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The CEO retreat aim to demonstrate how inclusive 
insurance providers can make inclusive insurance viable 
and profitable while providing superior client value for 
their customers. 



Speakers – Part I

Dr. Nelson Kuria
Board Chair, CIC 
Group, Kenya

Geric Laude 
( Virtual) Head of Retail 
Insurance, Pioneer 
Insurance Philippines

Hadil Abdel Kader
( Virtual) Head of 
Emerging Consumers and 
Public Affairs, AXA Egypt 

Andrew Nkolola
CEO, aYo Zambia, 
Zambia



The Business Case for Inclusive 
Insurance 



Destitute

Vulnerable Non-Poor

Moderate Poor

Very Poor

Wealthy

Non-Poor

Too Poor to Access 

Microfinance or Insurance

‘Poverty Line’

Traditional 

Insurance 

Market

Potential 

Insurance 

Market

Microinsurance

Insurance for low-income persons, provided by 

different entities and based on generally 

accepted insurance practices

Inclusive insurance

All persons have effective access to 

insurance from responsible 

providers

Aim to provide access to insurance 

for excluded groups 

Business Case



The Blue Ocean Uptapped market
Penetration & Performance 

Opportunity



The Business Case for Inclusive 
Insurance 



Strategies to make Inclusive 
Insurance work



Geric Laude

Pioneer Microinsurance

Key Lessons in

Inclusive Insurance



Focus on Customer

Distribution 

Thru Partnerships

Affordable

Organizational Risk-taking

& Autonomy

Focus on Products

One-on-one Selling

Cheap

Play By the Rules &

Lack of Autonomy

WHAT WORKED WHAT DID NOT WORK



Most important value 

proposition:

Fast and fair claims settlement



Organisational development for 
inclusive insurance



Organize to Deliver: Design The Structure for the Outcome 

Intended

CEO

Microinsurance 

Champion

Senior Level 

Officer

Senior Level 

Officer

Mid Level 

Officer

Can’t influence 

senior level 

decision

Will need to be a 

change champion

A MI Champion ideally should be one level down from 

the CEO

A change in the business model is necessary in order to 

do good Microinsurance. 

It has to be run as a separate business unit, with its own 

P&L.

Customer Experience 

Impacting Functions

Minimal-Customer Exp 

Impacting Functions

Microinsurance Team 

should own these

Microinsurance Team does 

not need to own these

Claims

Products

Pricing

Underwriting

Sales Generation

Operations & Admin*

Process design

Performance Tracking

Employee Engagement

HR

Finance

Marketing

Office Admin

Reinsurance

IT*

Training*

Actuarial*

Agility

Value Creation & Delivery

Experimentation

*Note: Parts of these can be in the MI 

team or not, depending on the 

organizational structure and 

capabilities



Organisational development for 
inclusive insurance



Products and Business models



Inclusive digital insurance; trends, models



Why is Mobile Insurance IMPORTANT in inclusive insurance 
business 

Mobile insurance has the potential to:

17

Rapidly increase 

scale

Access to large 

base of MNO 

subscribers

Reduce costs of 

distribution

Effective way of 

aggregation of 

clients

Enhance efficiency in 

policy and claims 

administration 

Integrate to Mobile 

Money for claims 

payments



Evolution of Inclusive Digital Insurance Models

Loyalty

Free to customers

Telco/MNO uses insurance to 

reduce  churn, loyalty of customers, 

increase “average revenues per 

user” (ARPU) & increase revenue 

for either airtime, data bundles or 

MM usage or e-transfers

Freemium

Free (basic cover) + 

Paid (additional cover)

Paid

Volunatry offer to all 

subscribers (Opt in)

Use of e-wallets for payments 

or deductions for premiums

End-user pays the entire 

premium.

MNO pays for the base 

amount of cover, and the 

client pays for an 

additional value

of cover



Inclusive digital insurance



ECARCII 2023 CEO Retreat Prezo - aYo



We 

aspire to 

Care for 

30 million 

+ 

Africans 

by 2025





Capturing the Top & Bottom line CVP



Capturing the 
Top & Bottom 
line with CVP

•The Need
• The Cost

• The way

• The Trust

“Don’t 

guess….ask”
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Capturing the Top 
& Bottom line CVP

• The Need

• The Cost

•The way
• The Trust



Capturing the Top & Bottom line with 
CVP

• The Need
• The Cost
• The way

•The Trust in 
Manifestation



CVP Growth Journey



Key lessons on partnerships to 
drive inclusive insurance 



Key learnings from partnerships

1. Position (micro)insurance as solving a partner’s problem, beyond earning 

commission

2. Partners need to be part of the product and program design and 

implementation

3. The customer-facing frontliners of the partner may be the most important 

stakeholder in the partnership. Their “what’s-in-it-for-me” must be addressed.

4. Successful partnerships have embedded Microinsurance in their permormance 

metrics and system

5. Mandatory/bundled products are easier path to volume and sustainability. 

One-on-one selling is rarely sustainable.



Tips for business engagement



Key lessons on business viability 
and client value



What’s next for AYO’s inclusive 
digital insurance



Next frontier





Drivers of inclusivity and business 
growth

Round table discussion



pennyworth advice



Thank you

Lemmy Manje
lemmy@finprobitysolutions.com


