Big opportunities in
small-ticket insurance
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Foreword

Opportunities abound, but a long-term
perspective is critical
What is in a name?
Microinsurance … mass market
insurance … insurance for
emerging consumers … or as
Accenture has coined, smallticket insurance.
They all share common elements: large
volumes, small premiums, basic benefit
products delivered through alternative
distribution channels. They also share
another important characteristic: they
represent an innovation that enables the
insurance industry to expand its market, to
bring new customers into the fold.
The extension of insurance to new markets
represents a tremendous opportunity, and a

tremendous responsibility. Formal insurance
does not come naturally to persons who
have never had it before. Consequently, it
is absolutely critical that when we do get
an insurance policy into their hands for the
first time, even if it comes via SMS, they
have a positive experience with the product
and its benefits.
That means that they need to know what
is covered, for how long, how to claim if the
insured event occurs and, most importantly,
they need to have opportunities to witness
the benefits that insurance brings. The
objective is to create a culture of insurance
within this new market so that customers
have trust in the promise of the insurers
and naturally see insurance as part of their
risk management toolkit.

Accenture is prescient to identify the
opportunities that are emerging as
technologies unlock access to new
markets for the insurance industry. But it
is absolutely critical that insurers wading
into these unchartered waters adopt a
long-term perspective and realize that
their goal is not to build market share,
but to ensure that this new market has a
positive experience with insurance.

By Craig Churchill
Team Leader, ILO’s Microinsurance
Innovation Facility
Chair, Microinsurance Network

Bucking the trend
Small-ticket insurance offers hope for beleaguered insurers
In 2012, gross domestic product growth
in Western Europe was non-existent. Life
premiums shrank by 3.1 percent and the
property & casualty sector was in the red
to the tune of 0.2 percent1. Against this
dismal backdrop small-ticket insurance
premiums grew vigorously to between €9.5
and €11.5 billion (US$13 and $15.4 billion),
and are projected to continue growing at
a compound annual growth rate (CAGR) of
6.2 percent through to 20172. In emerging
markets, this line of business is expected to
expand even more rapidly.
In spite of this stunning success,
Accenture believes small-ticket insurance
is still failing to deliver on its full potential.
To gain a better understanding of what is
working, and what the key determinants
of success are, we carried out an intensive
secondary research study into the types of
small-ticket insurance that are selling in
Europe, and are being launched and piloted
in Latin America and Africa.

We found that there are four important
trends that are driving the supply of, and
the demand for small-ticket insurance:
rising disposable incomes among lowerto middle-class consumers in emerging
economies, technological innovation,
the growing importance of convergence
and ecosystems, and improvements in
operating systems.

Carriers that succeed at small-ticket
insurance are likely to improve their
overall performance. By demanding
more frequent interactions and a deeper
understanding of customers’ attitudes and
actions, small-ticket insurance imposes a
higher level of customer-centricity that
helps increase insurers’ effectiveness
across all their lines of business.

Our research also confirmed what we
suspected: small-ticket insurance in
mature markets (such as extended
warranties and travel insurance) and
microinsurance in emerging markets are
very different in terms of product design,
the sales process and the types of partner
ecosystems that insurers require. However,
the mechanisms for creating, distributing
and administering these products are
sufficiently similar to make a strong case
for integration with each other, and to
offer opportunities for reverse innovation.

We believe insurers need to deploy
strategies and technologies that support
small-ticket insurance in both mature
and emerging markets. This will make
it easier and less costly to achieve the
success factors for both types: simple
products and processes, the efficiency
that enables affordability, and the ability
to reach customers where, when and how
it matters.
Our conclusion: carriers have a lot to gain
by investing in small-ticket insurance …
but the rules are very different.
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Global trends create a fertile landscape for
small-ticket insurance
After years of feeble and even negative growth, most
insurers are eager to find a solution to their revenue woes.
One of the opportunities that is attracting attention from
carriers worldwide is small-ticket insurance.
The supply of, and demand for simple,
innovative products that are sold
inexpensively have been supported by
a number of trends. These are fanning
interest in the segment despite its
particular challenges and the flaccid
state of the industry as a whole. The
trends include:

The rise of the lower-middle
class in emerging markets
This is creating millions of new potential
customers who have something to lose, and
have the money to insure against its loss.

A plethora of new
technologies
These are giving rise to new insurance
products, new channels for distributing
traditional products, new ways of
engaging with customers … and a
new breed of competitor. Mobile
communication is a big game-changer.
So is the growing role of mobile money
(150 live services and 82 million
customers … and rising3), a key enabler of
microinsurance for the unbanked and a
convenient payment mechanism for firstworld customers.
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Convergence and ecosystems
Many insurers are transforming their
business and operating models to improve
their effectiveness. One of the most
radical strategies is the pursuit of synergy
and innovation by partnering with other
stakeholders in insurance or other sectors,
and combining their respective assets and
capabilities to form powerful ecosystems.

Improved operating models
New insurance software is making it
easier for carriers to achieve the levels
of automation, scale and efficiency that
are essential to making small-ticket
insurance viable.
In mature markets small-ticket insurance
is a familiar concept – travel and sportsinjury insurance have been around for
decades, while extended warranties
have become commonplace. In emerging
markets too it is no longer a novelty,
although carriers have struggled to sell
microinsurance profitably to customers
who are unfamiliar with the concept, hard
to reach, and have few if any relationships
with financial institutions.

It is our conviction that smallticket insurance warrants
serious consideration by
any insurer that has the
open-mindedness to find
opportunity where others see
only stagnation, the agility
to adapt to the changing
needs of the market, and the
operational excellence to sell
and service such products
efficiently.

DEFINITIONS
Small-ticket insurance includes
all types of insurance where the
premium and the insured amount
are significantly smaller than
is the case with conventional
insurance. It extends across
property & casualty, life &
accident, and health insurance.
In mature markets the most
popular products are extended
warranties on household items,
laptops and mobile phones, and
travel insurance. However there
is a great diversity of risks which
can be covered ranging from
sports injuries, the cancellation of
concert tickets, damage to or loss
of spectacles and contact lenses,
medical treatment of pets, wallet
theft and many more. While these
types of product generate most
of their revenue in developed
countries, their appeal is growing
throughout the world, especially
among younger, digitally-savvy,
mobile-enabled consumers.
Small-ticket insurance is also
popular among the more affluent
consumers in emerging markets
– it is especially profitable in
South Africa and throughout
Latin America. However, the
potential here is far greater for
what is generally referred to as
microinsurance. Target customers
are those at the base of the
economic pyramid (BOP) who

earn between US$2 and $8 a
day and are engaged in some
form of economic activity. The
types of insurance are similar to
conventional coverage in mature
markets, but the premiums may
be as low as 50 US cents a
month. Microinsurance is also
characterized by innovation in
the areas of product design,
distribution, payment and claims
management, and by partnerships
with various stakeholders. Both
help overcome the challenges
of reaching and servicing target
customers who are invariably
under financial pressure, often
unfamiliar with the concept of
insurance, and frequently located
in remote areas that are poorly
serviced by communications
infrastructure.

– from cattle to motorcycles –
are gaining in popularity, while
term life, personal accident and
health insurance are inherently
important to low-income
customers, as they are to the
more affluent.

To learn what others are
saying about small-ticket
insurance, see Further Reading
on page 23.

Microinsurance began with credit
life – a policy compulsorily linked
to a loan that gives the lender the
assurance that he will be repaid
– and is still the most prevalent
form of small-ticket insurance in
most emerging markets. Funeral
policies are common, given the
high cost of burials in societies
where communities are close. As
it progresses along the maturity
curve, microinsurance includes
additional areas of protection.
Crop insurance and policies that
cover the means of production
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Worlds apart, yet a lot in common
Small-ticket insurance embraces a wide and rapidly
expanding diversity of products. Yet they all address
risks which consumers recognize and – if approached
at the right time with a reasonable offer – are willing
to insure against. In most cases the frequency and/or
severity of the insured events are relatively low. This
enables insurers to offer coverage at prices that are
perceived to be affordable.

Figure 1. Development of small-ticket insurance by region and product (illustrative)
Europe
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Small-ticket Insurance in Mature Markets
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Microinsurance in Emerging Markets
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and/or providers)
Source: Accenture Research
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Nascent
(in terms of volumes
and/or providers)

Information unknown,
product not relevant or very
futuristic for the market

Gray space
(potential opportunity)

In mature markets this usually allows them
to build in a higher profit margin than
is the case with conventional insurance
products. In emerging markets, where
insurers often have to invest in costly
education programs and new channels and
mechanisms for engaging customers, the
return on investment may take longer to
materialize.
Perhaps the biggest difference between
small-ticket insurance in mature and
emerging markets is that in the former,
carriers are selling a fairly conventional
product that provides coverage for risks
not included in customers’ mainstream
insurance policies. They are offering
it to consumers who are familiar with
the concept, are easy to reach, and can
comfortably afford to buy.
Microinsurance, on the other hand, is
likely to be the primary coverage of
those customers who buy it. These are
consumers who often have no experience
of insurance, who are hard to reach, and
for whom the investment in premiums is
very significant.

Affluent, sophisticated consumers have
demonstrated their strong affinity for
small-ticket insurance. The simplicity,
relevance, and ease of purchase via the
mobile and online channels they prefer
are consistent with everything they have
always said to Accenture’s researchers
about their changing attitudes and
behavior regarding insurance4. This goes
a long way to explaining its rapid growth
and profitability.
The opportunity in emerging markets is
different, but perhaps even greater. The
oft-reported expansion of the middle
classes in Asia, Africa, Latin America and
Eastern Europe has drawn many millions
of consumers into the US$2 - $8 a day
income band which qualifies them as
prospects for microinsurance. An earlier
report by Accenture5 quotes a World
Bank estimate that 2.3 billion consumers
fit this profile.

at the airport about to board an aircraft,
at the scuba resort planning her series of
dives, or at the agricultural co-operative
purchasing her seed for the next season.
The agility to offer customers relevant
products, combined with a strong crossselling capability and a sophisticated
operating model that ensures efficiency
and scalability, are key attributes of the
successful small-ticket insurer.

So while the types of product
and the method of engaging
with customers in the two
markets may be radically
different, the mechanisms
for creating, distributing and
administering small-ticket
insurance have a great deal in
common.

Improvements in analytics are helping
insurers to identify prime prospects for
small-ticket insurance. At the same time,
advances in distribution are enabling
them to offer such products at exactly
the moment when the prospect is most
concerned about the risk – when she is
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Mature markets: products tailor-made for
the modern consumer
Small-ticket insurance is a concept that has already
proved itself in mature markets. Accenture’s research
in Europe2 shows that it currently generates annual
premiums of between €9.5 and €11.5 billion (US$13
and $15.4 billion), mostly through the sale of extended
warranties and travel insurance. It is expected to
grow at a rate of 6.2 percent a year through to 2017,
creating a market worth €12.6 billion (US$17.1 billion)
in four years’ time.
The small-ticket insurance market
is complex and volatile – it is highly
fragmented, has a long tail, and is
evolving at a rapid pace. As a result
our research tended to focus on the
more popular, established products.
One consequence of this conservative
approach is that our growth projections
are more likely to be under- than overstated. In a business where innovation
is such a strong driver of growth, new
concepts such as telematics and usagebased insurance will have an impact that
is difficult to estimate – other than to
predict it will be massive and will reach
into areas of opportunity which insurers
to date have not even contemplated.
While many of the large insurance groups
offer small-ticket products, they have
generally been tentative in their approach
to the segment, particularly when they
rely mostly on agent networks. Their
range of products has evolved slowly
since travel insurance was introduced
well over a century ago. In many cases
the products are second-class citizens
within the carrier’s overall portfolio –
they are limited to specific countries and
applications, they are poorly integrated
with the mainstream business and
operating models, and they are relegated
to brokers, third-party administrators or
other organizations (such as credit-card
companies) to market and sell. This lack
of support impedes their scalability and
profitability, which in turn limits their
sales potential.

All of this may change as customers
vote with their feet. Not only have
consumers expressed a strong desire
for more relevant insurance products;
they have also shown themselves to be
receptive to being approached through
digital channels. Insurers that can identify
prospects, and then offer them suitable
products at the right time, in the right
context, and via a convenient channel, are
likely to experience strong growth across
a wide spectrum of coverages.
The benefits will not be limited to smallticket insurance. Among the factors
that make it difficult for insurers to

build loyalty, and to cross-sell, are the
infrequency of their engagements and
a relatively poor knowledge of what
customers think and do when it comes
to insurance. Carriers that succeed with
small-ticket insurance have good, up-todate information about their customers,
predictive modeling that helps determine
the ‘next-best action’, and the ability to
continually measure and refine their sales
efforts. The consequent improvements
in customer-centricity, loyalty and sales
effectiveness can provide a boost to their
performance across all their lines
of business.

Figure 2. Small-ticket insurance in Europe: market size and potential growth
(selected products only)
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Emerging markets: meeting the needs of
the emerging middle class
Small-ticket insurance in emerging markets has also
been around for some time, and here too its potential is
significantly untapped – although for different reasons.
The affordability and inaccessibility of the
target customers have only recently been
alleviated by, respectively, the economic
expansion of many developing economies
and the penetration of new channels such
as cellular telephony. Added to these,
the determination of a number of global
insurers to make inroads into emerging
markets has resulted in innovative
new products, business models and
partnerships that have provided valuable
insights into how microinsurance can be
made to work.
In the first of the two regions that were
the focus of Accenture’s microinsurance
survey, Latin America, consumers at the
base of the economic pyramid in the four
most important markets – Brazil, Mexico,
Colombia and Peru – have an aggregated
spending power of $319 billion a year. In
the second region, Africa, BOP consumers

innovations will certainly follow suit. All
will help create a marketplace conducive
to microinsurance.

in Nigeria, Kenya and South Africa have an
aggregated income of $160 billion a year5.
With much of the attention of analysts
and global insurers being focused on
Asia, the huge growth potential of Latin
America and Africa is often overlooked.

Governments, their agencies and nongovernmental organizations in most of
the countries offer a range of incentives
to encourage local and global insurers
alike to extend their services to less
affluent citizens. At the same time,
organizations that have the trust, the
extensive networks or the technology
to reach large numbers of low-income
consumers are leveraging their assets
to partner with carriers that lack this
access. These factors will go a long way to
helping insurers develop efficient, scalable
business models that unlock the potential
of microinsurance.

It is estimated that some 5 percent of
the consumers worldwide who fit the
profile for microinsurance – 135 million of
them – have already bought some form of
coverage6. This leaves a potential global
market of 3 to 4 billion policies worth $30
to $40 billion in annual premium revenue7.
This potential is unfolding very rapidly.
Most observers were surprised at the
speed of adoption of mobile phones in
developing countries, but the logic is
sound – the lack of infrastructure made
the value proposition more persuasive
than in developed countries. The same is
happening with mobile money, and other

Figure 3. Small-ticket insurance in emerging markets: market size and potential growth (US$bn)
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Similar products for disparate
markets
The customer who buys ski injury insurance in Europe
and his counterpart in Africa who covers the risk of her
maize crop failing could hardly be more different. Their
locations, their lifestyles and the challenges they face
are literally worlds apart. It would be understandable to
think of small-ticket insurance for affluent customers, and
microinsurance, as completely different products. But this
would be wrong.

Figure 4. The similarities and differences of small-ticket insurance in mature and emerging markets

Marketing

Distribution & Channel
Management

Product Design & Pricing

Small-ticket Insurance in Mature Markets
• Partnerships / co-branding & / or
white-labelling with distributors

• Point-of-sale integration with
distributors

• Geographic positioning marketing

• Increasingly direct mobile

• Customer segments mostly young,

often urbans

distribution
• Location-sensitive mobile

offering push

• Simple streamlined products
• Pre-underwritten, few exclusions
• Limited or no options
• Easy-to-understand value
proposition
• Pricing based on very few criteria

Microinsurance in Emerging Markets
• Partnerships / co-branding with
cellphone operators, retailers
• Close relationships with
governments, NGOs & associations
• Social value & social content key to
success
• Great majority of customers in lowincome segment
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• Direct & indirect sales

• Simple, streamlined products

• Extensive sales force & customer
education

• Pre-underwritten, few exclusions

• Tangible benefits for end-customers
(e.g. discounts, lottery etc.)
• Distribution through airtime dealers
& mobile-money agents

• Limited or no options
• Easy-to-understand value
proposition
• Pricing based on very few criteria
& often limited risk-management
steering

As figure 4 shows, the two types of
product differ markedly in terms of their
target customers and how they are sold,
as well as in product design, distribution
channels, and the nature of the
ecosystems which insurers need to create
in order to operate effectively. But they
also have a great deal in common.
In both cases, the products need to be
simple. Affluent customers do not want
to spend a lot of time weighing up the
features of a product that costs $10, while
poor and often illiterate customers lack
the familiarity with insurance to grapple
with a complicated product.
While the customers may be different,
the need to understand them, and
the risks they represent, is vital in all
cases. A solid data collection, analytics
and predictive modeling capability is
essential to add precision to operations
in mature and emerging markets alike.

Sales & New Business

Technology plays a similar role in both.
Mobile phones not only provide access
to customers, but can make it possible
to see where they are and enable them
to pay for their new insurance policy.
The potential of small-ticket insurance
in mature and developing markets alike
will to a large degree be fulfilled by
innovative technology that overcomes
the challenges inherent in the respective
business models.
Processing is straightforward and
efficient, to keep costs down, facilitate
distribution, enable quick claims
settlement, and support scalability. It is
also flexible, to accommodate different
payment mechanisms and claims
triggers – from a conventional first
notice of loss to flood waters reaching a
pre-defined level.

Policy & Contract
Management

Partnerships are key. Insurers in unfamiliar
foreign markets would struggle to
successfully launch new microinsurance
products on their own, but in mature
markets they also depend heavily on
partners for co-branding or white-labeling
their small-ticket products.
Given the many similarities between
small-ticket insurance sold to customers
in different parts of the world, there
are significant opportunities for crossfertilization throughout the value chain.
There is also a strong case to be made for
insurers to increase the integration of their
products. By utilizing a single operating
platform, and adopting reverse innovation
to capitalize on the successful components
of one product to benefit others in other
parts of the world, they can achieve
levels of efficiency and scale that would
otherwise elude them – and that may be
indispensable to achieving viability.

Claims Management

• Streamlined, mobile-enabled
processing

• Very limited to no policy modification
& administration

• Mobile- & digitally-enabled claims
submission & status monitoring

• Smartphone- or tablet-supported
sales processes

• Processes can be handled via mobile
devices

• Claims payment through bank
account

• Payment through bank account or
m-wallet

• 100% straight-through processing

• Streamlined, mobile-enabled
processing

• Very limited to no policy modification
& administration

• Mobile-enabled claims submission
& status monitoring

• Smartphone-supported sales for
agents

• Processes can be handled via
mobile devices

• Text – sms-based enrollment for end
customers

• 100% straight-through processing

• Claims payment via airtime /
mobile-money accounts or over
the counter

• Premium payment through
m-wallet, airtime, pre-paid credits,
correspondent banking etc.
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Essential ingredients for success
The potential of small-ticket insurance is undeniable.
In mature markets it offers significantly larger profit
margins than more traditional products, while in
emerging markets the sheer scale of the opportunity
is irresistible. But in neither case will it simply fall into
the laps of insurers. To succeed, they will have to be
persistent, innovative and smart.
It goes without saying they will need to
understand their customers and the risks
they are dealing with. This is likely to be
easier in the more developed countries,
where insurers have more information
about customers, their interests and their
behavior. The challenge is greater when it
comes to microinsurance. Most customers
are first-time buyers of insurance, so data
about them is limited, especially when
the venture is entirely commercial and
unsupported by government or charitable
agencies. What is more, global carriers
entering emerging markets have no
experience of the sub-economic consumer
sector and may need to collaborate closely
with local partners that have existing
distribution networks and customer
bases, a sound knowledge of the target
customer, and more experience of the
types of risk that will be covered.
Innovation and agility are two other
factors that will differentiate the winners.
Innovation will be necessary to develop
products, distribution mechanisms,
operating models and marketing
campaigns that work in these unusual
circumstances. And agility will be critical,
partly because the first iterations are
unlikely to be perfect and will need to
be rapidly and continually modified, and
also because both groups of customers
are constantly evolving in terms of their
needs, preferences and actions. Analytics
and big data will be indispensable in
planning and implementing new products,
marketing campaigns and sales drives.
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Just as these capabilities will have a
broader application than small-ticket
insurance alone, the successes that mobile
communications and mobile money are
enjoying in developing markets will help
insurers develop more effective operating
models for all markets and products.
A key contributor to agility is operational
simplicity, which also enhances efficiency.
A low cost ratio is always important,
even in the high-margin affluent market
– distribution partners often demand big
commissions for the sales they facilitate.
However in emerging markets, where
large volumes are essential to achieving
breakeven, operational efficiency is nonnegotiable.
The insurers that are likely to thrive
in these markets are those that have
thoroughly integrated operations. Their
small-ticket offerings will benefit from
sharing the same operating platform,
marketing campaigns and sales and
service channels as their other products
– at the very least, their small-ticket
operations in their mature and emerging
markets should be integrated.

And finally, since most smallticket insurance will have
to be sold to people who
aren’t thinking of buying it at
that time, the ability to sell
will be crucial – it will help
enormously if the products
are easy to explain, easy to
buy, easy to pay for and easy
to claim on.

Common success factors for
small-ticket insurance in mature
and emerging markets
Figure 5.
Full Mobile Enablement

• Mobile enablement across the value chain
• Mobile money / payment as an increasingly significant enabler
• Geo-localization will also apply to both approaches

Simplicity & Nimbleness

1

2

3

• Simple & intuitive product & process features to support customer education &
address time constraints
• Applies to processing, settlement & servicing, risk management

Seamless Integration
• Integrated operations & management across the value chain
• Seamless connection with partners, third-party administrators & the wider supporting
ecosystem

Low-cost Operations
• Low-cost processing & settlement for sustainable profitability
• Cost-efficient technology solutions

Economies of Scale
• Reduced unit costs through increased volumes
• Successful volume management across value chains, product lines &
geographic markets

Advanced Analytics

• Collection, analysis & utilization of data on customers, process & performance
• Improved sales effectiveness & productivity throughout the value chain –
for small-ticket insurance as well as other business lines

15

A road map to small-ticket maturity
At Accenture, it has been our experience that the
capabilities of small-ticket insurers can be plotted along
a maturity path. At the one end of the scale, carriers are
generally characterized by low levels of integration, scale
and efficiency, which together inhibit their potential to
move along the spectrum. There is, however, a clear road
map for succeeding at small-ticket insurance.
Level 1: The single-niche
provider

Level 3: The integrated,
industrialized provider

Carriers in this category generally focus
on either small-ticket insurance in mature
markets or microinsurance in emerging
markets. They offer a narrow range of
products in a single geographic market.
They rely for their sales on a limited,
partnership-based franchise with few
touch points, and for their service on
multiple third-party administrators. They
are inadequately integrated with both,
which has a detrimental impact on their
quality and service. Their profitability is
constrained, as is their ability to achieve
the scale and efficiency they need to
move to the next level.

At the highest level of maturity, insurers
are able to market, sell and service an
extensive range of small-ticket insurance
products across emerging as well as
mature markets, and within multiple
regions and countries. They make
extensive, systematic use of data analytics
to ensure that product design happens
quickly and in line with customers’
needs, and that underwriting, marketing,
sales support and claims management
– including fraud detection – gain the
full benefit of all available data. Their
claims function is also distinguished by
an allocation capability that ensures
notification, assessment and settlement
are handled appropriately according to the
complexity of the claim. Their distribution
is based on an integrated multi-channel
and multi-device franchise that delivers
a greater number of touch points and

Level 2: The multi-niche
provider
These insurers tend to have a broader
selection of small-ticket insurance
products but still restrict their operations
to a single country or a fairly limited
region. They use an extended but focused
network of franchises and other physical
and digital partners to sell these products,
retaining a stake in the benefits of
enhancing the operational efficiency of
their intermediaries. While they run their
operations off multiple platforms, they
have a streamlined organization and bestpractice processes that achieve synergy
and relatively high levels of effectiveness.

supports cross- and up-selling. They
run their operations off an integrated,
flexible, cloud-enabled platform. This,
and their utilization of managed services
and outsourcing, allows them to scale
effortlessly and without having to make
large investments in capacity. They are
well equipped to integrate acquired
businesses seamlessly. Their operational
agility and efficiency ensure their
profitability, irrespective of how the
market may evolve.
As insurers progress along this road
map they will experience the benefits
of managing their small-ticket products
and operations in an integrated fashion
rather than separately. They will not only
be able to capitalize on their experiences
and innovations in one market to enhance
their effectiveness in others. Crucially,
they will also achieve the essential
economies of scale much more rapidly.

Figure 6. The road map from niche to integrated small-ticket insurance provider
Growth potential & level of scale
Integrated, Industrialized
Provider

Multi-niche Provider

Single-niche Provider

Level of integration & efficiency
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ALLIANZ AMONG THE SMALL-TICKET LEADERS
Allianz is one of the global
carriers that has been the most
aggressive in its exploration
of the potential of small-ticket
insurance. In mature markets
its retail product range extends
from pet insurance in Germany,
to event-ticket and bank-account
cover in Switzerland, and wedding
insurance sold through Towergate
Insurance in the United Kingdom.
Travel insurance is a staple line.
While Allianz utilizes a variety
of channels to distribute these
products, in its home market of
Germany none of these appears
to be dedicated exclusively to its
small-ticket lines.

Allianz is also among the carriers
that has made the greatest
progress in emerging markets.
It launched its microinsurance
offering in 2004, starting in
India with credit life cover and
partnering with the sustainable
development organization GIZ
(Deutsche Gesellschaft für
Internationale Zusammenarbeit)
and Care International, among
others. In 2007 it expanded into
Africa and Latin America.
In 2012 it had 17 million
customers on its books and
generated €80 million (US$105
million) in revenue. This was a
banner year for the company’s
microinsurance offering, as the

launch of its extended group
insurance business had helped to
more than triple the number of
customers and boost revenue by
37 percent compared to 2011.
While India is its largest market
by far, contributing half of
all microinsurance revenue,
premiums are growing faster in
Africa (79 percent up in 2012)
and Latin America (49 percent)
than in Asia (34 percent). Allianz’s
geographic focus for its range of
microinsurance products – which
include term life, endowment
life, credit life, personal accident
and motorcycle cover – are India,
Indonesia, Malaysia, Colombia and
Western Africa.

BRADESCO SEGUROS PREPARES FOR MICROINSURANCE
ON A LARGE SCALE
Bradesco Seguros, the insurance
subsidiary of Banco Bradesco, is a
multiline insurance corporation with
a wide range of insurance solutions
including auto, property, casualty,
engineering, cargo, marine, health,
life and pensions. It has more than
37 million customers across Brazil
from a variety of economic groups.
The carrier first offered
microinsurance products aligned
to the needs of the low-income
market, such as Bradesco First
Protection, in January 2010 –
which sold approximately 1.3
million policies during its first year.
In September 2010 Bradesco
Seguros adapted one of its
household products to the house
construction features of Favela
Santa Marta, in Rio de Janeiro,
to offer the community suitable
and affordable protection against

that allowed insurers to register
new clients remotely, and made it
possible for special microinsurance
brokers to be certified much more
quickly than traditional brokers.
In 2013 Bradesco launched
the country’s first official
microinsurance product under the
new legislation. A combination
of personal accident, funeral and
In 2012 Bradesco Seguros launched household insurance protection, it
a personal-accident product
targeted the low-income clients
to be sold, using point-of-sale
of Bradesco Bank and was sold
technology, through a banking
through its branches in lowcorrespondent network known as
income communities.
Bradesco Expresso. The banking
correspondent is a distribution
Supported by the new legislation,
Bradesco Seguros has developed
channel based in the targeted
an effective distribution model that
community and including retailers
combines brokers and technology.
such as hairdressers, bakeries,
It is currently in the process of
pharmacies and similar stores.
broadening its product range
In June of that year the Brazilian
and enlarging its sales force, as it
government passed new
prepares to operate microinsurance
microinsurance-specific legislation on a large scale.
fire, lightning, explosions and
other similar risks. This product
was developed as part of the
CNSeg-Microinsurance Innovation
Facility project called Estou
Seguro (CNSeg is the Brazilian
Insurers Confederation, and
“estou seguro” means both “I
am sure” and “I am insured”).

Source: Learning Journey and Microinsurance Network Interview by Bradesco Seguros head of microinsurance
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A tremendous opportunity for those who
do it right
There is every indication that small-ticket insurance will
grow rapidly over the next few years into a very big
opportunity. In mature markets, advanced analytics and
digital distribution are the triggers that will catapult
it from the sizeable, profitable segment which it is at
present, to a major contributor to the insurer’s revenue.
And in developing markets, the sheer scale of the
emerging customer base is simply too large to be ignored.
Many insurers are already in the market,
but most are failing to optimize their
operations – which consequently are
under-performing. Few carriers have
integrated their small-ticket lines with
their other lines of business, and even
fewer are managing their mature-market
and emerging-market products as similar
offerings within a single multi-market
portfolio. Where they have implemented
technology solutions to improve their
processes, these seldom address the entire
value chain. Few carriers are taking full
advantage of the power of analytics and
predictive modeling. It is hardly surprising
that economies of scale and other
efficiencies continue to elude them.
By recognizing the commonalities
between the two types of small-ticket
insurance, and deploying strategies and
technology solutions that support both,
insurers will find it considerably easier
and less costly to achieve the key success
factors for both markets: simplicity,
affordability and accessibility.
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And those that do get the
better of these challenges
will find themselves strongly
positioned to capitalize on a
very significant opportunity
for growth.

JANALAKSHMI FINANCIAL SERVICES TEAMS WITH
ACCENTURE TO EXPAND SERVICES FOR INDIA’S POOR
Accenture and Janalakshmi
Financial Services (JFS), one
of India’s leading microfinance
organizations, have signed a
five-year agreement in which
Accenture will provide business
process outsourcing (BPO) and
IT services to help JFS rapidly
scale up its operations to deliver
microloans to India’s poor.
Under the agreement, Accenture
will manage JFS’s customer and
account master data and provide
processing, reconciliation and
reporting services as part of
its customer onboarding and
processing operations. It will also
manage JFS’s application platform
including its core banking
system, customer relationship
management software, and
employee portal and website.

“The opportunity for serving the
unbanked population in India
is large and our recent equity
raise positions us well to take
advantage of this opportunity,”
said Ramesh Ramanathan,
chairman of JFS.
“Our opportunity for growth
rests on an unwavering focus to
serve the financially underserved
Indian population with leading
technology and sound processes.
With Accenture delivering core IT
and business processes, we will
be more agile, more scalable, and
far better positioned to serve our
clients across India.”

with JFS to help identify new
technology opportunities, and
provide infrastructure outsourcing
services – including end-user
device management and network
and server management.
With an integrated approach
comprising business process
outsourcing and technology,
Accenture can deliver higher
value services to help JFS drive
operational excellence, and enable
its management team to keep the
focus on its customers and on
increasing financial inclusion
in India.

Accenture will also provide
application maintenance
services to support third-party
technologies, work proactively

ACCENTURE TO PROVIDE I.T. AND ADVISORY SERVICES TO
LEAPFROG’S INSURANCE INVESTEES IN KENYA AND GHANA
LeapFrog Investments supports
financial services businesses —
mostly companies that provide
insurance — in Africa and Asia
where there is the greatest
potential for both financial
returns and social impact.
LeapFrog recognizes the
importance of operational
excellence and technology to
drive growth, sustainability and
customer service quality. Simple
product design and operational
efficiency are key attributes of its
investees’ strategies to profitably
reach emerging consumers with
affordable products.
Accenture, via its not-for-profit
development group Accenture
Development Partnerships, is

providing information technology
(IT) project management and
advisory services to two of
LeapFrog Investments’ insurance
investees in Kenya and Ghana.
These services support operational
and human capability building
that will allow the insurance
companies to scale their
microinsurance businesses
to low-income customers
nationally. This includes training
of operational and IT personnel
in IT management good practices,
developing a tailored plan and
toolkit for technology rollout, supporting technology
implementation and vendor
management, and communicating
internally and externally.
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How can Accenture help?
By combining our various services, capabilities and
applications, Accenture is uniquely positioned to help
carriers in all of the key dimensions which are essential
to success in small-ticket insurance:
• Defining growth and distribution
strategies specific to small-ticket
insurance.
• Integrating small-ticket offerings into
the carrier’s overall customer-centric
strategies.
• Defining and shaping a small-ticket
operating model across geographies and
lines of business.
• Developing partnership strategies
with other players within small-ticket
and microinsurance ecosystems:
telecommunication providers, banks,
specialized brokers, other retail
organizations, non-government
organizations (NGOs) and others.
• Designing, launching and scaling
microinsurance innovations through
Accenture Development Partnerships’
work with local and international NGOs
and other important actors operating
in developing countries that are critical
partners to commercial insurers.
• Providing our Quick Selling Insurance
Platform, a cloud-enabled platform
that supports short product launch
cycles, multi-channel and multi-device
distribution models, and all backoffice functions from quoting through
to claims settlement and third party
relationships.
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• Providing managed services based on
the Quick Selling Insurance Platform
to support the small-ticket line of
business throughout the value chain.
The foundation is the Accenture Duck
Creek suite, which is reinforced with
Accenture’s mobility, cloud and business
process outsourcing services. The
Accenture Multi-Access Enterprise
Architecture provides easy connection
between the back office and any
front end.
In addition to these we can draw on more
than 30 years’ experience working with
many leading insurers, including 34 of the
world’s top 40 carriers.

To find out more about
Accenture’s small-ticket
insurance services, software
and capabilities please
visit www.accenture.com/
insurance, or contact one
of the authors of this white
paper or any of the specialists
listed on page 23.

ACCENTURE’S QUICK SELLING INSURANCE PLATFORM
This platform is underpinned by
Accenture’s widely recognized
management consulting
expertise, our market-leading
systems integration and delivery
capabilities, and our awardwinning insurance software
platform: the Accenture Duck
Creek suite. It enables access
via a number of different points,
including a Web application, a
tablet application, a smartphone
application, a Web service and the
Accenture Duck Creek front end.
Product development and
configuration are effected by
means of the Accenture Duck
Creek Product Studio. The platform
makes it possible to launch a new
standard product in three to five
weeks, from the receipt of the
product specifications through
build and configure, integration
test, to application distribution.

The platform’s claims service
helpdesk will handle first notice
of loss and related requests,
receiving calls from customers as
well as agents. The operators will
submit the claim to the insurer’s
claims operations.
The Quick Selling Insurance
Platform is smoothly integrated
with the insurer’s operations.
The first level of customer and
agent support will usually be
provided by the insurer, whose
support desk will have the backup, where needed, of the platform
helpdesk. The online integration
with the insurer’s processes is
complemented by daily activity
reports relating to quote and
policy volumes. Among other
details, these will include policy
information, customer data,
premium details, commission
breakdowns and tax data.

In addition to accelerating speed
to market, the Quick Selling
Insurance Platform offers the
carrier all the advantages of
becoming a digital insurer,
including convenient multichannel access for customers,
improved processes and
technology resulting in lower
costs, and better collection and
utilization of data. It is a plugand-play solution that requires no
upfront investment and employs
variable pricing. By reducing
complexity and minimizing
the impact on the insurer’s
operations, our platform supports
innovation, increases efficiency
and drives growth.

Figure 7. Accenture’s Quick Selling Insurance Platform
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Accenture’s small-ticket
insurance team
Alex Borrell is a Managing Director
in our Spanish insurance practice.
alex.borell@accenture.com
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