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Option Overview

•  Is there fortune in the pyramid for insurance in Africa?  
• How do we tap into that fortune? 

 2



Is there fortune in the 
pyramid for insurance in 

Africa?



Content 
Slide 

Option

Over 25.5 million adults are 
within reach of insurance,  
of which 2.7 million have 

insurance, indicating that there 
is substantial opportunity for 

insurers to scale.
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Option The pyramid for insurance is large and diverse
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Option
There are opportunities across the pyramid  

for insurance to find fortune

Existing 
market 
(<10%)

Easy to reach 
(10–25%)

Moderate to reach  
(25–50%)

Hard to reach 

(>50%)

Most of the existing market is underserved with 
voluntary insurance.

The easy-to-reach are mostly served with 
embedded or compulsory insurance offered 
through mass distribution channels.

The moderate-to-reach are mostly 
unserved. Where they are served, it is 
with informal insurance.

The hard-to-reach are unserved, with 
few exceptions where donors or 
governments intervene. 
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Option Old and new players are searching for it
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What can we do to 
tap into the fortune? 
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Option

Lack of 
knowledge 

on 
consumers

Lack of 
access to the 
consumers

Different 
consumer 

needs
Low trust High-cost 

structures

Insurance in emerging markets is a tricky business
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Option Four trends we are exploring  
to overcome these challenges

1. Maturing of mobile-enabled insurance 
models  

2. Many, narrow insurtech offerings 
3. Digital platforms as the next-generation 

distribution channel for insurance 
4. Regulation as an enabler
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Option 1. Maturing of mobile-enabled insurance models
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Option 2. Many insurtech offerings emerging in Africa
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Option 2. Mostly focused on narrow offerings for providers  
to overcome business constraints
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No. of insurtech initiatives by challenge they address

High-cost structuresLack of access to consumersLack of information on consumersDifferent consumer needs Low trust

8
1919

5660
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Option
2. Which is helping to reduce the cost of serving  

emerging market consumers

Insurance industry expense ratios

Ghana        (Non-Life) Ghana          (Life) Kenya        (Total Industry) South Africa (Non-Life)

15%

30%34%

47%

65%

87%
94%
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Option
3. Digital platforms as the next-generation  

distribution channel for insurance

Type of digital platforms

Shopping
Freelancing

E-hailing
Logistics

Rentals
Others 27

26
37

53
75

91

Platforms offering financial 
services by type

Insurance

Digital wallet

Credit
Savings 1

6
20
20

277 digital 
platforms 
identified,  
80% locally 

owned 

 16



Content 
Slide 

Option 3. Selling insurance directly, but also thinking innovatively 
where it can meet consumer and business needs

 17



Content 
Slide 

Option 4. Regulation as an enabler

• After a decade, regulation aimed 
at creating space for innovation 
in the low end of the market is 
coming into effect. 

• Regulators are already building 
on this and looking at regulatory 
sandboxes to catalyse further 
innovation. 

• Policymakers are waking up to 
the need to build insurance 
markets as a way to achieve 
other policy objectives like 
climate change.
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Option 4. Creating new opportunities for insurance
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Option Summary

•  The pyramid for insurance in Africa is bigger and more diverse than we think. 
• New entrants and incumbents alike are in search of the fortune. 
•  In the first instance, incumbents are using innovations in technology and data 

to bring down the cost of servicing consumers.  
• In the second instance, they will have to translate these cost savings into 

value for the consumer, as they will have new competition from digital 
platforms. 

•  The result should be more fortune in the pyramid for consumers and 
providers. 

• But insurance market development remains a tricky business and requires 
support for regulators and policymakers to get it right.
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About Cenfri 
The Centre for Financial Regulation & Inclusion (Cenfri) is a global think-tank and non-profit enterprise that bridges the gap between insights 
and impact in the financial sector. Cenfri’s people are driven by a vision of a world where all people live their financial lives optimally to 
enhance welfare and grow the economy. Its core focus is on generating insights that can inform policymakers, market players and donors 
who seek to unlock development outcomes through inclusive financial services and the financial sector more broadly.

Thank you
Please engage with us:

David Saunders 
Email: david@cenfri.org 
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