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1. Introduction 

South Africa has one of the most innovative insurance markets in the world. It is also 

considered one of the leading microinsurance jurisdictions and commercial insurers have 

reached significant penetration in the low-income 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 2008, many case studies on distribution channels and 

interesting products within the South African microinsurance landscape were identified and 

documented1, including some that have been exploring innovative ways of reaching the low-

income market through retailer or cell phone intermediation. For a number of these, the 

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: 

 Mixed experience of innovators. The longer history in the market now provides us 

with a better data picture to assist the analysis. Some models have not achieved the 

desired uptake and/or have been discontinued while others seen an evolution in the 

products based on varied experience across different product offerings.  

 New experiments. New microinsurance models and products have also been 

introduced, especially in the category of άŀŘǾƛŎŜƭŜǎǎέ ƻǊ άǇŀǎǎƛǾŜέ distribution 

models. This provides a wider experience base to review the experience and 

appropriateness of these models in the low-income market. 

 Changing environment. Ongoing uncertainty about the future of the Financial Sector 

Charter2 is becoming a strong driving force of microinsurance innovation. 

Focus on distribution. Accordingly this document seeks to provide an update on the 

microinsurance innovation experience in South Africa and consider the lessons that can be 

drawn from their success and failures. It builds on a number of case studies3 and seeks to 

draw out the main issues and conclusions across these experiences. In addition to reviewing 

some new models, the case studies also provide updates on those that were covered in 

earlier FinMark research. The main focus of the case studies is on distribution, an area that 

has seen particular innovation, but they also considers product innovation as it is closely 

linked to the nature of the distribution model. 

Methodology. This report draws on information gathered during a number of interviews 

with microinsurance providers and organisations entering the insurance distribution space, 

such as retailers or payment system providers. The information from interviews is further 

supplemented by publicly available information on these providers and their distribution 

channels, e.g. newspaper reports, websites and annual reports. Since this report builds on a 

series of earlier FinMark Trust research reports, the report also builds on earlier information 

and insights from this research. 
                                                
1  See, for example, Bester et al, 2005; Bester et al, 2006; Smith, Walker  & Chamberlain, 2006; Bester et al, 2008; IAIS/MIN 
JWGMI, 2008 
2 See Box 1 below. 
3 Each case study is also available as a separate document. 
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2. SA microinsurance context4 

The South African context and market and regulatory forces that drive its development have 

been covered in a number of research reports5. Here, we only highlight some salient 

features that are particularly relevant to innovation in this space. 

 

Increasing low-income market focus. Traditionally serving the high-end of the market, 

commercial insurers are now increasingly targeting the low-income market, and 

                                                
4 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 scan of the microfinance environment, commissioned 
by FMT. 
5 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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considerable product and distribution innovation have made insurance offerings more 

appropriate and attractive to the low-income market (Bester et al., 2008). As a result, 

various products are now available that provide cover at as little as R20 ($2.366) per month 

and that are characterised by simple and flexible terms. One of the drivers of this process 

Ƙŀǎ ōŜŜƴ ƛƴŘǳǎǘǊȅΩǎ ŜŦŦƻǊǘǎ ǘƻ comply with the Financial Sector Charter (see Box 1 above). 

Demarcation. The insurance market in South Africa is divided into long-term insurance, 

governed by the Long-term Insurance Act, 52 of 1998, and short-term insurance, governed 

by the Short-term Insurance Act, 53 of 1998. A single company is not allowed to have 

licences under both acts. All policies relating to life events are captured under long-term 

insurance, while short-term insurance predominantly covers losses relating to property. 

Both acts include personal accident or disability events as well as capital/sum assured 

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., 2008). This 

demarcation and the strict regulatory environment for medical schemes have allowed little 

room for innovation in health cover for the poor.  

Funeral dominance. Though very small as a percentage of overall premium flows7, insurance 

taken up by the low-income population is not a new concept in South Africa and, relative to 

its peers, South Africa has a well-developed microinsurance industry. This is largely due to 

the prevalence of funeral insurance among the poor. In 2007, 40% of the Charter-defined 

low-income market8 had some kind of funeral cover, versus only 2% with life cover other 

than funeral and only 1.5% with asset insurance cover (Eighty20, 2008, based on FinScope 

2007 dataset). There is also a tradition of providing for death through informal risk-pooling 

mechanisms called burial societies. Furthermore, funeral insurance policies that provide for 

a funeral service are often provided through funeral undertakers (Bester et al., 2008). In 

addition, a number of commercial insurers have been active in the funeral insurance market 

(referred to as assistance business in regulation) for 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 market. In addition to the commercial insurers, there are a 

number of burial societies providing funeral insurance formally as registered friendly 

societies. Yet the bulk of burial society funeral cover is informal. It has been estimated 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, only an estimated 50% have underwriting by registered 

insurers. The rest provide informal, in-house insurance without authorisation from the 

authorities (Bester et al., 2008, quoting 2005 FinMark Trust research). All in all, almost two 

thirds of the demand for funeral insurance is met informally. 

                                                
6 Rand values converted into US dollar equivalent using the 6 month average, interbank exchange rate, where USD1 = R8.58 for 
the period March 2009 to end of August 2009. 
7 Lƴ нллуΣ ŀǎǎƛǎǘŀƴŎŜ ōǳǎƛƴŜǎǎ όǘƘŜ ƻƴƭȅ ŘƛǎǘƛƴŎǘ άƭƻǿ-ƛƴŎƻƳŜέ ǘȅǇŜ ƻŦ ƛƴǎǳǊŀƴŎŜ ŦƻǊ ǿƘƛŎƘ Řŀǘŀ ƛǎ ǊŜŎƻǊŘŜŘ ƛƴ {ƻǳǘƘ !ŦǊƛŎŀύ 
accounted for 1.4% of total net insurance premiums in the long-term insurance market in South Africa (FSB Annual report, 
2009). 
8 The Financial Sector Charter defines the low-income market as individuals in LSM 1-5. The Living Standard Measure (LSM) is a 
tool used to segment the wider South African market according to individuals' living standards. It uses location (urban vs. rural), 
ownership of household assets and access to services to group individuals into one of ten potential LSMs through calculation of 
a composite indicator (Eighty20, 2005). LSM 1 is the lowest LSM, containing the poorest individuals in terms of the composite 
indicator, while LSM 10 is the highest category and contains the wealthiest individuals if ranked according the composite 
indicator 
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Compulsory credit insurance. The second biggest micro-insurance market is credit 

insurance9. It is provided largely through credit retailers, but also through microlenders, and 

is driven by its compulsory nature. FinScope (2007) data indicate less than half a percentage 

point of adults to have credit insurance. This is a vast underestimation ς 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 National Credit 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 the FinScope figures.  

Short-term microinsurance limited. The 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, despite this proactive effort by 

industry to provide products to the low-income market, short-term insurance has not 

managed to penetrate the low-income market beyond 1.5% of LSM 1-5 adults (according to 

the FinScope 2007 data analysed by Eighty20, 2008). The short-term insurance market for 

the low-income population is currently still dominated by credit-based insurance, i.e. asset 

insurance purchased with goods purchases on credit. Voluntary products such as cell phone 

insurance are also starting to achieve take-up10. 

Emerging microinsurance product characteristics. Apart from being simplified and 

characterised by relatively low premiums, products aimed at the low-income market 

(funeral, as well as personal accident, disability and other types of policies) are most often 

underwritten on a group basis. This means that pricing is done on a group basis, with no 

medical or other assessments required of each individual in order to determine his/her risk 

profile and premium. This basis of underwriting significantly reduces the cost of 

microinsurance. Even though underwriting may be done on group basis, policies may still be 

individually sold to members of the group, and some groups are very loosely defined (e.g. 

clients of a cash retailer). To limit the risk of adverse selection11 due to the absence of 

individual underwriting and a common bond amongst group members, these 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 natural death. Generally, contract periods in 

the microinsurance market are also no longer than one year, with the norm being one-

month contracts renewable with the payment of each premium.  

All of this has assisted in limiting the prudential risk of insurance products sold to the low-

income market, and has resulted in ǘƘŜ ƛƳǇƭƛŎƛǘ ŜƳŜǊƎŜƴŎŜ ƻŦ ŀ άƳƛŎǊƻƛƴǎǳǊŀƴŎŜέ ŎŀǘŜƎƻǊȅ 

of products (Bester et al., 2008). 

Distribution innovation. In the quest to develop products for the low-income market, 

insurers increasingly focus on cost-effective distribution. Intermediation innovations beyond 

                                                
9 Credit or credit life insuranŎŜ ƛƴǎǳǊŜǎ ǘƘŜ ǾŀƭǳŜ ƻŦ ƻǳǘǎǘŀƴŘƛƴƎ ŘŜōǘ ƛƴ ǘƘŜ ŎŀǎŜ ƻŦ ŀ ǇƻƭƛŎȅƘƻƭŘŜǊΩǎ ŘŜŀǘƘΦ Lǘ Ƴŀȅ ŀƭǎƻ ƛƴŎƭǳŘŜ 
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 a compulsory precondition to a loan. This is often driven by credit providers, as it provides them 
ǇǊƻǘŜŎǘƛƻƴ ŀƎŀƛƴǎǘ ǇŀȅƳŜƴǘ ŘŜŦŀǳƭǘ ƛƴ ǘƘŜ ŎŀǎŜ ƻŦ ŀ ŘŜōǘƻǊΩǎ ŘŜŀǘƘ ƻǊ όƛƴ ǎƻƳŜ ŎŀǎŜǎύ ŘƛǎŀōƛƭƛǘȅΦ !ǘ ǘƘŜ ǎŀƳŜ ǘƛƳŜΣ ƛǘ ǇǊƻǘŜŎts 
ǘƘŜ ŘŜŎŜŀǎŜŘ ōƻǊǊƻǿŜǊΩǎ ŦŀƳƛƭȅ from having to repay the debt (Smith, 2008). 
10 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. 
11 This is relevant to the life insurance 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 pricing for it or 
filtering them out, insurers run the risk of a disproportionate number of claims on their book. A waiting period significantly 
reduces the risk of adverse selection. 
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the traditional broker model have played an important role in the microinsurance models 

that have evolved12. These include the use of the cell phone as communication and sales 

tool, as well as partnerships with retailer or other chains (Bester et al., 2008). 

Role of group/aggregator distribution. In addition, groups play an important role in 

distribution to the low-income market in South Africa. Burial societies, stokvels, 

microfinance institutions, church groups, clients of specific stores and sports clubs are 

among the groups that have been used as aggregators allowing commercial insurers to reach 

their members in a cost-effective manner. The intermediation of insurance is most often 

initiated by the aggregator looking to meet the needs of its members or clients rather than 

by an existing intermediary or insurance product provider. The trust placed 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 products of a specific 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 insurer, and products are tailored to meet 

the needs of members (Bester et al., 2008). 

3. Market conduct regulation impacts on distribution model 
development 

Market conduct regulation as a driver of innovation. As discussed above, microinsurance 

innovation in South Africa is characterised by the emergence of a number 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, they rely on the client to initiate the transaction. The intermediary 

thus takŜǎ ŀ άǇŀǎǎƛǾŜέ ǊƻƭŜ ƛƴ ǘƘŜ ǎŀƭŜǎ ǇǊƻŎŜǎǎ ŀƴŘ ǿŜ ǘƘŜǊŜŦƻǊŜ ǊŜŦŜǊ ǘƻ ǘƘŜǎŜ ƳƻŘŜƭǎ ŀǎ 

άǇŀǎǎƛǾŜέ ƳƻŘŜƭǎΦ This development can be considered a direct result of market conduct 

regulation in South Africa. Although the case studies presented in this document also speak 

to other regulatory issues, we limit our overview of the regulatory context to market 

conduct regulation, seeing it as the most prominent driver of distribution innovation. 

SA market conduct regulation directed by FAIS. Market conduct regulation refers to the 

regulation of the distribution or intermediation of insurance products. Regulation of this 

kind could include requirements as to who can intermediate insurance, fit and proper 

requirements for agents, brokers and sales representatives, regulation of the selling process 

(including disclosure requirements and giving of advice), regulation of the payment of 

commission and statutory requirements that make the take-up of certain types of insurance 

compulsory. Market conduct regulation in South Africa is 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 elements of market conduct regulation also appear in the Long-

term and Short-term Insurance Acts (Bester et al, 200813). 

Cost implications of FAIS. In its quest to enhance consumer protection, the FAIS Act also had 

a number of unintended cost implications for the market. Not only has it led to higher 

barriers to entry (intermediaries have to meet certain minimum education standards), but it 

                                                
12 See Bester et al (2008) for an earlier overview of innovative microinsurance models in South Africa. 
13 Quoted directly 
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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, etc.). Furthermore, FAIS raises the ongoing compliance and 

reporting costs for the intermediary and his/her employer. One of the most significant 

impacts has been through higher transaction costs related to the sales process. FAIS has 

made explicit a number of duties that the intermediary has to fulfil while dealing with a 

client, of which the most expensive has been around the provision of financial advice (Bester 

et al, 2006). 

Advice-related impacts particularly severe. The FAIS Act does not require intermediaries to 

provide advice but do require that intermediaries provide the necessary information for the 

client to make an informed decision. However, when advice is provided, the Act sets out 

requirements for how this must be done. This has added costs and has created uncertainties 

regarding what is required in the low-income sphere. FAIS is explicit that where an 

intermediary provides advice, he or she must be registered as a financial service provider 

(FSP14) and is required to carry out a financial needs analysis for the client. This requires that 

before providing advice the intermediary must ǘŀƪŜ άǊŜŀǎƻƴŀōƭŜ ǎǘŜǇǎέ ǘƻ ǎƻǳǊŎŜ from the 

client information about his financial situation, product experience and objectives, and must 

then conduct an analysis of the information and identify the products that will be 

appropriate to the ŎƭƛŜƴǘΩǎ risk profile and needs. The intermediary must also take 

άǊŜŀǎƻƴŀōƭŜ ǎǘŜǇǎέ (taking into account the likely level of financial literacy of the client) to 

ensure that the client understands the advice given and is in a position to make an informed 

decision. 

Clerical functions exempt from FAIS. An undated guidance note by the Financial Services 

Board15 excludes from the definition of intermediary services (and thereby the scope of the 

Act) any clerical service that may include premium collection, but does not require 

judgment, does not provide advice and does not lead the client to a specific transaction. This 

guidance note was targeted at back-office administrative staff who, due to the wide 

definition of intermediary services used in the Act, may have been deemed to be subject to 

the requirements of the Act. Although the intention of the FSB was not to create a category 

of intermediary exempted from the Act, this has been the unintended consequence. 

Insurance companies have interpreted the guidance note as allowing a category of sales staff 

that can be responsible for the non-advice based selling of insurance products on a 

commoditised basis, as is the case through retailer networks. As, according to the 

ŎƻƳǇŀƴƛŜǎΩ ƛnterpretation, they are not deemed to provide intermediary services, they need 

not be registered or comply with the various FAIS requirements. This was not the intention 

of the guidance note and is a point of contention in the market.  

The emergence of non-advice selling and the bifurcation of the market. By making advice 
more expensive and opening up the opportunity for non-advice based selling, FAIS has 
inadvertently led to the dominance of the non-advice/passive sales model in the 
microinsurance market. In the insurance market as a whole, these developments have 
caused a bifurcation between advice-based sales to the high-income market and tick-box 
selling to the low-income market (Bester et al, 2008). As the discussion above indicated, the 
FAIS Act has significantly increased the cost of advice-based sales. This has impacted 
particularly on low-income models where premiums, and hence the proportion that can be 

                                                
14 An individual can be registered either as a sole proprietor FSP, or as a key individual or representative of an FSP. 
15 The insurance and pension funds supervisor 
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dedicated to sales costs, are low. At the same time the guidance note issued by the FSB was 
interpreted as allowing certain selling activities and intermediary staff to be exempted from 
FAIS and its requirements. This has created the space for non-advice based selling by sales 
representatives not registered for FAIS purposes. Over the past few years the bulk of 
microinsurance innovation and development occurred within this non-advice space. Insurers 
have developed άǘƛŎƪ-of-the-ōƻȄέ ǎŜƭƭƛƴƎ ǘŜŎƘƴƛǉǳŜǎ that do not require any active sales or 
verbal disclosure by a sales person. They have also started to focus on retailer and other 
ŘƛǎǘǊƛōǳǘƛƻƴ ǇŀǊǘƴŜǊǎƘƛǇǎ ǘƻ ǎŜƭƭ άŎƻƳƳƻŘƛǘƛǎŜŘέ ƛƴǎǳǊŀƴŎŜ ǇǊƻŘǳŎǘǎ ǘƻ ǘƘŜ ƭƻǿ-income 
market without any advice.  
 
The impact of FAIS on the market and appropriate changes required are part of the issues 
explored in the proposed new regulatory framework for microinsurance proposed in 
bŀǘƛƻƴŀƭ ¢ǊŜŀǎǳǊȅΩǎ aƛŎǊƻƛƴǎǳǊŀƴŎŜ ŘƛǎŎǳǎǎƛƻƴ ǇŀǇŜǊΦ  

4. Emerging intermediary categories and models 

From the recent South African experience, three alternative categories of insurance 

intermediaries emerged and have been the focus of this review. These are: 

 Retailers (both clothing and food); 

 Retail payment networks partnering with formal and informal vendor networks; and 

 Cell phone networks/airtime distributors16.  

From the larger group of insurers and intermediaries interviewed for this study, we selected 

four case studies on different, innovative microinsurance models in South Africa. Three of 

these case studies focus primarily on the distribution channel while fourth case study is 

focused on the miŎǊƻƛƴǎǳǊŀƴŎŜ ƛƴƴƻǾŀǘƛƻƴ ǳƴƛǘ ƻŦ ŀ ƭŀǊƎŜΣ ǘǊŀŘƛǘƛƻƴŀƭ ƛƴǎǳǊŜǊ ŀƴŘ ǘƘƛǎ ǳƴƛǘΩǎ 

different distribution approaches. The case studies are: 

 Hollard Insurance and Take it Eezi: a vendor-based retail payment network; 

 Hollard Insurance and Pep: a clothing retailer; 

 Metropolitan Cover2go: an insurer using various innovative distribution channels; 

and 

 Shoprite supermarket: a food retailer distributing insurance products from three 

different insurers. 

Premiums start from just more than R18 (slightly more than $2) per month, depending on 

the type of cover chosen. The maximum cover provided per life is R20,000 ($2,363), with 

most policies also giving options of R5,000 (about $590) or R10,000 (about $1,180) cover. 

Below, we provide a brief summary of each of these models, drawing on the sources quoted 

in the full case studies.  

The full case studies are available as separate documents17 and can be consulted for any 

additional information required. 

 

                                                
16 Although we are aware of many initiatives to distribute insurance through airtime vendors, we are unable to provide real 
examples at this stage. Many of the insurance players interviewed for this study mentioned that they are exploring partnerships 
or are about to pilot projects with airtime distributors and are thus not yet willing to share this information publicly. 
17 See the Bibliography for comprehensive references. 
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4.1. Hollard Insurance and Take it Eezi 

In January 2007, Hollard Insurance, {ƻǳǘƘ !ŦǊƛŎŀΩǎ ƭŀǊƎŜǎǘ ǇǊƛǾŀǘŜ-owned insurance company, 

partnered with Take it Eezi18, a rural and township-based vendor network, to provide funeral 

insurance called My Funeral Card to the low-income market in South Africa. It uses an 

innovative SIM card based point-of-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 have partnered with an extensive network of informal vendors throughout 

South Africa and have approximately 18,000 registered agents. Many of these vendors are 

                                                
18 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 countries including Mexico (Mocke, 2009). 
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commonly known as spaza19 shops and can be found in informal settlements or remote rural 

areas of South Africa.  

The network currently sells five different funeral policy options packaged under the Hollard 

My Funeral Card brand, with different premium and cover levels and options to cover a 

single member or the whole family (including extended family). 

The insurance product and promotional materials are placed in the Take it Eezi store. To 

avoid regulatory complications under FAIS, the vendors do not actively promote or sell the 

product the product and clients are required to ask for the insurance product upon seeing 

promotional material. Clients are registered using the Take it Eezi payment device (a special 

SIM card inserted into a cell phone interface) and can pay their monthly premiums in cash at 

the vendor. Once payment has been received, the vendor will use the Take it Eezi payment 

device to communicate to the central Take 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 been paid for. 

To date, there are only a couple of thousand active policies. However, Hollard management 

remains optimistic; product sales have been improving recently and they are planning to 

launch new insurance products through this channel. 

4.2. Hollard Insurance and Pep 

During March 2006, Hollard Insurance launched an insurance partnership with Pep. Pep 

Stores, a wholly-owned subsidiary of Pepkor, was founded in 1965 and has grown to a 

network of 1,159 stores throughout South Africa, extending into remote and rural towns and 

often being the only branded and networked store in some of these towns. Pep describes 

itself as a cash-based, low margin, high volume, clothing retail store. It has expanded its 

product offering to include cell phones, airtime, prepaid electricity, insurance and, to a lesser 

extent, home appliances. Pep is known for its innovative business model that constantly 

seeks to bring additional value to its LSM20 2 - 6 target market (Pep, 2009). 

The insurance products are placed on a shelf in the store near cashier queues and are not 

actively sold by store staffΦ ¢ƘŜ ŎŀǎƘƛŜǊ ŎŀǇǘǳǊŜǎ ǘƘŜ ŎƭƛŜƴǘΩǎ ŎƻƴǘŀŎǘ ŘŜǘŀƛƭǎ ŀƴŘ ǘƘŜ ŎƭƛŜƴǘ ƛǎ 

then phoned within 72 hours by the Hollard-call centre to obtain more details and activate 

ǘƘŜ ŎƻǾŜǊΦ ¢ƘŜ ǇǊƻŘǳŎǘΩǎ ǇŀŎƪŀƎƛƴƎ ƛǎ ŘŜǎƛƎƴŜŘ ǘƻ ƭƻƻƪ ǎƛƳƛƭŀǊ ǘƻ ǘƘat of a cell phone sim card 

and airtime άǎǘŀǊǘŜǊ ǇŀŎƪέ- a format that the market is very familiar with. Clients are able to 

pay their premiums in cash at the till  point in-store upon presentation of their policy card or 

policy number and clients are reminded of their monthly payment through an SMS. The 

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

required to initiate the transaction. Pep staff has not been trained to provide any advice or 

verbal information on the product but more product information is obtainable through the 

Hollard call centre. 

                                                
19 {ǇŀȊŀ ǎƘƻǇǎ ŀǊŜ ǎƳŀƭƭΣ ƛƴŦƻǊƳŀƭ ǎǘƻǊŜǎΣ ƻŦǘŜƴ ƻǇŜǊŀǘŜŘ ƻǳǘ ƻŦ ǇŜƻǇƭŜΩǎ ƘƻƳŜǎ ƛƴ ǘƘŜ ǘƻǿƴǎƘƛǇǎ ƻǊ ƛƴŦƻǊƳŀƭ ǎŜǘǘƭŜƳŜƴǘǎ ƻŦ 
South Africa. 
20 ¢ƘŜ {ƻǳǘƘ !ŦǊƛŎŀƴ !ŘǾŜǊǘƛǎƛƴƎ wŜǎŜŀǊŎƘ CƻǳƴŘŀǘƛƻƴΩǎ ό{!!wCύ [ƛǾƛƴƎ {ǘŀƴŘŀǊŘ aŜŀǎǳrement (LSM) divides the population 
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. 
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When the insurance products were first launched in March 2006, the product offering 

included a funeral insurance product, a personal accident product and a cell phone 

insurance product. Since then, the Hollard/Pep product offering has undergone a number of 

changes in an attempt to better meet client needs and to tailor product pricing and structure 

to the market experience. This has included discontinuing the personal accident and cell 

phone insurance policies and extending the variety of funeral cover offered. Pep currently 

offers five funeral insurance policiesΥ ǘǿƻ ƻǇǘƛƻƴǎ ŦƻǊ άCŀƳƛƭȅέ ŎƻǾŜǊΤ ǘǿƻ ƭŜǾŜƭǎ for άSeniorέ 

cover for individuals between the ages of 65 and 74 (designed so that Pep clients can buy a 

funeral policy specifically for an elderly parent); and a policy that pays out in equal 

instalments over a 12 month period (instead of a lump sum) and is intended to provide on-

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

policyholder). 

Photo credit: Joel Carlman 


