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AXA is insuring more than 200,000 migrant workers globally
They are a key segment in the AXA’s Emerging Customers strategy

Philippines , mandatory 
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Malaysia, MTO, voluntary opt-in, off/online

France, MTO, freemium, online

UAE, fintech, freemium, online

UAE, MTO, freemium, off/online



Consumer insights



Dahlan, a factory worker in 
Kuala Lumpur, broke his leg 
in an accident after work

He spent out of pocket 300 RM 
on treatment and lost 6 weeks 
of salary (2,500 RM)



I feel bad if I don’t send 
money home. 

They depend on me!

I am often bothered when 
unexpected things 

happen at home and 
money is needed urgently

47% of migrants in Malaysia have been 
asked last year for additional money mostly 

to cover health expenses, education fees 
and damage due to natural disasters

21% of migrants in UAE couldn’t send money 
home at least once last year, mostly due to 

sickness or accidents as well as delayed 
salaries and loss of a job

Risk is top-of-mind 
for most blue-collar 
workers living abroad



Their main worries vary across settings 
with accident, life and health risks topping the rankings

Job loss in Spain

Family health

Own death in 
Spain

Health expenses 
in Spain

Accidents in Spain

Death in family
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Job loss in UAE

Family health

Own death in UAE

Health expenses 
in UAE

Accidents in UAE

Death in family



Cross-border insurance 
for peace of mind and social impact

Protect 
Your FamilySecure Your 

Transfers

Insuring the sender 
against life, 

accident, 
hospitalization 

risks

Hospitalization, 
accident and life 

protection for 
receivers paid 

through 
remittances



Merchantrade case, Malaysia



Case study of Merchantrade with AXA Malaysia (1)
20,000+ voluntary opt-in policies sold within 6 months of soft launch in May 2018
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Case study of Merchantrade with AXA Malaysia (2)
Ongoing product innovation to show the value and further fuel awareness with 300+ 
claims paid over two years (2/3 of claims due to temporary disability)
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Enhancement of the first product with temporary disability cover; now 
migrants who have accident can claim also when they are not hospitalized

2nd product launched to include also sickness-related 
sick leave and hospitalizations, not just accidents



Creating Excitement for 1st Product Launch

12 Customer Management Journey FOR INTERNAL USE ONLY

Branch Launch
(Balloon Arch, Free Gifts & Bunting)

Free Popcorn (Funfair) Lucky Draw  (Excitement)

Satisfied & Happy Customer

Insurance Friends (native speaking) share product 
while customers are waiting for remittance services

Explain product 
to passer-by

Supports from AXA to build
brand & product confidence



Marketing Plan 
360 Marketing for Product Launching
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Multi-language
Branch POSM

YouTube videos featuring product benefits & 
claim process Popular app i.e. imo & facebook

Multi-language
Product Videos

Social Media

Insurance Friends 
perform group sharing 
at their living quarters 

and leverage their 
social media groups to 

raise product 
awareness

Appoint Native Speaking Insurance Friends

Bunting

Brochure

Insurance 
Card

Placemat

Click To Play Video



Telemedicine pilot with Merchantrade
Solving big pain-point for migrant workers who are 
intimidated to access healthcare in Malaysia

Unlimited teleconsultation for a migrant in Malaysia and his/her 
family in their home country (multilingual) with drug prescription and 
discounts in Malaysia

Offered in partnership with Connect and Heal as a promotion for 3 
months for all who buy Merchantrade Xtra product
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Rise, UAE



AXA Gulf & Democrance & RISE | Partnership overview
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• A UAE based fintech which operates a 
Facebook platform for Filipino maids,  
with 100k+ people engaged at end 2019. 

• The platform pairs finance education 
with financial services.

• In this context, RISE partners with UAB to 
offer a special salary bank account for 
domestic helpers who usually struggle to 
be served by mainstream banks. 

• This is complemented with skill building 
trainings (e.g. childcare for nannies) to 
expand migrants’ earning potential.

Channel: Fintech
Segment: Migrant workers Approach: Three phases

Freemium to drive sign up to RISE bank accounts and reward for having joined. Focused on 
Accidental Death and Total Permanent Disability, valid for 1 month for the initial pilot, then 
extended to all subscribers of a new RISE bank account. 
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Introducing an upsell to existing freemium clients at a low price, adding Partial Permanent 
Disability along with coverage of medical expenses and repatriation. 
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Expands from sending-end to receiving end coverage of the family at home. The paid for product 
extends the known benefits to insured in the Philippines. 
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50-60%
Conversion 

rate

30%
Conversion 

rate

Loyalty freemium

Upsell

Cross-sell: family-at-home cover



AXA Gulf & RISE | Marketing overview
Multiple points of contact followed by an outbound call engages the customer throughout
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WEBSITE / 
FACEBOOK CONTENT

SMS BLAST
MESSENGER / 
WHATSAPP

CUSTOMER

SERVICE CALLS

TESTIMONIALS / 
COMPETITION

Social media 
marketing, especially 
Facebook / Messenger 
are core to RISE’s model

Facebook activity 
through RISE (e.g. live 
video presentations) 
builds trust in product

Website is simple and 
responds to the 
behavior of the user

SMS blast to 1,500 
selected RISE customers 
who expressed interest 
via Facebook

SMS blast to all 
subscribers of a new 
bank account with most 
successful was “We are 
giving you insurance as 
a thank you”

Released testimonials 
to make the product 
more tangible and a 
competition to increase 
customer engagement

Competition required 
customers to comment 
and engage with the 
message. 

Messenger and 
WhatsApp were used 
with similar content, to 
reinforce the message 
and build awareness; 
customers need more 
than one message 

Use of CRM to keep 
track of engagement 
with customers

If prior steps do not 
result in conversion, 
customer receives a call 
from customer service 
agents

The call is focused on 
completing the sign-up 
process



First competition design (1/2) 
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https://business.facebook.com/GrowWithRise/photos/a.1127264957360666/2613117048775442/?type=3&theater

Benefits in Pesos – not in AED 

Benefits framed as one year’s salary 

https://business.facebook.com/GrowWithRise/photos/a.1127264957360666/2613117048775442/?type=3&theater


First competition design – asking them to comment why they 
should win  (2/2) 
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https://business.facebook.com/GrowWithRise/photos/a.1127264957360666/2613117048775442/?type=3&theater

Asking people to say why they should win 
also shows others peer view on why is 

insurance important  

https://business.facebook.com/GrowWithRise/photos/a.1127264957360666/2613117048775442/?type=3&theater


Competition – Showcasing winners 
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Showcasing certificates as achievements –
since you cannot really show someone 
winning an insurance product – but it 

makes people feel like a desirable thing to 
have  and creates comments like this 



We adapted the same strategy for upsell + leveraging free tele-
health consultation
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We have continued to leverage testimonials 
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We have also done a number of FB live events – with Axa & 
financial experts to drive awareness 

23



Lessons learnt 



Lessons learnt so far

Provide immediate client value (e.g. temporary disability cover and telemedicine)

Invest in multi-channel, ongoing, native marketing to drive behavior change

Don’t even start without seamless customer journey and agile tech partner as Democrance

Go beyond remittance-linked distribution models

Lobby to change regulation in both remittance-sending and –receiving markets
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