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MicroEnsure overview VICROENSUREY

A Founded in 2002 by Opportunity International «FIFEC

A Received a $ mutthillion grant from the Bill & Melinda Gates Foundation nberational

A Current investors: AXA, IFC, Omidyar Network and Sanlam e

A Operating in 12 countries across Africa and Asia

A Serving 40+ million people in Africa and Asia

A 85% of our customers are new to insurance FT

A 90+ banking and microfinance partners s e

A 70+ insurance partners

A 12 telecoms partners

A 4 time winner of prestigious Financial Times / IFC awards including the 10 year G
' YYADBSNELFNE G9EOStt SyO0S Ay ¢NIyaT2NYl Al dEnx] . dza A

A {K2NItAaGSR F2NJ hamc CAylyOAlt ¢AavySsa «k LCh Jsl NR
UNF YaT2NXYIFUOUAZ2YIT FAYIFIYOSQ OF 0S32NE

A 3time Kalahari Awards winners

A We design, implement and operate mass market products worldwide

A Cover various classes of risk; life, inpatient/outpatient health, political violence, KALAHARIAWARDS 20'5

micro asset, accident and disability



3
Demand for insurance Mmoe@m\&‘

Realities ofife in the massmarket

A Family death

A lliness

A Accident

A Natural disaster

A Lack of income and food security
A Exploitation

A Marginalization

A, Patronization
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Business model ICROENSURES

Innovative

products

Insurance Company I-Ilgh-volume @ Market
Reinsurance Company
Coll Captive systems knowledge

Risk carrier

@ Robust @

operations

Microinsurance lender s.pee"' @ Technical
NGDs efficiency and h
Retailers Product design/negotiation agili ty strengt|

Training/client education
Data capture/reporting
Claims servicing

Avon model

@ Customer value @

©
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Mobile microinsurancehistory MICROENSURE Y
Tigo Family i - MOYO
Care, MTN Mi Life, yuCover et TNM,
Tanzania Ghana 0 Kenya N Malawi
August March 2011 y~er October 2011 April 2013
2010 Life only Life + PA = Life only
Life only Paid (MM) Free = Free
Free + Paid 2 Lives We insurance Jor you 1 Life = — 2 Lives
2 Lives oo

Tel Airtel, Tel ]
Pesntor, Ghana Pesn:)r, Grameenphone,
akistan akistan Bangladesh

September Jgglﬁry November July 2013
L.f°15| Life, L.f013| Life only
Ilfrg: y accident, Ilfrt(e)g y Free
; hospicash : 1 Life
1 Life 1 Life 1 Life
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Our time tested approach MmROENfsm\&

Buy additional
types of cover:
health, handset,

travel etc.

The more you top up,
the more you earn

Earn up to ,xxxin
insurance
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Typical value proposition MlCROEN/SUR\&,
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Mobile insurance: market learnings Mmom/S'UR\;«":

SalamaSure

A Mass market customers do not wake
up wanting to buy insurance the ECOLIFE packege

A The mobile channel is not a quick fix:
it can make a bad product worse

A Mobile involves systemic risk:
product failures can materially
impact markets

A Customers expect mobile insurance
to work like othemmobile products,
not like otherinsuranceproducts

A Freemium is hard, but a better
model
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Mobile insurance: //\\
Success factors MICROENSURE




Favourable factors Mmém;

V Over 95% uninsured population in emerging markets

V Tens of millions of subscribers of telcos with little or no access to traditional
insurance products

V Strong telco brands which tens of millions of people trust

V Multi-SIM markets and ease of switching from one network to another posing
OKIFffSy3aSa F2NJ St O02a G2 UGUKAYy]l o0Seéz

V Closely knitted mass market communities spreading the word fast through
strong wordof-mouth
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Addressing demand side barriers VICROENSUREY

Barriers How we fix them?

ALow literacy and poor understanding of financial ARadically simple products explainaibtdocal languages
products in target market in less than two minutes

AHigh mortality and morbidity rates AAppropriaterisk pricing and keeping the cost low

through efficient administration

ABaddocument access, distrust of written forms ADeveloped neguestionsasked and paperless
enrollment process

AAdministration of small policies driving product cost upfUse of technology to process large number of small
and making it an unviable case for telco or end value policies and keeping the overall administration

customers in case of paid products cost low

AClients not trusting insurance products and doubting itAStrong telco brands and fast and visible claims paym
wiz22 3JA22R (2 0SS GNHLSQ help build clients trust
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Clear roles and responsibilities CROENSUREN

Productmarketing (ATL / BTL), monthly subscriber data,

Telco : : : :
Insurance premium payment, Tier 1 customer service

Product and process desigpricing, training, customer field
engagement, USSD/SMS, Tier 2 customer service, policy
administration, claims management, impact and risk
monitoring and KPI measurement

MicroEnsure

Productand pricing approval, underwriting, local risk carrier

Insurancecompany .
and regulatory liaison
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Product design Mmmﬁ,;\:

Insurance must work like any other mobile offering

Explained in full, in one minute or less

It must be bought, not sold

Exciting for the customer base

Provide fast and helpful customer service

Flexibility to be customised by the service provider at short notice

To Do Do Po o

Mobile insurance defies the traditional insurance rules

Minimal _ No mer;jlcal
exclusions No claim forms exams
No waitin No long /

: g complicated No ID numbers
periods

policy documents



