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THE PROJECT
Partnership: CGAP, MicroEnsure and Continuum Innovation

CGAP conducted an Applied Product Innovation project with insurance intermediary MicroEnsure and
design firm Continuum. MicroEnsure, a leader in the provision of insurance for the mass market in Africa
and Asia and Airtel, a leading global telecom, have a partnership to deliver insurance to 17 countries in
Africa over the next three years. Our challenge: using human centered design techniques to figure out how
to deliver relevant insurance products to the mass market, leveraging mobile phones.

PROJECT GOALS

CGAP

* Experiment with Human Centered Design techniques to develop a better understanding of
customer perceptions of microinsurance and develop new concepts to engage customers more
effectively with microinsurance products

* Institutionalize Human Centered Design tools and techniques at MicroEnsure

MICROENSURE
* Increase acquisition and active membership among the mass market in Africa

* Formalize knowledge about the mass market

To watch an 8 minute video about this project, please visit:
http://www.cgap.org/photos-videos/human-centered-design-and-microinsurance



http://www.cgap.org/photos-videos/human-centered-design-and-microinsurance

Microinsurance

Accordlng to “Maklng Finance Work for Afrlca a study published by The World Bank mmromsuﬂance 0 o
grew by more t an 200% on the contlnent of Africa between 2010 and 2012. That belng sald fewer than..
20 million Afr outside South Africa have anyform Qf m.l,cromsurance Iess'
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er 2013 (jUSt before our prOject began) MlcroEnsure a Ieader in the prowsmn of insurance
1ass market i in Afrlca ‘announced a strateglc partnershlp with Alrtel a Ieadmg =

‘ Iecommunlcatlons services prowder with operations across Africa and AS|a The partnershlp was
established to provide i insurance services to Aw@l customers in Afrlca WhICh WI|| be deployed through
mo Ie phones el 57 e : 33
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n across Africa is 18%. While there are some aggressive predictions about
feature phones are still the dominant phone held by the mass market in Africa.
way to keep connected, a business tool, a form of entertainment and the delivery
cial services platform. Feature phones and the extensive Airtel network make it



INTERVIEWS

Location Number of Subjects
Nairobi '} Kibera urban 4
Nairobi | Mathare urban 3
Nairobi: | Kabete village on the rural outskirts of urban center 6
Nairobi | Soweto villagesan the rural outskirts of urban-ecenter 3
Nairobi | 'Kijiji village-ofi-the rural-eutskirts of urban center 3
Malawi | Lilongwe village.on the rural eutskirts of-urban center 5

Since we couldn’t conduct interviews across all 17 Airtel markets, we chose two ‘extremes’ - Kenya and

Malawi. Kenya is a sophisticateditechnology market with a high adoption of financial services via mobile

phones. Malawi is more rural and has a much lower adoption rate of financial services technology.

Human Centered Design interviews frequently target extreme use cases. By understanding two'markets

or customers that are quite different; we are able to design broad solutions that can be adapted and

scaled.



R
We worked with people in the mas and" g erstand t
and behaviors, the problems they e ¢ ollitions that work for them. We use

TR — hat hit onIBotvh tr o |

onal needs of peq




Each interview lasted two'l I about their life, | sir sources of income, what they value,
who they trust, social circles : ‘-,j ally, their perceptions of insurance. Our
goal was to understand what ke
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WHAT WE LEARNED
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We were struck by how muet;t people value Iearnrng both formal eduication.and:informal information
sharing. Hard work and knowledge are key to a better future People save and raise ' money for school

. N

fees, seek busmess advice and decorate the|r homes W|th educatronal posters
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A THIRST TO LEARN

The Job The Good

School | Want Life

Survive

“The Good Life” is relatively modest. People aspire to make enough money to cover their basic needs
and own a home or car. Progression to the good life is slowed by inconsistent income and constant
financial setbacks, ranging from school fees to the death of a loved one. School is an essential step
towards the good life. It’s the driving force behind getting a good job or growing a business. When
setbacks happen, both small and large, savings are depleted and school is often postponed to meet
more immediate survival needs.



of fake money to car

insurance and 1000
v KSH ($11.39 USD) to

( home insurance.
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Currently insurance is seen as a distant need. Similar to the Good Life, insurance feels inaccessible and
is considered a product for those that have more to protect.



FUTURE GOALS, NEAR-TERM REALITIES

The Job The Good
| Want Life

School

For insurance to be attainable now, it must help people deal with immediate stability and future growth.
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Despite daily worries, people still flnd time. to dﬁstres @hamas (Kenya’s form of informal savjr

groups) have turned a financial savings tool into a small pleasure by building in the joy of bein
rewarded when getting a lump sum. People play games on their phone, socialize and exchange tips on

Facebook, and enter contests via SMS. -




SOURCES OF SUPPORT

EMOTIONAL FINANCIAL

They pray
for me.

Friends & Co-workers Money-Lender
BT
S

We talk about If they are well off, | can take a loan
our problems. they help me out. when | need one.

People take help where they can get it. Few sources of support span both functional and emotional
needs. Chamas have alone bridged the gap, emulating the emotional support of family while providing
more reliable access to finances similar to a lender or bank.



CREATING AND PROTOTYPING
SOLUTIONS




AWARENESS

| want to make sure
this is real and not a
scam,

Build buzz.

Get the word out in
multiple channels,
Lead with the near-
term benefits. Must
be a combination of
tactics to dispel fears
of a scam,

LEARN MORE

I want to see what
this is and how it
works.
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Tell a story.

Give people a taste of
what they will get is
they sign up, Provide
layers of information
for people that want
to explore or learn
more.

SUBSCRIBE

Iwant to try it out.

©

Make it painless.
Must be a quick and
easy slgn up process
with clear directions
- too many options or
too much information
will cause people to
abandon the process,

BUILDING THE HOLISTIC CUSTOMER EXPERIENCE
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CONFIRM

Iwant to feel like
it 's right for me,
right now.
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Prove your worth.
This is where we need
to demonstrate near
term value or we will
only have short-lived
success.

SHARE

I want to tell others
about this great
new thing.

QO

Evangelize the
community.

Give people easy ways
to share their stories
and experiences with
friends and family.

We mapped out the journey the customer goes through to sign up for and use microinsurance with
MicroEnsure. Keeping their journey in mind helped us think about solutions holistically. Understanding
the context of the journey makes sure we’re conveying the right message at the right time in a way that
makes sense to people.



THE IDEAL EXPERIENCE

The Path to the Good Life:

MicroEnsure helps people
reach their life goals with a
holistic offering that ties
together long-term
protection with relevant
advice and educationin a
fun and engaging way.

ADVICE PRODUCT

The ideal experience actively engages people with their insurance membership. We identified three

content streams that must work in concert with one another to demonstrate relevance and provide
meaning for customers.



We used a cardboard phone to test 4 different concepts. They ranged from a c
game, to quiz based games to choose your own adventure stories. Qur aim was t
pleasure for people while delivering educational value and informatio;about insura
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ADVICE

People are hungry for education and advice for themselves and to share with others. We tested benefits
like annual check-ups, business advice and love tips. Many of the tips delivered via phone today are too

broad to be relevant to individuals.

Frotect your
Phild”s

Education and

et free

Ibusiness advice

jfor yourself.
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NEXT STEPS
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"”’are currently b |Id|ng a worklng prototype in order to pllot the game and conduct in-field testing.
We are working wit Lem Arts, an interactive media. studio based in Nairobi.



FORMALIZING THE LEARNING




ENGAGING THE TEAM AT MICROENSURE

>

;’Part of the outcome of our work together was to provide MicroEnsure with tools to-help align and inspire
their growing team. We developed tools to help formalize and build upon what MicroEnsure knows

about their members in order to inspire current employees and on-board new team members.
o=




DESIGN CRITERIA

Deslign Criterla Scorecard
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One of the tools we developed was Design Criteria. The Design Criteria serves as a filter for the
MicroEnsure team as they create new insurance products and assess existing ones.



DESIGN GUIDELINES

What 1o 11t
protaction?
How doen |t work?
How dooans my famlly
get poaid?
TELLASTORY

Insurance (s a new concept
Take peaple on s ‘oumoy
and explain the (dea in
stagoes, Giving one mossage
at i time allows people to
digest and retain
Information.

Q&A style Information helps
lead people through the
experience,

In the uad oavent

of death, your

loved one (el
14, DOOKMI,

DIRECT & CONCISE

Pravide stealghtforward
language around banefits

Weahly Cover

Premium Subscriber

Ksh 1S o« Ksh 25,000

Ksh 25« Ksh 50,000

SMALL CHOICES

Give people small choices
In the right places. Don't

1olm Mo sbout
L Menano
NO WINDING PATHS

If you propose a question,
answar It in the next

and the descrip
insurance. Being
tauses confusio
disinterest and ¢

Spell it out. Using
like Tn case anyt)
happens "or “ped
are ambiguous a

Feople like to shars the
things they ve leamad with
their friends and family. it's
a mattar of pride. Offering
" mcEntae to 00 S0
certainly sweetens the deal
but = not slways necessary

Wodd of Mowth /5 an ezsentisl
markering tool i Kenya,
harmessing the power of pour
customer base i exvential in
prtting to critical mass
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VISUAL CUES

People are proud of doing
the nght thing. They want
to show others that they
are protecting their family
and their chid's education
Allow for moments of
special meognition,

The imsurance bundle airtime
card was popelar as it
showed everyune that they
took their responsitilities
seriowsiy

SOCIAL MEDIA

Facebook is popular (even
on featurs phanes) and 5
Influential in getting the
word out to mass
audences.

W heand multiple storkes
about peopie seeing or
hearing about things on
Facebook and then gong out
to buy them

Make it sasy for people to
share informaton and tell
others about your
offerings. Don't expect
them to do it all on their
awn

People laved the optan of
sending a test to thei nest of
ki with poticy and ¢lam
info

We identified and articulated tactical design guidelines to help ensure that product offerings and

communication are executed in a way that resonates with people.




CORE TEAM
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(CGAP

Advancing financial inclusion to improve the lives of the poor
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