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ASSESSING PAPUA NEW GUINEA AS A MARKET FOR MICRO-INSURANCE

1 Informal insurance: “Wantok” system

3 Literacy level and insurance awareness

2 Infrastructure 

4 Traditional sales methods

- Strong sense of 
community

- “Wantok System”
- Distrust in external help

- Shortage of physical 
network of communication

- No large city

- Illiteracy
- Low bank penetration
- Extremely low insurance 

awareness

- Expensive real estate
- Exposure to crime
- No tele-marketing
- Hardly any street sale
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”wantok” system:
Strong sense of community in Papua New Guinea. No homeless people and no beggars because the community will always provide for its members
Wantok System defined as ”unquestionable duties and responsibilities resulting in the fact that in each “clan” each member can expect basic provisions and sustenance such as housing, food, folk medicine, security, and a general sense of inclusion and belonging”
Distrust for external help (Police, national government etc.)

Infrastructure:
- Only 3.000km of paved roadways for a country similar in size with Thailand (that has 180,000km of roadways)
- Only 250,000 inhabitants in the capital city
When your distribution rely on a network of agent and face-to-face communication: how do you deal with that?

Literacy level and insurance awareness:
36% of illiterate people (low estimate)
8% of the population have access to insurance only (in 2012, according to Pasifika Microfinance)

Traditional sales methods:
Very high price of real estate and dangerous exposition to crime -> Impossible to handle cash
No tele-marketing
No street sales (except food and clothing on dedicated markets)

Challenge of creating client value: existing solutions, low litteracy, 



THE BIMA APPROACH APPLIED TO PNG

LEAN MANAGEMENT STRATEGY

• Fast launch with a simple product and a small team
• Introduction of new feature through a reiterative approach & customer feedback loop
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• ‘Paper-less’ enrolment 
• Airtime as a payment channel
• Device-blind channels for customer communication & claims

LEVERAGING THE BENEFITS OF MOBILE TECHNOLOGIES2

FOCUS ON REACH, DOWN TO INDIVIDUAL LEVEL
• Education: call centre & mobile agents; field trips to remote areas
• Localisation: Sales script in Tok Pisin; local training
• Reach: Regional offices and Digicel branches
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PARTNERSHIP WITH RELEVANT ORGANISATIONS:

• PFIP funding to enable expansion to difficult areas like the Highlands 
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- In a market with so many unknown factors, it is difficult to commit on a final structure, product or strategy from day one.
     - But PNG also offers the opportunity to test things: Regulation is not too cumbersome, word-of-mouth is not yet as viral as in other places and level of expectation is quite low to start with. We launched our first product 10 weeks only after landing in the country.
     - One product with 3 levels of cover. Same policy for all customers, regardless of age, geography or medical record.
     - We improved our operations over time with introductions of new features requested either by our agents or by our customers. We conducted multiple customer surveys and introduced new products based on the needs we identified.

- 3.3m active mobile SIM cards in the country (53% of population): best channel to reach customers.
     - Customers can enrol by sending a confirmation SMS which lifts a major barrier to insurance adoption (paperwork).
     - Network of airtime resellers is much denser than any other product, making it a great payment channel
     - Using device-blind (and somehow obsolete) technologies to reach 100% of handsets: SMS and USSD

3. It might be counter intuitive in a time when social media and internet make it easy and cheap to reach targeted individuals, but having our own team of agents is key to our success in distribution.
    - Large team of agents split in two: Call centre agents and field agents. Call centre can reach people in remote areas. Field agents can talk to larger crowds.
    - Local agents talking in Tok Pisin and local dialets. Trained locally and knowledgeable about the different regions
    - Creating regional offices over time to have more points of contact and facilitate claims
    - Partnering with local authorities (religious, political), businesses (micro-finance, distributors) and NGOs (UN, Australian Aid)

4. Partnerships with NGOs is not something we were familiar with before meeting PFIP. We were traditionally avoiding any extra commitment (in line with our point 1). But the PFIP approach was very flexible and their goals were aligned with ours: increasing our reach to rural areas. With such a partner, that understands business constraints and is focused on sustainable business models, partnerships make a lot of sense. They were definitely an important element of our success in PNG.

Feedback: Launching with a Pay Product. How does it change the relationship with the Operator and the Regulator. How are we now compared to 6 years ago. Why did we need to move to 



OUTCOMES

229.636 

157.158 

ACTIVE CUSTOMERS PER 
PRODUCT

Life Hospitalisation

Y1 Y2

50,000 new 
active 

customers 
each month

29%

71%

32%
RURAL CUSTOMERS

84%
ACCESS INSURANCE 

FOR THE 1ST TIME

HAVE OR WILL 
RECOMMEND 

BIMA
69%
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In just one year and a half we became the largest insurance in the pacific in terms of active policies. We have now paid more than USD1.4m in claims. Just 2 months ago another insurance followed our path and launched a similar product.
We are also using the “Progress out of Poverty Index” by Grameen to monitor in the long term what is the impact of our products on the life of the insured families. Although it is too soon to draw conclusions, claimants have reported to us that the financial relief they obtained through insurance was of tremendous help to overcome their difficulties.
BIMA in PNG is now a profitable business and a sustainable model.




LOOKING FORWARD

EXPANSION TO OTHER PACIFIC COUNTRIES

• On the back of our successful collaboration in PNG, we have 
been helped by PFIP to experiment in the Pacific a new 
model that would allow us to reach smaller markets.

• This “hub model” allows us to approach even more under-
served populations, but involves also a lot of challenges

• Fiji hub opened in August 2016. More countries to be 
covered soon

Supported by

• Addressing clients of micro-bank institutions in the 
pacific to reach new groups of customers

MICRO-BANK PARTNERSHIP

In partnership with 

• Product in design phase
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THANK YOU 
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