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Why Insurance penetration is only 0.9% in Bangladesh?

Over 510 NGO-MFls

(Credit & Development Forum, Jun’17)

Borrower 32.45 M l

l Outstanding $9.2 B l

| MI coverage 82%
(463 MFls)

MFls are allowed to offer
Microinsurance

32 Life Insurance Companies

(Total 77 companies)

 Covering 5% of \
National Population

: Total Life policy l
number 8 M

Fi

l Life Fund = $3448 M ‘
(IDRA'16)

Life insurance companies have
limited presence in Ml

Y brac

www.brac.net facebook.com/BRACWorld twitter.com/BRACWorld



Why Insurance penetration is only 0.9% in Bangladesh?

Current MI Offerings

» MFIs started offering Credit Life as
mandatory since 2013 by PKSF

= Covers death incident of the
Borrower only

= Premium varies from 0.7% to 1% of
loan amount

= Covers loan outstanding only

Client Perception

Credit Life insurance is a cost of
availing Loans

Difficult to cover costs associated to
death incident

Doesn’t cover the death of
breadwinner

Doesn’t cover other major events
I.e. disability, critical illness,
hospitalization

Lack of client education by MFls
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Client Need Analysis

Clients’ Perception
=S

Withdraw savings to cover hospital High Medium
and funeral expenses
Liquidate productive assets to cover : :
the debts High High
Access to flqance gets limited and High Medium
depends on informal lenders
Pull children out of school and send :

Medium Low
them to work
Chance of falling into poverty cycle High Low
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Incident

Death and Disability

Eligibility

Family Insurance: Borrower and one family member

Insurance Coverage

Waiver of outstanding loan amount

Funeral Cash

USD 125 USD 250

Other Benefit

Savings remain intact

Premium Rate
(per thousand of loan)

Single :0.3% Single : 0.4%

Dual : 0.7%

Voluntary Insurance Product
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Applying Client Protection

Principles Lens

SMART CAMPAIGN
CLIENT PROTECTION CERTIFICATION
August 2016

BRAC

This Certifies that BRAC has been evaluated according to the standards of the Client Protection Certification Program and found to take
adequate care to implement Client Protection Principles as promoted by the Smart Campaign.

Additional Information

For a complete list of entities that are currently certified against the standards for implementing the Client Protection Principles, see
the Smart Campaign Certified Entities Directory at www.smartcampaign.org. The standards can also be found on the website.

Smart Campaign Director

BRAC awarded with Client Protection
Certificate for complying with all the
standards in every steps

1. Sufficient knowledge about product
features

2. Affordable pricing with right value
propositions

3. Clients’ right to revoke insurance
contract

4. Transparency in key info sharing to
Clients’

5. Faster claim settlement to build
clients’ trust

6. Client awareness and satisfaction
assessment

Y brac

www.brac.net facebook.com/BRACWorld twitter.com/BRACWorld



Amazing Enrolment Rate in a voluntary credit shield
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EmSME B Micro =—Global

We are observing 77% average enrolilment rate in a voluntary
credit life scheme ever in Bangladesh
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Communication Strategy
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Behavioral Change Communication

Protect household from falling into the cycle of poverty

Groqp _ Insurance Education 1-2-1_House Visit
Communication @ Branch by Branch Manager
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Behavioral Change Communication — MSME Clients

1-2-1 Communication

Protect productive assets at the time of
adversity to ensure a better future of the
family that you have dreamed of
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Popular Theatre for community awareness

Social engagement platform to drive awafeness through real life examples
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Capacity development initiatives

Insurance Operation Manual Online FAQ
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Answering all possible field question
with latest information
Describing all process in details Accessible from anywhere
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Capacity development initiatives

Online Dashboard for performance management

Enrolment Report

Global Dabi BCUP Progoti NCDP SCDP
Premium Report
Claim Report Global
FAQ Policy Enrolment = Policy Type =
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Real time information availability for corrective measures by
the field team & central team
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Capacity development initiatives
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Digital Enroliment & Settlement procss
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Most efficient and digital enrollment option

Digital entry at clients doorsteps!
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Most efficient and digital enrollment option

Payment @ branch and MIS management
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FASTEST and Digital settlement of claims
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FASTEST and Digital settlement of claims

Claim Upload directly on the Insurer dashboard

Send Claim Documents

Thru Mobile APP and total claim settlement within 3 days
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https://bracguardianbima.com/sendClaim

A .l 49% = 4:37 pm

Tracking of clients’ awareness and satisfaction
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http://35.201.228.232/site/login#/index
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Initiatives to develop customer loyalty

Gift package for
0.5M MSME clients

[E ——a

O

Calendar given to 4.2M
members (micro)

Shared and spread the joy with all our borrowers on the
occasion of Bangla New Year in April 2018
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Initiatives to develop customer loyalty

Fhin”a.ncial Literacy'and awareness development (SHEBA)
campaign in September 2018
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Considerations for Sustainable Partnership

1. Set “Governance Structure” between Insurance Provider and
Aggregator — i.e. Steering committee for collaborative decisions

2. Set mandate for faster settlement of claims and real time visibility of
claim dashboard at both ends

3. Commission sharing vs. profit sharing model for a win-win mindset

4. Sustainable margin vs. commercial mindset: set Premium vs. cost ratio
threshold and review pricing if below threshold

5. Drive “Client Protection Principles” and periodic assessment of product
around client awareness and satisfaction

6. Collaborative campaign design and drive client literacy with utmost
priority

7. Well articulated SLA understood by field officers and low income clients
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Future plan for Credit Shield +

" Increasing Client Coverage and Benefit for CSI:
- Critical illnesses (subject to infrastructure development)

- Wellness services: Health tips, Health camps
- More Resilience building: savings + credit linked life

insurance

= SME Insurance solutions

— Asset Insurance, employee group life Insurance etc.
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