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United Nations
Sustainable
Development Goal 3:
Ensure healthy lives &
promote well-being for
all at all ages

Actuaries &
Global Health...
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The ILO’s Impact Insurance Facility
Enable insurance ...through

sector, governments building quality
and their partners to ...promote stronger enterprises risk-management
realize the potential  pue—w—————————yTor— solutions at
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Research & Market

Community

Innovation of practice development

Pushing the frontier Accelerating progress

Leaders in consumer-
centric solutions

Driven by evidence and
experience-based learning

Capacity
building

Putting insights into
practice
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Our work 2008 to date

120+ innovations
tested & technical
assistance
assignments
e conducted e

Canada

Papua New
inea

Knowledge
Management
platform with

4,000+ subscribers
and online users

40+ academic
papers on critical
Issues by leading
researchers
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Microinsurance focus: target market

Basic Survivors

Basic Survivors are
the largest consumer
group in Africa and
are characteristically
low income
consumers.

They tend to live in
urban slum areas or
rural areas and make
day-to -day decisions
based on basic

needs.
Source: Accenture
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Rising Strivers

Rising Strivers are
emerging from the
first two segments,
having built their
purchasing power
through access to
credit or other
resources.

They value

upward mobility and
buy based on
convenience, quality,
or even more
oexpressive

Cosmopolitan
Professionals

Cosmopolitan
Professionals are
typically located in
urban areas. They are
busy with work but
often have active
social lives. As a
result, these
consumers value
pragmatic products
but are also brand
conscious and
influenced by the
media.

Affluent Profile

The affluent of Africa
have is
proportionately

high purchasing
power, and are
considered wealthy
regardless of where
they travel across the
globe.

This group is
extremely small and
very fickle.

MI Market = Mass Market = Emerging Market = Non-Poor Low-Income




Income (USD per day per capita)

Emerging consumers are not all the same

(only low and middle income countries, 2015-2020, total population 6.2b)

Urban, 60%, 3.7b people Rural, 40%, 2.5b people
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The richest, 10%

- Commercial

: i tight value Middle income,
SMEs SELENlEe Commercial 175m people in 10%, 620m
sielErs smallholders in househois
SR Folt peeels loose value chains
165m smallholders
825m people in
i households — | ow income
icro d
0,
entrepreneurs 60%, 3.7b

900m people

Non-commercial smallholders
Other informal workers, 300m smallholders -
temporary workers & 1.5b people in households

unemployed = The poorest, 20%
1.3b people
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Financial Inclusion (2013), IFC (2015) and CGAP (2013)



The low iIncome lead
complex financial lives

Income and Expenditure (US9)
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Cash flows:
frequent, chaotic
Many competing
priorities to satisfy
with scarce budget

Financial decisions:
small, daily

Use many financial
services

Requires discipline:
more like managing
a diet
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Markets are different,
the stage of development matters

Africa 2015 Asia 2013

Takaful

Agriculture
12%
Property
3% Life
37%
Life 52%
Agriculture
1%
Property
5% LAC 2014
Life 38%
Source:
Landscaping PN
a W studies, 7 \
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Market-based, comprehensive health microinsurance is n
viable and has not reached scale

Kenya & India Selected HMIs:
Premiums, Claims, Expenses & Loss Ratios
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80% Expenses

" 1.00 47% Claims
=004 Lt Kenya Example Composite Private
Life mandatory Premium $8.36 $3.21

Life voluntary

Health voluntary
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Admin $3.46 $2.56
Claims PMPY $7.73 $1.51
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_ CompositeNlirapottag microfinance)
lUnprofltakk))Ie.a' i Inpatient + Outpatient (GK microfinance)
0SSEs subsidize Inpatient + valueadded servicedNayaleevai

Profitable, expliciE
subsidy

Profitable,
implicit subsidy

- Inpatient +Outpatient (RSBYgovernment)

- Inpatient (ARY, distribution partner)

Profitable, no _ Hospital cash (Jubilee/MFW)
subsidies
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Provider of coverage

Primary

Secondary

o2t dzi A2y 4?2
and promise of PPP models

Partnership

Government outsources a

Private or community-based health specific piece of the insurance
. value chain to a private partner
Insurer (CBHI) (insurer, bank, MNO and other

organized groups)

Foundation

CBHI is at the origin of health social
protection; government decides to
scale and exerts regulatory authority
over CBHIs

Substitute

HMI services a population
that is a) ineligible for

public coverage or b) does
not receive effective public

coverage | Universal
Reform designs Health
underway Coverage

No reform in place

Supplement

HMI provides products
Government covering additional benefits

to public scheme (e.g. outpatient
benefits, lost wages, travel, etc.)

4

Maturity (e.g. time, political commitment, management capacity, infrastructure, resources)
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Think holistically about how to improve value
PACE framework: embracing many dimensions of value

1. Product

1. Coverage, service quality,
exclusions, waiting periods
Sum insured to cost of risk
Eligibility criteria
Valueadded services

35 2

4. Experience

1. Claimsgprocedures
2. Claimsprocessingim
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Information

& quality of service understanding

3. Policy administration 3. Premium payment
& tangibility method

4. Customercare 4. Proximity

Technical guide available at our website
3. Cost http://www.impactinsurance.org/tools/PACE

1. Premiumto benefit
2. Premiumto clientincome
VAt 3. Otherfees& costs ‘g«?’ﬁg\
IMPACT INSURANCE 4. Coststructureandcontrols VI*V)/‘ 12




PACE as a business tool that helps to
gradually improve the value proposition

Market
research

PACE PACE

Translates
insights into
design

Prioritizes
improvements

Satisfaction
& loyalty
studies
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Thank you!

Labour
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www.ilo.org/impactinsurance

Contact usmorgan@ilo.org
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