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The pursuit of financial inclusion as a vehicle 
for economic development, poverty reduction, 
and the improvement of people’s welfare has 
encouraged many countries to adopt national 
financial inclusion strategies. Nigeria launched 
its National Financial Inclusion Strategy in 
2012, with the aims of reducing the financial 
exclusion rate to 20% and increasing access 
to insurance to 40% among Nigerian adults by 
2020. Despite the efforts and gradual progress 
registered, the country remains far from 
achieving these targets. The current financial 
inclusion landscape reveals gaps in inclusion 
efforts but also suggests immense potential 
for growth through digital financial services 
and microinsurance. Based on evidence from 
international markets, microinsurance can play 
a pivotal role in accelerating financial inclusion, 
by helping improve the resilience of low-income 
households and businesses. Microinsurance can 
also be an effective risk management tool to 
deal with specific perils and help gain access to 
vital services.1 In this context, developing the 
growing Nigerian microinsurance market presents 
opportunities for improvement and innovation. 
This will require continuing key efforts already 
underway as well as learning from global best 
practices in microinsurance to identify new ways 
to develop the industry. 
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Financial inclusion in
Nigeria
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According to EFInA’s 2018 survey, Nigeria’s financial inclusion rate is 63.2%, meaning that 36.6 million 
adults (out of 99.6 million) still lack access to financial services.2 This rate indicates that progress has 
been made: the financially excluded percentage of the population declined by 4.8% between 2016 and 
2018.3 

Consumers in Nigeria use a combination of financial products and services to meet their needs. About 39.7 
million people are banked – the remaining 60.1 million cite affordability (64.9%) and institutional exclusion 
(38.4%) as the biggest obstacles to having a bank account. Financial inclusion in the country is highly 
regionalised: the prevalence of banking is highest in the south-west region, where 56% of households are 
banked, and lowest in the north-west region where only 16% of households have a formal bank account.4 
28.5% of Nigerian adults use other formal financial services, such as pensions and savings/fixed deposits 
with microfinance banks (MFBs), and mobile money. The prevalence of mobile money increased by 2.2% 
between 2016 and 2018 and there are now over 100 million active mobile money accounts and USD 
1.2 billion in transactions.5 This growth has been supported by – but has lagged behind –  that of the 
Information and Communication Technology (ICT) sector as a whole (9.7% growth in 2018 alone). Even so, 
the use of mobile money has not been evenly distributed: it is largely used by the banked population in 
urban areas and remains limited in rural areas, often due to a lack of awareness.6 

As mentioned above (and shown in Figure 1 below), there is a major disparity in financial access, which is 
strongly correlated with poverty levels, across geopolitical zones in Nigeria.7 For example, Nigeria’s north-
east (76.8%) and north-west (81.1%) zones have extremely high poverty rates and alone account for 57.6% 
of the entire country’s financially excluded population. Rural populations in these and similar areas have 
less access to banking services owing to a skewed distribution of microfinance banks (MFBs) and other 
formal institutions. 

Figure 1: Financial exclusion rates in Nigeria by zone

This is evidenced by the disproportionately high 
number of licencing requests received by the 
regulatory authority for MFBs and microinsurance 
products from companies in the southern areas. 
Distribution of basic resources is also limited in 
the north, with 79.1% of households in north-
east Nigeria having no access to electricity, for 
example.8 Because electricity is a vital element in 
ensuring the provision of other essential services 
like water supply, education, healthcare, and 
financial services, this is a particularly pernicious 
problem. Finally, given that the northern part 
of the country is predominantly Muslim and 
access to appropriate, Sharia-compliant (Takaful) 
products is limited, there is an additional 
challenge to overcome in these areas.

From a gender perspective, the percentage split of males and females in Nigeria is almost 50:50. However, 
financial access is higher among adult men and they are more likely to be banked than adult women. Adult 
men are also more likely to use standard formal financial services while women are more likely to use 
other formal and informal services.9 
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Insurance and
microinsurance in
Nigeria
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The insurance sector is an important contributor 
to Nigeria’s Economic Recovery and Growth 
Programme (ERGP) as insurance can help manage 
many of the risks associated with economic 
activity in various sectors and facilitate the 
efficient allocation of risk in the broader 
economy. However, as of 2017, less than 2% 
of the Nigerian adult population had access to 
insurance.10 A 2010-2016 study conducted by 
EFInA reported that 30.8% of Nigerian adults say 
they cannot obtain insurance services because 
of economic constraints while 14.9% of them 
say they have nothing to insure.11  Those that 
are insured are largely concentrated in urban 
areas, especially in the affluent south, and 
within specific target segments (often wealthier 
individuals) that are easier to reach. 

Around 99.3 million people in Nigeria are 
classified as low-income, frequently exhibiting 
poor individual and household resilience to 
adverse events. These people often rely on family 
and friends to cope with sudden shocks and 
typically seek out less expensive alternatives to 
insurance for risk mitigation and other essential 
needs (which can remain unmet by both public 
and private solutions). In the health context, 
for example, the National Health Insurance 
Scheme (NHIS), which aims to offer universal 
health coverage, covers only 1% of the Nigerian 
population.12 These schemes have annual 
premiums of NGN 1,800 (USD 5) which cover basic 
primary care but are not comprehensive. Despite 
this, the demand is clearly present: more than 
31% of the adult population has expressed an 
interest in having health microinsurance coverage 
to be able to afford healthcare.13 

As the above suggests, microinsurance in Nigeria 
is still in an early (but growing) developmental 
phase. The EFInA Access to Financial Services 
(A2F) in Nigeria 2016 survey revealed  that of 96.4 
million adults, only 0.3 million use microinsurance 
products – data directionally supported by the 
MiN’s research for our series of Country Profiles. 
Despite this, 21.1 million adults reported interest 
in using microinsurance products, suggesting a 
significant opportunity to deepen the availability 
and broaden the use of microinsurance in Nigeria.

Figure 2: Barriers and interventions for microinsurance development in Nigeria

DEFINITION OF MICROINSURANCE, 
PARAPHRASED FROM EFINA’S OVERVIEW OF THE 
MICROINSURANCE ECOSYSTEM IN NIGERIA (APRIL 

2018)

According to EFInA, “Microinsurance is the protection 
of low-income people against specific risks in 
exchange for regular premium payments proportionate 
to likelihood and cost of the risk involved.” The 
main difference from traditional insurance is in the 
targeting of low-income people, specifically addressing 
their particular risks, ensuring the affordability 
and inclusiveness of products, providing simplicity 
and clarity in documentation, designing accessible 
processes, and building trust among target clients. It is 
a highly diversified sector, in terms of:

Microinsurance is developed and 
offered by commercial insurers, 
mutual funds, microfinance 
institutions, NGOs, governments, 
or semi-public bodies. Ventures are 
often joint efforts among several of 
these stakeholders, who can play 
roles ranging from market research 
and product design to selling, 
delivering, and servicing claims.

Microinsurance products can cover 
any insurable risk, including death, 
illness, accident, property damage, 
unemployment, crop failure, or loss 
of livestock. These products must 
be affordable and accessible to the 
target segment in terms of purchase, 
premium payments, and claims. 
Product/services risk, procedures, 
and coverage must be unambiguous 
and easy to understand as per 
the Microinsurance Guidelines for 
Nigeria.

Microinsurance can operate at any 
scale; a microinsurer may cover 
dozens of policyholders, or millions.

Stakeholders

Products

Portfolio size

https://microinsurancenetwork.org/resources
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As we have already noted, insurance (specifically microinsurance) supports Nigeria’s National Financial 
Inclusion Strategy. The initial goal was to provide 40% of the adult population with insurance cover by 
2020,14 but the contribution of microinsurance to these goals has, as already noted, so far been minimal. 
That does not, however, make them implausible: Ghana managed to achieve 30% penetration rates after 
eight years of gradual improvements to the enabling environment through a facilitative microinsurance 
legal framework, strong government agency coordination, and extensive use of mobile networks. 

EFInA notes that there is clearly potential for microinsurance to support financial inclusion in Nigeria, 
but that reaching meaningful scale will require adjustments to the current microinsurance market 
environment.15 The Nigerian insurance market exhibits characteristics typical of an early growth phase:16

• General insurance leads the sector in terms of gross written premiums.

• Compulsory insurance continues to be a strong driver in the market.

• There is high market fragmentation, with 59 licenses across a small premium pool. For most insurers, 
expense ratios are high and claims ratios are either too low to provide product value or too high to 
maintain profitability. NAICOM17 noted solvency concerns among several operators and introduced a 
new Tier-Based Minimum Solvency Capital requirement in 2018.

• There is a skills shortage, particularly with underwriting, actuarial, and general insurance business 
skills.

On the supply side, Nigerian insurers echo some of these characteristics, describing several key barriers 
and interventions required for microinsurance development in the country:18

Insurers currently offering MI: 
What conditions or interventions 
are most needed for the 
development of microinsurance?

1. Market education and 
financial literacy programs 
for consumers 

2. More diversified distribution 
channels 

3. Enabling regulatory 
environment

4. IT systems specific for 
microinsurance 

5. Market demand studies to 
better understand client 
needs

Insurers not currently offering 
MI: What are the barriers to 
introducing microinsurance 
products?

1. Lack of distribution 
channels 

2. Unfavourable regulatory 
environments

3. Insufficient market 
development to aid in the 
design and distribution of 
microinsurance products

4. Yet to considering 
expanding business line to 
microinsurance products

5. Do not see demand for 
insurance among the low-
income market

The insurance sector is an important contributor 
to Nigeria’s Economic Recovery and Growth 
Programme (ERGP) as insurance can help manage 
many of the risks associated with economic 
activity in various sectors and facilitate the 
efficient allocation of risk in the broader 
economy. However, as of 2017, less than 2% 
of the Nigerian adult population had access to 
insurance.10 A 2010-2016 study conducted by 
EFInA reported that 30.8% of Nigerian adults say 
they cannot obtain insurance services because 
of economic constraints while 14.9% of them 
say they have nothing to insure.11  Those that 
are insured are largely concentrated in urban 
areas, especially in the affluent south, and 
within specific target segments (often wealthier 
individuals) that are easier to reach. 

Around 99.3 million people in Nigeria are 
classified as low-income, frequently exhibiting 
poor individual and household resilience to 
adverse events. These people often rely on family 
and friends to cope with sudden shocks and 
typically seek out less expensive alternatives to 
insurance for risk mitigation and other essential 
needs (which can remain unmet by both public 
and private solutions). In the health context, 
for example, the National Health Insurance 
Scheme (NHIS), which aims to offer universal 
health coverage, covers only 1% of the Nigerian 
population.12 These schemes have annual 
premiums of NGN 1,800 (USD 5) which cover basic 
primary care but are not comprehensive. Despite 
this, the demand is clearly present: more than 
31% of the adult population has expressed an 
interest in having health microinsurance coverage 
to be able to afford healthcare.13

As the above suggests, microinsurance in Nigeria 
is still in an early (but growing) developmental 
phase. The EFInA Access to Financial Services 
(A2F) in Nigeria 2016 survey revealed  that of 96.4 
million adults, only 0.3 million use microinsurance 
products – data directionally supported by the 
MiN’s research for our series of Country Profiles. 
Despite this, 21.1 million adults reported interest 
in using microinsurance products, suggesting a 
significant opportunity to deepen the availability 
and broaden the use of microinsurance in Nigeria.

Figure 2: Barriers and interventions for microinsurance development in Nigeria

https://microinsurancenetwork.org/resources
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Regulatory development
in the Nigerian
microinsurance market
since 2010
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As we saw in the previous section, regulation is key to the creation of a strong enabling environment for 
microinsurance. NAICOM, the regulator for the Nigerian insurance industry, is strongly committed to this 
mission and has undergone an interesting journey since 2010. The first microinsurance regulatory phase 
lasted from 2010 to 2016, including the adoption of the first Microinsurance Guidelines in December 2013. 
The Guidelines enabled the following framework to distribute microinsurance:

In addition to the 17 approved companies noted in Box 2, 13 other applications were received for window 
operations between 2014 and 2016.19 These applications were not approved because of the planned 
suspension of the microinsurance window operations of providers that were not meeting the requirements 
outlined in the proposed guidelines. 

Performance data (summarised in Table 1 below) of the five products that were marketed indicates that 
insurers only made claim payments to 10,314 policyholders (about 0.33% of total policyholders). Tellingly, 
96% of these claim payments were made by just one insurer on their credit life product. Additionally, 
products provided by underwriters partnering with mobile network operators (MNOs) reported very 
few claims. The data further show that 90% of products submitted and approved were primarily 
volume and premium drivers, not adding substantial value to clients.20 The report also highlighted that 
insurers struggled to build an understanding of the market segment and thus failed to design products 
appropriate to the customers’ needs. Typically, the design of these products was modelled on conventional 
insurance products except for reduced premiums and limited coverage, so they were not being built as 
microinsurance products. NAICOM also observed that distribution was regionally concentrated in the cities 
(like Lagos), thereby excluding the rural low-income population

NAICOM 2013 MICROINSURANCE GUIDELINES PROVIDED FOR TWO CATEGORIES OF OPERATORS:

1. Traditional insurance companies with the 
authorisation to offer microinsurance via window 
operation.

Product approval was limited to companies that were 
compliant, with a good track record of corporate 
governance and acceptable market conduct practices.

Issues with due diligence and failure to satisfy the needs 
of low-income consumers also led to non-approval.

Some insurance companies’ microinsurance window 
applications were not approved for the following reasons:

I. Non-settlement of claims 

II. Deficiency in solvency of some of the companies 

III. Unresolved penalties

17 companies were approved for window operations. Of 
those, 12 companies submitted 43 products while 5 did 
not submit any. Of the 43 products submitted, 7 received 
product approvals and only 5 were marketed.

1. Specialised microinsurance underwriters to 
be licenced as standalone microinsurance 
companies (application period 2014-2016)

Eight applicants declared an interest to set 
up microinsurance operations as a standalone 
company. However, licences were put on hold due 
to a review of the Guidelines.
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S/N Name of 
product

Number of 
policyholders Number of claims paid Geopolitical zones 

covered Status 2019

1
Mobile 

insurance21 1’800’00 378 (paid over 18 months) NE, NW, NC, SE, SW, SS No longer in 
market

2 Mobile 
insurance 969’000 36 (paid over 24 months) NE, NW, NC, SE, SW, SS No longer in 

market

3 Credit life cover 266’639 9’869 SE Active but 
limited

4 Life 13’114 25 SW Active but 
limited

5 Life 125 6 SW Active

Total 3’048’878 10’314

Table 1: Performance of the 5 microinsurance products marketed under window operations in Nigeria

Based on the above results, NAICOM recognised that the microinsurance market was not developing as 
intended under the first regulatory phase and changed its licencing approach in the Revised Guidelines 
of 2018. The updated Guidelines eliminated window operations for traditional insurance companies and 
adopted a three-tier licencing model similar to Brazil’s, the CIMA region’s,22 and the Philippines’. This 
model stipulated that microinsurance could be provided only via a separate microinsurance company, 
meaning that traditional insurers were not authorised to provide these products under their existing 
commercial licences. 

There were three categories of capital requirements depending on the area covered: 

1. Unit: NGN 40 million (USD 111,111)23

2. State: NGN 100 million (USD 277,778)24

3. National: NGN 600 million (USD 1.7 million)

After finalising these Revised Guidelines, NAICOM received 11 applications for microinsurance licences. By 
September 2019, only 2 State microinsurance licences had been approved, while 3 Unit licence requests 
and 3 National licence requests were under review.25 This regulatory approach encountered certain 
challenges, including resistance from traditional insurers (because of the need for a separate licence 
and associated additional capital requirement), applicants’ microinsurance technical capacity gaps, and 
confusion about the geographic boundary of the Unit tier (for example, Unit operators are restricted to a 
specific location, but most offices are in commercial areas, which may fall under State tier for licences).26

Furthermore, the regional concentration of insurance companies in the south-west geopolitical zone has 
continued. 
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To help address these challenges, particularly the resistance from traditional insurers, the licencing 
process has been further simplified with the re-introduction, in December 2020, of microinsurance window 
operations for insurers with a conventional licence. The updated approach reintroduces a functional 
regulatory approach, that requires traditional insurers wanting to undertake microinsurance business to 
meet the standard prudential requirements, product specifications, and business line regulations.27 

There are still regulatory gaps that need to be addressed, but in principle, the institutional and functional 
regulatory approaches can work in parallel to enable effective utilisation of licencing structures and 
leverage branch networks of existing traditional insurers. This was done in India, for example, and led 
to the emergence of specialised market players that focus exclusively on microinsurance. Furthermore, 
regulatory experiences from Brazil, the Philippines,28 and Cambodia illustrate that it could create 
conditions that are economically and commercially more attractive for insurers.29 

MICROINSURANCE REGULATION IN THE PHILIPPINES - TAKING AN INTEGRATED APPROACH 
USING KEY STRATEGIC OBJECTIVES 

The Insurance Commission of the Philippines provides a strong international example of the regulator taking an active 
role in advancing microinsurance uptake. They developed a National Strategy and National Microinsurance Framework 

in 2010 to increase cooperation between government agencies by setting a clear set of objectives around five key 
areas.

Key areas Strategic objectivs

1. Private sector participation Incentivising the participation of the private sector in the 
provision of microinsurance services

5. Consumer protection

Ensuring the rights and privileges of the 
insured poor are protected

2. Regulation and policy
Creating the appropriate policy and regulatory environment 
for the safe and sound provision of microinsurance by the 

private sector

3. Formalisation Mainstreaming of existing informal insurance and other 
similar activities/schemes

4. Finacial literacy Institutionalisation of a national financial literacy framework
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Challenges and
opportunities along the
microinsurance value
chain in Nigeria
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Market demand studies

Collecting information on the target market is 
important, both for insurers already offering 
microinsurance products and those looking to 
introduce products into the market. It helps 
guide the understanding of – and product design 
for – the specific needs of the low-income 
market. In Nigeria, most insurers currently use 
secondary research and data more than primary 
data collected from potential clients. 76% of the 
respondents30 to the EFInA survey mentioned that 
the availability of information to design insurance 
products for the low-income market is limited, 
and they noted that there are certain types of 
market information that they would be willing to 
pay for, including:31 

1. Potential customers’ willingness to pay for 
insurance

2. Demographic characteristics (income, 
economic activities) – to better segment the 
market

3. Insurable risks faced by potential clients

4. Cost/spending incurred by potential client 
following a financial shock, and their coping 
strategies

Globally, there are several good examples of 
microinsurers including customer research as a 
key step in their processes. One interesting case 
study is SUNU Assurance Vie in Côte d’Ivoire. 
SUNU Assurance Vie is a leading life insurance 
company which has been providing microinsurance 
in the country since 2013. Early on, they realised 
that their dependence on a limited number of 
large distribution partners was a risk as it meant 
that business strategy and implementation was 
entirely determined by the partners’ timelines. 
In 2018, in partnership with the International 
Labour Organization’s (ILO’s) Impact Insurance 
Facility, they redesigned the distribution strategy 
to include partnerships with a diverse range 
of medium-sized organisations (associations, 
agent networks, value chain players, and service 
providers). Critically, this was built on a better 
understanding of customers: they undertook a 
mapping exercise to identify the clients and those 
connected to each distribution channel. This gave 
the insurer a realistic understanding of the client 
base connected to each distribution channel and 
helped them make use of strong collaborations 
with the surveyed channels to co-create products 

based on their specific client bases.32 The 
insurer in this case creatively conducted market 
research, considering both the demand and 
supply sides of the market, to inform operating 
model decisions and ensure the viability of their 
offering.
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Product design and pricing

The ILO’s Impact Insurance Technical Guide 
on Pricing for microinsurance states that the 
client perspective must be at the centre of 
microinsurance activities to ensure acceptance 
of insurance as a risk-management tool.33 This 
client-centricity should drive the product design 
process and thus ensure the usability of products. 
As seen above, market demand studies are a key 
component of this. 

Once a product has been conceived based on an 
understanding of customers’ needs, it needs to 
be designed and priced appropriately. Pricing 
insurance risks in microinsurance markets is 
often done with limited data and requires an 
understanding of both the supply and demand 
side of the market. The supply side is represented 
by the technical premium, while the demand side 
is concerned with marketability and interaction 
between the availability of microinsurance 
coverage and individual behaviour.34 It has 
consistently been observed across international 
microinsurance markets that there is often a 
large gap between the technical premium and 
a customer’s willingness (or, perhaps more 
accurately, ability) to pay.35 As such, improving 
the financial accessibility of microinsurance 
products continues to be a key global challenge. 

The decision to purchase microinsurance is, 
however, driven by more than just the premium. 
In fact, insurers need to consider several key 
factors when designing products. The following 
factors all influence a customer’s decision on 
purchasing a microinsurance product:36

• Factors requiring customer education, 
knowledge, and appreciation:

» Perceptions of insurance.

» Product/demand match.

» Understanding of insurance concepts.

• Factors requiring appropriate product design:

» Accessibility.

» Cost of coverage. 

» Available income.

» Cost and frequency of claims.

Effective product design must consider all of 
these factors and, above all, look to address 

Distribution channels

Currently, the range of distribution channels used 
to sell microinsurance in Nigeria is limited. The 
Microinsurance Network’s 2020 Landscape Study 
found a high dependency on agents (potentially 
linked to MFIs) and brokers.37 These networks rely 
largely on individual sales which result in high 
transaction costs for insurers, particularly given 
that the commissions that agents and brokers 
command can be high. In the case of Nigeria, 
this may help explain the relatively low uptake 
of microinsurance – especially when credit life 
covers are excluded. Indeed, the 2018 ‘Guidelines 
for Microinsurance Operation in Nigeria’ issued 
by NAICOM authorises 15 different distribution 
channels, including any other regulated 
associations, suggesting that this challenge is 
evident.

Globally, MNOs are a common and often cost-
effective distribution option for microinsurance. 
However, MNOs in Nigeria have been facing 
regulatory challenges since 2017. Prior to the 
change in telecommunications regulations which 
banned mobile insurance38 in 2017, more than 
1 million clients were reached via 4 mobile 
insurance products. Before that, five additional, 
similar products were discontinued by companies 
after restructuring to comply with the 2016 
microinsurance regulations. Subject to supportive 
regulations, MNOs could be a significant future 
distribution channel for microinsurance products 
in Nigeria. 

a well-understood customer need. In the 
microinsurance industry, understanding these 
in the context of one’s business model can 
help identify opportunities for innovation. For 
example, Tigo Ghana provides a loyalty-based 
life insurance cover for pre-paid subscribers and 
any additional member(s) of their family. The 
insurance is underwritten by Vanguard Life and 
supported by BIMA and MicroEnsure. Registered 
users who spend USD 3 on airtime in a calendar 
month are eligible to receive insurance cover for 
themselves and for the registered family member 
in the event of a natural death. The product 
is designed in such a way that insurance cover 
increases along with the subscriber’s spend, up to 
a maximum sum insured of USD 562. 
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This potential is explored in more detail below. 

MFBs play an important role in poverty alleviation 
and, as seen above, agents/brokers linked to 
MFBs are the predominant distribution channel 
for microinsurance in Nigeria. The use of MFBs 
for savings and credit accounts reached 3 million 
Nigerians by 2018 and there are more than 
820 licenced MFBs across three categories of 
operational radius – Unit, State, and National.39 
They provide a broad range of financial services 
such as savings, loans, and payment services 
to low-income persons, households, and micro 
enterprises. However, MFBs are faced with certain 
constraints with respect to selling microinsurance, 
which need to be addressed, including:

• Skill levels of sales agents, particularly to 
sell and educate clients on microinsurance 
products.

• The general technical capacity of staff, who 
need to be able to engage with insurers in the 
design and development of microinsurance 
products.

MFBs can also track the impact of microinsurance 
products offered with the help of partners 
and technical experts to better inform their 
performance on such products and diversify 
product portfolios. For example, in India, 
microinsurance offerings have multiplied and 
improved over time, indicating a clear correlation 
between generating client value and maturity of 
the market.40 Furthermore, a deep understanding 
of product performance can help to increase 
product variety: existing offerings can be altered 
to suit the client base (for example, to suit 
clients of the MFBs in Nigeria) as shown on the 
following page..41
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HEALTH AND LIFE MICROINSURANCE PRODUCTS TO BANRURAL CLIENTS IN GUATEMALA: LESSONS LEARNED

Banrural (Banco de Desarrollo Rural S.A.) – the leading microfinance bank in Guatemala – partnered with Aseguradora Rural, 
S.A. (a provider of insurance in rural areas) and Empresa Promotora de Servicios de Salud S.A. (EPSS), a private health service 
provider, to offer two health microinsurance products to Banrural clients. 

Product design: Products were based on a modular structure and adapted to different groups of Banrural microfinance bank 
customers, including:

A) Microcredit clients (175,000 clients) 

B) Clients of the Señora Cuenta (‘Mrs Account’) programme (196,000 clients)

Based on extensive studies with these clients, the Vivo Seguro product was developed. Focus groups, interviews, free medical 
clinics, and analysis of medical care statistics provided by EPSS were used to identity the potential market and product 
coverage option for each customer segment. Aseguradora Rural negotiated a fixed-price healthcare package with EPSS, to be 
paid per valid policy to prevent the premium price from increasing. 

Partnership model: During the product design phase, EPSS was reluctant to share information and statistics on clients’ health 
services usage. However, once the appropriate partnership tools were put in place by Banrural to encourage collaboration 
and align incentives, a mechanism for information sharing on service utilisation was developed that enabled the partners to 
improve operational efficiencies and impact.

Channel distribution: 

1. High importance was given to the coaching and training of sales agents to reach the target population. The training 
programme was divided into four different sessions: women’s health, product coverage, issuing and claims; and the 
social role of microinsurance and sales exercises and techniques.

2. Each distribution branch was individually approached during the pilot to increase knowledge of the product and train 
branch staff on sales techniques and presentations. 

3. A sales goal of three Vivo Seguro policies was set for each day to ensure commitment towards the promotion of the 
product.

4. During the scaling up of the product, an e-learning platform was developed specifically to explain the technical 
specifications of the product and was made available to 7,000 of Banrural’s employees.

5.Promotional activities were targeted at specific branches where the products were being distributed. The insurer set up 
events and workshops to inform customers about the value of insurance. 

Use of technology:

1. Data collection and product monitoring was done via IT platforms that allowed for seamless sharing of information 
between the partners.

2. Frequent evaluation of customer verdicts on products was tracked using ILO’s PACE client value assessment framework.

Innovation in inclusive insurance distribution – whether through partnerships (as seen in the Guatemala 
case study) or not – is crucial to the success of a microinsurance product.42 Ghana’s regulator has tried 
to enable this by choosing to not regulate prior to the development of a new distribution channel. The 
National Insurance Commission of Ghana argues that there should be fixed rules for operation of channels, 
but these rules should not inhibit development of the distribution channel or distribution itself. Indeed, 
globally, there have been many other distribution partnership models tested for microinsurance. A 
selection of those with potential applicability to Nigeria have been included in Table 2 below:
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Partnership model43 Example
Potential application in the 

Nigerian context

Partnerships with community-
based organisations include 

cooperatives, trade unions and 
faith-based organisations. Their 

ability to group many people and 
provide a sales platform with 

higher outreach makes them an 
attractive distribution channel.

In India, Uplift MFI distributed in-
patient health products to their 
members. The claim payments 
are discussed and decided by a 
claim settlement committee, 
whose members are elected 
by the community. More than 

100,000 members subscribed to 
the product.

The Nigerian target market has 
little knowledge of insurance 

and lacks an insurance culture. 
The peer-to-peer exchange 

among community members in 
this model can facilitate a group 
affiliation to purchase products 

to protect against shocks. 
Additionally, word-of-mouth 

influence can increase outreach 
based on trust.

Partnership with retail 
chains such as supermarkets, 

appliance stores, clothing stores, 
agricultural input retailers, and 

credit retails chains (among 
others) can be leveraged to 

distribute products.

In Brazil, Vida protegida e 
premiada by Mapfre provided life, 

employment, and PA insurance 
coupled with non-insurance 
services such as pharmacy 

discounts and lottery tickets. The 
product was distributed via Casas 

Bahia – a retail chain that sells 
furniture and home appliances 
– and sold by Casas Bahia staff 
at the point of sale. The role of 
the distributor included sales, 

customer care, back-office 
support and claims settlement.

In this model, insurance products 
can benefit from the brand 

affinity and distribution of their 
partners. First-hand information 

on the market segment and 
demand for microinsurance can 
also be obtained and fed back to 

improve product design. However, 
to ensure it succeeds, training 
for retail agents is essential (to 

prevent mis-selling) and consumer 
education, especially if the 

distribution model is completely 
new, will be key.

Partnerships with mobile 
network operators (MNOs) 
provide a large subscriber 

base of low-income clients to 
function as distribution channels 

for microinsurance. These 
partnerships allow customers to 
register via mobile. Insurance 
cover can be part of loyalty 

schemes or value-added services.

In Senegal, Tigo Kiiray is a free 
life insurance cover offered to 

subscribers on Tigo’s GSM Network 
in exchange for a minimum 

monthly airtime spend. It was 
launched in partnership with 

mobile microinsurance specialist 
BIMA in 2012, expecting to 

drive loyalty within Tigo’s GSM 
subscriber base. Subscribers 

can also opt-in to a paid version 
where USD 0.69 is deducted from 
their airtime account for double 

the insurance coverage. The 
product’s performance has been 

remarkable: 15% of Tigo Senegal’s 
three million GSM subscribers are 
currently enrolled and two-thirds 

of those who qualified for the 
free loyalty cover opted in to the 

paid version.

MNO partnerships give immediate 
access to a large subscriber 
base and the potential to 

introduce alternative, often 
innovative models – e.g., 

freemiums. Transaction costs are 
low and there are interesting 

opportunities for marketing and 
education available through the 
MNO’s existing communication 

capabilities.

Table 2: Microinsurance distribution partnership models with potential applicability to Nigeria
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Distribution partnerships with MNOs are of particular interest in microinsurance because of their potential 
to build low-cost, high-volume businesses. MNOs control a wide range of communication channels that can 
support the promotion, sales, and enrolment processes. They can also, critically, be used to streamline 
claims disbursement to clients.44 Additionally, to achieve financial inclusion targets, the Central Bank 
of Nigeria believes that technology must play a big role in democratising access to financial services.45

The promise of mobile microinsurance for Nigeria is therefore immense and by leveraging the mobile 
infrastructure, microinsurance can benefit a variety of stakeholders in numerous ways. These benefits 
are diagrammatically captured in Figure 3 below, adapted from GSMA’s Emerging Practices in Mobile 
Microinsurance document.46

Mobile network operators (MNOs)

Insurers

Customers

Figure 3: Potential benefits of leveraging mobile infrastructure for microinsurance
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Mobile financial services can also be offered by 
microfinance institutions and attract some of the 
same benefits shown above. The experience of 
Easypaisa in Pakistan suggests that non-traditional 
approaches to these models can be adopted to 
build mass-market payment services. Telenor 
Pakistan, an MNO, took a 51% ownership stake 
in Tameer Microfinance Bank, the largest MFB in 
Pakistan and thereafter identified an opportunity 
to build a long-term commitment to mobile 
financial services via Easypaisa in Pakistan. 
Easypaisa was designed as a mobile payment 
service that would be integrated as a new channel 
into Tameer’s overall operations. They believed 
that such an arrangement would:47

1. Enable Tameer to build a large-scale payment 
service, adding to Telenor’s additional fee-
based income.

2. Allow access to 150,000 Telenor agents, thus 
expanding the brand footprint and furthering 
client growth.

3. Enable Tameer to mobilise mass savings and 
use the telecom marketing channel to become 
a mass-market bank.

Easypaisa offers a variety of services including 
government subsidy disbursement, utility bill 
payment, cash-in and cash-out services, and 
savings attached to life insurance. The insurance 
product developed is offered only to mobile 
wallet users and has the option of a daily or 
monthly term cover with death benefit/additional 
coverage on accidental death ranging between 
PKR48 100,000 (USD 649) and PKR 500,000 (USD 
3,245). The premiums are charged on a daily 
or monthly basis and range between USD 0.013 
and USD 1.95. To date, the payment service 
has achieved significant reach and is available 
across 1,300 cities in Pakistan. The over-the-
counter approach appealed to many low-income 
consumers, driving high transaction volumes and 
scale. Lastly, integration of the payment platform 
with the MFB’s core business resulted in value for 
the business via low-cost product delivery and 
intermediation margins. 

While examples like this suggest huge promise 
for expanding digital financial services in Nigeria, 
there are regulatory hurdles and product design 
challenges that need to be addressed in the 
Nigerian context, as explored in prior sections 
above. 
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Customer
education
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Customer education is an important focus area for microinsurers across the world. Respondents to 
the EFInA survey in Nigeria viewed customer awareness as more important than affordability for 
microinsurance sales. That is not to say that it is easy to do: in the same survey, insurers noted that it 
was increasingly difficult to differentiate between market education issues, marketing issues and product 
issues (where potential clients do not see value in the products offered by insurers).49

As discussed above, Nigeria’s low insurance penetration rate could be partly caused by a lack of consumer 
confidence and trust in insurance companies, limited knowledge of insurance, and cultural constraints.50 
Customer education can help to alleviate some of these challenges and can empower low-income people 
to understand the concept of risk management and make informed risk management choices, while 
instilling an appreciation of insurance as a valuable risk management tool.51 The expected outcome of 
microinsurance consumer education is the development of consumers’ skills, attitudes, perception, and 
understanding of insurance and insurance products/services, with the intention of increasing insurance 
uptake. Customer education can be delivered through a variety of channels including radio edutainment, 
live drama, educational visual short stories, digital/physical games, and community training workshops. 
Based on lessons learned elsewhere, finance consumer education initiatives can also be effectively 
pursued via partnerships with various groups of stakeholders.52 These models can also be adapted for skill 
development training in the insurance industry itself. Some examples of delivering consumer education 
through partnerships are:

1. Member associations: Using the national insurance associations to mobilise resources from its 
members specifically for consumer education. These initiatives could spill over to conventional 
insurance when more people understand how insurance works. For example, the Insurers Association 
of Zambia (IAZ) has considered partnering with the Insurance Brokers Association of Zambia (IBAZ) 
or the Association of Microfinance Institutions in Zambia (AMIZ), both of whom stand to benefit from 
increased microinsurance business amongst their clientele.

2. Individual insurers providing similar products could jointly fund initiatives that focus on the 
product category – for example, life and non-life insurers can fund consumer education highlighting 
the benefits of long-term planning and mitigating the impact of funerals. In South Africa, several life 
insurers jointly produce a radio drama aimed at informing the public on the benefits of life insurance.

3. Public-private/public-public partnerships: Engaging various stakeholders through a range of 
approaches can enhance the impact of widespread consumer education programmes and allow for 
knowledge/skill sharing among stakeholders. For example, GIZ implemented an audio game for 
Malagasy smallholder farmers with a wide variety of partners. The audio game was launched on the 
3-2-1 Airtel service by the Ministry of Agriculture. It was supported by the German Federal Ministry for 
Economic Cooperation and Development, and co-funded by the European Union. This game was part of 
launching a climate risk microinsurance product for farmers in collaboration with InsuResilience Global 
Partnership. It included Viamo, a project implementation partner and Peripheral Vision International, 
a gamification partner. 53

4. Regulatory-industry partnership: Regulators and insurance industry players can work together in 
creating an enabling environment for each other and ensure that consumers make informed purchasing 
decisions.
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Conclusion
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Microinsurance in Nigeria is growing, but much 
work remains. NAICOM and other ecosystem 
players have made significant efforts to create an 
enabling environment and to increase the reach 
and impact of microinsurance. However, there are 
inherent regional disparities in financial inclusion 
that must be addressed to prevent exacerbation 
of inequalities or lopsided development of the 
market. Furthermore, an integrated approach 
among different government agencies/
stakeholders can assist in accelerating the 
development process across the microinsurance 
value chain and contribute to achieving national 
financial inclusion goals. Microfinance banks are 
among the key players that can help to increase 
the reach of microinsurance in the country and 
help to address some of the key challenges that 
remain.
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