 
there are 21m adults of whom 
12m are unemployed.  

• 7m Kenyans are employed in the 
informal sector 

• 24m people living below $2 a 
day.  

• In excess of 12m Kenyans earn 
between $2 and $10 per day 
and form a strategic and core 
market segment for 
Microinsurance.  

(Source: Cenfri, Kenya Microinsurance Landscape, 2010) 

 



HUMAN RESOURCE AS A KEY 
DRIVER OF GROWTH 

• Finding and retaining high quality employees is a 
challenge in the industry 

• Stiff challenge for talent between insurance 
companies, other financial services and consultancy 

• This is complicated further by low supply of qualified 
insurance staff compared to the demand (e.g. 
underwriting, actuarial, marketing) 

• Emergence of new trends requires highly qualified 
staff: Solvency II, Risk Based Supervision, Enterprise 
Risk Management 

 

 

 



CONCLUSION 
 

• The new trends in the regional insurance industry and 
opportunities are driven by similar factors being: 

– Mobile Technology 

– Microinsurance 

– Increased regulation (solvency II, RBS etc) 

– Increased competition 

– Alternative and innovative distribution channels 

• African insurance companies must embrace these factors 
to remain relevant in this competitive and dynamic 
market 



QUESTIONS &  COMMENTS 


