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Introduction

South Africa ha®ne of the most innovative insurance markets in the worltl.is also
consideredone of the leading microinsurance jurisdictions and commercial insurers have
reached significant penetration in the lewwcome market albeit largely through funeral and
credit life insurance. Various environmental and political factors have combined in the last
decade to incentivise commercial insurers to explore new ways of doing business in the low
income market.Between 2006 and 2008nany case studies on distribution charlseand
interesting productswithin the South African microinsuran¢é@ndscape werddentified and
documented, includingsomethat have beerexploring innovative ways of reackiithe low
income market througltretailer or cell phone intermediatiorf-or a number of thesehe
models were so new that the experience was insufficient to comment on the success or
failure of the model.

At least three signals suggest it is time to do an update on the innovation experience:

e Mixed experience of innovatorhe longer history in the market now provides us
with a better data picture to assist the analysssme models have not achieved the
desired uptakeand/or have been discontinuedhile others seen an evolution in the
products based on varied experience agdifferentproduct offering.

e New experiments.New microinsurance modeland products have also been
introduced especiallyin the category ofd I R @A NI S & AledBtabhtidrs £
models This provides awider experience base to review the experienaad
appropriateness of these modéils the lowincome market

e Changing environmen©ngoing uncertainty about thiiture of the Financial Sector
Chartef isbecominga strongdrivingforce of microinsurancénnovation.

Focuson distribution Accordingly his document seeks to provide an update on the
microinsurance innovation experience in South Afaca consider the lessons that can be
drawn from their success and failurds$ buildson a number of case studiéand seek to
draw out the main issues andonclusionsacross these experiencds additionto reviewing
some new models, the case studiakso provide updateson those that werecovered in
earlier FinMark researcifhe main focus of the case studies is on distributeonarea that
has seen partular innovation, buthey also considergroduct innovation as it is closely
linked to thenature of thedistribution model

Methodology This report drawsn information gathered duringa number of interviews
with microinsurance providerand organisatons enteringthe insurance distribution space
such as retailers gpaymentsystemproviders. Thanformation from interviews idurther
supplemented by publicly available information on these providers and their distribution
channels, e.g. newspaper repsr websites ad annual reportsSince this report builds on a
series of earlier FinMark Trust research reports, the report islison earlier information

and insights from this research.

! See, for exampleBester et al, 2005; Bester at, 2006; Smith, Walker & Chamberlain, 2006; Bester et al,; 3008/MIN
JWGMI, 2008

2See Box 1 below.

®Each case study is also available as a separate document.



SA microinsuranceontext’

TheSouth Africa contextand market and regulatory forces that drive its developméaie
been covered in a number of research repartslere, weonly highlight some salient
features that areparticularlyrelevant toinnovation in this space.

Box 1. The Financial Sector Charter in brief

Since democratisation in 1994, South Africa has been characterised by a drive towards
black economic empowerment. As part of this process industry, labour and other
stakeholders within the financial sector in 2003 negotiated and signed the Financial Sector
Charter as a commitment by the formal industry to implement black economic
empowerment. This includes the extension of financial access to the low-income market.
The charter also commits government to providing a facilitative regulatory framework to
achieve the charter targets and goals. The access targets for insurance require that 6% of
the low-income population have effective access to short-term and 23% to long-term
insurance by 2014. This equates to 1.2-million short-term and 4.5-million long-term
policyholders (FinScope™, 2006). “Effective access” is defined in terms of the distance to
the nearest service point, the range of products and services available, their
appropriateness to the needs of the low-income market, and whether they are affordably
priced as well as structured and described to customers in a simple and easy to understand
manner. In addition, industry is committed to spending 0.2% of post-tax profits on
consumer education.

The future of the Charter is uncertain. Due to an inability to agree on ownership structures,
a stalemate was reached in 2009, with the prospect of the charter falling away in favour of
codes under Black Empowerment Legislation. These codes do not include financial
inclusion of black consumers as an objective in the way that the Charter has. In the
February 2010 budget speech, the Minister of Finance however highlighted the need to
reconsider the matter to find a way forward, given the important role that the Charter is
playing in the industry.

Although the exact impact of the Charter on innovation cannot be quantified it has
unarguably been a major driving force for companies to innovate in the low-income space.
Larger traditional companies with little low-income exposure have taken over smaller
companies focusing on the low-income market. Business development units in some of the
same insurers would have benefited from the Charter pressure to convince management
and boards to set up new units and subsidiaries to explore the low-income market.
Industry stakeholders have benefitted from Government’s commitment in the Charter to
create a supportive regulatory environment for inclusion. This is reflected in the
microinsurance discussion paper but also in independent changes to the market conduct
regulation to accommodate low-income business models.

Increasing lowincome market focusTradtionally serving the higlend of the market,
commercial insurers are now increasingly targeting the -logome market and

* This section draws partly on the summary of the microinsurance market, based on various previous reports, that Cenfri
compiled as input to the University of Pretoria Centre for Microfinance s€dhe microfinance environment, commissioned

by FMT.

® See, for example: Bester et al, 2005; Bester et al, 2006; Bester et al, 2008; National Treasury, 2008; IAIS/MIN JWGMI, 2008.
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considerableproduct and distribution innovatiorhave made insurancefferings more
appropriate and attractive to the loncome maket (Besteret al, 2008) As a result,
various products are now available that provide cover at as little ag$2286) per month
and that are characterised by simple and flexible ter@ee of the drivers of this process
KFIa 0SSy AY R denjy\ihGhe FifchlSetiorkChait@eeBox labove)

Demarcation The insurance market in South Africa is divided into {@mo insurance,
governed by the Lonterm Insurance Act, 52 of 1998, and shtatm insurance, governed

by the Shortterm Insurance Act, 53 of 1998. A single company is not allowed to have
licencesunder both acts. All policies relating to life events are captured under-tiemgy
insurance, while shotterm insurancepredominantly covers losss relating to property
Both acts include personal accident or disability events as well as capital/sumedssur
insurance for health events. However, both strictly exclude indemnity health insurance
which is regulated under the Medical Schemes Act, 131 of 1998 (Bester et al., Z0@8).
demarcation and the strict regulatory environment for medical schemes hHoeed little
room for innovation in health cover for the poor.

Funeral dominancérhough very small as a percentage of overall premium flowsurance
taken up by the lowincome population is not a new concept in South Africa, aldtive to

its peess, South Africa has a walleveloped microinsurance industryhis is largely due to

the prevalence of funeral insurance among the pdar2007, 40% of th€harterdefined
low-income market had some kind of funeral cover, versus only 2% with life cothegro

than funeral and only 1.5% with asset insurance cover (Eighty20, 2008, based on FinScope
2007 dataset)There isalsoa tradition ofprovidingfor death throughinformal riskpooling
mechanisms calletlurial societiesFurthermore funeral insurance gliciesthat provide for

a funeral service areften provided through funeral undertakers(Besteret al, 2008).In
addition, a number of commercial insurers have been active in the funeral insurance market
(referred to asassistance business in regulatidar some time More recently, new entrants
have also entered the space and it is in this market that most innovation is taking place.

Informal cover in the funeral marken addition to the commercial insurers, there are a
number of burial societies pwading funeral insurance formallys registered friendly
societies. Yet the bulk of burial society funeral cover is informakdtbeerestimated that

there are between 80,000 and 100,000 mutual burial societies serving between 4 and 8
million individuals, as well as between 3,000 and 5,000 funeral parlours providing funeral
cover. Of these funeral parlours, ongn estimated 50%ave underwriting by registered
insurers The rest provide informal, ihouse insurance without authorisation from the
authorities (Besteret al, 2008 quoting 2005 FinMarKrustresearch). All in all, almost two
thirds of the demand for funeral insurance is nigformally.

® Rand values converted into US dollar equivalent using the 6 month avéndgrdank exchange rate, where USD1 = R8.58 for
the period March 2009 to end of August 2009

Ly wunnyz lFaaraidlyosS odeyOpyE dREKE 2yt 8 yRAAING VyOBi FRINE 66 KA OK
accounted for 1.4% of total net ineance premiums in the lonterm insurance market in South Africa (FSB Annual report,
2009).

8 The Financial Sector Charter defines the-lomome market as individuals in LSM.IThe Living Standard Measure (LSM) is a
tool used to segment the wider 8th African market according timdividuals' living standards. It uses location (urban vs. rural),
ownership of householdssets and access to servicegtoup individuals into one of ten potential LSMs through calculation of
a composite indiator (Eighty202005). LSM 1 ithe lowest LSM, containing the poorest individuals in terms of the composite
indicabr, while LSM 10 is the highesategory and contains the wealthiest individuals if ranked according the composite
indicator

REF G



Compulsory credit insurance The second biggest michasurance market is credit
insurancé. It isprovidedlargelythrough credit retailersbut also through microlenders, and
isdriven by its compulsory natur&inScope (2007) data indicatss than half a percentage
point of adults to have credit insurance. Thisigast underestimatiorg a fact that may be
explained by low awareness of cover among those with credit life. Based on estimates in the
market and discussions with the Nationak@it Regulator, Bester et al. (2008, as contained

in IAIS/MIN JWGMI, 2008) conservatively estimated there to be at least 2 million
microinsurance credit life clients, which would account for 40% of the formal microinsurance
market, should it be added to éhFinScope figures

Shortterm microinsurance limitedThe past few years have seen the emergence of new
microinsurance products in cell phone insurance, housing insurance, and other products
such as legal insurance or hospital cash plans. However, eet proactive effort by
industry to provide products to the lowmcome market, shorterm insurance has not
managed to penetrate the loncome market beyond 1.5% of LSMb Rhdults(according to

the FinScope 2007 data analysed by Eighty20, 2008 sbrt-term insurance market for

the low-income population igurrently stilldominated by credibasedinsurance, i.e. asset
insurance purchased with goods purchases on créftituntary products such aglt phone
insurance are also starting to aehe takeuptC

Emerging microinsurance rgouct characteristics Apart from being simplified and
characterised by relatively low premiums, products aimed at the-itmeme market
(funeral, as well as personal accident, disability and other types of polaries)ost often
underwritten on a groupbasis This means that pricing is done on a group basis, with no
medical or other assessmentsquired of each individual in order to determine his/her risk
profile and premium. This basis of underwriting significantlhyduees the cost of
microinsuranceEven though underwriting may be done on group hgsidicies may still be
individualy sold to members of the groymnd some groups are very loosely defined (e.g.
clients of a cash retailer)fo limit the risk of adverseelectiort' due to the absence of
individual underwritingand a common bond amongst group membetBese policies
generally rely on a waiting period, typically of 6 months, during which the policyholder will
pay premiums but will not yet be covered for natl death. Generallygontract periodsin

the microinsurance market are alsw longerthan one yeay with the norm being one
month contracts renewable with the payment of each premium.

All of this has assisted limiting the prudential riskof insurane products sold to the low
income marketandhas resulted it KS A YL AOA U0 SWYNRSW QOSET O (&5HBA
of products (Besteet al.,, 2008)

Distribution innovation In the quest to develop products for the lemwwcome market,
insurers increasingly focus on castective distribution.Intermediation innovationdeyond

® Credit or credit life insurddS Ay &ddzNBa& GKS @FfdzS 2F 2dz2iadlyRAYy3I RSo6l0G Ay GKS OFa
riders such as funeral insurance for the purchaser or insurance on the value of the product if lost or damaged. Most often,

credit life insurance is made@mpulsory precondition to a loan. This is often driven by credit providers, as it provides them
LINRGSOGA2Y 3FAyad LI eYSyid RSFrdAdG Ay GKS OFasS 2F Its RSoid2NDa R
iKS RSOSI &SR aamMadgtSraiaysthe BadbtSmithe 2008).

'° This reflects the rapid adoption of mobile telephony and the important role played by the cell phone as a personal and

business communication tool in the lives of the poor.

" This is relevant to the life insamce market: individuals that are of poor health or terminally ill will have an incentive to take

out life insurance shortly before their death. If there is no way of ascertaining their health status and either pridingr for

filtering them out, insures run the risk of a disproportionate number of claims on their book. A waiting period significantly

reduces the risk of adverse selection.



the traditional broker modehave played an important rolan the microinsurance models
that have evolvetf. These include the use of the cell phone as communication and sales
tool, as well apartnershipswith retaileror otherchains (Besteet al., 2008).

Role of groufaggregator distribution In addition, goups play an important role in
distribution to the lowincome market in South Africa. Burial societies, stokvels,
microfinance institutions, church groupglients of specific storeand sports clubs are
among the groups thatavebeen usedasaggregators allowingommercial insurers toeach

their membersin a costeffective manner The intermediation of insurance isiost often
initiated by the aggregator looking to meet the needs of its members or cliexter than

by an existing intermediary or insurance product providére trustplaced in the group by

the members play an important role in facilitating insurance uptake among members.
Although these groups normally have a relationship with only one insurer as underwriter,
the group is independent in the sense that if the productsadpecific insurer no longer
meet the needs of its clients, it can move to another insurer. The group often drives the
product innovation process with the help of the insurand products are tailored to meet
the needs of memberfBesteret al., 2008)

Market conduct egulation impacts on distribution model
development

Market conduct regulatioras a driver of innovationAs discussed above, microinsurance
innovation in South Africa is characterised by the emergencea afiumber of new
distribution models.Most of these new models have been characterised by one specific
feature: they do not provide any advice or verbal information during the sales process.
Because of this feature, thagly on the client to iitiate the transaction. The intermediary

thustakSa | aLIl aaagsSe NertS Ay GKS alftsSa LINROSaa

G LJ- & & A @ SEhisdérlBpfénican be considerd a direct result ofmarket conduct
regulation in South Africa. Although the case studies presented in this documerspaiak

to other regulatory issues, we limit our overview of the regulatory context to market
conduct regulationseeing itas the most prominent driver of distribution innovation.

SA maket conduct regulation directedy FAISMarket conduct regulatiorrefers to the
regulation of the distribution or intermediation of insurance products. Regulation of this
kind could include requirementas to who carintermediate insurance, fit and proper
requirements for agentdrokersand sales representativesegulation of the selling process
(including disclosure requirements and giviofj advice),regulation of the payment of
commission andtatutory requirements that make the takap of certain tpes of insurance
compulsory Market conduct regulatiofin South Africas primarily contained in the Financial
Advisory and Intermediary Services (FAIS) Act, 37 of 2002, which sets the conditions for the
intermediation of insurance (and other financial services) to the public in order to enhance
consumer protection. Some elemts of market conduct regulation also appear in the L-ong
term and Shorterm Insurance Act@Bester et al, 2008).

Cost implications of FAI®B its quest to enhance consumer protection, the FAIS Act also had
a number of unintended cost implications foretmarket. Not only has it led tchigher
barriers to entry (intermediaries have to meet certain minimum education standards), but it

2See Bester et al (2008) for aarlieroverview of innovative microinsurance models in South Africa.
3 Quoted directly



has also increased the infrastructural costs associated with being an intermediary
(intermediaries are now required to have access to a full set of business services such as
photocopying and printing, filing, etcHurthermore, FAIS raises the ongoing ptiance and
reporting costs for the intermediary and his/her employ@ne ofthe most significant
impacts has beerthrough higher transaction costs related to the sales process. FAIS has
made explicit a number of duties that the intermediary has to fuifiile dealing with a

client, of which the most expensive has been around the provision of financial adBastef

et al, 2006)

Advicerelated impacts particularly sever&he FAISAct does not require intermediaries to
provide advicébut do require thatintermediaries provide the necessary information for the
client to make an informed decisiotdowever, when advice is providetthe Act sets out
requirements for how this must be don&his has added costs ahdscreated uncertainties
regarding what is equired in the lowincome sphere.FAIS is explicit that where an
intermediary provides advice, her she must be registered as a financial service provider
(FSP and is requiredo carry out dinancialneeds analysifor the client Thisrequires that
before providing adviceéhe intermediarymusti F { S G NBIF a2y | 6 ffri@dnm thed SLIA ¢ (2
client information about higinancial situation, product experience and oljjees, and must
then conduct ananalysis of the information and identify the productkat will be
appropriate to the Of A Sigk(i@ofile and needs. The intermediarpust also take

G NB I a2yl @dkisg irbola&audit ghe likely level of financial literacy of the cli¢mt)
ensure that the client understands the advice g is in a pdon to make arinformed
decision

Clerical functions exempt from FAFMh undated guidance note hiyhe Rhancial Srvices
Board" excludes from the definition of intermediary services (and thereby the scope of the
Act) any clerical service thatay include premium collection, butioes not require
judgment does not provide advicand does not lead the client to a specific transactibhis
guidance note was targeted at baoKice administrative staff who, due to the wide
definition of intermediay services used in the Act, may have been deemed to be subject to
the requirements of the Act. Althougtmé intention of the FSB&as notto create a category

of intermediary exempted from the Actthis has been the unintended consequence.
Insurance compaeshave interpreted the guidance notes allowinga category of sales staff
that can be responsible for the neadvice based selling of insurance products on a
commoditised basisas is the casehrough retailer networks.As according to the

O 2 Y LJ yitar@etafon,they are not deemed to provide intermediary services, they need
not be registered or comply with the various FAIS requiremértgs was not the intention

of the guidance noteand is a point of contention in the market.

The emergence of nesdvice selling and the bifurcation of the markBy making advice
more expensive and opening up the opportunity for ramlvice based selling, FAIS has
inadvertently led to the dominance of the noadvice/passive sales model in the
microinsurance marketln the insurance market as a whole, these developments have
caused a bifurcation between advibasedsales to the higlincome marketand tick-box
sellingto the low-income marketBester et al, 2008As the discussion above indicatedet
FAIS Acthas significantly increased the cost @fdvicebased sales Ths has impacted
particularly on lowincome modelsvhere premiums, and hence the proportion that can be

* An individual can be registered either as a sole proprietor FSP, or as a key individual or representative of an FSP.
®*The insurance and pension funds supervisor



dedicated to sales costs, are loAt the same time the guidance note issued by the W&8

interpreted asallowing certain selling activitieend intermediary staff to be exempted from

FAIS and its requirements. This has created the sfmaceon-advice based sellingy sales

representatives not registered for FAIS purpos@wer the pastfew years the bulk of

microinsurance innovation and development occuriethin this nonadvicespace. Insurers
havedevelopedd i ®f@e-0 2 E¢ & St t Atfflalidoin@ duiyeraliydaidie sales or

verbal disclosure by a sales person. They have also startéatuson retailer and other
RAAGONAROdzEA2Y LI NIYySNARKALA G2 &aStf -ncd2YY2RAGAA
market without any advice.

The impact of FAIS on the market and appropriate changes required are part of the issues
explored in the propsed new regulatory framework for microinsurance proposed in
blFdA2ylf ¢NBIFadNEQa aAONBAYyadz2NI yOS RA&AOdzAaAZY

Emerging intermediary categoriesnd models

From the recent South African experiencehitee alternative categories of insurance
intermediariesemerged and have been the focus of this review. These are

o Retailergboth clothing and food)
¢ Retail paymenhetworkspartneringwith formal and informal vendor networkand
e Cell phme networks/airtime distributor¥.

From the larger group dhsurersand intermediariesinterviewed for this studywe selected

four case studies on different, innovative microinsurance models in South Afticee of

these case studies focus primarily on ttistribution channelwhile fourth case study is
focusedonthe ONB A y A dzN> yOS Ayy2@0F A2y dzy Al 2F I I NBH
different distribution approacheslhe case studies are

e Hollard Insurance and Take it Eezivendorbased retail payment network

e Hollard Insurance and Peg clothing retailey

e Metropolitan Cover2goan insurer using various novative distribution channels;
and

e Shoprite supermarketa food retailer distributing insurance products from three
different insurers.

Premiums start from just more thaR18 (slightlymore than $2)per month, depending on
the type of cover chosen. The maximum cover proviged life is R20,000 ($2,363), with
most policies also giving options of R5,q@@out $590)or R10,000(about $1,180)over.
Below, we provide drief summaryof each of these maels drawing on the sources quoted
in the full case studies

The full case studies are available as separate docutieanig can be consulted for any
additional information required.

!¢ Although we are aware of many initiatives to distribute insurance throaigiime vendors we are unable to provideel
examples at this stage. afy of the insurance players interviewed for this study mentioned that they are exploring partnerships
or are about to pilot projects with airtime distributoend are thus not yet Wing to share this information publicly.

' Seethe Bibliography for comprehensive references.



4.1.

Hollard Insurance and Take it Eezi

In January 2007, Hollard Insuran¢e2 dzii K ! ¥ NRA O -@énedfinsuNaicé éompayINA G G S
partnered with Take it E€%j a rural and townshifpased vendor network, to provide funeral
insurancecalled My Funeral Cardo the lowincome market in South Africdt uses an

innovative SIM carddsed pointof-sale (POS) technology to extend prepaid cellular airtime,
electricity and insurance to individuals that previously did not have access to these products.

To date they havepartnered with an extensive network of informal vendors throughout

Souh Africaand hase approximately 18,000 registered agents. Many of these vendors are

Box 2. Hollard/Take it Eezi
Established: January 2007
Purchasing Options: Five policy
options (all funeral cover):

* Two single-member policies

* Three family policies

Policy Activation:

EEZI-WIN

s
RE

Step One: The customer buys a — i i ]
starter pack for R20 and pays first '
premium according to list of policy
choices.

Step Two: The vendor uploads the
client’s information, policy number,
and identification number.

Step Three: An SMS is sent to the client, vendor, and to Take it Eezi. Hollard’s
policy administrator, The Best Funeral Society, contacts the customer directly
for additional information.

Key Challenges:

Limited incentives for vendors. Vendors receive the R20 joining fee, but no
further incentive for premium collection.

Higher-than-average mortality rates, perhaps due to problems with adverse
selection.

Absence of a trusted brand. Take it Eezi is not a commonly-recognised brand,
and customers may not yet feel comfortable purchasing insurance products it
sells.

'8 Take it Eezi operates as a branded initiative of the company Sharedphone. Sharedphone is 50.1% owned by Blue Label
Telecoms and operates in more than 19 coig#rincluding Mexico (Mocke, 2009).



4.2.

commonly known aspaza® shops and can be found in informal settlements or remote rural
areas of South Africa.

The network currently sellsvie different funeral policy options packaged undee Hollard
My Funeral Cardbrand, with different premium and cover levels and options to cover a
single member othe whole family(including extended family)

The insurance producind promotional mateals are placed irthe Take it Eezi storelo
avoid regulatory complications under FAIS, the vendiarsiot actively promoteor sell the
product the product and clients are required to ask for the insurance prodgpcin seeing
promotional material dients are registered using the Take it Eezi payment defacgpecial
SIM card inserted into a cell phone interfaeed canpay their monhly premiums in cash at
the vendor Once payment has been receivetigetvendor willusethe Take it Eezi payment
device to communicate to the centralfake it Eezi server that the premium has been
received Both the client and vendor will then receive a reference number via a short
message service (SMS) confirming that the policy has beerigraid

To date, there are only a aple of thousand active policieslowever, Hollard management
remains optimistic product sales have been improvimgcently andthey are planning to
launchnew insurance producthrough this channke

Hollard Insurance and Pep

During March 2006, Hollarchdurance launche@n insurance partnership with PefRep
Stores, a wholpwned subsidiary of Pepkor, was founded in 1965 and has grown to a
network of 1,159 stores throughout South Afriextending into remote and rural towns and
often being the onlybranded and networked store in some of these towRep describes
itself as a cashased, low marginhigh volume, clothing retail stordt hasexpandedits
product offering to include cell phones, airtime, prepaid electricity, insurance and, to a lesser
extent, home appliances. Pep is known fts innovative business model that constantly
seeks to bring additional value s LSM° 2 - 6 target market Pep, 2009).

The insurance products amaced on ashelf in the storenear cashier queues and are not

actively sold by store staff ¢ KS OF aKASNJ OF LJidzNBa GKS Of ASyidQa
then phoned within 72 hours by the Hollac@ll centre to obtain more detailand activate

0KS O2@SNI® ¢KS LINRRdzOGQa LI &pflachpfichesim@dardRSa A 3y SR
andairtime & & 0 | NJi-& frmiadlthé thé market is very familiar wit@lients are able to

pay their premiumsn cashat thettill point in-store upon presentation of their policy card or

policy numberand clients are remined of their monthly payment through an SMEhe

model does not rely on the active marketing or selling of the product and clients are

required to initiate the transaction. Pegtaff hasnot been trained to provide any advice or
verbalinformation on the poduct but more product information is obtainable through the

Hollard call centre.

Bl e aKkz2La FNB o avelfts AYyF2NYIE ad2NBas 2F0Sy 2LISNFGSR 2dz2i 2F
South Africa.

VeKS {2dziK ' TNRAOIY ! ROSNIAaAY I wSaS| wedddat (LSE)Adivides thé ppu@ton 6 { | | wCO [
into ten LSM groups with 1 being the lowest and 10 the highest. Grouping is based on 29 factors including degree of

urbanization, ownership of cars and of major appliances.



When the insurance products were first launchigd March 2006, the product offering
included a funeral insuranceproduct, a personal accident produ@&nd a cell phone
insurance productSince thenthe Hollard/Pepproduct offering has undergong number of
changes in an attempt to better meet client neeafsd to tailor product pricing and structure

to the market expdence This has included discontinuing the personal accident eaid
phone insurance policiesnd extending the variety of funeral cover offerdélep currently
offers five funeral insurance policés 1 62 2LJiA2y a ¥F2 N ord%enokf e ¢ 023S
coverfor individuals between the ages of 65 and 74 (designed so that Pep clients can buy a
funeral policy specifically for an elderly parengnd a policy that pays out in equal
instalments over a 12 month peridéhstead of a lump sumgnd is intendedo provide on

going support after the death ahe policyholder (the policy only covers the life of the
policyholder)

Photo credit: Joel Carlman
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